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2020 has been a year of constant oscillation. When lockdowns were 

initiated in early 2020, consumers resorted to panic buying. A 

month later, the trends changed again, as purchase patterns 

returned to a relative ‘new normal,’ until coronavirus cases saw a 

surge and some countries went on to reimpose lockdowns. The 

biggest challenge faced by retailers and existing supply chain 

systems was to swiftly align to the latest market trend. More than 

anything, the year highlighted the need to create resilient, real-time 

insights driven, dynamic, quick-to-update market and 

manufacturing setups. ‘Running out of stock,’ indicated the need for 

frequent updating of demand forecasting systems. And newer 

technologies are helping weather the industry-wide transformation 

of traditional shopping practices given that in most scenarios, the 

pandemic has not resulted in nouveau industry practices, but rather 

highlighted the need to intensify efforts and prepare for future 

innovations and newer, more agile market traditions. Moving from 

being planned to being agile will necessitate a reimagining of 

operations across functions: marketing, supply chain, customer 

relations, among others. 

Through the course of this report, we deep dive into the overall 

market impact and change in consumer behavior in 2020, identify 

what these denote for the industry and suggest the best ways in 

which companies can prepare for 2021 by leveraging customized 

data-driven, analytically sound technologies and operational 

practices. 
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2021 Retail Trends:

The retail industry has been making strides towards frictionless, omni channel retail experiences for the 

last few years. As it were, supply chains were already extremely stressed with enabling cost 

competitiveness, maintaining optimum levels of price mark-ups and leveraging low-cost labor locations – 

all of which often led to compromising on vital supply chain determinants such as flexibility and agility. 

The market disruption brought about by the COVID-19 pandemic has highlighted the challenges that lay 

in the path of supply chain continuity and cost and have “laid bare vulnerabilities and fragility brought 

about by this strategy and approach.[1] ” 

In such a volatile marketspace, the biggest challenge to retailers has been predicting consumer behavior 

and ensuring that supply complements the levels of demand, and this is likely to extend well into 2021. Yet 

another practice that is undergoing a sea of change is physical shopping. It was a cause for concern for 

many shoppers in 2020, but beyond the social distancing norms necessitated by COVID-19, a decline in 

traditional brick and mortar shopping set-ups was well on its way. 
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Even prior to the pandemic e-commerce was significantly disrupting brick and mortar retail – more than 

9,300 stores shut down in the United States, in 2019 alone.[2] This does not necessarily signify the end of 

physical stores, but rather heralds in a new retail era that leverages the best factors of brick and mortar and 

e-commerce, creating frictionless, delightful shopping experience, sans inconveniences.

While investments towards enabling e-commerce adoption are likely to increase as Work-From-Home 

set-ups continue, when trends go back to normal, retailers must also prioritize efficient demand 

re-forecast for a smooth, seamless supply chain transition. Furthermore, instances of customers 

stock-piling and panic buying in early 2020 indicated that running out of essentials is a very realistic 

problem during risk/unforeseen events and outbreaks. Keeping this in mind, more retailers, 

manufacturers and consumers are expected to prioritize sustainability in 2021 and the years to follow.[3] 

The primary ally to sustain through this sea of change would be to leverage new technologies. Even a 

technology like geo-location can transform traditional retailing experiences by leaps and bounds. 

Enabling “data route optimization, asset tracking, customer location tracking, etc.,”[4]  geo-location can 

bolster pivotal functions of retailing. The more technologies that retail stores leverage efficiently, the more 

they strengthen their survival and sustenance in the market. 

Through the course of this report, we look at how changes in the marketspace and consumer behavior 

have impacted different functions of the retailing industry in 2020, and the consequent trends to be 

expected in 2021, so that businesses can plan better for the road ahead.
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https://www.retail-insight-network.com/comment/cov
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Trend 1:
Catalyzed Enablement of All-Encompassing 
Shopping Experiences

Apart from having just physical stores and 

e-commerce sites, more and more companies are 

moving to social media shopping sites. Enabling 

purchase on social media platforms will be vital for 

firms looking to build their brand reach. Around 

43% internet users in the United States have been 

classified as “social media shoppers”.[5] From just 

using social media networks to learn more about 

the brands products and services on offer, 

consumers can also look at purchasing the 

product directly on the social media site. With 

increasing internet adoption, these numbers are 

only slated to grow, and retailers must look at 

investing in growing their social media presence. 

