
THE FUTURE OF

HUMANIZED 
COMMERCE
How forward-thinking companies will use technology, 
innovation and data to transform contactless commerce into 
more humanized commerce and the most intuitive, immersive 
and high-touch experiences imaginable.



There has never been a better time to transform 
to meet the new realities of commerce. We’re 
excited about the future, shedding the outdated 
perceptions of what commerce was and 
embracing what it has the potential to be 
— evolving to meet the new demands of 
consumers through technology, creativity and 
humanized experiences. 
–KYLA JACOBS, EVP MARKETING & GROWTH, WPP, NA
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Evolving Contactless Commerce. 
Yes, already.

EXECUTIVE SUMMARY 

3Sources: [1] (PYMNTS October 2020), [2] (NFCW November 2020), [3] (CNBC)

55% 
of US consumers surveyed have now 
adopted mobile wallets compared 
with just 38% pre-pandemic.[1]

500MM+ 
iPhone users have now 
activated Apple Pay.[2]

50% 
of US shopping malls will 
shutter by the end of 
2021, predict analysts.[3]

IT’S SAFE TO SAY, CONTACTLESS IS HERE TO STAY. 

The pandemic sparked a perpetual shift in how commerce is 
conducted, but it may already be time to consider what’s next? 
We’ve embraced this “technification of commerce,” but we’re 
at risk of losing some of the humanity that’s key in helping 
brands connect with consumers in the long run. What are the 
big opportunities moving forward? How can we transform 
contactless into some of the most intuitive and high-touch 
experiences imaginable? Who are the players that will take 
note and win? Those are the questions that should be keeping 
brands up at night. 

 
HUMANIZED EXPERIENCES WILL DRIVE THE FUTURE 
OF COMMERCE.  

At WPP, we wanted to understand the challenges, 
opportunities and unknowns for shoppers and businesses both 
now and looking ahead to the next few years as we emerge 
from the global pandemic. So, we conducted an extensive 

commerce research initiative that included surveying digital 
payment users and rejectors; in-depth conversations with 
business leaders in CX, Product, Operations, Technology, Brand 
and Innovation; and contextual analysis and insights from 
mature Contactless Commerce markets in Asia and Europe. 
 
We found shoppers quickly became confident with adopting 
new payment options, which led to higher expectations from 
businesses to really deliver on the overall experience. Business 
leaders have had to respond reactively to the change that has 
exposed gaps in their readiness to meet emerging shopper 
demands and needs. We analyzed trends and future 
predictions through our research, and translated them into a 
set of insights and actions to unlock growth. 
 
Read on as we unveil a new type of commerce that demands 
everyone’s attention. 
 
We call it Humanized Commerce.

We just got here, how can we already need to change? It took a global pandemic to launch 
Contactless Commerce forward at light speed. What should have taken a decade to make 
significant change happened in a matter of months, and companies, big and small, proved 
that adaptation was possible. Shifting to contactless wasn’t just necessary for consumer 
confidence during a pandemic, it quickly became a preferred method of transactions.

https://www.pymnts.com/digital-payments/2020/blackhawk-how-covid-is-accelerating-shift-to-digital-wallets/
https://www.nfcw.com/2020/11/12/369134/more-than-500m-iphone-users-have-now-activated-apple-pay
https://www.cnbc.com/2020/04/29/50percent-of-all-these-malls-forecast-to-close-by-2021-green-street-advisors-says.html


The Research

We completed a holistic, analytical study to understand  
all sides of the conversation. Our primary qualitative and 
quantitative research outlined below is grounded in an  
in-depth contextual exploration along with our existing 
commerce knowledge and insights. 

THE FUTURE OF HUMANIZED COMMERCE

WE INTERVIEWED BUSINESS LEADERS  
Qualitative in-depth interviews 
with 10 business leaders 

We tapped experts in CX, Product, 
Operations, Technology, Brand and 
Innovation for insights on key topics 
around Contactless Commerce, including 
implications of digital payments, the 
changing Commerce landscape and the 
future of the Commerce Experience. 

WE ANALYZED CONSUMER DATA & FEELINGS  
Quantitative assessment of 1,500 
consumers, including 1,200 digital 
payment users and 300 digital payment 
rejectors across three continents 

We needed to understand changing 
consumer attitudes and behaviors, 
including: Expectations, Anxieties, 
Preferences, New Behaviors, Desired 
Products and Services Tech Adoption.



THE FUTURE OF HUMANIZED COMMERCE
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The Key Learning

YESTERDAY
ACCELERATING CONTACTLESS 
COMMERCE PLAYERS & BEHAVIORS  
Disruptors enter with new ways to pay that 
facilitate transactions, increasing contactless 
behaviors and expectations of commerce.

CREDIT DOMINATES DIGITAL PAYMENTS 
The contactless landscape was dominated 
by key financial players and institutions, 
owning the way to pay.

The fast evolution of contactless takes us beyond 
payments to humanize the entire Commerce Experience.

EMPLOYING DATA AND TECHNOLOGY 
TO HUMANIZE COMMERCE 
There is a misconception that the more 
technology and data are involved in commerce, 
the less human it is. But in reality, it’s just the 
opposite. It sounds like a paradox, but 
technology and data can actually help us create 
authentic connections and bring back the 
human touch. If we use technology properly, 
commerce can be more humanized than ever.

TODAY

EMERGING FUTURE
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Humanized Commerce puts 
humanity back at the 
center of the transaction 
— and then supercharges it.

