








CONSEQUENCES FOR BUSINESS MODEL
First of all, this benefi ts the cooperation and fl exibility. Processes and costs can be optimized on the basis 

of the available customer information (Big Data). Retailer and supplier can make agreements about availability 

and journey. Because of the wide application of touchpoints, costs can no longer be attributed to separate 

business silos, but must be seen as a whole. It is important that the chain partners support each other in the costs 

related to every touchpoint.

The unsurpassed sensory brand experience manifests itself through fl agship stores at prime locations.

Available stock can be sold online, thus creating additional space for spectacular brand and product experiences. 

Extra surprise and dynamism is created by pop-up stores.

RECOMMENDATIONS AND PITFALLS
The customer journey and related touchpoints require a lot of costs and investments on part of the organization. 

Application of Big Data and algorithms becomes a crucial retail competence, with an accurate assessment 

of the dividing line between proactively exceeding customer expectations and desired privacy being extremely 

important. Finally, human contact with knowledgeable and socially skilled service staff remains vital. 

The customer has already oriented him/herself online and visits the shop for brand perception and the fi nal 

personal affi rmation.
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1 2

4 3

NOT COMMONPLACE

EMOTIONALFUNCTIONAL 

COMMONPLACE

�������������������
��������������������

�
�	����������������
�����������������������

������	�������������������

���
���

	��
���

���
�

�����������������
�•�����

�����������������
����������������������

�•		����������	�������
����������������������

�••��������������
�������������������������

Four playing fi elds, part 3: affordable lifestyle

4 RETAIL PLAYING FIELDS
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Internet, the blurring of the lines and introduction of new entrants (often discounters) has greatly 
increased the availability and affordability of everyday products. The rules have changed. 
Even products such as clothing are purchased more frequently, with a ‘fast-mover-dynamic’. 
In 2020 there will be more single households who have more time and a lower disposable income. 
International supply will increase. This will have a price-depressing effect as a result. In the battle 
for low prices the successful players will still be able to create a highly recognizable brand 
experience. Furthermore, the integration and combination of surprising and different (outside the 
sector) product groups and services will be applied more often.  In addition, the need for informal 
networking is very large in an individualistic society. ‘Social seating’, in whatever form, 
is a response to this.

CUSTOMER NEEDS IN 2020
How do you entice customers in 2020? And how do you make the everyday unique? How do you make rituals out 

of routines? Authenticity becomes more important for everyday needs; the personal attention you give, product 

taste or the surprising contemporary styling with non-food products. In the need for a daily moment of pleasure 

the consumer shifts his/her emotional aspiration level: the temptation of today is tomorrow’s routine. 

Continuous refreshment is therefore an absolute necessity.

POSITIONING IN 2020
In the ‘Affordable lifestyle’ segment (including Primark and HEMA), boosting dynamism and actuality are leading 

concepts in creating a unique contemporary brand style and experience at a low cost. In the segment ‘Small 

pleasures’ (Starbucks, Rituals), experience and convenience will become the dominant conditions for retailers to 

differentiate themselves. Create a form of personal intimacy by doing something no one else can do. 

Provide a moment of pleasure as everyday pleasure.

CUSTOMER JOURNEY IN 2020
For this playing field, two ideal customer journeys have been outlined, both for ‘Affordable lifestyle’ 

and ‘Small pleasures’. The case includes many touchpoints.

‘AFFORDABLE LIFESTYLE’ (PRIMARK)

BEFORE
I see large screens in the window of my shop showing videos of models on the catwalk. Always low priced and 

in style with the latest trends. Lately, I also see the same colors on fashionista blogs I read; sometimes even 

with personal offers from this shop. I was interested in one of the coats in the window. I also saw it in 

the latest push notification. I saw this afternoon’s catwalk, but now with my own face incorporated into it. 

Also convenient is the fact that I can play the video with the coat in multiple colors. In the short product film 

I clicked, I heard tips about the material and cleaning of it. They also said that the size of the jacket is often 

larger than indicated. This was also apparent from the reviews of the coat, which I saw when playing 

the catwalk video.

