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the Pace of Change accelerates

Introduction
Ebeltoft Group has been formally tracking trends in retail innovation around the globe for 
nearly a decade and our member companies for a far longer period of time. there has been 
enormous change that has occurred within society, customers, and ultimately, in the retail 
stores that serve them during this period. 
When immersed in our daily lives, that change is not always as apparent. We began to formally 
track Retail Innovation as a means to catalogue change, and more importantly, begin to predict 
where retail will be headed in the future. 
the emphasis on innovation is purposely forward-looking: what is on the leading edge? We 
recognize that some of the concepts themselves may not be commercially viable but the ideas 
behind them could well provide a transformational spark in the future.

Retail lnnovations 9 is our latest compilation of leading edge innovation, highlighting individual 
ideas and the key themes that emerge from studying the whole.
While there are other such hot ideas lists that appear regularly, the uniqueness in Retail 
Innovations lies in its geographic breadth. With 21 members in 20 countries, Ebeltoft Group 
members span the world, submitting cases not just from their own countries but also by what 
they’re observing around the world. In total, we looked at well over 120 “innovation” cases, 
selecting examples from 22 countries.
these cases clearly demonstrate both the diversity of innovation that is occurring globally as 
well as the remarkable emergence of consistent themes that play out on a global basis. this 
is undoubtedly due to the rapid spread of information and perhaps, common global consumer 
needs being addressed.

In addition, Retail Inovations 9 features the winner of the Ebeltoft Retail 
Innovation award 2013: Warby Parker (Us) goes one step further by reinventing 
the retail business model and innovating the eyewear industry as a whole.

With the award we intend to recognizing those innovative and outstanding 
retailers that we expect to make a difference tomorrow.

Why is Innovation Important?

“Innovation is in our DNA and technology is the fundamental tool we use to 
improve every aspect of the experience we provide our customers. We have a lot 
to learn…it’s still Day One.”

      Jeff Bezos, amazon.com

Members of Ebeltoft Group

We are a Global alliance of 21 consultancy companies with a 
common high level of expertise and focus on retail. since 1990 

we have helped retailers as well as suppliers to the retail sector to remain competitive 
and achieve their goals by blending global retail expertise with the member´s local insight. 
among our clients are 36 of the top 100 retailers and 29 of the top 50 manufacturers 
worldwide. since it was founded the Ebeltoft Group has analyzed global retail innovation 
trends and, since 2005 we have presented this analysis in our annual publication Retail 
Innovations that focuses on emerging trends and the most interesting cases worldwide. 

Ebeltoft Group´s global studies and publications include: Environmental sustainability 
(2010); the trust Factor (2011); neoConsumer (2011); Global Cross Channel Report (2012); 
Retail Internationalization-trends, Failure & success Drives and Future outlook (2013).
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technology Intervention
technology itself is not an innovation; what the technology enables customers to do is that 
which provides a glimpse of true innovation. there are marvelous examples of uses of 
technology providing consumers with more choice, more access and more information than 
ever before. 
this year’s cases show how technology can transform a way in which customers shop for a 
pair of jeans, buy food on the way home from work, try on clothes at home or bring a virtual 
product to life in physical settings. 

Customization 
Customization is now reaching critical mass. From breakfast cereals and decorated cakes to 
vitamins, sporting goods and luxury automobiles, customers can now create a product that is 
truly their own. Retailing and manufacturing was once predicated on scale, mass producing 
goods to achieve efficiency. Henry Ford once famously said, “You can have any color you 
want, as long as it’s black”. Customization has come a long way and is now an expectation 
for customers.

Crowdsourcing
Increasingly, customers are playing an active role in defining and determining the assortment. 
Consumers are no longer just passive recipients of what a retailer “thinks” they might want; 
they are active participants in the creation of the retail offer.  From user submitted ideas to 
voting on favorite products, retailers are ceding more control of the store to their customers. 
or, allowing the customer to essentially drive product development to create a truly 
customized experience. Customers are creating “pre-tail” moments, helping retailers decide 
what products to make, what products to stock and even how they’re priced.

online offline Mashup
a new retail era is emerging. It will seamlessly blend the online and offline retail experience 
together, allowing customers to shop where and how they want, at any time. online tools 
are being adopted for in-store use to bring the immediacy of online into the brick and mortar 
world. We are at our infancy in truly seeing the impact of these efforts.
there is no question that the majority of innovation, now and into the future, will demand that 
retailers offer the customer the best of what the physical and virtual worlds have to offer. Brick 
and mortar retailers are clearly beefing up their online and cross channel capabilities. But, in 
an interesting twist, online players are now using physical space to attract customers. this 
mash-up of online and offline retail will continue to drive new innovation. 
this years’ innovations almost all offer cross channel functionality. It is more seamless, more 
integrated and more effective than ever.

amazon.com has been one of the great disruptors in retail for the past fifteen years. and, as 
their CEo Jeff Bezos indicates, they are hardly done. Innovation built into a company’s Dna 
suggests never being complacent and keeping up or leading the pace of change. 
For many traditional retailers, innovation is extraordinarily difficult, with a justifiable focus on 
day to day execution. When one reviews the innovations compiled here, it becomes critical 
to study and adapt innovative ideas: many of the innovation examples are from start-ups 
or companies outside the traditional retail industry. one, or more, could become the next 
amazon—the next great disruptor.

Key Innovation themes

this year’s crop of retail innovations are notable for their adaptation of multiple innovation 
themes. they are not simply content to live in one category but fully embrace many of the 
game-changing ideas that are propelling retail forward. It would be hard to develop a modern 
retail concept, as an example, without fully incorporating elements of cross-channel retailing, 
deep customer involvement, experiential elements and the intelligent use of new technologies.
as we look at this years’ examples, the following nine themes prominently emerge:

Retailvention/verticality
How do you think about an existing business in a completely different way, shattering the tried 
and true methods of distribution and selling? How do you build and take a business directly to 
the customer, by-passing traditional selling channels? Cases in retailvention and verticality are 
not limited to the old ways of thinking but break new ground in creating new business models. 
From savvy start-ups to some of the world’s largest companies, these new models force one 
to rethink the very nature of what retailing can be.
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summary
Retail innovation is alive and well as retailing around the world takes advantage of the 
opportunities created by the dramatic shifts in consumer behavior. those individual retailers 
poised to take advantage of these key innovation trends have the opportunity to thrive in the 
future and position themselves within the global retail marketplace. as Jeff Bezos said, “It’s 
Day one”. time to get moving!

Why should We Care? the Business Case for Innovation
Retail Innovations are fun. they’re interesting. they are sometimes quirky and sometimes difficult 
to grasp the underlying economic model. In other words, they could be dismissed as trivial.
the real power in innovation lies in how they are adapted and eventually taken mainstream. 
as the model below illustrates, innovation often begins at the cutting edge, taking advantage 
of an idea, or a technology to create something new.
smart companies are constantly scanning the horizon for these ideas and determining what 
might work for their business. there are literally dozens of ideas in this years’ book that could 
have broader application to existing businesses. the challenge is to prioritize them, adapt to 
the uniqueness of the business and then take them mainstream. It is a virtual certainty that 
many of the concepts in Retail Innovations will see widespread adaptation in the coming years.
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Eco-Friendly—Green is Good and saves Money?
tough economic times have slowed the green trend, traditionally associated with higher prices. 
While most consumers still express a preference to behave in an eco-friendly manner, the 
practical realities of budgets and performance of green products has slowed down the trend.
But, green can also save money. Less packaging can lead to more efficiency as this years’ 
cases demonstrate.

Experiential Retailing 2.0
With e-commerce growing in sales and popularity on a global basis, retailers are forced to 
ask, “What is the role of the store?” the quick answer is that it can no longer just be an 
efficient place to buy commoditized products. stores are social gathering places, centers 
for knowledge, learning and information, a place for fun, or relaxation. they are the ultimate 
showcases for merchandise, exciting customers with possibilities. they are motivators to love 
better, eat better or beautify one’s home. In short, experiential stores are wondrous places that 
can deliver experiences in a way that a website can’t. 
over a dozen examples in Retail Innovations 9 boldly answer the question of how a store can 
thrive in an on-line world. 

Hyper Local
there is real power in truly being local. Having the right products sourced from the communities 
speaks to powerful macro trends around freshness, sustainability, and supporting the local 
community. It also speaks compellingly to safety, and the consumers’ desire to become better 
educated and more demanding about the products they are consuming.
Retailers, large and small, are focusing on attempts to get local, really local. In this year’s 
innovations, there are extraordinary efforts underway across multiple countries to highlight 
local offers and drive local business.

Curated Collections
the heart of successful retailing lies in creating a coherent and compelling assortment for 
customers. It is the job of any retailer to be an effective merchant, selecting the best products 
they can to create a coherent offer. so, the notion of curated retailing is certainly not new: 
what has changed is the consumer’s ability to access goods from a much broader (and global) 
variety of providers.
With customers having access to nearly an infinite number of products, this puts even more 
pressure on retailers to develop a clear and meaningful offer. simply having a broad selection 
of products is no longer a differentiator—bringing these products together in unique ways 
offers retailers an ever changing way to innovate. 
this year, multiple entrants focus on innovatively creating assortments—no longer solely 
based on category but on a broader lifestyle view of the consumer.
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Ebeltoft Group Retail Innovation services
Supporting to improve awareness of global trends that are shaping tomorrow’s 
retail landscape.

With nearly a decade of Global Retail trend analysis and more than 20 years of supporting 
our local retail communities around the world, Ebeltoft Group helps today’s retailers and 
manufacturers to prepare for the ongoing changes shaping the retail marketplace.

the study and adaptation of innovative ideas lead to major changes in the way we see 
businesses go to market. It is easy to spot these changes when we reflect back upon retail 
history. It is more difficult, but ultimately more important, to understand and react to these 
changes as they are happening now. through the use of presentations and workshops, our 
local Ebeltoft Group retail experts develop dynamic sessions to help your management team 
better understand these changes and answer some of the following key concerns:

 What are the main game-changing ideas that are propelling retail forward?
 What does this imply for me and my local retail market?
 How can I incorporate elements of cross-channel retailing?
 How do I incorporate new technologies into my retail concept?
 How can I think about my business model in a new way?
 How can I blend the online and offline experience together?
 How can I increase the role that the customer plays in creating and determining product?

In addition to presentations and workshops, Ebeltoft Group also provides customized trend 
tracking services for your company or retail sector.  
For more information, please contact Ebeltoft Group or the local Ebeltoft Member in your 
region.
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companies and avoid the 
artificially inflated minimum 
sale prices on licensed 
product.  By engaging with 
customers directly through 
their website, the company 
p rov i des  h i gh -qua l i t y 
prescription eyewear for 
hundreds of dollars less 
than their competitors. 

