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INTRODUCTION

“Constant connectivity, contextual 
relevance, and a multi-screen world are 
changing both online and offline shopping. 
As the digital and in-shop experiences blur, 
it is opening up exciting new possibilities 
for forward-thinking retailers.”  
– Sridhar Ramaswamy, Google’s SVP of Ads 
and Commerce

Already it is true that consumers no longer 
distinguish between online and offline shop-
ping – it is all just shopping. Retailers are 
already employing digital online shopping as 
an extension of the bricks and mortar shop 
knowing that shoppers are as informed if not 
more informed about products and services 
as the salesforce is. They can use the digital 
opportunity to deliver personal, relevant sug-
gestions at scale providing product informa-
tion, specials, local availability and discounts 
while using the mobile device to direct con-
sumers through the shop. Then as we will 
discuss later, whereas the Internet is good for 
research and price comparisons it is no 
replacement for holding, feeling, inspecting a 
physical product on a shop shelf or showroom 
floor. Enter guide shops and retailers such as 
eyewear retailer Warby Parker that invites 
customers to mix and match frames against 
their photo. The future of shopping will be all 
about integrating digital tools like mobile, con-
text, and video with sales, marketing and 
customer service. We can safely assume that 
shopping will no longer be about shops selling 
things and customers buying as usual. The 
future of shopping is more about robot assis-
tants, real experiences, fashion shops without 
clothes, drones and digital mannequins and a 

completely new way of delivering the shop-
ping. We are looking at the time when grocery 
bags are so 2017. 

This VinIntell edition will explore the future of 
shopping. In particular, we will explore the 
future shopping experience, the future shop-
per, the future shopping mall and the future 
shop, specifically the win experience. Already 
we see glimpses of this future. Finally, a num-
ber of trends and forecasts will be included.

THE SHOPPER OF THE 
FUTURE IS POWERFUL
Taking a peek at Retail of the Future, it is per-
haps useful to first have a look at the Shopper 
of the Future mainly because he/she dictates 
the experience of the future. It is no news to 
state that “in a world where shopper and con-
sumer behaviour is proving to be very difficult 
to predict, it is becoming increasingly difficult 
to market effectively and more efficiently to 
consumers”.1 The future shopper looks at the 
retail sector to assist them in making easy and 
informed buying decisions and is quite ada-
mant about that. Looking specifically at wine 
shopping, it is in certain categories a habitual-
and-go shop. The shopper knows where the 
category is they shop; they take their brand of 
preference and leave. Important to note is that 
little exploring takes place because this is not 
encouraged through the liquor shop layout, 
merchandising and shopper communication. 
These are lost opportunities as it has been 
shown that most consumers when given the 
opportunity to try before they buy will spend 
more.2 3 Confirming the experiential aspect of 
wine shopping is a study published in the 
Progressive Grocer (Napa Technology) titled, 
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‘What motivates Wine Shoppers’. Interviews 
with wine retailers confirmed that try-it-before-
you-buy-it sales tactic led to increased sales 
of premium wines between 15% and 20%. 
Shoppers were also spending more time in 
shop, willing to spend more on wines they 
could taste first and overall shop loyalty 
increased. Loyalty programs, daily wine tast-
ings and events designed to engage the con-
sumer in sampling higher-priced wines are 
some of the successful marketing techniques. 
Shoppers are more informed, less intimidated 
and more adventurous whilst at the same time 
they are shopping with a new set of values. 
Price alone is not the only consideration; 
shoppers consider deeper values that act as 
filters, guiding purchase decisions across 
many categories.4 These values include the 
following:

•	 Simplicity in choices and shopping 
experience

•	 Real value i.e. tailored to the shopper

•	 Deserved indulgence, i.e. indulge my 
entitlement and make me feel special

•	 Simple payments that are not an 
inconvenience or time waster

•	 Serve and conserve the environment

THE CUSTOMER EXPERIENCE 
OF THE FUTURE
Online shopping

Personalisation and instant gratification qui-
etly influence behaviour and the decision mak-
ing process. Shoppers spend more time with 
companies that tailor their user experience i.e. 
those that make them feel special and unique. 

