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VIRTUAL EVENT WITH EXPERTS FROM EVERY CORNER OF THE RETAIL INDUSTRY



The National Retail Federation has been 
representing the retail industry for over a 

century. The passion for retail makes NRF one 
of the best events to find trends, inspiration, 

ideas, and insights on the industry. 
 

NRF Retail Converge 2021 took place from 21 to 
25 June in a virtual format and offered a deep 
understanding of multiple specialties within 

the retail industry. With a full five-day agenda, 
the event provided the participants with great 
knowledge in areas, such as corporate strategy 
leadership, costumer experience, cybersecurity, 
eCommerce, Marketing, supply Chain logistics, 

tech/ It and store Operations.

The future is here already and, if you want to 
be part of it, you will need to see, think and act 
differently towards the market. Will you join us 

in this journey?  
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WE VOQERS DO BELIEVE IN FEELINGS 
TO PROVOKE MEANINGFUL 
EXPERIENCES AND EMOTIONS. 

In the times we are living in, made us 
realize even more how feelings generated 
by social media can be ephemeral. 
Creating a space for brands in the online 
conversations where their consumers are, 
has never been so important. From this 
event we got some new tools, insights 
and inspirations that will certainly fuel 
our expertise to bring brands closer to 
their audience.  

What we loved:
/  The inspiring and rich discussions on 
the retail industry 
/  The simplicity and effectiveness of the 
platform
/  The content on demand available from 
day one
/  The separations by theme on the 
“Tracks” tab 
/  The speakers line up, their inspiring 
speeches and great knowledge 

What we didn’t like that much:
/  The lack of subtitles for the sessions. 
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Take a deep 
(but quick) 

immersive dive 
through the 

sessions 
with us
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SESSIONS INDEX
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JUNE  21st SESSIONS
Retail’s future outlook after a challenging year
Business in rebound: Lining up opportunities for 2022 and 
beyond with Valerie Jarrett 
After the great accelerator: Research tells us what customers 
want from the new physical store 
The pursuit of a diverse and inclusive workplace

JUNE  22nd SESSIONS
Keeping data secure in a virtual world
TikTok – the phenomenon that is, and how to make it work 
for retailers and brands: Hollister and Kate Spade New York 
case study
Transformations in sustainability 
From SHEcession to SHEcovery: The comeback of women in 
the workplace 
Reimagining the store operations using AI computer vision 
produced by Belive 

JUNE  23rd SESSIONS
Digital transformation: Blurring the physical and digital worlds 
Technology leadership vision: CIO/CTO challenges and 
opportunities in an accelerated world 
Circular economy/sustainability: Ushering in the era of 
responsible retailing 
Why it’s time to do a workforce mental health check-up 
On-demand delivery: How fast is fast enough? 
Digital payment innovations driving consumer spending

JUNE  24th SESSIONS
Unpacking Gen Z’s POV on shopping, brands and education 
The evolution of eCommerce: How brands are evolving 
eCommerce models to adapt to consumers’ changing 
lifestyles

JUNE  25th SESSIONS
Hacking diversity: How to retain talent when change is the 
only constant Digitizing fashion: Enhancing supply chains and 
improving sustainability through technology
Digitizing fashion: Enhancing supply chains and improving 
sustainability through technology 
Five supply chain trends to watch 
Direct-to-Consumer: Strategies for a new digital world and 
ever-evolving consumer 
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Retail’s future outlook 
after a challenging year 

Qurate Retail, Inc. President and CEO, and NRF Chairman, Mike 
George gives an overlook at the past six months as the world begins 
to recover from a year of unprecedented disruption and what is the 
current landscape for the industry.  

“Physical retail will need to continue to evolve, continue to 
add digital components and digital connections.” 

Mike George, Qurate President and CEO 

/    Despite been heavily impacted by the 
pandemic, retail: 

/    directly employees 32 million people 
and supports 52 million American jobs 
/    is the backbone of the American 
economy  
/    sales grew almost 7% in 2020 

/    NRF forecasts retail sales will increase 10.5% 
– 13.5% this year. The outlook for 2021 is one of 
vaccination, economic recovery and growth 
and NRF anticipates the fastest economic 
growth in over three decades 

/    The pandemic accelerated consumers 
trends and shifted preferences to all things 
health-related.  

/    During the pandemic, consumers embraced 
new ways to shop and that trend will continue. 
But we are seeing a huge demand for physical 
shopping. NRF foresees that 80% of the 
purchases will take place in shops in the post 
pandemic period.  

