b. CONSUMER BEHAVIOR AND
THE RISE OF HUMAN CENTRIC RETAIL™




An Exciting Time for Retail

US Retail sales have steadily increased above GDP levels.
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Market Bifurcation

5 Year Revenue Growth?
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Source: 1. The Great Retail Bifurcation, 2018 Deloitte Report



Consumer Income Bifurcation
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High-income Millennials Driving Luxury Growth
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The Backbone of Human Centric Retail™
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Rapidly sense, interpret
and communicate human
needs

Configure the enterprise to
enable individual
interactions

Develop a culture of
empathy



Transform Traditional Operating Models

MERCHANT-CENTRIC MODELS

Linear, Sequential, Enterprise-Driven
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