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UNDERSTANDING THE NEW RETAIL
 
By now it’s old news: the evolution is here and retail has become a fully immersed omni-
channel world. Shoppers have access to anything they want, anytime they want, with the 
click of a button. In this omni-channel world, trends have shorter life cycles because product 
accessibility is no longer a key issue. Today, the basic economics between supply and demand 
have been complicated by consumers’ desire to find the best possible deals and to receive  
their purchases quickly.

Many retailers are asking themselves:

How 
important are 

physical stores to 
our customers?

What  
comprises a great 
retail experience 

for our target 
audience?

How 
can we motivate 

our target 
audience to shop 

with us?

The Great Consumer Expectations study offers 
guidance for retailers as they plan their 2018 

strategies. The study is based on a survey of 1,117 
retail shoppers. Questions focused on what they 

expect from retailers today and in the future.  
The expectations are high, but for those who get  

it right, the reward can be greater than ever.
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WHAT DO CONSUMERS WANT? 
 
Though differences exist across and within categories in terms of what consumers want  
from a retail experience, some generalities are apparent. Consumers do have some consistent 
motivators, particularly when it comes to choosing whether to shop online or in-store. 

Research from BDS shows consumers buy in the store to:

From there, the percentages start to hit or fall below one quarter of the consumer base.  
Low percentages can be an indication of a fragmented set of reasons for why consumers shop  
in stores. This is important to note since it suggests that there are sub-groups whose 
motivations and expectations are different. Retailers and brands should be prepared to take  
this into account. 

A couple of exciting data points to note include: 17% of consumers say they purchase in-store 
because ‘it gets me out of the house’ and 11% say they ‘enjoy the social experience of being in 
the store’. This tells us that 28% of consumers still enjoy going out to shop, which runs counter 
to the notion of consumers abandoning the store experience altogether just to be able to sit 
at home all the time. On the other end of the spectrum, nearly a third of consumers said they 
somewhat or strongly agree that they ‘would be ok with never having to set foot in a store again 
and would instead do all their shopping online’. As noted on the following page, it is clear that 
some categories are more at risk of retail abandonment than others.  

28% of consumers still enjoy going out to shop, 
which runs counter to the notion of consumers 

abandoning the store experience.

SEE THE  
PRODUCTS

RECEIVE PURCHASES 
IMMEDIATELY

BROWSE  
THE OPTIONS 

TRY BEFORE  
PURCHASING
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42.1%

43.4%

WHAT ITEMS DO CONSUMERS PREFER TO PURCHASE IN-STORE?

1 Results reflect top 2 boxes. 
2 Televisions, personal computers, tablets.

“How important is a physical retail location to 
you when shopping for each of the following 
products? Please rate the importance on a 
scale from 1 to 10, 1 being not at all important, 
and 10 being very important.”1

BDS
 ASKED: 

With a better understanding 
of what they are shopping 
for in stores, what consumers 
enjoy most about shopping 
at brick and mortar stores 
can now be explored. 

GROCERY

HOME 
FURNISHINGS

HOME IMPROVEMENT/ 
TOOLS

APPAREL/
SHOES

WIRELESS PHONES/
SMARTPHONE

JEWELRY

APPLIANCES

CONSUMER 
 ELECTRONICS2

SPORTING GOODS

PHARMACEUTICALS

COSMETICS/
HEALTH & BEAUTY

68.9% 44.9%

38.6% 37.8% 36.3%

43.9%

35.8% 35.4% 28.2%
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WHAT DEFINES A GREAT RETAIL EXPERIENCE?

 

“How important are each of the following 
to making a great retail experience for you? 
Please rate each on a scale from 1 to 10, 1 
being ‘Not at all important’ and 10 being  
‘Very important’ ”1

BDS
 ASKED: 

HAVING THE PRODUCT IN STOCK

LOWEST PRICES

CLEAN/ORGANIZED STORE

LARGE PRODUCT SELECTION

OPEN RETURN POLICY

OFFERS BRANDS I PREFER

KNOWLEDGEABLE SALES STAFF

FRIENDLY SALES STAFF

PROXIMITY TO YOUR HOME

ABILITY TO SHIP TO HOME OR STORE

DEMONSTRATIONS OF THE PRODUCTS

PRODUCT INSTALLATION SERVICES

POST-SALES SUPPORT

USER TRAINING CLASSES

68.0%
65.3%
54.4%
53.1%
52.1%
50.5%
47.7%
47.3%
45.6%
43.1%
32.6%
30.1%
28.6%
12.8%

1 Results reflect top 2 box importance. 
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YOUR NEXT MOVES
 
GET IN THE INVENTORY GAME! 
Consumers’ expectations start with having a product in stock. Not having a 
product available when consumers are ready to buy it is akin to not showing up 
for the game. You will never win if you aren’t there to play. Hence, retailers and 
brands continue to make tremendous investments in supply chain management 
and will continue to refine these practices. Inventory is, however, just the 
beginning of a winning consumer experience. 

