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E-commerce was a hockey stick early in the 
pandemic
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E-commerce was a hockey stick early in the 
pandemic
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This also held true for many companies
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Here’s what has happened since
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Here’s what has happened since
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“Sugar High”
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It was a similar story for many companies
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Following the pandemic, things returned “back to 
normal”
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That said, double-digit global online retail growth 
is strong

$4.0 
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Unemployment levels around the world are single 
digits

North America

US 4%

Canada 6.3%

Mexico 2.8%

Europe

Germany 3.3%

France 7.4%

UK 4.2%

Latin America

Brazil 8%

Chile 8.7%

Argentina 8%

Asia-Pacific

China 5%

Japan 2.5%

India 4.7%

Source: IMF (April 2024)

% unemployed as a % of the labor force
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GDP growth around the world is positive

North America

US 2.7%

Canada 1.2%

Mexico 2.4%

Europe

Germany 0.2%

France 0.7%

UK 0.5%

Emerging Markets

Brazil 2.2%

Russia 3.2%

Nigeria 3.3%

Asia-Pacific

China 4.6%

Japan 0.9%

India 6.8%

Source: IMF (April 2024)

Real GDP, estimated % for 2024

GDP growth around the world is positive
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Wages are high
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Retail spend is higher than ever

Total US Retail Over Time (excl motor and gas) US$MMs

Source: US Census Monthly Retail Sales (monthly February data)
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•“How do we address the economic 

downturn?” 

HUH????
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What is down is consumer sentiment

Source: University of Michigan
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•“Vibecession”
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Prices are 20% 
more now than 
in January 2020

Inflation 
actually is a 
problem …
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With inflation adjusted, spend is slightly higher

Total US Retail Over Time (excl motor and gas) US$MMs 

Source: US Census Monthly Retail Sales (monthly February data)
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Pandemic 

savings help 

consumers 

spend, which has 

driven prices up

$30B in “pandemic excess savings” left
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Retailers are worried about consumer sentiment

80%

39%

19%

17%

7%

6%

Consumer spending levels down on gifts and
holiday products

Inflation which force us to raise prices for
consumers

Late deliveries by carriers/shippers

Supply chain issues

Labor shortages in fulfillment

Labor shortages in stores

Which of the following concerns you for the 2024 holiday season? (select all that apply)

Source: CommerceNext Holiday Sentiment Survey July 2024
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But they are optimistic about online sales

Considering both your company’s situation and the macro environment, how do you expect online holiday 
sales in 2024 will do compared to 2023?

9%

34%

31%

24%

1%

Much better

Somewhat better

Same

Somewhat worse

Much worse

43%

25%

Source: CommerceNext Holiday Sentiment Survey July 2024
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SoLoMo is still alive and kicking … but not 

always delivering revenue or profit
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Last mile has been a huge investment area

Top 10 Most-Funded Retail Startups
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Quick commerce was a fast bust
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Mobile commerce has had fits and starts

21%

28%

31%

28%

43%

37% 36%

33%

37%

40%

35%

39%

43%

47%

51%

2013 2014 2015 Q4 2015 2016 Q4 2016 2017 Q4 2017 2018 Q4 2018 Q4 2019 Q4 2020 Q4 2021 Q4 2022 Q4 2023

Source: Forrester/Shop.org State of Retailing Online Studies; Adobe Holiday Digital Index; Forrester mCommerce forecast

% of total online retail sales revenue that were purchased on mobile devices (phones and tablets)
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QR code usage is now fairly common

I have used QR codes 
to access information, 

make a purchase, 
board flights etc., 53%

I have seen QR 
codes, but never 

scanned one, 28%

I have seen QR 
codes, but don't 

know how to scan 
them or access the 
information, 11%

I have never heard 
of QR codes (or 

don't know what they 
are), 5%

I have accidentally 
scanned a QR 

code, 2%

43%

36%

27%

25%

22%

15%

Redeem coupons or promotions

Order food at a restaurant

Make smart purchase decisions in the
grocery store

Access information from catalogs,
magazines or ads

Pay my bill at a restaurant

Decide which personal care products
to buy

Common QR code use casesQR code usage and familiarity
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Even AR has double-digit penetration now

69%

26%

18%

17%

15%

15%

14%

14%

13%

13%

11%

Playing video games

Picture or video manipulation

Measuring or levelling physical objects

Studying or learning

Translating text or written word

Trying on clothes or accessories

Interacting with advertisements

Providing an interactive experience
while watching a TV show or movie

Testing different colors of cosmetics

Locating restaurants or shops in your
area

Hovering-over products in stores for
more information or reviews

 

Common AR use cases

Familiar with but have 
not used a device or 

app, 44%

Not familiar, 40%

I have used 
an 

augmented 
reality device 
or app, 16%

AR usage and familiarity
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Shoppers do 

discover 

products via 

social media

“How frequently do you use social media to discover 

products or brands?”

