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Innovation 11: Join a social network site to find the hottest stores,  
trends and products
Shopping ‘Social Network’ Website: Shoppers share information about the hottest stores, designers, trends and 
must-have products – all online. Retailers and suppliers will be able to monitor social networking sites to find out 
what consumers want and take early action to develop and stock those products. 

What consumers say: 

Nearly 80% of consumers believe that 
using social networks to find out the latest 
information about retail will be in widespread 
use by 2015, although a low 29% of 
people rate it as extremely or very new and 
different. This indicates that the first waves 

of this innovation are already in existence. 
A likelihood to use score of 8% and an 
appeal rating of 19% indicates however, that 
consumers are still reluctant to use social 
networks in this manner. This is especially 
true in Japan (1%), Germany (2%), United 

States (5%), United Kingdom (5%) and 
Canada (7%), where the ratings of likelihood 
to use are even lower. In China, however, 
the appeal rating was much higher – 46% of 
repondents gave it a score of 8 or above.

What TNS says:

“The Internet has already revolutionised 
the retail space—but this will go further. 
Shoppers are already sharing news and 
views, and this trend will grow rapidly. 
But it won’t just be a C2C conversation 
as retailers and suppliers will tap into 
what is being said. Indeed, the process 
will begin to resemble the mechanics of 
collaborative product development.  Smart 
retailers and savvy suppliers will learn from 
what they hear shoppers talk about, and 
they’ll provide more of whatever makes 
their customers happy. They’ll learn more 
about the needs of consumers. This new 
empowerment of the public will also have 
a major impact on the retail world.” 
Arnaud Frade,  
Regional Director,  
TNS Retail & Shopper ALM
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Innovation 12: Walk near your favourite shops and your mobile phone will tell you 
about sales, products and special promotions
Sales and Product Information via Mobile Phone (Based on Location): Shoppers will opt-in to networks that send them 
text messages about sales, products and retailers that are relevant to the shopper’s current location.
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What consumers say: 

The least appealing innovation is marketers 
using mobile phones to inform shoppers 
about sales, products and promotions. Only 
18% of shoppers globally gave this a score 
of 8 or more for appeal. However, shoppers 
seem resigned to the fact that personalized 

promotions to their mobile will be in popular 
use in the near future, with 76% of people 
assuming it will be widespread in 2015. This 
should be a warning sign to those marketers 
already experimenting with mobile marketing 
and/or looking for mobile marketing to solve 

the dilemmas of fragmented consumer and 
media markets. Shoppers seem not to like 
the idea of retailers running location-based 
promotions that reach a mobile phone, but 
they seem resigned to the inevitability of this 
kind of technology.

What TNS says:

“Retailers looking to rush ahead with 
mobile marketing should take note, as 
there appears to be a lot of resistance 
out there. Shoppers will no doubt have 
greater access to mobile devices at home 
and in their hands, and miniaturization 
will bring increased functionality. But 
retailers should check how well existing 
mobile capabilities are meeting customer 
expectations. They need to understand 
consumer resistance, then find ways of 
ensuring tomorrow’s mobile devices make 
it easier for us to shop. This also raises 
questions about invasion of privacy, but I’d 
expect shoppers to accept more intrusive 
marketing techniques and strategies from 
retailers in future years.” 
James Sorensen, 
Executive Vice President, 
TNS Retail & Shopper Insights
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What does this mean for retail in the future?

We live in times of dramatic change – the increasing impact of technology and the speed of its 
implementation is refocusing society and changing our values.

Nowhere is this more relevant than in the retail arena. But each and every technological advance has to 
be filtered through the lens of the shopper – and these are demanding beings. When advances such as 
holographic assistants and video karts were first predicted in the early nineties, shoppers were much more 
prepared to work with retailers. However, as an industry, we have created a generation of marketing-
savvy shoppers who see such features as expected: a view amply demonstrated by this study. 

 There is also an interesting divergence between theory and practice as consumers’ enthusiasm 
frequently does not translate into shoppers’ satisfaction. With so many categories in the store being 
shopped subconsciously for habituated purchases, retailers need to offer significant benefit in terms of 
convenience or value to make any new concept work in-store.

 At the same time, continuous over-claiming, low impact price deals and poor product development 
have devalued our traditional mechanics to make them meaningless. I think it likely that by 2015 price 
will no longer be a competitive tool: everyone will have to sell at the same low price unless they can 
demonstrate a palpable difference. Convenience may well be the factor that attracts the premium.

 2015’s successful mass retailer will sell food, food service, clothing and furnishings; retail brands 
will merge to become solution providers grouped under a single roof.  Stores will incorporate areas 
of low interaction / quick process; islands of high interaction / high service; spaces for interactive 

Siemon Scamell-Katz 
Founder of TNS Magasin 

research for later online purchase; and service 
points for other providers such as airlines and 
health clinics using a range of the emerging 
technologies.  In consequence, in-store layout 
and communication will be based on the ‘life 
shapes’ of a store’s shoppers.
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