/    Physical retail will need to continue to 
evolve, continue to add digital components 
and digital connections. 

/    Retal will adapt to meet consumers’ 
demand. All investments in retail will need to 
be consumer focused, data driven, constantly 
measured, tested, refined, expended.  

/    Retail will face ongoing industry challenges, 
such as: loss prevention, cybersecurity, supply 
chain disruption, labor shortage. 

/    The retail industry must focus its efforts to 
create a more diverse, equitable and inclusive 
environment for our employees, customers, 
supplier partners, and communities.  
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Mike George
Qurate President and CEO 
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Business in rebound: Lining up 
opportunities for 2022 and beyond 
with Valerie Jarrett 

Consumer spending is poised to lift US GDP and play a major role 
within the Biden Administration’s Build Back Better platform. 
The keynote session with Valerie Jarrett explores trade impacts, 
key economic levers, and monetary policy under the new Biden 
Administration.  

“Consumers look to brands to stand for something, to 
express a perspective, and they want to be associated with 
brands that share a certain set of values.” 

Valerie Jarrett, Former Senior Advisor to President Obama, Obama Administration

/    The challenge that Biden is facing is that 
consumers are losing their jobs, they are not 
leaving their houses, they are not shopping as 
much, and, a result of this, many businesses 
closed. He is facing a pandemic and trying to 
bring money into the hands of the consumers. 
 
/    Part of the challenge is getting the right 
message out to the American people and 
businesses, so they can make informed 
decisions about whether the politicians are 
making decisions for their best interests. 

/    Consumers look to brands to stand for 
something, to express a perspective, and they 
want to be associated with brands that share a 
certain set of values.  

/    The younger generations of consumers are 
more likely to shop their values than the older 
generations. And they make their decision 
to choose not only where to shop, but also 
where to work, and that creates a pressure on 
business leaders.  

/    We are seeing positive movement in terms 
of activism and it is a result of pressure from 
both the workforce and the customers. But 
also, a sense that there is a void out there and 
business leaders who care that our democracy 
is strong feel that they have to step into the 
void.  

/    Diverse teams perform better than 
homogenous teams, thanks to the diversity 
of thoughts, perspective, experience, it 
contributes to better results and overall better 
performances. 

/    The state and business leaders are working 
together to create new curriculums to make 
sure that the new generations learn the skills 
for the jobs of tomorrow.  
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Valerie Jarrett, 
Former Senior Advisor to 
President Obama, Obama 

Matthew Shay
President and CEO, 
National Retail Federation 
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After the great accelerator: 
Research tells us what customers 
want from the new physical store 

Shopping in the Covid 19 era accelerated features that had been 
set in motion before retailers faced temporary store closures. 
Customers were already using the physical space in new ways, but 
will shopping revert to resemble the past or will it remain in the 
present? 

“The way forward for retail is a hybrid model.” 

Lee Peterson, Executive Vice President, Thought Leadership and Marketing 
WD Partners, Chief Growth Officer, Publicis 

/    Despite the pandemic context, people 
continued to purchase through online shopping 
and, therefore, e-commerce was a good 
accelerator for the retail industry. 

/   84% of people used in store pickup after 
online purchases (BOPIS – Buy Online Pickup In 
Store). 

/   Big Box stores (Wallmart, Target, etc.) were 
already working with the BOPIS model and had 
no trouble adjusting during the pandemic. 

/   54% of consumers will continue in the BOPIS 
regimen even after the pandemic slowly goes 
away. 

/   The way forward for retail is a hybrid model. 

/   Customer profiles have changed forever. The 
way consumers shop has gone more online 
than ever – only 40% intend to maintain the old 
in store shopping habits. 
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Lee Peterson
Executive Vice President, Thought Leadership and Marketing 
WD Partners, Chief Growth Officer, Publicis 
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The pursuit of a diverse and 
inclusive workplace 

To help meet the challenges of an increasingly complex world — and 
the expectations of an increasingly social-minded consumer base 
— retailers need to look inward and evaluate their current practices 
and culture. 

“Everybody has a story and it’s important to hear that story” 

Sharon Leite, CEO, The Vitamin Shoppe 

/    Maria Febre states that a brand’s vision 
and strategy must be incorporated in its 
values. Above all, creating space by listening 
and learning is vital when launching 
campaigns that benefit consumers and involve 
communities. 