Market opportunity
Warby Parker differentiates 
itself from the competition 
through in-house custom 
des i gns ,  ra t he r  t h an 
the traditional l icensing 
b u s i n e s s  m o d e l .  B y 
creating their own designs, 
Warby Parker is  ab le 
to circumvent l icensing 

a l t h o u g h  W a r b y 
Parker ini t ia l ly fancied 
themselves as a pioneer 
in e-commerce, growing 
demand eventually resulted 
in an expansion into brick 
and mortar.  over the past 
two years they have been 
partnering with boutiques 
to open “stores-within-

stores,” or small Warby 
Parker showrooms, where 
customers can try on 
glasses and engage with 
the product. In an effort 
to drive brand awareness, 
the company embarked on 
a year-long adventure they 
branded “Warby Parker 
Class trip” in october 
of 2012.  a school bus, 
reimagined as a library, 
traveled cross-country, 
complete with a team of 
eyewear styl ists, a ful l 
selection of optical and 
sunwear, and a few of 
their capsule collections. a 

USA - New York City

website, Facebook page and 
twitter feed capture their 
route. 

Case description
W a r b y  P a r k e r  w a s 
established as an alternative 
to the high-priced eyewear 
available in optical shops.  
By directly sourcing their 
own  ma ter i a l s ,  us ing 
t he  same  p roduc t i on 
l ines as many of their 
competitors, and engaging 
with customers directly 
(hence, cutting out the 
middlemen), the company is 
able to provide high-quality, 

Warby Parker brands itself as a high-quality, yet affordable alternative to the high-
priced eyewear available in optical shops. through an innovative web and brick 
and mortar model, they compellingly sell prescription glasses and sunglasses 
with a vintage flair. 

Warby Parker 

Key data

 Format: Eyeglass boutique  
 opening: 2013
 store Location: new York City (Usa)
 number of stores: 5 stores and 10 showrooms, 
or stores-within-store concepts
 size of store: 235 m2

 Product Mix: Eyewear 

Retailvention/verticality



Retail mix
  Warby Parker offers men’s and women’s glasses and sunglasses, exclusively available 

through the website and showrooms.
  Frames are positioned like women’s fashion accessories, not just to be sold when a 

prescription runs out.
  Warby Parker employs a uniform pricing system, with the vast majority of frames 

selling for $95; titanium frames sell for $145.

 Points of innovation
  a customer centric strategy means the company engages with its customers directly, 

upending the traditional model of eyewear production and sales.
  Free shipping, home try-ons, and returns.
  Partnerships with non-profits to ensure that for every pair of glasses sold at Warby 

Parker, a pair is distributed to someone in need.
  training is provided to low-income entrepreneurs in developing countries to start their 

own business selling glasses.
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prescription eyewear at a 
fraction of the price of the 
dominant glasses makers.  
Most of Warby Parker’s 
glasses sell for $95, well 
below the average price of 
$263 in the Us. 
In February 2010, Warby 
P a r ke r  l a u n c h e d  i t s 
website with a “home try-
on program”, which allows 
customers to choose five 
frames for five days, free 
of charge.  at the end of 
the five day window, any 
unwanted f rames are 
shipped, with a prepaid 
return label, back to the 
company at no expense to 
the user. Consumers can 
then purchase their favorites 
at WarbyParker.com. 
Building on the success 
of their website, Warby 
Parker began operating 
re t a i l  s h ow ro o m s  i n 
partnership with boutiques 
in L.a., nashville and san 
Francisco in early 2011. the 
success of these “stores-
within-stores” prompted 
the company to open its 
flagship in new York City.   
Inspired by the company’s 
“literary history,” books and 
old-school rolling library 
ladders l ine the 235m2 
space, which resembles 
a library (Warby Parker is 
an amalgam of two Jack 
Ke ro u a c  c h a ra c t e rs ) . 

other services include 
eye exams, which are 
available with the in-store 
optometrist for $50. to 
enhance the customer 
experience, shoppers may 
track their appointments 
on an appointment board, 
remin iscen t  o f  Grand 
Central station’s train arrival 
and departure boards.

Retail is Detail
For those who do not 
live near a Warby Parker 
s h ow ro o m  o r  s t o re , 
customers can upload 
photos of themselves and 
virtually “try on” frames. 
they also have a mail order 
try-on program that allows 
customers to test five frames 
at a time, free of charge.
For every pair of glasses 
Warby Parker sells, it gives 
a pair to someone in need. 
(according to the company, 
almost one billion people 
worldwide “15% of the global 
population“ lack access to 
glasses.) they also partner 
with non-profits to provide 
glasses and training to low-
income entrepreneurs in 
developing countries to start 
their own business selling 
glasses.

Conclusions
By circumventing traditional 
channels and engaging with 
customers directly through 
their website, Warby Parker 
is able to provide high-
qual i ty,  c lassic- looking 
prescription eyewear at a 
fraction of the price.
Warby Parker reaches 
customers through i ts 
website, retail showrooms, 
stores, k iosks inspired 
by newsstands dubbed 
“readerys”, and a pop-up 
shop in an old converted 
yellow school bus that’s 

current ly cross ing the 
country.
the classic, yet vintage 
eyewear, coupled with its 
customer-centric strategy 
and socia l ly conscious 
bus i ness  mode l ,  h a s 
garnered the company a 
huge following. 
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Hointer’s overnight shipping 
for next day delivery— or 
perhaps receive it on the 
same day via Google if the 

Market opportunity
H o i n t e r  i s  a  m i c ro -
warehouse within a store, 
allowing easy exchange and 
visibility of products across 
stores. Product status and 
the whereabouts of every 
item are always readily 
available in store which 
helps in inventory control.
Fo r  c u s t o m e rs ,  t h i s 
translates into a unique 
omnichannel way to shop 
that utilizes a tool most 
customers already have – a 
smartphone. Because all of 
the apparel is tracked in the 
cloud by Hointer’s back-end 
system, the company knows 
exactly where each article 
of clothing is at all times.  
so, if a customer in one of 
their stores wants a specific 
pair of jeans not available 
in store, the app will show 
where else the product is 
available. Customers can 
try on the jeans for proper 
fit, and then order their 
preferred wash or size with 

product is available in their 
area.
this inventory-shar ing 
mode l  a l l ows Ho in ter 

to carry just the right 
amount of product and 
distribute them across its 
locations. With this model, 
it is unnecessary to carry 
ten different washes of 
jeans or colors of shirts 
at every store. as long as 
Hointer has one model in 
each size and examples 
of what other colors are 
available, customers have 
instant access to the entire 
inventory, regardless of 
location.

USA - Seattle

Case description
Hointer first launched only 
selling men’s denim.  since 
then, they’ve added tops 
and belts to their offering 
with an even selection of 
both men’s and women’s 
wear.  Hointer is designed 
so customers can be in and 
out in minutes, a play on the 
word ‘hunter’ because it is 
believed that men always 
have a target when they 
shop and they want to get it 
done quickly.
Before shopping, customers 

Retail meets technology at Hointer where they have reinvented shopping through 
the use of smartphones and robotics in their apparel stores.

Hointer 
technology Intervention

Key data

 Format: apparel store
 opening: 2012
 store Location: seattle (Usa)
 number of stores: 3
 size of store: 915 m2

 Product Mix: Upscale denim, shirts and belts for men 
and women



Retail mix
  Hointer carries denim, tops and belts for men and women.
  an unusual layout: Hointer’s selling space accounts for 90% of the store while the other 

10% is devoted to the stockroom.
  Multi-channel: Customers can purchase at the store or via the Hointer app on their 

smartphones.
  Hointer uses dynamic pricing by reviewing amazon’s prices and either matching them or 

beating them.

Points of innovation
  access to all inventory: Every customer has real-time access to every item, in every store.
  Big data: Hointer’s system collects fine-grain data, providing a personalized shopping 

experience for every customer.
  self-checkout: Customers swipe their credit card and walk out; no lines, no hassle.
  same-day delivery: Items ordered near Hointer’s stores in the Bay area will arrive the 

same day.
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download the Hointer app 
or can ask a tablet-equipped 
employee to accompany 
them through the store.  
When they see something 
they want  to  t ry on , 
customers simply scan the 
QR code — or place their 
phone next to the nFC-
enabled tag.

after scanning or tapping, 
customers are prompted 
with available sizes and 
once a specific pair is 
se l ec ted ,  t he  c l o thes 
are dropped into a virtual 
shopping cart. Customers 
can continue to drop other 
items into their shopping 
carts; when ready, they 
click “try on” which sends 
them to a  des ignated 
dressing room.

When customers arrive 
at the dressing room, the 
clothes are already there 
waiting for them, delivered 
through an automated 
robotic process on the 
back-end.  If they don’t like 
the clothes or want to try on 
a different size, they may be 
sent back through the chute 
in the dressing room and 
are then automatically taken 
out of the shopping cart. 
When ready to purchase, 
customers tap their phone 
to a pay station in the store 
and swipe a credit card.

Retail is Detail 
Hointer displays only one 
of each item and puts the 
bulk of its merchandise in 
an automated stockroom. 
Garments are hung so 
customers can see every 

detai l ,  rather than the 
piles often seen in apparel 
stores. the back-end is 
very small, accounting for 
only 10% of the store, but 
is able to hold thousands of 
products due to its unique 
organization format. this 
back-end system is entirely 
automated, but can also 
be configured to a more 
manual setting.
Hointer’s data collection 
allows the company to keep 
track of every customer’s 
purchase habits, every scan 
they’ve made, how many 
times they have requested 
alterations, as well as how 
much product is available 
and at which stores.

Conclusions
Hointer ’s  s tores  have 
combined the best of the 
physical and online world 
by allowing customers to 
see, feel and try on clothing 
while offering a quick and 
convenient way for men and 
women to make purchases 
and proceed with l i fe .  
they have lowered overall 
operational costs for their 
retail stores through the use 
of an automated stockroom 
while gathering customer 
data through the use of 

their mobile app.  Hointer 
represents a new way of 
shopping, by simplifying 
the customer experience 
while using technology that 
customers already own. 
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Market opportunity
Despite constant growth in 
online trade, the German 
eFood market is stil l in 
its infancy. since most 
customers prefer a local 
store for shopping over 
ordering online, just 18% of 

Germans engage in eFood.
now ,  however ,  more 
and more German food 
retailers wonder when and 
how to invest in the eFood 
business, as very promising 
opportunities have emerged 
for specialized suppliers 

that are able to anticipate 
a consumer´s needs. one 
example, for an innovative 
look into this segment, is 
the online muesli retailer 
mymuesli.  
my m u e s l i ’s  b u s i n e s s 
concept is s imple,  yet 
e f f ec t i ve .  Users  may 
mix and customize their 
preferred muesli cereals 
online which are either 
shipped to their homes or 
delivered to the nearest 
mymuesli store. not only 
are mymuesli’s creations 
appealing, but so too are the 
organic, regional ingredients 
they are made from. 

GERMANY- Munich

Besides selling its products 
on l i ne ,  mymues l i  has 
opened six stores in major 
cities while supplying a 
vast number of German 
supermarkets with tasty 
pre-packed muesli products.

Case description
M y m u e s l i ’s  f o u n d e rs 
learned the importance of 
customer involvement in the 
value chain very early. 
along the lines of “create 
y o u r  o w n  m u e s l i ” , 
customers may create 
their own favorite muesli 
co m b i n a t i o n s  o n  t h e 
company ’s  web page . 

mymuesli has been conquering the German eFood market and now the business 
is expanding with brick-and-mortar stores. the concept is as simple as it is 
effective: customizable eFood.  

mymuesli
Customization

Key data

 Format: Cross-channel eFood Retailer
 opening: 2012
 store Location: Munich, Passau, Regensburg, stuttgart, 
Düsseldorf, augsburg (Germany)
 number of stores: 6
 size of store: 25 - 50 m2



Retail mix
  store Design: clean store design guiding the customer’s attention to the products 

(individual cylindrical boxes containing the muesli mixes).
  Products: focus on organic, fair trade regional items.

