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sub-sectors. The research was conducted between 25 July and 8 August 2022.  
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A sector that never stands still 

An ever-evolving industry 

The store is not disappearing -  
but its role is changing
Consumers still associate in-store purchases 
with trust and safety, and 88% of retailers 
perceive physical retail space as vital to their 
business. While 67% of consumers agree that 
there is a future for physical retail spaces, 
there is a clear demographic split here – 
just 54% of 16-24 year olds believe this to 
be the case, compared with 74% of over 55s. 
As a result, many retailers may now be 
considering how they can convince younger 
generations of the relevance and benefits 
of in-store shopping. 

Retailers are leading the way on stores 
of the future
Following the changes in buying behaviours 
witnessed over the course of the pandemic, 
retailers responded by supporting as broad 
a span of consumer preferences as possible. 
Their offerings and technologies increasingly 
enhance and influence the consumer 
experience, ensuring the store remains a vital 
part of the buying journey. It’s possible that 
many may now look to continue to leverage 
the power of that technology to further entice 
younger generations through their doors. 

Omnichannel and hybrid are the way forward 
The need to integrate digital and in-store is 
fast becoming a standard industry expectation. 
Our research shows that although just over 
50% of overall sales are driven by online 
interactions, the physical store remains a 
crucial part of the buying process. Retailers are 
finding that there are operational and logistical 
advantages to having both a physical and digital 
presence. Brands are responding accordingly, 
with omnichannel offerings becoming 
increasingly widespread.

Key takeaways

67%
of consumers agree that there is 
a future for physical retail spaces.

88%
of retailers see a future for 
physical stores.
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Employment is evolving 
We are seeing a slight overall decline 
in employment in the sector as a whole. 
In 2022, Barclays' economic modelling shows 
that there are around 2,488,000 people 
employed in the retail sector (not including 
microbusinesses). This is down from 2,592,000 
in 2017. Automation in fulfillment centres is 
a likely driver of this change, combined with 
reduced store numbers across the UK.

Click-and-collect is reshaping ecommerce 
The click-and-collect economy is now 
worth £42.4 billion a year. This service grew 
phenomenally during the pandemic and 
there is clear evidence that it is here to 
stay. Retailers who offer click-and-collect 
report that approximately 40% of their sales 
– 8.4% of total retail sales – are currently 
generated via the service. Those who have not 
invested in it may consider doing so – Primark, 
which has previously shied away from digital, 
is piloting the service this year. 

Emerging technology can further power 
the consumer experience
More than nine in ten UK retailers have 
introduced an additional in-store customer 
experience in the past 12 months, and emerging 
technologies such as Virtual Reality (VR) and the 
Metaverse could soon be used to improve their 
shopping experiences even further. 

Data is a further opportunity 
Only 32% of retailers say their business 
is sophisticated when it comes to using data, 
and only 28% are investing in capabilities 
in this space. This means that retailers could 
be well-placed to further explore the use of 
data when it comes to assessing consumer 
behaviour and desires. 

Retailer confidence remains 
The rising cost of living is reducing spending, 
with consumers aiming to spend between 
25%-30% less across all product categories. 
Regardless, a major proportion of retailers 
believe that they will achieve revenue growth 
in 2022.

Overall societal changes have altered habits 
The combination of the rising cost of 
living and the change in work patterns1 
(as a result of the pandemic) is contributing 
to an increase in in-store shopping. 
Consumers are shopping more frequently 
but spending less each time, with many people 
associating in-store shopping with better 
offers. Notably, some consumers are reverting 
to cash payments to help with budgeting.

Key takeaways

Versatility is key

Our research reveals that retailers are adopting an adaptable and 
creative approach to their industry. The speed and scope of the 
rising cost of living has taken society by surprise, but those retailers 
that have adapted quickly to changing behaviours have seen the 
benefits. Meanwhile, many retailers now offer experiences beyond 
purchasing products in-store, with cafes, play areas, and co-working 
spaces on the rise. Additional services are also becoming increasingly 
widespread, with 41% of retailers offering click-and-collect.

26% of stores have introduced a new beauty or grooming service

24% have partnered with another retailer to share a space

23%  have introduced an in-store pharmacy, a children’s play area, 
a café or takeaway kiosk

22% have integrated digital technology in some form

21% have introduced co-working spaces

41%
of retailers offer click-and-collect 
services.
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Executive summary

Keeping pace in an ever-changing 
environment
While the world may be learning to live 
with Covid-19, society continues to shift 
at speed. There is no shortage of reasons 
for this – the pandemic upended how we all 
work, which in turn changed a lot about our 
everyday lives. In addition, geopolitical and 
economic events have led to a rise in the cost 
of living, impacting the consumer and retailer 
alike. In particular, supply chain disruption has 
been at the forefront of many retailers’ minds, 
with just-in-time supply chains shifting to just-
in-case; a strategic change that has continued 
past the early supply crises of the pandemic. 

