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WHO AM I



WATCH YOUR DAY IN FUTURE



THE RETAILER’S ROLE IN A SUPPLY CHAIN
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DISRUPTION IN INDUSTRY – OVER DECADE

Retailer Market Value 
(2006)

Market Value 
(Today)

Change

$28.4 B $15 B (47 %)

$18.1 B $ 1.9 B (89 %)

$24.2 B $ 6.9 B (71 %)

$24.2 B $ 9.1 B (62 %)

$12.4 B $ 7.7 B (37 %)

$27.8 B $ 1.5 B (94 %)

$51.3 B $ 29.5 B (42 %)

$214 B $ 222.7 B 4 %

$17.5 B $ 430.7 B 2361 %



LEADING TO OVER $300B IN M&A OVER THE

LAST 30 MONTHS IN CPG AND RETAIL ALONE



E-COMMERCE RETAIL SALES AS % OF TOTAL SALES

Ecommerce Retail Sales in 2016 - $398 billion 



BIGGEST U.S. E-COMMERCE RETAILERS

$94.7 b*

$16.8 b

$14.4 b

$5.6 b

$4.8 b

$4.6 b

$4.2 b

$4.0 b

Amazon.com

Apple

Walmart

Home Depot

Best Buy

Macy's

Costco

QVC

*Excludes Media and Services

Source: E-Marketer Inc.



WHERE DO US CONSUMERS SHOP?

95%

89%

84%

77%

71%

70%

69%

68%

62%

60%

Wal-Mart

McDonald's

Target

Walgreens

Dollar Tree

Subway

CVS

Home Depot

Taco Bell

Burger King

Top 10 retailers and restaurants
Penetration of US shoppers who made a purchase at one of these companies in 2016

Source: NPD Group’s Checkout Tracking



NON-FOOD RETAIL VS. RESTAURANTS AND BARS: 

1992-2017



RETAIL SPACE PER PERSON (SQ. FT.)

23.5

16.4

11.1

2.5



RETAILERS’ ECONOMIES ARE CHALLENGED

Source: Baker Retailing Center Disruption in Retailing Conference Oct 2016



WITH WINNERS AND LOSERS

Source: Baker Retailing Center Disruption in Retailing Conference Oct 2016



TRENDS DRIVING FUTURE OF RETAIL
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Empowered Consumer

Disruptive Technologies

Transformative Business Models



NEW EQUATION OF VALUE

 Historical Equation

 Consumer Value = Cost + Choice + Convenience

 Future Equation

 Consumer Value = Evolved Cost + Evolved Choice + 

Evolved Convenience + Control + Experience

Source: WEF & Accenture study 2017



IMPORTANCE OF SHOPPER EXPERIENCE

72%
of consumers want to 

shop in stores

76%
of purchase decisions 

are made in store



SHOPPER EXPERIENCE INNOVATION IS MORE

CRITICAL THAN EVER

But they are still going to stores

“Brick-and-mortar stores are 
expected to account for about 85% 
of US retail sales in 2025” 

according to McKinsey & Forrester

Shopper needs are changing 

rapidly

“…industry observers predict that 

retail will change more in the 

next five years than it has over 

the past century.” 
McKinsey & Company



BASS PRO SHOPS

In-store Experience is extremely 

important



WEGMANS

In-store Experience is extremely 

important



EXAMPLE OF CREATING GREAT IN-STORE EXPERIENCE

 You have to give a compelling reason to shoppers 

to come to your store!



BONOBOS: HOW CAN YOU DISRUPT APPAREL

PURCHASES

 E-commerce purchases have 30 % return rate

 Realized that only Online Experience will not be enough
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Disruptive Technologies

Empowered Consumer

Transformative Business Models



DISRUPTIVE TECHNOLOGIES

Internet of Things (IoT)

Autonomous Vehicles/Drones

Artificial Intelligence/Machine Learning

Robotics

Augmented Reality/Virtual Reality

3D Printing

Blockchain







INTERNET OF THINGS (IOT)

 Carefour achieved 400 % increase in its digital 

application’s engagement rate

 600 % increase in app users



AUTONOMOUS VEHICLES/DRONES

 Brings cost savings to retailer & faster delivery to 
customers



COMPANIES HAVE TO “DISRUPT” THEIR OWN

BUSINESS TO SURVIVE

 Cost is still a major issue 

 Drone deliveries estimated to represent less than 1% of 
commercial drone market by 2020

 Gartner (2017)



