
Ready?
The future is exciting.

Consumers:  
business in a 
post-loyalty world
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CONSUMER 
BEHAVIOURS 
HAVE 
REWRITTEN  
THE RULES  
OF BRAND 
LOYALTY. 

Businesses have work to do to carve 
their niche in a post-loyalty world. 
But there are opportunities here, too 
– opportunities to innovate, explore 
new markets and exploit efficient 
digital technologies. The future of 
commerce will belong to those who 
act now, and successfully read the 
winds of change.

Through a series of interviews 
with thought leaders, futurologists, 
academics and other industry 
experts, we’ve identified the drivers 
of change creating the new 
consumer landscape. In this 
guide we’re going to look at three 
of them, ask how the enterprise 
can embrace them, and explore 
the role technology has to play 
at every stage.

 

INTRODUCTION

Enabled by technology, consumer 
demands and expectations have 
changed beyond recognition. 
No longer are branding, product 
quality and value the only things 
that influence customers’ buying 
decisions. In addition, they expect 
integrity, honesty, exceptional 
consumer experiences and flexible 
consumption models. And if 
companies fail to deliver, this new 
breed of consumer will have no 
qualms about going elsewhere. 
Today, brand loyalty can be fragile. A NEW CONSUMER LANDSCAPE

EXPLORING



Anyway, anyhow, anywhere

The virtual place is already 
happening. You go to websites to 
order groceries, you ask Alexa or 
Google to deliver batteries. The 
assisted world is here. The question 
isn’t ‘if it’s happening’, but ‘how do 
you deal with it’.”

Dayoán Daumont, Consulting Partner, 
Innovation, OgilvyRED 

Until recently, most activities were 
restricted to a distinct time and 
place. You worked in the office,  
you spent your leisure time at 
home, and you bought your 
groceries in the supermarket.

Now, the emergence of ‘virtual 
places’ has created an overlapping 
of activities, locations and 
timeframes. Today, you might 
respond to work emails via your 
smartphone while taking  
the kids to the swimming  
pool, or do the weekly shop 

online during your lunch  
break at work. Emerging 
technologies continue to blur 
traditional distinctions. 

Thanks to the Internet of Things 
(IoT), virtual and augmented reality, 
wearables and implantables, all 
manner of everyday activities 
are becoming increasingly 
geographically untethered. 
Today, the office, the classroom, 
the stadium or the consultation 
room can be wherever you are.

THE VIRTUAL 
PLACE

Today, the average person takes in a range of experiences that simply didn’t 
exist two decades ago. In that time, the digital world has grown from nothing to 
encompass practically every imaginable activity – from work and education to 
sport and even medical diagnoses. Our first driver of change – the virtual place – 
explores how businesses have the opportunity to develop new ways to engage 
their customers outside of traditional, physical spaces. 
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THE ASSISTED  

WORLD IS HERE.  

THE QUESTION ISN’T 

‘IF IT’S HAPPENING’, 

BUT ‘HOW DO YOU 

DEAL WITH IT’.



Virtual world, physical benefits

When it comes to virtual working 
there are so many benefits, 
not least cutting down on 
travel costs. You make that 
small upfront investment and it 
allows you to live in this virtual 
environment for years on end.”

Azeem Azhar, Founder, PeerIndex 

Consumers are becoming 
increasingly flexible and 
adept at operating in both the 
physical and the digital worlds 
simultaneously. 

A new generation of digital-native 
consumers has emerged,  
and these individuals expect  
the companies they buy from  
to be as fluid and digital-forward 
as they are. Now, enterprises 
must find new ways to reach  
out to, engage with and retain 
these customers. 

Businesses that meet these 
expectations successfully 
will reap significant rewards. 
Virtual places can enhance 
the consumer experience – 
simultaneously adding value 
and encouraging brand loyalty. 
Imagine a virtual reality shopping 

experience in which the 
customer can try on clothes or 
shoes without even leaving the 
home – checking the fit, colour 
and style and perhaps making 
a purchase decision they 
wouldn’t have made otherwise. 
Such experiences are now 
relatively commonplace, 
enabling flexible new as-a-service 
consumption and purchase 
models that benefit both 
consumer and retailer.

