
This report looks at the following areas:

•• Expanding customer touchpoints in a shrinking urban space
•• The human factor in retail is still important
•• Phygital “shoptainment” crucial to omnichannel engagement

Omnichannel retailing has leveraged technology to bring an enhanced
shopping experience. Brands and retailers are still exploring its many
possibilities and consumers are eager to try the smart features that promise to
enhance their shopping experience with convenience, personalisation and
entertainment.

Innovating around user experience will be paramount to the appeal of
omnichannel retailing, which will make shopping easier rather than marginalise
less tech savvy customers. A learning curve is expected before consumers can
fully embrace many new retail solutions, such as unmanned convenience stores,
virtual product trials or smart customisation by a machine. To ease them into the
unmanned economy, a ‘high touch’ approach will complement the ‘high tech’
solutions nicely.

Digitally savvy younger generations will be expecting a continuous experiential
shopping journey where the boundaries between online and offline blur. The
growing importance of interactive virtual worlds as consumers’ primary product
information and brand engagement channels provide both opportunities and
challenges in omnichannel retailing. Successfully joining online and offline
experiences will create the “shoptainment” that consumers desire.
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“Omnichannel retailing
enhances Chinese consumers’
shopping journey and
experience, allowing them to
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platforms to find the latest
products and the best deals.
Driven by technological and
socioeconomic developments,
many innovative retail formats
with futuristic applications will
emerge.” – Hui Tse Gan,
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• Phygital “shoptainment” crucial to omnichannel
engagement

• The facts
• The implications

• Omnichannnel retailers seek a good fit with consumers’
lifestyles

• Technology will drive new omnichannel retail formats
• Customer-centric experience is crucial to omnichannel

retail
• Novel concepts push the boundaries of future retail

• The unmanned economy
• Unmanned convenience stores

Figure 8: Self service payment at Bianlifeng Unmanned
convenience store, November 2020

• Vending machines
Figure 9: Hema Fresh medicine vending machine, September
2020

• Express kiosks
Figure 10: Luckin self service kiosk, January 2020

• Smart IoT voice assistants
Figure 11: Starbucks Tmall Genie smart speakers, September
2019

• Autonomous retail-delivery vehicles
Figure 12: KFC self driving food truck, December 2020

• Phygital experiences
• Smart virtual trials

Figure 13: Giorgio Armani AR lipstick trial on Wechat, July 2019
• Enhanced customisation with data

Figure 14: Yili and Xiaomi AI customised recommendation for
dairy products, November 2020

• Phygital life through digital entertainment
Figure 15: Douyu and Taobao e-sports livestream for the 618
Shopping Festival, June 2020

• Reality retailing
Figure 16: Wanda Moments Hotel with J.Zao by JD, August
2020

• AIoT drives expansion

THE MARKET – WHAT YOU NEED TO KNOW

MARKET OVERVIEW

MARKET DRIVERS
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• AR and VR enhance entertainment-oriented shopping
experience

• 5G supports a digital population’s demand for instant
gratification

• Retail in a shrinking urban space

• Creating consistent customer experience across various
channel

• Boosting consumer confidence in smart retail
• Creating platforms for customer engagement

• Wanda Moments: A smart hotel by Wanda Hotels and J.Zao
(by JD)
Figure 17: Wanda Moments Hotel with J.Zao by JD, August
2020

• Tong Ren Tang reinvents traditional Chinese medicine
(TCM)
Figure 18: Tong Ren Tang TCM New Retail Concept, July 2020

• Lawson’s prefabricated convenience store
Figure 19: Lawson Prefabricated convenience store, July 2020

• KFC’s 5G autonomous food trucks
Figure 20: KFC self driving food truck, December 2020

• E-sports livestreams channels ‘shoptainment’ for Gen Z
Figure 21: Douyu and Taobao e-sports livestream for the 618
Shopping Festival, June 2020

• Building an effective phygital omnichannel shopping
experience

• Exploring ‘high tech to high touch’ channel attributes
• Engaging consumers through social media and

‘shoptainment’
• Creating access, understanding and interest in new retail

services
• Growing unmanned services with human characteristics
• Expanding omnichannel shopping experiences

• Choice of purchase channels depends on the risk of error
Figure 22: Research and purchase channels during shopping,
October 2020

OPPORTUNITIES AND CHALLENGES

WHO’S INNOVATING?

THE CONSUMER – WHAT YOU NEED TO KNOW

SHOPPING CHANNELS
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• Higher online traffic among females and families with kids
for clothing and footwear
Figure 23: Research and purchase channels for shopping
clothing and footwear, by gender and family structure,
October 2020

• Experienced beauty shoppers rely more on online channels
Figure 24: Research and purchase channels for shopping
beauty and personal care products, by gender and monthly
personal income, October 2020

• Consumers warm up to online purchase of fresh groceries
Figure 25: Research and purchase channels for shopping
fresh groceries, by age and maritial status and city tier,
October 2020

• Reliable information needed for buying OTC and health
supplements
Figure 26: Research and purchase channels for shopping
OTC and health supplements, by generation and education,
October 2020

