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O3-A1: Intergenerational approach and collaborative training guidelines

As a first step partners will develop the methodology for an intergenerational approach as chosen to

deliver the training. The aim of this output is to create long term relationships between an

entrepreneur, responsible for running a retail business and a youth, who will help them introduce

sustainable changes to the business. In order to reach this objective, a framework for the

collaboration will be developed. The relationship will be be voluntary and included as such in the

framework but encouraged in order to maximise participation in the training activity and further

apprenticeship programmes. Partners will explore existing suitable frameworks that can be used in

the RETAIL project. In addition, partners will seek involvement of relevant networks to increase the

project scope. For instance, DCC is a member of the Enterprise Europe Network with EASME

actively encouraging members to collaborate and engage with all relevant EU projects. Partner will

also explore other relevant programmes such as mobility programmes (Erasmus+, Erasmus for

young entrepreneurs), etc. From this work, a methodological report will be issued.

COVID-19 has accelerated digital

transformation. According to the World

Economic Forum, studies show that the

pandemic has led to a 20% surge in total

Internet usage.

Indeed, this crisis provided a sudden jump

into the future, a world in which digital

became central to every interaction.

Digital channels became for some time the

primary (and in some cases, the only one)

customer-engagement model and whole

business driver.

1. Introduction to the topic  



2. Contents

This additional module will be divided into 3 

chapters, a practical activity, references and 

further tools.

- Chapter 1: Why turn a retail business into 

digital business

- Chapter 2: COVID Turning point

- Chapter 3: Defining your post-COVID-19 

Digital Marketing plan



2.1. WHY 

TURNING A 

RETAIL BUSINESS 

INTO DIGITAL?

Chapter 1

First prototypes of the Internet came in the late 60´s from

U.S military built to enable reliable communication between

multiple computers on a single network. Indeed, if the

internet was to be attacked, it didn’t have a single point of

failure, so was not subject to a general shutdown.

COVID-19 has accelerated the digital dependence of our

society. The pandemic has brought with it unexpected life

twists, technologies, and the Internet became our only tool

to continue communicating and working with one another,

turning our physical contacts onto virtual ones.

Business are at the core of this transformation. According to

a McKinsey survey from July 2020, companies have

accelerated the digitalisation of their customer and supply-

chain interaction by 3 to 4 years during the crisis.

RESILIENCE OF THE INTERNET

CONTENT OF CHAPTER 1

Importance of digital technologies in times 

of crisis

E-commerce during COVID-19 – key data

Business opportunities
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- There has been a shift in demand from brick-and-mortar 

retailers to e-commerce

- Global e-commerce jumped to 26.7 Trillion Dollars in 

2020, with a rise in its share of all retail sales from 16% to 

19%. (Data source: UN News)

- Certain shifts brought by COVID-19 involve long-term 

changes in e-commerce, as surveys suggest users might 

stick to new routines and companies have made 

investments. (Data source: OECD)

Google search interest in “delivery”, selected OECD 

countries (source: OECD)
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- Examples of new digital services: click and collect, pick 

up services, delivery, online booking systems…

- Not all categories of products have benefitted from the 

rise in e-commerce (see slides on Growing & Declining 

categories in E-commerce)

Share of respondents in selected European countries 

who shopped online more often due to the 

coronavirus pandemic in 2020 (source: Statista)

KEY DATA
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Traditional retail businesses responded better to the

lockdown crisis when they were able to sell and deliver

their products thanks to online shops.

In the mean time, the convenience of 24-hours online

shopping, greater product choice from multiple retailers,

combined with home delivery, has transformed customers

habits.

As a consequence, the trend towards e-commerce seen in

2020 is likely to be sustained during and after the

recovery period according to UNCTAD report COVID-19

and E-Commerce: A Global Review.
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https://unctad.org/webflyer/covid-19-and-e-commerce-global-review


- The leap forward in e-commerce has 

mostly benefited the world’s leading digital 

platforms. Smaller players also entered 

these markets, but were dwarfed by digital 

giants

- E-Commerce reinforces inequalities in 

countries with less and difficult to access 

digital infrastructures, especially in the 

least developed countries. 

