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Introduction

By prioritizing the strategic 
opportunities below, retailers can 
stay ahead of the competition in 
a post-Covid world.

• Make data-driven decisions
• Deliver digital-first experiences
• Identify and convert new 

customers
• Drive long-term loyalty

Covid-19 accelerated the retail shift to digital 
by about two years, leading to unprecedented 
challenges and opportunities.1 

As physical channels suffered from decreased 
foot traffic and countless store closures, many 
retailers increased their online presence to recoup 
lost revenues and meet consumer demand. In 
2020, $900 billion was incrementally spent online 
on retail goods and services around the globe. 
Roughly 20%-30% of that digital shift will be 
permanent.1

As the pandemic subsides, retailers must continue 
to monitor the rapidly changing landscape and 
step up to consumers’ rising expectations. 
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Make Data-
Driven Decisions

Use a diverse range of data. Consumers are willing to pay more for retailers 
that respond to their needs in real time. Although 
retailers today have better access to data and 
sophisticated analytical tools than before, many 
still struggle to turn data into action. In fact, 
26% of retailers view insufficient data and a lack 
of actionable insights as one of their biggest 
challenges, which is more than other industries.2 
Retailers should look to drive more data-driven 
decisions by leveraging external data, measuring 
the impact of each decision and scaling their 
investments in real time. 

Leverage external data to reveal key business 
opportunities 

Access to external data unlocks untapped 
opportunities for retailers. For example, market 
intelligence enables retailers to contextualize their 
performance against key industry sectors, act on 
differences in consumer buying trends at granular 
geographic levels and capitalize on channel shifts 
in consumer spending. With all the benefits 
external data offers, it’s no surprise that 97% of 
innovation leaders incorporate both internal and 
external data insights into their decision making.2 

“ We’re living in a remarkable 
time when it comes to 
technology and the amount 
of information available to 
us to make decisions. We 
have an analytics team that 
studies our performance 
across different categories, 
and we carefully balance that 
with our own intuition and 
direct customer feedback. 
At the end of the day, we 
want every decision we make 
to be the right one for our 
customers and our team—
and that will always require 
a variety of perspectives and 
input.”

Johnny Morris,  
Founder and CEO, Bass Pro Shops3 
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Use predictive analytics to measure the impact of each decision 

In order to optimize decision making, retailers must understand 
the incremental impact of each investment. Ninety-six percent of 
innovation leaders are able to tie customer experience investments 
to business outcomes.2 By analyzing massive data sets using 
advanced predictive analytics, retailers can understand the business 
impact of their investments and identify which aspects worked 
best with which types of customers or markets. Answering these 
important questions enables retailers to maximize the ROI of their 
investments by targeting the right markets and customers. 

Turn insights into action at scale and in real time 

The ability to seamlessly transform insights into optimized actions 
is a key differentiator for retailers. Manually translating analytical 
results into each personalized touch point and strategic initiative 
prevents retailers from effectively scaling their investments. 
Retailers should leverage a single, streamlined engine to 
continuously and automatically ideate, test, measure, optimize, and 
scale personalized campaigns and business initiatives.

of innovation leaders 
are able to tie 
customer experience 
investments to 
business outcomes.2

96%
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Success Story: 
Southeastern Grocers leveraged Test & Learn® to optimize 
a BI-LO store remodel program.

In the context of a fiercely competitive environment, Southeastern 
Grocers invested in remodeling its stores to improve the shopper 
experience and increase store traffic. To get the most out of its 
store remodel strategy, the grocer wanted to understand where 
the remodels were most effective and which locations should be 
selected for future investments. 

Southeastern Grocers used Test & Learn® to measure and optimize 
its store remodel strategy.

Test & Learn® provided the grocer with several key benefits:

• Enhanced Accuracy: Test & Learn’s proprietary, customized 
control matching enabled Southeastern Grocers to eliminate bias 
between test and control stores to get a clean read of results.

• Speed & Efficiency: With Test & Learn, Southeastern Grocers was 
able to analyze and optimize its remodel program several times 
faster than it would have been able to with its previous analytic 
methods.

• Flexible Insights: Southeastern Grocers could flexibly break out 
test results, allowing them to understand how impact varied by 
the type of store or market.

• Dedicated Support: The grocer had a dedicated client services 
team to help implement best practices for analyzing business 
experiments and provide industry expertise.

Test & Learn® automatically scanned hundreds of attributes to 
identify the strongest drivers of performance. The software then 
combined these drivers into a predictive model to identify top 
locations for future remodels.

