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The Future of Retail 2030

The world continuous to be driven by data.
Sources from trillions of individual data points
and every move we make are tracked, collected
and analyzed at home, at work and at leisure.

The algorithms that manage the data are
designed to help us gain deeper insight into
consumer behaviour to present them and
convert into more focused solutions and new
commercial opportunities.

This helps and makes our life safer, easier, more
economical and more environmentally
conscious.

The impact this has on us, individuals is huge.
What we buy, where we buy and how we buy
defines the new generation of consumers.
There are 8 insights into what the future of
retail may look like in 2030 and beyond...

Insight 1: Power of Prediction

The power of prediction has enabled desicion
making to be outsourced to machines.

The advanced integration of trillions connected
sensors provides deeper insights into the
buying patterns of consumers.

This has enabled retailers to anticipate their
requirements before they can themselves
helping the consumer to make the right
desicion every time.

Predicting the shopping algorithms, they are
able to auto replenish the supplies direct to the
consumers appliances.

No more running out of pet food and the fridge
is always stocked for essentials.

The speed of efficiency in logistics dramatically
increased and the number of returned items is
minimized.

This frees up the consumers’ time and
disposable income for more experimental
shopping and enhanced leisure time with family
and friends.

Insight 2: Consumer experiences are specific
not generic.

2030 Yilinda Perakendenin Gelecegi

Diinya veri ile yonetiliyor. Trilyonlarca bireysel
veri noktasindan alinan kaynaklar ile evde, iste
ve bos zamanlarimizda yaptigimiz her
hareketimiz izleniyor, toplaniyor ve analiz
ediliyor.

Veriyi kontrol eden algoritmalar, tiiketici
davranislarini ortaya koyarak, elde ettigimiz
sonuglari odakli ¢dzlimlere ve yeni ticari
firsatlara donustiirmemizi saglayacak kapsamli
ic gorller edinmemizi saglamak igin tasarlandi.

Bu da hayatimizin daha glivenli, daha kolay,
daha ekonomik ve gevreye daha duyarli
olmasina yardimci oluyor.

Tim bu gelismelerin biz bireylerin tGzerindeki
etkisi bliyik. Neyi nereden nasil satin aldigimiz,
yeni bir tlketici jenerasyonu tanimliyor.

Tim bunlarin isiginda 2030 ve sonrasinda
perakende sektorinin gelecegine iliskin 8 i¢
gorimiizi paylasmak istiyoruz.

icgorii 1: Ongoriiniin Giicii

Ongdriiniin giicl sayesinde karar verme
slrecine makineler dahil olmaya baslayacak.
Birbirine bagli trilyonlarca sensoriin ileri
seviyedeki entegrasyonu ile tiiketicilerin satin
alma paternlerine iliskin kapsamli i¢ goriler elde
edilebilecek.

Bu sayede perakendeciler, tiketicilerin her
defasinda dogru karar vermesine yardimci
olabilmek i¢in gereksinim duyulan bilgiyi
ongorebilecekler.

Alisveris algoritmalarinin 6ngorilebilmesi,
perakendecilerin dogrudan tiiketicilerin kendi
cihazlarindaki tedarikleri yenileyebilmesini
saglayacak.

Evcil hayvan mamasinin bitmesi tarihe karisacak
ve temel gidalar her daim buzdolabinda hazir
bulunacak.

Lojistik alanindaki verim hizi nemli 6l¢lide
artacak ve iade edilen Urin sayisi da oldukca
azalmis olacak.

Boylece tiiketiciler zaman ve paradan tasarruf
edip, daha deneysel alisveris yapacak, aileleri
ve arkadaslarnyla daha kaliteli zaman
gecirecekler.




Advanced urban design, influenced by increased
employee mobility has driven the development
of new levels of fully-integrated living.
Communities are now local living spaces to give
people everything they need for day to day life
in one centralized place. Retail, residential and
work, and leisure space.

The level of personal interaction extends to
physical, virtual and concierge services.
Knowing a customer’s buying habits, their
leisure interests, their style and colour
preferences means the retailers are presenting
uniquely personalized experiences through an
increased number of niche centers.

