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INTRODUCTION 
 

 

Benjamin Franklin outlined one of the simplest and most 

effective marketing methods in history: 

“Either write something worth reading or do something worth writing 

about.”  

Simple right? Well, simple in concept but much tougher in 

practice. For a business, creating an awesome product that is 

worth writing about is not always enough. You must often also 

be able to market and sell the product, communicate directly to 

and engage your customers, and somehow be consistently 

innovative in all aspects of your business.  

Adding to the difficulty is the changes within the company or 

from external forces that can create challenges or opportunities 

for businesses. However, depending on how companies react to 

these drivers, these changes may help them progress, or they 

may tear them apart. Change is inevitable, but progress is not, 

which is why businesses fail to evolve, adapt and sometimes 

collapse. 

This phenomenon does not discriminate between small firms 

and big companies. The adage of “the bigger they are, the harder 

they fall” often rings true in this situation.  

According to an Innosight study of the S&P 500 Index1, the 

 
1 Anthony, Scott D., Viguerie S. Patrick; Schwartz, Evan I.; Landeghem, 
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lifespans of top large-scale companies are shrinking dramatically. 

US corporations in the S&P500 in 1958 remained in the index 

for an average of 61 years.  By 1980, the average tenure of an 

S&P500 firm was 25 years, and by 2011 that average shortened 

to 18 years based on seven-year rolling averages.  

Assuming the trend continues, 75% of the S&P 500 will be 

replaced by 2027, probably even more as technology progresses 

in quantum leaps. Industries such as financial services, 

healthcare, telecom, travel and real estate have seen some of the 

highest rates of attrition among members of the S&P 500. The 

$7.6 trillion global travel & tourism sector is a case in point, as 

it has seen a pronounced shift in its business model, partly as a 

result of disruptors such as Airbnb and Uber. 

Technological disruption has fundamentally changed industries 

and how businesses produce, distribute and operate. The 

digitally evolving world has also changed the way customers buy 

and in turn, changed the way entrepreneurs, business owners 

and marketers sell to their customers.  

While the fundamental principles of marketing have not 

necessarily changed, strategies and tactics need to evolve to stay 

relevant to engage the modern consumer. Many modern 

marketers have pointed out that the "Marketing Mix", coined by 

Neil Borden, in 1949 and the subsequent simplification of the 

model into the "4Ps of marketing", developed by E. Jerome 

McCarthy in the 1960s, is outdated. 

Contrarians have pointed out the 4Ps of marketing that highlight 

product, price, place and promotion does not adequately capture 

 
John Van, "2018 Corporate Longevity Forecast: Creative Destruction is 
Accelerating" (2018). Innosight. 
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today's market conditions and digital landscape.  

"Product" emphasizes building a better mousetrap instead of 

focusing on solutions for customers. Value is a more important 

differentiator than "price". "Place" is very much flipped on its 

head in the digital world. And, "promotion" as interruption 

marketing is obsolete in today's social media world where 

customers have a voice. 

Of course, one can argue that this is just semantics. But words 

do have meaning, and intent can be powerful. When Borden and 

McCarthy developed their marketing models, they designed 

them for the business, economic and social landscape of that 

time. 

A new paradigm is needed for businesses to adapt to the current 

digital evolving world, and this book hopes to fill the gap, 

especially for offline businesses trying to navigate through these 

transformative times. Within these pages, you will learn updated 

marketing frameworks that employ new marketing tools, and 

tactics to help your business create value in the market, promote 

the value through effective marketing communication tactics 

and create a brand to build customer advocacy.  

It has been a fulfilling journey writing this book over nine 

months. The process has helped crystallize the strategic 

approaches that I have used in marketing my businesses, with 

clients when working on their projects and leading large-scale 

marketing event campaigns over the past twenty years.  

I sincerely hope that you will find value in this work and will be 

inspired to evolve and adapt, but not collapse! 

 

J C Sum
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THE DIGITALLY 

EVOLVING WORLD 
How the Customer Buys Today and 

How it Impacts Your Business 

 

 

As of this writing in 2020, the developed world is currently 

divided into roughly two halves - digital natives and digital 

immigrants. 

 

The term ‘digital native’ was coined by Marc Prensky, an 

education consultant, in 2001. A digital native is someone raised 

in a digital, media-saturated world. She grew up with a personal 

computer, the Internet and the plethora of digital devices which 

were introduced to the market throughout her life. 

 

On the flip side, a digital immigrant is a name Prensky gives to 

those introduced to digital technology as adults. Or, basically, 

adults who may feel a sense of accomplishment when they 

managed to set up a social media account. 

 

He argued that digital-native children have vastly different 

learning requirements than what he called ‘digital immigrants,’ 

and that digital natives “think and process information 

fundamentally differently.” 

 

It is widely accepted that millennials (people born after 1980) are 

considered digital natives, although that is not mutually 
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inclusive. 

 

A global study by researchers at the International 

Telecommunication Union (ITU) measured that in most 

developed countries, more than 90% of millennials are digital 

natives, with South Korea leading the way at 99.6%.2  

 

While there is a global divide of digital users between developed 

and developing/ under-developed countries (due to the 

economic disparity), the primary focus of this book is on 

businesses in developed economies. 

