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Edito

Our monthly round-the-world tour covering the hottest retail 
topics. In this post-covid era, retailers are developing their 
business in order to diversify their offer, improve their 
sustainability, provide a better experience or even increase 
personalization. In doing so, they expect making up for lost time.   
This month, we will have a special focus on sustainable retail. 
Lianne Heite from Havas Lemz, B Corp certified agency, will 
share with us her vision of sustainable retail.  

h/commerce, Havas group consulting offer dedicated to retail, 
follows and shares with you the most striking evolutions in the 
global retail industry.h/commerce’s monthly Newsletter gives you 
an in-depth look into the retail ecosystem to decipher new 
trends: store check, data, strategies analysis, innovations. 
This Newsletter is part of a collection of thematic reports that 
aims at providing keys to understand new trends and retailers 
strategies.



COMING SOON 



Walmart, a click and mortar model to 
be followed! In the coming months, h/commerce will release 
an in-depth analysis of Walmart's ecosystem to 
decipher its strategy and plans for the future. 

WALMART, WORLD'S LARGEST RETAILER 
 $524 BILLION REVENUE (2020) AND 11 000 STORES.  

  
Walmart's transformation is impressive in many ways.  

Some people are already expecting Amazon to surpass Walmart and 
become the world's largest retailer by the end of the year 

 but the outcome is still uncertain.  
Walmart continues to grow at its own pace:  

In this book, you will discover Walmart's transformation step by step from 
the origin of the company to the the post-Amazon Walmart.



Overview of what you will learn: THANK YOU FOR YOUR ANSWERS!  
Thanks to your participation we gathered 

nearly 200 answers from 22 countries.  

   

Full survey’s official release 
- 

September 
For participants 

- 
July

Commerce is experiencing a  major digital 
transformation

We are witnessing a  paradigm shift… 

Physical stores are going to reinvent themselves    

A seamless customer experience is the key 

The quest for convenience will need a special 
focus on delivery solutions 

Organic and local products have a bright future 
ahead 
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Ads of the month

News from leaders

4Global retail news & stories
Our monthly round-the-world tour 
covering the hottest retail topics. 
p.21-34

Surveys, studies, figures… 
The most striking numbers shaking 
the world of commerce. 
p.35-36

Hard hitting campaigns of 
the month released by 
actors of the industry.  
p.11-17

Significative and inspiring 
news from retail leaders. 
p.18-20

Overview

5

Retail talk of the month
This month, Lianne Heite from 
Havas Lemz (Amsterdam) is 
sharing with us her opinion 
about ‘sustainable retail’. 
p.7-10

Figures of the month



1/ 
RETAIL TALK OF 
THE MOUNTH 



Lianne Heite,  
Strategy Director at  

Havas Lemz (Amsterdam) 
https://havaslemz.com

SUSTAINABLE RETAIL WITH LIANNE HEITE 



What do customers expect from brands nowadays?
Consumers were already making high demands on the quality of products, 
services and shopping convenience. But nowadays, retail brands must exceed 
those high expectations. They need to have an opinion on our planet and 
society and are expected to act accordingly. It’s no longer enough to have a 
positioning, but it’s important to take a position. That way, businesses can meet 
people's fast-growing desire to buy from brands that take a stand on 
environmental and social issues. This is something we see in our Havas 
Meaningful Brands Study, but also in studies by other parties, such as Microsoft 
Advertising Research.

In 2021, what does it mean for a retailer to embrace sustainability?
Embracing sustainability means embracing strategies that have a positive impact 
on our environment and society. Or maybe it’s better to turn it around: not
embracing sustainability means a company is okay with causing environmental 
damage, social injustice, inequality and ruining the ecosystem in which the 
company itself operates.  
It begins with finding your brand’s purpose beyond profits and then start 
living by it. Not just superficially, but in a genuine manner. People no longer 
accept fancy marketing stories only. They look beyond the product and the store 
window and are increasingly more interested in how a product is sourced, 
manufactured, packaged, transported and eventually even reused. Transparency 
on these matters is important and expected these days. 
Embracing sustainability is also about being equipped to meet the needs of a 
younger generation. About showing and proving that you understand them and 
care for their future – and thereby become more future proof yourself. If you 
want to get it right, it’s wise to listen to younger people inside and outside your 
organization.

