The retail
industry: Today
and tomorrow
November 2018

Retail today

9%

Serving

Workforce of

53 million

3.1 million, 9%

consumers

stores, offices and
warehouses

£

women

of UK jobs

£
260,585

55%

Contributing

£94 bn to the

£
Paying

£17 bn in

economy in 2017

business taxes

Prices of goods down

Net profit 2.5% of
sales , down from

£

£

Collecting

5% while overall

consumer prices up

£46 bn in VAT

8% over last 5 years

9.1%

£5.4 bn

median gender
pay gap

investment in
technology

4% in 2013

4.4% pay

growth in 2017

Introduction

The retail industry is a driving force in the economy.
A hotbed of innovation.
Touching the lives of millions of customers every day.
Making a massive contribution to the very fabric of our society.
And at the heart of communities up and down the country.
We are at a reset moment.
Technology is transforming how people shop. That’s on top of rising costs and
softening demand, together creating a perfect storm that is driving real structural

change right across the industry.

That change is happening quickly and happening now – some say we are
only in the foothills.
In recent months there’s been a roll call of household names facing significant
challenges, and some business are sadly no longer with us.
We are seeing proposed mergers, other strategic alliances, and new entrants
to the market, which all tell us that the industry will look very different
tomorrow.
Challenges for some; opportunities for others; a critical moment for

everyone.

This period is about reinvention retail, not Armageddon retail.
This short summary highlights many of the themes which will shape
tomorrow’s future of retail.
They cover how technology will continue to transform the shoppers
experience and how the structure of the industry will change.
These have significant implications for our economy and our society which
policy makers need to be considering now.

tomorrow: technology will continue to
transform the shoppers experience

Online continues to grow as
more barriers are overcome.
Increasing proportion of
purchases via smartphone
share of retail sales

2006

3%
0%

Retailers planning investments
by 2021

18%
3%

2018

Artificial Intelligence,
Internet of Things, Virtual
and Augmented Reality,
Robotics, Blockchain and
3D printing have widespread
applications

Internet of things: 70%

50%
25%

2030
Online

via smart phone

machine learning /
cognitive computing: 68%

Source: ONS, BRC, BDO research

automation: 57%
Source: Zebra

Consumers and retailers
stop thinking of online and
offline as separate channels

Same day delivery becomeS
the norm
delivery revenues, 2020

regular
85%

Source: McKinsey, Europe

same-day
15%

mobile payments become
mainstream
Mobile transactions

Awareness of origin,
environment and ethics
becomes more important,
although price remains key

900
10% would pay MORE for A POSITIVE
IMPACT ON SOCIETY
40% ALREADY REGARD SUSTAINABILITY AS
IMPORTANT

500

Source: YouGov

0

2017

2027

Source: UK Finance

Consumers increasingly
look to intermediaries,
influencers and social media
to help them make choices

Older generations have
greater purchasing power
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Consumers increasingly
embrace new models such as
subscription, rental and hire
15% of U.S. online shoppers have
signed up to new subscription
services in the last year
Source: McKinsey

Platforms play an increasing
role
Globally marketplaces own 56% of
cross border ecommerce
Source: Eurostat

tomorrow: The structure of the industry
will change
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implications

We need to recognise that the next period is not one of evolutionary change. We
are experiencing a genuine revolution driven by technological innovation.
To ensure successful outcomes, the questions that need to be addressed include:
• How to transform planning and support local leaders to create vibrant
mixed-use communities beyond retail?
• As the digital economy develops, what is the most effective way to
tax activity?
• Who owns and has rights to access data generated by companies,
machines and people?
• How should investment in productive technologies be incentivised?
• What skills will people who lose their jobs in retail require in their future
working lives and how to encourage employers to help re-skill?
• How to retrain and instil lifelong learning given 1 in 10 people have never
used the internet and 25% of the workforce don’t have basic digital skills?
• How do we move rapidly from a linear supply chain to a circular economy?
• Do we need more far sighted consumer protection legislation to ensure
an ageing population is not disadvantaged?
These are some of the things that policymakers, government, the BRC and
the retail industry itself will be considering as we move forward.
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