


Timeline March - April 2020 May - June 2020 Q3 2020 - Q1 2021 Q2 2021 and Beyond
3KDVH�GHÀQLWLRQ COVID-19 curveball/chaos: In early March 2020, a growing number of individual 

states declared States of Emergenc
COVID-19 crossroads: May 2020 marked a small inflection point for many retailers, as Rapid reengineering: From mid- to late 2020 into the beginning of 2021, the retail 

industry (along with broad s
8SWXUQ��GLJLWDO��DFFHOHUDWHG��Starting in mid-2021, the COVID-19 crisis will begin 
to abate. The new world will not be the same as it 

1HZ�VWUDWHJLF�LPSHUDWLYH COVID-19 Response-led Recovery-led Reemergence Resilience
5HWDLOHU�VHQWLPHQW - Shell-shocked: Knee-jerk reactions where retailers scramble to solve immediate 

issues and in-store spending grinds to a halt on nonessential items
- Deeply uncomfortable: Skeleton crews operating businesses are figuring out 
which route to take as decreased consumer spending leaves businesses 
distressed

��5HIRFXVHG��Retailers begin to execute strategies set during Q2 and get used to 
the new ways of operating 
- Demographic shift: Culls of middle / senior management as younger, cheaper 
doers are preferred over experienced leaders

- VHWHUDQV��Having managed through the crisis, companies have built cohorts of 
employees who are comfortable with change at the most fundamental levels

.H\�WKHPH����&KDQJLQJ�
DSSURDFK�WR�LQQRYDWLRQ

- Enormous social and economic pandemic shocks impact all sectors of the economy
- Retail industry in survival mode: little strategy, mainly reacting quickly to unforeseen 
challenges

- Retailers begin to develop more thought-out survival strategies, either "back to basics" (hunkering 
down and cutting costs) or a "new normal plus" mindset (doubling down on digital and innovation)
- Retailers and brands remain agile in order to react to further shocks

- Businesses engage in an effort to reengineer their businesses while managing shocks along 
the way (new outbreaks, regulations, etc.)
- Investing in technologies, capabilities and innovation becomes crucial—both for the present 
and thinking ahead to the post-COVID-19 world
- Supply chain reengineering becomes a critical business issue

- Companies with genuine innovation, digital cultures and capabilities soar
- Companies that only just survived the COVID-19 period invest in critical technologies to 
prepare for future crises

.H\�WKHPH����6KLIWLQJ�
GULYHU
V�VHDW�LQ�UHWDLO

- Government-led responses dictate majority of retail industry actions 
(store closures, furloughing, distancing and other safety measures) 
- Brands step up as leaders, including taking steps like supplying PPE to 
frontline workers and taking a stance on social issues that are important 
to consumers

- Company-led responses shape how and when to reopen, with some large 
retailers playing a leading role in providing guidelines to others in the industry 
- Individuals start making their own decisions based on their own risk 
assessments

- Consumer behavior begins to shape retail industry responses as 
consumers understand the new retail landscape and act within it

- Consumer behavior continues to drive, with ecommerce penetration 
accelerated by 3-5 years as the pandemic permanently increases 
digital acceptance 
- Brands and retailers drive more stable and consistent company-led 
responses. Shopper behavior is established, so fewer businesses are 
thrown off by rapidly changing consumer concerns.

.H\�WKHPH����7KH�
VWUDWLÀFDWLRQ�RI�UHWDLO

- All retailers (strong or weak) are hit by unpredictable, big changes in demand
- The divide of essential versus nonessential shapes revenue outlook
- Having a strong balance sheet is vital as many businesses shut down

- Divide between retail "haves" and "have-nots" returns, accelerated by COVID-19
- Retail industry stalwarts, as well as some direct-to-consumer startups, enter bankruptcy 
(liquidation and reorganization)
- Business failures create opportunities for companies that have invested and adapted to meet 
changing consumer demands
- The strong get stronger: Amazon, Target, Walmart, Dollar General
- COVID-19 retail leaders now responsible for nearly all industry job growth

- Market shakeout: Retail loses 20-30 long-standing brands and retailers forever
- Fewer mom-and-pops come back, creating opportunity for market leaders to take greater 
share of their categories
- Consumers face a less fragmented retail landscape
- Some bankrupt businesses reemerge stronger after restructuring

- Big companies become ever more adept at launching new brands
��1HZ�FKDOOHQJHUV�DUH�UHTXLUHG�WR�KDYH�IDVWHU�SDWKV�WR�SURÀWDELOLW\
- New startups emerge, targeting post-COVID-19 behavioral shifts

3ROLWLFDO - Lockdown and social distancing measures are put into place as the preservation of life 
becomes the key objective
- Congress quickly agrees on historic stimulus package
- State versus federal governments are not aligned on response
- Public / private partnerships and mandates emerge to mitigate the impact of COVID-19 
(providing testing, addressing supply shortages, etc.)

- States are under great pressure to mitigate economic mutilation by reopening
- State and federal actions shift decision-making onto companies
- Federal government debates additional stimulus packages
- Disagreements on policy between federal and state levels add complexity to managing the crisis
- Reopening of stores opens liability issues if shoppers contract the virus; government intervention 
possible
- Cities consider or pass hazard pay bills and permanent protections for delivery drivers and other 
essential workers
- The presidential race gets tighter as workers in key swing states are among the hardest hit by job 
losses during the pandemic shutdown
- Relations with China take center stage in politics, including tariffs and trade

- Lack of bailout for retailers means many mid-sized retailers saddled with debt are forced to go 
under
- As the virus resurges, local and state governments put more regulations in place to reopen 
the economy safely 
��5HVSRQVH�WR�SRWHQWLDO�&29,'����VHFRQG�ZDYH�EHFRPHV�WKH�GHÀQLQJ�LVVXH�RI�WKH�1RYHPEHU�
elections
��%RWK�SDUWLHV�PDNH�VLJQLÀFDQW�SDQGHPLF�UHODWHG�HOHFWLRQ�SURPLVHV
- 7KH�QHZ�DGPLQLVWUDWLRQ�WDNHV�LWV�ÀUVW�DFWLRQV�EDVHG�RQ�HOHFWLRQ�SURPLVHV

- The next president focuses on resuscitating the American economy
��3ROLFLHV�DUH�HQDFWHG�DQG�JRYHUQPHQW�GHSDUWPHQWV�DUH�UHVKXIÁHG�WR�SURWHFW�WKH�FRXQWU\�
from future pandemics

Economic - Economic shock
- A large-scale stimulus is applied nationally
- Jobless claims hit historic highs
- Household debt hits a historic high
- US personal savings rate hit a historic high of 33% in April while spending declined by a 
record 13.6% for the month
��,QLWLDO�IHDU�DQG�XQFHUWDLQW\�OHDG�WR�PDVVLYHO\�UHGXFHG�FRQVXPHU�FRQÀGHQFH
- Layoffs and furloughs severely impact purchasing power
- Financial markets struggle to fully understand uncertainty, creating disconnects and volatility 

- Recession hits, as the US economy shrinks at a record 33% pace during Q2 2020
- Hopes of a V-shaped economic recovery diminish, replaced by expectations of U-shaped or even 
L-shaped recovery
��6HFWRUV�IDFH�VLJQLÀFDQW�FRQVWUDLQWV�DV�WKH\�EHJLQ�WR�RSHQ��PRYLQJ�WRZDUG�D�QHZ��QRUPDO��RYHU�D�
series of phases
- Unemployment improves, but remains elevated at near 15%
- New job roles are created in wake of the pandemic, from contact tracers to "health bouncers" at 
checkpoints
- Income inequality grows
- Additional stimulus packages help businesses and consumers
��&RQVXPHU�VHQWLPHQW�UHPDLQV�XQFHUWDLQ��ZLWK�D�VLJQLÀFDQW�VKDUH�RI�WKH�SRSXODWLRQ�GHSHQGHQW�RQ�
unemployment and other stimulus / relief funding
- Public markets reward companies with a digital focus while punishing those with extensive physical 
footprints 
��)RU�WKH�ÀUVW�WLPH�LQ���\HDUV� Americans have less debt due to spending less during lockdowns

- Wave of Chapter 11 bankruptcies continues into Q3 2020 and later
- Recession conditions continue
- Wall Street rewards tech giants' stellar earnings, which pull the stock market to record highs 
despite struggles in the broader economy
- Stores / other sectors continue to move toward normal operations, but with restrictions and 
uncertainty 
��8QHPSOR\PHQW�ÁXFWXDWHV�EXW�UHPDLQV�HOHYDWHG�DV�VKRUW�WHUP�IXUORXJKV�EHFRPH�ORQJ�WHUP�MRE�
losses
- A second wave of layoffs affects sectors dominated by white-collar workers
- Workers look to the gig economy and side hustles as employees seek multiple income 
streams 
- Distressed local businesses add to economic pressures
- $GGLWLRQDO�QHHG�IRU�JRYHUQPHQW�VWLPXOXV�SDFNDJHV�DV�EHQHÀWV�H[SLUH�DQG�FRURQDYLUXV�DLG�
talks hit stalemate in Congress
- The economic recovery proceeds at different rates in different states, as some state 
economies operate at nearly pre-COVID levels by fall 2020 while others remain at only 75-80% 
- Low mortgage rates and surging interest in suburban living spark concern about a looming 
housing bust
- Gas prices remain low versus recent years due to a decline in demand as consumers work 
from home and curb travel

- Economy returns to growth as employment rate rises and consumer spending picks up
��&RQVXPHU�FRQÀGHQFH�ULVHV�SRVW�YDFFLQH���WKHUDSHXWLF
- Employment opportunities are fundamentally changed; many jobs and 
specific positions never return 

6RFLHWDO - Denial of longevity of lockdown
��/DFN�RI�GHÀQLWLYH�LQIRUPDWLRQ
- Uncertainty about trusted sources of information
- Social media companies try to control spread of rumors and misinformation
- Awareness of outsized impact of virus on minority communities
- School closures reshape family / work dynamics
- Remote working dynamics and videoconferencing fundamentally alter dynamics of work and 
communication

- Increasing divide between political left and right on how to handle the crisis and stay-at-home 
orders
- Rising tension between mask vs. non-mask wearers, distancers vs. non-distancers
- Stress and mental health issues arise as individuals cope with health and economic concerns
- Pressure starts to mount on governments and companies to reopen and reignite the economy
- Contact tracing becomes a topic of debate as technology partnerships make new options 
available; individuals and states are hesitant to adopt a technology-centric approach, voicing privacy 
concerns
��&ROOHJH�H[SHULHQFHV�UHPDLQ�LQ�ÁX[�DV�PDQ\�VWXGHQWV�DUH�XQDEOH�WR�UHWXUQ�WR�FDPSXV�LQ�WKH�IDOO�DQG�
accepted students debate gap years, throwing off internship and hiring cycles
- Women are more likely than men to leave the workforce due to childcare requirements and family 
demands 

- Consumers take on varying levels of risk when it comes to returning to daily activities
- Pandemic continues to affect lower-income and minority communities disproportionately
- Corporate workers continue remote work, minimizing risk of exposure to the virus
- Renters start to leave urban centers as leases are up
- Mass public transit becomes a less popular option and urban planning adjusts for renewed 
interest in biking
- Consumers struggle with lasting mental health issues associated with the pandemic

- Even once vaccine / therapeutic options are available, those most at risk (e.g. 
immunocompromised) continue to take caution given the lack of any long-term 
understanding of the virus
- The societal bifurcation between those who favor more government oversight (i.e. 
contact tracing) vs. those who are against it remains
- Homeowners start to leave big cities as they evaluate new housing options in smaller 
cities or cultural exurban areas; urban real estate markets become more affordable 
- A 2021 baby bust will have lasting effects on society and the economy even long after the 
end of the pandemic

Technology - Ecommerce technologies, especially logistics-related technologies, are put to the test at large 
retailers seeing spikes in demands
- Inventory and supply chain management become critical to success
- Stores are shut, leaving store tech investments unrealized
- Companies seek out tools that enable store associates to continue communicating with 
customers despite store closures

- Ecommerce logistics companies receive new funding rounds or are acquired by large retailers
- Contactless payment and checkout options grow as stores reopen
��1HZ�WHFKQRORJLHV�HPHUJH�WKDW�DUH�EDVHG�RQ�GLVWDQFLQJ�VFHQDULRV��RSWLPL]LQJ�VWRUH�WUDIÀF�ÁRw, etc. 
- Companies retain narrow focus on technology investments that are directly related to the 
COVID-19 response
- AI algorithms thrown off by very different shopping patterns during the pandemic; use cases such 
as demand forecasting, fraud detection and product recommendations all have to adapt

- Accelerating adoption of post-virus technologies that include: robotics and automation, next-
JHQHUDWLRQ�VXSSO\�FKDLQ�RSWLPL]DWLRQ��IXOÀOOPHQW�DQG�GHOLYHUy, POS, online customer service, 
remote hiring / training, shared workforce platforms
- Development and trials of sidewalk robots and drones for last-mile delivery accelerate
- Shopping via livestream becomes embraced by more US shoppers
��&KLQD�VROLGLÀHV�LWV�UROH�DV�WKH�SULPDU\�GULYHU�RI�UHWDLO�LQQRYDWLRQ�JOREDOO\��JLYHQ�WKDW�WKH�
country emerged from the pandemic quickly), outpacing its American and European 
counterparts 
- Contact tracing technology advances and becomes more sophisticated but fails to be widely 
DGRSWHG�DPLG�SULYDF\�FRQFHUQV�DQG�LQVXIÀFLHQW�OHYHOV�RI�WHVWLQJ�IRU�WKH�YLUXV

- Technology rollouts that were put on hold during COVID-19 are revisited
- Automation becomes more widely accepted by consumers and workers
- Facial recognition becomes more widely used to identify shoppers in contactless 
environments
- Voice is used far more extensively as a communication interface
- Every aspect of the store—from shopping carts to coolers—becomes more intelligent to 
serve shoppers quickly

Consumer spending 
SDWWHUQV�

- Shift toward non-discretionary items as consumers worry about their economic prospects
- Imperative to save money / be more thrifty due to uncertain economic times 
- Fewer, larger shopping trips; emphasis on plans and lists
- Buying bulk-sized and packaged products; stockpiling
- Shift in preference toward retailers that “have it all” in one location to reduce the number of 
trips required to hit your shopping needs
- Shift to at-home eating as restaurants close or shift to pickup / delivery only models
- Shift away from convenience store buying as fewer consumers are grabbing immediate 
consumption items on the go
- Further shift toward offprice and other discount retailers
- Increase in Club memberships
- Changing consumer order of values, i.e. hygienic > natural, public health > sustainability    
- Sales and promotions extend into categories like prestige beauty and luxury that have 
traditionally not been discounted
- Remote appointments and consultations become the norm for any services that can be 
rendered virtually, e.g., telehealth               

- Consumers make select splurge or impulse purchases as life starts to feel slightly more normal; at 
the same time, customers are cutting back on overall spending as uncertainty continues
- High-income earners reduce consumption of travel, experiences and personal services; lower-
income shoppers return to pre-pandemic levels of spending
- Both value and premium products report strong sales growth as consumers seek comfort while 
cutting spending
- Consumers invest more into their homes / in-home entertainment
- Home decor for Zoom accelerates: people invest in products that enhance the aesthetics of home 
areas featured on video 
- While beauty/skincare spending initially shifts to drugstores given their essential store status, 
consumers quickly shift spending online
- In the era of face masks, "Eyeliner Effect" or "Mascara Index" are used to describe upward trends 
in makeup for areas of the face not covered
- Sales of pet care products increase, driven by premium options, as consumers seeking 
companionship adopt pets and spoil their companions during quarantine and extended periods of 
remote work
��6RPH�VWRUHV�WKDW�UHRSHQ�VHH�DQ�LQLWLDO�SRS�LQ�IRRW�WUDIÀF�DQG�VDOHV�WKDW�VRPHWLPHV�H[FHHG�DYHUDJH�
daily rates from a year ago
- Some dollars shift back toward restaurants as they start to reopen
- Consumers spend less on prominent sales holidays including Mother's Day and Memorial Day
- Consumers partake in mission-driven shopping as opposed to retail therapy

- Overall retail spending returns to pre-COVID levels in many states, though the expiration of 
XQHPSOR\PHQW�EHQHÀWV�VSDUNV�FRQFHUQ�RI�D�ORRPLQJ�GURSRff
- Consumers remain skittish, prone to panic buying / stockpiling based on news of the outbreak 
ZRUVHQLQJ�RU�VSHFLÀF�VXSSO\�FKDLQ�SUREOHPV�RU�VKRUWDJHV
- At the same time, they broaden the number of retailers and brands they shop when seeking 
novelty and variety
��0RUH�DIÁXHQW�FRQVXPHUV�ZKR�GLG�QRW�ORVH�VLJQLÀFDQW�VDYLQJV�UHWXUQ�WR�VSHQGLQJ
- Consumers become more conscious of their health and wellness, and retailers that introduce 
QHZ�SURGXFWV�DQG�VHUYLFHV�WR�PHHW�WKHLU�QHHGV�ÁRXULVK
- Reversals of school reopening plans drive changes in back-to-school spending patterns, with 
a shift to categories like technology and home decor
- Ecommerce gears up as holiday shoppers make even more purchases online than in past 
years, though overall demand is lower than initially projected
- Retailers roll out earliest-ever holiday shopping season in anticipation of online demand and 
shipping delays
- Consumers reward the small and local businesses who served them well during the 
pandemic with ongoing support, amid a growing consciousness and desire to "shop local"

��&RQVXPHU�FRQÀGHQFH�VWDUWV�WR�UHWXUQ�WR�SUH�&29,'����OHYHOV
- Digitally native younger consumers, particularly Gen Z, are shaped disproportionately by 
COVID-19 and emerge with reduced potential to earn / spend money
- Savings rates for Millennials and Gen Z, already high, may trend even higher
- As a portion of the workforce continues to work from home, supermarkets and 
restaurants closer to residential areas focus more on grab-and-go options

9&V�DQG�VWDUWXSV - $OUHDG\�XQIDYRUDEOH�PDUNHW�FRQGLWLRQV�IRU�XQSURÀWDEOH�VWDUWXSV�DUH�DPSOLÀHG�E\�WKH�FULVLV
- Tech startups whose products address an immediate need for retailers in crisis become 
higher priority and do deals
- VCs assess their portfolios to determine which companies have a viable future to help them 
through the crisis and evaluate additional funding
- IPO activity comes to a halt

- Funding continues for companies capable of adding value in the upturn
- VCs concentrate on existing investments and add fewer new companies to their portfolios
��9&V�UHTXLUH�PRUH�FDSLWDO�HIÀFLHQF\�ZLWK�QHZ�LQYHVWPHQWV
- VCs favor startups with SaaS models and easy remote onboarding, moving away from capex-
heavy businesses
- Valuations come down to more reasonable levels
- Startups pivot their business models to align their value proposition to COVID-19 challenges and 
opportunities
- New startups are founded that are set to become the next round of unicorns in a post COVID-19 
world

- Funding continues for startups whose products or technologies allow them to continue to 
thrive during COVID-19
- Several startup rockstars emerge during COVID-19: Zoom, Instacart, etc.
- Novel business models and technologies emerge to manage the post-COVID-19, 
accelerated-digital environment   
- Investors continue to invest in Angel, Seed and Series A rounds, while overvalued later-stage 
startups see funding dry up or receive down-rounds
��8QSURÀWDEOH�VWDUWXSV�ZLOO�JR�XQGHU�DV�LQYHVWRUV�EHFRPH�OHVV�ZLOOLQJ�WR�VXEVLGL]H�WKHLU�ORVVHV�
in a tough economic climate
- DTC brands permanently close physical stores and scale back expansion plans, shifting 
focus back to online

- New technologies disrupt the "survivor" landscape of retail
- VCs and portfolio companies will have diminished access to capital and will expect 
startups to show higher revenues, greater margins and faster paybacks
- Power shifts toward investors as available pool of capital diminishes
- A new class of unicorns emerge that were founded during or right after COVID-19

M&A ��+LJK�SURÀOH�0	A deals are called off as deal activity comes to a standstill
- Investment banking revenues start to decline
��3(�ÀUPV�IRFXV�RQ�WULDJLQJ�FRPSDQLHV�LQ�WKHLU�SRUWIROLRV�
- Shift to favoring a buyer's market

��0	A plans are re-evaluated by investors and companies; deals are called off at an accelerated 
rate
- Deal negotiations are extended due to new due diligence requirements and remote conversations
��&RPSDQLHV�RQ�ZHDN�ÀQDQFLDO�IRRWLQJ�EHFRPH�WKH�WDUJHWV�RI�PRUH�KRVWLOH�WDNHRYHUV���DFWLYLVW�
activity
- Successful direct-to-consumer startups are opportunistically sought after as partners and 
acquisition targets for established retailers

- Well-capitalized companies opportunistically acquire distressed assets and innovation 
- Investors make fewer large deals, focusing more on small / tactical deals 
- Partnerships gain importance as companies seek mutual advantage without major capital 
outlay
��3(�ÀUPV�ZLOO�DFFRXQW�IRU�D�JUHDWHU�VKDUH�RI�0	A activity versus corporations
- Online food delivery providers consolidate

- The strongest retailers emerge even stronger, having built out their products / capabilities 
WKURXJK�0	A as others retrenched
- IPO activity returns and investors re-engage in selling off assets / taking companies 
public

5HWDLOHU�EXVLQHVV�PRGHOV - Brands and retailers strike unlikely partnerships to reach or win customers
- Rental businesses struggle as consumers no longer have events / social outings to attend 
and are concerned about cleaning protocols
- Recommerce works through operational headwinds, such as having enough supply
- Ecommerce, delivery and curbside pickup see a huge uptick in interest 
- Subscription services, especially in food and CPG, grow in popularity
- Businesses providing in-home services grind to a halt

- Retailers forced to continue adapting to shoppers' COVID-19 behavior as consumers remain 
reluctant to visit stores
- Retailers redeploy store staff to support online sales via livestreaming, chat and other 
communication channels 
- Few new business models emerge as both established and startup brands and 
retailers focus resources on staying afloat  

- Accelerated ecommerce adoption
��*UHDWHU�IRFXV�RQ�DXWRPDWLRQ�IRU�ERWK�IXOÀOOPHQW�DQG�GHOLYHU\
��,PSRUWDQFH�RI�ÁH[LEOH�EXVLQHVV�PRGHOV�EHFRPHV�HYLGHQW
- Recommerce accelerates again as consumers seek value and are reassured about safety / 
cleaning protocols, but rentals continue to struggle as consumers have little need to dress up 
for work or events

- In-house startup accelerators / incubators become increasingly important in driving 
innovation at large brands, given that slow-moving product development processes can no 
longer keep up with the pace of change
- Retailers who failed to keep pace with the acceleration of ecommerce, pickup and other 
growing business models can no longer compete
��1HZ�EXVLQHVV�PRGHOV�WKDW�ZHUH�LQWURGXFHG�LQ�UHVSRQVH�WR�WKH�SDQGHPLF�ZLOO�EH�ÀQHWXQHG�
and productized as new revenue streams
- Many traditional retail store locations will be transformed into pickup / dropoff-only 
locations

%UDQG�PDUNHWLQJ�DQG�
GLVWULEXWLRQ

- Flight to trusted brands as shoppers seek comfort in the products they buy
- Tensions rise with wholesale partners / manufacturers
- Brands dramatically reduce overall marketing budgets due to uncertainty and the need to 
conserve cash 
- Brands' marketing budgets swing from experiential / outdoor to social / digital
- Messaging shifts to security, togetherness, empathy
- Brands build out their direct relationships with shoppers and rely less on wholesale partners—
at the same time, brands value their best wholesale partners more than ever as the fastest way 
to scale

- Consumers prioritize spending their money with brands that did right by employees / customers 
during the crisis 
- COVID-19 pushes brands to leverage social media even more strongly and to launch into new 
social platforms (e.g., TikTok)
- Retailers deliver more personalized online experiences as they try to incentivize consumers to 
purchase additional products
- Earned media becomes increasingly important to brands as they receive coverage of the work they 
are doing to help people and communities
- As brands restart paid media spending, they continue to prioritize mobile as a key digital platform; 
however, the fact that people are still generally not out and about reshapes their targeting and 
creative strategies.
- Product manufacturers that depended on trade shows must seek new ways to reach retailer 
partners
��3ULYDWH�EUDQGV�ÁRXULVK�DV�FRQVXPHUV�VHHN�YDOXH
- US media spending drops 19% year-over-year in H1 

- Brands that continued to invest in marketing / product innovation throughout the crisis are 
rewarded
- Consolidation will take place as larger legacy brands snap up smaller upstarts
- Brands invest more and more to understand and meet the needs of Gen Z given the profound 
impact of the virus on their formative years
- Marketplace offerings become more critical to brands as they look to diversify distribution 
channels 
- As brands start spending again on advertising / marketing, they require greater accountability 
and insights into new paths to purchase   
- Brands and retailers that invested in technologies to capture, share and respond to the 
insights from customer data are better positioned to communicate directly to shoppers as 
spending on nonessential items picks up      
- Brands use digital marketing to reassure customers about safety protocols in their stores and 
to promote contactless store experiences like curbside pickup
- As the US reopens at varying rates, marketing campaigns increasingly have to be localized in 
their depiction of consumers enjoying their products
��%UDQGV�EDODQFH�GLVFRXQWV�DQG�SURPRWLRQV�WR�GULYH�WUDIÀF�RYHU�WKH�KROLGD\V�ZKLOH�PD[LPL]LQJ�
SURÀWDELOLW\
- Experiential marketing budgets remain depressed amid muted consumer demand 

- New brands emerge that meet consumers' new needs (products focused on safety, 
HIÀFDFy, etc.)
- Brands seek new distribution channels given wholesale partner consolidation
- Brands sold through retail stores are once again evaluated for their potential to engage 
shoppers through experiences
- Brands and retailers have a better understanding of shoppers· intent and emotions, using 
optimized language and offers to create emotional responses from their customers
- Having spent the past year largely buying through ecommerce, shoppers increasingly 
expect AI-based product recommendations and extremely relevant suggestions
- Longer life expectancies mean brands need to pay attention to health-conscious older 
generations who have new spending patterns and have been deeply affected by the virus

TUDYHO�LQGXVWU\�LPSDFW - Tourism grinds to a halt
- Airports, city centers and outlet malls close

- Gradual reopening but without tourist dollars
��(DUO\�VLJQV�RI�UHFRYHU\�LQFOXGH�DQ�LQFUHDVH�LQ�GHPDQG�IRU�GRPHVWLF�YDFDWLRQ�UHQWDOV�DQG�ÁLJKWV�IRU�
the summer, though overall levels remain severely depressed
- Spending on travel and experiences is redeployed to retail in the short term

��3HUPDQHQW�FORVXUH�RI�H[SHQVLYH�ÁDJVKLS�VWRUHV�RQ�SURPLQHQW�VKRSSLQJ�VWUHHWV
- Disproportionate impact on luxury retail
- Consumers spend less on vacation clothing, leading to a further decline in apparel sales
- Consumers reallocate part of their travel budgets to physical goods, serving as a slight 
tailwind for traditional retail categories

- With less savings and a reluctance to travel in enclosed public spaces, consumers elect 
travel to closer destinations, not major global tourist hubs, creating opportunities for 
smaller, regional retailers

6WRUH�RSHUDWLRQV�DQG�
experience

- Social distancing measures are put in place, including limits on capacity, marking out six-foot 
intervals in stores and sneeze guards 
- Non-essential retailers are forced to close
- Safety measures are put in place for employees, including testing, masks and temperature 
checks
��6WRUHV�VWDUW�WR�GRXEOH�DV�IXOÀOOPHQW�FHQWHUV��DV�VHFWLRQV�DUH�EORFNHG�Rff to shoppers and 
GHVLJQDWHG�IRU�ÀOOLQJ�RQOLQH�RUGHUV
- Stores operate off-hour shopping for at-risk consumers

- Stores cautiously reopen, taking an iterative approach and working out protocols with potential 
rocky path forward
- Experiential retail is severely curtailed 
- Accelerated shift away from cash to contactless digital payments
- Shift away from touchscreen ordering and interactivity to working with store associates or from 
your own device
- Retailers incorporate heightened safety initiatives like new cleaning protocols, hand sanitizer 
availability, appointment shopping, monitoring of shopper temperatures, and far-UVC light cleansing 
tools
- Retailers identify and implement other touchless solutions (e.g., for doors, elevators, restrooms)
- Retailers prioritize shopper convenience in store layouts to limit time spent and manage safety 
concerns
- Even as stores reopen, product sampling, in-store product testing and other high-touch 
experiences remain on hold
- Appointment and concierge shopping becomes a common offering as part of omnichannel retail

- Using learnings from the past two months, retailers reimagine the role of the store in a 
COVID-19 and post-COVID-19 world
- Safety measures remain top of mind for retailers and consumers alike
��,Q�VWRUH�FRQVXPHU�EHKDYLRU�DQG�WUDIÀF�GDWD�LQIRUP�SODQRJUDPV�DQG�YLVXDO�PHUFKDQGLVLQJ�
strategies to prevent particular areas of the store from overcrowding
- Advances in scheduling and employee training tools will result in better customer service in 
stores
- Cashierless checkout becomes far more common, with scan-and-go or camera-based 
systems contributing to more frictionless retail experiences
- Stores change their layouts in the era of cashierless checkout, with impulse purchases at 
checkout moving to strategically placed locations throughout the store
- Mobile-enabled shopping experiences play a bigger role in stores as they allow shoppers to 
navigate stores, learn more about products and add them to their baskets for checkout
- Robotics become increasingly common in store aisles, handling repetitive human tasks like 
auditing store shelves and freeing up labor for more customer-facing tasks 
- Once retailers clear through current inventory backlogs, they will stock fewer SKUs
- Businesses juggle reopening plans with concerns about liability or potential lawsuits if 
employees or shoppers become ill, putting pressure on Congress to pass a liability shield to 
protect employers from coronavirus-related lawsuits
- Major retailers announce that they will be closed on Thanksgiving Day, giving essential 
employees the day off and encouraging shoppers to go online instead

- Stores are reinvented—they are no longer the centerpiece of a retail business, but rather 
one part of the omnichannel experience
- Decisions are made about what changes to store layouts and distancing will be 
permanent, versus what can be relaxed or removed
- Experiential retail evolves, but will be less focused on drawing in large groups for high-
touch experiences
- Digital shelves proliferate to allow retail employees to refocus efforts on shopper safety 
and other new initiatives

5HWDLO�UHDO�HVWDWH - Nonessential stores are required to close, causing strain between retailers and their landlords 
as retailers threaten to withhold rent
- Mall traffic grinds to a halt given their tenant makeup of predominantly 
nonessential stores 
- Prominent retailers promise to leverage their parking lots for drive-through 
testing 
- Commercial real estate values drop, led by malls

- Retailers and landlords battle about rent payments and renegotiate deals
��/DQGORUGV�ÀQG�FUHDWLYH�ZD\V�WR�SURYLGH�UHOLHI�WR�WKHLU�WHQDQWV��LQFOXGLQJ�SURJUDPV�ZKHUH�WKH\�
provide funding and take a noncontrolling stake in the retailer
- Retailers assess which stores will remain permanently closed and make initial cuts to their store 
count
- Property owners struggle with their mortgages and to pay for enhancements made to their 
properties before COVID-19 hit, with some defaulting

- The retail real estate market evolves to feature smaller footprints including expanded pickup 
points, pre-built-out stores and shorter-term leases
 - Commercial real estate market continues to soften, as more retailers fail to pay rent and 
permanently close stores, sending more property owners into default
- Malls and property owners rethink their tenant makeup amid reduced consumer demand for 
experiences and retailer struggles
- Retailers and brands doing well in the pandemic take advantage of a depressed real estate 
market and jump on deals to opportunistically open stores and pop-ups
- Commercial real estate owners increasingly seek creative uses for vacant retail stores, for 
H[DPSOH�UHSXUSRVLQJ�WKHP�LQWR�RIÀFH�VSDFH
- Mall operators consider turning vacant spaces left behind by bankrupt department stores into 
HFRPPHUFH�IXOÀOOPHQW�FHQWHUV�IRU�VWURQJ�UHWDLOHUV�OLNH Amazon
- Commercial real estate companies strategically buy some retail and brand tenants with 
sizeable store footprints out of bankruptcy
- City center retail struggles to stay in business as a lack of commuters and tourists leads to a 
dropofI�LQ�WUDIÀF�DQG�VDOHV�
-  As anchor stores close, co-tenancy clauses are triggered, putting further strain on malls
��1HZ�OHDVH�DJUHHPHQWV�DUH�QHJRWLDWHG�WKDW�LQFOXGH�FODXVHV�VSHFLÀF�WR�SDQGHPLFV
- Parking spaces are used for outdoor entertainment and selling

- Shopping center operators that survived COVID-19 offer far more digital in-store options 
to their tenants, providing less tech-savvy retailers with the ability to provide new services
- Retailers no longer use cookie-cutter designs for their stores, but rather will customize 
HDFK�ORFDWLRQ�IRU�LWV�VSHFLÀF�PDUNHW
- Malls close at an accelerated pace and get repurposed for new uses
- Fewer DTC startups will view permanent stores as necessary for growth 

RECURRENCE SCENARIO Blue text denotes scenario update to the Base CaseBASE CASE
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Ecommerce operations and 
experience