Finally, making the transition to sustainability is increasingly important in order to 
attract and retain quality staff that will help build your future business success.  

What are the main challenges of this new model of sustainable business?
Casting aside old thinking, old business models and old retail laws. That is both 
difficult and scary, especially in a world driven by financial targets. That’s why we 
need new types of targets. Targets that focus on social, cultural, economic and 
environmental impact.  
Another challenge is to make it easy, attractive and affordable for people to buy 
less, to buy better, to rent, to recycle and so on.  

According to you, which brands can be held up as models when it comes to 
sustainable retail?
IKEA is probably the best example in making sustainability accessible for the 
many, while growing their business at the same time. They have already taken 
huge steps and are still very ambitious. They don’t just want to be part of the 
sustainability movement; they want to lead it. By 2030 they want to enable more 
than 1 billion people to live a better everyday life within the boundaries of the 
planet. Also, in 2030 they aim to become circular, climate positive, regenerate 
resources and create a positive social impact for everyone across the IKEA value 
chain. And they are very transparent in what they are doing.  
But there are many other great examples of successful retail brands embracing 
sustainability, like Starbucks, H&M, MUD Jeans, COCO-MAT, Fairphone, Hello 
Fresh, Adidas, Timberland, Nike, Ben & Jerry’s, to name a few.    

What is the future of sustainable retail?
I think there is no future without sustainable retail. Companies and brands 
should play their parts in making sure the children of their clients, employees 
and suppliers can also live happily on this planet. This is not just a business 
matter. This involves us as human beings on a personal level. Businesses are 
expected to - and have the means to lead the way. 

LIANNE’S OPINION ON  
‘SUSTAINABLE RETAIL’ IN 2021 

https://www.meaningful-brands.com/
https://about.ads.microsoft.com/en-us/blog/post/december-2020/guide-to-growth-reach-more-shoppers-with-an-inclusive-approach
https://www.meaningful-brands.com/
https://about.ads.microsoft.com/en-us/blog/post/december-2020/guide-to-growth-reach-more-shoppers-with-an-inclusive-approach


And very soon being or becoming sustainable won’t even be enough anymore. 
It will no longer be about doing no harm, but rather about making a positive 
impact as well, about restoring ecosystems, reversing climate change and 
correcting structural inequalities. This will include involving customers and fans 
in the process. That is what the new class of brand leadership will be, brands 
that lead change and create movements. The good thing is, they don’t have to 
do it on their own. Competition is giving way to collaboration and coalitions of 
brands and organizations.
A smart way to find topics to collaborate on is by looking at the sustainable 
development goals (SDGs). These are a blueprint to achieve a better and more 
sustainable future for all people and the world by 2030. Governments of 193 
countries worldwide have already agreed to these goals. Now it is time for 
business to take action.  

What does it change for us as agencies?
Agencies should also renew the way they think about and look at brands. Firstly, 
they should jointly establish what purpose beyond profit brands stand for (BE). 
Secondly, they should help rethink what products, services and activities derive 
from that purpose and how these come about (DO). And finally, they have to 
find ways to communicate this to their target audiences (SAY).  
Agencies should be capable to assist brands on a more profound level, by 
actively helping develop new business models and movements that go beyond 
the classic retail formula. They should find ways to help brands bring about 
essential and successful change.  

Could you share a sustainability case from Havas Lemz? 
A case that touches on multiple levels of sustainability is Jamgarden 
Amsterdam, that we created for Timberland, an outdoor fashion brand focused 
on producing responsibly, strengthening communities and regreening. With its 
Nature Needs Heroes campaign, Timberland helps to create stronger 
communities by regreening and inspiring people to protect nature and start 
regreening as well. 

