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When we look back on 
2019, what will be the 
big theme? 

If we were to capture 2018 in one overarching theme, it would be the year that blended retail  
really took off. Throughout 2018, retailers leveraged the immediacy of online shopping and the 
personal experience of physical retail stores. 

“Instead of dividing strategy into online/offline components, retailers  
have been blending this retail divide,” said NPD Chief Industry Advisor,  
Retail, Marshal Cohen. 

Marshal expects 2019 to be the year of “betterment” as a key driver 
for growth, with consumers focusing on products that truly improve 
their lives. We asked Marshal and our industry advisors to weigh in on 
how they see 2019 shaping up for their respective industries. Drawing 
upon their knowledge of the retail environment during 2018 and 
deep expertise in their fields, our advisors shared what they expect 
consumer spending, innovation, and store transformation to look  
like in 2019.
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Consumers Willing 
to Spend

Consumer confidence is high, even given the current unpredictable economic 
environment, and consumers came out of Black Friday 2018 proving a 

willingness to spend. Though American shoppers are trading off where 
they’re spending — they’re not trading how much they’re spending. 

“Looking across the retail landscape at large, barring any national 
catastrophes, all indications point to the ability to sustain what’s at 
retail. The economics continue to show that consumers are willing 

and ready to keep spending on the things they need.”

Marshal Cohen
Chief Industry Advisor, Retail

@marshalcohen

http://Marshal Cohen
http://twitter.com/marshalcohen
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We anticipate retail growth 
will continue through  
2019, but the story  
is a bit more nuanced  
for each industry.
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Apparel
Apparel Industry Analyst Maria Rugolo expects apparel sales  

to decline in 2019, with pockets of growth within certain categories. 

“With buzz around direct-to-consumer and digitally  
native brands, we will be keeping a close watch to see how 

this interest impacts online sales.  While in-store continues to 
represent the bulk of dollars, this channel continues to struggle.  

In response to DTC, private label will also continue to up its game 
and offerings, as many retailers focus efforts around their brands 

to create exclusive offerings for their stores.”

Maria expects the casualization trend to continue as lounge and activewear remain 
on trend, but notes that other categories are learning from activewear brands and 

incorporating comfort properties like stretch into their products to stay competitive.

Maria Rugolo
Director, Industry Analyst, Apparel

@RugoloMaria

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/maria-rugolo/
http://twitter.com/RugoloMaria
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Beauty
The beauty industry has been on a high for the 
past few years, but Beauty Analyst Larissa Jensen 
expects slowed growth in 2019, led by anticipated 
declines in makeup. 

Larissa Jensen
Executive Director, Industry Analyst, Beauty
@ljensen_beauty

“Brands and retailers that inspire consumers through product, 
innovation, or environment can expect continued growth,  
even in a challenged market.”

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/larissa-jensen/
http://twitter.com/ljensen_beauty
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Fashion Accessories
“The accessories market will continue to be 

challenged as consumers spend cautiously in this 
space, focusing on personalization and function. 

Growth will continue for the categories and 
brands that are  tuned into these priorities.”

 Beth Goldstein
Executive Director, Industry Analyst,  

Accessories and Footwear
@blgoldstein

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/beth-goldstein/
http://twitter.com/blgoldstein
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Fashion Footwear
“We will continue to see upstart brands challenge the status 
quo in both footwear and accessories.”

Sales will continue on a positive trajectory for fashion footwear,  
though the rate is expected to slow compared to growth  
in the first half 2018. Growth will be driven by the continued  
“athletic as fashion” trend, as well as the infusion of comfort  
and newness into the true fashion categories. Some of this newness  
will be the reinvention of the past as brands reach into their archives  
and incorporate successful elements from their history into  
current designs for a new consumer.  

Beth Goldstein
Executive Director, Industry Analyst,  
Accessories and Footwear
@blgoldstein

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/beth-goldstein/
http://twitter.com/blgoldstein
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Food
Often, growth is a function of population and inflation,  

explained Food Industry Advisor David Portalatin. 

“For the first time in America’s history, there are fewer children  
than elderly people, a declining consumption life stage.” 

David credits increased foodservice spending in 2018 to inflation,  
with customer traffic at restaurants actually declining 8 out of the last 11 quarters.  

He foresees this trend continuing into 2019 and expects traffic to be flat through 2020.

“While total food and beverage demand is flat, companies can find growth  
by focusing on convenient meal solutions at home. This includes  

last mile delivery of online grocery purchases, restaurant delivery, and digital 
ordering at restaurants, which we expect to increase more than 20 percent.”

