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INTRODUCTION

Talk about a wild ride. Consumer spending has gone through dramatic shifts and gyrations 

since March of 2020. That, of course, is when the world first moved into semi-quarantine and 

a near shutdown of business as usual due to the COVID-19 pandemic. With health, safety and 

isolation at the forefront of the U.S. consumer experience, buyers were forced to rethink both 

what they spent dollars on and how they acquired goods and services.

For consumer brands, retail and e-commerce, the big question facing marketers now is what 

spending will look like going forward. How will changes in consumer behavior and thinking 

impact future spending patterns and how should consumer-facing businesses respond?

To answer these questions, the CMO Council has partnered with Commerce Signals. Our report 

examines where and how consumer spend behavior changed since March of 2020, as well as 

what marketers can expect in the months ahead. Commerce Signals, a Verisk company and 

leader in payment-based marketing solutions and insights, is uniquely positioned to deliver 

many of these data points. 

Commerce Signals sees and analyzes week-by-week changes in the spending behavior of U.S. 

consumers based on anonymized credit and debit card payment data for some 40 million U.S. 

households. This includes both purchases and returns. The dataset is balanced for the total 

U.S. population by geography and other proprietary metrics. Commerce Signals’ data can be 

viewed all the way down to specific retail chains, including individual stores, as well as other 

consumer-direct businesses, such as media and entertainment services.

Commerce Signals uses this data to deliver a variety of value-added services for its customers, 

including media campaign measurement, transaction-based audience segmentation, CRM 

enrichment competitive analysis and business and marketing planning.

Our report includes conversations with senior marketers across a variety of industries, consumer 

products and media categories to understand how companies responded to the changes 

brought about by the pandemic and how they view the future of consumer purchasing behavior 

in a post-pandemic world. This report includes interviews with marketing leaders and other 

executives for companies including Cuisinart, Fandom, Lamps Plus, Audacy, Echelon, Pokéworks 

and Trax Retail.

Our findings demonstrate that consumers are both resilient and resourceful. Their desire and 

willingness to spend, not only on essentials, but on entertainment, leisure and lifestyle, are 

a powerful force in the U.S. economy. Spend priorities change, but consumerism persists. 

Likewise, the ingenuity and agility of businesses, brands and marketers to meet customers 

where they are, both in good times and in bad.
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Holiday airline and hotel 
spending are forecast 
to be up 245% and 
163% respectively 
over 2021.

Consumers did not reduce 
spending for long, but their 
priorities changed 
significantly.

COVID AND THE ADAPTIVE CONSUMER

The bottom dropped out of spending for the vast majority of consumer categories when 

the pandemic lockdown first struck. Overall card spending declined by close to 11% in March 

of 2020 compared to the same period of 2019. Only a few essential retail categories, led by 

grocery stores, showed improvement over March of 2019.

Yet, U.S. consumers did not remain dormant for long. Within a relatively short period, most 

categories of spend began to recover, although others continued to lag. 

Travel and hospitality, without question, took the biggest 

hit. During the 12 months since the pandemic struck in 

March of 2020, airline ticket purchases were down by 

73% compared to the previous 12 months. Hotel and 

motel sales were down by 50% in the same 12-month 

comparison. Travel is staging a come back in 2021, 

however. In fact, in the upcoming holiday shopping 

period (see Happy Holidays on page 10), Commerce 

Signals projects that travel will be a major contributor 

to overall growth in spending compared 2020. Based on current trends, it expects travel 

spending to rise some 91% over last year. Airline and hotel spending are projected to increase 

245% and 163% respectively. Nevertheless, airline spending is still below 2019 levels.

Other retail sectors, such as restaurants, department and clothing stores, also recovered more 

slowly. Indoor dining was nearly non-existent in the early months of the pandemic. With fewer 

people going to the office or meeting for social gatherings, clothes shopping took a back seat.

Those dollars, however, did not simply stay in consumer wallets. Instead, Commerce Signals 

data indicates that consumer spending, rather than declining, shifted to other categories 

more aligned with the new priorities of a stay-at-home lifestyle. “Consumers are going to be 

consumers. Spending shifts, but it doesn’t stop,” says Nick Mangiapane, CMO of Commerce 

Signals. “Very quickly, we saw spending pick up in a variety of categories, such as sporting 

goods, food stores, furniture stores and mass discount 

stores like Walmart and Target.”

In fact, Commerce Signals data show that overall 

consumer card spending fully recovered to 2019 levels 

for the same period by June of 2020.

The home quickly became the focal point and 

command center for all facets of the U.S. household 

experience over the last couple of years—from working at home, to shopping online and 

turning to in-home entertainment options, such as streaming media. Home furnishing and 
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hardware, for example, grew by 29% during the 12 months beginning in March of 2020 

compared to the previous 12 months. Online purchasing in these two categories were up 

69%. With consumers spending more time in their homes, values shifted toward making these 

spaces as comfortable, functional and attractive as possible.

Streaming video services, already a fast-growing sector, accelerated strongly during COVID. 

