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Key Takeaways
Stores Are Growing, But So Are ecommerce 
expenses
The market has dispelled any notion of a 
purported “retail apocalypse,” though challenges 
do still exist for retailers. Many retailers we 
surveyed plan to open new stores in 2019, but 
simultaneously, ecommerce sites are becoming 
more expensive to operate.

Omnichannel Programs Are Still A Work In 
Progress
inventory accuracy and planning systems that 
forecast demand are still challenges for retailers. 
The good news: retailers this year are investing 
in order management systems to shore up 
inventory accuracy and order routing. next up, 
retailers must invest in metrics and associate 
training to support and grow their omnichannel 
fulfillment services.

Retailers face challenges With Personalization
Most personalization in retail today happens 
largely on websites and in email marketing. 
Limited metrics, the inability to track shoppers 
across multiple touchpoints, and incomplete 
marketing attribution hinder deeper content 
personalization efforts.

Why read This report
forrester conducts the annual “The State of 
retailing online” study by the national retail 
federation (nrf). This research summarizes 
attitudes and investments that retailers and 
digital business professionals are making for 
both their store and their online businesses. The 
2019 report has notable new additions to this 
research, including omnichannel fulfillment, digital 
marketing, and personalization.
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retailers report Mixed Performance in Stores and online

“The State of retailing online” is an annual survey conducted by the national retail federation (nrf). 
The survey examines retailer and digital business professional attitudes and focus areas for critical 
digital commerce issues. Some notable additions to this year’s survey are several questions related to 
omnichannel fulfillment and personalization. We conducted the survey for the 2019 study in Q4 2018 
and received 69 complete and partial responses from retailers. respondents in this annual survey were 
(see figure 1):

 › Split between pure plays and store-based merchants. fifty-five percent of survey respondents 
were employees of traditional brick-and-mortar retailers with web divisions or branded 
manufacturers with largely wholesale businesses. another 45% were pure plays or online retailers.

 › Large retailers. Most of the survey respondents were employees of relatively large retail 
companies. Sixty six percent of respondents were at companies that generate more than $500 
million in revenue annually, and 43% of the respondents’ companies make over $1 billion in 
revenue.

 › Senior executives with marketing or ecommerce. fifty-nine percent of respondents were at 
the vP level or above in their organization. another 23% described themselves as c-suite leaders. 
additionally, 48% of respondents were part of their company’s ecommerce or marketing teams 
(see figure 2).
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fIGURe 1 respondent Profile

Base: 61 to 69 retailers

Note: Percentages may not total 100 because of rounding.

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Primarily store-based
multichannel (more than 50%
of sales from physical stores)
39%

Primarily online-based multichannel
(more than 50% of sales online)

39%

Multichannel without a majority of
sales from any single channel —
physical store, catalog, or online

9%

Branded manufacturer
7%

Pure play (online only)
6%

$1B+
43%

$50M to less than $500M
26%

$500M to less than $1B
23%

Less than $50M
7%

Don’t know/prefer not to answer
2%

“Which type of company best describes your company?”1-1

“For the �scal year 2018, what were the annual sales of your company across all channels?”1-2
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fIGURe 2 Titles and roles of respondents

Base: 69 retailers

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

SVP or EVP 33%

Director 30%

C-suite 23%

Manager 10%

VP 3%

eCommerce/eBusiness 25%

Digital marketing 23%

Creative services 16%

Merchandising/inventory 9%

Other 7%

Corporate marketing 6%

Logistics/distribution 6%

Finance 4%

IT 4%

Legal 0%

Store operations 0%

“Which of the following best describes the department/role in which you work?”2-2

“Which of the following best describes your level at your organization?”2-1
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There’s No Retail Apocalypse, But challenges Abound for Retailers

2018 proved that retail continues to grow and is not about to implode, as some believed a year earlier. 
Still, transformation defined the year: We saw retailers and brands reevaluating the worth of flagship 
stores, decisively closing unprofitable stores, and forging new partnerships to rethink stores.1 overall, 
our survey foretold both challenges and opportunities ahead for retail.

 › Many retailers are opening stores . . . Media reports continue to harp on the closure of distressed 
retailers or companies that are overstored, but the retailers we surveyed told us something 
different. More than half said they would open new stores, and overall, 36% of respondents said 
they would have a higher store count in 2019 than in 2018 (see figure 3). Meanwhile, only 7% of 
respondents said that their net store count would decrease. a significant number of retailers (38%) 
reported that they would experiment in 2019 with flexible formats like pop-ups to generate brand 
awareness and avoid the costs of long-term leases.