THE PRICE IS RIGHT! 
Consumers want to feel they are getting a good value for what they are purchasing. 
The operative word here is value rather than price. While consumers may say they 
always want to pay the lowest price for whatever they are purchasing, experienced 
marketers know it’s more complicated than that. The feeling of value is a sentiment 
consumers have about whether what they received was worth the price they paid. 
Note that consumers often consider more than just the physical item itself when 
they ask themselves if the product received was worth the price paid. This is 
where branding plays an important role in the consumer experience. 

VISIT THE LAND OF THE BRAND  
Right about the 50% mark in a list of retail aspects is where the land of the brand 
begins. At this point we have moved past price and availability (and the logistics 
of returns) and are now dealing with lifestyle criteria. Having a diversity of 
products to choose from, offering preferred brands, and providing knowledgeable 
and friendly sales staff become important for this segment of consumers. Then, 
down near the one-third mark, further services appear in the list, such as product 
demonstrations or installation services. The importance of these services often 
depends on the product category.

 

HOW COULD RETAIL BE BETTER?
 
Specifics are important for determining exactly where opportunities for improvement lie. On the 
following page, we identify retail touch-points that are in need of attention. Though responses 
were low for any given attribute, highlighting the relative strength of any one area, sales 
associate interactions (16.9%) were the most often listed as in need of improvement. This was 
followed closely by interactive (15.4%) and product comparison displays (14.9%). Even retailer 
websites, which are the most often used touch-point on the purchase journey, were mentioned 
by 13.1% of consumers, ahead of manufacturer websites. 
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WHERE RETAIL NEEDS THE MOST IMPROVEMENT

 

“Which touch-point would you say is in the 
most need of improvement?”1

BDS
 ASKED: 

1 Results are among those interacting with the particular touch-point.
2 End-cap or floor stack.

SALES ASSOCIATE 
INTERACTION

YouTube PRODUCT 
REVIEWS

FRONT OF STORE 
CHECK-OUT

IN-AISLE SALES
CHECK OUT

INTERACTIVE 
DISPLAY

PRODUCT LABELING/ 
INFORMATION TAG

PACKAGING  
LABEL

PRODUCT COMPARISON 
DISPLAYS

SPECIAL  
IN-STORE DISPLAY2

MANUFACTURER 
WEBSITE

RETAILER 
WEBSITE

IN-STORE PRODUCT 
DEMONSTRATION

16.9% 15.4%

FPO

FPO

FPO

FPO

FPO

FPO

FPO

FPO

FPOFPO

12.1% 10.6% 10.3% 9.2%

14.9%

9.0% 8.6% 6.2% 5.5%

13.1%
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When presented with an integrated scenario, one in which their online shopping activities are 
used to help personalize the in-store experience, 37% said they would be very likely to shop or 
purchase at such a retailer. This remains consistent with the one-third to half of consumers who 
value more experiential components of retail, such as demos or sales associate interactions. 
This supports the theory of bifurcation in retail, with one segment interested in brands and 
solutions and one interested in low-priced commodities.

PRIVACY PLEASE 
One potential issue with omni-channel retail approaches is consumers’ concern 
for their privacy. Two-thirds of all consumers said they are somewhat or very 
concerned about the privacy they may have to give up to get the integrated/ 
omni-channel approach. It is important to keep this in context. More than half 
of consumers are often or always thinking about their privacy and are taking 
some steps to protect it. The most common activities taken to protect privacy is 
to be careful about credit card information and to decline friend requests from 
strangers. Two in five consumers routinely check their credit reports. However, 
not many will abandon all social media platforms or stop using credit cards 
altogether. Why? Because there is some intrinsic benefit for staying involved.  
The same is true with retail personalization – if there is something to gain, 
consumers may be willing to be monitored to some extent, particularly if  
it is unobtrusive. 

Two-thirds of all consumers said they are  
somewhat or very concerned about the privacy 
they may have to give up to get the integrated/
omni-channel approach. It is important to keep  
this in context. More than half of consumers are 
often or always thinking about their privacy and  

are taking some steps to protect it.
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HOW DO CONSUMERS PROTECT THEIR PRIVACY?

 

“Which of the following things do you do to 
protect your privacy, if any?”

