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"WHERE WILL SANTA SHOP FOR XMAS? " 

 Consumers are ready to spend for the holidays, are merchants ready to sell? 

 The revived pleasure of in-store shopping  

 Has online retail penetration reached its ultimate level? 

 The discount offer could be the most attractive for the post-covid consumer 

 

 CHART OF THE WEEK: "Inventory levels have regressed by 5 years." 

 

FINANCIAL MARKET ANALYSIS 

Consumer sectors have underperformed the market since the covid-19 crisis. The MSCI world retailing 

index and the MSCI world Internet and direct marketing retail index are up by 12% and 6% respectively 

year-to-date, which is well below the performance of the MSCI world index (+17%). 

While bricks & mortar stores have suffered revenue declines in 2020 due to lockdowns and transfer of 

purchases to the Internet, others such as convenience stores or discount stores have seen their revenues 

grow faster. Online stores have fully benefited from the crisis to the detriment of stores without real 

digital strategies and yet investor enthusiasm for the sector has waned. 
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1- Consumers are ready to spend for the holidays, are merchants ready to sell? 

The Covid-19 pandemic precipitated bankruptcies and led to the restructuring of many chain stores. The 

stores that survived the confinements are now enjoying healthier finances. They have cut costs and 

negotiated lower rents with their landlords. 

In the short term, however, the holiday season is likely to be complicated by persistent supply issues 

and rising costs linked to rising commodities and transportation prices. Inventory levels are extremely 

low (see chart of the week). Logistics backlogs will be difficult to clear. On the other hand, markdowns 

after the holiday season may prove less useful if there is less inventory to clear, helping retailers’ margins 

at the same time. In addition, consumers will probably turn to in-store purchases (instead of waiting for 

the shipping windows to close), which could also benefit retailers. 

The stores that will thrive during this transitional period are those that have sufficient inventory with 

quality merchandise at attractive prices. The shopping experience is also important. It extends from 

product search to checkout. Customers of discount stores, such as TJX or Ross Stores, experience the 

treasure hunt and can discover different merchandise almost daily. (see Fig. 2) 

Finally, regardless of the model's appeal, retailers will need to stock their shelves in-store or online. Some 

have started stocking up earlier than usual and have even chartered private shipping containers. Despite 

this, the gift card is likely to be successful this year. (see Fig. 3) 

 

Fig. 2 - The in-store shopping experience Fig. 3 - Gift cards - a real business 

   

 

2- The revived pleasure of in-store shopping  

As stores reopen, the old in retail seems new today. In many cases premises have been redesigned to 

make them more attractive and experimental, to attract long-absent customers. From technological 

advances (payment solutions) to surprising partnerships (see Fig. 4), retail is constantly reinventing 

itself. For example, payment options (see Fig. 5) can help make the act of shopping more efficient for the 

customer. There are also applications that make in-store shopping fun or educational. Technology is thus 

becoming more and more part of the in-store shopping experience. 

Source: TJX, Atlantic Financial Group 
Source: Atlantic Financial Group, www.expertbusinessadvices.com 
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 Fig. 4 - Example of a partnership between retailers      Fig. 5 - In-store payment options 

   

 

 

 

 

 

 

 

  

 

Many digital native and direct-to-consumer (DTC) brands, that started online, have since launched and 

expanded their physical presence. Most digital brands that open stores sell apparel. This is a category 

where shoppers have a strong interest in interacting with the product in person.  

Digital native brands are expected to open c. 850 stores in the US in the next 4-5 years. And while the 

pandemic has undoubtedly slowed down new store openings, offline experiences for brands that 

previously had an online-only presence are growing. 

In a survey of more than 2,500 U.S. consumers, two-thirds of those who prefer to shop online said they 

still visit a physical store before or after their purchase. 

It's becoming increasingly essential to differentiate yourself from online retailers by providing unique in-

store experiences that will strengthen customers' relationship with the brand. Immersive and 

Instagrammable experiences, known as retailtainment, can bring the brand to life in a way that digital 

mediums cannot. 

For example, the Nike store in Time Square has a basketball court with cameras to record shots. While 

not a sales driver, it has become a huge tourist attraction that drives engagement and brand awareness. 

Retail initiatives will continue to shift to the virtual space, but that doesn't mean the physical space won't 

remain important. If used properly, it can complement its online counterpart to bring a brand to life and 

give it an edge over its competitors. 

 

3- Has online retail penetration reached its ultimate level? 

By 2020, online spending accounted for nearly 20% of total retail sales in the US. (see Fig. 6). US 

consumers spent $792 billion online, an incredible 32.4% increase and more than double 2019 rise of 

15.1%. This trend has been confirmed all over the world, but it is largely due to the exceptional 

performance of Amazon, which accounts for more than a third of digital sales in the US. The retailer's 

global sales, online, reached $303 billion in 2020, an increase of 41% compared to 2019.  

