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Retailers are no strangers to
the highs and lows of consumer
shopping patterns

But in 2020, COVID-19 interrupted these patterns to create a new normal,
and left many retailers scrambling for the best next steps to protect their
businesses and position themselves for success.
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COVID-19 introduced Retailers pivoted to meet
sudden change for -% new consumer demand
ecommerce retailers for different products and

different commerce options

For some retailers, sales dried up and required a completely reinvented
business strategy. For others, demand skyrocketed and quickly
overwhelmed existing operations. For better or worse, COVID-19 has
created a distinct opportunity for retailers to adapt to these changes and
respond to new customer behaviors and demand in innovative ways.
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To better understand the impact of COVID-19 on ecommerce retailers’
investments and strategies, BigCommerce partnered with Retail Dive’s
Brand Studio to survey 140 retail executives about their investment
behavior before and after the pandemic.

The findings reveal several interesting observations about the state of
ecommerce today, as well as a clear increase in investment by a majority of

ecommerce executives in website experience, marketing and advertising,
and logistics and fulfillment.

These changes are echoed in the stories of Thompson Tee, Tin Pot
Creamery, and Sara Campbell — three retailers who experienced change in
their businesses due to COVID-19, pivoted, and stepped up to the challenge
of thriving in the new era of ecommerce.

Three retailers who stepped
up in reaction to COVID-19

SARA CAMPBELL

BOSTON, MA

TIN POT CREAMERY

SAN JOSE, CA

THOMPSON TEE

LAS VEGAS, NV
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UlHnl‘u'FSOI‘.IFE MEM WOMEN  FACE MASKS  SWEAT 1 -

FALL SALE' 15% OFF UNDERSHIRTS & FACE MASKS. USE CODE. LEAFIS

i) THOMPSONTEE ™

FALL SALE! 15% OFF UNDERSHIRTS & FACE MASKS.
USE COOE: LEAF1S

THOMPSON TEE
FACE MASKS

Double-layer

THOMPSON TEE FACE
MASKS

Double-layered, premium cotton
Face Masks.

$5.99 - IN STOCK, SHIFS FAST,

SHOP ADULT MASKS

SHOP KIDS MASKS

MADE IN THE USA

PIVOTING TO PROFIT WITH
THOMPSON TEE

Billy Thompson, President of
Thompson Tee, had an experience
similar to the 28% of executives who
felt their ecommerce technology
capabilities prepared them to 11 Employees
manage the circumstances of 2020. SIZE

Thompson Tee
thompsontee.com

Las Vegas, NV
HEADQUARTERS

Thompson Tee moved to the
BigCommerce platform in late
2019 in pursuit of a truly turnkey $10 Million
ecommerce platform. With the REVENUE
technical piece in place, the
Thompson Tee team was able to
shift focus from their platform to
what they did best — driving sales
and revenue for the business.

BigCommerce Case Study
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“With previous platforms, we
needed a full-time IT team to
handle updates and outages,”
said Thompson. “The switch

to BigCommerce turned out
very well, even considering the
tremendous amount of data we
had to repopulate. We saw no
noticeable drops in SEO, and
it was a seamless move from
our old site to our new one.”

Then COVID-19 hit. Thompson
Tee had to pivot to react to two

sides of the ecommerce equation:

challenges in the supply chain,
and changes in demand for their
existing products.

“The goal of any
business running
ecommerce is to
minimize the time,
stress, and money that
goes into managing
your website so you
can focus on growth.
BigCommerce allowed
us to streamline our
process to the extent
that it was practically
plug-and-play to add
a new product.”

BILLY THOMPSON
PRESIDENT, THOMPSON TEE

28%

How prepared Z]%
executives feel
to manage 2020

circumstances

51%
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“Our biggest challenge was the 80% drop in sales we saw,” said
Thompson. “We had to figure out how to pivot our business

to survive COVID-19, and the answer was adding masks for
sale.” This pivot also enabled Thompson Tee to give back to
the surrounding communities where they have donated over
30,000 masks to nearby hospitals and community centers.

With previous platforms, adding SKUs to the product mix was extremely
stressful. There was always a question of whether it would work or not,
or how unforeseen outages would affect sales.

But on the BigCommerce platform, Thompson was able to capitalize
on the biggest months of traffic the brand had ever seen to sell a new
product with no glitches:

“When we launched our masks, they flew off the shelves, and they
continue to do so,” said Thompson. “Being able to expand our product
inventory so seamlessly and successfully has influenced how we’ll
proceed in the future.”