/    Team members must be equipped to 
respond to needs and that can only be done by 
learning through data. 

/    The Black Lives Matter movement was a 
big accelerator for companies to reform their 
ways of approaching diversity, inclusion, and 
equality, especially in the case of The Vitamin 
Shoppe as Sharon Leite argued. 

/    Mercedes Abramo states that although 
Cartier had a philanthropic message already, 
the company also had to create a department 
of Diversity and Inclusion to answer the 
current needs of the society and have new 
conversations in the workplace.  

/    This topic is a long-term change and 
commitment for all companies. Sephora even 
named their mission “The Hard Road”. 

/    “Everybody has a story and it’s important to 
hear that story” – Sharon Leite 

/    The commitment of the C-Level is crucial 
to make it or break it when you’re trying to 
implement change. 
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Mercedes Abramo, 
President and CEO, Cartier 
North America 

Stephanie Martz, Chief 
Administrative Officer and General 
Counsel, National Retail Federation 

Sharon Leite, 
CEO, The Vitamin Shoppe 

Maria Febre, Head of 
Employee Belonging, 
Gap Inc. 

Corey Yribarren, 
Executive Vice President, Chief 
People Officer, Sephora 
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TikTok – the phenomenon that is, and how 
to make it work for retailers and brands: 
Hollister and Kate Spade New York case study

Branded content has a new way to allow brands to explore 
authenticity trough creators and influencers who already are on Tik 
Tok interacting with brand’s audiences. 

“If it’s happening in the world, it’s happening on tik-tok.” 

Matt Cleary, Vertical Director, Retail and Restaurants TikTok

/    Tik tok is not just a social media, it is a 
multi-generational platform that represents 
diversity. 

/    The power of this social network resides 
in its capacity of creating communities that 
share, discuss and influence others on different 
topics.

/    Authenticity is the key of success: content 
creators are the ones who “make waves” on 
the platform and create authentic content and 
relationships with the public. 

/    Creators need to match with brands and 
to connect with consumers, then “let them do 
their thing”.

/    Being authentic and real is what marketers 
look for, for that to happen we will need to 
learn with the Tik Tok creators what type of 
content works better in certain communities. 

/    #Tiktokmademebuyit shows that Tik Tok is a 
marketplace. When you’re not actively looking 
for something, instead you find something you, 
unconsciously, desire. 

/    Use the platform to learn what is resonating 
with your audience, connect with your 
communities, don’t wait to learn more about 
your consumer when you already have Tik Tok. 
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Amanda Bopp 
Vice President, Digital Marketing 
and CRM Kate Spade New York  

Matt Cleary 
Vertical Director, Retail and 
Restaurants TikTok 

Jacee Scoular 
Sr. Director, Brand Marketing 
Hollister Co

Jill Manoff 
Editor-in-Chief Glossy 



Transformations in sustainability 

The call for sustainability in fashion has reached a fever pitch as 
consumers demand more transparency and responsibility from their 
clothing purchases. 

/    The throwaway culture: 
/    Every year, the weight of 4 hundred 
Statues of Liberty (clothing alone) are 
tossed into NY City landfills.  
/    84% of all clothing in North America 
ends up in landfills.  

/    Fashion sustainability in 3 stages:  
1. Development: to know what kind 
of materials are used to produce the 
products and if they are sustainable.  
2. Use: to understand how these products 
are worn/reused and for how long.  
3. Disposal: to study ways to dispose of 
the product after it is no longer possible 
to be used. 

/    The most sustainable product you can 
buy is a used product because it has already 
been produced and does not require a virgin 
resource. Keeping products in use for as long 
as possible is key to mitigating both waste and 
the carbon footprints.  

/    The resale market has been growing a lot 
over the past decade. Companies are making it 
“cool” to buy pre-owned products, making the 
product’s life-cycle last longer. 

/    On-demand world: many large 
organizations want to move from mass 
production to an on-demand world. To make 
those changes happen, it is necessary to 
provide a service where those companies can 
scale up without a supply chain risk. 
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Pano Anthos
Founder and Managing 
Director | XRC Labs 

Adam Siegel
CEO and Co-Founder | Recurate 

Saskia van Gendt
Head of Sustainability | 
Rothy’s 

Mariano deGuzman, 
Founder | Nimbly 



From SHEcession to SHEcovery: The 
comeback of women in the workplace 

The SHEcession, otherwise known as the increased effects of job 
and income losses on women, is more prevalent than ever before. 
What are the solutions for companies to support women in their 
comeback to the workforce? 