The role of technology

Our phones are windows to 
the augmented world around 
us. The simplicity of the toolkits 
included in the operating system 
means they’re an easy entry into 
the virtual place.”

Dayoán Daumont, Consulting Partner, 
Innovation, OgilvyRED

Technology is at the heart of 
the virtual place. These new 
geographically-disconnected 
experiences rely on emerging 
technologies like virtual reality, 
augmented reality and the IoT. 
To continue to engage and retain 
customers, businesses must 
become increasingly digital-

forward – building exceptional  
consumer experiences to 
enhance trust and loyalty.

To build virtual places of their 
own, businesses need to:

•  Adopt emerging technologies 
such as AR, VR and IoT

•  Collaborate with digital-native 
businesses

•  Attract and retain the 
millennial workforce by 
embracing collaborative 
working and the latest 
digital trends

Businesses that successfully 
create and implement virtual 
customer experiences quickly 
see the benefits.

IKEA has a VR-based app that 
allows customers to place 
furniture into their homes to 
decide on the look, feel and 
fit. This is providing one of the 
most popular retail applications 
of VR thanks to its simplicity, 
accessibilty and practical benefits 
– such as putting on headset and 
being transported to your new 
kitchen where you can explore 
the layout and open cupboards. 
Using VR to enable digital, 
engaging, try-before-you-buy 
experiences clearly has appeal 
among consumers. 
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WHEN IT COMES TO VIRTUAL 

WORKING THERE ARE SO MANY 

BENEFITS, NOT LEAST CUTTING 

DOWN ON TRAVEL COSTS.



It’s becoming more important  
for organisations to say why  
they do what they do. Asking 
that question may then lead  
to thinking about what the product 
portfolio is, how they choose to 
serve the consumer and what 
customer segments they go after.”

Azeem Azhar, Founder, PeerIndex

The perfect storm

Innovative new startups are 
emerging all the time. A host of 
exciting digital technologies are 
empowering them to work better, 
faster, smarter. 

And a new generation of 
consumers is turning to these 
businesses to meet their needs. 
It’s a perfect storm of innovation 
and disruption, and traditional 
businesses are slow to react. 

The likes of HelloFresh, Canvas and 
others have transformed consumer 
expectations – customers have 
grown used to receiving new 
products and services quickly, and 
accessing them through flexible 
‘as-a-service’ consumption models.

The global XaaS market will grow at 
compounded annual growth rate of 
nearly 40% from 2016 to 2020,  
 

with services ranging from storage 
to pet sitting to food delivery. 
As one executive noted, XaaS is 
becoming a mindset as much as 
it is a strategy.”

Daniel Newman, Forbes: Why The 
‘As-A-Service’ Model Works So Well For 
Digital Transformation

Every industry is dealing with digital 
disruption one way or another. 
Even traditional sectors like 
banking and finance are subject 
to change,

with a combination of technologies 
(such as blockchain) and innovative 
startups creating new products 
and services to which established 
businesses often have no answer. 
Enterprises must adapt if they 
are to survive. They need to 
become capable of reading and 
anticipating changes in the market, 
and bringing new products and 
services to market quickly. They 
need to become agile. 
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AS ONE  

EXECUTIVE NOTED, 

XaaS IS BECOMING  

A MINDSET AS 

 MUCH AS IT IS  

A STRATEGY.

NEW CONSUMER 
INDUSTRIES

Uber. AirBnB. Netflix. These innovative businesses are now so celebrated 
it’s easy to forget that they came from practically nothing – fundamentally 
disrupting markets that simply weren’t prepared for their impact.  
These disruptors and others like them have built new services, new business 
models and even entirely new industries driven by evolving consumer 
demands. How can large, established businesses adapt to these changeable 
market conditions?
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The transformation mindset

Creating new services and 
products is not the sole realm 
of startups. It’s easier if you’re 
starting from nothing, and 
thinking ‘what is the need, let 
me fill it’. But what’s interesting 
is when you stretch your brand 
beyond just its core offering, and 
start seeing opportunities that 
may not have a direct line to 
your original product.” 