Therefore, knowledge on needs and prefer-
ences are most important and equally impor-
tant, availability of the products they choose. 
Surveys have also shown the value of keeping 
track of online shoppers’ history and behav-
iour and showing other products making use 
of personalised communication.5 Online shop-
ping will continue to evolve. By 2020, virtual 
reality headsets will have made their definitive 
breakthrough in the living room expanding 
from games to home shopping. Consumers 
can walk through the virtual shop from the 
comfort of their couches. Virtual reality will 
merge the real with the digital. The digital set-
ting also offers a unique feature that is not 
available for brick-and-mortar shops. The 
shop’s layout and even the inventory are fully 
customisable to the preferences and habits of 
each individual customer and will enrich mar-
ket intelligence. Every touchpoint (mobile 
phones, tablets, televisions, radio and social 
networks) will let the shopper complete imme-
diate purchases on the spot.

The growth in popularity of online shopping is 
driven by convenience and flexibility.6 The 
convenience aspect is all about the delivery 
date and consumers’ ability to see the inven-
tory of the products they have chosen. Safe, 

FIGURE 1: Robot Pepper.

Source: The Next Scoop. https://thenextscoop.com/right-ecom-
merce-platform-store-infographic/

effective and simple payment should enhance 
the convenience aspect e.g. an ability to save 
customer information in a profile and access-
ing customer service while checking, review-
ing shipping options to finalise the purchase. 
A study into online shopping in the US 
revealed that nine in 10 American consumers 
have abandoned an online shopping cart 
mainly because shoppers want to determine 
the total cost of the purchase with the ship-
ping charges to compare, and they want to 
see the shipping cost prior to finalising the 
transaction. Effectively dealing with shipping 
costs presents a huge challenge for wineries 
to sell wine effectively online.7 Shoppers also 
are not keen to wait long for a delivery. 
Research has shown many abandoned shop-
ping carts due to long waits for deliveries. It 
seems 1-5 days is the ideal waiting time.

Digital assistants

Pursuing the optimal customer experience 
is clearer than ever before i.e. it will take us-
ing the opportunities presented by modern 
technology to enrich the experience even 
further. Enter digital assistants like Siri and 
Cortana and have entered the brick and 

mortar shop. They will be ubiquitous along 
with the prevailing human touch. Human 
interaction albeit indispensable, will change 
over time. Whereas robots will take care of 
basic customer care, humans will provide the 
more advanced forms of advice that need a 
human touch. Looking at the in-shop digital 
assistant, Robot Pepper is an example of a 
physical robot that is able to start a conversa-
tion and assist consumers in buying products 
suitable to your needs. They will hold useful 
conversations with shoppers and will assist  
consumers in making the right choices. Some 
web shops are experimenting with chatbots 
and wizards that attempt to offer real advice. 
By 2020, these systems will have matured 
and offer real and useful advice based on 
targeted open and closed questioning and 
by then the first shops will open where such 
robots take over part of the advisory role so 
far performed by humans.8

There are retailers that tripled clothing sales 
with interactive touch-screens that let shop-
pers choose products to be sent to their 
dressing rooms. The dressing room mirror/
screen also enabled them to view those same 
items styled with different colours, sizes and 
looks. Then there are 3D versions of the shop-
per trying on items and get suggestions about 
fit, style, colour and more. Beauty retailer, 
Sephora, is already using its highly interac-
tive app to let shoppers try on new makeup 
colours and get recommendations via the 
phone’s camera. There are also digital home 
assistants that respond to voice commands. 
Nearly all the major tech firms, including Ama-
zon, Google, Apple and Facebook, are devel-
oping such digital home assistants. The Alexa 
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app enables people to shout out a shopping 
list, to add to a virtual trolley, as you walk 
around the house. Eventually these assistants 
should learn what you want and when you 
want it without commands. However already 
these devices may have a limited shelf life as 
appliances such as fridges, coffee machines, 
printers are now linked to the internet, and 
they can automatically replenish themselves 
without any interaction with their owner.9

Referring to the importance of preventing con-
sumers being disappointed because prod-
ucts are not available in a shop, there is the 
Google Home feature that allows people to 
ask Google Assistant to find in-stock products 
at the closest shop.10 Google Home is an as-
sistant that will answer questions, set timers 
and alarms, play music, read the news or 
information from the web, and control a rela-
tively large collection of smart home devices. 
It can also read out appointments and give 
traffic updates on travel routes. 