/    The impact of COVID-19 on women’s jobs: 

/    Women across the Globe were doing 10.9 
trillion dollars of unpaid work before the 
pandemic started. It increase 153% during the 
pandemic.  

/    Women lost 800 billion dollars in income 
as they lost or left their jobs during this 
SHEssession.  

/    In the USA, four times more women lost or 
left their jobs since the pandemic started.  

/    Women are three times more likely to leave 
their jobs because of childcare or home needs. 

/    When companies have more representation 
in leadership positions, we see more focus 
on the ESG’s. Representation leads to more 
purpose-driven decisions. 

/    Representation, gender pay gap and 
benefits police are among the most important 
things for companies to ensure diversity across 
all matters. 

/    Only 20% of the companies have policies 
around the childcare system, so there is still a 
long way for corporations in America to enable 
people to have a work-life balance. 

/    Predictability & flexibility: because we do 
not want to end up with classes of workers 
that take the flexibility and the others who 
don’t. It does not matter their family structure. 
Everyone should be able to get their self-care 
time. 
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Anisha Raghavan
Chief Marketing Officer, Global 
Brands Americas | Walgreens Boots 

Eve Rodsky
Best Selling Author of Fair Play

Shelley Zalis
CEO | The Female 
Quotient 



Reimagining the store operations 
using AI computer vision produced 
by Belive 

Retailers from Europe and the US got together with technology 
experts to describe their Innovation strategy, emphasising 
Computer Vision. 

/    Nowadays, consumers want everything fast 
and directly from their couch, and they can get 
it from existing online platforms.
   
/    Stores must offer a perfect execution level, 
provide the right products at the right price, 
and by using technology to do it, you leave 
more time to the team to focus on customer 
service. 

/    It’s also essential to be aligned with the 
multiple sales’ channels. The network needs to 
be able to answer complex demands quickly 
and competitively.  

/    Computer vision technology brings multiple 
solutions, including robots, weight sensors, 
image recognition, and others, to capture data 
and use it with analytics. 

/    Big Data and the continuous nature of the 
information allow us to understand better why 
the “out of stock happens”. Cameras can take 
pictures every 5 or 10 miniatures creating big 
data pools and helping to prevent the “out of 
stock”. 

/    AI is taking over the work, and if you are 
not using it in your business, you are at a loss. 
Computer vision is going to revolutionize the 
way we see the stores. 

/    Technology does not just fix problems; it can 
learn and evolve. We can extract the maximum 
from computer technology and automate work 
to liberate the workforce for more strategic 
needs.  
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Pierre-Marie Rallu
CEO, 1retailAI 

Aurélien Escartin
CEO / Co-founder, Beleve.ai 

Cedric Osternaud
Executive Director of E-Commerce, 
Innovation, and Cross Functional 
Projects, Groupe Casino 

Felipe Gonzalez
Principal Technologist, H-E-B 

Etienne Monsegur
Director, Innovation and Cross 
Projects, Groupe Casino 

David Brakovic
COO / Co-founder, 
Beleve.ai  



Digital transformation: Blurring 
the physical and digital worlds 

In this panel, specialists addressed the strategies that enable 
retailers to deliver a superior customer experience. And they also 
talked about how COVID-19 was a catalyst for change and what 
lies ahead.  

/    People want an achievable shopping 
experience, more than just a checkout. 
Retailers need to connect everything from 
billing systems to account and device history. 

/    Having a near real-time inventory status 
available from the store is crucial to have 
success as a retailer.  

/    Workforce training programs: employees 
need to have a good experience with the 
products as is expected for the customers to 
have. Robust training programs help them 
deal with any complex tools and offer a better 
service. 

/    With technologies working alongside 
the front-line workers, they’ll often identify 
opportunities to improve the products/services 
themselves. Having a digital foundation let us 
make changes and updates relatively quickly. 

/    Technology does a lot for retailers but is 
not enough alone. Look after the execution is 
essential.  
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Chadwick Hamby
VP, eCom Operations and 
Solutions, GNC 

Erik LaValle
Senior Director and Chief Product 
Officer, Supply Chain Product & 
Technology, T-Mobile 

Jordan K. Speer, 
Research Manager, 
Global Supply Chains, 
Retail Insights, IDC 



Technology leadership vision: CIO/
CTO challenges and opportunities 
in an accelerated world 

Retail’s technology leadership role has evolved beyond its 
traditional definition in line with broader changes in the industry. 
CIOs and CTOs now take on greater influence and responsibility 
for their companies’ digital improvement, agility and strategic 
decision making to maintain competitive advantage in the midst 
of a market that is constantly changing.  

