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most today.
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You can contact us if you want to 
order some copies 

louise.desmares@havas.com

WALMART STAYING POWER 
Our book is available!



THE VOICE OF REVOLUTION 
We have just released our new book. 

You can get your copies now  
louise.desmares@havas.com



Edito

Our monthly round-the-world tour covering the hottest retail 
topics. More than ever brands are rolling-out ingenious 
innovations to smooth shopper experience in-store and online. 
Despite these investments in innovation, sustainability remains a 
great concern for brands acting towards it especially by 
increasing products’ lifespan. 

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.



1

2

3Figures ofthe month

Ads of themonth

News fromleaders

4Global retail news & stories
Our monthly round-the-world tour 
covering the hottest retail topics.
p.18-32

Surveys, studies, figures…
The most striking numbers 
shaking the world of commerce.
p.6-8

Hard hitting campaigns of 
the month released by 
actors of the industry. 
p.9-13

Significative and inspiring 
news from leaders of 
retail.
p.14-17

Overview



1/
FIGURES OF 
THE MONTH



FIRST, LET’S HAVE A LOOK ON AMAZON 2021 REVENUE
An overview of Amazon revenue

 2021: Amazon generated a 
$469,82 billion revenue. 

With a $469,82 billion
revenue in 2021, 
Amazon ranks just 
behind Walmart 
recording a $572,8 
billion turnover in 2021.

X

https://www.statista.com/statistics/266288/annual-et-income-of-amazoncom/



THEN, OTHER STRONG RETAILERS HAVE ALSO SIGNIFICANTLY GROWN 
THIS YEAR AND HAVE ACQUIRED THE BEST GLOBAL POSITIONS IN RETAIL 

With a $192 billion 
revenue in 2021, Costco 
has grown by 12% this 
year compared to last 
year. 

The Home Depot, 
obtained a $151 billion 
revenue, which means it 
has grown by 14% in 
2021. 

https://www.statista.com/statistics/266288/annual-et-income-of-amazoncom/

Kroger  for its part, 
grows a 4% this year 
with $138 billion 
revenue. 

JD, obtained a $136 
billion revenue,  which is 
not the highest number, 
but it has grown by 
24%, making it the 
fastest growing retailer 
this year.



2/ ADS 
OF THE MONTH



IKEA- IKEA for Aliens (Saoudi Arabia) Ikea launches a humor based campaign to reinforce the brand image in theminds of consumers who already have a strong brand awareness

https://www.youtube.com/watch?v=yjRYKdzBnqE


HP & Hershey’s - One chocolate bar at a time. BETC Havas (Brazil) 
HP focus this campaign on women to support gender equality and celebrate
women’s achievements in science, business, sports, activism, and music

https://www.youtube.com/watch?v=eXRyP75Xv7Q


Ebay - Inspired by an Ebay Story (Italy) Ebay celebrates the community it has created with a multichannel production which highlights the infinity of needs its wide offer can address

https://www.youtube.com/watch?v=e0Gc0J2rNy8


Coop - The Coop-spiracy (Norway ) 
1.9 million Norwegians all own a bit of Coop which can seem a bit 
confusing or even utopian for some consumers. This film tries to uncover
the values behind this virtuous model. 

https://www.youtube.com/watch?v=3txZHNyXYF0


3/NEWS FROM LEADERS



Despite being its primary source of revenue and the reason why 
the company is where it is today, the brand has announced the 
closure of 68 retail locations; among them we find all its 
Amazon Book Stores.  
On the other hand, the e-commerce titan has also announced 
the closure of two other physical stores from its 4-star store’s 
concept. 
The reason of these closures is that the company wants to focus 
on its new retail stores: Amazon Go, Amazon Style… which are 
new and modern projects born from Amazon's constant 
commitment to innovation and the use of the finest technology. 

https://edition.cnn.com/2022/03/02/tech/amazon-closing-bookstores/index.html

Amazon is addressing the biggest transformations ofcommerce in 2022

Amazon has launched its own sustainable and “affordable” brand, 
Amazon Aware, which provides consumers with household, 
beauty, and clothing products.