Self-service, individualised experience 

Customised, hyper-individualised self-service 
– these are key words to online shoppers. 
Studies have shown that shoppers like to 
solve problems on their own.11 Therefore, 
effective self-service facilities like self-service 
portals or active user communities where 
customers can ask their questions will 
become more important and will be indis-
pensable by 2020. The brick-and-mortar 
shop owner will therefore seriously start plan-
ning their role and relevance and how they will 
ensure a true experience is possible thanks to 
sensors, touch screens, tasting machines and 
digital assistants. Attracting passer-by traffic 
will be the norm e.g. passing a wine shop, 
acustomer will get a personalised offer of the 
latest special offer on a smart device (watch, 
phone, tablet) on his/her favourite wine or of 
a new product on the shelf. Once inside, the 
shopper will explain to the digital assistant 
that he/she is looking for wine for a special 
celebration and immediately some shelves 
light up suitable for the requirement. The robot 
may offer another form of self-service that 
people crave e.g. Lowe’s is testing LoweBot, 
which speaks multiple languages and can 
help people find and learn about items while 
Best Buy has a robot grabber arm for some 
products. Inside the shop, a screen will show 
a video of the wine and its characteristics (ter-
roir, wine making process, origin etc.) and 
point to a self-service station where the wine 
can be sampled. Such hyper-individualisation 
brings product and shopping experience 
closer to the consumer.

Bringing the individualised experience will of 
course require shops to do an excellent job 

FIGURE 2: Google Home Mini smart speaker.

with information. Customer data and data on 
buying behaviours will be most important in 
2020 to generate detailed profiles based on 
purchases in the past and data submitted by 
the customer. Products will be equipped with 
more sensors than ever before, generating 
knowledge on which features are successful 
and which ones are not. They can also advise 
individual customers about timely replace-
ments, for example. Customer still controls 
the details they want to share. Privacy will 
remain a topical issue and the most success-
ful companies will respect it. 

Currently, the customer is usually at the end 
of a product’s lifecycle, but this is changing 
into a crowdsourced design for product life 
cycles. That means the customer is actively 
involved in product design or choice in vari-
ants. This way, producers capitalise on cus-
tomer creativity, preferences and wisdom, 
which results in products that meet target 
audience requirements. One good example is 
Tesco, which actively involved its customers 
in the development of a new wine.

Simple, effective mobile apps

The smartphone is the enabling device for 
customers and retailers alike. Retailers will use 
the smartphone to enrich the customer’s 
experience in brick-and-mortar shops. Mobile 
applications need to work seamlessly, simply 
and effectively and should be optimised for all 
screens or else they will be discarded. 
Customers will demand transparency of prod-
ucts and content – they will want to get more 
of the right information of e.g. products by 
scanning labels: product reviews, information 
on related products, personalised advice and 
perhaps even pricing history using indepen-
dent online comparison tools. 

In addition, in the near future, not only will 
customers quickly create shopping lists at 
home, they will use an app that will show the 
right picking order based on the layout of the 
supermarket. It also gives personalised advice 
for additional products and availability infor-
mation on alternative products in case of an 
empty shelf and the delivery of the purchases 
will be simple and available at the touch of 
a button. The same holds true for the wine 
shop where the ubiquity of technology will 

FIGURE 3: The LoweBot.

FIGURE 4: Coop Italia’s Shop of the Future.
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drastically change the wine purchasing experi-
ence. Take the case of Italy’s biggest grocery 
cooperative Coop Italia, which is using futur-
istic technology to help shoppers return to 
the sociable days of open-air markets, when 
there, are shopkeepers at every stall, ready 
to answer any question a customer might 
have about their wares.12 The shop of the 
future offers a personalised shopping experi-
ence; large interactive tables and real-time  
data screens that provide product informa-
tion and personalise the shopping trip. The 
shop “merges the physical and digital” worlds 
and creates the feel of an open-air market. 
Microsoft Kinect sensors use body detection 
to interpret customer gestures, letting them 
read more about the origin of the product, 
nutritional facts, the presence of allergens, 
waste disposal instructions and any promo-
tions. During their shop, consumers can also 
use real-time data visualisation screens, which 
feature content including Coops’ brand val-
ues, daily deals, recipe suggestions, a social 
media stream and lists of top-selling products 
across different categories.13 

