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2 YEARS AHEAD

OF THE PRE COVID-19 SCHEDULE




SHARE OF TOTAL SALES ADDED
2021-26

63% ECOMMERCE



CAGR GROWTH 2021-26

12% ECOMMERCE

‘ 4% \




WHAT DOES THIS
MEAN FOR STORES?




GLOBAL NET STORES ADDED BY CHANNEL 21-26

Fashion & Apparel

Consumer Electronics

Pharma & Health
Food Service
Leisure/Entertainment
Home Specialists
Department Stores
Other Non-food Specialists
Beauty Specialists
Hyper-stores

Supermarkets & Neighborhood Stores

Cash & Carry/Club
Discount

Other Food Specialists
Convenience

NET STORES LOST NET STORES ADDED

Source: Edge by Ascential Retail Insight



NEW SHOPPING
BEHAVIORS




STORE CURBSIDE BUY ONLINE FOR
PICKUP IN-STORE PICKUP

POST COVID-19... POST COVID-19...
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SUPPLY CHAIN
IMPACTS




60% OF RETAILERS

NOW OFFER 2-HOUR DELIVERY OR FASTER
AS THEIR FASTEST SPEED




SAME DAY
DELIVERY

PICKUP



COVID-19 &
BRAND LOYALTY




85%

BRAND NAMES DO NOT MATTER
TO THEM DURING A CRISIS

. 30-45%

- WOULD BEWILLING TO STICKWITH ‘ |
A NEW BRAND AFTER PANDEMIC {

' HAVE TRIED A NEW BRAND IN

AT LEAST ONE CATEGORY



THE STORE IS
BEING REIMAGINED




SUCCESSFUL STORES WILL EMERGE
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STORE ADVANTAGE




SUCCESSFUL STORES WILL EMERGE

Differentiate through characteristics that
will optimize the value of stores

Drive operational efficiency through
margin control and cost management

Rethink the store as a fulfillment solution, adding
convenience and capacity to the last mile.




‘ 20% ‘

OMNICHANNEL GROCERY SHOPPERS
SPEND UP TO 209% MORE




UPDATED SCEARIOS
FOR RETAILERS & SHOPPERS




SCEARIOS WE ARE PLANNING FOR
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Consumers re-enter stores but
with new habits

Swings in consumer priorities will be
deeper and more frequent

Hybrid shoppers spend more with favored
retailers due to proliferation of channel options




SCEARIOS WE ARE PLANNING FOR

Online will provide 63% of global added
sales by 2025

Automation is the path to profitable
digital operations

Supply chain agility is essential to support
emerging distribution channels
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