Among the “green” actions the brand is carrying out, we can 
highlight that all the skin products are composed of natural 
ingredients and vitamins and are dermatologically tested before 
being launched on the market. 

On the other hand, all the clothes available in the store are 
designed and developed with recycled materials and they partner 
with third-party certifications such as Organic Content Standard 
100, Global Recycle Standard, and HIGG Index Materials Seal.

AMAZON AWARE, AN ANSWER TO THE 
ONGOING SUSTAINABLE TRANSFORMATION 

AMAZON CLOSES ITS PHYSICAL STORES IN U.S.A 
ANNOUNCING THE TRUE BEGINNING OF THE 

NEW AMAZON ERA 

https://www.chargedretail.co.uk/2022/03/03/amazon-launches-its-own-sustainable-brand-range-in-company-first/?
utm_source=Retail+Gazette+Subscribers&utm_campaign=79141967e0-
EMAIL_CAMPAIGN_2022_03_04_08_52&utm_medium=email&utm_term=0_d23e2768b6-79141967e0-60988822

NEWS FROM AMAZON



Walmart is accelerating the diversification of its business: pharmacy, beauty, entertainment…

Despite the fierce, powerful and relentless 
competition that Walmart faces, it has demonstrated 
an exquisite ability to adapt and a willingness to 
innovate. These characteristics have enabled the 
company to survive the toughest battles against one 
of the biggest online retailers ever: Amazon. 

The company has always put an eye on health and 
has recently ramped up its healthcare business, 
providing retail customers with primary care services 
in selected locations.
In 2021 Walmart announced its partnership with EMR, 
a world renowned electronic medical records 
company which has given the company enough 
strength to become a giant in the health business.

One of the world's largest retailers is teaming up 
with the world's most popular music streaming 
platform to offer Walmart+ customers a Spotify 
Premium six-month trial.

Both companies are doing this out of a desire to 
help customers save time and money. It is also a 
reflection and result of Walmart's intention to get 
closer to the entertainment industry and platforms, 
and eventually a willingness to diversify its services 
to keep its customers in its ecosystem.  

https://www.forbes.com/sites/saibala/2022/02/16/walmart-may-soon-become-the-largest-primary-care-provider-in-the-country/?sh=41f670f373be

https://newsroom.spotify.com/2022-03-08/spotify-and-walmart-team-up-for-a-free-six-month-trial-of-spotify-premium/

Walmart has announced its partnership with UK 
retailer Space NK to develop a beauty offering. The 
collaboration between the major grocer and the 
health retailer is called BeautySpace and will be 
available in about 250 Walmart shops.

BeautySpace products highlight both Walmart's 
impact and Space NK's high-quality work. With this 
project, the retail giant will ensure it still finds ways to 
surprise the customer and that its passion for 
innovation never sleeps. Walmart will also bring 
prestige to beauty consumers across the US.

WALMART COULD BECOME THE LARGEST 
PRIMARY CARE PROVIDER IN USA

WALMART X SPOTIFY: ENTERTAINMENT 
AS A LOYALTY TOOL

WALMART TEAMS UP WITH SPACE NK TO 
LAUNCH UPMARKET BEAUTY OFFER

NEWS FROM WALMART



Amazon has recently acquired UK based firm Veeqo, a 
retail technology brand that provides commerce 
merchants with inventory and fulfillment tools to help 
them head up their business. 
The reason Amazon has decided to get involved in this 
business is to keep innovating and investing in new 
features and improvements to serve sellers globally and 
to remain leader in fulfillment and logistics.
Walmart is also developing its offering to its merchants. 
Recently the brand launched GoLocal to enable 
merchants to deliver more quickly their products to their 
customers. In this highly competitive context, it is 
essential to become attractive, not only for its customers, 
but also for its merchants in order to build long-term 
relationships of trust and retain them. 