 › . . . while ecommerce expenses are going up. retailers have been rightfully proud of the 
runaway growth in their online retail divisions for years.2 however, that growth has come at a cost: 
it is more expensive than ever to operate an ecommerce site. approximately one-third of retailers 
surveyed reported increases in expenses ranging from their iT and marketing budgets to fulfillment 
and customer service costs (see figure 4). furthermore, more merchants this year reported that 
their average order values decreased, despite conversion rates having increased for many retailers. 
This situation suggests that the online retail industry overall may have increased, but some 
individual retailers may be rethinking how to maintain their share of the pie.
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fIGURe 3 More retailers are opening Stores

Base: 69 retailers

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Open new stores 54%

Open pop-up stores 38%

Open warehouses/distribution centers 30%

Close stores 26%

None of the above 12%

About the same number of stores as in 2018 57%

Net more stores than in 2018 36%

Net fewer stores than in 2018 7%

“By the end of 2019, which of the following do you most expect for your company regarding
your total number of stores?”

3-2

“Which of the following, if any, does your company plan to do in 2019?”
(Multiple responses accepted)

3-1
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fIGURe 4 expenses are increasing for Some retailers

Increased Flat Decreased Don’t know

“Please indicate for each metric whether it has increased, remained �at, or 
decreased in the past 12 months for your whole digital retail business.”

Base: 69 retailers

Note: Percentages may not total 100 because of rounding.

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Percentage of revenue
spent on IT expenses 39% 43% 7% 10%

Customer service
costs per order 26% 43% 16% 14%

Ful�llment costs per order 33% 36% 19% 12%

New customer acquisition
cost per order

35% 39% 14% 12%

Marketing costs per order 38% 41% 9% 13%

Returns as a percentage of
total orders

23% 46% 17% 13%

Shopping cart
abandonment rate

28% 55% 6% 12%

Average order value 28% 26% 36% 10%

Repeat customer rate 38% 38% 10% 14%

Site conversion rate 64% 25%

4%

7%
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omnichannel is Still a Work in Progress

retailers have been talking about omnichannel investments for over a decade, but many retailers still 
don’t have basic omnichannel capabilities in place. a significant portion of retailers surveyed this year, 
for instance, are just now investing in tactics like “buy online, pick up in-store,” which is the most 
common area of investment reported for 2019 (see figure 5). in their defense, retailers continue to face 
a number of challenges with respect to omnichannel:

 › c-level endorsement is often elusive. The success of any cross-channel initiative depends on the 
senior-most team members endorsing such programs. Several senior executives whom forrester 
interviewed in 2018 still don’t prioritize digital channels enough and focus instead on their core 
businesses and historic capabilities. Many companies in our survey did say their senior-most 
leaders believe in the criticality of omnichannel investments, yet one in five said they still did not 
(see figure 6).

 › Inventory visibility and accuracy still aren’t always prevalent. The most important investment for 
any omnichannel program is to ensure that shoppers, store associates, and suppliers know which 
products are where in every store. Many retailers surveyed have still not achieved that vision: 56% 
said that inventory accuracy was a problem for their omnichannel efforts (see figure 7). furthermore, 
65% said that another challenge is having inventory planning systems that forecast cross-channel 
demand. The good news: The top omnichannel investment in 2019 is order management systems, 
which promise to support both inventory accuracy and order routing (see figure 8).

 › Store operations and associates aren’t always aligned for fulfillment success. human 
resources issues are another challenge for omnichannel execution, according to many retailers. at 
the most basic level, retailers appear stymied by the metrics they should hold stores accountable 
to, underscoring that incrementality is often difficult to measure. Stores have had problems with 
allocating space to stage omnichannel pickups and to handle fundamental offerings like online 
returns in stores. furthermore, retailers need to train customer service teams to manage complaints 
when customers request information that touches multiple channels.
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fIGURe 5 investment in current omnichannel capabilities

Implemented in 2017 or earlier Implemented in 2018 Planning to implement
in 2019 or laterImplemented at one time but

have since removed
No plans to implement
at this time

“What are your plans to offer the following ful�llment services?”