During a pandemic, contactless 
made buying just about everything 
safe, easy and convenient by 
removing barriers around making 
a purchase. Our research discovered 
that behaviors have changed and so 
have the expectations of what 
shopping can deliver. 
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As it turns out, Contactless Commerce should 
be all about the human experience and should 
keep people engaged in the act of shopping, 
while building more meaningful, long-term 
relationships. Contactless technology, creativity 
and integrating ecosystems can help us evolve 
to meet the new demands of consumers.  

For brands to win in Contactless Commerce, we 
identified five key insights and strategies that 
will “humanize” and add contact back in to 
create the most relevant, engaging and 
immersive experiences imaginable. 
 
It’s time to transform Contactless Commerce 
into Humanized Commerce.



Five ways to win with 
Humanized Commerce

THE FUTURE OF HUMANIZED COMMERCE

REIMAGINE THE 
COMMERCE EXPERIENCE 

UNIFY YOUR 
COMMERCE ECOSYSTEM 

EMBRACE KNOWLEDGE 
AS YOUR NEW CURRENCY 

REWRITE YOUR 
VALUE EXCHANGE 

ENGAGE WITH 
PURPOSE
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01 REIMAGINE 
THE COMMERCE 
EXPERIENCE
Commerce is the most untapped strategic opportunity for 
creative solutions to build brands and drive growth. But 
companies still approach it as a tactic and a transaction.



Commerce can no longer be viewed as the 
tactical end point of the consumer funnel. It is 
far more encompassing.  Not only can a 
conversion happen at any time but people 
now expect it to. This is requiring companies 
to reevaluate both their strategic and creative 
approach to commerce, using channels for 
brand building and customer experience to 
drive meaningful engagement. 
–BETH ANN KAMINKOW, GLOBAL CEO, VMLY&R COMMERCE
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Commerce is no longer just about the purchase. Companies need 
to find ways to disrupt and engage with Humanized Commerce.

REIMAGINE THE COMMERCE EXPERIENCE

This is a really exciting time for 
brands to create new touchpoints 
with consumers — even in what 
sometimes seems like a soulless 
age of contactless. 

10Sources: [4] (Forrester July 2019), [5] (Pathfinder consumer survey, October 2020)

59% 
of consumers surveyed said 
they want new shopping 
technologies and services to 
make shopping simpler, 52% 
said they need to be useful, 
and 46% said they need to 
make shopping quicker.[5]

70% 
of the top 50 Fortune 
500 companies have 
explicitly titled CX 
executives.[4]

Contactless technologies have reshaped 
the traditional Commerce ecosystem, 
introducing new players, from payment 
facilitators to delivery providers. Friction 
is being removed, but many points of 
engagement have disappeared. 
Businesses need to reevaluate their 
landscape and find meaningful ways to 
engage people along the journey, 
mastering consumption occasions and 
culture to design intuitive end-to-end 
experiences. 

To win with people, we need to think 
outside the box to create high-touch 
commerce experiences: 

• Leverage technology and data to 
deliver relevant content at the moments 
that matter to people. 

• Go D2C, but don’t overlook traditional 
stores. 

• Create engaging experiences, but make 
sure to persuade while you entertain, to 
turn people into buyers.

https://www.forrester.com/report/The+Number+Of+CX+Executives+Grew+More+Than+1000+Over+Five+Years/-/E-RES154915


REIMAGINE THE COMMERCE EXPERIENCE

Sources: [5] (Pathfinder consumer survey, October 2020), [6] (ModernRetail November 2020) 11

Leverage technology and data to 
deliver relevant content at the 
moments that matter to people.

We know that shoppers are open to trying new forms of 
interaction and shopping, so identifying and integrating 
new contactless technologies can help reimagine how you 
both engage and drive purchase. From video and voice to 
audio and AR, they can add greater depth and wider reach 
for more impactful commerce experiences.

But as new technologies and new 
channels help brands expand their 
commerce experiences, they have also 
enabled the delivery of more effective 
micro moments. Thanks to localized 
and real-time data and insights, brands 
can deliver content right at the 
moment when it’s most important to 
the consumer. 

43% 
of consumers surveyed 
are very willing to try 
new shopping technologies 
and services.[5]

Amazon just gets how to create new channels. During the pandemic, the company 
tapped a team of experts, from stylists and chefs to painting teachers and tour guides, 
to host sessions on Amazon Explore, a one-on-one “virtual experiences” marketplace. 
Like Airbnb’s Online Experiences platform, Amazon Explore lets users toggle through 
different live-streamed sessions that teach them how to cook, give them fashion 
tutorials, or even take them on a tour of a historical site. But what makes them 
different, is the intimacy of the experience and how they weave in selling products just 
at the right moments. The hosts are able to speak with the viewers during the sessions. 
That way, if you’re a chef hosting a cooking class, you could also showcase knives, 
cutting boards, whatever…while you’re cooking. Chefs and viewers can chat about 
specific features and the entire experience is turned into an intimate shopping venue.[6]

https://www.modernretail.co/platforms/how-amazon-explore-is-trying-to-mix-experiences-with-commerce/


Go D2C, but don’t overlook 
traditional stores.

It’s important to provide a more immediate exclusive 
service for people by going directly to them from 
communication to shopping to delivery. Simultaneously, 
take back ownership of the purchase moment and the 
data acquisition from third parties. Ultimately, building 
in relevant D2C services will help build growth.

