
Redefining 
Resilience in Retail



The use of the term “resilience” skyrocketed with the onset of the pandemic in 
2020 and is still a consistent topic of conversation to this day. Individuals, 
families, small businesses and global brands have been forced to adapt to 
change and overcome challenges in the midst of unprecedented adversity. 



The pandemic initiated a new era of resilience across the world and today’s 
economic climate is making sure that era is here to stay.

Google trends report showing increased search volume for 'resilience' as a keyword

https://trends.google.com/trends/explore?date=all&q=resilience


Over the last three years, retailers have exemplified what it means to be 
resilient starting in the earliest stages of the pandemic when they quickly 
embraced technology to solve for the shift from offline to online:

 Gap Inc. opened a  two months ahead of 
schedule and designed to be Gap’s highest capacity fulfillment center.

 Crate and Barrel rolled out , such as social 
distancing and contactless pickup, in the first two months of the pandemic 
than in the two years prior. 



We also saw retailers not only survive in the face of adversity, but thrive. In what 
has been dubbed “ ”, we saw not only the 
emergence, but the practical application of digital innovation like Artificial 
Intelligence (AI), Augmented Reality (AR), and the Metaverse

 Burberry launched the world’s first luxury “ ”, blending the 
physical and social worlds with a digitally immersive retail experience

 Neiman Marcus launched its clienteling solution  which allowed 
digital stylists to create an in-store experience remotely that drove $60 million 
in sales in 3 months. Now customers can choose how they shop; from text, 
email, video chat or in person.

state-of-the-art distribution center

more operational processes in-store

the Great Fashion Tech Acceleration

social retail store

NM Connect

https://www.gapinc.com/en-us/articles/2020/06/amidst-pandemic,-gap-inc-launches-world-class-dist
https://nrf.com/video/nrf-retail-leadership-series-neela-montgomery-former-ceo-crate-barrel
https://www.businessoffashion.com/articles/technology/the-state-of-fashion-technology-bof-mckinsey-industry-forecast/
https://www.burberryplc.com/en/company/social-retail.html
https://www.neimanmarcusgroup.com/2020-07-21-Neiman-Marcus-Unveils-Exciting-New-Ways-For-Customers-To-Access-Renowned-Services


While the beginning of the pandemic is nearly three years behind us, change 
and adversity has become a constant in Retail. Rising inflation, sustainability 
expectations, continued supply chain issues, cost cutting, increased 
personalization standards with less third party data are just a few challenges 
retailers are grappling with in 2023.  “Resilience” has begun to take on a new 
level of importance – no longer isolated to the idea of rising to a challenge or 
surviving the next big disruption – resilience for retailers has become “always-
on”. Much like the human immune system, it is only as strong as the care and 
attention you give to it. 

The stories of resilience in retail over the past three years are endless – to the 
point where the word “resilience” may be falling victim to . 



As we count down the days to our retail marketing conference , 
where the best minds in retail assemble to share their own stories of adapting, 
learning, and thriving in an ever-challenging modern market, we wanted to get 
a fresh take on the concept. So we challenged a few of our Lifecycle attendees 
and speakers to define what “resilience” has come to mean to them in 2023. 



semantic satiation

Lifecycle23

Here’s what we learned...
 

https://www.youtube.com/watch?v=ymfC_iji6Z0
https://lifecycle.ometria.com/


#1 When there is a lack of adversity, 
create adversity 



“the first 

thing I have to do is recognize that we have to create chaos, if 

nothing else, to allow us to get to that rawness of people 

acting instinctively and acting simply with agility and 

flexibility.”

Jason Beckley, most recently Chief Customer, Marketing & 

Digital Officer at Ted Baker has held multiple leadership roles 

at global brands, including NIKE and Clarks, and is no stranger 

to implementing resiliency tactics across the teams he’s 

worked with. When asked what his number one priority is 

when building teams to be resilient, he responded 

 This speaks to not just the importance of seeing 

how a team reacts to change, but also to the creativity and 

opportunity that change can create.  


Our own Lauren Sadler who spent ten years in retail prior to 

joining Ometria, echoed this sentiment stating that when 

faced with a challenge, “turn it on its head and explore, 

investigate to find a solution - you may just surprise yourself!"

