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Havas Commerce 
catalogue 2022 

OUR NEW CATALOGUE IS AVAILABLE! 

This toolbox provides you with:  

- Deep analysis by our Havas Commerce 
experts  

- Diversified contents on global commerce 
initiatives you will be able to share on your 
own social networks 

- Studies to better understand the evolution 
of consumers over the last two years 

- Assessments on the strengths and 
weaknesses of business models 

-  Finally, new offers including 3 new 
workshops to support your clients 

Don't hesitate to come back to us if you want to receive it 

maxime.sabot@havas.com 
louise.desmares@havas.com  
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1/ ADS  
OF THE MONTH



CASTORAMA (France) - AND IF WE STARTED TO CHANGE 
TOGETHER  

Castorama uses its totem animal in this film to promote its CRS 
actions focusing on responsible consumption and the 
development of more sustainable homes.

https://www.adsoftheworld.com/taxonomy/country/slovenia
https://www.youtube.com/watch?v=Pct3Ocpq4Dg


EBAY (Italy)- PARTS AND FURIUS   

Ebay is here focusing on spare parts for cars and motorbikes and 
the convenience of its platform in order to highlight its relevant 
offer in this specific area.  

https://www.adsoftheworld.com/taxonomy/country/slovenia
https://www.youtube.com/watch?v=eSGtfE7V9Qk


GORILLAS (UK) - WHATEVER LONDON WANTS  

In order to celebrate its first year operating in London, Gorillas 
promotes the weird and wonderful ways that londoners use 
Gorillas.  

https://www.adsoftheworld.com/taxonomy/country/slovenia
https://www.youtube.com/watch?v=kEspuSGBsjM


WICKES (UK) - OPEN UP  

The campaign celebrates the rewarding feeling and the pride 
people experience when they successfully achieve their interior 
work and decoration. 

https://www.youtube.com/watch?v=pkKk8JE9fWk
https://www.adsoftheworld.com/taxonomy/country/slovenia


2/ 
NEWS FROM 
LEADERS



Amazon is sending rockets into the space 
Amazon continues to diversify, going, this time, further afield than ever. The 

American giant teamed up with Arianespace, Blue Origin and United Launch 

Alliance to send rockets into the vastness of space. 83 launches are planned 

to be carried out.  

In addition, Amazon is planning to put 3,236 satellites into low earth orbit. 

If we take a step back, we might conclude that these actions are driven by 

ambition or excess, but if we look more deeply, it turns out that the company 

is indeed accelerating the deployment of its constellation to provide a 

broadband Internet solution. 

News  
from Amazon 

Source: BBC

https://www.retaildetail.eu/en/news/food/why-amazon-building-smart-fridge

https://www.chargedretail.co.uk/2021/10/25/amazon-introduces-local-selling-tools-for-retailers/



Walmart hosts Indian sellers into its marketplace to sell globally.

The retailer giant considers that India-made products have a good potential in 
an international scope in categories as furniture, bedding or home decor.  

The marketplace expects to reach 120 million US customers each month. 

This is a real boost for Indian merchants and is also representative of Walmart’s 
ambition to expand even further globally. 

News  
from Walmart 

Source: Walmart 

https://www.newindianexpress.com/business/2022/apr/21/walmart-flipkart-offer-indian-sellers-opportunity-to-get-on-board-walmart-marketplace-2444747.html



Alibaba joins the parallel digital world of the metaverse by investing 60 
million in the start-up “Nreal” .

The start up is dedicated to the manufacture of augmented reality glasses. 
The giant already launched this kind of service under Jet Black, targeting 
upper-income New Yorkers but it was then discontinued.  

This initiative is seen as the retailer's first step towards the metaverse network, 
for which it already prepared itself last year, in accordance with its usual 
foresight.

News  
from Alibaba 

Source: Auganix.org 

https://www.bloomberg.com/news/articles/2022-03-29/alibaba-makes-metaverse-bet-in-china-s-magic-leap-rival



3/ 
GLOBAL RETAIL 
NEWS & STORIES



Hybrid formats are settling in: The 
off and online experience united in 

physical shops



ZARA opens a new store that hosts the best of online and 
offline formats

The features available in the new store will bridge the gap 

between online and offline experience. 

Madrid hosts the biggest Zara located in the center of the city. 

The shop will be located in the iconic “Edificio España”  and be 

composed of four floors and an extension of 9000 square 

metres.

One of the features of this new shop is called "shop mode 

experience" which allows you to buy a garment through the 

App and pick it up in a period of 30 minutes at the location 

chosen in the App. 

Another novelty implemented by Ortega's group is the 

'Pay&Go' function, which will allow customers to get their 

favorite clothes by scanning them with their mobile phones. 

Like other Inditex shops, it will also incorporate self-checkout 

area which is enabling cashless shopping and makes it a real 

habit.

The objective of introducing these innovations into the stores is 

to fill the gap between online and offline experience as much 

as possible and make convenient shopping a priority.  Source: Antena 3  

https://www.retaildetail.eu/en/news/fashion/largest-zara-world

https://www.retaildetail.eu/en/news/fashion/largest-zara-world


IKEA tests virtual reality in shop to boost customer inspiration 

The company saves space and production costs to deliver a 

more immersive consumer experience. 

