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let’s start

Overnight, ecommerce retail platforms went from an 

opportunity to a necessity. The race to achieve a strong 

online strategy came to a head, with an average online 

transaction value being 74% higher in June 2020  than the

previous year.



As restrictions eased and retail began opening, the empty

shop windows of high-street titans such as Arcadia Group

acted as a stark warning for what can happen if we rely too 

heavily on one channel of our business strategies. 



Since reopening the high street, the ONS has reported a 

5.6% month-on-month decrease in online sales since April 

2021, and many retailers are taking this figure to mean we’re 

back to a pre-covid situation and consumer behaviours have

not, in fact, changed for the long-run.



As Deloitte mentions, retailers recovering from the 

disruption caused by the pandemic are having to adapt yet 

again to the increase in fulfilment volume from stores, due 

to a large increase in online sales combined with store 

fulfilment, pick up in-store, and curbside sales. In short, 

striking a successful balance between their newfound 

ecommerce platform and in-store sales.



So the retail industry faces a dilemma: ditch the Covid crisis 

strategy and go back to normal, or double down on the 

opportunity for growth that's arising? 



No event in our recent
history has had such an 
impact on consumer 
behaviour as Covid-19. 
But as restrictions ease, 
will their demands 
change? 


https://www.ey.com/en_gl/consumer-products-retail/how-to-accelerate-online-direct-to-consumer-strategies-beyond-covid-19?fbclid=IwAR2-gzB-Gt244-6ZJv_jUohWiS4dpDtyv2G4KmDrHlGfUzgP038IiNGcqzs
https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/retailsales/april2021
https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/retailsales/april2021
https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/retailsales/april2021
https://www2.deloitte.com/us/en/pages/consumer-business/topics/retail-wholesale-distribution.html
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more

Juggling stock online and in-store is a tricky business. The 

challenge arises in various stages, right from ordering. Do 

you order to exceed demand, and run the risk of drowning in 

unsold stock, or do you order conservatively, and then face 

the disappointed customers as you sell out of their item?

Supply Chain issues
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Meeting the demands of omnichannel consumers leads to a 

need for staff to multitask. Increasing the workload of your 

team using traditional “brick & mortar” techniques inevitably 

leads to demand outgrowing efficiency - and then what’s 

going to suffer? Your customers’ in-store experience. 



If not carefully trained and planned, in-store shopping will 

deplete as stock is given to those shopping online, leaving 

bare shelves, frustrated customers and an empty store. 


Overstretched workforce


1

So, most see the opportunity as too good to miss, and go 

with the double down option. The issue that arises for retail, 

is managing in-store experience (of course, with the extra 

Covid-19 safety measures in place), along with maintaining 

the demand for online sales. 



The fact of the matter is, managing omnichannel consumer 

strategies are challenging for a number of reasons: 


The Challenge: 
Omnichannel 
Consumption
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Consumers now are turning to omnichannel shopping, but 

the thing that needs to stay consistent, is their experience. 

The need for a seamless process for each channel is 

essential, and the systems in place should be personalised 

to your business so you can achieve the customer’s 

expectations, and your strategy pulls the results that you 

need to survive in the retail industry. 

Customer experience

4

Investing in an omnichannel strategy is only as effective as 

its profitability. As EY puts it, profitability needs to move 

more center stage in online D2C strategies. During the first 

lockdown, the race was on for businesses to sustain growth 

through online market share, with the assumption that 

profits would follow...but this isn’t necessarily the case. The 

challenge here is finding out what’s actually going to be 

profitable, and what’s a distraction. 



The competition is exceedingly high already, so your 

business needs to find a way to streamline an omnichannel 

process to stand out to consumers.