2021 sales for Netflix and Hulu through mid-October of this year were up 12% compared to 

the same period of 2020 and 36% over the same timeframe in 2019. New services that started 

from a smaller base grew even faster.

THE MASSIVE SHIFT TO ONLINE BUYING

One of the main ways the U.S. consumer adapted to the pandemic was to dramatically shift 

spending to online channels. Retail online sales skyrocketed in 2020, tripling its growth rate of 

the previous year. Seeking to avoid crowded spaces, consumers turned to e-commerce modes 

of purchasing across a wide range of spending categories. For the entire year of 2020, online 

retail spending rose 50% compared to 2019, while in-store card sales grew just 1%, despite 

the shift away from using cash. During the period from March 2020 – March 2021, online retail 

sales were up 56% compared to the previous 12 months.

As the economy has opened up, however, 

in-store sales have made a significant recovery. 

With government restrictions now mostly 

gone and approximately 72% of the adult 

population vaccinated, U.S. consumers are 

going out again. In the upcoming holiday shopping period, Commerce Signals projects that in-

store shopping will be up some 15% over the holiday shopping season of 2020, a continuation 

of recent trends. Online shopping, on the other hand, will grow only 3% from the year-ago 

period, as online sales growth slows from its huge surge of 2020.

Yet, the shift to online purchasing is a phenomenon few expect will reverse itself. When 

comparing a 4-month period from late June to mid-October in 2021 versus 2019, online sales 

have risen 36% compared to 14% for in-store sales.

Retailers pivoted quickly when consumers switched en masse to online buying in 2020. 

Marketing and digital leaders moved rapidly to improve online purchasing experiences, from 

e-commerce website upgrades and home delivery improvements, to buy-online/store-pickup

models—retailers and other consumer-facing brands adapted to a new consumer mindset and

behaviors.

Virtually all of the consumer brands and retailers interviewed by the CMO Council for this 

report made major improvements to their e-commerce and digital experiences in the wake 

of COVID-19.

Online spending tripled 
its growth rate in 2020.
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Lamps Plus, a company that designs, manufactures and sells portable lighting, fixture 

lighting, furniture, and home décor items, had always emphasized its in-store experience. The 

pandemic helped prompt the company to quickly shift its focus to an omni-channel, mobile-

first shopping experience to continue to engage shoppers.

“In our case, there is a lot of cross-device 

shopping where the search starts on a mobile 

device and ultimately the transaction moves to 

a desktop computer,” says Angela Hsu, SVP of 

marketing and e-commerce.

Hsu believes the home furnishing industry 

will continue to adapt to long-term changes 

brought about by the pandemic. For example, 

home décor brands throughout the industry are 

studying how the reimagined “office” will influence customers’ needs, with an emphasis on 

functionality to accommodate home working environments.

Cuisinart, the popular American home appliance brand, also found that home workstyles have 

created new growth opportunities within its product line. With so many people working from 

home, the company has seen a significant uptick in sales of products like coffee makers, notes 

Mary Rodgers, Cuisinart’s Head of Marketing Communications.

In the face of the pandemic, many restaurants moved rapidly to optimize websites, applications 

and delivery partners. Food delivery and the pandemic have gone hand-in-hand, with brands like 

Uber Eats and DoorDash becoming highly popular. These platforms helped save countless small, 

local restaurants that would likely have been shut down otherwise due to lack of foot traffic. 

Pokéworks, a nationwide healthy Hawaiian-inspired fast-

casual restaurant chain, shifted its focus toward enhancing its 

web presence to make ordering online intuitive and easy for 

all age groups, according to Steve Heeley, CEO of Pokéworks. 

Previously, restaurant websites were more informational, but 

the pandemic pushed restaurants to create more interactive 

sites that promote purchases, he says. 

Buying online and picking up at the store has been 

another fast-growing phenomenon since the start of the 

pandemic. Customers are getting comfortable trusting 

someone else to do their shopping, Jennifer Foreman, SVP and head of growth marketing 

at Trax points out. The company is a leader in computer vision solutions that help retailers 

transform how in-store retail data is collected, viewed and analyzed. Drive-up options also 

quickly became an industry standard and are likely here to stay as well, says Foreman. 

Brands and retailers 
significantly upgraded 
their digital and e-commerce 
capabilities to address the 
realities of the pandemic.

Cuisinart saw sales 
of coffee makers 
rise significantly 
as consumers began 
working from home.
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Shoppers have also leveraged “ship-to-store” options at a higher rate than ever before. 

Foreman explains that customers still crave the ease of online shopping, but often don’t want 

to wait for their goods to be delivered to their door. 

By shipping directly to the store, they get the best of 

both worlds: buying online, saving time and money on 

shipping while keeping themselves safe. 

“Almost every brand that we work with is restructuring 

their strategy to make sure that their e-commerce 

experience and their store experience mimic each 

other, meaning it's easy to purchase, to understand 

where the inventory is and to give them the experience that brands are looking to deliver to 

their customers,” Foreman says.