Source: Atlantic Financial Group 

Source: Atlantic Financial Group 

In-store payments are less and less 

cash and more contactless, 

following the Covid-19. It is also 

possible to skip the checkout to 

validate your purchases. 

Ulta Beauty's expertise 

combined with the 

accessibility of Target stores 

provides a good example of 

an innovative partnership. 

Source: Atlantic Financial Group, www.koalapays.com 
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Retail leaders such as Walmart, Target, Kroger and Best Buy are also continuing to expand their online 

shopping experience but are lagging far behind Amazon in terms of market share (see Fig. 7). Still, their 

online sales increased by more than 60% in fiscal year 2020. 

 

Fig. 6 - Online purchases in the US as a % of sales*   Fig. 7 - Top 10 e-commerce sites in 2020   

  

 

 

 

 

 

 

  

 

In 2020 and 2021, social commerce, influencer marketing, and advances in augmented reality shopping 

experiences have seen massive growth. Due to the pandemic, online grocery platforms like Instacart are 

now the new norm for millions of shoppers.  

The partnership between TikTok and Shopify, or the expansion of Snapchat's Native Stores, and the 

introduction of Facebook Shops, are all new concepts that allow online commerce to thrive and increase 

its market share.  

In Europe too, Amazon is the number one digital retailer ahead of Otto, John Lewis and Apple. Of the ten 

largest European online retailers, half are unlisted private companies. But they continue to trail Amazon. 

There is still a great disparity between European countries in terms of online shopping penetration with a 

notable difference between the Nordic countries and the more reluctant southern countries. (cf. Fig. 9) 

 

Fig. 8 - European leaders in online sales Fig. 9 - Growth of e-commerce in Europe 
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4- The discount offer could be the most attractive for the post-covid consumer 

Low-income households have recorded an increase in savings during the pandemic, although much less 

than high-income households, but this additional cash will most likely be allocated entirely to 

consumption rather than to savings. In addition, rising prices for everyday consumer goods, due to 

commodity price inflation, and transportation costs will push more households towards dollar stores 

like Dollar General and Dollar Tree.  Dollar stores are characterized by low prices of $1.00 to $5.00, a wide 

range of branded and unbranded staples, convenient locations and store size. 

Among discretionary purchases, such as apparel or home décor, low-cost or "off-price" retailers continue 

to rely on and expand physical stores. Consumers' search for value, the attractiveness of the shopping 

experience and the increase in quality merchandise all contribute to making the discount model appealing 

to the consumer, even when the internet interface remains sub-optimal. 

Amazon is also playing with low prices, such as in athleisure. While it attracts top brands like Under 

Armour, which offers a handful of products on Amazon that sell for more than $200, the e-tailer's apparel 

market is still largely driven by low-priced purchases, making it a more effective distribution channel for 

seasonal sales than high-end or in-season merchandise. Zalando in Europe has positioned itself on the 

more upscale and designer clothing market but is also experiencing stronger growth in the off-price 

categories. 

 

Conclusion: 

Consumers are still turning more to online stores for their purchases, but the reopening of the economy 

and price inflation are prompting households to select cheaper propositions such as dollar stores and off-

price stores. The biggest quarter of the year is approaching with the holidays and the difference in 

performance between retailers is likely to be on inventory, as logistics issues can impact both physical and 

digital stores. 
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RETURN ON FINANCIAL ASSETS 

 

 

Markets Performances

(local currencies)

Last 

Price

Momentum 

Indicator (RSI)
1-Week (%) 1-Month (%)

2021

Year-to-Date (%)
2020 (%) 2019 (%)

Equities
World (MSCI) 742.3         65.72 1.3% 2.6% 16.7% 16.9% 27.3%
USA (S&P 500) 4 545          64.83 1.7% 3.5% 22.4% 18.4% 31.5%
USA (Dow Jones) 35 677       64.57 1.1% 4.2% 18.3% 9.7% 25.3%
USA (Nasdaq) 15 090       58.42 1.3% 1.3% 17.7% 45.1% 36.7%
Euro Area (DJ EuroStoxx) 467.9         58.11 0.4% 1.0% 20.4% 0.8% 27.3%
UK (FTSE 100) 7 205          58.19 -0.4% 1.9% 15.0% -11.4% 17.2%
Switzerland (SMI) 12 056       61.28 0.8% 1.8% 15.9% 4.3% 30.2%
Japan (Nikkei) 28 607       49.15 -0.9% -2.3% 6.4% 18.3% 20.7%