Walmart has launched a virtual clothing try-on startup, 
which involves AI, real-time image processing, and 
computer vision, among others.  The launch of the project 
began with the retailer's acquisition of Zeetic startup, with 
whom it created the “Choose My Model” try-on feature 
powered by a computer vision network.

This project shows shoppers how a garment would fit 
without them having to physically try it on. The simulation 
considers factors such as customer’s body dimensions, 
height, skin tone, hair color, and even the materials the 
garments are made of.

https://www.chargedretail.co.uk/2022/03/08/amazon-acquires-uk-retail-tech-firm-veeqo/

AMAZON ACQUIRES VEEQO WALMART COMBINES IA AND FASHION 
THROUGH A VIRTUAL CLOTHING TRY-ON APP

AMAZON AND WALMART INVEST IN TECH FOR THEIR MERCHANTS AND 
CUSTOMERS



4/
GLOBAL RETAIL 
NEWS & STORIES

https://insideretail.asia/2022/03/08/how-an-aussie-supermarket-is-delivering-groceries-to-customers-via-drone/#daily



Companies such as Ikea, Inditex, Apple 
and Harrods are suspending their online 
deliveries, pausing all retail operations in 
Russia, stopping exports and imports in 
and out of the country, and closing their 
physical stores.

https://www.retailgazette.co.uk/blog/2022/03/live-updates-the-retailers-pulling-out-of-russia-from-apple-to-ikea/

Given the severity of the conflict between Russia and Ukraine, many luxury, food, sports, and household goods companies are imposing 
sanctions on Russia in response to the frustration of not being able to stop a situation whose consequences can already be seen.

LVMH: Big luxury company has closed its 124 
stores in Russia and has announced a 5-
million-euro donation to support the 
International Committee of the Red Cross.

MARKS&SPENCER: The food retail chain 
has suspended shipments to its Turkish 
franchise’s Russian business and has donated 
£1.5m package to support the UN Refugee 
Agency and UNICEF to help children and 
families in need.

AMAZON: The company has donated 5 
million dollars to organizations directly 
involved in Ukraine, has given the chance to 
customers to donate through its website, and 
has conceded Poland employees additional 
time off for them to take care of their 
families. 

On the other hand, some giants like 
TESCO have stopped buying Russian 
products, even though the ones that the 
company bought before the war broke 
out remain available in the stores.

For its part, NIKE has stopped online 
orders in Russia, but the customers are 
still able to buy physically. 

Today, consumers are asking brands to have a specific utility.  
 This notion of brand utility has emerged during the covid.  

Almost more than political representatives, brands are 
required to take a stand and act accordingly. 

SUPPORTING UKRAINE STANDING AGAINST RUSSIA

HOW DO RETAILERS REACT TO THIS TURBULENT GEOPOLITICAL CONTEXT

LEAVING RUSSIA, BUT STAYING NEUTRAL



ENTERTAINMENT IS A GO TO 
FOR BRANDS TRYING TO 

DIVERSIFY THEIR BUSINESS 



The American internet media, news and entertainment 
giant BuzzFeed will open two convenience stores in 
New York City’s LaGuardia Airport. Travelers will be able 
to find items from magazines, to snacks or beauty 
products. 

The company will carry out a data-driven research and 
collect insights to give consumers a personalized travel 
experience with the products they want most. 

This trend highlights how brands are gradually starting 
to diversify and seeing retail as a great opportunity.  

Once again, retailers or players that always had a 
greater presence in the digital market are also seeking 
to occupy the physical sector and they are focusing on 
offering the most specialized and concrete customer 
service possible, supported by digital tools that are 
growing continuously and exponentially every day. 

https://www.retailgazette.co.uk/blog/2022/03/buzzfeed-to-open-airport-convenience-stores-this-spring/?utm_source=Retail+Gazette+Subscribers&utm_campaign=79141967e0-EMAIL_CAMPAIGN_2022_03_04_08_52&utm_medium=email&utm_term=0_d23e2768b6-79141967e0-60988822

BUZZFEED GOES FROM ENTERTAINMENT TO A STORE-OPENING IN 
LAGUARDIA’S AIRPORT 



LUXURY PREMIUMISATION



The fashion retailer has transformed its model towards 
more personalization by creating a one-to-one stylish 
service. To achieve this evolution, Macy’s turned its actual 
employees into personal stylists. The project is called “Own 
your style”. 