IKEA highlights how practical virtual reality can sometimes be. 

The brand has created an immersive  space in which products 

that are sold are not physically located in the store.

This is made possible thanks to the use of virtual reality 

designed so that not any helmet or glasses are required. 

Customers control the screens and the spaces they are seeing 

using a tablet through which they have access to different 

house environments: the kitchen, bedroom, living room, 

bathroom…The images are projected all around the walls. 

This initiative aims at helping customers to dive into their 

interior design project in a mega-realistic way and at giving 

room to other activities in stores.

Source: Furniture Today  

https://www.republik-retail.fr/experience-client/marketing-in-store/ikea-teste-la-realite-virtuelle-en-magasin-pour-doper-l-inspiration-des-clients-video.html

https://www.republik-retail.fr/experience-client/marketing-in-store/ikea-teste-la-realite-virtuelle-en-magasin-pour-doper-l-inspiration-des-clients-video.html


Harvey Nichols Hong Kong launches world first NFT retail 
space 

Harvey Nichols creates the world’s first NFT retail concept 

space. 

The store is located inside a luxury department store at the 

retailer’s Pacific Place store in Hong Kong.

The NFT collection includes CryptoPunks, Bored Ape Yacht 

Club, CloneX x Takashi Murakami, Azuki and Doodles. 

This initiative is interesting because for the first time NFTs are 

moving into the physical field.  

By bringing closer this NFT concept that is distant in nature and 

management to the consumer, makes it more accessible.  

Source: Insider Retail Asia

https://insideretail.asia/2022/04/21/harvey-nichols-hong-kong-launches-world-first-nft-retail-space/



Carrefour provides its consumers with more 

transparency by using blockchain technology on  its 

own organic products .

The origin of organic products is a matter of concern 

for consumers, who demand quality products that 

meet the expectations. This is not always the case .

Consumers will be able to access all product 

information by scanning the qr-code on its label. This 

way, they will know the origin of the product, its quality 

and get  a document certifying that the product is 

indeed organic. 

The retailer is the first to apply this technology to its 

own-brand organic products.

Carrefour applies blockchain to its own - brand organic 
products

https://www.lsa-conso.fr/carrefour-applique-la-blockchain-a-ses-produits-bio-de-marque-propre,408776#xtor=EPR-123&email=maxime.sabot@havas.com

Source: Carrefour

https://www.lsa-conso.fr/carrefour-applique-la-blockchain-a-ses-produits-bio-de-marque-propre,408776#xtor=EPR-123&email=maxime.sabot@havas.com


WHEN ENTERTAINING USER 
EXPERIENCE MEETS CSR 

TARGETS 



Ebay creates the platform “imperfects” in a bid to combat 
fashion waste

The marketplace hosts and sells garments that are almost 

perfect but do not pass quality controls. 

This platform offers clothes form retailers that cannot be sold 

due to a defect or manufacturing error. This way, customers will 

be able to purchase those items up to 60% off. 

The company launched this project on April 22, The Earth Day. 

This project is distinctive because of the sustainable objective 

behind it. The company was able to collect all the products of 

representative fashion brands that may still have value. it is also 

an action that makes sense for the budget at a time when 

purchasing power is a central issue throughout the world. 

Source: retail gazette  

https://www.retailgazette.co.uk/blog/2022/04/ebay-launches-imperfects-platform-to-save-almost-perfect-items-from-going-to-landfill/

https://www.retailgazette.co.uk/blog/2022/04/ebay-launches-imperfects-platform-to-save-almost-perfect-items-from-going-to-landfill/


Ikea & H&M team up together to offer products from local 

designers and artists. They seek out creative talents and 

foster selected artists within their walls.

They have decided to create an « Atelier100 » centre that will 

open its doors in May in the English city of London.  

The idea behind the project is to support British designers and 

small manufacturers and to become a place where creatives can 

meet and work.

The company will set up their creations, which will then be sold 

in the shop. In addition, participants will also receive training 

and advice from H&M and Ikea's technical teams.

IKEA&H&M open a centre to host artists and exhibit their 
work  

Source: Teknomers

https://www.retaildetail.eu/en/news/general/ikea-and-hm-team-hunt-new-creative-talent

https://www.retaildetail.eu/en/news/general/ikea-and-hm-team-hunt-new-creative-talent


Luxury retailer Selfridges creates a “quiet hour” for autistic 
people

In an effort to increase its social awareness and promote 

inclusive retailing, the group has thought about those 

groups of people who might feel overwhelmed in public 

spaces where everything goes fast, and where noise and 

crowds are bewildering for them.

To provide this social group space and dedicated time in 

accordance with their needs, Selfridges has started to remove 

music from all its shops for one hour a week and create a quiet 

atmosphere.

  

These kinds of inclusive actions are now present in companies’ 

corporative social commitments. More and more players and 

retailers are choosing to promote inclusion among employees 

as well as among consumers. 

