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Take-Aways
	Brazil, Russia, India and China will dominate the global retail market by 2022.
	By then, the Chinese retail market will be worth $8.3 trillion – around a quarter of global retail sales and double that of the United States’ $4.5 trillion market.
	In contrast, weakness in the UK will see “polarized shopping habits” – where consumers buy staples from discounters to fund luxury purchases – pressuring mid-market retailers.
	E-commerce, m-commerce (sales via mobile devices) and s-commerce (sales through social media) will transform global retail.
	Store-owners will respond to this new virtual landscape through compromise, integrating their physical outlets with their online offerings.


Recommendation
The Economist Intelligence Unit presents a thought-provoking picture of the global retail environment ten years from now and the challenges and opportunities these changes present. It takes stock of how retail has evolved and, through extrapolation from current trends, presents an analysis of the major sociodemographic, technological and business developments that will likely impact retailing in the future. getAbstract recommends this paper for its rigorous analysis of retail trends and insightful vision of retail’s future.

Summary
By 2022, BRIC countries – Brazil, Russia, India and China – will be four of the world’s six largest retail markets. By then, the Chinese retail market alone will be worth $8.3 trillion – nearly a quarter of total global retail sales and twice the size of the United States’ $4.5 trillion retail market. India will be next up ($4 trillion), followed by Japan ($1.6 trillion), Russia ($1.5 trillion) and Brazil ($1.2 trillion). Within ten years, India’s retail market will likely catch up with Western Europe’s. Chinese and Indian firms will buy up well-known retail names in the West. Rapidly rising demand will drive Chinese retail growth as the country becomes more urbanized and incomes grow. Big Western retail chains have already recognized this potential. Walmart and Carrefour, among others, have established thriving operations in China, while luxury goods retailers are making inroads, too, and looking toward the BRICs and beyond for more market share. And it’s not one-way traffic: The likes of India’s Tata and Hong Kong’s Hutchison Whampoa are cultivating a growing influence on Western markets. As BRIC growth wanes, Africa will emerge as the next retail frontier. Weakness in the UK market will see “polarized shopping habits” – where consumers purchase staples from discount stores, such as German chains Aldi and Lidl, to fund luxury purchases – leading to pressure on mid-price level retailers.
“While retail growth moderates in mature Western markets, the rapid growth in retail consumption in emerging markets will continue to create a vastly different global retail landscape by 2022.”

E-commerce, m-commerce (sales via mobile devices) and s-commerce (sales via social media) will transform retail. The next decade will see online purchases account for more than one-third of sales in developed markets like the UK, compared to around 10% now. Mobile commerce will become mainstream by 2022 as more consumers make impulse purchases on mobile platforms. S-commerce, led by the likes of Pinterest, will add a further dimension to virtual shopping. By 2022, “bargain-driven technologies” such as Groupon will have expanded into sophisticated sites tailoring and personalizing their offers. Now that the worst of the economic downturn has passed, new technology will usher in the changes.
“While technology...will be the key driver..., the recent economic downturn has acted as a catalyst to increasingly sophisticated consumer behaviour.”

Despite this, traditional “bricks and mortar” retail outlets will react to change by merging their online presence with physical store offerings. Traditional stores will still exist in 2022, but they will have very different business models, evolving to look more like showrooms, collection centers or customer service hubs with sales driven by “augmented reality” displays connecting to their customers through smartphone applications.

About the Author
The Economist Intelligence Unit is an independent research and analytics organization.
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