Dayoán Daumont, Consulting Partner, 
Innovation, OgilvyRED 

Today’s startups are digitally 
native. They’re born in the cloud, 
and have agility and flexibility 

at the core of their business 
models. For these businesses, 
creating new products and 
services and bringing them to 
market quickly often comes 
naturally. It’s a different story 
for more traditional businesses, 
where risk aversion often 
suppresses any appetite for 
rapid change. 

For some businesses, achieving 
the kind of innovation common 
among startups requires a 
change of mindset. Top-down 
cultural transformation is 
needed. Enterprises must be 
prepared to try and fail – to 
prototype, test and improve not 
only products and services, 
but business processes, too.

The role of technology

There are only five things 
most business transformation 
reports have in common. What 
can you do to your business 
model? What can you do to 
your product? What can you do 
to your operating model to get 
your product to market? How 
can you transform your people? 
And how can you transform your 
customer experience?”

Tiffany St James, Digital 
Transformation Strategist  
and Speaker

It’s technology that has enabled 
the rise of many new consumer 
industries. The capabilities that 
have enabled Netflix, Amazon 
Prime and others to stream 
live, on-demand video into our 
homes simply didn’t exist until 
very recently. Now, many of 
these technologies are enabling 
enterprises to reinvent their 
business models, products, and 
customer experiences. 

To create and thrive in new 
consumer industries, businesses 
need to:

•  Embrace disruptive new 
technologies – including 
blockchain in finance, AI and 
analytics in manufacture, VR 
and IoT in consumer markets

•  Build innovation teams 
capable of identifying and 
exploiting new opportunities

•  Gather customer insights and 
usage data to determine new 
growth opportunities 

Consumers expect convenience, 
speed and exceptional 
experiences. And it’s not just 
agile startups that are able to 
meet these expectations. In our 
Vantage Point Webcast, Dayoán 
Daumont discussed how Nestlé 
Asia revitalised its Milo chocolate 
milk powder by launching a 
companion product and app –  
a wearable fit band and activity 
tracker that helped parents 
tackle childhood obesity. 

This is a great example of 
how established businesses 
can look beyond their core 
product ranges and explore new 
opportunities that weren’t open 
to them before. 
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CREATING NEW 

SERVICES AND 

PRODUCTS IS NOT 

THE SOLE REALM 

OF STARTUPS. 

NEW CONSUMER INDUSTRIES



 
 
Consumers demand a higher 
ethical standard from companies. 
There’s much more scrutiny 
because of social media, 
independent bloggers and rating 
and ranking systems for every 
aspect of what a company does. 
You don’t have much choice but 
to step up and say we’re going to 
live increasingly in the public eye.”

Azeem Azhar, Founder, PeerIndex

In the public eye

Businesses are under greater 
scrutiny than ever before. 
Purchases are reviewed and 
ranked on websites from 
TripAdvisor to Amazon, while 
social media provides both 
a direct line of communication 
between business and consumer 
and a forum where the slightest 
grievance can be aired in front 
of an audience of millions.

It’s no surprise that consumers 
now hold businesses to ever 
higher standards. 

A third of consumers (33%) 
are now choosing to buy from 
brands they believe are doing 
social or environmental good.”

Unilever research, 2017

Today, practically everything  
a business does is in the public 
eye. Meanwhile, consumers  
have become more discerning 
than ever. Bombarded by choice, 
they can afford to be picky.  
Where value, variety, quality  
and brand reputation once 
dictated whether a transaction 
took place, customers are now 
free to consider factors like 
sustainability, diversity and 
environmental impact.  

THE HOLISTIC 
CONSUMER

We’ve already seen how consumers have begun to expect more from the 
businesses they buy from. But it doesn’t end there. Today’s consumer is  
no longer influenced by price, quality or reputation alone. The traditional  
measures of brand loyalty are increasingly irrelevant. Now, consumers make 
their purchase decisions based on social, ethical and political factors.  
They want the brands they buy to reflect their own values – and if they  
don’t, these holistic consumers won’t hesitate to look elsewhere. 

