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Our original 2020 retail forecast pointed to solid but 
softening growth across channels

• We projected that ecommerce 
would grow 12.8% to $666.28 
billion, well ahead of brick-and-
mortar growth of 0.7% to 
$4.907 trillion.

• Time to throw this forecast out 
the window –EVERYTHING
has changed.



Our new forecast suggests massive divergence between 
ecommerce (↑) and brick-and-mortar(↓)
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This will create a retail channel shift unlike anything 
we’ve ever seen

• In Q2 2020, ecommerce 
will reach an all-time 
high of 17.9% of total US 
retail spending

• For the full year, 
ecommerce will rise to 
14.3% in the single 
biggest one-year jump, 
up from 11.0% in 2019
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Three underlying themes will drive the top 10 trends 
of retail in 2020

• Social, economic and political factors. Pre-Corona: trade 
wars, recessionary concerns, presidential election. Post-Corona: 
unemployment, economic uncertainty, social distancing

• The reimagining of digital and physical retail. Pre-Corona:
smaller formats, omnichannel retooling. Post-Corona: contactless 
experiences, click-and-collect imperative.

• Brands regaining power in the retail value chain. Pre-Corona:
D2C brands emerging. Post-Corona: big-brand advertising 
advantage, private-label retailers gain traction.



The original Top 10 trends to shape retail in 2020

1. D2C brands will leap into the mainstream through traditional means.

2. Frictionless commerce will speed up brick-and-mortar transactions.

3. Brandless brands will surge as consumers prioritize value over marketing.

4. Social commerce will succeed in closing the loop but will mostly shine mid-funnel.

5. Shoppable content will evolve toward sight, sound and motion.

6. Fast delivery competition will accelerate the ecommerce channel shift.

7. Retail as a Service will lower barriers to entry in ecommerce and physical retail.

8. Subscription commerce will heat up as retailers look to loyalty for growth.

9. Recommerce repositions as shoppers gain comfort with secondhand fashions.

10. Digital installment plans will gain popularity with budget-conscious consumers.



No. 1: Direct-to-consumer (D2C) brands will leap into the 
mainstream through traditional means…

• D2C brands are taking to the TV 
airwaves to grab mainstream 
attention and appeal to the 
masses.

• Brands like Casper, Peloton, 
UNTUCKit and Warby Parker 
have been notable for their TV 
presence—and their moves into 
brick-and-mortar retail.



No. 1 (cont.): … but coronavirus will disrupt brands’  
value propositions and impede brick-and-mortar efforts

• Some brands’ D2C value 
proposition takes on greater 
significance in a more 
digitally reliant reality.

• But apparel and other 
lifestyle D2Cs are suffering 
depressed consumer 
demand for nonessentials, 
and need to pause their 
physical expansion efforts.



No. 2: Frictionless commerce will speed up brick-and-
mortar transactions…

• Trends like click-and-collect 
and cashierless checkout have 
streamlined store experiences 
and are loved by consumers

• We had previously forecast 
click-and-collect sales growth of
38.6% in 2020, and our
upcoming revised forecast will 
jump to ~60%

Prior Forecast: 

To Be Updated 

in May 2020



No. 2 (cont.): … and will accelerate the growth of 
grocery ecommerce

• Among digital grocery buyers in 
March, 41.8% were first-time online 
buyers in the category.

• Grocery is the least penetrated but 
fastest-growing ecommerce 
category, and the pandemic 
massively accelerates this 
opportunity.



No. 3: Brandless brands will surge as consumers prioritize 
value over marketing…

• Some of the fastest-growing brick-

and-mortars are value-oriented 

retailers trafficking heavily in 

generic and private-label brands.

• Other retailers like Target, Walmart 

and Trader Joe’s have succeeded 

with strong private-label offerings.



No. 3 (cont.): … but the most “Brandless” brand of all 
shuttered in February, so success is not a given

• The coronavirus pandemic has 

made life challenging for many 

D2Cs, but Brandless was 

actually well-positioned to take 

off as household essentials 

gained prominence—and now 

will never get that chance.



No. 4: Social commerce will succeed in closing the loop, but 
will mostly shine mid-funnel…

• A growing percentage of US 

internet users are making 

purchases via social media, from 

13% in Q4 2018 to 21% in Q3 

2019.