Thompson Tee
Results at a glance

' Minimized impact of technical issues on growth and
AL allowed brand to focus on revenue and sales

F Provided a strong structure to pivot in response to new
® ¢ ') demand and capitalize on sales of a new product SKU

Revealed new control over the brand’s direct revenue
stream by tapping database of existing customers
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TIN POT

‘World's most
delicious ice cream!"

ICE CREAM SUNDAE
KIT

MEETING CUSTOMERS ONLINE
WITH TIN.POT.CREAMERY

For Becky Sunseri, Founder and
Chief Creative Officer of Tin Pot
Creamery, business before COVID-19
was good. The local chain of
boutique ice cream was thriving 60 Employees
with physical scoop shop locations SIZE

and several restaurant partnerships
around San Francisco. But when
COVID-19 pushed customers out
of the shops and into delivery and 7 300%

pickup-only, everything changed. YOY ECOMMERCE REVENUE

Tin Pot Creamery

tinpotcreamery.com

San Carlos, CA
HEADQUARTERS

“Overnight, COVID-19 changed

our usual way of doing business and sped up the urgency of having an
ecommerce enabled website,” said Sunseri. “We couldn’t have customers

in our stores, where we were making 95% of our sales. So, we had to move
those sales online, which has become a really important channel for us to sell
to customers across the country.”
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Business areas that will be seeing investment
increases by a majority of ecommerce executives

61%

51% 55% !

Logistics/ Marketing/ Website
Supply Chain Advertising Experience

Diving into the BigCommerce
platform with the help of a family
member, Sunseri was able to get her
ecommerce site up and running in a
weekend — allowing her business to
access a new channel for sales while
storefronts had to rely on pickup and
delivery only.

“The biggest change
we’ve seen from
COVID-19 is that we have
to have ecommerce now
— it went from a nice-

to-have to a must-have.”

BECKY SUNSERI
Along the way, Sunseri realized FOUNDER & CHIEF CREATIVE

there were additional benefits that OFFICER, TIN POT CREAMERY
came with adding an online revenue
channel, a channel that will remain

an important part of her business
strategy even as her physical locations
begin to open up.

First, the Tin Pot Creamery website now served as a powerful first impression
for potential customers:

“Before COVID-19, we told our brand story in our scoop shops and through
our product packaging,” recalled Sunseri. “Every time | saw our website,
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| just knew it didn’t capture what | wanted to communicate about our brand.
I quickly went from feeling embarrassed about our website to proud of it.”

Upgrading Tin Pot Creamery’s ecommerce platform also made it easier
for Sunseri to rate the effectiveness of their shift to online marketing and
advertising. An ecommerce-enabled website gave Tin Pot Creamery the
opportunity to reach a larger audience outside the scoop shops through
social media, email lists, and a more “giftable” online presence.

“We started taking orders right after our website went up, and now it’s easy
to see where orders are coming from and whether or not our ad spend is
actually working for us,” Sunseri said. “It’s also changed how we think about
marketing and advertising and allowed us to make a more intentional first
impression with our customers — wherever they live, since we’re no longer
limited to our local market.”

BigCommerce’s comprehensive app marketplace was another important part
of Tin Pot Creamery’s shift to online order fulfillment, especially when it came
to shipping and fulfillment plugins such as Shipper HQ and Shipstation.

“When we first started shipping packages, we were just trying to make it
work without a real plan in place,” explained Sunseri. “Having BigCommerce
plugins that could help us calculate the shipping costs and print labels gave
us so much control and made the process of trial and error much easier.”

Tin Pot Creamery
Results at a glance

Improved website design and functionality gives
a more accurate first impression of the brand

Ecommerce capabilities expanded potential customer
market from San Francisco market to across the country

Built-in dashboard made it easier to attribute
ad spend to conversions
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Fall For Fall

GROWING THROUGH A NEW
CHANNEL WITH SARA.CAMPBELL

COVID-19 was a turning point for
Sara Campbell, the luxury fashion Sara Campbell
brand based in Boston, MA. As store

; ) saracampbell.com
locations across the United States

were shuttered, the brand had to 124 Employees

open up its first online store in SIZE

order to get through the closures. Boston, MA
HEADQUARTERS

“Prior to partnering with

BigCommerce, we did not have an 25%
COMPANY REVENUE FROM

ecommerce platform — we were

) ONLINE SALES SINCE
operating solely through our 26 LAUNCHING MARCH 2020

brick-and-mortar store locations,”
said Courtney Harris, Director of
Operations at Sara Campbell. “BigCommerce has paved the path for us to
grow through our new channel of selling. We are very glad we made the
jump to online selling, it came at a time when we needed it the most!”
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http://saracampbell.com

Activating a new channel can be
challenging for a brand with an
existing consumer base. The Sara
Campbell experience had, until now,
taken place entirely in-store. How
would customers react to moving that
experience into a digital format?