David Portalatin
Vice President, Industry Advisor, Food 

@NPDPortalatin

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/david-portalatin/
http://twitter.com/NPDPortalatin
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Home
Home Industry Advisor Joe Derochowski foresees continued growth for the 
home industry through 2022, following consistent growth over the past few 
years. But he expects the 2019 growth rate to be slower than it was in years past 
(2.5 to 4 percent compared to 7 to 8 percent growth over the past two years). 

“Consumers will look for products that solve the ‘I wish,  
I hate, I love’ thoughts that they have throughout the day.”

Joe anticipates many of today’s hot items along the Path to Consumption®  
will continue to grow, like multi-cookers, blenders, non-electric choppers, 
cookware, tabletop, and food storage.

Joe Derochowski
Vice President, Industry Advisor, Home
@JoeDerochowski

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/joe-derochowski/
http://twitter.com/JoeDerochowski
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Sports
Sports Industry Advisor Matt 

Powell has lackluster expectations 
for the sports industry in 2019. 

He warns us not to expect robust 
growth in sports, anticipating 
comp-store results will be flat 
following an uninspiring 2018. 

Matt Powell
Vice President, Senior Industry Advisor, Sports

@NPDMattPowell

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/matt-powell/
http://twitter.com/NPDMattPowell
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Technology
Technology and Mobile Industry Advisor Stephen Baker forecasts low single digit 
growth overall in 2019.

“But growth opportunities in the tech business are not  
broad-based: while I expect upgrades, which result in growth 
for specific categories and segments, I anticipate challenging 
environments for large categories, which face market maturity 
and saturation issues.”

Stephen Baker
Vice President, Industry Advisor,  
Technology & Mobile
@NPDSteveBaker

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/stephen-baker/
http://twitter.com/NPDSteveBaker
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Toys
“We’re in for a rocky year for the toy industry in the U.S.”

The big retailers will experience strong growth in the  
first half of 2019 as they pick up sales leftover from the  

2018 Toys“R”Us liquidation. 

However, Juli warned the total U.S. market will likely  
decline in 2019, mostly due to some Toys“R”Us  

sales simply evaporating. 

In 2019, we expect online growth to continue  
the strong momentum from Q4 2018.

Juli Lennett
Senior Vice President, Industry Advisor, Toys

@JuliLennett

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/juli-lennett/
http://twitter.com/JuliLennett
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Innovation Taking 
Different Forms
“We’re going to look back on 2019 and say it was the year 
where consumers really focused on betterment.”

Consumers are willing to spend on products that will truly  
make their lives better, and products that deliver this value  
will win. Marshal stressed that given the extent of self-gifting  
that occurred in Holiday 2018, in 2019 we should expect consumers to buy 
themselves what they didn’t receive as gifts. 

“Whether a vacuum cleaner or smart home product, the 
momentum from life-enhancing products that enable 
healthier living will carry over from the holiday season.”

Marshal Cohen
Chief Industry Advisor, Retail
@marshalcohen

http://Marshal Cohen
http://twitter.com/marshalcohen
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True Product  
Innovation

When asked what types of tech innovations will capture 
attention in 2019, Stephen Baker referenced substantial 

innovations in both product design and device management. 
On the hardware front, he expects gaming and smart home 

to provide momentum in 2019 and likely through 2021, until 
market saturation and competition slow growth.

Stephen pointed to quality and screen size improvements that 
will create demand for bigger TVs as an example of product 

improvements on the hardware side. However software plus 
hardware will oftentimes be the key to delivering sales growth, 

as the value of software and content continues to rise compared 
to the incremental improvements in hardware.

Joe Derochowski anticipates personal care category  
growth will be driven by true product innovations like  

the Dyson Airwrap, which meets the consumer’s need  
for styling hair more efficiently and effectively.

“A few years ago the technology industry  
was stagnant. We’re heading into a period  
where we’ll see innovation in both the products 
themselves and how consumers use those 
products. If vendors, or retailers, put their heads 
in the sand because these new products or 
usage ideas are not in scope, that’s a mistake. 
The entire supply chain must make  
a long-term investment and take part.” 
— Stephen Baker, Vice President, Industry Advisor, 
Technology and Mobile
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Innovation in Marketing
The Need to Get Real — and Deliver, Fast.
“In fashion footwear and accessories, transparency is part of 
the DNA for newer brands and retailers, challenging existing 
players to do a better job telling their stories.” — Beth Goldstein, 
Executive Director, Industry Analyst, Accessories and Footwear 

In the beauty industry as well, Beauty Industry Analyst Larissa Jensen agreed 
that transparency is reaching extreme levels as social sites like Estee Laundry 
expose the underbelly of the beauty business for the average consumer.

When asked about growth in foodservice, Food Industry Advisor David 
Portalatin said there are opportunities for food brands to align more with 
consumer values of transparency in food—while providing convenient and 
delicious solutions. Center of store and frozen products, for example, that 
use simple, natural ingredients provide an in-home solution for consumers 
who want to prepare flavorful and healthy weeknight dinners.