16%

24%

19%

17%

25%

At least daily

At least weekly

At least monthly

Less than monthly

Never

Base: 4808 US online adults
Source: Forrester's Retail Topic Insights Survey, 2023
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U.S. live online 

shopping 

adoption remains 

low

“Have you done any live online shopping?”

Yes
15%

No
85%

On which of the following devices have you participated in 

live online shopping?

Base: 4808 US online adults; 703 who have participated in live stream 
shopping
Source: Forrester's Retail Topic Insights Survey, 2023

82%

40%

45%

2%

Smartphone

Tablet

Computer

Other

News, gaming and 
exercise are the top 

use cases for live 
streams



30© Forrester Research, Inc. All rights reserved.

Instagram closes live shopping
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Pinterest has a new press release about 
commerce seemingly annually
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Social commerce is fine for discovery, less so for 
purchasing by US and UK shoppers

“I like to purchase products through social media platforms” (strongly agree, 5 of 5)

US UK Metro China

6%

10%

10%

5%

Overall

Gen Z

Millennial

Gen X

5%

9%

9%

4%

Overall

Gen Z

Millennial

Gen X

20%

17%

21%

19%

Overall

Gen Z

Millennial

Gen X

Source: Forrester consumer surveys (Retail Benchmark Recontact 2022)
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We’re in a new cold war … with China
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The US has no interest in a similar scenario
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China isn’t easy 

for most US firms 

…
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… unless they have paid a king’s ransom

$275B = GDP of Chile
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These crucial questions haven’t been answered 
about Shein and Temu

1. How big are they really? (Audited by a credible third party, not 

sources planted by the firms.)

2. How much of their success is due to CCP support?

3. Where is the funding coming from to support the enormous 

marketing spend? 
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The major players are still larger

Source: Forrester Topic Insights 2024

Which of the following online marketplaces do you buy products from?

44%

39%

24%

21%

16%

13%

8%

49%

38%

32%

33%

23%

29%

22%

Amazon Marketplace

eBay

Etsy

Facebook Marketplace

Temu

Shein

TikTok Shop

Total

Gen Z
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Notorious Jack Ma speech

October 2020
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As Alibaba slumped, PDD rose

October 2020

Overall market downturn Market upturn
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These crucial questions have not been answered 
about Shein and Temu

1. How big are they really? (Audited by a credible third party, not 

sources planted by the firms)

2. How much of their success is due to CCP support?

3. Where is the funding coming from to support the enormous 

marketing spend? 

4. How much longer is the UPU and de minimis runway which favor 

their shipping?

5. How do they actually price goods so inexpensively when even 

Walmart, H&M and others can’t? 
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Small batch, high quality and speed are a tough 
combo
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Production in Mexico may offset some of the 
changes to policy with China

Source: China’s Economic Rise: History, Trends, Challenges, and Implications for the United States, Congressional Research Service

Average monthly wages
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Watch out for “greenwishing”



48© Forrester Research, Inc. All rights reserved.

Forrester’s green 

consumer 

segmentation

Note: Percentages may not total 100 because of rounding.

Base: 77,489 Europe-5; 73,073 US; and 5,257 Australian 

online adults

Source: Forrester’s Consumer Benchmark Survey, 2023
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Green consumer 

segmentation

Base: 786 to 77,489 online adults in the US, Australia, and 

Europe-5; base sizes vary by region and segment

Source: Forrester’s Consumer Benchmark Survey, 2023
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Green consumer 

segmentation

Note: Percentages may not total 100 because of rounding.

Base: 123 to 24,003 online adults in the US, Australia, and 

Europe-5; base sizes vary by region and generation

Source: Forrester’s Consumer Benchmark Survey, 2023
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ESG claims help sales regardless of whether 
they are true



52© Forrester Research, Inc. All rights reserved.

