
RETAIL REVOLUTION: APOCALYPSE OR RENAISSANCE? 
3 Trends Changing Marketing in the Retail Industry
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The retail industry is undergoing an enormous transformation with the influx 
of new technologies and ever-changing consumer behavior. One change is 
obvious: Shopping experiences for today’s consumers are no longer defined 
by traditional brick-and-mortar. Instead, they are a mix of online and offline 
experiences, aimed at convenience. 

While some pessimistically refer to the changing landscape as a retail 
apocalypse, other industry analysts view the situation as much more 
complex, with the disruption of consumers, competition, and technology 
spurring more of a retail ‘renaissance.’ Retail has reinvented itself multiple 
times over the past couple centuries and we’ve now evolved into a new 
age of modern shopping. Consumers expect retail brands to meet them 
wherever they are, without boundary. Meanwhile, the proliferation of digital 
technology means that consumers have more access than ever to product 
information and reviews that ultimately impact their purchasing decisions. 

As a result, retail marketers are tapping into more and more data sources 
and channels to give customers the relevant, engaging, flexible experiences 
that they expect throughout the shopping journey. The retail renaissance 
presents a real challenge for retail marketers, but also extraordinary 
opportunity. It’s never been more important for retail marketers to 
understand the changing dynamics of the industry and how to best reach 
their customers. 

Here are three of the top trends impacting the 
retail marketing landscape today, and how 
marketers can think about innovating their 
strategies around data and intelligent analysis.

Shopping experiences for today’s consumers are
no longer defined by traditional brick-and-mortar. 

https://www.washingtonpost.com/business/2019/04/10/retail-apocalypse-now-analysts-say-more-us-stores-could-be-doomed/?noredirect=on&utm_term=.d3875ac45261
https://www.washingtonpost.com/business/2019/04/10/retail-apocalypse-now-analysts-say-more-us-stores-could-be-doomed/?noredirect=on&utm_term=.d3875ac45261
https://www.forbes.com/sites/gregpetro/2019/06/21/the-bogus-retail-apocalypse-looks-more-like-a-renaissance/#2a36af2f5ff4
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67% of consumers say that they want 
to shop from retailers that offer

them a seamless customer journey across
shopping channels.

Figure 3
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Service & advocacy

Browse & shop

Awareness & acquisition

Engagement & discovery

Service & advocacy

TOP CONSUMER EXPERIENCE
IMPROVEMENT AND INVESTMENT AREAS

Consumers today expect to be reached through a 
variety of different channels, and they want to be 
reached with the right messages at the right time. 
67% of consumers say that they want to shop from 
retailers that offer them a seamless customer journey 
across shopping channels. And 54% of retail 
marketers view customer journeys as the primary 
vehicle for customer experience improvements. 1

However, consumers are reporting that interactions 
with retailer’s products, services, and brands across 
touchpoints are disconnected, with only 13% of 
consumers saying companies generally excel at 
delivering connected experiences.

Meanwhile, brands rated the biggest consumer 
challenges as engagement and discovery (32%) 
and awareness and acquisition (24%).2.

As they look to the future, retail brands are attempting 
to focus their investments and resources in the right 
areas, aiming to double down on messages that drive 
top of the funnel traffic.3 It’s clear that retail brands 
need to improve their connections with customers, 
but how will they get there? They can start by 
identifying and understanding some of the underlying 
pain-points. 

1) Despite constant connectivity, consumers 
find their retail experiences to be disconnected
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Average retail and consumer goods marketers are 
using eight channels to reach their customers– and 
intend to expand that to 13 within a year.4 As a result, 
retail marketers have a wealth of knowledge available 
to them in the form of data, from sales and website 
analytics, to social platforms and email.

Using that data to understand their customers poses 
a massive challenge for marketers, as they spend so 
much of their time aggregating and preparing data, 
rather than actually analyzing and drawing insights 
from them to inform their marketing campaigns. 

Oftentimes, marketers are not analyzing the whole 
customer journey, as they don’t have access to a 
holistic view of their marketing activities— they’re 
only able to analyze individual pieces due to time, 
resource constraints, and disorganized data. 