“Driven by technology and new realities of the 
workforce, we will continue to consume more meals 

at home. Finding a role as an in-home solution will be 
important for growth.”  

—David Portalatin, Food Industry Advisor
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Marketing to Life 
Moments Will  

Spur Growth
Home Industry Advisor Joe Derochowski also acknowledged the 
growing desire to eat and entertain at home as a growth driver 

for 2019, as well as key life moments like first homes,  
weddings, empty nesters, and retirements. Brands that help 

consumers connect the dots and better market to these life 
moments will win. For example, when consumers remodel  

their kitchens, they focus on large appliances, cabinetry,  
and other design elements like flooring and countertops.  

Small kitchen electrics, housewares, and textiles brands 
should seize the opportunity to offer these consumers  

dining, beverageware, and linen solutions for new kitchens. 

Joe also urged the textiles category to look toward  
innovative marketing to spur growth; instead of focusing  

on thread count alone, there’s an opportunity to promote 
bedding that can help with allergens and temperature 

adjustment for a healthier night’s sleep.
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Packaging a Story
“Innovation is critical in the toy aisle.” —  Juli Lennett,  
Senior Vice President, Industry Advisor, Toys

Innovation can be expressed in a number of different ways.  
For example, it can come by offering a unique toy that no one else has, and 
creatively bringing it to market. Lately we’ve seen a lot of innovation that 
brings the packaging and story into the play of the toy. L.O.L. Surprise! 
is a great example. While it’s essentially a mini doll, the unboxing makes it 
special. Scruff-A-Luvs are another example: they’ve taken a plush toy and 
positioned it as a rescue pet for kids to love back to life. Juli expects 2019 
innovations to center on how manufacturers creatively bring toys to market.

Packaging things small is also driving to success in the beauty world. Larissa 
Jensen said that while “minis” in makeup capture small dollar share, they 
are bringing in close to half of the category dollar gains. 

“Some people think toy companies must have 
technology in a toy in order for it to be innovative 

and relevant. However, the hottest toys right now are 
not tech-driven whatsoever.” 

— Juli Lennett, Senior Vice President, Industry Advisor, Toys
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Promotion in  
the Absence of  

Innovation
Matt Powell stressed that the sports industry doesn’t have any 

hot items slated for 2019. 

“The days of 20 percent better are way behind 
us, so the only way retailers and brands will get 
growth in 2019 is to be promotional. We found 

2017 to be the most promotional in recent years, 
and 2018 will eclipse that. In 2019 we expect 

continued promotions for sports.”

“The consumer wants unique products, but the 
sports industry is delivering a lot of the same, 
with insufficient differentiation.  
We’ve reached the stage where innovations are 
incremental.” — Matt Powell, Vice President, Senior 
Industry Advisor, Sports

Matt Powell
Vice President, 

Senior Industry Advisor, Sports
@NPDMattPowell

http://www.npd.com/wps/portal/npd/us/about-npd/industry-experts/matt-powell/
http://twitter.com/NPDMattPowell
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Comp-Store Sales Strong

The outlook for continued comp-store growth was mixed across our advisors. 

Source: Company 8-K Reports

Positive Comps

Negative Comps

Q4 2016

42.9%
 57.1%

Q1 2017

39.6%
 60.4%

Q2 2017

51.0%
49.0%

Q3 2017

53.1%
46.9%

Q4 2017

70.6%
29.4%

Q1 2018

67.3% 
32.7%

Q2 2018

80.8% 
 19.2%

Q3 2018

78.8%
21.2%

Over the past two years we’ve seen a steady climb of positive comp-store sales  
across retail, with 75 percent of retailers tracking positive comp-store sales in Q2 2018.
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The Power of Stores
Clients have been asking us, how long can store growth continue?  

The outlook for continued comp-store growth was mixed across our advisors.

“Stores started to regain some traction in 2018  
in blended retail, and 2019 might be the year we’re at  

an inflection point. Traditional brick-and-mortar retailers  
are doing a better job of competing with pure play,  

and we’re seeing more online support for in-store trends.”  
— Marshal Cohen, Chief Industry, Advisor, Retail

While overall 2019 toy sales will not be positive, Juli Lennett anticipates positive comp-store 
sales for the big toy retailers, expected to absorb in-store sales from the absence of Toy“R”Us. 

In sports, Matt Powell believes comp-store sales will be  
modest and inflated due to many store closings in 2018. 

Stephen Baker believes that comp-store growth is likely  
to continue as tech retailers successfully figure out the right 

products to sell in-store and transfer other less appropriate or 
profitable products more towards online. But he warned that 

ongoing declines in store locations can sometimes support better 
comp-store growth than the industry overall might indicate.

