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In the future, this [direct-to-
consumer] channel will be 
incredibly powerful to get closer 
to our consumers, get insight, 
and take learnings to the rest  
of our business.
 
 
Jean-Phillipe Nier
Head of Ecommerce UK&I, The Kraft Heinz Company 
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The pandemic pivot
The COVID-19 crisis has been a catalyst for commerce. It has accelerated the shift to online 
shopping and revealed how important it is for brands to have a direct relationship with 
their customers. Brands selling direct to consumer (DTC) entered the global pandemic in a 
position of strength, while legacy wholesalers and offline brick-and-mortar businesses made 
rapid shifts to begin selling direct for the first time.

Strategic pivots have emerged in verticals that had never before sold direct. Heinz, 
established in 1869, launched its first ever DTC initiative in seven days. And Lindt, a Swiss 
chocolate company since 1845, launched in just five. 

Overnight, wholesale and retail-only businesses have found themselves on the cutting edge, 
offering digital discounts and curbside pickup, and automating workflows to improve their 
customer experience. Despite statewide lockdowns, international border closures, and 
supply-chain disruptions, DTC brands have attracted Black Friday–like online traffic.

We find ourselves at a tipping point: Nice-to-have business capabilities are now must haves. 
Tobi Lütke, CEO of Shopify, believes the pandemic has brought 2030 to 2020, with a rapid 
acceleration of consumer buying behavior and online retail trends. We’re seeing the world’s 
largest and most storied brands abandon legacy platforms. They’re launching DTC initiatives 
fast, and slashing costs at the same time. 

Selling direct to consumer is easier than you think. 

Here’s how. 

DTC protects your brand from a future crisis 
Before COVID-19 swept the globe, DTC brands that sacrificed profitability for growth  
were already in financial trouble. But selling direct isn’t enough: Even the best DTC initiative 
can’t save brands with weak product differentiation and significant fixed costs. In addition  
to digitally native vertical brands that already sell DTC, the brands in the strongest positions 
to sell DTC are the financially strong legacy wholesalers and consumer packaged goods 
(CPG) companies that have never before sold directly to consumers.
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https://www.shopify.com/enterprise/mary-meeker-report-ecommerce
https://www.shopify.com/enterprise/mary-meeker-report-ecommerce
https://www.shopify.com/enterprise/retail-during-recession?_pos=1&_sid=6f18934d9&_ss=r
https://www.bloomberg.com/news/articles/2020-04-17/shopify-surges-after-cto-touts-black-friday-level-traffic-k94d2z4r
https://www.fastcompany.com/90450877/casper-ipo-hip-mattress-startup-losing-millions-2018-2019
https://www.fastcompany.com/90489030/can-direct-to-consumer-brands-survive-the-covid-19-apocalypse
https://www.shopify.com/enterprise/retail-during-recession


Selling online can insulate your brand against the next crisis. Consumers around  
the globe report spending more online as the coronavirus spread:

           18%             38%      10%            35%

      16%               45%      7%            32%

      16%              51%    6%          28%

12%             38%         15%            35%

        31%           44%    12%        13%

   18%                57%   5%        20%

       27%          40%          19%        14%

      18%                  49%    6%              27%

       23%             42%        12%         23%

                 57%    14%       21%         9%

          50%         19%        25%  6%

             55%        14%        25%   7%

Australia

Canada

France 

Germany

Italy

Japan

Russia

United Kingdom

U.S.

Vietnam

China

India

Source: Ipsos © Statista 2020
Additional Information: Worldwide; March 12 to 14, 2020; 10,000 respondents; 16-74 years; Online survery

More frequently                  No charge                  Less frequently                 I rarely or never do this actively  

Change in ecommerce usage to purchase products normally  
bought in-store due to coronavirus (COVID-19) 
Worldwide as of March 15, 2020, by country*

Image from Statista 

Th
e 

pa
nd

em
ic

 p
iv

ot

The Direct-to-Consumer Guide

5 / 31 

https://www.statista.com/statistics/1105597/coronavirus-e-commerce-usage-frequency-change-by-country-worldwide/


Ecommerce played an outsized role in driving sales during the pandemic. Total  
U.S. CPG sales increased $8.5 billion, or 15 times normal sales, with ecommerce  
growth nearly doubling:

 

If you’re not selling DTC online, you might have no way to sell at all if a future crisis results  
in similar lockdowns, travel bans, and store closures. Don’t leave your brand’s fate in the 
hands of your retail distribution partners.