• Instagram Checkout is helping 

close the loop for D2Cs and other 

brands, but it’s still not a routine 

way of buying online



No. 4 (cont.): … and will be complicated by its dependence 
on lifestyle categories and influencer culture

• March 2020 retail sales showed 

Apparel (-52%) and Home 

Furnishings (-25%) pointing to 

dampened consumer demand for 

nonessential goods

• And influencers have fewer brands 

willing to pay, and face challenges 

creating content and the risk of 

seeming insensitive.



No. 5: Shoppable content will evolve toward sight, sound 
and motion…

• The continued rise of social 
commerce—rising 30.1% to 
$25.26 billion in 2020—has 
acclimated consumers to 
shoppable content

• In 2020, we will see a peak 
growth rate as Instagram 
Checkout gains adoption and 
matures.



No. 5 (cont.): … as TV and digital video companies look 
to integrate content and commerce

• NBCU piloted shoppable TV ad 
units during the 2019 French Open 
with Lacoste and recently launched 
an embeddable cart called 
Checkout.

• Prime Video’s “Making the Cut” lets 
viewers buy the fashions created 
during the episodes

Image Source: NBCUniversal



No. 6: Fast delivery competition will accelerate the 
ecommerce channel shift…

• Amazon has continued to decrease 
delivery times, while the rest of the 
industry closes the gap.

• With rollout of next-day Prime 
delivery and competition from 
Walmart and Target, these trends 
will continue—and accelerate the 
shift of retail dollars online.



No. 6 (cont.): …as consumers double down on speed, 
trust and reliability amid the pandemic

• As delivery times lengthen and 
reliability becomes more important, 
Amazon, Walmart, Target and 
others will benefit.

• In recessions, there’s often a retail 
dynamic where “the rich get richer.”



No. 7: Retail as a Service (RaaS) will lower barriers to 
entry in ecommerce and physical retail…

• As digitally native brands look to 

expand, RaaS providers are 

stepping in to help them scale more 

quickly online and in-store.

• Shopify has emerged as a titan of 

ecommerce with its one-stop-shop 

platform for small- and medium-

sized businesses and ecommerce 

natives.



No. 7 (cont.): … and will become even more critical for 
SMBs needing to digitally transform to survive

• 49% of SMBs haven’t yet 

undertaken digital transformation 

initiatives—but it’s even more 

imperative amid the pandemic

• Whether that means accepting 

digital payments or enabling click-

and-collect, RaaS partners can help 

enable it in a cost-effective manner



No. 8: Subscription commerce will heat up as retailers 
look to loyalty for growth…

• Retailers want recurring revenue 
streams and to drive more growth 
from existing customers, leading to 
a rise in rental and bundled 
services.

• About 1 in every six 18-34-year-
olds have rented apparel or 
accessories.



No. 8 (cont.): … but the near-term opportunity will shift 
from luxury goods to essential goods

• Shoppers are now looking to 
loyalty programs primarily for 
perks and value

• Luxury or status-driven 
memberships could be among 
first things cut from monthly 
budgets



No. 9: Recommerce repositions as shoppers gain 
comfort with secondhand fashions…

• The stigma of secondhand fashion 
is eroding for younger consumers 
who are more sustainability-
minded.

• thredUp estimates $3 billion in 
incremental secondhand resale 
apparel sales in 2020, to reach $10 
billion.



No. 9 (cont.): …and will only gain momentum as 
shoppers look to cut costs on nonessentials

• Designer clothes are the leading 
purchase category in the resale 
sector

• As people return to socializing and 
attending events, they’ll want to 
look good without spending a lot for 
that look



No. 10: Digital installment plans will gain popularity with 
budget-conscious consumers…

• Usage of digital interest-free 
installment plans continues to 
rise, from 24% in Q1 2019 to 
30% in Q3 2019.

• With a 2020 recession all but 
inevitable, the trend will 
accelerate



No. 10 (cont.): … but the trend may temporarily stall as 
consumers pull back on high-ticket purchases

• Installment plans appeal to a
larger addressable market in a
recession, especially for those
living on tight budgets

• While they’re increasingly used
for mid-ticket categories like
apparel, higher-ticket purchases 
remain a key demand driver



Key Takeaways

No. 1: The future of retail hasn’t fundamentally changed due 

to the coronavirus pandemic—but it has accelerated many 

pre-existing trends.

No. 2: Commerce will need to become increasingly 

frictionless from the standpoint of speed, flexibility and touch.

No. 3: Brands remain essential to commerce, and the 

winners will communicate trust, value and meet the moment.