BDS
 ASKED: 

I don’t accept invites or 
friend requests from people 

I have not met in person

I routinely check my  
credit report

I avoid having or using 
credit cards

None of the aboveI don’t use or post to social 
media sites at all

I shred any mail that may 
have personally identifying 

information on it

I make sure only my 
immediate friends are linked 

to me on social media

I am careful about when 
and where I give out my 
social security number

I routinely delete  
my browser history  

and cookies

48.7%

40.1%

16.1% 3.5%17.2%

48.1%

23.3%

65.2%

46.3%
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One can quickly see some of the issues revolve around vague notions of what it means to be 
‘tracked’. As presented in the omni-channel description, marketers are simply hoping to utilize 
information about the products consumers are shopping for, the brands or models under 
consideration, and perhaps the retailers where the shopping is occurring. This alone would 
allow for a more efficient and effective conversation with consumers once they are in the 
store. Added to this, there could be some qualifications about price range, features of interest, 
intended usage, or other preferences. That way, any engagement with a sales associate could 
be more tailored. All of this equates to tangible benefits which would reasonably outweigh any 
potential risks associated with this information ‘getting into the wrong hands’.

FOCUSING ON THE RIGHT SEGMENTS 
Part of addressing consumers’ privacy concerns is to first find the group of 
consumers who are the most sympathetic to omni-channel solutions in the 
form of personalized retail. We have already seen a consistent percentage of 
consumers who appear experiential in their shopping journeys. But, there is more 
that can be done to identify, quantify, and qualify the exact group of consumers 
who should be targeted. Fortunately, the consumer survey helps us do so through 
the question asking the importance placed on the various aspects of retail.  
A cluster analysis of this data reveals three key segments:

Retail Enthusiasts – Those who place high importance on all aspects of retail and 
are the most interested in a full-blown retail experience. Price still matters in the 
search for value, but demonstrations from knowledgeable associates are also held in 
high regard. Members of this segment are the least likely to purchase online.

Value Seekers – Price and Selection are the most valued attributes for this 
segment. They still value some other areas, but are often in search of the best 
price. However, this doesn’t mean they only go online since good deals can still 
be found in stores. 

Retail Tolerators – Nothing really matters to this small remaining group. Instead, 
they seem to just tolerate retail as a means to an end. They are the most likely  
to purchase online, but still less than half of their most recent purchases were 
made online. 

The following table shows how each of the three 
segments scores importance on the facets of retail.

53%

32%

15%
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AVERAGE IMPORTANCE OF ATTRIBUTES TO  
A GREAT RETAIL EXPERIENCE (SCALE OF 1-10)

ATTRIBUTES RETAIL ENTHUSIASTS PRICE SHOPPERS RETAIL TOLERATORS

Knowledgeable sales staff 9.0 7.2 5.1

Friendly sales staff 8.9 7.5 5.1

Demonstrations of the products 7.8 3.5 4.7

Lowest prices 9.1 9.0 5.8

Large product selection 9.0 8.2 5.4

Proximity to your home 8.7 7.7 5.3

Offers brands I prefer 9.0 7.8 5.2

Clean/organized store 9.0 8.2 5.4

Ability to ship to home or store 8.6 6.9 5.2

Open return policy 9.0 7.8 5.2

User training classes 6.2 2.7 4.5

Post-sales support 8.3 5.0 4.7

Product installation services 8.2 5.3 4.6

Having the product in stock 9.3 9.1 5.5
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KNOW WHAT IT MEANS TO ASSUME 
Who are these groups? That’s where things get interesting. One might think 
(perhaps stereotypically) that the retail enthusiast segment of consumers would 
have a higher proportion of females than males. This assumption would, however, 
be wrong. In actuality, males make up 52% of this group. Or, one might assume 
that Millennials would be overrepresented in the retail tolerator segment of 
consumers. It is true that this group is slightly younger than the others, but it 
should be noted that more than half of retail tolerators are over the age of 35. 

These observations highlight one of the study’s important findings: the data shows attitudes 
about retail are not universal within generational or demographic groups and in some cases, 
may even defy expectations. There is a tendency to think of generational and demographic 
groups in homogenous terms when looking at behavioral trends. Thus, we think of Millennials 
or Gen X as one group, all of which would shop or buy the same way. As the data shows, 
these generalizations are often unfounded. This means prior marketing approaches which 
lump consumers into demographic groups may now be moot. Perhaps this even suggests we 
have moved into a post-generational period. One in which the trends are moving so quickly, 
thanks to the fast emergence and adoption of technology, that consumers’ own attitudes and 
behaviors are exactly that – THEIR OWN – rather than determined by membership in some 
demographic group. This observation offers all the more reason for retailers to carefully listen 
to their consumers.

