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v' Location awareness

v Mobile-local retailing (Brick and mortar & online)

Extreme

v Try virtually before you buy convenience

v Voice everywhere
v Me-tail and hyper personalization

v" Real time proactive intelligence

THE MEMORIAL DAY EVENT

ENJOY 40% OFF

Instant

¥ 3 emorial Day Event
=
TRENDING NEAR GLOUCESTER
PREMIUM OUTLETS

v" Subscription business models, machine-aided access
commerce

v Reusing & recycling
v Flexible ordering and pick-ups, automated

. : Hyper
delivery drivers versonali-
v' Seamless payments and transactions zation

BUSINESS https://www.marketopportunities.fi/49c60e/contentassets/e589f20c008f4d46ba548366f
FINLAND 2a1f7fd/future-watch-studies the-future-of-seamless-shopping.pdf
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LAST MILE ARMS RACE INTENSIFIES

Case study: Darkstore uses idle space for last mile operations

As of September 2019, Darkstore had
more than 600 fulfilment centres in the US.
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= Darkstore is a US-based start-up focused on fulfilment
and distribution. Darkstore partners with companies that
own extra space, such as warehouses, shopping
centres and retailers, and uses that space to
handle fulfilment for other brands. This approach
allows brands to have more local inventory to facilitate
same-day and one-hour delivery at a comparatively
affordable cost.

= In addition to rapid delivery, due to localised fulfilment
centres, Darkstore’s intelligent routing services help
minimise costs. According to Darkstore, a brand that uses
Darkstore will spend as little as 3% of their revenue on
fulfilment, compared to an average of 25% with
conventional fulfilment.

Our Take

= The type of hyperlocal warehousing Darkstore is building
is likely to become a popular strategy, as retailers and
brands seek to compete on rapid delivery. This is a good
solution for companies which lack the resources to build
their own network of hyperlocal warehouses.
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SEAMLESS SHOPPING EXPERIENCE

China’s ever-more discerning consumers’ expectations for a seamless
shopping experience will become less forgiving, with little tolerance for
inconsistent services across online and offline. Consumers will expect the
experience to be tailored to their individual needs, preferences and history
and fun! Brands will need to view customer journeys over the lifetime of the
relationship with consumers, rather than one-off purchases. Enabling this will
be working closely with B2B partners such as retailers, distributors and
online platforms to ensure the B2C experience is seamless.

Current factors which are the most important to your consumer experience?

Post Purchase Service | 55 201
Customer Service N 54 3%,
Ease of Use I 46,7%
Ease of Purchase I 40,8%
Privacy I 37,3%
Personalisation I )8 8%
Instant Gratification GG 21,2%
Trail / Samples GG 19,8%
Loyalty Recognition IEEE————_ 19,6%
Information GG 16,5%

How important is it that you have a complete customer experience, as opposed to simply
purchasing a product?

Neutral Important Very Important
BUSINESS L 14,2%
FINLAND Future Watch into Mainland China & Hong Kong, December 2018

MOST RELEVANT
CONSUMER ROLES

PERSONALIZATION  ASTUTE PREMIUMISER
NEEDER

| 'JEI
TRANSPARENCY VIRTUAL ESCAPIST
NEEDER B
EXPERIENCE
SEEKER
! 1
K 3 ’
© ol
ETHICAL CONNECTED
ADVOCATE CAPITALIST



Muuttuvat arvot

Muuttuvat arvot

= Leasing-elama
s " Huoli yksityisyydesta

Ha'!":r'-l"ar in the Climate Anxiaty
iddle East c

° Male Powsr Drechiminaton 0 Increasing Health - E Ett] n e n e la m a n tyy l]

Requiramanits

Cramership
D Ethics of AT o --l- l- l-- )
o Premiumisation Right to Privacy u H ] ] ] n e utra a ] e a I I l a
Ae :egta_rh:e_n:' Cybarg o Weakaning o I
echnology Dredication Aniimz| Rights 0
Decriminalising Drug 0
Use Slow Life
. Bettar World
Lueury: Human ta o = ﬁn:"-_':!ﬁgg_fee o