Covid-19 triggered a boom in online sales.
The rapid shift to digital was accelerated 
– and people became comfortable with 
increased online shopping very quickly. 
But, today, physical stores continue to earn 
confidence and trust. People are returning 
to stores to make their purchases. They are 
shopping more frequently but with smaller 
basket sizes.

Our new research clearly shows that most 
consumers believe that in-store shopping has 
a powerful future, and a huge proportion of 
retailers believe their presence is vital. The data 
reveals retailers are driving many of the current 
trends in the overall consumer buying journey 
– and can benefit from opportunities to further 
enhance the role of the physical store.

The rise of hybrid and omnichannel shopping
Hybrid and omnichannel approaches to 
shopping continue to grow in popularity. 
Brands are benefitting from a strong digital 
presence, and consumers are increasingly 
conducting product research online. The next 
step of the journey, however, might see 
them visit a physical store for ‘touch and feel’ 
opportunities, which are particularly popular 
when it comes to big ticket items. In fact, 
22% of retailers in our survey have introduced 
experiential activities in their stores in the 
past year, and a similar number have brought 
in new digital technologies to enhance 
customers' experiences.

Delivering what customers 
want, when they want it
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This blended consumer experience puts 
pressure on retailers to supply shoppers 
with products whenever, wherever and 
however they want. Retailers that continue 
to demonstrate creativity, versatility and 
adaptability are well placed to meet this need. 
In addition, retailers might begin to explore 
how they can effectively manage their supply 
chain and inventory, and fund any resulting 
change in their working capital requirement. 

Paying attention to consumer needs 
Understanding what customers want 
is imperative. Our research identifies 
some discrepancy between what retailers 
are investing in, and what customers are 
actually calling for. Essentially retailers 
currently have much more knowledge about 
how consumers can benefit from new and 
innovative digital services than the consumers 
themselves – how this is communicated will 
be key to consumer engagement.

Click-and-collect continues to grow 
in popularity, for a wealth of reasons – 
signalling that this service is here to stay. 
This is at least in part because saving on 
delivery fees is becoming increasingly 
important to consumers. This method 
has benefits for retailers, too – such as 
increasing footfall and impulse buys. 

Unsurprisingly, the data also shows 
that sustainability is still an area of real 
importance for consumers. With this factor 
now well established in shopping decisions, 
retailers could benefit from taking their 
sustainability offering further. This could range 
from increasing electric vehicle charging points 
for customers, to providing comprehensive 
recycling facilities in-store. 

While there are clearly some challenges ahead, 
most retailers remain positive that they can 
achieve growth. What’s vital is a diverse and 
adaptable approach, an omnichannel offering 
and use of data to understand and meet 
changing consumer behaviours. 

Karen Johnson
National Head  
of Retail and Wholesale,  
Barclays Corporate Banking
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Section 1: Buying behaviours

During the pandemic, digital came to the fore. 
But, despite the speed at which people turned 
to and became comfortable with online 
shopping during lockdown, consumers 
continue to have confidence and trust in 
physical retailers, with 67% saying that they 
believe in-store shopping has a future.

Buying behaviours demonstrate that in-store 
visits remain an important part of the user 
journey, even if purchases no longer need to 
start and finish there. 

Our research also reveals that consumers today 
shop more often in-store than they do online. 
For example, the average person shops in-store 
for groceries twice a week, compared with once 
a week online. It may be that consumers were 
reminded during the pandemic of how much 
they missed physical stores. In addition, people 
are currently more cost-conscious and believe 
that economical shopping can be achieved 
more conveniently in a physical store. 35% of 
consumers who shop in-store cited the ability 
to avoid postage or delivery charges, while 25% 
said their choice was informed by better sales 
and offers in-store.

Furthermore, our data shows that brands feel 
the need to work hard to entice customers 
through their doors, and that they are turning 
to innovative techniques in order to do so. 

Bricks-and-mortar stand strong 
One of the most noteworthy results of our 
research is that 88% of retailers agree with 
the two-thirds of consumers who feel that 
operating a physical store is vital. Evidence 
of this is the fact that Amazon and Shein – 
which previously had a digital only presence – 
have both opened physical stores in London 
in recent months.

Our recent UK Consumer Spend report2 
supported this view – revealing that July was 
a particularly strong month for bricks-and-
mortar retailers, with face-to-face spend 
up 8.5% when compared with the same 
period last year, and transactions up 12.9%. 
Online transactions, however, were down 3.3%, 
although spend was up 6.6%.