/    Accelerate the digital transformation is 
essential to transform your business into an 
omnichannel, allowing customers to interact 
with brands and services.  

/    Build experience from the customer is the 
best way to create strategies for offering 
products and solutions.  

/    Use technology to create a work force that 
is diverse, ambitious, and creative. 

/    We are all still learning from this new global 
scenery, so it’s important that employees 
feel the opening to give their thoughts and 
feedbacks to create a good work environment.

/    To be omnichannel means to cross 
knowledges with the goal of creating 
personalised experiences for customers. 

/    To be open to remote work is important even 
after the pandemic, because flexibility also 
allows to open new doors to hiring talents and 
different skill sets, locally and globally.  

/    To have an agile go-to-market mentality 
is important. User experience and product 
management should be “mantras” followed by 
all teams of a company.  
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Diane Randolph 
Retired CIO/Board Member, Diane 
Randolph Consulting 

Janet Sherlock 
Chief Information Officer, Ralph 
Lauren 

Francesco Tinto
Senior Vice President, 
Global Chief Information 
Officer, Walgreens Boots 
Alliance 



Circular economy/sustainability: 
Ushering in the era of responsible 
retailing 

Circular economy is not about sustainable and commercial 
advantages only; it is the future. Adopting circular economy 
strategies requires embracing digital technologies, such as big 
data analytics, cloud computing and Internet of Things, to 
facilitate supplier relationships and enhance logistics processes. 

/    Customers plan to spend 52% more money 
on resale and less on other channels over 
the next 5 years, such as fast fashion and 
department stores.  

/    Brands need to realise the need of getting 
involved with customers in order to grow.  

/    Resale of apparel and accessories is 
expected to grow from 7% today to 17% of 
retail in the next 7 years. 

/    Today, textile production is the world’s 
second most polluting industry after the oil 
industry, but an average of 43% of carbon is 
saved by buying used materials. 

/    Why resale? The value proposition of 
reselling is very compelling today. To become a 
reseller is beneficial not only for sustainability, 
but also commercially.  

/    There is a tendency of general circular 
consumption, and organisations that aim 
to cause a good impact should seize this 
opportunity.  

/    Moving to a circular economy is crucial 
to the development of any type of business 
nowadays.  

/    Young customers are more inclined to buy 
circular products.  

/    There is a shift on how you need to think 
your business and strategies. We need to think 
of how to move all our industries forward 
from a circular economy perspective and less 
harming to the environment.  
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Karen Campbell
Strategic Planning and Business 
Development Director, Arc’teryx 

Andy Ruben 
Founder and CEO, Trove 

Ken Voeller
Director, Circular 
Commerce, REI  



Why it’s time to do a workforce 
mental health check-up 

Research estimates that 1 in 4 adults will experience a mental 
health issue throughout their careers. In this panel, specialists 
explored ways to drive change and acceptance in the workplace. 

/    The pandemic made it more acceptable 
to talk about mental health and well-
being issues. Emotional intelligence is more 
important than ever.  

/    It’s necessary to create relationships 
through online platforms. Many people have 
been working remotely since the pandemic 
started, so we need to find ways to connect 
in places like “Zoom”.  Sharing how you are 
feeling and how your family is doing not only 
allows people to feel comfortable but also 
makes leaders seem more real.  

/    If you build relationships, it will sound more 
natural to check in on people. But having 
someone to do it formally in HR it’s also 
essential. 

/    It’s okay not to be okay. The staff need 
to feel that it is possible to have an honest 
conversation with the leader and share their 
stress level because everybody has their 
struggles.  

/    One of the greatest barriers for us as 
a society is that the shame and stigma 
continue to be persistent when it comes to 
mental health. So, companies need to create 
awareness around this subject, education, 
support services, forums, and any other 
platform needed to bring this conversation into 
the workplace. 
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Tina Fan
Chief Customer Officer, Bolt 

Christopher Hannegan
Principal, PwC 

Cheryl Kaplan
President, M.Gemi 

Alexis Schulze
Co-Founder and Chief Visionary 
Officer, Nekter Juice Bar 



On-demand delivery: How fast is 
fast enough? 

