
The impact of 
Technology from a 

Consumer 
centric

perspective 
With so many applications, websites and built-in 

technology at consumers’ fingertips through 
mobiles, tablets, games consoles and TV, brands 

have multiple opportunities to connect  
but consumers’ needs should remain  

front and centre.   
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The overwhelming choice of 
applications, websites and built-in 
technology that consumers have at 

their fingertips through multiple 
devices creates a swirling galaxy for 

brand owners to navigate and 
understand when looking to build 

customer relationships.    
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Brands need to take advantage of 
and be part of this technological 
galaxy of delights, as more and 

more time is spent by consumers 
on electronic devices and the 

penetration of tablets and smart 
phones continues at great pace. 
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BUT the consumer is at the centre of this galaxy NOT the technologies.   

Our core need is Control 
Technology is allowing us to be more and more in control of: 
• What we want to do 
• How we want to do it 
• When and where 
• With whom 
• In and out of home Control 

24/7 in and out of home 
When we want, how,  
where, what, and with 

whom 

How we 
Entertain 
ourselves 

How we make, 
use and 

manage our 
Money 

How we 
Communicate 
with others 

How we are 
Productive 
in the use 
of our time 

And impacts how we: 
1.  Seek or Receive Entertainment 
2. Make, manage and use our Money 
3. Manage the best use of our time: Productivity  
4.  Communicate with others 
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In turn, these overriding 
needs drive the behaviours 
we recognise when using 

these technologies... 
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...which,  
when combined,  
provide us with... 
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... A way of understanding 
this complex galaxy... 

...from the consumer 
perspective... 
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...hence every brand should consider how it can best use technology to build customer 
relationships to drive business growth in the context of consumer control: 
entertainment, money, productivity and communication! 

Control 
24/7 in and out of home 

When we want, how,  
where, what, and with 

whom 

Brands are using these 
technologies to promote 
competitions designed as games to 
entertain.  These have the effect of 
raising awareness and possibly 
brand affiliation.  In addition 
brands can building a prospect 
database that can be further used 
to build the business. 

Theme parks are realising the 
customer experience can be 
enhanced by providing 
downloadable apps that provide the 
latest park and queuing information 
to help visitors save time. 

Brands are speeding up purchase 
decisions by providing user friendly 
mobile apps that are formatted 
with the phone in mind. 

Charities are discovering the impact of SMS 
donation platforms in accelerating donation giving 
by speeding up awareness, coverage and 
engagement with specific events. 

Banks roll out useful mobile banking 
applications helping us to manage and 
transfer our money in timely fashion. 

Allowing brands to know our location 
provides opportunities to receive vouchers 
and incentives when we are out and about. 

Tablets and mobiles can interact 
with TVs to provide another layer of 
information and interaction thus 
improving the overall engagement 
of the entertainment experience.  
QR codes can work in the same way. 
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In conclusion, consumers’ core needs and subsequent behaviours should be integral to 
PLANS to develop NEW processes, products, service communications and marketing 
communications - allied to new technologies. 
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The End 

Which need(s) will YOU focus on for 
your next development? 
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Which behaviours will YOU tap into to 
engage with your customers and which 
will YOU want them to demonstrate? 


