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Why Shifts Happen: A Confluence of Drivers

Forces ranging from 
demographics, life stage, 
aging, household 
structures to social value 
shifts. 

Digital/mobile technology, 
including AI, AR, VR and 
IoT. Also includes forces 
influencing data privacy 
and security. 

Forces influencing global, 
national and personal 
economic realities. Also 
included are forces 
influencing payment and 
value. 

Forces concerning natural 
resources, sustainability, 
waste, water, energy and 
weather. 

Government regulations 
influencing various sectors 
and industries.



Drivers of change are the discrete, 
observable  & emerging smaller-
scale changes that will influence 

and shape the future.

Examples from
today’s marketplace that 
show us what is possible

in your industry. 

Future Shifts are multi-year 
hypotheses / narratives about 

the most disruptive  and 
structural shifts in 

the future.

DRIVERS OF CHANGE EARLY EXAMPLESFUTURE SHIFTS

How we will present the Future Shifts to you



Generating Deep Consumer Understanding
The Consumer Component

A comfortable environment where 
community members speak 
candidly and openly, leveraged in 
combination with best-in-class 
online moderation techniques, 
sector expertise, and proven 
research methodologies, leads the 
way to in-depth consumer 
understanding and discovery.

From Engagement to Insights…

• Online Behavioral Tracking

• Unmet Needs

• Path to Purchase

• Co-Creation and Ideation

• Trend Detection and Analysis

• Product Testing

• Concept Analysis and Iteration

• Foundational Understanding

THE CONSUMER COMPONENT
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Who we talked to…
THE CONSUMER COMPONENT

WHO WHAT

We conducted research in our syndicated 
research community consisting of a mix of men 
and women aged 18-64 from all different social 
and economic backgrounds throughout the US.  

We asked them to share their opinions on 
technology, shopping in-store vs online, as well as 
changes in their habits and the role politics and 
store ethics play in their decisions.





























































Retail Shifts 



3 Big Shifts

1. Augmented Experiences

2. Home Is Where It’s Happening

3. Separated at Wallet



Shift 1: Augmented Experiences

As AR becomes more 
affordable and applicable, 
and as consumers 
become increasingly 
comfortable with it, both 
parties stand to benefit 
from the possibilities. 

Augmented Reality will reframe the human experience through the focused use of tech



Key Drivers Behind the Augmented Experiences Shift

Sensor technology advancementsPervasive desire for novel experiences

Rising interest in multi-sensory experiences Evolution of brand engagement

Social path to purchase

Desire for the human option



Augmented Experiences: Where We See This Today



Augmented Experiences: Where We See This Today



Augmented Experiences: Where We See This Today



Embracing the Tension

Gensler’s research: 
Places with the latest 
technology are more 
likely to offer a great 
experience…even if most 
people don’t interact 
with technology directly.

And here’s what we 
found out…
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AR is being slowly adopted for specific benefits
TECHNOLOGY AS A TOOL

Technology has made my shopping experiences so much 
easier. I can look at stock online, even reserve the items I 
want and need. I can have it delivered or even pick it up. I 
use my smartphone and computer.

Those incorporating technology into their shopping are 
primarily leveraging it for price comparison and getting 
the best deal.

Technology has made it easier to shop at any retailer. I use 
my phone to shop online at certain retails, I use my phone to 
find coupons and find deals. I go online on my computer to 
compare prices at retailers. I think technology has impacted 
for the better. I like that I can purchase in advance online 
and go to the retailer to pick up.



Shift 2: Home Is Where It’s Happening

With the continued rise in 
remote/home work and ease 
of in-home delivery, it is 
increasingly difficult to inspire 
consumers to leave their 
homes.

Homes and apartments are the new retail frontier, challenging many brands to adapt



Key Drivers Behind the Home Is Where Its Happening Shift

Proliferation of home deliveryChannel blur

From work/life balance to work/life blend Success redefined

Voice recognition becomes its own platform

Decentralization of manufacturing



Home Is Where It’s Happening: Where We See This Today



Home Is Where It’s Happening: Where We See This Today



Embracing the Tension

Gensler’s research: 
That “design matters” in 
the bricks and mortar 
experience is important—it may 
get people out of the home. 

And here’s what we found 
out…
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SHOPPING BEHAVIORS 

While many are shopping more online, physical stores serve a distinct purpose

I like being able to see and feel products up close, plus 
I like browsing different aisles and departments when 
I'm at a store. I also like the convenience of being able 
to take the product home right away to use, and not 
have to wait for it to be delivered days later to my 
house.

Even with 45% of shoppers saying that in the past two years they 
are shopping more online, instant gratification, in-store sales and 
the experience continue to drive customers to visit a physical store.