This indicates that while leveraging their social 

media platform as an e-commerce platform, 

retailers must also facilitate meaningful 

interactions with customers. Brands can foster 

stronger relationships with customers, answer 

queries proactively, and turn potential customers 

to actual customers, by leveraging social media 

and the wealth of customer data on these 

platforms. 

Setting automated AI response systems and 

chatbots will ensure proactive replies and prove to 

be a repository of all client conversations, 

unravelling a gold mine of content about product 

performance, brand presence through social 

media listening and data mining. 

Apart from focusing on the data collated from 

Revenue Per Visitor (RPV), and Monthly Recurring 

Revenue metrics, setting up robust predictive 

analytics can also go a long way in increasing 

average order value and help optimum pricing. 

The data collated on RPV for instance, can also 

provide insights that enable better customer 

segmentation, identify trends and correlations 

between customer behavior patterns and 

products purchased. 

Back in 2018, a Gartner report found that 66% of 

analyzed brands were found to have adopted a 

social commerce feature within 2018.[6] These 

numbers are only expected to grow and some 

even predict that the ROI gained through social 

network interactions might even edge over the 

long-standing ROI generator – email. 

But before foraying into this trend, companies 

that are looking to branch into social commerce 

must forecast the ROI that can be attained from 

establishing these set-ups and experiment with 

the ones that best suit their target audience. For 

instance, reports suggest that Snapchat is best 

suited for location-based marketing, exclusivity 

and creating a sense of urgency; Facebook has 

also proved extremely effective in terms of 

customer traffic boosting through geotargeted 

ads. Cross-referencing the features of various 

platforms with data available on historical 

customer purchase traffic and analysis sales 

trends will help companies determine where to 

invest to ensure optimum returns. 

Another area where there is massive change is 

traditional physical shopping at brick-and-mortar 

stores. From BOPIS (Buy Online Pickup In Store) 

services to enabling aisle navigation, and in-store 

product recommendations, there is a drive to 

facilitate omnichannel frictionless retailing 
experiences. A Frictionless Retail set-up also 

entails that customers should be able to find their 

product easily with the help of in-store digital 

maps, app-based directions, and access 

additional information like product comparisons, 

reviews, alternatives etc., (a feature that is already 

available on multiple e-commerce platforms) and 

make payment/checkout a seamless experience 

such as shop physically, and pay digitally, without 

the hassle of long queues. And these experiences 

open up a gold mine of data about customer 

movement in stores which can then be leveraged 

by retailers to determine optimum layout, identify 

most frequented aisles, and understand product 

trends and movement. This data can then be 

rerouted to determine demand forecasts and 

enable smooth, analytically driven supply chain 

operations.

Furthermore, stores that are observing a dip in 

footfalls can leverage data to identify 

opportunities to convert retail outlets into hybrid 

setups that have warehouses as well as retailing 

in-store facilities. Most physical stores are located 

in well-connected areas and they can make the 

most of the resources at their disposal and work 

towards hyper-local, agile e-commerce services 

and deliveries. For instance, at the start of the 

COVID-19 pandemic many stores witnessed 

reduced footfalls. Parallelly, trusted brick and 

mortar stores that had online sales portals 

continued to sustain in the market thanks to 

accelerated e-commerce adoption necessitated 

by social distancing. Once the pandemic is 
resolved, people will head back to stores, but it is 
likely that retailers are looking to employ hybrid 
setups where they can sell products at their stores 
as well as use parts of the stores as distribution 
centers. 

Additionally, having extensive, robust last mile 
delivery network setups are necessary to ensure 
that products are delivered to customers on time, 
resulting in delightful shopping experiences. And 
delivery systems are not just a requisite for large 
scale companies with e-commerce presences. 
Local brick and mortar stores and grocers must 
also look at setting up delivery systems so that 
they can ensure survival and sustenance in the 
increasingly competitive marketspace. With little 
investment, they can cater to their loyal customer 
base and contribute to future growth and 
development. 

