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CHAT

Write in the chat:
1. Your name 
2. Your company

HELLO!
WHO’S THERE?



Why consider growth when everybody speaks about crisis?
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COVID-19 is not the (only) reason.
It is a catalyst of a change that 

most likely would have happened 
anyway …

… a large part of the traditional 
retail business was in an 

unhealthy state already prior to 
COVID-19.

Overnight disruption in 
consumer behaviour and 
channel utilisation has 

pinpointed many weak points 
of traditional retailing ...

… the faster you adapt, the 
more likely you are to 

experience growth, and the 
better you will be prepared for 

post-COVID-19.

The response cannot only be focused on cost.

It needs to target how to engage and create value 
for consumers to win and sustain relevant SoW.

however and



OUR AMBITION WITH THIS SHORT WEBINAR IS TO BRING … 
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1 2 3

… relevant theory and best 
practice from Implement

with tangible actions. 

… a simple framework that can 
help you organise your ideas and 

actions.

… inspiration from what other 
retailers have done and what we 

believe works and what doesn’t work.
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GROW TOP-LINE
Increase customer centrism and intimacy, 
and grow the core customer base by being 

even more relevant than ever.

Webinar 1
21 April

ENSURE LIQUIDITY
Safeguard the market position of your retail 
business while being vigilant with cash and 

cost management.

Webinar 2
28 April

RETAIL CONSUMER
How have consumer dynamics and 

behaviour changed as a result of the 
COVID-19 period, and do we need to 
change our business model to stay 
relevant to the digital consumer?

Webinar 3
5 May

NEW NORMAL
Consider the changes to retail in a greater 
scope. What parameters will not change 

back to what they were pre-COVID-19, and 
how do you adapt to this?

Webinar 4
12 May

ONLINE PRICING
Online pricing is NOT just a race to the 

bottom. With the right segmentation, price 
plays and promotion strategy, you can be 
competitive, maintain growth and increase 

your margin.

Webinar 5
19 May

GROWTH STRATEGY
As we return to a new normal, how do we 
realign our where-to-play and how-to-win 

choices as well as understand the barriers 
we face to achieve both short-term and 

long-term growth.

Webinar 6
26 May

CHANGE THE GAME
Consider if now might be the time to win 

new customers or drive a new retail 
agenda that can improve your market 

position.

Webinar 7
2 June

PLANED WEBINARS…



… with opportunity to deep dive into a 1:1 sessions
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1:1 SESSIONS

Webinar 1 Webinar 2 Webinar 3 Webinar 4

Webinar 5 Webinar 6 Webinar 7



GROW TOP-LINE
Stay relevant, make it easy to decide to buy and remove practical barriers

Webinar 1

Engagement

Focus on the needs that matter the most to consumers – be 
relevant when and where your target consumers are 
spending time.

Fulfilment

Address the consumers’ delivery expectations, and extend 
the services beyond the actual transaction.

Conversion

Create a clear link from engagement to a relevant offering, 
and make it easy to make a “buy” decision.

Awareness

Create curiosity and attention on your offering that provides 
the consumers with ideas that can awake relevant needs.

10

Awareness



AWARENESS

ENGAGEMENT

CONVERSION

FULFILMENT

Observations

• +60% of consumers read reviews (or SoMe recommendations) prior to actually buying.
• Close to 50% of consumers show an interest in the availability of a given product prior to actually buying.

• Consumer conversion increases significantly as retailers remove practical barriers (friction) to buying.
• Digital sales have become more relevant, but winners make it easy for consumers to shift across 

channels.

• The majority of retailers offer an attractive variety of delivery models.
• Less than 20% of retailers enable their staff to address questions across fulfilment channels.
• Few retailers have established structured processes for customer dialogue beyond the actual transaction.

GROW TOP-LINE
It is about bringing as many potential consumers all the way through the sales journey

Source: IMPACT Omni-channel index; Deloitte, Implement analysis 11

• In a competitive marketplace or in disrupted times, as we are in now, retailers’ attention is on 
triggering NEW interest and curiosity in order to sustain or acquire new consumers.

• Less than 50% of retailers push coordinated email gathering activity despite the fact that 
(re-)activating existing consumers is one of the most profitable campaign activities.

Webinar 1



ENGAGEMENT
Focus on what matters the most to consumers 
– be relevant when and where your target 
consumers are spending time.

True connections and
communication
We need to be wholehearted and 
credible in our communication to 
consumers – especially in new 
channels and touchpoints.

Channels to new 
doors

Identify which new channels 
can lead to new attractive 
customer segments or open 
up for additional sales to 
existing customer.