This project, far from the digital transformation retailers and 
brands are succumbing to today, offers a personalized 
customer service in a face-to-face format, a strategy that 
generates traffic and impact in both digital and physical 
spaces. 

https://www.modernretail.co/retailers/macys-is-updating-its-shopping-experience-by-turning-employees-into-personal-stylists/

MACY’S, THE FASHION RETAILER IS NOW A ONE-TO-ONE STORE



Pietro Beccari (Christian Dior CEO and chairman) has 
entirely renovated  the flagship of the French luxury 
house situated at Avenue Montaigne. 
We live today in a world of constant innovation, and, as it 
could not be otherwise, on March 2022, Dior reopened 
its doors after two and a half years dedicated to 
"renovating" the flagship of the world's best-selling 
fashion house. 
  
The 10,000 square meters store is now looking like a 
gallery space. Along with the Monsieur Dior restaurant, it 
now includes a patisserie, three gardens, a 200-meters 
guest suite, and of course the entire leather goods, 
beauty, and ready-to-wear section. No more offices in this 
Avenue Montaigne venue, just luxury, fashion, and leisure. 

This project developed by one of the world's leading 
luxury fashion groups brings back to the table the clear 
trend in recent years to focus entirely on offering a wide 
emotional brand experience to the consumer outside the 
digital scope.  

The physical shopping experience is growing along with 
the digital one. LVMH seeks to reach the consumer by 
using all the channels at its disposal and creating a 
differentiated strategy in each space it occupies. 

DIOR TURNS ITS OFFICES INTO A RESTAURANT, A BEAUTY CENTER OR A 
SHOWROOM TO GET CLOSER TO ITS CUSTOMER 

https://vogue.sg/dior-flagship-paris/




PLATFORMISATION: RETAILERS 
TRANSFORM THEMSELVES 
EACH AT THEIR OWN PACE 



It sounds almost surreal that a big bargain retailer like Primark 
does not have jumped into e-commerce yet. The company is 
today creating a digital strategy which shows a clear move into 
e-commerce to create new opportunities within the business. 

The crisis caused by the pandemic and the new shopping 
behaviors that consumers have started to acquire, which are 
mainly based on the increase of online consumption, have 
been the incentives for the group to consider creating an e-
commerce platform. 

Although the company has not yet confirmed its move, 
everything tells us that the brand is looking at it seriously. 

https://www.cbnews.fr/marques/image-quick-commerce-americain-gopuff-debarque-france-67530


PRIMARK FINALLY ENTERS INTO E-COMMERCE



The urge to get everything as quickly as possible has 
encouraged the creation of the so-called "quick commerce"; a 
business model in which you make your grocery shopping 
online, pay online and receive y our order in less than 10 
minutes at your doorstep. Quick commerce is massively 
penetrating the grocery market and these start-ups are 
multiplying in no time.  

Known as the pioneer of the quick commerce, “Gopuff” is a 
company created in the United States in 2013 which is already 
present in European countries like Spain or the U.K. In 2022, 
the company is now arriving in France. 

https://www.cbnews.fr/marques/image-quick-commerce-americain-gopuff-debarque-france-67530


GOPUFF, THE US QUICK COMMERCE PLATFORM, ARRIVES IN FRANCE



British online furniture seller has had a turnover of 372 million in 
2021, which means it has increased its turnover by 50% 
compared to last year. 

The strategy the brand has followed, apart from focusing on 
growing further; was to integrate external brands and carry out 
faster deliveries. The future of Made has a clear tendency: create 
an accurate marketplace.

