




THE FUTURE IS ALREADY 
HERE – IT'S JUST NOT 
EVENLY DISTRIBUTED.



THE CONSUMER 
OF THE
FUTURE

“NEAR”
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GOODBYE 
PURCHASE 

FUNNEL

HELLO
PURCHASE 
PRETZEL



FROM A 2D TO 
3D CUSTOMER
PERSPECTIVE



ARTIFICIAL 

INTELLIGENCE ENTERS 

THE RETAIL SPACE



CHAT BOTS





BITS & 
ATOMS



ABANDONED MALLS 
CAN HAVE THEIR 
CHARM, BUT...



PHYSICAL RETAIL WILL 
STILL EXIST, BUT IT WILL 
NEED A GOOD REASON 
TO EXIST. 



TRADITIONAL RETAIL:

EXPERIENCE 
FIRST



ONLINE WILL 
CONTINUE TO 
MOVE INTO THE 
REAL WORLD



AND
BEACONS WILL LINK 
BOTH WORLDS



THE LAST MILE
WILL BE A MAJOR
BATTLEGROUND



IS THIS THE FUTURE 

OF DELIVERY ?

THIS



NO P E



This is.



This,
too.



And that may be the 
future of delivery  
as well.



PREPARE FOR A 
MOBILE BOOM, 
DRIVEN BY
M-COMMERCE



MOBILE PAYMENTS 

WILL BECOME 

MAINSTREAM…

mCommerce:

P2P payments:

Proximity payments:

+ %

+ %

130

239

BETWEEN 2016 AND 2019

+1,083 %



KEY TECHNOLOGIES
THAT WILL 
SHAPE RETAIL 



FORGET THE HYPE, 
3D PRINTING 
WILL HAVE LIMITED 
IMPACT ON RETAIL



INTERNET OF 
THINGS (IoT),
WEARABLES:
THE VALUE IS NOT 
WHERE MOST 
PEOPLE THINK IT IS 



BY 2020 …

650 million
WEARABLE DEVICES



660 million
M2M* CONNECTIONS



IOT / WEARABLES 

AS AN E-COMMERCE 

PLATFORM?



IOT / WEARABLES 

AS AN E-COMMERCE 

PLATFORM?

ME H .



THE MAIN OPPORTUNITY 
FOR IoT AND WEARABLES

IS IN THE GRANULAR 
DATA THEY CAN 
COLLECT



WHICH WEARABLES-BASED INSIGHTS 
PRESENT THE MOST VALUABLE MARKETING 
OPPORTUNITY?

27%

20%21%
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37%38%

22%

17%

30% 6%



VS
AUGMENTED 

REALITY

VIRTUAL 
REALITY



VR
T H I S I S



AR
T H I S I S



AR HAS WAY MORE 
POTENTIAL THAN VR 
FOR RETAIL 



APPLICATIONS OF AUGMENTED 
REALITY IN RETAIL

FRAMES 
DIRECT



APPLICATIONS OF AUGMENTED 
REALITY IN RETAIL

IKEA



APPLICATIONS OF AUGMENTED 
REALITY IN RETAIL

TOPSHOP



EVEN IN ITS 
SIMPLEST FORM, 
AR CAN ADD
A LOT OF VALUE



7 TRENDS THAT WILL 

CHANGE THE FACE 

OF RETAIL



1 2 3 4

5 6 7



2026
PREPARING FOR 
THE ROAD TO



CULTIVATE AGILITY 

AND CONSTANT 

LEARNING



RETHINK 

SEGMENTATION



BE MINDFUL

OF THE LIMITS TO 

PERSONALIZATION



UNDERSTANDING THE 

CUSTOMER JOURNEY WILL 

BECOME CRITICAL TO 

CHANNEL INVESTMENT



CREATE
A BRAND 
EXPERIENCE



THE WINNING RETAILERS 

WILL SPEND MORE TIME 

LOOKING AT THE WINDSHIELD 

AND LESS TIME LOOKING AT 

THE REARVIEW MIRROR.






