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                ith the large plethora of new                      

                technologies and the high demand for 

luxury and convenience, many aspects of the 

retail landscape and consumer experience are

changing and doing so drastically. Here are 

some of the latest trends in retail for 2017. 

Transparency at a new level. It’s not enough 

anymore to sell high-quality products with no 

information on their “stories.” Shoppers are 

gravitating toward retailers who reveal all the 

inner workings of their operations - production 

costs of their products (materials, labor, duties, 

markup), and information on the factories in 

which products are made, complete with 

pictures and videos of the employees and 

factories themselves. Customers want to know 

exactly what’s gone into creating the product 

they’re thinking of buying. There are a number 

of factors at play in this trend: a worldwide shift 

toward sustainability, consumer desire to be 

more ethically conscious in purchase decisions, 

and a keen interest in supporting brands with a 

“strong sense of identity.” 

Unique in-store experiences. Retailers who 

provide unique in-store experiences will be king 

in 2017. One aspect of this trend is finding ways 

to match and exceed the seamlessness of online 

shopping. Most retailers are attempting to do 

this by bringing the amenities of the online 

world into brick and mortar stores. The 

homeware retailer Crate + Barrel recently tested 

a program in which shoppers browse the

shelves using store-provided tablets to scan 

barcodes for additional information about 

products, to add items to wishlists, and to enlist 

the help of sales associates in gathering those 

wishlist items. As in-store experiences become 

increasingly important to consumers, we can 

expect to see more retailers invest in similar 

initiatives. 
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Mobile payment solutions.  Mobile payments 

are the way of the (immediate) future. In 2017, 

we’ll see retailers who haven’t already adopted

them make efforts to do so. The technology 

media company TechCrunch estimates that 70

percent of all mobile users in the United States 

will make a mobile payment in 2017. By 2020, 

mobile payments are expected to account for 

$503 billion in sales. Retailers who don’t soon 

implement mobile payment solutions will fall 

behind and risk losing out on sales. Options 

include mobile POS systems, custom mobile 

payment apps (like Kohl’s Pay), or third-party 

options like Apple Pay.

W



Smaller stores are in.  Evolving consumer 

preferences will push even more “big box” 

retailers to focus their attentions on smaller- 

format stores. Retail giants such as Target, Best 

Buy, and Ikea are investing in smaller-format 

stores to accommodate consumer desire for 

more curated selections. Shoppers are moving 

away from larger stores because they don’t 

want to waste precious time wandering 

around the endless aisles of enormous stores 

anymore. They want ease and efficiency in the 

form of smaller stores with specialized 

selections. A quick, easy experience is more 

likely to entice them to make the trip.

Personalization.  Personalization in retail is 

not new, but the tactics retailers once used 

have become outdated and transparent. At 

the same time, consumers are searching for 

more personalized shopping experiences 

with which they can really connect. 2017 

should see retailers testing new ways to 

appeal to this desire. Retailers can take 

advantage of this trend by targeting users 

(through things like purchase histories) with 

content tailored to their preferences, and 

using location-based technology, such as 

beacons, to push personalized offers to 

customers’ mobile devices.
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Retailtainment.  Retailtainment, as the name 

suggests, is the fusion of retail and 

entertainment — an effort on the part of retailers 

to provide customers with fun, unique 

experiences that elevate shopping above 

anything it’s previously been. Consumers are 

more likely to engage with retailers who 

incorporate lifestyle elements into their stores, 

such as boutique coffee shops or virtual reality 

experiences. iPic Theaters combine the classic 

experience of moviegoing with luxurious 

seating, a “farm-to-glass” cocktail program, and 

state-of-the-art restaurants serving gourmet 

cuisine. Customers can even order food and 

drinks from their seats while they’re watching a 

movie. These innovative concepts provide 

incentives for people to make the trip to a 

physical location.  

Creative retailing venues.  There have been a 

significant number of store closings in the last 

few years, and that is expected to accelerate in 

2017. Brands will need to be more creative, 

flexible and diversified in their retailing

approaches. One way brands can avoid taking 

on the significant real estate risk that comes 

with opening their own stores is to open pop-up 

stores. With pop-ups, brands have complete 

creative control of the brand experience and 

how their messaging is communicated to 

consumers. Pop-ups also allow brands to reach 

their target customers where they are at any 

time or place. In 2017 brands will reach 

consumers in more creative ways. Food trucks 

have become highly popular, and a similar 

opportunity may exist in the retail space.  
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Artificial Intelligence (AI).  Applications using AI will 

become more popular in 2017. Amazon is testing 

Amazon Go, an automated, checkout-free, physical 

convenience store powered by deep learning 

algorithms and other technologies such as 

computer vision and sensor fusion. Purchases made 

using Amazon Echo and Alexa, Amazon’s digital 

personal assistant, will help to train and enhance 

the AI, and positive consumer experience might 

help to drive adoption. Alexa is also being 

integrated into smart home appliances and cars; the 

personal assistant will soon be available in some 

Ford and Volkswagen models. 