Jamgarden Amsterdam is a city garden made by and for the local community 
in Reigersbos, a neighborhood in Amsterdam Southeast with lots of creativity, 
but also deprived of opportunities. Jamgarden Amsterdam offers talented 
creatives a springboard for a better and greener future. They can now come 
together, share ideas, and host events – from gardening workshops and poetry 
slams to live jam sessions. For this urban greening project, we brought 
together Timberland and Kazerne to drive creativity, diversity, and 
entrepreneurship in Amsterdam Southeast. 

Lianne Heite

https://sdgs.un.org/goals
https://sdgs.un.org/goals
https://vimeo.com/472591842
https://vimeo.com/472591842


2/ ADS  
OF THE MONTH



LESNINA (SLOVENIA) - THREE SWEDES IN LESNINA  

A campaign to overshadow the opening of the leader Ikea in 
Slovenia 

https://www.youtube.com/watch?v=dYuT1O_riYw&t=25s


LEROY MERLIN (FRANCE) - THERE’S STILL LOVE SOMEWHERE  

The brand shows how home decoration can rekindle relationships

https://www.youtube.com/watch?v=GyM9GhiwBxE&t=43s


REAL PLAZA MALL (PERU) - RETRO SMART DEVICE 
Real Plaza found a fun way to facilitate today’s technology: 
developing a console from the 50’s with artificial intelligence 

https://www.adsoftheworld.com/media/experiential/real_plaza_malls_retro_smart_device


CELIO (FRANCE) - BE NORMAL  
Celio is positioning itself as a fashion retailer made for normal 
people and normal life 

https://www.youtube.com/watch?v=S0OlLD-lSWU


NIKE (SOUTH KOREA) - A NEW DAY | PLAY NEW 
Nike encourages people to free themselves from diktats in order to 
thrive in their personal life 

https://www.youtube.com/watch?v=-SBsT032jVI&t=77s


BWS (AUSTRALIA) - BC, BEFORE CONVENIENCE 
The brand is highlighting the convenience of its delivery service by 
comparing the past and the future with humour 

https://www.adsoftheworld.com/media/film/bws_bc_before_convenience


3/ NEWS FROM LEADERS



Amazon is offering a prescription service for $6.  
In the US, customers without insurance will be offered  
a six-month prescription for just $6.  
The offer will apply to routine medications through its 
pharmacy like drugs to treat high blood pressure or 
diabetes. This service also includes a free two-day 
delivery.  
Amazon also added that Prime customers without 
insurance would get additional savings.  
Amazon Pharmacy’s vice president TJ Parker said 
(Charged Retail UK): “We want to make filling a 
prescription just as easy as shopping on Amazon». 
Amazon launched its own pharmacies in November 
and has since been seen as a threat for brick and 
mortar pharmacies. 

News  from Amazon 
Source: Courrier International 

https://www.chargedretail.co.uk/2021/06/09/amazon-launches-pharmacy-prescription-service-for-just-6-in-latest-major-
push-into-sector/

https://www.chargedretail.co.uk/2021/06/08/amazon-launches-controversial-sidewalk-initiative-connecting-millions-
of-smart-devices-to-create-its-own-wireless-network/

https://korii.slate.fr/tech/amazon-sidewalk-reseau-geant-mesh-wifi-surveillance-vie-privee-objets-connectes

Amazon has launched Amazon Sidewalk in the US. 
This initiative is connecting millions of smart home 
devices across the US. The aim is to create a whole 
wireless network to insure a better quality connectivity 
to its devices. Indeed Echo range devices and Ring 
doorbell cameras are now used as transmitters for this 
new wireless network. It enables Amazon to  bypass 
third party providers and to power devices with poor 
signal. In fact, as each connected device is becoming 
kind of a ‘bridge’, other devices can be connected 
using a portion of their home’s internet bandwidth. 
Despite Sidewalk’s high potential this new initiative is 
raising privacy concerns in the US. 