Base: 69 retailers

Note: Percentages may not total 100 because of rounding.

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Ship from our warehouse(s)
direct to consumer

Buy online, return in-store

Drop-ship vendors

Ship from store

Third-party marketplace (other
sellers on your websites)

Third-party marketplace
(offering your products on other

marketplaces like Amazon or eBay)

Buy online, pick up in-store

55% 22% 12% 9%

42% 25% 14% 19%

39% 30% 17% 13%

33% 30% 17%

3%

16%

28% 26% 19% 28%

28% 26% 19% 28%

25% 19% 30%

1%

25%

3%
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fIGURe 6 executive alignment is Still elusive for Some Merchants

Strongly agree Somewhat agree Disagree

“To what extent do you agree with the following statements about your company’s 
omnichannel ful�llment execution?”

Base: 69 retailers

Note: Percentages may not total 100 because of rounding.

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Our internal teams share
common omnichannel

ful�llment success goals
48% 41% 12%

We have the right people in place
to execute our omnichannel

ful�llment strategy
46% 43% 10%

We have the right technology to
execute our omnichannel

ful�llment strategy
41% 41% 19%

Our company has visibility
into customer behaviors

across channels
39% 39% 22%

Our CEO has a clear vision for
omnichannel ful�llment

in our business
39% 41% 20%

Our C-suite team is aligned on
how to implement omnichannel

ful�llment capabilities
39% 51% 10%

We have the right processes in
place to execute on a consistent

omnichannel strategy
38% 43% 19%

Our company has a clear and
well-de�ned omnichannel

ful�llment strategy
38% 45% 17%

We have the right metrics in place
to measure the effectiveness of our

omnichannel experience strategy
33% 45% 22%
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fIGURe 7 omnichannel challenges are Plentiful

Very
challenging

Somewhat
challenging

Relatively
easy

“How challenging were (or are you expecting will be) each of the following 
elements to set up and run your omnichannel program?”

Base: 69 retailers

Note: “Don’t know” responses are not shown.

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Inventory management/
store processes

Staff management and customer service

Adjusting in-store inventory/increasing
safety stock to account for increases

in store ful�llment demand
7% 42% 42%

Inventory accuracy — ensuring that the
product ordered online is available

in-store for picking and packing
14% 42% 35%

Putting in place the right metrics for
our in-store ful�llment programs 23% 35% 32%

Having the inventory planning systems to
manage cross-channel demand signals to

optimize in-store inventory levels
14% 51% 29%

Developing and implementing new
processes to ef�ciently accept,

pick, and pack online orders
17% 52% 20%

Delivering on customer service-level
agreements, such as time between order

placement and pickup noti�cations

Training store staff to pick and
pack online orders

Information presented on the website

Customer service support and
training about this service

Hiring additional staff to
ful�ll online orders

The cultural change for store staff

Managing store staff incentives and
goals to align with supporting

omnichannel orders

10%

13%

16%

14%

20%

10%

16%

38%

36%

38%

42%

38%

48%

42%

42%

38%

39%

35%

35%

35%

30%
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fIGURe 7 omnichannel challenges are Plentiful (cont.)

“How challenging were (or are you expecting will be) each of the following 
elements to set up and run your omnichannel program?”

Base: 69 retailers

Note: “Don’t know” responses are not shown.

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Shipping processes Very
challenging

Somewhat
challenging

Relatively
easy

Establishing a dedicated pickup area for
customers to receive their orders in-store

Having the technology to pick, pack,
store, and/or ship orders from the store

Determining the right communication tools
to notify the customer that the order is

ready for pickup (e.g., email, text)

Handling returns for items ordered online
that are not available in the store

(endless-aisle orders)

Developing effective in-store
signage to help the customer �nd

the pickup area in the store

Handling returns for items ordered online
(where those items are normally

available in the store)

Having the physical space to pick,
pack, store, and/or ship online
orders that are ful�lled in-store

7%

10%

13%

13%

14%

20%

22%

30%

38%

41%

35%

32%

30%

36%

46%

42%

38%

39%

38%

39%

28%
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fIGURe 8 Leading omnichannel investments

Base: 68 retailers

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

OMS technology 53%

Training for store staff 44%

New incentive/commission structures to
credit store staff for local area online sales