DURING
I’ll have the coat delivered to my neighbors at number 12. They receive daily parcels for the whole street 

to earn something extra.  Nice and easy. And you see your neighbors from time to time, which doesn’t happen 

that often with today’s busy schedules! I picked up the parcel the next day; ‘For Cindy’ it said in handwriting, 

funny. Usually I pick up my order at the shop, definitely in the case of T-shirts. They are fairly inexpensive and 

are therefore not delivered for free. I understand. Besides, I like to visit the shop because the staff’s stylish 

combinations inspire me with great ideas. On their tablet they show that the T-shirt combines well with other 

clothing in my closet.
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AFTER
They track my wardrobe using my personal account number; when I enter the shop my smartphone signal 

is recognized.  Useful, and I gave them my permission to do so. The bill is immediately sent to me by email. I 

only place my digital initials, the payment takes place automatically. I sometimes purchase more than I had 

planned, but I never spend more than 10 euros. As a regular customer I receive bonus points which are credit-

ed to my app, also on my birthday. I can use these points to pick out something for free; those are probably my 

favorite purchases. Also, their organization of my daughter’s dress-up party (clothing advice, discounts and 

makeup tips) was also excellent.

SMALL PLEASURES (LA PLACE)

BEFORE
She is online 24/7 and only searches or follows that what is relevant to her. Easy searching, calm pushing and 

direct rewards is the credo. She receives the new coupons digitally. ‘Discount on your next visit!’ The recipe 

for that delicious bread roll can be accessed intuitively. When she’s near a La Place, she sees her favorite 

doppio in her push notifi cations. ‘Available for free, because it’s possible!’ She follows two vloggers (video 

bloggers) who, every week, place fun and useful facts about La Place and competitors on their channels. 

She is regularly triggered by billboards, radio and TV commercials that both activate and inspire.

DURING
The shop is easy to access and inviting to enter. The two permanent employees on Thursday morning are 

almost close friends. What she especially appreciates is the payment settlement: a scan of the tray, click and 

the complete lunch bill is settled. She notices that the employees are aware she likes sugar in her doppio 

thanks to the heads-up display on their glasses.  All senses are optimally catered for. The cold store with 

hams is made of glass, with a chalk message stating: ‘From the Duroc pig, farmer Geerts in Ospel.’

Everything is prepared in front of her. It’s good to see that the employees have knowledge of the product 

and are honest about their recommendations or when they have eaten a bread roll at a competitor. In short: 

extremely welcoming!

AFTER
When she walks out of the shop she gives a thumb up/down on her screen. When she was not satisfi ed with 

her doppio last week (too cold), she was immediately invited for a cup of coffee. In the evening she sees the 

recipe of the bread roll she ate today on her timeline. On the invitation of La Place she and her family will visit 

hotel 50| 50 Belmont in the forest near Ede, where La Place grows vegetables together with the Salvation 

Army.  A great time with the children in the forest.

CONSEQUENCES FOR BUSINESS MODEL
Product offering and presentation vary constantly. To play this game perfectly it is important to have intensive 

knowledge of the product and the context in which it is presented. Provide an excellent, effi cient logistical chain 

and integrated information system, focused on a streamlined cost-effective execution. Addition of surprising 

product groups and services (from outside the sector) leads to extra complexity.

RECOMMENDATIONS
It is important to create an inspiring experience through continuous innovation and low costs. Create a fl exible 

organization allowing you to quickly respond to market conditions, both in terms of cost structure and positioning. 

The organization must be innovative in order to quickly respond to current events. Leverage and increase 

the network power by collaborating with external parties to strengthen your product offering, surpass 

expectations and lower the costs.
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DESIGN IS A 
JOURNEY OF 
DISCOVERY

DEREK PARKER
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‘Trusted advisors’
(Convenience and price)

‘Affordable lifestyle’
(Experience and price)

‘Small pleasures’
(Convenience & experience)

‘Ordinary specials’
(Convenience & price)

‘Ordinary basics’
(Price)

Four playing fi elds, part 4: ordinary basics

4 RETAIL PLAYING FIELDS

In 2020, commonplace/functional purchases will be made online more often. This especially 
applies to commodity products that are purchased routinely. Less routine products (such as ‘very 
fresh’ and other ‘specials’) are less vulnerable to online sales because of the desired product 
experience. Omnichannel will become commonplace. This has major implications for the number 
of physical shops. The landscape will consist of a limited number of fl agship stores for the brand 
and product experience and - if still relevant - smaller convenience stores near home. 
There will be an explicit division between ‘Ordinary basics’ (price) and ‘Ordinary extra’ 
(convenience) in this playing fi eld. 