Week Ending 2/22               Week Ending 2/29             Week Ending 3/7              Week Ending 3/14 

Online             In Store   

+ 9%

+ 29%

+ 91%

+ 45%

Source: Nielsen Total US xAOC; Nielsen Ecommerce measurement powered by Rakuten
Copyright © 2020 The Nielsen Company 

U.S. CPG Sales highlight an unprecedented 
change in  shopper behaviour 
Dollar percentage change vs. year-ago period

Image from Nielsen 
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https://www.nielsen.com/us/en/insights/article/2020/tracking-the-unprecedented-impact-of-covid-19-on-u-s-cpg-shopping-behavior/
https://www.nielsen.com/us/en/insights/article/2020/tracking-the-unprecedented-impact-of-covid-19-on-u-s-cpg-shopping-behavior/


The case for 
selling direct 
Besides protecting your business against a future crisis, selling direct allows you to own 
your customer relationship and data, use that data to create unique shopping experiences, 
and build a stronger brand with those insights.

Selling direct isn’t one size fits all. For example, you might decide to develop a subscription 
product as a recurring stream of revenue, or launch new differentiated products or brands, 
and position your brand to compete better with giants like Amazon and Costco. 

Selling direct offers greater merchandising and customer personalization opportunities  
than the traditional manufacturer-to-retail partner model:

Adapted from Deloitte

Reach

Personalization

Loyalty

Access to customer

Pricing

Speed to market

Merchandising

Assortment

CAPEX

Overhead

Finite

Mass market

Basic

Limited, periodic

Partial control

Slow

Limited control

Limited

High

High

Unlimited

Personalized

Advanced

Comprehensive, real-time

Full control

Fast

Full control

Full

Low

Low

Dimension                   Traditional                  Digital
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https://www2.deloitte.com/content/dam/Deloitte/ca/Documents/consumer-business/ca-en-consumer-business-going-digital-going-direct.pdf


Selling direct also helps insulate you against the forces that are ravaging retail. More  
than 9,300 retail locations closed in 2019. The rate of growth for retail sales was declining 
into 2020 before going negative as the coronavirus spread. It’s why legacy manufacturers 
and CPG companies are accelerating their online DTC efforts.

By 2021 ecommerce is expected to account for 6.6% of all CPG sales, and the  
DTC movement accounts for 40% of the sales growth in the sector.

Not only has the global pandemic accelerated the trend toward ecommerce, it has also 
brought entire industries like (CPG companies) online. Selling direct empowers you to:

• Drive recurring revenue with subscriptions

• Compete with established brands with your own private-label brands

• Take on Amazon

Let’s take a look at each one.

2%

2.7%

3.6%

4.9%

6.6%

2017

2018

2019*

2020*

2021*

Source: IRI © Statista 2019
Additional Information: United States; IRI; 2015-2017 

Ecommerce as percentage of total  
CPG sales in the United States 
from 2017 to 2021

Image from Statista
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https://www.businessinsider.com/stores-closing-in-2019-list-2019-3
https://tradingeconomics.com/united-states/retail-sales-annual
https://www.digitalcommerce360.com/2018/10/18/e-commerce-has-an-outsized-impact-on-the-fmcg-market-research-shows/
https://www.statista.com/statistics/813367/online-cpg-sales-share-united-states/


Drive recurring revenue with subscriptions
Chefs’ Warehouse, which has been selling steak to chefs and restaurants since 1893, 
recently began selling DTC through its Shop at Home initiative, giving the brand a  
recurring revenue stream through its subscription products, which can be purchased 
directly or as gifts. 

The subscription economy is powered by a broad shift in buying behavior where consumers 
are choosing ongoing relationships with brands over one-off transactions. Like Netflix and 
Stitch Fix, these services are highly customized. Likewise, brands selling beauty products, 
baby items, and food are turning their products into subscription services that can be 
combined, packaged, and personalized. 

DTC companies that offer subscriptions also grow faster. The Subscription Economy  
Index (SEI), which tracks subscription businesses on the Zuora platform, reveals that 
subscription businesses grew revenues approximately five times faster than S&P 500 
company revenues (18.2% versus 3.6%) and U.S. retail sales (18.2% versus 3.7%) from  
January 1, 2012, to June 30, 2019.

You can capitalize on this growth by automating your subscription order, billing, and 
fulfillment processes before you launch DTC. Specifically, you’ll need to integrate your 
ecommerce site with a recurring billing management system and a payment provider  
to process customer transactions.