UNDERSTANDING AND ENGAGING THE NEW CONSUMER

If there is one thing that marketers learned from the COVID-19 experience, it is that brands and 

retailers need to be agile and flexible to the changing needs of consumers. The ability to pivot 

quickly to address changing consumer preferences, priorities and trends was essential during 

the pandemic, and marketers believe it is critical for the future.

Companies need to meet consumers where they 

are today and where they will be tomorrow. That 

requires heightened levels of behavioral, spend 

and market data, greater personalization and 

intimacy with customers, improved ad targeting 

segmentations and increased localization of 

marketing efforts and campaigns. Marketers, 

more than ever, need to vigilantly monitor and 

predict consumer needs and behaviors at the 

most detailed level and respond quickly to these changes.

Commerce Signals’ Nick Mangiapane believes that purchase card data will become a staple 

for consumer marketers seeking to better track consumer behavior and improve marketing 

efficiency. It provides a highly accurate and granular view of what is going on in your markets, 

as well as a powerful lever to segment and target audiences and measure campaigns. 

“Credit and debit card data allows you to look at your business against competitors all the way 

down to the store level. It’s completely omni-channel, incorporating every mode of purchase—

online, in-store, buy online/pick up in-store, you name it,” Mangiapane says. “It also allows you 

to activate campaigns and target audiences based real behaviors.”

Marketers can understand quickly the total impact of their programs and defend and grow 

their marketing budgets with detailed data insights, he says.

New options like buy 
online and ship-to-store 
are growing in popularity 
with consumers.

Marketers need access to 
more granular, timely 
and localized insights  
to understand and reach 
consumers.
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Dave Reiseman, former chief marketing and growth officer for Echelon, makers of smart fitness 

equipment and experiences, joined the company just before the COVID pandemic changed 

life as we knew it. During the ensuing months, the company has done much more than 

dramatically improve its web and e-commerce experience.

Echelon re-imagined its key marketing KPIs, transitioning 

from a narrow customer acquisition cost (CAC) metric 

to one that integrated customer lifetime value (CLV), 

accounting for such factors as the value of products sold 

and length of membership. It further emphasized the 

importance of membership and community and evolved 

from just selling products to selling experiences.

While in-store visits were initially down with its retail 

partners, it increased its investments with these partners, 

recognizing their long-term importance to Echelon. For example, it developed new content, 

including videos, to train Best Buy’s in-store sales teams about it products and brand promise.

As part of its e-commerce upgrade, Lamps Plus worked to improve the data analytics around 

the online, cross device customer journey. “Being able to stitch data across different devices is 

important when evaluating marketing decisions,” says Lamps Plus’ Hsu.

Lamps Plus evaluates its omni-channel experience through investments in MarTech to better 

target campaigns, interpret analytics and utilize predictive technology to help anticipate 

customer needs and facilitate the individual customer journeys.

Cuisinart, recognizing how COVID impacted different regions of the country differently, as well 

as longer-term variations in regional attitudes and preferences, has increasingly emphasized 

localized campaigns in its marketing efforts. In addition, given supply chain issues that are 

impacting manufacturers across nearly all industries, it is doing more to align marketing efforts 

with product availability by region.

Social commerce has risen dramatically during the past couple of years. For example, 

Facebook payment card purchases are up more than two-fold in a comparison between 

March of 2019 and 2021. Sales have also risen for other social platforms like Reddit and Tiktok. 

Cuisinart is eyeing this transition in its own marketing plans.

Media and commerce channels are changing as brands look for partners that deliver greater 

efficiency and offer more immersive experiences and data-rich insights. Fandom, for example, 

has developed highly interactive and insight-driven platforms and communities that produce 

valuable user-generated data about their audience.

Echelon is emphasizing 
Customer Lifetime 
Value to measure 
the effectiveness of its 
marketing.
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Fandom, a wiki-based platform dedicated to pop culture, particularly entertainment, has 

attracted a huge audience of some 350 million unique visitors. Nic Brandenberger, vice 

president of consumer marketing, argues that first-party, user-generated data provides 

significant benefits both in developing its own 

brand and platform and in helping advertisers 

and partners improve audience engagement 

and product development. As we move toward 

a “cookie-less” society, brands like Fandom are 

agile and will be able to quickly adapt to privacy 

changes. With so much first-party data available to 

them, it's not a matter of having enough data, but 

rather the right data in order to create meaningful 

experiences for their users.

Fandom is developing a product called “Fan DNA,” which aggregates trillions of data points 

shared on the platform. The insights gleaned from this data are not only beneficial to Fandom 

and its advertisers, they are also used by studios producing the media for which these users 

are fans. 

Audacy, a publicly traded media company that owns more than 200 radio stations nationwide, 

is increasingly focused on its digital platform that provides access to a wide range of audio 

content, including broadcasts, podcasts, digital audio, live events, music, news and sports. Its 

digital business is growing rapidly.

