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Retailing Project

Forecasting the Future of Retailing in 2015?

Lead Questions / Major concerns:
· What do you see as the retail landscape in the next 5 to 10 years?

· What is the expected 2-5 macro trends affecting retailers?

· What do you believe will be major implications of these trends on retailers?

· How do you think it will affect retailers in the future?

· Any expectations on what retailers need to do today to be ready to meet these new implications?

· Will the retailers will be competing for business. Will the suppliers go over the retailers?
STORES/TRADE/CUSTOMER TRENDS FOR 2015
· Waves of Creative destruction will take place more frequently (i.e. new markets and new products destroying existing products/ markets)

· Revenue growth per employee will need to continue at 10% growth per year for Exemplar Orgs
· The amount of growth a firm has will be more dependent than ever on key customers (i.e. 66% of a supplier’s 5 years growth is due to actions they take while 33% is due to actions taken by their key customers. In the future, this trend will become 50/50%)
· Of the 3 growth possibilities for a firm, (internal, external, and combination), suppliers will need to go more for combination of external (acquisition) and internal growth (improved capabilities)
· There will be fewer large mass retailers while at the same time more small retailers will exist
· Very, very large conglomerate will have many business models (GE); large retailers will have very few (one to three) business models; therefore large suppliers will have one to three business models also
· Speediness to the consumer and to retailer (marketplace) will increase in a “step-wise” fashion
· Niche customization of market/ product will be the main opportunity to charge a premium price
· Your 16 global (key customers) 1.000 pounds Gorillas will become 10.000 pounds Gorillas, they will become stronger and demand much more

· There will be a gradual shift to a service economy where “both” products and services will be offered. Services as a major offering for traditional retailers will become a “business”
· The choice of supplier (by the trade) will be heavily influenced by the method used to come up with projections using scenario analysis coupled with expert assessment of likelihoods (i.e. The Wisdom of Crowds book)

· More 3rd party contractors selling and merchandising to smaller niche stores/ chains
· Growth of non-traditional formats (Starbucks) and outlets (pharmacies in bank branches and e-retailing)

· Decline of middle size stores. (You will have only two types of retailers: large box/ super centers or small convenience oriented neighborhood stores)

· Only smaller chains that satisfy a competitive niche will be able to compete against the “superstores”. Service will be the competitive advantage strategy. Price will not be a weapon against the big box stores
· There will be (more than currently exists) continued sharing of information among strategic partners in an effort to become more effective and efficient

· Consumers will need “customization” to their needs (i.e. there will be very little mass marketing; everything it will be “individualized”)
· The ability to manage changing relationships will also become very important.  Customers are becoming competitors and competitors are becoming partners
· Firms will also have to become more advanced in leveraging resources across the relationship (e.g., leveraging complementary resources between organizations). Inter-organizational relationships will become an increasing source of competitive advantage.

· Population demographic changes are contributing to shifts in the decision patterns of individual shoppers, which ultimately will necessitate retailers offering more tailored and relevant shopping experiences

· Retailers, therefore suppliers, must dig up deeper to understand the wants, needs and purchase decision processes associated with the ever-increasing numbers of customer segments
· Delivery will increase (i.e.) – Price will be cheaper – Distribution capabilities available to anybody by outsourcing 

· Increase of the “portal‘/ “1 stop shop“ way of consumer shopping (bank + insurance + retirement + college funds + … = American Express)
· Need of counseling to choose among multiplicity of offers. Like a financial advisor, a third-party (independent or not) will provide you with different packages
· Global suppliers will provide “consulting” services centered around their products/ brands
· Supplier using “push” strategy to consumer going over retailer will gradually increase
· New way of promoting as a package through new channels (company benefits, schools)
· Service/ consulting jobs  performed by the supplier (Sales/ Marketing/market research advertising, R&D and very small expertise centers to support these)will stay in the US and the remaining (operations, supply chain) will be moved to foreign countries or outsourced to a third party

· A “wellness” advisor (i.e. like the financial advisor) will be the future link from the supplier to the consumer (i.e. from “womb to tomb”)

· Professions associated to the concept of “wellness” will be closely associated to service packages offered by the supplier (doctors, psychologists, coaches…)