Many consumers are opting out of purchasing 
altogether

Source: Google Trends
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If you’re tired of “AI Talk,” brace yourself for 

more because it won’t stop
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Generative AI is one application of deep learning

Artificial 

intelligence

Machine 

learning

Neural 

networks
Robotics

Expert 

systems

Deep learning

Generative AIBioinformaticsFacial Recognition Fraud Detection

Can be based on LLMs; often responds to prompts



55© Forrester Research, Inc. All rights reserved.

There are 3 areas of retail to consider
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Maturity

Impact
No-code multistep business intelligence*

Generative code*

Dynamic attribute creation*

Trend identification*

Counterfeit detection

Payment fraud detection

Merchandising optimization

Audio recognition of sounds

Biometrics for ad effectiveness

Camera vision for warehouses

Camera vision for inventory management

Store labor optimization

Store analytics

Fulfillment analyticsBiometrics for payments/employees

Virtual try-on

Royalty free music and dynamic audio*

Generative video*

AI generated marketing/text*

Generative static photos*

Personalization
Recommendation engines

Chatbots v.1

New chatbots*

Cashierless stores and carts

Summary of solutions
Table stakes; best 
practices in retail 

now

Greatest promise 
in 2-5 years

Jury is still out on 
these solutions

*Generative AI solutions

Light green: back office 
facing

Black: field worker facing

Red: consumer facing

Autonomous vehicles

Robotics and cobots

Anomaly detection

Camera vision for shopper ID
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Here are the generative AI solutions that retailers 
are deploying now

Source: Forrester analysis of 51 retailer use cases

35%

31%

24%

8%

Text summarization, transcriptions, insights
generation

Chatbots (consumer or employee facing)

Image generation

Marketing content

% of retailers using different types of generative AI solutions
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Don’t be panicked about the 2024 U.S. 

presidential election 
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Compared to last year, how do you expect your holiday shopping spend in November and December 

2016 to change as a result of the 2016 presidential election?

We have seen this movie before, and even then retail 
persevered

20%

12%

31%

6%

3%

28%

Expect to spend much less

Somewhat less

Same as last year

Somwhat more

Expect to spend much more

Don't know

Source: Google Surveys (November 12-14, 2016)

Base: 1,012 online consumers
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This was holiday spend in 2016
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In summary …

• E-commerce is growing but at its slowest rate ever

• Retailers remain optimistic because consumers are still spending and promotional levels are 

rising again

• It finally is the year of mobile, but we’ve been preparing for this for a decade 

• Sustainability matters, but retailers will fictionalize claims until regulation is introduced

• GenAI hype and experiments will continue; more mature and established AI (e.g., fraud and risk 

management) will continue to deliver value

• The election won’t impact consumption, but long term it may impact supply chain and 

manufacturing in Asia

• Don’t be distracted by hype; focus on great customer experiences for your best shoppers
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Innovate or die, right? 

1955 1985 2015 2023

A&P Sears Walmart Walmart

Sears Kmart CVS Amazon

Safeway Safeway Costco Costco

JCPenney Kroger Kroger Kroger

Kroger American Stores Amazon The Home Depot

Source: American Business History Center

Top US Retailers
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Here is a framework to think about

Level of innovation

Level of success

Michelin’s 100,000 tire

Concorde

Google infinite scroll
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“… the spoon, scissors, the hammer, the wheel.  

Once invented, it cannot be improved.” 

Author Umberto Eco
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Attribute US UK France

Free shipping 75% 73% 68%

Final price 46% 46% 33%

Free, no hassle returns 45% 44% 50%

Order tracking service 28% 27% 32%

Widest selection of products 27% 22% 34%

Easy to find if products are in stock 22% 23% 20%

Previous relationship with the retailer 22% 25% 15%

Trustworthy reviews of the retailer 21% 26% 19%

Easy to navigate website or app 20% 25% 15%

Next day/same day delivery 20% 23% 18%

Convenient store location to return the product to the store if needed 18% 16% 12%

Option to buy online and pick up in store 13% 17% 17%

Fast checkout 13% 10% 7%

Ability to link loyalty benefits and reward points to online purchases 12% 15% 14%

Delivery/pickup capabilities 11% 9% 15%

Extensive product information available 9% 7% 7%

Base: 5204 US, 2,593 UK, and  2,518 French online adults
Source: Forrester's Retail Benchmark Recontact Survey, 2023

Free shipping continues to drive success for online 
retailers

Which of the following factors are typically most influential in determining which retailer you will purchase a product from online?
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Sucharita Kodali

skodali@forrester.com

Follow me on LinkedIn

mailto:skodali@forrester.com
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