Here are some popular recurring billing solutions:

• Bold Commerce is designed to support recurring orders and payments with  
a seamless Shopify integration 

• SpurIT is a subscription app for weekly or monthly subscriptions, specializing  
in subscription boxes

• Zuora is a subscription platform for large enterprises

• Chargify offers a breadth of elastic billing or subscription permutations

• Recurly is an enterprise platform that maximizes revenue by preventing  
credit card declines
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https://shop.chefswarehouse.com/
https://www.zuora.com/vision/subscription-economy/
https://www.zuora.com/resource/subscription-economy-index/
https://www.zuora.com/resource/subscription-economy-index/
https://apps.shopify.com/recurring-orders
https://apps.shopify.com/recurring-invoices
https://www.zuora.com/
https://www.chargify.com/
https://recurly.com/


Compete with established brands with  
your own private-label brands
Now that big-box retailers are offering their own private-label brands, brands are not  
only competing with their direct competitors, but their retail partners too.

 
 
To understand this threat better, look no further than Costco. The Kirkland Signature brand 
generated nearly $40 billion in sales in 2018, more than CPG heavyweights Campbell Soup, 
Kellogg, and Hershey combined. Kirkland brands are often 20% cheaper than national 
brands, forcing CPG companies to cede market share or lower prices to compete.

When deciding whether a private-label brand is right for you, decide where you want  
to position your brand—and against whom. Consider three types of offerings:

• A low-cost brand

• A premium, high-quality, higher priced brand

• A middle-ground, organic, or specialty private-label brand

29%

19%

19%

13%

1%

17% 

Costco

Kroger

Walmart

Target

Amazon

All retailers

Sources: eMarketer; Numerator © Statista 2019 
Additional Information: United States; Numerator; 2019; 12 months ended December 31, 2019 

Image from Statista

Private-label share of U.S. CPG sales by retailer, 2018* 
% of total
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https://www.cnn.com/2019/01/10/business/costco-kirkland-signature-brand/index.html
https://www.cnn.com/2019/01/10/business/costco-kirkland-signature-brand/index.html
https://www.statista.com/statistics/1070376/private-label-share-of-cpg-sales-of-selected-retailers-us/


Before launching your own label, understand to what degree your retail partners offer 
private-label brands. Costco uses its Kirkland brand, valued at $75 billion, to drive down 
prices of competing brands, which have to slash prices to remain competitive. 

You might also be able to partner with existing leading brands. For instance, Costco’s 
Kirkland signature coffee brand is actually roasted by Starbucks. Kirkland’s batteries, 
diapers, and cheese are also supplied by well-known brands that simultaneously  
compete with Kirkland. 

Take on Amazon
Private-label brands account for 19.3% of all retail sales and grew 9.8% year over year. In 
comparison, private-label sales are growing three times faster than national brands. And the 
pressure on CPG companies is not expected to subside. Notice that Amazon’s private-label 
share of CPG sales is only 1%. But scaling its private-label CPG sales appears to be a priority, 
according to these growth rates:

50%

40%

35%

25%

20%

Snack nuts 

Salty snacks

Cookies

Dried meat snacks 

Nutritional bars

Sources: CSP; Cadent Consulting © Statista 2019
Additional Information: United States; Cadent Consulting; Year ending April 2019  

Sales growth of Amazon's private-label foods in the United States in 2019,  
by product catagory  
in million U.S. dollars

Image from Statista
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https://www.businessinsider.com/costco-kirkland-brand-drives-growth-2019-3
https://hip2save.com/tips/brands-behind-costco-kirkland-signature/
https://hip2save.com/tips/brands-behind-costco-kirkland-signature/
https://www.statista.com/topics/1076/private-label-market/
https://www.supermarketnews.com/private-label/private-label-growth-spurred-mass-retailers
https://www.grocerydive.com/news/grocery--nielsen-private-label-sales-grew-three-times-faster-than-national-brands/534112/
https://www.statista.com/statistics/1039307/private-label-food-sales-amazon-category-us/


How can you use a private label to take on Amazon? Consider selling on Amazon alongside 
the company’s own private-label products. That's what many of the most successful brands 
do—except their go-to market strategy on Amazon is different than in their own stores. 

Costco’s Kirkland brand not only competes directly with Amazon, but also uses Amazon as a 
sales channel. A recent analysis revealed Kirkland sells its products with steep price mark-
ups on Amazon.