Stores are driving the consumer experience 

Buying behaviours

-3.3%
decline in online transactions 
over the same period.

12.9%
increase in face-to-face 
transactions in July 2022 
compared with a year earlier.
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Despite a clear demographic split here – 
just 54% of 16-24 year olds believe in the 
future of the physical store compared with 
74% of over 55s. Our research also finds that 
many retailers are responding by supporting 
as broad a span of consumer preferences as 
possible. Their offerings and technologies 
increasingly enhance and influence the 
consumer experience. In doing so, they hope 
to remain a vital part of the buying journey 
for all. 

What is driving shopping decisions? 
When examining shopping behaviours, 
the data suggests that convenience is 
crucial – 68% of consumers find in-store 
shopping convenient to some degree, 
with 77% saying the same about online 
shopping. Interestingly, 88% of consumers 
aged 55 or over find shopping online 
convenient, suggesting that this demographic 
is embracing our increasingly digital society.

Trust and legitimacy also affect shopping 
behaviours. Across 11 product categories, 
most consumers said that they prefer to make 
brand new purchases in-store, reinforcing the 
idea that physical stores may be more trusted 
than their digital counterparts. The exceptions 
are electronics, which 31% of customers 
prefer to buy online and 29% in-store, 
and entertainment (29% online, 24% in-store).

When retailers were questioned on the 
reasons for the importance of stores:

21% 
cited brand visibility 

19% 
cited customer feedback and/or 
improving customer understanding

19% 
cited creating an omnichannel offering 

When asked what makes in-store 
shopping appealing, consumers cited the 
following reasons as most important: 

46% 
said convenience 

46% 
said location

34% 
said an avoidance of postage  
and delivery charges

34% 
said selection of products

24% 
said better sales

Section 1: Buying behaviours

The hybrid shopping journey 
In terms of researching new products, 
only 26% of respondents research only in-store. 
Most consumers prefer to do so both online and  
in-store across a number of product categories, 
including accessories (31%), homewares (34%), 
garden products (28%) and fashion (33%). 
Alongside the growth of services such as  
click-and-collect this is evidence of an 
environment where both online and physical 
services are valued. The ‘hybrid’ shopping 
trend could shape the future of retail. 

Furthermore, retailers in our research advised 
that just over 50% of their revenue is now driven 
by digital channels. Yet, ONS Retail Sales data 
for July 2022 confirmed that 26.3% of all retail 
sales were completed online – down from a peak 
in February 2021 of 36.8%. This reflects that 
consumers are engaging with digital but that 
many are choosing to complete in store.

50%
of consumers feel valued 
as a customer when 
shopping in-store.

39%
who feel valued when 
shopping online.

vs.



Section 1: Buying behaviours

Interestingly, according to our data, brands 
with both a physical and digital presence 
inspire the most confidence in consumers, 
once again demonstrating that physical and 
online shopping experiences are blurring. 
Only 13% of consumers would be hesitant 
when making a purchase from an online and  
in-store brand, compared with 14% in-store 
only, and a much higher 24% for online only. 

The importance of location 
In terms of location preference and popularity 
among consumers, our research suggests 
a demographic split. Younger shoppers 
tend to seek out experiences. As a result, 
city centre shopping is most popular with 
this demographic (27%). Older shoppers 
prioritise convenience, and are most drawn 
to retail parks (33%). These findings may 
also be a result of typical differences between 
these age groups in housing (inner city versus 
suburbs) and most frequently used transport 
(public transport versus personal car). 

Retailers who have expanded the number of 
physical outlets in recent years are prioritising 
the two most popular locations: 35% of 
respondents have introduced new stores in 
city centres, while 32% have new outlets in 
retail parks. Our data confirms the overall loss 
of physical stores since pre-pandemic times. 
52% of retailers now have fewer stores in town 
centres, 50% in villages and local high streets, 
and 42% in both city centres and retail parks.

Another angle on retail location is offered 
in our report ‘Leisure rediscovered – new 
opportunities for post-lockdown hospitality’3, 
which revealed that leisure businesses are 
planning to expand their city centre presence, 
looking to take over spaces vacated by 
retailers in city centres. This report also 
references the need for collaboration between 
retailers, landlords, leisure operators, councils 
and community groups to create ‘thriving 
communities’. With changing working 
patterns, is this the key to driving a younger 
demographic into the stores?

| 9 | Next pagePrevious
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Our data suggests that enhancing omnichannel 
offerings is a vital step for retailers if they are to 
keep pace with their peers and succeed in the 
long run, showing that just over half of overall 
sales are now driven by digital interactions. 