Profitability 

3

A customer-centric supply chain model is necessary, but 

with the changing consumer requirements, how do 

businesses figure out where to start?


https://www.ey.com/en_gl/consumer-products-retail/how-to-accelerate-online-direct-to-consumer-strategies-beyond-covid-19
https://www.ey.com/en_gl/consumer-products-retail/how-to-accelerate-online-direct-to-consumer-strategies-beyond-covid-19
https://www.ey.com/en_gl/consumer-products-retail/how-to-accelerate-online-direct-to-consumer-strategies-beyond-covid-19
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With newfound technology, comes the ability to overcome 

these challenges mentioned such as keeping up with 

increased demand and resolving supply chain issues. 



Many large companies are opting for technology that will 

provide additional support, security, cost savings and 

compatibility with their existing systems.  

In short, absolutely not: by making the most of modern 

technological capabilities to automate fulfilment functions, 

maximising space utilisation and focusing on labour 

productivity, you can take these challenges and turn them 

into solutions. 



Keeping up with consumer expectations for efficiency and 

convenience is challenging, but adopting an omnichannel 

D2C strategy is the way to provide that level of retail 

experience. 



A holistic approach towards your strategy is required across

 Merchandis

 Technolog

 Store operation

 Supply chain



These become the blocks that build a multivariate, practical 

solution that your business will thrive from. 


Consider this as micro-fulfilment. By automating from 

ground level and integrating technology throughout your 

processes, you'll create a system that's more agile, smarter 

and resilient, providing the strong foundations needed for 

long-term omnichannel fulfilment. 



How technology can help 
mitigate challenges

Do these challenges 
outweigh the reward? 
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Tech capabilities enable retailers to connect the back end of 

the ecommerce store with the rest of their IT 

architecture—such as warehouse management, inventory, 

and order management—to ensure perfection across the 

entire customer purchase journey.

Seamless process

Customer relationships

It allows retailers to build relationships with their customers 

and build the exact type of customer experience they want 

to provide. Leading companies are opting to co-design their 

ecommerce store with customers to perfect the critical 

stages of the buyer journey such as the checkout processes. 

However, with Covid-19 and the growth of online shopping, 

today’s customers have high expectations from brands. 

They demand seamless shopping experiences as well as 

top-tier customer service at every touchpoint. 



Retailers need to be using technology to provide a true 

omnichannel shopping experience with a perfected 

customer journey.


 


Leading retailers have listened to the demand of customers, 

and built networks of distribution centres as well as 

enhanced shipping infrastructures to provide exceptional 

direct to consumer service. Technology has made it easier 

than ever for retailers to embrace this style of selling.


 


But there are other benefits technology has on direct to 

consumer retail too:
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Business as usual


Pros: By continuing as you have been previously, 

growing in a way you know works, business as usual 

can provide stability and consistency in strategy. 

Cons: Prior to and during Covid-19 this could have 

been enough, however the consumer expectations are 

now as such that they expect a highly sophisticated 

system for each channel. Managing this with the same 

processes will be very demanding, and the previous 

challenges mentioned would become daily 

occurrences. 

Now, the retailer is faced with 3 options:


Recognising the need for tech-blended D2C 

strategies is the first step, but for many retail 

businesses, it’s the implementation that’s the 

tricky bit. 

Technology has the capability to offer real-time visibility, 

connecting the order-management system directly to 

devices used by teams in fulfilment warehouses.

Real-time visibility
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The malls of tomorrow


These platforms are the future of shopping, and 

just like in malls, you need your business to be 

situated in the right location to find success.


3

Leverage platforms


Pros: Manage what you can do, and trust a platform to 

take care of what you can’t. Leveraging platforms that 

help with D2C strategy is a great way to scale 

sustainably.

Cons: Finding a platform that meets your strategic 

requirements in the sea of competition takes time and 

effort.

2

Create their own platform.


Pros: For those with the tools (in-house capabilities, 

balance sheets or brand), to develop a platform, the 

value of controlling the data, route to market and 

capabilities will be extraordinarily valuable.