Paul Suchman, chief marketing officer for Audacy, believes that the pandemic has caused 

major shifts in the way audiences consume media, and audio content has been a significant 

beneficiary. He also believes that as the next phase of computing will be voice-driven, the way 

a brand sounds and its audio profile have become more important than ever. That, along with 

the privacy and integrity issues that continue to challenge social platforms, will draw more ears 

into audio and more advertisers along with it.

Brands are embracing 
new media platforms 
that increase consumer 
engagement and deliver  
user-generated data.



10© Copyright CMO Council. All Rights Reserved. 2021

REPORTWHAT'S TRENDING IN CONSUMER SPENDING

Holiday spending is expected to be quite vibrant in 2021, with 

transportation, hospitality, restaurants and in-store shopping 

leading the way. Commerce Signals’ Nick Mangiapane believes the 

increase spending on travel and restaurants this holiday season 

reflects a pent up desire to celebrate with friends and relatives after 

the long hiatus of such behavior during COVID.

The company predicts U.S. consumer card spending will increase 

12% this holiday season versus 2020, driven especially by consumer 

travel spending, which is expected to rise some 91%. Airline 

and hotel spending are projected to increase 245% and 163% 

respectively versus last year. Restaurant spending is forecast to be 

up 43%. In addition, Commerce Signals projects that retail spending 

will grow 2% over 2020.

The holiday spending predictions cover the time period from the 

week of Thanksgiving through the week of Christmas. The forecast 

methodology considers spending since 2018 with weight given to 

more recent trends. Commerce Signals used the same methodology 

during the past two holiday seasons of 2019 and 2020, both of 

which were within 6% of actuals. The projections assume that 

recent sales trends already reflect both labor shortages and supply 

chain issues and do not make further adjustments to reduce those 

projections.

While overall consumer spending is expected to increase by 12%, 

Commerce Signals forecasts that in-store spending will increase 

15% while online spending will increase 3%. This is a continuation of 

recent trends with more people out and about this season versus 

last. As inexorable as the shift to online buying has been over the 

past several years, the massive jump in online spending in 2020 

represents a high hurdle to overcome.

The willingness to shop in-store will drive Black Friday week sales, 

which begin November 26, 2021, to rise 14%. Meanwhile, Cyber 

Week sales, which begin on November 29, 2021, are forecast to be 

up 9%. Interestingly, however, that increase will include only a rise of 

2% in online buying over last year versus an increase of 13% in-store.

Nevertheless, reflecting the increase in online spending since 2019, 

Cyber Week online sales will be up 16% compared to 2019 versus an 

increase in in-store spending of 4%. 

Department, clothing and home furnishing will lead the growth in 

holiday retail sales.

In-store sales are projected 
to increase 15% compared to 
the 2020 holiday season

HAPPY HOLIDAYS

DEPARTMENT AND CLOTHING STORES 
LEAD IN HOLIDAY RETAIL SALES

U.S. CONSUMERS TRAVELING 
THIS HOLIDAY SEASON

Airlines

Hotel/Motel

Other Transportation

Travel Agencies

Auto Rental

Gas Stations

163%

130%

93%

245%
6%

35%

-27%

-8%

19%

18%

52%

39%
2019
2020

Department Stores

Clothing Stores

Home Stores

Wholesale Retailers

Mass Discounters

Sporting Goods & Hobby

Hardware Stores

2019
2020

Drug Stores

Grocery Stores

Electronic Stores

28%
0%

18%

20%

39%

25%

11%

4%

2%
14%

34%

30%

1%

0%

-4%
-3%

-11%
0%

-23%
-4%
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The way customers acquire their goods and what they buy has shifted significantly since the 

onset of the pandemic in 2020. Industries like travel and hospitality took a hard hit, although 

they are now well into recovery. On the other hand, industries such as home improvement, 

streaming media and discount stores, saw their sales increase significantly.

Consumers adapted to the pandemic rapidly, not by reducing their spending, but by changing 

their priorities to fit their altered lifestyle. A massive shift to e-commerce and online purchasing 

enabled the consumer to continue buying throughout one of the biggest social and healthcare 

upheavals of modern times.

Likewise, consumer brands and retailers also adapted admirably, most certainly by improving 

their e-commerce and digital infrastructures and experiences. The migration to digital and 

semi-digital strategies will continue, even as in-store purchases stage a recovery.

The lessons of the COVID pandemic are many. But chief among them is the critical need 

for brands to be able to pivot quickly based on the changing needs and requirements of 

customers. Understanding where consumers are today and where they are going tomorrow, 

based on timely access and predictive analysis of data, will be essential to business and 

marketing success in the months ahead.

CONCLUSION
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BEST-PRACTICE LEADERSHIP

JENNIFER FOREMAN
Trax Retail 
Senior Vice President and Head of Growth 
Marketing, Global

MARY RODGERS
Cuisinart 
Head of Marketing Communications

DAVE REISEMAN
Echelon Fitness 
Former Chief Marketing and Growth Officer

NIC BRANDENBERGER
Fandom 
Vice President of Consumer Marketing

STEVE HEELEY
Pokéworks 
Chief Executive Officer

PAUL SUCHMAN
Audacy 
Chief Marketing Officer

ANGELA HSU
Lamps Plus 
Senior Vice President, Marketing 
and E-Commerce
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Predictions For Marketing Trends That Are Here To Stay

EXECUTIVE PERSPECTIVES

“Trax found that 66% of customers 
will stick with a new brand they 
tried and 70% of customers will 
continue to shop online.”