REIMAGINE THE COMMERCE EXPERIENCE
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Sources: [7] Business leader interviews were conducted in September 2020 with business leaders across CX, Product, Operations, Technology, 

Brand and Innovation. Expert names and titles have been blinded as pursuant to standard use agreement, [8] (WWD July 2020) 

Here’s one example of how a brand reimagined their Brick and Mortar store to create  
a more humanized shopping experience based on what customers want and need. 
Shiseido’s new global flagship store in Tokyo launched in April 2020 and combines 
touchless technology with shopper interaction. Each of its three floors has a distinct 
theme focused on a new shopping experience. Special wristbands allow customers  
to add products to their virtual cart as they shop the store, browse and sample 
products. When they’re ready, their products are brought to check out. A “Make Me 
Up” area lets customers test color cosmetics through a mirror-like touchscreen.  
They can choose products, colors and where to put the makeup to see a simulation  
of how it will all look on their own face. This prevents cross-contamination of 
customers sampling actual products. And because shopping has always been 
exhausting, the basement of the store is where customers can book appointments  
in one of the Somadome meditation pods. The changes made help to limit contact 
with employees and other customers during a pandemic, but they’re creative enough 
to also offer a completely immersive, elevated shopping experience.[8]

Retail staff can transform experiences 
when shifted staff can be trained to drive 
a better overall experience. 
–SENIOR BUSINESS OPERATIONS LEAD, FINANCIAL SERVICES

But brick-and-mortar retains an important role in the commerce landscape and that 
role is just shifting and is primed for elevated experiences. Find creative ways to 
drive footfall, reimagine your store locator — and lift up the stores themselves with 
blended and social experiences.

https://wwd.com/beauty-industry-news/beauty-features/shiseido-brand-opens-first-flagship-store-virtual-1203691625/


13Sources: [9] (Bestbuy.com), (Business Leader Interviews 2020) 

How many times have you wished some tech guy was at your house to help you plan 
all the fun new gadgets you want to buy? That’s why Best Buy launched a service 
that allows customers to get free in-home consultations. In-home advisors are 
experts that will come to your home to help you plan a new home theater, update a 
kitchen with the most techy appliances, or even help you kick up your home tech a 
notch with a Wi-Fi network. There’s no obligation to buy, but how easy would it be 
to have your advisor set you up with everything you need? It’s an idea heavy on both 
experience and customer service and it’s attractive enough to keep customers 
coming back for more.[9]

REIMAGINE THE COMMERCE EXPERIENCE

Entertainment and immersion, online and off, will 
bring new and existing shoppers to brands. One way 
to attract people is to create engagement with 
events or experiences. If you offer them something 
fun and exciting, they’ll want to spend time with you. 

Create engaging experiences, 
but make sure to persuade 
while you entertain, to turn 
people into buyers.

Immersing shoppers in creative commerce experiences is great, but if you 
want to turn shoppers into buyers (and repeat buyers), they must be 
accompanied by an end-to-end customer service that is second to none. 
From discovery to delivery and post-purchase, enhance the shopping journey 
with intuitive support that provides help when shoppers want and need it, 
and they will keep coming back.

If they (people) are not entertained, retailers will 
lose for the convenience of online.” 
–SENIOR INDUSTRY EXPERT, RETAIL, APPAREL & TECHNOLOGY 

“(There should be) more customer service 
where you need it, which is out in the store. And 
that’s where you can also cross-sell and upsell.” 
–SENIOR BUSINESS OPERATIONS LEAD, FINANCIAL SERVICES

https://corporate.bestbuy.com/in-home-advisor-program-brings-best-buy-experts-to-you/


SUMMARY
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Reimagine the Commerce Experience

Create Humanized Commerce experiences with 
impact. Master occasions and culture, get inspired 
across categories and markets, expand your products 
and services, treat people as individuals, and above 
all, look for new and rewarding ways to enhance 
customer experience along the entire journey.

WAY TO WIN



02 UNIFY YOUR 
COMMERCE 
ECOSYSTEM
Contactless has enabled more touchpoints to become 
Commerce touchpoints — but too often they are used 
tactically and deliver a disconnected experience.



While the world of commerce is evolving at warp 
speed to meet the needs of an ever changing 
time, what remains constant, and perhaps more 
business critical than ever before, is the need for a 
cohesive and compelling brand world.  Because in 
order to connect with people wherever they are 
we need to be able to consistently express our 
differentiated brand truth & personality both 
visually and verbally.  This requires distilling down 
what we stand for into our distinctive brand 
assets by identifying and crafting them, loading 
them with meaning, and continually bringing 
them to life.  
–KASIA BANNON, GROUP EXECUTIVE VICE PRESIDENT, DESIGN BRIDGE
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To unify the commerce ecosystem in 
order to create the most impact, brands 
and retailers must: 

Define — Be clear on the channels you 
use and how to use them more 
effectively. 

Build — Ensure your business is ready to 
deliver your commerce ecosystem. 

Deliver — Ensure your ecosystem 
delivers consistent and distinctive 
experiences. 

Then it’s a matter of connecting the dots 
to ultimately create effective high-touch 
commerce experiences that consumers 
will love.

Unified ecosystems connect 
brands, retailers and people 
in a frictionless world.

UNIFY YOUR COMMERCE ECOSYSTEM

People are engaged across more channels and 
touchpoints than ever before. We can thank contactless for 
that. But even though purchases can happen at any 
physical, digital and social touchpoint, brands and retailers 
need to integrate their ecosystems around people to 
incorporate seamless purchase points when it counts and 
help shoppers navigate through the commerce landscape.  

17Sources: [10] (CB Insights, 2021), (Business Leader Interviews 2020)

Capital One patent looks to bring voice 
recognition technology to mobile payments.[10]

There’s a lot of biometric markers that 
have been explored and the payments 
industry has a few of these. 
–SENIOR INDUSTRY EXPERT, RETAIL & TECHNOLOGY

https://www.cbinsights.com/research/capital-one-patent-voice-recognition-tech-mobile-payments/


XSource:

UNIFY YOUR COMMERCE ECOSYSTEM

Define: Be clear on the 
channels you use and how to 
use them more effectively.