35%

In-store signage for customers 29%

Store task management software

28%WMS technology

25%Special parking spots for order pickup

24%

Picking and packing space in the store 22%

In-store technology to more ef�ciently
process returns and/or exchanges

12%

“In 2019, what is your company planning to invest in to improve omnichannel 
ful�llment services?”
(Multiple responses accepted)

The digital Marketing Landscape for retail finally Looks different

The importance of mobile devices in the discovery process has shifted the digital marketing landscape. 
for years, search and email dominated in retail, and their positions as the top two most effective 
tactics didn’t budge. But companies like google now see the majority of their traffic coming from 
mobile devices, and retailers have similarly leaned into mobile (see figure 9). retailers surveyed 
revealed that for digital marketing:

 › Social is where they’ll invest more than any other tactic. in 2019, social marketing is at the top 
of the “where they’ll invest more” list (see figure 10). it’s the first time that search marketing didn’t 
top the list since forrester and the nrf started capturing retailer insights through “The State of 
retailing online.” anecdotally, forrester has heard several retailers say that they have many of their 
“marketing eggs in the facebook basket.” This focus suggests that despite ample criticism about 
their approaches to privacy and shopper data, facebook and instagram nonetheless deliver new 
customers to retailers.
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 › Video marketing is also growing. forty-six percent of retailers say they are spending more on 
online video in 2019, making it the fourth-fastest-growing digital marketing channel. facebook 
could potentially displace google over time for product discovery, but the latter’s youTube division 
is a critical part of the shopper discovery and research journey. of note: Much of the youTube 
consumption related to shopping is user-generated content like ratings and reviews or unboxing 
videos that shoppers post — not merchant-developed advertising. overall, 26% of uS shoppers 
said that they view ratings and reviews on youTube, but among uS shoppers under age 25, a 
staggering 61% said they did the same.3

 › Marketplaces are increasingly changing the marketing mix. amazon has reported billions of 
dollars in revenue from advertising on its site, so more marketers are realizing that the largest 
retailers like Target and Walmart also have significant and attractive media properties. Marketers 
are looking for alternatives to paid search, social networks, and email, so marketplaces are a 
natural place to start for brands — and, importantly, are another opportunity to reach shoppers 
when they are down the shopping funnel. as a result, 25% of retailers surveyed said they are 
increasing their marketing spend with marketplaces — not only on amazon but also on other 
marketplaces like Walmart.

fIGURe 9 Marketers are allocating More digital Marketing Spend To Smartphones in 2019 Than They did in 2018

More in 2019 than in 2018 About the same in 2019 as in 2018

Less in 2019 than in 2018 Don’t know/N/A

“How do you anticipate allocating your digital marketing spend by device in 2019 
versus 2018?”

Base: 69 retailers

Note: Percentages may not total 100 because of rounding.

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

3%Smartphone 49% 26% 22%

Out-of-home/in-store digital 36% 30% 9% 25%

Desktop/laptop 35% 35% 25% 6%

Connected TV 29% 33% 13% 25%

Tablet 20% 42% 32% 6%
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fIGURe 10 Marketing Plans for online retailers

Plan to
spend more

Plan to
spend less

N/A/
don’t use

I don’t
know

“For the following marketing tactics, are you spending more, the same, or less in 
2019 than in 2018?”
(Payroll spending not included)

Base: 69 retailers

Note: Percentages may not total 100 because of rounding.

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

TV

Out-of-home/in-store
digital display

Af�liate programs

Print

In�uencer marketing

Online display

Shopper marketing

Online video

Email

Paid search

Social marketing
(excluding YouTube)

55%

51%

51%

46%

46%

43%

37%

33%

32%

30%

28%

12%

4%
12%

1%
17%

6% 14%

10% 17%

3%
13%

7% 22%

9% 17%

14% 26%

13% 16%

19% 19%

33%

33%

30%

33%

26%

41%

34%

41%

28%

41%

35%
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Retailers face challenges With Personalization

The retail industry has been eager to embrace personalization for years, yet the approaches that 
retailers take are largely similar to past ones. Some of the key challenges that retailers face are that 
they have limited data (i.e., only their own first-party data), they get infrequent visits even from their 
best customers, and their product catalogs are often small (i.e., a few thousand items). Personalization 
on retail sites today:

 › focuses primarily on web personalization. Marketers often talk about cross-channel 
personalization, but most efforts are limited to websites and email marketing. Sixty-seven percent 
of retailers surveyed said that they personalize recommendations for shoppers, and another 60% 
said they segment emails (see figure 11). very few retailers are able to personalize content in other 
ways, such as on an app used in a store or by leveraging customer-specific clienteling, which is 
often high-touch and difficult to scale even in luxury environments.

