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Corporate Snapshot

Retail CPG

• Price Strategy and Communication

• Promotion Strategy and Optimization

• Assortment and Localization

• Productivity Enhancements

• Growth Strategies

• Demand-Side Optimization

• Customer Relevancy

• Change Management

Retail and Consumer Goods 
Consulting and Solutions Since 1976

Intimate Retail and Retailer 
Knowledge

Finding profitable growth 
others can’t

Shopper insight foundation,
customer analytics  

Diagnostics, analytics, 
strategy, and execution 

(we actually do the work)
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Retail is Anything but Usual

• The shopping experience continues to evolve…
• Shift in retail formats 
• The shopping experience occurring outside the store

• Connecting with Millenials (on their terms) is essential for growth

• Participating in e-commerce is no longer optional, it’s essential 

• Lessons from Amazon, Target and Walmart

• Online sales are offsetting the decline in center-store 

• The price battle for value demands your clearly communicate your strategy to 
your shoppers in order to get FULL credit

• Promotional success is all about analytics, digital/mobile and personalization

3



Retooling Retail for Digitally-Savvy Millennials

Supercenter
45%

Warehouse 
Club
22%

Drug
14%

Mass
11%

Dollar
7%

Military 1%  -5.2%

Traditional          Convenience          Non-Traditional

90% 50% 48% 46%

8%

16%
15%15%

2%

34% 37% 39%

Dollar Share by Channel
(Rounded)

Dollar Share of Food Sales in 
Non-Traditional Formats

Source:  Willard Bishop, The Future of Food Retailing

1988 2006 2009 2013

Shifting Formats:
Non-Traditional is the Only Growth Segment
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-.1%

+1.4%

+8.9%

+4.0%

+2.3%



New Rules
of Engagement
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Change in Behaviors
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• Less brand loyal

• Very price-conscious…but willing to pay up

• Convenience-driven and very social/connected

• Fresh, N&O and eco-friendly products

• Still like their brick-and-mortar stores 

• Down-sizing households

• Declining consumption

• Less spending power or “willingness”

BABY BOOMERS MILLENNIALS
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The Millennials BFF
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Did you know?

• 4 out of 5 consumers use smartphones to shop1

• In 2015 more internet access will be through 
mobile devices than desktops2

• By 2016 the number of mobile devices is expected
to surpass the world’s population3

Sources:

1 Business Intelligence
2 Microsoft Tag
3 Key Ring (A Gannet Company)
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Going Mobile

There are 6.8 billion people on the planet.

5.1 billion of them own a cell phone.

Did you know?

Source: Mobile Marketing Association Asia

4.2 billion own a toothbrush.
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I Want It All. And I Want It Now.

of all mobile searches 
result in action within 
one hour

The average 
person responds 

to email in 
90 minutes

The average 
person responds 

to a text in 
90 seconds

Source: CTIA.OrgSource: Mobile Marketer

70%



Commerce at
Warp Speed
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A Nickel of Every Retail Dollar (U.S.) Comes from eCommerce
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Total Retail Sales
$4.5 Trillion

eCommerce Retail Sales
$2.5 Billion

Factoids

• Q1 eCommerce (all retail) is up 13% versus YAG

• Amazon accounts for 14% of all eCommerce 
in North America

• Walmart’s online sales only accounts for 2% 
its total

• Over the last 15 years:

• General retail has grown about 2.5% per year

• Ecommerce grown about 20% per year

Sources:
ComScore/Business Intelligence/US Department of Commerce
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Retail Sectors Food/Bev and 
Health/Personal Care Rank Last, however…
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Sources: US Census, Internet Retailer, Business Intelligence

Estimated

Food and Beverage

Health and Personal Care

Clothing and Accessories

Furniture and Home Furnishings

Electronics and Appliances

Media, Sporting Goods, Hobby

Percent of U.S. Online Sales by Retail Category
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Digital Purchases of Consumables will Grow Steadily
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Source: eMarketer
2012        2013       2014        2015        2016        2017        2018

$18.2

$27.5

$24.3

$30.9

$38.3

$34.4

U.S. eCommerce Retail Sales
- Includes Food, Beverage, Health and
Personal Care Products. Excludes prescriptions.

Billions

$22.3
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Even Beauty and Personal Care are Embracing Online Shopping

Online shopping for beauty and personal care items was believed to be 

insignificant due to the shopper’s need for touching, smelling and 

sampling the products. 

WRONGLast year, online sales accounted for 

4.5% of the total category’s sales (U.S.)

Source: ATKearney

Fact



Convenient 
Commerce
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Everyday Items with One Shipping Fee
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Amazon’s Integrated Shopping
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Target Set to Take On Amazon
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Expands Online Products 
from 200 to 1500* (+750%)
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1500 items available for home delivery. 
More than 35,000 Items can be purchased 
online and picked up at the store.*



Retooling Retail for Digitally-Savvy Millennials

Walmart Set to Take On Everyone
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June 5, 2014

July 15, 2014

May 19, 2014

June 10, 2014
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Walmart is Connecting the 
Digital Experience
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Paper or Plastic
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• Home Delivery 

• Dark Stores

• Click and Collect

• Depot / Pickup Locations



Price
(It still reigns)
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Price Comparisons Easier than Ever
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Percent of shoppers using their 
smartphone to compare prices

59%

Source: Deloitte Source: Interactive Advertising Bureau

Percent of shoppers who have 
stopped an in-store purchase as a 
result of using their mobile phone

38%
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Walmart Continues its Low-Price Leadership
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Price is about to Get Personal
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Personal Pricing will reward 
the most loyal shoppers.

P
R

IC
E

VALUE OF INDIVIDUAL SHOPPER BY CLASSIFICATION
(Volume, Sales, Basket Size)

Cherry Picker

Fence Rider

LOW

HIGH

HIGH

Brand 
Advocate

Strategies for Conversion



Promotion
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Sources: Borrell, Business Insider, ComScore

Use of Mobile Coupons is Exploding

• Usage of mobile coupons on smartphones is up 41% versus year ago

• The number of mobile coupon users will exceed 50 million by 2014

• Redemption for mobile coupons is 10x higher than print

• Mobile coupons are a gateway into consumer insights
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The Promotional Landscape is Changing… Rapidly 
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Traditional Ad Circular Ad Circular on Website Ad Circular on Mobile
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Promotion Connects to Loyalty 
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Target’s Cartwheel Coupon App is Engaging Customers
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Sep 2013               Mar 2014

21%

74%

79%

26%

Time spent in App

Time spent in Browser

Source: Business Intelligence
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Emergence of New Promotion Optimization Solutions and Tools
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• Data captured from electronic promotions will lead to true 
promotion optimization

• The timing for this is crucial as 
the percent of sales from promoted
goods is nearing 50%

• Pricing pressures continue to erode 
margins; thereby increasing the need 
for higher returns from every promoted dollar

• This systems will provide unprecedented
Insight and visibility into promotional decision making



Summary
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Business Will Be Anything But Usual

• E-Commerce and M-Commerce are not options – They are requirements

• There’s no such thing as the traditional shopping experience 
• The term “store” will mean physical and online
• The retail experience will begin electronically 

• Remember the 3Ms for Growth: Millenials, Mobile, and More
• More communication channels
• More offers (personalized)
• More shopping and delivery options

• Growth of Decision Support Systems  (to understand the financial 
implications of alternative 4P strategies and service options) 

• Communicating “Value” will be more important, yet more difficult, than ever
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Questions & Answers

Craig Rosenblum
craig.rosenblum@willardbishop.com  | 847.756.3726

willardbishop.com/comp_edge.php

Downloadable Insights
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Thank You