Source: Unsplash



Google tied up with Perfect Corp technology provider to 
enable shoppers to try on make-up virtually.  
Thanks to the Perfect Corp’s technology, shoppers will 
access 1000 make-up products from 40 beauty leaders such 
as Mac Cosmetics, Estée Lauder and Charlotte Tillbury. The 
try-on feature will be directly available in Google Search.  
Users can try products through the camera mode of their 
phone.  
This new interactive way to choose a product online 
improves significantly users’ online shopping experience.  
Alibaba partnered with Perfect Corp as well in early 2019 to 
implement its AR technology within Tmall and Taobao 
marketplaces. The aim was also to offer virtual try on for a 
range of beauty products and accessories.  
These new features significantly enhance the online 
shopping experience. 

News  from Google Source: Perfect Corp Website

https://www.chargedretail.co.uk/2021/06/02/google-to-integrate-virtual-try-on-technology-into-google-search-with-perfect-corp-tie-up/



4/ 
GLOBAL RETAIL 
NEWS & STORIES



INTENSIFYING SUSTAINABLE 
COMMERCE 



IKEA has a bright sustainable future ahead

Ikea will open a sustainable store in the city of Copenhagen in 
2023.  
Considering that more and more people are now living in urban areas, 
Ikea chose to follow its consumers inside cities.  
Apparently this store will be tailored to the Copenhageners. Indeed 
both stores’s concept and architecture will adapt to Copenhagen’s 
infrastructure and green lifestyle.  
For instance, almost half of Copenhageners are commuting to work by 
bicycle and only a third possess a car. To meet visitors’ needs, the store 
will provide them with a big bike shed. 
As this store remains a city store, customers will only be able to take 
small items or furnitures home. However, Ikea will offer a same-day 
delivery.  
In addition, the store will include a coffee shop, a restaurant and a 
rooftop garden. Copenhagen inhabitants would be able to visit the 
store and enjoy a coffee, meet for dinner or even hang out.  

Source: IKEA

https://www.retaildetail.eu/en/news/furniture/ikea-build-sustainable-store-copenhagen

https://www.ingka.com/news/ikea-takes-another-step-into-cities-with-new-sustainable-store-in-central-copenhagen/

A new concept of self-build kit electric car has been unveiled for 
Ikea by an American student.   
American student Ryan Schlotthauer designed the Höga for its 
graduation project. This self-build kit electric car has been designed 
with the Renault technology and planned to be sold in Ikea’s stores for 
5,300 euros ($6,500).  
This electric car is quite small, 2.3 meters long and 1.8 meter high, and 
consists of 114 parts that the consumer would have to assemble at 
home.  
With an entire recyclable body Höga is clearly a sustainable vehicle.  
However, this innovative car remains a concept and would require  
several prerequisites, particularly security wise, before considering its 
official launch.   

https://www.retaildetail.eu/en/news/general/build-your-own-electric-car-american-student-demonstrates-concept-ikea-self-build-kithttps://www.ingka.com/news/
ikea-takes-another-step-into-cities-with-new-sustainable-store-in-central-copenhagen/



H&M launched a version of the Higg Index Sustainability Profile 
The fast fashion retailer just launched its first version of the 
Higg Index Sustainability Profile, part of the SAC’s new Higg 
Index transparency program.   
This new commitment will increase the retailer’s transparency. 
Indeed, according to the brand’s website, the Higg Index 
Sustainability Profile consists in sharing environmental 
performance scores (from baseline to 3) for materials in 
selected products across online stores in Europe and the U.S. 
The score of each product is corresponding to the 
environmental impact of the materials it was made from. Some 
details will also be provided for each product regarding 
impacts on water use, global warming, fossil fuel use and water 
pollution. Those getting scores between 1 and 3 are products 
made with materials that have lower environmental impacts. 
The baseline score is given to products made from 
conventional materials.  
Pascal Brun, Head of Sustainability at H&M, describes the new 
move of H&M toward sustainability in these words: « We firmly 
believe transparency is key to transforming the fashion industry 
and we are excited to see this tool further develop so that we 
can share even more environmental and eventually social data 
with our customers across our products in the near future ». 

