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With summer around the corner, Covid cases at bay, and retail and outdoor hospitality reopen-
ing, it feels like we are finally coming out of the other side after a very long winter. Indeed, it is 
hard to not remain slightly cynical. After all, we have all felt this feeling of hope before – only to 
be dashed by news of an unforeseen emerging variant. But, this time feels different; the UK is 
speeding ahead with vaccinating the public, and the Government’s reopening strategy has been 
cautious – this might just be it, once and for all. 

Retail now has the opportunity to build back and recover. But what it recovers to is crucial. Prior 
to the pandemic, the industry was already going through a period of extraordinary transformation, 
which accelerated under Covid. Trends have shifted and the modern consumer has changed. 
Pre-pandemic, one fifth of sales were made online, the crisis has seen this rise to one third (and 
even higher if food sales are excluded). While some of these sales will return to stores, the shift 
to online will remain. This is why it is so important that when we build back, we build forward 
and evolve to meet these needs and seize this new opportunity. But, this evolution is reliant on 
the retail workforce.

Retail is the largest private sector employer in the UK, providing 3.1 million jobs, not to mention 
many more in warehousing, supply chains and logistics. However, many of these jobs are at risk. 
ONS figures show that the lowest number of people were employed in retail during the final quarter 
of 2020 since 1999, with 67,000 fewer jobs in December 2020 than 2019. Some of these job 
losses are part and parcel of the ongoing transformation, but since 2015, our recent Jobs Report 
shows that while the UK workforce has risen by 3%, there has been a 3.9% drop in retail jobs. 

Technological innovation has driven automation, and this is likely to impact or replace nearly a third 
of all retail tasks by 2030. For example, the use of self-service checkouts will grow, warehouses 
will increasingly use automated bots to fulfil orders, and automated bookkeeping will replace 
accountants. While this transformation is positive, the pandemic has put many viable retail jobs 
at risk. 600,000 retail staff were on the Government’s furlough scheme, though this number will 
be starting to drop as more and more shops reopen. The BRC estimates that 250,000 staff might 
lose their jobs permanently once the scheme draws to a close. Government support such as rates 
relief, the furlough scheme and rent debt moratoriums have served as a lifeline for retail jobs, but 
with so-called “non-essential” retail stores missing out on £30bn in lost sales during the three 
lockdowns, Government must continue to provide support until consumer demand bounces back.

There are still many opportunities for growth. Already new roles are being created, from ware-
housing and delivery to thousands of highly skilled roles in digital marketing, AI and web design. 
These jobs are what makes retail a career of choice for hundreds of thousands of people across 
the country. However, retailers must build on this success. If we are to become the most advanced 
e-commerce market globally and support the UK’s goals as a centre for technological development, 
retailers will need to invest in technological transformation, AI, virtual and augmented reality, 
customised production, blockchain and 3D printing. 

If the industry takes on the challenge, evolves and builds forward during this recovery process, 
it will remain one of the most important employers in the country, it will bolster its position as 
one of the most advanced retail markets in the world, and it will continue to serve as the beating 
heart of communities across the UK. The rules of retail have been permanently rewritten, and 
we need to embrace this change.

Helen Dickinson OBE
Chief Executive
British Retail Consortium

IT’S TIME FOR RETAIL 
TO BUILD FORWARDS 

There are still 
many opportuni-
ties for growth. 
Already new roles 
are being created, 
from warehousing 
and delivery to 
thousands of highly 
skilled roles in dig-
ital marketing, AI 
and web design”. 

‘‘
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Retailers are now 
– and must be – fun-
damentally different 
businesses than they 
were back in early 
2020”.

‘‘

Patrick Maher
Principle Consultant | Risk & Resilience Lead
Aon

TIME TO RESET RETAILER RESILIENCE

Retailers must invest in a 
wider business continuity 
management approach  

to deliver long term success 
in the post-pandemic era

A year into the pandemic, every retailer will 
have changed their strategy and no one will 
be expecting a return to the conditions seen 
before COVID-19. Business models have 
moved forward 10 years in little more than 
ten months to deal with issues ranging from the 
shift to new online channels creating challenges 
around ecommerce traffic, fulfilment and last 
mile delivery; head office support functions 
like IT and finance moving to remote working; 
and, changing consumer buying habits and 
product availability putting new pressures on 
the supply chain. 

Retailers are now – and must be – fundamen-
tally different businesses than they were back 
in early 2020. But many will not have shifted 
their approach to business continuity to take 
into account their changed environment. Simply 
having a business continuity plan in place that 
responds to set scenarios like fire or flood is 
no longer acceptable. Retailers need to adopt 
a wider business continuity management phi-
losophy – not just a plan – that recognises the 
key steps required all the way from goods in 
to goods out, and identifies the dependencies 
demanded to deliver each of these operational 
steps; providing enhanced resilience and reas-
suring key stakeholders that the business is fit 
for purpose. 

Click to queue
According to research by NatWest and Retail 
Economics, online retail sales notched up five 
years of growth in the last year, increasing to 
28% of retail spending in 2020 (up from 19% 
in 2019). A lot of brands would have been 
investing in their ecommerce structure pre-
COVID but not at the rate that consumers 
are now demanding. At a point last year, even 
Ocado – one of the UK’s most sophisticated 
ecommerce retailers – had a million potential 
customers waiting to sign up to their platform 
and had to implement a queuing system for 
existing customers, providing some insight to 
the challenges all retailers have been facing. 

Then there’s fulfilment in terms of the additional 
pressure on the supply chain – particularly as 
the demand for different products like home 
office furniture spiked – warehousing and deliv-
ery. It’s no surprise that the big ecommerce 
players have been signing up huge numbers 
of delivery drivers to meet that demand for 
last mile delivery. 

Of course, while managing all this complexity, 
retailers have also had to maintain their duty 
of care for their frontline staff while the big 
retailers had to move quickly to remote work-
ing for office-based staff, in a sector where a 
remote working corporate structure has never 
been part of the corporate culture. 

Business continuity drags
All these factors add up to long-term change. 
But many big retailers have not yet adapted 
their business continuity approach to reflect this 
change and their realigned business models. Not 
only can this jeopardise a retailer’s ability to get 
back up and running quickly following an inci-
dent, while minimising financial and reputational 
problems, it can also have repercussions for 
their business insurance. In a tougher insurance 
market, insurers are now demanding not just 
sight of a retailer’s business continuity plans 
but also hard evidence that the plan has been 
validated, tested and is fit for purpose. 

Part of the problem is that businesses often 
regard business continuity as simply a list of 
who to contact in an emergency and what to 
do in a range of given scenarios like a flood 
or a fire. The weakness with this ‘checklist’ 
approach is that it can be irrelevant if the thing 
that no one expects happens – like COVID-19 
for instance. A much better place for retailers to 
start is to understand their entire value chain 
from supplier to consumer, and the critical 
dependencies required to be able to deliver 
each operational step along that chain.
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Four key dependencies
The dependencies are made up of four criteria: 
firstly, there is the environment that the pro-
cess functions within (e.g. warehouse, factory 
floor, office); secondly, there is the equipment 
needed to carry out that process (e.g. forklift, 
IT services, automation, laptop); thirdly, there 
are the people who carry out these processes; 
and lastly, there are the supply of materials, 
data and utilities. 

So, it doesn’t matter what type of event happens 
but rather it is the effect the event has on one, 
all, or a combination of those dependencies. 
A retailer will then need to build its recovery 
strategies on the dependencies associated with 
operational processes rather than developing 
a plan against a specific scenario. 

It changes the thinking from having a business 
continuity plan that few may have ever looked 
at or even tested, to having a formalised and 
auditable business continuity management 
system that protects key business processes. 

Tried and tested
In many ways, business continuity is where 
health and safety was in the 1970s. Back then, 
health and safety was rarely institutionalised 
whereas now it is a formalised, documented, 
tried and tested process representing a huge 
part of a retailer’s corporate governance 
approach and its legal duty of care to employees 
and customers. As retailers adapt and build 
sustainable and profitable business models 
appropriate for the post-pandemic environment, 
business continuity must follow the health 
and safety lead and evolve to that level of 
integration way beyond representing a rarely 
dusted off plan filed away. 

Insurers are now demanding not just sight of a retailer’s 
business continuity plans but also hard evidence that the 
plan has been validated, tested and is fit for purpose”.‘‘

Patrick Maher
+44 (0)7770 544652
patrick.maher@aon.co.uk

Aon UK Limited is authorised and regulated by the Financial Conduct Authority. Whilst care has been taken in the production of this article and the information contained within it has been 
obtained from sources that Aon UK Limited believes to be reliable, 

Aon UK Limited does not warrant, represent or guarantee the accuracy, adequacy, completeness or fitness for any purpose of the article or any part of it and can accept no liability for any loss 
incurred in any way whatsoever by any person who may rely on it.  In any case any recipient shall be entirely responsible for the use to which it puts this article.

This article has been compiled using information available to us up to 09/04/21.
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Christine Grace
Leasing Director
Realm

TOP OF THE CLASS: WHAT CAN  
BE LEARNT FROM OUTLET RETAIL

With a culture of collaboration and 
partnership underpinning the success 
of outlets, what else could be adopted 

by the wider retail sector?

Shopping habits were evolving long before the first lockdowns were 
introduced last year but few will dispute that the past 14 months has 
seen an accelerated change in our industry and immense pressure on 
physical retail environments to adapt.

Resilient through recessions and pandemics, bricks and mortar outlet 
retail has shown itself to be particularly well-positioned to respond. 
Two keys to this success have been a larger long-term commitment 
to customer experience, as well as a flexible and more collaborative 
approach to partnership.

It was no surprise that upon the reopening of non-essential retail in the 
UK last Spring, footfall figures at Realm-managed schemes quickly reached 
85% of the numbers achieved the previous year. When comparing this 
performance to full price shopping centres, footfall levels were only 
achieving 40-60% of historic numbers offering evidence that outlets 
possess inbuilt future-proofing and immunity which can be cloned and 
adopted by landlords and operators across the retail space.

Historically outlets have been out of town and had to work harder with 
a more commercial work ethic to attract footfall whereas city centre 
schemes have been more reliant on efficiently converting plentiful 
footfall into shoppers. The difference may be subtle but a business run 
as an attraction has its roots embedded in experience.

Communicating as partners
The past year has reinforced the ever-growing importance of forging 
stronger partnerships to tackle many of the issues facing the retail 
sector which simply cannot be solved alone. Only now are some retail-
ers beginning to work as partners and many landlords have remained 
resolutely adversarial in their stance.

Outlets are in effect joint ventures that have equality running through 
their veins by virtue of the use of turnover rents, a model that requires 
a more dynamic and collaborative management structure.

Fuelled by the shared objective to maximise sales, turnover leases are 
the ultimate foundation stone of a more commercial and retail-savvy 
breed of asset management.

An outlet landlord becomes a surrogate retailer with far greater under-
standing of their occupiers’ different businesses and with this insight 
comes a greater sharpness of focus and effective decision making. 
Recent scepticism regarding the willingness of some retailers to submit 
turnover data only serves to illustrate the short sightedness of some 
when there are so many benefits of establishing transparency over 
trading performance. The good can be bolstered to become even better 
and the under-performing can be helped far more quickly with mutu-
ally agreeable interventions – moving to a smaller unit, changing store 
layout or a shift in marketing – all decisions that can be made mutually.

With ongoing advice and granular support on everything from store 
recruitment to visual merchandising, we find that not only do most 
retailers choose to either extend short term leases but many transfer 
into becoming a permanent occupier. This higher level of support makes 
for a smooth transition into the space and is something Realm sees as 
a further advantage of a genuine partnership approach.
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Open to new ideas
Outlet retail destinations have had to be inventive to position themselves 
as more than discount or clearance operations. They offer additional 
distribution channels, test beds and are a way of moving stock to increase 
cash flow, with minimal negative impact on brand value. Throughout 
the Realm portfolio there are clear examples of retailers, distributors 
and manufacturers extending their reach into a bricks and mortar outlet 
as a way of broadening their customer base and testing new markets 
within new geographical areas.

The entrepreneurial culture of outlets allows new initiatives to be given 
the best chance to succeed. Whether trialling home delivery, WhatsApp 
consultations or staging a calendar of summer events and promotions, 
a modern outlet destination is vibrant and constantly seeking new 
opportunities which can be put into action very quickly. This flexibility 
requires hard work but certainly pays dividends.

Crunching the numbers
The leasing model within outlets opens up an abundance of data that 
has yet to be matched within a full price retail environment. It allows 
retailers to refine their offer and maximise the opportunity in front of 
them through the interpretation of KPIs and insight supplied by the 
landlord. It covers crucial areas for analysis including trading hours, 
spend per head, conversion, basket size, dwell time and demographics, 
to name a few.

The rich data also provides operators with the opportunity to analyse 
specific areas of growth, and to respond accordingly – not from customer 
exit surveys where responses can be skewed, but from thousands of 
actual transactions. This takes the risk out of many expansion projects 
or targeted leasing efforts to attract specific brands, broaden categories, 
extend dwell time and increase the destination credentials of a scheme.

Data underpins most decision making within outlets and feeds into the 
business models and plans which ultimately deliver the returns landlords 
are seeking. In many ways, outlet operators combine the financial rigour 
required of any modern business with the insight and lightness of touch 
that can only come from being literate and conversant with what it is 
to be a retailer. Many have predicted that retail property companies of 
the future will have their own commercial operations divisions and few 
would bet against the adoption of other practices that we now see as 
tried and tested within the outlet sector.