Before you start unifying your ecosystem, you should 
first review and evaluate it through the lens of 
Humanized Commerce. It's not possible, or relevant,  
to own every possible touchpoint, so businesses must 
determine the appropriate opportunities to interact 
directly with people and incorporate purchase.



There are a few different ways 
to bring these channels to life 
with a more human focus.

UNIFY YOUR COMMERCE ECOSYSTEM

Sources: [11] (Retail Dive November 2020), [12] (Contagious.com)

KFC’s Colonel KI used an AI-prediction 
algorithm that allowed Chinese 
gamers to get live information and 
accurate predictions, in real-time, on 
their League of Legends games 
through the brand’s app. During 
exciting moments in matches, Colonel 
KI would distribute QR coupons for 
KFC menu items. 100% of coupons 
were taken and of these, 25% were 
redeemed – an amount 2,500% above 
the benchmark. No wonder KFC is 
China’s biggest fast food chain.[12]

Facebook introduced a shopping 
section during the pandemic, as 
brands have been forced to connect 
online with consumers who aren’t able 
to shop in-store. This allowed for 
partnerships with retailers like Anne 
Klein to engage consumers in creative 
ways. Together, Facebook and Anne 
Klein launched the “Women Who Do” 
series that  livestreamed limited-time 
promotions, which could be purchased 
in-app during the event.[11]
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Brands and retailers will keep shoppers in their ecosystem by really understanding what 
channels and touchpoints they can use, the role and interaction of the channels and 
touchpoints they use and how they can leverage them for maximum efficiency and 
effectiveness. Having the right touchpoints to draw from and channels to leverage is the 
first step to creating the human commerce ecosystem every brand needs.

1. Elevate stores, make them even more high-touch — 
Focus on the experience and increasing intent to 
purchase. Think showroom experiences, new concept 
stores, hiring empty stores for product launches, etc. 
 
2. Innovate in third spaces to create more 
engagement touchpoints — Explore what hasn’t been 
tapped, what was previously considered a content-
only channel, or not even considered a touchpoint. 
 
3. Monetize the virtual world — Gamers are literally 
changing the game. This is a prime territory to connect 
to your commerce ecosystem for high-touch delivery. 

4. Connect where people are social — It’s time to 
leverage digital payments to put a commerce twist on 
what is traditionally social. 
 
5. Enable experiences at home — Reinvent traditional 
ways to get product in hand and build in-home 
experiences. 
 
6. Don’t forget consumers post-purchase — Don’t lose 
shoppers at the last mile. Continue or “complete” the 
commerce experience and keep people coming back.

https://www.retaildive.com/news/facebook-debuts-shoppable-livestreams-with-anne-klein/588899/
https://www.contagious.com/news-and-views/kfc-china-turns-colonel-sanders-into-esports-analyst-league-of-legends


UNIFY YOUR COMMERCE ECOSYSTEM

Build: Ensure your business 
is ready to deliver your 
commerce ecosystem.

New channels and touchpoints, new skills and 
expertise, new tech and innovations, all ultimately 
create complex ecosystems to manage, so you need 
to ask yourself — are you business-ready? 

To begin, establish the commerce operating system and talent to succeed.  
But you don’t have to build everything from the ground up. Fast-track your 
infrastructure and people readiness, connect departmental teams, leverage 
existing support, tools and platforms, and be open to collaboration. And 
remember, one business can’t deliver all — and one-size-fits-all won’t deliver 
growth. Investing in internal development or acquisitions isn’t necessarily  
the most effective or cost-efficient approach. Be an enabler, not a barrier,  
in the commerce landscape through strategic, non-traditional partnerships.



Chances are, there are relevant 
partners out there ready and waiting 
to collaborate with you. But finding 
the right partner is no easy task.

UNIFY YOUR COMMERCE ECOSYSTEM

Identifying the right partners to build relationships is a 
skill to be mastered, but once you do, building effective 
partnerships can reap benefits for your business and 
accelerate transformation.

21Sources: (Business Leader Interviews 2020), [13] (Springwise July 2020)

There are some important things to 
remember when considering partnerships: 

1. Cost and time efficiency — Map and 
prioritize what your business can develop 
internally and what would be more efficient 
to outsource. 
 
2. Operational expense — Leverage 
existing platforms, tools and technology to 
facilitate business operations. 
 
3. Enhance creativity — Whether it’s 
through data, innovation and insights, 
experts or celebrities. 

4. Credibility and trust — Who you 
work with can matter as much as 
what they do. 
 
5. Reputation — This is as much about 
what you need, as about what you can 
provide (e.g., supporting small business, 
considering what people value). 
 
6. Customer base — Build on platforms 
with an already established customer base. 
 
7. Regulations — Simplify and navigate 
complexities around entering new 
territories by leveraging the knowledge or 
infrastructures of existing players.

French retailer Carrefour is the first in the world to offer customers voice grocery 
shopping through Google Assistant. The partnership led to a frictionless, but 
humanized experience that allows shoppers to make purchases and share shopping 
lists with others, who can add whatever items they want to the cart. Then, Google 
Assistant converts the list into a shopping cart, while intuitively proposing products 
that closely reflect their shopping habits. Once the cart is confirmed, the shopper  
gets sent to Carrefour’s eCommerce site to finalize the order.[13]

When it comes to a company thinking about 
their infrastructure on how they move forward, 
I would just like to emphasize that they should 
really think about cross-functional teams. 
–SENIOR INDUSTRY EXPERT, RETAIL, BEAUTY & WELLBEING, APPAREL

https://www.springwise.com/innovation/retail/carrefour-google-voice-based-shopping


Deliver: Ensure your 
ecosystem delivers consistent 
and distinctive experiences.