 
 
 
Note that the strategy is not risk free. Amazon advertises its own products right  
below Kirkland’s:

 

 

 
 
 
Kirkland can experiment on Amazon while also protecting its profit margins with price 
markups. Despite competition from the retail giant, Kirkland and grocers like Kroger and 
Trader Joe’s also sell on the platform.
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https://www.grocerydive.com/news/costcos-kirkland-products-appear-on-amazon/558643/
https://www.grocerydive.com/news/costcos-kirkland-products-appear-on-amazon/558643/


Defining your DTC goals
Increasing sales is just one reason for selling direct. Before launching, it’s important to 
define the goal of your DTC strategy, which should be clearly defined and integrated into 
your company’s overall strategy. This will help anticipate and resolve potential channel 
conflict or the cannibalization of retail sales before they impact the consumer.

Two of the most important considerations when going DTC include providing clear  
value to the customer and not introducing friction to the customer journey. If shoppers 
wonder whether they can find your DTC offer cheaper at a big-box retailer, they might  
not purchase until they’ve finished shopping around. Below are some strategic reasons  
why brands sell direct:

 
 

Adapted from McKinsey & Company

DTC websites can play different roles for CPG brands 
Must-have capabilities for each role:

Consumer insights Sales channel

Insights and 
innovation 
engine
• Advanced analytics 

to generate consumer  
and shopper insights

• Social listening and 
search scraping

• Test-and-learn muscle 

Platform to 
control user 
experience 
• Brand strategy, with 

online as central   
component

• Content development  
and management

• Predictive analytics 
for personalization

• User experience design

Omnichannel 
marketing  
and sales engine
• Digital customer  

acquisition strategies

• Advanced analytics to 
generate consumer and 
shopper insights

• Technology integration 
with retailers

Sales driver 

• User experience design

• Advanced analytics 
(to anticipate SKU 
exhaustion, 
recommend 
products, etc)

• Ecommerce 
operations (e.g. SKU- 
level replenishment)
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https://www.redpointglobal.com/blog/dtc-evolution-as-cpg-companies-branch-out/
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/should-cpg-manufacturers-go-direct-to-consumer-and-if-so-how


Direct-to-consumer goals are wide ranging. Use the following examples as springboards 
when considering how to execute on the goal you choose:

Develop consumer insights and innovation
With the onset of COVID-19 in 2020, Heinz U.K. quickly realized many of its consumers were 
finding it difficult to access products because they were self-isolating or unable to get to 
physical stores. So for the first time in its 150-year history, Heinz launched a DTC offering  
to make food products available to vulnerable populations and essential workers.

Heinz to Home also provided customer insights that will drive future innovation designed  
to boost sales.

“This platform was created in the context of COVID-19 with a purpose to support consumers 
that could not access our brands,” says The Kraft Heinz Company’s Head of Commerce in 
UK&I, Jean-Phillipe Nier. “In the future, this channel will be incredibly powerful to get closer 
to our consumers, get insight, and take learnings to the rest of our business.”

Control the user experience
Delivering the customer experience you want hinges on not just having data that yields 
actionable insight, but also innovative tools that differentiate your brand from competitors. 
For the last decade, global fashion brand Rebecca Minkoff has experimented with 
technology in its retail locations. The company uses smart mirrors, self-checkouts, and radio 
frequency identification chips in handbags to offer a unique in-person shopping experience.
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https://www.shopify.com/plus/customers/heinz
https://heinztohome.co.uk/
https://www.rebeccaminkoff.com/


Online, the brand is also on the cutting edge in delivering an innovative digital shopping 
experience. The company recently adopted the use of 3D modeling and augmented reality 
(AR) on its product pages, connecting shoppers to its catalog to deliver in-real-life shopping 
experiences from their devices. Since launching its 3D and AR initiatives:

• Shoppers are 44% more likely to add an item to their cart after interacting with it in 3D

• Customers are 27% more likely to place an order after interacting with a product in 3D

• Visitors are 65% more likely to place an order after interacting with a product in AR

At a time when the savvy fashion 
shopper wants to be able to connect 
with a brand's persona, understand the 
texture and structure of every bag, and 
envision how they'd feel wearing each 
piece in a collection, we're excited to 
bring shoppers that much closer to 
Rebecca Minkoff designs.

Uri Minkoff
Co-founder and CEO, Rebecca Minkoff
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Create an omnichannel marketing  
and sales engine
Seamless shopping experiences merge the digital and physical worlds. While selling  
direct enables brands to influence where the customer journey begins and ends,  
it also lets the customer choose where they interact with your brand. Founded in  
1889, workwear brand Carhartt’s new Work in Progress (WIP) label, a lifestyle brand  
appealing to streetwear and hip-hop lovers, recently launched a DTC initiative that  
uses omnichannel marketing to drive sales.