��(FRPPHUFH�RSHUDWLRQV�EHFRPH�VWUDLQHG�DV�FRQVXPHUV�ÁRRG�GLJLWDO�FKDQQHOV�WR�SODFH�RUGHUV�
��'HVNWRS�VKRSSLQJ�H[SHULHQFHV�EHFRPH�LQFUHDVLQJO\�LPSRUWDQW�DV�FRQVXPHUV�VSHQG�PRUH�
WLPH�DW�KRPH�DQG�RSW�WR�VKRS�RQ�WKHLU�FRPSXWHUV�YV�WKHLU�SKRQHV
��&XVWRPHU�VHUYLFH�DQG�VXSSRUW�EHFRPH�PXFK�PRUH�KHOSIXO�DQG�SURDFWLYH��DOHUWLQJ�FRQVXPHUV�
EHIRUH�WKH\�DUH�DZDUH�RI�SUREOHPV
��3LFNXS�RSWLRQV�EHFRPH�PRUH�GLYHUVH�DQG�ZLGHVSUHDG��DQG�WKHUH�LV�D�JUHDWHU�IRFXV�RQ�GULYH�
WKURXJK�RIIHULQJV

- THFKQRORJLHV�OLNH $5�WKDW�HQDEOH�VKRSSHUV�WR�YLVXDOL]H�SURGXFWV�RQ�WKHLU�IDFHV�DQG�ERGLHV��DQG�LQ�
WKHLU�KRPHV�DQG�JDUGHQV��EHFRPH�PRUH�LPSRUWDQW�LQ�WKH�HUD�RI�UHPRWH�EX\LQJ
- VLUWXDO�VKRSSLQJ�ZLWK�VWRUH�DVVRFLDWHV�VFDOHV�DV�VKRSSHUV�VHHN�DGYLFH�EXW�UHPDLQ�KHVLWDQW�WR�
return to stores
- $V�WKH�DPRXQW�RI�WLPH�FRQVXPHUV�VSHQG�RQ�VRFLDO�PHGLD�JURZV��VRFLDO�QHWZRUNV· ecommerce 
oIIHULQJV�JDLQ�PRPHQWXP��ZLWK�EX\LQJ�RSWLRQV�EHLQJ�VHDPOHVVO\�LQWHJUDWHG�LQWR�IHHGV
��0XFK�RI�UHWDLOHUV
�GLJLWDO�IRFXV�VKLIWV�WRZDUG�DOHUWLQJ�FXVWRPHUV�DERXW�WKH�VWDWXV�RI�WKHLU�ORFDO�VWRUH��
LQFOXGLQJ�ZKHQ�LW�ZLOO�UHRSHQ��QHZ�KRXUV��ZKHWKHU�LW
V�RSHQ�RQO\�IRU�FXUEVLGH��HWF�
��)UDXG�PLWLJDWLRQ�JURZV�LQ�LPSRUWDQFH�DPLG�ULVLQJ�QXPEHU�RI�VFDPV
��3URGXFW�LQIRUPDWLRQ�DQG�RQOLQH�UHYLHZV�EHFRPH�LQFUHDVLQJO\�LPSRUWDQW�WR�VKRSSHUV�DV�HFRPPHUFH�
JURZV
��(FRPPHUFH�VDOHV�LQFUHDVH�E\�����IURP�4��WR�4���DFFRXQWLQJ�IRU�D�UHFRUG�����RI�WRWDO�VDOHV

��(FRPPHUFH�WRROV�DUH�XVHG�WR�GULYH�GHPDQG�EDFN�WR�VWRUHV�DQG�HQDEOH�VPRRWKHU�H[SHULHQFHV�
ZKHQ�FXVWRPHUV�DUULYH��DSSRLQWPHQW�ERRNLQJ��HWF��
��(FRPPHUFH�RSHUDWLRQV�EHFRPH�OHVV�VWUDLQHG�DV�FRQVXPHUV�VWDUW�UHWXUQLQJ�WR�VWRUHV��WKRXJK�
RQOLQH�VKRSSLQJ�OHYHOV�UHPDLQ�HOHYDWHG
��:KLWH�JORYH���FRQFLHUJH�VHUYLFH�PRYHV�RQOLQH�DV�FRQVXPHUV�RI�KLJK�WLFNHW�LWHPV�ORRN�IRU�
JXLGDQFH�DQG�WKH�HPRWLRQDO�H[SHULHQFH�RI�VKRSSLQJ�LQ�VWRUHV
��6WRUHV�WKDW�LQYHVWHG�LQ�FRQWLQXRXV���SHUSHWXDO�LQYHQWRU\�WUDFNLQJ�SULRU�WR�WKH�SDQGHPLF�DUH�
EHWWHU�DEOH�WR�IXOÀOO�IURP�VWRUHV�DV�HFRPPHUFH�JURZV
��5HWDLOHUV�ORRN�WR�QHZ�WHFKQRORJLHV�DQG�FDSDELOLWLHV�WR�PLWLJDWH�GHOLYHU\�FRVWV�DV�RQOLQH�
VKRSSLQJ�UHPDLQV�HOHYDWHG
��5HWXUQ�UDWHV�UHPDLQ�KLJK�DV�PRUH�LWHPV�DUH�SXUFKDVHG�RQOLQH�WKDQ�EHIRUH�WKH�SDQGHPLF
- $XWRPDWHG�ZDUHKRXVHV³FRPELQHG�ZLWK�QHZ�SLFNXS�DQG�GHOLYHU\�RSWLRQV³EHFRPH�PRUH�
PDLQVWUHDP��UHGXFLQJ�IXOÀOOPHQW�WLPHV�DQG�FKDQJLQJ�FRQVXPHUV·�GHÀQLWLRQ�RI�LPPHGLDF\
- $V�WKH�SDQGHPLF�GUDJV�RQ��FXVWRPHU�VHUYLFH�DQG�VXSSRUW�WHDPV�VWUXJJOH�WR�NHHS�XS�ZLWK�DQ�
LQÁX[�RI�LQTXLULHV�DQG�UHWXUQV��HURGLQJ�JRRG�ZLOO�EXLOW�XS�LQ�WKH�HDUOLHU�SKDVHV�RI�&29,'���

��(FRPPHUFH�SHQHWUDWLRQ�UHPDLQV�KLJK�YHUVXV�SUH�SDQGHPLF�OHYHOV�DV�FRQVXPHU�
SUHIHUHQFH�WR�VKRS�RQOLQH�VWLFNV
��6KRSSHUV�DUH�OHVV�LPSDFWHG�E\�RXW�RI�VWRFNV�DV�HQGOHVV�DLVOH�FDSDELOLWLHV�DQG�GHOLYHU\�
RSWLRQV�LPSURYH
- $V�SUHVVXUH�PRXQWV�RQ�FXVWRPHU�VHUYLFH�WHDPV��VHDUFK�UHVXOWV�DQG�FXVWRPHU�VHUYLFH�
UHVSRQVHV�DUH�LQFUHDVLQJO\�JHQHUDWHG�WKURXJK�QDWXUDO�ODQJXDJH�WH[W�DQG�YRLFH��DQG�QHDUO\�
ÁDZOHVVO\�PDWFK�WKH�LQWHQW�DQG�SUHIHUHQFHV�RI�WKH�VKRSSHU

Supply chain ��5HWDLOHUV�GHOD\�RU�FDQFHO�RUGHUV�DPLG�GURSRII�LQ�GHPDQG
��5HWDLOHUV�PXVW�VHHN�DOWHUQDWH�VXSSOLHUV�DV�IDFWRULHV���SURGXFHUV�DUH�DOVR�DIIHFWHG�E\�
&29,'���
- $OJRULWKP�EDVHG�GHPDQG�IRUHFDVWLQJ�IDLOV�DV�GHPDQG�EHFRPHV�XQSUHGLFWDEOH

��5HWDLOHUV�IDFH�FKDOOHQJHV�UHVWDUWLQJ�VXSSO\�FKDLQV�IROORZLQJ�IUHH]HV�RU�FKDQJHV�LQ�SURGXFWLRQ
��/DERU�VKRUWDJHV�LQ�UHWDLO�ZDUHKRXVHV�FRQWULEXWH�WR�VKLSSLQJ�GHOD\V
��5HWDLOHUV�IDFH�GHOLYHU\�FKDOOHQJHV�ZRUNLQJ�ZLWK�D�VWUXJJOLQJ�8636�DQG�RYHUZKHOPHG�FDUULHU�
QHWZRUNV
��&RPSDQLHV�UHDVVHVV�HQWLUH�JHRJUDSKLF�GLVWULEXWLRQ�RI�VXSSO\�FKDLQ��LQFOXGLQJ�UHOLDQFH�RQ�&KLQD
��5HWDLOHUV�UHFDOLEUDWH�KROLGD\�RUGHUV�WR�DOLJQ�ZLWK�PRUH�PXWHG�GHPDQG��ZLWK�VRPH�SODQQLQJ�IRU�
LQYHQWRU\�GHFOLQHV�RI�XS�WR����
- THQVLRQV�DULVH�EHWZHHQ�EUDQGV�DQG�UHWDLOHUV�DV�FUHGLW�LQVXUDQFH�SROLF\�ZULWHUV�FXW�EDFN�RQ�
FRYHUDJH�IRU�VWUXJJOLQJ�UHWDLOHUV�
��5HWDLOHUV�DUH�PRUH�WKRXJKWIXO�DERXW�UHWXUQV�SURFHVVHV���SROLFLHV�WR�HQVXUH�LWHPV�DUH�SURSHUO\�
FOHDQHG�DQG�VDIH�EHIRUH�WKH\�DUH�SXW�EDFN�XS�IRU�VDOH
��'HOLYHU\�FRPSDQLHV�LPSRVH�VXUFKDUJHV�DV�WKH\�VWUXJJOH�WR�PDQDJH�LQFUHDVHG�VKLSSLQJ�GHPDQG�
DQG�FRVWV��UHWDLOHUV�DUH�IRUFHG�WR�GHFLGH�ZKHWKHU�WR�UDLVH�SULFHV�RU�DEVRUE�FRVWV
��*RYHUQPHQW�DJHQFLHV�UHOD[�UHJXODWLRQV�VXFK�DV�IRRG�ODEHOLQJ�WR�UHGXFH�GLVUXSWLRQ�RI�VXSSO\�FKDLQV

��&RPSDQLHV�VKLIW�DZD\�IURP�WKH�MXVW�LQ�WLPH�VXSSO\�FKDLQ�PRGHO�
��6LJQLÀFDQW�UHHQJLQHHULQJ�RI�WKH�VXSSO\�FKDLQ�LV�UHTXLUHG��DV�FRPSDQLHV�UHWKLQN�ORFDWLRQ�RI�
VXSSOLHUV��ZDUHKRXVLQJ��LQYHQWRU\��UHODWLRQVKLSV�ZLWK�VXSSOLHUV��HFRPPHUFH�DQG�IXOÀOOPHQW�
FDSDELOLWLHV��SDFNDJLQJ��SULYDWH�ODEHO�DQG�PRUH
- $UWLÀFLDO�LQWHOOLJHQFH�DQG�PDFKLQH�OHDUQLQJ�DUH�GHSOR\HG�DFURVV�WKH�VXSSO\�FKDLQ��RSWLPL]LQJ�
WKH�PRVW�LQHIÀFLHQW�SDUWV�RI�UHWDLO
��6RPH�RXWVRXUFHG�PDQXIDFWXULQJ�FRPHV�EDFN�WR�WKH�86�IRU�VWUDWHJLF�UHDVRQV��UHYHUVLQJ�WKH�
WUHQG�RI�LQFUHDVHG�JOREDOL]DWLRQ���LQWHUQDWLRQDO�WUDGH�VLQFH�����
- 7KH�UROH�RI�&KLQD�DV�D�PDQXIDFWXULQJ�SDUWQHU�GLPLQLVKHV��OHDGLQJ�WR�QHZ�RSSRUWXQLWLHV�IRU�
RWKHU�FRXQWULHV
��'HOLYHU\�FRPSDQLHV�LPSOHPHQW�DGGLWLRQDO�VXUFKDUJHV�LQ�DQWLFLSDWLRQ�RI�SHDN�VKLSSLQJ�GXULQJ�D�
EXV\�KROLGD\�VHDVRQ��SURYLGLQJ�IXUWKHU�LQFHQWLYH�WR�UHWDLOHUV�DQG�FRQVXPHUV�WR�XVH�%23,6�RU�
Curbside oIIHULQJV

��6XSSO\�FKDLQ�FDSDELOLWLHV�EHFRPH�D�VRXUFH�RI�VWUDWHJLF�DGYDQWDJH
��0LFURIXOÀOOPHQW�FHQWHUV��0)&V��DUH�XVHG�IRU�VDPH�GD\�GHOLYHU\�LQ�GLIIHUHQW�UHWDLO�
FDWHJRULHV�ZLWK�KLJK�YROXPH�SXUFKDVHV��LQFOXGLQJ�PDVV�PHUFKDQWV��GUXJVWRUHV��KRPH�
LPSURYHPHQW�DQG�PRUH
��6KRUWHQHG�VXSSO\�FKDLQV�PHDQ�IDVWHU�DFFHVV�WR�FXWWLQJ�HGJH�SURGXFWV�DQG�GHVLJQ��
DOORZLQJ�EUDQGV�DQG�UHWDLOHUV�WR�RUGHU�SURGXFWV�WR�PRUH�FORVHO\�PDWFK�GHPDQG
��5H�HQJLQHHUHG�GHPDQG�IRUHFDVWLQJ�VROXWLRQV�PDNH�'&V�PRUH�HIÀFLHQW�DQG�UHGXFH�RXW�
RI�VWRFNV�DW�SK\VLFDO�VWRUHV
��5HWDLOHUV�ÀQG�ZD\V�WR�OLPLW�ZDVWH�WKURXJKRXW�WKH�VXSSO\�FKDLQ�DV�FRQVXPHUV�JURZ�PRUH�
FRQFHUQHG�DERXW�VXVWDLQDELOLW\
- 7KH�VXSSO\�FKDLQ�LV�LQFUHDVLQJO\�WUDQVSDUHQW�DV�FRQVXPHUV�GHPDQG�PRUH�LQIRUPDWLRQ�RQ�
ZKHUH�WKHLU�SURGXFWV�FRPH�IURP�DQG�KRZ�WKH\·UH�SURGXFHG

Financial management ��&RPSDQLHV
�DFFHVV�WR�FDSLWDO�EHFRPHV�FUXFLDO�IRU�EXVLQHVV�VXUYLYDO�DQG�QHFHVVDU\�
LQYHVWPHQWV
��,PPHGLDWH�FRVW�FRQWURO�PHDVXUHV�DUH�SXW�LQ�SODFH��LQFOXGLQJ�IXUORXJKV��FDQFHOLQJ�RUGHUV�ZLWK�
VXSSOLHUV�DQG�ZLWKKROGLQJ�UHQW
��&RPSDQLHV�EHJLQ�WR�VXVSHQG�RU�FXW�GLYLGHQGV
��&RPSDQLHV�EHJLQ�WR�VXVSHQG�VKDUH�EX\EDFNV�
��5HWDLOHUV�LVVXH�GHEW�WR�VWUHQJWKHQ�WKHLU�ÀQDQFLDO�SRVLWLRQ
��5HWDLOHUV�GUDZ�GRZQ�RQ�FUHGLW�OLQHV�WR�VKRUH�XS�WKHLU�ÀQDQFHV
��%UDQGV���UHWDLOHUV�ZLWKGUDZ�ÀQDQFLDO�JXLGDQFH

��:LWK�FDVK�WLHG�XS�LQ�LQYHQWRU\��UHWDLOHUV�VHHN�ZD\V�WR�PRYH�WKHLU�SURGXFW��SURPRWLRQV��RIÁRDGLQJ�WR�
oIISULFH���UHFRPPHUFH�VLWHV��HWF��
��%XVLQHVVHV�WKDW�IXUORXJKHG�ZRUNHUV�XQGHU�&$5(6 $FW�IDFH�ÀQDQFLDO�FKRLFHV�UHODWHG�WR�UH�KLULQJ�
VRPH�RU�DOO�RI�WKHLU�HPSOR\HHV�
��5HWDLOHUV�WKDW�IXUORXJKHG�VWDII�DW�SK\VLFDO�VWRUHV�PD\�XOWLPDWHO\�OD\�RII�VRPH�HPSOR\HHV�JLYHQ�
FKDQJHG�VWDIÀQJ�QHHGV
��5HWDLOHUV�UHGXFH�RUGHUV�IRU�WKH�KROLGD\�VHDVRQ�WR�VDYH�FDVK���DOLJQ�WKHLU�LQYHQWRU\�OHYHOV�ZLWK�ORZHU�
SURMHFWHG�GHPDQG
- A�JURZLQJ�QXPEHU�RI�UHWDLOHUV�WDS�UHVWUXFWXULQJ�H[SHUWV
��%XVLQHVVHV�HYDOXDWH�DQG�SXUVXH�LQVXUDQFH�FODLPV�GXH�WR�&29,'�����UHVLVWDQFH�IURP�86�&KDPEHU�
RI�&RPPHUFH
��5HWDLOHUV�SUHSDUH�IRU�D�VXUJH�RI�RQOLQH�RUGHU�UHWXUQV�DV�VWRUHV�UHRSHQ�DQG�FRQVXPHUV�VWDUW�WR�
IUHTXHQW�UHWXUQV�IDFLOLWLHV�DJDLQ

��5HWDLOHUV�ORRN�IRU�ZD\V�WR�UDLVH�FDVK��EXW�ODFN�RI�FRQÀGHQFH�IURP�SXEOLF�PDUNHWV�OLPLWV�RSWLRQV
��5HWDLOHUV�LQYHVW�LQ�EHWWHU�VROXWLRQV�IRU�SUREOHPV�WKDW�DURVH�DV�D�GLUHFW�UHVXOW�RI�&29,'�����IRU�
H[DPSOH��D�PRUH�VWUHDPOLQHG�FXUEVLGH�H[SHULHQFH��ZKLOH�RWKHU�ORQJ�WHUP�VWUDWHJLF�LQYHVWPHQWV�
UHPDLQ�RQ�KROG
��6DODULHV�DQG�ERQXVHV�WKDW�ZHUH�UHGXFHG�RU�HOLPLQDWHG�GXULQJ�WKH�FULVLV�UHWXUQ

��&RPSDQLHV�EHJLQ�WR�UHLQYHVW�LQ�FULWLFDO�DUHDV�WKDW�ZHUH�SXW�RQ�KROG�GXULQJ�&29,'�����
WKRXJK�VWLOO�H[HUFLVLQJ�UHVWUDLQW
��3RVLWLRQV�DUH�UHÀOOHG�DW�WKH�FRUSRUDWH�OHYHO�DV�WKH�IRFXV�VKLIWV�EDFN�WR�JURZWK��EXW�VWDIÀQJ�
OHYHOV�UHPDLQ�ORZHU�WKDQ�EHIRUH�WKH�FULVLV�WR�SUHVHUYH�FDVK
��6DODULHV�WKDW�ZHUH�UHGXFHG�GXULQJ�WKH�FULVLV�UHWXUQ�

Organizational changes ��)XUORXJKV�DQG�OD\RIIV�LPSDFW�IURQWOLQH�ZRUNHUV�DV�ZHOO�DV�FRUSRUDWH�VWDII�DW�PDQ\�UHWDLOHUV
- A�JURZLQJ�QXPEHU�RI�H[SHULHQFHG�UHWDLO�H[HFXWLYHV�VHHN�QHZ�UROHV

- $FFHOHUDWLRQ�RI�HFRPPHUFH�PHDQV�GLJLWDO�H[SHUWLVH�LV�D�KLULQJ�IDFWRU�LQ�HYHU\�UROH�DFURVV�WKH�
RUJDQL]DWLRQ
��%XVLQHVVHV�XQGHUJR�RUJDQL]DWLRQDO�UHVWUXFWXULQJ�WR�FXW�FRVWV���IRFXV�RQ�QHZ�SULRULWLHV
- $ELOLW\�WR�ZRUN�FURVV�IXQFWLRQDOO\�LPSURYHV��ERUQ�RI�QHFHVVLW\
��5DFLDO�GLVSDULWLHV�XQFRYHUHG�E\�&29,'����DQG�%ODFN�/LYHV�0DWWHU�SURWHVWV�EHFRPH�IURQW�DQG�
center��ZLWK�RUJDQL]DWLRQV�FKDQJLQJ�DSSURDFKHV�WR�KLUH�PRUH�GLYHUVH�ZRUNHUV

��(FRPPHUFH�DQG�VWRUHV�WHDPV�ZRUN�LQ�WDQGHP�PRUH�WKDQ�HYHU�EHIRUH�WR�HQVXUH�GLJLWDO�LV�
VXSSRUWLQJ�SK\VLFDO�VWRUH�QHWZRUNV
��2SSRUWXQLWLHV�WR�LQQRYDWH�ZLOO�EH�PRUH�GHPRFUDWL]HG��VSUHDGLQJ�WR�HYHU\�UROH�ZLWKLQ�WKH�UHWDLO�
RUJDQL]DWLRQ��DQG�HPSRZHULQJ�HPSOR\HHV�WR�FUHDWH�PRUH�XVHIXO�RIIHULQJV�EDVHG�RQ�LQVLJKWV�
IURP�WKH�ÀHOG�
��1HZ�UROHV�UHODWHG�WR�KHDOWK�DQG�VDIHW\�DUH�FUHDWHG�DW�UHWDLO�RUJDQL]DWLRQV�WR�SURWHFW�VKRSSHUV�
DQG�HPSOR\HHV

- 7KH�QH[W�JHQHUDWLRQ�RI�UHWDLO�OHDGHUV�KDLO�IURP�GLJLWDO�RU�VWDUWXS�EDFNJURXQGV
- 7KH�&�6XLWH�EHFRPHV�PRUH�IHPDOH�DV�ZHOO�DV�PRUH�GLYHUVH��DV�RUJDQL]DWLRQV�FRQWLQXH�WR�
YDOXH�GLIIHUHQW�SHUVSHFWLYHV
- $V�UHWDLOHUV�VHHN�WR�FUHDWH�PRUH�DJLOH�RUJDQL]DWLRQV��HPSOR\HHV�ZLOO�LQFUHDVLQJO\�PRYH�
EHWZHHQ�GHSDUWPHQWV�WR�LPSURYH�WKHLU�XQGHUVWDQGLQJ�RI�DOO�DVSHFWV�RI�WKH�EXVLQHVV

Workplace changes ��0RVW�ZKLWH�FROODU�ZRUNHUV�LPPHGLDWHO\�VKLIW�WR�ZRUNLQJ�IURP�KRPH
��&RPSDQLHV�DGDSW�WR�WHOHFRPPXQLFDWLRQV�DQG�RQOLQH�KLULQJ
��(PSOR\HHV�LQYHVW�LQ�KRPH�RIÀFHV�DQG�UHPRWH�ZRUNLQJ�WRROV
��1HZ�´EOXH�FROODU���ZKLWH�FROODUµ�GLVWLQFWLRQ�HPHUJHV��HVVHQWLDO�VHUYLFHV�ZRUNHUV�FRQWLQXH�
ZRUNLQJ�ZLWK�IHZ�SURWHFWLRQV
��%OXUULQJ�RI�SHUVRQDO���SURIHVVLRQDO�OLYHV�LQFUHDVHV�DV�ZRUN�EHFRPHV�D�SDUW�RI�KRPH�DQG�YLFH�
YHUVD
��&RPSDQLHV�EHFRPH�PRUH�DFFRPPRGDWLQJ�RI�HPSOR\HHV�MXJJOLQJ�NH\�SHUVRQDO�QHHGV�GXULQJ�
ZRUN�KRXUV��L�H��FKLOGFDUH�
��&RPSDQLHV�EHFRPH�DFFHSWLQJ�RI�DW�KRPH�GLVWUDFWLRQV��L�H��SHWV�

��0RVW�FRPSDQLHV�FKRRVH�WR�FRQWLQXH�DOORZLQJ�ZRUN�IURP�KRPH��ELJ�WHFK�FRPSDQLHV�OLNH�*RRJOH�
DQG�)DFHERRN�DQQRXQFH�ZRUN�IURP�KRPH�RSWLRQ�WR�H[WHQG�WKURXJK�\HDU�HQG
��6DIHW\�IHDWXUHV�DUH�H[SDQGHG�IRU�HVVHQWLDO�ZRUNHUV��FXVWRPHU�DQG�ZRUNHU�PDVNV���VDQLWDWLRQ��
VKRUWHU�VWRUH�KRXUV�
��/HDGHUVKLS�VNLOOV�WR�PDQDJH�D�UHPRWH�ZRUNIRUFH�EHFRPH�LQFUHDVLQJO\�YDOXDEOH��ZLWK�HPSDWK\�
SOD\LQJ�D�ODUJHU�UROH�DPLG�RQJRLQJ�XQFHUWDLQW\�DQG�OD\RIIV
���=RRP�)DWLJXH��VHWV�LQ�IRU�UHPRWH�ZRUNHUV
��1HZ�VHQLRU�OHYHO�WLWOHV�HPHUJH�DURXQG�KHDOWK�DQG�VDIHW\�UROHV

��6ORZ�PRYH�EDFN�WR�ZRUNLQJ�LQ�DQ�RIÀFH�EHJLQV�ZLWK�QHZ�VDIHW\�IHDWXUHV��OHVV�IDFH�WR�IDFH�
WLPH��QHZ�RIÀFH�VHWXSV��FKHFNSRLQWV�IRU�HQWU\�OLNH�WHPSHUDWXUH�FKHFNV��VWDJJHUHG�KRXUV���
ZRUNGD\V���RIÀFH�ZRUN�FRPHV�EDFN�PRUH�TXLFNO\�LQ�SODFHV�ZKHUH�ZRUNHUV�FRPPXWH�E\�FDr��
ZKLOH�ZRUNHUV�ZKR�UHO\�RQ�SXEOLF�WUDQVSRUWDWLRQ�FRQWLQXH�ZRUNLQJ�DW�KRPH�IRU�ORQJHU
��&RPSDQLHV�IDFH�WKH�FKDOOHQJH�RI�KDYLQJ�VRPH�ZRUNHUV�EDFN�LQ�WKH�RIÀFH�DQG�VRPH�ZRUNLQJ�
UHPRWHO\
��6RPH�FRPSDQLHV�VHH�SURGXFWLYLW\�LVVXHV�ZLWK�UHPRWH�ZRUNLQJ�DQG�VKLIW�EDFN�WRZDUGV�LQ�RIÀFH�
SROLFLHV��ZKHUH�VDIH�WR�GR�VR�
��6RPH�FRPSDQLHV�WKDW�GR�JR�EDFN�WR�WKH�RIÀFH�ZLOO�UHTXLUH�HPSOR\HHV�WR�GRZQORDG�FRQWDFW�
WUDFLQJ�DSSV�DV�D�VHFXULW\�PHDVXUH�
��0RUH�YLGHRFRQIHUHQFLQJ�OHDGV�WR�OHVV�WUDYHO�IRU�LQ�SHUVRQ�PHHWLQJV�DQG�FRUSRUDWH�RIIVLWHV
��2IÀFH�VSDFHV�DUH�GRZQVL]HG�DQG�EXVLQHVVHV�EDVHG�DURXQG�FHQWUDO�EXVLQHVV�DUHDV�DUH�KXUW
- WRUNSODFH�YDOXHV�FRQWLQXH�WR�PRYH�EH\RQG�VKDUHKROGHU�YDOXH�WR�IRFXV�RQ�&65
- VHQGRU�VHOHFWLRQ�SURFHVV�LQFUHDVLQJO\�WDNHV�LQWR�DFFRXQW�ORFDWLRQ�RI�YHQGRU�DQG�DYDLODEOH�
FROODERUDWLRQ�WRROV
- 7KH�JUDGXDO�UHWXUQ�WR�WKH�RIÀFH�LV�KDPSHUHG�E\�VFKRRO�FORVXUHV�RU�VWDJJHUHG�OHDUQLQJ
��/DQGORUGV�DQG�ORFDO���FLW\�JRYHUQPHQWV�SUHVVXUH�EXVLQHVVHV�WR�FDOO�WKHLU�HPSOR\HHV�EDFN�WR�
WKH�ZRUNSODFH�WR�UHVXVFLWDWH�WKH�RIÀFH�HFRQRP\

��6RPH�FRPSDQLHV�VKLIW�WR�EHLQJ�HQWLUHO\�UHPRWH
- WRUNSODFH�ÁH[LELOLW\�EHFRPHV�PRUH�LQJUDLQHG�LQ�FRUSRUDWH�FXOWXUH
- $V�GLVWULEXWHG�ZRUNIRUFHV�EHFRPH�PRUH�FRPPRQ��FRPSDQLHV�FDQ�KLUH�WKH�YHU\�EHVW�
HPSOR\HHV��UHJDUGOHVV�RI�WKHLU�ORFDWLRQ��FDUHWDNLQJ�UHVSRQVLELOLWLHV��GLVDELOLWLHV��HWF�
��'H�XUEDQL]DWLRQ�RFFXUV�LQ�WKH�86�DV�UHPRWH�ZRUNHUV�PRYH�WR�OHVV�H[SHQVLYH�UHJLRQV�DQG�
DV�VRPH�FRPSDQLHV�UHORFDWH�RIÀFHV�WR�VXEXUEV�DQG�VPDOOHU�FLWLHV
��(PSOR\HUV�DOORZ�H[LVWLQJ�HPSOR\HHV�WR�ZRUN�UHPRWH�IURP�DQ\�SODFH�EXW�PD\�DGMXVW�
VDODULHV�WR�ORFDWLRQ
- $IWHU�PRQWKV�RI�ZRUNLQJ�DW�KRPH��VRPH�FRPSDQLHV�EXLOG�HODERUDWH�QHZ�RIÀFHV�WR�HQWLFH�
HPSOR\HHV�WR�UHWXUQ

Product and packaging ��%XON�SDFNDJLQJ�RSWLRQV�LQFUHDVH�
��+\JLHQLF�SURSHUWLHV�RI�SURGXFWV�DUH�RI�SDUDPRXQW�LPSRUWDQFH
��%UDQGV�FXW�QXPEHU�RI�6.8V��IRFXVLQJ�VXSSO\�FKDLQV�RQ�SURGXFWV�LQ�KLJKHVW�GHPDQG

��%RWK�VLQJOH�VHUYLQJ�DQG�EXON�VL]HG�SURGXFW�RSWLRQV�LQFUHDVH�DV�FRQVXPHUV�VHHN�YDOXH
��&RQVXPHUV�EHFRPH�PRUH�OHHU\�RI�RSHQLQJ�SDFNDJHV�RQ�WKHLU�GRRUVWHSV�RYHU�VDIHW\���K\JLHQLF�
concerns
��&RQVXPHUV�EHFRPH�PRUH�FRJQL]DQW�RI�WKH�HQYLURQPHQWDO�LPSDFW�RI�RQOLQH�VKRSSLQJ�DV�WKH\�RUGHU�
PRUH�WR�WKHLU�KRPHV
- 7KH�VDIHW\�RI�UHXVDEOH�EDJV���SDFNDJLQJ�FRPHV�LQWR�TXHVWLRQ

��5HWDLOHUV�FRQVLGHU�QHZ�SDFNDJLQJ�RSWLRQV�DV�KRPH�ERXQG�FRQVXPHUV�SXW�D�VSRWOLJKW�RQ�
UHGXFLQJ�ZDVWH�WKURXJK�SURGXFWV�RU�SDFNDJLQJ
��3URORQJHG�VKLIW�WR�DW�KRPH�HDWLQJ�DQG�GULQNLQJ�OHDGV�WR�D�FDQ�VKRUWDJH��GLVUXSWLQJ�VXSSO\�IRU�
&3*�PDQXIDFWXUHUV�DQG�FDXVLQJ�WKHP�WR�VHHN�DOWHUQDWLYH�SDFNDJLQJ�RSWLRQV�DQG�LQQRYDWLRQV
��&3*�DQG�RWKHU�SURGXFW�FDWHJRULHV�DFFHOHUDWH�SDFNDJH�UHGHVLJQV�VSHFLÀF�WR�HFRPPHUFH
��3DFNDJLQJ�FRS\�HPSKDVL]HV�ERWK�IXQFWLRQDO�EHQHÀWV��L�H��VFLHQWLÀF�FODLPV�DQG�K\JLHQLF�
SURSHUWLHV��DV�ZHOO�DV�FOHDQ���QDWXUDO�FODLPV��DV�FRQVXPHUV�VHHN�EDODQFH�RI�YDOXHV
��%UDQGV�UHWKLQN�WKHLU�SURGXFW�OLQHV��UHWLULQJ�ODFNOXVWHU�SHUIRUPHUV�DQG�VHOHFWLYHO\�LQWURGXFLQJ�
QHZ�SURGXFWV�WR�PHHW�FKDQJLQJ�FRQVXPHU�SUHIHUHQFHV

��%UDQGV�DQG�UHWDLOHUV�ORRN�IRU�VXVWDLQDEOH�SDFNDJLQJ�RSWLRQV�WR�UHGXFH�WKHLU�FDUERQ�
IRRWSULQW�DV�HFRPPHUFH�DQG�GHOLYHU\�FRQWLQXH�WR�JURZ
- $W�WKH�VDPH�WLPH��SDFNDJLQJ�LV�UHGHVLJQHG�IRU�K\JLHQLF�SXUSRVHV³VRPHWLPHV�FRQWUDU\�WR�
JUHHQ�LPSHUDWLYHV