If hybrid shopping is here to stay – as our 
research indicates – how do retailers use this 
to their advantage? Many already offer apps 
that send offers and pop-ups to customers' 
smartphones when they enter stores. 
Could similar technology be used further 
to drive footfall and allow customers to have 
the full brand experience? This could be 
particularly beneficial in terms of attracting 
younger shoppers, who are digital natives, 
and may also drive up overall satisfaction, 
which increases with in-store experiences. 

Also according to our data, physical stores 
remain a crucial part of the buying process 
and investing further in the in-store experience 
could be something retailers might consider. 
In addition, retailers are finding operational and 
logistical advantages to having both a physical 
and digital presence. 

Additionally, 30% of consumers say that they 
would be more likely to visit a store if it offered 
online return services, possibly prompted by 
both convenience and costs. 

Click-and-collect: an economy now worth 
£42.4 billion each year
Our research shows that a year ago, retailers 
who offered click-and-collect options found 
that 38% of their income was generated from 
the service. This has recently risen to 40%, 
despite the removal of pandemic restrictions 
and reopening of retail stores. Interestingly, 
of the total £42.4 billion click-and-collect 
economy, by far the biggest proportion (81%) 
is spent with very large retail brands, such as 
high-street retailer Next.

Overall, it is estimated that just over 184,000 
retail workforce roles are associated with the 
delivery of click-and-collect services, which is 
around 7.4% of the overall estimated size of the 
retail workforce in 2022 – showing again how 
some staff roles are being moved from core, 
traditional in-store roles.

Why a diverse business model is key 

Continuous adaptability 
Section 2: Continuous adaptability
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Department stores are the least growth-
confident sector (70%). Retailers based on 
industrial estates, meanwhile, are the most 
confident (86%), reflecting consumer attitudes 
to location. This could be attributed to the 
fact that retailers located there tend to sell 
big-ticket items, which come with higher price 
points. This in turn could increase the need 
for the trust and confidence generated from 
in-person purchasing. 

Green grocers 

Supermarkets are a strong example of the difference that 
adaptability can make. As revealed in our last retail report: 
‘Reshaping Retail: How ethics and sustainability are changing 
retail’s ecosystem’4, 47% of consumers said they perceive 
supermarkets and the food and drink sector as the top performers 
and sustainability credentials also scored 47% in these sectors. 
This is a marked improvement from the previous score of 39% 
and demonstrates that changes made in this space have positively 
impacted environmental, social, and governance (ESG) perceptions.

Click-and-collect is currently favoured 
the most in London, where it accounts for 
48% of purchases among retailers who offer it. 
In terms of regions, the service is most popular 
in the North West – accounting for 46% of 
all purchases. Over 55s are the highest users 
of click-and-collect. 

One key driving factor of this shift could be 
the change in working patterns that society 
has experienced as a result of the lasting 
impact of the Covid-19 pandemic. This could 
account for an increase in the number of 
people who combine click-and-collect pick-ups 
with in-store purchases at other retail outlets.  

One of the advantages that retailers cited as 
being offered by click-and-collect is the ability 
to increase in-store footfall, with retailers even 
able to act as collection points for other brands 
– for example, the John Lewis click-and-collect 
and returns partnership with the Co-op. 

Click-and-collect can also lead to an increase 
in the number of impulse purchases and 
reinforce the link between consumer and 
retailer by heightening brand awareness, 
according to retailers. It is for this reason 
that Primark recently announced that it is 
going to pilot click-and-collect in 25 stores 
in the North West of England from late 20224.

Creative thinking
What does all of this mean for retailers? 
Our data suggests that brands will 
continue to embrace the creativity and 
adaptability they demonstrated during 
the pandemic, in order to manage today’s 
economic volatility and the rapid rate of 
change in society. Many retailers are leading 
by example – with 42% of UK shops already 
offering customers experiences beyond 
buying products when in-store.

The data reveals there is a discrepancy 
between retailer and consumer perceptions 
of the importance of the in-store shopping 
experience. Some 45% of consumers would 
visit a store again, even if they didn't like its 
fit out (music, layout, or decor), and 20% 
might return. Despite this, over 9 out of 10 
retailers have invested in additional in-store 
experiences in a bid to entice more shoppers.

Many are also deploying additional services 
within their stores, with 41% of physical stores 
now acting as locations for click-and-collect 
and as locations for online returns.

Collaboration continues to be an evolving 
area for stores as retailers continue to evolve 
their offering to meet changing customer 
needs. M&S and Next carry third-party ‘online’ 
retailers in their online marketplaces as well as 
in stores. M&S, for example, now stocks Clarks, 
Joseph Joseph, OXO and Kilner.