Southeastern Grocers leveraged the model to reevaluate six recent 
remodels that had not been included in the original analysis and 
identify five additional stores for future remodels. By targeting 
store remodels using Test & Learn® recommendations, Southeastern 
Grocers could drive over $7 million in incremental revenue from 
these changes alone. The insights from this remodel analysis 
informed future remodel pipeline prioritization.
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Consumers want a seamless and high-
tech experience for both in-store and online 
interactions. Sixty-eight percent of consumers 
are more likely to prefer brands that offer a 
convenient and easy digital experience.2 In order 
to meet consumers’ expectations, retailers must 
invest in the latest technology. Nearly two-thirds 
of consumers say businesses that adopt newer, 
more advanced technologies and innovations 
provide a better customer experience.2

Many retailers understand that gaining a 
competitive edge in an increasingly digital 
world will require them to beef up their digital 
capabilities. Fifty-six percent of retailers have 
invested in mobile apps, 42% in omnichannel 
and 28% in contactless payments.2 As retailers 
continue to reinvent the shopping experience, 
these three strategies should remain top of mind.

Link the physical and digital 

Before the pandemic, physical channels granted 
many retailers with a competitive advantage 
by providing unique in-store experiences and 
customer service. However, the shift to digital 
has eliminated several barriers to entry and 
expanded competition to small businesses and 
retailers across borders. Retailers with a physical 
presence should leverage immersive virtual 
stores to upgrade their digital channels. Virtual 
stores enable retailers to bring the interaction 
of physical stores into the e-commerce channel 
by providing digital shoppers with an interactive 
online experience that closely mirrors the flagship 
retail brand.

Deliver Digital-
First Experiences

Reimagine the online experience.

“ The pandemic is having 
a massive impact on 
innovation, spawning 
entrepreneurship in hundreds 
of ways to respond to the 
disruption and change in 
consumer behavior. In retail, 
the consumer will crave 
and demand that their 
experiential shopping shifts 
online, which will put pressure 
on e-commerce players 
to invest in completely 
reinventing online shopping.”

Mariam Naficy,  
Founder and CEO, Minted LLC5
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Expand into touchless channels 

Covid-19 has increased consumers’ demand for touchless 
interactions. As a result, retailers should look to enhance the 
shopping experience by creating unattended store formats 
that offer a frictionless, low-touch customer journey. Retailers 
can stand up these stores in non-traditional locations including 
office environments, universities, residential properties, malls 
and stadiums to reach new types of shoppers.

Support contactless transactions

Seventy-nine percent of consumers worldwide are using 
contactless payments.4 Contactless payments continue to 
gain traction for many benefits, including security, speed, 
convenience and cleanliness. Given this shift in consumer 
behavior, retailers should launch, manage and optimize this 
payment method.

of consumers 
worldwide are using 
contactless payments.4

79%
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Success Story: 
Shop Anywhere enables touchless interactions, which 
consumers want more than ever.

The Shop Anywhere platform, supported by artificial intelligence 
(AI) and computer vision technology partner Accel Robotics, 
enables retailers to create simple, personalized shopping 
experiences in stores based on consumers’ needs and without 
compromising privacy. 

The Shop Anywhere platform improves the speed of the 
shopper journey by eliminating existing points of friction through 
robust inventory and participating shopper analytics – offering 
consumers no wait, no checkout lines, and secure payments. 
Shop Anywhere can also give shoppers access to stores outside 
of normal opening hours if selected by the retailer, in addition to 
unique and exclusive merchandise. 

Shop Anywhere can be deployed across a range of physical spaces, 
such as shopping malls, airports, grocery stores and apparel 
outlets. Mastercard is rolling out live pilots of the Shop Anywhere 
platform with several retail partners:

• Circle K is launching at-the-pump and in-store frictionless 
experiences for its consumers, enabling them to efficiently grab-
and-go snacks and drinks at select U.S. and Canadian locations.

• Delaware North, a global hospitality company operating at 
sports and entertainment venues, national parks, destination 
restaurants and resorts, airports and regional casinos, is 
deploying standalone, frictionless food and drink stores 
powered by the Mastercard solution.

• At a Dunkin’ restaurant testing the technology, customers can 
approach the store environment and pick up their coffee and 
donuts – walking away without any face-to-face interaction. 