Christine Grace
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Chris Brook-Carter 
CEO 
retailTRUST

CHAMPIONING HOPE, HEALTH AND  
HAPPINESS FOR BRITISH RETAIL WORKERS

Providing hope, health and happiness for 
everyone working in retail is both morally 
and strategically the right thing to do.

At retailTRUST, our mission is simple: to provide hope, health and hap-
piness for everyone working in retail. It’s what we’ve been doing since 
1832: caring for, protecting and improving the lives of UK retail’s most 
valuable asset – its people. 

Four million people work in British retail and, over the last 14 months, 
we have all come to realise and appreciate the critical role they play in 
serving this country and keeping our communities fed and connected. 
But the last year has been really tough for them. 

Those working for essential and online retailers – whether on the 
shopfloor, in our warehouses or driving delivery vans – have truly gone 
above and beyond to serve the nation, despite facing a significant and 
saddening increase in incidents of racial, verbal and physical abuse from 
customers. And those working in non-essential retail have been faced 
with unsettling uncertainty and financial hardship as they navigated three 
lockdowns, furloughs, redundancy threats, job losses and store closures. 

It’s a story we know all too well at retailTRUST. In the year between 23 
March 2020 and 2021, we paid out over £830,000 in non-repayable 
grants to help people remain in their own homes, feed their families or 
make essential hospital visits, an increase of 138 per cent year on year. 

The pandemic has also taken its toll on colleagues’ mental health and 
wellbeing resulting in a 144 per cent increase in requests for wellbeing 
support. In response, we delivered over 6,000 counselling sessions and 
have organised two Championing the Health of Retail events, which are 
free for retailers to attend and are designed to help employers understand 
how workers have been impacted by the pandemic, and how they can 
continue to support their health and wellbeing as we come out of it and 
beyond. (Our latest event, headlined by Alastair Campbell and David 
Potts, can be viewed on demand for free on our site.)

As Morrisons CEO David Potts said: “This has been an exceptionally 
challenging year for everyone in retail. Health, wellbeing – and especially 
mental health – must continue to be at the very centre of the retail 
conversation as we make plans for the route out of Covid and prepare 
to come back stronger.”

Why is focusing on the hope, health and happiness of our colleagues so 
important? There are so many reasons: morally and legally employers 
have a fundamental duty of care for the physical and mental health 
and wellbeing of their workers, it makes great business sense, and we 
need to continue attracting fresh, new talent into our sector to remain 
innovative, competitive, relevant and futureproof.

Creating a culture where employees are listened to, supported and 
valued leads to better employee morale and engagement, a healthier 
and more inclusive culture, fewer sick days, better staff retention rates 
and talent attraction. 

Businesses will be better, more profitable 
and more successful organisations with  
a happy, healthy workforce”. 
Alastair Campbell, mental health advocate

‘‘
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The health and 
wellbeing of 

the people that 
work for us is 
critical to the 

success of our 
organisations.

Jo Walmsley, Director  
of People Capability,  

John Lewis Partnership

In a study conducted at the University of Warwick, three different styles 
of experiment were conducted where randomly selected individuals, 
who were made happier by various interventions, exhibited around 
12 per cent higher levels of productivity. The research also discovered 
that lower happiness levels reduced productivity, leading researchers 
to conclude there’s a causal link between happiness and performance. 

According to the CIPD health and wellbeing at work annual survey, ‘A focus 
on employee health and wellbeing should be a core element of any HR 
strategy, and central to the way an organisation operates and fulfils its 
mission. It should not simply consist of one-off initiatives.’ Despite this, 
the CIPD’s research showed that only around half of organisations have 
employee wellbeing on their senior leaders’ agendas. What they should 
be doing to foster a healthy workplace, they say, is: 

• Creating supportive leadership cultures where senior leaders 
lead by example

• Training people managers to confidently point employees in the 
right direction for support 

• Using occupational health to address long-term absence, pro-
mote health and reduce sickness

• Providing a general environment in which people feel comforta-
ble and safe when talking about health issues. 

A Happiness Survey of more than 100,000 UK workers in January 2021 
by WorkL (which was founded by former Waitrose boss and John Lewis 
Partnership deputy chair Lord Mark Price), showed that we – retail – 
scored an average happiness rating of 66 per cent, compared to tech 
(the happiest sector to work in, apparently) at 77 per cent. Hackett, 
Browns and Moonpig topped the retailer chart with a rating of 93 per 
cent, however, none of our retailers made it into the top 100. In fact, 
Hackett was placed at 215. 

What can we learn from these three retailers and why did they score 
so highly? Three reasons, claims Lord Price: staff were fairly remuner-
ated, enjoyed strong relationships with managers and had clear career 
progression mapped out for them by their employers. In other words, 
they felt valued, listened to, supported and secure. 

And this is how we at retailTRUST would like all retail workers to feel, 
and why we are doing everything we can to support retailers in fostering 
a workplace culture that supports their teams, particularly from a mental 
health standpoint. One in four of us will suffer with mental ill health at 
some point in our lifetime, but every single one of us will experience some 
sort of setback or difficult life event. At retailTRUST, we are #forthefour 
and that starts and ends with our mission of providing hope, health and 
happiness for all in this glorious sector.   

Chris Brook-Carter
retailtrust.org.uk
cbrookcarter@retailtrust.org.uk
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Eleanor Grimes
Senior Regulatory Specialist
UL

BREXIT – THE IMPACT ON  
CHEMICAL PRODUCTS IN RETAIL

Retailers may no longer be considered as 
distributors but as importers with addi-
tional responsibilities.

On 31st January 2020, the United Kingdom (UK) left the European 
Union (EU) and entered a period of transition ending on 31st December 
2020. This has resulted in major adjustments to the requirements for 
the supply of chemicals between Great Britain (GB), Northern Ireland 
(NI) and the EU within a relatively short time frame. 

With regards to chemical legislation, the UK effectively undertook a “lift 
and shift” procedure, which resulted in them adopting the various EU 
chemical legislations that were in force on 31st December 2020, with 
only minor changes to wording to allow for the regulations to work for 
a single market rather than 27 different member states.

The major exception is with regards to NI. Due to the need for an 
unregulated border in Ireland, an additional piece of legislation was 
introduced called the Northern Ireland Protocol. This protocol states 
that products placed on the market in NI must comply with EU regu-
lations, while at the same time maintaining a tariff and customs-free 
access to the GB market.  

The first consideration for any retailer is to work out where in the supply 
chain you now lie. Whilst previously, any products purchased/supplied 
in the UK or EU were all covered under the same umbrella regulations 
that resulted in most retailers having reduced responsibilities for 3rd 
party products, Brexit may place the retailer in the position of importer 
to one or both markets. This change of role within the supply chain will 
bring with it additional responsibilities that will need to be accounted for. 

If you remain a distributor within the GB/EU supply chain then you will 
have negligible changes to your responsibilities. 

If you’ve become a GB importer:
If you have become the GB importer, you will now be responsible for 
making sure that all products you import are compliant with the GB 
regulations. Due to the “lift and shift” procedure undertaken by UK 
regulators, the current in-force GB requirements are very similar to 
those in the EU, but instead of ECHA being the main central governing 
body the HSE and DEFRA have taken over responsibility for chemical 
products. Below are the major considerations to take into account in 
the two main keystones of UK chemical legislation. 

GB CLP
It will be the responsibility of the GB importer to classify, label and 
package their products in line with the GB CLP regulations, which 
are a copy of the EU regulations that were in force on 31st December 
2020. However, the supplier details on the label will need to be those 
of a GB entity. 

When classifying products, the EU Annex VI harmonised classification 
list has been brought over into UK law and is now called the “Mandatory 
Classification and Labelling List” (GB MCL List). This will be maintained 
separately from the EU Annex VI list, although changes brought in 
from the 14th and 15th ATPs will still be implemented on the same 
dates as the EU. 

The requirement for Classification and Labelling notifications has also 
been brought into UK law, with any substances notified by UK companies 
using the EU system by 31st December 2020 automatically being brought 
across into the UK system. Any new chemicals that require notifying 
after this time will be required to use the new UK portal.

While encouraged, poison centre notifications in GB are to remain 
voluntary, unlike products placed on the market in NI/EU which are 
subject to the new Annex VIII notification requirements. 

The first consideration for any
retailer is to work out where in

the supply chain you now lie.
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UK REACH
If you import a substance, either on its own or in a mixture, above 1 
tonne per annum, and place it on the GB market, you must hold a UK 
REACH registration for that substance.

If you were originally a downstream user of a substance registered under 
EU REACH, but have become the GB importer, you will be required to 
take on the role of registration holder in GB, unless your supplier uses a 
GB-only representative to undertake UK REACH registration requirements 
on your behalf. To undertake the responsibility yourself you will need to 
perform a DUIN (Downstream user information notification) within 300 
days of 1st January 2021. Once this has been completed you will have 
2, 4 or 6 years depending on the substance to complete the registration. 

Regarding GB safety data sheets, the format implemented is that outlined 
in the EU 2015/830 REACH Annex II regulation, and not the recently 
updated EU 878/2020 regulation. There is a requirement for a GB entity 
to be listed as the supplier on the document. 

Products moving between NI/EU and GB
If you have now become either a NI or EU importer, you will need to 
abide by all EU requirements from the 1st January 2021 as no transition 
period has been implemented.

If you are importing into the EU there is a registration exemption if it 
can be proven that the substances involved are chemically unchanged 
and part of a registered supply chain. In this case they do not need to 
be re-registered upon re-importation back into the EU market.

If you export from NI to GB, your products can have unfettered access 
to the GB market if they meet the definition of Qualifying Northern 
Ireland Goods (QNIGs). Whilst any product entering the GB market will 
still have to be labelled, classified and notified in accordance with GB CLP, 
the supplier details can be those of the NI supplier. QNIGs can also be 
imported into Great Britain without needing a UK REACH registration, 
as you can use the more simplified Northern Ireland Notification process 
which has to have been completed within 300 days from 1st January 
2021 for substances already being placed on the UK market via this 
route, or before importation occurs for new substances. 

Eleanor Grimes
ul.com
Eleanor.Grimes@ul.com 

Any new chemicals that require 
notifying after this time will be 
required to use the new UK portal”.‘‘
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As plastics come under greater 
scrutiny, brands which already 

collect information on polymer 
types will benefit from lower fees.

Laura Rimmer 
International Compliance Manager
Valpak

PACKAGING REGULATION  
– LESSONS FROM EUROPE

The UK’s new packaging regulations  
are bringing major change, but existing 
European systems give an indication of 

what to expect.

The long-awaited public consultation on Extended Producer Responsibility 
for Packaging Waste is upon us. We have known for some time that 
costs will rise substantially but, as we move closer to actual policy, the 
scale of the challenge ahead becomes clearer. While this is a daunting 
prospect for many, forewarned is fore-armed. With the right prepara-
tions, a great deal can be done to mitigate costs and participate in the 
move to a more sustainable future. Many of our European neighbours 
are already on the path to EPR-ready; we can learn a great deal from 
their experience.

When the UK adopted the latest Circular Economy Package, we com-
mitted to a change in extended producer responsibility (EPR). Instead 
of the packaging producers – retailers and brands – funding part of the 
cost of recycling, they would now be responsible for 100 per cent of 
the net cost of recovery and recycling.

What this means is that packaging producers will fund household 
collections and recycling. With the latest, and final consultation, the 
full costs have become available. In 2019 – the most expensive year in 
the history of the packaging recovery note (PRN) system to date – the 
cost to producers came to £355 million. With the full implementation 
of EPR in 2024, this will rise to £2.7 billion. The cost will most likely 
be borne by brand owners and importers, but the effect will be felt 
throughout the supply chain. 

Across Europe, some countries have already started preparing. Patterns 
are emerging, and it is clear that data collection and management is critical.

In Spain for example, producers are required to include polymer types 
in their submissions for plastics. As well as listing the volume of plastic 
as we currently do in the UK, polymers are split into nine different types. 
The fees are more expensive for polymer types which are less easily 
recyclable, and lower for those that that can be recycled efficiently.

This type of modulated fee system has already been outlined for the UK. 
In December 2020, partners including the British Retail Consortium and 
government launched a joint project to co-design a modulated system 
where costs are linked to the complexity of different types of packaging. 
The aim would be to financially incentivise greater use of recyclable 
packaging, and explore ways that higher charges could apply to those 
producers using more problematic products.  
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The French approach uses a penalty and bonus scheme. If packaging is 
easily recycled or – in the case of cardboard – contains a percentage of 
recycled content, producers receive a discount on their fees. They can 
also apply for a reduced fee if they are active in consumer awareness, 
or show pack sourcing information on labels. 

In each of these examples, data is the key to success. Valpak manages 
the largest packaging database in the UK, with 33 million SKUs, and even 
with such a comprehensive bank of data, it is clear that the majority of 
producers, while recording the right information for the current system, 
will need to expand the level of data being gathered in order to prepare 
for future requirements. 