Section 2: Continuous adaptability

£42.4bn 
Annual value of the click-and-collect 
economy.



When it comes to profitability, there is always 
a host of variables in play. Each will impact 
retailer margin – from overheads and mark-
ups to product mix. Rising costs are affecting 
individuals and businesses alike – outgoings are 
rising, but many retailers are having to invest in 
price promotions to maintain sales. 

Our research reveals that these concerns are 
also forcing retailers to review and adapt their 
activities and strategies more frequently than 
they have needed to in the past – including 
using short-term promotional activity to 
drive volumes. 

Belt-tightening across the board 
Our data also shows that consumers are aiming 
to reduce their spending by between 25%-30% 
in all product areas. The purchases most likely 
to see consumer spend reductions are 
entertainment (30%) and food and drink (25%). 

Meanwhile, 41% of consumers are shopping 
more often but are spending less; this rises 
to nearly 60% for 25-34-year olds but drops 
to just 24% for those over 55.

Margins hindered by current living costs 

The rising cost of living
Section 3: The rising cost of living

What do retailers anticipate will have 
the biggest impact on their profits? 

23% staff wages 

22% rent 

22% reduction in consumer spend 

21% food costs 

21% energy

| 12 | Next pagePrevious

86%
of discount retailers believe that they 
will continue to grow in terms of revenue, 
making them the most confident group.
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This trend is potentially being driven by the 
rising cost of living and the change in working 
patterns that we’ve experienced over the last 
few years. However, our data reveals regional 
differences, too. In Northern Ireland and 
Scotland, less frequent shopping is associated 
with cost of living in high proportions – 83% and 
75% respectively. In Greater London, however, 
there is a nearly 50/50 split between consumers 
shopping more often and spending less. 

The rising cost of living may already be having 
an impact on Christmas shopping behaviours, 
with 31% of retailers reporting that festive 
shopping is already underway. Discount 
retailers tell us they have seen Christmas 
shopping start early. This might be attributable 
to consumers looking to spread the cost of 
festive expenses across the year, while others 
may be looking to make purchases in good 
time ahead of further expected inflationary 
price increases.

Moves to consider 
How are all of these factors impacting shopping 
behaviour, and how should brands look to react 
and keep pace? 

Our research shows that consumers associate 
physical shops with better offers, savings on 
delivery and/or return charges, and savings 
overall. This could prove a key consideration 
in the current climate: if a retailer charges for 
delivery or returns, 24% of consumers say 
they would opt to order from a competitor 
who does not charge, and 22% would choose 
to shop in-store.

Section 3: The rising cost of living
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If a retailer charges for delivery or returns:

24%
of consumers would opt to order from 
a competitor who does not charge, and

60%
of 16-34 year-olds are shopping more often 
but spending less

24%
of over 55s are doing the same

50%
of retailers remain optimistic about 
online sales traffic and in-store footfall, 
despite the rising cost of living.

Shopping more but spending less:

22%
would choose to shop in-store



Since the start of the pandemic there have 
been serious recruitment issues across 
many industries.

In some cases, the pandemic encouraged 
early retirement, and has had a severe impact 
on staff levels. Our research reveals that many 
retailers are finding it hard to recruit for a whole 
range of different roles, including stockists, 
marketing specialists, staff with strong 
communications skills, senior managers, 
security guards and cleaning staff. 

Roles are changing too. Our data reveals an 
8% decline in in-store employees. Today, there 
are 264,000 fewer in-store jobs compared with 
five years ago (1,333,000 down to 1,069,000). 
A key driver for this is the loss of 2,000 stores 
since 20175.

Despite the volume of store closures, however, 
overall employment in the sector remains 
relatively stable (2,592,000 vs. 2,488,000) – 
and the reduction in in-store roles has been 
offset to some extent by growth in other 
(indirect) roles – such as click-and-collect. 
These types of jobs are estimated to have 
increased by an aggregate total of around 
159,000, from 1.259 million to 1.418 million, 
between 2017 and 2022. Around 119,000 (75%) 
of these have been created in very large retail 
businesses, with small retail businesses (15%) 
and medium-sized retailers (8%) accounting for 
most of the remainder. 

At present, electronics, household and home 
improvement retailers employ the highest 
proportion of staff in-store.

In terms of regions, there is a noticeable  
East/West divide in retailer attitudes to 
recruitment, with the North West and 
West Midlands being the least optimistic. 

Navigating an upended employment and recruitment market

Changing roles
Section 4: Changing roles

| 14 | Next pagePrevious
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Quality over quantity 
Whilst there are fewer in-store employees, 
they continue to boost customer confidence 
through their presence, knowledge and  
breadth of skills. 