Touchpoints from 
the outside-in

Identify and develop new 
touchpoints with consumers 
based on their needs/ 
preferences/behaviour 
(outside-in), and identify new 
touch-points outside own 
channels where you can 
engage customers

Products, services and 
beyond product

Re-focus assortment, revisit 
services and service levels 
and look beyond current 
offerings and pricing models.
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Channels to 
new doors

Touchpoints from the 
outside-in

Products, services and 
beyond product

True connections and
communication

13

ENGAGEMENT
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ENGAGEMENT
Channels to new doors

Matas has created an opportunity to move the dialogue into the customer’s living room. 
Matas uses live demo and on-screen purchase combined with parallel customer service support 

to answer potential customer questions during the video.
This is an example of engagement to build traffic with instant conversion to purchase. 
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ENGAGEMENT
Touchpoints from the outside-in

BabySam has opened their doors (physically and digitally) to individual care 
and product advisory outside of normal opening hours, 

addressing a wish and need to keep a safety distance for parents while still delivering a key differentiating experience. 
Using either digital meeting facilities or physical store settings to demo 

and fuel direct dialogue between parents and BabySam expert.
Engagement to sustain traffic with parallel brand building and instant conversion to purchase.. 
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ENGAGEMENT
Touchpoints from the outside-in

BabySam is also moving into other channels using Facebook Live, partnering with midwives to provide relevant advice 
and creating a link towards purchase of relevant products within own channels.
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ENGAGEMENT
Touchpoints from the outside-in

IKEA is tapping into the new micro-moments, which are currently part of a different everyday life –
coming up with solutions and tips and tricks for what to do …

… of cause with a relevant IKEA product for every occasion.
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ENGAGEMENT
Products, services and beyond product

For the first time in its +20 years existence, the gourmet restaurant Restaurationen is now offering takeaway. 
Restaurationen offers the same gourmet food quality as always but now as takeaway at a slightly lower price point 

and
with a “hotline” service if the final preparations at home become a challenge 

and 
with wine recommendations to match the food added to the basket at almost retail prices.
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https://www.elkjop.no/cms/live-shopping/live-shopping/

ENGAGEMENT
True connections and communication

Elgiganten has launched live shopping where you have an employee exclusively at your disposal 
to showcase products, provide advice and help you choose between different products within a category.

The customer books a timeslot on the website, participates in the live shopping
and will at the end receive an on-line basket for easy fulfilment.

https://www.elkjop.no/cms/live-shopping/live-shopping/


½

20
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https://www.elkjop.no/cms/live-shopping/live-shopping/

ENGAGEMENT
True connections and communication

https://www.elkjop.no/cms/live-shopping/live-shopping/


WHAT HAVE YOU DONE 
TO (RE)CONNECT WITH 
YOUR CONSUMERS?

ENGAGEMENT

Created honest and relevant 
communication that engages and 
connects to the target segment.

Explored and engaged new 
channels to open new doors.

Created new direct or indirect 
touchpoints from the outside-in.

Refocused assortment towards 
traffic products, services and 
new pricing models.

22

Nothing A little More than 
average Very much

POLL



AWARENESS

ENGAGEMENT

CONVERSION

FULFILMENT

Potential actions

Digital tools and SoMe drive the dynamics and newness in this phase 
• Create new ways of reaching and engaging your target segments (current and previous 

consumers) and engage by building new touchpoints.
• Install digital store access (own and 3rd party channels) to bring the best of shopping “back 

in” to the customer journey.
• Create engagements that are relevant and show more about who you are,

and pay attention to feedback.
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GROW TOP-LINE
It is about bringing as many potential consumers all the way through the sales journey



Bring forward reviews and 
satisfaction scores

If consumers have strong and positive 
experience from buying from you they 
are more inclined to give positive reviews 
and satisfaction scores. Positive reviews 
have a proven positive impact on 
conversion of other customers, and the 
reviewer is more likely to be recurring 
consumer.

Solution to a need 

Identify and address the 
evolving needs of your 
consumers. The world around 
us is changing; thus customer 
needs are likely to change too. 
Being at the forefront of 
customer needs ensures 
relevance.

Decision made easy

Make it easy for your customer 
to decide to buy. When a lot of 
things are on the minds of a 
customer, as it is in these 
times, it is likely to be a relief 
for consumers if you 
offer something that it is easy 
to decide on.

Barriers to buying 
removed

Make it hassle-free to execute 
a purchase. When moving 
around is a challenge, 
removing the practical barriers
may be just what is needed to 
make the customer buy.

24

CONVERSION
Create a clear link from engagement to a 
relevant offering, and make it easy to make 
a “buy” decision.