Source: Unsplash 

https://www.indiaretailing.com/2021/05/28/international-news/hm-launches-higg-index-sustainability-profile/
https://about.hm.com/news/general-news-2021/h-m-launches-higg-index-sustainability-profile-.html



Etsy is acquiring Depop

Etsy is buying the secondhand fashion app Depop for 
$1.62 billion.  
Etsy’s CEO Josh Silverman said that Depop was the 
« resale home for Gen Z consumers ». He also added: 
« Depop is a vibrant, two-sided marketplace with a 
passionate community, a highly-differentiated offering of 
unique items, and we believe significant potential to 
further scale ».  
This acquisition seems to be a great opportunity for Etsy 
to get closer to the younger generation as its current 
users’ average age is 39.  
This investment could bring a new dynamism to Etsy and 
consequently, a new audience. 

Source: Depop

https://www.cnbc.com/2021/06/02/etsy-is-buying-fashion-resale-app-depop-for-1point62-billion.html
https://www.nytimes.com/2021/06/02/business/etsy-depop.html



DIVERSIFYING THE MAIN 
BUSINESS 



Lidl is offering a new capsule collection for this summer 

This summer the retailer will release its new branded 
collection.  
These items are all suitable for holidays: beach towel, 
rubber ring, flip-flops, shorts, t-shirts…  
Interested customers could find them in 1550 Lildl’s 
supermarkets. The retailer also announced the relaunch of 
its sneakers in a revisited version. Products will be sold  for 
a price somewhere between 5 and 13 euros.  
The launch of this new collection is following the 
excitement generated by Lidl’s first sneakers edition.  
The discounter is truly becoming a ‘love brand’ relying on 
a strong community of fans. 

Source: Retail Republik

https://www.republik-retail.fr/experience-client/marketing-in-store/lidl-sort-une-nouvelle-collection-capsule-a-sa-marque.html

https://www.lsa-conso.fr/lidl-va-lancer-une-collection-d-articles-et-de-vetements-pour-la-plage,384113



https://siecledigital-fr.cdn.ampproject.org/c/s/siecledigital.fr/2021/06/11/netflix-lance-une-boutique-en-ligne-de-produits-derives/?amp

Netflix develops a platform to sell show-specific products

Source: Netflix.shop 

Early June, Netflix announced the launch of its online shop.   
This new e-commerce platform has been developed thanks to 
the Shopify technology. 
For now, the e-shop is only available for US visitors. They will 
be able to purchase necklaces, cushions, apparels, and even 
decorative items from series like Lupin, Yasuke and Eden. 
It is not the first time that Netflix has shown an interest in retail. 
The company previously partnered with retailers like Walmart, 
Sephora, Amazon and Target to sell various kinds of items like 
clothes, toys, beauty kits and so on, related to movies and 
series. 
As the streaming platform doesn’t rely on commercials but on 
subscriptions, e-commerce is a new way to increase its 
revenues.
This new offer is also a way to keep fans engaged in shows 
even after their release. 

https://www.netflix.shop/collections/shop-all
https://www.nytimes.com/2021/06/10/business/media/netflix-shop.html



PROVIDING DIGITAL EXPERIENCE 



Pinterest is extending its commerce features 

Pinterest announced the release of a selection of 
features dedicated to shoppers and merchants.   
The social platform introduced the Shopping List feature. 
This new functionality will allow users to save their 
products’ pins in a shopping list on their own account. 
They will also receive price drop notification. 
Then “products’ pins” will be displayed in a grid 
alongside prices and shipping informations. From there, 
users would be able to click on the product to get to the 
retailer’s website and complete their purchase.   
For the occasion, Pinterest is launching a shopping event 
called “The Goods by Pinterest” for users in the UK and 
the US. It will offer limited edition products from DTC 
brands like Outdoor Voices, Brooklinen and Olive & June.  
Then retailers in the U.K., Australia, Canada, France and 
Germany have now access to Pinterest Verified Merchant 
Program. If they meet sellers qualifications, it will give 
them a blue checkmark on their profile.  
Pinterest is currently developing its e-commerce features 
to meet consumers’ and merchants’ needs and to 
gradually become a marketplace. 