Cons: The truth of the matter is, only a handful of 

market leaders have the capabilities in-house to 

develop a platform compelling enough to become a 

viable competitor.

https://www.builder.ai/builder-studio
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Knowing what  
to look for

One of Pepsi’s largest Middle East’s largest F&B 

manufacturing and distribution companies was using 

manual, offline methods to accept and place orders from its 

distributors. Builder.ai created a B2B ecommerce app for 

Pepsi that automated the order process and enabled their 

resellers to order online. 



Now they can engage with resellers and personalise offers 

to up-sell products. The app works seamlessly with their 

existing SAP solution, so existing operations aren’t 

impacted.

Automation for productivity 

Siam Makro, South-East Asia’s largest Cash & Carry Chains, 

needed to minimise spend, especially around their 

SaaS-order management system, which was costing £1m 

per month. Builder.ai offered a full tech stack with a dynamic 

and scalable Order Management System. Tailor-made for 

their enterprise, Builder’s offering provided 100% features 

utilisation vs only 30% with the SaaS solution. Now their 

system not only performs better, but was achieved at 1.67% 

of the initial costs. 

Optimise order management systems


Before considering which platform to go with, you need to 

know what you’re looking for. Today, technology can offer a 

whole host of support, but you need to consider cost, 

flexibility, security, support, compatibility with existing 

systems and most importantly, customer experience. At 

Builder.ai we’re unique; our offerings are personal to the 

businesses that we assist, so you get the tech needed to 

support your D2C omnichannel strategy. 

https://www.builder.ai/case-studies/pepsi
https://www.builder.ai/case-studies/siam-makro
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thank you!

It is clear that the pandemic has fast-tracked the

rise in D2C initiatives in the retail industry. This

has directly caused a demand for retail 

businesses to have an omnichannel strategy to 

be able to meet the ever-growing demands of the 

end customer with improved supply chain 

management, seamless delivery processes, 

forecast demand, buyer journey and customer 

communication. 



Leading retailers are turning to technology to 

meet these demands and unlock accelerated 

profit. At Builder.ai we’re ready and waiting to 

create a b2b app for your business that 

integrates with your existing system and will

unlock the support/tech you need to grow your 

D2C omnichannel strategy. 



Get started with us today.

Xander Group has made equity investments of over $3 

billion in private, public, credit, venture and real estate 

opportunities. However, being both a real estate dependent 

business and non-tech enabled, the pandemic hit them 

hard. 



With Builder.ai, Xander digitised their real-estate businesses

and transformed their offering to consumers, with a heavy 

focus on technology – innovative solutions like a Virtual Mall

and Automated Parking.

Tech-enabling for future stability 


https://www.builder.ai/builder-studio?utm_source=research-study&utm_medium=email&utm_campaign=the-rise-in-demand-for-direct-to-consumer-retail
https://www.builder.ai/case-studies/xander-group
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https://www.ey.com/en_gl/consumer-products-retail/how-to-accelerate-on

line-direct-to-consumer-strategies-beyond-covid-19?fbclid=IwAR2-gzB-Gt2

44-6ZJv_jUohWiS4dpDtyv2G4KmDrHlGfUzgP038IiNGcqzs



https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/re

tailsales/april2021



https://www2.deloitte.com/us/en/pages/consumer-business/topics/retail-w

holesale-distribution.html



https://www.ey.com/en_gl/consumer-products-retail/how-to-accelerate-on

line-direct-to-consumer-strategies-beyond-covid-19



https://www.ey.com/en_gl/consumer-products-retail/how-to-accelerate-on

line-direct-to-consumer-strategies-beyond-covid-19



https://www.ey.com/en_gl/consumer-products-retail/how-to-accelerate-on

line-direct-to-consumer-strategies-beyond-covid-19



https://www.builder.ai/builder-studio



https://www.builder.ai/case-studies/siam-makro



https://www.builder.ai/case-studies/pepsi



https://www.builder.ai/case-studies/xander-group
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