With seasonal lookbooks and its own radio show, consumers can engage with the brand  
and check out online in just a few clicks. For those who’d rather try on apparel in person, 
Carhartt also makes it easy to find one of their 80 worldwide retail locations.
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https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/should-cpg-manufacturers-go-direct-to-consumer-and-if-so-how
https://us.carhartt-wip.com/pages/stores
https://www.shopify.com/enterprise/omni-channel-retailing-commerce-what
https://us.carhartt-wip.com/pages/lookbook
https://us.carhartt-wip.com/blogs/journal/carhartt-wip-radio-rewind-volume-4
https://us.carhartt-wip.com/pages/stores


Drive sales
Reducing your reliance on retail partners means driving your own sales. Selling direct to 
drive sales can insulate you from partner demands to cut prices. It can also expose your 
brand to a larger audience that shops outside normal retail hours.

When social distancing rules forced Lindt & Sprüngl, the Swiss chocolate company, to 
close its retail shops in Canada, the company accelerated its online DTC effort to drive sales 
during its second biggest shopping season of the year. Lindt launched its first ever online 
store in just five days and began selling chocolate directly to consumers.

Selling online is something we’ve never 
done before. It was very busy, and it 
blew my mind. I did not expect it to be 
this popular, and it really took off. Our 
shoppers were so grateful and happy that 
they could get their chocolate for Easter. 

Lucy Wisniewski
Store manager at a Toronto Lindt location
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https://www.lindt-spruengli.com/
https://www.shopify.com/plus/customers/lindt


Maintaining retail 
relationships
Heinz began selling direct through its new Heinz to Home digital storefront. To help busy 
customers get their groceries, Heinz launched an online DTC service with bundles of its 
most popular sauces, essentials, and baby food. The bundles are delivered in two–three 
days. And during the COVID-19 outbreak, Heinz even delivered its bundles to frontline 
healthcare workers for free.

The Heinz to Home launch resulted in concerns from some of the company’s long-time  
retail partners. They complained that Heinz’s DTC effort could lead to shortages for retail 
partners. Heinz’s retail partners allege that, at the time of the Heinz to Home launch, they 
were already struggling to receive enough stock. Critics also accused Heinz of undercutting 
retail partners, pricing bundles for less than what retailers charge.

While Heinz insists its DTC effort will not impact wholesale or retail partners, even bands 
without a century and a half of history run the risk of rubbing retail partners the wrong way. 
It’s no secret that Heinz had lost some of its bargaining power with retail partners. So it’s 
understandable that retailers might perceive the move to DTC as a threat.
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https://heinztohome.co.uk/
https://heinztohome.co.uk/pages/delivery-and-returns
https://heinztohome.co.uk/pages/delivery-and-returns
https://www.foodmanufacture.co.uk/Article/2020/04/16/Heinz-claims-direct-to-consumer-service-will-not-affect-customers
https://www.thegrocer.co.uk/online/heinz-insists-dtc-food-service-wont-impact-wholesale-and-c-store-customers/603979.article
https://www.cnbc.com/2019/02/25/full-transcript-billionaire-investor-warren-buffett-speaks-with-cnbcs-becky-quick-on-squawk-box-today.html


The leverage achieved with a DTC strategy—revenue stream diversification that’s less 
dependent on existing distribution channels, and improved negotiating power with 
retailers—can also strengthen a brand’s financial health:

But selling direct doesn’t mean bypassing trusted retail partners altogether. Consumers can 
still purchase from both of you if given a compelling reason and offered the right incentives. 

In fact, going DTC might even strengthen the bond between companies and big-box 
retailers. Some retailers are asking, even demanding, that manufacturers sell DTC since a 
recognizable brand on brick-and-mortar shelves is more likely to sell.

And you can creatively bundle, brand, or package your DTC offering to avoid competing 
directly with retail partners.

Adapted from Deloitte

Make  
or source 
 product

Build brand using  
social media and 
other digital tools

NOW

Invest in digital  
platforms 
(i.e.mobile,  
ecommerce)

Sell directly to 
consumers  using 
a digital platform

Maintain control 
over the distribution, 
merchandising, pricing, 
and selling of  your goods of the gross  

margin retained

100%
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https://www.shopify.com/enterprise/direct-to-consumer-vs-wholesale
https://www2.deloitte.com/content/dam/Deloitte/ca/Documents/consumer-business/ca-en-consumer-business-going-digital-going-direct.pdf


To prosper with your retail partners,  
consider the following strategies: 

Offer a premium DTC product
Extending a popular brand online often means adding to the value proposition already 
offered in retail locations. For instance, premium products offer a distinctive consumer  
value proposition. Offering a premium product or unique assortment can distinguish your 
DTC offering from that of your retail partners. 