Large retailers with multiple store locations and a 
robust e-commerce presence, must map online 
orders with the closest local outlets and enable 
swift deliveries. Route optimization solutions can 
help accurately determine the fastest delivery 
options by mapping and cross-referencing 
pertinent factors like weather, port traffic, intra-city 
traffic, road work, and more.  

Yet another service that is seeing a rise in adoption 

is subscription. Reports suggest that close to 15% 
of online shoppers have joined one or more 
product subscriptions in the last few years.[7]  If the 
subscription economy in 2018 were any indication 
to go by, 55% of all subscriptions are 
curation-based[8] as more and more customers 
look for personalized, custom-made shopping 
experiences. The boom in the subscription services 
industry stems from customers looking to 
purchase products best-suited to their 
preferences, with minimal effort. During the 
pandemic, subscription services of premium 
brands, especially for essential products, saw a rise 
as remote working became more common place. 

However, what retailers need to anticipate and 
work towards is a decline post-COVID-19 in some 
subscriptions, especially, essential services. There 
might be a surge in cancellations once demand, 
supply and customer purchase patterns return to 
normalcy. These cancellations will most likely not 
be an overnight change, but a prolonged effect 
that will unravel over the course of many weeks, 
aligned with the pandemic disruption. Companies 
must preempt these service cancellation trends 
with data-driven forecasting to avoid severe 
disruption to supply chain systems and ensure 
survival and sustenance in challenging times. 

[6]

[5]
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Apart from having just physical stores and 

e-commerce sites, more and more companies are 

moving to social media shopping sites. Enabling 

purchase on social media platforms will be vital for 

firms looking to build their brand reach. Around 

43% internet users in the United States have been 

classified as “social media shoppers”.[5] From just 

using social media networks to learn more about 

the brands products and services on offer, 

consumers can also look at purchasing the 

product directly on the social media site. With 

increasing internet adoption, these numbers are 

only slated to grow, and retailers must look at 

investing in growing their social media presence. 

This indicates that while leveraging their social 

media platform as an e-commerce platform, 

retailers must also facilitate meaningful 

interactions with customers. Brands can foster 

stronger relationships with customers, answer 

queries proactively, and turn potential customers 

to actual customers, by leveraging social media 

and the wealth of customer data on these 

platforms. 

Setting automated AI response systems and 

chatbots will ensure proactive replies and prove to 

be a repository of all client conversations, 

unravelling a gold mine of content about product 

performance, brand presence through social 

media listening and data mining. 

Apart from focusing on the data collated from 

Revenue Per Visitor (RPV), and Monthly Recurring 

Revenue metrics, setting up robust predictive 

analytics can also go a long way in increasing 

average order value and help optimum pricing. 

The data collated on RPV for instance, can also 

provide insights that enable better customer 

segmentation, identify trends and correlations 

between customer behavior patterns and 

products purchased. 

Back in 2018, a Gartner report found that 66% of 

analyzed brands were found to have adopted a 

social commerce feature within 2018.[6] These 

numbers are only expected to grow and some 

even predict that the ROI gained through social 

network interactions might even edge over the 

long-standing ROI generator – email. 

But before foraying into this trend, companies 

that are looking to branch into social commerce 

must forecast the ROI that can be attained from 

establishing these set-ups and experiment with 

the ones that best suit their target audience. For 

instance, reports suggest that Snapchat is best 

suited for location-based marketing, exclusivity 

and creating a sense of urgency; Facebook has 

also proved extremely effective in terms of 

customer traffic boosting through geotargeted 

ads. Cross-referencing the features of various 

platforms with data available on historical 

customer purchase traffic and analysis sales 

trends will help companies determine where to 

invest to ensure optimum returns. 