 › Is mainly measured by conversion. from our interviews with retailers, many continue to struggle 
with identifying big roi from personalization programs. The most frequent metric to measure 
personalization is site conversion, and the second most frequent is click-through rate (see 
figure 12). for that reason, retailers often deem personalization successful with even modest 
improvements in conversion rates or engagement with personalized content.

 › Is hindered by cross-channel limitations. Merchants still struggle to understand behavior across 
channels. for years, clients have asked forrester analysts whether there are any great solutions 
to measuring consumer behavior. Because few retailers have mastered this skill, personalization 
continues to be a challenge. The retailers surveyed told us that the top two inhibitors to 
personalization programs are their inability to track shoppers across different touchpoints and 
their inability to attribute sales accurately to marketing programs when shoppers touch multiple 
channels (see figure 13).
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fIGURe 11 retailers Turn To emails for Personalization

“Which of the following are part of your personalization strategy?”
(Multiple responses accepted)

Base: 57 retailers

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Other 2%

In-store clienteling solutions for
store associates

9%

Addressing shoppers by name
when logged in or by email

33%

Personalized discounts offered
via email or in-store (e.g., on mobile devices)

37%

Personalized messages to
customers in stores (e.g., on mobile devices)

40%

Recommendation engine on site 44%

Marketing messages displayed on other sites
based on a shopper’s behavior or preferences

49%

Segmented emails or content on site based on
a shopper’s preferences or previous purchases

60%

Personalized recommendations in emails or
other communication to shoppers based

on explicit or inferred data
67%
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fIGURe 12 how retailers Measure The Success of Their Personalization Programs

“What are the three primary metrics that you track to measure your 
personalization initiatives and their success?”

Base: 57 retailers

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Conversion rate 49%

Click-through rate 37%

Average order value (AOV) 33%

Loyalty program enrollment 32%

Customer lifetime value (CLV) 32%

New versus returning visitors 25%

Segment performance 25%

Average page views per visit 21%

Average session duration 19%

Most viewed content 19%

Site/store visit frequency 4%



For EBusinEss & ChannEl stratEgy ProFEssionals

The State Of Retailing Online 2019: Omnichannel, Marketing, And Personalization
March 11, 2019

© 2019 Forrester research, inc. unauthorized copying or distributing is a violation of copyright law.  
Citations@forrester.com or +1 866-367-7378

19

fIGURe 13 cross-channel Journey Tracking impedes Personalization

“What are your three primary challenges to implement and grow/evolve your 
personalization strategy and tactics?”

Base: 57 retailers

Source: “The State Of Retailing Online 2019,” an NRF study conducted by Forrester Research

Inability to track targeted customers
through entire journey

42%

Attributing marketing performance to individual
programs, campaigns, or channels

35%

Creating a single view of the customer
with other marketing channels

32%

Managing data quality/inconsistent level of
quality among data sources

26%

Lack of technology resources 26%

Coordinating different delivery platforms 21%

Siloed organization pursuing different
types of personalization

18%

Access to relevant data 16%

Changing existing business processes 16%

Lack of internal talent resources 14%

Buy-in from rest of organization 12%

Siloed data 12%

Lack of personalization governance 12%

Coordinating siloed marketing teams 5%

Privacy regulations 4%
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Recommendations

retailers Must enhance omnichannel and Personalization Programs

for years, retailers and digital business professionals have focused on omnichannel initiatives and on 
personalization. retailers need to think about getting to the next level in retail excellence by:

 › Thinking beyond in-store pickup. While the list of omnichannel to-dos is long, shoppers are 
now using mobile devices to see store inventory and check prices. omnichannel needs to pivot 
to discussions around mobile excellence; this means serving shoppers both in stores and on the 
go. Merchants must make sure that they provide accurate inventory information for shoppers, 
that they provide easy ways for shoppers to talk to store associates, and that they help shoppers 
accomplish their goals quickly and efficiently.