UNIFY YOUR COMMERCE ECOSYSTEM

CX and branding are key to keeping the commerce 
experience consistent. And while you may have the 
right touchpoints, the right channels and the 
capability to deliver them, they will deliver 
disconnected experiences if they are not unified. 

Consistent distinctiveness in branding, in the creation and placement of brand 
assets, will not just help with mental availability around your products and 
services, but will help people navigate your CX. A clear, simple and connected 
CX will help enforce a positive experience. In a nutshell, it will help keep 
people who have found you, with you.

22Sources: (Business Leader Interviews 2020), [14] (TechCrunch November 2020)

It’s a big deal when any brand launches a major redesign. But when it’s a brand like 
Google, it can transform the entire commerce experience. Google Pay is Google’s 
phone-based contactless payment services and started out as a simple replacement 
for a credit card. Features were added over time, but changes weren’t big enough to 
make a big splash. Now with 150 million users in 30 countries, the redesign takes the 
service in a new direction and helps consumers manage their personal finances, pay 
friends and businesses really quickly, explore offers and rewards, and give people 
insights about their spending habits, to help stay on top of their money.[14]

ON GETTING BROADER ACCEPTANCE 
OF CASHLESS PAYMENTS

Newer players coming up in this space are 
starting to make an impact by partnering 
with either large, well-known eCommerce 
sites or partnership deals with large retailers 
for point-of-sale, in order to build brand equity 
and trust by relating to those brands.  
–GLOBAL HEAD OF CX, RETAIL & TECHNOLOGY

https://techcrunch.com/2020/11/18/google-pay-gets-a-major-redesign/


SUMMARY

23Source: (Business Leader Interviews 2020)

Unify Your Commerce Ecosystem

Connect people, brand and retailer through the right 
commerce ecosystem by unifying new channels and 
touchpoints, exploring effective strategic partnerships, 
delivering a seamless CX, and embracing the operational 
tech and talent to succeed.

WAY TO WIN



03 EMBRACE 
KNOWLEDGE 
AS YOUR NEW 
CURRENCY
Data. Everyone wants it, but not everyone has it or knows 
how to use it to transform the Commerce Experience.



People have always wanted the same thing for 
products and the experience purchasing them 
— the value. What we each value continues to 
become more diverse and unique as the world 
becomes more complex. For brands to deliver 
value to consumers, they will need to 
intelligently leverage data and technology, both 
digitally and physically, to sell products. 
–ANDREW RUEGGER, GLOBAL PRESIDENT OF COMMERCE, GROUPM
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EMBRACE KNOWLEDGE AS YOUR NEW CURRENCY

Embrace knowledge 
as your new currency.

Used correctly, data can open the doors to anticipate and act on new consumer 
needs and behaviors. Contactless Commerce has provided businesses with 
limitless data to collect, access, manage and use, but to grow through data you 
need to be smart and selective. Businesses need a clear information story and 
system for insights (starting out with the right data and analysis); activation 
(using the right data to target effectively); measurement (knowing which metrics 
to track); and optimization (optimizing AI-enabled activations in real-time).

26
Sources: [5] (Pathfinder consumer survey, October 2020), 

(Business Leader Interviews 2020)

Acquiring data intelligence and 
accessing customer data is key to 
unlocking the insights for growth and 
making more confident decisions. As the 
data lake grows, you must consider a 
few things like: avoiding data overload 
(when you talk information needs, what 
do you need to know and where exactly 
do you need to go); keeping people at 
the center (despite data, people make 
decisions based on many influences and 
the more we unify commerce and 
remove friction, the more important it is 
to understand those influences); and 
guaranteeing trust and privacy (if people 

can’t trust you with their data, they 
won’t engage or allow access to it). 

To seize the data opportunity that 
Contactless Commerce has created, 
businesses need to remember: 

• Collecting first-party data is a must, 
but gather it creatively. 

• Personalize to collect data, and build 
relationships that last. 

• Discover untapped opportunities and 
take advantage of AI.

Recent moves by both Visa and 
MasterCard in the acquisition 
space and in the partnership 
space have demonstrated that 
they see the value of that data. 
–FORMER SENIOR VICE PRESIDENT, TELEVISION

50% 
of consumers surveyed believe 
in allowing use of their personal 
data they will get promotions, 
rewards and exclusive offers.[5]



Sources: [15] (Business Research Methodology, March 2020), [16] (Grocery Dive July 2020), [17] (Retail Dive November 2020) 27

Collecting first-party data is a 
must, but gather it creatively.

EMBRACE KNOWLEDGE AS YOUR NEW CURRENCY

Amazon has dominated the contactless landscape and brought focus onto the 
importance of first party, data derived digital payments. We can see the incorporation 
of data capture in everything they do online. There’s proof in that they have the widest 
range of targetable customer segments.[15]  

As Amazon moves into physical spaces, they are employing technologies that allow 
them to capture data and keep shoppers in their ecosystem. The Dash Cart offers 
another version of checkout-free technology. Built for small-or medium-sized shopping 
trips, the Dash Cart uses computer vision cameras and weight sensors that identify 
products as shoppers place them inside the cart. The Dash Smart Shelf is an auto-
replenishment scale for home and business that uses weight-sensing technology and 
connects it through Wi-Fi to alert users when they’re running low on supplies.[16] [17]

Take inspiration from what the tech and eCommerce giants 
are doing online and offline to capture data and insights. 
When you do, you’ll better understand people and be able 
to turn that knowledge into business opportunities. 
And while owned data is desirable, when retailers and 
payment providers own it, it can be challenging for 
brands. As a result, they are getting innovative. 

https://research-methodology.net/amazon-segmentation-targeting-positioning-widest-range-target-customer-segment-2/
https://www.grocerydive.com/news/amazons-dash-cart-offers-another-version-of-checkout-free-technology/581580/
https://www.retaildive.com/news/amazon-releases-dash-smart-shelf-for-consumers-small-businesses/588465


EMBRACE KNOWLEDGE AS YOUR NEW CURRENCY

Personalize to collect data, 
and build relationships that last.