Points of innovation
  online retailer goes brick-and-mortar.
  Customizable eFood (“Create Your own Cereals”).
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a muesl i  base can be 
enhanced with seeds, oats, 
nuts or fruits according 
to one’s preferences and  
according to mymuesli , 
up to 80 different muesli 
ingredients are currently 
available, amounting to 
566 quadril lion possible 
mixes.  Customers can 
even choose the mix’s 
name and have it printed 
on the packaging. Besides 
creating a muesli mix from 
scratch, customers can also 
choose from predefined 
m i x e s  s u c h  a s  t h e 
Blaubeermüsli (blueberry 
mues l i ) ,  t h e  B i rche r 
Müsli (bircher muesli) or 
the Gipfelstürmermüsl i 
(summiteer’s muesli).
Mymuesli does not only sell 
muesli, but has expanded 
its product portfol io to 
Muesli2go, oh-saft (orange 
juice), tea and coffee beans. 
the product is always 
organic, and fair trade 
and regional products are 
preferred. 
a l t h o u g h  t h e  o n l i n e 
business st i l l  accounts 
for the major share of 
revenues, mymuesli’s brick-
and-mortar stores are also 
becoming increas ing ly 
significant for its business 
model .  Customers can 
p ick up the ir C l ick & 

Collect goods here to avoid 
shipping costs, linger in a 
store’s café or taste the 
latest muesli mixes created 
by the company.  

Retail is Detail
t h e  s t o re s  v i s u a l l y 
support the var iety of 
possible muesli mixes by 
making their individuality 
and tast iness tangible. 
Customers can try out new 
mixes and get inspiration 
for their own creations. 
Each store’s interior is 
intentionally decorated in 
white with only wooden 
highl ights to guide the 
visitor’s attention to the 
cylindrical boxes containing 
the muesli mixes. since 
every cylinder is unique in 
color and design, the store’s 
appearance changes every 
time it is rearranged.  

Conclusions
the company is one of the 
most successful startups 
in Germany and has won 
numerous awards in the 
past few years, such as the 
Deutscher Gründerpreis 
(German Founders award) 
in 2013 for newcomer of the 
year. 
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which corresponds to 
40% of revenue of total 
accessories, and 55% in 
volume. the premium cases 
market is also increasing: 
cases over €20 represented 
20% of sales in 2012 (vs. 
15% in 2011). 

Case description
Created in 2012 by Jean 
Emile and steve Rosenblum 
-  former founders  o f 
Pixmania – “the Kase I am 
Unik” is dedicated to mobile 
phones and tablets, aimed 

Market opportunity
the mobile market has 
expanded considerably with 
216 million smartphones 
and 130 million tablets sold 
worldwide in 2012.
In France, almost 15 million 
smartphones are projected 
to be sold in 2013 (an 
increase of 11% over 2012) 
and 5 million tablets (an 
increase of 60% over 2012).
sa l es  o f  smar tphone 
c a s e s  re a c h e d  € 1 3 3 
m i l l i o n  i n  20 1 2  ( a n 
increase of 21% vs. 2011), 

at becoming the premier 
destination for purchasing 
protective covers, cases and 
accessories.
the price of cases ranges 
from €20 to over €200. 
Cases are displayed on 
s h e l ve s ,  c a t e g o r i z e d 
by  smar tphone/t ab l e t 
models or brands, and 
are highlighted as fashion 
products. 
In-store digital terminals 
enable the shopper to 
customize cases by playing 
wi th  the layout  whi le 

modifying the text, color 
and graphics or even by 
selecting a personal photo. 
Because of all of these 
possib le combinat ions, 
millions of unique cases are 
available to customers.
Moreover, the Kase is 
partnering with aRt.com, 
leader of online wall art, to 
give artists the opportunity 
to offer their work for 
customers to decorate 
their smartphone cases. all 
works proposed by artists 
are submitted and voted on 

FRANCE - Paris

a new concept selling accessories for mobile devices. the Kase sells trendy and 
fashionable protective covers and cases for smartphones and tablets and offers 
an in-store customization experience. 

The Kase 
Customization

Key data

 Format: Boutique  
 opening: 2012
 store Location: Paris (France)
 number of stores: 5 in France, 2 in singapore, 
1 in Germany
 size of store: 50 m2

 Product Mix: Cases (customizable or not) 



Retail mix
  offer: customizable products with prices ranging from €20 to €200.
  Merchandising: unique while highlighting products available in store.
  Distribution: a strong expansion strategy through the French market and beyond.
  E-commerce: the website was launched in september 2013.

 

Points of innovation
  a concept focused on mobile accessories, which offers the customer millions 

   of customizable cases. 
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the French market. the 
goal is to reinforce their 
position in the country and 
also to benefit from the 
Phone House experience 
in the mobile area. the 
re t a i l e r  l a unched  i t s 
e-shop mid-september 
and expects to open 2,000 
stores worldwide by 2018, 
including 200 shops in 
France. 

Conclusions
Based on the global trend 
of increased popularity 
o f  s m a r t p h o n e s  a n d 
tablets ,  the Kase has 
accura te ly an t i c ipa ted 
the customers’ needs in 
terms of accessories and 
customization.  
Its success, however, will 
be based on i ts abi l i ty 
t o  d i ve rs i f y  i t s  o f f e r 
(headphones, hands-free 
kits, speakers) in order 
to become the leader in 
the mobi le accessories 
market. 

by the community.
a l r e a d y  e s t a b l i s h e d 
partnerships with specific 
brands allows the Kase’s 
customers to add their 
favorite brand’s logo on the 
back of their devices. 

Retail is Detail
the Kase opened 5 stores 
in  France (2012)  and 
2 in singapore (2013) 
and is looking to expand 
throughout  Europe.  In 
august 2013, the Kase 
acquired 114 the Phone 
House concepts, which 
spec ia l i zes  i n  mob i l e 
phones, after suffering from 
aggressive competition in 



enter  with further plans 
to open concepts within 
gas stations. The hidden 
opportunity is their unique 
combination of food and 
non-food and the total 
shopping experience they 
can offer, an often stil l 
underserved segment in 

Market opportunity
The  concep t  i s  bu i l t 
around the online buying 
opportunity of non-food, a 
strong and growing trend 
in the Netherlands. The 
new E-boutique is only 
the first step of Marks 
& Spencer´s strategy to 

the market. This, combined 
with their focus on the 
higher-end segment, offers 
huge potential in a market 
with big rivalry at the low 
end  and  m id-marke t . 
Furthermore, their target 
audience is slightly older 
than fellow fashion retailers 

like H&M and ZARA, an 
appropriate strategy in 
a country with an aging 
population.

Case description
The M&S stores in the 
Netherlands were profitable 
in the past, but their focus 
on their home market and 
core business made them 
decide to close stores. 
Now, they are back in the 
Netherlands with a brand 
new concept  s tore in 
Amsterdam. In France this 
concept was already a big 

NETHERLANDS - Amsterdam

success and now their focus 
is on being successful in 
Holland. Marks & Spencer 
is a full range department 
store but the focus of the 
E-boutique is primari ly 
on fashion. They offer 
the consumer all kinds of 
online and  technological 
innovations within a physical 
environment. Customers 
can view clothing samples 
in store and via the Virtual 
Rail, a digital clothing rack 
on a life-sized screen and 
order products online. The 
store 

The new e-boutique concept store of Marks & Spencer is its first step to re-enter
the Netherlands with a clear focus on the cross-channel consumer.

Marks & Spencer 
Online Offline Mashup

Key data

 Format: e-boutique concept store
 Opening: 2013
 Store Location: Amsterdam (Netherlands)
 Number of Stores: 1 in the Netherlands
 Size of Store: 500 m2

 Product Mix: Food & Fashion
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Retail mix
  Marks & Spencer offers food and non-food.
  Cross channel is a full department store.
  The focus of their E-boutique is womens fashion.
  The focus of their flagship stores is food/non-food all departments.
  The focus of their small stores is food.

Points of innovation
  A unique combination of food and fashion.
  Entry model with primary focus on the cross-channel consumer.
  Physical shopping in an online and virtual world.
  Focus on advising not selling.
  Small store, big (online) choice.

has about 120 samples 
which gives customers the 
opportunity to touch and 
scan the product to the in-
store order points. Once 
a customer has virtually  
selected the product they 
can choose to send it to 
their email address and 
picked up the goods in a 
number of ways; through 
in-store order po in ts ; 
dedicated style advisors 
equipped with iPads; by 
mobile using the store’s 
free wifi; or online using 
on their own computers. 
Furthermore, customers 

can visit the totally Dutch 
version of the M&S website. 
M&S offers the consumer 
the opportunity to buy 
their favorite products any 
time they want, anywhere 
they want and anyhow 
they want. This is a good 
strategy in a market with 
a  growing number of 
consumers who l ike to 
shop both online and offline.

Conclusions
Marks  &  Spencer  i s 
pioneering a new way 
to enter a market initially 
through an E-boutique to 
build trial and awareness 
fo l lowed by br ick and 
mortar stores. Technology 
can provide new pathways 
for growth at less risk.
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the ‘unorganized’ and ‘non-
branded’ segment, with a 
share as high as 85% of the 
market. 

Case description
Fab India is India’s largest 
p r i v a t e  p l a t fo r m  fo r 
products that are made 
from traditional techniques, 
sk i l ls  and hand-based 
processes. the retai ler 
l inks over 90,000 craft 

Market opportunity
India has a very strong 
heritage of handcrafted 
products. artisans form 
the backbone of India’s 
rural economy, and the 
handicraft industry is the 
second-largest employment 
generator in villages after 
agr icu l ture.  there are 
an estimated 20 million 
artisans across the country.  
this market is dominated by 

based rural artisans to 
modern urban markets, 
thereby creating a base 
for ski l led, sustainable 
rural  employment,  and 
preserving India’s traditional 
handicrafts in the process.
the retai ler has three 
different formats for brick 
and mortar stores and an 
online presence, which 
delivers worldwide. the 
three stores are Premium 

(located in metropolitan and 
tier I cities, carrying the 
full range of merchandise, 
i n c l u d i n g  f u r n i t u re ) , 
Concept (smaller footprint 
s t o r e s ,  w i t h  s e l e c t 
m e rc h a n d i s e  a c ro s s 
categories) and Regular 
(present in tier II and III 
cities, with a product mix 
focused on clothing and 
accessories). 
their in-store is defined by 

INDIA - New Delhi

a powerful blend of India’s traditional crafts and techniques, contemporary 
designs, rural artisans, urban markets and an inclusive model of capitalism.

