
E-COMMERCE
REALIGNING FOR A DIGITAL-FIRST WORLD FOR HOLIDAY & BEYOND

Holiday 2020 - Benchmarks, Pivot Opportunities, Contingency Planning

CLASSROOMCLASSROOM

2021 - Strategy Realignment & Gap Assessment

Wrap-Up

Reprioritization of Technology Roadmap

ACTION FRAMEWORK
TLC 1: PART A



E-COMMERCE
PERSONAL LEADERSHIP, ORGANIZATIONAL EFFECTIVENESS, & TECHNOLOGY

Leading with an Agile Innovation Mindset

CLASSROOMCLASSROOM

Empower Advocates, Take Ownership & Rally Teams

Wrap-Up

Building Better Partnerships with Tech

ACTION FRAMEWORK
TLC 1: PART B



PARTNER OVERVIEW

Forter is the leader in e-commerce fraud prevention, processing over $200 billion in online commerce 
transactions and protecting over 750 million consumers globally from credit card fraud, account 
takeover, identity theft, and more. The company’s identity-based fraud prevention solution detects 
fraudulent activity in real-time, throughout all online consumer experiences.



PARTNER OVERVIEW & Q&A

Good things happen when you treat people as individuals. Lucidworks delivers AI-powered search 
and merchandising that lets you combine human expertise with machine learning to create 
personalized shopping experiences for each customer.

In your opinion, which recent trend in e-commerce is likely to stay relevant in the longer 
term?
Chatbot infused product discovery.  In the past, we used to ask the chatbot “where is my order” and 
“what are the store hours” which are easily handled by machines.  Recently we’ve seen these evolved 
machines support shoppers through the product discovery process, answering product specific 
questions and making recommendations.  This is the “personal” touch that the online shopping experience 
needs and will grow in adoption as the technology advances.

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
consumer industry more resilient?
Technology will become faster to develop, implement, and leverage by both shoppers and businesses.  
This acceleration in development in adoption will make it easier for shoppers to find products and make 
more confident purchase decisions and enable the industry to optimize their businesses.  Everything from 
manufacturing and supply chains to analytics and marketing will experience high-tech influence for the 
better.
A major output to the adoption of technology is efficiency and execution.  Incorporating AI into commerce 
product discovery has a long list of value add.  One of which is leveraging AI to assemble “complete the 
look” outfits in the fashion industry.  Models can be trained to have an “eye” for what looks good together.  
This creates a rich shopping experience driving higher conversions and average order value… without 
the need for merchandisers to manually curate. 

What are the key product features you are rolling out in 2020-2021 and why? 
1. SEM & SEO Features: eCommerce platforms need to extend and add value throughout the funnel, 

especially upstream of product discovery.  By keeping the signal and feedback data under one 
umbrella, it can be leveraged to improve the effectiveness of bringing traffic to the site and converting 
those sessions.  Driving more and highly qualified traffic to the site improves the top and bottom 
lines.  

2. Expanded Merchandising Capabilities: Merchandisers know the shoppers and assortment best and 
often have creative ways of matching up the two online.  We’ll provide merchandisers with in-depth 
contextual product performance along with the ability to easily experiment with different experiences.  
These new features will empower the merchandiser to not only create in-store experiences online, 
but also confidently present custom experiences based on data and creativity. 

3. Advanced Semantic Modelling: Commerce search engines are expected to draw relationships 
between a search query and product data, even if there is no linear indication… Said more simply, 
commerce search engines are expected to read minds.  We’re going to build that and make sure every 
shopper finds what they’re looking for, regardless of how they’re searching for it. 



PARTNER OVERVIEW & Q&A

Instnt is a fully managed AI-powered customer onboarding service for businesses, that provides 
a frictionless customer sign-up experience, with fraud liability indemnification and a guaranteed 
top-line revenue growth.

In your opinion, which recent trend in e-commerce is likely to stay relevant in the longer 
term?
3 trends have emerged in the past 6 months and will stay relevant in the longer term—
1. The Boom of Digital to Consumers (D2C): With the enforcement of lockdowns and social distancing, 

consumers were unable and unwilling to travel to brick-and-mortar stores. This shift has forced businesses 
to move online to be able to survive. As a result, D2C has increased, offline spending has decreased, 
and sellers are boosting investments in their online channels. Additionally, social media companies 
(Snapchat, Facebook, Instagram, and Pinterest) have all launched virtual marketplaces in hopes of 
capturing as much revenue as possible.