Personalization is expected, especially in exchange for 
personal data, but no one wants to be bombarded with 
brand communications. Delivering at the right moments will 
gain the competitive edge to drive adoption and conversion.

28Sources: (Business Leader Interviews 2020), [18] (PSFK November 2019)

And don’t forget to consider how Contactless Commerce can be humanized to build 
meaningful relationships. Connect digital payments to loyalty programs, CRM, personalized 
rewards and exclusive experiences, and you’ll build the kind of relationships that last.

Burberry’s R World app for VIP customers allows them to “R Message,” or text in-store 
staff directly. Teaming up with Apple, this was a way for Burberry to revolutionize 
customer service using data to make personalized product recommendation lists for 
customers. Store associates can connect with shoppers directly to make a closer 
connection. Then they humanize the experience even further utilizing info like 
birthdays and shopping habits and keep customers coming back again and again.[18]

40% 
of consumers surveyed believe in 
allowing use of their personal data they 
will get a more personalized experience 
and 30% believed they would get more 
relevant recommendations next time 
they are shopping.

If you inundate 
the consumer with 
information, that’s 
a huge pitfall. 
–SENIOR INDUSTRY EXPERT, RETAIL, 
BEAUTY & WELLBEING, APPAREL

https://www.psfk.com/2019/11/burberry-apple-r-message-customer-service.html


Discover untapped opportunities 
and take advantage of AI.

EMBRACE KNOWLEDGE AS YOUR NEW CURRENCY

There are a lot of opportunities out there to meet and 
engage new people — and data facilitate this. Tailor 
communications, products, and services to underserved 
demographics; hyper-localize within markets; and 
personalize to interests, as well as needs. 

29Sources: (Business Leader Interviews 2020), [19] (PSFK May 2020)

But some of the biggest opportunities are found using AI. Algorithms behind 
subscriptions, post-purchase support and even quicker means of delivery help 
businesses understand shopper preferences to deliver increasingly optimized and 
intuitive experiences and services over time.

Coupang, an eCommerce and fulfillment business, is pioneering on-demand delivery 
through localization, providing South Korean customers with the ability to order online 
and receive items in just a few hours. It’s no wonder they’ve adopted the name, 
“Amazon of South Korea.” They’re able to deliver everything from electronics and 
beauty products to fresh produce faster than anyone in town. Now dominating the 
local market, 99.3% of all orders arrive at customers’ doors within a day, while many 
get hand-delivered in a matter of minutes. Their customized, built-from-scratch, end-
to-end integration even allows for things like boxless delivery. Using their own delivery 
network, they can even ship delicate items, like liquids without box packaging, 
because their technology ensures the item stays vertical and never falls over during 
the delivery process. Not only does this cut down on waste and reduce costs, it makes 
things more convenient for the customer.[19]

Anticipatory commerce, I do believe 
it’s right around the corner. 
–SENIOR BRAND & INNOVATION EXPERT, FINANCIAL SERVICES

https://www.psfk.com/2020/05/action-plan-for-a-next-gen-ecommerce-experience.html
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Embrace Knowledge as Your New Currency

In combining behavioral science, data analytics, and AI to capture the 
right data, we can really understand people, facilitate preference and 
product selection, and identify the right moments to act and grow. 

But it is worth keeping in mind that as personal data and preferences 
become increasingly automated, there will come a point when we are 
marketing to algorithms rather than people — we may already be there. 
This will be a whole new “audience” for businesses to understand. 

WAY TO WIN



04 REWRITE YOUR 
VALUE EXCHANGE
Many companies still focus on price and product, but this 
ignores the other benefits that are now driving how people 
choose products and services.



Supercharged by an increased comfort with 
technology and of course the global pandemic, 
the last few years have revolutionized the way 
that modern shoppers shop, and consequently 
how modern businesses must react. While the 
tendency is to view the future as digital, the 
reality is that consumers want an omni-channel 
shopping experience spanning physical and 
digital touchpoints. In addition, a balanced 
channel strategy across marketplaces, retailers, 
direct-to-consumer and social commerce 
channels is vital. All of this must be built on a 
strong understanding of the customer, data and 
a future-proofed technical foundation. 
–NEIL STEWART, GLOBAL CEO, WUNDERMAN THOMPSON COMMERCE
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REWRITE YOUR VALUE EXCHANGE

People are looking beyond product 
and price, and the value exchanged 
at the point of purchase may not 
always be currency.

33

$50BN 
projected value of the 
cashierless retail market.[20]

60% 
of consumers surveyed said 
they will appreciate “service” 
and 56% “value” over 
“convenience” in the future.[5]

Factors driving purchase decisions are evolving as  
we see the convergence of cultural trends, commerce 
technologies and new shopping behaviors.

A contactless payment infrastructure 
frees up the resources and staff to 
enhance other areas of the commerce 
ecosystem — from offering a better 
price and improving the store 
experience to investing in sustainable 
initiatives. 
 
Implementing value investments 
relevant to both your product or service 
and your consumers will enrich the 

shopping experience and drive 
conversion. When rewriting a value 
exchange, remember these important 
points: 

• Facilitate greater convenience 
and ease throughout the whole 
commerce experience. 

• Go beyond the functional benefits  
to unlock the values driving choice.