CUSTOMER NEEDS IN 2020
With ‘Ordinary basics’, the customer needs in 2020 will hardly differ from now. The customer has a ‘need’ for the 

lowest price and is extremely sensitive to offers. Accessibility in the form of ‘nearby’ as well as free parking remain 

important for the customer.

The core need with ‘Ordinary specials’ is convenience. The need for personalized information and the 

opportunities to buy online increase. Digital touchpoints will have a more prominent place on the shop fl oor. 

‘Seamless technology’ facilitates and ensures that the consumer can make the customer journey in less time 

and with fewer barriers. What we call extra convenience in 2014, is service standard in 2020. Even more important 

in the future is the freedom of choice when it comes to products and services. Individual needs are expected 

to be responded to more and more. 



16

The arrangement of daily routine shopping requires a different approach than the preparation of a festive meal 

at Christmas. In fact, daily routine knows no ‘before’ or ‘after’, only ‘during’ (the purchase). People will want 

everything arranged and attuned in advance, on information, product and delivery level. Approximately 20% 

of the situations are special moments. The customer wants ‘experience-convenience’, so he/she can have 

the desired experience with little barriers.

POSITIONING IN 2020
In terms of positioning, ‘Ordinary basics’ remains price driven. The serving process is always geared to competitive 

pricing and will mainly be provided in an unmanned form: digital order units in the shop and vending machines. 

With ‘Ordinary specials’ convenience will remain the main distinction. It will develop from a basic convenience 

to a freedom of choice. Optimum freedom of choice is safeguarded because the customer can, in an ‘omnichannel’ 

way, choose from product offerings and services. In 2020, personalization will be crucial. It allows retailers 

to distinguish themselves by responding to daily ‘über convenience’ and experience-convenience.

 

CUSTOMER JOURNEY IN 2020
For this playing field, two ideal customer journeys have been outlined as well, both for ‘ordinary basics’ 

and ‘ordinary specials’ shoppers. The case includes many touchpoints, some making it easier and others more 

fun and personal. 

‘ORDINARY BASICS’

BEFORE
Miss Sertoni has an app on her phone with a personal account of the discount super store she visits every 
week for her groceries. In her preparation she uses door-to-door leaflets and her app, which she can use to 
scan this week’s offers directly from the leaflet and order them in advance 

DURING
She picks up the order at the pick-up zone. Checkout at the cash register is not necessary, 
this is done via the app.

AFTER
Not applicable.

‘ORDINARY SPECIALS’

BEFORE
Henk has a busy day. His wife is working today and he is responsible for picking the children up from school 

and taking them to their weekly sports activities. A notice on the fridge says they’ve run out of milk, potatoes 

and bread. Luckily, an order for these products was already processed on his smart phone this morning. The 

app helps with the selection of shopping on the basis of previous purchases. The groceries will be delivered 

around 6pm. However, at the last moment, Henk decides to cook something special. He asks the app for inspi-

ration and takes a look at the reviews. The app provides tips for a dish and lists the required ingredients. He 

places several products in his virtual basket, but decides to visit the shop, because he’s not that familiar with 

wines and would like some advice. 
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DURING
Henk enters the shop and his order awaits him in a locker (which he opens using his fingerprints). 

Using the navigation app on his smartphone he can view the route through the shop past all the products he 

needs. He also receives personal offers. Everything he places in his shopping cart is scanned using his smart 

phone. The app indicates he forgot some fruit. When he arrives at the wine section he tells the app he’d like 

some advice. The wine expert arrives after a couple of minutes. He places all the items in his 

(virtual) shopping cart and pays without having to line up. Checkout at the cash register is not necessary;

 this is done via the app.