Category implications: 
Grocery

��+XJH�ULVH�LQ�VDOHV�GULYHQ�E\�SDQLF�EX\LQJ
��%DVNHW�VL]HV�LQFUHDVH�VLJQLÀFDQWO\
��0DMRU�IRFXV�RQ�VWRFNSLOLQJ�HVVHQWLDOV��SDSHU�SURGXFWV��GLVLQIHFWDQWV��FDQQHG�DQG�IUR]HQ�IRRGV
��5DSLG�ULVH�RI�HFRPPHUFH��SLFNXS�DQG�GHOLYHU\�RSWLRQV�H[SDQG
��%HLQJ�DQ�HVVHQWLDO�UHWDLOHU�IRUFHV�FRPSDQLHV�WR�LPSOHPHQW�K\JLHQH�DQG�VRFLDO�GLVWDQFLQJ�HDUO\
��6KLIW�WR�DW�KRPH�HDWLQJ�DV�UHVWDXUDQWV�FORVH�RU�VKLIW�WR�SLFNXS���GHOLYHU\�RQO\�PRGHOV
��5HVWDXUDQWV�DQG�JURFHU\�VWRUHV�ERWK�SDUWQHU�DQG�FRPSHWH��PHUJLQJ�FRQFHSWV�WR�PHHW�
VKRSSHU�QHHGV��PRUH��JURFHUDQWV��HPHUJH

��%X\LQJ�SDWWHUQV�VKLIW�DZD\�IURP�HVVHQWLDOV�WRZDUG�FRPIRUW�IRRG
��+DYLQJ�DOUHDG\�VWRFNHG�XS��FRQVXPHUV�HDVH�XS�RQ�EXON�SXUFKDVLQJ
��6ZLQJV�LQ�VXSSO\�DQG�FRQWLQXHG�KLJK�GHPDQG�GULYH�XQH[SHFWHG�SULFH�KLNHV
��0HDO�NLWV�DQG�SUHSDUHG�PHDOV�H[SDQG�DV�DUHDV�RI�RSSRUWXQLW\
��&RQVXPHUV�H[SHULPHQW�ZLWK�QHZ�EUDQGV�ZKHQ�SUHIHUUHG�RQHV�DUH�RXW�RI�VWRFN
��3RVVLEOH�QHZ�FRPSHWLWLRQ�LQ�VRPH�PDUNHWV�DV�UHVWDXUDQWV�VHOO�JURFHULHV
��*URFHU\�UHWDLOHU�SULYDWH�EUDQGV
�SRSXODULW\�LQFUHDVHV
��&3*�EUDQGV�ODXQFK�GLUHFW�WR�FRQVXPHU�VLWHV�WR�PHHW�WKH�QHHGV�RI�VKRSSHUV�ORRNLQJ�IRU�WUXVWHG�
SURGXFWV�RQOLQH
��)UXVWUDWLRQ�ZLWK�SRRU�RQOLQH�JURFHU\�H[SHULHQFH�GULYHV�VRPH�VKRSSHUV�EDFN�LQWR�UHRSHQHG�VWRUHV
��6DOHV�RI�VXEVWLWXWH�SURGXFWV�VXFK�DV�DOWHUQDWLYH�PHDWV�VRDU�DV�VKRUWDJHV�NLFN�LQ
- $FFHOHUDWHG�UROORXW�RI�PLFURIXOÀOOPHQW�FHQWHUV�LQ�JURFHU\
- $W�KRPH�DOFRKRO�FRQVXPSWLRQ�JURZV��DV�GRHV�HFRPPHUFH�DQG�GHOLYHU\�RI�EHHr��ZLQH�DQG�VSLULWV
��*URFHU\�VDOHV�JURZWK�VORZV�GRZQ�DV�UHVWDXUDQWV�EHJLQ�WR�UHRSHQ

��5HWDLOHUV�VHHN�QHZ�HTXLOLEULXP�EHWZHHQ�HFRPPHUFH�DQG�EULFN�DQG�PRUWDU
��6DODG�EDUV�DQG�VHOI�VHUYLFH�EXON�IRRG�RIIHULQJV�DUH�UHSODFHG�ZLWK�SDFNDJHG�SURGXFWV�RU�RWKHU�
VHUYLFHV�LQ�JURFHU\�VWRUHV
��5HWDLOHUV�DQG�EUDQGV�ZRUN�WRJHWKHU�WR�LQFUHDVH�LPSXOVH�EX\LQJ�RSSRUWXQLWLHV�DURXQG�RUGHUV�
IRU�SLFNXS
��5HWDLOHUV�DQG�SDUWQHUV�JDLQ�EHWWHU�YLHZ�LQWR�KRZ�VFDOH�LPSURYHV�WKH�HFRQRPLFV�RI�GHOLYHU\
��,Q�VWRUH�VDPSOLQJ�UHVXPHV��ZLWK�VDIHW\�UHVWULFWLRQV�LQ�SODFH��LQ�RUGHU�WR�GULYH�LQ�VWRUH�WUDIÀF
��&RQVXPHUV�ZKR�KDYH�SODFHG�WKHLU�ÀUVW�JURFHU\�HFRPPHUFH�RUGHUV�KDYH�D�PXFK�HDVLHU�WLPH�
UHRUGHULQJ
��&3*�EUDQGV�ORRN�IRU�PRUH�HIÀFLHQW�SDFNDJLQJ�DV�PRUH�RI�WKHLU�SURGXFWV�DUH�ERXJKW�RQOLQH
��&3*V�LQYHVW�PRUH�LQ�HQG�FDSV�DV�FXVWRPHUV�FKDQJH�WKHLU�LQ�VWRUH�MRXUQH\V
��&KDQJHV�LQ�ZDUHKRXVH���VKLSSLQJ�LQIUDVWUXFWXUH�PDGH�LQ�VXSSRUW�RI�HFRPPHUFH
��*URFHU\�UHWDLOHUV�LQFUHDVH�VHOHFWLRQ�RI�ORFDOO\�VRXUFHG�SURGXFH�DPLG�JUHDWHU�FRQVXPHU�
demand 
��*URFHU\�UHWDLOHUV�DSSHDO�WR�LQFUHDVLQJO\�EXGJHW�FRQVFLRXV�VKRSSHUV�ZLWK�SURPRWLRQV�DQG�
RWKHU�LQFHQWLYHV�DPLG�FRQVXPHU�FRQFHUQV�RYHU�WKH�H[SLUDWLRQ�RI�XQHPSOR\PHQW�EHQHÀWV
��&3*�FRPSDQLHV�WU\�WR�UHWDLQ�FXVWRPHUV�ZKR�UHGLVFRYHUHG�WKHLU�SURGXFWV�GXULQJ�WKH�SDQGHPLF

��2QOLQH�JURFHU\�EX\LQJ�GRHVQ
W�VWD\�DW�&29,'����OHYHOV��EXW�HGJHV�FORVHU�WR�����
penetration
��&3*�EUDQGV�GHYHORS�YLDEOH�GLUHFW�WR�FRQVXPHU�EXVLQHVVHV
- $FFHOHUDWLRQ�RI�VKRSSHU�PDUNHWLQJ�GROODUV�PRYLQJ�WR�GLJLWDO�ZLWK�ERWK�OHJDF\�DQG�QHZ�
partners

Category implications: 
Apparel and Accessories

��6KLIW�WR�QHDUO\������HFRPPHUFH�DV�VWRUHV�FORVH
��.LQGV�RI�FORWKLQJ�SHRSOH�QHHG�FKDQJHV��HYHQ�OHVV�IRUPDOLW\���RIÀFH�ZHDU�ZKLOH�DWKOHLVXUH�
JURZV
��'LVFRXQWV�DQG�SURPRWLRQV�XVHG�H[WHQVLYHO\�WR�DWWUDFW�VKRSSHUV�ZKR�DUH�QRW�EX\LQJ
- "WDLVW�XS�FKLF��GULYHV�SXUFKDVHV�RI�WRSV�RYHU�ERWWRPV

��&RQVXPHUV�VWDUW�WR�VSHQG�PRUH�RQ�DSSDUHO�RQOLQH�DV�WKH�SURPLVH�RI�RSHQLQJV�PDNHV�OLIH�EH\RQG�
WKH�KRPH�VHHP�SRVVLEOH
��&RPIRUW�UHPDLQV�D�NH\�DWWULEXWH�LQ�DSSDUHO�SXUFKDVHV
��3K\VLFDO�UHWDLO�EHJLQV�WR�UHRSHQ�LQ�VRPH�UHJLRQV���VWDWHV
��5HWDLOHUV�IRUFHG�WR�OLTXLGDWH�VWUDQGHG�LQYHQWRU\
��%DQNUXSWF\�KLWV�WKH�VHFWRr��ZLWK�RWKHU�SRVVLEOH�EDQNUXSWFLHV�RQ�WKH�KRUL]RQ
��&RPSDQLHV�VHH�LQFUHDVHG�VDOHV�DV�SHRSOH�HPHUJH�IURP�ORFNGRZQV�ZLWK�QHZ�VL]H�QHHGV�DQG�
SUHIHUHQFHV
- $OWKRXJK�SHQW�XS�GHPDQG�GURYH�DQ�LQLWLDO�ERRVW�LQ�VDOHV�LQ�UHRSHQHG�VWRUHV��RIISULFH�UHWDLOHUV�UHSRUW�
VL]HDEOH�UHYHQXH�GHFOLQHV��DQG�IDFH�IXUWKHU�KHDGZLQGV�GXH�WR�WKHLU�ODFN�RI�DQ�HFRPPHUFH�EDFNVWRS

��6WRUHV�UHLPDJLQH�ÀWWLQJ�URRPV�DQG�WU\�RQ�SURFHVVHV�JLYHQ�K\JLHQH�FRQFHUQV��SURGXFW�
FOHDQLQJ�FRVWV�PRXQW
��6WRUHV�UHHYDOXWH�VKRZURRP�PRGHOV�RYHU�K\JLHQH�FRQFHUQV�
��2IÀFH�DSSDUHO�FRQWLQXHV�WR�VWUXJJOH�DV�PRUH�SHRSOH�:)+
��%UDQGV�ORRN�WR�RIÁRDG�H[FHVV�LQYHQWRU\�WKURXJK�SDUWQHUVKLSV�ZLWK�RIISULFH�UHWDLOHUV��UHVDOH�
SODWIRUPV�DQG�FKDULWLHV��DV�ZHOO�DV�UHF\FOLQJ�HIIRUWV
��)DVKLRQ�UHWDLOHUV�UHWKLQN�WUDGLWLRQDO�FDOHQGDr��IRU�DW�OHDVW�WKH�QH[W�\HDU
��+DQGEDJ�PDNHUV�VKLIW�WR�PRUH�FDVXDO�DQG�XWLOLWDULDQ�RSWLRQV�DPLG�VDOHV�GHFOLQHV��DV�ZRPHQ�
KDYH�IHZHU�UHDVRQV�WR�FDUU\�SXUVHV
��0DVV�PHUFKDQWV�VWHDO�VKDUH�IURP�VSHFLDOW\�DSSDUHO�VWRUHV�DV�VKRSSHUV�DLP�WR�FRQVROLGDWH�
WULSV�DQG�VHHN�YDOXH
��2QFH�DVVXUHG�RI�VDIHW\��IDVKLRQ�UHFRPPHUFH�FRPHV�EDFN�VWURQJ�UHODWLYH�WR�RWKHU�DSSDUHO�DV�
EXGJHW�FRQVWUDLQHG�VKRSSHUV�VHHN�YDOXH
��)DFH�PDVN�IDVKLRQ�RIÀFLDOO\�DUULYHV�DV�FRQVXPHUV�DGRSW�PDVN�ZHDULQJ�DQG�XQGHUVWDQG�LW�LV�
OLNHO\�WR�FRQWLQXH�IRU�WKH�IRUHVHHDEOH�IXWXUH��FRQVXPHUV�ÁDXQW�WKHLU�VW\OH�WKURXJK�GLIIHUHQW�ORRNV

- $SSDUHO�HQMR\V�D�VLJQLÀFDQW�UHERXQG�DV�SHRSOH�UHIUHVK�WKHLU�ZDUGUREHV
��)ROORZLQJ�&29,'�����QHZ�IDVKLRQ�WUHQGV�HPHUJH�WKDW�DUH�WLHG�EDFN�WR�WKH�SDQGHPLF�
H[SHULHQFH
��5HQWDO�EXVLQHVVHV�EHJLQ�WR�UHFRYHU�DV�FRQVXPHUV�VORZO\�UHWXUQ�WR�DWWHQGLQJ�HYHQWV�DQG�
WKH�RIÀFH

Category implications: 
Home Improvement and 
Furnishings

��%HLQJ�DQ�HVVHQWLDO�UHWDLOHU�IRUFHV�KRPH�LPSURYHPHQW�VWRUHV�WR�LPSOHPHQW�K\JLHQH�DQG�VRFLDO�
GLVWDQFLQJ�HDUO\�
��&RQVXPHUV�FXW�VSHQGLQJ��IRFXV�RQ�QHFHVVDU\�KRPH�LPSURYHPHQWV�DV�ORFNGRZQV�EHJLQ
��&RQVXPHUV�DOVR�EXLOG�RXW�DQG�RXWÀW�KRPH�RIÀFHV

��3HRSOH�VWXFN�DW�KRPH�XQGHUWDNH�',Y�KRPH�LPSURYHPHQW�SURMHFWV�WR�PDNH�KRPH�PRUH�FRPIRUWDEOH
³RU�VDIHU
��0DMRU�VSULQJ�VDOHV�HYHQWV��ZKLFK�GULYH�WUDIÀF�GXULQJ�WKH�FDWHJRU\
V�ELJJHVW�VHDVRQ��DUH�FDQFHOHG�WR�
PDQDJH�FURZGV
��2XWGRRU�IXUQLWXUH�VDOHV�JURZ�DV�SHRSOH�SUHSDUH�WR�VWD\�KRPH�IRU�VXPPHU�YDFDWLRQ

��&RQVXPHUV�XQGHUWDNH�RXWGRRU�SURMHFWV�OLNH�JDUGHQLQJ�DQG�ODQGVFDSLQJ�DV�D�PHDQV�IRU�
HQWHUWDLQLQJ�WKHPVHOYHV
��5HWDLOHUV�UHDOL]H�DQ�RSSRUWXQLW\�WR�KHOS�FRQVXPHUV�PDNH�KRPH�LPSURYHPHQW�VKLIWV�IRU�VDIHW\
³IRU�H[DPSOH��FRQWDFWOHVV�GURSRII�ER[HV�RQ�IURQW�SRUFKHV

��&RQVXPHUV�FRQWLQXH�WR�LQYHVW�LQ�WKHLU�KRPHV�WR�GULYH�WKHLU�YDOXH�KLJKHU
��+RPH�LPSURYHPHQW�FKDLQV
�SUR�EXVLQHVV�VWUHQJWKHQV�DV�QRQ�',Yers become more 
FRPIRUWDEOH�LQYLWLQJ�FRQWUDFWRUV�LQWR�WKHLU�KRPHV�

Category implications: 
Department Stores

��6KLIW�WR������HFRPPHUFH�DV�VWRUHV�FORVH ��+XJH�GLVFRXQWLQJ�RI�VWUDQGHG�LQYHQWRU\�RQOLQH�DQG�RIÁLQH�DV�VWRUHV�LQ�VRPH�DUHDV�UHRSHQ
��'HSDUWPHQW�VWRUHV�HYDOXDWH�ZKLFK�VWRUHV�ZLOO�QHYHU�UHRSHQ
��%DQNUXSWF\�KLWV�WKH�VHFWRr��ZLWK�RWKHU�SRVVLEOH�EDQNUXSWFLHV�RQ�WKH�KRUL]RQ

��0DVVLYH�ZDYH�RI�FRQVROLGDWLRQ
��5HWDLOHUV�UHWKLQN�SK\VLFDO�OD\RXWV��IRUPDWV�DQG�H[SHULHQFHV�WR�DGGUHVV�QHZ�FRQVXPHU�QHHGV�
DQG�EHKDYLRUV
��([SDQGLQJ�LQWR�VPDOOHr��RII�PDOO�FRQFHSWV�EHFRPHV�LQFUHDVLQJO\�DWWUDFWLYH
- As oIISULFH�UHWDLOHUV�UHRSHQ��WKH\�EHQHÀW�IURP�GHDOV�RQ�H[FHVV�LQYHQWRU\

��6XUYLYLQJ�GHSDUWPHQW�VWRUHV�HPSOR\�D��VKULQN�WR�JURZ��PHQWDOLW\
��1HZ�UHWDLO�H[SHULHQFHV�HPHUJH�WR�UHSODFH�WUDGLWLRQDO�GHSDUWPHQW�VWRUH�FRQFHSWV

Category implications: 
Luxury

��6KLIW�WR�QHDUO\������HFRPPHUFH�DV�VWRUHV�FORVH� ��6DOHV�LQ�PDMRU�FLWLHV�DUH�VHYHUHO\�LPSDFWHG�E\�ODFN�RI�WRXULVWV
��/X[XU\�HFRPPHUFH�KROGRXWV�HPEUDFH�WKH�FKDQQHO�IRU�WKH�ÀUVW�WLPH
��&KLQD�UHRSHQLQJ�KHOSV�JOREDO�OX[XU\�EUDQGV��HYHQ�DV�UHVW�RI�ZRUOG�LV�D�IHZ�VWHSV�EHKLQG
��6DOHV�DQG�SURPRWLRQV�DUH�RIIHUHG�E\�OX[XU\�EUDQGV�WKDW�W\SLFDOO\�GRQ
W�RIIHU�GLVFRXQWV��
��+LJK�HQG�UHWDLOHUV�VHHN�WR�FORVH�H[SHQVLYH�ÁDJVKLS�VWRUHV�RQ�SURPLQHQW�VKRSSLQJ�VWUHHWV

��/X[XU\�EUDQGV�DQG�UHWDLOHUV�WKDW�H[FHO�DW�GLJLWDO�VHH�JURZWK��ZKLOH�RWKHUV�FRQWLQXH�WR�VWUXJJOH
��/LYHVWUHDPLQJ�DQG�RQH�RQ�RQH�YLGHR�ZLWK�FOLHQWV�EHFRPH�LQFUHDVLQJO\�YLDEOH�VDOHV�FKDQQHOV
��0DQXIDFWXULQJ���VXSSO\�FKDLQV�EHFRPH�GLVWULEXWHG��L�H��/RXLV�VXLWWRQ�´0DGH�LQ TH[DVµ�
��*URZLQJ�LPSRUWDQFH�RI�HFRPPHUFH�SURPSWV�UHWKLQN�RI�ZRUNLQJ�ZLWK $PD]RQ� $PD]RQ�
H[SDQGV�RSWLRQV�IRU�OX[XU\�EUDQGV
��5HFRPPHUFH�DQG�UHQWDO�FRPSDQLHV�VLJQ�GHDOV�ZLWK�OX[XU\�EUDQGV�ZKR�DUH�WU\LQJ�WR�RIÁRDG�
H[FHVV�LQYHQWRU\

��0RUH�OX[XU\�VSHQGLQJ�JRHV�WRZDUG�SK\VLFDO�JRRGV�WKDQ�H[SHULHQFHV�DV�WUDYHO�UHPDLQV�
muted
- $FFHVVLEOH�SULFH�SRLQWV�EHFRPH�PRUH�LPSRUWDQW�WR�GULYH�VDOHV

BASE CASE

2



Timeline March - April 2020 May - June 2020 Q3 2020 - Q1 2021 Q2 2021 and Beyond
3KDVH�GHÀQLWLRQ COVID-19 curveball/chaos: In early March 2020, a growing number of individual 

states declared States of Emergency. Business slowed as many brands and 
retailers preemptively opted to close their stores, and consumers became leery of 
leaving their homes. President Trump declared a national State of Emergency on 
March 13, and widespread consumer panic set in. Mandates to close all 
nonessential stores meant physical store shopping effectively ceased for all but 
essential retailers. 

COVID-19 crossroads: May 2020 marked a small inflection point for many retailers, as 
increasing numbers of states relaxed restrictions on nonessential businesses. Stores 
began to reopen at a measured rate where legally permitted, but with heavy 
restrictions and safety protocols in place. Still, many questions remain heading into 
June, including whether newly opened stores and states will once again be forced to 
close with COVID-19 cases still rising.

5DSLG�5HHQJLQHHULQJ��2SWLPLVWLF��From mid- to late 2020 into the beginning of 
2021, the retail industry (along with broad swaths of government, society and the 
economy) will engage in a comprehensive reengineering process, deploying 
systems and technologies to improve agility and resiliency. At the same time, 
several quarters of uncertainty will endure. America's COVID-19 response will be 
the pivotal issue in the US Presidential election.

8SWXUQ��2SWLPLVWLF��Starting in mid-2021, the COVID-19 crisis will begin to abate. 
The new world will not be the same as it was back in early 2020. However, 
retailers and brands that survive to enter this phase will start to see opportunities 
increase as economic growth slowly returns. 

1HZ�VWUDWHJLF�LPSHUDWLYH COVID-19 Response-led Recovery-led Reemergence
5HWDLOHU�VHQWLPHQW - Shell-shocked: Knee-jerk reactions where retailers scramble to solve immediate 

issues and in-store spending grinds to a halt on nonessential items
- Deeply uncomfortable: Skeleton crews operating businesses are figuring out 
which route to take as decreased consumer spending leaves businesses 
distressed

- Refocused: Retailers begin to execute strategies set during Q2 with a new 
optimism as the pandemic feels like it is abating 
- Demographic shift: Culls of middle / senior management as younger, cheaper 
doers are preferred to execute on new strategies

- VHWHUDQV��Having managed through the crisis, companies have built cohorts of 
employees who are comfortable with change at the most fundamental levels

.H\�WKHPH����&KDQJLQJ�
DSSURDFK�WR�LQQRYDWLRQ

- Enormous social and economic pandemic shocks impact all sectors of the economy
- Retail industry in survival mode: little strategy, mainly reacting quickly to unforeseen 
challenges

- Retailers begin to develop more thought-out survival strategies, either "back to basics" (hunkering 
down and cutting costs) or a "new normal plus" mindset (doubling down on digital and innovation)
- Retailers and brands remain agile in order to react to further shocks

- Businesses engage in an effort to reengineer their businesses to position 
themselves for the upturn 
- Investing in technologies, capabilities and innovation becomes crucial—both for 
the present and thinking ahead to the post-COVID-19 world 
- Supply chain reengineering becomes a critical business issue 

- Companies with genuine innovation, digital cultures and capabilities soar
- Companies that only just survived the COVID-19 period invest in critical technologies to 
prepare for future crises

.H\�WKHPH����6KLIWLQJ�
GULYHU
V�VHDW�LQ�UHWDLO

- Government-led responses dictate majority of retail industry actions 
(store closures, furloughing, distancing and other safety measures) 
- Brands step up as leaders, including taking steps like supplying PPE to 
frontline workers and taking a stance on social issues that are important 
to consumers

- Company-led responses shape how and when to reopen, with some large 
retailers playing a leading role in providing guidelines to others in the industry 
- Individuals start making their own decisions based on their own risk 
assessments

- Consumer behavior begins to shape retail industry responses as consumers 
dictate when they'll return to stores and how they'll shop going forward

- Consumer behavior continues to drive, with ecommerce penetration 
accelerated by 3-5 years as the pandemic permanently increases digital 
acceptance 
- Brands and retailers drive more stable and consistent company-led 
responses. Shopper behavior is established, so fewer businesses are 
thrown off by rapidly changing consumer concerns.

.H\�WKHPH����7KH�
VWUDWLÀFDWLRQ�RI�UHWDLO

- All retailers (strong or weak) are hit by unpredictable, big changes in demand
- The divide of essential versus nonessential shapes revenue outlook
- Having a strong balance sheet is vital as many businesses shut down

- Divide between retail "haves" and "have-nots" returns, accelerated by COVID-19
- Retail industry stalwarts, as well as some direct-to-consumer startups, enter bankruptcy 
(liquidation and reorganization)
- Business failures create opportunities for companies that have invested and adapted to meet 
changing consumer demands
- The strong get stronger: Amazon, Target, Walmart, Dollar General
- COVID-19 retail leaders now responsible for nearly all industry job growth

- Market shakeout: Retail loses 10-20 long-standing brands and retailers forever 
- More mom-and-pops come back than initially expected 
- Consumers face a less fragmented retail landscape 
- Some bankrupt businesses reemerge stronger after restructuring

- Big companies become ever more adept at launching new brands
��1HZ�FKDOOHQJHUV�DUH�UHTXLUHG�WR�KDYH�IDVWHU�SDWKV�WR�SURÀWDELOLW\
- New startups emerge, targeting post-COVID-19 behavioral shifts

3ROLWLFDO - Lockdown and social distancing measures are put into place as the preservation of life 
becomes the key objective
- Congress quickly agrees on historic stimulus package
- State versus federal governments are not aligned on response
- Public / private partnerships and mandates emerge to mitigate the impact of COVID-19 
(providing testing, addressing supply shortages, etc.)

- States are under great pressure to mitigate economic mutilation by reopening
- State and federal actions shift decision-making onto companies
- Federal government debates additional stimulus packages
- Disagreements on policy between federal and state levels add complexity to managing the crisis
- Reopening of stores opens liability issues if shoppers contract the virus; government intervention 
possible
- Cities consider or pass hazard pay bills and permanent protections for delivery drivers and other 
essential workers
- The presidential race gets tighter as workers in key swing states are among the hardest hit by job 
losses during the pandemic shutdown
- Relations with China take center stage in politics, including tariffs and trade

Progress on combating COVID-19 shifts the focus of the election onto 
dealing with future pandemics and health crises as well as the lasting 
economic impact caused by the virus. 

- Lack of bailout for retailers means many mid-sized retailers saddled 
with debt are forced to go under 
- As the virus resurges, local and state governments put more 
regulations in place to reopen the economy safely  
- Response to COVID-19 becomes the defining issue of the November elections 
- Both parties make significant economic and public health election promises 
- The new administration takes its first actions based on election promises

With the health crisis over, the newly inaugurated president turns his 
attention to reviving the economy back to pre-pandemic levels of growth. 

- The next president focuses on maintaining economic growth 
- Policies are enacted and government departments are reshuffled to protect the 
country from future pandemics

Economic - Economic shock
- A large-scale stimulus is applied nationally
- Jobless claims hit historic highs
- Both household debt and US personal savings rate hit historic highs
- US personal savings rate hit a historic high of 33% in April while spending declined by a 
record 13.6% for the month
��,QLWLDO�IHDU�DQG�XQFHUWDLQW\�OHDG�WR�PDVVLYHO\�UHGXFHG�FRQVXPHU�FRQÀGHQFH
- Layoffs and furloughs severely impact purchasing power
- Financial markets struggle to fully understand uncertainty, creating disconnects and volatility 

- Recession hits, as the US economy shrinks at a record 33% pace during Q2 2020
- Hopes of a V-shaped economic recovery diminish, replaced by expectations of U-shaped or even 
L-shaped recovery
��6HFWRUV�IDFH�VLJQLÀFDQW�FRQVWUDLQWV�DV�WKH\�EHJLQ�WR�RSHQ��PRYLQJ�WRZDUG�D�QHZ��QRUPDO��RYHU�D�
series of phases
- Unemployment improves, but remains elevated at near 15%
- New job roles are created in wake of the pandemic, from contact tracers to "health bouncers" at 
checkpoints
- Income inequality grows
- Additional stimulus packages help businesses and consumers
��&RQVXPHU�VHQWLPHQW�UHPDLQV�XQFHUWDLQ��ZLWK�D�VLJQLÀFDQW�VKDUH�RI�WKH�SRSXODWLRQ�GHSHQGHQW�RQ�
unemployment and other stimulus / relief funding
- Public markets reward companies with a digital focus while punishing those with extensive physical 
footprints 
��)RU�WKH�ÀUVW�WLPH�LQ���\HDUV� Americans have less debt due to spending less during lockdowns

Early access to therapeutics in this phase and a vaccine likely available in 
Q2 2021 means the economy starts to rebound as consumers resume 
spending that approaches previous levels. 

- Wave of Chapter 11 bankruptcies continues into Q3 2020 and later, though 
some struggling companies are able avoid this measure as the virus is contained  
- Recession conditions improve as spending rises 
- Wall Street rewards tech giants' stellar earnings, which pull the stock market to 
record highs despite struggles in the broader economy 
- Stores / other sectors continue to move toward normal operations, with most 
restrictions expected to start winding down in the build-up to the holidays 
- Unemployment decreases, approaching 10% 
- Workers continue being a part of the gig economy until the economy is 
stabilized 
- While many local businesses have closed, those that still have solid finances 
plan to reopen for business as usual 
- Additional need for government stimulus packages is unnecessary as the 
economy returns to growth 
- The economic recovery converges across states as the receding pandemic frees 
them to reopen economies more aggressively; most state economies operate at 
90+% of their pre-COVID levels 
- Concerns of a housing bust moderate as the economy improves and home 
owners are able to make their payments 
- Gas prices recover slightly but remain low versus recent years as consumers 
continue to work from home and curb travel

With an effective therapeutic now widely available and a vaccine 
increasingly available to the broader population, the economy is 
rebounding and consumers are spending at rates nearly at pre-pandemic 
levels 

- Economy returns to growth as employment rate rises and consumer 
spending picks up 
- Consumer confidence rises post-vaccine / therapeutic 
- Employment opportunities are fundamentally changed, but new jobs are 
emerging

6RFLHWDO - Denial of longevity of lockdown
��/DFN�RI�GHÀQLWLYH�LQIRUPDWLRQ
- Uncertainty about trusted sources of information
- Social media companies try to control spread of rumors and misinformation
- Awareness of outsized impact of virus on minority communities
- School closures reshape family / work dynamics
- Remote working dynamics and videoconferencing fundamentally alter dynamics of work and 
communication

- Increasing divide between political left and right on how to handle the crisis and stay-at-home 
orders
- Rising tension between mask vs. non-mask wearers, distancers vs. non-distancers
- Stress and mental health issues arise as individuals cope with health and economic concerns
- Pressure starts to mount on governments and companies to reopen and reignite the economy
- Contact tracing becomes a topic of debate as technology partnerships make new options 
available; individuals and states are hesitant to adopt a technology-centric approach, voicing privacy 
concerns
��&ROOHJH�H[SHULHQFHV�UHPDLQ�LQ�ÁX[�DV�PDQ\�VWXGHQWV�DUH�XQDEOH�WR�UHWXUQ�WR�FDPSXV�LQ�WKH�IDOO�DQG�
accepted students debate gap years, throwing off internship and hiring cycles
- Women are more likely than men to leave the workforce due to childcare requirements and family 
demands 

The optimistic scenario greatly reduces the pressures on society from the 
pandemic, and enables consumers to rejoin their activities and 
communities sooner and with less disruption. 

- Consumers become less divided in their respective levels of risk tolerance 
- The pandemic may continue to affect lower-income and minority communities 
disproportionately, but to a lesser extent than under the base case scenario 
- Corporate workers still have an option to work remotely, but are more likely to 
return to the office at least on a part-time basis 
- As some in-office work returns, renters become less likely to leave urban 
centers 
- Mass public transit becomes a less popular option and urban planning adjusts 
for renewed interest in biking 
- Consumers struggle with lasting mental health issues associated with the 
pandemic

The optimistic scenario predicts that society has nearly returned to pre-
pandemic levels of activity.  

- We are officially in the "post-pandemic era" as everyone feels the virus 
has been kept at bay through vaccines and treatment 
- Cities recover as urban dwellers return to the city, commuters return to 
work and jobs bounce back in metropolitan areas; however, consumers 
continue to move to the suburbs and more rural areas, but at a more 
tempered pace 
- Anxiety and depression levels drop from previous highs, but lingering 
mental health issues remain as many struggle to regain previous 
confidence in the wake of the virus 
- A 2021 baby bust will have lasting effects on society and the economy even long 
after the end of the pandemic

Technology - Ecommerce technologies, especially logistics-related technologies, are put to the test at large 
retailers seeing spikes in demands
- Inventory and supply chain management become critical to success
- Stores are shut, leaving store tech investments unrealized
- Companies seek out tools that enable store associates to continue communicating with 
customers despite store closures

- Ecommerce logistics companies receive new funding rounds or are acquired by large retailers
- Contactless payment and checkout options grow as stores reopen
��1HZ�WHFKQRORJLHV�HPHUJH�WKDW�DUH�EDVHG�RQ�GLVWDQFLQJ�VFHQDULRV��RSWLPL]LQJ�VWRUH�WUDIÀF�ÁRw, etc. 
- Companies retain narrow focus on technology investments that are directly related to the 
COVID-19 response
- AI algorithms thrown off by very different shopping patterns during the pandemic; use cases such 
as demand forecasting, fraud detection and product recommendations all have to adapt

A recognition that new technologies need to be adopted, paired with a 
faster recovery for businesses, fuels more investments into innovative 
solutions. 

- Accelerating adoption of post-virus technologies that include: robotics 
and automation, next-generation supply chain optimization, fulfillment 
and delivery, POS, online customer service, remote hiring / training, 
shared workforce platforms 
- Development and trials of sidewalk robots and drones for last-mile delivery 
accelerate, but more pressing investments take priority 
- Shopping via livestream grows but doesn't become mainstream with US 
shoppers 
- China solidifies its role as a driver of retail innovation globally but a fast 
recovery means its American counterparts are better able to keep pace 
- Contact tracing technology advances and becomes more sophisticated but fails 
to be widely adopted amid privacy concerns and insufficient levels of testing for 
the virus

Technologies are adopted as businesses recover more rapidly than 
expected and aim to become more digitally enabled, fueling increased 
investments into innovative solutions. 