The shopping is delivered in no time any 
which way

With the changing shopper and shopping 
experience, online shopping and the fast pace 
of everything the next challenge is how to get 
the shopping to the shopper as soon as pos-
sible and as effectively as possible within a 
maximum of five days. By 2020, fast delivery 
times will be nothing special and there will be 
many delivery options available. In congested 
areas, drone delivery might be an option. 
Amazon already tests the viability of delivering 
small parcels, which make up 90% of 
Amazon’s sales by drone. Two-hour drone 
delivery is coming in the foreseeable future, 
and Amazon’s Prime Air is already talking 
about 30-minute drone delivery.14 In the US, 
Mercedes-Benz is collaborating with drone 
start-up Matternet on the Vision Van (see fig-

Figure 5:  
Vision Van.

ure 5) where a vehicle’s roof doubles as a 
launch pad for drones capable of sorties of up 
to 25 km.15 Returning will be easier in 2020 
than it is now. It is already a significant con-
cern for retailers at present. Almost a third of 
web orders end up being sent back, vs. 9% 
of purchases at physical shops.16 Drones will 
be able to pick up returns at agreed times. 
Another related development is the appear-
ance of parcel pickup stations. We already 
have them in South Africa but by 2020, these 
parcel pickup stations will be much more 
widely available. 

Brand loyalty changes format

Customer and brands will be closer to each 
other in the shopping experience of the future 
than ever before. Technology will enable cus-
tomers to give ‘instant feedback’, be involved 
and choose different variants of a product. At 
the same time, customers will gain insight in 
actual use and will provide feedback, which 
in turn will assist producers to improve the 
product.17 It is becoming easier to connect 
with customers and entice them to fall in love 
with a brand instead of push-selling products 
and price. At present, most retailers and 
shopping mall social media pages are just a 
vast collection of products, price and specials 
and not helpful in getting any amount of loy-
alty and regardless of the amount of likes and 
followers they have. Also there is little social 
interaction, which is what social media is 
all about. Retailers like wine merchants and 
wineries too, need to become great storytell-
ers and carefully create great content that will 
entice people to continually engage with their 
brand. The aim should be to create a retail 
eco system where e-commerce, marketing, 

physical shop and service all speak with a 
cohesive message and tone, whilst each of-
fering a unique experience differentiating the 
various platforms.18

Mall-outings become a community affair 

Malls will no longer be primarily about shop-
ping: consumers are looking for experiences 
that go beyond traditional shopping. It is a 
social activity and support living environmen-
tally friendly as all in one place means not 
needing to drive to another destination. The 
e-commerce revolution and the rise of digital 
technologies are fundamentally reshaping 
consumer expectations and shifting the func-
tion of shops toward useful and entertaining 
customer experiences. It is a fact that malls 
will never be able to compete with the endless 
product selection, price comparisons and 
always-on nature of online; therefore, they will 
focus on a broadened value proposition and 
touchpoint experience for consumers. They 
will become commerce hubs, including con-
certs, arts centers, spas, fitness clubs, and 
farmer’s markets and a location fine dining 
and events and community interaction. 
Technology will be used to enhance the cus-
tomer experience at malls i.e. digital shopping 
assistants, finding parking, mobile apps that 
can offer quick and easy mall guides. Malls 
will be about much more than shops – they 
will become the community hub in which 
people live, work and shop. The key will be, 
much like any business, to create uniqueness, 
less replication, personalisation, and multipur-
pose mixed-use developments such as malls 
plus office space plus public spaces plus 
entertainment plus apartments). Although 
retail is under pressure, the mall in South 
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Africa still can have a central role in urban and 
suburban societies.19 20

Having looked at the shopper and shopping 
experience of the future, let us look at the 
future wine shop.

WINE SHOP OF THE FUTURE
Bricks and mortar 
Wine retail regardless of location (shops,  
wineries) will become more integrated in terms 
of real and digital. The challenge will be how to 
get the new shopper to buy your products and 
in this section the characteristics of the Wine 
Shop of the Future will be discussed.