2. Social Commerce will just get bigger: The longer it takes to check out, the harder it is to close the 
sale. With e-commerce moving directly to social media platforms, that margin gets filled, positively 
impacting sales.

3. Contactless Payments: Now, people are less willing to pay with cash and cards, because it could 
be ‘a little close for comfort.’ Contactless payments received an unprecedented boost during the 
pandemic, seen by consumers as a cleaner way to pay in-store.

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
consumer industry more resilient?
• Ecommerce and POS integration: Retailers will need to sync both online and offline transactions, 

inventories, and promotions. 
• Machine Learning for demand forecasting: Optimizing demand forecasting systems with NLP and 

cascade models, short-term POS data, and recent data from external resources (exchange rates, 
market states, economic factors, and others), it’s possible to enhance demand forecasting accuracy.

• Augmented Reality Shopping: Because of the “try-before-you-buy” approach, augmented shopping 
is attracting customers by allowing them to interact with products online.

• Personalization through Data Science Technologies: DS and ML-powered engines can make personal 
recommendations to customers before they know what they want themselves. The recommendation 
engine collects information about similar customers and develops shopping profiles. Then, the 
system tailors call to action to specific users which speeds the buying experience along.

• Robotics and Automation: Robots, in conjunction with artificial intelligence, are expected to help 
retailers cut costs and improve store operations. Robots are well-suited for social distancing, which 
makes them the right solution during the pandemic.

What are the key product features you are rolling out in 2020-2021 and why? 
• A #singlesignup feature which will provide customers a frictionless experience and ensure they 

never have to fill out a form again.
• Gathering and using biometric data for identity verification which will provide a more accurate and 

secure customer verification. 



PARTNER OVERVIEW & Q&A

Metapack is the leading provider of eCommerce delivery management technology to global retailers 
and brands. We help retailers and brands expand into new markets at a global scale, generate brand 
loyalty and increase website conversion by providing an exceptional experience at every stage of the 
delivery journey. We offer a wide range of dynamic delivery services, from global order tracking to 
simplified return procedures, through the largest library of 500 carriers and 5,500 services.

In your opinion, which recent trend in e-commerce is likely to stay relevant in the longer 
term?
The Covid-19 pandemic of 2020 has essentially accelerated the adoption of eCommerce by up to five 
years in just a few months. This sudden change in consumer behavior has put extraordinary pressure on 
retailers as well as their suppliers (manufacturers, supply chain providers and parcel carriers). The impact 
of this surge in demand has gone beyond already stretched supply chains. Contact centers have also 
seen a significant increase in customer queries. One Metapack partner saw an increase of 300% almost 
overnight with nearly 40% of customer calls regarding order status. Retailers and brands have had to 
move quickly to improve their inventory sourcing, warehousing capacity, carrier parcel contracts and 
contact centers. We have also seen a marked acceleration in introducing the ability to ship from stores, 
where there is often excess inventory. 

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
consumer industry more resilient?
• Flexible delivery options: Making an accurate delivery promise on the product page and at checkout 

is an essential way of driving conversion and reducing basket abandonment and customer calls into 
the contact center.

• Flexible return policies: During lock down many retailers loosened their returns policies. This, 
combined with a surge in return volumes has compelled many to actively manage the returns 
experience. We have seen increased interest in our Returns Portal product, which allows self-service 
returns that enforce retailer return policies,encourage exchanges and make returns labels available on 
demand.

• Improved Tracking: Creating a compelling post-ship experience starts with tracking and notifications. 
Giving customers the capability to control their deliveries means fewer customer contacts and allows 
retailers to market to engaged consumers and drive repeat sales.