“ With the health and safety of our guests and employees being 
our top priority in the pandemic and as part of our ongoing 
commitment to innovation, Delaware North has turned to a 
well-recognized industry leader in Mastercard to help us deliver 
a frictionless, safe and secure experience for our guests. With 
a great partner like Mastercard, we’re excited to activate this 
new contactless capability this fall at select Delaware North 
Sportservice locations.” 

- Jeff Wilkinson,  
Chief Information Officer, Delaware North, August 2020



10The Retailer’s Guide to Success through Covid Recovery

One of the biggest challenges facing retailers is 
reaching and acquiring consumers in the most 
efficient and effective way. Consumers are hit 
with waves of messages and offers every day, 
so it’s difficult to break through that noise and 
connect in the right way.

Retailers can differentiate their customer 
acquisition strategy by delivering a superior 
customer experience. However, the pandemic has 
constrained budgets and only 18% of retailers 
are applying resources to enhance their customer 
experience towards their acquisition efforts.2

By following this five-step approach, retailers can 
deliver highly effective acquisition campaigns that 
elevate the customer experience.  

Step 1: Establish a strategic objective

• What are your business and marketing goals?

• What does the campaign need to deliver?

Step 2: Define the right offers, audiences and 
channels by leveraging internal and external data

• What offers will work best and with which 
customer segments?

• Which channels (email, direct mail, social 
media, etc.) should deliver the offers?

Identify and 
Convert New 
Customers

Meet customers where they are.

“ Having this ability to 
listen and react quickly is 
something we’ve been doing 
for a decade and has been 
enormously helpful, especially 
in 2020 and into this year, 
in delivering an experience 
curated for each individual 
and right for the context of 
their lives, even when that 
context is rapidly changing.”

Katrina Lake,  
Founder and CEO, Stitch Fix Inc.5
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Step 3: Leverage omnichannel marketing capabilities to quickly 
execute new outreach tactics

• How can we develop compelling creatives that reflect the brand’s 
values?

• When should offers be deployed through the selected channels?

Step 4: Accurately measure the campaign’s results

• What is the overall incremental impact of the campaign?

• Which aspects of the campaign work best and which types 
of customers or markets changed their behavior due to the 
campaign?

Step 5: Optimize performance by incorporating learnings into each 
subsequent campaign

• What are the strongest performance drivers?

• How can we target rollout to maximize profitability?

Five Step Approach

1. Establish the 
Objective 

2. Define the 
Approach 

3. Execute Across 
Channels 

4. Measure the 
Results 

5. Optimize 
Performance
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Success Story: 
A department store collaborated with Mastercard 
Managed Services to identify and convert new customer 
opportunities into retail customers.

A department store wanted to grow revenues by acquiring new 
customers. However, the department store lacked the capabilities 
necessary to identify and convert high value customer segments. 

Managed Services used Mastercard’s anonymized and aggregated 
transaction data as well as third-party data to develop a digital 
acquisition campaign on the Smart Zones platform. Unlike cookie-
based tracking, Smart Zones, a patented technology for audience 
targeting, uses IP targeting to identify an audience’s attributes 
and link the audience to their corresponding homes, businesses 
and devices. 

The campaign drove new customer sign-ups and provided the 
client with significant learnings across several key areas:

• Delivering ads on mobile devices resulted in a much higher 
purchasing rate than ads delivered on desktop, leading to a 
greater focus on mobile media spend. 

• Identifying and targeting the best performing customer 
segments enabled the store to shift media funds accordingly 
and drive greater ROI. 

• Understanding the impact of the holiday season enabled the 
store to ramp up media spend around that time frame to 
increase reach and entice prospects. 

By collaborating with Managed Services, the client was able to 
identify the right customer segments and increase purchases and 
revenue. The campaign drove 31 million total impressions across 
multiple target audiences and 20,000 total clicks. The campaign 
saw a 25 to 1 return on ad spend and $3.8 million in total 
incremental revenue.
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Loyalty is about more than dollars and points - it’s 
about going beyond transactions to build brand 
affinity. Brand affinity involves developing an 
emotional connection with customers through 
best-in-class customer experiences. In fact, 
68% of consumers feel emotionally connected 
to a brand when it delivers a good customer 
experience, and 70% say they are more likely to 
buy from brands that provide a great customer 
experience.2

Despite the clear connection between the 
customer experience and brand affinity, 45% of 
retailers believe their customer experience has 
suffered during the pandemic.2 In order to bolster 
engagement and long-term loyalty, retailers can 
take the following actions to deliver smarter, 
better consumer interactions.