Another area where there is massive change is 

traditional physical shopping at brick-and-mortar 

stores. From BOPIS (Buy Online Pickup In Store) 

services to enabling aisle navigation, and in-store 

product recommendations, there is a drive to 

facilitate omnichannel frictionless retailing 
experiences. A Frictionless Retail set-up also 

entails that customers should be able to find their 

product easily with the help of in-store digital 

maps, app-based directions, and access 

additional information like product comparisons, 

reviews, alternatives etc., (a feature that is already 

available on multiple e-commerce platforms) and 

make payment/checkout a seamless experience 

such as shop physically, and pay digitally, without 

the hassle of long queues. And these experiences 

open up a gold mine of data about customer 

movement in stores which can then be leveraged 

by retailers to determine optimum layout, identify 

most frequented aisles, and understand product 

trends and movement. This data can then be 

rerouted to determine demand forecasts and 

enable smooth, analytically driven supply chain 

operations.

Furthermore, stores that are observing a dip in 

footfalls can leverage data to identify 

opportunities to convert retail outlets into hybrid 

setups that have warehouses as well as retailing 

in-store facilities. Most physical stores are located 

in well-connected areas and they can make the 

most of the resources at their disposal and work 

towards hyper-local, agile e-commerce services 

and deliveries. For instance, at the start of the 

COVID-19 pandemic many stores witnessed 

reduced footfalls. Parallelly, trusted brick and 

mortar stores that had online sales portals 

continued to sustain in the market thanks to 

accelerated e-commerce adoption necessitated 

by social distancing. Once the pandemic is 
resolved, people will head back to stores, but it is 
likely that retailers are looking to employ hybrid 
setups where they can sell products at their stores 
as well as use parts of the stores as distribution 
centers. 

Additionally, having extensive, robust last mile 
delivery network setups are necessary to ensure 
that products are delivered to customers on time, 
resulting in delightful shopping experiences. And 
delivery systems are not just a requisite for large 
scale companies with e-commerce presences. 
Local brick and mortar stores and grocers must 
also look at setting up delivery systems so that 
they can ensure survival and sustenance in the 
increasingly competitive marketspace. With little 
investment, they can cater to their loyal customer 
base and contribute to future growth and 
development. 

Large retailers with multiple store locations and a 
robust e-commerce presence, must map online 
orders with the closest local outlets and enable 
swift deliveries. Route optimization solutions can 
help accurately determine the fastest delivery 
options by mapping and cross-referencing 
pertinent factors like weather, port traffic, intra-city 
traffic, road work, and more.  

Yet another service that is seeing a rise in adoption 

is subscription. Reports suggest that close to 15% 
of online shoppers have joined one or more 
product subscriptions in the last few years.[7]  If the 
subscription economy in 2018 were any indication 
to go by, 55% of all subscriptions are 
curation-based[8] as more and more customers 
look for personalized, custom-made shopping 
experiences. The boom in the subscription services 
industry stems from customers looking to 
purchase products best-suited to their 
preferences, with minimal effort. During the 
pandemic, subscription services of premium 
brands, especially for essential products, saw a rise 
as remote working became more common place. 

However, what retailers need to anticipate and 
work towards is a decline post-COVID-19 in some 
subscriptions, especially, essential services. There 
might be a surge in cancellations once demand, 
supply and customer purchase patterns return to 
normalcy. These cancellations will most likely not 
be an overnight change, but a prolonged effect 
that will unravel over the course of many weeks, 
aligned with the pandemic disruption. Companies 
must preempt these service cancellation trends 
with data-driven forecasting to avoid severe 
disruption to supply chain systems and ensure 
survival and sustenance in challenging times. 
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moving to social media shopping sites. Enabling 

purchase on social media platforms will be vital for 

firms looking to build their brand reach. Around 

43% internet users in the United States have been 

classified as “social media shoppers”.[5] From just 

using social media networks to learn more about 

the brands products and services on offer, 

consumers can also look at purchasing the 

product directly on the social media site. With 

increasing internet adoption, these numbers are 

only slated to grow, and retailers must look at 

investing in growing their social media presence. 

This indicates that while leveraging their social 

media platform as an e-commerce platform, 

retailers must also facilitate meaningful 

interactions with customers. Brands can foster 

stronger relationships with customers, answer 

queries proactively, and turn potential customers 

to actual customers, by leveraging social media 

and the wealth of customer data on these 

platforms. 