“Since we were not replatforming,
our concerns were around how

our customers would react to

an entirely different avenue of
purchasing,” said Harris. “We had
built our business model around
providing an excellent in-store
customer experience. We were
worried about that aspect translating
to our ecommerce platform.”

“Our BigCommerce
platform was the only
way our customers could
shop with us. It made a
huge impact in getting
us through the months

when all of our brick-
and-mortar stores were
closed due to COVID-19.”

COURTNEY HARRIS
DIRECTOR OF OPERATIONS,
SARA CAMPBELL

But with the BigCommerce platform behind the brand, Harris’s
fears were unfounded: customers responded warmly to the
online commerce experience and the launch went smoothly.

There are some shifts in how retailers will be
spending moving forward, as opposed to what
they did in 2019 before the COVID-19 pandemic

INCREASED INVESTMENT
0/ Logistics/
+ ]] 0 Supply Chain

0/ Inventory
+9 0 Management
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“Upon launch, we received great results and feedback from existing
customers that this had been something they were waiting for,” she
recalled. “The implementation and launch itself was also rather quick — our
retail stores closed on March 17th, 2020 and we launched BigCommerce on
March 26, 2020.”

Moving into a new sales channel online also meant exploring new channels
of marketing and advertising. For Harris, that meant finding ways to engage
with customers on popular platforms like Facebook and Instagram:

“Our first priority has been engaging with our customers through new

and improved marketing campaigns and promotions,” said Harris.
“BigCommerce has helped us with executing these promotions and
allowing our online shoppers to complete a purchase while having an easy,
excellent experience.”

Sara Campbell
Results at a glance

- 3 Quickly and successfully launched a full online

store after previously operating only in-store

[ ) Welcomed existing customers with a positive
Ay 2nd seamless online purchasing experience

u Renewed focus on email marketing

- and sales campaigns
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BigCommerce supports
growth in the new era
of ecommerce

Few retailers will be able to escape the long-term impact of COVID-19.
This global event has accelerated all of the changes that were taking place
in ecommerce and retail, from consumer expectations for the online and
offline purchase experience to the way retailers source, package, and fulfill
their orders. Nothing from the past can be taken for granted — and every
business must make decisions about how they will adapt to move forward.

The most important thing retailers can do today is to set themselves up to
thrive. To ensure they’re making investments in their business that support
the best possible performance of their website and customer experience,
and that they have the right technology in place to support those
experiences to the standard of today’s ecommerce customer.

BigCommerce takes on the heavy lifting of online transactions, leaving
retailers and brands to do what they do best — introduce customers to the
best possible products and nurture strong relationships that drive ongoing
connection and sales.

BigCommerce Case Study
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BigCommerce (Nasdaq: BIGC) is a leading software-as-a-service (SaaS)
ecommerce platform that empowers merchants of all sizes to build,
innovate and grow their businesses online. As a leading open SaaS
solution, BigCommerce provides merchants sophisticated enterprise-
grade functionality, customization and performance with simplicity

and ease-of-use. Tens of thousands of B2B and B2C companies across
120 countries and numerous industries use BigCommerce to create
beautiful, engaging online stores, including Ben & Jerry’s, Molton Brown,
S.C. Johnson, Skullcandy, Sony, Vodafone and Woolrich. Headquartered
in Austin, BigCommerce has offices in San Francisco, Sydney and
London. For more information, please visit www.bigcommerce.com or
follow us on Twitter, LinkedIn, Instagram and Facebook.

START A FREE TRIAL

Your dashboard



http://www.bigcommerce.com
http://twitter.com/BigCommerce
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https://www.bigcommerce.com/enterprise-trial/?utm_medium=lp&utm_source=landing page&utm_campaign=amer_us_mm_acq_big_ct_2020_q4_&utm_content=retail-dive-future-of-ecommerce-case-study
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BY INDUSTRY DIVE

studiolD is Industry Dive’s global content studio offering brands
an ROl rich tool kit: Deep industry expertise, first-party audience
insights, an editorial approach to brand storytelling, and targeted
distribution capabilities. Our trusted in-house content marketers
help brands power insights-fueled content programs that nurture
prospects and customers from discovery through to purchase,
connecting brand to demand.

LEARN MORE


http://studioid.com
https://www.studioid.com

