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EXECUTIVE SUMMARY
We know how busy work can be. And one thing that always gets pushed down the 
priority list is reading industry insights. With this in mind, if you’ve only got two 
minutes free, we’ve packaged up our key take-outs from our report:

79%

15.5
34%

17%
54%

503
believe they’re ready to take advantage of future 
opportunities in digital commerce

the number of months that commerce leaders plan into 
the future

say the biggest reason for failure is a lack of alignment 
with customer needs

of commerce leaders cite a balanced strategy as the most 
important factor to get right, making it the top selection

of digital commerce projects fail  
$200k on average per company per annum is wasted on 
failed projects in the US  
£255k on average per company per annum is wasted on 
failed projects in the UK

digital commerce leaders surveyed, from the US and the UK

57%
67%

of leaders view Amazon as a barrier to their  
organization’s growth

agree that they need Amazon to remain competitive
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72%

70%
68%
70%
10

27%

69%

of leaders believe that the future consumer will prefer 
online shopping

say conversational commerce will be important in  
the future

say their organization has a voice commerce strategy 

of businesses claim to have a social commerce strategy  
in place

the number of years for social commerce to become the 
number one channel, ahead of marketplaces, brand sites 
and retailer sites, according to commerce leaders

of digital leaders believe loyalty is one area that Amazon 
does not do well

of digital commerce leaders’ organizations have 
considered digitizing some of their products to help 
address the challenges of fast-delivery expectations 

GO TO PAGE 36 FOR THE NEXT STEPS!

RE
AD

Y 
O

R 
N

O
T?

4



R
EA

D
Y 

O
R 

N
O

T?

5

IN
TR

O
DU

CT
IO

N



Hugh Fletcher 
Head of Thought  
Leadership (EMEA) 
and UK Marketing 
at Wunderman  
Thompson Commerce

INTRODUCTION

What makes the future of commerce so hard to fathom is the 
speed of change, the ripping up of the old rule book and the 
introduction of new sales models. It can feel uncontrollable, 
unlearnable and as though organizations are constantly 
playing catch up.

It is vital then that organizations and their leaders have a sense of what’s coming. 
However, the nature of business means that some business leaders are so busy trying 
to survive – hitting this week’s, this month’s and this quarter’s results – that all too 
often they just don’t have the time to future-gaze. 

But even future-gazing is sometimes not enough. Planning and investing for this future 
is what will keep businesses relevant in decades to come.

At Wunderman Thompson Commerce, we wanted to understand more about the 
leaders who are shaping their businesses for this changing future and the changing 
consumer. What do they think the future of commerce will look like? How confident are 
they that they know what’s coming? Are their businesses ready for it? How successful 
are they at reacting to these changes? What makes them succeed or stops them from 
being successful? 

So, we surveyed over 500 digital commerce leaders, half from the US and half from 
the UK, to learn just this. We questioned them on everything from the future-readiness 
of their thinking and planning, and their feelings about the future of commerce in the 
shadow of retail giants, to how they hope to appeal to the next generation of  
customers, as well as their own shopping habits and inspiration. 

Supplemented by our existing research – The Future Shopper 2019 and Generation 
Alpha: Preparing for the future consumer – we were able to get a much clearer view 
of the future landscape of commerce – from current shoppers, future shoppers and 
decision-makers, together giving us an unparalleled view.

By the end of this, you will have a richer insight into how commerce leaders think and 
what to do to help ensure your digital strategy is being motivated by the right insights. 
You will also have more of an idea of the challenges facing these leaders in their 
businesses, how it’s affecting the success of their digital projects and what can be 
done to arrest the failures. 

Read on to find out more. 
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THE COMMERCE LEADER: 
CONFIDENCE-IN-CHIEF

With all the complexities involved in 
the digital commerce landscape, it 
requires a certain type of individual 
to be at the forefront of change. And 
if you had to pick one shared trait for 
our commerce leaders, it would most 
likely be confidence. Our data supports 
this – thankfully, based on their need 
to drive their businesses into the 
next commerce era, our leaders are 
incredibly confident individuals.  

So what do the stats tell us?

Commerce leaders are ready:

Most leaders we surveyed indicated that they are 
ready to embrace the potential of digital commerce 
– with almost four out of every five (79%) believing 
they’re ready to take advantage of the many exciting 
opportunities that digital commerce promises to 
offer. 

Broken down further, that’s almost half of businesses 
(47%) that believe they’re fully ready today and 
32% that believe they’re somewhat ready. Only 
19% believe they are either unprepared or not very 
prepared, and just 1% say they are still reviewing the 
eCommerce landscape. 

 
Size matters:

And, seemingly, size does matter when it comes to 
preparedness. The size of their companies seems 
to correlate with commerce leaders’ perception of 
how ready they feel – broadly speaking, the larger the 
company, the more prepared they feel:

89% – more than 500 employees 

90% – 250-500 employees

75% – 100-249 employees

72% – 50-99 employees

82% – 10-49 employees 

63% – 1-9 employees

EXPERT VIEW
Commerce leaders seem fully focused on 
what they need to achieve and why they 
need to achieve it, and they’re confident in 
their readiness to embrace digital commerce 
change. This news is refreshing given 
the complexities and unknowns typically 
associated with the future of commerce. It’s 
also great to see that commerce leaders are 
clear that a balanced channel approach is 
required when it comes to their strategy.

James Westoby 
Managing Director UK at 
Wunderman Thompson Commerce 

79%
of commerce leaders 
believe they’re ready to 
take advantage of the many 
exciting opportunities that 
digital commerce promises 
to offer
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Whether this is a factor of increased budget, bigger 
revenue, or something else remains to be seen. 
Interestingly, the companies with 10-49 employees 
still showed extremely high levels of confidence, 
with their agility likely to be a factor. 
 
And the confidence doesn’t stop there…

When it comes to one of the most important 
factors in business – people and their skillsets – 
commerce leaders believe in their people. In fact, 
71% of them are of the belief that their business has 
the right talent to complete digital projects. 

All these signals are extremely strong. What we 
have is enormous confidence in the ability to deliver 
in the face of present-day and future commerce 
challenges. But knowing what to get right is also 
vital. 

So, what do they think they need to get right?

Reassuringly, commerce leaders identified the need 
for a balanced strategy as the number one thing that 
they need to get right. Having a “balanced commerce 
strategy”, spanning the four key digital commerce 
pillars of marketplaces, retailer sites, D2C and social 
commerce, is now essential in a brand’s or retailer’s 
approach. It’s great news then that this is seen as the 
number one indicator for being prepared, with 17% 
of commerce leaders questioned citing a balanced 
strategy as the most important factor to get right.