Setting automated AI response systems and 

chatbots will ensure proactive replies and prove to 

be a repository of all client conversations, 

unravelling a gold mine of content about product 

performance, brand presence through social 

media listening and data mining. 

Apart from focusing on the data collated from 

Revenue Per Visitor (RPV), and Monthly Recurring 

Revenue metrics, setting up robust predictive 

analytics can also go a long way in increasing 

average order value and help optimum pricing. 

The data collated on RPV for instance, can also 

provide insights that enable better customer 

segmentation, identify trends and correlations 

between customer behavior patterns and 

products purchased. 

Back in 2018, a Gartner report found that 66% of 

analyzed brands were found to have adopted a 

social commerce feature within 2018.[6] These 

numbers are only expected to grow and some 

even predict that the ROI gained through social 

network interactions might even edge over the 
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instance, reports suggest that Snapchat is best 

suited for location-based marketing, exclusivity 

and creating a sense of urgency; Facebook has 

also proved extremely effective in terms of 

customer traffic boosting through geotargeted 

ads. Cross-referencing the features of various 

platforms with data available on historical 

customer purchase traffic and analysis sales 

trends will help companies determine where to 

invest to ensure optimum returns. 

Another area where there is massive change is 

traditional physical shopping at brick-and-mortar 

stores. From BOPIS (Buy Online Pickup In Store) 

services to enabling aisle navigation, and in-store 

product recommendations, there is a drive to 

facilitate omnichannel frictionless retailing 
experiences. A Frictionless Retail set-up also 

entails that customers should be able to find their 

product easily with the help of in-store digital 

maps, app-based directions, and access 

additional information like product comparisons, 

reviews, alternatives etc., (a feature that is already 

available on multiple e-commerce platforms) and 

make payment/checkout a seamless experience 

such as shop physically, and pay digitally, without 

the hassle of long queues. And these experiences 

open up a gold mine of data about customer 

movement in stores which can then be leveraged 

by retailers to determine optimum layout, identify 

most frequented aisles, and understand product 

trends and movement. This data can then be 

rerouted to determine demand forecasts and 

enable smooth, analytically driven supply chain 

operations.

Furthermore, stores that are observing a dip in 

footfalls can leverage data to identify 

opportunities to convert retail outlets into hybrid 

setups that have warehouses as well as retailing 

in-store facilities. Most physical stores are located 

in well-connected areas and they can make the 

most of the resources at their disposal and work 

towards hyper-local, agile e-commerce services 

and deliveries. For instance, at the start of the 

COVID-19 pandemic many stores witnessed 

reduced footfalls. Parallelly, trusted brick and 

mortar stores that had online sales portals 

continued to sustain in the market thanks to 

accelerated e-commerce adoption necessitated 

by social distancing. Once the pandemic is 
resolved, people will head back to stores, but it is 
likely that retailers are looking to employ hybrid 
setups where they can sell products at their stores 
as well as use parts of the stores as distribution 
centers. 

Additionally, having extensive, robust last mile 
delivery network setups are necessary to ensure 
that products are delivered to customers on time, 
resulting in delightful shopping experiences. And 
delivery systems are not just a requisite for large 
scale companies with e-commerce presences. 
Local brick and mortar stores and grocers must 
also look at setting up delivery systems so that 
they can ensure survival and sustenance in the 
increasingly competitive marketspace. With little 
investment, they can cater to their loyal customer 
base and contribute to future growth and 
development. 

Large retailers with multiple store locations and a 
robust e-commerce presence, must map online 
orders with the closest local outlets and enable 
swift deliveries. Route optimization solutions can 
help accurately determine the fastest delivery 
options by mapping and cross-referencing 
pertinent factors like weather, port traffic, intra-city 
traffic, road work, and more.  

Yet another service that is seeing a rise in adoption 

is subscription. Reports suggest that close to 15% 
of online shoppers have joined one or more 
product subscriptions in the last few years.[7]  If the 
subscription economy in 2018 were any indication 
to go by, 55% of all subscriptions are 
curation-based[8] as more and more customers 
look for personalized, custom-made shopping 
experiences. The boom in the subscription services 
industry stems from customers looking to 
purchase products best-suited to their 
preferences, with minimal effort. During the 
pandemic, subscription services of premium 
brands, especially for essential products, saw a rise 
as remote working became more common place. 