Emerging (MSCI) 1 293          59.13 0.8% 2.6% 2.1% 18.8% 18.8%
Brasil (IBOVESPA) 106 296     33.22 -7.3% -5.3% -10.7% 2.9% 31.6%
Russia (MOEX) 4 197          54.49 -1.4% 4.6% 33.8% 14.8% 38.4%
India (SENSEX) 61 030       61.91 -0.8% 3.2% 28.5% 17.2% 15.7%
China (CSI) 4 961          55.66 0.6% 2.9% -3.2% 29.9% 39.2%

Communication Serv. (MSCI World) 113.56       45.49 -0.4% -0.7% 13.9% 24.2% 25.1%
Consumer Discret. (MSCI World) 411.2         68.40 1.4% 4.0% 9.2% 37.0% 28.2%
Consumer Staples (MSCI World) 277.5         58.84 0.6% 0.6% 5.8% 8.8% 22.4%
Energy (MSCI World) 200.3         69.57 -0.3% 13.8% 44.1% -27.7% 13.9%
Financials (MSCI World) 155.9         72.35 2.1% 7.7% 29.1% -3.1% 24.1%
Health Care (MSCI World) 356.2         59.20 2.3% -0.4% 13.5% 15.4% 23.3%
Industrials (MSCI World) 329.5         63.58 1.3% 2.0% 15.4% 11.8% 27.2%
Info. Tech. (MSCI World) 537.8         60.50 1.5% 1.2% 19.2% 46.2% 47.5%
Materials (MSCI World) 356.8         54.88 -0.7% 2.3% 12.3% 21.6% 20.8%
Real Estate (MSCI World) 229.4         69.89 2.7% 3.1% 20.0% -5.7% 24.0%
Utilities (MSCI World) 155.2         59.33 1.9% 1.5% 5.2% 4.8% 22.3%

Bonds (FTSE)
USA (7-10 Yr) 1.64% 37.94 -0.5% -2.4% -3.8% 9.3% 7.4%
Euro Area (7-10 Yr) 0.19% 33.05 -0.7% -1.9% -2.9% 4.5% 6.7%
Germany (7-10 Yr) -0.11% 40.87 -0.3% -1.2% -3.2% 3.0% 3.0%
UK (7-10 Yr) 1.15% 35.24 -0.6% -2.8% -6.2% 5.4% 4.8%
Switzerland (7-10 Yr) -0.04% 32.56 -0.7% -1.8% -2.9% 0.4% 2.0%
Japan (5-10 Yr) 0.10% 40.14 -0.1% -0.3% -0.2% -0.1% 0.0%
Emerging (5-10 Yr) 4.67% 33.82 -0.2% -1.3% -2.7% 5.2% 13.3%

USA (IG Corp.) 2.27% 40.54 -0.5% -1.3% -1.8% 9.9% 14.5%
Euro Area (IG Corp.) 0.47% 30.21 -0.2% -0.8% -0.9% 2.8% 6.2%
Emerging (IG Corp.) 4.94% 28.95 -0.4% -2.1% -2.4% 8.1% 13.1%

USA (HY Corp.) 4.22% 44.21 0.0% -0.6% 4.3% 7.1% 14.3%
Euro Area (HY Corp.) 3.36% 34.17 -0.1% -0.9% 3.0% 2.3% 11.3%
Emerging (HY Corp.) 7.22% 24.94 -0.6% -1.9% -2.2% 4.3% 11.5%

World (Convertibles) 454.6         59.18 0.6% 0.6% 6.2% 38.8% 17.3%
USA (Convertibles) 621.1         58.61 0.6% 0.9% 8.0% 54.5% 22.8%
Euro Area (Convertibles) 4 127          52.37 0.0% -0.2% 0.3% 6.1% 7.6%
Switzerland (Convertibles) 185.6         27.34 -0.4% -0.8% -0.6% 0.5% 2.4%
Japan (Convertibles) 200.2         49.88 -0.4% -0.2% 3.0% 2.8% 2.6%

Hedge Funds (Crédit Suisse)
Hedge Funds Indus. 719.9         76.85 n.a. 0.0% 7.2% 2.5% 9.3%
Distressed 956.7         74.74 n.a. 1.1% 11.3% 1.5% 1.4%
Event Driven 811.6         78.59 n.a. 0.6% 12.8% 3.1% 8.2%
Fixed Income 391.5         78.58 n.a. 0.0% 4.7% 2.2% 6.1%
Global Macro 1 197.3      74.24 n.a. 1.6% 8.9% 2.0% 10.4%
Long/Short 908.3         64.88 n.a. -1.5% 6.1% 3.6% 12.2%
CTA's 341.7         69.25 n.a. 0.9% 8.2% -3.2% 9.0%
Market Neutral 284.6         63.78 n.a. -0.4% 4.1% -0.1% 1.6%
Multi-Strategy 689.7         76.45 n.a. 0.0% 5.9% 1.4% 7.3%

