
Retail Framework for COVID-19



Resilient Business Models:
Startup Leaders on the Next Generation of Retail



Framework Update 

Interview with James Reinhart, Founder & CEO of thredUP

Interview with Amy Errett, Founder & CEO of Madison Reed





Political

Economic

Societal

Technology

Consumers

Retail Industry

Operations

• Store operations 
   and experience
• Retail real estate
• Ecommerce 
   operations
• Supply chain
• Financial 
   management
• Organizational 
   changes
• Workplace changes
• Product and 
   packaging

Operational Shifts

• VCs and startups
• M&A
• Retailer 
   business models
• Brand marketing 
   and distribution
• Travel industry 
   impact

Industry Shifts

A framework for our framework





The current pace of 
change is massive and 
unprecedented. Today's 
changes in categories 
like online grocery 
would outpace even 
fast-growing categories 
of recent years.

Technology adoption in US households, 1970 to 2019
Technology adoption rates, measured as the percentage of households in the United States using a particular
technology.
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Note: See the sources tab for definitions of household adoption, or adoption rates, by technology type.

OurWorldInData.org/technology-adoption/ • CC BY
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Sourece: https://ourworldindata.org/technology-adoption. Additional Data: thespoon.tech. Online grocery data added by Shoptalk.



We’re updating the framework based on
constantly changing information



There are new opportunities and challenges
when it comes to data and COVID-19



Contact tracing data reveals new patterns of consumer behavior as 
thousands of new government workers start to track movements, but 

strict laws prevent marketers from gaining access

Brands and retailers that invested in technologies to capture, share and 
respond to the insights from customer data are better positioned to 

communicate directly to shoppers as spending on nonessential items picks up

AI algorithms thrown o� by very di�erent shopping patterns during the 
pandemic; use cases such as demand forecasting, fraud detection and 

product recommendations all have to adapt

A few framework additions related to 
broad data themes



Consumer behavior
and spending patterns
are shifting daily



Consumer behavior and spending patterns
are shifting daily

Source: www.twitter.com Source: https://www.businessinsider.com/some-us-roadways-are-deserted-as-a-result-of-the-coronavirus-2020-3



Both single-serving and bulk-sized product options increase as 
consumers seek value

As the US reopens at varying rates, marketing campaigns increasingly have 
to be localized in their depiction of consumers enjoying their products

In the era of face masks, "Eyeliner E�ect" or "Mascara Index" are used to 
describe upward trends in makeup for areas of the face not covered

A few framework additions
on consumer behavior



Shopping by appointment at Best Buy

Source: https://fortune.com/2020/05/21/best-buy-concierge-service-q1-2020/

Product testing at Sephora

Source: www.sephora.com

Retail o�erings are changing regularly



Retail o�erings are changing regularly



https://corporate.target.com/_media/TargetCorp/about/pdf/Target_SAFE_Retail_Considerations-for-Retail-Operations-Post-COVID-19.pdf

Retail o�erings are changing regularly



American Eagle Outfitters reimagines
the in-store experience

Source: https://www.washingtonpost.com/business/2020/05/21/pandemic-is-changing-every-aspect-shopping-store-layouts-how-jeans-are-folded/?arc404=true



Collaboration - Company-led responses shape how and when to 
reopen, with some large retailers playing a leading role in providing 

guidelines to others in the industry

CPG brands launch direct-to-consumer sites to meet the needs of 
shoppers looking for trusted products online

Appointment shopping becomes a common o�ering as part of 
omnichannel retail

A few framework additions
on new retail o�erings



Source: community.adobe.com

The startup landscape





How are the startups 
that were gaining great 
momentum prior to 
COVID-19 adapting?

There’s a group of startups dominating the news
as a result of benefitting from COVID-19



James Reinhart
Founder & CEO, thredUP

Amy Errett
Founder & CEO, Madison Reed

Resilient Business Models:
Startup Leaders Discuss the Next Generation of Retail



James Reinhart
Founder & CEO, thredUP

Launched in 2009, thredUP is the world’s largest
fashion resale platform

The company has raised over $300M in funding

Recommerce companies are growing 20x faster than the 
broader retail market according to Coresight Research

Recommerce has been one of the most talked-about 
retail models during COVID-19

The business model thrives due to consumers’ desire to 
be more sustainable and spend less while also having 
new looks to showcase

In addition to operating thredUP.com, the company 
partners with Madewell, JCPenney and Macy’s

Who is thredUP?



thredUP is now partnering with Walmart



www.thredup.com

thredUP’s annual Resale Report provides
some details on the market



www.thredup.com

thredUP’s annual Resale Report provides
some details on the market



James Reinhart
Founder & CEO, thredUP

thredUP refutes headlines that customers are worried about 
the hygiene of buying preowned merchandise

The day stimulus checks hit, thredUP’s sales increased 100%

Still, sales are below plan, and customers are trading down 
on price

Charging customers more to live sustainably will fall flat

According to James, this isn’t like the Great Recession; it 
isn’t the time to “blow everything up and start over”

Key points



Amy Errett
Founder & CEO, Madison Reed

 Launched in 2014, Madison Reed is an at-home hair color 
company disrupting the $29 billion hair color market  

Does business on MadisonReed.com, through specialty 
beauty retailers and at Madison Reed Color Bars

$173 million in funding

Hair color has been one of the most talked-about 
categories during the pandemic, with some estimates 
putting category growth over 100% in recent months

Since mid-March, sales for Madison Reed’s at-home 
products have increased by 10-12x

Who is Madison Reed?



Amy Errett
Founder & CEO, Madison Reed

The pandemic pulled forward at least 18 to 24 months of 
Madison Reed’s business

Salon goers went from 35% of the business to 60% 

Despite the lockdown in Italy, Madison Reed’s factory ran 
24/7 to produce more product, alongside hand sanitizer

Madison Reed still plans to open 100 Color Bars over the 
next few years

However, it’s put its franchising plans on hold

Key points
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