Ruman o
cemrs T f Personal Branding
Privacy Invasion 26 Mmosphere Design m
Tightaning Ethical °

Criteria

Q Valuing Free Time

L Impartance of
Hew tribes Significance 0

o Cogyright

Democratic

Ecosocialism o m

Global Citizenship o

Robot Rights

BUSINESS
FINLAND



Muuttuvat arvot

TREND NO. 2: PRIVACY PUSHBACK SPREADS

Case study: Partnership enables users to monetise their own data

& ll T -

§ digi.me private sharing @

Clean up your public

posts by sharing your
social data
@ That Fiing Post
Share summary Tap ta review
® o~ B - @ 'u'

Data comes at a price for many companies. Only 23% of global connected consumers report that

Digi.me provides checks and
balances so you are always in
control!

- The Private Sharing consent screen clearly explains what data will be
used, for what purpose, and whether a copy will be stored

- You can review your private shares inside digi.me - and revoke access

they freely share information on the internet, according to the 2019 Lifestyles Survey.

= While the idea of enabling users to monetise their data
exists, the concept has yet to take off. UK-based
Digi.me, a data sharing platform, and the Universal
Basic Data Income (UBDI) community are hoping to
take advantage of converging drivers, including tools
that make it easier for people to aggregate data, the
rise in privacy first regulation and a boost in the value
of said data.

= Digi.me, which allows individuals to securely import
and store encrypted data from different sources,
announced a partnership with UBDI in 2019.

BUSINESS
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= UBDI is a community that enables users to get paid
for sharing anonymous, aggregated insights with
market researchers. Users can share trend data on
their purchases, financial transactions, entertainment
preferences, social media and medical history.

Our Take

» The partnership will challenge the way today’s data
brokers make money, as it enables individuals to
generate income from their data, too. This will
provide consumers with a sense of control regarding
the value exchange of their different data sets.
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PERSONALIZE IT! MOST RELEVANT

CONSUMER ROLES
China is well placed to apply personalization en scale. It has the key
ingredients to support the Artificial Intelligence required to support mass
personalization including the deepest and broadest user data on
consumers consolidated across a small number of well-resourced
companies. Positive consumer attitudes towards personalization and use
of personal data, and supportive government programs through
regulation and investment, will also drive this personalization.

China presents more applications for personalization than any other PR O A0 T e EechpiS
market due to high digital usage, high penetration of smart devices from NEEDER R T
appliances to cars and enthusiastic embracement of digitally assisted a4 41 ¢ L
sport, health and entertainment. Liberal regulations around genetic . i \o
sciences presents opportunities as far reaching as individual genome > e ﬂ’
customization and pin-pointed health treatments o)

Top-10 current sectors consumers are most likely to seek personalized products or services ()

EXPERIEN CELEBRITY SELF
Sport & Fitness | 44,8% CE WANNABE IMPROVER
SEEKER

Travel e 4) 90/,
Finance & Investment S 33 50/
Health Related eSS 33 30,

Education 24,30/0 \'\;\w l‘l\"ll_l"l

Daily Necessities I EEEESSS——— D) 6% ama
, 0 - ]
Home Décor e —— 22,4% SETTING GENDER  CONNECTE

Cosmetics I )] 20/ CHANGE AGNOSTI D
Fashion m———— (), 3% R C CAPITALIST
F&B messsssssssssss—— 19 3%

BUSINESS
FINLAND Future Watch into Mainland China & Hong Kong, December 2018
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ETHICAL LIVING Fthical Products

Less Focus on
Material Wealth

As consumers today are increasingly choosing sustainable products and services, Ethical Giftisan online retailer focusing on ethical

gifts. As consumers want to show themselves to

they have a growing power to influence both other consumers and manufacturers ue ethical people, they can choose ethical gifting

. . . . . : . as well to express themselves this way to others.
due to the rise of social media and the ease of getting information and sharing ¢ = ) i

opinions.

