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Retail is going through times of unprecedented 
changes. Some of them will come and pass; 
others will revolutionize the industry and 
change its face completely.

Last year we saw more retailers equip 
themselves with mobile devices, in-store and 
out of the store. Retailers also worked on 
integrating their channels and simplifying 
payments, with the aim of making the 
shopping experience seamless and more 
personalized for customers. Some of the 

trends we spotted this past year will consolidate 
over next year; at the same time, new trends 
will explode in the market, providing new 
challenges and opportunities — for the fast to 
act.

We have spoken to retailers, experts and 
pros in the industry, and identified seven 
emerging trends and technologies which 
we expect will change the face of retail in the 
year to come.
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Blurred lines
As competition gets tougher, the distinction 
between retail sectors and industries becomes 
increasingly blurry. Pharmacies and dollar stores 
now sell anything from candy to fresh produce; 
traditional retailers like Nordstrom, Armani and 
Urban Outfitters have been opening up restaurants 
and cafés. A number of  retailers, including furniture 
company West Elm and timepieces brand Shinola, 
have announced plans to open their own name-
brand hotels.

Why are established retailers foraying into new 
fields? They are trying to keep customers in-store 
for longer, where they are surrounded with the 
brand’s wares. In the future, we predict these cross-
industry experiments will get even bolder.

Trend #1: Smaller, temporary

Direct
Technology has empowered everyone to become 
a retailer. As it gets easier to sell directly to 
consumers, more and more manufacturers and 
wholesalers are cutting the middleman. Think 
Google Shopping, with over one billion products 
for sale; think online marketplaces (from Etsy 
to eBay, Craigslist and the fast-growing Amazon 
Marketplace), where individuals and small 
companies sell their wares globally. Selling direct is 
a smart move for manufacturers: they can create a 
relationship with customers and collect user data to 
improve their products. It is, however, terrible news 
for retailers competing in the same market.

Is the era of  big box shops over? Although competition from e-commerce did not kill the physical store, it 
changed its make-up profoundly.

https://info.lsretail.com/the-secrets-of-successful-multi-vertical-companies
https://info.lsretail.com/the-secrets-of-successful-multi-vertical-companies
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Small
Small-format stores have been popping up 
everywhere in the recent years: former big-box 
names like Walmart, Whole Foods and Sears have 
ditched their huge warehouses and opened smaller 
stores. We will see more giants go small and 
nimble in coming years. As e-commerce keeps 
gaining ground, retailers have realized that physical 
outlets can’t compete with online stores’ large 
catalog and endless aisles. So they take the opposite 
approach instead: specialize. Conveniently-sized 
stores also better adapt to the rhythms of  busy 
workers, who are often strapped for time and can’t 
spend half  an hour wandering among the aisles 
trying to find the item they are looking for.

Temporary
Amazon’s second foray into offline commerce was 
in the form of  smallish pop-up stores. This is 
not a fluke: the pop-up format is here to stay. In 
Europe well-known grocery brands like Lidl, Tesco, 
and IKEA have opened pop-up restaurants. 
Globally, online pure-players are launching 
temporary stores to get in touch with their audience 
and build brand awareness with specific customer 
groups. Even a high-end brand like Tesla has 
been opening pop-up showrooms.

Traditional retailers won’t disappear – but they will have to change to survive. When 
consumers can get exactly the item they want with a few clicks of a mouse (or a few 
swipes on their mobile), when manufacturers are selling straight to consumers, how do 
you compete? The answer: by being different and surprising.

In the next years, differentiation will be key: retailers selling niche items and special 
experiences will survive. Retailers with an unexceptional ambience and can-find-them-
anywhere products are, however, bound to close up shop.



Retail of  the future. p 5

Let’s have fun
To fulfill people’s need for novel experiences, 
stores and malls are transforming into 
entertainment centers, places where customers 
can go to have fun and socialize. Novelty 
retailer Tiger has opened game cafés designed 
to encourage strangers to connect over board 
games; Korean discount retailer Homeplus has 
built rooftop football parks over three of  their 
stores; department store Macy’s partnered up 
with a morning dance party movement to host 

Trend #2: An experience to remember

impromptu dance moments in-store. From fitness 
courses in sports equipment shops, to concerts in 
boutiques and wine-tasting events in grocery stores, 
retailers are changing their skin in an attempt not 
to become obsolete.