However, what retailers need to anticipate and 
work towards is a decline post-COVID-19 in some 
subscriptions, especially, essential services. There 
might be a surge in cancellations once demand, 
supply and customer purchase patterns return to 
normalcy. These cancellations will most likely not 
be an overnight change, but a prolonged effect 
that will unravel over the course of many weeks, 
aligned with the pandemic disruption. Companies 
must preempt these service cancellation trends 
with data-driven forecasting to avoid severe 
disruption to supply chain systems and ensure 
survival and sustenance in challenging times. 

https://venturebeat.com/2019/09/27/recurly-raises-19-5
-million-to-boost-subscription-revenue-with-machine
-learning/

[7] https://www.forbes.com/sites/louiscolumbus/2018/03/
04/the-state-of-the-subscription-economy-2018/?sh=
4aedd92953ef

[8]
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Trend 2:
Prioritizing End-to-End Customer Experiences

Across industries there is a growing focus on 
personalization across touchpoints, from 

marketing, to customer relations, to product 

design, promotions, etc. Firms that are yet to invest 

in personalizing shopping experiences, must 

invest in facilitating the same to keep up with 

competitors. Loyalty programs and customized 

offers are driving sales across retailing spaces, and 

it is not a trend that can be ignored – it must be 

aligned with. 

Personalized customer experiences led to 

approximately 40% of consumers in the United 

States purchasing something significantly more 

expensive than they intended.[9] 

31% of e-commerce site revenue arises from 

personalized product recommendations, and 

recommendation engines contribute to almost 

35% of Amazon’s revenue.[10]  Retailers should look 

at leveraging the data attained through their 

digital presence, as that can help provide insights 

into consumer behavior, and subsequently drive 

better in-store shopping experiences. For 

consumers too, personalized shopping 

experiences offer more value-add than the ‘one 

size fits all approach.’

Close to one-third of customers look for a 

personalized shopping experience, custom-made 

for their needs,[11]  and firms that have not made a 

stride in this direction must look at aggressively 

investing in this effort. Stores must also look at 

actively creating opportunities for customers to 

personalize their products. While this may 

enhance the emotional attachment tied with the 

product, the retailer too benefits from this setup as 

it improves customer relationships, creates niche 

markets, without a drastic hike in production 

costs. A leading kitchen and bath retail chain, for 

instance, has a virtual design center where 

customers can virtually recreate their home 

improvement plans, and find the products that 

best suits their preferred theme/ambience.[12]  

Another focus area in the context of 

personalization is promotions and offers. Multiple 

retailers have moved blanket promotions and 

offers for all customers and are driving sales and 

customer satisfaction through personalized 

promotions and offers. A prominent makeup 

retailer has almost perfected this personalization 

tactic – 80% of their transactions are driven 

because of their robust loyalty program that 

comprises free beauty classes, birthday gifts, and 

much more.[13] 

From bolstering brand relations with consumers 

online using automated response systems, 

collecting customer feedback, leveraging NLP for 

social media trend analysis, ensuring robust last 

mile logistics – all of these factors emphasize that 

regardless of the other trends, focusing on the 
customer’s needs and building long lasting 

relations will remain at the heart of retailer 

growth, development and success. 

And one of the major changes brought about in 

this regard, is the measured move towards digital, 

cashless transactions. The need for physical and 

social distancing during the pandemic has 

accelerated the adoption of cashless transactions. 

Businesses should anticipate how much of their 

investments need to be directed towards 

facilitating digital transactions and must reassess 

their consumer segment for the same. While data 

points collected during the pandemic might not 

act as reliable base points given the volatile nature 

of the market (when the information was 

collected), firms must still work towards 

leveraging historical data to enable a seamless 

transition. Setting up digital transactions systems 

from scratch would require firms to plan and 

allocate their budget accordingly, and gauge how 

many of their customers might still prefer cash 

transactions and have provisions for the same. 

