


Sr. Business Development Manager of NetElixir

• 11+ years fine tuning B2B and B2C ecommerce 
strategies 

• Driving performance using a cross-channel, 
full-funnel approach

• Expertise in a wide range of digital investment 
channels for a diverse set of industries

• Financial and Entrepreneurial based solutions

linkedin.com/in/anthonyturco
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• PAID SEARCH & SHOPPING

• SEARCH ENGINE OPTIMIZATION

• SOCIAL MEDIA MARKETING

• AMAZON MARKETING SERVICES

• ANALYTICS CONSULTING

• ECOMMERCE TECH DEV
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@netelixir

@netelixir

@netelixir

@teamnetelixir



Founder & CEO of NetElixir

Founded PartyBingo.com (PartyGaming plc)

Guest Lecturer: 
• Johnson School of Management, Cornell 

University
• City University of New York, Baruch
• Indian School of Business

linkedin.com/in/udayanbose
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Source: Elements of Value, Bain & Co, 2015
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People feel increasingly stretched, 
so think of convenience from the 
perspective of the consumer; 
making the entire shopping 
experience from planning through to 
use as simple, easy, and quick as 
possible.
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Emergent Trends & Implications

Source: Google Report on Future of Post-Covid: 3 Themes of Change
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Source: WPP Report on Future of Brands in Motion
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Prolonged lockdowns led to the emergence of first time online shoppers. Once 
these shoppers were able to break the initial barrier of successfully completing an 
online purchase, they not only brought more, but also felt comfortable making 
frequent purchases. Around 17% of all first time online shoppers have continued to 
shop regularly online. Moreover, their average order value was 12% higher than 
other shoppers.
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• Food and Gifting experienced the 
biggest jump in new shopper wins.

• Interestingly, even though larger and 
mid-size retailers acquired new 
shoppers, their % new shopper 
orders remained more or less flat 
(+1.2%). On the other hand, SMBs 
that were nimble and aggressive with 
new customer acquisition saw their 
% new shopper orders change by 8% 
vs 2019. 

Category Change in % New 
Orders (2020 vs 2019)

Apparel -3%
Food & Gourmet +7%
Gifting +8%
Home Furnishings +3%
Home Décor +4%
Pet Supplies +3%
Hardware & Tools +3%
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The era of the smartphone has seen 
us live online in the here and now, 
as we do offline. 

Mobile technology will continue to 
shape retail, both as a commercial 
channel and a communication 
medium.
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43%
         2019

48%
         2020
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Y/Y Ecommerce 
Growth (%) 12% 15% 5% 9%
Key Drivers Macroeconomic factors. 

Unplanned purchases in 
certain categories during 

holidays leading to a 
surge in returns. Ongoing 

pandemic. Overall 
socio-political 

uncertainty. 12% Y/Y 
growth will be driven by 
staple categories like 

grocery.

As more and more 
people get vaccinated, 
consumer sentiment 

improves leading to an 
increase in product 

purchases for certain 
categories that had been 
negatively impacted (ex. 

Travel). Demand 
unpredictability leads to 

product stockouts. 

Overall online sales 
continue to be strong. 

However, when 
compared to the 

abnormal surge in online 
sales between March 15- 
March 31, 2020, the Y/Y 

increase seems low.

Online Sales will 
continue to be in the 
range of 18% of total 
retail sales. It can be 
safely said that the 
pandemic led to an 
online sales jump 

equivalent of 2 years.
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ConfidentialDisclaimer: The offer of this complimentary scorecard comes with a 30-minute Zoom consultation session with a NetElixir Retail Marketing Expert. The offer is valid until 1/31/2021.
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Udayan Bose
Founder & CEO
udayan@netelixir.com