The most important factors to get right when 
considering digital commerce are:

17%
of commerce leaders cite 
a balanced strategy as the 
most important factor to 
get right

17%

15%

15%13%

12%

8%

12%

1%

8%

Balanced strategy (17%) 

Customer experience (15%)

Ecommerce platform (15%)

Brand content (13%)

Data (12%)

The way the brand is represented online and through 
omni-channel (12%)

Influencer endorsement (8%)

Alignment (e.g. cultural) across the organization (8%)

No most important factor (1%) 
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Why is being prepared for digital commerce so 
important?

On top of being ready for these changes, business 
leaders are clear why they are ready. When asked 
what the biggest opportunity digital commerce 
offered to their organization was, leaders said:

This clarity of vision demonstrates just how vital 
digital commerce will be in the future for growth and 
the ability to compete. 

When comparing regions, UK commerce leaders 
are more excited about their increased potential 
to compete in contrast to US leaders (23% vs 
17% respectively). But profits represent a bigger 
opportunity to US commerce leaders than in the UK 
(19% vs 12%) whilst the opportunity for revenue is 
viewed slightly higher in the UK (15% vs 13%).

16%

20%

24%

19%

20%

15%

14%

13%

Commerce leaders are clear that 
a balanced channel approach is 
required when it comes to their 
strategy.

<1%1%

Better chance of growth (20%)

It offers the ability to compete better (20%)

It will align our organization better with the demands  
of our customers and our future (16%)

A clear opportunity for bigger profits (15%)

A clear opportunity for new channels of revenue (14%)

An opportunity to conduct commerce effectively in an 
uncertain geo-political landscape (13%)

No biggest opportunity (1%) 

Not sure (<1%)
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20%
of commerce leaders 
believe being prepared for  
digital commerce will give 
them a better chance of 
growth



TAKEAWAYS
Our digital leaders are confident and prepared.

They understand that embracing digital 
commerce is vital to business growth, and to 
remaining competitive.

The top three areas that our leaders identified 
for getting right – a balanced strategy, 
customer experience and eCommerce 
platforms – are spot on when it comes to 
building the right foundation for commerce 
success. 

R
EA

D
Y 

O
R 

N
O

T?
CH

AP
TE

R 
1

10



DELIVERING ON DIGITAL 
COMMERCE IS COMPLICATED

One of the biggest take-outs from our data is that 
it shows clearly how difficult it is to strategize, 
plan, and deliver digital commerce projects. For a 
multitude of reasons, our numbers show that failure 
rates across the US and the UK are high.

It’s important to delve into these numbers and results 
to find out what can be done differently in future, and 
to learn from the issues. After all, failure can be a 
positive if learned from. 

For good reason, heads are down, but they could 
benefit from being up…  
 
One of the reasons why so many brands and retailers 
find it challenging to move forward is because their 
future focus is not long-term enough, something 
that’s key to the success of the likes of Amazon and 
Alibaba. 

Our stats show that commerce leaders are 
strategically planning, on average, just 15.5 months 
into the future.

The period is even shorter in the UK. While US 
companies are strategically planning on average 29.7 
months ahead, those in the UK are planning 13.5 
months into the future. 

This is surely one of the reasons that the likes of 
Amazon have been able to move further ahead, 
giving customers what they want, when they want 
and how they want, with their strategic planning 
cycles extending into the decades. Clearly replicating 
this planning and Amazon’s strategic model isn’t 
always possible. 

Considering that many commerce leaders say 
how excited they are about innovations such as 
automated purchasing, brain computer interfaces 
and voice assistants, embracing these advances may 
prove challenging if not planned for sufficiently in 
advance. 

Interestingly, when it comes to strategic planning, 
size matters. The most prepared organizations 
are the companies with the cash – those making 
more than £500m in yearly turnover are on average 
planning 21.8 months in advance. Smaller firms with 
turnovers under £100k are only planning 5.6 months 
ahead.

EXPERT VIEW
It’s clear that digital commerce leaders have 
their work cut out when it comes to strategic 
planning and project delivery. Planning 
sufficiently far ahead is something that we 
would all like to do more of. But business 
pressures often squeeze the time allotted for 
strategic planning. Nonetheless, planning, 
aligning with customers’ needs and dealing 
with culture are all evidently areas that require 
significant focus to maximize the chances of 
digital commerce success. 

Krantik Das 
Strategy Director, Europe at 
Wunderman Thompson Commerce 
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Just how many digital commerce projects fail?

The reasons for digital commerce project 
failures are clearly multi-factorial and include 
multiple stakeholders. But whatever the 
reasons, a look at the numbers when it comes 
to project failures doesn’t lead to pleasant 
viewing -  a total of 54% of digital commerce 
projects fail. 

This of course results in budget being wasted 
too. 

Based on our survey, US companies spent, 
on average, $361k (£279,433) on digital 
commerce projects over the last 12 months. 
But with 55% of those projects failing, this 
equates to $200k (£154,811) being lost on 
failed projects yearly.

The UK companies we surveyed spent an 
even higher £472k ($609,775) on average on 
digital projects, 54% of which did not succeed, 
equating to an annual loss of £254,880 
($329,278) on failed projects. 

Does size matter when it comes to success?

Interestingly, the size of revenue appears to correlate 
with the success of digital commerce projects. 
Organizations with higher revenues tend not only 
to spend more on digital projects, but also to have 
higher success rates. 

Companies which made over £500m in turnover 
had a 58% success rate when it came to digital 
commerce projects, compared to 41% and 34% of 
companies with turnovers of less than £100k and 
£100-999k respectively.

54%
of digital projects in the 
UK failed, resulting in an 
annual loss of £254,880 
($329,278)
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And this trend holds up when it comes to company 
size from an employee perspective. Organizations 
with more than 500 employees succeeded at 56% 
of their projects, compared to the 33% success rate 
for companies with under 10 employees.

While it’s uncertain why this correlation exists, 
what is clear is that the reasons for these numbers 
need to be investigated to find out what can be 
done to swing them towards success.  

What are the reasons for these failures?

As a delivery partner, we understand how challenging 
it can be to get projects delivered successfully 
and that identifying, building and delivering digital 
commerce solutions is complex. Fact. 

What makes it more complex is the ever-shifting 
expectations and demands of customers. So it 
shouldn’t be a huge surprise that the number one 
reason for project failures is a lack of alignment with 
customer needs. 

34% of digital commerce leaders blame misalignment 
with customer needs as the biggest reason, followed 
by poor logistics to meet demand (29%), and a lack of 
clear objectives (29%).  

A further 28% of commerce leaders cite the fact that 
projects simply move forward too quickly without 
a proper strategy. The same number point to their 
organization’s lack of the right digital knowledge, 
talent and skills to make projects succeed, and 23% 
claim there is not enough financial investment.

What’s clear is that there are numerous reasons why 
these projects are hard to deliver – both inside and 
outside of our digital commerce leaders’ control. 

What could help this situation, based on the data, is 
more time spent at the outset of the projects, finding 
out exactly what customers’ needs and expectations 
are, as well as taking time to plan projects with 
defined objectives and clear strategies, rather 
than being rushed into the project delivery stages. 
Customer alignment should be reviewed throughout 
the project’s duration too; it should be an iterative 
process with companies remaining agile in terms of 
what they offer.