 › Being realistic about personalization. retailers need to recognize that there is not an untapped 
wellspring of growth from great personalization programs. given limited shopper information and 
assortments, personalization can only deliver so much today. continue to embrace and improve 
recommendation engines and segmented emails to improve the customer experience, but also look 
for new ways to measure their impact and don’t overinvest in them.

 › Developing a broader data strategy. one of the bigger opportunities is to improve operations by 
leveraging other data that exists elsewhere in an organization. Look for ways to infuse everyday 
processes and operations with more rigorous analysis and to extract inefficiencies in areas such as 
warehouse management, new product development, and pricing and promotional cadence.

 › Testing new marketing strategies relentlessly. retailers have graduated beyond just relying on 
search and email. embrace — and become truly skilled at — earned media that comes through 
social networks like instagram and video sites like youTube. consider other retailer media networks 
like those from Target or Walmart. and look to content marketing as a way to attract new eyeballs.
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engage With an analyst

gain greater confidence in your decisions by working with forrester thought leaders to apply  
our research to your specific business and technology initiatives.

forrester’s research apps for iOS and Android.
Stay ahead of your competition no matter where you are.

Analyst Inquiry

To help you put research 
into practice, connect 
with an analyst to discuss 
your questions in a 
30-minute phone session 
— or opt for a response 
via email.

Learn more.

Analyst Advisory

Translate research into 
action by working with  
an analyst on a specific 
engagement in the form 
of custom strategy 
sessions, workshops,  
or speeches.

Learn more.

Webinar

Join our online sessions 
on the latest research 
affecting your business. 
each call includes analyst 
Q&a and slides and is 
available on-demand. 

Learn more.

Supplemental Material

Survey Methodology

The national retail federation and forrester annually survey online retailers regarding their key 
business metrics and areas of focus for mobile. “The State of retail Payments 2019” resulted in 69 
complete and partial responses from north american retailers. for quality assurance, panelists are 
required to provide contact information and answer basic questions about their firms’ revenue and 
budgets.

forrester fielded the survey from october 2018 through november 2018. exact sample sizes are 
provided in this report on a question-by-question basis. Panels are not guaranteed to be representative 
of the population. unless otherwise noted, statistical data is intended to be used for descriptive and 
not inferential purposes.

http://www.forrester.com/app
http://forr.com/1einFan
http://www.forrester.com/Analyst-Advisory/-/E-MPL172
https://www.forrester.com/events?N=10006+5025
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endnotes
1 Source: Tom ryan, “What it Means When retailers close Their nyc flagships,” forbes, January 17, 2019 (https://www.

forbes.com/sites/retailwire/2019/01/17/what-it-means-when-retailers-close-their-nyc-flagships/#62b9f36572e1) and 
Lauren Thomas, “gap looking to close hundreds of stores at malls ‘quickly and aggressively’,” cnBc, november 21, 
2018 (https://www.cnbc.com/2018/11/21/gap-to-close-hundreds-of-stores-at-malls-quickly-and-aggressively.html).

Kohl’s has carved out space for aldi for groceries initially in 10 stores, the first of which opened in february 2019. 
additionally, it has amazon Smart home experience shops within many stores, and it announced recently that 
it will “collaborate” with Weight Watchers in stores. Kohl’s takes amazon returns in select stores in La, chicago, 
and Milwaukee — yet more reasons for customers to come into its stores. Source: Sari Lesk, “Kohl’s tests grocery 
partnership to drive foot traffic into stores,” The Business Journals, february 7, 2019 (https://www.bizjournals.
com/milwaukee/news/2019/02/07/kohl-s-tests-grocery-partnership-to-drive-foot.html); “The amazon Smart home 
experience at Kohl’s,” Kohl’s (https://www.kohls.com/feature/amazon.jsp); and “Kohl’s and WW – the new Weight 
Watchers – collaborate to Support Wellness and healthy Living,” Kohl’s, January 29, 2019 (https://corporate.kohls.
com/news/archive-/2019/january/kohl-s-and-ww---the-new-weight-watchers---collaborate-to-support).

2 uS online retail represented 15% of total retail sales in 2018, with consumers spending nearly $540 billion online. See 
the forrester report “forrester data: online retail forecast, 2018 To 2023 (uS).”

3 Source: forrester analytics consumer Technographics® north american retail and Travel Topic insights 2 Survey, 
2018.

http://www.forrester.com/go?objectid=RES143454
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