The shop layout becomes biased towards 
premium customers browsing rather than 
budget customers bartering. It becomes one 
that encourages people to browse with virtual 
assistants or with a salesperson – who can 
also use the virtual assistant to demonstrate 
how to find information before 
handing it over to a customer. 
Rather than a cashier near the 
door with shelves and cabinets 
stacked tightly together, it 
becomes a place where people 
can browse a section, scan QR 
codes using the iPads to be 
redirected to the specific prod-
uct they are interested in. Then 
they sit down and watch a 
video, check out cellar tracker 
reviews or see related products 
in-shop.

Wine tasting machines would 
also be center stage to taste 
many of the wines with tasting 

paid for through the iPad. There would be a 
touch screen in the front window for people to 
browse from the outside as well. This may just 
be an iPad or a large screen. A customer 
walks into shop; the sales person greets them 
and asks what they are looking for, shows 
them how to browse the shop using the iPad 
by demonstrating the ease of use of the iPad 
and then hands it over to the customer to 
explore at their leisure. When the customer is 
ready then they purchase through e.g. the 
iPad by doing it themselves if possible or 
handing the iPad back to the sales rep to 
process (with a PIN code of some type). 

Ideally, regular customers can come in and 
buy wine themselves with no assistance by 
the sales rep. A small shop can use that to its 
advantage by have a rapid turnover of brands. 
Every month 80% of wine is turned around. 
Previous wine could still be purchased via the 
website but people are enticed in-shop by 

showing a new range of wine 
from a particular sub-region or 
varietal. UK’s Wine Riot takes 
a data-driven approach to the 
question of turnover of brands 
and the need to ensure that the 
bulk of wine is changed over 
monthly to entice the custom-
ers into the shop repeatedly. 
Wine Riot uses crowdsourc-
ing to gain feedback to stock 
the shelves of its retail shop 
in London by hosting a series 
of large-scale tasting events 
produced by Second Glass, 
aimed at enthusiasts in their 
20s and 30s. At every Wine 

FIGURE 6: Funky Wine Riot 
Wine Shop.

Riot, attendees’ rate wines they taste via a 
proprietary smartphone app. Ratings become 
part of a market research where the company 
uses those votes and other social media, to 
gain insight into the minds of millennials, a 
demographic whose numbers and burgeon-
ing buying power make the cohort a force to 
be reckoned with. The company harnessed 
those insights to design its first brick-and-
mortar shop. The shop has modern graphics, 
illustrated maps of wine regions and colourful 
collections of wine. The purpose is educat-
ing the consumer in a fun way. Shelf-talkers 
include a helpful scale indicating the dryness 
or sweetness of each bottle. Daily tastings are 
conducted at a sleek counter by highly knowl-
edgeable staff.21 New York’s Astor Wines & 
Spirits, for example, hosts a free tasting on 
most weekdays during the convenient hours 
of 5 p.m. to 8 p.m. and gives a 20% discount 
if you purchase one of those bottles, while 
London’s Hedonism provides samplings of 48 

wines by the glass from their Enomatic wine 
machines, as well as special tastings with the 
world’s leading winemakers. Others even offer 
wine classes, like Paris’s Legrand Filles et Fils, 
which also has an in-shop wine bar. 

Online sales

Boosted by demand from millennials, the 
online alcohol market is estimated to reach 
US$1.4 billion by 2020 (IBIS World). There is 
especially growth potential in this space as 
millennials (21-34-year-olds), who are more 
active online shoppers, are likely to fuel 
e-commerce growth in wine in the future. In 
2012 direct-to-consumer (DtC) sales repre-
sented 49% of overall revenue for wineries 
that took advantage of it; that percentage has 
increased in 2017 to 61% wine revenue. DtC 
is often regarded as the future for wine selling 
and wineries are only now starting to maxi-
mize this channel. An average 80% of DtC 
sales take place at the visitor/tasting room 
and from wine clubs.22 23 24
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While selling wine via the Internet is still at an 
early stage, eBay works towards improving its 
product inventory for buyers. In an effort to 
gain a larger market share, eBay is launching 
a new destination on its platform called eBay 
Wine where consumers can browse for a 
wide selection of wines including collectibles, 
rare and everyday wines for all occasions and 
purchase them online. The company is part-
nering with Drync, a mobile app platform for 
wine, to bring a selection of wines to its US 
shoppers through Drync’s retail network. 
eBay will also provide an auction format for 
rare bottles and a shop pick option and con-
sumers will have access to expert guides and 
tips on emerging wine trends and must-have 
ac  ces sories. 