ARTIFICIAL INTELLIGENCE/MACHINE LEARNING

 Companies are 

experimenting many 

interesting things



ARTIFICIAL INTELLIGENCE/MACHINE LEARNING

 Use of Chatbots has been increasing across many 

sectors 



ARTIFICIAL INTELLIGENCE/MACHINE LEARNING



ARTIFICIAL INTELLIGENCE/MACHINE LEARNING
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Transformative Business Models

Disruptive Technologies

Empowered Consumer



TRANSFORMATIVE BUSINESS MODELS

 Differentiated Consumer experiences

 New Frontline Workforce

 Physical Stores as Hubs for Social Interaction

 Ecommerce - Emerging Business Models

 Personalization

 On-Demand

 Sharing Economy

 Services



REBECCA MINKOFF'S STORE OF THE FUTURE

 6-7 times increase in ready-to-wear sales due to 
enhanced in-store experience



AMAZON GO – CHECK-OUT FREE SHOPPING

EXPERIENCE



EMERGING BUSINESS MODELS IN RETAIL

Personalization

On-Demand

Sharing Economy

Services



EMERGING BUSINESS MODELS IN RETAIL

Personalization

 Expertly curated product customized to 

preferences of an individual, sent on an 

automatic schedule 



PERSONALIZATION

 StitchFix

Personal shopping service sends individually 

selected clothing & accessories



PERSONALIZATION

 Birchbox
 You can choose products based on the characteristics of skin, hair, 

age and other factors. Subscribers get samples of cosmetics for 

free. Can buy the “full versions” on the website



PERSONALIZATION

 Sephora Play!

Sends makeup and beauty samples, plus bonus 

extras like Spotify playlists

http://www.sephora.com/play
http://www.sephora.com/play


PERSONALIZATION

 Bright Cellars

Online service pairs you with wines based off a 

quiz that matches your taste preferences to 

wines with an algorithm



PERSONALIZATION

 Lootcrate.com 

Monthly boxes of geek and gaming related 

merchandise



EMERGING BUSINESS MODELS IN RETAIL

 On-Demand

 Automatic reorder (via sensors, 

replenishment/subscription program) 

of a product when level is low

Amazon Dash button/Amazon Echo

Dollar Shave Club

Smart Refrigerator 



EMERGING BUSINESS MODELS IN RETAIL



EMERGING BUSINESS MODELS IN RETAIL

Sharing Economy

 Product rental for a fraction of retail price

Rent the Runway

Designer dress and accessory rental



EMERGING BUSINESS MODELS IN RETAIL

 Sharing Economy

 Swap.com

Online consignment store offering pre-owned 

apparel & accessories



EMERGING BUSINESS MODELS IN RETAIL

 Sharing Economy

 VestiaireCollective.com

Recommerce website for pre-owned luxury fashion



EMERGING BUSINESS MODELS IN RETAIL

 Services 

 Customers can buy services that meet their need

 Glamsquad.com 

 On-demand in-home beauty service that provides make-up 

and nail services



EMERGING BUSINESS MODELS IN RETAIL

 Services 

 Food subscription sites 

BlueApron; Homechef



EMERGING BUSINESS MODELS IN RETAIL

 Services 

 Customer Service

Gladly.com



EMERGING BUSINESS MODELS IN RETAIL

 Services 

 Electronics – Delivery & Set-up 

 Enjoy.com



RETAIL IS DETAIL..EASIER SAID THAN DONE

 Disrupt yourself before someone forces you to.

 Leverage technology in your businesses.

 Don’t just collect data, analyze it!!

 Empower your employees to make quick decisions.

 Learn to fail quickly.



If you went to bed last night as an industrial company, you’re 
going to wake up this morning as a software and analytics 

company.
– Jeff Immelt, CEO, GE

One of the things you learn operating in the technology industry 
is disruptions are occurring every day.
– Dick Costolo, Former CEO, Twitter

The reality is that Customers want everything – low prices, 
convenience and seamless interactions online and in 

person…Strategy is happening on a much faster cycle time now.
– Doug McMillon, CEO, Wal-Mart

Day 2 is stasis. Followed by irrelevance. Followed by 
excruciating, painful decline. Followed by death. And that is why 

it is always Day 1 at Amazon.
– Jeff Bezos, CEO, Amazon

 Dinesh Gauri
 Professor of Marketing

 Email: dkgauri@uark.edu

 Ph: 479-575-3903

 Twitter: dineshgauri

mailto:dkgauri@uark.edu