I want to interact with real human beings as I get 
what we need. I want to able to hold things and see 
them. I like the sight of the aisles in stores, I can look 
at the whole aisle in one glance, something that is 
just not possible online. I like pushing the cart, the 
music playing, the clearance endcap displays, smiling 
at other people and smelling the coffee from 
Starbucks floating on the air…

45%

4%

49%

1%

More often Less often About the same I don't make
purchases

online

Thinking about the past two years, are you shopping 
online…

N= 273
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SHOPPING BEHAVIORS

Exploration is a key driver to in-store shopping

27%

16%
13%

35%

47%

24%

43%

I prefer
shopping
online to

shopping at
the store

 I only shop
online for

things that I
absolutely

need

I go to the 
store to see 
what’s new 

and trending, 
then go 
home to 
purchase 

online 

I go to the 
store to see 
what’s new 

and trending 
without 

necessarily 
making a 
purchase

I like to 
browse 

online to see 
what’s new 

and trending, 
without 

necessarily 
making a 
purchase 

Going
shopping is

an important
way for me

to spend time
with my

friends or
family

 I only go to
the store to
get things I

need

Which of the following statements describe your 
shopping preferences? (Please select all that apply.)

I like the hands on experience while shopping 
in store, especially groceries. I don't mind 
shopping online for minor things that I've 
bought before.



Shift 3: Separated at Wallet 

As the American population 
becomes more polarized 
politically and socially, and 
as norms around how 
people express themselves 
change, retailers are going 
to find themselves taking a 
stand…whether they like it 
or not.

Political & social divisions are passionately expressed at retail



Key Drivers Behind the Separated at Wallet Shift

Polarization of social circlesThe new curation

Changing norms around discourse Increasing political divide

Beyond corporate responsibility

Pervasiveness of AI



Separated at Wallet: Where We See This Today



Separated at Wallet: Where We See This Today



Separated at Wallet: Where We See This Today



Separated at Wallet: Where We See This Today



Embracing the Tension

Gensler’s research:  
Spaces that are reflective of 
broader brand/company 
mission tend to offer better 
experiences.

And here’s what we 
found out…
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SHOPPING BEHAVIORS 

Brands must be aware of social implications.

Yes Absolutely. You vote with your money. I refuse to fund my own 
oppression or causes I disagree with. Sometimes a true cost of an item 
is social or environmental. I not a person who complains or protest. I 
follow the money. I watch where my one goes & how companies use 
their financial power. It is the only smart way to shop. 

I don't eat at Chic-Fil-A because they are an anti-LGBT business. I refuse to 
support any business or organization that is anti-LGBT or racist.

Shoppers are still split on the impact that 
a brand’s ethics have on their loyalty.  
However, this seems to be a growing 
trend that retailers need to pay attention 
to and those that are impacted have 
strong opinions.

I like to be aware of retailers' ethics, but I admit to caving and shopping at 
some stores whose policies I don't always agree with. I won't shop at the 
ultra-conservatively religious Hobby Lobby.

Yes, unfortunately politics has corrupted our society and I vote with my 
wallet when deciding where to shop.

Yes to some extent. I will avoid Walmart if I can because of their poor 
treatment of employees.
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SHOPPING BEHAVIORS

However, many shoppers still prefer brands to remain neutral

I don’t really pay attention to their stances on things. I usually just want to 
buy a product and leave. It may depend as I hear more about something if 
the issue is big enough or important to me to maybe consider shopping or 
not shopping at any particular retailer.

Those who aren’t influenced by values or politics are primarily driven by price and quality of goods 
and don’t have the luxury of being selective.

I don't consider a retailer's ethics for shopping there. Important for us is the 
convenience, the quality of the products and the price.

I don't consider their ethics at all, whoever's got the best price for what i'm
looking for gets my purchase.



Final Thoughts

Shifts and trends are 
never straightforward—
there is often and 
underlying tension—and 
it can be a balancing act 
to capitalize on shifts in 
the marketplace as a 
result.

Understanding the 
drivers behind the shifts 
can help you interpret 
and act on them.

Looking outside of our 
own typical lens to bring 
in cross-functional 
viewpoints—like 
layering on Gensler’s 
design perspective onto 
thinking about retail 
shifts—adds depth and 
dimension and may 
unlock new thinking.



Thank You!

Please reach out so we can discuss this further with you-

Don Abraham, Ipsos Strategy3 don.Abraham@Ipsos.com

Lauren Adams, Gensler Lauren_adams@gensler.com

Mark Brungo, Gensler Mark_Brungo@gensler.com

Danielle Edwards, Ipsos SMX Danielle.Edwards@Ipsos.com

mailto:don.Abraham@Ipsos.com
mailto:Lauren_adams@gensler.com
mailto:Mark_Brungo@gensler.com
mailto:Danielle.Edwards@Ipsos.com
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