Groups such as Carrefour or Tesco promote the integration of 

different social groups through volunteering, work contracts, 

donation of funds or the creation of events aimed at generating 

a common awareness on this matter.

Source: Fashion Network

https://www.retailgazette.co.uk/blog/2022/03/selfridges-to-create-a-calmer-environment-for-autistic-shoppers-with-new-quiet-hour/

https://www.retailgazette.co.uk/blog/2022/03/selfridges-to-create-a-calmer-environment-for-autistic-shoppers-with-new-quiet-hour/


METAVERSE BECOMES A NORM 
IN THE FASHION INDUSTRY CX 



Printemps follows the trend and takes the leap into the 
metaverse

Printemps is entering the world of web3 and launching 30 

NFTs on its first virtual shop. 

The company has immersed itself in this project with the help 

of USERADGENTS agency to imagine its very first 3D shop, 

which will be all about an immersive and complete virtual 

experience. 

Source: Mobile Marketing Association France

https://www.forbes.com/sites/stephaniehirschmiller/2022/04/11/printemps-builds-own-metaverse-and-partners-with-dressx/

https://www.forbes.com/sites/stephaniehirschmiller/2022/04/11/printemps-builds-own-metaverse-and-partners-with-dressx/


Lacoste extends the experience of the brand "Croco Island" 
on Minecraft 

For the launch of its exclusive Spring/Summer 2022 

collection, Lacoste has teamed up with the agency Atomic 

Digital Design  to promote a new activation that has been 

created on Instagram and is available since March 16.

Thanks to the use of "gamified augmented reality" the gamer 

is fully engaged and immersed in the Lacoste x Minecraft 

world. The rear camera opens to a brick wall like the one in the 

Minecraft universe, which acts as a door to Croco Island.

The augmented reality  enabled the Lacoste and Minecraft 

brands to offer a unique  experience  gathering both their 

audiences  and to generate new contacts by making this 

communication device accessible via Instagram.

Source: Minecraft

https://www.strategies.fr/actualites/marques/LQ148477C/croco-island-lile-de-lacoste-sur-minecraft.html?utm_source=newsletter&utm_medium=stratnews

https://www.strategies.fr/actualites/marques/LQ148477C/croco-island-lile-de-lacoste-sur-minecraft.html?utm_source=newsletter&utm_medium=stratnews


DKNY joins metaverse opening a digital store during the 
decentraland fashion week 

The brand showcased its virtual beauty products to present 

their Spring 2022 inspiration. 

Metaverse marketplace Renovi has given DKNY the 

opportunity to enter metaverse just at the perfect timing, while 

the Decentreland’s fashion Week was being celebrated . 

The number of companies joining this enormous digital 

platform “metaverse” which we are still discovering and 

learning to understand is growing at a fast pace. 

During the Fashion Week event, many brands teamed up with 

Renovi to get on the train and not fall behind. Some of them 

were Prive Porter, Charles & Keith among others.

Source: Skinvanders

 

https://www.retailgazette.co.uk/blog/2022/03/dkny-opens-digital-store-during-metaverse-fashion-week/

https://www.retailgazette.co.uk/blog/2022/03/dkny-opens-digital-store-during-metaverse-fashion-week/


VIRTUAL COMMERCE GOES WAY 
BEYOND CUSTOMER 

ENTERTAINMENT



Monoprix  goes after art and tech by creating and selling six 
limited edition digital works (NFT) 

The retailer got its inspiration in the “Musée des Arts 

Décoratifs”. 

After concluding its desire to invest in art and education, the 

company partnered with pastry chef Yazid Ichemrahen and 

designer Vincent Darré.  

The result turned out to be a cake that will only be sold in its 

digital form. The cake features the brand's famous logo and is 

available in 90 copies.

Companies are increasingly diversifying their commercial 

practices in order to access and attract the attention of a 

consumer who is constantly being stimulated by offers. 

Monoprix has decided to approach art and culture to promote 

its food business.

Source: LSA

https://siecledigital.fr/2022/04/06/web3-monoprix-met-en-vente-deux-collections-exclusives-de-nft/

https://siecledigital.fr/2022/04/06/web3-monoprix-met-en-vente-deux-collections-exclusives-de-nft/


Guerlain shows its commitment to the environment by 
launching a NFT collection dedicated to the protection of 
biodiversity 

On 19 April, a collection of 1828 NFT called “Reaverse” was 

put on sale to embody values in favor of the planet.

This sale is carried out to support the rewilding of 28 hectares 

of nature reserve in the Vallée de la Millière, led by Yann 

Arthus-Bertrand. The project receives the name of “In the name 

of Beauty” and symbolically coincides with the anniversary of 

the brand. 

This is not the brand’s first sustainable action. Guerlain is 

adapting its new tools to carry out new environmentally 

responsible products.

Source: Journal du Luxe

https://journalduluxe.fr/fr/beaute/reaverse-nft-guerlain-digital-environnement







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.



commerce
Contact: hcommerce@havas.com 