JENNIFER FOREMAN
Trax Retail
Senior Vice President and Head 
of Growth Marketing, Global

“Understanding all of the 
avenues a customer wants to 
shop in—such as curbside and 
online—is the next critical step.”

MARY RODGERS
Cuisinart
Head of Marketing 
Communications

“We believe there's an 
ecosystem within reach 
where we can meet 
customers on their terms.”

DAVE REISEMAN
Echelon Fitness
Former Chief Marketing 
and Growth Officer

“The rebirth of the QR code 
shows that brands are adapting 
technology to bridge the physical 
and digital worlds.”

NIC BRANDENBERGER
Fandom
Vice President of Consumer 
Marketing

“Within the next few years, companies will 
have developed platforms that they can scale 
to create seamless ordering experiences with 
nothing more than a customer’s voice.”

STEVE HEELEY
Pokéworks
Chief Executive Officer

“Live events are back and digital ones 
are on their way out. That being said, 
social audio is here to stay, the code 
just hasn’t quite been cracked yet.”

PAUL SUCHMAN
Audacy 
Chief Marketing Officer

“A work from home or hybrid situation is 
here to stay for the next few years, which 
means consumers will prioritize a functional 
and trend-focused home interior design.”

ANGELA HSU
Lamps Plus
Senior Vice President, 
Marketing and E-Commerce
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The audio renaissance is upon us and Audacy is the Michelangelo of the industry. Authenticity, trust, 
and genuine connection remain at the forefront of this multiplatform audio powerhouse’s business 
model. This passion is evident in their Chief Marketing Officer, Paul Suchman, who lights up speaking 
about audio the same way an artist would when admiring a masterpiece. 

With the pandemic causing major shifts in the way audiences consume media, audio has soared to the 
top of listeners’ preferred channels, with meaningful, authentic, storytelling at the heart of it.

Consumers are completely inundated with digital advertising throughout the day – so much so, they 
stop responding. But when a listener hears a highly targeted advertisement from a trusted source, 
such as a podcast host for a brand relevant to them, they receive that messaging significantly 
more favorably and are more likely to respond. In fact, Audacy found that 65% of listeners trust 
recommendations made on their platform, as opposed to the average of 10-12% of consumers trusting 
recommendations made on other digital media channels. 

These para-social relationships audio hosts cultivate have become extremely crucial for effective 
advertising. This responsibility is not to be taken lightly. With an influx of paid streaming platforms 
making their debut throughout the pandemic, more premium content is now pushed behind the paywall, 
making advertising access harder than ever. Audio, Suchman says, nurtures a brand-safe environment 
for advertising, while also maintaining meaningful recommendations and messages. Through only audio, 
brands can enter a listener’s most intimate, if mundane, and uniquely human moments: driving, cooking, 
or going on a stroll. Audio hosts are more than just on-air personalities now, they’re somewhat of a friend.

“Studies reveal the unique chemical release that occurs when someone is immersed in audio. The 
stimulation of audio—the serotonin, and the oxytocin that get released in your brain—is the same 
chemical mix the body releases when one receives a hug from someone they love. Those attributes—
love, trust, companionship—simply can't be ascribed to any other medium.”

What does this mean for the future? Suchman predicts more advertisers will add audio to their media 
strategies. He believes social audio will become a norm. However, he says the code hasn’t quite been 
cracked yet. The pandemic highlighted and expedited this movement toward social audio, as there is 
an authentic element that comes with interacting with someone’s voice, rather than just their words on 
a screen. Finding a way for the masses to leverage this in our increasingly interconnected world will be 
crucial for humans and brands alike as they navigate the everchanging landscape of the internet.

Advertisers are realizing they want to be associated with 
podcasting, which is great because there's so much good 
content out there and those dollars are fueling the growth 
of the industry.

#TRUST

PAUL SUCHMAN
Company: Audacy 
Title: Chief Marketing Officer 
Industry: Broadcast Media
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Walking into a Lamps Plus store, customers experience lighting and home furnishings in a wide range 

of styles: from traditional and modern, to luxury and farmhouse. Customers are met with endless design 

opportunities to let their interior design imagination run wild.

But what happens when customers instead opt to shop online? Angela Hsu, SVP of marketing and 

e-commerce at Lamps Plus, says that customers have learned to expect that same experience at home.

Throughout the challenging year-and-a-half the world has endured, there have been some industries 

that saw a distinct increase in sales, home furnishings being one of them. With customers spending 

considerably more time in their homes, priorities shifted toward making these spaces as comfortable, 

functional, and beautiful as possible.

