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By BRIELLE JAEKEL

As digital experiences become more advanced, consumers expect more and are now willing to exchange data for a
better experience, according to a new report from Accenture Strategy.

Accenture Strategy's latest report shows that 37 percent of consumers in the United States will allow companies to
mine their data in exchange for a rewarding experience or finances. The "Painting the Digital Future of Retail and
Consumer Goods Companies" report also showed 37 percent would subscribe to lists that will consistently provide
cheapest pricing.

"This is the golden age of retail for consumers and there are also a wealth of new opportunities for retailers," said
Chris Donnelly, senior managing director and global retail lead at Accenture Strategy. "Technological innovation
can give consumers the simplicity, convenience and personalization they demand while also allowing companies
to unlock trillions of dollars in value through new shopping experiences.

"These include 'surprise me' subscriptions such as Stitch Fix, where an expert personally selects items customers
might like based on prior purchases, and sensor technologies that can detect when a product is running low and
automatically deliver it," she said. "Companies that create these types of experiences will thrive into the future."

Digital and consumers
Per the report, consumer packaged goods brands and retailers who focus on transforming and innovating the digital
experience can bring in $2.95 trillion in industry revenue.
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Panasonic and IBM's AI mirror

Consumers are looking for intuitive experiences through technology. For example, 26 percent of consumers would
prefer sensor-based tech that would preemptively addressed their needs without needing to interact with personnel.

Around the world, 63 percent of consumers are interested in home sensors that will automatically order CPG
products when needed.

Even malls are embracing digital

Artificial intelligence and the Internet of Things will be major drivers for brands and retailers in the future.

Additional insight
Personal luxury goods are the most attractive sector for mergers and acquisitions, according to Deloitte.

Deloitte's head of merger and acquisition advisory, speaking during the "Investment and Private Equity in the
Fashion & Luxury World" session at FT's Business of Luxury Summit May 16, shared new findings on M&A trends
between 2015 and 2016, and looking forward to 2018. Forecasting the investment habits of luxury conglomerates and
private equity underscores the health of the market (see more).

Watchmakers' ecommerce and digital hesitations have given way to the rise of gray market sellers, which has
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caused declines in watch brands' sales and profitability, according to a new report by L2.

L2's Insight Report "Gray Market: Assessing Online Risk for the Luxury Watch Market," explores the impact of the gray
market on luxury watchmakers and how watch brands should counter the rise of this category of sellers. L2
describes a gray market seller as an online point of sale that sells legal, non-counterfeit products, commonly
sourced from overflow stocks, via an unauthorized distribution channel often with discounted prices and savvy
digital practices to court consumers (see more).

"More than a third (37 percent) of U.S. consumers would allow companies to collect their personal data via
intelligent devices in return for a better experience or financial reward. Another 26 percent of consumers would use
sensor-based digital services that preemptively address their needs without human intervention, such as automatic
delivery for basic items like detergent," Mr. Donnolley said. "These trends reveal a major opportunity for retailers to
use technology to their advantage by embracing disruptive technologies and using digital to gain deeper insights
into customers, companies can deliver differentiated, profitable experiences.

"The success of companies to unlock value will depend on their ability to adopt innovative, digitally-driven business
models that provide customers with the convenient and customized experiences they crave."
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