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Agenda for this morning
1) Digital retail 

• What are the current trends shaping the retail sector and customer 
behavior? 

• What is the role of customer insight in retail today?

2) The Platform Economy and Retail

• Why are digital platforms increasingly popular amongst consumers? 
• How do platforms built their competitive advantage on the use of customer 

insight?
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Retail has undergone a major digital 
transformation during the past century
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Accordingly, many are trying to ”grab” a 
share of the retail value chain
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Most importantly, customer insight has
been infused into retail business

“Supply-driven” retail “Demand-driven” retail
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“customer experience, in addition to a value 
proposition centered on large selections, 
customization, convenience, customer 
engagement, and price, has become the 
deciding factor for success in the sector.”

(Hänninen, Mitronen & Kwan, 2019) 
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Digitalization is enabling customers to 
fulfill different consumption needs

Bemis Company (2018)
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As such, customer journeys are 
increasingly complex

Smartrevenue
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This makes managing customer 
experience extremely complicated

Pointtillist
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A large innovation has been the use of 
customer data to understand needs of 
individual customers

Segmentation Individual needs
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So how is customer insight changing
customer behavior? 

Lähde soveltaen: Raijas, 2016

Consumption is….
• Satisfying needs
• Allocating resources

• Making choices

• Social action
• Self expression

• Experiencing
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Online retail is enabling customers
have increasingly personalized
shopping experiences

Shopify
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At the same time digital business 
models have raised expectations of 
customer experience to new hights
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For example, DTC business models
enable customers to bypass the retailer



@mikkomax

www.linkedin.com/in/
mikkohanninen

Example. P&G and DTC competitors
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Brands are engaging digital solutions
to create more experiential business 
models

Samsung
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Thus, digital technologies will further
reshape the retail landscape in the future

Forbes (2017)
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Some frontrunners have been able to use
technology to rejuvenate their business

Rapha, Brewer St. Nike Town, Oxford St. Primark, Oxford St.
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However, particularly the digital ”giants” are
also ready to make the leap to future
technologies
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In the future technology, data and 
customer understanding are largely
present in retail business models

Alibaba Group
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Thus, traditional players need to react and 
stay on top of the competition
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Many retailers have already lost the game
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”[The Digital Platform Economy] has led to 
radical change in how we work, socialize, 
create value in the economy, and compete 
for the resulting profits.”

(Kenney & Zysman, 2017) 
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Central to the platform economy is the
mediation of exchange between
consumers and independent providers
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“digital platform intermediate transactions 
among firms and/or individuals that may not 
be able to transact otherwise.”

(McIntyre & Srinivasan, 2017) 
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Central to platforms is customer
understanding and big data

van Alstyne et al. 2016
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“transaction data are one such factor that 
distinguishes platforms from incumbent 
retail business models, and we expect that 
data generated through digital platforms will 
form an even greater competitive advantage 
in the future as these platforms can collect 
data from a multitude of interactions with 
their user base, both online and offline”

(Hänninen, Smedlund & Mitronen, 2018) 
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Generally platforms differ from other
business models in terms of assets and 
resources
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As such, platforms can achieve high
margins and profitability

Simon Torrance (2018)
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Platforms also leverage ecosystems

Jan Schiedgen (2013)



@mikkomax

www.linkedin.com/in/
mikkohanninen

“an ecosystem generally refers to a group of 
interacting firms that depend on each other’s 
activities.”

(Jacobides, Evans & Gawer, 2018) 
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Example. IOT - Ecosystem
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Example. BMW ecosystem
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Example. Smart City ecosystem

NextGen
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Platforms can be separated to 
transaction, innovation, integrated and 
investment platforms
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Thus, platforms can be found in many
parts of the economy

Raconteur (2017)
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Also the sharing economy has emerged
through digitalization and the platform
economy

European Commission
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Ideally platforms reduce transaction
costs for buyers/sellers

Deemly
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Accordingly, in many sectors the
sharing economy has a major role
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In the future the sharing economy will
most likely only continue to grow

Morgan Stanley
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A few examples of digital platforms
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”The platform evolution” has made 
platforms extremely valuable
businesses

+ + +
= over $3.0 trillion
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Most platforms are found in the US (and 
China)
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Compared to Europe, China is taking
the lead in digitalization

Simon Torrance (2018)
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Indeed, in Europe there are only a few
”major” platforms
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In Finland, there are also only a few
examples of platforms/marketplaces
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Example Timma. Marketplace in the
beauty industry
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Example Zadaa. Marketplace for used
clothing
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Platforms have become popular
shopping channels amongst
consumers
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What benefits do platforms deliver?