According to our data, household and 
home improvements stores, where in-store 
purchasing proportions are higher, have 
an above-average number of employees – 
driving confidence and spurring transactions 
to be completed in person? American Golf  is 
a good example of this. It has staffed its stores 
with both golfing experts and merchandising 
specialists, to ensure it is equipped to deliver 
product knowledge as well as strong customer 
service (see page 19). It also sees this as an 
opportunity to provide a purchasing experience 
that is superior to the online-only experience.

This may further encourage retailers to 
focus on adapting for the future – one in 
which consumers value in-store support as 
well as confidence in physical retail purchases.

Planning for the new world 
Society is currently in the midst of a digital 
transformation – which was only expedited 
by the pandemic. When this is considered 
in line with the changing face of retail, 
staff with digital marketing skills are now 
seen as ‘more essential’. Cleaning staff are 
also highly sought after, an outcome that can 
also potentially be attributed to the pandemic. 

Our data also tells us that retailers are 
planning to invest an average of £528,000 
into recruitment and making their business 
more employee-friendly this year alone 
– with department stores, DIY stores and 
supermarkets looking to spend the most. 
This shows an encouraging trend towards 
staff wellbeing and company culture.  

Section 4: Changing roles

  Stockists

  Marketing staff 

   Staff with strong 
communications 
skills 

  Senior managers 

  Security guards 

  Cleaning staff
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£528,000
is the average that retailers are planning to invest 
into recruitment and making their business more 
employee-friendly this year alone.

Roles that are currently most 
in demand include: 

17%

16%

17%

17%

17%16%



Section 4: Changing roles

Ethical-reputation management 
The data also points to retailers' acute 
awarenes of the importance of their ethical 
and sustainable reputation. 

In fact, our recent report ‘Reshaping Retail: 
How ethics and sustainability are changing 
retail’s ecosystem’6 revealed that 63% of 
consumers believe retail should improve 
its ethical and sustainability credentials. 
The report also clearly demonstrated that 
employee satisfaction has an important role 
to play when it comes to ethical reputation.

63%
of consumers believe that retail should 
improve its ethical and sustainability 
credentials.
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The move towards digitisation will continue 
to play an increasingly important role in all 
sectors, according to our research. But in retail, 
where technology is forming an integral part 
of the purchasing journey, the future looks 
particularly interesting. In fact, two thirds of 
retailers say that they are investing more in 
technology and 18% are investing ‘much more’. 

Higher-end retailers are most likely to be 
investing in technological advancements 
for their business. Burberry, for example, 
has heavily incorporated digital innovation 
in its retailing strategy in order to bring the 
customer closer to the product7. Visitors to 
the brand’s Regent Street store are currently 
greeted with mirrors that double as video 
digital signage displays, and radio-frequency 
identification-enabled (RFID) screens 
automatically trigger related catwalk 
footage when products are taken into a fitting 
room or are near a screen. Audi, meanwhile, 
uses a VR system to provide three-dimensional 
environments for buyers to explore their 
dream cars and virtually take a seat behind 
the wheel8. 

High street brands have been experimenting 
with similar approaches, too. Nike Town, 
located on London’s Oxford Street, has been 
technology-enabled for several years now. 
Since 2019, the store has used geolocation 
tagging; the app knows when a customer 
arrives in the store and offers up a range of 
new features via their smartphone. In the US, 
H&M is piloting smart mirrors on the shop 
floor, which allow visitors to virtually try on 
and style clothing. 

The Metaverse revolution 
An incredible 92% of retailers plan to recreate 
– or further recreate – the traditional in-store 
experience in the Metaverse, while 15%, 
like Burberry, have already done so. 

Future trends and challenges

Future focus
Section 5: Future focus
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71%
of higher-end retailers say they 
will be investing into technological 
advancements for their business.
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Data: a gap in the market? 
Data will become a higher priority area than 
ever before, according to our research. A third 
of retailers agree that ‘data is the future of 
retail’. Considering the wider prevalence of 
data across all industries, these figures are 
slightly lower than expected; retailers could 
find it beneficial to explore this area further. 
Just 32% of retailers say their business is 
sophisticated when it comes to using data 
– although this figure rises to 41% among 
higher-end retailers.

What consumers want 
When asked if there is a future for physical 
retail space, 67% of consumers said that there 
was, and 32% strongly agreed. Here, however, 
we see a strong demographic split: just 54% 
of 16-24-year olds believe this to be the case, 
compared with 74% of over 55s. A key question 
that retailers may therefore ask themselves 
is: how can they convince the younger 
generations of the relevance of in-store 
shopping? Technology could well be at the 
forefront of their thinking here, allowing outfits 
to be tried on virtually and personalised advice 
to be offered.