Source: Pinterest 

https://www.modernretail.co/platforms/with-new-commerce-features-pinterest-is-continuing-to-court-dtc-brands/

https://www.chargedretail.co.uk/2021/06/08/pinterest-adds-shopping-list-feature-in-latest-push-into-ecommerce/

https://www.retaildive.com/news/pinterest-introduces-shopping-list-feature/601361/



The Jo Malone’s virtual experience is getting stronger.  
The virtual reality shopping experience is based on the 
"real" Jo Malone Townhouse designed by Rose Uniacke at 
the end of 2020.  
The expansion will include three new spring-inspired 
worlds.  
This special e-shopping experience allows shoppers to 
browse through a magical design and interact with 
products thanks to hotspots.  
To add even more sensations to the experience, some 
spots are designed to trigger a motion such as shake, 
swipe, or blow. 
Multi-sensorial elements and contents offer an immersive 
brand experience and transform the shop-at-home 
journey. 

Source: Jo Malone’s website 

https://www.chargedretail.co.uk/2021/06/04/jo-malone-expands-virtual-reality-townhouse-to-showcase-products/

Jo Malone is expanding its virtual reality townhouse 

https://www.beautypackaging.com/contents/view_/2021-06-03/jo-malone-london-townhouse-is-redecorated-for-spring/



JOINING FORCES WITH GIANTS 



Casino is intensifying its partnership with Amazon 

The Casino Group and Amazon are expanding their 
current partnership.   
Monoprix (Casino Group) has been offering a selection of 
products on Amazon Prime Now delivered at customers’ 
home in French largest cities within 1 hour for some time 
now. More recently, Amazon Lockers have been installed  
in various stores of the Group enabling customers to 
collect their orders directly from a locker.  
Today, Casino Group is planning to launch an additional 
click & collect service. This service should only be 
provided to Amazon Prime members, enabling them to  
pick an order among 9000 items and collect it in one of 
the 180 Casino click-and-collect points across France next 
year.  
This new offer is mutually beneficial as it will enable 
Casino to increase its footfall in stores and will strengthen 
Amazon’s presence on the French territory. 

Source: Le Point

https://www.retaildetail.eu/en/news/food/casino-intensifies-partnership-amazon



LVMH announced its collaboration with Google Cloud 

https://www.retaildetail.eu/en/news/fashion/lvmh-partners-google-push-towards-ai-and-personalization

Thanks to Google’s expertise, LVMH will focus 
more on AI and personalization.  
This partnership will help LVMH developing new 
solutions to provide a more personalized customer 
experience. Indeed, LVMH expects to better predict 
consumers’ demand and optimise stocks. These 
innovative solutions should be based on machine 
learning and artificial intelligence.  
Today, managing data with the help of tech giants is 
a way for retailers to better know their clients and 
provide them with more relevant services. 



5/ 
FIGURES OF  
THE MONTH



NRF ANNUAL RETAIL FORECAST FOR 2021  
A significative growth for retail as the economy is recovering

10,5 to 
13,5%

More than 
$4.44 trillions

growth for retail sales this year 

18 to 
23%
growth for non store 
and online shopping 

The National Retail Federation annual forecast for 2021

https://nrf.com/media-center/press-releases/retail-sales-now-exceed-444-trillion-2021-nrf-revises-annual-forecast

$1.09 trillion to  
$1.13 trillion

this year 







h/commerce continuously 
monitors markets, anticipates 
changes in future behaviors and 
identifies insights that impact retail: 
thematic dossiers. 

workshop

How the world’s largest retailer turned to a click 
& mortar model to fight back against Amazon.

June 2021

July 2021

The Voice  
Revolution



Email us to discover our 2021 
catalogue that presents our services, 
from consulting services, seminars, 
to social media support…



commerce
Contact: hcommerce@havas.com 