 

By the year 2025, millennials will come to fuel approximately 

75% of the U.S. workforce, and worldwide this generation will 

account for 50% of those employed. That means almost half of 

the global workforce will be digital natives in less than five 

years.3  

 

As we move forward, the proportion of digital natives to digital 

immigrants will be even higher. And, more digital immigrants 

will assimilate seamlessly into the digital world and be just as 

comfortable as a native. 

 

So, how do the digitally evolving world and this shifting of 

demographics impact your business? 

 

 

  

 
2 Teltscher, Susan; Gray, Vanessa; Magpantay, Esperanza; Olaya, Doris; and 
Vallejo, Ivan, "Measuring the Information Society", (2013). International 
Telecommunication Union. 
3 Case, Jean, "The Business of Doing Good: How Millennials Are Changing 
The Corporate Sector", (Jun 2014), Forbes.com. 
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HOW THE DIGITALLY EVOLVING WORLD 

IMPACTS BUSINESS 

 

Economic and technological shifts in the digitally evolving 

world have fundamentally changed how customers buy, which 

impacts how you market and sell to them. As the number of 

digitally assimilated customers increase, the need to evolve and 

adapt to these changes are necessary to survive. 

 

Salespeople were once the gatekeepers of information. 

Regardless of whether you were a business-to-business (B2B) or 

business-to-customer (B2C) customer, if you needed 

information to evaluate a product or service, the salesperson 

would show you a brochure, demonstrate the product and 

answer any questions that you might have. You made an 

informed decision on a purchase, depending on how 

experienced and knowledgeable a salesperson was. 

 

The modern consumer carries an Internet-connected 

supercomputer with her wherever she goes. She no longer 

depends on television ads, and flyers handed out at a mall or a 

salesperson for advice on the best products or services. She 

generally prefers to conduct online research on the comfort of 

her sofa. Social media, marketplace reviews and online reviews 

sites make it easy for her to learn about a product she is 

interested in. If she likes, she can make an order with just a few 

taps on her smartphone. 

 

Global e-commerce sales are expected to top USD 4.2 trillion in 

2020 and reach more than $6.5 trillion by 2023. More than 2.1 

billion shoppers will purchase goods and services online by 

2021. Increasingly, these online shoppers live outside the U.S. 
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By the end of 2020, 1.4 billion people are expected to join the 

world’s middle class, and most of them (approximately 85%) will 

be in the Asia Pacific region (APAC). E-commerce has already 

shifted away from the West and will continue to do so even as 

China’s previously hot consumer economy cools a bit.4 

 

Some think that the digital evolution, like e-commerce, is 

restricted to B2C businesses. But this is not true. B2B e-

commerce sales are expected to outgrow B2C e-commerce sales 

by 2020.5 Data from Gartner shows that the typical B2B buyer 

is 57% of the way to making a purchase decision before they 

even approach a vendor.6 

 

Another way the digital world has changed the customer 

journey, is from an activity that was once transactional to one 

that is now focused on relationship building. Each step of the 

journey, whether offline or online, is centred on how to elevate 

consumer engagement to deepen the relationship. 

 

Many companies have attempted digital transformations, but 

not all have been able to make the transition or integrate with 

their existing business model and operations. 

 

According to the Harvard Business Review, a staggering 70% of 

digital transformations fail. General Electric, Ford and Procter 

& Gamble have all been cited as examples of large multi-national 

companies that had missteps when trying to evolve digitally.7 

 
4 Winkler, Nick, "What Is the Future of Ecommerce? 10 Insights on the 
Evolution of an Industry", (Jan 2020), Shopify.com 
5 Suja, Adi, "Essential Ecommerce Statistics for 2018", (Sep 2018). 
eCommerce Platforms. 
6 Bryan, Jordan, "What Sales Should Know About B2B Buyers in 2019", 
(Feb 2019). Gartner.com 
7 Davenport, Thomas H.; Westerman, George, "Why So Many High-Profile 
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One of the world’s largest toy store chains, Toys “R” Us, missed 

the opportunity to develop its e-commerce presence early on. 

This was likely due to the signing of a 10-year contract to be the 

exclusive vendor of toys on Amazon in 2000. However, 

Amazon did not hold to the exclusivity agreement that led to 

Toys "R" Us suing Amazon to end the agreement in 2004.  

 

Far too late, Toys “R” Us announced in May 2017 its plan to 

revamp its website as part of a $100 million, three-year 

investment to jump-start its e-commerce business. The 

company filed for bankruptcy in September 2017 under pressure 

from its debt of US$1bn and fierce online retail competition. 

 

A pioneer in its time, Tower Records was the first to create the 

concept of the retail music mega-store. Founded by Russell 

Solomon in 1960, Tower Records sold CDs, cassette tapes, 

DVDs, electronic gadgets, video games, accessories and toys.  

 

The company did try to evolve and take advantage of the new 

online space by launching, Tower.com in 1995, making it one of 

the first retailers to move online. However, Tower Records 

could not keep up with digital disruptions such as music piracy, 

iTunes and streaming businesses such as Spotify and Pandora. 

