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TRENDS IN RETAIL:
TAPPPING INTO THE NEEDS OF THE FEMALE SHOPPER

PROF GINO VAN OSSEL
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44%

“I’m trying to
loose weight”

58% “eating more healthily,
but not dieting”
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29%
“dieting”

51% “exercising more”
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gained
weight

29%

lost
weight

19%

source: Ipsos-Mori “Future of fats” (Dec ‘20)

covid
kilo’s ?
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CASUAL SPORT/HEALTH 
ENTHUSIASTS
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1 the era
of paradox
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IWWIWWIWI
I want what I want when I want it

the butler economy
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GfK Consumer Pulse Netherlands, n=490, week 1-7 June ‘20

48%
“I will shop more

in small businesses
and buy more products
from local producers”
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feels responsible
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feels responsible
inconsistent

light green consumer
(the majority)

brown consumer
(the minority)

dark green consumer
(a niche)
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feels responsible
inconsistent

low involvement

FMCG products
with a sustainability

claim grow

40%
faster than

those without

“Consumers care about sustainability—and back it up with their wallets”, McKinsey Feb ’23
(analysis by NielsenIQ based on actual sales of 600,000 SKU’s in the US – cumulative growth 2017-2022)
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63%
say price

will be the most important
purchase criterion

three years from now

EY Future Consumer Index (March ‘21)
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2 rising
expectations
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3 trends in
retail
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1
AUTOMATE ROUTINE TASKS
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Albert Heijn (NL)

>70%
of all tickets
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more
time

for the
customer

“take it easy 
check-out”
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2
USE DIGITAL TO ENHANCE THE 
CUSTOMER EXPERIENCE
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“view in
my room”

“no picture?
demo rooms!”
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Boomers

Gen X

Millenials

Gen Z

18%

36%

53%

55%

26%

43%

62%

61%

79%

76%

78%

73%

85%

83%

85%

78%

wants test drive

wants main contact

person

wants virtual sales

advice

prefers to buy online

source: Global Automotive Study 2023, SIMON-KUCHER (April ‘23)

2030?

expected
overcapacity

sales outlets
45%

after-sales outlets
25%

source: Het automotive retail network 2030, Bovag (2022)
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5 stores
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Van Marcke Lab

4 conclusion
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“the best way to predict the future is to create it”
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Prof. Gino Van Ossel

gino.vanossel@vlerick.com
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mailto:gino.vanossel@vlerick.com
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