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INNOVATION 
MUST BE PURPOSEFUL.

Ketchum offers services designed specifically for the unique communications challenges facing the grocery, retailer and CPG industries. From in-store 
promotions to product placement and sponsorship management, from leveraging registered dietitians to working with influencers and earned media,
we build strategies that work, based on analytics and insights, tailored uniquely to each of our clients. 

Contact us if you’re ready to revolutionize your communications.
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As 2019 comes to a close during the busy holiday season, we’re looking ahead at what’s to come in the 
evolving world of retail and consumer packaged goods. Take a look at what Ketchum’s Retail and CPG teams see as 

the top trends for brands looking to engage with customers, create authentic experiences and drive sales.

2020 Retail and CPG Trends 
Through the lens of communicators

Everyone is talking about
how to maximize the consumer
experience to drive loyalty
and sales. But there’s not
as much talk about how a
brand’s corporate reputation
can afcan affect that loyalty and
ultimately impact the
transactional side of
the business. 

retail

With the overwhelming –
and exciting – onslaught of
technology-driven retail and
CPG solutions, it’s easy to lose
sight of the underlying fact
consumers still need to be
engaged on a consistentengaged on a consistent
and more personal level.
Remeber, 59%3 of click-
and-collect shoppers still
go into the physical store.

53%2 of all purchase decisions
are digitally influenced in some
way. As communicators, the time 
is ripe to shift our approach to
authentic storytelling and

consumer engagement as a result.

The barrier to convenience is 
friction – i.e., anything 
getting in the way of a con-
sumer making a purchase. 
(Did you know 39%1 of

grocery shoppers say they’ve
left a stoleft a store empty-handed
due to long lines?)

It isn’t just about
consumer products, it’s
about consumer passion.
Brands leveraging the 
passion consumers have 
for their brands in an 
authentic, purposefulauthentic, purposeful
manner drive purchase.

Brands are under pressure 
to avoid “dead-ends,” 

interactions or engagements 
with a customer that do not 
(because they cannot) lead 
to purchase. It’s an element of
friction that can easily befriction that can easily be
avoided, but often overlooked
in the sea of data platforms,
media channels and market-
places, where consumers 

can find product.