- Technology rollouts that were put on hold during COVID-19 are now 
implemented 
- Automation becomes more widely accepted by consumers and workers 
- Facial recognition becomes more widely used to identify shoppers in contactless 
environments 
- Voice is used far more extensively as a communication interface 
- Every aspect of the store—from shopping carts to coolers—becomes more 
intelligent to serve shoppers quickly 
- Entirely new areas of technology are emerging that expand on previous AI, 
robotics and other digital technologies 

Consumer spending 
SDWWHUQV�

- Shift toward non-discretionary items as consumers worry about their economic prospects
- Imperative to save money / be more thrifty due to uncertain economic times 
- Fewer, larger shopping trips; emphasis on plans and lists
- Buying bulk-sized and packaged products; stockpiling
- Shift in preference toward retailers that “have it all” in one location to reduce the number of 
trips required to hit your shopping needs
- Shift to at-home eating as restaurants close or shift to pickup / delivery only models
- Shift away from convenience store buying as fewer consumers are grabbing immediate 
consumption items on the go
- Further shift toward offprice and other discount retailers
- Increase in Club memberships
- Changing consumer order of values, i.e. hygienic > natural, public health > sustainability    
- Sales and promotions extend into categories like prestige beauty and luxury that have 
traditionally not been discounted
- Remote appointments and consultations become the norm for any services that can be 
rendered virtually, e.g., telehealth               

- Consumers make select splurge or impulse purchases as life starts to feel slightly more normal; at 
the same time, customers are cutting back on overall spending as uncertainty continues
- High-income earners reduce consumption of travel, experiences and personal services; lower-
income shoppers return to pre-pandemic levels of spending
- Both value and premium products report strong sales growth as consumers seek comfort while 
cutting spending
- Consumers invest more into their homes / in-home entertainment
- Home decor for Zoom accelerates: People invest in products that enhance the aesthetics of home 
areas featured on video 
- While beauty/skincare spending initially shifts to drugstores given their essential store status, 
consumers quickly shift spending online
- In the era of face masks, "Eyeliner Effect" or "Mascara Index" are used to describe upward trends 
in makeup for areas of the face not covered
- Sales of pet care products increase, driven by premium options, as consumers seeking 
companionship adopt pets and spoil their companions during quarantine and extended periods of 
remote work
��6RPH�VWRUHV�WKDW�UHRSHQ�VHH�DQ�LQLWLDO�SRS�LQ�IRRW�WUDIÀF�DQG�VDOHV�WKDW�VRPHWLPHV�H[FHHG�DYHUDJH�
daily rates from a year ago
- Some dollars shift back toward restaurants as they start to reopen
- Consumers spend less on prominent sales holidays including Mother's Day and Memorial Day
- Consumers partake in mission-driven shopping as opposed to retail therapy

Consumers return to normal spending patterns more quickly than 
anticipated, though the aftermath of the pandemic is still felt. 

- Overall retail spending returns to pre-COVID levels in most states, as growing 
economic activity helps stabilize unemployment levels 
- Consumers still keep stocks of essentials but are far less prone to panic buying / 
stockpiling 
- At the same time, they broaden the number of retailers and brands they shop 
when seeking novelty and variety 
- Consumers who did not lose significant savings return to spending 
- Consumers become more conscious of their health and wellness, and retailers 
that introduce new products and services to meet their needs flourish 
- Hybrid and regional school reopenings drive changes in back-to-school spending 
patterns, with a shift to categories like technology and home decor 
- Ecommerce gears up as holiday shoppers make even more purchases online 
than in past years, though overall demand is slightly lower than initially projected 
- Retailers roll out earliest-ever holiday shopping season in anticipation of online 
demand and shipping delays 
- Consumers reward the small and local businesses who served them well during 
the pandemic with ongoing support, amid a growing consciousness and desire to 
"shop local" 

Consumers have largely returned to normal spending patterns now that 
they've put the worries of the pandemic behind them. Some take a little 
longer to regain spending power. 

- Consumer confidence has returned to pre-COVID-19 levels 
- High savings rates for Millennials and Gen Z may not continue as consumption 
post-pandemic is high 
- As a portion of the workforce works from home permanently, supermarkets and 
restaurants closer to residential areas focus more on grab-and-go options

9&V�DQG�VWDUWXSV - $OUHDG\�XQIDYRUDEOH�PDUNHW�FRQGLWLRQV�IRU�XQSURÀWDEOH�VWDUWXSV�DUH�DPSOLÀHG�E\�WKH�FULVLV
- Tech startups whose products address an immediate need for retailers in crisis become 
higher priority and do deals
- VCs assess their portfolios to determine which companies have a viable future to help them 
through the crisis and evaluate additional funding
- IPO activity comes to a halt

- Funding continues for companies capable of adding value in the upturn
- VCs concentrate on existing investments and add fewer new companies to their portfolios
��9&V�UHTXLUH�PRUH�FDSLWDO�HIÀFLHQF\�ZLWK�QHZ�LQYHVWPHQWV
- VCs favor startups with SaaS models and easy remote onboarding, moving away from capex-
heavy businesses
- Valuations come down to more reasonable levels
- Startups pivot their business models to align their value proposition to COVID-19 challenges and 
opportunities
- New startups are founded that are set to become the next round of unicorns in a post COVID-19 
world

VCs are more easily able to raise funds, making them more tolerant of 
risk with their investments. 

- Funding continues for startups whose products or technologies met consumer 
needs throughout COVID-19, but VCs also look for companies whose products will 
be in demand during "next normal" 
- Startup rockstars that emerged during COVID-19 continue to reap the benefits 
of changed consumer behavior, but growth slows 
- Novel business models and technologies emerge to manage the post-COVID-19, 
accelerated-digital environment    
- Investors continue to invest in Angel, Seed and Series A rounds, while 
overvalued later-stage startups see funding dry up or receive down-rounds 
- Unprofitable startups that were able to endure the pandemic stay in business 
and have more runway 
- As the pandemic threat recedes, DTC brands take advantage of real estate deals 
and cautiously relaunch physical store offerings

As we emerge from the virus and enter a new phase, VCs start to eye 
higher-risk investments again and are widely talking about the startup 
trends that emerged post-pandemic. 

- New technologies have already begun to disrupt the next generation of retail 
- VCs and portfolio companies will start exploring more businesses with longer-
term profitability horizons 
- Power shifts back toward startup founders  
- A new class of unicorns emerge that were founded during or right after 
COVID-19 
- Digitally native younger consumers, particularly Gen Z, take advantage of their 
advanced digital acumen coming out of the pandemic to create new businesses 

M&A ��+LJK�SURÀOH�0	A deals are called off as deal activity comes to a standstill
- Investment banking revenues start to decline
��3(�ÀUPV�IRFXV�RQ�WULDJLQJ�FRPSDQLHV�LQ�WKHLU�SRUWIROLRV�
- Shift to favoring a buyer's market

��0	A plans are re-evaluated by investors and companies; deals are called off at an accelerated 
rate
- Deal negotiations are extended due to new due diligence requirements and remote conversations
��&RPSDQLHV�RQ�ZHDN�ÀQDQFLDO�IRRWLQJ�EHFRPH�WKH�WDUJHWV�RI�PRUH�KRVWLOH�WDNHRYHUV���DFWLYLVW�
activity
- Successful direct-to-consumer startups are opportunistically sought after as partners and 
acquisition targets for established retailers

Even in the optimistic scenario, the long lead times required for M&A 
activity means a similar outcome as the base case. 

- Well-capitalized companies opportunistically acquire distressed assets 
and innovation  
- Investors make fewer large deals, focusing more on small / tactical 
deals  
- Partnerships gain importance as companies seek mutual advantage 
without major capital outlay 
- PE firms will account for a greater share of M&A activity versus 
corporations 
- Online food delivery providers consolidate

M&A activity returns to pre-pandemic levels, with renewed interest in 
IPOs. 

- The strongest retailers emerge even stronger, having built out their 
products / capabilities through M&A as others retrenched 
- IPO activity has returned and investors are re-engaging in selling off assets / 
taking companies public

5HWDLOHU�EXVLQHVV�PRGHOV - Brands and retailers strike unlikely partnerships to reach or win customers
- Rental businesses struggle as consumers no longer have events / social outings to attend 
and are concerned about cleaning protocols
- Recommerce works through operational headwinds, such as having enough supply
- Ecommerce, delivery and curbside pickup see a huge uptick in interest 
- Subscription services, especially in food and CPG, grow in popularity
- Businesses providing in-home services grind to a halt

- Retailers forced to continue adapting to shoppers' COVID-19 behavior as consumers remain 
reluctant to visit stores
- Retailers redeploy store staff to support online sales via livestreaming, chat and other 
communication channels 
- Few new business models emerge as both established and startup brands and 
retailers focus resources on staying afloat  

A recognition that business models need to evolve, paired with a faster 
recovery, accelerates innovation. 

- Ecommerce adoption remains elevated, but lower than in the base case as 
consumers return to stores  
- Greater focus on automation for both fulfillment and delivery 
- The importance of flexible business models remains top of mind, as those who 
were able to adapt quickly during the pandemic outperformed  
- Recommerce accelerates again as consumers seek value and are reassured 
about safety / cleaning protocols; rentals also stage a comeback, albeit more 
slowly

Traditional business models have come back after a significant downturn 
while new business models continue to thrive. 

- In-house startup accelerators / incubators become increasingly 
important in driving innovation at large brands, given that slow-moving 
product development processes can no longer keep up with the pace of 
change 
- Retailers who failed to keep pace with the acceleration of ecommerce, 
pickup and other growing business models can no longer compete 
- New business models that were introduced in response to the pandemic are 
finetuned and productized as new revenue streams 
- Many traditional retail store locations now have additional pickup / dropoff 
locations but also maintain their established physical shopping models 

%UDQG�PDUNHWLQJ�DQG�
GLVWULEXWLRQ

- Flight to trusted brands as shoppers seek comfort in the products they buy
- Tensions rise with wholesale partners / manufacturers
- Brands dramatically reduce overall marketing budgets due to uncertainty and the need to 
conserve cash 
- Brands' marketing budgets swing from experiential / outdoor to social / digital
- Messaging shifts to security, togetherness, empathy
- Brands build out their direct relationships with shoppers and rely less on wholesale partners—
at the same time, brands value their best wholesale partners more than ever as the fastest way 
to scale

- Consumers will prioritize spending their money with brands that did right by employees / customers 
during the crisis 
- COVID-19 pushes brands to leverage social media even more strongly and to launch into new 
social platforms (e.g., TikTok)
- Retailers deliver more personalized online experiences as they try to incentivize consumers to 
purchase additional products
- Earned media becomes increasingly important to brands as they receive coverage of the work they 
are doing to help people and communities
- As brands restart paid media spending, they continue to prioritize mobile as a key digital platform; 
however, the fact that people are still generally not out and about reshapes their targeting and 
creative strategies.
- Product manufacturers that depended on trade shows must seek new ways to reach retailer 
partners
��3ULYDWH�EUDQGV�ÁRXULVK�DV�FRQVXPHUV�VHHN�YDOXH
- US media spending drops 19% year-over-year in H1 

An accelerated return to a form of normalcy prompts brands to reignite 
marketing campaigns across all media and platforms; optimistic 
messaging celebrates better times ahead. 

- Brands that continued to invest in marketing / product innovation 
throughout the crisis are rewarded 
- Consolidation will take place as larger legacy brands snap up smaller 
upstarts 
- Brands invest more and more to understand and meet the needs of Gen 
Z given the profound impact of the virus on their formative years 
- Marketplace offerings become more critical to brands as they look to 
diversify distribution channels  
- As brands start spending again on advertising / marketing, they require 
greater accountability and insights into new paths to purchase    
- Brands and retailers that invested in technologies to capture, share and 
respond to the insights from customer data are better positioned to 
communicate directly to shoppers as spending on nonessential items 
picks up       
- Brands use digital marketing to reassure customers about safety 
protocols in their stores and to promote contactless store experiences 
like curbside pickup 
- As most or all parts of the US reopen, national marketing campaigns can be 
more consistent in their depiction of consumers enjoying their products 
- Brands balance discounts and promotions to drive traffic over the holidays while 
maximizing profitability 
- Experiential marketing budgets remain depressed but are strategically deployed 

An accelerated recovery allows brands to refocus on finetuning 
emotional, experiential and personalized marketing as they had done 
prior to the pandemic.  

- New brands emerge that meet consumers' new needs  
- Brands seek new distribution channels as many multibrand retailers still struggle 
post-COVID 19 
- Brands sold through retail stores are once again evaluated for their potential to 
engage shoppers through experiences 
- Brands and retailers have a better understanding of shoppers’ intent and 
emotions, using optimized language and offers to create emotional responses 
from their customers 
- Having spent the past year largely buying through ecommerce, shoppers 
increasingly expect AI-based product recommendations and extremely relevant 
suggestions 
- At the same time, longer life expectancies mean brands need to pay attention to 
health-conscious older generations who have new spending patterns and have 
been deeply affected by the virus

TUDYHO�LQGXVWU\�LPSDFW - Tourism grinds to a halt
- Airports, city centers and outlet malls close

- Gradual reopening but without tourist dollars
��(DUO\�VLJQV�RI�UHFRYHU\�LQFOXGH�DQ�LQFUHDVH�LQ�GHPDQG�IRU�GRPHVWLF�YDFDWLRQ�UHQWDOV�DQG�ÁLJKWV�IRU�
the summer, though overall levels remain severely depressed
- Spending on travel and experiences is redeployed to retail in the short term

An optimistic scenario boosts consumers' appetite for leisure travel, 
though they still opt for domestic locations outside of cities. Corporate 
travel remains well below pre-pandemic levels. 

- Even in an optimistic scenario, expensive flagship stores on prominent shopping 
streets close as the costs become unjustifiable 
- Disproportionate impact on luxury retail as travelers avoid large cities and 
international tourist destinations 
- Consumers with pent-up demand purchase clothing for their trips, benefiting 
apparel sales 
- Consumers reallocate part of their travel budgets to physical goods, serving as a 
slight tailwind for traditional retail categories

An optimistic scenario brings back consumers' appetite for leisure and 
corporate travel. 

- Consumers return to heavy domestic travel as family visits, vacation and 
business travel all pick up 
- International travel sees a surge as young backpackers and exchange students 
make up for lost summers and semesters 

OPTIMISTIC SCENARIO Blue text denotes scenario update to the Base Case
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Store operations and 
experience

- Social distancing measures are put in place, including limits on capacity, marking out six-foot 
intervals in stores and sneeze guards 
- Non-essential retailers are forced to close
- Safety measures are put in place for employees, including testing, masks and temperature 
checks
��6WRUHV�VWDUW�WR�GRXEOH�DV�IXOÀOOPHQW�FHQWHUV��DV�VHFWLRQV�DUH�EORFNHG�Rff to shoppers and 
GHVLJQDWHG�IRU�ÀOOLQJ�RQOLQH�RUGHUV
- Stores operate off-hour shopping for at-risk consumers

- Stores cautiously reopen, taking an iterative approach and working out protocols with potential 
rocky path forward
- Experiential retail is severely curtailed 
- Accelerated shift away from cash to contactless digital payments
- Shift away from touchscreen ordering and interactivity to working with store associates or from 
your own device
- Retailers incorporate heightened safety initiatives like new cleaning protocols, hand sanitizer 
availability, appointment shopping, monitoring of shopper temperatures, and far-UVC light cleansing 
tools
- Retailers identify and implement other touchless solutions (e.g., for doors, elevators, restrooms)
- Retailers prioritize shopper convenience in store layouts to limit time spent and manage safety 
concerns
- Even as stores reopen, product sampling, in-store product testing and other high-touch 
experiences remain on hold
- Appointment and concierge shopping becomes a common offering as part of omnichannel retail

An optimistic scenario means nonessential stores remain open at higher 
rates and across more regions. Consumers are more confident returning 
to in-store shopping. 

- Using learnings from the past two months, retailers reimagine the role 
of the store in a COVID-19 and post-COVID-19 world 
- Safety measures remain top of mind for retailers and consumers alike 
- In-store consumer behavior and traffic data inform planograms and 
visual merchandising strategies to prevent particular areas of the store 
from overcrowding 
- Advances in scheduling and employee training tools will result in better 
customer service in stores 
- Cashierless checkout becomes far more common, with scan-and-go or 
camera-based systems contributing to more frictionless retail 
experiences 
- Stores change their layouts in the era of cashierless checkout, with 
impulse purchases at checkout moving to strategically placed locations 
throughout the store 
- Mobile-enabled shopping experiences play a bigger role in stores as 
they allow shoppers to navigate stores, learn more about products and 
add them to their baskets for checkout 
- Robotics become increasingly common in store aisles, handling 
repetitive human tasks like auditing store shelves and freeing up labor 
for more customer-facing tasks  
- As consumers demand increased variety of products, retailers will return to 
carrying pre-COVID numbers of SKUs 
- Businesses balance reopening plans with concerns about liability or potential 
lawsuits if employees or shoppers become ill, though this is a much smaller 
concern than in the base case 
- Major retailers announce that they will be closed on Thanksgiving Day, giving 
essential employees the day off and encouraging shoppers to go online instead

Stores are almost entirely reopened; distancing measures exist at only a 
few remaining stores. Digital is engrained. 

- Stores are reinvented—they are no longer the centerpiece of a retail 
business, but rather one part of the omnichannel experience 
- Decisions are made about what changes to store layouts will be permanent, 
versus what can be relaxed or removed 
- Experiential retail evolves, but will be less focused on drawing in large groups for 
high-touch experiences 
- Digital shelves proliferate to allow retail employees to refocus efforts on shopper 
safety and other new initiatives 

Retail real estate - Nonessential stores are required to close, causing strain between retailers and their landlords 
as retailers threaten to withhold rent
- Mall traffic grinds to a halt given their tenant makeup of predominantly 
nonessential stores 
- Prominent retailers promise to leverage their parking lots for drive-through 
testing 
- Commercial real estate values drop, led by malls

- Retailers and landlords battle about rent payments and renegotiate deals
��/DQGORUGV�ÀQG�FUHDWLYH�ZD\V�WR�SURYLGH�UHOLHI�WR�WKHLU�WHQDQWV��LQFOXGLQJ�SURJUDPV�ZKHUH�WKH\�
provide funding and take a noncontrolling stake in the retailer
- Retailers assess which stores will remain permanently closed and make initial cuts to their store 
count
- Property owners struggle with their mortgages and to pay for enhancements made to their 
properties before COVID-19 hit, with some defaulting

Even in an optimistic scenario, retailers shrink their physical store 
footprints and remain leery of opening new stores, contributing to a soft 
real estate market. 

- The retail real estate market evolves to feature smaller footprints 
including expanded pickup points, pre-built-out stores and shorter-term 
leases 
- Commercial real estate market continues to soften, as more retailers 
permanently close stores 
- Malls and property owners rethink their tenant makeup amid reduced consumer 
demand for experiences and retailer struggles 
- Retailers and brands doing well in the pandemic take advantage of a depressed 
real estate market and jump on deals to opportunistically open stores and pop-
ups 
- Mall operators focus on leasing vacant spaces left behind by bankrupt 
department stores to other types of retail or entertainment tenants 
- Commercial real estate owners welcome successful retailers to vacant retail 
spaces 
- Commercial real estate companies strategically buy some retail and brand 
tenants with sizeable store footprints out of bankruptcy 
- City center retail stages a slow comeback as workers feel safe returning to their 
offices and leisure travel restarts 
-  As anchor stores close, co-tenancy clauses are triggered, putting further strain 
on malls 
- New lease agreements are negotiated that include clauses specific to pandemics 
- Parking spaces are used for outdoor entertainment and selling

Retail real estate prices that declined previously have come back, but still 
don't reach prior levels. Retailers with ending leases take the opportunity 
to reduce their overall physical footprint. 

- Shopping center operators that survived COVID-19 prioritize digital in-store 
options to their tenants, providing less tech-savvy retailers with the ability to 
provide new services 
- Retailers no longer use cookie-cutter designs for their stores, but rather will 
customize each location for its specific market 
- Malls continue to close, but at a slower pace 
- Fewer DTC startups view permanent stores as necessary for growth 

Ecommerce operations and 
experience

��(FRPPHUFH�RSHUDWLRQV�EHFRPH�VWUDLQHG�DV�FRQVXPHUV�ÁRRG�GLJLWDO�FKDQQHOV�WR�SODFH�RUGHUV�
- Desktop shopping experiences become increasingly important as consumers spend more 
time at home and opt to shop on their computers vs their phones
- Customer service and support become much more helpful and proactive, alerting consumers 
before they are aware of problems
- Pickup options become more diverse and widespread, and there is a greater focus on drive-
through offerings

- Technologies like AR that enable shoppers to visualize products on their faces and bodies, and in 
their homes and gardens, become more important in the era of remote buying
- Virtual shopping with store associates scales as shoppers seek advice but remain hesitant to 
return to stores
- As the amount of time consumers spend on social media grows, social networks· ecommerce 
offerings gain momentum, with buying options being seamlessly integrated into feeds
- Much of retailers' digital focus shifts toward alerting customers about the status of their local store, 
including when it will reopen, new hours, whether it's open only for curbside, etc.
- Fraud mitigation grows in importance amid rising number of scams
- Product information and online reviews become increasingly important to shoppers as ecommerce 
grows
- Ecommerce sales increase by 32% from Q1 to Q2, accounting for a record 16% of total sales

As store reopenings stick and consumers grow more comfortable in 
public spaces, retailers' ecommerce operations feel less pressure, though 
overall online shopping levels remain elevated compared to pre-
pandemic trends. 

- Ecommerce tools are used to drive demand back to stores and enable 
smoother experiences when customers arrive (appointment booking, 
etc.) 
- Ecommerce operations become less strained as consumers start 
returning to stores, though online shopping levels remain elevated 
- White glove / concierge service moves online as consumers of high-
ticket items look for guidance and the emotional experience of shopping 
in stores 
- Stores that invested in continuous / perpetual inventory tracking prior 
to the pandemic are better able to fulfill from stores as ecommerce 
grows 
- Retailers look to new technologies and capabilities to mitigate delivery 
costs as online shopping remains elevated 
- Return rates remain high as more items are purchased online than 
before the pandemic 
- Automated warehouses—combined with new pickup and delivery 
options—become more mainstream, reducing fulfillment times and 
changing consumers’ definition of immediacy 
- As the pandemic drags on, customer service and support teams 
struggle to keep up with an influx of inquiries and returns, eroding good 
will built up in the earlier phases of COVID-19

Ecommerce continues to grow but at a slower rate than during the 
pandemic.  

- Focus shifts to from managing changes in demand to optimizing ecommerce 
operations and creating better experiences 
- Ecommerce initiatives are increasingly used to support store networks, and vice 
versa, as retailers fully flesh out their omnichannel businesses 
- Investments are still limited given the hit retail took during COVID-19 
- Shoppers are less impacted by out-of-stocks as endless aisle capabilities and 
delivery options improve 

Supply chain - Retailers delay or cancel orders amid dropoff in demand
- Retailers must seek alternate suppliers as factories / producers are also affected by 
COVID-19
- Algorithm-based demand forecasting fails as demand becomes unpredictable

- Retailers face challenges restarting supply chains following freezes or changes in production
- Labor shortages in retail warehouses contribute to shipping delays
- Retailers face delivery challenges working with a struggling USPS and overwhelmed carrier 
networks
- Companies reassess entire geographic distribution of supply chain, including reliance on China
- Retailers recalibrate holiday orders to align with more muted demand, with some planning for 
inventory declines of up to 40%
- Tensions arise between brands and retailers as credit insurance policy writers cut back on 
coverage for struggling retailers 
- Retailers are more thoughtful about returns processes / policies to ensure items are properly 
cleaned and safe before they are put back up for sale
- Delivery companies impose surcharges as they struggle to manage increased shipping demand 
and costs; retailers are forced to decide whether to raise prices or absorb costs
- Government agencies relax regulations such as food labeling to reduce disruption of supply chains

Even in the optimistic scenario retailers and brands continue to address 
supply chain issues uncovered during the pandemic. 

- Companies shift away from the just-in-time supply chain model  
- Significant reengineering of the supply chain is required, as companies 
rethink location of suppliers, warehousing, inventory, relationships with 
suppliers, ecommerce and fulfillment capabilities, packaging, private 
label and more 
- Artificial intelligence and machine learning are deployed across the 
supply chain, optimizing the most inefficient parts of retail 
- Some outsourced manufacturing comes back to the US for strategic 
reasons, reversing the trend of increased globalization / international 
trade since 1990 
- The role of China as a manufacturing partner diminishes, leading to 
new opportunities for other countries 
- Delivery companies implement additional surcharges in anticipation of 
peak shipping during a busy holiday season, providing further incentive 
to retailers and consumers to use BOPIS or Curbside offerings

With the virus seemingly under control, panic buying and stockpiling have 
waned, allowing supply chains to recover. They emerge more flexible 
than before. 

- Supply chain capabilities become a source of strategic advantage 
- Microfulfillment centers (MFCs) are used for same-day delivery in 
different retail categories with high-volume purchases, including mass 
merchants, drugstores, home improvement and more 
- Shortened supply chains mean faster access to cutting-edge products 
and design, allowing them to order products to more closely match 
demand 
- Re-engineered demand forecasting solutions make DCs more efficient 
and reduce out-of-stocks at physical stores 
- Retailers find ways to limit waste throughout the supply chain as 
consumers grow more concerned about sustainability 
- The supply chain is increasingly transparent as consumers demand 
more information on where their products come from and how they’re 
produced

Financial management - Companies' access to capital becomes crucial for business survival and necessary 
investments
- Immediate cost control measures are put in place, including furloughs, canceling orders with 
suppliers and withholding rent
- Companies begin to suspend or cut dividends
- Companies begin to suspend share buybacks 
��5HWDLOHUV�LVVXH�GHEW�WR�VWUHQJWKHQ�WKHLU�ÀQDQFLDO�SRVLWLRQ
��5HWDLOHUV�GUDZ�GRZQ�RQ�FUHGLW�OLQHV�WR�VKRUH�XS�WKHLU�ÀQDQFHV
��%UDQGV���UHWDLOHUV�ZLWKGUDZ�ÀQDQFLDO�JXLGDQFH

- With cash tied up in inventory��UHWDLOHUV�VHHN�ZD\V�WR�PRYH�WKHLU�SURGXFW��SURPRWLRQV��RIÁRDGLQJ�WR�
offprice/recommerce sites, etc.)
- Retailers that furloughed staff at physical stores may ultimately lay off some employees given 
FKDQJHG�VWDIÀQJ�QHHGV
- Retailers reduce orders for the holiday season to save cash/align their inventory levels with lower 
projected demand
- A growing number of retailers tap restructuring experts
- Businesses evaluate and pursue insurance claims due to COVID-19; resistance from US Chamber 
of Commerce
- Businesses that furloughed workers under CARES $FW�IDFH�ÀQDQFLDO�FKRLFHV�UHODWHG�WR�UH�KLULQJ�
some or all of their employees 
- Retailers prepare for a surge of online order returns as stores reopen and consumers start to 
frequent returns facilities again

Retailers' finances are less dire as consumer spending returns more 
quickly. 

- Returning investor confidence improves retailer access to capital markets and 
other funding sources 
- Struggling retailers who were hardest hit during the early phases of the 
pandemic continue to look for ways to monetize their assets; those who were 
relatively insulated start to return to more solid financial footing 
- Retailers invest in better solutions for problems that arose as a direct result of 
COVID-19 (for example, a more streamlined curbside experience) and begin 
selectively returning to long-term strategic investments 
- Salaries and bonuses that were reduced or eliminated during the crisis return

A faster than expected recovery in consumer spending provides retailers 
more flexibility to invest in their businesses; however, for many in 
nonessential categories, the hit they took in the earlier stages of the 
pandemic necessitates a more measured approach. 

- Companies begin to reinvest in critical areas that were put on hold during 
COVID-19; decisions are made through the lens of which initiatives will be most 
impactful in responding to consumers' new spending patterns and behaviors 
- Positions are refilled at the corporate level as the focus shifts back to growth, 
but staffing levels remain lower than before the crisis as organizations remain 
laser-focused on the most critical elements of their business 
- Salaries that were reduced during the crisis return as companies seek to retain 
high performers to aid the rollout of new capabilities and technologies

Organizational changes - Furloughs and layoffs impact frontline workers as well as corporate staff at many retailers
- A growing number of experienced retail executives seek new roles

- Acceleration of ecommerce means digital expertise is a hiring factor in every role across the 
organization
- Businesses undergo organizational restructuring to cut costs / focus on new priorities
- Ability to work cross-functionally improves, born of necessity
- Racial disparities uncovered by COVID-19 and Black Lives Matter protests become front and 
center, with organizations changing approaches to hire more diverse workers

The importance of collaboration during the pandemic leads to longterm 
changes in how teams work cross-functionally; digital roles remain 
crucial to organizations' success. 

- Ecommerce and stores teams work in tandem more than ever before to 
ensure digital is supporting physical store networks 
- Opportunities to innovate will be more democratized, spreading to 
every role within the retail organization, and empowering employees to 
create more useful offerings based on insights from the field  
- Fewer new roles related to health and safety are created at retail organizations 
to protect shoppers and employees as the pandemic wanes

With many retailers' success having hinged on effective digital strategies, 
new roles are added to further build out these competencies. This leads 
to new opportunities in retail organizations. 

- The next generation of retail leaders hail from digital or startup backgrounds 
who successfully led their companies through COVID-19 
- The C-Suite becomes more female as well as more diverse, as organizations 
seek to build out their digital teams with different perspectives and experiences 
- As retailers seek to create more agile organizations that work together cross-
functionally, employees increasingly move between departments to improve their 
understanding of all aspects of the business 

Workplace changes - Most white collar workers immediately shift to working from home
- Companies adapt to telecommunications and online hiring
��(PSOR\HHV�LQYHVW�LQ�KRPH�RIÀFHV�DQG�UHPRWH�ZRUNLQJ�WRROV
- New “blue collar / white collar” distinction emerges: essential services workers continue 
working with few protections
- Blurring of personal / professional lives increases as work becomes a part of home and vice 
versa
- Companies become more accommodating of employees juggling key personal needs during 
work hours, i.e. childcare 
- Companies become accepting of at-home distractions, i.e. pets 

- Most companies choose to continue allowing work-from-home; big tech companies like Google 
and Facebook announce work-from-home option to extend through year end
- Safety features are expanded for essential workers (customer and worker masks / sanitation, 
shorter store hours)
- Leadership skills to manage a remote workforce become increasingly valuable, with empathy 
playing a larger role amid ongoing uncertainty and layoffs
- "Zoom Fatigue" sets in for remote workers
- New senior-level titles emerge around health and safety roles

In the optimistic scenario, employees head back to work more quickly, 
though some companies introduce permanent work from home policies. 
Office space is completely reimagined to incorporate new safety 
protocols and designs. 

- Working in an office begins with new safety features (less face-to-face time, 
new office setups, checkpoints for entry like temperature checks, staggered hours 
/ workdays); office work comes back more quickly in places where workers 
commute by car, while workers who rely on public transportation continue 
working at home for longer 
- Companies face the challenge of having some workers back in the office and 
some working remotely 
- Some companies see productivity issues with remote working and shift back 
towards in-office policies (where safe to do so) 
- Some companies that do go back to the office will require employees to 
download contact tracing apps as a security measure  
- More videoconferencing leads to less travel for in-person meetings and 
corporate offsites as companies require more justification for the associated costs 
- Despite temptation to cut costs by downsizing office space, the need / desire for 
social distancing means those that stay open will require sufficient square footage 
- Workplace values continue to move beyond shareholder value to focus on CSR 
- Vendor selection process increasingly takes into account location of vendor and 
available collaboration tools 
- Landlords and local / city governments feel relieved as tenant employees return 
to the workplace and the office economy recovers

An effective therapeutic or vaccine makes a greater number of employees 
comfortable returning to the office. Some rush back, craving a sense of 
normalcy and in-person interactions with coworkers, while others request 
to work from home permanently. 

- Despite the fact that it's safe to return, some companies shift to being entirely 
remote to realize the benefits of not paying for pricey office space and the ability 
to hire talent with no geographical limitations 
- Workplace flexibility becomes more ingrained in corporate culture, as even those 
companies who reopen their offices allow employees the ability to work from 
home at least part of the time 
- De-urbanization occurs at a less pronounced rate than initially expected in the 
US, yet some companies still choose to open offices in the suburbs or smaller 
cities 
- Many employees still evaluate new work locations, as their experience during 
quarantine opened their eyes to remote working possibilities 
- Employers allow existing employees to work remote from any place but may 
adjust salaries to location 
- After months of working at home, some companies build elaborate new offices to 
entice employees to return

Product and packaging - Bulk packaging options increase 
- Hygienic properties of products are of paramount importance
- Brands cut number of SKUs, focusing supply chains on products in highest demand

- Both single-serving and bulk-sized product options increase as consumers seek value
- Consumers become more leery of opening packages on their doorsteps over safety / hygienic 
concerns
- Consumers become more cognizant of the environmental impact of online shopping as they order 
more to their homes
- The safety of reusable bags / packaging comes into question

Even in the optimistic scenario, brands and retailers focus on new 
product and packaging initiatives that address permanent shifts in 
consumer behavior and preferences sparked by COVID-19. 

