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Retail has (and has not)
changed...




Assortment
Brand
Channel
Convenience
Price

Service



Population

1.4 billion

Projected expansion of the
urban population globally
between 2020 and 2040.
75% of economic growth
coming from emerging
markets in 2040

Environment Technology

WAL N <
46% 7.9 billion
Digital consumers who Projected number of
expect climate change will internet usersin 2040, up
impact life more in five from 4.2 billionin 2020

years than now

Consumer values
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42%

Digital consumers who are
comfortable with robots
guiding them to products
in store
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Localised and
tech-infused
neighborhoods
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Self-sufficient

communities




Personalised
digital homes




Technology
beyond
basics
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Competing forces converge to
reshape tomorrow’s retail
landscape




A framework for understanding
how retail might evolve
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Consumers activities in social media globally

“Follow” or “like” a company’s social
media feed or post

Provide feedback on a product or
service to a company via a social media
post

Buy something via a social media
platform

Talk to a company’s customer service
representative through a social media
platform

Receive a thank you discount or offer
for referring someone via social media
to do business with the company

Share a purchase you made with your
social network

Share or retweet a company’s social
media feed or post

Louder voice of the consumers

Share or retweet a product

° . e ’ ’ Euromonitor
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My company is exploring emerging
business models by industry 2021

Apparel and personal accessories 74.2%

Automotive 62.5%

Beauty and personal care 66.3%

Consumer electronics and appliances 66.7%

Consumer foodservice 73.7%

Consumer health

Financial services 79.2%

Food and beverages 68.8%

Household essentials

Leisure and entertainment 50.0%

Packaging 73.3%

Retailing 71.0%

Technology 75.9%

Travel and tourism 68.4%

W Agree

Source: Euromonitor Voice of the Industry, Digital Survey, 2021 A‘
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Top strategic initiatives beyond 2021

Reduce operational costs

Increase revenue in online channels

Improve the customer experience

Improve products and features

Improve supply chain resiliency
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e== Feeding
pa a child

R like Tom"

when you buy fresh fruit
and veg at Tesco.

Political and social activities 2022

Buy from brands that support

social and political issues that are 31.0%
aligned with my values
Boycott brands that don't share my
27.2%

social and political beliefs

. . . Euromonitor
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Attitudes and perceptions towards privacy 2022

| believe companies should not be able to
sell my personal data to a third-party

| believe companies | interact with should
manage my data responsibly

| feel that companies should be more
transparent in terms of how data is sold
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SPCRREUPB SHAVE mgf@”? g | am concerned with the amount of personal
s BUTTEB v [ | B information companies know about me
FORMULAY @ RMULA @ 50108 .
——— | would like to exercise control over how
Twr.2s s 1 213G , N companies leverage personal data
_ . . o ' | believe companies | interact with should
\: : manage my dependent’s data responsibly
| believe companies should collect data
anonymously

| feel that companies should provide more
value in exchange for my data
23.1%

30% 40% 50% 60%

| feel in control of my personal information

0%

10% 20%
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A story of one
Source: Euromonitor Voice of the Consumer: Digital Survey, 2022, n=19,160
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Subscription service motivations 2022

Enjoy the products and/or brand _ 32.9%
L + D .d | was given a subscription as a gift _ 27.6%
- e » Recommendation from friends/family _ 27.3%
A blend of music for Lena and David. Updates daily.
€) Spotify
Able to try a variety of new products _ 26.5%
Receive tailored products according to
-~ o my p:)efer:nces : _ 26.1%
Create a Blend ves S Marigold -
i BlonafitesMarig | had a discount code to try for free or
| Lrjeduced ratery 25.7%
B sroTiFy
Lena has joined your Blend To save money _ 22.8%

Find out what your taste overlap sounds like

Novelty/to try something new 20.0%

| do not have time to shop 18.9%
Better value than buying on my own - 11.7%
© Eifoniéni sromitepipidnin--a playlist for that Source: Euromonitor Voice of the Consumer: Lifestyles Survey, 2022, n=14,972 "E?S’Pf;’ﬂ'fi{ng
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Virtual evolution

© Euromonitor International

‘O

o

Retail channel growth over 2021-2026

Non-Grocery Specialists - 30%
Grocery Retailers - 26%

Mixed Retailers - 21%
Direct Selling - 20%
.l
Homeshopping - 18%
Vending - 17%

Source: Euromonitor Passport database, Retail Value Sales, EUR million
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Global preference to spend on experiences

100%
90%
Strongly disagree
80%
70%
M Disagree
60%
50%
B Neither agree nor
disagree
40% 1Sag
30%
B Agree
20%
10%
W Strongly agree
0%

15-29 30-44 45-59 60+
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Comfort level with new technologies globally

Ordering food from a restaurant without a

o,
physical outlet 51%

Robots guiding me to specific products within a

i 44%
store aisle upon request

Robots helping with check in and room service
. 42%
in a hotel
Voice assistants providing personalized
product information and suggested products

41%

Companies using facial recognition software to 349

personalize in-person interactions ©

Robots preparing the entire meal while dining
at arestaurant

33%

Riding in an automobile without a human
driver

31%

Brands tracking my emotions and personalizing o
. 28%

experiences to my mood

Companies automatically reordering products
on my behalf

26%

Have a microchip physically implanted into my
i 21%

finger to enable purchases

Sharing my DNA with companies to improve

0,
my products/recommendations 21%

Euromonitor
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Reasons for participating in loyalty or
rewards programmes 2022

| receive discounts or offers 62.5%

| can earn free products 42.2%

| get members-only benefits 39.7%

| have access to exclusive rewards 34.7%

| receive better customer service 26.0%

| receive access to early or member-

0,
only sales and shopping opportunities 24.1%

23.5%

| receive exclusive experiences

| stay connected to a brand | love 22.8%

Prestige in attaining loyalty status 17.2%

i . L ‘ Euromonitor
Source: Euromonitor Voice of the Consumer, Digital Survey, 2022, n=14,965 AConsulting




Future store scenarios




$65.12 WILL BE CHARGED
TO YOUR ACCOUNT. WE
HOPE YOU ENJOYED,

v
WE SIGNED YOU UP FOR
THE HIKERS MEET UP.
SEE YOU ON SATURDAY.
y

| —
WE HAVE

) YOUR S1ZE

IN STOCK

Ve

oY

v

CHECK OUT
OUR NEW
EXPERTENCE]

WELCOME DANA.
WE SEE THAT YOU HAVE
RUN OVER 300 MILES.
WE SET ASIDE SHOES FOR
YOU TO TRY ON.

Digitally

devised

A
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7-Eleven’s
facial
recognition
payments
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Free Now
mobility
application
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PERFUME EXPERIENCE

LIVESTREAMING STUDIO RUNWAY EXPERIENCE __—

Exclusive

experiences
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Clinique iD

Clinique ID

A
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How to win?
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How to win?
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Edita.Bauzinske@Euromonitor.com
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