Sources: [5] (Pathfinder consumer survey, 
October 2020), [20] (Automated Retail 

Tracker PYMNTS.com March 2020)

https://www.pymnts.com/tracker/automated-retail-march-2020/
https://www.pymnts.com/tracker/automated-retail-march-2020/
https://www.pymnts.com/tracker/automated-retail-march-2020/


REWRITE YOUR VALUE EXCHANGE

34Sources: [5] (Pathfinder consumer survey, October 2020), [20] (Automated Retail Tracker PYMNTS.com March 2020), [21] (Weezy.com)

Most on-demand grocery delivery platforms are impressed with themselves when they 
can deliver groceries in a matter of hours. Weezy, an on-demand platform disrupting the 
London market, delivers groceries in a matter of minutes. Weezy’s success at delivering 
groceries at lightning speed isn’t just the result of using hyperlocal fulfillment centers. 
They hire specific specialists in customer service, rather than standard delivery 
employees. And, unlike their much slower competitors, they offer their delivery reps 
training and career progression to keep them happy and motivated.[20]

60% 
of consumers surveyed 
started using digital payments 
as they are easier, and 38% 
said it’s because they are 
accepted everywhere now.[21]

78% 
of digital wallet users would rather 
make purchases through 
nontraditional, unattended means
— because they are faster (49.4%) 
and have shorter lines (34.7%).[20]

Facilitate greater convenience 
and ease throughout the whole 
commerce experience.

People have always expected a more convenient shopping 
experience before and after checkout, but the pandemic  
has brought this into focus, so it’s a hot investment and 
development area for businesses right now.

Delivery-as-a-service has exploded over  
the past year, with categories forced to 
consider how they get product in hand  
with greater quality and speed, but 
without contact. The convenience of the 
last mile will embed as we emerge from 
the pandemic and, with this mastered,  
attention will turn to other points in  
the commerce ecosystem. 
 
Online, people do not place consistent 
importance on convenience throughout  
a purchase journey. The majority of 

consumers said it was important at the 
very beginning of the shopping 
experience, when researching, whereas 
offline it was more important at 
checkout. 
 
Identifying where the Commerce 
Experience can and should be facilitated 
will help companies focus on what 
convenience services and experiences  
to invest in and deliver.

https://www.pymnts.com/tracker/automated-retail-march-2020/
http://www.weezy.co.uk


REWRITE YOUR VALUE EXCHANGE

35Source: [22] (Creativeboom.com)

Black Friday is usually the biggest shopping day on Earth, but IKEA decided to do 
something radically different in 2020 — buy back its old furniture from its customers. 
In a “global circularity experiment,” IKEA developed circular services and sustainable 
consumption for customers, giving them a solution to give furniture they no longer 
need a new life. Participating customers received a special IKEA voucher to spend  
on something they want — worth up to 50% off — and anything that isn’t resold was 
recycled or donated to people in need. Everyday products, like furniture, contribute to 
45% of the world’s total global carbon emissions, so this becomes a huge opportunity 
to rewrite their value exchange and connect their brand more closely to fans.[22]

Go beyond the functional benefits 
to unlock the values driving choice.

The costs of convenience have been hitting the headlines, 
from labor exploitation to the environmental costs of same-
day delivery and the cost of doing business for online brands.

This has created a tension between 
attitude (what people say) and action 
(what they do), and increasingly, 
shoppers don’t want to have to choose 
between different values: 

• They may want more entertainment 
when shopping, but not at the 
expense of convenience. 

• They express an interest in 
sustainability, but still keep 
an eye on price. 

• They look to a brand's social impact, 
but in their regular shopping routine.  

In a new Humanized Commerce 
experience, we must understand the 
most relevant values that influence 
purchase choice and where to elevate 
these values to enhance the ultimate 
exchange — moving into the 
consideration set, getting into the 
basket and through the checkout.

https://www.creativeboom.com/inspiration/ikea-to-launch-groundbreaking-campaign-this-black-friday-to-buy-back-its-old-furniture-from-customers/
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Rewrite Your Value Exchange

Be clear about the benefits you bring to people beyond 
the product itself.  

Informed by cultural trends and audience insights, look 
beyond price and product, rethink theoffer and elevate 
relevant values. Create new Humanized Commerce 
experiences that are meaningful.

WAY TO WIN



05 ENGAGE WITH 
PURPOSE
The more transparent businesses become, 
the more purpose matters.



Purpose is an aim, a goal, a journey. So purposeful 
brands must continuously demonstrate their 
commitment and progress, through purpose-
supporting actions and experiences. 
–SUSAN MACHTIGER, MANAGING DIRECTOR, OGILVY CONSULTING, BRAND INNOVATION & GROWTH PLATFORMS
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It’s not enough to state your 
brand values on your website 
or the walls of your office.

ENGAGE WITH PURPOSE

You must deliver against them.

 
 

People are watching businesses more 
closely than ever. They’re looking at 
your meaning as a brand as much as the 
products and services you provide. If 
you want consumers to believe you 
practice what you preach, then make 
sure you actually put your values into 
practice, both inside your business — 
and outside as well. 
 
You can have a great product or service, 
but if you don't deliver high-quality 

customer experience (CX), personalized 
customer service and relevant 
interactions, you won't have their trust. 
Be of service, provide support, add 
value, encourage people to spend time 
with you and help them buy better. 

When engaging with purpose, 
businesses should: 

• Be authentic, be relevant and never 
take trust for granted. 

• Be inclusive and empower people  
to make change. 

 
If done right, you can gain insights  
to create experiences, elevate 
communities and introduce new forms 
of exchange that will humanize the 
commerce experience.

You want to find things that 
will engender the right types 
of behavior long-term. 
–ENIOR INDUSTRY EXPERT, FINANCIAL 
SERVICES & TECHNOLOGY



Source: X

ENGAGE WITH PURPOSE

Be authentic, be relevant and 
never take trust for granted.

