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The Covid-19 crisis has impacted the lives and livelihoods of millions of people,
while disrupting international trade, travel, the economy and consumer behavior.

To continue to manage unprecedented levels of uncertainty in the year ahead,
companies should rewire their operating models to enable flexibility and faster
decision-making, and balance speed against discipline in the pursuit of innovation.

Today’s retailing industry



Global Impact of COVID 19

COVID 19 Pandemic will cause retail
sales to decline by 3.5% globally in
2020 approximately USD500 billion.

The pandemic required temporary
closure of many stores, weakened
consumer demand and increased the
costs for many retailers.

Consumers have increasingly turned
to e commerce during the pandemic,
with markets across Europe, America
& the Middle East.

E commerce intermediaries, marketplaces, delivery platforms and social media services all play a role
towards this growth.



Store Based Summary

Sales through essential outlets like supermarkets 

and pharmacies were allowed during lockdown, 

while other stores were completely shut or 

forced to limit their operations

Grocery Retailers

The non grocery channels that faced 
mandatory store closures are expected to face 

weak demand from consumers during the 
second half of 2020.

Non-Grocery

Department stores are expected to have the 

longest recovery among all store types. 

Mixed Retailers



Furthermore, travel restrictions and the closure of foodservice outlets have increased dependency on
home cooked food, benefiting grocery retailers.

Grocery Retailers

Sales through essential outlets like
supermarkets and pharmacies were
allowed during lockdown, while
other stores were completely shut or
forced to limit their operations.

Even after lockdown, consumers
have continued to spend cautiously
on nonessential products, due to
financial uncertainty and low
consumer confidence.



Non-Grocery Retailers

The non grocery channels that faced mandatory
store closures are expected to face weak demand
from consumers during the second half of 2020.

Channels focused on discretionary goods such as
apparel and footwear specialists are likely to see
consumers cut back on their spending among
difficult economic conditions.

This darkens the outlook for many specialist retail
channels.



Store Based Summary

Mixed retailers
Department stores are expected to have the longest recovery 
among all store types. 

Department store brands in Middle East shifted towards holding 
online VIP sales. 

While on the other hand, home variety stores records growth 
because in home seclusion provides opportunities for tissue and 
hygiene, home accessories which are key categories sold in these 
stores.



Channel Analysis

Apparel and footwear specialist, 
Department stores, Homewares 
and home furnishing specialist are 
set to see the strong sales decline 
in 2020.  

Combined, these three channels 
will see sales decline by USD543 
billion in 2020.

Ecommerce and modern grocery 
retailers, by contrasts have seen 
sales increase due to home 
seclusions and quarantine.

Euromonitor projects that e commerce will increase by USD443  billion in 2020. 

Modern grocery channels which include hypermarkets, discounters, supermarkets, convenience stores 
and forecourt retailers are expected to see sales increase by USD111 billion



Luxury, Mid Market & Value Retail

Naturally, business leaders across the board hope for the effects of Covid-19 to dissipate and for the
global economy to recover as quickly as possible.

Mid Market Brands will take the biggest blow as seen from the survey done by Mc Kinsey. People
during the lockdown are shifting to better health standard and living standards, where we see a
migration from Mid markets brands to either Value or Luxury.



Digital is the Silver Lining

The primary driver of growth in the coming 
year will continue to be digital channels, 
reflecting the fact that people in many 
countries remain  reluctant to gather in 
crowded environments.

if there is a delay to a widely available vaccine. 
In this case, the virus would persist in some 
regions and new waves of lockdowns could 
take hold, accompanied by partially 
government responses and ongoing travel 
restrictions, further embedding the consumer 
behavior.

If this more pessimistic, we will experience a deeper dip in sales in FY 2021 and slower global economic 
recovery would be anticipated. 



Living with the Virus
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Less is More

58% of fashion
executives consider
assortment planning
to be a key area for data
and analytics in 2021

After demonstrating that more products and collections do not necessarily yield better financial results, Covid-19
highlighted the need for a shift in the profitability mindset.

Companies need to reduce complexity and find ways to increase full-price sell-through to reduce inventory levels by
taking a demand-focused approach to their assortment strategy, while boosting flexible in-season reactivity for both new
products and replenishment.



Opportunistic Investment

45% of fashion executives
expect market share
redistribution to be a top
theme in 2021

Performance polarisation in the fashion industry accelerated during the pandemic as the gap widened between the
best-performing companies and the rest.

With some players already bankrupt and others kept afloat by government subsidies, we expect M&A activity to
increase as companies manoeuvre to take market share, unlock new opportunities and expand capabilities.



Deeper Partnerships

35% of fashion executives
expect resilience and
partnerships in the
supply chain to be a top
theme in 2021

By exposing the vulnerability of procurement partners, the weakness of contracts and the risks of a concentrated
supplier footprint, the crisis accelerated many of the changes that companies were already making to rebalance their
supply chain.

To mitigate future ruptures, fashion players should move away from transactional relationships in favour of deeper
partnerships that bring greater agility and accountability.



Retail ROI

Physical retail has been in a downward spiral for years and the number of permanent store closures will continue to rise
in the post-pandemic period, compelling retailers to rethink their retail footprints. Amplified by a potential power shift
from landlords to retailers and the need to seamlessly embed digital, companies will need to make tough choices to
improve ROI at store level.

Approximately half of
European consumers
have shopped less in
physical stores since
lockdowns started



Work Revolution

89% of fashion
executives expect a
hybrid model of
working to be part of
the new normal

Prompted by fundamental changes in the way companies worked during the pandemic and the need to drive
performance in the years to come, an enduring new model for work is likely to emerge. 