There is less focus on everything for everybody
and more attention pay to smaller and targeted
consumer segments.

Insight 3: Personal ownership of cars has
dramatically reduced.

The inefficiency of vehicles being in use %95 of
the time has been overcome by the dramatic
growth of driverless and completely
autonomous modes of transport.

The majority of the transportation is managed
by large fleet management companies, who
provide instant on demand service.

These new vehicles are produced by co-creative
partnerships between technology companies
and car manufacturers.

This on-demand transport service has dedicated
routes, so for them there are no jams, no hold
ups, no accidents.

Car ownership has reduced to the group of
transport enthusiasts, who drive purely for
passion and pleasure, not for convenience.

Insight 4: Buy what you want, where and how
you want is the norm.

Advances in smart device technology allows
consumers to literally buy what they see,
anywhere, anytime 24/7.

Simple, real time image capture analysis makes
everything shoppable from any source.

The increase in product placement across oll
media drives a new style of brand marketing.
Software provides detailed product
information, including sizes, colours, availability
and delivery option.

Icgorii 2: Tiiketici deneyimleri genel degil kisiye
ozeldir.

Calisanlarin hareket 6zglirliginiin artmasindan
etkilenen gelismis kentsel tasarimlar, tam
entegre yasamlarin gelismesinde biiyik rol
oynayacak.

Topluluklar insanlara glinliik hayatta ihtiyaclan
olan her seyi tek bir merkezden saglayacak yerel
yasam merkezleri halini alacak. Bu yasam
merkezlerinde alisveris, konut, is ve bos zaman
aktivitesi alanlari bir arada olacak.

Kisisel etkilesimler temel olarak fiziksel, sanal ve
konsiyerj hizmetleri olarak gerceklesecek.
Tuketicinin satin alma aliskanliklarini, ilgi
alanlarini, stil ve renk tercihlerini bilen
perakendeciler, sayilari giderek artan nis
merkezler aracihigiyla her bir kisi icin
ozellestirilmis deneyimler sunabilecek.

“Herkes i¢in her sey” diisiincesi popdlaritesini
yitirecek ve daha kii¢lik ve hedefli tiiketici
segmentleri 6nem kazanacak.

icgorii 3: Kisisel araba sahibi olma orani 6nemli
olgiide azalacak.

Siricisiz ve tam otonom ulasim yéntemlerinin
artmasi sayesinde %95 oranindaki verimsiz arag
kullaniminin 6niine gecilmis olacak.

Ulasimin biyik bir cogunlugu, talep aninda
hizlica arag¢ gonderimi yapan buytk filo yonetimi
sirketleri tarafindan saglanacak.

Bu yeni araglar, teknoloji sirketleri ile araba
Ureticileri arasinda gerceklesen yaratici ortaklik
ile Uretiliyor olacak.

Bu talebe bagh ulasim hizmetinin kendine ait bir
rotasi olacak, bu sayede bu ulasim hizmeti i¢in
trafik sikisikligi, gecikme, kaza gibi durumlar s6z
konusu olmayacak.

Arag sahibi olmak, ulasimdan ziyade keyif ve
tutku icin araba kullanan araba meraklilarina ait
bir 6zellik olacak.

iggorii 4: istediginiz seyi istediginiz yerden
istediginiz sekilde satin almak yeni norm
olacak.

Akillr aygit teknolojisindeki gelismeler,
tiketicilere gordikleri bir seyi istedikleri
yerden, istedikleri zaman 7/24 satin alma
imkani saglayacak.




It will also presents consumers with similar or
complementary products.

This drives the new high proficiency supply
chain model from manufacture to stock control
to final delivery.

This means niche goods are increasingly
manufactured in region, because the demand
for instant purchase has risen exponentially.

Insight 5: Stores have become showrooms and
experiental brand centers.

Shopping has become a massive center in brand
engagement, because despite the need in
speed of access to online merchandise, the
shopper in 2030 still has the desire to visit a
physical store to see, feel specific products
themselves.