#2 While your strategy may need to 
change, what you stand for should not



"Resilience means to 

face change and uncertainty head-on with agility and 

confidence. It's not about making temporary changes to get 

through difficult times. It's about treating challenges as 

opportunities for everlasting growth while remaining focused 

on doing our best for the world through beauty, ethics, and 

sustainability."  


paid advertising and AI-powered site 

personalization

produced and donated over 10,000 of its Good 

Hope Gel Hand Sanitizing Gel

Resilience becomes less about solving problems in the moment 

and more about long-term adaptation that strengthens your 

brand. Amanda Griffiths, Director of Digital Marketing & 

Ecommerce at The Davines Group stated 

Davines, a professional haircare company, had to quickly 

rethink their sales strategy in 2020 when sales happening from 

word-of-mouth in salons were stripped away from them. They 

quickly adapted with 

, but still found time to focus on their broader 

purpose. They 

 in their ongoing efforts to do their 

best for the world.

https://rethink.industries/podcast/davines-makes-the-case-for-e-commerce-personalization-karli-bruno/
https://rethink.industries/podcast/davines-makes-the-case-for-e-commerce-personalization-karli-bruno/
https://www.hji.co.uk/latest/the-davines-group-produces-sanitising-gel-for-coronavirus-pandemic/
https://www.hji.co.uk/latest/the-davines-group-produces-sanitising-gel-for-coronavirus-pandemic/


#3 No matter what, customer experience should 
remain at the heart of every decision



“Resilience means being 

in tune with consumer moments and emotions, understanding how your brand can add 

value to the consumer and continuing to engage, surprise and delight with a great 

brand, storytelling and product.”

 increasing sales by 49%

“Resilience is the ability to adapt or change the shape of your strategy in response to 

the challenges your customers are facing, throwing away ideas of what you’ve always 

done to focus on what you need to do now.”

new 6,000 square foot store and recently unveiled plans

Ntola Obazee, Trading Director at Emma Bridgewater stated 

 



In 2019 Emma Bridgewater launched its international strategic growth plan with a 

focus on customer experience, strategic partnerships and unwavering resiliency in a 

challenging Chinese market–  in 2021. 



Joe Turner, Head of Digital Trade at Footasylum, also stresses the importance of 

reacting to adversity swiftly in an effort to protect the customer experience. 

   

Footasylum’s customer-centric resiliency tactics have paved the way for opening a 

 to open a series of stores and 

expand others to meet the demand of their growing customer base.

https://www.theretailbulletin.com/home-and-diy/emma-bridgewater-hails-success-in-china-15-12-2021/
https://www.retailgazette.co.uk/blog/2023/04/footasylum-new-store-openings/


#4 Commit to establishing a resilient 
mindset across your brand



"Resilience, the magic fuel of 

purpose. The only thing it demands is clarity on where you are 

heading and why you need to get there. Once it has that, 

resilience will bring the adaptability, agility and commitment 

to make sure you make it"

“We live in a fast-paced ever changing world and 

resilience is therefore key to success. Resilience to me means 

the ability to keep in touch with changes in customer behavior, 

technology and the competitive environment through 

research, so that I can always adapt and challenge my 

approach.” 

One of the most common sentiments we heard was that 

establishing resilience is a necessary means to achieve 

success. Beckley offered an inspiring take on how he 

ultimately defines resilience; 

.



Emilie Mouquot, Vice President of marketing at 

notonthehighstreet.com, had a strikingly similar definition or 

resilience while also stressing the importance of learning, 

stating 

She continues, 

Emilie was tasked with rebranding NOTHS, an undertaking that 

involves many moving parts even without the challenges of 

today’s economic climate. Teams across NOTHS leaned in, 

worked together, and were indeed bold in their choices. The 

result of the

that stands out and appeals to its growing, younger audience. 
 

“To master it, I establish what my purpose/goal 

is to stay focused and together with arming myself with data I 

can then always be in a test and learn mode. This supports my 

ability to always be bold in my choices as prioritizing learning 

means I have no fear to fail.” 



 rebrand was a vibrant, playful new visual identity 

https://www.a1retailmagazine.com/latest-news/not-on-the-high-street-celebrate-life-with-re-brand/


Has resilience come to hold a deeper meaning for you and 
your brand? How have you adapted your organization to be 
more resilient? How much time are you spending preparing 
for the next big disruption?   

Retail resilience: what it takes, why it’s important and how 
retailers are building it forms the central theme for our retail 
marketing event Lifecycle this year on June 6th in Central 
London.



You can get your tickets , to join us and continue the conversation and learn 
more about how these retail pros are establishing and maintaining resilience 
every day.

here

https://lifecycle.ometria.com/
https://lifecycle.ometria.com/