One of the challenges that providers face today is getting product 
to customers’ doors more cost-effectively, without compromising 
delivery. When discussing about the future of delivery services in 
a post pandemic world, it is essential to consider tech solutions to 
be cost-efficient and meet all customer needs. 

/    The ability to work closely with retailer 
partners is important to deliver a good 
experience to customers.   

/   Innovation is always on-going and should be 
in all business’ agendas.  

/   Right now, all the deliveries are equal, but 
is there a notion about how customers think 
of how fast is fast enough? Companies need 
to learn what could be the best experience to 
both customers and delivery services. 
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Kelly Caruso 
Chief Executive Officer, Shipt 

Sucharita Kodall
Vice President, Principal Analyst, 
Forrester Research 

Jeff Pilof
SVP, Supply Chain, CVS 
Health 



Digital payment innovations 
driving consumer spending

The world assisted to the acceleration of digitalization in the 
payments industry. In the past year, e-commerce, digital 
payments, and instant payments have been boosted, but what 
was the impact on the consumer? How will this trend impact the 
customer’s experience in the future? 

/    Top three payment tools have a 49% share 
of consumer usage. 

/    PayPal, Alipay and COD are on the top 
3, however the rise of paying later are also 
building up their share. 

/    Different regions and countries have 
different preferences, options, and usage. 

/    Bitcoin and Cryptocurrency are big topics on 
payment trends. 

/    The consumer is, slowly, going back to the 
stores, but the connectivity between online 
and the physical is now more fluid than ever. 

/    The online shopping opened people’s eyes to 
other payment options. 

/    Convenience has a “golden mantra”: easy 
and able to be trusted. 

/    Transparency as a driver solution is a must, 
especially for millennials and gen z’s. 

/    Mobile is the new point of sale; payments 
will need to adapt to the background and to 
the lifestyle of the consumer.  

/    Morris’s Advice: “There is a lot of 
opportunity developing quickly that will need 
to be pursued and understanded”. 
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Maureen Hinton
Global Retail Research Director, 
GlobalData Plc

David Morris,
Principal Analyst, Insider 
Intelligence

Vanessa LeFebvre
SVP of Commercial, 
adidas North America, 
Adidas

“Make sure you have one foot into the future but the other 
grounded in the present.” 

Vanessa LeFebvre, SVP of Commercial, adidas North America, Adidas
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Unpacking Gen Z’s POV on 
shopping, brands and education 

With Gen Z ready to take over the economy in the next decade, 
the speakers provided some takeaways that merchandisers 
and markets can put into action when it comes to what this 
demographic is buying and how it is interacting with social media.

/    Gen Z prefers brands that provide high 
quality, reliable and consistent products and 
experiences. They are loyal to brands that align 
with their values.  

/    Thanks to COVID-19, most young consumers 
prefer online shopping over in-store for the 
first time. 

/    Gen Z’s purchases are more likely to be 
influenced by influencers. Data show that 
about 60% of them follow online celebrities 
and/or creators on social media. Besides, 21% 
of Gen Z is much more likely to buy an online 
celebrity-endorsed product.  

/    In-store retailers should seek for online 
presence because they need to be where the 
audience is, otherwise, they will be outdated 
and substituted. Gen Z has everything at their 
fingertips. 

/    Gen Z estimates spending 4.5 hours on social 
media daily. That’s about 25% of the day! 

/    Top social platforms used by Gen Z are: 
YouTube > Instagram > TikTok > Snapchat > 
Pinterest > Twitter > Facebook > Discord > 
Facebook Messenger > Twitch.  

/    Gen Z is a visually driven generation. 
Content in video formats is important.  

/    Brands should focus on the 3 C’s: context, 
connection, and convenience. 

/    Gen Z exhibits unique values compared 
to the previous generations: success, 
self-actualization, authenticity, purpose, 
practicality, learning, control, creativity, 
friendship, adventure, and having fun. All these 
values drive them in their shop experiences as 
well.  

/    Gen Z is also more conscious about social 
responsibility, sustainability, and giving 
back. All these factors positively impact the 
likelihood of purchasing a product. Racism and 
climate changes are big concerns too. 

/    Young people actively research products 
on socials before buying and they are also 
much more likely to purchase a product from a 
brand that they follow and/or interact with on 
social media. Instagram is number 1 for retail 
behaviours and brand engagement.  