Companies should therefore refine their blends of remote and on-premises work, invest in reskilling talent and instil a 
greater sense of shared purpose and belonging for employees who continue to reconsider their own priorities.



What will be the future?



Key Insights

Fashion industry value is now further concentrated among the top players — 60 percent of the industry was value-
destroying in 2019, growing to an estimated 73 percent in 2020. 

Investors put their trust in internet retailers, companies that have a high proportion of sales in the Asian & Middle East 
region, and companies that have previously been in our Super Winners list — implying the strong will get stronger in 2021 
if stock valuations are a signal of future success.

After 4 percent 
economic growth in 
2019, the events of 
2020 devastated 
fashion industry 
performance with 
economic profit 
estimated to be 
down 93 percent 
year-on-year.



Attitudes towards Experiences

“Experience more” is one of the eight 
megatrends identified by Euromonitor. 
Millennials will lead this change, with 57% 
of connected consumers finding it 
important to spend on money on 
experiences.

As well as prioritizing experiences over 
buying more possessions, consumers are 
also more demanding of the experience 
brands provide. They are placing more 
emphasis on cultures and accessibility to 
international exposure for both intangible 
and tangible goods.

As 67% of consumers long to experience 
cultures that are different from their own 
and 72% feel that international products are 
more available than five years ago. Being 
connected anytime, anywhere is impacting a 
variety of sectors, including the importance 
of the shopping experience in retail.



The Future Grocery Stores

Amazon Go is a chain of 
convenience stores in the 
United States, operated by 
the online retailer 
Amazon.

The stores are partially 
automated, with customers able 
to purchase products without 
being checked out by a cashier or 
using a self-checkout station.

What is Just Walk Out Shopping?  The world’s most advanced shopping technology so you never have to 
wait in line.

Checkout-free shopping experience is made possible by the same types of technologies used in self-driving 
cars: computer vision, sensor fusion, and deep learning. Just Walk Out Technology automatically detects 
when products are taken from or returned to the shelves and keeps track of them in a virtual cart. When 
you’re done shopping, you can just leave the store. Later, you will get a receipt on email and will be charged 
on your Amazon account. No lines, no checkout. (No, seriously.)



The IKEA Digital Strategy

Ikea is doubling down on its digital 
strategy to establish itself as more 
than just a suburban retail outlet—
it wants to be a virtual one-stop 
shop for consumers’ design needs.

Eventually, when shopping on Ikea’s 
app, customers will be able to 
digitally place new items into a 
photorealistic 3D representation of 
their home 

3D and visual AI technology, which Ikea plans to integrate with its platform so customers can
interactively design their own homes. All they’ll have to do is take a picture on their phone and upload
it to the platform, which renders it in 3D, letting people swap old items out and new ones in.

The feature will allow people to visualize Ikea products in their living spaces, and if it’s a fit, buy them
on the spot—all within the app



Since replenishment purchases can be automated by 2040, we expect the idea of purchasing goods in a physical store 
will center around impulse purchases and irregularly purchased convenience goods that do not lend themselves to a 
reoccurring subscription. 

Technology like wearables and injectables and voice will guide consumers in store and robots will be leveraged for 

customer service and inventory management.

Shop windows will become more interactive,
with consumers being able to order popular
items while walking by the store.

Orders placed while consumers are on the go will
be available via lockers outside the store. Store
staff will be able to fulfill orders and place them
in a locker from a storeroom.

Consumer access could be granted
through biometric identification

The Artificial Experience Centre



Digital innovations in the future retail

Emotion-sensing shopping 
Using facial recognition, retailers can profile consumers to determine their emotional state. While today’s 
consumers are kept anonymous, it is feasible that tomorrow’s consumers could become more open to such 
tracking, provided thatit leads to a better experience. 

With this information in hand, retailers could identify an upset consumer and send a store associate over to 
alleviate the frustration. It could also be as simple as adjusting store music in response to the mood of 
consumers in the store.

Check in before check out
In the future, it will be feasible for facial recognition
to identify shoppers the moment they enter a
physical store, as opposed to checkout.

Retailers will be able to connect that information
with a database which houses a shopper’s browsing
and purchase history to aid store staff.

With these capabilities, retailers will be able to
mimic more closely what a consumer experiences
online today by offering recommendations or pricing
tailored to consumers needs.



Digital innovations – 3 D printing

Industry players are already using networks of geographically dispersed manufacturing facilities, and 
3D printers have become more affordable for consumers to own for their homes or use in their local 
community. 

By 2030, retailers will be able to customize more products for consumers on site.

Mass customization 
Consumers crave unique
experiences and products. The
corporate conundrum is how to
deliver customization at scale.

3D printing will undoubtedly
disrupt and localize conventional
manufacturing in future.



Key Takeaways



Past offers perspective 
Today’s digital darlings—Airbnb, Uber and
Facebook—rose to prominence by leveraging
technology to introduce a new way of conducting
business.

Data will be paramount
Data will be critical as companies offer tailored
experiences and recommendations to forge one-
to-one relationships with consumers.

Rate of change is only to increase
With COVID-19 speeding up the rate of digital
transformation, technological advances will
continue to accelerate and further redefine what it
means to shop in future.

Key Takeaways



Different challenges
Next stage of development will require
more infrastructure changes to bring the
next iteration of commerce to life.

Consumers are the key voice 
As legislation enables consumers to
dictate who has access to their data,
consumers in 2040 will be even more
empowered in the transaction.

Key Takeaways




