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Introduction
SONAE SIERRA’S INNOVATION OFFICE FOREWORD
In line with the program Keep Your Business Safe. Stay Online with Us, the Sierra Business Insights newsletter
showcases a collection of contents on business initiatives advanced by firms and entities present in different
geographical areas and from diverging activity backgrounds.
This selection aims at inspiring firms in drawing strategies of swift and simple implementation in order to mitigate the
impact of COVID-19 on their businesses.
The curated contents, edited by a Sonae Sierra team in collaboration with the consultancy firm Return On Ideas
(www.roi.pt), are available, in their newsletter format, at www.sonaesierra.com.
Until the end of May, you can expect a weekly update to be published in English, Portuguese and Spanish.
What ensues will also depend on you.
Keep Safe. Stay Online with us.
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In-store social distancing monitoring
INDYME

WATCH!

RETAIL | TECH | US | PRODUCT INNOVATION

Indyme, a shopper engagement and loss prevention tools company based in San Diego (US) has
recently announced the launch of SmartDome, a technological solution designed for essential
categories that remain open and to, later, support the reopening stage of various retail sectors with the
imposed social distancing measures.
Working in similar fashion to a security camera, this device generates real-time information on foot
traffic and congestion inside stores in order to monitor social distance levels and communicate
infractions in regard to the defined measures.
New technological developments that actively change the physical consumption experience, as for
instance contactless and/or cashierless solutions, will ramp up in scale as the minimazation of
human interactions and contact will be a critical factor to ensure in the reopening of several
economies after their emergency state.

SO WHAT?
✓

Even with the reopening of several businesses, the “return to normality” will be marked by a consumer
driven by health and hygienic concerns

✓

Risk alghortims will be equated in their visits to commercial spaces, valuing security above “experience”

✓

There are several infrastructural and technological solutions that can be incorporated in the physical
sales channel to ensure an adequate positioning towards these new consumer behaviours
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Drive-thru formats applied to different categories
KOHL’S

WATCH!

RETAIL | US | OFFER INNOVATION

In early April, Kohl’s recreated its click&collect offer, conditioned by the temporary closure of its
points-of-sale to the public, with the introduction of a new Drive-Thru service, Drive Up + Pop Your
Trunk, that ensures the limitation of interactions between staff and clients alike.
Eligible for beauty, fashion, home and child products, the North-American department stores chain
provides consumers the option to travel to the temporary closed stores in order to collect their
purchases without having to leave their vehicle. After an order is verified and a client signals his arrival
a staff-member will meet him in the assigned parking space and place the items purchased in the
trunk or back-seat of the car.
In similar fashion, we also witness in Health Walgreens extending this drive-thru options to the vast
majority of pharmaceutical products that do not require prescription and in electronics and
technological products with ´Worten Drive Thru´ set-up for the brand’s stores that remain open in
Portugal.

SO WHAT?
✓

In this social distancing reality, this is a concept that can be tailored by various commercial spaces and
brand aggregators that have the necessary infrastructure to ensure a well-functioning vehicle workflow

✓

Brands in almost all categories should consider the ways in which they can innovate their physical
experience and incorporate O2O (online-to-offline) models in line with the necessities of their postquarantine clientele
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FMCG brands reinforce ´Direct-to-Consumer´ operations
SUMOL + COMPAL

WATCH!

FMCG | PORTUGAL | CHANNEL INNOVATION

Throughout the last few weeks, there have been several initiatives undertook by beverage brands
and FMCGs (fast-moving consumer goods), to establish a digital sales channel and/or partner up
with logistics operators that ensure home-delivery models, in order to mitigate the impact of the
closure of the usual points of contact with consumers.
Such is the case for Seame group that launched an online wine store, for Lisbon Beer Department that
set-up a delivery offer of beer packs with various artisanal beer brands and Delta which incorporated all
the groups brands in its virtual store. In this space we highlight Saborista, the already existing digital
channel of Sumol + Compal group, that recently reformulated its offer, ensuring its own distribution
network in Lisbon and Porto and leveraging relevant promotions, exclusive products and free-delivery
on orders above 20€.
Beyond the usual juices, the site also showcases the large collection of the groups brands, from nonalchoolic beverages to beers and grocery products, thus positioning itself, more than a normal DTC
(direct-to-consumer) sales channel, as a marketplace that can be an interesting alternative to existing
supermarket and groceries online concepts.

SO WHAT?
✓

The creation of home-delivery and e-commerce models have become an essential feature for brands
largely impacted by the closure of their consumer touchpoints

✓

There are several aggregator solutions that can serve as new stages for brands to communicate and
build their offers in a digital space

✓

A DTC strategy ensures the ability of FMCGs to (i) communicate with adequate messages and channels
(ii) supply in the locations where their consumer is present (iii) build-up consumer knowledge, without
depending on the structure and information provided by third-parties
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Personal stylist at-home during the lockdown
JOHN LEWIS

WATCH!

FASHION | UK | OFFER INNOVATION

To meet consumer needs during their confinement, John Lewis, the premium department stores brand
in the UK, adapted its in-store assistance services to a new digital front.
The initiative provides the possibility for clients to book free consultations, through a
videoconferencing system, with the retailer’s specialists in order to receive the needed advice as
well as receive a personalized post-session document detailing all that was discussed in terms of
topics, ideas generated and purchasing wishlists.