Fab India 
Hyper Local

Key data

 Format: Ethnic and non-ethnic specialty stores
 store Location: First location in new Delhi (India). now 
present in 74 Indian cities and 6 international markets
 number of stores: 170
 size of store: 400 – 1,500  m2

 Product Mix: Clothing for men, women and children. 
Women’s clothing has the largest share (~ 75%)



Points of innovation
  Inclusive capitalism : pioneering the concept of community owned. 
  Bringing customers a choice of products, and lifestyle, that offers an alternative 

    to mass-produced items.
  Decentralized inventory management.
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‘everything natural’, with 
natural wood, stone flooring 
and a mix of colors. all of  
the garments are dyed with 
natural and organic dyes, 
and represent a vibrant mix 
of colors and hues. 

Retail is Detail 
Fab India ,  as a reta i l 
concept and brand, is built 
on hand-made products. 
For a large-scale supply 
of products, Fab India 
needs to work with many 
commun i t i es  i n  ru ra l 
areas and also to ensure 
a consistent qual i ty of 
products. Quality assurance 
in hand-made products is a 
big challenge as each item 

is unique and since it is not 
made from a machine, there 
is no way to embed quality 
in the production process. 

the chal lenge was to 
have  an  orches t ra ted 
supply chain, which not 
only caters to the need for 
large volumes of supplies 
but the quality and type of 
supply had to be market 
driven. there was a need 
for a central co-ordination 
agency that can work with 
the suppliers to design new 
fabrics and styles based 
on the market trends and 
also ensure the quality of 
products reaching the retail 
stores.

therefore Fab India created 
17 suppl ier sRCs that 
covered the entire country, 
divided by geographies. 
a minimum of 26% stake 
in sRC was reserved for 
artisans. Fab India owns 
49% stake and employees 
and investors own the rest. 
twice a year the shares of 
these companies can be 
traded. setup less than 5 
years back, most of these 
companies are already 
profitable and pay dividends.

Conclusions 
Fabindia’s approach to 
supply chain management 
for its retail stores and 
inc lus ive capi ta l ism is 
un ique .  the mode l  is 
espec ia l l y re levant  to 
deve l op i ng  coun t r i e s , 
linking rural artisans with 
urban markets (potentially 
across the world). the key 
differentiators and wins 
for Fab India’s model have 
been:

  
 Enabling it to create 
90,000 sustainable rural 
jobs across India.
 Direct interface with 
artisans, who are share 
holders in the business.
 Closer to sourcing – 
shortening the supply 
chain, better quality and 
pricing.
 access to modern 
techniques to improve 
productivity and 
contemporary designs, 

across a range of product 
segments. 
 an international platform 
through brick and mortar 
and e-commerce enabled 
front end. 
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although Drives are booming in French food retailing, they still have one weakness 
to overcome: they hardly sell fresh products. arcimbo is the new auchan initiative 
to combine a Drive with a fresh products supermarket (think fruits and vegetables, 
meat, cheese) with a very modern positioning and concept.

showed that only 45% 
of the Drive customers 
buy fresh and/or frozen 
products, versus 90% of 
consumers at super or 
hypermarkets).
With hundreds of Drives 
“solo” (not located in a 
hypermarket parking lot), 
the potential of this concept 

Market opportunity
While the success of the 
Drive format cannot be 
den ied by the French 
retail giants, at the same 
time, retailers still struggle 
to convince customers 
to purchase fresh foods 
without being able to see 
or touch them. (a study 

is huge – and the threat for 
hypermarkets is significant!

Case description
arcimbo is a fresh products 
store located near an 
auchan Drive. the name 
of the store refers to 
Giuseppe arcimboldo, an 
Italian painter from the 16th 
century, best known for 
creating imaginative portraits 
made entirely of objects such 
as fruits, vegetables, flowers 
and fish. 

the concept highlights fresh 
foods while supplementing 

 Format: Fresh food concept
 opening: 2013
 store Location: villeparisis (France)
 number of stores: 1
 size of store: 1,330 m2

 Product Mix: Mainly fresh food and a limited grocery offer

Key data

Arcimbo

with a l imited grocery 
offer. the offer consists 
of a smaller assortment of 
many local products, very 
little auchan private label 
mixed with a handful of 
national brands.  the range, 
especially in grocery, clearly 
trends toward the high end.

“the 4Bs” are the keys of 
the concept: Bon, Beau, 
B ien  and  B ienve i l l an t 
(tasty, nice, Good and 
Friendly). Products are 
not necessarily green or 
organic, but healthy and of 
good quality: e.g. products 

FRANCE - Villeparisis Retailvention/verticality



Retail mix
  offer: mainly fresh foods, carefully selected for their quality and healthy characteristics.
  Merchandising: a truly aesthetic presentation, especially for fruits and vegetables.
  E-commerce: while the offer is precisely calibrated for the “off line”, arcimbo also tests the 

online sales, but only for some of their items.
  services: knowledgeable sales assistants; online ordering; click and collect; delivery.

Points of innovation
  arcimbo’s offer is complementary to the auchan Drive and GrosBill delivery point (online 

technical goods website, subsidiary of auchan): the three retailers are located nearby.
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co n t a i n i n g  p a l m  o i l , 
aspartame and vegetable 
oil are banned from the 
shelves. therefore, you 
won’t find brands such as 
Coca-Cola or nutella in 
arcimbo.

Retail is Detail 
arcimbo is an aesthetic 
success. Behind the large 
glass facade natural light 
p reva i l s ,  h i gh l i g h t i n g 
the products. Fruits and 
vegetables are carefully 
displayed. this section 
is the greatest success 
of the store. attent ion 
to detail is remarkable, 
both on the shelves and 
in the refrigerated cases. 
variety is a reality, with 

an impressive selection of 
exotic fruits.  
to reassure consumers, 
the origins of al l fruits 
and vegetables are highly 
communicated. Much is 
of French origin which is 
indicated by a rosette. Local 
producers are highlighted. 
the reta i ler is c lear ly 
responding to the demand 
for quality, freshness and 
authenticity. 

Conclusions
the initiative to set up a 
fresh foods store right 
next to a Drive is excellent. 
However, this pilot store 
shows two weaknesses 
that would need to be 
improved for expansion: 1) 
the location is poor, and 
2) arcimbo is not directly 
sharing in the flow of traffic 
from auchan Drive.  the 
combination should be more 
integrated and obvious for 
customers.     
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purchase their containers, 
bags or bott les in the 
store but most  br ing 
the ir own,  e l iminat ing 
all of the packaging that 
one is normally forced to 
purchase, often without 
being aware of the costs 
involved.

Case description
In-store,  products are 
found in labeled containers, 
exhibi ted on tables or 
shelves.  orange and wood 
tones help create a warm 
and welcoming atmosphere. 

Market opportunity
an increasing number of 
people are beginning to 
purchase loose, package-
free products because they 
are interested in reducing 
waste  and suppor t ing 
t h e  e n v i ro nm e n t ,  a s 
well as reducing clutter 
a t  home  and  cu t t i ng 
down on expenses. the 
n e g o z i o  L e gg e ro  o r 
‘L igh t  shop ’  concept , 
launched by Ecologos (an 
inst i tute special ized in 
environmental research), 
and the cooperative Rinova, 
responds to this demand. 
Even though this concept 
is already used by others, 
negozio Leggero goes 
one step further as its 
store is entirely dedicated 
to this new format and 
its full assortment (food, 
household and personal 
products) are package-free.
Cus tomers  learn  how 
to shop ‘on tap’: they can 

another strength of the 
store is its staff, which 
is  knowledgeab le  and 
w e l c o m i n g ,  o f f e r i n g 
c u s t o m e r s  d e t a i l e d 
information on all products.
the assortment includes 
250 high-quality sKUs: 
fresh and dry, organic, local, 
traditional, while providing 
customers with a wide 
selection.
there are various organic 
and fair-trade types of 
coffee ,  so ld  in  beans 
and ground on the spot; 
candies prepared following 

artisanal methods; breakfast 
products like fresh milk 
and cereals; various types 
of flowers from carefully 
selected local farms. the 
assortment also includes 
pastry, a variety of salt, 
a wide range of spices, 
herbal-tea and fresh eggs 
from free-range chicken.
Liquid products like wine, 
liquid detergents, personal 
hygiene products, etc. are 
distributed using containers 
with taps. Environmental 
sustainability is evidenced in 
their baby products, which 

ITALY- Turin

 a new Light shop concept offering ‘on tap’ shopping, where food, household and 
personal products are served package-free. 

Negozio Leggero

Eco-Friendly—Green is Good and 
saves Money?

Key data

 Format: Package-free products store
 opening: 2009
 store Location: Italy
 number of stores: 8
 size of store: 70 m2

 Product Mix: 250 sKUs 



Retail mix
  250 food and non-food sKUs.
  Lower prices, on average 50% less then packaged products.
  Meetings to promote environmental awareness.
  Integrated restaurant.

Points of innovation
  all products are displayed and sold based on their zero packaging philosophy.
  the store focuses on organic products and minimizing waste while offering great 

service and a great customer experience.
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of package-free products 
can be significant, especially 
for products  normal ly 
bought in small quantities, 
like spices, which can cost 
even less than half of the 
packaged version.
negozio Leggero tries to 
communicate the idea of 
sustainability and waste 
reduction to its customers 
by involving them in a series 
of activities. It periodically 
organizes courses l ike 
‘eco-friendly do-it-yourself 
make-up,’ or bread baking 
or soap making. Its services 
include an on-line recipe 
book, divided into hors 

d’oeuvres, first courses, 
second  courses ,  s ide 
dishes, and desserts.
the turin store has also 
established an ecological 
home-del ivery service, 
using only bicycles.

Conclusions
after the success of the first 
flagship, opened in 2009 in 
turin, the company decided 
to develop the format 
through franchising. Up 
to now, seven stores have 
been opened using this 
system. 

include washable natural 
cotton diapers.  
In 2013, next to the flagship 
in turin, a Locanda Leggera  
( ‘ L i g h t  ta ve r n’ )  w a s 
opened, where people can 
combine food, socializing 
and sustainabi l i ty.  the 
restaurant uses negozio 
Leggero products, cooked 
in a tradit ional fashion 
with careful ly selected 
i ngred ien ts  based  on 
h i g h  q u a l i t a t i v e  a n d 
environmental standards.  

Retail is Detail
In negozio Leggero, the 
savings brought by the use 
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products and to live the 
Chil l i Beans experience 
while sharing it with their 
friends on social networks. 
the flagship hosts various 
events every saturday in a 
designated area and offers 
customers the convenience 
of not having to leave the 
store with i ts in-store 
Coffee suplicy kiosk. 
the environment is exciting 

Market opportunity
t h e  c o n c e p t  s t o r e 
showcases the total brand 
and  o f f e rs  exc l u s i ve 
access to al l  new and 
special edition Chilli Beans 
products, ranging from 
sunglasses to bikes, and 
skateboards to handmade 
electric guitars. 
Customers are encouraged 
to experiment with the 

with exclusive product 
previews only available 
at the flagship as well as 
a space for kids where 
they can try their new 
sunglasses. 