A TASTE OF OTHER SHOPS 
AND SHOPPING 
EXPERIENCES OF THE 
FUTURE
The concept of a shop used to be simple: it 
was a place where you go to buy things. Re-
tailers now hope that the idea that their physi-
cal spaces can be much more than that using 
space and interaction to sell an experience 
(customer service, the ambience, the activi-
ties). It is a race to secure that the customer 
buys from you and therefore the product mat-
ters less than the experience and herein are 
the opportunities for differentiation. The guide 
shop model will be discussed a little later 
but a mention is relevant here: Nordstrom’s 

FIGURE 7: Drync app.

shops without merchandise offer personalised 
service in that customers will consult with 
personal stylists to pick out items brought in 
on-demand from other locations, try them on 
in dressing rooms, and have them tailored 
and hand-delivered to their homes. Enhanc-
ing the experience are manicures and a bar 
stocked with wine and beer. Embroidering on 
the experience theme, Apple is now referring 
to its shops as town squares, because they 
are gathering places for the millions of Apple 
customers that visit Apple shops annually. 
Apple’s sleek, meticulously arranged retail 
spaces are turning into social venues for 
creative classes, performances, and social 
gathering and launches.25 Another shop, Pa-
tagonia hosts yoga classes and environmental 
discussion groups while American Eagle has 
installed a non-alcoholic bar at a Manhattan 
location. Sportswear retailer Under Armour’s 
shop in Chicago has incorporated charging 
stations, athletic activities for kids, and online 
ordering stations. It is clear then that the face 
of retail is changing drastically and steadily mi-
grating to mobile and e-commerce and apps 
have become ubiquitous. Social media and 

the smartphone are the axes around which 
many consumers now run their lives. Herewith 
a few examples of apps and trends that are  
defining the new-look world of shopping: 

•	 While Amazon has pioneered the Dash 
Button, soon your pantry will literally order 
your products for you. WePlenish (weplen-
ish.com) is already launching a line of arti-
ficially intelligent containers that promise to 
revolutionise the modern kitchen. These 
containers will sense inventory levels and 
replenish those items without us going 
through the cupboards making a list of 
products that we will have to go and buy. 
These companies are changing the indus-
try as we know it.

•	 Amazon’s test shop in Seattle provides a 
glimpse into what lies in the shop (pun 
intended). In the Amazon shop an app 
tracks customers as they walk through the 
shop, recording the items they pick up and 
take away. The cost of purchases is auto-
matically billed to their account. 

•	 A Näraffär (meaning ‘shop nearby’) is a 
shop-assistant-free concept convenience 

FIGURE 8: WePlenish Java Smart Container. FIGURE 9: BingoBox.
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shop based in an isolated village in Swe-
den. It relies on a mobile app which lets 
residents access the shop, scan their 
shopping and then pay via a monthly in -
voice. 

•	 Cambridge based start-up Metail uses 
new software that creates an accurate 3D 
model of the shopper, meaning it is pos-
sible to try on clothes. The company’s 
technology can be plugged into retailers’ 
websites so customers can create “Me 
Models” as well as 3D images of the prod-
ucts on sale. Retailers will also be able to 
use customer data to suggest outfits, 
creating a push- shopping experience.

Chinese tech start-up BingoBox has launched 
a staff-free, 24/7 shop in Southern China that 
is entirely facilitated by the messaging plat-
form, WeChat. To enter the fully automated 
space, shoppers must scan a digitally dis-
played QR code on the door using WeChat’s 
scanner feature. Inside, they can browse more 
than 800 products including groceries and 
over-the-counter medicine. Items are paid 
via WeChat at an automated self-checkout; 
scanning another QR code with their smart-
phone connects shoppers to their mobile 
wallets held within the WeChat system. To 
exit, shoppers have to scan yet another QR 
code to reopen the door. This is connected to 
a ‘virtual tagging’ security system that verifies 

that all items have been paid for. If in need 
of assistance, visitors can press a button on 
the wall by the checkout desk to activate a 
real-time video chat with a BingoBox staff 
member, who helps remotely. The compact 
unit measures approximately 15m2 and is 
designed for easy relocation. It can be digitally 
programmed to lift itself and be pushed in any 
direction, thanks to foldout wheels in its base.