Ultimately, it fell prey to excessive debts and filed for 

bankruptcy in 2004.  

 

While there have been companies who failed to change, there 

are also those that have been very successful in transforming 

themselves. 

 

 
Digital Transformations Fail" (Mar 2018). Harvard Business Review. 
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Apple is perhaps the best example of a company that made 

innovation and evolution its identity. While everyone is familiar 

with their ground-breaking products from the personal 

computer to the iPod, iPhone, iPad and AirPods, it is also 

Apple's strategy in investing in digital asset management that has 

made it so successful.  

 

Apple is one of the most prominent digital retailers in the world, 

with 100 million consumer credit accounts through iTunes. 

Consumer psychology tells us that when a consumer sets up an 

account and gives credit card information that means those 

customers will likely make purchases in the future. It also keeps 

customers using Apple’s products because once they purchase 

digital contents, they can install it in every other Apple smart 

product. This strategy not only increases Apple's sales in the 

digital market but also retains its customers for future products.8 

 

Netflix is now a part of everyday life, with 167 million worldwide 

subscribers as of 2019. Netflix started as a mail-order DVD 

rental business in 1997 but turned to streaming their catalogue 

of content in 2007. The streaming business model is built into 

the digital platform that allows subscribers to watch what they 

want, when they want and on as many devices: TV, computer, 

tablet, smartphone, game console.  

 

Along with producing original content that allows them to 

benefit from owning the content as well as control the 

distribution, Netflix invested in smart software. Its AI-powered 

algorithm creates personalized recommendations for each user 

based on their preferences, watch history, ratings and 

 
8 Johnson, Katherine; Li, Yang; Phan, Hang; Singer, Jason; and Trinh, Hoang, 

"The Innovative Success that is Apple, Inc." (2012). Theses, Dissertations 
and Capstones. Paper 418. Marshall University. 
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demographics. According to Netflix, 80% of watched content 

comes from recommendations.  

 

In an age where brands across all industries are trying to predict 

what customers want next and create personalized 

recommendations, Netflix is setting the standard. Netflix 

evolved and adapted with technology, utilizing digital platforms 

combined with sound business strategy.9  

 

 

THE CUSTOMER JOURNEY (SALES FUNNEL) 

 

What is evident is that technology has changed the way 

customers buy. However, before we delve deeper, let us first 

understand the typical customer journey of someone who is 

purchasing a product or service, regardless of whether it is a 

B2B, B2C, offline or online business. 

 

Businesses need to evolve to adapt to changing customer 

behaviour brought about by the digitally evolving world.  

 

The traditional customer journey has been disrupted and 

although most companies know how crucial it is to evolve with 

technology and create digital processes and solutions, 

successfully implementing them is a different story. 

 

Regardless of the nature or set-up of the business, the most basic 

customer journey sees the customer go through four stages: 

awareness, consideration, purchase and advocacy.  

 

The journey can be represented as what is known as a sales 

 
9 Morgan, Blake, "What Is the Netflix Effect?", (Feb 2019). Forbes.com. 
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funnel as shown below. 

 
Fig 1: Sales Funnel 

 

 
 

Awareness 

 

In the awareness stage, the prospective buyer learns about your 

product or service through exposure to your brand. This could 

have been through traditional marketing efforts like word of 

mouth, referrals, newspaper, magazine, television or radio 

advertisement, event participation and flyers.  

 

Or, in today's digitally evolving world, the prospect might 

become aware of your brand through a Google search, a photo 

posted on Instagram by someone they follow, a sponsored story 

on their Facebook feed or a targeted email you sent to them 

through an email list. 

 

The hope is that with awareness comes interest, and the 

prospect is curious to learn more about your product by visiting 
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your website or heading down to your retail store. 

 

By creating awareness, you are starting a relationship with the 

prospect. The more the prospect gets to know you, the more 

likely the prospect will buy from you. If you push your product 

or service from the beginning, you will turn off prospects and 

chase them away.  

 

The goal here is to establish your expertise, offer to help them 

in any way you can and move the prospect from the ‘awareness’ 

stage to ‘consideration’ stage. 

 

 

Consideration  

 

At this stage, the prospect is evaluating whether she wants to 

buy your product or service. 

 

She might also be considering other options, including 

competitor products or even the DIY route. 

 

The prospect will be gathering as much information as she can 

by scouring your website to read product descriptions or watch 

demo videos, looking for online reviews, following you on social 

media or asking friends or family for opinions. 

 

Well-timed attractive offers such as free shipping, a discount, 

bonus product, money-back guarantee or a 1-year warranty can 

tip the scales in your favour and convince the prospect to buy 

your product. Social proof like testimonials and reviews posted 

on a social media platform will also contribute to the decision-

making process. 
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Purchase 
 

At this stage, the prospect is becoming a customer by finalizing 

the deal with you. 

 

The purchase is formalized by signing a contract or clicking the 

‘buy’ button. And, of course, making payment. 

 

The customer's journey should not end after making the 

purchase. You will want to move her from being a customer to 

an advocate (supporter and evangelist of your brand). 