In terms of consumer opinion, over the next five 
years, 33% of consumers said that they would 
like to see investment into re-establishing 
the high street; 24% would like to see more 
retail space opened; 15% would like experience-
based shopping and 10% would like to see 
integration with VR and the Metaverse. 

At first glance, this could be viewed as a 
discrepancy between consumer desire for 
experience and technology and the high 
levels of investment in this area. But in 
actual fact, we may be seeing an early lack 
of understanding among consumers around 
how technology can enhance the shopping 
experience, while retailers are already seeing 
the opportunity ahead. VR and the Metaverse 
are brand new concepts to many people. 
There is a potential opportunity for retailers 
to communicate, educate and drive footfall. 
The natural place for this is social media, 
where the attention of younger demographics 
can be captured, enticing them into stores for 
added-value experiences. 

Finally, sustainability will of course remain a key 
concern for consumers, particularly in relation 
to physical stores, with 39% of consumers 
saying that retail spaces could and should 
become more sustainable, and 25% saying 
that they would like to see more electric 
vehicle charging points. 

Section 5: Future focus

What retailers say

What consumers say

92%
plan to recreate the traditional in-store 
experience in the Metaverse, while 15% 
have already done so

32%
say their business is sophisticated when 
it comes to using data

39%
say that retail spaces could and should 
become more sustainable
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33%
said that they would like to see investment 
into re-establishing the high street
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Case study

Few retailers can claim to have expanded 
the experiential offering within their stores 
and outlets as much as American Golf has 
in recent times.

The business, which was acquired following 
“significant losses” in 2018, has invested 
heavily in overhauling the in-store customer 
experience – a move that has turned around 
the retailer’s fortunes, significantly grown 
market share and generated significant profits 
that are now being used to further diversify. 
American Golf reported a record year in its  
52-year history earlier this year.

"We’ve taken what was an ordinary golf 
retailer and reimagined the user experience to 
create immersive, technologically-advanced 
environments that everyone can enjoy – men, 
women and children of all ages, backgrounds 
and abilities,” explains Gary Favell, CEO of 
parent company International Leisure Group 
(ILG). “We’ve helped make the sport accessible 
to all.”

How American Golf is adapting to meet changing customer demands

Teeing up for success

Investing in technology – and beyond
While that experiential overhaul has been 
driven by a large investment in technology 
within American Golf’s outlets – it has also 
included a recruitment drive to attract 
a different type of personnel.

“When we took the business on, the in-store 
staff largely comprised golfing experts,” 
Gary explains. “We have retained a lot of 
that knowledge and golf expertise is, of 
course, still a big part of our DNA. But we’ve 
combined that with merchandisers – so we 
now have people who know how to sell, how 
to merchandise properly in store, and how to 
actually interact with a customer and provide 
what’s best for a customer’s game.”

On the technology side, the developments 
have certainly been comprehensive.

“We know and understand our point of 
difference,” Gary continues. “And it’s that we’re 
not just a bricks-and-clicks operation anymore. 
We need to be very much experiential.”



Case study
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In-store, that manifests itself in a number of 
ways. For example, most of its 90+ outlets 
are now equipped with nets and simulators so 
customers can try out equipment in a virtual 
environment. Coupling that with staff who are 
both golf specialists and merchandisers has 
seen the business grow its conversion rate for 
users of the simulator who then go through 
to a custom fitting from around 40% to 80%.

In addition, Gary says more simple steps, 
such as making consultations private so 
that customers don’t feel they have to 
“perform” in front of other shoppers when 
using equipment has further helped in-store 
conversions. ‘Putting labs’ are another valuable 
experience for customers.

But it’s the retailer’s expansion into wider 
experiential activities that really catches 
the eye. The firm has acquired a collection 
of nine-hole and full 18-hole golf courses, 
along with a number of driving ranges, 
including Cheshire’s High Legh Park Golf Club, 
Cambridgeshire’s Hemingford Abbots Golf 
Complex and Lancashire’s Golf Kingdom 
Rossendale. They are now equipped with 
International Leisure Group’s Italian-American 
food and beverage concept, Il Corso, 
encompassing full hospitality including bars, 
food, outside dining and even lounges that 
groups can book out for the evening – moving 
American Golf into a new area altogether.

Channel developments
American Golf has undergone other strategic 
changes, too, to further ensure it better meets 
evolving customer demands.

ILG opened a distribution centre to improve 
deliveries to American Golf stores as well as 
support orders via the web. While Gary says 
that, often, “customers will want to feel a club 
or other equipment they are buying”, around 
25-30% of sales now happen online – mainly 
footwear, apparel and smaller equipment.

