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% of respondents

Banking

33%

30%

Average (All  

industries)

17%

Grocery

51%

31%
21%

31%

13%

Apparel

31%

6%

37%

Travel

51%

73%

61%

45%

First time usersRegular users

Coupled with a cross category increase in



BrandZ/ Kantar

New Winners in 

the New Normal
Supermarkets, convenience stores, 

department stores, e-commerce specialists 

and hardware stores are those we call Pure 

Retail, and they account for the majority of 

places in the 2020 BRANDZ Retail Brand 

ranking

Brands that can move with the times and 

provide services that make a meaningful 

difference to people’s lives are always in 

demand



BrandZ/ Kantar

NEW RULES OF THE 

GAME
Growing brands have significantly 

stronger levels of Salience, which 

means they spring readily to mind 

when a consumer thinks of a 

category. They also provide 
experiences that consumers love, 

and they are far more distinctive in 

people’s minds than other brands 

in their category

Exposure:
Salience Index

Experience:
VQ Brand Experience Index

Distinctiveness:
VQ Brand Experience Index

Growing 
Brands

Stable/ 
Declining

125 108

110 105

120 105

The average of all Brands is 100
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In grocery, e-commerce penetration, which has risen from 2 - 3% 

before the crisis to 8 -10% during its peak, is expected to settle at 5 –

7%, by year’s end.

Most first-time customers (~86%) are satisfied/ very satisfied with digital 

adoption and majority (~75%) plan to continue using digital post-

COVID

CHANGES ARE 



“The greatest in times of turbulence is 

not the turbulence.

It’s to act with .”

- Peter Drucker -
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1. EVOLVED CONSUMER EXPECTATIONS

THE IMPERATIVE
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Learning from 2008 – cx leaders are During

Recessionary periods. Experience 



Source: Dragonfly

GOOD UI/UX STARTS WITH 

211MN items of content produced / min. 28% viewed online 

before we move on. 1.7s average seconds on mobile. 2.5s 

average seconds on desktop.



Amazon influencers Program Custom Brand Pages

– Custom Brand Pages and 

Influencer Managed pages



Online try-ons

Zero Contact shopping

Virtual appointments 

AR/ 3d shopping

GOES DIGITAL



Shopify, which allows its 

merchants to add 3-D models 

to their product pages, found 

that conversion rates 

increased by 250 percent 
when consumers viewed 3-D 

products in AR.

PRODUCT CONTENT 

EXPERIENCE



EVOLVED CONSUMER EXPECTATIONS

Shopping as 



The 

that has 

become china’s 

favourite way to shop. 

For the uninitiated, live 

commerce is best 

described as the 



Forbes, Could Livestream Shopping Provide Next-Generation Entertainment For Those Stuck At 
Home?

In China, for example, Taobao Live 
made it easier for brick-and-mortar 

retailers to join its livestreaming channel 

platform, leading to a 

increase in participating merchants in 
February 2020

Global celebrities are taking note of the 
trend’s success to sell their own brands: Kim 

Kardashian sold bottles of her 

perfume in a few minutes with Viya, China’s 
top livestreamer



becomes an entry point into shopping



EVOLVED CONSUMER EXPECTATIONS

as CX
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SafeX is hygiene*
COVID-19 has heightened 

the 

, with a growing 

importance of safe delivery 

modes, including curb-side 

pickup and aggregator 

delivery

*No Pun Intended
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New SAFEX fulfilment 

models: buy online, pick up 

in store ( ) grew 34%.

kit 

delivery up by 38%

74% consumers want to use 

in the future



Source: Wall Street Journal

Growing eCommerce models have been in the right place 

at the right time. 

These models – where commissioned shopping agents build orders, negotiate terms and 

become last mile delivery points for their local communities – had already been growing rapidly 

before the crisis – the growth has only accelerated post covid





EVOLVED RULES OF COMMERCE

Management
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PRODUCT 
AVAILABILITY

REDUNDANCY
PLANNING

PRODUCT 
CONTENT

OPERATIONAL
AGILITY

Winning the 



PRODUCT 
AVAILABILITY

With waves of panic buying and stockpiling of essentials, The big 

implication is to on a near-real time basis.

LOSS of 
CONSUMERS

3rd party sellers
PRICE 

GOUGING

Unknown 
brands 

prioritized in 
search results



REDUNDANCY
PLANNING

Dependence 
on amazon a 

risk

Explore other 
eCOM

partners

Agitlity of 
Media 

management



PRODUCT 
CONTENT

Converting 
product 

search pages

The first page of Amazon listings receives
nearly two-thirds of all product clicks.

The ideal load time for peak conversions is no more

than 2.7 seconds (and every 100-millisecond delay

above that can reduce conversion by up to 7

percent.