Case description
Chi l l i  Beans only sold 
Pepper branded sunglasses 
when they first opened. 
nowadays, however, their 

por t fo l io  ranges f rom 
underwear to handmade 
gui tars and the brand 
has become the leader in 
distinct sunglasses, with 
modern styles and new 
designs, as well as custom 
made sunglasses ready in 
under 30 minutes. 
Chilli Beans introduced the 
fast fashion model to the 
sunglass world by launching 
a new collection every 15 
days. this new collection 
is themed and often in 
partnership with a designer 
or other famous brand, and 
each release has a special 

BRAZIL - São Paulo

display at the store. 
the Chil l i  Beans brand 
is based on a dynamic 
concept and connection 
with the customer. Chilli 
Beans has over one million 
followers on Facebook, and 
of course the experience at 
the flagship can be shared 
live on any social network.

Retail is Detail 
the Chilli Beans’ flagship 
is an energetic store with 
many displays, a huge 
variety of products, an area 
with mirrors, interactive 
panels, and is connected to 

Imagine a place where you can try a large variety of Chilli Beans sunglasses. 
now imagine that same place, adding great music, the possibility to interact with 
other cities and cultures all around the world, and at the same time share the 
experience with your friends.

Chilli Beans
Retailvention/verticality

 Format: Flagship
 opening: 2013
 store Location: são Paulo (Brazil)
 number of stores: 640 in Brazil and 5 abroad
 size of store: 640 m2

 Product: sunglasses, glasses, watches, underwear, 
bicycles, skateboards, t-shirts, iPhone covers, flip-flops, 
headphones, glasses cases

Key data



Retail mix
  new glasses and watch collections are launched every two weeks.
  trendy sunglasses, eyeglasses, watches and accessories.
  Licensed products such as skateboards, t-shirts, bikes, watches, flip-flops, 

underwear, handbags and backpacks.

Points of innovation
  Custom glasses in under 30 minutes.
  Interactive panels connected to social networks.
  new collections every two weeks, always promoted by strong advertising campaigns.
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social networks. It’s always 
full of surprises. 
I t ’s  more than 600m2 

st imulates shoppers to 
experience the energy 
of the brand and to be 
i n  t he  s t o re  w i t hou t 
the feeling of being in 
a  s tore .  the f lagsh ip 
offers conveniences that 
encourage customers to 
stay in the store, such as a 
stage for shows, breakfast 
from a renowned franchise 
of sao Paulo City, a beer 
mach ine  be tween the 
glasses’ displays, space for 
exposure to new collections 

With a wide variety of 
s u n g l a s s e s  a n d  t h e 
o p p o r t u n i t y  t o  b u y 
personalized glasses while 
exploring other products, 
Chil l i  Beans cannot be 
described as just a simple 
s tore .  Customers fee l 
comfortable coming back 
to the store and trying new 
products. the store is full 
of interesting news and 
products, the environment 
is laid-back, and customers 
are  welcome to discover 
even more products and to 
enjoy the brand. 

and a sound amplifier for 
electric guitars. Purchasing 
products from the Chil li 
Beans f lagsh ip is  the 
ult imate experience for 
customers of the brand.

Conclusions
Fun and interactivity are 
the most striking features 
of the Chilli Beans flagship. 
Contact with a wide variety 
of product and sharing with 
friends while remaining in 
a store without the feeling 
of being in a store make 
the experience something 
memorable. 
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this with its new superstore 
concept recently opened 
in novoli (neighborhood 
in Florence), a store that 
at the same time strives 
to rev i ta l ize the loca l 
neighborhood.  
the store draws inspiration 
from the atmosphere and 
warmth of I tal ian food 
markets and best practice 
examples from successful 
small retail shops.

Market opportunity
shopping for groceries 
is often a cumbersome 
and boring activity. But in 
a country with a famous 
food culture, i t  should 
be possible to enrich the 
retail experience and help 
customers rediscover that 
shopping in supermarkets 
can be a pleasant and 
stimulating experience. 
Unicoop Firenze has done just 

Case description
the concept´s uniqueness 
relies heavily on the quality 
of the products and staff, 
with an extensive selection 
of fresh (and often local 
or fair-trade) products 
(ranging from basic to 
high-end quality and with 
more than 700 local food 
products from tuscany). 
the  s t o re ´ s  s t ra t egy 
has  been  success fu l ; 

n i che  p roduc t s  have 
sold more than expected 
and  depar tments  l i ke 
wine experience greater 
revenues than in other Coop 
supermarkets.
Interesting innovations can 
be found in the organization 
of its departments: cheese 
i s  no  longer coup led 
with meats and for both 
categories, pre-packaged 
a n d  f re s h ,  d i f f e re n t 
assortments are available. 
the  idea  beh ind  th i s 
organization is the belief 

ITALY - Florence

that fresh-sliced products 
are targeted at different 
customers and occasions 
from self-service ones.
since 2013, the store has 
added new products to the 
fresh department near the 
entrance. on one side, there 
are spices (packaged and 
unpackaged) and beans in 
boxes or coarse cloth bags, 
enhancing the farmers 
market effect. on the other 
side, fruits and vegetables 
are available in take-away 
formats, which are very 

transforming everyday shopping into a new experience, and offering top-quality 
food while promoting local tradition, Coop.fi is a superstore that feels like a  market 
while contributing to the revitalization of a historic neighborhood in Florence.

Coop.fi
Experiential Retailing 2.0

 Format: superstore
 opening: 2012
 store Location: Florence (Italy)
 number of stores: 1
 size of store: 2,500 m2

 Product Mix: Fresh food (of wich 700+ local products 
and FMCG)

Key data



Retail mix
  assortment: an extensive selection of fresh products ranging from basic to top of the 

line products and including local, niche and fair trade items.
  staff: trained (in product knowledge and selling techniques) and motivated.
  Layout: specialized free-flow areas.
  services: digital media offering information, an area for socializing, experiential visits 

(tasting, staff guided tours, taste training).
  Experience: multi-sensory.
  Catering Mix: ‘taste Lab’ restaurant using store products.

Points of innovation
  Passion is the driving force of the store, which translates into various details. 
  social areas with events are targeted to customers of different generations.
  architecture and retail design are developed around the idea of customers as people.
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popular due to the presence 
of offices, a tribunal and a 
nearby university.

Retail is Detail
the layout of the store 
adopts an open format, 
with specialized areas and 
a design which reflects 
sustainability as well as 
energy efficiency.
Digital media and unique 
p r e s e n t a t i o n s  h e l p 
customers find information 
on nutrition, traceability and 
the origin of the products to 
help them make informed 
choices. 
Integrated with the book 
and multimedia department 
is an area for socializing, 
events, presentations, and 
tasting sessions, complete 
with tables and Wi-Fi , 
all designed to cater to 

the style and interests of 
different generations. 
In 2013 a new ‘Laboratorio 
del Gusto’ (‘taste Lab’) 
opened ,  a  res tauran t 
serv ing 60 customers 
which was opened in 
par tnersh ip  wi th  chef 
andrea Bianchin i .  the 
restaurant extends along 
a glass wall overlooking 
the supermarket and uses 
the store’s products in its 
kitchen.

Conclusions
the  en t i re  t eam has 
enthusiastically participated 
in the project and their 
en thus iasm t rans la tes 
i n t o  g re a t  c u s t o m e r 
service, characterized by a 
welcoming attitude and the 
pleasure of sharing one’s 
knowledge and passion, just 
like in days past. 



Retail trend 
Crowdsourcing
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DENMARK - Copenhagen

lines that have garnered 
attention on the runway or 
in the media. 

2 Ready-to-Wear garments 
are made in small batches 
of 50 to 100. 

3 Pre-order acts as a 
kind of “Kickstarter” for 
apparel where interest 
is gauged online before 
the items are produced in 
limited editions. Users are, 
however, not committed 
to buy the items when 

Market opportunity
Muuse .com acts  as  a 
collective launching pad 
for some of  the best 
des ign ta lents  around 
the world handpicked by 
the company ’s  scouts 
and tastemakers located 
in fashion capitals from 
London to tokyo to have 
their collection produced. 
the site operates on three 
distinct platforms: 
1 tailor-made features 

they register interest, but 
are notified when MUUsE 
begins taking orders. 

Innovative Qualities 
a  co m m u n i t y  b a s e d 
business model offering 
exc lus i ve  and  l im i ted 
editions to fashionistas with 
minimal risk for the new 
and upcoming designers as 
well as for Muuse.
In addition to removing the 
financial risk, the pre-order 

business model produces 
less waste from clothes 
that are not sold – a perfect 
match with consumers 
becoming increas ing ly 
interested in sustainability 
and green practices.

Muuse uses an innovative 
pre-tail approach to fashion 
that meets the increasing 
“Expectation Economy”, the 
crowdsourcing movement 
made popu lar by so-
cal led pre-sumers that 
love to shop for the most 
innovative, exciting and 
unique products already in 
the concept stage. 

 
Conclusions   
Muuse is on a mission to 
change the way fashion is 
promoted, produced and 
purchased. 
the latest from the company, 
which cal ls itself “the 
Independent Fashion talent 
Community”, was the “Muuse 
x vogue talents Young 
vision awards 2013”.  300 
talents from the best design 
schools around the world 
were chosen to compete for 
the chance to have a mini 
collection produced and sold 
by Muuse.com as well as a 
fashion spread in vogue 
magazine.  

Muuse
Designs from the world’s top fashion schools put to vote and made-to-order. 
Muuse is a community based online platform and webshop connecting upcoming 
young designers with high-end customers craving unique, hand-crafted pieces.

Crowdsourcing

Key data

 Format: E-commerce  
 store Location: International site operated from 
Copenhagen (Denmark)
 number of stores: 1
 Product Mix: Fashion
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NETHERLANDS

Market opportunity
Lidl, known for its product 
d r i ven  and  l ow-pr i ce 
s t ra tegy ,  changed  i t s 
customer approach by 
putting it’s customers in 
charge.
the retailer vigorously uses 
social media to interact 
with its customers, and 
with its recent Facebook 
app Lidl goes one step 
further. Customers can 
now freely express their 
des i re s  a s  t hey  can 
choose the products they 

want on promotion. the 
customized social media 
project not only resulted in 
more interaction but also 
contributed to an increase 
in sales.

Innovative Qualities 
Lidl launched a Facebook 
app called ‘Lidl Likes’ via 
which customers can select 
product promotions. Every 
week one specific category 
is the center of the product 
promotion and  customers 
can ‘Like’ products in this 

category. the product with 
the most ‘Likes’ will be on 
sale the following week.      
the in i t i a t i ve  re f lec ts 
the increasing interest 
of customers to have a 
voice, breaking away from 
mass customization, and 
the increased potential 
for continuous customer 
interaction.

Conclusions   
the central idea of Lidl is 
that customers don’t have 
to search a number of 
promotional leaflets anymore 
for one particular product. 
now they can choose their 
own promot ions .  Wi th 
thousands of ‘Likes’ on 
product promotions the app 
gets more attention every 
week. Customers ‘Like’ 
products and in the end they 
‘Like’ Lidl, which contributes 
to their overall customer 
satisfaction.  

Lidl´s Customer in Charge
Lidl doesn’t select the products to put on promotion, it’s customers do. via likes 
on Facebook, followers decide which products they want on promotion for the 
following week.  