The first launch of this digital service was directed towards the chain’s fashion consumers enabling
them to book, via instagram, a personal consultation with stylists from John Lewis Style Studios in
order to streamline the various wardrobe and outfit decisions. Nevertheless the service is already
available on a range of different themes related to the categories in which the retailer is present –
sports, décor, technology products, nutrition, …

SO WHAT?
✓

Brands will have to continue fostering close-proximity relations with their clients

✓

Communicational and Commercial interactions can be replicated with videoconferencing tools, with the
support of specialists, ensuring personalized consumer assistance functions

✓

Through these hyper-proximity formats, brands will have the opportunity to get to know and advise
their consumers over which products best suit their needs on a broad range of categories
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Large stores reshapping due to imposed measures
CECONOMY

WATCJ!

ELECTRONICS & CULTURE | GERMANY | CONSUMER EXPERIENCE

In Germany, with the “return to normality” after the declared end of the lockdown phase, the
government instituted a series of social distancing measures that will significantly impact the
consumption experience in a stage-by-stage reopening of the several economic sectors.

X

While the definitive roll-out plan for several businesses is still not set in stone, largely due to pandemic
concerns that can, if aggravated, retrograde the country back into confinement and force authorities
into re-planning efforts, on the 20th of April several stores, from different categories, under 800
sq.meters were allowed to re-open as well as other businesses such as auto-dealers, bookstores and
furniture stores (on the 22nd) regardless of their size as long as they meet the imposed health safety
requirements.
Due to enforced measures at this stage of re-opening, several key retailers, in their traditional
flagship formats, will have to explore possible solutions to ensure they meet the cut. In this regard,
the CECONOMY’s electronics chains, Saturn and Mediamarkt, cornered off a smaller sales area to
meet the space requirements, with the rest of the store being separated and used solely as a “backoffice” for staff to pick-up and bring consumer products to the storefront.

SO WHAT?
✓

Whilst not explicit, the case showed that it won’t be governments dictating the return of in-store sales
levels but consumers which will remain reluctant in visiting commercial spaces anytime soon. Digital
presence will, thus, continue being essential for brands
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New Omnichannel solutions in supermarkets
REWE

WATCH

GROCERIES | GERMANY | CHANNEL INNOVATION

Rewe has expanded its recent click&collect service to deal with the increased demand in the sector and
the pressure placed on the german supermarket chain home-delivery options.
Until the end of April, the group plans to install pick-up points, temporary and permanent, in 700 of
its locations, where consumers will be able to collect their online orders (the pop-up spaces will be in
effect for the next 6 months).
Additionally, in line with the overhauled omnichannel strategy to distribute its digital and physical
demand streams, the chain is also planning to accelerate the upcoming installation of zero-contact
pick-up points given the necessary social distancing in-store configurations that will be essential to
comply with the enforced measures and mitigate their impact on sales levels.

SO WHAT?
✓

Brands will have to keep investing in their online channels, at a time where the level and quality of
service will be increasingly crucial to ensure consumer loyalty and acquisition

✓

Due to the increased demand for e-commerce, this effort will also mean exploring new home-delivery
and collection models that safeguard value chains resilience

✓

Physical spaces can also be re-designed on top of omnichannel concepts, adding a relevant logistics
layer to the traditional sales channel
© Sonae Sierra & Return On Ideas
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Food retail chains adding entertainment contents
NORTHGATE MARKET

WATCH!

GROCERIES | LEISURE & CONTENTS | US | CHANNEL INNOVATION

In the US, various grocery and other food retail concepts that cater to specific market niches have
witnesses a loss in the sense of community and in their in-store personalized service, inherent to
these players, due to the “survival mode” that currently governs the physical and digital
consumption experience.
To mitigate this impact on one of the core tenets of their value proposition, retailers such as
Northgate (Gonzalez) Market in Los Angeles and Jungle Jims in Ohio, amongst others, are looking to
add a layer of digital contents to engage their clients in this pandemic environment.
The former, an Hispanic chain, does it through the launch of a bilingual platform, Stay-at-Home
Solutions, where it publishes recipes, DIY ideias and other activities for entertaining families currently
under confinement and the latter, Jungle Jims, wants to provide its customers with a behind-thescenes view on the brands and market’s physical spaces creation process as well as other culinaryrelated experiences using Facebook’s streaming functionality to conduct a series of events and Q&As
with the founder and other involved professionals.

SO WHAT?
✓

New entertainment and content formats can be an accessible solution to foster proximity to clients
given that in-store experience will remain highly conditioned by hygienic restrictions

✓

Values such as transparency and trust should now be levered in light of a consumer more open to
experimentation and willing to know new brands
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The return of drive-in cinemas
PARK DONG JU

WATCH

LEISURE & CONTENTS | SOUTH KOREA | CONSUMER EXPERIENCE

In South Korea, Drive-In Cinemas have been gaining relevance as a safe temporary entertainment
solution at a time when the population cannot enjoy theatres, shows and other collective leisure
options due to the set pandemic restrictions.
In Park Dong-Ju’s drive-in, where audiences can watch a movie in the comfort of their cars parked in
front of a large outdoor screen, ticket sales have been growing exponentially throughout the last few
weeks and parking spaces have been sold out nearly every weekend since the social isolation
measures have been put into effect.
Not withstanding the fact that this is, in its nature, a temporary solution of an industry for which the
“drive-in” format has been in decline since the 60s we also witness the resurgence of this trend in
other geographies such as Essen in Germany and in several locations in the US.

SO WHAT?
✓

These will be the possible paths through which new public entertainment offers can be built with the
needed social distancing requirements, at a time when social gatherings will, expectably, remain
restricted until the end of summer

✓

This approach is also one that can be collaboratively explored by brands and entities in order to
continue communicating and building cross-selling offers in the realm of culture and entertainment
during the upcoming social distancing phase
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