· Suppliers of branded consumer goods  will need to find a way to sell through the internet by bundling products or services in packages (2-3% volume)
END USER/CONSUMER TRENDS FOR 2015
· Asia, Africa, Eastern Europe will have more population growth

· Speediness to the consumer and retailer (marketplace) will continue to have a “step wise” increase
· Quality will be a given in consumer goods, thus price will be the issue

· B2C electronic (from Supplier and Consumer) will be a very minor part of sales volume (not worth devoting many assets to)

· Baby boomers retiring (more relationship based); “Gen X” more impersonal

· The explosion of information regarding “who” the consumers are; the technology to collect it; data mining to exploit it; the integration of marketing, sales, supply-chain, trade, and H.R. data-sets to “data-mine” and leverage the drivers of profitability
· The choice of supplier will be heavily influenced by the method used to come up with projections using scenario analysis coupled with expert assessment of likelihoods (i.e. The Wisdom of Crowds book)
· Given the increased use of self-service by the retail trade, the responsibility of educating the consumer will fall on the supplier. With all the variations and product improvements, buying has become more complex

· Elderly consumers will seek to avoid large “mega” stores as their mobility decreases

· Across the board, profound shifts in age, wealth, ethnicity, life stage patterns and value systems are making consumers harder to define, categorize and reach.

· Demographic changes are contributing to shifts in the decision patterns of individual shoppers, which ultimately will necessitate retailers offering more tailored and relevant shopping experiences. 

· Increase in generic / knock off brand consumer products therefore retailers will accelerate their use of private label brand 
· Hispanic consumers will double their market size and will demand “customization” of products (i.e. their buying behaviors are very different)

· Retailers will set-up a "get in and out fast" zone at the front of the store

· Retailers in all categories must create a more customer-centric shopping experience

COMPETITION/COMPETITORS TRENDS FOR 2015
· Step wise changes in competitive environment will continue but at faster rate

· Boundaries between companies will be hard to determinate
· Competitors now will evolve as partners in the future 
· Mergers and acquisitions will play a more important role in innovation (hire talent i.e. Cisco)

· Job growth will continue to be outside USA

· Of the 3 growth possibilities for a firm (internal, external, combination), suppliers will need to go more for combination of external (acquisition) and internal growth (improved capabilities)

· At some point, external growth strategies will provide less competitive advantage.  Internal growth strategies will gain increased importance.  The longer a firm fails to develop internal growth capabilities, the harder the shift will be.

· Innovation will not just be at the firm-level.  It will be at the dyadic relationship level (e.g., alliance relationship) and network relationship level (e.g., multiple firms developing, marketing, distributing a product).

· Horizontal and vertical integration will need to be managed effectively, while maintaining autonomy.  This will be some of the conflicting things firms in the future will have to bring into alignment (like great firms have always done).

· Overall, the competitive landscape will become more complex from a network perspective (i.e., networks of firms competing rather than just individual firms competing.  
· All members of the channel will seek to shift labor costs to others

· Lack of available qualified labor will be a problem for all retailers

· The winners in the market will be those who can become truly customer-centric -- flexibly delivering distinctive shopping experiences to meet the new needs of their customers.
· Retailers must offer customers more tailored shopping experiences, designed to target specific customers' shopping occasions and needs -- and not focus merely on products.
· Train employees to take a more consultative approach to Selling; therefore your employees become “advisors” to both the trade and consumers
· Incorporate ways of delivering more information to customers
· Retailers of the future will be creative in designing flexible store experiences that attract both the convenience-oriented buyer of basic items and those who want “customization”
· Retailers of the future will attract different customers with tailored store environments across different departments
· Retailers of the future will explicitly align their merchandise assortment, store layout and service delivery to specific sets of customer needs 

· Find innovative ways to re-invent so that time-strapped consumers don't have to trod up and down every aisle.
· Widespread use of information and Consumer Decision Process (CDP) modeling to develop deeper  insights into consumers
· New entrepreneurial systems (networks of capabilities) will develop against large suppliers using cheaper and cheaper internet services and affordable delivering
· Your core competition throughout the world will have their own “CBD” teams forcing retailers to continually redesign their key customer teams (structures, systems and processes will need to be constantly upgraded)
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