As they turn into entertainment venues, shops are 
shifting industry. In the future they will compete 
for people’s time with museums, concert halls, 
restaurants, stadiums  – and social media, of  course.

Unable to offer the same variety of  products and low prices as online shops, physical stores try to attract 
customers by offering experiences that cannot be duplicated online.
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In the flesh
As e-commerce grows, physical stores become 
the place to experience products first-hand. 
Samsung 837, the electronics brand’s first flagship 
store in New York, was designed as a pure 
learning experience. Visitors can play with the 
latest products, but they can’t buy them in the 
store. “We wanted to build what we think is the future 
of  retail,” says Zach Overton, the VP and GM of  
Samsung 837. “Which is not retail, but experience.” 
Google’s “experience store” is, similarly, a space 
where people can preview the future of  tech 
and try out the latest gadgets, from VR headsets 
to smart home devices. You are welcome to touch 
and ask questions, but if  you want to buy anything, 
you’ll have to take out your phone and head 
online.

Staff is key
As experience becomes the prime reason to 
visit a physical store, retail employees are more 
important than ever. Respondents to PwC’s Total 
Retail Survey said that knowledgeable sales 
associates should be the number one focus 
for retailers who want to improve the in-store 
experience. In the coming years, forward-thinking 
retailers will invest in their employees, with the 
knowledge that the investment will trickle down 
to the customer experience. To build sales talent, 
retailers will have to focus on:

• engaging the staff in the brand and its ethos, 
• providing employees with in-depth product 

training throughout their career, 
• equipping staff with in-store technology that 

helps them give customers the quick, smooth 
and exciting experience they expect. 

Customer-focused brands already offer employees 
powerful mobile retail devices which allow 
them to serve customers and close sales quickly, all 
the while offering great product information 
and recommendations.

Let’s face it: for most of our purchases, 
we soon may not need retail stores 
anymore. To survive, stores need to start 
fulfilling new needs. The situation might 
sound bleak, but there’s hope. “By 2020, 
experience will take over product and 
price,” says Mary Portas, one of UK’s 
foremost retail and brand communication 
experts.

In the words of retail futurist Doug 
Stephens, “No one needs the product. They 
do need the why and how you sell what 
you sell.” The winners this year and in 
the near future will be retailers who offer 
their customers a hospitable atmosphere, 
knowledgeable employees and a fun, 
educational time - on top of great products, 
of course. These will be the places where 
people will choose to spend their free time 
– and eventually, their money.
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VR (virtual reality) and AR (augmented reality): 
you will hear these words a lot in the near future. 
Virtual reality is a computer-generated simulation 
of  a real-life environment which allows for user 
interaction. Augmented reality, on the other hand, is a 
blend of  real life and virtual reality, with computer-
generated enhancements layered on top of  a real-
life environment.

The most forward-thinking retailers are already 
opening up new, imaginative worlds for their 
customers with the aid of  these immersive 
technologies. 

In recent times we have seen live mirrors that 
suggest matching items and relevant promotions to 
customers when they enter the dressing room. We 
have encountered inspiration corridors made 
of  screens that take the customer’s measurements 
at the entrance, and then suggest available styles 
from the live catalog. Retailers have started offering 
customers digital tables that suggest great 
pairing combinations when an item is placed on 
top. Automobile manufacturer Fiat has developed 
an app that lets you design a 3D, interactive 
model of  your ideal car. This has proved to be a 
great tool for car dealers, who can use it to show 
all possible vehicle add-ins without having to grow 
their fleet. Department store Macy’s has created 
a VR rendition of  its flagship New York store 
exclusively for Alibaba's Chinese customers. On 
singles’ day (November 11), shoppers could visit 
the virtual store through a proprietary app and 
shop bargains from thousands of  miles away.

Immersive technologies are still uncommon 
enough to feel advanced to most customers, 
and therefore represent a great way to spark the 
imagination and enhance the customer-brand 
relationship. The novelty factor can also grow 
the customer base, as people choose to share their 
exciting virtual experiences with their friends.

