
CAGR
5.6%

CAGR
5.2%

 trillion

2021F

$27.9
 trillion

2019E

$25.2
trillion

2017

2021F2019E2017

$22.6

Key growth categories SuperstoresE-Retailers Specialty retailers Discount stores

India

China
$3,128
billion

70.4
index score

$90
billion

56.1
index score

$350
billion

55.9
index score

$1,071
billion

71.7
index score

$73
billion

59.4
index score

Vietnam

Turkey Rank 4

Peru Rank 9

Colombia Rank 10

Morocco Rank 7

UAE Rank 5

Rank 1

Rank 2

Rank 6

$92
billion

60.9
index score

Malaysia Rank 3

Indonesia Rank 8

Global retail development index score 
based on market attractiveness, 
country risk, and market saturation

National retail sales 2017

$241
billion

59.8
index score

$40
billion

56.1
index score

$90
billion

53.6
index score

$61
billion

54.0
index score

Key M&A Deals (2017–2018)

$13.7 billion 

June, 2017
Whole Foods MarketChewy.com

April, 2017

YOOX
Net-A-Porter
January, 2018

Cabela
October, 2016

$4.0
billion 

January, 2017
Intime Retail

$2.6 billion 

$3.4 billion

$6.9 billion 

Staples
June, 2017

$16.0 billion 
Flipkart 
May, 2018

$4.4
billion 

Circle K Stores

CST Brands
August, 2016

$3.4 billion
Richemont Italia

Consumer and retail M&A activity ($ billion)

Deals > $30 billion

Deals < $30 billion

$56

$418

Year-over-year growth

M&A deal volume

M&A deal value

2007

+7%

+57%

Sources: Dealogic; A.T. Kearney analysis

-3%

-18%

-22%

-55%

+11%

+50%

-1%

+2%

-6%

-10%

-9%

+50%

-2%

-8%

-12%

0%

+9%

+14%

-6%

Total value $474

-2%

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

$341 $213 $295$154 $335 $328$154 $318$237 $318

$171

$512 $154 $231 $237 $213 $318 $318 $358 $468 $392

$63

$133 $64

1. Data based on patents filed during Jan 2014 – Jan 2019, data is not exhaustive, as all patents filed in July 2017
and later may not have been published yet, only 1 patent per invention has been considered, as there may be
multiple patents filed in different countries to protect the same invention

Technologies with expanding 
commercial footprint 

Total number of patents filed for the retail category – by key players1 

(Jan 2014 – Jan 2019)

1 IBM

2 Microsoft

3 Alibaba

4 Jingdong (JD)
5 Google

6 Walmart

7 Mastercard

8 Facebook

9 Amazon

1649

1567

2491

1288 1259

903

759

765

825

Increase in 
adoption of ‘buy 
now, pay later’ 
Enables retailers to 
move products quickly 
out of the inventory  
and provide a smooth  
and personalised  
shopping experience  
to consumers.

Rise of small-format retail stores
Helps retailers gain category expertise and provide a unique and convenient 

shopping experience to consumers (by leveraging customers’ data).

Small is the new black, also the new big
Retail giants will continue to open stores with smaller 
footprints or rotate fun pop-up shops on their sales 

floors to keep them current and interesting.  
– Rich Kizer and Georganne Bender 

Consumer Consultants, Kizer and 
Bender (2018) 

IoT in retail to 
make shopping less 

overbearing 
With rapid advancements in 

software and increased adoption of 
wearables, IoT is helping deliver the right 

message (communication/promotion) at the right 
time (on location/closer to purchase) to the right audience 

(potential customers).

Rise of experiential retail 
Younger consumers increasingly 

value functionality over ownership, 
and demonstrate growing preference for  

experiences over products.

Experiential shopping, where stores are 
designed for experiencing the products/services, 

while delivery can be door-to-door post purchase; largely 
applicable for fashion retailers, electronic supermarkets.

22%

14%

64%

25%

18%

57%

28%

17%

54%

32%

16%

52%

Share breakdown of US discretionary spending (excluding cars)

1985

Experiences

Experiential products

Products

2000 2015 2030f

$7.0 trillion$4.3 trillion$2.6 trillion$1.1 trillion

Notes: Discretionary expenditure excludes spending on housing and utilities, healthcare, education, 
communication services, transportation, and insurance and financial services. Experiential products are 
products used to have experiences (for example, telephone equipment, sports and recreational goods, 
and photographic services).

Sources: Bureau of Economic Analysis; A.T. Kearney Analysis

Global retail sector outlook

If you would like to know more about how to leverage advanced analytics solutions, regular patent 
intelligence and innovation updates to understand and adapt to consumer preferences, 
please contact us at inf0@thesmartcube.com. 