/    To be omnichannel is crucial. Surveys 
showed that young people check their e-mails 
daily, for example. So, it is important to look 
not only to social media, but to all types of 
online communication. 
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MaryLeigh Bliss
VP, Content, YPulse 

Ken Wincko
Vice President, Marketing, 
Barnes & Noble College 



The evolution of eCommerce: 
How brands are evolving 
eCommerce models to adapt to 
consumers’ changing lifestyles 

The pandemic accelerated trends and changed what consumers 
want and need from brands, besides how brands can interact and 
connect with consumers. This panel brought insights into making 
business more impactful, creating more personal experiences, and 
meeting ever-changing demands. 

/    Personalisation is a main goal for businesses 
that want to have a heavy digital presence.  

/   It is nice to be opened to receive both good 
and bad feedbacks from clients to know what 
is working and what needs to be done.  

/   Businesses should deliver products for 
everyone. Inclusion matters a lot.  

/   What trends did 2021 accelerated? There are 
more options for exploring, personalisation of 
experiences, cultural storytelling, and the need 
to identify with brands.  

/   Flexibility in operation, merchandising and 
marketing efforts is important.  

/   In the last 15 months, people settled in their 
“pandemic” new habits and noticed that some 
of them are not actually bad.  

/   Second-hand market grew a lot during 
the pandemic and is expected to double its 
presence in the next 4 years.  

/   41 million consumers bought or sold 
something second-hand for the first time 
during the pandemic, so retailers cannot 
ignore this trend.  
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Sharon Chiarella
Chief Product Officer, Stitch Fix 

Alexis DeSalva Kahler
Senior Analyst, Retail and 
eCommerce, Mintel 

John Gregory
Global Retail Category 
Development Officer, Spotify 

Rebecca Oman 
Head of New Ventures, 
thredUP 



Hacking diversity: How to retain talent 
when change is the only constant 

Despite the best intentions, many organizations still fail at 
attracting, promoting, and retaining diverse talent. 

/    Digitalization has positively impacted our 
ability to recruit an even broader and diverse 
set of candidates. 

/    Many companies are facing the increasing 
inability to disconnect, which is putting the 
work-life balance in danger. When your home 
is also your workplace, it’s a lot harder to 
draw boundaries.  So, it is essential to have 
integrational activities and keep a regular 
check-in about the employee’s mental health.  

/    Companies have very similar strategies 
around what they do for interviewing, but it’s 
necessary to rethink the interviewing format to 
have diverse candidates. Not just interviewing 
but mentoring and preparing in the process. 

/    It’s also essential to have recruiters that 
the candidates can relate with to feel like they 
belong. But if your company does not have a 
culture that allows everyone to feel like they 
belong, a good recruiting process won’t be 
enough to make them stay. 
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Ronda Carnegie
Chief Innovation Officer, 
The Female Quotient 

Julie Lodge-Jarrett
Chief People Officer, DICK’S 
Sporting Goods 

Sherida McMullan 
Head of Inclusion and Diversity 
(Diversity Business Partners, ERG, 
Events, Recruiting & Partnerships, Lyft 

Janet Sherlock
Chief Information Officer, 
Ralph Lauren 



Digitizing fashion: Enhancing supply 
chains and improving sustainability 
through technology 

A group of experts from Ralph Lauren, Patagonia and EVRYTHNG 
got together to talk about IoT technology and what the supply 
chain of the future looks like. 

/    It has always been a challenge to verify 
products’ authenticity on the market. 
Connecting data with the product helps 
not just with authenticity but also with 
accuracy, customer engagement, supply 
chain, communication solutions and brand 
protection.  

/    Digitalization is a critical tool: the products 
themselves can share data. With a QR code 
in the label and that digital identity goes to 
the cloud, you can understand what has been 
produced. Also, consumers can authenticate 
the product (e.g., on a resale market) and the 
label becomes a tool of engagement.  

/    More inclusive on a global level: having 
the QR code label on the product enables the 
customers to scan it from anywhere, read it in 
any language and it is more sustainable  

/    The supply chain tracking allows companies 
to make sustainable changes and reduce the 
environmental impact. 

/    All the information that is possible to add 
to digital labels will help the recycling process 
and save many resources because the standard 
label we have nowadays is very limited.  