Carhartt WIP is a pertinent example. It’s a premium DTC line that builds off the parent 
company’s reputation for quality workwear and extends the brand to a younger, hipper 
audience that’s interested in how the product is sourced. The brand has created a code 
of conduct outlining its values, commitment to human rights, and improved social and 
environmental practices.
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https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/should-cpg-manufacturers-go-direct-to-consumer-and-if-so-how
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/should-cpg-manufacturers-go-direct-to-consumer-and-if-so-how
https://us.carhartt-wip.com/pages/about


What was initially a premium workwear brand has evolved to become a fashionable offering,  
catering to an urban audience that appreciates creativity and collaboration. For example, 
Carhartt WIP and Nike recently teamed up to launch an urban sneaker collection. 

Selling direct affords brands new opportunities to offer premium products and partnerships. 

Notably, the trend toward purchasing premium or luxury goods online is being accelerated 
by the coronavirus. Consumers conditioned to purchase luxury goods online are likely to 
continue doing so after the virus has passed, according to industry professionals. Expect 
luxury brands to increasingly shift their channel mix toward DTC and away from wholesale. 

But use caution. For example, the pandemic resulted in wholesale order cancellations that 
left luxury brands stuck with large quantities of unsold inventory. While discounting can 
help move excess inventory, it can also result in brand dilution and condition customers to 
wait for discounts before purchasing. Some plan to stop discounting after current excess 
inventory is moved, while others are using flash sales to move excess inventory quickly.

Either way, luxury brands are taking a conservative approach when it comes to inventory, 
especially higher priced luxury items. While online shopping is on the rise, the consumer’s 
ability to spend remains uncertain.

Personalize your products
Forty percent of shoppers spend more on brands that personalize the customer experience. 
And the more you engage your customers directly, the more first-party data you’ll get to  
fuel your product recommendations, loyalty programs, and ambassador programs. 

Even better, allow customers to personalize what they’re buying from you directly. It’s  
what Mondelez International, the parent company of Oreo, did with its Colorfilled campaign, 
which invited customers to design their own custom Oreo packaging and stamp it with  
a personal message. 
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https://www.skyword.com/contentstandard/how-winning-cpg-marketing-trends-are-drawing-inspiration-from-dtc-brands/


The Colorfilled packaging tool resulted in customized packaging that included marriage 
proposals, wedding announcements, and heartfelt messages to loved ones. Besides 
creating an opportunity for the Oreo brand to play a role in major life events, the Colorfilled 
project was also:

• The first time Oreos had ever been sold directly to consumers online

• The first time consumers would be able to customize Oreo packaging

• A blueprint for future ecommerce growth at Mondelez

Launch new brands
Remember, Heinz to Home launched in just a week. The company says it’s planning to  
launch new bundles in the coming days and weeks. If Heinz ever decides to launch a new 
brand that’s not available for retail, it can significantly reduce some of the channel conflict 
that might currently exist.

When launching a new brand, base the brand around price or convenience, or create a 
category to fill an unmet need. The Chefs’ Warehouse and its Shop at Home DTC initiative  
is a great example of a company with a family of brands it cross-promotes online. The 
company has installed a banner that includes a drop-down box highlighting all of its brands.

In fact, the company recently raised $75 million USD, some of which may be directed  
toward “opportunistic investment in sales and distribution infrastructure.” The company’s 
Shop at Home DTC initiative is a foundation from which it can launch new brands that  
allow anyone to shop like a chef.
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https://heinztohome.co.uk/pages/faq
https://www.chefswarehouse.com/chef
https://shop.chefswarehouse.com/
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Making new 
customers for life
Besides new sales, selling DTC gives your brand customer data and insights that can  
be used to grow your bottom line. Successful DTC brands know how to create memorable 
customer experiences around the data they collect. Your commerce platform should  
enable you to access and retain customer records like:

• Customer lifetime value (LTV)

• Order history and AOV

• Shipping preferences

• Phone number 

• Birthday or personal milestones

• Items abandoned in cart

Identifying who buys from you most often, who spends the most, and what motivates  
them are the types of insight you can build sticky loyalty programs around.