Planning a major overhaul of packaging across multiple product lines 
is no mean feat. It must be based on genuine evidence and robust data. 
Brands and retailers will already be aware that the primary purpose of 
packaging is to protect the product inside. It also needs to appeal to the 
consumer. As well as meeting practical needs, changes should also be 
considered in light of individual brand goals, such as carbon reduction.

EPR will come into force in 2023, with a phased implementation leading 
to full engagement in 2024. To begin preparations, producers should 
start to collect the relevant data as soon as possible.

Plastics are sure to come under greater scrutiny, so collecting data on 
polymer types is a good place to start. Other areas that might fall under 
the microscope relate to recyclability. In Sweden, for example, coloured 
plastics are taken into consideration. Where plastic packaging features 
more than 60 per cent black ink, a higher fee is paid. 

Modulated fees may introduce a type  
of penalty or bonus system to the UK”.‘‘

While the fees under EPR will vary slightly from country to country, the 
criteria will be broadly the same. The general theme across Europe – and 
earmarked for the UK – is a higher fee for less recyclable material, and a 
focus on plastics. While individual countries have different infrastructure 
for recycling, some material types and polymers will always be easier 
to recycle than others. 

Perhaps more variable are the requirements of individual brands and 
retailers when it comes to packaging redesign. Some have already set 
goals which exceed the requirements of compliance; others will take a 
phased or targeted approach focusing on specific product lines. Each 
needs to look at its own portfolio and assess where the cost risk is greatest. 

For now, the best strategy for packaging producers is to familiarise 
themselves with the regulations, inform finance departments that costs 
will rise, and check that they are able to access the data they will need. 
Once these preparations are in place, they will be prepared to act on the 
new regulations, with the best chance of mitigating the new level of cost.

Laura Rimmer
01789 208 725
Env.Compliance@Valpak.co.uk
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REDUCING ABUSE & VIOLENCE AGAINST SHOP WORKERS

VIEW ON DEMAND

This webinar was an opportunity for the Minister for Crime and Policing, Kit Malthouse 
MP, to engage with retailers and others to assess the outcome and recommenda-
tions from the Governments four task and finish groups looking. It also provided an 
opportunity to view an animation produced by Suzy Lamplugh Trust for the BRC on 
practical steps on how to de-escalate a violent situation. Watch on demand

THE FUTURE CONSUMER SERIES

VIEW ON DEMAND

The first in our series of quarterly webinars, we use the new BRC/EY Future Consumer 
Index, to answer the question of how consumer behaviour will change as we exit 
current Covid-19 restrictions  with distinctive, valuable and actionable insights. 
Watch on demand

 

BRC TRADE PODCAST – THINGS ARE 
GETTING MESSY WITH THE EU

PODCAST

We discuss enforcement action from the 
European Commission, another delay of border 
checks, and how things are looking in the early 
weeks outside the single market and customs 
union. Listen here

BRC TRADE PODCAST – HOW ARE 
THINGS WORKING POST-BREXIT?

PODCAST

We take a look at how things are progressing 
in Ireland/Northern Ireland with implement-
ing the protocol, and how things are faring in 
the UK and Brussels following Brexit and the 
application of the new Trade agreement with 
the EU. Listen here

THE RETAILER DIGITAL HUB
Catch up and discover the latest podcasts, webinars, 
blogs and digtal content from the BRC

NEWS FROM THE BRC
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The BRC brings together retail leaders, policymakers, influencers and industry  
partners to help members stay informed of key industry issues and developments.

If you would like to partner with BRC and position your company as an industry 
thought-leader please contact 

events@brc.org.uk 

RETAIL STATS, FACTS AND TRENDS

UPCOMING WEBINAR - 20/05/21 - 2-3PM

Our analytics experts, Kyle Monk, Director of Insight, and Dr Liliana 
Danila, Economist, will provide a detailed analysis of how retail performed 
during the third national lockdown and to what extent consumer spend 
was unlocked once non-essential shops were allowed to open. With April 
opened only for half of the month, are there indications that categories 
hurt the most during the lockdown, such as Clothing & Footwear, will 
have a comeback? Are behavioural shifts persisting? Register to join

DIGITAL MARKETING STRATEGY WITH GOOGLE

UPCOMIG WEBINAR - 19/05/21 - 11AM-12PM

Learn how to build a digital marketing strategy for your business by 
learning about the different digital marketing channels available and 
how they can be applied to your business objectives. Register to join

DIVERSIFICATION IN PAYMENTS:  
RISKS & OPPORTUNITIES FOR RETAILERS

VIEW ON DEMAND

The upsurge in e-commerce comes at a time when new measures to 
tackle online fraud also begin to take hold. We teamed up with Trustly, 
an online account to account payment provide, to offer guidance and 
practical advice on how to smooth out friction at the online checkout, 
enhance your payment functionality and maximise opportunities for 
growth while ensuring full compliance. Register to join
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Inna Kuznetsova 
CEO
1010data

DATA-DRIVEN CATEGORY MANAGEMENT PROVIDES 
A GLIMPSE INTO THE FUTURE OF ANALYTICS 

For most consumers, shopping and buying 
experiences have been forever changed by 
Covid-19. A year ago, most shoppers would 

not have predicted that their grocery, drug-
store, home goods and even alcohol purchases 
would unrelentingly migrate online. Options 
from shipping and same-day delivery to click-
and-collect curbside pickup and buy online 
pick up in-store (BOPIS) were forced into vir-
tual ubiquity by a do-or-die pandemic imper-
ative. Safety, speed, and convenience access-
ing goods, whether in-store, curbside, or 
online, has become more important than ever, 
as has keeping up with ever-shifting consumer 
demand.

In the same way that online services needed to evolve rapidly overnight, 
so too do the analytics that understand and predict demand and figure 
out on the fly what categories are needed, when and in which locations. 
Previously, it was the category manager’s job to look back on historical 
and seasonal trends which would, presumably, allow them to predict 
with a decent measure of accuracy what would come next in consumer 
demand, and to prepare for upcoming supply needs. Covid-19 has 
upended any predictability in this and other industries, and has proven 
that, in the world we live in today, nothing is certain, and there is little in 
the future you can base off the past. In an environment where consumer 
shopping habits have changed so radically, retailers need a better way to 
assess rapidly changing demand and manage inventory. The shopping 
experience has changed; so too must our strategy.

The bright side is that we have all the tools we need: data. Using real-
time, granular-level insights to drive category management decisions, 
retailers and brands have everything they need to develop the right 
protocols and proactively prepare, delivering on consumer demand.

Historically, these tools and their data have all lived in different places: 
One tool for supply chain reports, working to complement a separate 
tool tracking inventory management and product promotions, and 
then there’s always external data from third-party providers as well. In 
today’s environment, however, it is no longer possible to make critical 
decisions in a timely and effective way across departments, within 
channels and categories, or amongst trading partners, especially when 
stakeholders are operating off data from multiple, disjointed sources. 
It is certainly not possible to make quick decisions to respond to new 
customer behaviors as they change day-to-day if analysts must sort 
through various spreadsheets to understand what is happening in real-
time. When you are stuck working with fragmented, higher-level data, 
you are severely limited in your ability to analyze and react, let alone 
effectively provision for what is to come. 
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But what if supply chain operators were able to monitor current inven-
tory at the shelf level alongside their product and category management 
teams and respond proactively, for example, as supplies run low? This 
would require harmonized data in one place, integrated with the whole 
supply chain. A single source of truth is essential for providing as close 
to real-time insights as possible, while cross-organization collaboration 
and communication enables even more agility. This is where the future 
of analytics resides.

Delivering on the demands of today’s shopper, who now constantly 
questions all their shopping habits, brands and preferred retailers, is 
nearly impossible for brands to manage on their own. The shared visibility 
of end-to-end supply chain analytics and co-developed strategies is the 
only way forward if retailers are to be flexible, and it is that flexibility 
that will determine their ability to respond to ever-changing consumer 
needs and habits. 

Access to this kind of data has in the past year especially become the 
dividing force between successful retailers and brands, and those that 
are struggling to keep up. At the same time, the current environment 
is bringing to light existing deficiencies and opportunities to address 
evolving demands that may have otherwise been missed. Retailers with-
out the foundations of successful data-driven category management in 
place will be challenged to respond to customers quickly and efficiently 
enough to survive in the long run.

Knowing what the customer will want, however, is only half of the battle. 
For this new strategy to be truly successful, a much more informed, 
collaborative strategy needs to be developed to not only address shifts 
in demand for the types of products consumers need and want, but also 
to consider when or where they will want them, and which avenues can 
deliver on demand the fastest. Granular and localized demographics, 
region, geography and climate data, as well as news and especially public 
health situations is necessary. Only through this understanding will 
retailers, from the beginning of the supply chain to the end, be able to 
optimize today’s results while also preparing for tomorrow’s uncertainties.  

If alternative sales, early warning indicators, and supply chain data 
are integrated, as a category manager, you’d know where demand 
changes are occurring at large and will be able to evaluate whether your 
current inventory is equipped to meet those changes with real-time 
stock availability and future orders. From there, managers can plan 
inventory adjustments; if it is too late, those same data tools will be 
able to suggest suitable alternative products for customers, increasing 
satisfaction and loyalty.

Retailers that invest in their data infrastructure right now will have the 
information they need to adapt and respond to consumer demand faster 
than their competitors and capture customer loyalty in the long run. The 
consumer trust and confidence built during these “unprecedented times” 
will last long after the pandemic has been resolved.

About the Author
Inna Kuznetsova is CEO of 1010data, a leader in analytical intelligence 
and alternative data, enabling financial, retail and consumer goods 
companies to monitor shifts in consumer demand and market conditions 
and rapidly respond with highly-targeted strategies. She can be reached 
at Inna@1010data.com or @innakuznetsova_.

Inna Kuznetsova
1010data.com 
info@1010data.com
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Lucy Ferguson
Head of Content, UK Ads Marketing
Google

THE FUTURE OF SHOPPING: 5 CONSUMER 
TRENDS RESHAPING THE RETAIL LANDSCAPE

In a year like no other, Google data reveals  
the long-term shifts in consumer behaviour 
and how retailers can prepare.

In the retail industry, there’s only one certainty right now: change. But 
some shopping trends are starting to stick, which creates a significant 
opportunity for retailers who adapt their operations and innovate.

On Think with Google — where we explore the latest marketing trends 
and tips, tactics, and insights on digital transformation — we’ve been 
examining the accelerated digital adoption of the past year, its impact on 
consumer behaviour, and what that means for retailers and brands alike.

Now, as consumer spending shows signs of beginning to rebound, new 
Google data is providing valuable insights on the behaviours and trends 
with the greatest influence and staying power.

Below, we’ve pulled out five key shifts that we believe are most important 
for retailers looking to meet the changing needs of UK consumers — whether 
in-person or online.

The shift to online is here to stay
In a Google survey of 5,000 people across the UK, the percentage of 
consumers saying they will shop or expect to shop online versus in-store 
in the next six months remains markedly higher than pre-pandemic levels.1 

Whether skincare, homeware, or fashion, this view is consistent across 
categories and demographics, pointing to wide and sustained changes in 
shopping behaviours.

With the biggest shift happening in shoppers aged 35 and above, it poses 
questions for high street retailers who have perhaps relied on older demo-
graphics for footfall. A rethink may be necessary in terms of how the 
in-store experience can complement, rather than compete with, online 
shopping — for example, with inspiration happening online and fulfilment 
and aftercare more suited to the physical store.

Window shopping is moving online
As the purchase journey changes, we’re seeing consumers move from 
searching for specific products online to seeking inspiration and ideas in 
the same space. Channels that retailers may have traditionally associated 
with the end of the purchase journey, such as search, are increasingly a 
place for discovery.
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Testament to this, generic searches are up across the board in myriad 
categories, from ‘best electric car’ (+80% year-on-year) to ‘vegan meals’ 
(+58% YoY).2,3 For retailers both big and small, it demonstrates the 
importance of showing up in these early points in the path to purchase 
and in using data and analytics to measure the impact of this activity.

This is especially true in assessing how store outcomes are affected by 
the investment that retailers put into reaching audiences in inspiration 
moments online. Engaging consumers through digital channels is an 
increasingly important tool for delivering in-store sales.

New brand loyalties are being formed
Our survey also shows that 1 in 4 clothing shoppers have bought from 
a new brand or retailer in the past year, and we see this same behaviour 
echoed across other categories, such as beauty and home.4

It’s clear that the pandemic has put past consumer loyalties to the test. 
In our survey, 75% of womenswear and 82% of menswear shoppers 
said they will continue to buy from these same new retailers over the 
next six months.5

As people spend more time online — and with more of a discovery 
mindset — there’s arguably never been a better time for challenger 
brands to make their mark. By investing in the most effective channels 
and using real-time consumer insights, such as Google Trends and the 
Rising Retail Categories tool, these brands can look to establish new, 
long-standing loyalties.

A seamless omnichannel experience is 
essential, starting with mobile 
As consumers increasingly move between different retail touchpoints, 
both on and offline, a seamless omnichannel experience is only going 
to become more vital. 

Nowhere is this need to meet rising consumer expectations, and provide 
a faultless user experience, more keenly felt than on mobile. During the 
past year, mobile usage has surged, with retail apps in particular showing 
significant growth.6 Failing to meet customer expectations here can be 
costly, with a one-second delay in mobile load times impacting conversion 
rates by up to 20%.7

For a successful mobile-first transformation, there are plenty of leaders 
to look to in the field. And, for those navigating the all-too-frequent 
corporate hurdles that arise when prioritising mobile, we have a Google 
handbook to help.

