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	1. THE NEW HORIZONS  IN RETAIL
 


	2. ABOUT ME
  


	3. CONTEXT
Economy versus technology
Source:  Benedict Evans
1. PAST – old economy disrupted by tech ideads from 2000s
2. PRESENT – Startups deploy ideas from the 2010s
3. FUTURE – What’s the next fundemental platform shift?
 


	4. 1. ONLINE VS  OFFLINE?
 


	5. ONLINE vs OFFLINE?
The  Covid pandemic accelerates the e-coms growth in the global Retail industry
Source: ONS, US Census & Benedict Evans „2022 steps to the future”
 


	6. ONLINE vs OFFLINE?
Even  in industries with relatively small e-commerce share
Source: Kantar
8,7%
02.2020
Shopping for groceries online:
15,4%
02.2021
People who tried new shopping
models in 2021 : 44%
02.2021
 


	7. ONLINE vs OFFLINE?
What  does it mean for the Retail strategy? Does offline retail have sense anymore?
 


	8. ONLINE vs OFFLINE?
Retailers  sell more in the e-commerce, but the margin in shrinking
Source: AlixParters & www.wsj.com/articles/how-bricks-might-save-clicks-11650619815
 


	9. ONLINE vs OFFLINE?
Retailers  lost about 14% of traffic from the organic search visits
Source: Merkle
 


	10. ONLINE vs OFFLINE?
Average  customer acquisition cost increases a lot. For some brands the change is drastic.
Source: www.wsj.com/articles/how-bricks-might-save-clicks-11650619815
148$
2019
Selling and advertising expenses
per net new customer in
Chewy.com:
424$
2021
505$
2022
 


	11. ONLINE vs OFFLINE?
Offline  presence can fuel online performance.
Source: www.wsj.com/articles/how-bricks-might-save-clicks-11650619815
When the company opens a new store, that geographical market sees revenue growth of over 250% on
average in the first year of the store debut, Warby Parker Co-Chief Executive Dave Gilboa said at the
company’s last earnings call in March. That resonates with what Macy’s has found: Adrian Mitchell, Macy’s
chief financial officer, has previously said that digital performance is stronger in markets where the
company has stores. The department store giant has delayed most of the remaining store closures it had
earmarked in 2019 to maintain physical presence in many markets.
 


	12. ONLINE vs OFFLINE?
What  is the short-term future for the industry?
Over half of our store sales involve an online journey,
and over a third of our online sales involve a store
experience.
Erik Nordstrom
 


	13. ONLINE vs OFFLINE?
Raise  of phygitial
Source: Google Trends
 


	14. ONLINE vs OFFLINE?
What  does it mean?
Source: ChatGPT
Phygitial is a term that describes the blending of physical and digital elements to create a seamless and
integrated experience. It is a combination of the words "physical" and "digital" and is used to describe
products, services, and experiences that bridge the gap between the physical and digital worlds.
Phygitial experiences can take many forms, from virtual dressing rooms in retail stores that allow
customers to try on clothes without physically changing to smart home devices that allow users to control
their home appliances using their smartphone or voice commands.
The concept of phygitial is becoming increasingly important as more and more aspects of our lives are
being digitized. By combining physical and digital elements, businesses can create more engaging and
immersive experiences for their customers while also improving efficiency and reducing costs.
Overall, the term phygitial highlights the importance of creating a seamless and integrated experience
that combines the best of both physical and digital worlds.
 


	15. 2. FUTURE OF  FLAGSHIPS
 


	16. FUTURE OF FLAGSHIPS
Customer  aquisition cost increased
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
But brands are now facing rising customer acquisition costs. Part of this is simple supply and demand:
even digital real estate is finite, and there’s only so much space on Google, Meta, and Amazon. Those three
companies form a triopoly in online advertising, vacuuming up 65% of the U.S. market (26.4% for Google,
24.1% for Meta, and 14.6% for Amazon). Things are getting crowded.
 


	17. FUTURE OF FLAGSHIPS
Raise  of influencer marketing
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
93%
2022
Brands already use influencer
marketing in their strategy:
 


	18. FUTURE OF FLAGSHIPS
Entrepreneurship  and micro businesses
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
People are also becoming more entrepreneurial. Americans submitted 5.4 million new business
applications in 2021, an all-time high. Part of this is a pandemic boost, as COVID forced us to rethink the
kinds of careers that we can and should have. But part of this is also a generational shift. As I wrote in last
week’s Conversations with Gen Z, Gen Z is a uniquely entrepreneurial generation: 62% of Gen Zs say that
they want to start their own business. Younger people value the flexibility, autonomy, and economic upside
of having their own thing.
 


	19. FUTURE OF FLAGSHIPS
History  of flagships commerce
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
1. Single brand store
2. Multi brand store
3. Shopping mall
4. E-commerce
5. Marketplace
 


	20. FUTURE OF FLAGSHIPS
How  we buy today?
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
What are the 21st-century versions of Nordstrom and Macy’s and Kohl’s? In my view, people. Creators are
the new retailers, aggregating brands through their social channels to offer curated recommendations. I
recently furnished my apartment in New York. In the 1990s, I may have made a trip to Crate & Barrel to
browse furniture. But in the 2020s, I instead follow home decor creators like Katie Staples on Instagram,
browse their posts, and shop their links.
 