- Retailers consider new packaging options as consumers become increasingly 
aware of waste caused by elevated online shopping levels and personal 
consumption behaviors 
- Prolonged shift to at-home eating and drinking leads to a can shortage, 
disrupting supply for CPG manufacturers and causing them to seek alternative 
packaging options and innovations 
- CPG and other product categories accelerate package redesigns specific to 
ecommerce 
- Packaging copy emphasizes both functional benefits, i.e. scientific claims and 
hygienic properties, as well as clean / natural claims, as consumers seek balance 
of values 
- Brands rethink their product lines, retiring lackluster performers and selectively 
introducing new products to meet changing consumer preferences 

As shoppers emerge from the pandemic, they start to refocus on 
sustainability issues now that they can relax their prior laserlike focus on 
hygiene.  

- Brands and retailers look for sustainable packaging options to reduce 
their carbon footprint as ecommerce and delivery continue to grow 
- Multiple sizes of products are back on shelves as CPG companies move away 
from prioritizing bulk purchases over a breadth of options

Category implications: 
Grocery

- Huge rise in sales driven by panic buying
��%DVNHW�VL]HV�LQFUHDVH�VLJQLÀFDQWO\
- Major focus on stockpiling essentials: paper products, disinfectants, canned and frozen foods
- Rapid rise of ecommerce; pickup and delivery options expand
- Being an essential retailer forces companies to implement hygiene and social distancing early
- Shift to at-home eating as restaurants close or shift to pickup / delivery only models
- Restaurants and grocery stores both partner and compete, merging concepts to meet 
shopper needs; more "grocerants" emerge

- Buying patterns shift away from essentials toward comfort food
- Having already stocked up, consumers ease up on bulk purchasing
- Swings in supply and continued high demand drive unexpected price hikes
- Meal kits and prepared meals expand as areas of opportunity
- Consumers experiment with new brands when preferred ones are out of stock
- Possible new competition in some markets as restaurants sell groceries
- Grocery retailer private brands' popularity increases
- CPG brands launch direct-to-consumer sites to meet the needs of shoppers looking for trusted 
products online
- Frustration with poor online grocery experience drives some shoppers back into reopened stores
- Sales of substitute products such as alternative meats soar as shortages kick in
- $FFHOHUDWHG�UROORXW�RI�PLFURIXOÀOOPHQW�FHQWHUV�LQ�JURFHU\
- At-home alcohol consumption grows, as does ecommerce and delivery of beer, wine and spirits
- Grocery sales growth slows down as restaurants begin to reopen

Consumers who were unsatisfied with online grocery options return to 
the store now that they feel safe. However, some permanently shift at 
least some of their grocery spend to online buying. 

- Retailers seek new equilibrium between ecommerce and brick-and-
mortar 
- Risk-averse consumers and those in high-risk categories like older consumers 
continue to shop via ecommerce whenever possible; others shift spending back to 
stores 
- Salad bars and self-service bulk food offerings are replaced with packaged 
products or other services in grocery stores 
- Retailers and brands work together to increase impulse buying opportunities 
around orders for pickup 
- Retailers and partners gain better view into how scale improves the economics 
of delivery 
- In-store sampling resumes, with safety restrictions in place, in order to drive in-
store traffic 
- Consumers who have placed their first grocery ecommerce orders have a much 
easier time reordering 
- CPG brands look for more efficient packaging as more of their products are 
bought online 
- CPGs invest more in end caps as customers change their in-store journeys 
- Changes in warehouse / shipping infrastructure made in support of ecommerce 
- Grocery retailers increase selection of locally sourced produce amid greater 
consumer demand  
- Grocery retailers appeal to increasingly budget-conscious shoppers with 
promotions and other incentives amid consumer concerns over the expiration of 
unemployment benefits 
- CPG companies try to retain customers who rediscovered their products during 
the pandemic

Consumer confidence leads to a return to in-store grocery shopping; 
grocery ecommerce is nevertheless accelerated by 3-4 years relative to 
pre-COVID-19 expectations. 

- Online grocery buying doesn't stay at COVID-19 levels, but does stay above the 
pre-pandemic trend. 
- CPG brands develop viable direct-to-consumer businesses 
- Acceleration of shopper marketing dollars moving to digital with both legacy and 
new partners

OPTIMISTIC SCENARIO Blue text denotes scenario update to the Base Case
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Category implications: 
Apparel and Accessories

- Shift to nearly 100% ecommerce as stores close
��.LQGV�RI�FORWKLQJ�SHRSOH�QHHG�FKDQJHV��HYHQ�OHVV�IRUPDOLW\���RIÀFH�ZHDU�ZKLOH�DWKOHLVXUH�
JURZV
��'LVFRXQWV�DQG�SURPRWLRQV�XVHG�H[WHQVLYHO\�WR�DWWUDFW�VKRSSHUV�ZKR�DUH�QRW�EX\LQJ
- "WDLVW�XS�FKLF��GULYHV�SXUFKDVHV�RI�WRSV�RYHU�ERWWRPV

��&RQVXPHUV�VWDUW�WR�VSHQG�PRUH�RQ�DSSDUHO�RQOLQH�DV�WKH�SURPLVH�RI�RSHQLQJV�PDNHV�OLIH�EH\RQG�
WKH�KRPH�VHHP�SRVVLEOH
��&RPIRUW�UHPDLQV�D�NH\�DWWULEXWH�LQ�DSSDUHO�SXUFKDVHV
��3K\VLFDO�UHWDLO�EHJLQV�WR�UHRSHQ�LQ�VRPH�UHJLRQV���VWDWHV
��5HWDLOHUV�IRUFHG�WR�OLTXLGDWH�VWUDQGHG�LQYHQWRU\
��%DQNUXSWF\�KLWV�WKH�VHFWRr��ZLWK�RWKHU�SRVVLEOH�EDQNUXSWFLHV�RQ�WKH�KRUL]RQ
��&RPSDQLHV�VHH�LQFUHDVHG�VDOHV�DV�SHRSOH�HPHUJH�IURP�ORFNGRZQV�ZLWK�QHZ�VL]H�QHHGV�DQG�
preferences
- $OWKRXJK�SHQW�XS�GHPDQG�GURYH�DQ�LQLWLDO�ERRVW�LQ�VDOHV�LQ�UHRSHQHG�VWRUHV��Rffprice retailers report 
VL]HDEOH�UHYHQXH�GHFOLQHV��DQG�IDFH�IXUWKHU�KHDGZLQGV�GXH�WR�WKHLU�ODFN�RI�DQ�HFRPPHUFH�EDFNVWRS

The reopening of offices and a return to social activity spurs clothing 
sales, as consumers look to refresh their wardrobes. However, overall 
spend on apparel remains muted. 

- Consumers become less wary of trying on clothes due to reduced hygiene 
concerns 
- Office apparel comes back somewhat but remains depressed as more people 
WFH; those who go back to the office purchase more apparel vs those who 
continue to work at home 
- Stores with showroom models return to them given reduced hygiene concerns 
- Spending is bifurcated between the low-risk or risk averse, who return to stores 
and buy more apparel compared with those who continue to worry about the 
virus and avoid going out 
- Brands look to offload excess inventory through partnerships with offprice 
retailers, resale platforms and charities, as well as recycling efforts 
- Fashion retailers rethink traditional calendar, for at least the next year 
- Handbag sales start to recover as consumers become more comfortable 
spending time away from home 
- Mass merchants continue to steal share from specialty apparel stores, but to a 
less significant degree than in the base case, as consumers become more 
comfortable making multiple trips 
- Once assured of safety, fashion recommerce comes back strong relative to other 
apparel as budget-constrained shoppers seek value 
- Face mask fashion officially arrives as consumers adopt mask-wearing and 
understand it is likely to continue for the foreseeable future; consumers flaunt 
their style through different looks

The milder than expected pandemic drives a major upturn for apparel 
retailers and brands 

- Apparel enjoys a significant rebound as people returning to offices invest in new 
work attire 
- Consumers engage in significant wardrobe replacement, getting rid of clothing 
that they associate with the pandemic 
- Following COVID-19, new fashion trends emerge that are tied back to the 
pandemic experience 
- Rental businesses begin to recover as consumers slowly return to attending 
events and the office

Category implications: 
Home Improvement and 
Furnishings

- Being an essential retailer forces companies to implement hygiene and social distancing early 
��&RQVXPHUV�FXW�VSHQGLQJ��IRFXV�RQ�QHFHVVDU\�KRPH�LPSURYHPHQWV�DV�ORFNGRZQV�EHJLQ
��&RQVXPHUV�DOVR�EXLOG�RXW�DQG�RXWÀW�KRPH�RIÀFHV

��3HRSOH�VWXFN�DW�KRPH�XQGHUWDNH�',Y�KRPH�LPSURYHPHQW�SURMHFWV�WR�PDNH�KRPH�PRUH�FRPIRUWDEOH
—or safer
��0DMRU�VSULQJ�VDOHV�HYHQWV��ZKLFK�GULYH�WUDIÀF�GXULQJ�WKH�FDWHJRU\
V�ELJJHVW�VHDVRQ��DUH�FDQFHOHG�WR�
PDQDJH�FURZGV
��2XWGRRU�IXUQLWXUH�VDOHV�JURZ�DV�SHRSOH�SUHSDUH�WR�VWD\�KRPH�IRU�VXPPHU�YDFDWLRQ

Consumers continue to invest in their homes but because they are 
spending less time there, they reallocate some of their budgets to other 
categories. 

- Consumers finish home improvement projects they started while under 
quarantine, assuming they won't have the same extended periods of time at 
home going forward 
- Retailers realize an opportunity to help consumers make home improvement 
shifts for safety—for example, contactless dropoff boxes on front porches

The waning pandemic means consumers continue to shift spending from 
home improvement to other categories. 

- Consumers continue to invest in their homes to drive their value higher 
- Home improvement chains' pro business strengthens as non-DIYers become 
more comfortable inviting contractors into their homes 

Category implications: 
Department Stores

- Shift to 100% ecommerce as stores close ��+XJH�GLVFRXQWLQJ�RI�VWUDQGHG�LQYHQWRU\�RQOLQH�DQG�RIÁLQH�DV�VWRUHV�LQ�VRPH�DUHDV�UHRSHQ
��'HSDUWPHQW�VWRUHV�HYDOXDWH�ZKLFK�VWRUHV�ZLOO�QHYHU�UHRSHQ
��%DQNUXSWF\�KLWV�WKH�VHFWRr��ZLWK�RWKHU�SRVVLEOH�EDQNUXSWFLHV�RQ�WKH�KRUL]RQ

Even in the optimistic scenario, department stores reduce their overall 
footprints as it becomes increasingly evident they're overstored; the 
players who emerge from bankruptcy do so with smaller fleets. 

- Massive wave of consolidation 
- Retailers rethink physical layouts, formats and experiences to address 
new consumer needs and behaviors 
- Expanding into smaller, off-mall concepts becomes increasingly 
attractive 
- Shift to "showroom" model, with purchases delivered later 
- Offprice retailers benefit from deals on excess inventory

Even with the shortened pandemic, COVID-19 has greatly accelerated the 
transformation of surviving department store brands. 

- Surviving department stores no longer look to store expansion as a path to 
growth; store footprints are much smaller than in previous decades 
- New retail experiences emerge to replace traditional department store concepts

Category implications: 
Luxury

- Shift to nearly 100% ecommerce as stores close ��(YHQ�DV�UHWDLO�UHRSHQV��SHRSOH�ZKR�ZDQW�WR�SDPSHU�WKHPVHOYHV�PD\�QRW�JR�WR�D�SK\VLFDO�VWRUH�WR�
do so
��6DOHV�LQ�PDMRU�FLWLHV�DUH�VHYHUHO\�LPSDFWHG�E\�ODFN�RI�WRXULVWV
��/X[XU\�HFRPPHUFH�KROGRXWV�HPEUDFH�WKH�FKDQQHO�IRU�WKH�ÀUVW�WLPH
��&KLQD�UHRSHQLQJ�KHOSV�JOREDO�OX[XU\�EUDQGV��HYHQ�DV�UHVW�RI�ZRUOG�LV�D�IHZ�VWHSV�EHKLQG
- Sales and promotions are ofIHUHG�E\�OX[XU\�EUDQGV�WKDW�W\SLFDOO\�GRQ
W�RfIHU�GLVFRXQWV��
��+LJK�HQG�UHWDLOHUV�VHHN�WR�FORVH�H[SHQVLYH�ÁDJVKLS�VWRUHV�RQ�SURPLQHQW�VKRSSLQJ�VWUHHWV

Luxury retailers benefit from a less severe pandemic. Although the 
category enjoys a good holiday season, it still faces significant 
challenges and changes. 

- Luxury brands and retailers that excel at digital rebound more quickly, though 
the broader category also starts to recover 
- Livestreaming and one-on-one video with clients become increasingly viable 
sales channels 
- Manufacturing / supply chains become distributed, i.e. Louis Vuitton “Made in 
Texas”  
- Growing importance of ecommerce prompts rethink of working with Amazon; 
Amazon expands options for luxury brands 
- Recommerce and rental companies sign deals with luxury brands who are trying 
to offload excess inventory

Luxury retailers continue to benefit from the less severe pandemic and 
associated economic upturn. 

- A desire for travel and experiences returns as consumers feel safer; some 
category spending shifts back to these, away from physical goods 
- Accessible price points become more important to drive sales  
- Luxury shoppers return to stores expecting high-touch (but also safe) physical 
retail experiences 
- Spending by Chinese tourists returns as consumers feel comfortable with 
international travel

OPTIMISTIC SCENARIO Blue text denotes scenario update to the Base Case

5



Timeline March - April 2020 May - June 2020
3KDVH�GHÀQLWLRQ &29,'����FXUYHEDOO�FKDRV��In early March 2020, a growing number of individual 

states declared States of Emergency. Business slowed as many brands and 
retailers preemptively opted to close their stores, and consumers became leery of 
leaving their homes. President Trump declared a national State of Emergency on 
March 13, and widespread consumer panic set in. Mandates to close all 
nonessential stores meant physical store shopping effectively ceased for all but 
essential retailers. 

&29,'����FURVVURDGV��May 2020 marked a small inflection point for many retailers, as 
increasing numbers of states relaxed restrictions on nonessential businesses. Stores 
began to reopen at a measured rate where legally permitted, but with heavy 
restrictions and safety protocols in place. Still, many questions remain heading into 
June, including whether newly opened stores and states will once again be forced to 
close with COVID-19 cases still rising.

5DSLG�5HHQJLQHHULQJ��3HVVLPLVWLF��From mid- to late 2020 into the beginning 
of 2021, the retail industry (along with broad swaths of government, society 
and the economy) will engage in a comprehensive reengineering process, 
deploying systems and technologies to improve agility and resiliency. At the 
same time, several quarters of uncertainty will endure. America's COVID-19 
response will be the pivotal issue in the US Presidential election.

8SWXUQ��3HVVLPLVWLF��Starting in mid-2021, the COVID-19 crisis will begin to abate. 
The new world will not be the same as it was back in early 2020. However, 
retailers and brands that survive to enter this phase will start to see 
opportunities increase as economic growth slowly returns. 

1HZ�VWUDWHJLF�LPSHUDWLYH &29,'����5HVSRQVH�OHG 5HFRYHU\�OHG Reemergence

5HWDLOHU�VHQWLPHQW ��6KHOO�VKRFNHG��Knee-jerk reactions where retailers scramble to solve immediate 
issues and in-store spending grinds to a halt on nonessential items

- Deeply uncomfortable: Skeleton crews operating businesses are figuring out 
which route to take as decreased consumer spending leaves businesses 
distressed

- Refocused: Retailers begin to execute strategies set during Q2 with both a 
short- and long-term focus on COVID-19 response. Difficult decisions are 
made to end less profitable initiatives or areas of the businesses. 
- Demographic shift: Culls of middle / senior management as younger, 
cheaper doers are preferred over experienced leaders

��)LJKWHUV��Still working through the crisis, companies are building cohorts of 
employees who are comfortable with change at the most fundamental levels and 
fighting for business survival in extremely challenging circumstances

.H\�WKHPH����&KDQJLQJ�
DSSURDFK�WR�LQQRYDWLRQ

- Enormous social and economic pandemic shocks impact all sectors of the economy
- Retail industry in survival mode: little strategy, mainly reacting quickly to unforeseen 
challenges

- Retailers begin to develop more thought-out survival strategies, either "back to basics" (hunkering 
down and cutting costs) or a "new normal plus" mindset (doubling down on digital and innovation)
- Retailers and brands remain agile in order to react to further shocks

- Reengineering is vital but takes a back seat to managing frequent shocks 
and longer-term struggles 
- Investment in technology and capabilities focuses on short-term 
imperatives 
- Supply chain reengineering becomes a critical business issue 
 

- Companies who have invested in COVID-relevant technologies and digital cultures are best 
equipped to weather a long COVID storm
- As budgets are stretched thin given the continuing virus and distancing measures, fewer 
companies are in a position to invest heavily in new technologies

.H\�WKHPH����6KLIWLQJ�
GULYHU
V�VHDW�LQ�UHWDLO

- Government-led responses dictate majority of retail industry actions 
(store closures, furloughing, distancing and other safety measures) 
- Brands step up as leaders, including taking steps like supplying PPE to 
frontline workers and taking a stance on social issues that are important 
to consumers

- Company-led responses shape how and when to reopen, with some large 
retailers playing a leading role in providing guidelines to others in the industry 
- Individuals start making their own decisions based on their own risk 
assessments

- Consumer behavior begins to shape retail industry responses as 
consumers continue to shop online as fears of returning to stores persist

- Consumer behavior continues to drive, with ecommerce penetration accelerated by 4-6 
years as the pandemic permanently increases digital acceptance
- Companies who have invested in COVID-relevant technologies and digital cultures are best 
equipped to weather a long COVID storm
- As budgets are stretched thin given the continuing virus and distancing measures, fewer 
companies are in a position to invest heavily in new technologies

.H\�WKHPH����7KH�
VWUDWLÀFDWLRQ�RI�UHWDLO

- All retailers (strong or weak) are hit by unpredictable, big changes in demand
- The divide of essential versus nonessential shapes revenue outlook
- Having a strong balance sheet is vital as many businesses shut down

- Divide between retail "haves" and "have-nots" returns, accelerated by COVID-19
- Retail industry stalwarts, as well as some direct-to-consumer startups, enter bankruptcy 
(liquidation and reorganization)
- Business failures create opportunities for companies that have invested and adapted to meet 
changing consumer demands
- The strong get stronger: Amazon, Target, Walmart, Dollar General
- COVID-19 retail leaders now responsible for nearly all industry job growth

- Market shakeout: Retail loses 20-30 long-standing brands and retailers forever
- Many mom-and-pop businesses close their doors forever, creating 
opportunity for market leaders to take greater share of their categories 
- Consumers face a less fragmented retail landscape 
- Few bankrupt businesses reemerge stronger after restructuring; concerns 
about ongoing viability of many businesses limit ability to restructure via 
planned bankruptcy

- Consumers continue to value comfort and familiarity, leading them to larger brands rather 
than smaller, experimental ones
- Few new challengers emerge given the conservative buying environment, but a few start to 
gain traction 

3ROLWLFDO - Lockdown and social distancing measures are put into place as the preservation of life 
becomes the key objective
- Congress quickly agrees on historic stimulus package
- State versus federal governments are not aligned on response
- Public / private partnerships and mandates emerge to mitigate the impact of COVID-19 
(providing testing, addressing supply shortages, etc.)

- States are under great pressure to mitigate economic mutilation by reopening
- State and federal actions shift decision-making onto companies
- Federal government debates additional stimulus packages
- Disagreements on policy between federal and state levels add complexity to managing the crisis
- Reopening of stores opens liability issues if shoppers contract the virus; government intervention 
possible
- Cities consider or pass hazard pay bills and permanent protections for delivery drivers and other 
essential workers
- The presidential race gets tighter as workers in key swing states are among the hardest hit by job 
losses during the pandemic shutdown
- Relations with China take center stage in politics, including tariffs and trade

The ongoing severity of the pandemic makes it the central issue in 
the election. Voter turnout is affected by continued fears.  

- The prolonged pandemic increases pressure for a bailout for retailers; 
however, any such funds do not arrive before many mid-sized retailers are 
forced to go under 
- As the virus resurges, local and state governments are forced to put 
regulations in place re-closing their economies  
- Response to the ongoing COVID-19 crisis becomes the defining issue of the 
November elections 
- Both parties make significant pandemic-related election promises 
- The new administration takes its first actions based on election promises 
- Changes to voting mechanisms (voting by mail etc.) necessitated by virus 
continue to be political issue 
- Frustration with pandemic, economy and unsolved social issues create 
conditions for prolonged periods of unrest / protests

As the pandemic continues to affect everyday life, the new president 
faces the challenge of balancing medical and economic risks for the 
foreseeable future. 

- The next president focuses on tackling ongoing unemployment rates and 
resuscitating the American economy, while trying to keep new cases and deaths 
low 
- Policies are enacted and government departments are reshuffled to protect the 
country from future pandemics

(FRQRPLF - Economic shock
- A large-scale stimulus is applied nationally
- Jobless claims hit historic highs
- Both household debt and US personal savings rate hit historic highs
- US personal savings rate hit a historic high of 33% in April while spending declined by a 
record 13.6% for the month
��,QLWLDO�IHDU�DQG�XQFHUWDLQW\�OHDG�WR�PDVVLYHO\�UHGXFHG�FRQVXPHU�FRQÀGHQFH
- Layoffs and furloughs severely impact purchasing power
- Financial markets struggle to fully understand uncertainty, creating disconnects and volatility 

- Recession hits, as the US economy shrinks at a record 33% pace during Q2 2020
- Hopes of a V-shaped economic recovery diminish, replaced by expectations of U-shaped or even 
L-shaped recovery
��6HFWRUV�IDFH�VLJQLÀFDQW�FRQVWUDLQWV�DV�WKH\�EHJLQ�WR�RSHQ��PRYLQJ�WRZDUG�D�QHZ��QRUPDO��RYHU�D�
series of phases
- Unemployment improves, but remains elevated at near 15%
- New job roles are created in wake of the pandemic, from contact tracers to "health bouncers" at 
checkpoints
- Income inequality grows
- Additional stimulus packages help businesses and consumers
��&RQVXPHU�VHQWLPHQW�UHPDLQV�XQFHUWDLQ��ZLWK�D�VLJQLÀFDQW�VKDUH�RI�WKH�SRSXODWLRQ�GHSHQGHQW�RQ�
unemployment and other stimulus / relief funding
- Public markets reward companies with a digital focus while punishing those with extensive physical 
footprints 
��)RU�WKH�ÀUVW�WLPH�LQ���\HDUV� Americans have less debt due to spending less during lockdowns

Lack of therapeutics and bad news about vaccine availability 
dampens consumer confidence. Continued concerns about both 
health and economy make for a very slow holiday shopping season. 

- Wave of Chapter 11 bankruptcies continues into Q3 2020 and later 
- Recession conditions continue, much more talk of a 1930s-style depression 
- Wall Street rewards tech giants' stellar earnings, which pull the stock 
market to record highs despite struggles in the broader economy 
- Stores / other sectors continue to move toward normal operations, but with 
severe restrictions 
- Short-term furloughs become long-term job losses; unemployment nears 
15% 
- A second wave of layoffs affects sectors dominated by white-collar workers  
- Workers look to the gig economy and side hustles as employees seek 
multiple income streams  
- Distressed local businesses fail to return 
- Additional need for government stimulus packages as benefits expire and 
coronavirus aid talks hit stalemate in Congress 
- The economic recovery proceeds at different rates in different states as the 
pandemic lingers; some states remain open and gain economic benefits at 
the expense of high infection rates, while others keep more limits on 
economic activity 
- Low mortgage rates and surging interest in suburban living lead to a 
housing bust as new home owners are unable to make their payments 
- Gas prices remain low versus recent years due to a decline in demand as 
consumers work from home and curb travel

With therapeutics proving less effective than initially hoped and no 
strong vaccine candidates on the horizon, consumers are still wary and 
conservative in their spending. 

- Unemployment rates remain high while consumer spending remains low 
- Consumer confidence is muted given the lack of effective vaccines and 
therapeutic treatments  
- Employment opportunities are fundamentally changed; many jobs and specific 
positions never return 

6RFLHWDO - Denial of longevity of lockdown
��/DFN�RI�GHÀQLWLYH�LQIRUPDWLRQ
- Uncertainty about trusted sources of information
- Social media companies try to control spread of rumors and misinformation
- Awareness of outsized impact of virus on minority communities
- School closures reshape family / work dynamics
- Remote working dynamics and videoconferencing fundamentally alter dynamics of work and 
communication

- Increasing divide between political left and right on how to handle the crisis and stay-at-home 
orders
- Rising tension between mask vs. non-mask wearers, distancers vs. non-distancers
- Stress and mental health issues arise as individuals cope with health and economic concerns
- Pressure starts to mount on governments and companies to reopen and reignite the economy
- Contact tracing becomes a topic of debate as technology partnerships make new options 
available; individuals and states are hesitant to adopt a technology-centric approach, voicing privacy 
concerns
��&ROOHJH�H[SHULHQFHV�UHPDLQ�LQ�ÁX[�DV�PDQ\�VWXGHQWV�DUH�XQDEOH�WR�UHWXUQ�WR�FDPSXV�LQ�WKH�IDOO�DQG�
accepted students debate gap years, throwing off internship and hiring cycles
- Women are more likely than men to leave the workforce due to childcare requirements and family 
demands 

Society faces significant stress from the long duration and severity of 
the pandemic. Social strains between different groups grow harder 
to reconcile. 

- Consumers take on varying levels of risk, though the overall trend skews 
toward greater caution across all groups 
- Pandemic continues to affect lower-income and minority communities 
disproportionately, though a prolonged crisis also impacts white-collar 
workers more than in the base case 
- Corporate workers who still have jobs continue remote work, minimizing 
risk of exposure to the virus, and companies consider cancelling office leases 
- Renters increasingly likely to leave urban centers as leases are up 
- Mass public transit used only by lower-income workers, and cities must 
adapt to plummeting ridership. Urban planning adjusts for renewed interest 
in biking 
- Consumers struggle with lasting mental health issues associated with the 
pandemic

Society continues to suffer from the longevity and severity of the 
pandemic. The virus appears likely to be an ongoing part of life rather 
than an era that will pass.  

- Everyone continues to take caution when leaving their homes given the inability 
to control the virus 
- Mask-wearing is now an established part of society 
- The societal bifurcation between those who favor more government oversight 
(i.e. contact tracing) vs. those who are against it remains 
- Likely societal unrest as tension remains high given the lingering virus 
- Homeowners continue to leave big cities as they evaluate new housing options 
in smaller cities or cultural exurban areas; urban real estate markets become 
more affordable  
- A 2021 baby bust will have lasting effects on society and the economy even 
long after the end of the pandemic

THFKQRORJ\ - Ecommerce technologies, especially logistics-related technologies, are put to the test at large 
retailers seeing spikes in demands
- Inventory and supply chain management become critical to success
- Stores are shut, leaving store tech investments unrealized
- Companies seek out tools that enable store associates to continue communicating with 
customers despite store closures

- Ecommerce logistics companies receive new funding rounds or are acquired by large retailers
- Contactless payment and checkout options grow as stores reopen
��1HZ�WHFKQRORJLHV�HPHUJH�WKDW�DUH�EDVHG�RQ�GLVWDQFLQJ�VFHQDULRV��RSWLPL]LQJ�VWRUH�WUDIÀF�ÁRw, etc. 
- Companies retain narrow focus on technology investments that are directly related to the 
COVID-19 response
- AI algorithms thrown off by very different shopping patterns during the pandemic; use cases such 
as demand forecasting, fraud detection and product recommendations all have to adapt

A prolonged pandemic forces businesses to concentrate tech 
investments on solutions specific to solving short-term problems, not 
building for long-term success. 
- Adoption continues of technologies that help business during a 
pandemic, although at a more tempered pace given that retail hasn't 
rebounded. These include robotics and automation, next-generation 
supply chain optimization, fulfillment and delivery, POS, online 
customer service, remote hiring / training, shared workforce 
platforms 
- Development and trials of sidewalk robots and drones for last-mile delivery 
accelerate as the importance of contactless delivery remains elevated 
- Shopping via livestream becomes embraced by more US shoppers as they 
seek guidance from associates but remain reluctant to visit stores 
- China solidifies its role as the primary driver of retail innovation globally 
(given that the country emerged from the pandemic quickly), outpacing its 
American and European counterparts  
- Contact tracing technology advances and becomes more sophisticated but 
fails to be widely adopted amid privacy concerns even as the pandemic 
worsens

The continued pandemic forces businesses to maintain a short-term 
focus into the Upturn phase, rather than building for long-term success. 
There is, however, some progress in technology as firms have adapted 
their solutions to a "next normal" where the virus remains a part of 
society.  

- Investments continue to expand in pandemic-accelerated areas like curbside 
pickup and robotic fulfillment 
- Brands and retailers with technology rollouts that were put on hold during 
COVID-19 still don't move forward with deployments 
- Automation becomes more widely accepted by consumers and workers 
- Facial recognition becomes more widely used to identify shoppers in contactless 
environments 
- Voice is used far more extensively as a communication interface 
- Every aspect of the store—from shopping carts to coolers—is expected to 
become more intelligent to serve shoppers quickly, but reduced retailer sales 
means investments are suspended 

&RQVXPHU�VSHQGLQJ�
SDWWHUQV�

- Shift toward non-discretionary items as consumers worry about their economic prospects
- Imperative to save money / be more thrifty due to uncertain economic times 
- Fewer, larger shopping trips; emphasis on plans and lists
- Buying bulk-sized and packaged products; stockpiling
- Shift in preference toward retailers that “have it all” in one location to reduce the number of 
trips required to hit your shopping needs
- Shift to at-home eating as restaurants close or shift to pickup / delivery only models
- Shift away from convenience store buying as fewer consumers are grabbing immediate 
consumption items on the go
- Further shift toward offprice and other discount retailers
- Increase in Club memberships
- Changing consumer order of values, i.e. hygienic > natural, public health > sustainability    
- Sales and promotions extend into categories like prestige beauty and luxury that have 
traditionally not been discounted
- Remote appointments and consultations become the norm for any services that can be 
rendered virtually, e.g., telehealth               

- Consumers make select splurge or impulse purchases as life starts to feel slightly more normal; at 
the same time, customers are cutting back on overall spending as uncertainty continues
- High-income earners reduce consumption of travel, experiences and personal services; lower-
income shoppers return to pre-pandemic levels of spending
- Both value and premium products report strong sales growth as consumers seek comfort while 
cutting spending
- Consumers invest more into their homes / in-home entertainment
- Home decor for Zoom accelerates: People invest in products that enhance the aesthetics of home 
areas featured on video 
- While beauty/skincare spending initially shifts to drugstores given their essential store status, 
consumers quickly shift spending online
- In the era of face masks, "Eyeliner Effect" or "Mascara Index" are used to describe upward trends 
in makeup for areas of the face not covered
- Sales of pet care products increase, driven by premium options, as consumers seeking 
companionship adopt pets and spoil their companions during quarantine and extended periods of 
remote work
��6RPH�VWRUHV�WKDW�UHRSHQ�VHH�DQ�LQLWLDO�SRS�LQ�IRRW�WUDIÀF�DQG�VDOHV�WKDW�VRPHWLPHV�H[FHHG�DYHUDJH�
daily rates from a year ago
- Some dollars shift back toward restaurants as they start to reopen
- Consumers spend less on prominent sales holidays including Mother's Day and Memorial Day
- Consumers partake in mission-driven shopping as opposed to retail therapy

Consumers fearing for their health and economic well-being continue 
to significantly curtail their spending habits. 

- Overall retail spending returns to pre-COVID levels in some states, though 
the expiration of unemployment benefits at the end of July causes a steep 
dropoff heading into fall 
- Consumers remain skittish, prone to panic buying / stockpiling as they hear 
news of the outbreak worsening and specific supply chain problems or 
shortages getting worse 
- Some consumers -- those with antibodies, or in low-risk groups -- return to 
stores, while high-risk consumers continue to limit shopping and turn more 
heavily to ecommerce 
- They continue to consolidate store visits to lessen their chances of 
contracting the virus 
- Even affluent consumers who did not lose significant savings cut back on 
spending, particularly as it pertains to conspicuous consumption 
- Consumers become more conscious of their health and wellness, and 
retailers that introduce new products and services to meet their needs 
flourish 
- Reversals of school reopening plans drive changes in back-to-school 
spending patterns, with a shift to categories like technology and home decor 
- Ecommerce gears up as holiday shoppers make even more purchases 
online than in past years, though overall demand plummets more than 20% 
- Retailers roll out earliest-ever holiday shopping season in anticipation of 
online demand and shipping delays 
- Consumers reward the small and local businesses who served them well 
during the pandemic with ongoing support, amid a growing consciousness 
and desire to "shop local"

Consumers' spending continues to be shaped primarily by their ongoing 
concerns over their health and economic well-being; pandemic-driven 
shopping patterns continue. 