A retailer’s purpose has never been more 
important
The pandemic has triggered many consumers to reevaluate their relation-
ship with brands, leading to prioritisation of those that more closely align 
with their own beliefs and values.

Case in point: global search interest has increased over the past year for 
terms such as ‘sustainability,’ ‘ethical brands’ and ‘Black-owned businesses’. 
As Nishma Robb, brand and reputation marketing director at Google UK, 
recently said, this is “a powerful indication that people are seeking to 
drive change, not just through campaigning but in the decisions they 
make as consumers”.

For retailers and brands, it is a huge positive to define a purpose that 
goes beyond making a profit. It not only creates an opening to drive 
meaningful connection with consumers but also presents a powerful 
opportunity to shape the world we live in for the better.

Lucy Ferguson is Head of Content, UK Ads Marketing at Google. Find 
more retail and marketing insights on Think with Google, sign up for 
the newsletter to get insights straight to your inbox, and explore an 
array of free tools in the Digital Marketing Toolbox.

Lucy Ferguson

Sources
1. Google/Trinity McQueen, U.K., Shift in Shopping, n=1000 consumers 
per category, Jan 2021. 

2. Google Data, U.K., Jan—Dec 2018 vs. Jan—Dec 2019, All Branded 
Automotive Electric Searches Excluding Models. 

3. Google Trends, U.K., Jan 2019 vs. Jan 2020.

4-5. Google/Trinity McQueen, U.K., Shift in Shopping, n=1000 consumers 
per category, Jan 2021.

6. The State Of Mobile 2020, App Annie, 2020.

7. SOASTA, The State of Online Retail Performance, U.S., Apr 2017.
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David Frieberg
Vp Marketing
Planalytics

CONTEXT IS KING FOR  
DIGITAL MARKETING SUCCESS

Understanding a key ambi-
ent driver of consumer 
buying behaviour helps 

retailers generate better 
returns by targeting the right 
audience at the right time.

Retailers continue to pour an ever-greater 
share of their marketing budgets into digital 
alternatives in order to attract customers and 
capture sales. From email marketing to display 
advertising, from paid search to social media 
there is no shortage of options retailers can 
leverage to build awareness and encourage 
customers to visit websites and stores.  It has 
never been easier to reach out to potential 
shoppers.  It is also far too easy to squander 
budget by targeting consumers who are not in 
a buying frame of mind at a given time.

There are several avenues a retailer can pursue 
in an attempt to optimise the performance of 
their digital marketing activities. But, in the 
end, knowing when to spend and when not 
to spend, knowing what product to feature, 
knowing which markets and individuals will 
be most receptive to messaging are critical to 
increasing clicks and conversions.  “Context is 
King” when it comes to consumer spending and 
retailers with access to the right data-driven 
insights can dramatically improve their metrics 
and maximise their digital marketing budgets.

Contextually-based marketing can mean several 
things but one way retailers can view it is having 
an understanding of the immediate environment 
a consumer is facing and resulting mindset in 
regards to purchasing this creates.  Aligning 
advertising and marketing messaging to the 
particular needs, wants, and circumstances of 
one’s audience increases relevancy, improves 
customer experiences and brand image, and 
drives sales.  In a world where behavioural 
targeting and use of cookies is being more 
heavily restricted, there is a powerful contex-
tual driver retailers and brands should look to 
leverage – the weather.
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No other external variable influences consumer 
purchasing as immediately, frequently, and 
meaningfully as the weather.  However, mete-
orological data in a vacuum is not the same 

– nor nearly as useful and effective – as weath-
er-driven demand analytics.  Developed from 
detailed purchase data, weather-driven demand 
analytics put weather-related factors into a 
consumer context that accounts for regional, 
temporal, and demographic characteristics. 
Temperature triggers or similar approaches do 
not embody this critical consumer context. After 
all, a consumer reaction to 18◦ C is far from 
uniform as the answer is different in London 
than in Glasgow; different if it is March or July or 
October; and different across various products.

SUPERCHARGE SALES 
BY PROMOTING INTO 
FAVOURABLE WEATHER
One constant Planalytics has seen in our 
work with retailers and consumer brands is 
that campaigns that overlap with favourable, 
weather-induced demand leads to a larger 
than expected sales boost.  This “synergistic 
effect” emerges when marketing to audiences 
where the weather is creating demand and a 
product is highly relevant to them at that time. 
Marketing or advertising “in market” products 
leads to situations where sales were notably 
higher than the expected promotional lift and 
weather lift individually suggested.

For example, if a digital campaign for spring 
jackets has historically generated incremen-
tal sales of 15% and weather-driven demand 
metrics point to an additional 10% boost, a 
business may see 40% more in category sales. 
This additional 15% over the expected 25% lift 
(15% for promo and 10% for weather) is the 
synergistic effect of targeting an audience with 
a product message while a weather “tailwind” 
is also contributing to demand.

The old adage of “make hay whilst the sun is 
shining” definitely applies and businesses should 
utilise weather-driven demand analytics to take 
advantage of opportunities where this syner-
gistic effect can inflate performance results.

Conversely, retailers should view negative 
weather backdrops as opportunities to delay 
campaigns, save budget for another time, or 
shift spend to different markets or products. 
Reaching out to consumers who are not “in 
market” for particular items is very likely to 
be wasted spend that produces disappointing 
results.

USING WEATHER IN CONTEXT 
GETS RESULTS
Optimising digital marketing campaigns 
becomes easier once retailers have access 
to demand insights that have translated the 
complex market-by-market, time of year, demo-
graphic, and product-specific interactions of 
weather and consumer purchasing.  The fol-
lowing examples highlight some of the benefits 
businesses have seen when marketing with 
weather-driven demand analytics.

• Website Optimisation:  A clothing brand 
featured men’s t-shirts on the homepage 
for customers in a specific region as 
warmer spring weather finally arrived in 
May (weather “headwinds” depressed 
sales in March and April). The favourable 
weather combined with the featured 
items took advantage of pent-up demand 
and these products saw more than a 
250% increase over the prior period.  

• Email Marketing:  A restaurant chain 
decided to email customers in select 
cities a “come in from the cold” message 
promoting specialty hot coffee drinks 
(without a coupon or incentive). Tens of 
thousands of incremental units were sold 

– in a single day! – versus the control 
group in the same cities that received a 
general company branding message

• Digital Advertising:  A retailer ran a 
variety of social media adverts using 
personalisation based on previous 
outdoor product customers and other 
audience selection criteria. All campaigns 
generated additional ROAS (return on 
advertising spend) but the campaigns 
that used weather-driven demand ana-
lytics to target products to promote by 
location and week saw ROAS increases 
that were 3 to 4 times the gains captured 
with traditional cookie-based behavioral 
targeting.

Weather-informed demand analytics offer a 
proven way to increase digital marketing effec-
tiveness and capture market share by putting 
relevant content in front of consumers that 
are more likely to buy. With privacy concerns 
and major platforms eliminating much of the 
cookie-based targeting options advertisers 
have relied on heavily for years, understanding 
the weather’s role in creating and destroying 
demand on a day-to-day basis could be exactly 
the tool businesses need to add to their digital 
marketing toolbox.

David Frieberg
dfrieberg@planalytics.com
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Consumers are increas-
ingly demanding  
control of their data 

and its ethical use

The inventor of the world wide web has a 
startup. Sir Tim Berners-Lee’s company Inrupt 
has launched Solid, a platform for giving con-
sumers control over their data. Solid keeps user 
data in a secure locker, or pod, and access can 
be granted or revoked as needed.

This means consumers need never input data 
twice for different services, merely grant access 
to their Solid data pod. It cuts down on misuse 
of data as information is stored privately by the 
user. Sir Tim has persuaded the BBC, NHS and 
NatWest bank to explore his concept.

Olly Bray, senior partner at law firm RPC and 
noted tech commentator, says we’ve hit a 
turning point. “Data privacy is arguably the 
hottest topic in retail right now. Consumers 
are shopping around to find brands that take 
data seriously. It’s a huge opportunity for those 
who get it right”, he says.

In retail, Marks & Spencer is a pioneer. It 
publishes all data policies in plain English. It 
enhances the brand’s mission to be a friend 
of the consumer. In the tech world, graphics 
card maker Nvidia operates a policy of total 
clarity. “We promise to protect your privacy. We 
only collect personal data to make or improve our 
products, or if you give us permission. We never 
sell your data,” the company says.

The issue is magnified with the forthcoming 
European Union ePrivacy Regulation. “It’s the 
sister legislation to the General Data Protection 
Regulation”, explains Karen Hendy, co-head 
of retail at RPC. “The text is still being agreed. 
The aim is to add protections for personal data 
in electronic communications. All brands will 
need to review their data processes to ensure 
they are compliant”.

The UK’s position post Brexit is uncertain, but 
in order to maintain the adequacy decision for 
UK data flows that the EU is in the process of 
finalising, there will be some pressure on the UK 
to maintain an equivalent regime on ePrivacy.

“This is an opportunity for brands to stand out”. 
says Bray. “My own family is now making retail 
choices based on the ethics of brands. We 
switched to the Mindful Chef food delivery 
service because it donates a school meal to a 
child in poverty for every meal purchased. The 
packaging is recyclable. Data privacy is part of 
that ethical proposition”.

Furthermore, even before innovations like Solid 
gain wide adoption, consumers are being armed 
with tools to exercise greater control over data 
collection and use.

“At the end of last year more than 500 million 
people used mobile browsers that block ads by 
default”, says Bray. “Google is phasing out third-
party cookies in its Chrome browser. Apple is 
making privacy the default across its products. 
And  consumers are putting good privacy prac-
tices at the heart of their brand engagement 
decisions. This increase in consumer awareness 
is driving change in the way online services and 
connected devices are designed”. The good 
news is brands that build trust with consumers 
will prosper. They’ll build loyalty and enjoy 
access to the data they require to develop 
products and market effectively.

Bray puts it like this: “The only way brands will 
be able to meaningfully interact with consumers 
in the future is by building trust through trans-
parency, human-centred design and ethical data 
use. We are working with our clients so they can 
take the lead on the issue. Crack this and your 
customers should be with you for life. Ignore it 
and they’ll leave you for dust”.

To find out more please visit rpc.co.uk/retail

Karen Hendy
Co-Head of Retail, RPC
karen.hendy@rpc.co.uk
+44 20 3060 6051

Oliver Bray
Senior Partner, RPC
oliver.bray@rpc.co.uk
+44 20 3060 6277

Karen Hendy
Co-Head of Retail
RPC

Oliver Bray
Senior Partner
RPC

DATA AND THE TRUST BAROMETER  
- THE NEW FRONTLINE OF RETAIL

Consumers are putting 
good privacy practices  
at the heart of their brand 
engagement decisions”.‘‘

The appeal is obvious. Consumers are deeply 
concerned by data use and abuse. Protecting 
data is the new frontline of retail. Brands that 
fail to inspire trust are being abandoned.

A worldwide survey found a third have already 
switched brands for data privacy reasons. 
Deloitte found 98 per cent of UK consumers 
are concerned by the way online brands use 
personal data. A further 85 per cent will avoid 
a brand if their data is not secure.

This article was originally featured in Raconteur’s 'The Future of Retail' report, published in The Times on 30 November 2020.
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Unified Objectives 
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Connected Consumer
Stores as Markets

Store Objectives 
Inventory In-store
Pjysical Consumer
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Inventory in DC, WHS 

Online Consumer

OMNICHANNEL RETAIL 
(POST PANDEMIC)

Unified Brand | Unified Channels

traditional retail
(pre-PANDEMIC)

Separate Entities | Competing Channels

PHYSICAL
CHANNEL

PHYSICAL
CHANNEL

digitAL
CHANNEL

digitAL
CHANNEL

Dave Loat 
President
StoreForce

MARRYING PHYSICAL AND DIGITAL  
POST-PANDEMIC A NEW RETAIL ERA

COVID-19 has changed retail significantly 
and all signs indicate that some of these 
changes are here to stay. Despite this, the 

pandemic has provided new opportunities for 
retailers to embrace change and accelerate 
their omnichannel strategies.

One key change lies in the expanded role of stores in digital transactions 
– including Ship from Store, Click & Collect, and Kerbside Pickup. So, while 
stores have been challenged to drive sales in sanitised environments 
with capacity limitations, we have layered in a whole series of new 
activities. Optimising labour spend to incorporate these expanded digital 
activities, as well as accurately forecasting and scheduling them, has 
become critical. The goal, however, remains as before. Thrill customers 
by delivering the best possible brand experience and service.

Physical and digital shopping have merged like never before. Creating 
blurred lines between channels. How we measure customer spend 
across channels will now be the ‘new normal’ in determining a brand’s 
overall performance. Understanding how consumer behaviours shift 
and acknowledging their shopping preferences and buying journeys 
will enable retailers to up their game by allowing them to make wise 
investments based on what consumers prefer.

Physical and Digital Pre & Post Pandemic
The logic is simple: connected consumers expect connected channels. 
Retailers need to be where their customers choose to shop, offering a 
seamless customer experience no matter what. Retail teams are adapting 
by starting to look at the total sales impact of their combined channels.