/    In a digitalized environment, you are not 
dealing with static data - it is a mind-shifting 
situation where the product becomes the 
media of communication.  
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Jason Berns
Senior Vice President, 
Product and Manufacturing 
Innovation, Ralph Lauren 

Niall Murphy
CEO and Co-Founder, 
EVRYTHNG 

Sheena Butler-Young
Senior Correspondent, 
The Business of Fashion 

Jennifer Patrick
Global Branding and Packaging 
Director, Patagonia 



Delivering high-value insights: Wayfair 
and Levi Strauss & Co. use AI to drive 
future strategy 

The use of data analytics, machine learning and artificial 
intelligence continues to evolve rapidly, with analytic capabilities 
supporting a variety of core functions and business needs. 

/    Every industry is now a tech & Ai industry: 
digital acceleration on COVID made us realize 
that in the retail industry there is no such thing 
as “non tech company” anymore. 

/    Customer experience is king and queen: 
lots of work have been done, in particular with 
chatbots to reduce friction and deliver a better 
experience to customers

/    When it comes to machine learning we 
know we need to retain talent from inside, it’s 
all about the people, we can’t have AI without 
human intelligence. 

/    AI can save the fashion industry when it 
comes to sustainability by delivering creativity, 
and profitability, not just for today but for the 
next generations too. 

/    Vision and strategy will always be the best 
allies to a better experience. 
.  
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Fiona Tan
Global Head of Customer and 
Supplier Technology, Wayfair

Angela Zutavern
Managing Director, 
AlixPartners

Katia Walsh
Senior Vice President and Chief 
Strategy and Artificial Inte, 
Levi Strauss & Co.



Five supply chain trends to watch  

Chief executives observed five supply chain trends that all 
businesses need to investigate further and pay attention to, 
both today and in the post-pandemic scenario. Communication, 
manufacturing and digitalisation strategies are some of the key 
factors in the supply chain

/    The five supply chain trends are: 
1 - CSG - Communications Support Group 
2 - Risk medication strategy 
3 - First mile, middle mile and last mile 
4 - Digitalisation of commerce 
5 - Local and on-demand manufacturing  

/    The way we think and build products needs 
to approach the circular model of consuming 
brands is increasing. Sustainability is becoming 
a much bigger part of our industry, day after 
day.
   
/    Understanding consumers, data and 
information available allows companies to 
make better decisions on their supply chains. 
“How can I optimize my costs? How can I 
improve my consumers’ experience?”, these are 
the questions that all companies should make 
every.

/    The more consumers understand the impact 
of reverse logistics, the more they change their 
behaviours and patterns.  
  
/    Today, all business models require reverse 
logistics, and they need to figure out how to 
make costs effective. Moving the supply chain 
closer to the consumers helps when thinking of 
logistics and technologies.

/    Due to COVID, people are thinking more 
conservatively before actually buying 
something. But with great planning, businesses 
can use technology and data tools in their 
favour. 

.  
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Colin Browne
Chief Operations Officer 
Under Armour 

Sarah Clarke
Chief Supply Chain Officer
PVH Corp. 

Deborah Weinswig
CEO and Founder 
Coresight Research 



Direct-to-Consumer: Strategies 
for a new digital world and 
ever-evolving consumer  

More and more brands are realising the need to evolve their 
consumer ecosystem with sophisticated direct-to-consumer (D2C) 
strategies, which include: diversifying their distribution channels; 
better positioning their products; and connecting more closely 
with consumers.

/    More and more, companies are using direct-
to-consumer (D2C) strategies in order to better 
position their products and services.  

/    Businesses are also more digital-oriented. 
Digital tools enable companies to have 
closer relationships with their customers. For 
instance, digital catalogues, trainings and CRM 
to drive sales are good strategies for the digital 
world.  

/    Use influencers and celebrities to show 
the functional side of your product and 
normalising them in people’s lives is an 
excellent strategy nowadays. In partnership 
with influencers, consumers feel they are 
testing and experimenting products.

/    A good “phygital”, omnichannel 
strategy should look to three factors: (1) 
relationship and consultancy, (2) consumer-
oriented services and technologies, and (3) 
sustainability.  

/    A physical store cannot just be a physical 
store anymore, because any digital store can 
provide the same products. A physical store 
today needs to offer experiences as well.  

/    It is important to know how to go along 
and to adapt to new times, but it is even more 
important to know how to do that without 
losing your essence.  

/    Reinventing by creating brand experiences 
brings you closer to the public. 
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Paula Andrade
VP, Retail, Natura &Co 
Latin America 

Eduardo Yamashita
COO, Gouvêa Ecosystem 

Fernanda Romano
Global CMO, Alpargatas / 
Havaianas 
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