While ethical values are expressed in consumer attitudes towards shopping, those
considerations differ by age group and gender. In Japan, this only applies to a small
percentage of the population so far, but active advertising campaigns about the
upcoming 2020 Tokyo Olympic Games are likely to make ethical living a more
prominent concern among Japanese consumers.

Ethical Gift
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Middle Segment 2018

Disposable Income Distribution, Current Prices, Number of Adults, '000s
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Percentage Of Digital
Commerce Made Via
Mobile: 2020
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Growth by Household Type Globally:
2020
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Source: Euromonitor International from national statistics/Eurostat/UN/OECD/ITU
Note: Data is forecast. Consumer expenditure data is in constant 2018 prices, fixed US$ exchange rates
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LONER LIFESTYLE

Desire to Relax

Services for single consumers are on the rise

JAPAN CREATING OWN CASTLE

As referred to in Japanese, dokushin-kizoku (well-off singles) or single consumers
are seen rather positively in Japan. Consumers who are happily single tend to value
their freedom and spend their time and money on hobbies and pleasant activities
that enhance their full enjoyment of life.

They enjoy spending time at home during the weekend for just relaxing, cleaning,
cooking, sleeping, watching TV, etc. Since many Japanese consumers feel highly
stressed at work, they strive to create a relaxed environment at home,
incorporating styles they like.
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Future Watch' Links to Business Finland
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https: //www marketopportunltles f|/49c60e/contentassets/e589f20c008f4d46ba54836
6f2alf/fd/future-watch-studies the-future-of-seamless-shopping.pdf

https://www.marketopportunities.fi/home/2019/future-consumer-in-south-korea/

https://www.slideshare.net/futurewatch/future-watch-consumer-trends-in-china-and-
hong-kong/3

https://www.marketopportunities.fi/home/2019/consumer-trends-and-lifestyles-in-
japan/
https://www.marketopportunities.fi/home/2019/signals-from-indialast-mile-services/

https://www.marketopportunities.fi/home/2019/signals-from-india-consumption-
measument/

https://www.marketopportunities.fi/home/2019/signals-from-india-rise-of-e-repair/
https://www.marketopportunities.fi/home/2019/signals-from-india-urban-wellness/
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Tekoaly

Kiinalaisesta kuluttajasta, tuotteen rekisterdinti,
erityisesti luontaistlotteet

Global shipping / warehouse (delivery times)
Kyberturvallisuus

Kestava kehitys Intiassa

Digital and global b2b services

Kulutuksen muuttuminen tuotteista palveluihin,
mita tarkoittaa?

Mika on Suomen matkailun digitalisaation
hitauden syy?

KV-maksutavat

Mita vastuullisuus tarkoittaa kuluttajille =
kaytanndssa ja miten se vaikuttaa ostopaatdksiin
kaytannossa vai vaikuttaako ja missa laajuudessa?

Foodservice / HoReCa
Organic
Self improvement

Mista ilmiosta tai markkinasta toivottiin lisaa tietoa?

Markkinat:
Aasia

- Kiina

-  Etela-Korea
- Japani (2)

Vendja (3)
USA (3)
Keski-Eurooppa (3)



Mika ilmio vaikuttaa eniten tulevaisuuden
liiketoimintaymparistoosi?

Mista haluaisit saada lisdd tietoa tai nikemysta?

www.menti.com|

p

Grab your phone Go to www.menti.com Enter the code 57 74 67 and vote!
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Yhteystiedot

Soile Ollila Sari Arho Havren,

inki Hong Kong and Teppo Turkki, Tokyo Paula Salomaa,
peisink Chinga J Japan, Korea, Taiwan, Palo Alto USA
’ Indonesia

Brussels/Europe


mailto:Sari.arhohavren@businessfinland.fi
mailto:Teppo.turkki@businessfinland.fi
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mailto:Soile.ollila@businessfinland.fi