 

 

Advocacy  

 

Advocacy is the stage where the customer is retained, and brand 

loyalty is built so that she comes back as a returning customer 

and skips the ‘awareness"’ or even ‘consideration’ stages and 

moves straight to ‘purchase’. 

 

Your after-sales service program and post-purchase marketing 

efforts are designed to keep her engaged with your brand. You 

want to focus on keeping her happy so that she returns as a 

repeat customer and becomes a brand advocate. Word of mouth 

is a powerful force, and no one can do it better than a happy 

customer. 

 

Of course, this assumes your product or service solves the 

customer's problem or fulfils her needs. 
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THE EVOLUTION OF THE CUSTOMER JOURNEY 

(SALES FUNNEL) 

 

Once you understand the journey of your customer, you must 

map out the typical journey for your business and how your 

business is set-up to attend to a customer's needs at different 

stages of the journey.  

 

Also, if you are an existing business, think about how different 

the customer journey was before and after the world digitally 

evolved. If your business is new, think of how your own buying 

journey has changed over time when buying a product such as a 

new pair of shoes, smartphone or insurance plan. 

 

Let us have a look at two scenarios to put things into 

perspective.  

 

Imagine that a customer wants to buy a vacuum cleaner soon as 

hers is starting to give problems. She does not have an 

immediate need for it but changing vacuum cleaners is on her 

mind. 

 

 

The Customer Journey (Pre-digital Age) 

 

Traditionally, a customer's journey may look something like this: 

 

Awareness 

 

Annie first learns about the new Acme Appliances vacuum 

cleaner through an advertisement in the newspaper. The next 

day, she hears an advertisement on the new vacuum cleaner on 

the radio. 
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Consideration 

 

Annie calls up the telephone number that was promoted in the 

advertisements and is invited to come down to the Acme 

Appliances store nearest to her for a demonstration. 

 

She heads down to the store and is introduced to a salesperson 

who explains all the new features of the vacuum cleaner, gives 

her a brochure and demos the product to show how silent and 

effective it is. Annie asks to see if other models or options are 

available. She even goes to another store nearby to compare 

similar products and prices. 

 

Purchase 

 

After looking at the options and evaluating the different 

features, the customer decides to buy the Acme vacuum cleaner. 

She fills in her information on an order form and makes 

payment. 

 

Advocacy 

 

Annie brings the vacuum cleaner home to use it and is happy 

with the purchase. She tells her friend about the Acme vacuum 

cleaner and recommends it as a worthwhile purchase. 

 

A month later, the customer gets a printed brochure in the mail 

highlighting a new attachment for the vacuum cleaner that will 

be released soon. She is also reminded that she can bring in her 

vacuum cleaner for free servicing in 6 months.  
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The Customer Journey (Current) 

 

Now, consider the customer's journey for the same product 

today. 

 

Awareness 

 

Twenty years ago, Annie bought an Acme Appliances vacuum 

cleaner that served her well. Several years later, she bought an 

identical replacement, but now she needs a new vacuum cleaner, 

and Acme Appliances is no longer in business. 

 

So, Annie does a Google search on the latest and most popular 

vacuum cleaner. She comes across the new vacuum cleaner from 

Stark Enterprises in several search results. Clicking the various 

links, she learns more about the product, its features and 

benefits. 

 

Consideration 

 

After doing some online research, Annie narrows down her 

choices to the Stark vacuum cleaner and a competitor's model 

made by Wayne Industries. 

 

She does more research by watching reviews of both vacuum 

cleaners on YouTube and reading reviews on blogs. She also 

checks the ratings on popular online marketplaces. As she is re-

reading the information on the Stark vacuum cleaner product 

page, a pop-out window opens at the bottom of her screen 

letting her know that a Sue from Mont Kiara had purchased the 

same product 1 day ago. 

 

After comparing offerings from both brands, she decides to buy 
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the Stark vacuum cleaner. While the features are similar to the 

Wayne model, she was attracted by Stark's 3-year warranty, free 

shipping and bonus dust-trap device that came with the 

purchase.  

 

Purchase 

 

Annie clicks on the "buy now" button, fills in her order info and 

makes payment through PayPal. She receives an order receipt in 

her inbox that informs her that the product will be delivered 

within five days. 

 

Advocacy 

 

A week later, a courier delivers the Stark vacuum cleaner. Annie 

tries it out for the first time and is happy with the results. 

 

She takes a photo of the vacuum cleaner with her clean living 

room in the background, adds a filter and posts it onto her 

Instagram account, which is automatically shared on her 

Facebook account. She adds the hashtag #starkvacuumcleaner 

with a short positive review. Her post gets 29 likes, 2 shares and 

8 comments, one from Stark Enterprises community manager. 

 

A day later, Annie receives an email thanking her for her 

purchase. She is given a referral code, and the email states that 

if she shares the code with her friends or on social media, she 

will receive a $20 voucher each time someone buys a Stark 

Vacuum Cleaner with her referral code. 

 

Every month, she also receives an email on tips on how to 

maintain the Stark Vacuum Cleaner and suggestions on how to 

keep an apartment dust-free. 
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I am sure you can relate to Annie's customer journey that takes 

place in today's digitally evolving world. If you are above the age 

of 35, you probably can relate to Annie's journey from two 

decades ago. 

