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This report looks at the following areas:

The impact of COVID-19 on retailers
e Usage of leading retailers

Top scoring retailers on metrics like trust, preference, differentiation, and satisfaction

and recommendation

e The top scoring retailers for personality traits including ethics, customer service, value

and exclusivity

o Retailers particularly noted for online service

Like most markets, the retail market has been significantly affected by COVID-19, although whether
the impact on individual retailers has been positive or negative depends heavily on the category they

operate in.

Online retail never went away, but is still going through something of a resurgence due to the
pandemic. This has benefited specialists in the market, but will also offer new opportunities for retailers
to futureproof their offering by expanding their online options and involving more technology to make
the experience positive. For example, brands can take inspiration from Currys PC World and The
Perfume Shop, which are using video calling with experts to encourage purchases in an area heavily

determined by in-person trial.

Amazon remains dominant in the retail market, helped by its Prime service, and is influencing the
market beyond its own proposition. For example, other retailers have relaunched their loyalty schemes
in 2020, with Tesco exploring free delivery for its Clubcard Plus subscribers. Such services can help to
add value at a time where consumers will be inclined to cut their spend wherever possible.

COVID-19 will introduce even more ethical factors that need to be appropriately dealt with, particularly
related to the treatment of people; for example staff, vulnerable members of society or NHS workers.
But while retailers have certainly increased their ethical activity over recent years, it is important to
note that those with strongest heritage in this area are most readily recognised for their efforts, like
The Body Shop, Lush and Co-op. Brands should seek to push new ethical initiatives in the short term,
but will need to recognise that it may take longer for these actions to filter through into consumer

consciousness.

DID YOU KNOW?

The above prices are correct at the time of publication, but are subject to

change due to currency fluctuations.

“COVID-19 will introduce even more ethical indicators that
need to be appropriately dealt with, particularly when it
comes to the treatment of staff, vulnerable members of

society or NHS workers.”

— Richard Hopping, Senior Brand and Household

Analyst
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Figure 14: Top ranking of brands operating in the retail sector, by agreement with “A retailer that provides a great online service”,
October 2017-July 2020

The Impact of COVID-19 on Retailers

Pandemic creates significant challenges
Figure 15: Short-, medium- and long-term impact of COVID-19 on retail, 22 October 2020

Figure 16: Concerns around exposure to COVID-19, 28 February-1 October 2020
Certain categories struggle more than others
Figure 17: Fashion and accessory purchases in the last three months, December 2016-September 2020
Tap into the new role of the home
A boom for online retail will benefit online specialists
Figure 18: Retail behaviours, 16 April-1 October 2020
Retailers reassess their online services
Retailers engage with local community
COVID-19 will be a driver of localism
New markers of ethicality caused by COVID-19

Figure 19: Retailer responsibilities, June 2020

Target value to push back against dropping confidence
Figure 20: Trends in consumer sentiment for the coming year, January 2009-September 2020

Brand Leaders — Key Takeaways

Amazon continues to dominate - and influence - the market
Essential retailers become closer to the community

Heritage will be crucial to the retail comeback

Usage

Amazon has high, frequent usage

Consumers forced to recognise essential and non-essential retailers
Figure 21: Top ranking of brands operating in the retail sector, by usage in the last 12 months, October 2017-July 2020

Asda’s new ownership coincides with move into convenience

Trust

Stalwarts of the scene are highly trusted
Figure 22: Top ranking of brands operating in the retail sector, by agreement with “A brand that I trust”, October 2017-July 2020

Preference

Amazon is a go-to for Prime and non-Prime members

Figure 23: Top ranking of brands operating in the retail sector, by commitment (net of "I prefer this brand over others” and “It’s a
favourite brand”), October 2017-July 2020

Retailers use membership schemes to capitalise on preference

Differentiation

Amazon is a one-of-a-kind retailer

Figure 24: Top ranking of brands operating in the retail sector, by differentiation (net of “It's somewhat different from others” and “It’s
a unigue brand”), October 2017-July 2020

Associations with luxury and glamour promote differentiation
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Unique store settings contribute to standout

Satisfaction and Recommendation

Smaller brands have the chance to make an impact

Amazon'’s satisfaction keeps it ahead of the pack

Figure 25: Top ranking of brands operating in the retail sector, by positive endorsement (net of "Good” and “Excellent” reviews),
October 2017-July 2020

Recommendation is not necessarily dependent on satisfaction
Figure 26: Top ranking of brands operating in the retail sector, by likely recommendation, October 2017-July 2020

Brand Reputation - Key Takeaways

Ethicality is for the long term
Create value in other ways

Investing in online services is crucial

Ethicality

The importance of ethics will continue to grow

Figure 27: Top ranking of brands operating in the retail sector, by agreement with “ethical”, October 2017-July 2020
Retailers seek to limit plastic usage
Brands can do more to aid recycling

Food retailers can target food waste

Customer Service

History on the market helps drives customer service reputation

Figure 2|8: Top ranking of brands operating in the retail sector, by agreement with “A retailer that has great customer service”, October
2017-July 2020

Online specialists redefine customer service

Innovation

IKEA continues drive towards innovation
Figure 29: Top ranking of brands operating in the retail sector, by agreement with “A retailer that is innovative”, October 2017-July
2020

Store developments stall as online becomes a bigger focus

Food retailers look to the future

Premium and Prestige

Traditional markers define exclusivity
Figure 30: Top ranking of brands operating in the retail sector, by agreement with “Exclusive”, October 2017-July 2020

Ensure alternative options are few and far between

Figure 3|1: Top ranking of brands operating in the retail sector, by agreement with “A retailer that is worth paying more for”, October
2017-July 2020

Value

Concentrate on value rather than price for protection

Figure 32: Top ranking of brands operating in the retail sector, by agreement with “A retailer that offers good value”, October
2017-July 2020

Online Service

Online services become more important in 2020

Figure 33: Top ranking of brands operating in the retail sector, by agreement with “A retailer that provides a great online service”,
October 2017-July 2020
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COVID-19 will encourage virtual innovation

Specialists focus on convenience of online

Grocery retailers extend services to meet demand

Aiding the online journey

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations
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