




















1624 
YEAR OLDS ARE THE 
MOST LIKELY TO BE 

USING THEIR PHONES 
AT THE TABLE 

32% 
OF ‘VERY REGULAR’ 

DINERS TAKE PHOTOS 
OF THEIR FRIENDS 

OR FOOD AT A 
RESTAURANT

32% 
OF ‘VERY REGULAR’ 

DINERS CHECK THEIR 
SOCIAL MEDIA DURING 

THEIR MEAL 

36% 
OF’VERY REGULAR’ DINERS WILL TAKE 
A PHONE CALL OR SEND A MESSAGE  

FIG. 4 MOBILE PHONE USE AT 
THE TABLE BY DINING REGULARITY
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Our research identified a sub-culture of more frequent, casual 
dining, where phones are now commonplace. 

Very ‘regular’ diners (more than once a week) were much 
more likely to use their phones than ‘rare’ diners (less than 
once a month) (see Figure 4). This suggests that the more 
frequently people eat out at restaurants; the more casual  
they considered the experience. Meanwhile, 16–24 
year-olds were the most likely to be using their phones at 
the table, with phone use decreasing consistently with age. 
These younger consumers are of crucial importance to 
restaurant owners: if 16–24 year-olds are doing this  
now, this is what the rest of the market will be   
doing in the future. 

There has been a change in attitudes towards dining.  
It’s true that older consumers and those who dine out 
irregularly still value restaurants as a digital-free zone. 
However, young consumers dining out regularly often 
have their phone in their hand, and—as outlined 
earlier—are open to communicating more with the 
restaurant if it improves their customer experience. 
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EAGLE EYE  
TECHNOLOGY HELPS 

TRANSFORM A 
CONVENTIONAL LOYALTY 

PROGRAM INTO A 
CONNECTED COCKTAIL 

EXPERIENCE THAT IS 
TAILORED TO THE 

CONSUMER

CUSTOMERS 
CAN RECEIVE TAILORED 
NOTIFICATIONS WHEN 

THEY ARE PASSING, OR AS 
THEY ENTER A BRANCH, 

TO INSTANTLY REDEEM AT 
THE TILL WITH THEIR 

MOBILE

AFTER 
DOWNLOADING THE 

APP, USERS CAN RESERVE 
TABLES AT THEIR CHOSEN 

BRANCH, ACCESS EXCLUSIVE 
COCKTAIL RECIPES AND 

COLLECT LOYALTY 
TOKENS

RAISING A GLASS TO THE CONNECTED CUSTOMER
Many food and beverage brands are stuck firmly in the past when it comes to customer 
experience, with paper stamp cards, generic offers and minimal engagement between 
business and consumer; All Bar One however are breaking the mould. The Mitchells 
and Butlers-owned bar teamed up with Eagle Eye to create a digital loyalty app to 
offer customers tailored rewards via their smartphone. 

After downloading the app, users can reserve tables at their chosen branch, access 
exclusive Cocktail Society cocktail recipes and collect loyalty tokens via the digital 
stamp card. The unique codes then enable All Bar One to track individual customer 
preferences and send targeted offers and rewards to each consumer. Thanks to the 
beacon technology rolled out across All Bar One locations, customers can receive 
tailored notifications when they are passing, or as they enter a branch, to instantly 
redeem at the till with their mobile.

All Bar One is paving the way to the digitally connected restaurant experience. 
Eagle Eye technology helps transform a conventional loyalty program into a 
connected cocktail experience that is tailored to the consumer as an individual, 
feeding customers’ digital appetite and increasing footfall, sales and repeat custom.
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2534 YEAR OLDS 
ARE THE MOST KEEN 
TO WEAVE MOBILE 
ENABLEMENT INTO 
THEIR CUSTOMER 

EXPERIENCE

CUSTOMERS 
UNDER THE AGE OF 
35 ARE THE MOST 

KEEN TO INTERACT 
WITH BUSINESSES 
THROUGH THEIR 

MOBILE 

CONNECTING TO THE 
CUSTOMER: THE FUTURE OF 
CUSTOMER EXPERIENCE
In almost every environment, we can use our smartphone to enrich our 
experience in some way. Yet in the digital world, shopping is stuck in the 
past. The store remains one of the last destinations where the smartphone 
goes back to being simply a communication device, because all digital 
enablement stops at the entrance. 

With our research showing that consumers are open to interacting with 
retailers, the door is open for retailers to step up mobile engagement to 
improve customer experience.

THE 
LONDON BUBBLE

The capital is well-known for setting trends and 
leading technology innovation. Our research also found 

that London led the way in mobile-enablement compared 
to other regions. When it came to their current mobile 

phone use, or desired mobile phone enablement, Londoners 
generally led, with big cities like Birmingham following closely, 
and often Belfast, Norwich and Plymouth slower on the uptake. 