- Consumer confidence has yet to return to pre-COVID-19 levels 
- With many stores remaining closed, shoppers have fewer opportunities to 
spend 
- Digitally native younger consumers, particularly Gen Z, are shaped 
disproportionately by COVID-19 and emerge with reduced potential to earn / 
spend money 
- Savings rates for Millennials and Gen Z decline as employment rates are low 
- Continued demand for food delivery options in the long run, as a portion of the 
workforce works from home permanently

9&V�DQG�VWDUWXSV - $OUHDG\�XQIDYRUDEOH�PDUNHW�FRQGLWLRQV�IRU�XQSURÀWDEOH�VWDUWXSV�DUH�DPSOLÀHG�E\�WKH�FULVLV
- Tech startups whose products address an immediate need for retailers in crisis become 
higher priority and do deals
- VCs assess their portfolios to determine which companies have a viable future to help them 
through the crisis and evaluate additional funding
- IPO activity comes to a halt

- Funding continues for companies capable of adding value in the upturn
- VCs concentrate on existing investments and add fewer new companies to their portfolios
��9&V�UHTXLUH�PRUH�FDSLWDO�HIÀFLHQF\�ZLWK�QHZ�LQYHVWPHQWV
- VCs favor startups with SaaS models and easy remote onboarding, moving away from capex-
heavy businesses
- Valuations come down to more reasonable levels
- Startups pivot their business models to align their value proposition to COVID-19 challenges and 
opportunities
- New startups are founded that are set to become the next round of unicorns in a post COVID-19 
world

VCs become increasingly concerned about preserving their cash, 
making them more judicious about where to invest. 

- Funding continues for startups whose products or technologies 
allow them to continue to thrive during COVID-19 
- Several startup rockstars emerge during COVID-19: Zoom, 
Instacart, etc. 
- Novel business models and technologies emerge to manage accelerated-
digital environment of the prolonged pandemic 
- Investors continue to invest in Angel, Seed and Series A rounds, while 
overvalued later-stage startups see funding dry up or receive down-rounds 
- Unprofitable startups will go under as investors become less willing to 
subsidize their losses in a tough economic climate 
- DTC brands permanently close physical stores and scale back expansion 
plans, shifting focus back to online

VCs remain conservative. Seed-stage funding does not reach pre-COVID 
levels as investors remain unsure of what the post-pandemic world will 
look like. 

- Few new technologies are rolled out, as forward-thinking retailers already made 
investments to adapt to COVID-19 and lagging retailers lack the funds to invest 
- VCs and portfolio companies will have diminished access to capital and will 
expect startups to show higher revenues, greater margins and faster paybacks 
- Power shifts toward investors as available pool of capital diminishes 
- Startups founded during or right after COVID-19 don't yet achieve unicorn 
status as investors remain cautious 

M&A ��+LJK�SURÀOH�0	A deals are called off as deal activity comes to a standstill
- Investment banking revenues start to decline
��3(�ÀUPV�IRFXV�RQ�WULDJLQJ�FRPSDQLHV�LQ�WKHLU�SRUWIROLRV�
- Shift to favoring a buyer's market

��0	A plans are re-evaluated by investors and companies; deals are called off at an accelerated 
rate
- Deal negotiations are extended due to new due diligence requirements and remote conversations
��&RPSDQLHV�RQ�ZHDN�ÀQDQFLDO�IRRWLQJ�EHFRPH�WKH�WDUJHWV�RI�PRUH�KRVWLOH�WDNHRYHUV���DFWLYLVW�
activity
- Successful direct-to-consumer startups are opportunistically sought after as partners and 
acquisition targets for established retailers

While the lingering pandemic disrupts economic and social behavior, 
the lead time for M&A activity means a similar outcome to the base 
case. 

- Big tech firms remain acquisitive 
- Vulture / distressed asset investors circle the industry 
- Well-capitalized companies opportunistically acquire distressed assets and 
innovation  
- Investors make fewer large deals, focusing more on small / tactical deals  
- Partnerships gain importance as companies seek mutual advantage without 
major capital outlay 
- PE firms will account for a greater share of M&A activity versus corporations 
- Online food delivery providers consolidate

The lingering pandemic dampens results of mergers and acquisitions. 

- Although some M&A activity continues, acquired companies fail to generate 
significant upside for buyers as consumer spending remains muted 
- IPO activity remains limited as few companies want to go public in the current 
environment

5HWDLOHU�EXVLQHVV�PRGHOV - Brands and retailers strike unlikely partnerships to reach or win customers
- Rental businesses struggle as consumers no longer have events / social outings to attend 
and are concerned about cleaning protocols
- Recommerce works through operational headwinds, such as having enough supply
- Ecommerce, delivery and curbside pickup see a huge uptick in interest 
- Subscription services, especially in food and CPG, grow in popularity
- Businesses providing in-home services grind to a halt

- Retailers forced to continue adapting to shoppers' COVID-19 behavior as consumers remain 
reluctant to visit stores
- Retailers redeploy store staff to support online sales via livestreaming, chat and other 
communication channels 
- Few new business models emerge as both established and startup brands and 
retailers focus resources on staying afloat  

The prolonged pandemic forces companies to adopt innovative 
business models, but with a focus on those that have an immediate 
payback. 

- Ecommerce adoption grows even faster as consumers remain leery of brick-
and-mortar  
- Greater focus on automation for both fulfillment and delivery 
- Flexible business models become a necessity for retailers and brands 
- Recommerce continues to outperform the broader retail category, but a 
more difficult economic environment challenges sales; rentals continue to 
struggle as consumers have little need to dress up for work or events 

As store traffic remains low given the ongoing state of the virus, 
traditional shopping models fail for all but the most resilient retailers. 
New business models become more permanent. 

- In-house startup accelerators / incubators remain increasingly important in 
driving innovation at large brands, given that slow-moving product development 
processes can no longer keep up with the pace of change 
- Retailers who failed to keep pace with the acceleration of ecommerce, pickup 
and other growing business models can no longer compete 
- New business models that were introduced in response to the pandemic will be 
finetuned and productized as new revenue streams 
- Many traditional retail store locations will be transformed into pickup / dropoff-
only locations

PESSIMISTIC SCENARIO Blue text denotes scenario update to the Base Case
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Brand marketing and 
distribution

- Flight to trusted brands as shoppers seek comfort in the products they buy
- Tensions rise with wholesale partners / manufacturers
- Brands dramatically reduce overall marketing budgets due to uncertainty and the need to 
conserve cash 
- Brands' marketing budgets swing from experiential / outdoor to social / digital
- Messaging shifts to security, togetherness, empathy
- Brands build out their direct relationships with shoppers and rely less on wholesale partners—
at the same time, brands value their best wholesale partners more than ever as the fastest way 
to scale

- Consumers will prioritize spending their money with brands that did right by employees / customers 
during the crisis 
- COVID-19 pushes brands to leverage social media even more strongly and to launch into new 
social platforms (e.g., TikTok)
- Retailers deliver more personalized online experiences as they try to incentivize consumers to 
purchase additional products
- Earned media becomes increasingly important to brands as they receive coverage of the work they 
are doing to help people and communities
- As brands restart paid media spending, they continue to prioritize mobile as a key digital platform; 
however, the fact that people are still generally not out and about reshapes their targeting and 
creative strategies.
- Product manufacturers that depended on trade shows must seek new ways to reach retailer 
partners
��3ULYDWH�EUDQGV�ÁRXULVK�DV�FRQVXPHUV�VHHN�YDOXH
- US media spending drops 19% year-over-year in H1 

The endurance of the pandemic complicates both marketing planning 
and messaging. Video ads created with actors using at-home 
technologies become common on TV and online, although they grow 
less effective as consumers tire of them.  

- The prolonged pandemic permanently changes the media landscape. Ad 
revenue for terrestrial radio, outdoor and print declines drastically and many 
companies in those sectors complete digital transformations or go under 
- Brands that continued to invest in marketing / product innovation 
throughout the crisis will be rewarded 
- Consolidation will take place as larger legacy brands snap up smaller 
upstarts 
- Brands invest more and more to understand and meet the needs of Gen Z 
given the profound impact of the virus on their formative years 
- Marketplace offerings become more critical to brands as they look to 
diversify distribution channels  
- Brands will continue to be very cautious about their ad spending; with 
limited budgets they focus their spending on media that can deliver 
accountability and insights into new paths to purchase    
- Brands and retailers that invested in technologies to capture, share and 
respond to the insights from customer data are better positioned to 
communicate directly to shoppers as spending on nonessential items picks 
up       
- Brands use digital marketing to reassure customers about safety protocols 
in their stores and to promote contactless store experiences like curbside 
pickup 
- As the US reopens at varying rates, marketing campaigns increasingly have 
to be localized in their depiction of consumers enjoying their products 
- Brands balance discounts and promotions to drive online traffic over the 
holidays while maximizing profitability 
- Experiential marketing budgets are cut for the foreseeable future

The continuation of the pandemic means it's accepted as a way of life; 
messaging about surviving and coming together wane as the previously 
absurd becomes normal.  

- Marketing messaging now integrates standard procedures like mask wearing 
and social distancing as part of daily life 
- Wholesale partner consolidation and bankruptcies mean brands seek new 
distribution channels 
- Brands and retailers have a better understanding of shoppers’ intent and 
emotions in the new era, using optimized language and offers to create 
emotional responses from their customers given the dramatically changed world 
- Shoppers are still buying through ecommerce and expect AI-based product 
recommendations and extremely relevant suggestions 
- At the same time, longer life expectancies mean brands need to pay attention 
to health-conscious older generations whose spending patterns have been 
profoundly changed by the virus

Travel industry impact - Tourism grinds to a halt
- Airports, city centers and outlet malls close

- Gradual reopening but without tourist dollars
��(DUO\�VLJQV�RI�UHFRYHU\�LQFOXGH�DQ�LQFUHDVH�LQ�GHPDQG�IRU�GRPHVWLF�YDFDWLRQ�UHQWDOV�DQG�ÁLJKWV�IRU�
the summer, though overall levels remain severely depressed
- Spending on travel and experiences is redeployed to retail in the short term

Consumers continue to avoid all nonessential travel; tourism is 
highly depressed both domestically and internationally. 

- Permanent closure of expensive flagship stores on prominent 
shopping streets 
- Disproportionate impact on luxury retail 
- Consumers spend less on vacation clothing, leading to a further 
decline in apparel sales 
- Consumers reallocate part of their travel budgets to physical goods, 
serving as a slight tailwind for traditional retail categories

Consumers continue to avoid nonessential travel, particularly by air; car 
travel resurges. Tourism becomes localized as travel is limited to 
individualized and inexpensive modes of transport. 

- With less savings and a reluctance to travel in enclosed public spaces, 
consumers elect to travel to closer destinations, not major global tourist hubs, 
creating opportunities for smaller, regional retailers 
- Ridership on mass public transit remains a fraction of previous levels; car travel 
rebounds, but doesn't exceed prior levels as loss of jobs counteracts shift away 
from public transit to cars 

Store operations and 
experience

- Social distancing measures are put in place, including limits on capacity, marking out six-foot 
intervals in stores and sneeze guards 
- Non-essential retailers are forced to close
- Safety measures are put in place for employees, including testing, masks and temperature 
checks
��6WRUHV�VWDUW�WR�GRXEOH�DV�IXOÀOOPHQW�FHQWHUV��DV�VHFWLRQV�DUH�EORFNHG�Rff to shoppers and 
GHVLJQDWHG�IRU�ÀOOLQJ�RQOLQH�RUGHUV
- Stores operate off-hour shopping for at-risk consumers

- Stores cautiously reopen, taking an iterative approach and working out protocols with potential 
rocky path forward
- Experiential retail is severely curtailed 
- Accelerated shift away from cash to contactless digital payments
- Shift away from touchscreen ordering and interactivity to working with store associates or from 
your own device
- Retailers incorporate heightened safety initiatives like new cleaning protocols, hand sanitizer 
availability, appointment shopping, monitoring of shopper temperatures, and far-UVC light cleansing 
tools
- Retailers identify and implement other touchless solutions (e.g., for doors, elevators, restrooms)
- Retailers prioritize shopper convenience in store layouts to limit time spent and manage safety 
concerns
- Even as stores reopen, product sampling, in-store product testing and other high-touch 
experiences remain on hold
- Appointment and concierge shopping becomes a common offering as part of omnichannel retail

Many nonessential stores retrench on reopenings or shift back to 
pickup only models as cases climb. Consumers continue spending 
disproportionately online as they fear returning to stores. 

- Using learnings from the past two months, retailers reimagine the 
role of the store in a COVID-19 and post-COVID-19 world 
- Safety measures remain top of mind for retailers and consumers 
alike 
- At stores that remain open, in-store consumer behavior and traffic data 
inform planograms and visual merchandising strategies to prevent particular 
areas of the store from overcrowding 
- Advances in scheduling and employee training tools will result in better 
customer service in stores 
- Cashierless checkout becomes far more common, with scan-and-go or 
camera-based systems contributing to more frictionless retail experiences 
- Stores change their layouts in the era of cashierless checkout, with impulse 
purchases at checkout moving to strategically placed locations throughout 
the store 
- Mobile-enabled shopping experiences play a bigger role in stores as they 
allow shoppers to navigate stores, learn more about products and add them 
to their baskets for checkout 
- Robotics become increasingly common in store aisles, handling repetitive 
human tasks like auditing store shelves and freeing up labor for more 
customer-facing tasks  
- Once retailers clear through current inventory backlogs, they will stock 
fewer SKUs 
- Businesses become increasingly concerned about liability or potential 
lawsuits if employees or shoppers become ill, putting increased pressure on 
Congress to pass a liability shield to protect employers from coronavirus-
related lawsuits 
- Major retailers announce that they will be closed on Thanksgiving Day, 
giving essential employees the day off and encouraging shoppers to go 
online instead

Stores have been reopened but distancing measures are widespread and 
regular cleaning is required to avoid spreading the virus.  

- Stores are reinvented—they are no longer the centerpiece of a retail 
business, but rather one part of the omnichannel experience 
- New store layouts and distancing are starting to appear permanent rather than 
temporary 
- Employees are heavily focused on shopper safety 

Retail real estate - Nonessential stores are required to close, causing strain between retailers and their landlords 
as retailers threaten to withhold rent
- Mall traffic grinds to a halt given their tenant makeup of predominantly 
nonessential stores 
- Prominent retailers promise to leverage their parking lots for drive-through 
testing 
- Commercial real estate values drop, led by malls

- Retailers and landlords battle about rent payments and renegotiate deals
��/DQGORUGV�ÀQG�FUHDWLYH�ZD\V�WR�SURYLGH�UHOLHI�WR�WKHLU�WHQDQWV��LQFOXGLQJ�SURJUDPV�ZKHUH�WKH\�
provide funding and take a noncontrolling stake in the retailer
- Retailers assess which stores will remain permanently closed and make initial cuts to their store 
count
- Property owners struggle with their mortgages and to pay for enhancements made to their 
properties before COVID-19 hit, with some defaulting

As the pandemic drags on retailers significantly reduce physical store 
footprints and traffic suffers. 

- The retail real estate market evolves to feature smaller footprints 
including expanded pickup points, pre-built-out stores and shorter-
term leases 
 - Commercial real estate market continues to soften, as more 
retailers fail to pay rent and permanently close stores, sending more 
property owners into default 
- Commercial real estate owners are forced to seek creative uses for vacant 
retail stores, for example repurposing them into office space, as they are 
unable to find retail tenants 
- Retailers and brands doing well in the pandemic selectively take advantage 
of a depressed real estate market to expand, though at a slower pace than in 
the optimistic scenario 
- Commercial real estate companies strategically buy some retail and brand 
tenants with sizeable store footprints out of bankruptcy 
- City center retail vacancies skyrocket as downtown / central business 
districts remain ghost towns 
- Malls and property owners rethink their tenant makeup amid reduced 
consumer demand for experiences and retailer struggles 
-  As anchor stores close, co-tenancy clauses are triggered, putting further 
strain on malls 
- New lease agreements are negotiated that include clauses specific to 
pandemics 
- Mall operators are forced to convert vacant spaces left behind by bankrupt 
department stores into ecommerce fulfillment centers for strong retailers like 
Amazon 
- Parking spaces are used for outdoor entertainment and selling

As substantial foot traffic to retail stores has not returned, retail real 
estate prices remain depressed. Retailers with ending leases take the 
opportunity to reduce their overall physical footprint. 

- Shopping center operators that survived COVID-19 prioritize digital in-store 
options to their tenants, providing less tech-savvy retailers with the ability to 
provide new services 
- Curbside pickup options remain essential 
- Malls continue to close with the result being reduced overall retail space 
- Outdoor shopping centers fare better, as shoppers feel more comfortable  
- Fewer DTC startups view permanent stores as necessary for growth 

Ecommerce operations and 
experience

��(FRPPHUFH�RSHUDWLRQV�EHFRPH�VWUDLQHG�DV�FRQVXPHUV�ÁRRG�GLJLWDO�FKDQQHOV�WR�SODFH�RUGHUV�
- Desktop shopping experiences become increasingly important as consumers spend more 
time at home and opt to shop on their computers vs their phones
- Customer service and support become much more helpful and proactive, alerting consumers 
before they are aware of problems
- Pickup options become more diverse and widespread, and there is a greater focus on drive-
through offerings

- Technologies like AR that enable shoppers to visualize products on their faces and bodies, and in 
their homes and gardens, become more important in the era of remote buying
- Virtual shopping with store associates scales as shoppers seek advice but remain hesitant to 
return to stores
- As the amount of time consumers spend on social media grows, social networks· ecommerce 
offerings gain momentum, with buying options being seamlessly integrated into feeds
- Much of retailers' digital focus shifts toward alerting customers about the status of their local store, 
including when it will reopen, new hours, whether it's open only for curbside, etc.
- Fraud mitigation grows in importance amid rising number of scams
- Product information and online reviews become increasingly important to shoppers as ecommerce 
grows

Consumers' continued hesitation about shopping in physical retail 
means that online shopping levels and expectations remain 
significantly elevated relative to pre-pandemic trends. 

- Ecommerce tools are used to drive digital demand 
- Ecommerce operations continue to be strained as they shoulder an elevated 
percentage of retailers' overall sales 
- White glove / concierge service moves online as consumers of high-ticket 
items look for guidance and the emotional experience of shopping in stores 
- Stores that invested in continuous / perpetual inventory tracking prior to 
the pandemic are better able to fulfill from stores as ecommerce grows 
- Retailers look to new technologies and capabilities to mitigate delivery costs 
as online shopping remains elevated 
- Return rates remain high as more items are purchased online than before 
the pandemic 
- Automated warehouses—combined with new pickup and delivery options—
become more mainstream, reducing fulfillment times and changing 
consumers’ definition of immediacy 
- Ecommerce sales increase by 32% from Q1 to Q2, accounting for a record 
16% of total sales 
- As the pandemic drags on, customer service and support teams struggle to 
keep up with an influx of inquiries and returns, eroding good will built up in 
the earlier phases of COVID-19

Digital retains its elevated position given the ongoing pandemic. 

- Store traffic doesn't approach previous levels 
- Ecommerce operations run more smoothly than they did in prior phases given 
the year plus of operating at heightened levels 
- Ecommerce penetration remains high versus pre-pandemic levels as consumer 
preference to shop online sticks 
- Stockpiling dwindles as the population adjusts to life under COVID-19, so 
shoppers are less impacted by out-of-stocks as endless aisle capabilities and 
delivery options improve 

Supply chain - Retailers delay or cancel orders amid dropoff in demand
- Retailers must seek alternate suppliers as factories / producers are also affected by 
COVID-19
- Algorithm-based demand forecasting fails as demand becomes unpredictable

- Retailers face challenges restarting supply chains following freezes or changes in production
- Labor shortages in retail warehouses contribute to shipping delays
- Retailers face delivery challenges working with a struggling USPS and overwhelmed carrier 
networks
- Companies reassess entire geographic distribution of supply chain, including reliance on China
- Retailers recalibrate holiday orders to align with more muted demand, with some planning for 
inventory declines of up to 40%
- Tensions arise between brands and retailers as credit insurance policy writers cut back on 
coverage for struggling retailers 
- Retailers are more thoughtful about returns processes / policies to ensure items are properly 
cleaned and safe before they are put back up for sale
- Delivery companies impose surcharges as they struggle to manage increased shipping demand 
and costs; retailers are forced to decide whether to raise prices or absorb costs
- Government agencies relax regulations such as food labeling to reduce disruption of supply chains

The endurance of the pandemic puts increasing pressure on 
manufacturers, leading to some shortages and disruptions even as 
they prioritize needed supply chain investments. 

- Companies shift away from the just-in-time supply chain model  
- Significant reengineering of the supply chain is required, as 
companies rethink location of suppliers, warehousing, inventory, 
relationships with suppliers, ecommerce and fulfillment capabilities, 
packaging, private label and more 
- Artificial intelligence and machine learning are deployed across the 
supply chain, optimizing the most inefficient parts of retail 
- Some outsourced manufacturing comes back to the US for strategic 
reasons, reversing the trend of increased globalization / 
international trade since 1990 
- The role of China as a manufacturing partner diminishes, leading to 
new opportunities for other countries 
- Delivery companies implement additional surcharges in anticipation 
of peak shipping during a busy holiday season, providing further 
incentive to retailers and consumers to use BOPIS or Curbside 
offerings

With the virus still a core part of society, supply chains have recovered 
but product demand patterns are not considered permanent.  

- Supply chain capabilities become a source of strategic advantage 
- Microfulfillment centers (MFCs) are used for same-day delivery in 
different retail categories with high-volume purchases, including mass 
merchants, drugstores, home improvement and more 
- Re-engineered demand forecasting solutions make DCs more efficient and 
reduce out-of-stocks at physical stores, but retailers are aware that there is still 
a post-pandemic phase that will alter demand 
- Retailers find ways to limit waste throughout the supply chain as consumers 
grow more concerned about sustainability 
- The supply chain is increasingly transparent as consumers demand more 
information on where their products come from and how they’re produced

Financial management - Companies' access to capital becomes crucial for business survival and necessary 
investments
- Immediate cost control measures are put in place, including furloughs, canceling orders with 
suppliers and withholding rent
- Companies begin to suspend or cut dividends
- Companies begin to suspend share buybacks 
��5HWDLOHUV�LVVXH�GHEW�WR�VWUHQJWKHQ�WKHLU�ÀQDQFLDO�SRVLWLRQ
��5HWDLOHUV�GUDZ�GRZQ�RQ�FUHGLW�OLQHV�WR�VKRUH�XS�WKHLU�ÀQDQFHV
��%UDQGV���UHWDLOHUV�ZLWKGUDZ�ÀQDQFLDO�JXLGDQFH

- With cash tied up in inventory��UHWDLOHUV�VHHN�ZD\V�WR�PRYH�WKHLU�SURGXFW��SURPRWLRQV��RIÁRDGLQJ�WR�
offprice/recommerce sites, etc.)
- Retailers that furloughed staff at physical stores may ultimately lay off some employees given 
FKDQJHG�VWDIÀQJ�QHHGV
- Retailers reduce orders for the holiday season to save cash/align their inventory levels with lower 
projected demand
- A growing number of retailers tap restructuring experts
- Businesses evaluate and pursue insurance claims due to COVID-19; resistance from US Chamber 
of Commerce
- Businesses that furloughed workers under CARES $FW�IDFH�ÀQDQFLDO�FKRLFHV�UHODWHG�WR�UH�KLULQJ�
some or all of their employees 
- Retailers prepare for a surge of online order returns as stores reopen and consumers start to 
frequent returns facilities again

Retailer financial situations remain significantly challenged; those 
financially able to do so raise significant debt financing to ensure 
they have enough cash for the long haul. An increased number are 
forced into liquidation or bankruptcy as compared with the base 
case. 

- Retailers look for ways to raise cash, but lack of confidence from 
public markets limits options 
- Retailers that have the budget to invest in better solutions for 
problems that arose as a direct result of COVID-19 (for example, a 
more streamlined curbside experience) continue to do so, while 
other long-term strategic investments remain on hold 
- Salaries and bonuses that were reduced or eliminated during the 
crisis return

A prolonged pandemic forces struggling retailers to take more drastic 
measures to remain solvent, handicapping their ability to invest and 
compete longterm. 

- Companies that paused strategic investments in the early phases of the 
pandemic halt or completely scratch these plans 
- More positions are cut at the corporate level as a means to preserve cash 
- Salaries that were reduced during the crisis remain slashed, with more C-level 
leaders foregoing a salary or bonus altogether

Organizational changes - Furloughs and layoffs impact frontline workers as well as corporate staff at many retailers
- A growing number of experienced retail executives seek new roles

- Acceleration of ecommerce means digital expertise is a hiring factor in every role across the 
organization
- Businesses undergo organizational restructuring to cut costs / focus on new priorities
- Ability to work cross-functionally improves, born of necessity
- Racial disparities uncovered by COVID-19 and Black Lives Matter protests become front and 
center, with organizations changing approaches to hire more diverse workers

An enduring pandemic strains organizations, forcing more layoffs 
and long-term furloughs that permanently reduce workforces and 
reallocate roles. Digital roles become even more critical to 
organizational success than in the base case. 

- Loss of talent and capacity due to downsizing will make it hard for 
businesses to ramp up in the future, further contributing to a slowed return 
to growth 
- Ecommerce and stores teams work in tandem more than ever before as 
physical store networks (including both inventory and employees) are 
leveraged to support the online experience 
- Opportunities to innovate will be more democratized, spreading to every 
role within the retail organization, and empowering employees to create 
more useful offerings based on insights from the field  
- New roles related to health and safety are created at retail organizations to 
protect shoppers and employees

Even as retailers seek to cut costs due to the prolonged pandemic, they 
realize the importance of a strong digital team as ecommerce continues 
to grab more share of consumer spending. 

- The next generation of leaders hail from digital or startup backgrounds; 
retailers search for rising stars who can effect change for a lower price than more 
established leaders who lack the same digital expertise 
- The C-Suite becomes more female as well as more diverse, though D&I 
initiatives fall slightly out of focus for companies that are struggling to survive 
- As staffing levels remain depressed, employees increasingly move between 
departments to improve their understanding of all aspects of the business and 
add new responsibilities to their roles

Workplace changes - Most white collar workers immediately shift to working from home
- Companies adapt to telecommunications and online hiring
��(PSOR\HHV�LQYHVW�LQ�KRPH�RIÀFHV�DQG�UHPRWH�ZRUNLQJ�WRROV
- New “blue collar / white collar” distinction emerges: essential services workers continue 
working with few protections
- Blurring of personal / professional lives increases as work becomes a part of home and vice 
versa
- Companies become more accommodating of employees juggling key personal needs during 
work hours, i.e. childcare 
- Companies become accepting of at-home distractions, i.e. pets 

- Most companies choose to continue allowing work-from-home; big tech companies like Google 
and Facebook announce work-from-home option to extend through year end
- Safety features are expanded for essential workers (customer and worker masks / sanitation, 
shorter store hours)
- Leadership skills to manage a remote workforce become increasingly valuable, with empathy 
playing a larger role amid ongoing uncertainty and layoffs
- "Zoom Fatigue" sets in for remote workers
- New senior-level titles emerge around health and safety roles

Both employees and companies continue to feel unsafe in an office 
environment. Employees work at home much longer than first 
expected, and working at home becomes increasingly the long-term 
norm for white-collar workers. 

- Any move back to working in an office requires extensive safety features 
(less face-to-face time, new office setups, checkpoints for entry like 
temperature checks, staggered hours / workdays); office work comes back 
slowly everywhere, but is particularly limited in areas where workers rely on 
public transportation 
- Companies face the challenge of having some workers back in the office 
and some working remotely 
- Some companies see productivity issues with remote working and look for 
creative ways to mitigate at-home fatigue 
- Some companies that do go back to the office will require employees to 
download contact tracing apps as a security measure  
- More videoconferencing leads to less travel for in-person meetings and 
corporate offsites 
- Office spaces are downsized and businesses based around central business 
areas are hurt 
- Workplace values continue to move beyond shareholder value to focus on 
CSR 
- Vendor selection process increasingly takes into account location of vendor 
and available collaboration tools 
- The gradual return to the office is hampered by school closures or 
staggered learning 
- Landlords and local / city governments pressure businesses to call their 
employees back to the workplace to resuscitate the office economy

The lack of an effective therapeutic or vaccine means there is no 
widespread return to working from offices. More companies shift to 
permanent work-from-home situations. 

- Some companies shift to being entirely remote 
- Workplace flexibility becomes more ingrained in corporate culture 
- As distributed workforces become more common, companies can hire 
the very best employees, regardless of their location, caretaking 
responsibilities, disabilities, etc. 
- De-urbanization occurs in the US as remote workers move to less 
expensive regions and as some companies relocate offices to suburbs 
and smaller cities 
- Employers allow existing employees to work remote from any place but 
may adjust salaries to location 
- After months of working at home, some companies build elaborate new 
offices to entice employees to return 

PESSIMISTIC SCENARIO Blue text denotes scenario update to the Base Case
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Product and packaging - Bulk packaging options increase 
- Hygienic properties of products are of paramount importance
- Brands cut number of SKUs, focusing supply chains on products in highest demand

- Both single-serving and bulk-sized product options increase as consumers seek value
- Consumers become more leery of opening packages on their doorsteps over safety / hygienic 
concerns
- Consumers become more cognizant of the environmental impact of online shopping as they order 
more to their homes
- The safety of reusable bags / packaging comes into question

The prolonged pandemic means consumers maintain a strong focus 
on safety and hygiene in the products they buy and their packaging.  

- Retailers consider new packaging options as home-bound 
consumers put a spotlight on reducing waste through products or 
packaging 
- Prolonged shift to at-home eating and drinking leads to a can 
shortage, disrupting supply for CPG manufacturers and causing them 
to seek alternative packaging options and innovations 
- CPG and other product categories accelerate package redesigns 
specific to ecommerce 
- Packaging copy emphasizes both functional benefits, i.e. scientific 
claims and hygienic properties, as well as clean / natural claims, as 
consumers seek balance of values 
- Brands rethink their product lines, retiring lackluster performers 
and selectively introducing new products to meet changing consumer 
preferences

The failure to make progress on a vaccine or treatment means packaging 
for the crisis remains an ongoing trend.  

- Brands and retailers start exploring sustainable packaging options to reduce 
their carbon footprint as ecommerce and delivery continue to grow, but progress 
is slow as consumers continue to prioritize hygiene 
- Bulk packaging continues to be produced at higher levels as the pandemic 
continues and consumers try to reduce shopping trips

Category implications: 
Grocery

- Huge rise in sales driven by panic buying
��%DVNHW�VL]HV�LQFUHDVH�VLJQLÀFDQWO\
- Major focus on stockpiling essentials: paper products, disinfectants, canned and frozen foods
- Rapid rise of ecommerce; pickup and delivery options expand
- Being an essential retailer forces companies to implement hygiene and social distancing early
- Shift to at-home eating as restaurants close or shift to pickup / delivery only models
- Restaurants and grocery stores both partner and compete, merging concepts to meet 
shopper needs; more "grocerants" emerge

- Buying patterns shift away from essentials toward comfort food
- Having already stocked up, consumers ease up on bulk purchasing
- Swings in supply and continued high demand drive unexpected price hikes
- Meal kits and prepared meals expand as areas of opportunity
- Consumers experiment with new brands when preferred ones are out of stock
- Possible new competition in some markets as restaurants sell groceries
- Grocery retailer private brands' popularity increases
- CPG brands launch direct-to-consumer sites to meet the needs of shoppers looking for trusted 
products online
- Frustration with poor online grocery experience drives some shoppers back into reopened stores
- Sales of substitute products such as alternative meats soar as shortages kick in
- $FFHOHUDWHG�UROORXW�RI�PLFURIXOÀOOPHQW�FHQWHUV�LQ�JURFHU\
- At-home alcohol consumption grows, as does ecommerce and delivery of beer, wine and spirits
- Grocery sales growth slows down as restaurants begin to reopen

Grocery ecommerce continues to take an ever-larger share of total 
grocery spend as ecommerce systems improve and consumers grow 
more accustomed to it. 

- Retailers seek new equilibrium between ecommerce and brick-and-
mortar 
- Salad bars and self-service bulk food offerings are replaced with 
packaged products or other services in grocery stores 
- Retailers and brands work together to increase impulse buying 
opportunities around orders for pickup 
- Retailers and partners gain better view into how scale improves the 
economics of delivery 
- In-store sampling resumes, with safety restrictions in place, in 
order to drive in-store traffic 
- CPG brands look for more efficient packaging as more of their 
products are bought online 
- CPGs invest more in end caps as customers change their in-store 
journeys 
- Changes in warehouse / shipping infrastructure made in support of 
ecommerce 
- Grocery retailers increase selection of locally sourced produce amid 
greater consumer demand  
- Grocery retailers appeal to increasingly budget-conscious shoppers 
with promotions and other incentives amid consumer concerns over 
the expiration of unemployment benefits 

The prolonged pandemic continues to accelerate grocery ecommerce. 

- Online grocery buying surpasses 10% penetration as the pandemic drags on; in 
wealthy urban areas, the figure surpasses 20%  
- Numerous CPG brands are running viable direct-to-consumer businesses 
- In-store promotions are less and less relevant, and shopper marketing dollars 
quickly shift to digital with both legacy and new partners

Category implications: 
Apparel and Accessories

- Shift to nearly 100% ecommerce as stores close
��.LQGV�RI�FORWKLQJ�SHRSOH�QHHG�FKDQJHV��HYHQ�OHVV�IRUPDOLW\���RIÀFH�ZHDU�ZKLOH�DWKOHLVXUH�
grows
- Discounts and promotions used extensively to attract shoppers who are not buying
- "Waist-up chic" drives purchases of tops over bottoms

- Consumers start to spend more on apparel online as the promise of openings makes life beyond 
the home seem possible
- Comfort remains a key attribute in apparel purchases
- Physical retail begins to reopen in some regions / states
- Retailers forced to liquidate stranded inventory
- Bankruptcy hits the sector, with other possible bankruptcies on the horizon
- Companies see increased sales as people emerge from lockdowns with new size needs and 
preferences
- Although pent-up demand drove an initial boost in sales in reopened stores, offprice retailers report 
sizeable revenue declines, and face further headwinds due to their lack of an ecommerce backstop

Apparel sales remain significantly depressed as people largely 
continue to stay home, with athleisure, tops and children's wear 
continuing to outperform. 