Of course, when considering project “failure”, 
it’s important to frame what failure actually is. 
One recurring theme that we see is that, all too 
often, the external expectations and timelines of 
digital commerce projects can be unrealistic, with 
commerce leaders often fighting losing battles with 
their corporate stakeholders. As more and more 
brands without eCommerce experience enter the 
eCommerce space, it’s clear that there is a need to 
educate managers throughout their businesses to 
avoid unrealistic expectations.

The external factors affecting success rates could be 
the reason why 79% of business leaders personally 
feel ready for all the advantages and opportunities of 
digital commerce. They just need to make sure that 
their companies are brought along for the ride. 

 

34%
of digital commerce leaders 
blame a lack of alignment 
with customer needs as 
the biggest cause of digital 
commerce project failures
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What about the budget?

Interestingly, 51% of digital commerce leaders 
believe their organization simply hasn’t invested 
enough in digital commerce. 

Digging deeper into why commerce leaders find it 
so hard to get investment from the business, the 
most cited reason for what prevents commerce 
leaders from investing in digital commerce is the 
‘culture in the business’ (16%). 

Other reasons include the risk of security breaches 
and the impact on their reputation (15%) and the 
internal decision-making process (15%). A lack 
of digital talent, knowledge and skills within the 
organization and the board came in at 14% and 10% 
respectively. 

Intriguingly, the inability to compete with the likes 
of Amazon scored only 7% but was the most cited 
‘external’ factor. This suggests commerce leaders 
see the challenge of getting budgetary sign-off 
as both an internal and human issue first and 
foremost, rather than an issue of technology or 
competition.

51%
of digital commerce leaders 
believe their organization 
simply hasn’t invested 
enough in digital commerce
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The identification of culture as the number one 
reason for lack of investment is telling. Despite 
most commerce leaders being aware of the need to 
change culture in their business, the fact is that this 
is a time-consuming change and extremely hard to 
deliver. Often the commercial necessity to change 
business models forces organizations to plough 
ahead with process and tech changes before their 
cultures are ready. 

It’s no surprise that some of the biggest players 
in the digital commerce space are relatively new 
businesses, allowing them to define a culture that 
works in the new commerce paradigm. At the 
same time, companies such as Walmart, Next 
and Nike have managed to change the cultures of 

their businesses to make them right for today and 
tomorrow; and are well ahead of the game in that 
sense.

What does this mean?

Digital commerce leaders are in a challenging 
position – leading the charge towards new and often 
unexplored digital business solutions. They operate 
across a wide spectrum of technologies, capabilities 
and partners. Is it any wonder then that success isn’t 
always guaranteed? Provided that learning is gained 
from those projects that aren’t successful, not all 
failed projects are a waste. And being aware of the 
reasons for failure can help to ensure that stumbling 
blocks aren’t stumbled over twice.
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TAKEAWAYS
Where possible, strategic planning must go 
beyond 15.5 months. The key is to constantly 
re-align and be driven by consumer trends and 
demand. With every passing day, the tech and 
retail giants are investing in the infrastructure 
and services that all customers will demand in 
the future.

Digital commerce leaders must strive to 
identify why and where some of their digital 
commerce projects fail. With this knowledge, 
they must then address the reasons.

Aligning with customers’ needs is essential, 
both at the outset and throughout the project 
delivery. While the omni-channel environment 
becomes ever more complex, leaders 
must deliver projects for customers in the 
knowledge that they are giving them exactly 
what it is that they want.

Culture in business – the number one reason 
that stalls investment – should be considered 
a main priority to change. Organizations must 
be taken on a digital commerce education 
journey to make sure that they are capable 
of delivering against their customers’ 
expectations.

Considering that many commerce leaders say how excited they are about 
innovations such as automated purchasing, brain computer interfaces and 
voice assistants, embracing these advances may prove challenging if not 
planned for sufficiently in advance.
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AMAZON: PARTNER OR 
PARTY POOPER?

Amazon has become an omnipotent 
presence in the retail industry, but 
it’s one that solicits debate and can 
generate confusion. On the one hand, 
it’s a vital channel in an organization’s 
digital commerce strategy, facilitating 
thousands of businesses’ online 
strategies and serving as an invaluable 
digital partner. 

But on the other hand, Amazon can be viewed as a 
competitor to practically every retail business on Earth, 
and the setter of customer expectations that are hard, 
if not sometimes impossible, to match.

How does one compete with, co-exist with, and 
utilize Amazon? Competition with it can seem futile. 
Partnering with it seems essential. Matching its service 
seems impossible.  
 
Amazon as a business blocker:

57% of respondents view Amazon as a barrier to their 
organization’s growth. Another 56% have gone as far 
to say the digital commerce industry would be better 
without Amazon – presumably this is largely the view 
of those focusing on their D2C business online.

And it would seem US commerce leaders feel a lot 
more strongly about this. 64% of US respondents say 
they wish Amazon didn’t exist compared to 48% of UK 
leaders. 

Beyond just being a blocker for their businesses, many 
digital commerce leaders view Amazon as their main 
competitor. When questioned about who they consider 
to be their biggest competitor, over a third (34%) cited 
Amazon, more than double the second most cited 
option, brand websites (16%). Alibaba came in third 
with 14% – showing that UK and US commerce leaders 
are becoming more aware of the impending arrival of 
the Chinese retail giant. Finally, retailer sites accounted 
for 13% and eBay for 10%.

When comparing differences across the US and the 
UK, in the US, retailer sites are considered much more 
of a threat (19%) than in the UK (8%) where brand 
websites were viewed as a much bigger threat (19%) in 
comparison to in the US (14%). 

However, for larger companies with a yearly turnover of 
more than £500m, Amazon was by far the competitor 
they were most concerned about (48%). 

In addition, more than two thirds (67%) of digital 
commerce leaders say their organization is concerned 
that consumers want to buy all their products in one 
place. An unlikely scenario? Not if our Future Shopper 
2019 research data is anything to go by - 62% of 
shoppers are excited about buying all their products 
from one retailer. Seemingly, they have reason to be 
scared.

While this proves that Amazon can be viewed as a 
competitor, is it fair to see it as a partner too?

34%
of commerce leaders 
consider Amazon to be 
their main competitor
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Amazon as a partner:

There are very clear benefits to working with Amazon, 
with 67% of commerce leaders agreeing that they need 
to if they want to remain competitive. And 72% even 
say they need to invest more money in Amazon, simply 
because that’s where most products are searched for, 
not to mention their customers as well.

And these sentiments aren’t all functional. Many digital 
commerce leaders are aware enough to identify the 
positive effects that Amazon has had on their business 
– 77% of commerce leaders believe Amazon has been 
inspirational to their business, and their organization 
uses its innovations to drive their own strategy. And the 
vast majority of businesses (81%) agree that Amazon 
has been good for the digital commerce industry.

