
NOTHING SO CERTAIN  

AS CHANGE  
David Roth  

CEO, The Store WPP 
EMEA and Asia  

  
NRF New York, 2016 

GLOBAL SHOPPER BEHAVIOUR	
  



Changing 
consumer 

preferences  
for channels  
& platforms 

THE ONLY CONSTANT IS CHANGE 

No one-sized 
global retail 
strategy for 

growth

Global  
insights 

impacting 
country 
strategy

New models 
for country 
opportunity 

segmentation







METEORIC 
SPEEDOFCHANGE 





BEST 
IT WAS THE 

OF TIMES 

WORST   
IT WAS THE 

OF TIMES 





Data Sources 
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DIFFICULT 
TO ISOLATE CONSISTENT 

GLOBAL PATTERNS 





CONSUMERS 
LESS OVERTLY 

ANGRY 



…NOT HAPPIER 



Cultural  
STREETSCRAPERS 



SENSE OF 



C u l t u r a l  
STREETSCRAPERS 
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Population 

Households 

Shopping missions 

Insights that will drive  
Retail Growth across the world 

Private label 

Promotions 

FMCG growth 



1%  
2015  

Population Growth Slowing 

0.6% 
2040 



Population Growth 
% increase 2015 - 2050 



Median Age 2015 

Polorisation of Older and Younger countries 



Changing household structures mean 
new routines and consumer needs 



Shopping less frequently 



Trading down has been a coping mechanism 
during the recession – signs of stabilisation 
OWN BRANDS – VALUE % SHARE 



CONSUMERS 
SUBJECTING BRANDS TO  

MORE SCRUTINY 



The Futures Company Global Monitor 2015  

“I am increasingly sceptical of the claims made 
by brands on packaging and in advertisements” 
% AGREE/STRONGLY AGREE 



CONSUMERS 
MORE VALUE 

CONSCIOUS 



“I always look out for sales and special offers” 
% AGREE/STRONGLY AGREE 

The Futures Company Global Monitor 2015  



“Price is more important to me than brand names” 
% AGREE/STRONGLY AGREE 

The Futures Company Global Monitor 2015  



Special Promotions 
Promotions Value % 

10% 

Latin America 

15% 

China 

19% 

Spain 

30% 

Italy UK 

40% 



Source: Dun & Bradstreet's Global Economic Outlook - 2013 to 2018 
Kantar Worldpanel, 2015.  Projected forecast based on trended Value Sales 

For the first time Global FMCG growth 
slower than Global GDP growth 



RISE IN FMCG CONSUMPTION 
ACROSS ASIAN MARKETS  

IS SLOWING !



70% 
of local FMCG players 

sales are growing  

50% 
of the global  

brands in China  

vs. 



70% 
of FMCG value…  

82% 
of its growth 

& 
Local brands account for 

!



BUDGET 
HELP CONSUMERS MANAGE  

THREE CORE AREAS OF THEIR LIVES 

HEALTH 
TIME 
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Country segmentation for consumer 
retail growth and country strategy 

Can’t rely on historical frameworks  
to cluster countries… 



NEW 
FRAMEWORKS 

2 



Framework 1 

FINANCIAL 
PRESSURES

SPENDING 
INTENTIONS





Arrow represents movement from 2014 to 2015 



Priority growth markets.  
Test markets 
Fast agility 

Premiumisation opportunity  
Treat as home market 

Economic gains not translating  
into consumer purchases 

Understand consume re-prioritisation 
Waiting for consumer to re-engage on their  

own will miss opportunity  
Consumers playing watch & wait. Need to spark action 

LatAm success requires moving  
beyond Pan-Regional strategies 

 
Consumers wanting more for less 

Strong value proposition 
 

Innovative financial incentives and payment terms 
 

Resource realignment 



Framework 2 

NEW  
MODEL FOR  
IN-COUNTRY 

RETAIL  
MARKET 

EVOLUTION 

KANTAR  
RETAIL  

MARKET 
EVOLUTION 

MODEL



Five phases for in-country market evolution  

1 
Exploration  

 
Non-formal retail  

2 
Concentration  

 
Formal retailers enter  

3 
Penetration 

 
More competitive, vying for 

primary shopping status  

4 
Maturation 

 
Consolidation into fewer competitors, branding 

and private label gains importance   

5 
Post-Modern 

 
Fight for share of wallet  

primary driver  



New model for in-country market evolution  

Source: Kantar Retail Analysis 



Market evolution model 
(2007) 

Total Retail & Modern Retail excludes Auto/Motor Vehicles, Restaurants & Food Service, Travel/Tourism 
 



Market evolution model 
(2022E) 

Total Retail & Modern Retail excludes Auto/Motor Vehicles, Restaurants & Food Service, Travel/Tourism 
 



SIMILAR STAGES 
OF EVOLUTION  

FINDING MARKETS AT  

ALIGNING STRATEGIES, FORGES 
SUCCESS FOR GLOBAL RETAILERS  
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Online sales are rising globally 

% grocery sales via ecommerce 



Source: Kantar Worldpanel, Europanel 

$40 
Billion  

FMCG Value generated by 
E-commerce channel 

+26% 
2015 value growth 

3.9% 
% Value share  

of e-commerce 
In FMCG Market 

$ % 

Rise of e-commerce 



IF YOU DON’T HAVE A DIGITAL 
RETAIL STRATEGY PER MARKET  

YOU DON’T HAVE  
A STRATEGY…  

	
  



China India 



China accounts for 

35% 
of all global  
e-Commerce 

The World’s largest e-commerce market 



B.A.T. 





Tencent becomes the Most Valuable  
Chinese Brand with Alibaba second 



Brand values from the BrandZ™ Top 100 Most Valuable Global Brands 2014 

Tencent surpassed  
Facebook in Brand Value 



Alibaba value from the BrandZ™ Top 100 Most Valuable Chinese Brands 2015.  

Amazon value from the BrandZ™ Top 100 Most Valuable global Brands 2015. 

Alibaba surpasses Amazon in Brand Value 



SINGLES DAY 



$14.3 Billion






Video	
  of	
  Singles	
  Day	
  





Source: BCG analysis 

Changes in affordability and reach variables disproportionately affect rural growth 

India internet population to reach  
Half a billion by 2018 



India will be worlds 2nd largest  
internet population internet growth 



Global Monitor, The Futures Company, 2015 

Mobile-first strategy for fast-growing markets 



Changing 
consumer 

preferences  
for channels  
& platforms 

THE ONLY CONSTANT IS CHANGE 

No one-sized 
global retail 
strategy for 

growth

Global  
insights 

impacting 
country 
strategy

New models 
for country 
opportunity 

segmentation



Special resources for this presentation 

www.davidroth.com/nrf2016 
And a lot more… 



www.davidroth.com 

Thank you 

@davidrothlondon 

david.roth@wpp.com 