 
Launch a truly rewarding loyalty program
Perry Ellis, the iconic men’s fashion label, recently began rewarding its customers  
through it's Perry’s Perks program, which offers members exclusive early access to new  
arrivals and sales, and allows them to earn points that are redeemable for discounts  
on future purchases.
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https://www.perryellis.com/pages/perry-perks
https://www.perryellis.com/account/register


To keep members engaged, the program is structured as a multi-tiered rewards program 
that offers increasingly valuable rewards for increased participation. For example, gold 
members in Perry’s Perks earn double the amount of points as those in the silver tier. They 
also receive early access to new arrivals and invitations to private events. A tiered rewards 
program creates incentives for customers to spend more.

Perry Ellis and top-performing brands reward customers better than their peers and 
competitors. Instead of short-term relationships, successful DTC efforts focus on making 
new customers for life. Loyalty programs are essential in earning customer trust and repeat 
purchases. They generally succeed for the following reasons:

To increase loyalty program engagement, consider treating customers based on how 
valuable they are to you. Loyalty is a matter of degree.

• Segment your customers based on whether they’re rewards program members 

• Further segment customers who aren’t already enrolled based on their LTV 

Easy to use

53%
Gives me great discounts

39%
Easy to understand

37%
Image from: Shopify Plus

Why loyalty programs succeed 
Top three reasons via 2017 COLLOQUY Loyalty Census
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https://www.shopify.com/enterprise/repeat-purchases-increase
https://www.shopify.com/enterprise/57112899-decoding-customer-lifetime-value-and-designing-buyer-behavior
https://www.shopify.com/enterprise/ecommerce-loyalty-programs


Once you identify customers who aren’t likely to buy even with deep discounts or rewards, 
you might not want to target this segment at all. Part of a smart loyalty program includes 
making it profitable and rewarding for you. If deep discounts or rewards won’t increase 
sales, don’t offer them. Try these tactics instead:

• Target your various segments with discounts or rewards that are proportional  
with their LTV.

• Analyze user behavior to conclude a customer’s intent. For example, did they visit a 
specific product page or abandon an item in their cart? Then create segment-specific 
emails with a relevant offer to enroll in your program.

• Target these segments across channels by promoting your rewards program with pay-
per-click advertising.

Build your online brand with  
user-generated content
Persuading customers to talk about you is one of the fastest ways to grow your brand  
online. User-generated content (UGC) includes social media posts, unboxing videos,  
and product reviews. Nearly two thirds of consumers say they read online reviews  
before making a purchase.

Betsey Johnson, the self-proclaimed over-the-top New York fashion designer, recently  
began inviting customers to offer up UGC when she launched her DTC storefront. True  
to her brand, Johnson tells customer to show off on Instagram photos in her clothes:
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https://www.shopify.com/enterprise/100512710-why-you-should-kill-your-customer-rewards-program-earn-billion-dollar-loyalty-instead
https://blog.fivestars.com/6-foolproof-ways-to-promote-your-customer-loyalty-program/
https://blog.fivestars.com/6-foolproof-ways-to-promote-your-customer-loyalty-program/
https://econsultancy.com/blog/9366-ecommerce-consumer-reviews-why-you-need-them-and-how-to-use-them/
https://econsultancy.com/blog/9366-ecommerce-consumer-reviews-why-you-need-them-and-how-to-use-them/
https://betseyjohnson.com/


Likewise, reviews are also key UGC components. 84% of consumers use reviews to guide 
their purchase decisions. Make it easy for your customers to write and submit reviews on 
any device:

• Let customers leave reviews however they want. Email isn’t your only option. You can 
and should ask for reviews onsite as well as through messenger bots.

• Remove friction with mobile-first requests. Your UGC requests should look great on any 
device. Don’t make customers click through several pages, and don’t make them log in.

Nanit, a maker of baby monitoring systems, prominently highlights its “real posts from  
real parents” online.

 

To increase UGC submissions, offer incentives by tying in your rewards program. Offering 
incentives, points, or a percentage off next purchase in return for reviews can increase 
brand loyalty and, as a result, repeat purchases. Research suggests that returning 
customers spend three times more on average than one-time shoppers:

of online
shoppers 
are returning 
customers

15% 30% of all online 
shopping 
revenue comes 
from returning 
shoppers

Returning customers are worth more than you think

Adapted from Shopify Plus
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https://www.forbes.com/sites/ryanerskine/2017/09/19/20-online-reputation-statistics-that-every-business-owner-needs-to-know/#607bf4b1cc5c
https://www.forbes.com/sites/ryanerskine/2017/09/19/20-online-reputation-statistics-that-every-business-owner-needs-to-know/#607bf4b1cc5c
https://www.nanit.com/
https://www.yotpo.com/blog/return-customers-infographic/
https://www.yotpo.com/blog/return-customers-infographic/
https://www.shopify.com/enterprise/user-generated-content-ugc


Turn your best customers into  
brand evangelists
Your best customers can also double as some of your best salespeople. Otherwise known 
as ambassador or influencer programs, incentives like commissions, rewards, or swag 
encourage your top customers to sell to those they influence.