67%
of commerce leaders agree 
that they need to work with 
Amazon if they want to 
remain competitive

EXPERT VIEW
Amazon’s continuing rise to dominance in 
the West proves what we’ve been saying for 
a long time – Amazon must be treated as a 
partner and is essential to the eCommerce 
health of many - if not most - organizations. 
Most commerce leaders seem aware of this, 
despite some misgivings. With such a huge 
percentage of online shoppers’ wallet, not 
to mention a huge percentage of commerce 
leaders’ personal online purchasing, not only 
can a lot be gained by working with Amazon, 
but a lot can be learnt too. Amazon should 
be viewed by brands and organizations as 
an integral part of a balanced commerce 
strategy. However, working with Amazon is 
very different to traditional retailers, so to be 
successful, organizations need to ensure they 
plan for this.

Raghbir Rana 
Senior Marketplace Consultant at  
Wunderman Thompson Commerce 
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Can you compete with Amazon?

In a world where brands and retailers need to think 
in terms of a balanced strategy – with one of the 
key channels being marketplaces, and another being 
direct to consumer – a key question that needs to be 
asked is “can you compete with Amazon?” It’s a very 
pertinent question for those who have D2C at the 
core of their strategies. An overwhelming 61% believe 
they can directly compete with Amazon. 

It’s worth noting that the larger the business, the 
stronger the confidence – with 75% of companies 
with a turnover above £500m claiming to be 
confident about their ability to compete with Amazon, 
as opposed to the 38% of companies turning over 
between £100k and £999k.

What is apparent is that commerce leaders believe 
that they can exploit what Amazon can’t do (WACD) 
and win the battle.

However, when it comes to thinking about how to 
compete with Amazon, 27% of digital leaders believe 
loyalty is the one category in which they can win. 
This and other areas which commerce leaders think 
Amazon does not do well are:

Loyalty

Customer service

Delivery

Packaging

Innovation

Choice of products

Sustainability

Creating a community

Standing for something (e.g. a purpose)

Specialist/personalized products

There is nothing that I think Amazon doesn’t do so well 

Other 

With such a huge percentage 
of online shoppers’ wallet, not 
to mention a huge percentage 
of commerce leaders’ personal 
online purchasing, not only can 
a lot be gained by working with 
Amazon, but a lot can be learnt 
too.

61%
of commerce leaders believe 
they can compete directly 
with Amazon

27%

24%

24%

24%

23%

22%

21%

19%

18%

16%

8%

1%
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And of these, the one weakness of Amazon that 
commerce leaders feel would be most exploitable is 
loyalty (12%). This and other areas that commerce 
leaders believe they can exploit in relation to Amazon 
include:

Loyalty

Innovation

Packaging

Delivery

Customer service

Sustainability 

Creating a community 

Standing for something (e.g. a purpose) 

Choice of products 

Specialist/personalized products 

Others

None of these

 

Having said all this, general confidence in commerce 
leaders’ ability to ‘exploit Amazon’s weaknesses’ is 
definitely tempered, with one in ten resigned to the 
belief that they would never be able to exploit any 
of their weaknesses. The future is not filled with 
optimism for this ten per cent. 
 
Prime confusion:

Three in every four commerce leaders is an 
Amazon Prime customer (74%), meaning that they 
experience first-hand the benefits of what is one 
of the most advanced and forward-thinking CRM 
programs in operation. Their first-hand experience 
leads 62% of them to conclude that without Prime, 
Amazon wouldn’t be as successful and that their 
own organization is missing out due to not having 
a service like Prime. In what sounds like a defeatist 
surrender in the commerce war, 59% concede that 
their organization could never provide a service like 
Prime.

27%
of digital leaders believe 
loyalty is one area that 
Amazon does not do well

12%

11%

10%

10%

10%

9%

7%

7%

7%

6%

11%
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Looking to the future:

It’s no secret that Amazon plans far in advance 
– and much further ahead than most other 
businesses. The reasons for this are myriad, and as 
a consequence 74% believe that Amazon is better 
prepared than they are for the next generation of 
customers.

The commerce leader as a consumer, and Amazon:

One thing that’s important to remember about digital 
leaders, is that they too are consumers. 

It’s no surprise that Amazon seems to be the default 
destination when it comes to the online shopping 
behaviors of digital commerce leaders, just like the 
rest of us. 

Across the US and the UK, on average 39% of 
commerce leaders’ online spend goes via Amazon. 
In the UK it’s 38% while in the States the figure is 
45%. This is broadly in line with the numbers from 
our Future Shopper survey which show the online 
purchaser in the UK spends 35% of their online 
spend via Amazon and US purchasers spend 52%. 
What’s clear is that, as regular Amazon shoppers, 
commerce leaders should be perfectly attuned to 
consumers’ expectations set by their experiences on 
the marketplace of choice in the West.

It’s a similar story when it comes to Amazon Prime 
membership. 

Prime is a vital component of Amazon’s strategy and 
our past research has indicated how important it is in 
making customers feel more positive about Amazon 
across a wide variety of metrics, as well as meaning 
that they spend a higher proportion of their online 
wallet with the Seattle behemoth. 

Our Future Shopper research also indicates 
that Amazon Prime makes customers more 
technologically brave and accepting of new ways of 
purchasing. It is therefore good news for businesses 
that most commerce leaders are Prime members 
(74%) – with UK leaders more likely to be on Prime 
(80%) versus their US counterparts (69%). 

Again, comparing this versus the average online 
shopper, we see that Prime penetration among this 
corporate group is higher – 69% vs 68% in the US and 
80% vs 49% in the UK. The financial firepower of this 
group may be a contributing factor to this – but what 
is clear is that they are getting first-hand experience 
of eCommerce best practice.

74%
of commerce leaders 
believe Amazon is better 
prepared for the next 
generation of customers
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TAKEAWAYS
Digital commerce leaders must draw on their 
experience as heavy Amazon and Prime users 
to align their businesses’ offering to their 
customers’ expectations.

Some internal reconciliation must take place 
to help them understand how Amazon can be 
partnered with, as well as how their own D2C 
can operate and flourish too.

Thinking about what Amazon can’t do (WACD) 
will help our leaders consider their points of 
differentiation. While many identify loyalty as 
an option, recreating a service as complex as 
Prime will be a challenge. But undoubtedly 
working out how customers can be retained 
and encouraged to return to their commerce 
channels is vital.

39%
of digital leaders’ online 
spend across the US and 
the UK goes via Amazon
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THE RISE AND RISE OF 
OMNI-CHANNEL

In recent years, we have seen 
eCommerce mega-giants such as 
Amazon and Alibaba unfurl their  
omni-channel wings and enter the world 
of physical retail. On the other side 
of the spectrum, physical behemoths 
such as Walmart have responded by 
improving the linkages between their 
online and physical offerings.

Despite the difference in approach, in both cases the 
current seems to be flowing towards omni-channel 
as it emerges as a vital area of growth for commerce. 