THE BRITISH FURNITURE SELLER JUMPS INTO THE 
MARKETPLACE STRATEGY 

https://www.retaildetail.eu/en/news/furniture/made-evolves-multi-brand-platform
https://www.retaildetail.eu/en/news/fashion/why-hm-also-becoming-marketplace
https://www.retailgazette.co.uk/blog/2022/03/hm-to-sell-external-fashion-brands-for-first-time/

H&M HAS FINALLY DECIDED TO OPEN ITS PLATFORM 
TO OTHER BRANDS 

NEWS FROM MARKETPLACES: E-COMMERCE PLATFORMS ARE EVOLVING 
TOWARD THE MARKETPLACE MODEL 

The inclination to turn to this marketplace model is growing 
considerably in the e-commerce field because they offer a quite 
large selection of products, good services, and a perfect match 
with consumer demands. 
Taking this into consideration, H&M has decided to enter this field 
and to launch a new online platform: "H&M with friends" 
marketplace. The brand offers other brands such as Lee, Fila, 
Superdry and Crocs apart from the group’s own brands (&Other 
Stories, Monki, Arket…).
H&M has joined some other retailers (Decathlon, Maisons du 
Monde, INNO…)  that have already entered this promising model.



So far, the health retailer is the first worldwide to enter 
metaverse. The company filed patents to sell virtual 
goods, NFTs and provide health care services in the 
metaverse. The plan is to bring the services it has in its 
physical stores to the telehealth platform. 

In the filing, the company informed it will be providing 
nutrition and wellness coaching: “namely, non-
emergency medical treatments services, wellness 
programs, advisory services related to nutrition, 
providing health lifestyle and nutrition services… and 
counseling.” 

CVS Health is ready to meet consumers where they are, 
even in the metaverse.

https://www.cnbc.com/2022/03/04/cvs-files-to-trademark-its-pharmacy-and-health-clinics-in-the-metaverse-.html

CVS HEALTH: HOW A PHARMACY ENTERS METAVERSE



RETAILERS & MANUFACTURERS 
SMART SOLUTIONS TO GIVE A 

2ND LIFE TO PRODUCTS



For a very long time, only Apple stores had the possibility to fix 
a broken or defective Apple product. 

The French group FNAC-DARTY has just sealed an agreement 
with the giant Apple. Indeed, FNAC-DARTY will rely on its 
subsidiary WEFIX to repair Apple products such as IPhone, 
IPad and Apple Watch.  

In France, the group was already the first reseller of these 
Apple products. Today, the group is close to becoming the first 
third-party repairer of IPhone, IPad and Apple Watch. 

This partnership is in line with the French group's commitment 
towards the circular economy and it will also give them greater 
control over the customer experience, from purchase to after 
sales. 

https://time.news/fnac-darty-becomes-the-first-third-party-repairer-of-certain-apple-products/

FNAC DARTY BECOMES THE FIRST APPLE DEVICE REPAIRER APART FROM 
THE BRAND ITSELF



Moving on into sustainability, we can highlight the project 
Adidas has launched which receives the name of « Nothing left 
behind ».  

The brand has teamed up with The Renewal Workshop (TRW), 
a start-up which focuses on extending the life cycle of clothing. 

Trough «Nothing left behind» Adidas highlights its 
commitment to reduce waste and to become more sustainable 
by generating actions that improve circularity on fashion.   

The sport brand and TRW gather old and damaged sporting 
garments from customers, The Renewal Workshop transforms 
the products and then returns them to their owners with a new 
lease of life. 

Sustainability is a subject written down in almost every big 
company and retailer’s agenda, and everyone comes up with a 
different and innovative way to get closer to achieve a good 
CSR.

https://jai-un-pote-dans-la.com/adidas-lance-initiative-durable-prologer-vie-vetements/

ADIDAS BETS ON SUSTAINABILITY BY REFURBISHING WORN-OUT 
CONSUMER GARMENTS
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