�	Acquisitions and partnerships with tech firms driven by the need to use technology to boost consumers’ shopping experience
�	Growing demand for faster delivery options driving acquisitions/partnerships with companies with strong distribution channels in different 

markets
�	Firms targeting specific customer segments – prime targets for retailers looking to expand customer base and increase operational presence

Drivers for M&As and partnership deals

Global retail landscape – by market cap

$693.7 billion$796.8 billion

Market cap as of 8 January 2019

Intelligence. Accelerated 

thesmartcube.com

Source: AT Kearney

The global retail market is experiencing revolutionary changes

Top 10 developing countries for retail investment

Top 10
global retail
companies

– by sales (2018)

$526.33
billion

$190.06
billion

$134.65
billion

$122.99
billion

$121.79
billion

$111.41
billion

$108.30
billion

$107.32
billion*

$104.29
billion

$101.09
billion

11,922 stores
HQ-US

510 stores
HQ-US

762 stores
HQ-US

3,254 stores
HQ-US

12,046 stores
HQ-Germany

15,495 stores
HQ-US

11,615 stores
HQ-Germany

2,287 stores
HQ-US

12,351 stores
HQ-France

12,861 stores
HQ-UK

Walmart Amazon Costco Kroger Schwarz
Group

Walgreens
Boots

Alliance
Aldi Home

Depot Carrefour Tesco

2 23 5 6 4 10 15 6 -2 0

3 17 8 3 7 5 7 5 3 2

Revenue Growth
(CAGR %, 2013–2018E)

Revenue Growth
(CAGR %, 2018E–2023F)

27 34 25 0 64 13 71 8 61 24% Retail Revenue from
Foreign Operations

Source: ‘Global Powers of Retailing 2018’, Deloitte (2018)

Evolution of business models

Trends

Innovations

Competitive landscape

Extensive M&As and partnerships in retail space

Retailers to continue collaborating with technology developers to gain operational efficiency and develop 
consumer-facing innovations in 2019

Increasing adoption of AR/VR-
based platforms; for example, virtual 
showrooms and smart mirrors 

Enhanced implementation of AI and 
ML-based customer analytics platforms 
to boost sales; for example chatbots 
with enhanced cognitive skills

Automated payments using 
smart baskets

Development of cloud-based 
productivity suites for retail to be a key 
focus area for technology giants

Increasing competition from e-commerce is forcing offline retailers to expand inorganically by acquiring both 
online and offline competitors. This is enabling them to enter into new markets and product segments, and 
expand through omnichannel operations

in overall deal value

in deals <$30 Million

2016-17

2016-17

16% decline

2% decline

Another M&A deal in the talks is the planned Sainsbury's-Asda merger; expected to be completed in 2019, the deal is currently facing 
regulatory challenges

Amazon's acquisition of Whole Foods 
was focused on increasing its brick-
and-mortar footprint and e-commerce 
capabilitiies in the grocery industry

In the past 2–3 years, Walmart has 
focused on increasing its investment 
in online shopping companies such 
as acquisition of Art.com, Eloquii, 
Cornershop, Jet.com, Bonobos, 
Modcloth, and Shoebuy.com

March, 2018

April, 2018

May, 2018

Home Depot & Pinterest

Alibaba & Valentino

The Kroger Co. & Ocado Group

August, 2018
Amazon & Kohl’s

Collaboration helped Amazon to streamline its 
returns process through Kohl’s stores, while 

the latter gained from in-store traffic driven by 
Amazon’s customers

March, 2018
Kohl’s & Aldi

Kohl's partnership with the discount 
supermarket chain Aldi assisted the company to 
drive traffic to its brick-andmortar stores

Home Depot’s partnership with Pinterest helped 
the company shift its customer base from 
contractors to homeowners

June, 2018
Carrefour & Google

Carrefour collaborated with Google to 
enable customers to purchase products 

through Google Assistant and other
connected platforms such as Google Home

Alibaba partnered with Valentino to launch a 
3D online virtual store, which is a reflection 
of the latter’s pop-up store in Beijing

October, 2017
Target & Google

Target partnered with Google to leverage its 
services, including Google Express and voice-
activated shopping features, for expanding 
company’s digital presence

Under the partnership, Ocado’s centralised 
and automated e-retailing and grocery 

warehousing technology will be leveraged in 
the US, exclusively by Kroger

Channel
focus

Product
sector focus

Operational
principle

Technology
role

Retail
space

One channel strategy: in-store 
or online

Omnichannel strategy with integrated
shopping and return service

Diversified players witnessing
fast growth

Specialty product-focused players
registering fast growth

Use of technology to drive 
logistics functions

Leveraging technology (IoT, VR, and
robots) to provide interactive 

experiences to buyers

Traditional retail stores 
focusing on product assortment

Modern shopping centres incorporating 
elements of entertainment and tailored 

experiences into store design

Consumer engagement, personalisation, 
and socialisation – key driving principles

Current

Focused on mass marketing
and diversifying retail offerings

Historic

Key M&A Deals
2016-2018

Partnership Examples
2017-2018

Traditional retail stores are focusing on enhancing customer experience to compete with e-retailers

The biggest and most visible disruption to the retail market in the last 15 years has been the continuous rise 
in online shopping. Retailers are responding by entering the segment and leveraging technology to better 
understand customer needs

Despite being the largest markets, North America and Europe have been witnessing a slowdown due to 
subdued economic growth. However markets in other parts of the world, Asia in particular, are booming