Digitally native does not mean digitally exclusive:

When questioned about the implication of Amazon 
and Alibaba moving into the physical realm, 66% of 
commerce leaders said it proved they (Amazon and 
Alibaba) were worried about the future. 

A lot of this stems from the popular belief that the 
future consumer will prefer online shopping, an 
assumption held by 72% of leaders. The logic behind 
this is largely down to the fact that Generation Alpha 
(6-16-year olds) and all ensuing generations will 
be digital natives – born and raised with access to 
the internet as a human right. This appears to have 
strongly influenced the fact that more than half (55%) 
of commerce leaders we questioned failed to see 
value in physical commerce. 

In our Generation Alpha report, we revealed that a 
huge 75% of Generation Alphas like the experience 
of going to an actual retail store, and in our Future 
Shopper report, 53% of Generation Z (16-24-year olds) 
said they prefer shopping with a brand or retailer that 
has both a physical and online store.

This reframes Amazon and Alibaba’s moves as less 
desperate and more data-driven, which is an approach 
all commerce leaders need to embrace. Ecommerce 
giants know that physical retail is far from dead, so 
they’re better positioning themselves to give more 
of the omni-channel experience they know future 
customers will want. Notably, 63% of commerce 
leaders admit that Amazon and Alibaba moving into 
bricks and mortar is forcing their organization to 
innovate. 

Why the lack of belief in physical retailing?

When asked, the most cited problems with physical 
retail according to commerce leaders were online 
retail’s comparative convenience and ease for 
consumers (38%) vs physical retail, followed by the 
fact it’s just easier to find better prices and deals 
online (38%). Online retail’s advantage when gathering 
consumer data was cited by 37% of respondents and 
the abundance of choice online was cited by 36%. 
Tellingly, only 2% of commerce leaders don’t believe 
physical retail is suffering.

72%
of leaders believe that the 
future consumer will prefer 
online shopping
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EXPERT VIEW
The confidence that the tech and marketplace 
giants are demonstrating with their 
investment in physical retail is a real shot 
in the arm for the high street. Their entry 
into this very competitive space will not be 
plain sailing, but their fresh and experiential 
approach must be acknowledged by the 
more traditional brick and mortar retailers. By 
bringing their digital, data and CX experience 
- learnt online - to the physical medium, these 
giants are already showing how inefficient 
and unimaginative some physical shopping 
experiences have become. And as our 
research shows, given the right experience, 
even the digitally native younger generations 
still want to enjoy physical shopping.

Tim Reay 
Head of Grocery at Wunderman 
Thompson Commerce 

RE
AD

Y 
O

R 
N

O
T?

24

CH
AP

TE
R 

4



With the growth of online commerce built on ease, 
speed, range and convenience, these observations 
undoubtedly hold true. However, this doesn’t mean 
that physical retail lacks its own advantages and 
cannot co-exist with digital commerce. 

How can physical retail be improved?

When it comes to what digital leaders think is the 
answer to the problems of physical retail, 69% of 
them believe in-store needs to embrace digital if it’s 
to remain viable. And 68% say their organization 
has considered digitizing some of their products 
to help address the challenges of fast-delivery 
expectations. This is an important, forward-thinking 
approach as 55% of Generation Alphas said they 
would rather buy or download something digitally 
than purchase a physical product. 

68%
say their organization has 
considered digitizing some 
of their products to help 
address the challenges of 
fast-delivery expectations
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TAKEAWAYS
Clearly, physical retail has a future in the 
commerce landscape and must be part of that 
balanced commerce channel mix. The presence 
of the retail giants must be used to motivate 
organizations and used as blueprints of how to 
stitch data-driven thinking and experience-led 
retail into physical experiences. 

This is something that already seems to be 
happening as 63% of commerce leaders 
said Amazon and Alibaba moving into bricks 
and mortar has forced their organization to 
innovate. 

Effectively integrating physical and digital 
retailing is one of the key growth and adoption 
areas in a balanced strategy. 

R
EA

D
Y 

O
R 

N
O

T?
CH

AP
TE

R 
4

26



AN INFLUENTIAL AND 
SOCIAL FUTURE

At first glance, commerce leaders seem 
to have full awareness and appreciation 
of social commerce. And this is 
important because all signs point to 
social commerce as an integral part of 
retail in the coming years.

The challenges of a new generation of shoppers:

More than two thirds (68%) of commerce leaders 
agree that today’s generation of children will be 
difficult to market to. It’s going to be a tricky feat for 
even the savviest of retailers and it will be vital to 
align with younger customers’ priorities. Looking at 
commerce leaders’ understanding of who influences 
children most, whilst there are some discrepancies, 
commerce leaders are certainly aware of the 
importance of social media influencers to future 
shoppers: 

 Commerce Leaders  
 Generation Alpha

Social media influencers

Celebrities

Friends

Business people

Family members

In-store sales assistants 

Athletes 

Journalists 

Politicians 

Nothing/no-one influences children’s purchases 

Readiness for social commerce:

This awareness is apparent, with seven in ten 
(70%) commerce leaders claiming to have a social 
commerce strategy in place. More than just having 
their social commerce strategies, they predict a 
big future for this new commerce channel. Like 
Generation Alphas, they see social commerce 
replacing the likes of brand sites in ten years’ time.

And this impressive finding should see these leaders 
responsible for spearheading key changes in the 
industry. While 19% of them believe brand sites are 
most important for them today, in ten years’ time, 
most expect social commerce to take the crown. 

Here’s a side-by-side comparison of what commerce 
leaders think are the most important channels today 
versus what they expect in 2029:

Now (2019) Ten years’ time (2029)

Brand sites Social commerce (selling)

Retailers Brand sites

Social media (awareness) Marketplaces

Marketplaces Social media (awareness)

Social commerce (selling) Retailers 

Physical retail Physical retail

None None

Other Other

19% 20%

18% 19%

17% 17%

16% 17%

14% 12%

13% 12%

1% 2%

1% 1%

<2%

<1%
4%

<1%
6%

4%
6%

1%
7%

21%
10%

1%
10%

28%
14%

6%
18%

25%
24%
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What about the role of influencers?

You can’t talk about a social commerce strategy 
without talking about influencers. Promisingly, more 
than two thirds (68%) of commerce leaders believe 
influencers will be a key part of their marketing 
mix. This will become increasingly important, as 
influencers are having a clear impact on young 
consumers. For instance, 55% of 6-16-year olds 
say they would want to buy an item if they saw 
their favorite YouTube or Instagram star using or 
consuming it.

So, it’s a good sign that a sizeable 66% of 
organizations currently work with social media 
influencers. And a further 71% of commerce leaders 
say social media influencers have had a significant 
impact on their brand awareness – a remarkable 
endorsement of this relatively new marketing 
channel.

This is not only a huge surprise, but a great one. 
Leaders are clearly versed in the importance of social 
influencing which is heartening and indicates that a 
frequently encountered distrust of influencers and 
their effects seems to be on the wane.