40Sources: [5] (Pathfinder consumer survey, October 2020), [23] (Sprout Social), [24] (Mainstay and the Center for Customer Engagement, 2016), [25] (PSFK November 2020)

As conversations intensify around the ownership of data, privacy and security 
regulations, personal data acquisition indicates consumer trust is there — it is a matter  
of “how and who” consumers trust, not “if.” One misstep can mean rejection, so 
businesses must take care. So, to ensure consumer trust, businesses must take care  
to build a reputation of not just authenticity, but also privacy and security.

Relevance and authenticity come hand in hand. We should 
respect communities and any engagement space as first 
and foremost authentic spaces for people to connect with 
each other. So, if you’re going to insert yourself into a 
community — whether virtual or physical 
— it must be people up, not brand down.

This weekly wellness newsletter added humans to the mix by helping readers make 
friends during the pandemic. After creating events, like an online book club, attendees 
wanted more opportunities to connect with other like-minded people. By creating a 
membership platform called “The Lounge,” with both IRL and virtual opportunities for 
subscribers to join lunch clubs, fans came together to view craft tutorials, host their 
own gatherings and even access a community Slack channel filled with self-care 
resources. Girls’ Night In polled its followers and discovered people weren’t showing 
up for the topics as much as the connections they would make.[25]

According to a recent 
survey by Sprout Social, 

86% of people believe that 
transparency from businesses is 

more important than ever before, 
and 73% are willing to pay more 

for products that guarantee 
total transparency.[23]

34% 
of digital payment rejectors surveyed said they don’t 
often pay for things digitally or by card for security 
reasons. 27% said it’s too easy to get carried away. 
26% said they worry they’ll spend too much.[5] 

50% 
greater conversion 
rate when customer 
advocacy is integrated 
into the sales process.[24] 
–MAINSTAY PARTNERS

https://sproutsocial.com/insights/data/social-media-transparency/
https://www.slideshare.net/wmgralee/2016-customer-advocacy-survey-report-64909654
https://www.psfk.com/2020/11/concierge-support-consumer-experience.html


ENGAGE WITH PURPOSE

Be inclusive and empower 
people to make change.

Now more than ever, companies need to recognize bigger 
societal needs, and evolve or create products and services 
that really deliver. Look at where you can be more inclusive 
and identify what behaviors people are trying to change, 
from providing specific support for underserved groups or 
communities to facilitating healthier lifestyles and habits.

41Sources: [26] (Trendwatch November 2020), [27] (Springwise November 2020)

Starbucks is delivering big on humanizing commerce by turning some of their coffee 
shops into “signing stores” to support their deaf or hard-of-hearing employees and 
consumers. Now a barista doesn’t need to hear you to know exactly how you take 
your coffee. And it’s not just for hard-of-hearing customers. Coffee fans are able to 
point to items on a menu or use speech-to-text voice recognition when placing 
their order with a deaf or hard-of-hearing employee. This creates an inclusive space 
to connect and just feels like the right thing to do.[26]

Fifth Third Bank has taken saving money to a new level with an ad campaign called 
“BuyNow Blocker” that displaces retailer and brand ad placements typically 
encouraging people to buy something. Instead of seeing tempting ads in social media 
feeds that lead people to spend money, users saw Fifth Third ads that poke fun at 
what could have been there instead. Clicking on a Fifth Third “This could have been a 
juice cleanse ad” takes users to a site that helps them manage their spending.[27]

https://info.trendwatching.com/innovation-of-the-day-starbucks-opens-a-new-signing-store-in-tokyo
https://www.springwise.com/innovation/advertising-marketing/blocked-ads-social-campaign-fifth-third-bank
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Engage With Purpose

Build meaningful Humanized Commerce experiences 
by connecting with people through purposeful 
communications and communities that deliver on 
trust and transparency. In the end, people will have  
a closer connection to your brand.

WAY TO WIN



Winning With Humanized Commerce
CONCLUSION

Fundamental changes often happen on the back of big, historic 
events. The COVID-19 pandemic sparked an exponential shift in 
how commerce is conducted. Brands are giving us new ways 
to shop. Mobile devices are turning into showrooms. AI is 
giving us the ability to analyze massive quantities of data to 
predict what people want and need before they even know it.  
 
But, in changing this quickly, we may be at risk of losing the 
humanity and connection to our consumers that is crucial for 
lasting relationships.



CONCLUSION

01 REIMAGINE THE COMMERCE EXPERIENCE

44

Start your Humanized Commerce strategy today, to bring humanity back 
into the transaction — and take on a Contactless Commerce future. 

To create Human Commerce experiences with impact, 
master occasions and culture, get inspired across 
categories and markets, expand your products and 
services, treat people as individuals — and get creative.

02 UNIFY YOUR COMMERCE ECOSYSTEM
Connect people, brand and retailer through the right 
commerce ecosystem: unify new channels and touchpoints, 
explore effective strategic partnerships, deliver a seamless CX 
and embrace the operational tech and talent to succeed.

03 EMBRACE KNOWLEDGE AS YOUR NEW CURRENCY
Combine behavioral science, data analytics and AI to capture the 
right data, really understand people, facilitate preference and 
product selection, and identify the right moments to act and grow.

04 REWRITE YOUR VALUE EXCHANGE
Informed by cultural trends and audience insights, look beyond 
price and product, rethink the offer and elevate relevant 
meaningful values. Create Humanized Commerce experiences.

05 ENGAGE WITH PURPOSE
Build meaningful Humanized Commerce experiences that 
connect with people through purposeful communications, 
services and communities, that deliver on trust and transparency, 
and help people to buy and shop better.
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