CATERING TO THE RETAIL ENTHUSIASTS 
There is a strong segment of the consumer population that is very interested 
in an immersive and multi-faceted retail experience. These are our retail 
enthusiasts, who comprise a full 53% of the consumer base, or upwards of 
110 million individuals. When returning to a theoretical model of the retail 
experience of the future, the study shows that these enthusiasts respond very 
favorably to the idea of personalized retail experiences that are built upon their 
online shopping behaviors. Almost half (45% to be exact) said they would be 
somewhat or very likely to shop at a retailer offering a personalized type of 
experience, compared with only 27% of both the price shopper and retail  
tolerator groups. 

There is a tendency to think of generational and 
demographic groups in homogenous terms when 

looking at behavioral trends. 
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WHICH OF THE FOLLOWING ITEMS DID  
YOU PURCHASE MOST RECENTLY?

CONSUMER CLUSTER

ENTHUSIAST PRICE SHOPPER TOLERATOR

CLOTHING/APPAREL 48.3% 36.4% 15.3%

JEWELRY 62.9% 25.7% 11.4%

SHOES/FOOTWEAR 55.4% 33.1% 11.5%

SPORTING GOODS 51.5% 42.4% 6.1%

WIRELESS PHONE/SMARTPHONE 62.8% 24.5% 12.8%

HOME ELECTRONICS (TVS, SPEAKERS, BLU-RAY PLAYERS) 52.6% 28.9% 18.4%

PERSONAL ELECTRONICS (HEADPHONES, WEARABLES, ETC.) 51.5% 27.9% 20.6%

PERSONAL COMPUTER/LAPTOP/OR TABLET 62.5% 27.1% 10.4%

HOME APPLIANCES 70.6% 17.6% 11.8%

FURNITURE/HOME GOODS 42.0% 40.0% 18.0%

HOME IMPROVEMENT MATERIALS/TOOLS 47.1% 38.6% 14.3%

NONE OF THE ABOVE 45.2% 27.4% 27.4%

TOTAL 52.8% 32.1% 15.1%

The products in bold point to some  
key opportunity areas for retailers.  
These include:

• Jewelry
• Wireless Phone/Smartphones
• PCs 
• Home appliances

 

Recent buyers of each of these were the most likely 
to fall within the retail enthusiast cluster and the most 
likely to value a stepped-up retail experience. As with 
interest in a personalized experience, even the low 
percentages should not be ignored. For example, 
while only 42% of recent furniture buyers fall within 
the enthusiast group, a constituency of 42% should 
not be ignored.



HOW TO REALIZE THE FUTURE OF RETAIL
 
In conclusion, the Great Consumer Expectations study provides insightful data and actionable 
suggestions for navigating the current retail landscape. We opened this study by asking three 
questions: How important are physical stores to consumers? What comprises a great retail 
experience? How can we motivate consumers to shop? Focusing on the answers will ensure a 
strong start with your business in 2018.

HOW IMPORTANT ARE PHYSICAL STORES TO CONSUMERS? 
A 28% sub-segment of consumers told us that they enjoy getting out to shop. 
Brick-and-mortar is still a viable retail channel. Consumers told us that they 
enjoyed getting out of the house and the social experience retail stores provide. 
Engage with consumers through memorable activities, such as exclusive events 
and curated shopping services, to keep them coming back.

WHAT COMPRISES A GREAT RETAIL EXPERIENCE? 
Take care of the basics first: price and inventory. It may seem obvious but, 
according to our study, these are the top two areas that will make or break a good 
retail experience for consumers. Once the basics are in order, take the next step 
by exploring personalized services for your consumers.

HOW CAN WE MOTIVATE CONSUMERS TO SHOP? 
Build brand loyalty by creating a personalized experience for consumers. A good 
experience doesn’t have to be complicated or expensive. Consumers told us they 
care about lifestyle criteria, which includes friendly sales staff who listen to their 
shopping needs, flexible return policies, and shipping options, to name a few.

At the end of the day, knowing your audience is key to a successful retail strategy. Cater to 
your retail enthusiasts first, but remember that consumers who shop for deals and who only 
tolerate retail as a means to an end can always be converted to brand loyalists.

 
BDSmktg is an award-winning retail marketing and sales partner. With over 30 years of 
experience guiding customers through the buying journey, we are experts at powering 
sales for the world’s top brands. BDSmktg offers our clients fully integrated solutions 
that drive brand demand and sell-through: Brand Advocacy, Retail Readiness, Retail 
Environments, Research, Commercial, and Digital Marketing. We craft custom solutions 
from our suite of services, and our specialized teams ensure your brand is ready for each 
new selling season. Founded in 1984, BDS Marketing, LLC. is headquartered in Irvine, 
California with regional offices in Heath, Ohio and Chicago, Illinois. 

POWERING SALES TOGETHER

949.472.6700  •  BDSmktg.com

http://www.bdsmktg.com