AFTER
When Henk leaves the shop he is thanked for his purchases via a message on his smart phone. 

The app registers his digital discount points. He receives a personal offer for his next visit. When he starts 

cooking he receives recipe tips on his tablet. When he’s done cooking, Henk writes a review to propose 

additional ingredients to the recipe suggested by the app.

CONSEQUENCES FOR BUSINESS MODEL
The digitization leads to a further integration of online and offline cash flows. With regard to ‘Ordinary basics’, 

efficient purchasing and stock management is crucial in continuously offering the lowest price. The retailer can 

use the customer data he/she receives in the app. Small businesses can create a ‘purchase combination’ 

to ensure stock benefits in terms of purchasing, logistics and marketing.  Shops are located in inexpensive and 

easily accessible locations. The business model is cost-driven in all areas. Automation applied to the fullest extent.

With regard to ‘Ordinary specials’, basic processes for stock purchasing are digitalized and automated. 

Convenience is crucial, especially freedom of choice and relevant personal offers at any time, any place and in 

any situation. Additional experiences (in balance with the margin and cost structure) on the shop floor for 

‘the specials’ requires the use of advanced digital in store technology and the establishment of shops in 

prime locations. 

RECOMMENDATIONS AND PITFALLS
The most important recommendation for ‘Ordinary basics’ is: choose the lowest price. Use digitalization to ensure 

confidence on part of the customer and to manage purchasing and stock on the basis of customer databases. 

Provide ‘unmanned’ service as much as possible. Pitfall: the physical shop will remain important, but besides low 

costs, a nearby location is particularly crucial when determining the best location to shop.

The main recommendation in terms of ‘Ordinary specials’: personalized product offerings and the realization 

of freedom of choice allowing the consumer to be optimally (and without barriers) served is extremely important.  

Pitfall: missing the right balance by focusing too much on price and stock, or too much on experience. 

Always bear in mind that convenience should remain the core concept of the retail concept.
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6. CUSTOMER JOURNEY      AND SMALL BUSINESSES

This chapter has provided tools for a successful retail approach in which the complete customer journey is taken 

as the starting point. Physical shops only play a role alongside several additional touchpoints.

The correct decisions for the development of a retail concept have been described for every retail playing fi eld.

However, many smaller businesses struggle with the question of how to serve their customers online. 

With limited resources, how can you adequately respond to the desired customer journey? How far should one 

go in this? E-commerce is the future, yet it is not advisable for everyone to open a web shop. Most retailers work 

from Monday afternoon to Saturday evening. Sunday is a rest day and Monday morning is spent on administration. 

This means there is not a lot of time for creating an online store, product photos and product texts, sending 

emails, delivering parcels to the post offi ce and manning customer service. The management of a successful 

web shop requires just as much work as running a normal shop, but includes important tasks the retail has little 

knowledge of. 

Small physical stores can play an important role in the future by selling their products through a so-called product 

feed platform. Compare it to the role Thuisbezorgd.nl plays for many small restaurants. In the future, retailers 

of all sizes will be able to offer their products through companies such as Amazon and Alibaba. These large 

players take responsibility for the large stocks currently located in thousands of smaller shops and sell the 

products through their large online stores to consumers who live nearby. Because a small online retailer can 

never compete with these large players, it is wise to sacrifi ce a small part of the margin in order to ride on their 

enormous online competitiveness. There are a number of reasons why this is important for small retailers:

    •  The retailer is able to deliver the purchased products the same day or even within the hour within a radius of  

        20 kilometers.

    •  The consumer can pick up or return the product at a shop nearby. 

    •  The retailer fi nances the stock and keeps it in storage for free.

Instead of running a web shop, a retailer can now focus on the things which he/she is good at, namely putting 

together an attractive assortment of products and personal contact with the customer.  The e-commerce 

platforms themselves as well as the suppliers of, for example, POS software, will have to invest in the upcoming 

years to make it as convenient as possible for the small retailer, allowing him/her to continuously provide the 

larger platforms with the correct data in order to sell current retail shop products online.  

WOULD YOU LIKE TO KNOW MORE?
Please visit ShoppingTomorrow.nl for a lot more information on Retail Concepts.
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