PRODUCT
RECOMMENDATIONS

PRODUCT DESIGNS

PERSONALIZATION
EXPERIENCE

PROMOTIONS & OFFERS

https://www.infosys.com/newsroom/press-releases/Do
cuments/genome-research-report.pdf

http://www.va-interactive.com/inbusiness/editorial/sal
es/ibt/personal.html

[12]

[11]

http://grow.segment.com/Segment-2017-Personalizati
on-Report.pdf

https://www.salesforce.com/solutions/industries/retail/
resources/product-recommendation-engines/

[10]

[9]
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31% of e-commerce site revenue arises from 

personalized product recommendations, and 

recommendation engines contribute to almost 

35% of Amazon’s revenue.[10]  Retailers should look 

at leveraging the data attained through their 

digital presence, as that can help provide insights 

into consumer behavior, and subsequently drive 

better in-store shopping experiences. For 

consumers too, personalized shopping 

experiences offer more value-add than the ‘one 

size fits all approach.’

Close to one-third of customers look for a 

personalized shopping experience, custom-made 

for their needs,[11]  and firms that have not made a 

stride in this direction must look at aggressively 

investing in this effort. Stores must also look at 

actively creating opportunities for customers to 

personalize their products. While this may 

enhance the emotional attachment tied with the 

product, the retailer too benefits from this setup as 

it improves customer relationships, creates niche 

markets, without a drastic hike in production 

costs. A leading kitchen and bath retail chain, for 

instance, has a virtual design center where 

customers can virtually recreate their home 

improvement plans, and find the products that 

best suits their preferred theme/ambience.[12]  

Another focus area in the context of 

personalization is promotions and offers. Multiple 

retailers have moved blanket promotions and 

offers for all customers and are driving sales and 

customer satisfaction through personalized 

promotions and offers. A prominent makeup 

retailer has almost perfected this personalization 

tactic – 80% of their transactions are driven 

because of their robust loyalty program that 

comprises free beauty classes, birthday gifts, and 

much more.[13] 

From bolstering brand relations with consumers 

online using automated response systems, 

collecting customer feedback, leveraging NLP for 

social media trend analysis, ensuring robust last 

mile logistics – all of these factors emphasize that 

regardless of the other trends, focusing on the 
customer’s needs and building long lasting 

relations will remain at the heart of retailer 

growth, development and success. 

And one of the major changes brought about in 

this regard, is the measured move towards digital, 

cashless transactions. The need for physical and 

social distancing during the pandemic has 

accelerated the adoption of cashless transactions. 

Businesses should anticipate how much of their 

investments need to be directed towards 

facilitating digital transactions and must reassess 

their consumer segment for the same. While data 

points collected during the pandemic might not 

act as reliable base points given the volatile nature 

of the market (when the information was 

collected), firms must still work towards 

leveraging historical data to enable a seamless 

transition. Setting up digital transactions systems 

from scratch would require firms to plan and 

allocate their budget accordingly, and gauge how 

many of their customers might still prefer cash 

transactions and have provisions for the same. 

https://www.candybar.co/blog/sephora-beauty-insider/#:~:text=The%20Secret%20to%20S
ephora%E2%80%99s%20loyalty%20program%20success%3A%201,to%20develop%20perso
nalised%20product%20recommendations.%20More%20items...%20

[13]
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Trend 3:
Re-building Risk Management Set-ups for 
Improved Resilience

The pandemic truly highlighted the need to 

rebuild risk management systems to avoid severe 

supply chain disruption such as the one observed 

in early 2020. Stockouts or excess stocks 

highlighted the need to have robust risk 

management systems in place to ensure that 

demand and supply are accurately matched, and 

that firms do not run the risk of severe business 

loss in unforeseen circumstances. 

In the event that there is a steep increase in 

demand, there will be an eventual drop in 

demand as well, like in the case of essential 

products. Therefore, companies that have only 

aligned themselves to increased demands, are 

likely to be in possession of excessive stock. And in 

the event of an unforeseen surge in demand, if the 

supply chains are not dynamic enough to meet 

these surges, aspects like brand loyalty will get cast 

aside. In all, the constant oscillating nature of 

demand and supply in 2020 laid bare 

vulnerabilities in the supply chain systems.