Key data

 Format: social media app
 opening: 2013  
 store Location: online (the netherlands)
 number of stores: 1
 Product Mix: Food and non-food

Crowdsourcing
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SWITZERLAND

after a week, or when 
the price has reached its 
minimum rate (defined by 
Denner). In the following 
week ,  the  d i scounted 
products are available in 
all Denner stores at the 
price determined by the 
customers. 

Innovative Qualities 
With the social Discount 
Campaign, Denner found 
a way to fulfill a classical 
customer’s dream, the 
ability to influence prices 

Market opportunity
For retailers it is becoming 
increasingly important to 
interact with customers in 
the virtual world. Denners´ 
website “social-discount.ch” 
serves this exact purpose. 
three articles (such as 
sweets, toilet paper, soft 
or alcoholic drinks etc.) 
are presented weekly on 
the website. the more 
clicks (l ikes) a product 
gets, the lower the price. 
the reduct ion ends in 
one of two ways; either 

with the click of a button. 
the  Webs i t e  i s  f u l l y 
adapted al lowing users 
to have access via their 
smart phones, tablets or 
computers. With little to no 
effort, the customers are 
able to reach their target 
and reduce the prices. 
as an additional benefit 
of this campaign, Denner 
obtains the email address of 
each participant. 

Conclusions   
Denner’s social Discount 
concep t  i s  a t t rac t i ve , 
easy, involving and fully 
responsive. With its online 
and offline integration, it 
also is a perfect example for 
a cross channel-marketing 
campaign.  

Denner social Discount 
the swiss discount supermarket chain, Denner, gives their customers the 
opportunity to determine the prices of various products via a newly introduced 
online and social media voting platform, so called ‘the social Discount’.

Crowdsourcing

Key data

 Format: social discount platform / online channel
 opening: april 2013
 store Location: online (in German, French and Italian)  
 Product Mix: a broad range of food and 

   non-food articles
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of revenues. the product is 
sold on the Quirky website 
and, if demand grows, by 
retail chains.   

Market opportunity
For $10, inventors submit 
product ideas via the Quirky 
website, where they are 
vetted by a community of 
over 200,000 users, who 
vote for their favorites. top-
ranked ideas get reviewed 
by Quirky’s in-house team 
of experts, who pick one 
or two products each week 
based on design potential, 
differentiation and viability. 
the vetting process takes 
place in Quirky’s new York 
City facility and is streamed 
live to the Web. the winning 
ideas go through a series 
of developmental phases — 
research, design, branding, 
engineering, etc. — before 
being brought to market. 
typically, it takes about 120 
to 180 days to bring the 
product to market.  that’s 
when the inventors, who 
original ly submitted the 
ideas, are compensated, 
earning roughly 35 percent 

Innovative Qualities 
Q u i r k y  i s  a  p ro d u c t 
company that utilizes crowd 
sourcing to not only bring 

USA - New York

inventors ideas to life, but 
also make them accessible 
i n  a  re l a t i ve l y  shor t 
amount of time.  Quirky’s 
commun i t y  members , 
inventors and product 
“influencers,” all share in a 
products financial success.
While the inventor earns 
the most revenue, the 
influencers who vote on 
successfu l  ideas,  he lp 
come up with names, pick 
color palettes or contribute 
to the final product in some 
way get a small royalty 
stake as well. 

 
Conclusions
Quirky was founded on the 
belief that ordinary people 
have extraordinary ideas, 
and that invention should 
be accessible to everyone.  
Quirky branded products 
are found online and at 
america’s top retailers.
Quirky’s best-selling product 
is the Pivot Power, a flexible 
power strip invented by Jake 
Zien and 853 influencers, 
earning Zien hundreds of 
thousands of dollars for his 
influence on the project.  
Pivot Power is available at 
Quirky, as well as Bed Bath 
and Beyond, target, Barnes 
& noble and amazon.com.   

Quirky
Inventors submit ideas, community members vote on the best ones, users 
influence design while earning money along the way, and Quirky manufactures 
it for the world.

Crowdsourcing

Key data

 Format: online crowd source experience 
 store Location: online
 Product Mix: Categories include Electronics & Power, 
Health & Fitness, Home & Garden, Kitchen, Parenting, 
Play, travel & adventure.



Retail trend 
Curated Collections
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Market opportunity
“How will these products 
look in combination with 
my apartment?” there is 
no need to let this question 
go unanswered anymore in 
the new 2nd home concept 
store. It is decorated like an 
ordinary apartment and gives 
an idea how well different 
items may resonate with 
each other.
the store does not exhibit 
more than three rooms at 
once; however, the types 
of rooms being displayed 
may vary considerably. 
Depending on accessories 
and furniture, the shopper 
might find a dining room, a 
living room or an entrance 
area. Rooms not only serve 
as show rooms, but one can 
actually buy the interior they 
are decorated with: from wall 
paint to sockets, from vases 
to clothing and cosmetics.
 
Innovative Qualities 
all items are carefully hand-
picked by the owner and 

GERMANY - Frankfurt

arranged to perfection with 
a certain decorative style. a 
special charm lies within the 
changing composition and 
decoration of the different 
rooms.
the product range covers 
furniture from well-known 
producers, old and unique 
single pieces, or products 
from regional designers. 
Different versions of some 
exhibited products can be 
delivered to the customer‘s 
home and in the near future 
all products will be available 
online.
Every two to three weeks, 
one area of the store is re-

decorated to reflect current 
trends or seasons.  

Conclusions 
2nd home is a successful 
combination of inspirational 
design and experiential 
sales as products are not 
only carefully chosen but 
also exhibited in a very 
deliberate way. 
the concept goes hand in 
hand with the re-emerging 
individualization of small 
retailers that attract their 
customers with a unique 
range of products and 
appealing presentation.  

2nd Home
a store that is not actually a store? In an environment styled like a genuine 
apartment, customers are offered a perfectly appealing composition of selected 
brands and unique pieces not available elsewhere.

Curated Collections

Key data

 Format: Concept store
 store Location: Frankfurt (Germany)
 number of stores: 1
 size of store: 70 m2

 Product Mix: Living, Lifestyle, accessories, Furniture, 
Cosmetics, Wallpapers
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chain has observed and 
cleverly lifted aspects of 
how the consumer uses 
blogs and social media 
as fashion inspiration. It 
has incorporated these 
aspects into its branding, 
visual merchandising and 
aesthetic both in store and 
online to create a user 
experience that aligns with 

Market opportunity
& other stories, a new 
brand from H&M, aims 
to  showcase  a  more 
creative range of products 
situated between its H&M 
and Cos brands, while 
maintaining a price range 
that will not alienate H&M’s 
current customer base. 
the high street fashion 

the lifestyle of its target 
customers.

Innovative Qualities 
While targeting a higher 
price point is not entirely 
new for H&M (who also 
own the premium high 
street brand,  Cos),  & 
other stories il lustrates 
the potential for a brand to 
target consumers across a 
wide range of markets by 
creating a lifestyle brand 
that reflects the changing 
way in which consumers 
interact with fashion. 
& other stories draws on 
the use of towards using 
fashion b logs and the 
internet as style inspiration, 
and encourages consumers 
to create their own ‘fashion 
story’ with its wide range 
o f  s t y l es .  the  brand 
proposition is reflected in 

UK - London

the store’s unconventional 
juxtaposition of different 
products into ‘moods’ rather 
than categories or colour 
ranges and the blog-style 
snapshots of the clothes, 
which are all set within a 
minimal ist ic ,  ut i l i tar ian 
interior.

Conclusions
H&M has not just created 
another brand to add to 
their collection; they have 
latched on to the way that 
consumers interact with 
fashion and have aligned 

their user experience and 
product offering with this 
behavior. & other stories 
is a concept born out of 
innovative insight into the 
changing role of social 
media and the internet in 
fashion. this narrative has 
been carefully considered 
and implemented in the 
store to create a unique 
brand proposition.  

& Other Stories 
& other stories, the latest brand from H&M, mimics the styling of fashion blogs to 
create a website and store concept that engages with how the modern consumer 
is inspired.

Key data

 Format: Department store        
 opening: 2013
 store Location: London (UK)
 number of stores: 1 in UK (total of 7 worldwide)
 size of store: 1,200 m2

 Product Mix: Clothing, beauty, accessories, shoes and 
bags

 

Curated Collections
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SINGAPORE

Market opportunity
Being the first of its kind in 
the market, the Icing Room 
has seized an opportunity 
to become the leader in the 
industry. selecting from 3 
different cake sizes, each 
purchase  comes wi th 
5 basic colored ic ings 
and a packet of colorful 
sugared flowers. additional 
decora t i ve  i t ems  and 
toppings are also available 
at an added cost.
I t s  b r i gh t  and  c l ean 
interior as well as properly 
equipped work stations 
make i t  a  conven ient 
environment for customers 
to work on their creations.  
the Icing Room provides 
a fresh perspective from 

the usual bakeries and 
cake stores where the 
customer instructs the 
pastry chef.  Instead, the 
Icing Room offers ordinary 
consumers the opportunity 
to personalize their very 

own cake in a no-fuss, 
mess-free way.

Innovative Qualities 
apart  from the usual 
offerings by other bakeries, 
the Icing Room distinguishes 

itself by inviting its customers 
to decorate and personalize 
their own cakes.  this 
allows for customization, an 
innovative quality and trend 
that has emerged in recent 
years.   apart from the 
“Design-it-Yourself” offerings, 
the concept also allows 
customers to watch and be 
inspired by the Icing Room’s 
pastry chefs at work.
Following its inception in 
2009, the Icing Room has 
opened 5 outlets locally and 
continues to draw crowds – 
both adults and children alike.

Conclusions   
With affordable prices and a 
convenient setup for quick 
and easy personalization of 
cakes, the Icing Room has 
effectively attracted a large 
segment of consumers 
who wish to try their hand 
at decorating cakes but 
have no opportunity to do 
so.  Conveniently located in 
major shopping malls, it is 
easily accessible by almost 
everyone in singapore.  It 
also offers a great point of 
differentiation in the highly 
competitive bakery scene.  

Key data

 Format: Bakery concept
 opening: 2009
 store Location: singapore
 number of stores: 5
 size of store: approx. 30 m2

 Product Mix: Cakes

Icing Room
the first of its kind concept store in singapore, the Icing Room offers “Design-It-
Yourself” (DIY) cake decoration and personalization service.  With a wide range 
of colored icings, decorative designs and toppings to choose from, anyone can 
personalize beautiful cream cakes easily and quickly.

Customization



Retail InnovatIons 9 

74

Retail InnovatIons 9 

75

Market opportunity
the UK vitamin market is 
currently underdeveloped 
when compared to markets 
such as the Us. thrive aims 
to make vitamin tablets 
a convenient part of the 
consumer’s daily routine 
by simplifying the dosage 
process and removing the 

need to visit a specialty 
retailer.

Innovative Qualities 
thrivevitamins.co.uk surveys 
each customer individually 
using an online lifestyle 
survey to tailor a vitamin 
plan to the consumer’s 
own l i festy le ,  br inging 

UK - Durham

pharmacy-assured service 
to the online marketplace. 
Using state of the art 
robot ics a longside the 
company’s professional 
experience in pharmacy and 
e-commerce, the vitamins 
are sealed in convenient 
teabag-sized daily pouches, 
each pr inted with the 
customer’s name and the 
contents. this changes the 
way in which consumers 
access this currently under-
utilised sector of the health 
market, as it makes vitamins 
accessible and convenient 
for all types of consumers, 
wh i l e  a l so  exp l o i t i ng 
consumer interest in the 
personalisation of products.