•	 Aisle411 allows shoppers to map prod-
ucts, offers and lists by aisle location by 
means of a mobile in-shop location ser-
vices platform. It that allows them to reach 
shoppers at the shelf, with context and 
location relevant information that enhances 
the shopper experience (aisle411.com).

•	 Alfred (helloalfred.com) is an operating 
system for the home. It pairs busy individu-
als with organised, knowledgeable people 
who manage aspects such as groceries 
and dry cleaning, to tailoring and sending 
packages.

•	 Delivery.com allows people to order online 
from their local businesses i.e. restaurants, 
wine and spirits shops, grocery shops, and 
laundry and dry cleaning providers, etc. 

•	 Similarly, Instacart is a San Francisco-
based service that enables people to order 
groceries and have them delivered within 
an hour. 

•	 Picnic of the Netherlands (picnic.nl) offers 
free delivery by runners driving small elec-
tric delivery vans, which have set routes in 
each area of a town it serves. 

•	 PlateJoy’s approach to food delivery offers 
a personalized, health-focused menu from 

a variety of diet-plans using more than 50 
different data points to tailor each meal 
plan to needs and recipes.26

Then there are so-called guide shops; shops 
that are becoming a new way of business that 
might change the shopping experience irre-
versibly. The guide shop model concerns a 
selection of items that represent the retailer’s 
inventory. Shoppers try on different styles 
before choosing which specific size and 
colour they want delivered to their home. So 
unlike the retailers that keep large inventories 
the guide shop model encourages customers 
to peruse products such as shoes and 
clothes without stocking any for sale. In a way 
it is also a manner to address the problem of 
online shopping i.e. customers cannot try on 
their purchases and already retailers are trying 
to manage the large percentage of returns. 
The new shop-without-stock strategy tries to 
exploit this obstacle. By having merchandise 
shipped to your home from warehouses, 
these shops do not have to flip inventory 
every season or mark down products that are 
not selling. Also high delivery costs are pre-
vented and in the end overheads are man-
aged down significantly. In the near future, the 
guide shop model may become more com-
mon.27 28 

HERE ARE A FEW EXAMPLES:

• Menswear shop Bonobos and Nordstrom 
have such guide shops along with their 
brick and mortar shops. The new Nord-
strom shop in West Hollywood have tailors 
altering suits and stylists doling out advice 
and customers can have drinks and a 
manicure but they do not leave the shop 
with any shopping. Customers place their 
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order and then leave and the product will be 
delivered tailored at home. 

• At MM.LaFleur, an online women’s work 
wear label that will soon have three physi-
cal locations, walk-in visitors will get an 
hour-long consultation, while shoppers 
who book appointments are greeted with a 
pre-curated closet, style tips and drinks. 
Their orders are tailored and delivered 
home. 

• Indochino menswear retailer has more than 
15 showrooms in North America that serve 
mainly as fit centers for men who can afford 
bespoke suits. An associate takes measure-
ments, and details are chosen on the spot, 
from lining patterns to button types. Indo-
chino transmits the details to a suit-maker in 
China, and a few weeks later, the customer 
returns to try it on and last-minute altera-
tions are done.29

STRATEGIC HINTS ON THE 
FUTURE OF WINE RETAIL
•	 The online channel is set to grow signifi-

cantly with an example being the growing 
success of click and collect, or “le drive” in 
France that is being used by super- and 
hypermarkets at an exponential rate.

•	 Mainstream retailers and shopping malls 
are set to be challenges continuously as 
consumers become more wine knowledge-
able, have the luxury of other shopping 
channels and are looking a short delivery 
times.

•	 Personalisation and unique tailored shop-
ping experiences will continue to grow in 
popularity. Independent retailers ride wave 

of personalisation and involvement often in 
niche markets or with alternative business 
models as a counter pole for the imper-
sonal, one-size fits all and uninspiring 
nature of mass and online retail. 

•	 The neighbourhood shop becomes popular 
once more. Customers have a need for 
human contact and personalisation and 
furthermore, they generally prefer to shop 
for less, more often and closer to home. 
This trend will continue to shape wine retail 
significantly. Retailers that provide a truly 
unique, enjoyable experience and prepare 
their associates to provide excellent service 
will have the advantage.