Trend #3: A new (virtual, augmented) reality

AR and VR will become more and 
more widespread as retailers realize 
their potential in terms of customer 
engagement and experimentation. 
Gartner predicts that by 2020, 100 
million consumers will shop in 
augmented reality. In just a few years’ 
time, VR and AR may be as common and 
familiar as mobiles are today. “Within five 
years augmented reality will not look as 
clunky and mechanical as it does today, it 
will be comfortable and we will be using 
it on our couches,” says futurist Doug 
Stephens. Forward-thinking retailers 
will consider how they can include these 
immersive techs in their strategy in the 
upcoming months, before they lose their 
novelty factor.
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Mobile first, cloud first
The number of  smartphone users is expected to 
reach 6.1 billion people by 2020, according to 
the latest annual Mobility Report from Ericsson. 
Smartphones and tablets are, increasingly, the 
primary hubs for brand-consumer interactions, 
and they interface with more and more devices 
which have the ability to go online. By 2020, 
Gartner predicts there will be 21 billion 
Internet of  Things (IOT) connected devices 
which will create new brand experiences, both 
online and in the physical store.

The cloud is going to grow. According to Gartner, 
by 2020 cloud will be the most common 
software deployment option. The cloud is 
already empowering smaller retailers by enabling 
them to access latest-tech services – from Point 
of  Sale (POS) and sales tools, to data analytics, 

Trend #4: Tech all around

to recommendation services – at a fraction of  
the cost of  on-premises solutions. In the future, 
“More leading-edge IT capabilities will be available only 
in the cloud, forcing reluctant organizations closer to cloud 
adoption,” in the words of  Yefim V. Natis, Vice 
President at Gartner Research.

In your shoes
From clothes that can wirelessly charge your 
phone to smart contact lenses with a built-in 
camera, tech is increasingly snugly hidden 
inside daily accessories. Market research company 
Forrester predicts that by 2021, nearly one in 
three American will use wearables, tech 
that can be worn. We expect these devices to 
soon cover most aspects of  life: from controlling 
our and our pets’ health to planning travels, 
reminding us of  appointments, and alerting us of  
store offers and deals.

Tech is everywhere, and people have come to expect the unexpected. Innovations that seemed fantastic 
just a few years ago – think drone delivery, self-driving cars or 3D printing - have already become the new 
normal.
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AI
From recommendations on which films to stream 
to smart assistants like Microsoft Cortana and 
Amazon’s Alexa-powered Echo, artificial 
intelligence (AI) is changing the way we buy 
- and opening a new world of  opportunities for 
retailers.

In-store, AI can be deployed as a virtual 
assistant for sales staff to offer customers 
tailored product recommendations, with a level of  
targeting and personalization similar to the 
one offered by e-commerce sites.

Online, e-commerce sites are already using AI 
under many guises – think of  searches of  similar 
items from pictures, content optimized on user 
behavior, or automated customer service in 
the form of  chatbots. Chatbots are specially 
interesting, as they have proved to be a great tool 
to create a pleasant user experience and promote 
brand identity. The opportunities are great in this 
field: a recent SONAR™ survey reported that 
60 percent of  US millennials and 53 percent of  
UK millennials would rather talk to a chatbot 
than have to deal with a real person to solve a 
customer service issue.

Tech is everywhere, and it’s just going to 
get more pervasive. Winners this year 
will use technology as an integral part 
of the customer experience, to support 
their brand personality and simplify 
the buying journey all the way from 
discovery to delivery of the product. 
Forward-thinking retailers will leverage 
the possibilities the cloud offers, and use 
services like machine learning and AI to 
empower their staff and give customers 
more personalized service.

In the back office, AI can also be an invaluable 
tool to optimize complex logistics and 
replenishment issues for retailers, using data to 
ensure that the right products are available in the 
right quantity at the right warehouses.
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As affluence grows, so does people’s desire to vote 
with their wallet. Although value for money and 
quality are still important when selecting brands 
and products, consumers increasingly patronize 
retailers who represent values that align with 
their own. This trend is already visible globally:

• Healthy food, for the body and the planet: 
High-end food stores, selling organic produce at a 
premium, have been multiplying in China amidst 
growing mistrust in the traditional food-production 
system. Chinese consumers were recently dubbed 
“the most health conscious in the world”.