For Lamps Plus, an omni-channel retailer with e-commerce and brick and mortar stores in western 

states, the pandemic further emphasized the online shopping experience. Hsu says that customers’ 

expectations are constantly evolving, so meeting customers where they are in the channels they spend 

the most time in is crucial.

“In our case, there is a lot of cross device shopping where the search starts on a mobile device and 

ultimately the transaction moves to a desktop computer. Being able to stitch data across different 

devices is important when evaluating marketing decisions,” she said.

One way Lamps Plus evaluates its omni-channel experience is through investing in MarTech. Targeting 

in-market campaigns, leveraging its first-party data, interpreting analytics, employing identity resolution 

and utilizing predictive technology helps the brand anticipate customer needs and facilitate the deeply 

personal journey of decorating one’s home.

As we look to the future, home furnishing brands are studying how the reimagined “office” will influence 

customers’ needs. Now more than ever, there is an emphasis on functionality to accommodate home 

working environments, while remaining on trend and stylish. The exciting challenge for the industry lies 

in offering solutions for consumers who spend most of their time in their homes. 

We regularly leverage the insights from our existing 
customers to better qualify audiences we want to target.

#ADAPTABILITY

ANGELA HSU
Company: Lamps Plus 
Title: Senior Vice President, Marketing 

and E-commerce
Industry: Consumer Goods
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When the world came to a startling halt in 2020, retailers felt the heat. Between panic buying, supply 
chain challenges and shoppers unable to leave their homes, the entire industry had to reimagine how 
we acquire our goods. Trax leads the charge in computer vision solutions for retail, fundamentally 
transforming how in-store retail data is being collected, viewed and analyzed, so their senior vice 
president and head of growth marketing, Jennifer Foreman, was up for the challenge. 

However, easier shopping experiences for customers doesn’t necessarily mean an easier time for retailers. 
Convenience for the consumer doesn’t come without its challenges, but that’s where Trax comes in, 
enabling brands to assess data surrounding inventory and make smart decisions about how they can be 
agile in accommodating everchanging customer needs.

Foreman reports that consumers are also getting creative with how they acquire their goods. With 
priorities of convenience, price, and—of course—safety, becoming more prevalent than ever, shoppers 
leveraged “ship to store” options at a higher rate than ever before. Foreman explains that customers still 
crave the ease of online shopping, but don’t want to wait for their goods to be delivered to their door. 
By shipping directly to the store, they get the best of both worlds: buying online while saving time and 
money on shipping and keeping themselves safe. 

It’s no secret that customers are increasingly fickle and significantly less committed to the idea of brand 
loyalty. Foreman shares that Trax found 64% of consumers said brand names don't matter to them as 
much as they once did. In fact, pre-pandemic, customers would go to multiple stores to seek out their 
particular brand if it was out of stock. Now, they purchase from a competing brand without hesitation 
and save themselves the trip.

Foreman shares that this shift in customer values caused retailers to start streamlining their product 
assortment, shifting priorities from selection to accessibility. It is no longer necessary for brands to 
provide—for example—10 brands of bottled water, when brand name is no longer a driving factor in 
customer buying behavior. 

“Almost every brand that we work with is restructuring their strategy to make sure that their e-commerce 
experience and their store experience for a shopper mimic each other, meaning it's easy to purchase, to 
understand where the inventory is and to give them the experience that brands are looking to deliver to 
their customers.”

The pandemic accelerated a lot of things that were 
already in process as brands strive to become more 
digital in nature.

#ACCESS

JENNIFER FOREMAN
Company: Trax Retail 
Title: Senior Vice President and Head of 

Growth Marketing, Global 
Industry: Retail
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EXECUTIVE PERSPECTIVE

Throughout the last decade, fast casual dining experiences have made their climb to the top of the 

American dining experience food chain. Customers are looking to brands like Pokéworks to deliver 

customizability and convenience while also promising higher quality options than traditional fast food. 

It’s a tall order, but Pokéworks CEO, Steve Heeley is up for the challenge.

Drawing from nearly 20 years of experience in the food service industry, Heeley knows what customers 

want, need and expect from their restaurant experience. The pandemic raised an interesting challenge 

for the industry, which pushed leaders to overhaul and reimagine the way we experience food.

With technology on the forefront of recovering from the pandemic, Pokéworks has shifted focus toward 

enhancing their web presence to make ordering online achievable and intuitive for all age groups. 

Previously, restaurant websites were more informational, but the pandemic pushed restaurants to create 

more interactive websites that promote purchases. 

Additionally, restaurants are pioneering advanced robotics technology. Although these advancements 

were likely to happen regardless, the isolation and safety implications of COVID-19 accelerated this 

progress. 

“Things that human beings do today will be done by very sophisticated robotics and AI within the next 

five years. The technology exists, so now it's about companies reaching scale and affordability so that 

companies can take advantage of it, without having to do all the development work internally.”

There are countless exciting advancements on the horizon in the food service industry. Voice ordering, 

for instance, is a priority for many companies. Not only is it convenient, it also makes delivery options 

more accessible. Being able to receive food deliveries just simply using your voice makes these services 

accessible for people with varying abilities and older generations where technology doesn’t come as 

intuitively. 