For years, these teams, whether offline or online, have been operating 
as separate entities. Each of them with different sales objectives, dif-
ferent inventories, and arguably, competing against each other for the 
same consumer. Historically, physical channels were only recognised by 
their day to day in-store sales. Conversely, e-commerce was available 
to serve and sell to their customers 24/7. Brick and mortar and online 
elements were not running as a single unified brand. The overall brand 
experience varied across channels, and sales efforts which may have 
started in-store but finished online were not factored at all into the 
store’s overall performance.

The changes we have seen in consumer behaviour over the last five 
years have accelerated since the onset of COVID-19. After the initial 
lockdown, stores continued to see historic drops in traffic, but the value 
of each customer entering a store had increased. 
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Continuing 
to measure 

each channel 
spearately often 
means the store 

only sees one 
piece of the 

story.
david loat

1. Measure market sales as hubs in order to view the performance 
occurring in a specific geographic area.

Retailers should apply the geographic location to every digital trans-
action, attribute it to a specific store, and credit the store for the 
efforts that have occurred in-store to support the online business.

2. Understand stores’ available capacity.

How much available staff capacity does each store have in their base 
hours plan to support tasks created from digital demands such as 
online chat requests or ship from store? Retailers can better utilise 
their labour in times where their associates are less busy serving 
customers – being able to accurately predict future available capacity 
allows a retailer to optimise spend and reduces the need to fund 
these growing activities with net new spend.

3. Encourage employee engagement across the retail estate  
by analysing who the best performers are overall.

Retailers must aim to have their best people working for them at 
their peak hours. Recognising their overall contribution is critical to 
retain their top performers.

Think of it this way – your physical store remains your most important 
brand touchpoint, and it influences your customers spend across all 
channels. As raw traffic numbers decline, and the ‘pure’ brick & mortar 
sales evolve into digital transactions, sharing only your physical store 
results with store and field leaders will make them think you are going 
out of business – when exactly the opposite is true!

By measuring sales by channel within a market area, you can see the 
percentage of sales being generated by both channels. You can also ana-
lyse if overall comp sales within a market area are growing. Continuing 
to measure each separately does not provide the insights to understand 
if a market area is growing or shrinking, and often means the store 
only sees one piece of the story. To truly win at omnichannel you need 
the stores to embrace it and encourage seamless shopping for their 
customers. By removing the channel divide, you eliminate the internal 
competition that is holding your business back.

storeforcesolutions.com/eu/

linkedin.com/company/storeforcesolutions

storeforcesolutions.com/eu/contact-us/

Dave Loat

The Right Way to Experience a Brand: 
Converging Physical and Digital
Retail executives need real-time visibility of their omnichannel per-
formance to understand how their customers are spending and what 
their holistic buying journey looks like. Digitally native retailers quickly 
understood the need for physical stores and the important role they 
play within a market. They started measuring how their new footprint 
affected their e-commerce sales by regions and vice versa. They have 
acknowledged the ever-evolving needs of today’s consumer and that 
the real value stores bring to their business goes far beyond traditional 
brick & mortar retail.

‘Stores as Markets’ Is Here to Stay
At StoreForce we refer to the convergence of physical and digital chan-
nels as ‘Stores as Markets’. ‘Stores as Markets’ reflects the opportunity 
to measure the influence that physical locations have within a trading 
area and, therefore, the overall success of a retailer’s brand. Ship from 
Store, click & collect, and kerbside transactions impact store operations 
in areas such as staffing, non-selling activities, or labour hours allocated.

In a recent interview Chris Noble, Managing Director StoreForce Europe, 
highlights the need of having a ‘Stores as Markets’ strategy. He suggests 
three key things retailers should keep in mind when creating their own 

‘Stores as Markets’ strategy:
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WHAT ARE THE EXCITING OPPORTUNITIES 
AWAITING RETAILERS?

RETAIL IN THE ROARING 2020’S - EXPLORE WHY 
NOW’S THE TIME TO EXPERIMENT WITH YOUR 
RETAIL ESTATE AND SEMI-PERMENT STORES

There has never been so much opportunity the retail market for retail-
ers (new and established), to test and learn via the semi-permanent 
retailing space.  Post lock-down, consumers are craving a deeper and 
more emotional relationship with brands – this can sometimes only be 
delivered through physical retail stores.  As retail brands adjust to a new 
symbiotic existence with online purchasing, both channels will become 
increasingly harmonised.

So what is our definition  
of a semi-permanent store? 
As the role of the retail store is evolving, successful and progressive 
retailers are defining a new era of agile retailing – meaning shorter and 
more flexible commitments, modular and adaptable builds, as well as 
experiential and entertainment-led retail concepts.  As a result of this 
we have seen stores being designed, built and opened in a matter of 
days, not months; and knocking zero’s off - and this fundamental shift 
is liberating and exciting, but also enabling for whom retail stores may 
have previously been a commitment too far.    

These modern shopping spaces act collectively as centres of omnichannel 
consumer excellence, showrooming hubs for product demonstration or 
as classic marketing, raising brand awareness.  Often centred in the heart 
of urban communities, these store doors are enticing new and previously 
untapped customers, strategically placed in an area you may have been 
previously unable to trade in.  Suzanne Harlow Ex-CEO of Jack Wills 
recently noted that;  ‘Pop-ups were some of our most profitable stores, 
they are a great opportunity to get some trialling and testing done.’

Marcus Fox
Group Managing Director
iD 

Semi-permanent stores will drive inno-
vation and accessibility into retailing 
- allowing more brands to test, learn  
and improve”.‘‘

What are the main components of 
successful semi-permanent stores?

Location

Covid-19 has seen the retail landscape fundamentally disrupted, prop-
erty once considered a premium (with a price tag to match) is suddenly 
less desirable or no longer tenable.  As Gartner states, ‘Post-pandemic, 
over 40% of workers are likely to work remotely at least some of the 
time.’  It is challenging for brands to determine the ‘right place to be’ 
with consumers in such unprecedented flux.

A semi-permanent store format can help bridge that gap, giving options to 
rapidly reassess locations; you could be in a seasonal holiday destination, 
or within a larger multi-brand space in collaboration with like-minded 
brands within your customers ecosystem. Savvy brand partnerships or 
sub-leasing opportunities take advantage of existing footfall to an area 
or product that already attracts your target customers.
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Reset your thinking about the entire retail 
operating model; flexibility & innovation 
must drive your strategy”.‘‘

Renegotiation

This shift has also shattered traditional leasing structures as we know 
them, the conversation now is to ask if you want to sign up for 6-months 
rather than 15 years.  There is a world of opportunity open to those 
who can think differently about their physical retail estate, even com-
pared to 18 months ago. Turnover rents, flexible lease terms, rates 
attribution – are all negotiable possibilities for those prepared to hold 
their own in the process.

Purpose

The purpose of ‘the store’ has also completely changed. Retail stores 
are no longer just about a transactional experience.  In fact, in many 
cases they aren;’t about transacting at all! Despite the industry broadly 
recognising the importance in creating something ‘more’ for their cus-
tomers – an experience, a memory, a shareable moment – it still fails 
to think of a physical store as advertising. An often-key oversight is the 
lack of recognition for stores’ value as a driver of online sales, and we 
have already seen the uplift of online sales by up to 30% in catchment 
areas when a brand has opened a new store.  Accenture, recently gave 
brief explanation as to why;  ‘From baby boomers though Gen Z’ers 
to today’s millennials, 41% of all three groups practice showrooming.”  

Epsom have reported that ‘65% of UK consumers would change their 
shopping behaviour if retail outlets were more experiential.’ 

The average dwell time for a consumer in an experiential format is 13 
minutes, which is 300 times longer than for a piece of digital content. 
Imagine, CMO’s of the UK, what you can do with 13 uninterrupted 
minutes of consumer attention…  Creating an experience is particularly 
effective in driving brand discovery and consideration. When a store 
environment is both immersive, playful and put the customers’ needs 
first, with commercial value attained as a consequence rather than the 
primary driver, they fast become a huge profit driver.  

The New Employee

Front of house employees see your customers every day; tap into 
their insights and perspectives to help design experiences that your 
customers really want.

More urgently, retailers need to upheave the traditional ‘transactional 
sales’ role to ‘cast member,’ with everyone playing their part in a show 
intended to delight the customer and demonstrate products in a fun and 
physical way.  That’s a totally different skillset and requires a different 
attraction, training and management strategy. Your team are brand 
ambassadors and need the space and training to do so.   Remember, 
exceptional service is not the same as experience; they are both essential, 
but one is expected, the other is anticipated.

Grab The Agile Retail Opportunity

Re-frame the thinking about your entire retail operating model; flexibility 
and innovation must drive your strategy  Semi permanent stores allow 
you explore the wondrous opportunities for retail in 2021.

Challenge your business to see stores as way more than profit / loss 
centres - the store P&L is too simplistic to measure the true advertising 
value of your physical stores, driving both instore and online sales.

Established brands with a footprint of physical retails stores should be 
thinking about portfolio diversification – considering additional, agile, 
or responsive spaces.  

Online brands should be thinking about how to enter the physical retail 
space at the best possible moment (now!) and how to do so without the 
trials and tribulations of those who came before

Semi-permanent stores should become the normal extension of your 
omni-channel offering; we believe that incumbency, and reluctance 
to unbalance an existing estate is no reason to accept inflexibility for 
the future.  

Marcus Fox
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Dr Tim Denison
Head of Retail Analytics and Insights 
Ipsos 

CREATING CONSUMER-CONFIDENT 
EXPERIENCES

How can retailers reas-
sure their customers that 
they’ll be able to have 

a safe shopping experience 
in-store this spring?

As non-essential shops opened their doors 
again, 12 April 2021 was a landmark moment 
for UK retailers. This isn’t the first time that 
industry has celebrated a physical reopen-
ing following months of national restrictions. 
However, according to the Government’s new 
roadmap, it could now mark the true rebirth 
of bricks and mortar retail as many hope the 
previously see-sawing restrictions are now 
coming to an end. 

While the stay at home order has been lifted, 
the ongoing social and legal repercussions of 
Covid-19 are going to be long term. Many are 
excited to return to ‘normality’, but it’s impor-
tant to consider the anxieties that people may 
have before they feel comfortable heading 
to a physical shop. In a recent Ipsos poll, the 
majority of respondents in 12 out of 14 major 
countries said that if businesses are allowed 
to reopen, they would still be nervous about 
leaving their homes. 

Despite the advances in online shopping, retail-
ers know that customers are drawn to in-store 
shopping for its social nature, as well as the 
storytelling and emotional experiences they 
can provide. Often, a shopping trip can mark 
a big moment, such as choosing decorations 
for a first home, finding a gift for a loved one 
or simply catching up with friends - something 
which in this climate, has huge importance. 

When comparing the cautious retail reopening 
last summer to the well-received resumption 
last winter, this spring has huge ‘bounce back’ 
potential, supported by the added confidence 
of the speedy vaccination roll out. To succeed, 
retailers must deliver a safe, responsible envi-
ronment for customers and staff, complying 
with industry and Government standards 
without compromising on service or those 
special moments. 

Short-term investment for 
a long-term future 
While lots of retailers, staff and customers are 
now well-versed with the required social dis-
tancing and queueing procedures, it’s important 
to not become complacent. Invest in tools that 
communicate safety practices and messaging 
effectively to instil confidence when visiting 
your store. 

By now, every shop should have measures in 
place to provide a clean browsing and working 
environment. New Government guidelines 
published on 1 April have created additional 
considerations for retailers to ensure that store 
teams and customers are adhering to the appro-
priate measures. The additional information 
included new advice on operating fitting rooms 
safely, as well as ventilation and tests. 

Failure to adhere to the latest guidelines could 
see consumer confidence dip at a time when 
stores need to create the most welcoming 
environment for shoppers. As retailers adapt 
to the latest guidance over the coming months, 
ensuring a specialist auditor - including our own 
at Ipsos - has checked that stores are meeting 
best practice, is a sensible measure to apply 
good governance in this space. 

Social distancing and occupancy levels will 
continue to be a priority for the sector, both 
on the shop floor as well as warehouses and 
staff-only spaces, and it is vital retailers follow 
the guidance from the BRC and USDAW. Live 
occupancy counter technology can give man-
agement peace of mind that stores are operating 
within a safe threshold and enabling them to 
restrict entry if needed. These guidelines are 
likely to be in place for some time to come, so 
should not be seen as a short-term investment. 

Developing an efficient and streamlined shop-
ping experience will continue to become more 
important, building on the success of click-
and-collect seen throughout lockdown. With 
click-and-collect services now allowed in-store, 
now is the time to consider using embedded 
technology to provide more information, such 
as QR codes or even motion detectors that can 
offer new and exciting experiences. Where 
previously high-touchpoint areas may have 
provided that ‘wow’ moment for shoppers, 

explore creative alternatives - such as touchless 
responsive bars - that entertain and reassure 
shoppers. 

Emotional considerations 
for a ‘consumer confident’ 
journey
Many months have passed since shoppers 
were last able to browse in-store, and some 
particularly vulnerable customers could be 
stepping out for the first time in over a year. 
Ensuring every visitor feels safe and secure is 
always a key part of the shopping experience, 
but now there are new challenges to overcome 
to create a comfortable environment amid the 
uncertainty. 

