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Covid-19 ima večje 
posledice kot vsi 
ostali disruptivni
dogodki skupaj v 
zadnjih 10 letih
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Loyalty:

a. Short-term: Stop chasing “loyalty”, focus on delivering on customer expectations

b. Mid-term: Embrace habit. Sometimes it’s okay not to be loved

c. Long-term: Tap into heightened consumer emotions to cultivate brand loyalty

Convenience:

a. Short-term: Establish how far consumers will stretch to accommodate transaction

b. Mid-term: Shift focus from removing generic time points to improving access and 
interface

c. Long-term: Invest in technology to enable differentiated, consumer-first 
experience

Steps forward
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