• Renting to buy less: From taxis to holiday 
apartments, the sharing economy is just getting 
bigger. Take Rent the Runway, a very successful 
online rental service of  designer gowns and 
accessories. Touting the motto “Why buy when 
you can rent?” the company appeals in particular 
to younger generations of  consumers, who are 
more interested in trying on new styles than in 
buying more stuff.

Trend #5: The caring consumer

In the coming year, we will see more 
instances of successful values-driven 
retailers. Brands that are genuine, 
honest and accountable, help make 
shoppers feel good about themselves 
and communicate frankly and openly 
will attract increasingly larger groups 
of customers, thriving in particular with 
Millennial shoppers.

• Total transparency pays off: Modern 
consumers are increasingly mistrustful of  
corporations’ motives and methods. More and 
more demand and reward honesty. Companies 
like Everlane, an affordable fashion brand which 
publicly shares information of  its supply chain and 
shows its products’ production costs down to the 
dollar, are increasingly popular (and profitable) 
because of  their openness.

• Honest, unretouched campaigns: From 
non-Photoshopped models showcasing tattoos, 
beauty marks and skin creases to body positivity 
campaigns, consumers increasingly reward brands 
that speak honestly and truthfully to them.
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Seen it, bought it (on Facebook)
Social media networks increasingly drive 
consumption. People use them to interact 
with brands, to view adverts, read comments, 
check company reviews and product offers, and 
increasingly to buy directly. Although today 
a minority of  people use social channels to 
make purchases, this activity is quickly growing 
in popularity, and is already consolidated in 
emerging markets. Thai consumers in particular 
are especially receptive to the opportunities social 
media offer for shopping, according to PwC’s 
Total Retail Survey. We expect social buying to 
become common worldwide in coming years.

Trend #6: I want it now

Forget the old times, when you’d happily wait for hours to hear your favorite song on the radio. We live in 
the era of  instant gratification.

Just click
Shopping can be fun. However, “for some products, 
the most enjoyable shopping experience is the one that 
doesn’t need to happen,” says Amir Pelleg. Pelleg is the 
director of  Amazon Dash, a Wi-Fi connected 
button that allows people to re-order products 
with a click. The products linked to Dash 
buttons are usually low-engagement ones, such as 
detergent, paper towels and dog food. When the 
program started, in 2015, 18 brands were on offer; 
one year later, the program included more than 
150 brands.
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Bought, shipped, delivered
Just a few years ago, online shoppers would 
happily wait a week or two to get their stuff. Today, 
thanks to Amazon, one-day shipping is the norm. 
We have become so impatient that the majority 
of  online shoppers expect their order status to 
be updated within a few hours, reports OSM 
Worldwide’s State of  Online Shopper Delivery 
Expectations. Customers’ expectations are very 
high, and growing. For retailers, fast shipping 
and state-of-the-art product tracking is 
increasingly necessary.

Patience is not a virtue anymore. In 
the future, the winners in retail will be 
companies that can maximize people’s 
convenience and minimize time wasted 
clicking through websites or waiting 
for deliveries to arrive. The following 
two trends are taking shape now, but 
will become more and more relevant in 
coming years:

• Convenience matters more than 
price. That’s why people buy on 
social media. That’s why Dash users 
click the button to replenish their 
coffee filters: because it’s quick and 
hassle-free – not because it offers the 
best deal on the market.

• Tech solutions that increase 
convenience when shopping for 
ordinary, unexciting items can grow 
loyalty, both towards the retailer and 
towards specific products.

As a consequence subscription 
services, which give consumers the 
opportunity to receive items at home 
regularly —without having to go out 
and choose what to get— are making 
a strong comeback. We expect they 
will soon expand from gamer crates 
and beauty boxes to “daily shopping” 
baskets, filled with boring but 
necessary household items like kitchen 
towels or toothpaste.
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Made for you
The demand for handcrafted goods has been 
steadily rising, and it is unlikely to abate in coming 
years. Consumers worldwide are on the lookout for 
authentic craft. Think about the proliferation of  
offline and online artisan marketplaces selling 
unique, handmade products (Etsy’s revenue has 
been growing almost 40 percent year over year; 
even Amazon added a Handmade section to its 
marketplace). Think about the hands-on courses 
and workshops that have been popping up in 
malls and stores. Not to mention the possibilities 
3D printing opens: adidas has been working 
on implementing innovative footscan tech in its 
stores. The goal is to be able to produce on the 

Trend #7: Collaborative and personalized

Mass production has lost its appeal. Today people want to buy special products – ideally, unique items crafted 
exactly for them. In the retailing of  the future, personalization will be the key differentiator.

spot made-for-you sneakers, with a 3D-printed sole 
tailored to each individual’s specific running needs.

