
The Future of retail –
transitioning to 
Consummer Commerce

Paul Martin, Chair Global Retail Group & UK Head of Retail, May 2022



2© 2022 KPMG LLP, a UK limited liability partnership and a member firm of the KPMG global organisation of independent member firms affiliated with KPMG International Limited, a private English company limited by guarantee. All rights reserved.© 2022 KPMG LLP, a UK limited liability partnership and a member firm of the KPMG global organisation of independent member firms affiliated with KPMG International Limited, a private English company limited by guarantee. All rights reserved.

…will lead to 3 key priorities for retailers

6 key themes that will shape 2022

The 6 key themes shaping 2022…

Macro-economic & 
COVID-19

Cost 
pressures 

Global supply chain 
pressure

Implementation of 
ESG

Channel 
convergence

Ever-evolving 
consumer

“These 3 priorities should 
be combined with 2 
foundational themes —
what is your purpose and 
how do you demonstrate 
that you stand for more 
than just making a profit 
whilst in parallel knowing 
who your customer is. ”

Focus on re-engineering 
business model(s)

Focus on cost & efficiency 
across every aspect of 
business

Ensure supply chain 
resilience and review the 
end-end value chain
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Retailers need to decide: transition from retail to consumer commerce

Move up to become a part of the platform ecosystem; move to the right to become a category specialist or an independent/mutual… 
However, if you are a ‘National hero’ and you move to the left, you will face increased pressure from both — Brands and Value based 
retailers.

A. Platform businesses

Platform Ecosystem

Omni-channel
Independent/Mutuals

Category specialists
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..this is where 
you are today
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B. Multi-national retailers

Value based retailers

Brands

National Heroes
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How to transition from today to tomorrow 

Retailers recognize the physical experience is 
changing dramatically and they need to reshape 

their workforce, redesign the workplace, create new 
ways of working for a digital age

Retailers want to ensure they have the right products portfolio to meet 
consumer needs and create innovative services to drive growth

Retailers recognized the importance of the consumer 
experience as the new differentiator and COVID has only 
heightened that. They are struggling to truly become 
experience centric across the enterprise for both 
customer and employees 

Retailers want to create a seamless and integrated 
experience for their customers across their 

physical and digital channels to drive loyalty, 
maximize their physical assets and combat pure 

play digital competitors

Retailers are experiencing massive supply chain, inventory 
mgt and operational challenges (returns, BOPIS, etc) driven 
by the massive growth in digital commerce

Retailers technology teams find that their legacy technology limits growth, 
profit and data security and are modernizing, moving to the cloud, deploying 

emerging tech, specifically driven by the need for them to embrace e-commerce

Retailers recognize that the exponential growth in new 
business models and the new retail eco-system, that they 
must embrace partnerships and alliances with third parties 
to remain relevant and maximize revenue 

Retailers want to understand how to better 
leverage data and analytics and external data 

signals to understand the rapidly evolving 
expectations of consumers
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Product

Customer

Product

Channel

Today Tomorrow 

The growth of online is driving a new set 
of performance measurements

Historically, focus used to be on product-, asset-
and channel-related performance criteria (such 
as channel profitability metrics); and customer 
related measurements were less important

In a customer-centric, channel-agnostic 
environment, the equilibrium is expected to 
change with the metrics inverting (as shown in 
the diagram); customer-first metrics will become 
increasingly important

Life-time Value of each Customer (LTV), ratio of 
LTV less the Cost of Acquiring Customers 
(CAC) — both new and existing — will be 
fundamental metrics of performance 

How performance is measured will need to fundamentally change 

Retailers will need to pivot their approach towards a customer-centric way of thinking and need to apply this thinking to all products, 
services and customer interactions



Thank you
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