With robotics and AI on the rise, customers will have easier access than ever to their products, starting 

with food. This technology will also enable effective and relevant data collection and in turn provide 

highly personalized experiences for the customers using these services. 

If you're going to have a relationship with your consumers, 
you need to have a robust social media strategy that allows 
you to take that relationship beyond the transaction.

#ACCESSIBILITY

STEVE HEELEY
Company: Pokéworks 
Title: Chief Executive Officer 
Industry: Restaurant
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People are very complex beings and have varying degrees of 
interests. I don't know how even the most advanced people-based 
segmentations could actually help delivering meaningful and 
relevant solutions to people the way occasion-based segments can.

EXECUTIVE PERSPECTIVE

When the weight of the world feels like too much to bear, we turn to our comfort shows, books and 
movies to help us cope. Without a doubt, the last 18 months would make anyone want to retreat to 
Vulcan, which is why platforms like Fandom saw unprecedented engagement, boasting an impressive 
315 million monthly unique visitors. This user-generated, fan-based, wiki platform for imagined worlds 
houses massive amounts of data on pop culture—and on its users. 

Nic Brandenberger, Fandom’s VP of consumer marketing and resident Star Trek fan, joined the 
organization “as a fan, to work for fans,” combining shared passions in a unique setting. 

While running the multichannel marketing team, Brandenberger made an interesting discovery: 
organizations often focus on people-based segmentation on their user base but overlook occasion-
based segmentation. He says that although it’s important to understand the types of people engaging 
with your content, it’s just as crucial to understand the forces driving them there and create a user 
experience that supports it. 

For instance, a user might pop on to the platform to look up the release date of the first Star Trek 
movie in the morning, then log off. That same user may return to the platform that night to deep-dive a 
Klingon warship and spend hours going down the rabbit hole of pop culture research. It’s important to 
Fandom to meet users where they are and provide optimal experiences for both occasions. 

Additionally, with so much user-generated data shared on the platform daily, Fandom has started to 
develop a product they call “Fan DNA.” This program aggregates the trillions of data points generated 
across the platform and identifies patterns that are beneficial to not only Fandom and its advertisers, 
but also for the studios producing the media these users are fans of. “We know more about their fan 
base than they do,” he quips. 

One way this technology is already in effect is through Fandom’s Binge Bot, which enables the 
platform’s algorithm to predict adjacent television interests based on what users engage in. These 
recommendations are highly relevant and personalized to the user, yielding positive results from their 
audience, and benefitting the other platforms that house those pieces of media: a win, win. 

In a world that’s moving away from cookies and third-party data, user-generated data is a crucial 
advantage for Fandom’s future success. Privacy, and collecting relevant data to improve user experience 
are two major priorities in Fandom’s omni-channel marketing strategy.

#COMMUNITY

NIC BRANDENBERGER
Company: Fandom 
Title: VP of Consumer Marketing 
Industry: Entertainment
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EXECUTIVE PERSPECTIVE

Today, trends come and go at a higher rate than ever before. Customers are indecisive when make 

buying decisions, often opting for what is the cheapest and most accessible. It can be easy for iconic 

brands to fall into the trap of compromising quality in order to keep up, but Cuisinart has mastered 

the art of creating products that stand the test of time—defying the new model of consumerism and 

disposable retail. 

Cuisinart products are built to last, and this value penetrates the entire scope of their business model. 

From customer loyalty to product design and thoughtful, calculated marketing moves, everything 

about Cuisinart is intentional. While many brands have moved away from this more traditional model to 

accommodate the everchanging customer needs, creating products customers can rely on is at the top 

of Cuisinart’s priority list. 

Mary Rodgers, Cuisinart’s Head of Marketing Communications just celebrated 25 years with the 

organization—another rare feat in today’s fast-paced and fickle world.

As we move toward pandemic recovery, brands are figure out how to navigate the new blend of home 

and work life. Cuisinart, in particular, saw a significant uptick in sales of products like coffee makers, 

which doesn’t come as a shock with so many people now working from home. 

COVID regulations vary from region to region, so Cuisinart is emphasizing localized marketing to best 

anticipate and accommodate the appliance needs for their customers. With this also comes a shifting 

focus toward product availability and leveraging marketing operations to ensure products being 

advertised are available in the regions those advertisements are appearing. “In the past, we never had 

to make those considerations because we were always in inventory. Now we are looking at every single 

item, whether it's an email marketing campaign, a product launch at a retailer, or multiple retailers, 

making sure that we have enough distribution that it warrants launching those efforts.”

Additionally, social shopping is rising on Cuisinart’s priority list. With platforms like Reddit and Tiktok 

making viral content increasingly easier to produce, Cuisinart is analyzing how their brand can fit in to 

the mix. “But we're not the type of brand that just jumps on the bandwagon with anything new like that. 

We take our time.” 