Conclusions
t h r i v e  h a s  c r e a t e d 
an effect ive means of 
combining the current trend 
towards online shopping 
and conven ience wi th 
modern technology in order 
to tap into what is currently 
an underdeveloped market 
in the UK. 
It takes a product that is 
traditionally sold in larger 
high street retai l  units 
and offers the customer 
individualised, separately 
packaged daily doses.   

Thrive Vitamins 
thrive vitamins offers personalised vitamin plans, dispensed by robots in 28-day 
daily dose pouches, which are then delivered to the customer’s home.

Customization

Key data

 Format: online store
 opening: 2012     
 store Location: Durham (UK)
 Product Mix: vitamin tablets



Retail trend 
Eco-Friendly—Green is Good 
and saves Money?
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FRANCE - Bretigny sur Orge

market is no longer a 
phenomenon on the edge 
of consumption for urban 
(upper class) consumers 
as it now represents 2.4% 

Market opportunity
With €4.17 billion market 
share and dynamic growth 
(market size of €2.1 billion 
in  2007) ,  the organic 

market share in the food 
sector.  
organic food retailers used 
to be small stores located 
in urban areas with high 
prices and limited offerings, 
but mass-market retailers 
are now app ly ing the 
formulas that made these 
markets successful  by 
creating new concepts and 
positioning themselves as 
organic goods specialists.

Innovative Qualities 
the real innovat ion of 
Coeur de nature is that 
ma jor re ta i l e rs ,  a f te r 
having displayed organic 
products in their stores, 
are considering opening 
speci f ic  reta i l  formats 
around the cathegory. It 
is interesting to note that 
these retai lers tend to 
think that to be successful, 
organ ic  food re ta i l ing 

needs a specific approach 
that cannot be found in the 
traditional hypermarket and 
requires the creation of new 
banners, such as Coeur de 
nature. 
Displaying fish, meat and 
bread on traditional shelves 
is a key point of the organic 
concep t  by emu la t ing 
the traditional shopping 
experience.  

Conclusions   
the key insight here is how 
one major retailer challenges 
its own model by adapting 
to meet the needs of a 
consumer trend, and how 
it changes traditional stores 
to continue developing the 
customer experience.   

Coeur de Nature
auchan’s recent concept comes as a new option for consumers of organic 
foods, displaying organic food and other goods in a modern environment and at 
affordable prices. 

Eco-Friendly—Green is Good and 
saves Money?

Key data

 Format: supermarket
 opening: 2012
 store Location: Bretigny sur orge (France)
 number of stores: 1
 size of store: 1,000 m2

 Product Mix: 13,000 sKUs (800 traditional fresh 
products, 7,000 non-food items and 5,200 food items)



into bottled water.
A lways  f re sh ,  n eve r 
transported and stored, 
water reaches customers 
without a carbon footprint 
and therefore names itself 
“the local water”. The Casa 
del Agua concept provides a 
special consumer experience 
and educates at the same 
time, providing a great store 
with rooftop terrace to enjoy 
their purified beverages.   

Market opportunity
Because the human body 
largely consists of water, 
because water is the center 
of the ecosystem, and 
because it is essential to 
drink water, Casa del Agua 
adds value to the water that 
we drink.
Casa del Agua is a new 
concept where rain water 
i s  recyc l ed ,  pur i f i ed , 
harmonized and converted 

Innovative Qualities 
C a s a  d e l  Ag u a  h a s 
created a new concept 
and product while paying 
special attention to the 
environment, employing a 
long process to make rain 
water 100% pure again.
T h e  c o n c e p t  u s e s 
personalized glass bottles 
in an effort to recycle, while 
extending the concept’s 
brand experience via its 

MEXICO - Mexico City

specially designed bottles.
Casa  de l  Agua  he lps 
customers be conscious of 
the environment in a new 
and innovative way.

Conclusions 
Casa del Agua is honest, 
clear and pure. They filter 
their water in-store so 
that customers can see 
first hand that their water 
is 100% pure, all wrapped 
up in a sophisticated store 
concept.  

Casa del Agua 
Adding value to the water you drink.

Eco-Friendly—Green is Good and 
Saves Money?

Key data

 Format: Concept store
 Opening: 2012     
 Store Location: Mexico City (Mexico) 
 Number of Stores: 1
 Product Mix: Different kinds of (water) brews
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SWEDEN & DENMARK

Market opportunity
the  swed ish  appare l 
company acne studios 
has created an out le t 
store concept called “acne 
archive”. Here customers 
will find collection samples, 
classics from past seasons 
and showpieces from the 

m in ima l i s t i c  swed i sh 
fashion house, now at much 
lower prices than they 
originally sold for.
the  s to re  a l so  se l l s 
redesigned versions of 
clothing that did not sell 
the first time around. after 
being reworked by designer 

Jonny Johannson and his 
creative team in stockholm, 
acne vintage, the styles find 
their way to acne archive 
as one-of-a-kind upcycled 
pieces unique to the store. 
according to acne the goal 
of the archive concept is 
to contribute positively to 
the environment and make 
recycling possible in their 
business model. It is also 
a response to the many 
inquiries the brand receives 
every year from customers 
seeking previous collections.

Innovative Qualities 
With acne archive the 
brand acne has managed 
to rethink and recreate 
the outlet category as a 
fashionable archive with 
rare treasures and unique 
sty les rather than old 
designs and storage goods. 
By reinventing the outlet 
category, it elevates the 
brand.

a c n e  a r c h i v e  a l s o 
represents an innovative 
and insp ir ing way for 
an establ ished apparel 
b ra n d  t o  m e e t  t h e 
sustainable fashion era 
in the wake of economic 
uncer ta in t y .  there  i s 
s ta tus  i n  respons ib l e 
consum ing  and  acne 
archive gives consumers 
the opportunity to position 
themselves as exactly that 
– to make the shopping 
experience rewarding for 
environmentally-conscious 
shoppers.  

Conclusions   
acne archive started in 
sweden, but is now found 
in all three scandinavian 
cap i ta ls  –  stockho lm, 
Copenhagen and oslo – as 
a place where customers 
have the opportunity to find 
the garment they wish they 
had bought. the qualities 
of the concept are also a 
perfect match with the 
ongoing consumer trend 
of sustainability, which in 
recent years has garnered 
much attent ion in the 
fashion category.   

Acne
Customers will not find any ragbags or deal aesthetics in these outlets. Rather, 
the concept stores are authentic archives with rare treasures and unique findings 
speaking to the fashion-conscious consumer. 

Key data

 Format: Fashion outlet Concept store
 store Location: stockholm (sweden), Copenhagen 
(Denmark) & oslo (norway)
 number of stores: 3
 size of store: 65-90 m²
 Product Mix: Fashion – sample sales, selected classics, 
show samples, studio editions and recycled pieces

Eco-Friendly—Green is Good and 
saves Money?
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base to i ts  constant ly 
changing offer. 

Innovative Qualities 
Give + take combines the 
ideals of a boutique concept 
store with those of a thrift 
store. selling both new 
and second-hand items, 
the donated products are 
carefully selected to ensure 
that they align with the 
store’s fashion-conscious 

Market opportunity
sharity shops have broadly 
followed the same format 
for many years, and as a 
result have been under-
shopped by higher social 
grade customer segments. 
G ive  +  take ’s  format 
targets the fashion-and 
value-conscious consumer 
with an interest in ethical 
consumption by providing a 
store which facilitates the 
purchase of new and used 
high-end items, as well as 
the possibility to exchange 
high-end items for store 
credit, with all money raised 
going to Breakthrough 
Breast Cancer charity. the 
focus on quality coupled 
with incentivising donation 
produces a unique charity 
shop with a highly edited 
col lect ion, and thereby 
attracts a new customer 

target customer. Moreover, 
the s tore incent iv ises 
the donation of items by 
offering the consumer a 
store credit equal to 50% 
of their item’s net sale price. 
the model ensures that 
shopping at the London 
store remains fun while also 
tapping into the increased 
consumer interest in ethical 
fashion, with al l profits 
donated to charity.

UK - London

Conclusions
Give + take has successfully 
ident i f ied  the  current 
problems with thrift stores, 
and has used this insight to 
develop a new, innovative 
concept which appeals 
to a customer segment 
currently under-shopping the 
charity sector. Give + take 
has become a worthwhile 
s h o pp i n g  d e s t i n a t i o n 
for fash ion-consc ious 
consumers.   

Give+Take
Give and take is a new charitable/recycling concept that makes charity shopping 
fun and fashionable.  

Eco-Friendly—Green is Good and 
saves Money?

Key data

 Format: store     
 store Location: London (UK)
 number of stores: 1
 size of store: c. 80 m2

 Product Mix: Men’s and Women’s clothing, shoes, 
accessories and gifts 



Retail trend 
Experiential Retailing 2.0
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BELGIUM - Antwerp

Market opportunity
standing out from the 
crowd: that is what makes 
th is concept a unique 
destination in antwerp, 
with an offer that serves 
shoppers who are looking 
for something different. 

t h e  g a l l e r y  i s  a 
mult i functional location 
for exhibitions and events.  
the boutique offers high-
end fashion, design objects 
and accessories which are 
carefully selected by the 
owners.  the restaurant 

serves the best of what 
is local ly available and 
fresh and has received 
a certificate of excellence 
from tripadvisor. 
soon Graanmarkt 13 is 
not only a place to visit 
but also a place to stay. 
an apartment wil l soon 
be available for rent on an 
exclusive basis. 

Innovative Qualities 
the owners have dared to do 
something unusual and turned 
their house into a unique 
destination where customers 
can enjoy food, fashion and 

art. It is a high-end concept 
that serves a niche market 
with the opportunity to feel, 
see and taste everything 
under one roof.   

Conclusions   
the  re t a i l  marke t  i s 
dominated by mass market 
retailers serving the cross-
channe l  consumer.  I f 
retailers want to survive or 
avoid this competitive retail 
market they might want 
to do something different 
and unique. and that’s 
the hidden secret behind 
Graanmarkt 13.  

Graanmarkt 13-Antwerp
a unique concept where each and every floor tells a different story, combining a 
high-end store, restaurant and gallery under one roof. 

Experiential Retailing 2.0

Key data

 Format: Multi-pulposi concept
 store Location:  antwerp (Belgium)
 number of stores: 1
 size of store: 220 m2

 Product Mix: High-end fashion, design objects and 
accessories
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BELGIUM - Gent

Market opportunity
the cosmopolitan consumer 
is constantly challenged to 
balance work, personal life 
and every day chores. they 
have less time and often look 
for a solution that will offer 
convenience while combining 
activities to save time. 
t h e  n e w  g e n e ra t i o n 
of young professionals 
has less desire to ‘own’ 

expensive products such 
as washing machines and 
is willing to share or rent 
them.
WasBaR combines these 
two aspects by giv ing 
customers the opportunity 
to do a chore (laundry), 
without having to buy/own 
a washing machine, while 
combining this with work or 
relaxation, all in one place. 