New earnings model Customer engagement

Internationalization Business growth
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As such, many retailers are moving
from resellers to intermediaries

R
es

el
le

r
Interm

ediary
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Many traditional player is also
balancing between this axis
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Globally, there are many retail
marketplaces for consumers
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Business model ”Pureplay” marketplace

GMV (Gross 
Merchandise Value)
(Estimate, 2016)

$550 billion

Market value (Forbes, 
summer 2018)

$499 billion

Revenue (2017/2018) $37.28 billion

Net income
(2016/2017)

$9.2 billion

Active customers 
(estimate)

466 million

Marketplace sellers 8.5 million

Revenue growth 
(2016/2017 vs. 
2017/2018)

+62%

Business model Hybrid marketplace
(850 logistics facilities, 
MWPVL)

GMV (Gross 
Merchandise Value)
(Estimate, 2016)

$260 billion

Market value (Forbes, 
summer 2018)

$778 billion

Revenue (2018) $232.9 billion

Net income
(2018)

$10.1 billion

Active customers 
(estimate)

310 million

Marketplace sellers 2 million (approx. 50% of 
sales)

Revenue growth (2017 
vs. 2018)

+30%

Business model “B2B2C” 
marketplace

GMV (Gross 
Merchandise Value)
(Estimate, 2016)

$117 billion

Market value (Forbes, 
summer 2018)

$9.6 billion

Revenue (2018) $10 billion

Net income
(2018)

$1.3 billion

Active customers 
(estimate)

95 million

Marketplace sellers 45 000

Revenue growth (2016 
vs. 2017)

+16%
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What new do digital marketplaces
deliver? 
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Fast deliveries Trusted Payments Diverse ecosystem

Large selections and low prices Engaged suppliers Superior customer experience

Marketplaces infuse data and customer
understanding across the business model
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Ecosystem and customer engagement
one differentiating factor
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Other is the infusion of data across the
business

Dragon Social (2018)
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Customers are also increasing using
marketplaces and digital platforms
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Example Amazon. From a book store to 
a tech giant in 20 years
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Example Amazon. Optimizing supply and 
demand

Suppliers

Amazon

Amazon
eCommerce

Platform

Amazon
Stores

Supply Chain

Product
Flow

Affiliates

In Store
Customers

Order/
Information
Exchange
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Example Amazon. Ecosystem to 
support customer engagement
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Example Amazon. New growth from
grocery retail
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Example Amazon. Combining best of 
physical and digital retail

Whole Foods, Chicago, East Grand Avenue
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Example Amazon. Amazon expected to 
continue to grow

Statista
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Example Amazon. Prime important
driver of loyalty
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Example Amazon. From physical to 
digital

"I often get asked, “When are you going to open 
physical stores?” That’s an expansion 
opportunity we’ve resisted. It fails all but one of the 
tests outlined above. The potential size of a network of 
physical stores is exciting. However: we don’t know how 
to do it with low capital and high returns; physical-world 
retailing is a cagey and ancient business that’s already 
well served; and we don’t have any ideas for how 
to build a physical world store experience that’s 
meaningfully differentiated for customers."

- Jeff Bezos, Amazon Annual Report, 2006

2006 2018
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Example Alibaba. Worlds largest
marketplace
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Example Alibaba. China a frontrunner in 
digital retail
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Example Alibaba. Global aspirations?

“In the past 15 years, we grew from nothing to this size 
and 15 years from now, I want people to know 
about Alibaba because it’s everywhere. Fifteen 
years ago, we wondered what ecommerce was, why 
small business could use ecommerce, and Internet to do 
business across the nation. I hope that 15 years 
from now, people would forget about 
ecommerce. It’s like electricity. Nobody thinks its 
high tech today. Fifteen years from now, I don’t want us 
to walk on the street still, talking about how and why 
ecommerce can help people.”

- Jack Ma, Interview with Charlie Rose,2015

2006 2015

“My vision is to build an e-commerce ecosystem that 
allows consumers and businesses to do all aspects 
of business online. We are going into search with 
Yahoo and have launched online auction and payment 
businesses. I want to create one million jobs, change 
China's social and economic environment, and 
make it the largest Internet market in the world.”

- Jack Ma, Interview Inc magazine, 2008
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So how to succeed in this age of 
increasing digital, data-driven, retail? 

1) Unique and competitive selection, brand and image. 

2) Outstanding customer experience and engagement. 

3) Advanced use of customer insights and data analytics. Data-driven 
business approach. 

4)    Use of platforms, ecosystems and new business models. 

5)    Offering superior benefits and services to customers, suppliers and partners  
(e.g. Rakuten Super Points, Fulfillment by Amazon)
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