For example, 58% of Londoners admitted that they use their 
smartphones while sitting in a restaurant, whereas just 35% of 

those living in Plymouth said the same. 27% of Londoners 
were interested in downloading an app that helped them 

locate products in-store, compared to just 15% of 
consumers living in Belfast. Businesses in London 

need to act faster than anyone else if they want to 
pioneer digital enablement in-store and in 

restaurants.
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WHAT�S IN IT FOR RETAILERS 
AND RESTAURANTS? 

Aside from offering enhanced customer experiences that will lead to greater sales 
and brand advocacy, digital enablement into physical shopping and dining experiences

 brings untold benefits to businesses:

COLLECTION OF REALTIME CONSUMER 
DATA; UNDERSTAND YOUR CUSTOMERS 
TO ENABLE  PERSONALISED EXPERIENCES

INCREASED CUSTOMER LOYALTY 
THROUGH PROVIDING BETTER, MORE 

CONNECTED EXPERIENCES 

REALTIME CONSUMER 
TRACKING TO GAIN A SINGLE 

CUSTOMER VIEW 

ABILITY TO GATHER AN ACCURATE  
ROI ON MARKETING SPEND FROM 

ONLINE TO OFFLINE

INCREASED SITE FOOTFALL BY HAVING 
THE ABILITY TO TARGET CONSUMERS 
AT THE RIGHT TIME AND RIGHT PLACE

ELIMINATION OF VOUCHER AND 
COUPON FRAUD THROUGH 

UNIQUE CODES 

LOWER OPERATIONAL COSTS 
THROUGH ELIMINATION OF MANUAL 

COUPON COUNTING

JOIN ONLINE AND OFFLINE 
CHANNELS TO ENABLE 

CONNECTED JOURNEYS
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FEED THE DIGITAL    
CONSUMER DEMAND
For the retailer and restaurant-owner, the digital customer connection will reap instant benefits. Unlike 
with other business changes, there is no need to set out a complicated education strategy, because the 
consumers are already there, smartphones in hand. Tapping into this channel will not only feed 
customer appetite for digital enablement, it will also bring huge benefits to businesses in the future, 
thanks to the power of consumer data. 

UNDERSTAND THE GAP IN THE MARKET
Once retailers and restaurants realise the power of the consumer’s 
smartphone and its accessibility, the sooner they can use it to solve the   
digital disconnect with their customer

FEED THE CONSUMER APPETITE
A key element in improving customer experience is knowing what consumers 
want, even when consumers don’t know they want it. By understanding that 
younger audiences are open to digital, retailers and brands can hone in on 
expectations and bring about change

BRIDGE THE GAP
If retailers don’t want to be left behind by their online competitors, it is  
crucial for them to solve the problem of omnichannel. By connecting with  
customers both online and in-store (via their mobiles), this problem  
becomes an opportunity

GO WITH THE FLOW
With young, regular diners taking a more casual approach to the restaurant 
experience, it’s time for businesses to get on board. With smartphones already 
on the table, restaurants can adapt their strategy to start engaging with them 
through this channel to help them understand who they are catering for

LOOK AHEAD
With younger customers paving the way into the digital future, acting now will 
enable retailers and restaurants to keep up with demand. After all, if under 
35s are already open to a digital customer experience, this will become the 
standard expectation in the future

Report Methodology

This report is based on research conducted with 2,000 consumers and the insight from Eagle Eye’s technology and advisory experts. The survey was conducted by Censuswide in March 2017
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Businesses everywhere are in the grips of digital transformation. With younger 
shoppers and diners paving the way into a smartphone-led society, it won’t be 
long before one big player in the retail or dining world takes note and changes 
the industry’s ways. Digital creates an improved customer experience and brings 
immediate benefits for the business, closing the loop of improved satisfaction, 
increased custom and higher ROI. 

Tapping into the smartphone provides brands with invaluable consumer data.  
Only through data can businesses get to know their customers as individuals and 
actually give them what they want not what they think they want. 

In the imminent future, the smartphone won’t just be sitting in consumers’ pockets or 
on their restaurant tables; they will be an active part of the shopping and dining 
experience. Customers will be receiving timely, personalised offers as they walk 
around the aisles, tailored promotions as they look at the menu and integrated 
payment options for a seamless experience, powered by their smartphone. The 
world of digital allows organisations to better understand who they are targeting  
so they can speak to them as individuals and enhance their experience. This doesn’t 
just increase footfall, sales and ultimately profit, it also creates stronger brand 
advocacy and encourages repeat purchases. 

At Eagle Eye, we’re helping brands future-proof their customer experience by 
integrating digital redemption codes into their promotions strategy. We effectively 
bridge the gap that still exists between online and offline and in turn provide 
real-time consumer data to allow businesses to personalise the customer 
experience, bringing it into the now of retailing and dining. 

We have already seen that millennial customers are starting to equate a digital 
experience with a better experience and our dependency on our smartphones 
looks only set to grow. By feeding this digital desire, businesses have the 
opportunity to set themselves apart from the competition and build a wider, more 
loyal customer base. Consumers have great expectations; it’s time retailers and 
restaurant-owners lived up to them.

TIM MASON, CEO, EAGLE EYE
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