Smart Nora, which sells a sleep system that promises to stop snoring, recently implemented 
an affiliate program with its DTC strategy. Smart Nora invites doctors, media publishers,  
and happy customers to spread the word and earn points for purchases made based  
on their influence.

 
 
But don’t just give away rewards. Make sure referrals are resulting in sales before offering 
rewards in return. Like your loyalty program, consider structuring a tiered program that 
offers additional value the more an ambassador sells. 

The key to ongoing success with an ambassador program is continually adding value  
to the program. Learn more about structuring your influencer program

Offer convenient delivery options 
Merging the digital and physical worlds, especially during a global pandemic, can save  
your business and earn you customers for life. As mentioned above, Lindt was forced  
to close all of its retail stores in Canada because of social distancing rules.

Without an online store, the company had a large inventory of chocolate and no  
way to sell it.
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https://www.smartnora.com/pages/smart-nora-affiliates
https://www.shopify.com/enterprise/micro-influencers-instagram
https://www.lindt-spruengli.com/


Five days after signing with Shopify Plus, Lindt launched its first online DTC storefront just 
in time to capitalize on Easter. Ecommerce also allowed Lindt to slash fulfillment costs and 
offer curbside pickup for consumers who purchased online at 16 of its Canadian stores.

Besides rolling out curbside pickup nationwide, it’s expanding inventory and adding new 
language capabilities. Not only did Lindt accelerate its online DTC initiative by a year, the 
brand saved its busy Easter season for customers.

“We had fantastic feedback from our customers, many of them telling us that we helped 
save Easter,” Wu says. “In this crisis, every day can seem to run into the next. But our 
customers told us that we gave them a way to come together and celebrate, and feel a bit 
special and closer to normal.” Kairen Wu, Vice President of Marketing at Lindt Canada says.
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Offer instantly redeemable promotions
Jones New York, a well-known women’s fashion brand, recently launched DTC with irresistible 
and easy-to-redeem discounts and promotions. The brand offers a 40% discount for joining 
its email list and launched a 60%-off sitewide promotion amid the coronavirus pandemic.

Offering consumers a promotional code to enter at checkout is just one option though.  
You can also give customers automated discounts that apply automatically at checkout 
and in the cart. For example, you can create percentage-off, fixed amount, or buy X get Y 
automatic discounts. 

Automated discounts allow you to set rules that give you control over what gets  
discounted and by how much. Automatic discounting can be used to:

• Show customers the markdown at checkout so they can see the  
value they’re receiving

• Strike out the original price and show the promotional price to visually  
represent value customer is receiving

• Set a minimum purchase amount or quantity of items, or set conditions  
to only apply the discount to specific collections or products

Be sure your ecommerce platform has built-in safeguards to prevent discount abuse.  
Learn more about creating a smart discounting strategy that increases profits
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https://www.shopify.com/enterprise/pricing-strategies-dicount-strategies-and-tactics


Increase sales with buy now, pay later options
Bebe, which designs contemporary and chic women’s apparel, allows customers to buy  
now and pay later. Instead of losing a sale due to financial anxiety as the coronavirus  
spread, Bebe allowed customers to spread their costs over weeks. Specifically, Bebe 
provided a payment method that lets customers pay for their items in four installments.  
The first payment is taken when a customer checks out and the next three payments are 
charged every two weeks.

 
 
 
 
 
 
Buy now, pay later satisfies two competing demands: the consumer’s desire for  
instant gratification and the inability to pay up front. 

Klarna, a popular buy now, pay later platform, says offering financing increases the 
consumer’s purchasing power and results in more sales. Klarna and Affirm say brands 
offering installment financing significantly increase AOV and conversion rates. 
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Let's talk

Your DTC strategy
The accelerated shift to ecommerce brought about by the coronavirus will remain  
long after the pandemic subsides. Whether COVID-19 caused you to expedite your  
DTC launch or reprioritize selling direct ahead of other objectives, DTC can protect  
you from a future financial crisis and empower you to control your business fate.  

Capitalize on this opportunity by:

• Defining your DTC goal 

• Diversifying revenue streams with premium, custom, or new offerings

• Using customer data to tailor rewards and ambassador programs,  
and to inform your offline strategy

 
Need more insight before going DTC? Ask one of our experts who  
have launched thousands of DTC brands.
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