It’s hard to stay in touch with the younger  
generations:

For all their commitment to embracing social and 
influencer commerce, once you delve deeper into 
commerce leaders’ specific knowledge around 
influencers and the influencer market, there are 
notable gaps.

For example, the influencers that the majority of 
Generation Alphas are familiar with are less well-
known to most commerce leaders. 

 Commerce Leaders  
 Generation Alpha

Kim Kardashian

Kylie Jenner

PewDiePie

Ninja

Billie Eilish

Greta Thunberg

Logan Paul

Zoella

Joe Sugg

Ethan Gamer TV

Ryan ToysReview

DanTDM

KSI

Not heard of any of them 

EXPERT VIEW
Having spent much of the last 2-3 years 
convincing brands and organizations that they 
need to take their social media, influencing, 
and ultimately social commerce strategies 
seriously, it’s great news that so many now 
seem well-positioned when it comes to this 
channel. And this top level buy-in puts these 
organizations in a great spot to take advantage 
of social commerce when it inevitably 
explodes. The most successful organizations 
will not be those that wait, but those that go 
out and demand the opportunities from the 
social platforms to be the leaders in social 
commerce. In the meantime, the foundation 
blocks must be put in place with well-conceived 
social media and influencer strategies.

Chloe Cox 
Social Commerce Consultant at 
Wunderman Thompson Commerce 
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But it’s not all positive:

What we’ve seen so far is that many organizations 
have social commerce strategies, and many work 
with influencers and many have seen the advantages 
to their businesses. 

It seems that despite their business benefit, from a 
personal perspective, commerce leaders don’t love 
influencers, with 57% of commerce leaders admitting 
they have negative sentiments towards them. This 
is surprising given that 71% of leaders said that 
influencers had positively helped awareness. 

Commerce leaders as consumers, and their  
view of influencers:

As with their dual operations with Amazon, how digital 
commerce leaders reacted to influencers as both 
business people and consumers was surprising. The 
Generation Alpha study showed just how influential 
YouTube and Instagram stars were to 6-16-year olds’ 
purchase decisions, coming in in second place (25%) 
just behind friends (28%) and relegating family members 
into third position (21%).

Interestingly, commerce leaders – when asked about 
who inspires them to purchase – like Generation Alpha 
before them, chose friends and social media influencers 
as their top two inspirations, followed in third position by 
celebrities:

Friends

Social media influencers

Celebrities

Business people

Family members

In-store sales assistants

Athletes

Nothing/no-one influences my purchases

Journalists

Politicians

Other

 

This shows digital commerce leaders are extremely 
open to external influences – including those that 
are not personal to them. One might have expected 
business people and family members to feature 
higher up the list, but these sit instead behind social 
media influencers and celebrities. 

Again – thinking about how this behavior might 
influence corporate decision-making – it should 
make the embracing of social media, the role of 
influencers and ultimately the transition into social 
commerce much smoother, with commerce leaders 
experiencing for themselves the power of social 
media and influencers.

70%
of digital leaders claim to 
have a social commerce 
stategy in place

The most successful 
organizations will not be those 
that wait, but those that go out 
and demand the opportunities 
from the social platforms to be 
the leaders in social commerce.

16%

15%

17%

11%

8%

6%

<1%
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6%
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TAKEAWAYS
Digital commerce leaders need to continue to 
invest in their social commerce strategies and  
carry on working with influencers. 

The seeds sewn today to establish their social 
commerce channel will reap their rewards in 
the not too distant future as Gen Z and Gen 
Alpha mature into fully-fledged consumers.

RE
AD

Y 
O

R 
N

O
T?

30

CH
AP

TE
R 

5



THE COMMERCE LEADER: 
LOOKING TO THE FUTURE

Being a commerce leader in 2019 is no 
easy feat. Shopping habits are constantly 
changing against the backdrop of rapidly 
evolving technologies. This makes it hard 
to predict future trends with confidence.  

So, when 71% of commerce leaders claim to have a 
good idea of what the future of commerce looks like, 
this is great news. 
 
A view of the world slightly out of kilter with 
younger generations:

When it comes to their predictions, it’s interesting to 
note how commerce leaders see the future versus 
how the next generation of spending consumers 
view it. It’s not that one view is right or wrong, but 
the perspectives of different generations should 
be considered in strategic decision-making. If you 
consider what interfaces commerce leaders predict 
will be used most in the future, while they might 
align with these 6-16-year olds on screens (tablets/ 
desktops/mobile), their view of more traditional 
mediums differs versus their younger counterparts:  

 Commerce Leaders  
 Generation Alpha

Desktop/mobile/tablet

 

Automatic purchasing

Brain computer interfacing

Voice devices/assistants

VR/AR 

Physical shopping 

TV

Not sure 

 

It certainly seems that commerce leaders are focused 
on some of the newest technologies. For instance, 
63% think their organization will probably have to 
use drones for delivery to satisfy the demands of the 
future shopper. 

71%
of commerce leaders claim 
to have a good idea of what 
the future of commerce 
looks like

EXPERT VIEW
To see such confidence in leaders’ belief that 
they know what is coming is encouraging. 
It can be all too easy to be frozen with fear 
by the frenetic pace of change – aware of 
what might be coming, but unable to react 
to it. What’s clear is that if shopping habits, 
channels and interfaces are constantly 
changing, then the idea of rapid iteration is 
important. This is an approach that we have 
used with significant success with a number 
of our clients. Many of these new channels 
can and should be tested quickly and easily 
through proof-of-concepting. This enables 
businesses to see more clearly how these 
new advances do, or don’t benefit, them. From 
this position of knowledge, full investment 
and operationalization can take place, with a 
significantly lower risk of failure.

Naji El-Arifi 
Head of Innovation at Wunderman 
Thompson Commerce
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The future sales model:

When asked about which sales model will be most 
central to their online business in ten years, most 
agreed that it would be social commerce (19%). 

The rest of their predictions are scattered. Direct 
to consumer came in second with 18%, but 
marketplaces, subscription services and retailers 
were all relatively even at 15%, 14% and 14% 
respectively.

Surprisingly, commerce leaders believe that the 
marketplace channel which accounts for over half 
(58%) of all online spend across the UK and US and 
is being led by the likes of Amazon, Alibaba and eBay, 
will become less relevant in the next ten years.

When it comes to which factors will become the 
most important as younger generations “grow into” 
customers, opinion was divided, with fast delivery 
taking the crown as the most important factor (19%), 
followed by product price (17%), loyalty programs 
(14%), free delivery (13%) and brand being ordered 
(11%). 

Delivery:

It’s good news that digital commerce leaders have 
speed of delivery at the top of their list when it comes 
to what customers expect – this assertion is certainly 
supported by consumers and children, as our recent 
surveys The Future Shopper and Generation Alpha 
respectively found.