 

While the scenarios given were for a B2C order, many B2B 

customers would follow a similar journey. If not, the experience 

would be a hybrid of both scenarios. 

 

The fact is, the customer journey has changed and will continue 

to change as the world evolves digitally. 

 

 

7 WAYS HOW THE DIGITAL WORLD HAS 

CHANGED THE WAY THE CUSTOMER BUYS 

 

Now that you have understood the customer journey, we can 

dive deeper into how technology and the digital landscape has 

changed the way a customer buys. 

 

While there is a multiple of reasons, here are seven ways that 

impact most businesses today, especially traditionally offline 

ones. 

 

By understanding how technology is changing the way 

customers buy will help you evolve in how you market and sell 

to them. 

 

The first step in being able to sell and market to a changing 

customer profile is first to understand why they are changing 

their purchasing behaviour. 
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Here are seven ways technology and the digital age have shaped 

customer buying behaviour. 

 

1. Ease of Research  

2. Choice Use Over Ownership  

3. Customer Experience & Expectation 

4. Increased Convenience 

5. The Emergence of Multi-channel Communication 

6. The Expectation of Higher Customer Service  

7. Abundance of Choice 

 

 

Ease of Research  

 

The first thing any prospect does when looking for a product or 

service is to do research. In fact, 97% of consumers search 

online for local businesses.10 

 

Fifteen years ago, people went to one or two websites when 

looking for a product and made a purchase decision based on 

that information. Or, they would ask friends or family members 

for their opinions. Magazine reviews were also a significant 

source of information. 

 

However, as of January 1st, 2020, there were 1,744,517,326 

websites in the world11, a good number providing information 

and solutions to problems. This doesn't even count YouTube 

channels devoted to specific subjects. 

 

 
10 "Online Reputation Management: A Definitive Guide for 2020", Status 
Labs. 
11 Liedke, Lindsay, "100+ Internet Statistics and Facts For 2020", (Jan 
2020). Website Hosting Rating. 
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The modern customer has access to all this information from 

around the world if they an Internet connection. They can 

research any topic, product, service or business they want in 

minutes on any digital device they are using. 

 

Over 51% of smartphone users have discovered a new company 

or product while searching for their smartphone.12 

 

In the past, companies had more power to convince and reason 

with customers with regards to purchases. Salespeople were 

trusted as the primary source of information and channel when 

considering a purchase. This is not the case anymore due to the 

ability of the customer to research any subject matter quickly. 

 

 

Choice of Use Over Ownership  

 

The past decade has seen a dramatic shift in customer mindset 

from ownership to "usership". People are not as interested in 

filling their homes with physical goods anymore. They do not 

want to deal with upfront costs, the hassles of storage and 

maintenance, and the frustration of obsolescence.  People are 

owning less but using more and more services.13 

 

The Harris Group, a company that’s known for its insights on 

consumer sentiment, recently surveyed more than 13,000 adults 

in 12 countries around the world. And they discovered some 

interesting trends. Nearly three-quarters of adults believe that in 

the future, people will subscribe to more services and own fewer 

 
12 Adams, Laura; Burkholder, Elizabeth; Hamilton, Katie, "Micro-Moments: 
Your Guide to Winning the Shift to Mobile", (Oct 2015). Google. 
13 Afshar, Vala, "5 Trends Driving End of Ownership and Growth of 
Subscription Economy", (Jul 2019). ZDNet.com. 
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physical products.  

 

More than 70% of adults have subscription services, up from 

roughly 50% five years ago. And overall, a third of adults (34%) 

believe they will be using even more subscription services two 

years from now.14 

 

The rise of what is being called the "subscription economy" or 

"sharing economy" has enabled the shift from ownership to 

using and sharing through subscription-based services, 

common-usage of resources, all made accessible over digital 

platforms immediately and in a transparent way. 

 

Consider the entertainment media industry, the sales of CDs and 

song downloads continue to decline. Still, more money was 

spent on subscription services like Spotify and Netflix last year 

than on physical DVDs and CDs, according to new figures from 

the Entertainment Retailers Association. In music, subscription 

now accounts for 62% of total revenues, while video on demand 

has a 55% market share.15  

 

In the automobile industry, global sales are down 2.8% from 

2017.16 Millennials are about 29% less likely than those in Gen 

X to purchase a car.17 But according to the US Department of 

Energy, overall miles driven are on the rise.18 People are still 

 
14 "New "International Survey Reports on The End Of Ownership And 
The Rise Of Subscriptions", (Apr 2019). Zuora Inc. 
15 Savage, Mark, "How Subscription is Replacing Ownership", (Mar 2019). 
BBC.com. 
16 Moss, Trefor, "Global Auto Makers Dented as China Car Sales Fall for 
First Time in Decades", (Jan 2019), The Wall Street Journal. 
17 Cortright, Joe, "Young People are Buying Fewer Cars", (Apr 2015), City 
Commentary. 
18 "Annual Vehicle Miles Traveled in the United States", (2018) U.S. 
Department of Energy, Alternative Fuels Data Center. 
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using cars, but they are just not owning them. Instead, they are 

replacing them with car-sharing services, car subscriptions and 

ride-sharing services like Uber, Grab and Lyft.  

