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How retailers 

are keeping 

customers informed

1



Source: Kantar 

Email bombardment is overwhelming 

to customers

Updates are becoming repetitive and tedious, 

making it difficult for companies to effectively 

deliver their message.

Grocery stores, gyms, department stores, restaurants, and 

others are all sending email updates on how they are 

reacting to the virus. 

Most messages follow a similar outline of reassuring 

shoppers that the safety of customers and employees is 

paramount, outlining revamped sanitation measures, and 

informing of any reduced hours or closings. 

While these messages are important, people are growing 

tired of the long, duplicative messages. Differentiating 

delivery or tone is a powerful way to ensure your information 

is being heard and retained. 
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Smaller and local businesses are more agile in messaging delivery

Source: Kantar, retailer social media

Local businesses took to Instagram and Facebook to communicate relevant offers to local customers, 

effectively leveraging the recent increase in social media use
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Serious intention with lighthearted delivery is refreshing

Source: Kantar, retailer social media 

Shoe brand Rothy’s differentiated its messaging by including uplifting photos and less 

clinical-sounding language than other retailer communications
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Community-oriented language is a stark differentiator

Source: Kantar, retailer email, social media

Some retailers are reaffirming their position as community staples in their communication

ꟷ Barnes & Noble kept its message brief, emphasizing shoppers’ well-being 

rather than long lists of increased sanitation measures. 

ꟷ Independent “experience” toy retailer Camp, with five stores in New York, 

Connecticut, and Dallas, is using Facebook to spread its store closing 

news, emphasizing its community feel, and increasing the likelihood that 

Camp shoppers will spread the news via social media.
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Shifting to accommodate 

working from home 

and social distancing 
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Entertaining the entire family

Source: Kantar, retailer websites

With many students learning virtually at home alongside parents who may be working from 

home, retailers are providing solutions to keep children occupied while stuck inside
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Messaging and curation shifting to accommodate working from home

Source: Kantar, retailer websites, social media

Retailers are aware that home organization, eating habits, and even wardrobes are 

changing as droves of people work from home for the foreseeable future

10



Retailers are providing solutions for social-distancing entertainment

Source: Kantar, retailer websites 

While streaming services remain a standby, categories like books and board games are 

spiking and selling out; advertising is appealing to ‘escaping’ present reality

ꟷ Barnes & Noble is categorizing its offerings into 

complete solutions for how to fill the time at home based 

on interests and goals rather than genre or author.  

ꟷ Prime Video subtly hints at its many options for staving 

off boredom as people look for at-home friendly 

entertainment.
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Retailers and services are mindful of fitness routines

Source: Kantar, retailer website, social media

With gyms closing and workout classes canceled, retailers are heavily advertising at-home 

fitness options as suitable replacements 

ꟷ Kohl’s homepage heavily promotes workout apparel and 

equipment.

ꟷ Directly referencing COVID-19, NordicTrack’s Instagram 

suggest shoppers bring “clean, connected fitness home.”

ꟷ ClassPass is letting members pause their memberships 

as studios close, or take advantage of its live and on-

demand workout options. 
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Shopping alternatives 

to replace person-to-

person experiences
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Delivery services introducing ‘contactless’ delivery  

Source: Kantar, media reports, retailer websites 

As people continue to limit eating out, delivery services are ensuring shoppers can still feel 

comfortable ordering in with extra cautious transaction processes and discounts 

Domino’s has gone even further, offering 

custom drop-off locations. Customers can 

specify whether they’d like their order 

delivered to their doorstep, a bench, a 

reception desk, etc. It is also offering 

discounts this week for online orders. 

While platforms like Grubhub, Uber Eats, and DoorDash are 

encouraging customers to use their messaging capabilities to 

leave instructions for carriers, Postmates has introduced a 

separate option for “contactless deliveries.” Most platforms are 

offering free delivery for any restaurant as well.
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Virtual options to replace in-store sampling and interaction

Source: Kantar, media reports, retailer website

Ulta takes makeovers 

digital with Glam Lab, 

allowing online buyers to 

“test” products through 

their camera before 

purchasing. This process 

acts as a replacement for 

the retailer’s well-known 

in-store try-on policy. 
In addition to offering phone ordering and curbside pickup, a 

local cheese shop in Austin, Texas, is encouraging shoppers 

to schedule Cheesemonger Live appointments. These virtual 

appointments let shoppers get guidance from a “dedicated 

cheesemonger” when they cannot physically enter the store to 

sample its cheeses. 

With the ‘try before you buy’ model no longer feasible for the time being, retailers that rely on 

in-person interaction are highlighting creative alternatives
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Community outreach 

and CSR
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Exclusive hours for higher-risk shoppers

Source: Kantar, retailer websites, media sites, company press release

Retailers are delivering this news with messages emphasizing their 

promise to protect their shoppers and their commitment to following 

the CDC’s latest recommendations:

“Now, more than ever, it’s important we come together as a 

community to support each other during challenging times. 

Part of that is showing compassion and care for some of 

our neighbors who are most vulnerable to the COVID-19 virus. 

According to the CDC, that is members of the population 

who are age 60 and older. To support this group … Stop & 

Shop stores will open earlier in order to service only 

customers who are age 60 and over from 6:00a.m.-7:30a.m. 

daily.”

Stop & Shop press release 

Both large-scale and local chains are restricting access for the first few hours of operation to 

people 60 and older and other high-risk individuals
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Service providers caring for students and low-income households

Source: Kantar, media reports, company websites 

Helping students continue to learn and get home 

safely:

ꟷCharter Communication is offering free Wi-Fi for 60 days to 

K-12 and college students who do not currently have 

access. 

ꟷEnterprise is lowering its minimum age for drivers to rent a 

car so college students can get home.

ꟷU-Haul is offering 30 days of free self-storage for students 

displaced due to COVID-19.  

Aiding low-income families struggling with COVID-

19 implications:

ꟷNational Grid, Verizon, and others are suspending any 

shutoffs for nonpayment for the near future.

ꟷCompanies such as AT&T and T-Mobile are offering free 

access to public Wi-Fi hotspots for everyone. 

ꟷComcast Xfinity is offering its basic internet package for free 

for 30 days to give low-income families access to the 

internet at home.
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Takeaways
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Effective communication, community orientation, and curated solutions key

Source: Kantar

Differentiated communication 

is effective communication.

As consumers are bombarded with 

updates from their favorite retailers and 

companies, information is getting lost in 

the fray. Make your messaging stand out 

by including some lighthearted language 

or posting updates on social media to 

engage with the community rather than 

just sending an email blast.

Cater offerings to changing routines 

and dynamics

With many people working from home 

and discouraged from interacting in 

public places, offering complete 

solutions to ease the transition will 

resonate well. Recognizing different 

need groups, like college students and 

workers with children at home, can help 

determine what to prioritize in 

promotions and online merchandising.

Community outreach is a powerful 

factor

With fear and uncertainty rising, 

shoppers are prioritizing ways to help 

their communities and looking to their 

favorite brands and retailers to aid as 

well. Shoppers will welcome any 

opportunity to help those most severely 

affected, like elderly people and grocery 

store and delivery workers.  
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