To serve to this trend, stores have become
experimental brand centers, manned by highy
trained product specialists, who provide
enhanced customer service with high levels of
product personalisation and in depth product
training and advise.

Purchases are delivered the same day from
central warehouses direct to home or store.
This means the retail real estates are dedicated
to sales not storage.

Insight 6: Pure play is no longer an important
part of retail.

But there has been a shift from bricks to clicks...
In fact, the converse is true.

Retailer, who starts with a physical store have
found tremendous growth in online sales
because of the new flexible shopping
experience, which embraces all channels and
high levels of consumer defined criteria.

The pure play online only brands have taken
over physical stores to stay in the game.

Only the truely niche pure players exist entirely
online for specialist products, spares and parts.

Insight 7: Robotics and automation will replace
many jobs in the retail sector.

70 percent of roles and processes are now
managed by Al driven machines.

Shoppers, who don’t need physical contact with
sales staff, browse, try and buy without
physically paying at purchase.

Basit ve gercek zamanl goriintl yakalama
analizi herhangi bir seyin herhangi bir
kaynaktan satin alinabilmesine olanak
taniyacak.

Tim medya genelinde artan Uriin
yerlestirmeleriyle yeni usul bir marka pazarlama
stratejisi ortaya cikacak.

Yazilim boyut, renk, stok durumu ve teslimat
secenegini iceren detayli Uriin bilgisi saglayacak.
Bu yazilim ayrica tiketicilere benzer veya
tamamlayici Urilin 6nerilerinde de bulunacak.
Ayrica Uretimden stok kontroliine ve nihai
teslimata kadar olan tiim siireci kapsayan,
yuksek verimli yeni bir tedarik zinciri modeli
olusacak.

Bu da, aninda satin alma talebinin katlanarak
artmasiyla birlikte, ihtiyag duyulan nis Griinlerin
ayni bolgede lretilmeye baslanacagl anlamina
geliyor.

icgorii 5: Magazalar galerilere ve deneysel
marka merkezleri haline gelecek.

Alisveris marka etkilesiminin ¢ok biyik bir
parcasl haline gelecek. Clinkl ¢evrim igi
ahisverise erisim hizi ihtiyacinin artmasina
ragmen, 2030 yilindaki bir musteri hala satin
almak istedikleri Griini deneyimlemek igin
fiziksel magazaya gitme ihtiyaci hissedecek.
Bu trende hizmet etmek i¢in markalar, yiksek
seviyede Urin kisisellestirmesi, kapsamli {irlin
egitimi ve Onerileri ile gelismis misteri hizmeti
sunan egitimli Grtiin uzmanlariyla donatiimis
deneysel marka merkezleri haline gelecek.
Satin alinan Griinler merkez depolardan
dogrudan eve veya magazalara ayni gilin
icerisinde teslim ediliyor olacak.

Bu durumda perakende binalari Girlin
depolamaktan ziyade satis amach kullaniliyor
olacak.

icgorii 6: Perakendeciler yalnizca tek bir alanda
hizmet vermekle yetinmeyecek.

Fiziksel magazalardan ¢evrim ici magazalara
dogru bir yonelim oldugu dogru olsa da, aslinda
tam tersi daha dogru.

Tim kanallari ve genel olarak tiiketici tarafindan
belirlenen kriterleri kapsayan yeni ve esnek
ahsveris deneyimi sayesinde, fiziksel magaza
sahibi perakendeciler ¢evrim ici satislarla
birlikte blyuk biylime elde edecek.




All transactions are automatic, using biometric
payment systems.

Senses communicate directly with robot
devices, who run every mundane or routine
task in retail space, the office and the home.
From ordering supplies to cooking, cleaning and
general maintenance, they control the whole
retail supply chain, from manufacturing to stock
control and autonomous home deliveries.

A customer shopping for clothes, chooses their
item, tries it on and it is scanned throughly, so
that the actual item they buy fits perfectly,
because it is litteraly made to measure
including any additional personalization.

Insight 8: Competition for people’s disposable
income has increased.

The millenials and generation z have matured.
They are driven more by experiences then by
ownership and require access rather then
possesion.