 

While newspaper sales and advertising revenue has been steadily 

declining over the years19, digital news consumption has 

increased. Due to the shift away from traditional print media, 

news organisations are increasingly looking to subscription and 

membership or other forms of reader contribution to replace 

revenues. 

 

Technology and digital platforms have allowed customers to 

access personalized products and services with ease and 

immediacy. This has resulted in the change in customers' 

attitudes, where value access and outcomes over ownership. 

 

 

Customer Experience & Expectation 

 

Related to what was discussed above in "Choice of Use Over 

Ownership", people also value experiences over ownership. 

 

A staggering 74% of Americans prioritize experiences over 

products. The focus on experiences is closely related to the 

growth of the subscription, sharing and experience economy.20 

People crave for unique experiences and want to be able to share 

it with others.  

 

Since 2003, Cornell psychology professor Thomas Gilovich has 

 
19 Barthel, Michael, "5 Key Takeaways About the State of The News Media 
in 2018", (Jul 2019). Pew Research Center. 
20 Turner, Matt, "Stats: 74 Percent of Americans Prioritize Experiences 
Over Products", (Mar 2018). Luxury Travel Advisor. 
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studied and concluded that experiential purchases are more 

satisfying than material purchases.21  

 

Instead of playing board games at home, people now go to 

escape rooms. The typical bar experience has been replaced by 

organized bar crawls, scavenger hunts and distillery tours. Even 

running has turned into an experience with the growth of 

novelty races, such as the Spartan and Zombie races.22  

 

Shopping malls are being reborn as experiential destinations 

with different food & beverage establishments, concept-focused 

lifestyle retailers, entertainment attractions and theme parks. 

 

Even with the purchasing of non-experiential products and 

services, customers’ expectations of the purchasing experience 

have changed too. 

 

The modern customer expects seamless shopping experience as 

they switch from an online to a brick-and-mortar offline store 

or vice versa to purchase products. 

 

The primary reason for this consumer behaviour evolved from 

the growing accessibility of technology, specifically the advent 

of the smartphone and the access of information afforded by 

the Internet.  

 

82% of smartphone users turn to their devices to help them 

make a product decision. And, 87% of consumers do research 

 
21 Gilovich, Thomasl Kumar, Amit; and Killingsworth, Matthew A., 
"Waiting for Merlot: Anticipatory Consumption of Experiential and 
Material Purchases", (Aug 2014), Psychological Science, APS. 
22 Morgan, Blake, "NOwnership, No Problem: An Updated Look At Why 
Millennials Value Experiences Over Owning Things", (Jan 2019). 
Forbes.com. 
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before entering a store.23 

 

This behaviour has resulted in two concepts known in the e-

commerce space as 'showrooming' and 'webrooming'. 

 

According to Techopedia, showrooming can be defined as:  

 

"Showrooming is when a shopper visits a store to check out a product 

but then purchases the product online... This occurs because, while 

many people still prefer seeing and touching the merchandise they buy, 

many items are available at lower prices through online vendors. As 

such, local stores essentially become showrooms for online shoppers." 

 

Dr Gary Edwards, chief customer officer at Empathica, offers 

an excellent definition of webrooming:  

 

"Webrooming is the opposite behaviour to 'showrooming.' With 

showrooming, retailers are faced with the challenge of customers coming 

into the store to browse and test products, only to subsequently go home 

and actually complete their purchase online (often through a 

competitor.) Webrooming, on the other hand, is when consumers 

research products online before going into the store for a final evaluation 

and purchase." 

 

Given that customers go back-and-forth while purchasing the 

products, businesses need to ensure the seamless flow of 

services and products between the offline and online space.  

 

E-commerce has also raised the standard expectation when it 

comes to the delivery time and shipping costs. According to the 

Future of Retail 2016, an annual study from the PR firm Walker 

 
23 Adams, Laura; Burkholder, Elizabeth; Hamilton, Katie, "Micro-Moments: 
Your Guide to Winning the Shift to Mobile", (Oct 2015). Google. 
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Sands, consumer expectations for seamless shipping, delivery 

and returns have increased in the past three years. An 

overwhelming majority of consumers now expect companies to 

offer free and one-day shipping. Free returns and exchanges, as 

well as easier online returns, are also common expectations.24 

 

Finally, customers also expect a seamless, personalized shopping 

experience; one that is consistent no matter what device they are 

using for their shopping or what stage of the customer journey 

they are in. 

 

According to Accenture’s 2018 Pulse Check report, more than 

90 percent of consumers are more likely to shop with brands 

that recognize them and personalize the experience.25 

 

 

Increased Convenience 

 

As businesses begin to offer flexible purchasing experiences 

across a variety of channels, users’ expectations for convenience 

in online transactions are increasing. Customers want to shop 

on their terms, whenever and wherever they are, regardless of 

the device or channel.  

 

For most customers, the increased convenience that digital 

platforms provide is one of the biggest reasons they prefer 

online transactions over offline ones. 