Closings and consolidation.  Department stores 

have been among the hardest hit by consumer 

shifts toward online and experiential spending. 

Many department store chains are closing stores - 

Macy's, JCPenney, The Limited, Banana Republic, 

Gap and more.  Others are being sold: luxury 

handbag seller Coach has purchased the Kate 

Spade brand; PetSmart is acquiring online pet 

supplies retailer Chewy. Outdoor mega chains - Bass 

Pro Shops and Cabela's merged. Some retailers are 

selling off key brands - Sears sold its iconic 

Craftsman brand to Stanley Black & Decker. New 

competition is emerging - Amazon is making a 

strong push into apparel sales and also opening 

their own retail locations. The retail landscape will 

continue to change rapidly in 2017.  
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Virtual reality shopping.  A number of Virtual Reality 

(VR) devices hit the market in 2016 - HTC’s Vive, 

Samsung’s Gear VR, Facebook’s Oculus Rift, and Sony’s 

PSVR. In 2016, Alibaba developed “Buy+”, a VR shopping 

platform that enables a VR user to visit and shop at 

virtual retail locations. Customers walk through the 

virtual environment, and if they want to purchase any of 

the products they see, they are connected to T-mall, 

Alibaba’s e-commerce platform. Payments are done 

directly in the VR environment. Retailers such as Costco, 

Target, Macy’s, and Freedom Foods have made virtual 

shops available to consumers. As consumers are looking 

for more experiential shopping experiences and

gamification has proven to be an effective tool to attract 

and retain customers, expect more retailers to 

experiment and deploy VR shopping solutions in 2017. 

Unique delivery options.  A recent study by Temando 

found that “80% of shoppers surveyed want same-day 

shipping, while 61% want their packages even faster — 

within 1-3 hours of placing an order." Retailers must 

become more creative and efficient in how they get 

products to customers. In 2017, expect retailers to 

collaborate more, use more technology and adopt new 

delivery models as they cater to consumers’ demands for 

immediacy and convenience. Among recent 

developments in click-and-collect are store formats that 

“build in” collection services: Amazon is set to open three 

drive-through grocery collection stores; Walmart recently 

opened its first two Pickup with Fuel stores (collection 

points for online grocery orders at gas stations); and a 

European food-service marketplace (Just Eat) is using 

self-driving delivery robots to deliver food orders. 

Retailers are also increasingly using third-party providers 

to offer convenience in delivery and collection. Expect to 

see greater use of technologies to fulfill orders and 

greater collaboration between retailers and third-party 

service providers, such as Instacart and Doddle. 

Commercial drones have also become increasingly more 

common in the US, but a key challenge for drone- 

delivery adoption is regulation by the FAA. 
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Automation to off-set rising labor costs.  Rising labor costs are incentivizing 

retailers to decrease costs and boost productivity through greater investment in 

technologies, such as robotics, automation and artificial intelligence. In 2017, we 

expect to see more self-checkouts, self-scanning, chatbots, and robotic 

customer service assistants and warehouse systems. Retailers in the US are 

grappling with higher labor costs due to higher minimum wage legislation, 

pension contributions, warehouse worker labor strikes during critical periods, 

and the burden of health insurance costs. Walmart is actively hiking wages for 

their lowest-paid workers in order to retain and incentivize staff. Retailers are 

being forced to seek new ways to leverage technology in order to lower costs 

and progressively decrease their dependence on human employees. We will see 

greater adoption of self-scanning options within aisles, especially at grocery and 

mass-merchandise stores, as well as machines that bag items. Sam’s Club in the 

US is already testing scan-as-you-shop solutions. Self-checkout will also spread 

to more retailers. More service robots will be used to locate inventory. As 

artificial intelligence evolves, the need for human shop assistants will decline. 

Augmented reality.  Augmented reality (AR) enhances the appearance of the 

outside world with computer-generated graphics.  Expect AR to be more widely 

adopted than virtual or mixed reality  because AR can be implemented using 

existing hardware such as PCs, tablets and smartphones, whereas VR and MR 

require a headset and external optics. AR has already found several successful 

retail applications in the fashion, beauty and home categories. These include 

smart mirrors and apps that enable users to virtually try on makeup and virtually 

arrange home furnishings in their homes. IKEA created an AR catalog app in 

2013 to help customers visualize how its products would fit in their homes. 

Home retailers Lowe’s and Wayfair have also created their own AR apps. The 

adoption of AR is likely to accelerate, fueled by high smartphone penetration 

and the mainstream acceptance of AR apps, such as the Pokémon Go game. 

Accurately assessing consumers’ reactions to unique, in-store features such as 

new store formats, distinctive payment options, creative retail venues, 

“retailtainment” alternatives, etc. requires experiential research. Parker Insights 

offers a variety of central location (including in-store) quant/qual methodologies 

that can help you quickly understand what is/is not working and why/why not, 

as well as identify optimization opportunities to better meet consumer needs.   
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