- Apparel sales at brick-and-mortar stores remain limited as consumers 
remain wary 
- Companies who specialize in office apparel must make significant changes 
to their assortment or risk going under 
- Those who must go back to the office purchase more apparel vs those who 
continue to work at home 
- Stores pivot away from showroom models permanently over hygiene 
concerns 
- Spending is also bifurcated between the low-risk or risk averse, who return 
to stores and buy more apparel compared with those who continue to worry 
about the virus and avoid going out 
- Brands look to offload excess inventory through partnerships with offprice 
retailers, resale platforms and charities, as well as recycling efforts 
- Fashion retailers rethink traditional calendar, for at least the next year 
- Handbag makers shift to more casual and utilitarian options amid sales 
declines, as women have fewer reasons to carry purses 
- Mass merchants steal share from specialty apparel stores as shoppers aim 
to consolidate trips and seek value 
- Once assured of safety, fashion recommerce comes back strong relative to 
other apparel as budget-constrained shoppers seek value 
- Face mask fashion officially arrives as consumers adopt mask-wearing and 
understand it is likely to continue for the foreseeable future; consumers 
flaunt their style through different looks

People maintain a focus on comfort and athleisure wear as they spend 
most of their time at home. Workwear permanently changes as more 
casual clothing becomes a societal norm. 

- Apparel rebounds slightly, but people mainly buy necessities. People refresh 
their wardrobes slowly 
- Clothing designs emerge that tie directly to the pandemic, for example 
turtlenecks that can unroll into facemasks and jacket hoods that unroll into face 
shields 
- Rental businesses continue to struggle as consumers delay their return to the 
office and in-person events

Category implications: 
Home Improvement and 
Furnishings

- Being an essential retailer forces companies to implement hygiene and social distancing early 
- Consumers cut spending, focus on necessary home improvements as lockdowns begin
��&RQVXPHUV�DOVR�EXLOG�RXW�DQG�RXWÀW�KRPH�RIÀFHV

- People stuck at home undertake DIY home improvement projects to make home more comfortable
—or safer
��0DMRU�VSULQJ�VDOHV�HYHQWV��ZKLFK�GULYH�WUDIÀF�GXULQJ�WKH�FDWHJRU\
V�ELJJHVW�VHDVRQ��DUH�FDQFHOHG�WR�
manage crowds
- Outdoor furniture sales grow as people prepare to stay home for summer vacation

A prolonged period at home means consumers continue to spend on 
making their homes safer and more comfortable.  

- Consumers finish home improvement projects they started while under 
quarantine to create optimal work spaces 
- Retailers realize an opportunity to help consumers make home 
improvement shifts for safety—for example, contactless dropoff boxes on 
front porches

Consumers have made most of the investments to make their homes 
safer and more comfortable by this point, but remain interested in new 
ideas on these fronts.  

- Consumers continue to invest in their homes as they remain homebound 
- Home improvement chains' pro business strengthens as non-DIYers become 
more comfortable inviting contractors into their homes 

Category implications: 
Department Stores

- Shift to 100% ecommerce as stores close ��+XJH�GLVFRXQWLQJ�RI�VWUDQGHG�LQYHQWRU\�RQOLQH�DQG�RIÁLQH�DV�VWRUHV�LQ�VRPH�DUHDV�UHRSHQ
- Department stores evaluate which stores will never reopen
- Bankruptcy hits the sector, with other possible bankruptcies on the horizon

Department stores must radically reinvent themselves to regain 
relevance to consumers who continue to shop via ecommerce. 

- Massive wave of consolidation 
- Retailers rethink physical layouts, formats and experiences to 
address new consumer needs and behaviors 
- Expanding into smaller, off-mall concepts becomes increasingly 
attractive 
- Shift to "showroom" model, with purchases delivered later 
- Offprice retailers benefit from deals on excess inventory, but avoidance of 
physical retail challenges them given their limited online presences

The prolonged pandemic only cements the need of surviving department 
store brands to continue on their transformational paths. 

- Surviving department stores employ a "shrink to grow" mentality 
- New retail experiences emerge to replace traditional department store 
concepts

Category implications: 
Luxury

- Shift to nearly 100% ecommerce as stores close - Even as retail reopens, people who want to pamper themselves may not go to a physical store to 
do so
- Sales in major cities are severely impacted by lack of tourists
��/X[XU\�HFRPPHUFH�KROGRXWV�HPEUDFH�WKH�FKDQQHO�IRU�WKH�ÀUVW�WLPH
- China reopening helps global luxury brands, even as rest of world is a few steps behind
- Sales and promotions are offered by luxury brands that typically don't offer discounts  
��+LJK�HQG�UHWDLOHUV�VHHN�WR�FORVH�H[SHQVLYH�ÁDJVKLS�VWRUHV�RQ�SURPLQHQW�VKRSSLQJ�VWUHHWV

The luxury category suffers, as a prolonged pandemic weighs on the 
stock market, wealthy consumers' wallets and international travel.  

- Luxury brands and retailers that excel at digital outperform, but a 
prolonged pandemic dampens their fortunes along with the broader category 
- Livestreaming and one-on-one video with clients become increasingly 
viable sales channels 
- Manufacturing / supply chains become distributed, i.e. Louis Vuitton “Made 
in Texas”  
- Growing importance of ecommerce prompts rethink of working with 
Amazon; Amazon expands options for luxury brands 
- Recommerce and rental companies sign deals with luxury brands who are 
trying to offload excess inventory

The enduring pandemic and tough economic times restrain spending on 
luxury goods. 

- Much more luxury spending goes toward physical goods than experiences as 
travel remains muted and consumers stay close to home 
- Accessible price points become more important to drive sales 
- While luxury spending overall remains muted, ecommerce as a share of the 
category greatly accelerates

PESSIMISTIC SCENARIO Blue text denotes scenario update to the Base Case
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Timeline March - April 2020 May - June 2020 Q3 2020 - Q1 2021 Q2 2021 and Beyond
3KDVH�GHÀQLWLRQ COVID-19 curveball/chaos: In early March 2020, a growing number of individual 

states declared States of Emergency. Business slowed as many brands and 
retailers preemptively opted to close their stores, and consumers became leery of 
leaving their homes. President Trump declared a national State of Emergency on 
March 13, and widespread consumer panic set in. Mandates to close all 
nonessential stores meant physical store shopping effectively ceased for all but 
essential retailers. 

COVID-19 crossroads: May 2020 marked a small inflection point for many retailers, as 
increasing numbers of states relaxed restrictions on nonessential businesses. Stores 
began to reopen at a measured rate where legally permitted, but with heavy 
restrictions and safety protocols in place. Still, many questions remain heading into 
June, including whether newly opened stores and states will once again be forced to 
close with COVID-19 cases still rising.

Rapid Reengineering: Recurrence: From mid- to late 2020 into the beginning of 
2021, the retail industry (along with broad swaths of government, society and the 
economy) will engage in a comprehensive reengineering process, deploying 
systems and technologies to improve agility and resiliency. At the same time, 
several quarters of uncertainty will endure. America's COVID-19 response will be 
the pivotal issue in the US Presidential election.

8SWXUQ��5HFXUUHQFH��Starting in mid-2021, the COVID-19 crisis will begin to abate. 
The new world will not be the same as it was back in early 2020. However, retailers 
and brands that survive to enter this phase will start to see opportunities increase 
as economic growth slowly returns. 

1HZ�VWUDWHJLF�LPSHUDWLYH COVID-19 Response-led Recovery-led Reemergence
5HWDLOHU�VHQWLPHQW - Shell-shocked: Knee-jerk reactions where retailers scramble to solve immediate 

issues and in-store spending grinds to a halt on nonessential items
- Deeply uncomfortable: Skeleton crews operating businesses are figuring out 
which route to take as decreased consumer spending leaves businesses 
distressed

- Refocused: Winning retailers focus on remaining agile in order to adapt and 
capitalize on recurrent virus. Losing retailers have bet on recovery and lack the 
agility or funding to adapt quickly enough 
- Demographic shift: Culls of middle / senior management as younger, cheaper 
doers are preferred over experienced leaders

- VHWHUDQV��Having managed through the crisis and the resurgence, companies have 
built cohorts of employees who are flexible and comfortable with change at the 
most fundamental levels and are able to pivot and innovate quickly to adjust to 
recurrence

.H\�WKHPH����&KDQJLQJ�
DSSURDFK�WR�LQQRYDWLRQ

- Enormous social and economic pandemic shocks impact all sectors of the economy
- Retail industry in survival mode: little strategy, mainly reacting quickly to unforeseen 
challenges

- Retailers begin to develop more thought-out survival strategies, either "back to basics" (hunkering 
down and cutting costs) or a "new normal plus" mindset (doubling down on digital and innovation)
- Retailers and brands remain agile in order to react to further shocks

- Reengineering is vital but takes a back seat to managing the shock of a second 
wave and ensuring business is sufficiently agile to adapt quickly to changing 
situations 
- Investment in technology and capabilities focuses on short-term imperatives 
- Supply chain reengineering becomes a critical business issue 
 

- Companies with genuine innovation, digital cultures and capabilities remain at the forefront 
even during uncertain times
- As budgets are stretched thin given the recurring virus and distancing measures, companies 
strive to make investments that will pay off whether during or after the reoccurrence of the virus

.H\�WKHPH����6KLIWLQJ�
GULYHU
V�VHDW�LQ�UHWDLO

- Government-led responses dictate majority of retail industry actions 
(store closures, furloughing, distancing and other safety measures) 
- Brands step up as leaders, including taking steps like supplying PPE to 
frontline workers and taking a stance on social issues that are important 
to consumers

- Company-led responses shape how and when to reopen, with some large 
retailers playing a leading role in providing guidelines to others in the industry 
- Individuals start making their own decisions based on their own risk 
assessments

- Consumer behavior begins to shape retail industry responses as consumers 
continue to shop online as fears of returning to stores recur in the fall

- Consumer behavior continues to drive, with ecommerce penetration accelerated 
by 3-5 years as the pandemic permanently increases digital acceptance 
- As budgets are stretched thinly, given the continuing virus and distancing 
measures, fewer companies are in a position to invest heavily in new technologies 
(despite the need to do so)

.H\�WKHPH����7KH�
VWUDWLÀFDWLRQ�RI�UHWDLO

- All retailers (strong or weak) are hit by unpredictable, big changes in demand
- The divide of essential versus nonessential shapes revenue outlook
- Having a strong balance sheet is vital as many businesses shut down

- Divide between retail "haves" and "have-nots" returns, accelerated by COVID-19
- Retail industry stalwarts, as well as some direct-to-consumer startups, enter bankruptcy 
(liquidation and reorganization)
- Business failures create opportunities for companies that have invested and adapted to meet 
changing consumer demands
- The strong get stronger: Amazon, Target, Walmart, Dollar General
- COVID-19 retail leaders now responsible for nearly all industry job growth

- Market shakeout: Retail loses 20-30 long-standing brands and retailers forever
- Businesses that do not become more flexible in their approaches fail 
- Fewer mom-and-pops come back, creating opportunity for market leaders to take 
greater share of their categories 
- Consumers face a less fragmented retail landscape 
- Some bankrupt businesses reemerge stronger after restructuring

- Consumers continue to value comfort and familiarity, leading them to larger brands rather than 
smaller, experimental ones
- Few new challengers emerge given the conservative buying environment, but some start to 
gain traction 

3ROLWLFDO - Lockdown and social distancing measures are put into place as the preservation of life 
becomes the key objective
- Congress quickly agrees on historic stimulus package
- State versus federal governments are not aligned on response
- Public / private partnerships and mandates emerge to mitigate the impact of COVID-19 
(providing testing, addressing supply shortages, etc.)

- States are under great pressure to mitigate economic mutilation by reopening
- State and federal actions shift decision-making onto companies
- Federal government debates additional stimulus packages
- Disagreements on policy between federal and state levels add complexity to managing the crisis
- Reopening of stores opens liability issues if shoppers contract the virus; government intervention 
possible
- Cities consider or pass hazard pay bills and permanent protections for delivery drivers and other 
essential workers
- The presidential race gets tighter as workers in key swing states are among the hardest hit by job 
losses during the pandemic shutdown
- Relations with China take center stage in politics, including tariffs and trade

Responding to the second wave becomes the defining issue of the election. 

- Lack of bailout for retailers means many mid-sized retailers saddled with debt are 
forced to go under 
- As the virus resurges, local and state governments put more regulations in place 
to reopen the economy safely  
- Response to COVID-19 second wave becomes the defining issue of the November 
elections 
- Both parties make significant pandemic-related election promises 
- The new administration takes its first actions based on election promises 
- Voter turnout is affected by a recurrence of the virus 
- Changes to voting mechanisms (voting by mail etc.) necessitated by virus 
continue to be political issue 
- Frustration with pandemic, economy and unsolved social issues create conditions 
for prolonged periods of unrest / protests

The new president works to revive the economy while American shoppers 
remain wary of future outbreaks. 

- The next president focuses on maintaining economic growth in light of the 
constant threat of a recurrence 
- Policies are enacted and government departments are reshuffled to protect the 
country from future pandemics

Economic - Economic shock
- A large-scale stimulus is applied nationally
- Jobless claims hit historic highs
- Both household debt and US personal savings rate hit historic highs
- US personal savings rate hit a historic high of 33% in April while spending declined by a 
record 13.6% for the month
��,QLWLDO�IHDU�DQG�XQFHUWDLQW\�OHDG�WR�PDVVLYHO\�UHGXFHG�FRQVXPHU�FRQÀGHQFH
- Layoffs and furloughs severely impact purchasing power
- Financial markets struggle to fully understand uncertainty, creating disconnects and volatility 

- Recession hits, as the US economy shrinks at a record 33% pace during Q2 2020
- Hopes of a V-shaped economic recovery diminish, replaced by expectations of U-shaped or even 
L-shaped recovery
��6HFWRUV�IDFH�VLJQLÀFDQW�FRQVWUDLQWV�DV�WKH\�EHJLQ�WR�RSHQ��PRYLQJ�WRZDUG�D�QHZ��QRUPDO��RYHU�D�
series of phases
- Unemployment improves, but remains elevated at near 15%
- New job roles are created in wake of the pandemic, from contact tracers to "health bouncers" at 
checkpoints
- Income inequality grows
- Additional stimulus packages help businesses and consumers
��&RQVXPHU�VHQWLPHQW�UHPDLQV�XQFHUWDLQ��ZLWK�D�VLJQLÀFDQW�VKDUH�RI�WKH�SRSXODWLRQ�GHSHQGHQW�RQ�
unemployment and other stimulus / relief funding
- Public markets reward companies with a digital focus while punishing those with extensive physical 
footprints 
��)RU�WKH�ÀUVW�WLPH�LQ���\HDUV� Americans have less debt due to spending less during lockdowns

The second wave of COVID-19 outbreaks has a severe impact on holiday 
shopping as stores are forced to shut again and consumers have renewed 
fear of contact. Ecommerce hits record levels, but overall spending is 
muted as consumers continue to worry about the future. 

- Wave of Chapter 11 bankruptcies continues into Q3 2020 and later 
- Recession conditions continue 
- Wall Street rewards tech giants' stellar earnings, which pull the stock 
market to record highs despite struggles in the broader economy 
- Stores / other sectors face new shutdown orders in areas hard-hit by fall second 
wave outbreaks  
- Unemployment trends near 15% and is worsened by a new round of furloughs 
and layoffs that affect sectors dominated by white-collar workers 
- Workers look to the gig economy and side hustles as employees seek multiple 
income streams  
- Distressed local businesses fail to return 
- Additional need for government stimulus packages as benefits expire and 
coronavirus aid talks hit stalemate in Congress 
- The economic recovery swings significantly from state to state depending on the 
regional impact of the recurrence and political leanings; some states proceed with 
reopening while others choose to close parts of their economies again 
- Low mortgage rates and surging interest in suburban living spark concern about a 
looming housing bust 
- Gas prices remain low versus recent years due to a decline in demand as 
consumers work from home and curb travel

Although the second wave that started in late 2020 set economic recovery 
back a few months, growth picks back up as consumers and companies 
believe the worst is behind them, even if future waves are still a possibility. 

- The stock market continues to fluctuate as seasonal recurrences are feared 
- Consumer confidence remains dependent on a vaccine and therapeutic that are 
effective on all strains of the virus 
- Employment opportunities are fundamentally changed, but new jobs are emerging

6RFLHWDO - Denial of longevity of lockdown
��/DFN�RI�GHÀQLWLYH�LQIRUPDWLRQ
- Uncertainty about trusted sources of information
- Social media companies try to control spread of rumors and misinformation
- Awareness of outsized impact of virus on minority communities
- School closures reshape family / work dynamics
- Remote working dynamics and videoconferencing fundamentally alter dynamics of work and 
communication

- Increasing divide between political left and right on how to handle the crisis and stay-at-home 
orders
- Rising tension between mask vs. non-mask wearers, distancers vs. non-distancers
- Stress and mental health issues arise as individuals cope with health and economic concerns
- Pressure starts to mount on governments and companies to reopen and reignite the economy
- Contact tracing becomes a topic of debate as technology partnerships make new options 
available; individuals and states are hesitant to adopt a technology-centric approach, voicing privacy 
concerns
��&ROOHJH�H[SHULHQFHV�UHPDLQ�LQ�ÁX[�DV�PDQ\�VWXGHQWV�DUH�XQDEOH�WR�UHWXUQ�WR�FDPSXV�LQ�WKH�IDOO�DQG�
accepted students debate gap years, throwing off internship and hiring cycles
- Women are more likely than men to leave the workforce due to childcare requirements and family 
demands 

A recurrence of the virus dashes society's hopes that things were getting 
back to normal, following several months of severe disruption. Consumers 
who were becoming more relaxed grow less tolerant of risk, and those 
who were abiding to strict social distancing protocols grow tired of the 
prolonged lockdown. 

- Pandemic continues to affect lower-income and minority communities 
disproportionately 
- Corporate workers continue remote work; those who had been going back into 
the office shift to more permanent work from home setups 
- Renters who had been planning to ride out the pandemic join others who have 
already left 
- Mass public transit used only by lower-income workers, and cities must adapt to 
plummeting ridership. Urban planning adjusts for renewed interest in biking 
- Consumers struggle with lasting mental health issues associated with the 
pandemic

Consumers become used to the unpredictable. Diligence when it comes to 
safety wanes with each recurrence as quarantine fatigue sets in. 

- Mask-wearing is now an established part of society 
- There is daily debate and coverage in the media over what the fall of 2021 will 
look like and if the virus is going to return 
- People are more lax about distancing in the summer in preparation for potentially 
hunkering down in the fall 
- Anxiety is a key issue as the lack of predictability makes it hard to come to terms 
with what society will look like 
- A 2021 baby bust will have lasting effects on society and the economy even long 
after the end of the pandemic

Technology - Ecommerce technologies, especially logistics-related technologies, are put to the test at large 
retailers seeing spikes in demands
- Inventory and supply chain management become critical to success
- Stores are shut, leaving store tech investments unrealized
- Companies seek out tools that enable store associates to continue communicating with 
customers despite store closures

- Ecommerce logistics companies receive new funding rounds or are acquired by large retailers
- Contactless payment and checkout options grow as stores reopen
��1HZ�WHFKQRORJLHV�HPHUJH�WKDW�DUH�EDVHG�RQ�GLVWDQFLQJ�VFHQDULRV��RSWLPL]LQJ�VWRUH�WUDIÀF�ÁRw, etc. 
- Companies retain narrow focus on technology investments that are directly related to the 
COVID-19 response
- AI algorithms thrown off by very different shopping patterns during the pandemic; use cases such 
as demand forecasting, fraud detection and product recommendations all have to adapt

A return of COVID-19 in the fall disrupts efforts to get back to normal but 
validates investments retailers have been making. 

- Adoption continues of technologies that help business during a pandemic, 
although at a more tempered pace given that retail hasn't rebounded. These 
include robotics and automation, next-generation supply chain optimization, 
fulfillment and delivery, POS, online customer service, remote hiring / training, 
shared workforce platforms 
- Development and trials of sidewalk robots and drones for last-mile delivery 
accelerate 
- Shopping via livestream becomes embraced by more US shoppers 
- China's role as the primary driver of retail innovation globally becomes somewhat 
questionable, depending on the severity of the recurrence there relative to North 
America and Europe 
- Contact tracing technology advances and becomes more sophisticated but fails to 
be widely adopted amid privacy concerns even as the pandemic worsens

A recurring pandemic creates an uncertain investment climate, as 
businesses have to prepare for different scenarios. Companies are forced to 
plan for two different business climates: outbreak and recovery. 

- Investments continue to expand in pandemic-accelerated areas like curbside 
pickup and robotic fulfillment 
- Brands and retailers with technology rollouts that were put on hold during 
COVID-19 move forward with deployments, but rollouts are sporadic as the virus 
recurs 
- Automation becomes more widely accepted by consumers and workers as 
businesses brace for uncertain labor needs 
- Facial recognition becomes more widely used to identify shoppers in contactless 
environments 
- Voice is used far more extensively as a communication interface 
- Every aspect of the store—from shopping carts to coolers—is expected to become 
more intelligent to serve shoppers quickly, but reduced retailer sales means 
investments are suspended 

Consumer spending 
SDWWHUQV�

- Shift toward non-discretionary items as consumers worry about their economic prospects
- Imperative to save money / be more thrifty due to uncertain economic times 
- Fewer, larger shopping trips; emphasis on plans and lists
- Buying bulk-sized and packaged products; stockpiling
- Shift in preference toward retailers that “have it all” in one location to reduce the number of 
trips required to hit your shopping needs
- Shift to at-home eating as restaurants close or shift to pickup / delivery only models
- Shift away from convenience store buying as fewer consumers are grabbing immediate 
consumption items on the go
- Further shift toward offprice and other discount retailers
- Increase in Club memberships
- Changing consumer order of values, i.e. hygienic > natural, public health > sustainability    
- Sales and promotions extend into categories like prestige beauty and luxury that have 
traditionally not been discounted
- Remote appointments and consultations become the norm for any services that can be 
rendered virtually, e.g., telehealth               

- Consumers make select splurge or impulse purchases as life starts to feel slightly more normal; at 
the same time, customers are cutting back on overall spending as uncertainty continues
- High-income earners reduce consumption of travel, experiences and personal services; lower-
income shoppers return to pre-pandemic levels of spending
- Both value and premium products report strong sales growth as consumers seek comfort while 
cutting spending
- Consumers invest more into their homes / in-home entertainment
- Home decor for Zoom accelerates: People invest in products that enhance the aesthetics of home 
areas featured on video 
- While beauty/skincare spending initially shifts to drugstores given their essential store status, 
consumers quickly shift spending online
- In the era of face masks, "Eyeliner Effect" or "Mascara Index" are used to describe upward trends 
in makeup for areas of the face not covered
- Sales of pet care products increase, driven by premium options, as consumers seeking 
companionship adopt pets and spoil their companions during quarantine and extended periods of 
remote work
��6RPH�VWRUHV�WKDW�UHRSHQ�VHH�DQ�LQLWLDO�SRS�LQ�IRRW�WUDIÀF�DQG�VDOHV�WKDW�VRPHWLPHV�H[FHHG�DYHUDJH�
daily rates from a year ago
- Some dollars shift back toward restaurants as they start to reopen
- Consumers spend less on prominent sales holidays including Mother's Day and Memorial Day
- Consumers partake in mission-driven shopping as opposed to retail therapy

After returning to more robust levels of spending, a recurrence of the virus 
causes consumers to cut spending on all but essentials, as they did during 
the "Chaos/Curveball" phase. 

- Overall retail spending returns to pre-COVID levels in many states, 
though the expiration of unemployment benefits at the end of July sparks 
concern of a looming dropoff 
- Consumers once again become skittish, prone to panic buying based on news of 
the recurrence, though not to the same degree as the first wave given they have 
already stockpiled certain supplies 
- Some consumers -- those with antibodies, or in low-risk groups -- return to stores 
as soon as they open, while high-risk consumers continue to limit shopping and 
turn more heavily to ecommerce 
- Affluent consumers cut back on spending 
- Consumers become more conscious of their health and wellness, and retailers 
that introduce new products and services to meet their needs flourish 
- Reversals of school reopening plans drive changes in back-to-school spending 
patterns, with a shift to categories like technology and home decor 
- Ecommerce gears up dramatically as the recurrence closes nonessential physical 
retailers, driving holiday shoppers to shop online at record levels, though overall 
demand is lower than initially projected 
- Retailers roll out earliest-ever holiday shopping season in anticipation of online 
demand and shipping delays 
- Consumers reward the small and local businesses who served them well during 
the pandemic with ongoing support, amid a growing consciousness and desire to 
"shop local"

Consumer spending resumes in large part, but fear of future recurrences 
prevents it from reaching previous highs.  

- Consumer confidence returns to nearly pre-COVID-19 levels, but then recedes 
with each recurrence of the virus 
- Risk-averse shoppers remain wary of shopping in stores, as they are unsure if the 
virus will return at any point 
- Digitally native younger consumers, particularly Gen Z, are shaped 
disproportionately by COVID-19 and emerge with reduced potential to earn / spend 
money 
- Savings rates for Millennials and Gen Z decline as employment rates are low 
- Continued demand for food delivery options in the long run, as a portion of the 
workforce works from home permanently 

9&V�DQG�VWDUWXSV - $OUHDG\�XQIDYRUDEOH�PDUNHW�FRQGLWLRQV�IRU�XQSURÀWDEOH�VWDUWXSV�DUH�DPSOLÀHG�E\�WKH�FULVLV
- Tech startups whose products address an immediate need for retailers in crisis become 
higher priority and do deals
- VCs assess their portfolios to determine which companies have a viable future to help them 
through the crisis and evaluate additional funding
- IPO activity comes to a halt

- Funding continues for companies capable of adding value in the upturn
- VCs concentrate on existing investments and add fewer new companies to their portfolios
��9&V�UHTXLUH�PRUH�FDSLWDO�HIÀFLHQF\�ZLWK�QHZ�LQYHVWPHQWV
- VCs favor startups with SaaS models and easy remote onboarding, moving away from capex-
heavy businesses
- Valuations come down to more reasonable levels
- Startups pivot their business models to align their value proposition to COVID-19 challenges and 
opportunities
- New startups are founded that are set to become the next round of unicorns in a post COVID-19 
world

A recurrence of the virus causes VCs to become increasingly concerned 
about preserving their cash, making them more judicious about where to 
invest. 

- Funding continues for startups whose products or technologies allow 
them to continue to thrive during COVID-19 
- Several startup rockstars emerge during COVID-19: Zoom, Instacart, etc. 
- Novel business models and technologies emerge to enable businesses to pivot 
quickly in the event of future recurrences   
- Investors continue to invest in Angel, Seed and Series A rounds, while overvalued 
later-stage startups see funding dry up or receive down-rounds 
- Unprofitable startups will go under as investors become less willing to subsidize 
their losses in a tough economic climate 
- DTC brands permanently close physical stores and scale back expansion plans, 
shifting focus back to online

A recurring pandemic creates an uncertain investment climate, as 
businesses have to prepare for different scenarios. Investors and startups 
need to plan for both an outbreak and a recovery scenario while also 
preserving their investment dollars. 

- Few new technologies are rolled out, as forward-thinking retailers already made 
investments to adapt to COVID-19 and lagging retailers lack the funds to invest 
- VCs and portfolio companies worry about future access to capital and will expect 
startups to show higher revenues, greater margins and faster paybacks 
- Power shifts toward investors as available pool of capital diminishes 
- Even as investors remain cautious, a new class of unicorns emerge that were 
founded during or right after COVID-19 

M&A ��+LJK�SURÀOH�0	A deals are called off as deal activity comes to a standstill
- Investment banking revenues start to decline
��3(�ÀUPV�IRFXV�RQ�WULDJLQJ�FRPSDQLHV�LQ�WKHLU�SRUWIROLRV�
- Shift to favoring a buyer's market

��0	A plans are re-evaluated by investors and companies; deals are called off at an accelerated 
rate
- Deal negotiations are extended due to new due diligence requirements and remote conversations
��&RPSDQLHV�RQ�ZHDN�ÀQDQFLDO�IRRWLQJ�EHFRPH�WKH�WDUJHWV�RI�PRUH�KRVWLOH�WDNHRYHUV���DFWLYLVW�
activity
- Successful direct-to-consumer startups are opportunistically sought after as partners and 
acquisition targets for established retailers

The recurrence of the pandemic in the fall does not significantly shift M&A 
activity relative to the base case. 

- Big tech firms remain acquisitive 
- Vulture / distressed asset investors circle the industry  
- Well-capitalized companies opportunistically acquire distressed assets and 
innovation  
- Investors make fewer large deals, focusing more on small / tactical deals  
- Partnerships gain importance as companies seek mutual advantage without major 
capital outlay 
- PE firms will account for a greater share of M&A activity versus corporations 
- Online food delivery providers consolidate

M&A activity returns, but remains below pre-pandemic levels as renewed 
concerns about the stock market reduce IPO interest. 

- Levels of uncertainty make M&A more complex, as valuations and funding 
mechanisms are challenging  
- The strongest retailers emerge even stronger, having built out their products / 
capabilities through M&A as others retrenched 
- IPO activity remains limited and pending deals are shelved as few companies want 
to go public in the current environment

5HWDLOHU�EXVLQHVV�PRGHOV - Brands and retailers strike unlikely partnerships to reach or win customers
- Rental businesses struggle as consumers no longer have events / social outings to attend 
and are concerned about cleaning protocols
- Recommerce works through operational headwinds, such as having enough supply
- Ecommerce, delivery and curbside pickup see a huge uptick in interest 
- Subscription services, especially in food and CPG, grow in popularity
- Businesses providing in-home services grind to a halt

- Retailers forced to continue adapting to shoppers' COVID-19 behavior as consumers remain 
reluctant to visit stores
- Retailers redeploy store staff to support online sales via livestreaming, chat and other 
communication channels 
- Few new business models emerge as both established and startup brands and 
retailers focus resources on staying afloat  

A recurrence of the virus shifts consumers back to ecommerce, benefiting 
those who invested in new business models during the first wave of the 
pandemic. 

- Following a return to stores, ecommerce once again accelerates as consumers 
avoid public places and many nonessential stores close 
- Greater focus on automation for both fulfillment and delivery 
- Importance of flexible business models becomes evident 
- Recommerce accelerates again as consumers seek value and are reassured about 
safety / cleaning protocols, but rentals continue to struggle as consumers have 
little need to dress up for work or events

Having made the shift to digital during the first couple phases of COVID-19, 
businesses are prepared to weather future waves of the virus. Enhanced 
digital capabilities across the supply chain, operations and the customer 
experience at forward-thinking brands and retailers mean fewer business 
disruptions during recurrences.  

- In-house startup accelerators / incubators remain increasingly important in driving 
innovation at large brands, given that slow-moving product development processes 
can no longer keep up with the pace of change 
- Retailers who failed to keep pace with the acceleration of ecommerce, pickup and 
other growing business models can no longer compete 
- New business models that were introduced in response to the pandemic will be 
finetuned and productized as new revenue streams 
- Many traditional retail store locations will be transformed into pickup / dropoff-
only locations 

%UDQG�PDUNHWLQJ�DQG�
GLVWULEXWLRQ

- Flight to trusted brands as shoppers seek comfort in the products they buy
- Tensions rise with wholesale partners / manufacturers
- Brands dramatically reduce overall marketing budgets due to uncertainty and the need to 
conserve cash 
- Brands' marketing budgets swing from experiential / outdoor to social / digital
- Messaging shifts to security, togetherness, empathy
- Brands build out their direct relationships with shoppers and rely less on wholesale partners—
at the same time, brands value their best wholesale partners more than ever as the fastest way 
to scale

- Consumers will prioritize spending their money with brands that did right by employees / customers 
during the crisis 
- COVID-19 pushes brands to leverage social media even more strongly and to launch into new 
social platforms (e.g., TikTok)
- Retailers deliver more personalized online experiences as they try to incentivize consumers to 
purchase additional products
- Earned media becomes increasingly important to brands as they receive coverage of the work they 
are doing to help people and communities
- As brands restart paid media spending, they continue to prioritize mobile as a key digital platform; 
however, the fact that people are still generally not out and about reshapes their targeting and 
creative strategies.
- Product manufacturers that depended on trade shows must seek new ways to reach retailer 
partners
��3ULYDWH�EUDQGV�ÁRXULVK�DV�FRQVXPHUV�VHHN�YDOXH
- US media spending drops 19% year-over-year in H1 

The return of the virus and its varying severity in different locations 
complicates brand marketing.  

