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THE WORLD HAS CHANGEDΧ



$2,794B

2018
Source: IMF, Yahoo! Finance.
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TWO PLAYERS OWN THE FUTURE

Other Digital 
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BIGGER ISBETTER

Sources: Alphabet, Zenith. 
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Globally, 2016

FB: THE NEW RELIGION



May 2017, Play Store Downloads
Global Top 10 Android Apps

FB: APP DOMINATION

Source: Prioridata. 
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Snapchat has not yet 
ŘƛǎŎƭƻǎŜŘ vм Ωмт ŦƛƎǳǊŜǎ

Instagram vs. Snapchat 

Worldwide Daily Active Users 

THE FACEBOOK OF VIDEO

Source: Company filings and announcements.

Launched



2016

Percent of American Households

MEANWHILEΧ

78%

Decorate a 
Christmas tree

55%

Vote in
the 2016 
election

55%

Earn over 
50K
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Attend 
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monthly
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Own a 
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telephone

44%

Own a gun

58%

with Amazon Prime



ESTIMATED 2017 CONTENT BUDGETS

Source: The Economist. 

$6.0B
$4.5B

$2.5B
$4.0B $4.3B



June 15, 2017 vs. June 16, 2017

Change in Market Cap After Amazon Announced Acquisition of Whole Foods

w9¢!L[Ω{ !b¢L-CHRIST

$11.23B

$3.07B

-$1.57B -$2.13B

-$5.69B

-$11.13B

Target Kroger Costco Walmart

Amazon Whole Foods





U.S. CPG: 2017 Share of Sales vs. Share of Growth

BIGGER IS NOT ALWAYS BETTER

Source: Nielsen 2017
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2017
U.S. CPG: Dollar Sales Growth

EVEN IN GROWTH AREASΧ
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9.0%

7.2%

Largest Middle Smallest Private Label

Conventional Clean / Organic

Source: Nielsen 2017



UNDERSTANDING DISRUPTION
EXPLOITING NEW OPPORTUNITIES

CAPITALIZING ON INCUMBENT WEAKNESSES

CONSUMER

DEMAND

SUPPLY

CHAIN

AWARENESS/ 

MARKETING 
DISTRIBUTION

Slow speed 
to market

Capitalize on new 
channels/DTC

Exploit new platforms

Over-reliance on 
traditional channels

Retail/Wholesale 
in structural decline

Easier to 
access excess 

supply/capacity

Serve new/unmet 
needs

Prices rising faster 
than inflation



THE NEED FOR SPEED
WHAT SHOULD BRANDS DO?



Primark ASOS Revolve Boohoo Missguided Neiman
Marcus

Barneys New
York

Kohl's Macy's JCPenney

April 2017, n=10 Brands       Online Fashion Retailer    Traditional Multichannel Retailer
Department Stores: Impact of Supply Chain on Instagram Interactions

SCARCITY DRIVES BUZZ

Source: L2 Inc., Digital IQ Index: Department Stores 2017.

75.7M

32.4M

20.4M 19.1M 16.8M

4.9M 4.1M 2.0M 1.9M 1.3M

Fast Supply Chain Traditional Supply Chain

>15M interactions <5M interactions



April 2016ςMarch 2017, n=44 Brands with Complete Data and 10+ Shoppable Posts
Department Stores: Change in Interaction Rates for Shoppable Posts

& SHOPPABILITY

Source: L2 Inc., analysis of eDatasource data.
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UNLIKELY INNOVATOR
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RETAIL OUTLIER

Source: Yahoo Finance



2016 vs. 2017
Same Store Sales: November & December

WHY?

Source: Company Press Releases

-2.1%

6.9%

-2.1%

1.0%

-0.8%

3.0%

Kohl's Macy's JCP

2016

2017



A NINE YEAR JOURNEY

Source: Bloomberg News, March 23, 2018

+2.5%
Performance lift on fast 

turnaround product

80,000
Average order size vs. 500,000 

which was typical before

40%
Of Kohlôs Assortment is fast-

turnaround product

8 weeks
Factory to Store vs. standard 

16 weeks for seasonal & 6-9 

months for basics



SEARCH ADVANTAGES

Source: L2 Analysis of SEMRush Data

Select Keywords Top 300 Organic 

Search Terms to Kohlôs.com:

ñCroft & Barrowò

ñLauren Conradò

ñLauren Conrad Kohlsò

ñDana Buchmanò

ñChapsò

ñMuddò