However, this probably also has something to do with 
the leaders’ demands as consumers. On average, 
commerce leaders are prepared to wait just 1.62 days 
for delivery. 

On both sides of the Atlantic, the amount of time 
these leaders are prepared to wait is much shorter 
than the average shopper’s ideal waiting time of 2.95 
days.

Notably, their expectation around delivery timescales 
is most closely aligned to Generation Alpha’s, with 
the average wait time of the most impatient group 
of Generation Alphas – 6-9-year olds – coming in at 
a slightly higher 1.91 days. Make of it what you will 
but commerce leaders are more impatient with their 
delivery expectations than children.

19%
say the social commerce 
sales model will be the one 
most central to their online 
business in ten years
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Voice:

Digital commerce leaders are, however, attuned 
to the possibilities of Zero UI (that’s screenless 
technologies) and voice, and 70% say conversational 
commerce (communicating with consumers through 
instant messaging) will be important for their 
organization in the future. And when it comes to 
voice commerce, digital commerce leaders cited it as 
one of the top four aspects of digital that they would 
be investing in within the next ten years. 

When we look at how these leaders act as 
consumers, it’s clear why they are so believing in the 
power of voice and conversation; 70% of them say 
they’re comfortable using voice assistants like Alexa. 

This is significantly higher than average – and even 
higher than Generation Alphas, of whom only 59% 
said they are comfortable talking to a machine using 
voice. In addition, a huge 38% of leaders say that they 
have used voice to purchase online.

Our presumption had been that Gen Alpha’s comfort 
with voice was due to their lack of conditioning of 
commerce through screens. But seemingly, despite a 
lifetime of screen interaction, these digital commerce 
leaders are happily embracing no-screen user 
interfaces.

This gets even more fascinating when you compare 
how much trust digital decision-makers have in Alexa 
– 67% to Generation Alpha’s 39%. 

This is hugely encouraging from a business 
perspective. It should mean that implementing voice 
strategies and transitioning away from over-reliance 
on screens will be made much easier by virtue of 
having senior level understanding and sponsorship of 
voice initiatives.

Many of these new channels 
can and should be tested quickly 
and easily through proof-of-
concepting. This enables 
businesses to see more clearly 
how these new advances do, or 
don’t, benefit them.
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TAKEAWAYS
Commerce leaders seem highly attuned to 
new technology and innovations. They must 
use this insight and comfort to lead their 
organizations into trialling and implementing 
these technologies.

Ensuring that hygiene factors like fast delivery 
are addressed is a must, and our leaders 
can draw on their own expectations here to 
benchmark what is acceptable or not.

Defining and implementing their zero UI 
strategy and zero UI corporate identity must 
be done with immediate effect – according to 
our leaders, voice commerce has arrived!
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CONCLUSION 

So, there you have it. As we promised at 
the outset of this research, we wanted 
to identify more about the leaders who 
are shaping their businesses for the 
changing future and consumer.  

We wanted to explore what they thought the future 
of commerce would look like. We wanted to identify 
if they and their businesses were ready and what 
made them succeed or not. And we wanted to 
investigate their behaviors and preferences as 
consumers.

And what did we find?

On the positive side, we found a group of individuals 
who in some respects can claim to be at the cutting 
edge of new business models and interfaces – such 
as influencing, social commerce and voice. With this 
belief and knowledge, they must now work to get their 
organizations onboard. 
 
Digital commerce projects are complicated affairs 
with numerous moving parts and stakeholders. This 
makes delivering them successfully a huge challenge. 
Our leaders face significant challenges in being able to 
increase the rate of success, decrease the number of 
failures and minimise budget spent.

One area to look at is how far in advance organizations 
plan. To be able to compete in the future of commerce, 
digital commerce leaders must find a way to plan 
further ahead than just 15.5 months.

What’s clear is that digital commerce leaders must lift 
their heads up and look to the future with well thought-
out and well-constructed strategies. They must work 
effectively across the key commerce channels. They 
must consider their omni-channel presence and they 
must be aligned with what their customers want.

So what are the next steps?  

Here is our message to digital commerce leaders and 
their bosses:

1. Work to identify why digital commerce projects 
fail and focus on where they go wrong to improve 
their success rate. 

2. With one of the key reasons being a lack of 
alignment with customer needs, digital commerce 
leaders must find ways to understand what 
their customers’ current experiences across 
their touchpoints are – they should consider 
conducting CX research and mapping, and even 
service blueprinting. Talk to us about how you 
can get this up and running. 

3. Leaders must strive to plan further ahead than 
15.5 months – this is vital if businesses are 
to remain relevant to their customers in the 
future. Alongside a commerce consultancy like 
Wunderman Thompson Commerce, leaders 
should develop a strategic plan that sees their 
organization winning years and decades into the 
future. 

4. This plan must be balanced across the four key 
channels of digital commerce – marketplaces, 
retailers, direct to consumer and social commerce. 
Working with partners with experience across all 
these channels is crucial. 

5. In particular, commerce leaders must work with 
Amazon, whilst at the same time investing in and 
developing their D2C offerings, and exploiting 
what Amazon can’t do (WACD). They should 
consider working with a commerce consultancy 
like Wunderman Thompson Commerce, with 
expertise across these areas to help. 

6. Social media, influencing and ultimately social 
commerce strategies and capabilities will be a 
core offering of successful commerce companies. 
Leaders must develop their strategies, engage 
with the platforms and test out social commerce. 
Leaders can talk to our Social Commerce team to 
get the ball rolling. 

7. Finally, digital commerce leaders must stay 
abreast of what customers in the future will be 
demanding. Plans must be constantly reviewed 
based on how shoppers will shop in the future. 
Talking to our Thought Leadership & Innovation 
team could help leaders stay at the cutting edge.
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ABOUT WUNDERMAN 
THOMPSON COMMERCE

Wunderman Thompson Commerce is 
a global commerce consultancy that 
brings strategic clarity, technical know-
how and creative inspiration to help 
retailers, manufacturers and brands 
deliver winning commerce capabilities 
across all major digital commerce 
channels: marketplaces (including 
Amazon), online retailers, D2C and 
social commerce.  

Our end-to-end offer includes strategy, people and 
technology enablement, plus channel execution. 
With over 1,500 commerce experts, and key strategic 
partnerships with Adobe, Salesforce, SAP, HCL and 
IBM, we help global organizations deliver capability, 
platforms and sales.

Wunderman Thompson Commerce is a WPP 
company. We are part of Wunderman Thompson, a 
creative, data and technology agency built to inspire 
growth for its clients. Wunderman Thompson brings 
together over 20,000 creatives, data scientists, 
strategists and technologists in 90 markets.