Our recent Ipsos Views publication focussed on 
the effects of wearing a face covering in-store. 
This has undoubtedly changed the way cus-
tomer experiences are delivered. We wanted 
to explore how strong customer relationships 
could still be fostered. 

Face perception is important for emotional 
recognition - this means that ‘serving with a 
smile’ is no longer enough for staff who want to 
create a welcoming experience. While research 
has found that emotions such as happiness 
were harder, though not impossible, to iden-
tify on people wearing a mask, anger was the 
least impacted in terms of perception. This is 
key for staff who need to identify unhappy 
customers, but also holds as a reminder that 
even if the face is hidden, employees need to 
remain professional, even when placed under 
additional stress. 

Clear communication is key 
Build upon any existing customer care training 
with new, clear policies on how customers 
should be treated and guidance for staff who 
interact with them. Other internal changes 
should include alerts and action taken for safety 
protocol infringements to protect your custom-
ers. To safeguard staff, develop direct safety 
alerts and procedures should any threatening 
behaviour occur such as resistance to following 
guidelines or putting other shoppers at risk.  
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While lots of retailers, staff and customers are now well-versed with the required social dis-
tancing and queueing procedures, it’s important to not become complacent”.‘‘

Direct your messaging and marketing in store 
and online to clearly communicate and reinforce 
your message of trust and social responsibility. 
If you’ve invested in auditing to showcase your 
compliance, or standards of occupancy and 
hygiene, display it somewhere that customers 
can see it. These steps can bolster a harmonious 
relationship with shoppers, reinforcing trust 
despite the reduced emotional connection. 

In the US, government inspectors have recog-
nised the impact of social distancing features 
which form part of retailers’ customer counting 
solutions. These tools not only help to keep 
shoppers safe, but can give individual stores 
the ability to manage occupancy, as well as 
enabling strategic decision making around store 
improvement. 

Test-and-learn to success  
The physical shopping experience is always 
developing yet now, overarching cultural, emo-
tional and regulatory shifts are set to elevate the 
status quo even higher. In an era of uncertainty, 
developing core industry standards is essential 
to move the sector forward. 

Monitor and report on progress to build 
confidence, but don’t delay from adopting a 
test-and-learn approach that moves with the 
times and in rhythm with the customer. Be 
as transparent as possible in sharing results, 
identifying successes and where things need 
to be challenged. 

With these steps, it’s possible to create and 
communicate a ‘consumer-confident’ expe-
rience that reflects responsible retailing in 
practice and provides reassurance to shoppers, 
your staff and the sector as a whole. 

For more information about Ipsos’ services and 
solutions, visit www.ipsos-retailperformance.com

Dr Tim Denison
ipsos.com/en
Tim.Denison@ipsos.com

In an era of uncertainty, 
developing core industry 
standards is essential to 
move the sector forward.  
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Candice Ohandjanian
UK Retail Director
Quadient

ABANDONMENT ISSUES

Can retailers drive more 
footfall to stores and 
still minimise queues?

To encourage customers back into stores many 
retailers are rapidly adjusting their business 
models to multichannel, with offerings such 
as click and collect. However, when customers 
collecting orders merge with shoppers making 
purchases, queues can quickly form. And no 
customer wants to endure an extended wait 
at the checkout.

Retailers understand the importance of stream-
lining the customer experience both online 
and in store. Just like a slow eCommerce site 
may deter shoppers from completing their 
order, a long queue in store creates a barrier 
to purchase which can rapidly lead to queue 
abandonment. In fact, according to 2016 data, 
79 per cent of customers won’t wait longer 
than five minutes to pay.i All the effort that 
goes into getting customers through the door 
and ready to part with their money can be lost 
by the sight of a lengthy queue.

And lost sales quickly add up. If each outlet of 
a 200-store retailer loses 20 buyers a day, at 
an average purchase price of £39 a timeii the 
revenue loss can be over £50 million a year. 

If long queues are the 
problem, why not home 
delivery?
Home delivery presents a multitude of chal-
lenges for retailers. A drop in footfall is a big one, 
but deliveries are also expensive to facilitate. 
Customers just aren’t so willing to pay, so costs 
fall to the retailers.

Not only that, but the customer experience of 
home delivery can be mixed. Customers aren’t 
always in when delivery is attempted and if a 
redelivery is required, customer satisfaction 
goes down while retailers’ costs go up. 

Environmentally, deliveries contribute to traffic 
load. So much so, that a World Economic Forum 
report indicated that, in the world’s top 100 
cities, urban last mile delivery emissions are 

set to increase by over 30 per cent by 2030.iii  
Consumers are becoming more aware of the 
environmental impact of their choices and 
are increasingly demanding greener delivery 
options.

The rise of click and 
collect
Click and collect is growing in popularity as a 
means to fulfil the increasing number of online 
orders. In 2019, even before 2020’s in-store 
retail restrictions, click and collect was forecast 
to grow by over 45 per cent by 2023.iv  

Click and collect takes the uncertainty out of 
when goods will arrive for customers, together 
with the jeopardy of whether they will be in 
to receive them. What’s more, once in store, 
customers are likely to browse other items, 
generating further sales opportunities. This 
can be a lucrative revenue stream - one review 
of ten UK retailers revealed that 41 per cent 
of shoppers made additional purchases while 
in store for click and collect.v  

There are benefits, therefore, for customers 
and retailers but click and collect requires suf-
ficient infrastructure if it is to complement, not 
detract from, shoppers’ in-store experience and 
generate, not substitute, revenues. 

The solution: parcel 
lockers for click and 
collect
• Goods placed in lockers at the store 

• Customers notified with unique codes

• Customers retrieve parcels

The key to successful click and collect is to 
optimise collections and the in-store purchasing 
experience. It just takes separating the two 
sets of customers. Buyers need to pay; they 
may even have a query that requires a sales 
assistant. Click and collect shoppers don’t have 
these needs. Their priorities are for speed and 
convenience. 

This is where investing in smart technology can 
help save sales and increase customer loyalty. 
Customers collecting can be efficiently served 
by electronic parcel lockers which automate the 
process; securely holding goods until customers 
retrieve them. Sales assistants aren’t part of the 
process and the burden on queues is reduced 
because collecting customers self-serve. 

Lockers can be inside or outside stores accord-
ing to preference and to satisfy the need for 
out-of-hours collection. They are ideal for sup-
porting 1-hour and same-day collect. 

A positive click and collect experience, facili-
tated by parcel lockers: 

• Takes customers collecting out of 
checkout queues to reduce queue aban-
donment and negative impact on sales

• Increases customer satisfaction for both 
collections and in-store purchases

• Provides a safe in-store experience 
through reduced face-to-face contact

• Frees-up staff from collections to focus 
on sales.

A retailer’s experience
For home improvement retailer Lowe’s, lockers 
provide a convenient way for customers to 
collect same-day online orders at times that suit 
them, without the need for face-to-face service. 

Joe McFarland, Lowe’s Executive VP of stores, 
said: “Our No. 1 priority is making sure we are 
keeping things safe for our associates and cus-
tomers while continuing to provide additional 
options to make it even easier to shop with us. 

“With more than 60 per cent of online orders 
picked up in our stores, this gives our customers 
one more option and the added convenience 
and flexibility to control how and when they 
get that order.”

For more information visit quadient.co.uk 
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Candice Ohandjanian
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This is a significant step in  
our relentless efforts to  

create a fast and frictionless  
shopping experience.
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Buy-now-pay-later: 
Authorisation and 
compliance implications
BNPL is largely unregulated in the UK. This 
means that many BNPL providers haven’t 
needed to be FCA authorised or to follow 
consumer credit conduct rules. In these cases, 
retail partners have not needed authorisation 
or to follow these rules to offer BNPL.

This is going to change for products with  
all of these features:

• credit is repayable within 12 months;

• there’s a maximum of 12 repayments; 
and

• no interest or other charges apply if 
customers repay on time.

BNPL providers will need to become FCA 
authorised if they aren’t already. This is a lengthy 
process and regulation will govern customer 
interactions and business processes.

It is likely that retailers offering BNPL – although 
it is from a third party – will also need to be 
licensed. “Introducing” regulated credit requires 
an FCA authorisation. Retailers would have to 
comply with conduct rules as “credit brokers”. 
Alternatively, it may be possible to operate under 
the umbrella of a BNPL’s own authorisation as 
an “appointed representative”. Risk frameworks 
would need implementing to do this.

Sophie Lessar 
Partner
DLA Piper

BUY-NOW-PAY LATER AND CONSUMER  
CREDIT REGULATION IS CHANGING 

Buy-now-pay-later is 
becoming regulated which 
will affect retailers and 

all  lending business needs to 
plan for wider rule updates.

The FCA, which regulates UK financial services, 
has announced plans to overhaul UK consumer 
credit regulation. Shifts to digital channels 
underpin these changes.

Buy-now-pay-later (BNPL), will be regulated, 
where it largely isn’t at the moment, impacting 
retailers.

Those already offering credit must also prepare 
for other changes the FCA is planning, whether 
the credit is an in-house or third party product. 

The regulator emphasises the growth of digital 
lending and how to ensure good customer out-
comes. It is also focussing on how customers 
are treated when they get behind with their 
repayments. 

Change and innovation 
under review
The FCA has published a report on the findings 
of its review on change and innovation in the 
unsecured credit market. This focuses on:

• rapid growth in BNPL as an unregulated 
credit channel;

• consumer protection and potential harm, 
particularly in digital channels;

• challenges resulting from the COVID-
19 pandemic, especially affordability of 
credit and lending decisions.

Regulatory change is planned to address these 
concerns and reassure customers. The FCA 
intends to allow regulation to adapt more to 
changing customer habits, where some rules 
are challenging to implement through digital 
platforms.

BNPL: Should we get 
authorised? Can a part-
ner provide a regulatory 
umbrella? Would we 
need to comply with 
conduct rules?”.

‘‘

Customer forbearance 
and digitisation will be 
at the heart of changes. 
Benchmark current pro-
cesses across the credit 
product lifecycle”.

‘‘
Buy-now-pay-later: 
planning
Identifying the implications of these changes 
and planning for transition is important. Steps 
include:

• checking the impact of these proposals 
e.g. will a BNPL partner need to become 
authorised, and what this means for your 
own business;

• identifying authorisation and conduct 
implications, and how these affect the 
customer journey and processes behind-
the-scenes, timings for getting licensed 
and making systems changes;

• monitoring the regulatory proposals as 
more detail is published.

All regulated lending: 
lifecycle changes for 
business
The FCA is planning a shift in its regulatory 
stance for credit activity, including business 
it already regulates.

Lenders operating digitally have found aspects 
of the conduct rules challenging as they do not 
always suit digital channels and communica-
tion. This was raised in feedback to the FCA 
and has informed its approach, although it is 
also wary of digital exclusion. Monitor FCA 
plans to shift to “outcomes based regulation” 
in terms of changes to regulation and internal 
compliance processes.
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Consumer Credit
monitor, adapt, plan for regulation change

Innovation, digitalisation,  
rule change: Plan and adapt

Buy Now Pay Later  
(BNPL)

Digital design guidance

• Disclosure changes

• Customer outcomes

BNPL authorisatoin by FCA

• Checking/monitoring

• Own authorisation, or

• Acting as an appointed  
representative -  
contractual obligations

Conduct rules

• What applies

• Who to

• Regular scrutiny

• Contracts

Forbearance

• Lending decision processes

• Customer interactions/modelling

Customer outcomes

• Rule changes

• Customer protections

consumer
credit
reform

For those carrying out lending business, or 
credit broking, be aware of these proposals:

• Digitisation of customer credit journeys: 
The report emphasises the impor-
tance of informed decision-making by 
consumers. It recommends that the FCA 
puts in place guidance on digital design 
for consumer credit which focuses on 
good consumer outcomes and revises 
disclosure requirements to become more 
appropriate for the digital age. The FCA 
recognises that frictionless online jour-
neys can benefit some customers, but 
they may inadvertently exclude or create 
problems for certain types of consumer, 
including the vulnerable. 

• Forbearance: The report acknowledges 
that affordability assessments and 
effective forbearance can help to reduce 
harm where consumers have difficulties 
making repayments. The report recom-
mends that the FCA identifies how to 
improve the consistent application of 
forbearance, and how this is accurately 
reflected in credit information used for 
lending decisions.

• Outcomes-focused reform of con-
sumer credit regulation: In an area with 
a legacy and patchwork regulatory 
landscape, proposals focus on achieving 
a “healthy credit market”. A priority is to 
reform the legacy Consumer Credit Act 
1974  and move to more outcomes-fo-
cussed regulation. This needs careful 
monitoring to check its implications for 
regulated credit business practices.  

• Relending: The FCA is being asked to 
look at repeat lending and persistent 
debt. This includes exploring whether 
borrowers with repeat fixed-terms loans 
need more protection.

• Evolution away from EU rules: Recom-
mendations that the FCA look at 
whether rules can be adapted post-
Brexit are noteworthy. This might 
include a review of the effectiveness 
of disclosures such as the Annual 
Percentage Rate (APR) and the potential 
value in alternatives such as pound and 
pence credit cost disclosures.

Monitor and plan
Those offering or involved in consumer credit 
should monitor how these changes develop and 
may affect processes and compliance. Credit 
decisions, customer lifecycle and forbearance 
are all likely to need adapting. Interactions 
between the shopping and credit experiences 
will be key.

