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STORES ARE NOT  
THE PROBLEM FOR RETAILERS



BAD STORES ARE
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Amazon has grown rapidly to  
$160 billion in retail revenue

$160 billion

$407 billion



"The supermarket industry  
has changed more rapidly  

in the last 3-6 months  
than any time in my  

30 years in the industry.” 
Mike Coupe, CEO, Sainsbury’s



“I have been in this industry for 30 
years and I have never experienced  
trading conditions like this before.”  

Ian MacLaurin, CEO, Tesco 1992



Sainsburys

Tesco

Asda
Discounters 

Waitrose
Morrisons





WHO ARE SUCCEEDING?



”Biggest problems facing 
organisations today 

…  
a lack of understanding  
the basic fundamentals  
and, most problematic,  
a failure to consistently  

apply those fundamentals.”



WHAT ARE GOOD BASICS IN 
RETAILING?



THE NEW ERA OF EXPERIENTIAL RETAIL 
NRF, 2/2016



Mr Selfridge pätkä





"Give the lady  
what she wants” 
Marshall Fields

"The customer is  
always right.”  

Harry Selfridge 

”There is only one boss.  
The customer.”  

Sam Walton 



 
Standardize & 

empower
Cross-train

Offer less Operate with  
slack

INVEST IN PEOPLE

Virtuous cycle of retailing



THE EVOLUTION OF ONLINE 
BUSINESS MODELS



Each era (and technology) brings new giants

Train

Car (& suburbs)



WHAT ARE THE MAIN MODELS 
OF ONLINE GROCERY?



Warehouse picking

Largest assortment

Most efficient picking

Long distance to customers

Most expensive to build

Click & collect

Small assortment

Efficient picking

No home deliveries

Expensive to build

Instore picking

Large assortment

Least efficient picking

Close to customers

Minimal costs to set up

With scale conflicts 
with the store 

operations



DON’T FOCUS ON  
A SINGLE POINT IN THE PROCESS

FOCUS ON UNDERSTANDING  
THE ENTIRE PROCESS



“What you have learned is that  
the capacity of the plant is equal to  

the capacity of its bottlenecks” 
Eliyahu M. Goldratt, The Goal



The traditional model of online grocery

Flow model

Picking 
20–30 min

Storage 
90+ min

Loading 
30 min

Delivery 
60–480 min

Picking 
5–10 min

Storage 
0 min

Loading 
2–3 min

Delivery 
5–10 min

Total 
200–630+ min

Total 
12–23 min

Two different approachesKPI #1:  
picking efficiency

KPI #2:  
Drop efficiency



IMPORTANCE OF SPEED







HOW IS ONLINE (GROCERY) 
DIFFERENT TO TRADITIONAL?



Source: Waitrose Food and Drink Report 2017-2018

Customer needs to order  
the evening before

That is not the way people 
live their lives

Long lead times



Skews to monthly deliveries

High delivery fees (6-10 € per delivery)

Food is not bought monthly, 
but weekly



Hypermarket trade area without 
geographical friction



ROLE OF IMAGES

Quantity and other info

Shelf visibility & physical product vs digital image

https://kolonial.no/kategorier/408-og-desserter/ https://www.ocado.com/browse/frozen-20911/ice-cream-38179

Product feed visually different

https://kolonial.no/kategorier/408-og-desserter/
https://www.ocado.com/browse/frozen-20911/ice-cream-38179


PRODUCT 
INFORMATION & 

CONTENT
Several images

Use of videos

Substituting the sales person

https://www.mrporter.com/journal/
https://eu.patagonia.com/fi/en/product/850-down-sleeping-bag-30-f-1-c-regular/70025.html?dwvar_70025_color=ECTB&cgid=collections-exclusives#start=1


FINDABILITY OF  
PRODUCTS
Visual findability different

Narrowing of the assortment

80/20 => 4/64





CAMPAIGNS
The role of big piles and end of 

shelf is changing

Personalised individually and also contextually

Campaigns to more personal level



PERSONALIZATION





MANY PURCHASES 
ARE RECURRING









DIGITAL SERVICES IN 
THE STORE







Average c-store visit ~3,5 min
includes from and to the car 
71 s picking products 
42 s queuing 
21 s paying



AMAZON GO VS FRESH

“targeting something as big as food deliveries would do far 
more good than cutting 50 seconds from convenience store 
visits” 
Bloomberg 23.1.2018

Average time spent in the supermarket 

41 min (not including driving and carrying)





HOW SHOULD THE RETAILERS  
GO FORWARD?



”Forget frantic acceleration.  
Mastering the clock of business  

is about choosing  
when to be fast and  
when to be slow.”  

The Economist



“What is speed?  
The sports press 
often confuses  

speed with insight. 
If I start running 

slightly earlier than 
someone else, 
I seem faster.”



Make observations

Think of interesting 
questions 

Why?

Formulate  
hypotheses

Develop testable 
predictions

Gather data to 
test predictions

Draw conclusions

Refine, alter, expand 
or reject hypotheses

Scientific method

"a method or procedure  
that has characterized  

natural science  
since the 17th century,  

consisting in systematic 
observation, measurement, 

and experiment, and the 
formulation, testing, and 

modification of hypotheses."



DO WE HAVE THE COURAGE TO 
MAKE SMALL DECISIONS?

DO WE HAVE PATIENCE TO LEARN?



WHAT IS RETAILING ABOUT?



”I almost never get the question:  

'What's NOT going to change  
in the next 10 years?’"



–Johnny Appleseed

“Type a quote here.” 
“It’s all about  
customer loyalty.” 
Jim Sinegal, Costco



“It’s not about treating  
everyone else poorly but doing  
a better job focusing on  
the ones that really matter.” 
Sir Charlie Mayfield,  
chairman of John Lewis Partnership



“Customers want to do business with those  
retailers who understand their needs and  
desires and are moving at their speed. ” 

Blake Nordstrom, President of Nordstrom



“We take something ordinary and 
infuse it with emotion and meaning, 
and then we tell its story over and 

over and over again, often  
without saying a word” 

Howard Schultz, CEO of Starbucks

“That is what merchants do.”