 

Online travel agents like Booking.com or Agoda are good 

 
24 "Nearly a Third of Consumers Now Shop Online At Least Once Per 
Week", (Jun 2016). Third annual Walker Sands Future of Retail Study. 
25 "Why Brands Must Move from Communication to Conversation for 
Greater Personalization", Accenture Pulse Check 2018. 
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examples of how convenience disrupted the air travel and 

hospitality industry by making it easy to book a flight or hotel 

room at the customer's pleasure.  

 

A 2016 report by Phocuswright found that the majority (47%) 

of travellers prefer booking with online travel agents because 

they find their website easy to use.26 In a list of top ten reasons, 

every other response was related to the practical advantages 

online travel agents offer, including choice, best prices, and 

simple cancellation policies. 

 

The entire interface of these online travel agents is designed for 

easy browsing and booking, and the site itself offers many 

conveniences for travellers; free cancellations, instant discounts 

for members, mobile booking confirmations that can be 

accessed offline, city travel guides, and more. 

 

Likewise, food delivery apps like GrabFood, UberEats, 

GrubHub and DoorDash have taken advantage of the digital 

landscape to make ordering meals more convenient for its 

customers. By simplifying the process of choosing a restaurant, 

through to menu selection and payment, they have made it 

simpler than ever to order a meal that will be sent to your 

doorstep. 

 

While e-commerce has created lots of challenges for some 

traditional offline businesses and even forced those that could 

not evolve and adapt to shutter, the websites and apps 

mentioned help provide another marketing and revenue channel 

for participating companies. 

 

 
26 Raunch, Maggie, "Lodging Drives Steady Growth in US Travel Market", 
(Mar 2016). Phocuswright's U.S. Online Travel Overview Fifteenth Edition. 
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On the retail front, Euromonitor International projects, 83% of 

goods purchased globally in 2022 will still be bought instore.27 

 

However, I believe this study includes both developing and 

developed countries, so it may not be wholly accurate or relevant 

in the context of offline businesses in developed countries. So, 

take it with a pinch of salt. 

 

 

The Emergence of Multi-channel Communication 

 

So much has changed both from a communications technology 

and from a customer needs perspective that your brand's 

customer engagement must take on a completely new approach. 

 

Customers operate in a multi-channel world which allows them 

to communicate with virtually anyone on earth. At no time in 

human history have people been able to connect with anyone 

and make themselves heard from anywhere in the world, on any 

device they have on hand. 

 

Prospects and customers can connect and comment about your 

brand through email, telephone, text messages, instant 

messaging, blog comments, customer forums and of course 

through social media platforms like Facebook, Instagram, 

Twitter, YouTube and LinkedIn.  

 

About 3.8 billion people around the world are using social media 

(50% of the global population, an increase of 9.2% since 2019)28 

 
27 Evans, Michelle, "New Technologies That Will Change How Consumers 
Shop in Store", (Jan 2018). Euromonitor International. 
28 Cooper, Paige, "140+ Social Media Statistics that Matter to Marketers in 
2020", (Feb 2020). Hootsuite. 
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and customers are savvier in finding more channels to 

communicate with you or share their thoughts about your brand 

publicly. To make things even more difficult for businesses, each 

demographic and individual customer has different 

communication preferences.  

 

Word-of-mouth marketing and referrals have also transitioned 

online to multiple channels in the form of reviews and 

testimonials on websites and social media platforms. Today, 

people are influenced by online social proof, whether it is trusted 

parties or strangers, as much as they are by their peers.  

 

A study by Morning Consult found that a full 88% of 

respondents say they have learned about products they are 

interested in buying through social media.29 

 

Influencers are riding the wave of social media and have spent 

the last decade, carving out a niche for themselves as trusted, 

go-to sources for product recommendations. 

 

Nearly 40% of Twitter users say they have made a purchase as a 

direct result of a Tweet from an influencer.30 6 in 10 YouTube 

subscribers would follow advice on what to buy from their 

favourite creator over their favourite TV or movie personality.31 

 

Multi-channel communication also means your business should 

consider multichannel selling such as making your product(s) 

 
29 "Engaging Gen Z and Millennials", (Nov 2019). The Influence Report, 
Morning Consult. 
30 Karp, Katie, "The value of Influencers on Twitter", (May 2016). 
Twitter.com. 
31 O’Neil-Hart, Celie; Blumenstein, Howard, "Why YouTube Stars are 
More Influential than Traditional Celebrities", (Jul 2016). Think with 
Google. 
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available for purchase via more than one outlet. These channels 

include both online ones, such as your e-commerce store, online 

marketplaces and social media as well as offline channels, like, 

your brick-and-mortar store, wholesale distributing to other 

stores, pop-up shops and events. 

 

It’s no longer viable to be online-only or in-store-only. Not only 

do retailers need to have a presence online, one needs to have a 

cohesive experience across multiple channels to allow customers 

to buy anywhere, anytime. 

 

 

The Expectation of Higher Customer Service 

 

With multi-channel communication now available, customers 

often expect businesses to be operating 24/7. 