Clients include AkzoNobel, American Hotel Register 
Company, DFS, Halfords, Jumbo, Sainsbury’s, 
Selfridges, Specialized, Ted Baker, Tempur and Xerox.

www.wundermanthompsoncommerce.com

For UK sales enquiries:  

+44 (0)20 3858 0061
For European sales enquiries:  

+31 (0)294 461 300
For North America sales enquiries:  

+1 (0)20 6641 7220
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SERVICES TO SUPPORT 
BRANDS AND RETAILERS

ECOMMERCE STRATEGY  
We help retailers and brands strategize for high-
performance eCommerce through a suite of proven 
services. 

Aiding enterprise-level organizations to transact 
more business online by designing and implementing 
high-performance, future-ready digital strategies. 
This starts with defining a balanced multichannel 
strategy, aligned to your vision, and the planning of 
high-performance solutions to support your  
ambition. READ MORE READ MORE

Connect with our Strategy Director in Europe, 
Krantik Das or our Chief Strategy Officer in 
North America, Adam Brown.

MARKETPLACE STRATEGY AND MANAGEMENT  
Supporting and advising brands on how to increase 
results globally, at scale, on Amazon, Tmall and 
other online marketplaces. 

Wunderman Thompson Commerce is the leading 
provider of global eCommerce marketplace 
services and the founding partner of the WPP ACE, 
a Center of Excellence for Amazon. We run the 
largest global consultancy helping brands succeed 
on Amazon, Tmall and other marketplaces. We 
have helped 550 brands excel on Amazon over 
the last decade and our 100+ experts across 
25 nationalities are helping clients drive annual 
online revenue of more than $2bn on Amazon’s 
marketplace alone. We have the people, processes 
and tools to deliver industry leading performance 
for our clients. READ MOREREAD MORE

Connect with the Head of WPP’s Center of 
Excellence for Amazon in Europe, Helmut 
Rieder or our Chief Knowledge Officer, WPP 
Center of Excellence for Amazon in North 
America, Eric Heller. 

SOCIAL COMMERCE 
Introducing a new revenue stream by helping brands 
capture and sell to new audiences through social 
media. 

Social platforms have evolved and selling has become 
an active function in order to capture shoppers — 
particularly Gen Z and Generation Alpha. Consumers 
can now buy through the likes of Instagram, Facebook 
and Pinterest. Wunderman Thompson Commerce is 
working with leading retailers and brands to optimize 
engagement and trigger transactions on these social 
channels. READ MORE READ MORE 

Connect with our Social Commerce Consultant,  
Chloe Cox.

CUSTOMER EXPERIENCE  
Inspiring transactions across the journey. 

In putting the customer at the heart of every journey 
touchpoint, customer experience must not only work, 
but be outstanding — and inspire transaction. Our 
ability to create and support these customer journeys 
is born of science and commercially driven — we 
create optimized, multichannel customer journeys 
that drive engagement and transaction at every 
point. Key to this is our unique methodology known 
as “Commerce Experience Design” that exploits the 
synergies between Interface Design, User Experience 
Design and Service Design. READ MORE READ MORE 

Connect with our Director of Customer Experience, 
Rachel Smith.

INNOVATION AND FUTURE-READY TECHNOLOGY 
Reviewing, testing, and deploying innovative 
technologies and solutions to keep businesses 
ahead and future-ready. 

We explore, recommend and implement workable 
innovation, testing ideas, methodologies and 
leading-edge technologies to help businesses 
shape their own future and stay ahead. After all, 
how can you navigate the future of eCommerce 
without an understanding of the tech and trends 
shaping it? READ MORE READ MORE 

Connect with our Head of Innovation,  
Naji El-Arifi.
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ECOMMERCE PLATFORM TECHNOLOGY  
Deploying and integrating best-in-class technology 
to support your eCommerce operations. 

Through the implementation of world-leading 
commerce platforms underpinned by future-ready 
technologies, we’re able to support the most 
ambitious client strategies. We’ve been doing this for 
more than 30 years — with hundreds of successful 
eCommerce platform implementations to our 
name, including the world’s largest fashion and B2B 
platforms and grocery replatform. READ MORE MORE

Connect with our Global CTO,  
Glen Burson.

CREATIVE SERVICES INC. DESIGN & BUILD
Inspiring powerful online customer experiences  
and stunning websites.  
 
We see creative inspiration as the critical agent of 
change, actions and transactions across stunning 
customer journeys time and time again. And drawing 
on the arguably unparalleled creative heritage of our 
parent Wunderman Thompson, we’re uniquely able to 
do this, applying our multiple award-winning creative 
credentials to front-end build, including websites, 
mobile sites, app builds and more. READ MORE
 

Connect with our Head of Experience Design,  
Mike Rokes.

MANAGED SERVICES: PEAK SELLING SUPPORT 
Protecting your most important business asset — 
your eCommerce website — so you can focus on 
what you’re best at. 
 
Our managed services and applications are tailored 
specifically to client requirements and budgets, so 
they can concentrate on their core business, assured 
of powerful eCommerce performance through the 
support of highly experienced teams, including 
commerce architects and software engineers. A key 
service is our peak operations support. As one of the 
leading authorities on peak selling, we support many 
of the biggest retailers through the Black Friday and 
holiday sales periods. READ MOREREAD MORE 
 

Connect with our Head of Managed Services,  
James Webster.

DIGITAL INTELLIGENCE 
Delivering insight-driven change to help your 
business excel in the age of the customer. 

Led by an expert team of implementation, data 
science and optimization analysts, we help 
multichannel organizations manage and interpret 
their data in order to support insight driven change. 
We also work with businesses to develop the 
tools and processes needed to become a data-led 
organization that gets results. READ MORE

Connect with our Head of Digital Intelligence, 
Chris Longman.

COMMERCE DATA MANAGEMENT
Helping consumers buy what they want, where  
they want it.

We acquire, optimize and redistribute product data 
to create data-driven solutions to assist consumers 
and businesses. Feed Management and BuyNow 
connects consumers to retailers and brands’ 
products, on any channel, to maximise sales. Our 
technology enables performance monitoring, 
benchmarking globally to deliver insight.  
READ MOREREAD MORE 

Connect with our Head of Commerce Data Management, 
Dwayne Manzano. 

PRODUCT INFORMATION MANAGEMENT 
Creating the best customer experience across all 
touchpoints, promoting the best sales catalog 
for every device. 

We can help your business implement a PIM system 
by recognizing what your customers are looking 
for when they buy online. We offer deep knowledge 
of PIM strategy, solutions design, integration 
and implementation. We partner with retailers, 
manufacturers and distributors to help them improve 
their customer experience, product data, operational 
processes and profitability. READ MORE READ MORE

Connect with our Global PIM consultant,  
Deniël Vijverberg.
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Like what you’ve read but want someone to come and 
present the findings to you? Our Thought Leadership team 
will come to your office, free of obligation and charge 
(subject to distance and availability), to run you and your 
team through the findings and answer any of your questions.

METHODOLOGY
Research for this report was conducted by independent 
research consultancy Censuswide. A total of 503 senior 
decision-makers (including c-suites) in digital commerce 
were interviewed in October 2019; 252 in the UK and 251 
in the US.
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