•	 In the same vein the mass discounter trend 
is set to decline not only because of the 
lack of uniqueness in individual shopping 
experiences but also because space is 
expensive and smaller shops, even super-
markets, are able to competitively price 
their products.

•	 The customer of the future is more empow-
ered, knowledgeable, demanding and has 
greater influence in the business of deciding 
and buying. They will drive the change they 
want and technology (the internet, mobile 
and analytics) is being used to explore and 
decide. They demand easy access to items 
they choose to use all the time. The historic 
trade-off between price and service has 
been altered by technology and customers 
expect to save time and enjoy the experi-
ence while saving money. The customer’s 
mind says simplicity, speed and efficacy in 
anything from washing powder, paper, light 
bulbs, grocery staples and shampoo and 
they will therefore use a combination of 

means and channels including various 
shops, e-commerce, pick-up, delivery and 
supported by artificial intelligence. 

•	 Fast and efficient delivery is as important as 
other aspects in the buying chain. With the 
growth of the internet of things, customers 
will enjoy an increasingly connected or 
“smart” shopping experience through a 
network of connections linking the physical 
and digital worlds into an ecosystem of 
devices, including vehicles, shops and 
software. The internet of things, drones, 
and delivery robots, 3D-printing and self-
driving cars will allow retailers to further 
automate and optimize supply chains too. 
Both sides of the equation – demand and 
supply – will change dramatically. 

•	 Honest ethical production and business 
values will play a role in the buying decision. 
Customers will continue to demand trans-
parency around pricing and the supply chain 
and they will care even more about how they 
are sourced. They will choose to shop with 
retailers who provide that transparency so 
they can feel good about the items they 
purchase. Retailers who do this and share 
the information will further earn customers’ 
trust and their continued business and 
social and environmental sustainability will 
be engineered into systems, and that will 
strengthen the communities in which we 
operate, which will in turn appeal to custom-
ers. We will design retail and other busi-
nesses so that as many as possible stake-



18 19

CONCLUSION
In summary, are we looking at a new reality of no more shopping malls and brick and 
mortar shops? Having delved into the topics and trends related to the future of shop-
ping, the future shop and the future shoppers is it is clear that this is not the case. 
However, in order to capture the shopper of the future, shopping as usual is changing 
and this presents an array of opportunities for the retail whether a shop, a supermarket, 
a wine merchant or a winery amongst others. In the changing nature of shopping, there 
is one recurrent theme: the flourishing online shopping platform has nurtured an envi-
ronment in which consumers are looking for information and have become accustomed 
to the availability of a wide range of products at the swipe of a device, a click of a but-
ton or a virtual swipe of the card). 

Words that run with this theme include convenience (effortless home delivery or the 
abili ty to stop at their local shop any time and pick up a bottle of wine for example); 
choice (wide informed choices); immediacy (no long waiting times), responsibly and 
sustainable shopping and security (especially in the online environment). With this as 
background, the wine shopping experience of the future is all about helping customers 
experience wine, and sales people selling wine, by using technology i.e. the seamless 
integration of the in-shop and online experience. Moreover, perhaps it is no longer 
unthinkable that some shops of the future will not sell any products. 
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holders benefit – customers, associates/
employees, shareholders, the communities 
served and those in the supply chain.30

•	 On the topic of apps, wine retailers can 
achieve an edge by combining hyper per-
sonalisation, honest and transparent prod-
uct information and connected devices 
simulating a customer’s buying journeys. 
Consumers are after a clever and more 
efficient system of experiential and seam-
less shopping.31 This shopping will be a 
combination of online, bricks, mortar, and 
couch surfing and actual shopping. 

•	 The Internet of Things (IoT), drones, and 

delivery robots, 3D-printing and self-driving 
cars will allow retailers to further automate 
and optimise supply chains. Both sides of 
the equation – demand and supply – will 
change significantly over time. 

•	 All sales will happen directly through 
brands or online. Shops will become a 
marketing plan ingredient: with product 
demonstrations, classes, and other expe-
riential offerings, the shop would be such 
an attractive destination that brands would 
pay to appear there with customers being 
charged admission. The overall trend in 
really providing retail-as-a-service.32
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