 

In an online survey of 1,044 U.S. consumers who have received 

online or phone customer service, it was found that expectations 

for good customer service are changing, especially for 

Millennials32: 

 

• 65% expect customer service to be faster now than it 

was five years ago 

• 41% of Millennials want more options for contacting 

customer service 

• 48% of Millennials are more likely to look for ways to 

solve problems on their own 

• Customers expect a range of communication channels 

to be available to contact customer service. Other than 

 
32 "The Business Impact of Customer Service on Customer Lifetime 
Value", (Oct 2018). Zendesk.com. 
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email and phone, 67% have used live chat, social media, 

or texting for customer service 

• 36% of Gen Z prefer social media for simple inquiries, 

although only 5% of Baby Boomers say the same 

• 98% have used an FAQ, help centre, or other self-serve 

online resources 

 

Also, 59% of Americans believe that customer service through 

social media has made it easier to get their questions answered 

and issues resolved.33 

 

Statistics show that regardless of the demographic, customers 

expect better customer service more than ever before. 

 

 

Abundance of Choice 

 

In the digital age, customers can access almost an endless stream 

of information. They are constantly bombarded by numerous 

brands that are vying for their business to solve their problems 

or cater to their needs. 

 

The abundance of choice for customers is why marketers are 

kept up at night thinking of innovative ways to stand out from 

the competition. We will explore different strategies to 

differentiate your brand in a following chapter that is a 

cornerstone strategy to position yourself against the 

competition.  

 

From a consumer's point of view, she wants to be presented 

 
33 "32 Social Media Marketing Statistics That Will Change the Way You 
Think About Social Media", (Aug 2019). Lyfe Marketing. 
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with some choices. Studies have shown that people do like to 

have choices.  

 

Decades of psychological theory and research have 

demonstrated that giving people the ability to choose increases 

their intrinsic motivation, perceived control, task performance, 

and overall life satisfaction and happiness. But many of these 

studies offered people only a limited number of options, which 

they could easily differentiate and evaluate. 

 

Current research shows that, as the number of options increases, 

so does the level of complexity of the decision itself. Although 

people are inherently attracted to having lots of choices, when it 

comes to actually choosing from among a large number of 

options, people often find themselves paralyzed and unable to 

make a decision.  

 

In his bestselling book "The Paradox of Choice"34, Professor 

Barry Schwartz investigates this phenomenon. He explains why 

even buying blue jeans, with all of their different cuts and styles, 

can take forever and even lead to what he calls analysis paralysis. 

He explains how, when it comes to choice, you can have too 

much of a good thing and that we overvalue having as much 

information as possible.  

 

There is a reason Mark Zuckerberg always wears the same grey 

hoodie or why Steve Jobs wore the same black turtleneck and 

jeans. It a simple solution to the abundance of choice and 

analysis paralysis. You cannot have analysis paralysis if you have 

only one choice. 

 

 
34 Schwartz, Barry, "The Paradox of Choice – Why More Is Less", (2004). 
Harper Perennial. 
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In this environment of an abundance of choice, customers want 

a balance of choice and personalization. Custom offerings and 

services that are tailored to their needs, streamlined or curated 

to their tastes can help combat analysis paralysis if choices or 

recommendations are made on their behalf. 

 

The abundance of choice which results in the shift of power to 

the consumer is also why all business today is generally highly 

segmented. Traditionally, mass marketing was how businesses 

reached out to prospects.  

 

While some established brands with large marketing budgets still 

adopt some form of mass marketing, almost all other businesses 

target niche markets. These submarkets, each have their own 

characteristics and demand a different sales approach to connect 

with the target audience. 

 

 

HOW TO GET STARTED 

 

After understanding how the digitally evolving world is changing 

the way customers buy, the knee-jerk inclination may be to 

figure out how to digitize your business, build a better website, 

run ads on social media or hire a digital marketing agency. 

 

While that line of thinking is not tactically wrong, it is not 

strategically correct. 

 

For your business to be successful today, it does not require you 

to transform your business into a digital one, especially if you 

are an offline business. However, you must have online 

customer communication and transaction channels available. 

 



THE DIGITALLY EVOLVING WORLD 

38 

What we are interested in at this point is to think about 

marketing strategies that can be employed that have a direct 

positive impact on sales performance, regardless of whether 

your business is online or offline. 

 

At some point, you will need to map out your customers' buying 

journey and think about their experience when dealing with your 

business. You will need to consider how your prospects and 

customers are learning, engaging and communicating with your 

brand. And, ultimately buying your product or service and 

subsequently becoming an advocate for your brand. 

 

But, before you think about redesigning your website, running 

ads on social media or hiring a digital marketing agency, you 

must take a step back. 

 

Everything listed above is tactics. But tactics are on-the-ground 

tools that are deployed to connect with and convert customers. 

To be effective, tactics must be guided by strategy.  

 

Remember, it is always strategy before tactics. Digital is not a 

strategy. And strategy is not just going digital. Just because we 

live in a digitally evolving world, it does not mean that strategy 

lies in or starts in the digital world. 

 

Strategy is the fundamental approach to your business that will 

act as a master plan and direct appropriate and relevant offline 

and online tactics to achieve planned objectives. 

 

This is what most refer to as business strategy. To evolve and 

adapt in today's world, I believe business strategy begins with 

marketing. At least, that is the case I will be making in the next 

chapter
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