Develop a customer loyalty strategy

Investing in a customer loyalty strategy is critical 
for thriving in an increasingly competitive industry. 
Retailers should deliver a differentiated loyalty 
program by combining classic loyalty techniques, 
such as points and tiers, with revolutionary ‘below 
the line’ thinking, tactics and tools.

Drive Long-Term 
Loyalty

Reward your customers.

“ Today’s consumers 
don’t necessarily need 
to receive something 
physical or tangible to 
feel rewarded. Your best 
customers want some kind 
of acknowledgment that 
they are indeed your best 
customers. Rewards are 
a component for driving 
customer loyalty because it 
makes them feel special and 
recognized by the companies 
they buy from.” 

Erin Warren,  
General Manager of the Rakuten  

In Store Network6
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Deliver personalized offers and experiences 

Retailers can deliver personalized offers and experiences by 
leveraging first-party data. This data provides business units across 
the company with a deeper understanding of customer behavior, 
which in turn empowers marketing, customer service, and in-store 
staff to deliver smarter and more personalized interactions. To 
motivate valuable behaviors across the customer journey, retailers 
should deploy closed-loop personalized offers through promotional 
campaigns, reward stores, tier behavior rules and more.

Use a campaign management hub

Orchestrate campaigns with ease by leveraging a powerful 
campaign management hub. These tools enable retailers to 
automate the creation and execution of personalized loyalty 
programs. Additionally, retailers can benefit from increased 
message impact and velocity, while simultaneously reducing 
campaign creation time and resource expenses.

of consumers feel 
emotionally connected 
to a brand when 
it delivers a good 
customer experience.2

68%
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Success Story: 
A specialty retailer used SessionM to drive greater 
customer engagement and spend.

A specialty retailer with over 50 stores wanted to enhance 
their engagement strategies and grow new revenues. However, 
the retailer lacked the technology and expertise to deliver the 
personalized, omnichannel experiences consumers favor.

By leveraging key SessionM capabilities, the retailer was able to:

• Create behavioral-based segmentations to reach specific 
groups of loyalty members with relevant offers, campaigns and 
messaging.

• Provide a seamless customer experience by integrating the 
website, app and in-store POS systems.

• Deliver personalized benefits to co-brand cardholders with a 
tender-neutral rewards program.

• Unify first-party data on consumer behavior and preferences to 
unlock opportunities to increase basket size and cross sell into 
other product categories.

The retailer drove impressive results by leveraging the SessionM 
platform. Eighty-one percent of members transacted in the first 
year and more than half of all members transacted at least six 
times. The loyalty program provided over 5.6 million offers during 
that time and generated over $700 million in revenue. Overall, 
SessionM enabled the retailer to achieve their goals by driving 
greater customer engagement and spend.
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Mastercard is uniquely positioned to empower retailers’ 
personalized connection to customers, backed by a 
suite of digital solutions and analytical platforms to 
maximize value.

With more than 2,200 clients in over 120 countries, 
Mastercard has been delivering data insights, 
platform technology and industry expertise for 
decades. Mastercard’s unique full-service capabilities 
combine conceptual design, innovation and on-site 
implementation with aggregated and anonymized 
transaction insights and big data analytics. Some of 
the largest and most well-respected retailers tap into 
this expertise daily.

Visit mastercardservices.com or contact your 
Mastercard account representative to learn more.

1. Commerce E-volution, 2021.
2. Harvard Business Review Analytic Services Surveys, September 2020 and 

October 2020. Analysis by Mastercard.
3. The CEO’s Innovation Playbook, 2020.
4. Mastercard Survey of 17,000 consumers in 19 countries worldwide, April 2020.
5. The CEO Story: Innovating from Crisis to Recovery, 2021.
6. Beyond Rewards: Raising the Bar on Customer Loyalty, 2019. 

About 
Mastercard

http://mastercardservices.com
https://www.mastercardservices.com/en/recovery-insights/commerce-e-volution
https://www.mastercardservices.com/en/expert-insights/ceos-innovation-playbook
https://www.mastercard.com/news/press/press-releases/2020/april/mastercard-study-shows-consumers-globally-make-the-move-to-contactless-payments-for-everyday-purchases-seeking-touch-free-payment-experiences/
https://www.mastercardservices.com/en/expert-insights/become-2021-global-innovation-reports
https://www.mastercardservices.com/en/expert-insights/beyond-rewards-raising-bar-customer-loyalty
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