Solution to a need Decision made easy Barriers to buying 
removed

Bring forward reviews and 
satisfaction scores

CONVERSION
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CONVERSION
Solution to a need 

During the COVID-19 situation, Bilka has experienced a significant boom in the Bilka To-Go concept, addressing a highly present need for distancing. 
Consumers can buy from the entire Bilka warehouse assortment from home (+15,000 articles), drive to the dedicated To-Go pick-up lane at the Bilka warehouse, enter the 

order number and have the goods delivered into their trunk.
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CONVERSION
Decision made easy

Buying a car is for most people a complex and long process. Tesla offers the opposite by making it a speedy and easy execution.
Few options to buy from, full transparency on availability and 2 clicks from landing page to check-out.
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CONVERSION
Barriers to buying removed

Mercedes-Benz offers a complete sales process with no physical interaction required between car dealer and customer.
Using digital tools, they showcase the specific car with direct interaction between sales person and customer and delivery of a test car at the consumer’s home address 

(incl. pick-up afterwards) with a digital sales transaction to conclude the process. 



CONVERSION
Bring forward reviews and satisfaction scores

Schuh is a UK-based multi-channel retailer within shoes, clothes and accessories. 

They promote customer reviews, customer satisfaction scores and willingness to recommend the retailer to friend on the front of their website, to give potential 
customers comfort and increase conversion

500K reviews, with 93% of customers willing to recommend, and 93% are happy and find it easy to buy



CONVERSION
Bring forward reviews and satisfaction scores

ECCO shoes, a global multi channel retailer have put trust pilot scores and reviews on their front page



Solution to a need 

Make it easy to decide

Remove practical barriers

Recurring shopping and
a new ambassador
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WHAT HAVE YOU DONE TO MAKE 
IT EASIER FOR YOUR 
CONSUMERS TO BUY?

CONVERSION

POLL

1 2 3 4 5

Please vote, where 1 = almost nothing, 5 = all they can dream of



AWARENESS

ENGAGEMENT

CONVERSION

FULFILMENT

Potential actions

• Address a relevant need for your target consumers, and make it easy to make a decision. 
Clear call-to-action.

• Activate and show inventory across channels, online and on digital tools offline.
• Make it easy to shift across channels throughout the sales process.

GROW TOP-LINE
It is about bringing as many potential consumers all the way through the sales journey

32



Flexible delivery and pick-up 
models

Omni-channel 
fulfilment

After-sales service activated
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FULFILMENT
Address the consumers’ delivery 
expectations, and extend the services beyond 
the actual transaction.

Last contact is first contact for 
next order
Show genuine caring for the consumer 
after the sale.
Extend your dialogue beyond the actual 
delivery, and consider this as a step 
towards the next sale.

Offer relevant and flexible 
delivery models throughout the 
fulfilment channels. If 
relevant/possible also seek to 
use this as differentiator

Offer full omni-channel 
fulfilment, as it is likely that 
your consumers will spend 
more with you and/or the 
conversion will increase as 
more inventory is made visible 
to the consumer.

Turn your after sales service 
into a differentiating activity, 
and not just a cost centre. Few 
and simple activities can 
increase trust, loyalty and 
satisfaction. Eventually driving 
more sales.



Flexible delivery and 
pick-up models

Omni-channel 
fulfilment

After-sales service 
activated

Last contact is first 
contact for next order

Vi ringer om 

6 mdr.

FULFILMENT
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FULFILMENT
Flexible delivery and pick-up models

Rema 1000 has taken connecting people to the next level. 
The biggest challenge of online grocery shopping is delivery because the value is low and handling is difficult. 

Here, you get another customer, who is already out shopping, to go to the local shop and pick up your groceries for you. 
The other customer delivers to your door, 

and you pay when you have checked that all your products are there in good condition
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FULFILMENT
Omni-channel fulfilment

Matas delivers a strong omni-channel fulfilment structure, independent upon which channel the order is coming in, phone, web or physical store. 

Following your product choice your are asked in which sales channel you want to execute your order.

If you chose “physical store” you are prompted with the availability in your registered preferred store. But you also have the possibility to chose other physical stores, shown 
on a map dependent upon their availability.

A good example of how to use omni-channel in the fulfillment



37

FULFILMENT
After-sales service activated

As an online pureplay grocery store Nemlig.com has few customer touch points. After Sales service being the primary one
Therefore important for nemlig to use this as differentiator

At nemlig this has resulted in the “no questions asked” strategy when it comes to product complaints. 
The product is refunded or re-delivered, depending on the wishes of the customer, 

which creates credibility, trust and loyalty. 
Parallel algorithms ensure that consumers trying to take advantage of this are detected.
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Vi ringer om 

6 mdr.

FULFILMENT
Last contact is first contact for next order

(We call you in 6 months)

BabySam has established a process, in which they proactively call consumers 6 months
after they have received an advisory session and/or bought a large item from babySam (e.g. auto chair, babyjogger, bed) – and given consent to be approached.