• Tech-enabled opportunity to encourage online purchase of
cars
Figure 27: Ford and Tmall’s Super Test Drive Centre in
Guangzhou, March 2018

• Omnichannel shopping supports emotional experiences
Figure 28: Research and purchase channels for shopping
home furniture and accessories, by generation, October
2020

• Flexibility to choose shopping channels at own convenience
Figure 29: Attributes of shopping in omnichannel retailing
environment, October 2020

• Seamless transferability between online and offline
channels
Figure 30: Attributes of shopping in omnichannel retailing
environment, by age, October 2020
Figure 31: Attributes of shopping in omnichannel retailing
environment, by family structure, October 2020

• Tech-enhanced shopping experience for fun and
convenience
Figure 32: Attributes of shopping in omnichannel retailing
environment, by gender and age, October 2020

• Personalised value-added services for better shopping
experience

ATTRIBUTES OF OMNICHANNEL RETAILING
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Figure 33: Attributes of shopping in omnichannel retailing
environment, by family structure, October 2020

• Social shopping influences consumers’ purchase decisions
Figure 34: Pre-purchase information channels, October 2020

• Interactive social platforms engage young consumers
Figure 35: Pre-purchase information channels, by generation,
October 2020

• Establish consumer confidence with close in-person
interaction
Figure 36: Pre-purchase information channels, by gender and
age, October 2020

• Instill product interest in busy consumers during leisure
activities
Figure 37: Pre-purchase information channels, by monthly
personal income, October 2020

• Close-knit lower tier cities consumers trust advertisements
less
Figure 38: Pre-purchase information channels, by city tier,
October 2020

• Most have not tried, but want to experience ‘new retail’
Figure 39: Behaviours involving services in new retail, October
2020

• Unmanned retail solutions attract busy tech savvy
consumers
Figure 40: Selected behaviours involving services in new
retail, by monthly personal income and family structure,
October 2020

• Older consumers keen to experience unmanned services
Figure 41: Selected behaviours involving services in new retail,
by age, October 2020

• Incentives motivate consumers to take their first steps
Figure 42: Selected behaviours involving services in new
retail, by gender, October 2020
Figure 43: Selected behaviours involving services in new
retail, by age and monthly personal income, October 2020

• Value of customisation is not apparent to consumers
Figure 43: Selected behaviours involving services in new
retail, by gender and generation, October 2020

PRE-PURCHASE INFORMATION CHANNEL

SERVICES IN NEW RETAIL
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• Reception of innovative new retail services varies across
city tiers
Figure 44: Selected behaviours involving services in new
retail, by city tier, October 2020

• Limited usage of unmanned services among surveyed
consumer
Figure 45: Behaviours under unmanned economy, October
2020

• Enhance unmanned services for heavy users
Figure 46: Usage of unmanned cabinets, by age and gender,
October 2020
Figure 47: Shopping at unmanned convenience stores, by
generation, October 2020

• Kid-friendly unmanned services for parents
Figure 48: Behaviours under unmanned economy, by gender
and age and family structure, October 2020

• Improve confidence in using unmanned services
Figure 49: Behaviours under unmanned economy, by monthly
household income and city tier, October 2020

• Consumers’ favourable attitude can be enhanced
Figure 50: Attitudes towards omnichannel retailing, October
2020

• Using data to enhance shopping experience
Figure 51: Attitudes towards omnichannel retailing, by age
and family structure, October 2020

• Generating additional value through customised services
Figure 52: Attitudes towards paying more for customized
products, by gender and generation, October 2020
Figure 53: Attitudes towards waiting longer delivery of
customized products, by monthly personal income and city
tier, October 2020

• Creating convenient benchmarks for product value
Figure 54: Attitudes towards omnichannel retailing, by
generation and family structure, October 2020

• Sharing of personal product experience as a credible
source
Figure 55: Attitudes towards trusting customers’ reviews on
retailer website, by age and monthly personal income,
October 2020

BEHAVIOURS UNDER UNMANNED ECONOMY

ATTITUDES TOWARDS OMNICHANNEL RETAILING
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Figure 56: Attitudes towards omnichannel retailing, by family
structure and education, October 2020

• MinTs more likely to use omnichannel retailing, leaning
towards online
Figure 57: Research and purchase channels during shopping,
by consumer classification, October 2020
Figure 58: Research and purchase channels during shopping,
by product category and consumer classification, October
2020

• Unique shopping experience is paramount to the MinTs
Figure 59: Willingness to pay for unique shopping experience,
by consumer classification, October 2020
Figure 60: Interest in pop-up stores, by consumer
classification, October 2020

• Tech-enhanced shopping brings convenience and fun to the
MinTs
Figure 61: Attitude towards high tech new retail services, by
consumer classification, October 2020
Figure 62: Attitude towards futuristic retail technologies, by
consumer classification, October 2020

• The MinTs appreciate personalised products and services
Figure 63: Attitude towards personalised services, by
consumer classification, October 2020
Figure 64: Willingness to pay and wait for customised
products, by consumer classification, October 2020

• Methodology
• Abbreviations

MEET THE MINTROPOLITANS

APPENDIX – METHODOLOGY AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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