- Brands that continued to invest in marketing / product innovation 
throughout the crisis are rewarded 
- Consolidation will take place as larger legacy brands snap up smaller 
upstarts 
- Brands invest more and more to understand and meet the needs of Gen Z 
given the profound impact of the virus on their formative years 
- Marketplace offerings become more critical to brands as they look to 
diversify distribution channels  
- The recurrence disrupts marketing plans; some cut back but companies that do 
continue to spend require greater accountability and insights into new paths to 
purchase    
- Brands and retailers that invested in technologies to capture, share and respond 
to the insights from customer data are better positioned to communicate directly to 
shoppers as spending on nonessential items picks up       
- Brands use digital marketing to reassure customers about safety protocols in their 
stores and to promote contactless store experiences like curbside pickup 
- As the US closes and then reopens at varying rates, marketing campaigns 
increasingly have to be localized in their depiction of consumers enjoying their 
products 
- Brands balance discounts and promotions to drive online traffic over the holidays 
while maximizing profitability 
- Experiential marketing budgets remain depressed or eliminated entirely 

Uncertainty about the possible return of the virus and its varying severity 
complicates brand marketing and reduces marketers' ability to plan long-
term. 

- Marketing messaging varies wildly, unsure of whether the virus has fully passed or 
if it's set to come back. Advertisers strive for reassuring campaigns that cover both 
scenarios 
- Wholesale partner consolidation and bankruptcies mean brands seek new 
distribution channels 
- Brands and retailers struggle to understand shoppers’ changing emotions in the 
new era 
- Shoppers are still buying through ecommerce and expect AI-based product 
recommendations and extremely relevant suggestions, including potential needs for 
another virus outbreak 
- Having been trained on behavior during the first wave of the virus, AI models are 
better prepared to recommend relevant products to consumers

RECURRENCE SCENARIO Blue text denotes scenario update to the Base Case
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Travel industry impact - Tourism grinds to a halt
- Airports, city centers and outlet malls close

- Gradual reopening but without tourist dollars
��(DUO\�VLJQV�RI�UHFRYHU\�LQFOXGH�DQ�LQFUHDVH�LQ�GHPDQG�IRU�GRPHVWLF�YDFDWLRQ�UHQWDOV�DQG�ÁLJKWV�IRU�
the summer, though overall levels remain severely depressed
- Spending on travel and experiences is redeployed to retail in the short term

Consumers take short summer trips but curtail nonessential travel again 
when the virus reemerges in the fall. Holiday 2020 travel is extremely low. 

- Permanent closure of expensive flagship stores on prominent shopping 
streets 
- Disproportionate impact on luxury retail 
- Consumers spend less on vacation clothing, leading to a further decline 
in apparel sales 
- Consumers reallocate part of their travel budgets to physical goods, 
serving as a slight tailwind for traditional retail categories

With the possibility of recurrence, consumers are reluctant to plan travel 
far in advance, but instead start taking impulse trips when and where it is 
safe to do so. 

- With less savings and a reluctance to travel long distances, consumers elect to 
book travel to places they can reach by car and make plans they can easily cancel 

Store operations and 
experience

- Social distancing measures are put in place, including limits on capacity, marking out six-foot 
intervals in stores and sneeze guards 
- Non-essential retailers are forced to close
- Safety measures are put in place for employees, including testing, masks and temperature 
checks
��6WRUHV�VWDUW�WR�GRXEOH�DV�IXOÀOOPHQW�FHQWHUV��DV�VHFWLRQV�DUH�EORFNHG�Rff to shoppers and 
GHVLJQDWHG�IRU�ÀOOLQJ�RQOLQH�RUGHUV
- Stores operate off-hour shopping for at-risk consumers

- Stores cautiously reopen, taking an iterative approach and working out protocols with potential 
rocky path forward
- Experiential retail is severely curtailed 
- Accelerated shift away from cash to contactless digital payments
- Shift away from touchscreen ordering and interactivity to working with store associates or from 
your own device
- Retailers incorporate heightened safety initiatives like new cleaning protocols, hand sanitizer 
availability, appointment shopping, monitoring of shopper temperatures, and far-UVC light cleansing 
tools
- Retailers identify and implement other touchless solutions (e.g., for doors, elevators, restrooms)
- Retailers prioritize shopper convenience in store layouts to limit time spent and manage safety 
concerns
- Even as stores reopen, product sampling, in-store product testing and other high-touch 
experiences remain on hold
- Appointment and concierge shopping becomes a common offering as part of omnichannel retail

A recurrence of COVID-19 will force nonessential retail to close again, 
increasing pressure on retailers to significantly change in-store experience 
to ensure safety once they reopen yet again. Retailers prepare for further 
recurrences, and further closings, going forward. 

- Using learnings from the past two months, retailers reimagine the role of 
the store in a COVID-19 and post-COVID-19 world 
- Safety measures remain top of mind for retailers and consumers alike 
- As stores close and reopen, potentially repeatedly, in-store consumer behavior 
and traffic data lead to planograms and visual merchandising strategies becoming 
much more flexible to accommodate an unstable situation 
- Advances in scheduling and employee training tools will result in better customer 
service in stores 
- Cashierless checkout becomes far more common, with scan-and-go or camera-
based systems contributing to more frictionless retail experiences 
- Stores change their layouts in the era of cashierless checkout, with impulse 
purchases at checkout moving to strategically placed locations throughout the store 
- Mobile-enabled shopping experiences play a bigger role in stores as they allow 
shoppers to navigate stores, learn more about products and add them to their 
baskets for checkout 
- Robotics become increasingly common in store aisles, handling repetitive human 
tasks like auditing store shelves and freeing up labor for more customer-facing 
tasks  
- Once retailers clear through current inventory backlogs, they will stock fewer 
SKUs 
- Businesses juggle reopening plans with concerns about liability or potential 
lawsuits if employees or shoppers become ill, putting pressure on Congress to pass 
a liability shield to protect employers from coronavirus-related lawsuits 
- Major retailers announce that they will be closed on Thanksgiving Day, giving 
essential employees the day off and encouraging shoppers to go online instead

Stores have been reopened, with distancing measures waning but then 
being reinstated and enforced. Widespread and regular cleaning continues 
throughout the year to avoid spreading the virus should it return.  

- Stores are reinvented—they are no longer the centerpiece of a retail 
business, but rather one part of the omnichannel experience 
- New store layouts and distancing that were previously retired in favor of more 
relaxed standards are reinstated; new procedures are more permanent 
- Employees are heavily focused on shopper safety 

Retail real estate - Nonessential stores are required to close, causing strain between retailers and their landlords 
as retailers threaten to withhold rent
- Mall traffic grinds to a halt given their tenant makeup of predominantly 
nonessential stores 
- Prominent retailers promise to leverage their parking lots for drive-through 
testing 
- Commercial real estate values drop, led by malls

- Retailers and landlords battle about rent payments and renegotiate deals
��/DQGORUGV�ÀQG�FUHDWLYH�ZD\V�WR�SURYLGH�UHOLHI�WR�WKHLU�WHQDQWV��LQFOXGLQJ�SURJUDPV�ZKHUH�WKH\�
provide funding and take a noncontrolling stake in the retailer
- Retailers assess which stores will remain permanently closed and make initial cuts to their store 
count
- Property owners struggle with their mortgages and to pay for enhancements made to their 
properties before COVID-19 hit, with some defaulting

After briefly looking up, the recurrence leads retailers to significantly 
reduce physical store footprints and traffic suffers in the fall and into Q1 
2021. 

- The retail real estate market evolves to feature smaller footprints 
including expanded pickup points, pre-built-out stores and shorter-term 
leases 
 - Commercial real estate market continues to soften, as more retailers fail 
to pay rent and permanently close stores, sending more property owners 
into default 
- Commercial real estate owners increasingly seek creative uses for vacant 
retail stores, for example repurposing them into office space 
- Retailers and brands doing well in the pandemic selectively take advantage of a 
depressed real estate market to expand, though at a slower pace than in the 
optimistic scenario 
- Commercial real estate companies strategically buy some retail and brand tenants 
with sizeable store footprints out of bankruptcy 
- City center retail struggles to stay in business as a lack of commuters and tourists 
leads to a dropoff in traffic and sales  
- Malls and property owners rethink their tenant makeup amid reduced consumer 
demand for experiences and retailer struggles 
-  As anchor stores close, co-tenancy clauses are triggered, putting further strain 
on malls 
- New lease agreements are negotiated that include clauses specific to pandemics 
- Mall operators consider turning vacant spaces left behind by bankrupt department 
stores into ecommerce fulfillment centers for strong retailers like Amazon 
- Parking spaces are used for outdoor entertainment and selling

Just like the virus, foot traffic to retail stores returns in waves. Retail real 
estate prices remain depressed given the uncertainty of a return to 
physical shopping. Retailers with ending leases take the opportunity to 
reduce their overall physical footprint and refocus on digital. 

- Shopping center operators that survived COVID-19 prioritize digital in-store 
options to their tenants, providing less tech-savvy retailers with the ability to 
provide new services 
- Curbside pickup options remain essential 
- Malls continue to close 
- Fewer DTC startups view permanent stores as necessary for growth 

Ecommerce operations and 
experience

��(FRPPHUFH�RSHUDWLRQV�EHFRPH�VWUDLQHG�DV�FRQVXPHUV�ÁRRG�GLJLWDO�FKDQQHOV�WR�SODFH�RUGHUV�
- Desktop shopping experiences become increasingly important as consumers spend more 
time at home and opt to shop on their computers vs their phones
- Customer service and support become much more helpful and proactive, alerting consumers 
before they are aware of problems
- Pickup options become more diverse and widespread, and there is a greater focus on drive-
through offerings

- Technologies like AR that enable shoppers to visualize products on their faces and bodies, and in 
their homes and gardens, become more important in the era of remote buying
- Virtual shopping with store associates scales as shoppers seek advice but remain hesitant to 
return to stores
- As the amount of time consumers spend on social media grows, social networks· ecommerce 
offerings gain momentum, with buying options being seamlessly integrated into feeds
- Much of retailers' digital focus shifts toward alerting customers about the status of their local store, 
including when it will reopen, new hours, whether it's open only for curbside, etc.
- Fraud mitigation grows in importance amid rising number of scams
- Product information and online reviews become increasingly important to shoppers as ecommerce 
grows

After briefly returning to stores, consumers' hesitation about leaving their 
homes, combined with the ease of online shopping, spurs a renewed spike 
in ecommerce. 

- Ecommerce tools are used to drive digital demand 
- Ecommerce operations continue to be strained as they shoulder an elevated 
percentage of retailers' overall sales 
- White glove / concierge service moves online as consumers of high-ticket items 
look for guidance and the emotional experience of shopping in stores 
- Stores that invested in continuous / perpetual inventory tracking prior to the 
pandemic are better able to fulfill from stores as ecommerce grows 
- Retailers look to new technologies and capabilities to mitigate delivery costs as 
online shopping remains elevated 
- Return rates remain high as more items are purchased online than before the 
pandemic 
- Automated warehouses—combined with new pickup and delivery options—become 
more mainstream, reducing fulfillment times and changing consumers’ definition of 
immediacy 
- Ecommerce sales increase by 32% from Q1 to Q2, accounting for a record 16% of 
total sales 
- As the pandemic drags on, customer service and support teams struggle to keep 
up with an influx of inquiries and returns, eroding good will built up in the earlier 
phases of COVID-19

Digital retains its elevated position given the cycles of the pandemic 

- Store traffic ebbs and flows depending on outbreaks, but ecommerce remains 
steady 
- Ecommerce operations run more smoothly than they did before given the year 
plus of operating at heightened levels 
- Ecommerce penetration remains high versus pre-pandemic levels as consumer 
preference to shop online sticks 
- Stockpiling dwindles as the population adjusts to life under COVID-19, so 
shoppers are less impacted by out-of-stocks as endless aisle capabilities and 
delivery options improve 

Supply chain - Retailers delay or cancel orders amid dropoff in demand
- Retailers must seek alternate suppliers as factories / producers are also affected by 
COVID-19
- Algorithm-based demand forecasting fails as demand becomes unpredictable

- Retailers face challenges restarting supply chains following freezes or changes in production
- Labor shortages in retail warehouses contribute to shipping delays
- Retailers face delivery challenges working with a struggling USPS and overwhelmed carrier 
networks
- Companies reassess entire geographic distribution of supply chain, including reliance on China
- Retailers recalibrate holiday orders to align with more muted demand, with some planning for 
inventory declines of up to 40%
- Tensions arise between brands and retailers as credit insurance policy writers cut back on 
coverage for struggling retailers 
- Retailers are more thoughtful about returns processes / policies to ensure items are properly 
cleaned and safe before they are put back up for sale
- Delivery companies impose surcharges as they struggle to manage increased shipping demand 
and costs; retailers are forced to decide whether to raise prices or absorb costs
- Government agencies relax regulations such as food labeling to reduce disruption of supply chains

A recurrence in the pandemic means that those who responded quickly 
and implemented new technologies/processes after the first wave are in a 
better position than those who put off investments. 

- Companies shift away from the just-in-time supply chain model  
- Significant reengineering of the supply chain is required, as companies 
rethink location of suppliers, warehousing, inventory, relationships with 
suppliers, ecommerce and fulfillment capabilities, packaging, private label 
and more 
- Artificial intelligence and machine learning are deployed across the 
supply chain, optimizing the most inefficient parts of retail 
- Some outsourced manufacturing comes back to the US for strategic 
reasons, reversing the trend of increased globalization / international 
trade since 1990 
- The role of China as a manufacturing partner diminishes, leading to new 
opportunities for other countries 
- Delivery companies implement additional surcharges in anticipation of 
peak shipping during a busy holiday season, providing further incentive to 
retailers and consumers to use BOPIS or Curbside offerings

With the virus returning periodically, supply chains are forced to become 
increasingly flexible to handle fluctuating user behavior and demand.  

- Supply chain capabilities become a source of strategic advantage 
- Microfulfillment centers (MFCs) are used for same-day delivery in 
different retail categories with high-volume purchases, including mass 
merchants, drugstores, home improvement and more 
- Re-engineered demand forecasting solutions make DCs more efficient and reduce 
out-of-stocks at physical stores, but retailers are aware that there is still a post-
pandemic phase that will alter demand 
- Retailers find ways to limit waste throughout the supply chain as consumers grow 
more concerned about sustainability 
- The supply chain is increasingly transparent as consumers demand more 
information on where their products come from and how they’re produced

Financial management - Companies' access to capital becomes crucial for business survival and necessary 
investments
- Immediate cost control measures are put in place, including furloughs, canceling orders with 
suppliers and withholding rent
- Companies begin to suspend or cut dividends
- Companies begin to suspend share buybacks 
��5HWDLOHUV�LVVXH�GHEW�WR�VWUHQJWKHQ�WKHLU�ÀQDQFLDO�SRVLWLRQ
��5HWDLOHUV�GUDZ�GRZQ�RQ�FUHGLW�OLQHV�WR�VKRUH�XS�WKHLU�ÀQDQFHV
��%UDQGV���UHWDLOHUV�ZLWKGUDZ�ÀQDQFLDO�JXLGDQFH

- With cash tied up in inventory��UHWDLOHUV�VHHN�ZD\V�WR�PRYH�WKHLU�SURGXFW��SURPRWLRQV��RIÁRDGLQJ�WR�
offprice/recommerce sites, etc.)
- Retailers that furloughed staff at physical stores may ultimately lay off some employees given 
FKDQJHG�VWDIÀQJ�QHHGV
- Retailers reduce orders for the holiday season to save cash/align their inventory levels with lower 
projected demand
- A growing number of retailers tap restructuring experts
- Businesses evaluate and pursue insurance claims due to COVID-19; resistance from US Chamber 
of Commerce
- Businesses that furloughed workers under CARES $FW�IDFH�ÀQDQFLDO�FKRLFHV�UHODWHG�WR�UH�KLULQJ�
some or all of their employees 
- Retailers prepare for a surge of online order returns as stores reopen and consumers start to 
frequent returns facilities again

The recurrence renews financial challenges for retailers and brands. Those 
that moved quickly during the temporary summer improvement in the 
economy are best positioned for the long haul. An increased number of 
others are forced into liquidation or bankruptcy as compared with the base 
case. 

- Retailers that moved quickly in the summer are well positioned for the recurrence 
as long as they did not overextend themselves financially and can quickly cut back 
to adapt to the second wave 
- Retailers invest in better solutions for problems that arose as a direct result of 
COVID-19 (for example, a more streamlined curbside experience) while other long-
term strategic investments remain on hold 
- Salaries and bonuses that were reduced or eliminated during the crisis return

A recurring pandemic forces struggling retailers to constantly reassess 
their businesses, preventing them from investing in longer-term projects. 

- Companies that paused strategic investments are cautious about restarting them 
given the unpredictability of the virus 
- As uncertainty reigns, more positions are cut at the corporate level as a means to 
preserve cash 
- Salaries fluctuate with waves of the pandemic; executives start to demand more 
certainty with compensation 

Organizational changes - Furloughs and layoffs impact frontline workers as well as corporate staff at many retailers
- A growing number of experienced retail executives seek new roles

- Acceleration of ecommerce means digital expertise is a hiring factor in every role across the 
organization
- Businesses undergo organizational restructuring to cut costs / focus on new priorities
- Ability to work cross-functionally improves, born of necessity
- Racial disparities uncovered by COVID-19 and Black Lives Matter protests become front and 
center, with organizations changing approaches to hire more diverse workers

The recurrence of the virus causes a second round of layoffs and furloughs 
that permanently reduce workforces and reallocate roles. Digital roles 
become even more critical to organizational success than in the base case. 

- Ecommerce and stores teams work in tandem more than ever before as 
physical store networks (including both inventory and employees) are 
leveraged to support the online experience 
- Opportunities to innovate will be more democratized, spreading to every 
role within the retail organization, and empowering employees to create 
more useful offerings based on insights from the field  
- New roles related to health and safety are created at retail organizations 
to protect shoppers and employees

A return of the virus underscores the importance of digital roles, but 
companies remain cautious about making new hires for all but the most 
critical positions. 

- The next generation of leaders hail from digital or startup backgrounds; retailers 
search for rising stars who can effect change for a lower price than more 
established leaders who lack the same digital expertise 
- The C-Suite becomes more female as well as more diverse, though D&I initiatives 
fall slightly out of focus for companies that are struggling to survive 
- As staffing levels remain depressed, employees increasingly move between 
departments to improve their understanding of all aspects of the business and add 
new responsibilities to their roles

Workplace changes - Most white collar workers immediately shift to working from home
- Companies adapt to telecommunications and online hiring
��(PSOR\HHV�LQYHVW�LQ�KRPH�RIÀFHV�DQG�UHPRWH�ZRUNLQJ�WRROV
- New “blue collar / white collar” distinction emerges: essential services workers continue 
working with few protections
- Blurring of personal / professional lives increases as work becomes a part of home and vice 
versa
- Companies become more accommodating of employees juggling key personal needs during 
work hours, i.e. childcare 
- Companies become accepting of at-home distractions, i.e. pets 

- Most companies choose to continue allowing work-from-home; big tech companies like Google 
and Facebook announce work-from-home option to extend through year end
- Safety features are expanded for essential workers (customer and worker masks / sanitation, 
shorter store hours)
- Leadership skills to manage a remote workforce become increasingly valuable, with empathy 
playing a larger role amid ongoing uncertainty and layoffs
- "Zoom Fatigue" sets in for remote workers
- New senior-level titles emerge around health and safety roles

Expectations to return to the office in the fall are dashed, as employees 
and companies feel unsafe going back. Employees continue working from 
home following summer vacations, and at-home work becomes 
increasingly the long-term norm for white-collar workers. 

- Any move back to working in an office requires extensive safety features (less 
face-to-face time, new office setups, checkpoints for entry like temperature checks, 
staggered hours / workdays); office work comes back slowly everywhere, but is 
particularly limited in areas where workers rely on public transportation 
- Companies face the challenge of having some workers back in the office and 
some working remotely 
- Some companies see productivity issues with remote working and look for 
creative ways to mitigate at-home fatigue 
- Some companies that do go back to the office will require employees to download 
contact tracing apps as a security measure  
- More videoconferencing leads to less travel for in-person meetings and corporate 
offsites 
- Office spaces are downsized and businesses based around central business areas 
are hurt 
- Workplace values continue to move beyond shareholder value to focus on CSR 
- Vendor selection process increasingly takes into account location of vendor and 
available collaboration tools 
- The gradual return to the office is hampered by school closures or staggered 
learning 
- Landlords and local / city governments pressure businesses to call their 
employees back to the workplace to resuscitate the office economy

The recurring nature of the virus means there is no widespread return to 
working from offices. More companies shift to permanent work-from-home 
situations. 

- Some companies shift to being entirely remote 
- Workplace flexibility becomes more ingrained in corporate culture 
- As distributed workforces become more common, companies can hire the 
very best employees, regardless of their location, caretaking 
responsibilities, disabilities, etc. 
- De-urbanization occurs in the US as remote workers move to less 
expensive regions and as some companies relocate offices to suburbs and smaller 
cities 
- Employers allow existing employees to work remote from any place but may 
adjust salaries to location 
- After months of working at home, some companies build elaborate new offices to 
entice employees to return

Product and packaging - Bulk packaging options increase 
- Hygienic properties of products are of paramount importance
- Brands cut number of SKUs, focusing supply chains on products in highest demand

- Both single-serving and bulk-sized product options increase as consumers seek value
- Consumers become more leery of opening packages on their doorsteps over safety / hygienic 
concerns
- Consumers become more cognizant of the environmental impact of online shopping as they order 
more to their homes
- The safety of reusable bags / packaging comes into question

A second wave of the pandemic means consumers maintain a strong focus 
on safety and hygiene in the products they buy and their packaging.  

- Retailers consider new packaging options as home-bound consumers put 
a spotlight on reducing waste through products or packaging 
- Prolonged shift to at-home eating and drinking leads to a can shortage, 
disrupting supply for CPG manufacturers and causing them to seek 
alternative packaging options and innovations 
- CPG and other product categories accelerate package redesigns specific 
to ecommerce 
- Packaging copy emphasizes both functional benefits, i.e. scientific claims 
and hygienic properties, as well as clean / natural claims, as consumers 
seek balance of values 
- Brands rethink their product lines, retiring lackluster performers and 
selectively introducing new products to meet changing consumer 
preferences

The recurrence of the virus means companies never fully shift away from 
changes that were made in adapting to the era of COVID-19. 

- Brands and retailers start exploring sustainable packaging options to reduce their 
carbon footprint as ecommerce and delivery continue to grow, but progress is slow 
as consumers continue to prioritize hygiene 
- Bulk packaging continues to be produced at higher levels as the pandemic 
continues and consumers try to reduce shopping trips

Category implications: 
Grocery

- Huge rise in sales driven by panic buying
��%DVNHW�VL]HV�LQFUHDVH�VLJQLÀFDQWO\
- Major focus on stockpiling essentials: paper products, disinfectants, canned and frozen foods
- Rapid rise of ecommerce; pickup and delivery options expand
- Being an essential retailer forces companies to implement hygiene and social distancing early
- Shift to at-home eating as restaurants close or shift to pickup / delivery only models
- Restaurants and grocery stores both partner and compete, merging concepts to meet 
shopper needs; more "grocerants" emerge

- Buying patterns shift away from essentials toward comfort food
- Having already stocked up, consumers ease up on bulk purchasing
- Swings in supply and continued high demand drive unexpected price hikes
- Meal kits and prepared meals expand as areas of opportunity
- Consumers experiment with new brands when preferred ones are out of stock
- Possible new competition in some markets as restaurants sell groceries
- Grocery retailer private brands' popularity increases
- CPG brands launch direct-to-consumer sites to meet the needs of shoppers looking for trusted 
products online
- Frustration with poor online grocery experience drives some shoppers back into reopened stores
- Sales of substitute products such as alternative meats soar as shortages kick in
- $FFHOHUDWHG�UROORXW�RI�PLFURIXOÀOOPHQW�FHQWHUV�LQ�JURFHU\
- At-home alcohol consumption grows, as does ecommerce and delivery of beer, wine and spirits
- Grocery sales growth slows down as restaurants begin to reopen

Grocery ecommerce resurges in the fall as consumers hunker down and 
avoid unnecessary trips to the store. 

- Retailers seek new equilibrium between ecommerce and brick-and-
mortar 
- Salad bars and self-service bulk food offerings are replaced with 
packaged products or other services in grocery stores 
- Retailers and brands work together to increase impulse buying 
opportunities around orders for pickup 
- Retailers and partners gain better view into how scale improves the 
economics of delivery 
- In-store sampling resumes, with safety restrictions in place, in order to 
drive in-store traffic 
- CPG brands look for more efficient packaging as more of their products are 
bought online 
- CPGs invest more in end caps as customers change their in-store journeys 
- Changes in warehouse / shipping infrastructure made in support of ecommerce 
- Grocery retailers increase selection of locally sourced produce amid greater 
consumer demand  
- Grocery retailers appeal to increasingly budget-conscious shoppers with 
promotions and other incentives amid consumer concerns over the expiration of 
unemployment benefits 
- CPG companies try to retain customers who rediscovered their products during 
the pandemic

Enduring fears of a subsequent recurrence accelerate grocery ecommerce. 

- Online grocery buying surpasses 10% penetration, driven by consumers in urban 
centers and other outbreak hotspots 
- Numerous CPG brands are running viable direct-to-consumer businesses 
- In-store promotions are less and less relevant, and shopper marketing dollars 
quickly shift to digital with both legacy and new partners

RECURRENCE SCENARIO Blue text denotes scenario update to the Base Case
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Category implications: 
Apparel and Accessories

- Shift to nearly 100% ecommerce as stores close
��.LQGV�RI�FORWKLQJ�SHRSOH�QHHG�FKDQJHV��HYHQ�OHVV�IRUPDOLW\���RIÀFH�ZHDU�ZKLOH�DWKOHLVXUH�
JURZV
��'LVFRXQWV�DQG�SURPRWLRQV�XVHG�H[WHQVLYHO\�WR�DWWUDFW�VKRSSHUV�ZKR�DUH�QRW�EX\LQJ
- "WDLVW�XS�FKLF��GULYHV�SXUFKDVHV�RI�WRSV�RYHU�ERWWRPV

��&RQVXPHUV�VWDUW�WR�VSHQG�PRUH�RQ�DSSDUHO�RQOLQH�DV�WKH�SURPLVH�RI�RSHQLQJV�PDNHV�OLIH�EH\RQG�
WKH�KRPH�VHHP�SRVVLEOH
��&RPIRUW�UHPDLQV�D�NH\�DWWULEXWH�LQ�DSSDUHO�SXUFKDVHV
��3K\VLFDO�UHWDLO�EHJLQV�WR�UHRSHQ�LQ�VRPH�UHJLRQV���VWDWHV
��5HWDLOHUV�IRUFHG�WR�OLTXLGDWH�VWUDQGHG�LQYHQWRU\
��%DQNUXSWF\�KLWV�WKH�VHFWRr��ZLWK�RWKHU�SRVVLEOH�EDQNUXSWFLHV�RQ�WKH�KRUL]RQ
��&RPSDQLHV�VHH�LQFUHDVHG�VDOHV�DV�SHRSOH�HPHUJH�IURP�ORFNGRZQV�ZLWK�QHZ�VL]H�QHHGV�DQG�
preferences
- $OWKRXJK�SHQW�XS�GHPDQG�GURYH�DQ�LQLWLDO�ERRVW�LQ�VDOHV�LQ�UHRSHQHG�VWRUHV��Rffprice retailers report 
VL]HDEOH�UHYHQXH�GHFOLQHV��DQG�IDFH�IXUWKHU�KHDGZLQGV�GXH�WR�WKHLU�ODFN�RI�DQ�HFRPPHUFH�EDFNVWRS

After a brief uptick in sales tied to warm-weather purchases, consumers 
clamp back on apparel spending as they return to "homebody" lifestyles. 

- Concerns about hygiene associated with in-store shopping and product trial 
reemerge 
- Companies who specialize in office apparel must make significant changes to their 
assortment or risk going under 
- Those who must go back to the office purchase more apparel vs those who 
continue to work at home 
- Stores reevalute showroom models over hygiene concerns 
- Spending is also bifurcated between the low-risk or risk averse, who return to 
stores and buy more apparel compared with those who continue to worry about the 
virus and avoid going out 
- After a robust summer selling season, offprice retailers continue to benefit from 
deals on excess inventory, but avoidance of physical retail in the fall challenges 
them, given their limited online presences 
- Fashion retailers rethink traditional calendar, for at least the next year 
- Handbag makers shift to more casual and utilitarian options amid sales declines, 
as women have fewer reasons to carry purses 
- Brands look to offload excess inventory through partnerships with offprice 
retailers, resale platforms and charities, as well as recycling efforts 
- Mass merchants steal share from specialty apparel stores as shoppers aim to 
consolidate trips and seek value 
- Once assured of safety, fashion recommerce comes back strong relative to other 
apparel as budget-constrained shoppers seek value 
- Face mask fashion officially arrives as consumers adopt mask-wearing and 
understand it is likely to continue for the foreseeable future; consumers flaunt their 
style through different looks

People maintain a focus on comfort and athleisure wear as the recurrence 
cemented working from home as the norm for white collar workers. 

- Apparel rebounds slightly, but people mainly buy necessities; people refresh their 
wardrobes slowly 
- Following COVID-19, new fashion trends emerge that are tied back to the 
pandemic experience 
- Rental businesses continue to struggle as consumers delay their return to the 
office and in-person events

Category implications: 
Home Improvement and 
Furnishings

- Being an essential retailer forces companies to implement hygiene and social distancing early 
��&RQVXPHUV�FXW�VSHQGLQJ��IRFXV�RQ�QHFHVVDU\�KRPH�LPSURYHPHQWV�DV�ORFNGRZQV�EHJLQ
��&RQVXPHUV�DOVR�EXLOG�RXW�DQG�RXWÀW�KRPH�RIÀFHV

��3HRSOH�VWXFN�DW�KRPH�XQGHUWDNH�',Y�KRPH�LPSURYHPHQW�SURMHFWV�WR�PDNH�KRPH�PRUH�FRPIRUWDEOH
—or safer
��0DMRU�VSULQJ�VDOHV�HYHQWV��ZKLFK�GULYH�WUDIÀF�GXULQJ�WKH�FDWHJRU\
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��2XWGRRU�IXUQLWXUH�VDOHV�JURZ�DV�SHRSOH�SUHSDUH�WR�VWD\�KRPH�IRU�VXPPHU�YDFDWLRQ

The recurrence renews consumers' interest in making their homes safe 
and comfortable. 

- Consumers finish home improvement projects they started while under 
quarantine to create optimal work spaces 
- Retailers realize an opportunity to help consumers make home improvement 
shifts for safety—for example, contactless dropoff boxes on front porches

Consumers have made most of the investments to make their homes safer 
and more comfortable by this point, but fears of subsequent recurrences 
mean they remain interested in new ideas on these fronts.  

- Consumers continue to invest in their homes to drive their value higher 
- Home improvement chains' pro business strengthens as non-DIYers 
become more comfortable inviting contractors into their homes 

Category implications: 
Department Stores

- Shift to 100% ecommerce as stores close ��+XJH�GLVFRXQWLQJ�RI�VWUDQGHG�LQYHQWRU\�RQOLQH�DQG�RIÁLQH�DV�VWRUHV�LQ�VRPH�DUHDV�UHRSHQ
��'HSDUWPHQW�VWRUHV�HYDOXDWH�ZKLFK�VWRUHV�ZLOO�QHYHU�UHRSHQ
��%DQNUXSWF\�KLWV�WKH�VHFWRr��ZLWK�RWKHU�SRVVLEOH�EDQNUXSWFLHV�RQ�WKH�KRUL]RQ

Department stores must radically reinvent themselves to regain relevance 
to consumers who continue to shop via ecommerce. 

- Massive wave of consolidation 
- Retailers rethink physical layouts, formats and experiences to address 
new consumer needs and behaviors 
- Expanding into smaller, off-mall concepts becomes increasingly 
attractive 
- Shift to "showroom" model, with purchases delivered later 
- Offprice retailers benefit from deals on excess inventory, but renewed concerns 
about the virus and a second wave of store closures helps department stores 
because of their comparatively larger online presence 

The recurrence, and the threat of more of them, only cements the need of 
surviving department store brands to continue on their transformational 
paths. 

- Surviving department stores employ a "shrink to grow" mentality 
- New retail experiences emerge to replace traditional department store 
concepts

Category implications: 
Luxury

- Shift to nearly 100% ecommerce as stores close ��(YHQ�DV�UHWDLO�UHRSHQV��SHRSOH�ZKR�ZDQW�WR�SDPSHU�WKHPVHOYHV�PD\�QRW�JR�WR�D�SK\VLFDO�VWRUH�WR�
do so
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The luxury category performs reasonably well over the summer as a result 
of pent-up demand; however, a recurrence of the virus reignites fears and 
leads to more cautious consumption. 

- Luxury brands and retailers that excel at digital see growth, while others 
continue to struggle 
- Livestreaming and one-on-one video with clients become increasingly 
viable sales channels 
- Manufacturing / supply chains become distributed, i.e. Louis Vuitton 
“Made in Texas”  
- Growing importance of ecommerce prompts rethink of working with 
Amazon; Amazon expands options for luxury brands 
- Recommerce and rental companies sign deals with luxury brands who are 
trying to offload excess inventory

The recurrence causes a seasonal dip in luxury spending; consumers 
concerned about the future may be prone to accelerate spending on 
luxuries while they can 

- More luxury spending goes toward physical goods than experiences as 
travel remains muted 
- Accessible price points become more important to drive sales 
- While luxury spending overall remains muted, ecommerce as a share of the 
category greatly accelerates

RECURRENCE SCENARIO Blue text denotes scenario update to the Base Case
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