The capitalistic nature of the ‘just-in-time’ 

economy, which was prominent in 1980s and 

1990s, focused on reducing production costs and 

wastage “by procuring and delivering everything 

just when it's needed — or "just in time", might not 

suffice in a pandemic-stricken world.”[14]  And once 

the pandemic ends, retailers need to prepare 

themselves for future risk events and invest in 

creating dynamic supply chains that can forecast 

demand by taking in real-time market insights, at 

more frequent intervals than before. Retailers and 

Supply Chain Managers must cast aside traditional 

methods of planning – they will not prove 

sufficient in the complex marketspace. Some 

retailers who only source from suppliers, have 

already implemented set-ups like ordering in 

lesser volumes but more frequently, as opposed to 

bulk purchasing of non-perishable items. In 2021, 

managers must look at planning more effectively, 

accounting for possible shifts in market demand, 

and ensure that they cut back on potential costs.

To enable this seamless demand forecasting, 

existing predictive models must be reforecast 

with new values, accounting for risk. Companies 

must take a closer look at the deep-learning 

models they wish to rework on and identify the 

models they wish to let go of and the models most 

conducive to unlocking real time insights, with 

constant trend updates, in order to maintain the 

competitive edge in the market. They must focus 

on models that will help transition most 

seamlessly from existing set-ups to the ‘new 

normal’ that arises once the pandemic is resolved. 

Companies need to reassess the fundamentals on 

which models were fashioned, analyze the data 

source and diversify them further, collating more 

information, so as to create, or rather, recreate 

AI-powered deep learning models agile enough to 

take into account latest market fluctuations, 

unforeseen risk events and narrow down on the 

problematic assumptions that are limiting 

optimum model performance. 

https://www.abc.net.au/news/2020-05-02/coronavirus
-pandemic-exposes-just-in-time-economy/12206776

[14]
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Customized Promo Personalization 

Personalization is the need of the hour to enable top notch customer service and one vital aspect is 

customizing promotions. Developing a forecasting model and a recommendation framework can help 

capture promotional data, forecast promotional sales, determine discount offers for upcoming sales 

campaigns and optimize overall promotional spend. 
Find out how approximately $2 million can be appreciated in margins through month-long optimized sales promotions.

Customer Behavior Analyses

Be it since the pandemic-induced market disruption in 2020, or until the marketspace transitions to a 

new normalcy in 2021, customer behavior is bound to be in a constant state of oscillation, regardless of a 

risk event. Analyzing customer behavior and extensively categorizing them into different segments can 

help understand the behavioral traits for each segment and make accurate promotion pricing decisions. 
Find out how a retailer boosted revenue through effective customer segmentation and promotional affinity analysis

Accurate Impact Measurement

Developing a customized impact measurement tool can help analyze experiments or changes 

implemented in real time, suggest changes to experimentation processes, enable agile decision-making 

processes, and improve overall operational efficiency.
Find out how a leading shoe manufacturer leveraged an impact measurement tool to run real time marketing experiments and drastically 
reduce time to insights.

Want to know more about customized solutions formulated for Retail companies and the growth 

potential they can unlock for businesses? Head here.
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How can we ensure that we build resilient risk management systems that can prevent as extensive a 

supply chain disruption like the one that took place in 2020? How can organizations adopt a reactive 

operational strategy? How frequently must we assess the efficacy and contemporaneous significance of 

forecasting models?  What must retailers do differently today as compared to yesterday? These are 

questions that they must constantly strive to answer to ensure survival and sustenance in a market fraught 

with oscillations and defined by multiple trend drivers like the economy, new fads, etc.  

The key lies in leveraging learnings from the past, rebuilding existing forecasting models, diversifying data 

sources, collecting more varied data, analyzing and determining trends before competitors do, leveraging 

real time insights to ensure that services remain updated, preparing for any future scenario and building 

resilience for efficient risk management. 

In a nutshell, the key to continuous growth and development lies in adapting, innovating, and enabling 

seamless, swift operations. Powered by AI & ML technologies, 2021 will herald in next-gen retail shopping 

experiences.
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