They have more personal free time and seek to
learn new advanced skills.

This means the leisure industry competes even
harder for the larger portion of retail spend.
Retailers have embraced this change and now
offer training as an integral part of their unique
purchase experiences.

Omnichannel marketing is increasingly directed
towards Al, which seizes and shapes what
customers like, need or want.

This drive fierce competition for retailers to
stand out, which means retailers constantly
have to rethink and reenginer the shopping
experience they offer to stay current.

Change and desruption are the new normal.
The focus for retailers and investors is to keep a
close eye on the emerging technology trends,
use the data available to apply the new ways of
rethinking the end-to-end retail experience.
These are eight of our insights into the future of
retail.

Sadece cevrim ici magazalari olan ve tek bir
alanda hizmet veren markalar da oyunun icinde
kalmak igin fiziksel magaza agma yolunda
ilerleyecek.

Bulunmasi zor bir Uriin veya yedek parca gibi
tamamen nis Uriinlere odaklanmis markalar
yalnizca gevrim igi olarak hizmet vermeye
devam edebilecek.

icgorii 7: Robotik ve otomasyon perakende
sektoériindeki pek ¢ok meslegin yerini alacak.

GoOrev ve sireglerin ylizde 70’i yapay zekaya
sahip makineler ile yurutilecek.

Musteriler, satis elemanlariyla fiziksel iletisim
kurmadan Urinleri inceleyip deneyebilecek ve
satin alirken fiziksel bir 6deme yapmak zorunda
olmayacak.

Tim satin alma islemleri biometrik 6deme
sistemleriyle otomatik olarak gergeklestirilecek.
Sensorler dogrudan perakende alaninda, ofiste
ve evdeki her tirlli siradan ve rutin isle ugrasan
robot aygitlarla iletisim kuracak.

Tedarikten yemek pisirmeye, temizlik ve genel
bakima; tretimden stok kontroli ve otonom
eve teslimata kadar tim perakende tedarik
zinciri sensorler tarafindan kontrol edilecek.
Ornegin, kiyafet satin almak isteyen bir misteri,
begendigi Grlini denediginde, lrin bastan asagi
taranacak. Boylece satin alacag tiriin
misterinin Gstline tam olacak, ¢linki ilave
kisisellestirmelerle birlikte tirlin tam olarak
kendi Olgllerine gore hazirlanmis olacak.

icgorii 8: Markalar arasindaki miisteri gekme
yarisi kizisacak.

Y ve Z kusagl bliyiims olacak.

Bu iki kusak milkiyetten ziyade deneyimlerle
ilgileniyor ve sahip olmak yerine erisim hakki
talep ediyor.

Kisisel bos zamanlari diger kusaklara kiyasla
daha fazla ve ileri diizey beceriler elde etmek
istiyorlar.

Bu da perakende harcamalarindan daha bliyuk
pay kapmak isteyen eglence endistrisinin daha
da siki bir rekabete girecegi anlamina geliyor.
Perakendeciler bu degisimi benimseyerek, her
bir kisiye 6zel satin alma deneyimlerinin bir
parcasi olarak Grin egitimi hizmeti de sunmaya
baslayacak.




GCok kanalli pazarlama giderek musterilerin ne
istedigini, neye ihtiyag duyduklarini ve neyden
hoslandiklarini 6grenip sekillendiren yapay
zekaya dogru evrilecek.

Bu da, gilincel kalmak i¢in musterilerine
sunduklari alisveris deneyimini strekli olarak
gbzden gegirip yeniden tasarlamak zorunda olan
perakendeciler arasindaki 6ne ¢ikma yarisini
kizistiracak.

Degisim ve yikim yeni normlar haline gelecek.
Perakendeciler ve yatirimcilar ortaya gikan
teknoloji trendlerini yakindan takip etmeye,
uctan uca perakende deneyimini yeniden dizayn
edebilmek i¢in elde ettikleri datayi kullanmaya
odaklanacak.

Perakendenin gelecegine iliskin elde ettigimiz
sekiz i¢ gorimizii 6zetlemis bulunuyoruz.