Click and collect is also growing in popularity 
and is proving “valuable from an upselling 
perspective”, according to Gary, who further 
adds that a real benefit to the business has been 
the introduction of a web-based “endless aisle” 
ordering system, which scours the entire store 
network for product availability, giving access 
to more stock for customers.

“That’s great because it helps us keep 
customers happy but it also lets us sell down 
stock that otherwise might be stuck in one 
place and not selling."

It’s clear that American Golf is on a committed 
journey to evolving for today’s market. And the 
signs are it’s certainly working. The business 
reported sales of £166m for the 12 months 
to 30 January 2022 – up from the £115.4m 
it achieved in the prior year. Profits are also up.

But Gary’s vision doesn’t stop there.

“We’re already seeing a shift in demographic,” 
he says. “We are seeing more people in their 
20s, and the technology play is massive 
for them because they are digital natives. 
Activities such as our academy programme, 
in association with Justin Rose and which 
welcomes children of all abilities, is also helping 
attract the next generation. As a business 
we are also working towards attracting more 
female golfers and helping bring more females 
into the game and our facilities – both in the 
UK and in Europe.”

American Golf’s ability to evolve and adapt, 
it seems, has certainly come to the fore.

"We reimagined the user experience 
to create immersive, technologically-
advanced environments."
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Strategies for success

To compete in the ever-evolving retail landscape, businesses could benefit from a diverse 
business model that combines a physical and digital presence.

Strategies to help retailers 
evolve for success

Enrich the buying journey

Consider augmenting in-store offerings 
with better service to enhance the 
purchasing journey and increase 
conversion, for example using VR or 
smart mirrors, which could start to 
encourage a younger demographic. 

Be data-driven 

Explore the use of data capabilities to 
achieve a full understanding of who your 
customers are and how they interact 
with you through the buying journey. 
This can help expand loyalty offerings 
and support investment decisions. 

Keep sustainability front of mind

Analyse how you track your impact 
across environmental and social 
measures – including that of your 
supply chain. There are many options to 
support transition to a more sustainable 
business, from recycling, renewable 
energy or electric vehicle charging 
points to investing in the supply chain.

Follow customer desires 

Think about how best to meet 
consumers' desire for versatility, 
extending the creative approach 
adopted by retailers in the pandemic. 
When considering techological 
developments, think about aligning your 
offering with what consumers want, 
as well as your future store vision.
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Barclays Market and Customer Insights

Retail Location Analysis
Understand how the retail landscape  
is changing at your shopping centre  
or retail park and how you can improve 
customer loyalty by understanding 
spending habits.

Customer transactions, strategic actions
Understand your customers and drive growth through our range of data insights products

Spending Tracker
Gain an insight into how essential and 
non-essential consumer spending has 
changed in the UK since 2019. Assess 
the impacts of these changes to your 
business and the sector and understand 
the impact of cost of living trends  
going forward.

Competitor Diagnostics
Our insights can help you understand 
how your customers spend with you  
and your competitors, by channel  
and the geographical level of  
your choosing.

Market View
Discover the spending trends in over 
eighty categories to understand how 
the macro economic environment is 
changing, by channel, demographics 
and the geographical level of  
your choosing.

Brand Analyser
Understand your customers’  
brand affinity and shopping  
behaviour with a dynamic visual 
dashboard, to support  
development of partnership  
and concession strategies.

Know Your Customers
Gain a deeper understanding of the 
customers you have gained, lost and 
retained regionally and nationally,  
and how your customers interact  
with your channels. million 

customers17 3 billion yearly 
transactions

Barclays’ scale unlocks 
insights based on:
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businesses through to large corporates. 
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spanning business development, business 
turnaround, portfolio management, real estate 
and large corporates.

Karen held the role of Co-Chair of the Corporate 
Banking Diversity & Inclusion Council from 2018 
until early 2021 as she is passionate about 
improving inclusivity in the workplace and has 
led a number of initiatives in the North West, 
including Women in Business Awards and 
launching ‘This is Me’ North West to raise 
awareness and reduce the stigma of mental 
health. Karen also has responsibility for chairing 
Corporate Banking for Barclays in the North West.

Karen is married with two children and spends a 
lot of her weekends watching her son play rugby 
union and her daughter play netball. 
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out how our sector specialist team 
can help your business respond to 
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To find out more about how Barclays can support 
your business, please call 0800 015 42 42* or visit 
barclayscorporate.com

*Calls to 0800 numbers are free from UK landlines and personal mobiles, otherwise call charges may apply. To maintain a quality service we may monitor or record phone calls.
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