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Ability to Predict

Like it or not the retail marketplace is going digital. 
Despite the challenges, over the next five years 
the way we live, work and shop will be changed. 
The time of rapid change is a time of incredible 
opportunity. The opportunity to reinvent the retail 
industry and change how shoppers should experience 
your physical store and consume a product. 
However, digital transformation in a traditional 
industry like retail is more challenging due to the 
nature of people engaged in key roles and the 
absence of right, digital-savvy leaders in place. 
Digital innovation can support success by making 
information more accessible and enable new and 
faster ways of going to market.

Your ability as a retailer to understand what’s 
happening today and what is coming to market in 
the next 2 to 5 years is critically important. You 
need to focus on where technology will be in the 
next 3 years. Do not build your digital roadmap 
based on what available today because by the 
time you execute it will be out of date. The ability 
to predict also means that you develop skills and 
methodology to anticipate how the consumers will 
evolve in the next 5 years. The ability to predict 
influenced important strategic decisions on branding, 
marketing plans, product development, supply 
chain, distribution, and talent recruitment.

Digital is the Blue Sky
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Unified Digital 
Experience

Connected Digital 
Supply Chain

Digital 
Marketplace

Digital 
innovation

Boundaryless 
Retail

Five Biggest Accelerators
in the Retail

The retail industry is entering 
an era where technology, human capital, and experiments are 

more available and affordable than at any time in history.

04



About the Author

About MGR

Mike Ghasemi is one of the region’s foremost 
retail industry futurists. His intellectual work and 
thinking have influenced many of the region’s 
best-known retailers, hospitality, and technology 
companies. As a chief analyst, he covers technology 
and market trends in the retail and hospitality 
industries.
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Mike Ghasemi Research has a new way how technology should 
be deployed to transform retail and hospitality companies. MGR 
provides simple and practical industry consulting and digital 
advisory services that help companies transition smoothly to 
an integrated world where applications, and information reside 
anywhere. Started by Mike Ghasemi with a strong passion for 
information technology, MGR developed the most comprehensive 
research, advisory and consulting services to support the growing 
demand of retail and hospitality businesses across Asia Pacific.
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Today’s retail landscape is changing rapidly and dramatically. Driven by technological advances, 
the impact of the pandemic and economic shift. The retail industry is entering an era where 
technology, human capital, and experiments are more available and affordable than at any time in 
history. The pandemic has also fanned the flames and speeds up the digital transformation that 
already began ten years ago. Small and Medium-sized retailers (SMR) are struggling to retain 
their customers amid faster-growing online shopping. Foot traffic on last Black Friday fell nearly 50 
percent from 2019 as shoppers now stay away from physical stores due to Covid-19 and access 
to online stores. In this report, I reviewed the five key things that pulling customers away from the 
stores and causing the hyper-acceleration in the retail industry.  I also looked at the opportunities 
that digital disruption has provided to retailers to attract, inspire, and retain new and existing 
customers. First, let’s look at two important aspects of hyper-acceleration in retail.

Executive Summary



Today’s consumers have more access to more information, can instantly compare 
prices and offerings, and can easily switch among brands and products. 
The ability to produce and deliver locally is the new goal for future retailers. The 
boundaryless retail accelerates go to market strategy and differentiate how retailers 
engage their consumers on their terms (anytime, anywhere, any channel). The 
boundaryless retail removes constraints of when consumers shop and experience a 
product as the shopping journey is boundaryless in scope, sources, touchpoints, and 
time. The boundaryless retail has reduced barriers to market entry, increased access 
to market demand, and opening up new space in which disruptors can operate across 
the retail landscape. This landscape shift is due largely to the availability and affordability 
of technology and infrastructure making it easier for small players to compete.

Boundaryless 
Retail

5.
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Traditionally the retail sector has always been dependent 

on time, price and location. However, digital experience 

has added a new dimension in the retail practice and 

transform how a consumer experiences a brand via digital 

channels such as web, video, social media, and e-mail. 

Today’s consumer expects a unified digital experience from 

retail businesses and doesn’t matter which channel they 

use and who they speak to. The unified digital experience 

enables retailers to break down the traditional communication 

silos to deliver a truly seamless and personalised customer 

experience. Unified digital experience requires shifting 

organization’s mindset from customer experience (CX) to 

business experience (BX). CX is about otimizing customer 

touchpoints to maximize profitability. However, BX connects 

back every aspect of the company’s operation to meet 

consumer’s needs and drive profit from both product and 

experience.

Unified 
Digital 
Experience
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In a digitally-driven marketplace, customer-centricity is the new mantra of the retail supply 
chain. Customers today want personalized services and expect rapid delivery of goods at their 
convenience. A connected digital supply chain is enabled by the combination of disruptive 
technologies such as mobility, robotics, IoT, big data, AI, AR, etc to support a customer-centric 
model. In a customer-centric supply chain, the front, middle and back-office operations must be 
seamlessly connected, and all departments must be working to a unified digital experience. 
The connected digital supply chain eliminates all manual data entry and processes, and 
provide all the information because you would already have it at your fingertips. The deployment 
of sensors and tracking capabilities will allow for the real-time tracking of the movement of all 
goods throughout every aspect of the planning, production, transportation, and logistics 
processes that support “anywhere, anytime” delivery with great flexibility. The underlying 
platform and emerging technologies will disrupt the existing paradigm and drive hyper-acceleration 
in the retail.
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Exponential improvement in the cost and delivery of core digital technologies have shifted 
the business landscape in which retailers operate. Technological improvement, combined 
with accessibility and affordability of digital tools through digital platforms such as AWS 
and Microsoft Power Apps enables retailers to build, deploy and manage on-demand 
tools on a pay-as-you-go basis. This has accelerated time to market for new digital tools 
and empowers retailers to build scalable and affordable applications for their business 
needs. This new digital landscape has made it easier for new products producers and 
individuals to enter the market and reach target consumers. The growing availability of 
supporting infrastructure (Infrastructure as a Service) and platforms (platform as a 
Service) has lowered the barrier of entry for new online retailers and allowed shoppers to 
shift-away from the traditional mass-market environment to an accessible personalised 
market. Welcome to the “world of abundance”. 
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Digital 
Marketplace
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Many retailers have no idea how fast the retail world is truly changing. The 
convergence of all emerging technologies is transforming business models. Every 
single company in the retail industry regardless of their sectors is going to be disrupted 
in the next decade. Digital innovation refers to the application of digital technology to 
solve existing business problems, create sustainable competitive advantage and 
improve the organization’s revenue. In today’s evolving marketplace, many 
businesses recognize that they need to transform, innovate, and adopt new technology 
to stay competitive. Digital innovation should be considered as one of the top 
priorities for most retailers. To achieve a sustainable digital innovation strategy, 
companies must adopt an integrated innovation strategy consist of both internal 
(leadership and employees) and external (academics, consultants, startups) sources 
of innovation. 
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Digital 
Innovation

4.



10

Focus on providing value 
and creating an experience

Develop a customer-centric 
digital supply chain

Use existing technology and 
infrastructure and build fast

Focus on developing a digital 
portfolio to solve the problems

Create a boundaryless retail 
business model

Key Takeaways
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