#3
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Filter feeders

As we see brands behave in 
a more responsible way, the 
consumer is going to react to 
that. They’re going to see the 
value, and they’re going to be 
more accepting. But if we don’t 
learn the lessons from the 
mistakes we’ve made already, 
we’re just going to carry on  
and compound them.”

Dayoán Daumont, Consulting Partner, 
Innovation, OgilvyRED

We’re reaching a tipping 
point, after which the holistic 
consumer won’t even need to 
decide which businesses to 
choose – and which to avoid. 

Technology will make those 
decisions on the consumer’s 
behalf. Personalisation is already 
affecting consumers’ online 
purchase decisions, but before 
long, they’ll be able to delegate 
these decisions completely – 
letting AI filter the products  
they see based on 
predetermined criteria. 

In future, businesses will 
have to align with customers’ 
values – or risk being cut out of 
consideration. Transparency will 
be key here. It won’t be enough 
for businesses to become 
sustainable, ethical and diverse 
– they’ll need to be seen to be 
doing so. Building trust means 
getting the story out there – 

being visibly responsible and 
ethical without being too heavy-
handed. Tokenism won’t wash 
with the holistic consumer. 
It has to be authentic. 

The role of technology

Businesses, organisations  
and governments have to  
be more accountable and  
more transparent. Social  
media has played a key part 
in that, giving people a direct 
line of communication with 
companies, which was always 
mediated before.”

Tiffany St James, Digital 
Transformation Strategist 
and Speaker

Technology is a double-edged 
sword when it comes to serving 
the holistic consumer. It may 
make it easier for consumers 
to see when businesses are 
failing in their corporate 
responsibility efforts, but it also 
allows businesses to better 
understand consumers’ views 
and preferences. 

Artificial intelligence, data  
and analytics can help  
to determine how and  
why consumers make  
certain purchase decisions, 
allowing businesses to  
respond accordingly.

To attract and retain the holistic 
consumer, businesses need to:

•  Effectively communicate 
with the public through 

social media, increasing 
transparency and  
building trust

•  Provide multichannel 
consumer access and 
respond swiftly to queries  
or complaints

•  Protect consumer data, 
and use it in a responsible, 
transparent manner

Many major brands have already 
recognised the value of the holistic 
consumer, and taken steps to 
attract and retain these ethically-
minded customers. Notably, 
McDonald’s recent rebranding 
exercise has seen the company 
make a concerted effort to appear 
more sustainable, ethical and 
responsible. Recent marketing 
and advertising campaigns are a 

significant departure from how 
the restaurant chain traditionally 
represented itself, reflecting 
how public expectations have 
changed dramatically in a short 
space of time. 

08THE HOLISTIC CONSUMER

BUSINESSES, 

ORGANISATIONS 

AND GOVERNMENTS 

HAVE TO BE MORE 

ACCOUNTABLE 

AND MORE 

TRANSPARENT. 



The relationship between 
consumers and businesses 
has changed – forever. 
Traditional ideas of brand 
loyalty and customer retention 
no longer apply, while the 
qualities consumers expect 
as standard today are a world 
away from those most valued 
a generation ago.

The idea of brand loyalty may 
be dead, but enterprises can still 
work to attract, retain and delight 
their customers through exciting 
digital experiences. Embracing 
emerging technologies will be 
crucial if businesses are to seize 
the opportunities presented by 
this new consumer landscape. 

Are you ready to build new 
virtual places, serve the holistic 
consumer and thrive in new 
consumer industries?

Find out more about 
the digital future

> Read enterprise guide

> Read employee guide

Contact your Vodafone Account 
Manager to see how technology 
can help you thrive in the new 
consumer landscape.
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WHAT COMES NEXT?
As brands become more 
competent in technology, 
they’re going to find ways 
to make it easier for the 
consumer. They’re going 
to find ways to make the 
consumer’s life easier, 
and more manageable to 
interact with the business. 
And that’s really where 
the magic is.”

Dayoán Daumont, Consulting Partner, 
Innovation, OgilvyRED