The product expert from Babysam calls the consumer and ask about their use of the product, highs and lows.
Further, they give consumers tips and tricks on how to improve their experience. 

Secondly, it is for babysam a way to get to know the customer better and prepare for the next sale, e.g. next size of auto chair or bed.



AWARENESS

ENGAGEMENT

CONVERSION

FULFILMENT

Potential actions

• Ensure easy access to relevant information across channels, also for the customer.
• Allow a mix of pick-up and return options across channels.
• Engage in consumers beyond actual transaction.

40

GROW TOP-LINE
It is about bringing as many potential consumers all the way through the sales journey



Focus on what matters the most to consumers –
be relevant when and where your target 
consumers are spending time.

Address the consumers’ delivery expectations, 
and extend the services beyond the actual 
transaction.

Create a clear link from engagement to a 
relevant offering, and make it easy to make a 
“buy” decision.

41

Engagement Conversion Fulfilment
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Omni-channel customer journeys 

Nordstrom is connecting social 
media to online and offline 

stores …

… and using YouTube 
as an extended 

customer service.

… they are creating personal fulfilment 
opportunities to reserve and try on products in 

stores or have them sent home to try on …

FulfilmentConversionEngagement



AWARENESS

ENGAGEMENT

CONVERSION

FULFILMENT

What to remember
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GROW TOP-LINE
It is about bringing as many potential consumers all the way through the sales journey

Solution to a need Decision made easy Barriers to buying 
removed

Bring forward reviews 
and satisfaction scores

Flexible delivery and 
pick-up models

Omni-channel 
fufilment

After-sales service 
activated

Last contact is first 
contact for next order

Channels to 
new doors

Touchpoints from 
the outside-in

Products, services 
and beyond product

True connections 
and communication
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1:1 SESSIONS

Webinar 1 Webinar 2 Webinar 3 Webinar 4

Webinar 5 Webinar 6 Webinar 7

You now have the opportunity to sign up for a 1:1 session
with an Implement expert panel …



… which includes a preparation call and then 
3 rounds of 1-2 hours to move from ideas to action

45

GROW TOP-LINE
Launch prototypes, and 

test the plays in the 
market (micro-moments).

Group prioritised ideas 
into company-specific 

plays that describe how to 
win each play.

Generate ideas of 
company-specific sub-

industries, and prioritise 
relevant WTPs.

Understand the context of 
your business –

challenges and actions 
taken.

Round 1 Round 2 Round 3Pre-call

Ideas Plays (grouping and combining 
ideas)



You are qualified to a free 1:1 session if you …
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1 2 3 4 5

… are willing to 
allocate the 

necessary time for 
the sessions and 
work in-between 
sessions to mature 

ideas and plays.

… have been granted 
full involvement in 

all sessions by your 
management team 

(CxOs).

… are willing to 
commit to testing 

new plays 
(prototypes) upfront 

on how to create top-
line growth in the 

markets.

… will provide 
feedback to 

Implement on 
progress and impact 
of plays (in return, we 
will help you adjust).

… write us a few 
lines about yourself 

and your current 
situation.

And if you really liked it and it created impact, 
please share this with others.



THANK YOU 

HAVE A GREAT DAY

47
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GROW TOP-LINE
Increase customer centrism and intimacy, 
and grow the core customer base by being 

even more relevant than ever.

Webinar 1
21 April

ENSURE LIQUIDITY
Safeguard the market position of your retail 
business while being vigilant with cash and 

cost management.

Webinar 2
28 April

RETAIL POST-CORONA
How have consumer dynamics and 

behaviour changed as a result of the 
COVID-19 period, and do we need to 
change our business model to stay 
relevant to the digital consumer?

Webinar 3
5 May

NEW NORMAL
Consider the changes to retail in a greater 
scope. What parameters will not change 

back to what they were pre-COVID-19, and 
how do you adapt to this?

Webinar 4
12 May

ONLINE PRICING
Online pricing is NOT just a race to the 

bottom. With the right segmentation, price 
plays and promotion strategy, you can be 
competitive, maintain growth and increase 

your margin.

Webinar 5
19 May

GROWTH STRATEGY
As we return to a new normal, how do we 
realign our where-to-play and how-to-win 

choices as well as understand the barriers 
we face to achieve both short-term and 

long-term growth.

Webinar 6
26 May

CHANGE THE GAME
Consider if now might be the time to win 

new customers or drive a new retail 
agenda that can improve your market 

position.

Webinar 7
2 June

PLANED WEBINARS…

ON-POINT



IT’S TIME FOR

QUESTIONS

Q&A 49



Facilitators: 

MARTIN 
LYNGAA 
SIMONSEN

mls@implement.dk

CLAUS F.
PEDERSEN

cfpe@implement.dk
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