Next steps
The FCA and HMT will produce proposals for 
regulatory change. Formal public consultation 
will be part of the impact assessment before 
the changes take place. The FCA’s July business 
plan will contain more detail. 

More information about these changes and 
how to prepare are available here.

Sophie Lessar
dlapiper.com/en/uk/
Sophie.lessar@dlapiper.com
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MAXIMIZE VALUE, INCREASE PROFIT WITH SELF-
FUNDING RETAIL CONTRACT COMPLIANCE AUDITS 

James Albrecht
Vice President Audit Operations
PRGX 

Vijay Parekh
Director - Strategic Accounts 
PRGX

Maximise Value, Increase 
Profit with Self-Funding 
Retail GNFR Contract 

Compliance Audits 

Performing supplier contract “health checks” 
can help retailers increase revenue, improve pro-
cesses and enhance GNFR supplier relationships

Major retailers operate in a complex, constantly 
changing environment, with thousands of sup-
pliers and millions of transactions – and an 
ever-changing web of logistical challenges 
involved with suppliers who keep everything 
moving. 

As such, it’s difficult to constantly monitor 
whether each goods not for resale (GNFR) 
supplier contract is being executed properly, 
especially when employees are already jug-
gling dozens of balls at once. And, because 
tremendous amounts of time and effort go 
into negotiating supplier contracts, regular 
check-ins and verifications to ensure contracts 
are carried out as intended may not happen. 
Analysing these contracts can be a strong gov-
ernance tool – particularly when retailers lack 
the budget or bandwidth to independently and 
consistently analyse each supplier’s contract.

A self-funding GNFR contract compliance audit 
programme enables retailers to overcome these 
challenges and recoup a percentage of profit 
loss. At the same time, such a programme can 
identify systemic issues to mitigate future loss 
and enhance supplier relationships.

The following describes four ways retailers 
can secure maximum value from a self-funding 
GNFR contract compliance programme.

Start from the top
Use top-down programme alignment to define 
internal objectives for the programme and 
communicate this with senior management 
throughout the organisation. This includes 
clearly defining programme objectives followed 
by communicating them at every level to expand 
support beyond procurement.

It’s crucial to build strong governance, reporting 
and escalation processes into the programme so 
all parties are fully informed before settlement 
actions are taken. Educate stakeholders that 
while auditors expect to find errors, their focus 
is to develop a plan for realising future savings.

Having alignment with senior leadership, organ-
isation-wide, is the most effective management 
model, which helps realize the full potential of 
a contract compliance audit. 

Select a programme 
manager
The programme is much more likely to be suc-
cessful when it’s overseen by a programme 
manager who has sufficient bandwidth to con-
duct the audit effectively. If internal bandwidth 
is lacking, consider selecting an embedded 
professional programme manager from an 
audit partner to handle day-to-day project 
management.  

From day one, the audit team should be in close 
contact with the programme lead and report 
any roadblocks early. If an auditor identifies 
a systemic issue like ambiguous contract lan-
guage, communicating that broadly can help 
ensure the adoption of corrective actions as 
the programme grows.

Set clear expectations 
with suppliers
Embrace transparency by setting clear audit 
guidelines and expectations with suppliers to 
promote cooperation and faster claims pro-
cessing. At the same time, be sensitive to the 
concerns of key suppliers by reassuring them 
of the programme objectives. It’s important 
that suppliers do not view the audit as being 
done out of mistrust. 

In fact, make sure they understand a GNFR 
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MAXIMIZE VALUE, INCREASE PROFIT WITH SELF-
FUNDING RETAIL CONTRACT COMPLIANCE AUDITS 

contract compliance audit merely aims to ensure 
what was agreed by both parties is reflected 
in invoices. Let suppliers know that the audit 
is about embedding best practices, not inves-
tigating wrongdoing.

By positioning it as a health check that can 
identify gaps or misunderstandings in con-
tract language, or areas where both parties 
can benefit from process changes, a contract 
compliance audit can actually strengthen the 
retailer-supplier relationship.

Embrace change 
in contract audit 
methodology
Today’s contract compliance audits apply a 
methodology for reviewing supplier relation-
ships to verify they are in line with what’s been 
negotiated in contracts, including change orders 
and related documents.

Traditional audits focus on high-risk suppliers 
that sit in a category with a lot of spend, have 
complex contracts, or where prior known issues 
have been identified. In these cases, the audit 
focuses on drilling down into each supplier’s 
billing practice. 

The market is now demanding audits with more 
robust methodologies that shift the focus from 
reactive to preventive. They deliver everything 
a traditional audit does but aim to create sus-
tainable value by rooting out the causes of profit 
leakage and improving supplier relationships.

The potential value of a full, robust contract 
audit methodology is much higher than 
what historical recoveries alone can deliver. 
And increasingly, retailers are implementing 
self-funding audit programs, which simply 
means the budget for the process is reimbursed 
with cash recouped from recovered claims.

For instance, recoveries can accumulate in 
a central audit reserve, which acts as a joint 
investment between a retailer and its audit 
partner – ensuring both parties have a vested 
interest in success.

Using a self-funding project model to support 
a more robust audit methodology can provide 
budget flexibility and shift the focus of audits 
from retrospective to the future. Profit leakage 
is stopped before it happens, and relationships 
with suppliers run more smoothly.

Recover profit, improve 
supplier relationships
The phrase “You don’t know what you don’t 
know” rings true for retailers lacking a self-fund-
ing GNFR contract compliance audit programme. 
But those embracing one, particularly when 
selecting an experienced audit partner to do 
the heavy lifting, soon find out that money slips 
through the cracks when supplier contracts 
are left unchecked.

But once an audit takes place, and hundreds 
of thousands – even millions – of lost profit is 
recovered, these retailers benefit in the long run 
with more revenue in their pocket, improved 
processes going forward and strengthened 
supplier relationships to boot.

James Albrecht 
Jim.albrecht@prgx.com
1 (414) 405-8140

 

Vijay Parekh
Vijay.parekh@prgx.com
+44 (0) 7738 496337
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Shagun Varshney 
Senior Product Manager
Signifyd

A FIVE-POINT CHECKLIST  
FOR SEAMLESS SCA

It’s safe to say this past year or so has been 
a rollercoaster ride, with twists and turns 
that aren’t slowing down. With the pandemic 

and Brexit, we’ve all been kept on our socially 
distanced toes. And now — more changes are 
coming for retailers.

The latest challenge coming down the pike, for those in the UK, is the 
enforcement of Strong Customer Authentication (SCA). After much 
delay, it’s set to hit the UK shores on 14, September. So, how do retailers 
prepare themselves?

It’s not too late to get your SCA game on, so stick with us here. First off, 
The Payment Service Directive 2 (ie. PSD2) is a far-reaching payment 
regulation covering online transactions for businesses in the European 
Economic Area. The EU first passed SCA five years ago as part of PSD2 
to better protect customers and merchants from online fraud. Its original 
September 2019 enforcement date was pushed back while complications 
and kinks were ironed out. 

In short, SCA requires a stringent two-factor authentication to approve 
online transactions, which must be authenticated by two out of these three:

• Something the user knows - like a passcode

• Something they have - like a mobile phone

• And something the user is - fingerprints, facial recognition etc.

So how can UK brands and merchants prepare for the new regulatory 
environment? Here are five tips: 

1. Believe
You need to move from denial into action and develop a growth mind-
set. Enforcement of SCA is coming so it’s time to do what you need to 
do to get prepared. Mantras, meditation and graffiti around the house 

— enforcement is on the way! If you’re not prepared, you’ll be saying 
goodbye to good customers. 

2. Become a Ph.D in 3DS
Not all 3D Secure is created equally. Whilst EMVCo’s 3D Secure is the 
standard protocol to authenticate online credit and debit purchases, the 
version that many retailers use is not up to the task.

Version 1 of the backbone of SCA is leading to abandonment rates of 
25%-plus. Before SCA, these figures were in the single-digit percentages. 
Not to mention the long authentication process required — between one 
and two minutes — a long time in this instant world where people just 
aren’t prepared to wait. Customers also get frustrated with two-factor 
authentication and are prone to give up halfway through the process. 
In fact, 46.5% of consumers surveyed said they were somewhat or 
very likely to give up on a transaction requiring two-factor authentication, 
according to polling conducted for Signifyd by market researcher Upwave.

What’s needed is the upgraded 3D Secure 2.2. If you believe a transaction 
is exempt and your bank doesn’t, it allows for a soft decline or an appeal 
(which V.1 cannot do). V.2 is also mobile-ready — a key to conversion, 
given the huge number of orders placed on mobile. 

3. Mind your fraud rate 
3D Secure 2.2 can also much better accommodate exemp-
tions allowed by SCA. These can make the difference in 
whether SCA is a manageable aspect of your business. SCA relies on 
another abbreviation: TRA. TRA, or Transaction Risk Analysis, is your 
new best friend, as it allows for exemptions if you maintain very low 
fraud rates. 

With an exceedingly low fraud rate of .01% or below, low-risk pur-
chases under €500 are exempt; fraud rates of .06% and .13% will allow 
exemptions for low-risk purchases under €250 and €100 respectively. 

All this to say, if you keep your fraud rate low and if the vast majority of 
your transactions involve low order values, SCA might not affect you as 
much as you thought. Except ...

4. Get into your service provider’s business
TRA scrutinizes your payment service provider’s fraud rate as well 
as your own. Yes, your PSP needs to maintain the same low rates for 
you to take advantage of TRA. The PSP that handles your credit card 
transactions needs to take fraud as seriously as you do and you need 
to be on the same page. 

Exemptions can make the difference  
in whether SCA is a manageable aspect  
of your business”.‘‘
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So there you have it — implement these five key pointers as soon as 
you can and as best you can and you can keep on the right side of the 
changing legislation. It can be tricky, but keeping ahead of the game (or 
at least not falling behind) will mean you don’t fall foul of the regulation 
while still providing the most seamless SCA journey for your customers. 

Shagun Varhney, Signifyd Senior Product Manager, Payment Solutions, 
is a banking and payments expert with a deep knowledge of SCA  
regulation and its impact on commerce and commercial banking. 

Shagun Varshney
signifyd.com

You need to move from denial into action. 
SCA is coming. It’s time to do what you 
need to do”.‘‘

So it follows that, based on point No. 3, that your fraud rate is important 
and knowing what that is and how to affect it is paramount. The tricky 
juggling act comes with the fact that you don’t want to add friction 
to the buying experience in order to avoid fraud. Choose wisely, then, 
when selecting a fraud solution.  

5. Know where your customers  
    are coming from
Know thy customer. Or at least where they’re from. There’s such a thing 
as the curiously named “one leg out” exclusion. This is where, in order to 
be subject to SCA, the shopper’s card issuing bank and the merchant’s 
acquiring bank must both be in the European Economic Area. So if a 
large number of your transactions come from outside the EEA, it’s likely 
that those transactions are not subject to SCA and the new regulation 
may not impact you as much as first thought. You still need SCA for 
those orders not subject to this exclusion. 

how likely are you to give up on transactions  
that require to factor authentication?
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WHY AUTOMATED REFUNDS  
IS AUTOMATIC REVENUE

How the speed of refunds 
influences the customer 
experience, affecting  

costs and sales.

The expectations that today’s online shopper 
has seem more diverse and challenging than 
ever. With demand for speed and convenience 
ever increasing, and the landscape of digitized 
payments and new technologies expanding, it’s 
very difficult for merchants to keep up. Needless 
to say, some areas of your online business 
might be overlooked when it comes to revenue 
opportunities. Especially the refund process. 

While free returns are now commonplace, 
refunds have not kept pace. According to our 
most recent survey covering 10 major European 
markets, timely processing of refunds is a core 
factor affecting the customer’s checkout expe-
rience. Around 69% of shoppers report waiting 
four or more days to receive a refund and 36% 
wait over a week. Please allow me to explain 
why this slow refund process is hurting your 
business and how to turn it around. 

The sales opportunity  
of faster refunds
Faster refunds can impact sales since shoppers 
generally wait till their money is back in their 
bank account before making the next purchase.

• 73 % wait for their money to be 
refunded before making a new purchase 

• 52 % are willing to spend more if offered 
a faster refund, 

• In the UK this spikes to 58%

This behaviour is even more prevalent amongst 
millennials and Gen-Z’ers. What’s more, faster 
refunds can also create more sales value 
amongst this demographic since 57% of them 
are willing to shop more frequently with a store 
that offers faster refunds. 

Bear in mind, some markets may present better 
opportunities than others. Based on responses 
it’s clear that shoppers in countries like the 
Netherlands (67%), Norway (64%) and the UK 
(58%) would spend more at the same store 
that offered faster refunds. Only 51% of their 
German and 47% of Danish counterparts share 
that sentiment. 

Saving costs through 
faster refunds
Apart from the revenue opportunities from 
increased sales, faster refunds can also have 
a positive effect on operational costs. Slow 
refund processes cause shoppers to spend 
a lot of time contacting customer support 
asking when they’ll be reimbursed. In the same 
report we also surveyed merchants, with 25% 
of them saying that refund handling is one 
of their stiffest challenges. An average 27% 
of all customer calls are refund-related with 
some regions such as in the Baltics and the 
Nordics seeing considerably high rates. For 
UK merchants it constitutes nearly every fifth 
support call (19%). 

