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Cautious confidence

Retail CEOs are less positive about the state of the
global economy than other CEOs: only 28% think
the outlook will improve in the coming 12 months,
compared to 37% of the overall sample. But they’re
almost equally confident of generating higher
revenues in both the short and mid term. They’re
targeting the US, China and Germany to secure
much of this growth, in common with their
counterparts in many other industries.

Concerned about colliding megatrends

So what do retail CEOs think might hold their
companies back? They’re deeply concerned about
the changing behaviour of consumers and the
factors that influence how much money people
have to spend – higher taxes, government debt,
and the like. They also worry about the disruptive
impact of new consumer trends and distribution
channels. But they’re less concerned about
cybersecurity than CEOs in many other industries –
which is surprising, given how important online
shopping has become.

Industry snapshot:

Retail
Want to learn more about the 18th Annual Global
CEO Survey findings?

Explore the data at www.pwc.com/ceosurvey

Seeking growth in new markets and sectors

Questions to ponder

• How can we create an agile business, able to act on
insights into  changing customer behaviour?

• Should we rethink which markets are right for us?

More than half of all retail CEOs also fear the
prospect of greater direct and indirect competition.
They see this as one of the top three forces
reshaping the commercial landscape.

Spreading into adjacent or new sectors

Retail CEOs are not closing their eyes to the danger
of new entrants from other industries. In fact, 60%
of them expect more cross-sector movement in the
next three years. But 58% have already spread into
adjacent industries themselves or considered doing
so.

Those who are making – or contemplating – a
move are focusing primarily on wholesale
distribution, consumer products manufacturing
and the energy, utilities and mining sectors.
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Taking the digital route

Retail CEOs are actively investing in the digital
transformation of their businesses. And though
47% are nervous about the pace at which
technology is evolving, they’re more confident of
keeping up than their peers in other sectors.

A full 89% of retail CEOs see mobile technologies
for engaging with customers as strategically
important, while 80% are focusing on data mining
and analytics. More than two-thirds are also
focusing on more secure digital systems and
processes.

Retail CEOs say that their investments have
already started paying off. They can now make
much better use of the data they collect, manage
their supply chains and operations more efficiently
and deliver a more appealing customer experience.
But three features are vital to maximise the value
digital technologies add: a clear idea of the
competitive advantages they can bring; a robust
plan with properly defined measures of success;
and a CEO who personally champions the use of
such technologies.
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Competing in more digital and diverse ways
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“We are moving from a
human working model
to a motorised and
digital working model.
And until we have a clear
idea as to when and
where we are heading
we will encounter some
difficulties.”

Oscar Farinetti, Founder and
Creator, Eataly

Dynamic alliances, different skills

The percentage of retail CEOs planning to form a
new alliance has also risen – from 39% to 45% –
this year. Most are motivated by the desire to
access new customers, markets or technologies.

But retail CEOs are marginally less likely than their
peers in other sectors to intend hiring more people
in the coming 12 months. This may be one reason
why only 58% are anxious about the availability of
key skills, versus 73% overall.

Even so, only 54% of retail CEOs have widened the
search for talent, and only 52% have a diversity
strategy – noticeably less than the global average.
Those who do have such a strategy say it helps
enhance business performance and attract talent.

Questions to ponder

• How can we use digital technologies as a
differentiator?

• Where are we looking for talent? Can we search
further afield?
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