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FUTURE VALUE CHAIN TRENDS

The value chain describes the full range of activities which 
are required to bring a product or service from conception, 
through the different phases of production, delivery to final 
consumers, and final disposal after use.

There are twelve future trends that will shape value chains 
and supply chain management during this decade, addressing 
change in society, shopper behavior, environment and 
technology. 
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The process that shoppers go through has forever changed, 
becoming more complex and multifaceted. No longer do shoppers 
traverse a linear path; rather we see a highly dynamic journey to 
purchase, one characterized by reiterations in product considerations 
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SHOPPING JOURNEY
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For shoppers, value comes from the capabilities offered, such as 
making it easier to find product information, automating a household 
chore (creating a shopping list, for example), or facilitating decision 
making by consulting family or friends. 

For retailers and consumer product companies, value comes from 
information about personal preferences, where and when a particular 
need may arise, and the ability to use this knowledge to lock in

 customers. 

The ability to respond in a timely and appropriate way will be a
 key differentiator. Understanding the value drivers—especially by 

customer segment—will help target where to begin improving value for 
customers. Questions to consider include:

- What do my customers value in an experience?
- Which service will enhance our customers’ lives and reinforce 

our brand? 
- Which experiences are improving my relationships with 

customers? 
- How do these experiences differ by customer segment? 
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What is the shopper satisfaction ?

All the definitions share some common elements. When 
examined as a whole, three general components can be 
identified: 

1) consumer/shopper satisfaction is a response 
(emotional or cognitive); 

2) the response pertains to a particular focus 
(expectations, product, consumption experience)

3) the response occurs at a particular time (after 
consumption, after choice, based on accumulated experience
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Classical tools and methodologies to identify 
and focus on customer satisfaction include:

-
 

Kano
 

model
-

 
Quality function deployment

- Benchmarking
-

 
Systems approach

-
 

Focus groups
-

 
Survey instruments

-
 

Interviews
-

 
Internal auditing
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THE KANO MODEL
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Causal factors that influence store satisfaction while shopping:

- Store attributes (location of store, nature and quality of 
assortment stocked, store’s pricing strategy , character of in-store 
promotions, assistance of sales personnel, store’s physical attributes, 
atmospherics of store, issue of loyalty cards.

- Shopping patterns such as, time spent in the store, volume of 
purchase, recommendations of store to relatives and friends.

The most critical measurements of store performance are:
• Retention;
• Number of transactions or store visits; and
• Average transaction value.
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Shopping experience

Current shopping experiences involve more than 
consumer acquisition of goods. They also involve seemingly 
tangential experiences to acquisition of goods resulting from the 
broadly defined shopping environment, such as an elaborate 
store design, educational events, recreation, and entertainment.

Five major areas that contribute to a great shopping experience:

-Engagement
-Executional excellence
-Brand Experience
-Expediting
-Problem Recovery
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Retailers can develop a rich understanding of their own shoppers — their 
product preferences and purchase habits, shopping behaviors and promotional 
drivers — that product manufacturers cannot gain on their own. 

Manufacturers, on the other hand, offer retailers a broader, deeper  
understanding of consumers as it pertains to their product categories — not to 
mention a far greater understanding of the competitive retail landscape — that 
retailers typically don’t have the resources to gather on their own.

The collaborative approach also simply brings more resources to the 
table in terms of research capabilities, analytical prowess, financial resources, 
execution competence and other vital functions.
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SHOPPER EXPERIENCE MEASUREMENT
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Thank you for your 
attention !
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