Across the board, consumers are becoming 
more and more intolerant of slow refunds. Over 
87% of consumers said they would call the mer-
chant to chase up a delayed refund, while 25% 
said they would call within the first three days 
to find out where their refund is. It’s clear that 
slow, manual refund processes are a drain on 
merchants’ resources and actively harms brand 
image. Automated, instant refunds present a 
real opportunity to reduce customer support 
costs. By shortening the time it takes for a 
refund to clear into a shopper’s account, they 
are far less likely to contact support. 

Automate your  
refund process
The thing about refunds through card payments 
is that it involves a chain of several different 
parties. Each one requires the money to move 
back and forth between shopper and merchant 
resulting in the former waiting up to 16 days 
to receive their refund. So, how can merchants 
inject speed into this process? 

Online Banking Payments offers a range of 
benefits to both consumers and merchants, 
including super fast, hassle-free refunds. 
However, only a ‘full-service’ provider that 
can initiate a returned payment via an API can 
power instant refunds and create an excel-
lent brand experience. Something that is vital 
in helping any online businesses survive an 
ultra-competitive environment.  

Trustly’s refund solution is automated; reducing 
the administrative costs in processing returns 
via check or manual bank transfer. Through 
satisfying an in-demand customer need, we 
also help strengthen your brand while saving 
costs and increasing sales value. 

For more on how Trustly can boost your refund 
process, visit trustly.com. Download our latest 
refund report here.

Ciaran O’Malley

73 % wait for their 
money to be refunded 
before making a new 
purchase”.

‘‘

 T H E  R E TA I L E R 4 0

https://www.trustly.net/merchants/ecommerce/report-how-the-pain-of-refunds-can-become-an-opportunity?utm_source=retailer&utm_medium=magazine&utm_campaign=Ecom_report_2021_3
https://www.trustly.net/merchants/ecommerce/report-how-the-pain-of-refunds-can-become-an-opportunity?utm_source=retailer&utm_medium=magazine&utm_campaign=Ecom_report_2021_3
https://www.trustly.net/merchants/ecommerce/report-how-the-pain-of-refunds-can-become-an-opportunity?utm_source=retailer&utm_medium=magazine&utm_campaign=Ecom_report_2021_3
https://www.trustly.net/merchants/ecommerce/report-how-the-pain-of-refunds-can-become-an-opportunity?utm_source=retailer&utm_medium=magazine&utm_campaign=Ecom_report_2021_3
https://trustly.com/
https://www.trustly.net/


58% of UK 
consumers 

would spend 
more if 

refunded  
faster.
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RETAIL AND FINTECH - A SUSTAINABLE 
COLLABORATION 

RETAIL SUSTAINABILITY 
STRATEGIES CANNOT 
BECOME REAL, UNTIL YOUR 

CUSTOMERS START SHOPPING 
SUSTAINABLY.

The issue of climate change is now centre stage, 
globally. The UK has committed to reduce 
greenhouse gas emissions by 68% by 2030, 
and will lead the COP26 climate summit this 
November in Glasgow. With challenging govern-
ment targets the retail sector must accelerate 
their sustainability roadmaps, engaging with 
consumers, old and new, to drive behaviour 
change. 

Meanwhile, consumers increasingly look for 
products and services that reflect their sus-
tainable values, as we become progressively 
aware of the impact of consumption on the 
planet. The recent pandemic has made this a 
priority. A Mckinsey & Company survey found 
that consumers became more engaged in sus-
tainability topics during Covid-19, with 88% of 
respondents believing that they should shop 
for products that reduce environmental impact.   

CONSCIOUS CONSUMERS  
AS A FORCE FOR GOOD 
There is a need for transparent collabora-
tion between retail and fintech, to help and 
incentivise consumers to shift spending habits, 
channelling everyday spending towards sustain-
able purchasing and reducing environmental 
impact, while supporting all brands and retailers 
on their sustainable journeys.   

 Can you empower individuals to become con-
scious consumers who use their financial power 
as a force for good? We believe that you can. 
Furthermore, we believe that with the right 
environment and incentives we can achieve 
mass consumer behaviour change. Individuals 
shop daily for food, clothes, household goods, 
cosmetics and services. Imagine if consumers 
made mindful spending choices that were better 
for the planet. Every transaction would become 
a climate action.  This would mean that retailers 
and consumers, together, could help to create 
a healthier planet. 

 For a long time, climate change has been inac-
cessible to most, something intangible, an issue 
that seemed far away, both in terms of time 
and physically. We have learned that to engage 
with communities, individuals must be able 
to think about the planet in relation to their 
own daily routines, we need to humanise the 
everyday act of consuming. If someone plants 
a tree every time they purchase groceries and 
clothes, knowing that trees enable us to breathe 
and live a healthier lifestyle, then that person 
is choosing to use their spending power as  
a force for good. 

 It’s not just about trees. We know conscious 
consumers are already motivated to choose sus-
tainable products. By creating a clear space and 
a voice for sustainable brands and by offering 
additional rewards for purchases made from 
these brands and retailers, those with planetary 
health commitments at the core of their busi-
ness models, there is an opportunity to turn 
more shoppers into conscious consumers. By 
rewarding people for their sustainable choices, 
the future is made of conscious consumers and 
revenue can be channelled back into supporting 
the retailers and brands who are driven by the 
same environmental and ethical goals.  

Evan Michaels
CEO and Co-Founder
HELPFUL

SHIFT EVERYDAY SPENDING 
TOWARDS SUSTAINABLE 
CHOICES  
The marriage of retail and fintech has the power 
to create a healthier planet. By changing our 
perspective and bridging the gap between 
retail and payments to drive sustainable living, 
financial data can empower both brand and 
consumer. By thinking and working collabo-
ratively, purpose and profit can sit on a more 
even keel and fintech and retail can reflect 
consumers who want their values, principles 
and lifestyles, mirrored in their spending habits, 
while also meeting climate targets, to build  
a better future. 

Collaboration must be inclusive. This responsi-
ble decision making extends beyond everyday 
food, clothing and lifestyle products to services 
and bigger lifestyle decisions, such as energy, 
homes, transport and travel, several of which 
form part of the government’s 10-point green 
plan. To achieve maximum impact, in terms of 
the planet and climate change goals, brands 
and retailers across the spectrum, from those 
at the start of their sustainable journey, to 
those with environmental and ethical values 
at the core, must work alongside each other. 

 By incentivising consumers to shift spending 
habits, everyday spending is channelled towards 
sustainable purchasing. Smart purchasing can 
not only track spending and trees planted, but 
it can support brand and retailer sustainability 
roadmaps, generate revenue for charities and 
report on overall behaviour change. Through 
a cooperative approach, data and insights can 
be shared, creating valuable partnerships that 
can accelerate climate goals. 

This will lead to business models, design and 
consumer choice driven further by sustainability, 
with a reduction in carbon emissions.  

Imagine if consumers made mindful spending choices that 
were better for the planet. Every transaction would become  
a climate action”.‘‘
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Shift everyday 
spending towards 

sustainable 
products and 

choices.  
SUSTAINABILITY AND CLIMATE 
ACTION ARE PERSONAL 
MATTERS 
We see a future of individuals empowered to 
reach their own net zero, not by offsetting their 
carbon but by reducing their environmental 
impact with their shopping and lifestyle choices, 
something that is currently inaccessible for most. 

The future must be collaborative for sus-
tainable goals to be achieved. Retailers and 
consumers empowered by data and evidenced 
based insights that drive sustainable behaviour 
change, can be a big part of this. 

HELPFUL reinvents financial inclusion by cre-
ating a payment solution that serves people’s 
passion for climate action and sustainability. 
We support brands and retailers’ sustainable 
journeys and empower consumers to create  
a healthier planet with their daily lifestyle 
choices. The HELPFUL Debit Mastercard will 
launch on World Environment Day in June 
2021, in partnership with Mastercard.
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CREATING CONNECTIONS WITH CONSUMERS

Marketing your responsible 
side: a differentiator for 
consumers

Marketing has always had a critical role in 
attracting and retaining customers, building 
brand and shaping product and service prop-
ositions. Shifts in consumer behaviour and 
expectations are now influencing not just what 
marketing does to grow your business, but how 
it does it to grow responsibly. Being responsible is 
increasingly a differentiator in a world of endless 
choice, transparency and consumer influence. 

The rise of the 
conscientious consumer
The rise of ethical consumerism over the 
last two decades has been matched by the 
development of ethical products and brands 

- in everything from food to fashion - where 
purpose, values and consideration for the 
environment and broader societal needs are 
increasingly drivers of choice. This growth 
of ‘responsible’ brands that align with con-
sumer values is likely to become even more 
mainstream according to PwC’s recent Global 
Consumer Insights Survey, which shows the rise of 
the ‘conscientious consumer’: a cohort of shop-
pers created during the pandemic who have 
changed their behaviour due to heightened 
health and safety concerns. 

These findings are mirrored in a recent PwC 
Research QuantiBus survey of 1,000 shoppers, 
where 86% said it is ‘quite important or very 
important’ to purchase from a retailer with 
strong company values and who is committed 
to doing the right thing. Almost one in four 
consumers now rank a company’s values and 
ethics commitment to doing the right thing 
above price and quality when making purchase 
decisions. As noteworthy, 75% of shoppers 
see a company’s values as ‘quite important or 
very important’ in influencing any decision to 
share additional personal data. 

This new group is willing to pay more for 
healthier, local and environmentally friendly 
options. It’s a trend we first highlighted back 
in May 2020, and one that continues to grow 
according to our latest Consumer Sentiment Survey. 
Their conscientiousness now extends to the 
environment and society at large, and their 
behaviours are unlikely to revert, even after 
safety concerns brought about by COVID-19 
subside. 

While being responsible or conscientious means 
different things to different brands, it must be 
much more than a positioning statement, 
compliance with accepted standards such as 
GDPR or supporting vulnerable or protected 
customers. Upholding these principles is of 
utmost importance, but a minimum requirement 
for a brand’s credibility. 

In a sector where shoppers no longer have to 
balance trade-offs between convenience, price, 
ethics and quality, responsibility is increasingly 
central to the value exchange between retailer 
and consumer, particularly when it comes  
to the use of data and personalisation.

Marketing for responsible 
growth
Retail marketing has historically been geared 
around using customer data to understand 
buying behaviours to improve performance:,of-
ten to promote more products at a higher value 
to more customers. For many retailers, that 
process might have included mining a wealth 
of  transactional, footfall and customer engage-
ment data to inform product promotion, pricing, 
display and merchandising that meets sales 
targets. While a degree of personalisation may 
provide more relevance, it isn’t necessarily 
always visible, obvious or what the customer 
wants. 

Marketing for responsible growth is about 
turning that on its head and using data in the 
customer’s best interests. While it must still 
include more ethical, transparent and thought-
ful targeting, as well as appropriate use of 
data, to be truly distinctive means much more  
than that. 
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Brands should look to differentiate themselves 
and drive loyalty by involving the customer in 
how they are targeted and engaged: helping 
them to understand consumption patterns, 
steering them towards products that are better 
for them, and away from those that are not. 
The PwC Research QuantiBus survey confirms 
76% of consumers want to buy from retailers 
who actively help them make better or healthier 
lifestyle choices, so this change in approach 
must be an explicit part of the relationship 
and brand. 

It’s an approach businesses such as GiffGaff 
have long championed, recommending custom-
ers change tariff if they are paying for more than 
they need. You only have to contrast the success 
of this approach against recent outcries against 
surge pricing models to see that consumers 
increasingly expect to benefit from the insight 
their needs and behaviours provide to brands. 

As the ‘zoom effect’ with at-home workers con-
tinues to drive more digital shopping behaviours 
after lockdown restrictions are lifted, it offers 
potential for online grocery retailers. The con-
venience of repeatable baskets, favourites and 
offers provided by previous transaction data 
should extend into more intelligent customer 
dialogues, capturing additional insights on 
wants and needs to support recommending 
relevant healthier choices, cheaper, more 
sustainable, lower-calorie alternatives or 
plant-based products. There’s a real oppor-
tunity here for innovative retailers to convert 
shopping insight into genuine personalisation and 
differentiated service. 

Ultimately, marketing for responsible 
growth is not just showing the products 
you think a customer wants, based on 
previous purchases. It’s using the insight 
and data you have - and are given - to 
improve experience and choices with 
their participation. Something that 
will ultimately inform better engage-
ment, more chances for innovation 
and stronger, more loyal customer 
relationships. 

Make consumers part 
of the process
Increasingly, we will expect the brands 
we trust to nudge us towards making 
better decisions: for ourselves, our 
community and society as a whole. 
They might reassure us that it’s okay 
to buy certain products at certain times, 
help offset other less sustainable pur-
chases, and suggest cheaper or healthier 
alternatives. In turn, brands that can 
establish trust and loyalty are likely to 
get deeper insights and data from those 
customers that become champions. 

Even greater trust and loyalty will then 
come from the responsible use of data. 
It will come from feeling known and 
understood by a brand and will be 
reinforced by experience: a seamless 
journey that delivers the right products 
and information to a customer when 
they want it, how they expect it and 
in a way that delights them and allays 
their fears. 

Those retailers that can make consumers part 
of the process and help them understand what 
they want - and deliver it to them - will put 
themselves in a strong position for the future. 

Tom Adams
+44 7889 654659
tom.j.adams@pwc.com
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