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Retail 4.0 : la valorizzazione del customer journey
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« The House of Retail »
Dal 1995.
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« The House of Retail . Dal 1995 «

Retail institute Italy, con oltre 200 Soci , è l’Associazione punto di riferimento del retail in Italia, nella  quale 

sono rappresentate tutte le componenti del Retail:  Retailer, Brand Company, Retail Partner

La nostra mission è : promuovere la cultura e lo sviluppo del settore Retail.

In 25 anni abbiamo realizzato  più di 700 eventi e corsi di formazione ed incontrato più di 10.000 manager !
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Retail Institute Italy può contare sul contributo di un proprio  

Comitato Scientifico

PROF. BABILONI FABIO – UNIVERSITA’ LA SAPIENZA DI ROMA

PROF. DI GREGORIO ANGELO – UNIVERSITA’ BICOCCA DI MILANO

PROF. FARINET ANDREA – LIUC UNIVERSITA’ CATTANEO

PROF. FERRUCCI LUCA – UNIVERSITA’ DI PERUGIA

PROF. FRONTONI EMANUELE  – UNIVERSITA’ POLITECNICA DELLE MARCHE

PROF. NOCI GIULIANO – POLITECNICO DI MILANO

PROF. PELLEGRINI LUCA – UNIVERSITA’ IULM MILANO

PROF. PIZZI GABRIELE – UNIVERSITA’ DI BOLOGNA

PROF. TIRELLI DANIELE – UNIVERSITA’ DEGLI STUDI DI MODENA/REGGIO EM.

PROF. ZAGHI KARIN – SDA BOCCONI MILANO

COMITATO SCIENTIFICO 
RETAIL INSTITUTE ITALY
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❑ Business Information 

❑Monitoraggio Trends 

❑ Ricerche di mercato 

❑ Osservatori 

❑ Eventi 

❑ Formazione 

❑ Retail Tour 

❑ Award

LE NOSTRE ATTIVITA’ 
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17 Mega-Trends
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Più i consumatori sono informati e capaci di gestire

tutti i touchpoint , più diventa necessario per i

Retailer offrire una valida «seamless experience»

3 key factors : 

1) l’uso dei dati (approccio data-driven)

2) il valore della relazione con il cliente

3) la personalizzazione dell’esperienza

SEAMLESS COMMERCE
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Micro-trends

SEAMLESS COMMERCE
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Direct To Consumer

FOCUS ON - Data and customer loyalty
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Last Mile Solutions

FOCUS ON - High costs for retailers and a considerable influence on how customers rate the overall service
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FOCUS ON - Customers do not think in channels

Omnichannel Performance
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FOCUS ON - Automation boosts customer experience and generates data

Retail Automation
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FOCUS ON - Marketplaces is an extremely competitive business with a high degree of price transparency

Platform Economy
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FOCUS ON - The competition between state and virtual currencies will significantly change the retail and finance sectors.

Digital Currencies
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Curated Consumption

FOCUS ON - In Western industrial nations, there is an excess of products and services in almost every category
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FOCUS ON - The customer journey is being optimised to facilitate shopping that is both effective and rich in experience.

Hybrid Instore Experiences
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Grazie !