Volatility
VIX 15.43         39.02 -5.3% -26.1% -32.2% 65.1% -45.8%
VSTOXX 16.40         39.66 0.3% -28.1% -29.8% 67.5% -41.5%

Commodities
Commodities (CRB) 568.4         n.a. 0.2% 3.4% 28.1% 10.5% -1.9%
Gold (Troy Ounce) 1 799          59.87 2.0% 2.8% -5.2% 24.9% 18.3%
Oil (WTI, Barrel) 84.61         77.77 2.6% 17.0% 74.4% -20.5% 34.5%
Oil (Brent, Barrel) 85.54         68.21 0.1% 12.5% 66.1% -23.0% 24.9%

Currencies (vs USD)
USD (Dollar Index) 93.507       46.45 -0.5% 0.2% 4.0% -6.7% 0.2%
EUR 1.1658       52.22 0.4% -0.3% -4.6% 9.7% -2.2%
JPY 113.53       37.14 0.7% -2.2% -9.1% 5.3% 0.9%
GBP 1.3775       56.54 0.4% 0.6% 0.8% 2.8% 3.9%
AUD 0.7488       65.27 1.0% 2.8% -2.7% 9.5% -0.4%
CAD 1.2348       66.33 0.3% 2.3% 3.1% 1.8% 5.0%
CHF 0.9155       62.96 0.9% 1.1% -3.3% 9.8% 1.4%
CNY 6.3813       70.07 0.8% 1.2% 2.3% 6.7% -1.2%
MXN 20.157       57.30 1.3% -0.2% -1.2% -4.9% 3.8%
EM (Emerging Index) 1 731.8      56.90 0.2% 0.1% 0.7% 3.3% 3.1%

Source: Bloomberg, Atlantic Financial Group Total Return by asset class (Negative \ Positive Performance)
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DISCLAIMER 

This document is issued by Atlantic Financial Group (hereinafter “Atlantic”). It is not intended for distribution, publication, or use in any jurisdiction where 

such distribution, publication, or use would be unlawful, nor is it aimed at any person or entity to whom it would be unlawful to address such a document. 

This document is provided for information purposes only. It does not constitute an offer or a recommendation to subscribe to, purc hase, sell or hold any 

security or financial instrument. It contains the opinions of Atlantic, as at the date of issue. These opinions and the information herein contained do not take 

into account an individual’s specific circumstances, objectives, or needs. No representation is made that any investment or strategy is suitable or appropriate 

to individual circumstances or that any investment or strategy constitutes a personal recommendation to any investor. Each investor must make his/her own 

independent decisions regarding any securities or financial instruments mentioned herein. Tax treatment depends on the individual circumstances of each 

client and may be subject to change in the future. Atlantic does not provide tax advice. Therefore, you must verify the above and all other information provided 

in the document or otherwise review it with your external tax advisors. 

Investment are subject to a variety of risks. Before entering into any transaction, an investor should consult his/her investment advisor and, where necessary, 

obtain independent professional advice in respect of risks, as well as any legal, regulatory, credit, tax, and accounting consequences. The information and 

analysis contained herein are based on sources considered to be reliable. However, Atlantic does not guarantee the timeliness , accuracy, or completeness of 

the information contained in this document, nor does it accept any liability for any loss or damage resulting from its use. All information and opinions as well 

as the prices, market valuations and calculations indicated herein may change without notice. Past performance is no guarantee of current or future returns, 

and the investor may receive back less than he invested. The investments mentioned in this document may carry risks that are difficult to quantify and integrate 

into an investment assessment. In general, products such as equities, bonds, securities lending, forex, or money market instruments bear risks, which are 

higher in the case of derivative, structured, and private equity products; these are aimed solely at investors who are able to understand their nature and 

characteristics and to and bear their associated risks. On request, Atlantic will be pleased to provide investors with more detailed information concerning risks  

associated with given instruments. 

The value of any investment in a currency other than the base currency of a portfolio is subject to the foreign exchange rates. These rates may fluctuate and 

adversely affect the value of the investment when it is realized and converted back into the investor’s base currency. The liquidity of an investment is subject 

to supply and demand. Some products may not have a well-established secondary market or in extreme market conditions may be difficult to value, resulting 

in price volatility and making it difficult to obtain a price to dispose of the asset. If opinions from financial analysts are contained herein, such analysts attest 

that all of the opinions expressed accurately reflect their personal views about any given instruments. In order to ensure their independence, financial analysts 

are expressly prohibited from owning any securities that belong to the research universe they cover. Atlantic may hold positions in securities as referred to in 

this document for and on behalf of its clients and/or such securities may be included in the portfolios of investment funds as managed by Atlantic. 

 