Content that 
converts

Content x 
brand x eCom

synergy



PIM

Product 
Information 

Management

DAM

Digital Asset 
Management

DEMAND 

CONVERSION 

SYSTEM

ACCELERATED TIME 
TO MARKET

REDUCED TIME SPENT 
CREATING PRODUCT 
LISTINGS

ACCELERATED 
DEPLOYMENT AND 
REDEPLOYMENT 

CENTRALIZED 
ASSET 
MANAGEMENT

MEDIA TO SHELF 
SYNERGIES

INVENTORY/ 
PRICING AND 
COMPETITIVE 
OVERSIGHT



SEARCH PRICING ASSORTMENT AND 

AVAILABILITY

RATINGS AND 

REVIEWS

CONTENT

S P A R C

Enhanced

Videos

Expanded

Descriptions

Selection 

Tools

Availability

Full Product Range

In Stock Tracking

Ratings

Quantity

Quality

On-site Results

Key Products

Share of 1st Page

Benchmarks

Offer Compliance

Competitive pricing

Key Customer 

Programs

Basic

Product Title

Main Image

2ndary Images

Description & 

Features



EVOLVED RULES OF COMMERCE

across 

channels



Preferred Shopping Method Among US Digital Shoppers

Over half of marketers (53%) 

say the Covid-19 pandemic 

has caused ‘radical’ or 

‘significant’ changes to the 

customer journey, according 

to an exclusive survey of 477 

UK brand marketers 

conducted by Marketing 

Week and its sister title E-

consultancy.

3% 5% 16%

28%

41%

Search on

Amazon, buy

somewhere else

Search on

another retail

site, buy

somewhere else

Search on

Google, buy

elsewhere

Search on

Google, buy on

Amazon

Search and buy

on Amazon

CONSUMER JOURNEYS ARE A LOT 

MORE COMPLEX



Rise of image and voice search
Amazon is now more popular for 

searching products than Google



SYSTEMS APPROACH TO REACH CONSUMERS 
SEARCHING ACROSS MULTIPLE PLATFORMS

TRANSITION TO 

PRODUCT PAGE

TRANSITION TO 
SHOPPING CART

TRANSITION TO 

SHOPPING CART

TRANSITION TO 

PRODUCT LISTINGS

PAID

OWNED EARNED

SHARED

SEO, product 

listings product 

content assets, 

Image voice 

etc

Brand 

advocates, 

influencers 

reviews

Sponsored listings on 

ECOM, D2C and 

Google shopping

Presence on 

partner websites 

and on-demand 

services



SYSTEMS APPROACH TO REACH CONSUMERS 
SEARCHING ACROSS MULTIPLE PLATFORMS

Web Properties: Website, 
Mobile Site

Drivers/Influencers: SEO

Web Properties: E-commerce 
portals, Website Partners

Drivers/Influencers: E-
commerce, Affiliate 
Marketing

Web Properties: Website 
Landing Pages

Drivers/Influencers : SEM, Display 
Ads, Paid Social, Paid Influencers

Web Properties: Third Party 
Blogs,  Review websites, Forums, 
Social Influencers

Drivers/Influencers: Content 
Outreach, Influencer marketing, PR1. Search Intent driven content 

2. Rich Media Assets – Images, 
Videos

3. Q&A Content • Articles
• Infographics
• Blog Posts
• Product Reviews

TRANSITION TO 

PRODUCT PAGE

TRANSITION TO 
SHOPPING CART

• Search Intent driven content 
• Rich Media Assets – Images, 

Videos
• Q&A Content

TRANSITION TO 

SHOPPING CART

• Search Intent driven content 
• Rich Media Assets – Images, 

Videos
• Q&A Content

TRANSITION TO 

PRODUCT LISTINGS

PAID

OWNED EARNED

SHARED

SEO, product 

listings product 

content assets, 

Image voice etc

Brand advocates, 

influencers 

reviews

Sponsored listings on 

ECOM, D2C and 

Google shopping

Amplification of 
brand visibility on 

search



EVOLVED RULES OF COMMERCE

Ecommerce as 



Client spending was up 67.3% on Sponsored 

Product ads and 118.3% on Sponsored 

Brand ads compared with Q1 2019. Tinuiti

reported a 47% increase in client spending 

on Sponsored Brand ads, with Sponsored 

Product ad spending growing 24%. 

Amazon reported 44% growth in Q1 2020 in 

its "other" sales line item, which primarily 

includes advertising revenues.

COMPETITION FOR PAID VISIBILITY ON ECOMMERCE IS HEATING UP AS 



REIMAGINING 

IMPULSE

REBALANCING 

DATA-EQUITY

RESETTING 

COMMERCE 

BORDERS

RECALIBERATING 

SPENDS 

New facing marketers

As more buying moves online, 

the entire impulse buying 

category (confectionaries, 

beverages etc) are at risk

Decline in travel retail 

and rise in cross-border 

ecommerce

As more buyers buy 

exclusively online, the 

balance of consumer 

data depth tilts heavily 

towards eCom vs Brands

Does spending more on 

ecom media mean 

additional budgets or 

budget shifts?



A MEDIA CHASSIS FOR THE POST COVID 

AGE

DEMAND GENERATION +

DEMAND PURSUIT

DEMAND 

CONVERSION

DEMAND 

FULFILLMENT

OMNI-SEARCH

RTB 

ON 

ECOMMASS 

MEDIA

PARTNER SITES

DIGITAL SHELF

RETAIL-

TAINMENT

WINNING IMPULSE

UI/UX

SAFEX

DELIVERY 

PARTNERS

IOT/ Automation

SUBSC-

RIPTION 



BLINK CASE – Internal and confidential

Video

“On Demand/Click and Collect” –

Testing the ‘how to’– impulse, delivery 
time, cost, portfolio to showcase

“Snackable Moments”

How can we drive purchase/ 
fulfillment at near immediacy?

“Shoppable Content”

How can we reduce friction between “I 
want” and “I Buy”?

EXAMPLE: HELP MARS NAVIGATE THE IMPACT OF ‘

’ IN A DIGITAL WORLD
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