	21. FUTURE OF FLAGSHIPS
Whom  we trust?
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
 


	22. FUTURE OF FLAGSHIPS
Why  influencers can ban be a new flagships?
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
 


	23. FUTURE OF FLAGSHIPS
History  of flagships commerce
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
1. Single brand store
2. Multi brand store
3. Shopping mall
4. E-commerce
5. Marketplace
6. Influencer & Creator
 


	24. FUTURE OF FLAGSHIPS
Why  this business model make sense?
Source: https://digitalnative.substack.com/p/flagship-and-the-future-of-creator
Flagship steps in as the solution. Flagship enables creators to be the next-generation sales channels
for brands, in a transparent and privacy-forward way. Brands care about a few things:
• They only want to pay when they’ve acquired a new customer and done so profitably;
• They want to control who can sell / promote their brand and where; and
• They want the ability to measure what’s working and know what’s worth doubling down on.
Flagship gives them all three. Brands select which creators can sell their products and agree to a
revenue split. Then they only pay when the creator drives sales
 


	25. 3. RETAIL MEDIA
  


	26. RETAIL MEDIA
Digital Ad  market overview
Source: eMarketer
 


	27. RETAIL MEDIA
Digital Ad  market share
Source: https://www.wsj.com/
 


	28. RETAIL MEDIA
Google &  Meta duopoly is shrinking
Source: Insider intelligence & eMarketer
 


	29. RETAIL MEDIA
New disruptors  - Amazon
Source: investdigital.com
ECommerce empire, Amazon, is where 61% of U.S. consumers are starting their shopping journey –
and companies are taking notes. It’s no surprise Amazon reported a whopping $31.16 billion in
revenue from ad sales in 2021 as their buyer journey has become easier and easier to press “add to
cart.” In fact, it’s been so promising that Amazon has forecasted ad sales will generate more than $64
billion by 2026.
E-commerce giant Amazon AMZN, +1.39%, meanwhile, is gaining market share. Amazon accounted
for 11.4% of U.S. digital-ad spending in 2022, a figure that could grow to 11.7% in 2023 and 12.6% in
2024, according to Insider Intelligence.
 


	30. RETAIL MEDIA
New disruptors  - Walmart
Source: Marketing Dive
Walmart’s U.S. advertising division, Walmart Connect, grew 41% year-over-year in the fourth quarter,
according to an earnings statement.
The retailer’s global ad operations were up 20% over the period and jumped nearly 30% in 2022,
generating $2.7 billion for the full year, executives said. Connect and FlipKart Ads, an India-based
business, were attributed as the biggest growth drivers.
 


	31. RETAIL MEDIA
New disruptors  – TikTok
Source: investdigital.com
Though arguably a member of the “social media” category - TikTok has made its mark on the
streaming and digital advertising world. TikTok has become an excellent platform for brands looking
to target younger consumers, with one in two Gen Z users likely to buy something on the platform.
The ad budget for TikTok is rising steadily, experts say, with an average YoY growth rate of 50 percent
(since 2020). Money that otherwise would’ve gone to Facebook or Instagram is now moving over to
TikTok’s shoppable experiences, in-feed ads, and creator marketplace.
 


	32. RETAIL MEDIA
New disruptors  – Uber
Source: Linkedin
• $500 million in annual run rate for ad sales
• Active advertisers up by 80% YOY
• >315,000 businesses ran ads with Uber in Q4
• Only 25% of the companies selling products through Uber Eats are buying ads on
the platform - way more growth available
• Targeting $1 billion in annual ad revenue by 2024
 


	33. RETAIL MEDIA
New disruptors  – Apple
Source: AdGuard
The adoption of Apple Search Ads by advertisers grew 4% to 94.8% year-over-year
New Apple privacy policy caused shrinking ads revenue for the competitors:
•Meta - 12 bln $
•YouTube - 2,2 bln $
•SnapChat - 546 mln $
•Twitter - 323 mln $
 


	34. RETAIL MEDIA
Why offline  can be a new battlefield for brands?
 


	35. RETAIL MEDIA
The potential  of phygital world
 


	36. 4. AUTOMATION
  


	37. AUTOMATION
Decrease of unemploment  rate
Source: OECD
 


	38. AUTOMATION
Technology is becoming  cheaper and more efficient
Source: Wikipedia
 


	39. AUTOMATION
Customer adaptation growth  instantly
Source: Internet
 


	40. AUTOMATION
Robot as shopping  assistant
Source: Internet
 


	41. AUTOMATION
Robot as courier
Source:  Internet
 


	42. AUTOMATION
Robot as warehouse  worker
Source: Internet
 


	43. AUTOMATION
Robot as lab  tech
Source: Internet
 


	44. AUTOMATION
Robot as soldier
Source:  Internet
 


	45. AUTOMATION
Robot as firefighter
Source:  Internet
 


	46. AUTOMATION
Robot as a  store staff
Source: Internet
 


	47. AUTOMATION
How automation address  the problem of the traditional Solutions?
1. 24/7/365
2. Quality management
3. Autonomy 2.0 (unmanned =/= autonomous)
 


	48. AUTOMATION
Robot density per  10 000 employees
Source: International Federation of Robotics
 


	49. 5. GENERATIVE AI
  


	50. Generative AI
Pace of  customer adaptation
Source: Internet
ChatGPT: 100 mln users in 2 months
Google : 1 bln users in 1 day?
 


	51. Generative AI
Rise of  a new industry
Source: Twitter
 


	52. Generative AI
Endless potential  for people
Source: Twitter
 


	53. Generative AI
Endless potential  to monetize for brands?
Source: Twitter
 


	54. THANK YOU! Let’s  be in touch!
patrykpowierza.substack.com
linkedin.com/in/patrykpowierza
patrykpowierza.pl
 




Download Now

AboutSupportTermsPrivacyCopyrightCookie PreferencesDo not sell or share my personal informationEverand
EnglishCurrent LanguageEnglish
Español
Portugues
Français
Deutsche




© 2024 SlideShare from Scribd 





