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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?

CONTENT OF CHAPTER 1

Importance of digital technologies in times
of crisis

E-commerce during COVID-19 - key data
usiness opportunities

RESILIENCE OF THE INTERNE

First prototypes of the Internet came in the late 60°s fro
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.
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https://unctad.org/webflyer/covid-19-and-e-commerce-global-review

2.2.
COVID
TURNING POINT

CONTENT OF CHAPTER 2
Challenges
Growing & Declining categories in E-commerce

| I

- The leap forward in e-commerc

- E-Commerce reinforces inequalities in

- All sectors of e-commerce did not

Chapter 2

CHALLENGES

he
mostly benefited the world’s leading
platforms. Smaller players also e
these markets, but were dwarfed by ¢
giants

countries with less and difficult to acces
digital infrastructures, especially in the
least developed countries.

benefitted from the digital uptake
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Top 100 Fastest Growing Categories

Disposable +670%

Gloves

Bread
Machines +652%

Bread is one of the many items

o= 4 people have been stockpiling for

their time at home, resulting in a

L=y shortage st grocery stores and &
]

rise of bread machine sales.

26 Chips & +186%

Pretzels

27 Crackers +184%

2 Health +182%

Monitors

2 Popcorn +179%

51 siommy  +129%
52 Multivitamin  +126%
B3 catvitter  +125%

54 T v2s%

76 'S v102%

77 Coffee +101%
Spi &

78 Sglac::nings +100%

79 Skin Care +99%
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implemented s k Smokin Cooking
4 soups +397% E from home poi s 56 Iioa,  +122% 81 Vs 98w
surge in computer manitor sales
' 1 i hase ite -
5 grkeigeGralns +386% Yorthak bome oo Dried Fruit 4900 82 Air Purifiers  +97%

P O I N I Packaged +377% 31 Fitness +170% 58 Salt & Pepper +118% Granola & +97%

& Raisins
Foods Equipment Seasoning Nutrition Bars

7 Fuitcups  +326% oy G +166% B9 (s, +117% 84 uddnss 4979

Vitamins Gelatin

With most events and

Weight Nut & Seed i ied, Toy Clay &
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lw BCB  them busy at home, including
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larger share of their spending
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Categories in E-commerce.

March 2020 vs. March 2019

Source:

Stackline

Top 100 Fastest Declining Categories

Luggage & a
Suitcases 7%

2 Briefcase -77%

3 Cameras

Camera sales are declining

rapidly since many travel
plans, weddings, sports
activities and other events

have been postponed
Men's
Swimwear 64%

Bridal
C;ul:ing -63%

Men's Formal
Wear -62%

Women's -599%

Swimwear
Rash

8 Guards -59%
Boy's Athletic

9 Shoes 59%

10 cvmeags  -57%
171 beckpacks  -56%
12 iomen -56%
13 Shtwear  -55%
14 Eiimen  -55%
15 Soies ™

@ Without birthday parties,
" .

nee
plies, resulting in a decline
of event & party supplies sales.

Motoreycle -
16 Protective Gear ~99 %

17 Camera Bags -54%

& Cases
18 Yo sax
19 o 51
20 o s

Women's -50%

Sandals

21

22 Drones -50%
23 thons"c -50%
24 Lunch Boxes =50%

Store Fixtures
25 & Displays -50%

2 Automotive
Mats

27 g&szea r

Watches &
Accessories

29 &

Track & Field
Equipment

31 Ceiling
Lighting
3 Camera
Lenses
Girl's Coats

and Jackets

Women's
Hats & Caps

Women's
Outerwear

Video
Cameras

37 gheels &
res

Motorcycle
Parts

39 e

Shocks &
Struts

41 Transmission
& Parts

42 Girl's Athletic
Shoes

Women's
Shoes

44 Telescopes

45 Sunglasses
& Eyeglasses

-49%

-48%

-48%

-47%

-47%

-47%

-47%

-47%

-46%

-46%

-45%

-45%

-44%

~44%

-44%

-44%

-44%

46 Men's Tops
47 g:gf:ctora

Men's Athletic
Shoes

49 e
50 Hand Tools

-40%

-40%

-40%

51 Wine Racks  =40%
52 Men's Shoes  -40%

53 Clocks -39%

54 Baby Girl's -39%

Shoes

55 Bracelets -39%

56 Men's Boots  -39%
57 Tapestries -39%

58 cpet,

Many public parks, hiking
tralls and campsites are
closed, resulting in
‘ decreased demand for
new equipment
Men's
59 Bottoms -38%
6" Cell Phones  -38%
Tool Storage
61 & Organizers -38%
62 Necklaces -38%

Swimming

Equipment -37%

Men's Hats
& Caps -37%

65 Girl's Shoes  -37%

Industrial -36%

Tools

67 Juicers -36%

68 Desktops -35%

6 Classroom
Furniture

Classroom furniture sales are
e

70 5 s

7 Glassware -35%

& Drinkware

7 Musical -34%

Instruments
Power
73 Winches -34%

7 Home Bar -34%

Furniture

Office Storage
75 Supplies  -34%

i

¥\Lopn;en‘s -34%
78 S -aa%
79 Car Antitheft =34%
80 Rings -34%
81 ol -3s%
8 rtoh.\':telrisshnes -33%
83 cichensinks -33%

84 coifcius

While spring and summer
are typically popul
for golf, cours losed
and consum eking
1\ new indeor activities, rather
L than a new set of golf clubs

Equestrian
Equipment -33%

GPS &
Navigation -32%

Recordin
87 Supplie!g -32%
88 Home Audio  =-32%
Boys -
89 Accessories 32%

90 Earrings -32%

91 oiningsets  -31%
Q2 calcuators  -31%
Q3 Boysshoes  -31%
94 i -31%
95 stollers -31%
96 coolers )

— Many parks and public

.j beaches are ciosed, so

consumers no longer
9 Sanders & -30%

have a need to buy new
Grinders

coolers.
Men's
98 Activewear ~29%

Living Room
Furniture 29%

100 Simsl,  -28%
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T-

strategy

Chapter 3
STEP BY STEP

#1 Update your knowledge of your custome

She/He probably changed during COVID-19
evolution of thought, behaviours, etc.

#2 Observe the market:

As the situation recovers, new trends and pattern:t
emerge. Also, markets will have changed, sc
competitors might have disappeared, new may hc
come. Update your knowledge of your current marke

#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 oppa
offered by the new technologies (see our
e-commerce)
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Chapter 3
STEP BY STEP

#5 Update your messages to your ct
realities post COVID:

Review your contents and adapt your online me
to the reality post COVID-19. For example,
fewer pictures showing physical closeness bet
people, wearing masks, etc. Inform customers a
any changes in your services / protocols.

#6 Care about your advertising online and SEO:

Optimise your Digital presence (see our modul
commerce).

on €

#7 Track your customer

See how customers behave on your website, a
your strategy to make them not only bu
products, but become loyal customers.
customer database.
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- 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

- Think that e-commerce is

- Forget about trading rules

the same

always profitable: study
your market and costs

across borders! (Customs
fees and documentation)



3. Practical Act

To practice, we propose
www.mindmeister.com; d

The Customer Empathy Map Customer Name

What does she

THINK & BELIEVE?

what matters most
what worrles her

what inspires her
What does she ° What does she
HEAR? SEE?
what friends say environment
what acquiantences say existing solutions
what influencers say awareness

What does she

SAY & DO?

current solutions used
current behavior
current attitude



http://www.mindmeister.com/

4. Useful Tools

Social media
Link: Instagram, Linkedln, 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/
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