Whatever we decide now is going to be the groundwork 
for the work in the future. You definitely don't want to be 
making a bad decision.

#METHODICAL

MARY RODGERS
Company: Cuisinart 
Title: Head of Marketing Communications 
Industry: Consumer Goods
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REPORTWHAT'S TRENDING IN CONSUMER SPENDING

The pandemic sent shockwaves through just about every industry. Some took a beating, while others 
soared in popularity. For Echelon Fitness, the at-home workout industry exploded with the wake of 
traditional gyms shutting down. Dave Reiseman, Echelon’s former chief marketing officer, joined the 
organization in February of 2020, just moments before everything he knew about the industry was 
turned on its head. But this passionate, experienced leader rose to the challenge and was able to keep 
up with a problem the brand never anticipated when the world shut down: a steep increase in demand 
for their product. 

With this market emerging so quickly, so did the competition, which poses its own unique challenges for 
the brand. Echelon prides itself on creating customized experiences for their consumers, which remains 
at the forefront of their brand strategy. Buying behavior has shifted dramatically over the course of the 
pandemic, meaning that the ways customers engage with brands has also changed. Understanding who 
the brand’s best customers were and what their needs became was integral in staying on the cutting 
edge of the industry after such a sharp rise to fame. 

The first thought for many marketers when facing intense competition in their industry—especially a niche 
industry like at-home fitness—would be to compete on price. But Reiseman believes this is a “race to 
the bottom” and a “dangerous position” to put your brand in. Instead, he suggests that determining and 
highlighting what unique facets of your brand set it apart from the competition. Not only does this attract 
new customers, but it helps affirm your existing customers why they choose your brand. 

Echelon is constantly reexamining how they can further add value to their membership. They get 
granular about what their buying experience is like and what they can do better. This helps them 
establish and maintain credibility as a brand, securing them high-performing spots in top retailers and 
sky-high ratings from their loyal customer fanbase. 

“It's more important than ever to market just as furiously and as passionately to your existing members 
as you do prospects. If all you have is the transaction with your customers or a sale, 100% of your 
customers are at risk.”

A lot of advertising is trial and error, too. By experimenting with different attribution models, Echelon has 
been able to pinpoint what messages resonate with the right audiences and the right time. By finding 
these “sweet spots” the brand is able to dial in their digital media strategies to help leverage their brand 
message in a meaningful and sustainable way, even after the pandemic has come to pass. 

When you're able to leverage data, it fundamentally 
changes the way you look at performance. You have a 
whole new scoreboard.

#CONNECTION

DAVE REISEMAN
Company: Echelon Fitness 
Title: Former Chief Marketing 

and Growth Officer  
Industry: Fitness
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ABOUT CMO COUNCIL

The Chief Marketing Officer (CMO) Council is dedicated to high-level knowledge exchange, thought 

leadership and personal relationship building among senior corporate marketing leaders and brand 

decision-makers across a wide-range of global industries. The CMO Council’s 16,000+ members 

control more than $1 trillion in aggregated annual marketing expenditures and run complex, 

distributed marketing and sales operations worldwide. In total, the CMO Council and its strategic 

interest communities include over 65,000 global marketing and sales executives in over 110 countries 

covering multiple industries, segments and markets. Regional chapters and advisory boards are 

active in the Americas, Europe, Asia Pacific, Middle East and Africa. The Council’s strategic interest 

groups include the Customer Experience Board, Digital Marketing Performance Center, Brand 

Inspiration Center, Marketing Supply Chain Institute, GeoBranding Center, and the Coalition to 

Leverage and Optimize Sales Effectiveness (CLOSE). To learn more, visit www.cmocouncil.org.

ABOUT COMMERCE SIGNALS

Commerce Signals, a Verisk Financial company, is a leading source of U.S. retail payment insights and 

analytics. The company has a unique, continuous and anonymized view of the permissioned credit 

and debit card spending behavior from 40 million U.S. households. Commerce Signals offers retailers 

and other direct-to-consumer companies powerful insights to understand customer and competitive 

dynamics outside their business, improve decision making, and increase marketing spend efficiency. 

Its insights and measurement solutions are used by some of the largest retailers in the country.

ABOUT VERISK

Verisk (Nasdaq:VRSK) is a leading data analytics provider serving customers in insurance, energy 

and specialized markets, and financial services. Using advanced technologies to collect and analyze 

billions of records, Verisk draws on unique data assets and deep domain expertise to provide first-

to-market innovations that are integrated into customer workflows. Verisk offers predictive analytics 

and decision support solutions to customers in rating, underwriting, claims, catastrophe and weather 

risk, global risk analytics, natural resources intelligence, economic forecasting, and many other fields. 

Around the world, Verisk helps customers protect people, property, and financial assets.

Headquartered in Jersey City, N.J., Verisk operates in 30 countries and is a member of Standard & 

Poor’s S&P 500® Index. In 2018, Forbes magazine named Verisk to its World’s Best Employers list. For 

more information, please visit www.verisk.com.

http://www.cmocouncil.org
http://www.verisk.com