The home industry is powerfully contributing to 
comp-store sales growth; retailers have had 
success tying home solutions back to consumer 
needs and using home products as a leverage 
point in stores — so I expect continued 
investments in home to fuel 2019 store sales.”  
— Joe Derochowski, Vice President, Industry Advisor, Home
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Converting Online, in Stores
Overall, we see innovation happening in how products are sold, more so than in the products 
themselves. It’s no longer about a new product, but about how to buy that product  
in a better way. Marshal Cohen anticipates 2019 growth will stem from the ability  
to create the endless aisle and convert online sales in stores through digital devices. 

While shopping on Black Friday, Juli Lennett noticed Amazon’s AI-powered technology that 
allowed shoppers to take a photo of any toy item from a retail store and immediately see 
pricing and purchase options on Amazon. If you’re a retailer, and if Amazon is allowing 
customers to buy online in your stores, you’d better offer easy online options, too. There’s 
still work to be done in this area. 

“Store associates should be motivated to help customers purchase 
in the way that works best for them, even encouraging them to 
order online and helping them do so in stores.”— Beth Goldstein, 
Executive Director, Industry Analyst, Accessories and Footwear

Food Industry Advisor David Portalatin said digital orders currently make up 
5 percent of all restaurant orders, which he expects to grow 22 percent 

annually through 2020. “While digital orders aren’t growing 
demand for foodservice or creating incremental 
orders, they’re taking the place of other forms of 
ordering, and operators who do digital well are the 
ones winning in the marketplace.” — David Portalatin, 
Vice President, Industry Advisor, Food

“Using technology to increase the assortment for 
a consumer shopping in stores, enabling them to 

instantly tap a button in stores to purchase the item 
online, while providing delivery right away, will continue 

to be crucial.” — Marshal Cohen, Chief Industry Advisor, Retail



THE NPD GROUP  /  A LOOK INTO 2019: WHAT’S DRIVING GROWTH?  /  PAGE 24

Opportunity 
for Experience

Retailers must actively enhance the in-store experience. 
Stephen Baker shared that much of the in-store strength  

we’ve seen is related to retail stores offering  
personalized service and the one-to-one sales/customer 

relationship — especially powerful with higher-price point 
products. He considers it one of the best values of the retail 

store and believes it will power in-store strength in 2019.  

Juli Lennett referenced Toys“R”Us, which led on  
the experience front with expansive LEGO displays  

that helped draw shoppers into stores. She has seen  
a few toy brand-specific events in big box stores  

and expects to see more of this in 2019. 

Travel, dining, spa, and health-related entertainment have 
eroded discretionary spending. If you want to compete  

in the world of the experiential, Marshal Cohen urges you  
to take things one step further. Ulta has added hair salons  

to certain stores, and other retailers have added restaurants  
and eye doctors. Think bigger than customer service,  

and align the experience with your brand. 

“To make the store experience more accessible, 
beauty brands are increasingly turning to temporary 
pop-up shops in high-traffic areas to immerse 
the consumer in the brand experience through 
beautiful, Instagrammable spaces.”  
— Larissa Jensen, Executive Director, Industry  
Analyst, Beauty

http://www.cbsnews.com/news/pop-ups-are-popping-up-all-over/
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Check Back for Insights 
Throughout the Year
Our trusted advisors expect continued growth in 2019, with stores holding 
onto high growth by offering consumers life-enhancing solutions. To see how 
these trends play out throughout the year, visit npd.com or subscribe to our 
monthly Insights newsletter, tailored to your industry. 

To discover how you can better measure performance for your categories, 
retailers, regions, or territories, contact your NPD account representative, 
call 866-444-1411, or email contactnpd@npd.com.

http://npd.com
http://www.npd.com/wps/portal/npd/us/news/opt-in/
mailto:contactnpd%40npd.com?subject=
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Homing in on 
Consumer Segments

Consumers have shown us that while they’re out shopping, they’re 
comparison shopping online, and retailers must be sharper. At the 

same time, being a top brand is no longer a guaranteed win. Retailers 
have upped their game, offering the same level of attributes and 

innovation as national products. Store and national brands are now 
in much greater competition. 

You must understand the profile of your core customer and your 
true competitors. Being able to understand what consumers are 

buying in totality in your store, and where else they’re buying, is key. 
Our Checkout can help you with this. Checkout is the gold standard 

consumer receipt panel for tracking and analyzing consumer 
behavior across general merchandise and foodservice. 

Learn more here. 

http://www.npd.com/wps/portal/npd/us/solutions/tracking-services/checkout/
http://www.npd.com/wps/portal/npd/us/solutions/tracking-services/checkout/