- All sectors of e-commerce did not 

benefitted from the digital uptake. 

CHALLENGES

Chapter 2

2.2.

COVID 

TURNING POINT
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- Technology has taken a leap forward during 

COVID-19, including in the fields of e-commerce 

and retail. 

- Either your digital strategy is new or not, the 

return to business after COVID needs an updated 

strategy. 

- This means that every aspect needs to be 

(re)visited and updated. 

TIPS

- Consider it a new start, put passion in this task

- Have clear and realistic objectives, use all the 

available data and metrics.

- Be prepared to change in your business practice.

- Be ready for innovation and to take some risk. 

- Get legally and technically prepared: 

registration, platform solutions, payment 

methods, etc.

2.3. DEFINING 

YOUR POST-

COVID-19 

DIGITAL 

MARKETING PLAN

CONTENT OF CHAPTER 2

General Principles

Step by step of your new strategy

Dos & Don’ts
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#1 Update your knowledge of your customer:

She/He probably changed during COVID-19 crisis –

evolution of thought, behaviours, etc.

#2 Observe the market:

As the situation recovers, new trends and patterns will

emerge. Also, markets will have changed, some

competitors might have disappeared, new may have

come. Update your knowledge of your current market.

#3 Update your UVP (Unique Value Proposition)

What made you singular might not be a differentiator

anymore.

#4 Re-define your goals

Don’t’ forget the digital scope and opportunities

offered by the new technologies (see our module on

e-commerce)

Chapter 3
STEP BY STEP
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#5 Update your messages to your customer’s

realities post COVID:

Review your contents and adapt your online messaging

to the reality post COVID-19. For example, using

fewer pictures showing physical closeness between

people, wearing masks, etc. Inform customers about

any changes in your services / protocols.

#6 Care about your advertising online and SEO:

Optimise your Digital presence (see our module on e-

commerce).

#7 Track your customer

See how customers behave on your website, adapt

your strategy to make them not only buy your

products, but become loyal customers. Create a

customer database.

Chapter 3
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Chapter 3

- Observe the new trends 

and profiles of your 

customers

- Adapt your offer and 

messages to the new 

situation

- Make the most of new 

technologies

- Establish a clear digital 

strategy

- Think global

- Assume that things remain 

the same

- Think that e-commerce is 

always profitable: study 

your market and costs

- Forget about trading rules 

across borders! (Customs 

fees and documentation)
CONTENT OF CHAPTER 3
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3. Practical Activity

To practice, we propose you use the free online tool called Mindmeister: 

www.mindmeister.com; and draw a portrait of your new digital customer.  

Image: theinnovativemanager.com

http://www.mindmeister.com/


4. Useful Tools  

Social media
Link: Instagram, LinkedIn, Facebook, …

E-commerce platforms
Link: https://websitesetup.org/best-
ecommerce-platform/

Mental maps
Link: mindmeister

https://www.instagram.com/
https://www.linkedin.com/
https://www.facebook.com/
https://websitesetup.org/best-ecommerce-platform/
https://www.mindmeister.com/


5. Sources

Top 100 fastest Growing and Declining Categories in E-commerce:
Link: https://www.stackline.com/news/top-100-gaining-top-

100-declining-e-commerce-categories-march-2020

Article from the World Economic Forum about COVID-19 and digital 
transformation:
Link: https://www.weforum.org/agenda/2021/03/covid-19-
accelerated-digital-transformation-how-companies-can-adapt/

Article from UNCTAD on How COVID-19 triggered the digital and e-
commerce turning point:
Link: https://unctad.org/news/how-covid-19-triggered-digital-and-
e-commerce-turning-point

https://www.stackline.com/news/top-100-gaining-top-100-declining-e-commerce-categories-march-2020
https://www.weforum.org/agenda/2021/03/covid-19-accelerated-digital-transformation-how-companies-can-adapt/
https://www.weforum.org/agenda/2021/03/covid-19-accelerated-digital-transformation-how-companies-can-adapt/
https://unctad.org/news/how-covid-19-triggered-digital-and-e-commerce-turning-point
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