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Retail 2020: Future Trend Insights for Retailers in the Asia-

Pacific Region

We are pleased to introduce to you the 2009-2010 Ré&il Thought Leadership

research project.

With this research, we investigate future trends ash their implications for retail
strategy in the Asia-Pacific region. The future andtrategy for retailers over the next
decade is a critical issue to address, particularlygiven the current economic

downturn.

To this end, the ACRS research team set out to condct a series of interviews with
retail thought leaders, executives and retail opetars in Australia, New Zealand,
Singapore, Hong Kong, and China. This interview datwas combined with a review
of various secondary sources in order to develop a&comprehensive picture of the
retail landscape and key trends likely to impact th industry between today and
2020. The findings provide valuable insight into # key trends likely to impact
retailers in the coming years. We discuss implicains as well as subsequent

recommendations and likely scenarios for retailers the years ahead.

The team that worked on this report trust that youwill find the information insightful,

thought provoking, and helpful in shaping your futte strategies.

If you have any questions in relation to this repérplease do not hesitate to contact

us.

The ACRS Research Team

Australian Centre for Retail Studies
acrs@buseco.monash.edu.au

Twitter: http://twitter.com/MonashACRS
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Retail is a dynamic and diverse sector and, giverhe recent turbulence in the global
economy, the purpose of this thought-leadership resarch report is to investigate

the future of the retail industry in the Asia-Pagif region.

Through a series of interviews with retail leaderand strategic consultants across a
wide range of retail categories, and in conjunctiorwith a review of secondary
research sources, the ACRS has developed a comprehgsive picture of the future
of retail in Australia, New Zealand and Asia. Prinma interview data and secondary
publication data were combined to explore the key rends impacting the retail
industry now and in the lead up to 2020. The result provide insight to retailers
regarding how they can navigate the current econongi downturn and in preparing

for the major trends likely to impact the retail idustry over the next decade.

In the first phase of data analysis we distinguisivetween the short and long term
trends that are likely to develop between 2009 and2020. In the short term, our

findings suggest that there are growth opportunitie for retailers during times of an
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economic downturn. Specifically, this research prowes insight into how retailers
can best engage their customers, understand what cstomers need and want in
this time, and target marketing and promotional offrs in a more precise manner.
Whilst there are opportunities for retailers to deslop and grow, our findings lend
support to the notion that the retail environments currently in a fragile position and
may appear substantially different in coming yearsin particular, respondents
believed that retail consolidation will continue ithe short term, as we have seen in
recent years, with established and trusted brandsdlding or announcing cut backs

in staff numbers and/or operations.

In the long term, we find that there are a number btrends likely to develop and
impact the retail sector. Our respondents discussedcontinued expansion in the
region, driven by trans-Tasman retail movements and continued global-expansion
into Asia. Differentiation, particularly through gmium services, was seen as a
continued strategy which would shape the retail enwvonment in 2020. By 2020, we
will see a very different consumer in Asia-Pacifidn Australia and New Zealand our
respondents discussed the emergence of consumers’ o seek co-creation
experiences, and seek personalised products and sefices. In Asia, respondents
discussed an increasingly discerning consumer who alues service, in addition to

product and price, and places an increased prominene on green and sustainable
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lifestyle values. Virtual networks will link theseonsumers and this technology will

change the way in which consumers communicate witheach other and retailers.

Another major trend, which is perceived to continuen Australia and New Zealand,
and increase in prominence in Asia, is that of ‘gren’ and sustainability, with an
increased emphasis on local sourcing and productionin our second phase of data
analysis, the issue of green and sustainability irther developed into a 2020 future
scenario, where it is argued that going green may il aid the recovery of the
recession and beyond. This ‘greentailing’ scenariés one of two developed through
use of the comprehensive scenario planning approachFrom the data, a second
scenario also emerges, one that proposes consumemitelligence is a key ingredient
for the 2020 retailer and provides a discussion othe implications and strategies

likely to develop in this regard.
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