The top three data deficiencies for brands are:

Governance: 68% don’t have clearly defined roles 
and governance for managing consumer data.5

Agility: 63% don’t respond to consumer demands 
and insights in an agile manner.5

Security: 54% don’t have rigorous compliance and 
security to monitor and protect consumer data.5

•

•

•

2) Complex, fragmented customer journeys are making 
it difficult for marketers to glean actionable insights

84% 14% +17 %

76% 18% +24 %

73% 22% +30 %

67% 25% +37 %

65% 30% +45 %

57% 33% +58 %

54% 37% +68 %

54% 30% +56 %

53% 34% +65 %

53% 37% +71 %

51% 33% +64 %

51% 36% +69 %

42% 38% +91 %

29% 37% +127 %

19% 41% +218 %

WEBSITE

EMAIL MARKETING

DISPLAY/BANNER ADS

SOCIAL PUBLISHING

SOCIAL ADVERTISING

VIDEO ADVERTISING

MOBILE APP

MOBILE MESSAGING

AFFILIATE MARKETING

NATIVE ADVERTISING/SPONSORED CONTENT

CUSTOMER COMMUNITIES

PAID SEARCH/SEM

INTERNET OF THINGS (IOT)/CONNECTED DEVICES

VOICE-ACTIVATED PERSONAL ASSISTANTS

VIRTUAL REALITY (VR) OR AUGMENTED REALITY (AR)

SOURCE: InternetRetailing Media Adopted from State of Marketing study, fifth edition, Salesforce Research, 2018

Current and Intended Usage of the Following Channels among Retail and Consumer Goods Marketers

CURRENTLY USE PLAN TO USE WITHIN 12 MONTHS

PROJECTED
GROWTH RATE

MARKETERS EMPLOY A GROWING ROSTER OF CHANNELS
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3) Data is at the crux of 
consumer experience, and
marketers need access to 
real-time insights in order 
to optimize with speed

Data is at the heart of consumer experiences and 
unlocking insights through data is a key part of the 
solution to the disconnect between consumer needs 
and the experiences marketers are delivering. 

Today’s consumers expect to be reached with 
personalized messages to help inform their decision 
making across their path to purchase. If they don’t 
feel connected to a retailer, competition and the 
speed of today’s market make it easy for shoppers to 
look elsewhere. 

Marketers need access to real-time insights into how 
their campaigns are performing in order to pause or 
double-down on ad spend so that they can ensure 
they’re not missing a minute of customer attention. 

Research shows that brand leaders who 
reported a revenue increase of at least 10% in the 
past fiscal year  focus on data at nearly 2x higher 
rates than underperformers across all areas, on 
average.6

Retailers that have actionable data at their fingertips 
are able to optimize in a more agile and intelligent 
manner.
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Marketing Intelligence & The Path To An Exceptional 
Customer Retail Journey
Creating a single source of truth 

Marketing Intelligence platforms like Datorama, a 
Salesforce company, help marketers to connect and 
unify fragmented data sources, combining them into 
a single view of their customer that many marketers 
lack. 

This single source of truth gives marketers back the 
time spent wrangling data, increases operational 
efficiency, and ensures that teams across the 
organization are working from the same set of facts, 
KPIs, and taxonomies — ultimately laddering up to a 
common set of goals across the business. 

Gaining speed to insights & optimization 

On top of working from a unified set of data, 
Datorama adds cross-platform and cross-channel 
analytics, instant and customized data visualization, 
and intelligent recommendations to help optimize 
marketing KPIs.

Artificial intelligence (AI) powered insights means that 
retail marketers have access to real-time data that they 
can immediately optimize to develop campaigns and 
touchpoints that resonate with customers, rather than 
analyzing piecemeal insights, weeks or months after 
the fact. 

The best time to optimize a campaign is while it’s still 
in motion, in order to double down on what’s working, 
or pull back on campaigns that are underperforming. 
With so many retailers operating at a global scale, they 
need to be able to make smarter decisions across 
every campaign, creative, keyword, post and audience. 

In today’s digital landscape, the modern customer is 
always on and constantly active across channels. Thus, 
marketers need insights at their fingertips in order to 
react with speed. 
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Datorama gives retail marketers the edge they need 
to connect with consumers across every stage in the 
customer journey. With a single source of truth to 
connect and integrate data across a multitude of 
sources, retail marketers can drive more meaningful, 
valuable interactions at scale.

The changing retail industry gives consumers a 
plethora of options and channels when it comes to 
interacting with brands. And data is currency during 
this retail renaissance. Winning marketers will be 
those that are data-driven and use insights to power 
exceptional experiences for customers that ensure ROI 
on every marketing investment.

To learn more about Datorama, a Salesforce company, 
and how it can help you visit Datorama.com. 

https://datorama.com/demo/ 

VIEW DEMO
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