What are the key product features you are rolling out in 2020-2021 and why? 
One of the most powerful product enhancements we’re making to our suite of delivery management 
solutions is our direct External Parcel Integration (EPI) with Manhattan Associates, a leader in supply 
chain and omnichannel commerce technology. The new EPI directly connects Manhattan Associates’ 
warehouse management system (WMS) with our delivery management platform, providing retailers 
with seamless access to both services. In today’s retail environment, which has seen an accelerated shift 
from physical to online, retailers need to ensure they’re implementing scalable technology solutions 
as they adapt to the new landscape and future-proof their business. From access to Metapack’s label 
library to the optimization of warehouse operations, not only does the partnership allow retailers to 
meet their consumer delivery promise, it also provides retailers with the stability and confidence they 
need to grow their eCommerce operations.



PARTNER OVERVIEW & Q&A

A public-benefit corporation, Sezzle is the top-rated buy now, pay later solution that assumes all risk 
for extending and underwriting small-sized loans to consumers — allowing them to pay for them in four 
installments over six weeks.

In your opinion, which recent trend in e-commerce is likely to stay relevant in the longer 
term?
Given COVID and the rapid uptake in eComm, we have seen an accelerating adoption of Buy Now, Pay 
Later as a payment solution - Sezzle itself adding over 320,000 users in Q2. After a recent survey Sezzle 
ran with Jason Dorsey and the Center of Generational Kinetics, Dorsey predicted that 95% of all retailers 
will offer installments as a payment option by 2023. The need for interest-free installments and the lack 
of access to credit isn’t going away anytime soon.

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
consumer industry more resilient?
• In recent surveys we ran with Sezzle users, shoppers told us that they’re (rightfully) hesitant to get back 

to shopping malls - older generations feeling most hesitant; however, Gen-Z shoppers appeared to 
have the most desire among cohorts to get back to in-store retail - with limits. 

• Nearly 50% of Gen-Z respondents said that they would be much more likely to return to malls if 
contactless checkout was required. In the next couple of years--months even--retailers are likely to 
be mandated (certainly by shoppers, perhaps by legislative bodies) to implement technology and 
versatility into their payment methods before they can expect shoppers to return. 

• On the other hand, eCommerce retailers will start to see the frustration of shoppers who now lack 
access to the experience of brick-and-mortar. Technological innovation will become the most 
important means for brands to convey their story and deliver experiences that keep shoppers 
coming back to their stores, albeit through a screen. Innovative retailers that find the right solutions to 
overcome conventional blockers to eCommerce conversion will hold the golden ticket to eCommerce 
success.

What are the key product features you are rolling out in 2020-2021 and why? 
1. Sezzle Up: Following through on our mission of financial empowerment - allowing our users to build 
credit scores through positive payment behavior. Reinforces smart budgeting. 
2. Sezzle U: Provides financial literacy content to users. 
3. Sezzle Spend: A key to co-marketing, incentives users. 



THANK YOU TO OUR FOUNDING PARTNERS & FRIENDS

Foley Hoag provides innovative, strategic legal services to public, private and government 
clients across the globe. We have premier capabilities in the life sciences, healthcare, technology, 
energy, professional services and private funds fields, and in cross-border disputes. The diverse 
backgrounds, perspectives and experiences of the lawyers and staff contribute to the exceptional 
senior level service delivered to clients ranging from startups to multinational companies to 
sovereign states.

Rosenthal & Rosenthal (www.rosenthalinc.com) is the leading factoring, asset based lending 
and purchase order financing firm in the United States. Founded in 1938 by Imre J. Rosenthal, 
the firm is now led by the second and third generations of the Rosenthal family. As a privately 
held company, Rosenthal is committed to providing personalized service and flexible lending to 
clients across a broad range of industries. Rosenthal has offices in New York, California, Georgia 
and North Carolina. 

Zenni pioneered the online eyewear industry in 2003 with a mission to make prescription eyewear 
affordable and accessible to everyone. Based in the San Francisco Bay Area, Zenni offers men, 
women, and children the freedom to express their personal style and individuality through 
high-quality prescription and protective eyewear curated with a sense for fashion and incredible 
selection. With over 33 million frames sold worldwide, a pair of Zennis is owned in every country 
across the globe. Zenni is proud to be the Official Eyewear of the San Francisco 49ers, Boston Red 
Sox and Chicago Bulls. For more information, visit www.zenni.com or connect on Facebook, Twitter, 
Instagram or Pinterest.