Teamwork
How do you design an awesome new product 
that responds to people’s needs? By cooperating 
with consumers, of  course. Known brands are 
increasingly open to advice from customers, for 
example using crowdsourcing to co-create and 
advance product development. 
Collaborations with create-it-yourself startups 
are also on the rise. Take Shoes of  Prey: the 
company, which lets customers design their own 
custom-made heels, used to be online-only until it 
started appearing inside Nordstrom outlets.
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Designed with data
As the Internet of  Things becomes the new 
normal, more everyday objects are suddenly able 
to communicate how they are being used, and can 
offer insights into customer behavior and 
preferences – becoming a great source of  intel for 
retailers. Amazon owes its success to its ability to 
collect data from a number of  sources (customer 
reviews, competitors’ websites, product searches, 
and of  course Amazon’s own devices) and leverage 
it to make the customer experience more effective 
and, ultimately, enjoyable.

In the future, personalization will increasingly 
depend on implicit data: information that people 
do not explicitly give out to retailers, but that can 
be inferred from their behavior. Scott Galloway, 
Clinical Professor at the NYU Stern School of  
Business and brand strategy expert, is a strong 
believer in the power of  implicit data. People don’t 
know what kind of  sneakers they want to buy, he 
says. What they want is for the retailer to know 
their needs and preferences based on their 
habits, and use those insights to offer them 
the right type of  shoe for their budget, running 
habits and fashion style.

The winners this year will be retailers 
who are willing to listen to their 
customers and co-create products 
together. 

Personalization will still be the 
buzzword of the year to come. To offer 
meaningful personalization, retailers will 
need high-quality data, and the ability 
to incorporate the information they get 
from their users back into their product 
design and customer experience. This is 
the winning strategy behind the success 
of fast fashion names like H&M and 
Zara, who are excellent at gathering 
knowledge from their customers and 
quickly collapsing it back into their 
production chain. We expect retailers in 
more industries to steal a page from fast 
fashion brands’ book.
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Not the strongest, but the most adaptable

As customers go through a sea change, retailers must adapt and be prepared to 
change their skin – or disappear.

Success will increasingly boil down to retailers’ ability to offer customers a 
personalized, seamless shopping experience in an exciting environment where people 
want to spend their time.

Forward-thinking retailers will concentrate their efforts on implementing technology 
that delights customers and helps staff make shopping more exciting, fun and 
memorable.

A solid integration of in-store technology, analytics and social media will be essential 
to offer the type of personalized service that boosts customer engagement.

The industry is moving quickly. Act now to win in the long term.
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Are you ready for the retail of the future?

Talk to our experts

In the future, the customer experience you offer will 
determine your success.

To stay on top, you will need tech that supports speedy 
transactions, service on the floor and personalized 
recommendations.

Not sure where to start? Contact our retail experts and 
learn about all the latest tools and trade secrets.

https://info.lsretail.com/talk-ls-retail-experts?utm_source=WhitePaper&utm_medium=PDF&utm_campaign=Retailtrends17
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About LS Retail
 
LS Retail is a world-leading provider of business 
management software solutions for retail, 
hospitality and forecourt businesses of all sizes.

Our all-in-one management systems power 
thousands of stores and restaurants worldwide, 
within such diverse industries as fashion, 
electronics, furniture, duty free, restaurants, 
coffee shops, forecourt, c-stores and more. 
 
For further information on the company and 
the products, visit www.LSRetail.com

If you have any questions or need business 
advice, do not hesitate to contact our experts.

https://www.lsretail.com/?utm_source=WhitePaper&utm_medium=PDF&utm_campaign=Retailtrends17
https://info.lsretail.com/talk-ls-retail-experts?utm_source=WhitePaper&utm_medium=PDF&utm_campaign=Retailtrends17