Innovative Qualities 
W a s B a R  o f f e r s 
convenience, solutions, and 
experience:
 a pleasant laundry service 
with a good atmosphere
 a place to meet people.
 Customers can combine 
their private lives with 
work or pleasure.
 It enables young people 
without washing machines 
to do their laundry.

Conclusions   
WasBaR lets people use 
their time efficiently. other 
laundry services are boring 
uninspiring places, whereas 

WasBaR is cozy and fun. 
Busy people can wash 
and work, study or relax. 
People lacking a washing 
machine can do laundry 
without having to buy an 
expensive product. this 
concept completely provides 
a solution for people who 
have little time, live alone or 
believe in sharing products.  

Wasbar
this self-service laundry turns an everyday task into a fun and inspiring activity. 
Besides the opportunity to wash your dirty laundry, WasBaR offers a place to 
relax and interact with your friends, while enjoying a nice cup of coffee, brunch 
or musical experience.

Experiential Retailing 2.0

Key data

 Format: Multi-pulposi concept
 opening: 2012
 store Location: Gent (Belgium)
 number of stores: 2
 size of store: 220 m2

 Product Mix: washing machines, food and beverages
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BRAZIL - São Paulo

in colorful displays with 
shelves full of brushes. the 
vendors are anxious to help 
shoppers choose products 
and encourages customers 
to experiment with products 
by mixing different colors 
and having fun with make-
up, because that´s what the 
brand stands for. 
once home, the consumer 
can keep enjoying the 
“Quem disse Berenice 
moment” by listening to 

Market opportunity
Quem disse (who said) 
Beren ice  en tered  the 
Brazilian cosmetics market 
with the intention to sell a 
wide range of products by 
turning the concept into 
something youthful and 
colorful, while maintaining 
qua l i ty and affordab le 
prices.
the concept breaks the 
rules for cosmetics stores. 
all products are arranged 

the songs that are played 
in-store via the retailer´s 
online radio station.

Innovative Qualities 
the brand has innovated 
w i th  s imp le  produc ts 
often found in make-up 
collections, but with the 
appeal of a brand that 
values the courage to use 
more colors without the 
fear of making mistakes.
In its advertising campaigns, 

the brand has created a 
character, Maria Berenice. 
the  “ava tar ”  appears 
expressionless and fearful 
and in the end turns into 
a beautiful, confident and 
happy woman.
Quem d isse  Beren ice 
reaches customers of 
all ages but is especially 
appea l i ng  to  younger 
women between 15 and 30 
years. the brand has grown 
dramatically in Brazil and 
has become the new darling 
of Brazilian women. 

Conclusions   
Quem Disse Berenice is 
a simple store, open and 
bright, with cheerful and 
fun music, as well as a 
great range of make-up 
and accessories, all at the 
customer’s fingertips.   

Experiential Retailing 2.0

Key data

 Format: Cosmetics
 opening: 2012
 store Location: são Paulo (Brazil)
 number of stores: 40
 size of store: 40 m2 stores and 6 m2 kiosks
 Product Mix: Lipsticks, nail polishes, shadows, blushes, 
foundation for skin, make-up accessories, perfumes.

Quem Disse Berenice
the cosmetics world is full of right and wrong, matching colors or colors that 
don´t match. With the concept of “experience & colors”, Quem disse Berenice 
tempts women of all ages with a different store and great products.
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CANADA - Toronto

the concept is positioned 
between a big box store 
(3,000 m2) and a smaller 
specialist (200 m2).

Innovative Qualities 
the store is  a d ig i ta l 
mecca with 140 screens, 
ranging from small tablets 
in tables to larger 55 inch 
screens that demonstrate 
unique product features. 
Customers can scan for 
coupons using nFC and 

Market opportunity
It is interesting how sport 
Chek integrated technology 
into its concept and used it 
to enhance the customers’ 
shopping experience by 
creating confidence in sport 
Chek’s ability to provide a 
customized product.
sports fans can create their 
own personalized team 
jersey with team and player 
names and numbers of their 
choosing.

interact with, for example, 
adidas-created content 
such as its twitter feed and 
product features through 
touch-screen technology.
Customization tools include 
a “build your own” Reebok 
shoe kiosk, a sidas ski 
a nd  snowboa rd  boo t 
insert tool  that makes 
a 3D map of your foot to 
create a custom-made boot 
insert, customized oakley 
sunglasses, and customer’s 
runn ing  ga i ts  can be 
analyzed on a treadmill. 
next to the store’s escalator 
is a wall of 19 screens with 
an Xbox Kinect that displays 
promotions, events, and 
product features. there is 
even a community events 
wal l  featur ing a loca l 
lawyers’ pick-up hockey 
league and, of course, the 
latest nBa scores.

 
Conclusions   
Canadian tire (who owns 
the concept)  wi l l  add 
more than 185,806 square 
meters of retai l  space 
under the sport Chek and 
atmosphere banners over 
the next five years which is 
equivalent to adding more 
than 50% more retail space.
Much of it will be driven by 
the learning that is taking 
place at this new Retail Lab. 
the ones that stick will be 
rolled out on a large scale 
to stores across Canada.  

Sport Chek
sport Chek Canada opened its first digital-focused retail lab. a digital mecca.

 

Experiential Retailing 2.0

Key data

 Format: specialty sporting Goods 
 opening: 2013
 store Location: toronto (Canada)
 number of stores: 163
 size of store: 1,115 m2

 Product Mix: sporting goods, apparel and footwear
the 1,115 m2 store with a showcases 140 digital screens and tablets that 
customers can engage with to learn more about a wide range of sports 
equipment and apparel. It serves as an experimental breeding ground for 
ideas and inspiration that will be carried through to over 160 sport Chek 
locations across Canada—some of them as large as 7,432 m2. 
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Market opportunity
the digital world, with 
its social networks and 
digital devices, is rapidly 
chang ing  our way o f 
communicating. this “new” 
type of communication not 
only affects digital natives, 
i.e. younger target groups, 
but also everyone else’s 
daily life. With BasE_camp, 
mobile service provider 

E-Plus has created a kind 
of store that plays with the 
new possibilities offered by 
digital communications.
 
Innovative Qualities 
Experiencing the sensation 
o f  commun i c a t i n g  i s 
pa ramoun t  a t  BasE_
camp.  Cus tomers  are 
encouraged to linger at 
the store, to interact with 
store assistants and other 
customers, and to freely 
test all products. 
therefore, customers can 
bring their (private) office 
work to the store and make 
use of the freely available 
c o - w o r k i n g  s t a t i o n s 
which are equipped with 
lockers, power sockets and 
complementary WiFi. 
the  appea l ing  lounge 
furniture also invites users 

GERMANY - Berlin

to try out modern mobile 
devices placed nearby. the 
in-store highlight, however, 
is a gigantic twitter wall 
which updates customers 
every 40 seconds with 
the hottest topics from the 
online world. 
 

Conclusions 
B a s E _ c a m p  d o e s 
no t  mere l y  focus  on 
sa les  but  emphas izes 
experiencing the sensation 
of  communicat ing and 
tes t ing  products  in  a 
local store. new ways of 
digital communication are 
not only described and 
demonstrated,  but  are 
experienced directly by the 
future customers while they 
socialize.
BasE_camp offers that 
new type of service to its 
visitors by providing a joint 
real-life experience in a 
real-life place in times of 
anonymous, digital worlds.    

e-plus Base_Camp
the somewhat different mobile communications shop – an innovative place where 
digital communication, real-life product testing, socializing and joint experiences 
become the center of attention.

Experiential Retailing 2.0

Key data

 Format: Concept store
 opening: 2012
 store Location: Berlin (Germany)
 number of stores: 1
 size of store: 330 m2

 Product Mix: Mobile Communications (Mobile Devices, 
tablets, Contracts, accessories)
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INDONESIA - Jakarta

marke t  for a l l  th ings 
different and unique. tHE 
GooDs DEPt provides the 
connecting point for creative 
labels to reach out to their 
buyers.  

Innovative Qualities 
as a concept store, its 
unique and multidimensional 
retail environment is the 
hub for alternative fashion 
and lifestyle products from 

Market opportunity
tHE GooDs DEPt is the 
place to launch products, 
conduct fashion shows, 
house art gal leries and 
screen movies.  seen as the 
new cool hangout, it is more 
than just a concept store.
the fast growing Indonesian 
fashion market coupled with 
demand for fresh new ideas 
has fueled the up-and-
coming non-mainstream 

independent Indonesian 
designers and the coolest 
international brands.  
With a modern shopping 
experience, tHE GooDs 
DEPt has  adop ted  a 
unique marketing concept 
through events such as the 
development of a movie 
community (Future shorts) 
where movies with themed 
music, art and life are aired.  

Conclusions   
to stand out from their 
competitors, retailers need 
to innovate continuously and 
creatively.  this worked out 
well for tHE GooDs DEPt 
as it attracted the alternative 
crowd and provided an 
oasis from traditional retail 
offerings.
their success came not 
only from the affordable 
p r i ces ,  bu t  f rom the 
growing use of social media 
among the country’s youth 
which in turn led to greater 
connectivity to international 
trends and interests.  

Experiential Retailing 2.0

Key data

 Format: Concept store
 opening: 2012
 store Location: Jakarta (Indonesia)
 number of stores: 2
 size of store: 900-1,200 m2

 Product Mix: Menswear, womenswear and accessories 
and café

The Goods Department 
the fashion concept store stimulates the creativity of aspiring young fashion 
and product designers by showcasing their works alongside unique retailers and 
international street wear brands.
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Market opportunity
City Market, member of the 
Comercial Mexicana Group, 
is an upscale version of a 
gourmet market. In a very 
short time and with only 3 
stores in Mexico City, the 
City Market concept ranks 
high with consumers as 

they have established a 
strong foothold in the high-
end supermarket segment 
and offer quality service and 
products.
the store’s comfortable 
s u r r o u n d i n g s  g i v e 
customers the opportunity 
to select their products 

MEXICO - Mexico City

in  a warm welcoming 
environment, with certainty 
that they will find the best 
products in each section.
 
Innovative Qualities 
With a large selection of 
food products, a huge wine 
category and an extensive 
mix of additional services 
(bakery and restaurants), 
the concept is a delight for 
the shopper´s senses. 
E ve n  t h o u g h  M ex i co 
counts an abundance of 
supermarkets, few of them 
sell truly quality products or 
offer great services. this is 
a great opportunity for City 
Market.

Conclusions 
City Market concept is 
targeted to those who 
appreciate true gourmet 
taste.
this market is for everyone, 
but especially for those who 
want to be innovative and 
appreciate good food and 
beverage.
Innovation can be found in 
taking something old and 
“retailventing” it. City Market 
does this and customers 
will find all of the innovative 
and new products that they 
want to taste.  

City Market
a new supermarket concept where customers can find high-quality products and 
a good variety of new innovative gourmet items.

Experiential Retailing 2.0

Key data

 Format: supermarket
 store Location: Mexico City (Mexico) 
 number of stores: 5
 Product Mix: Food and non-food mixed with a Market 
Café, bakery and restaurant
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SINGAPORE

Market opportunity
ap t l y  l o ca t ed  i n  t he 
singapore Changi airport, 
t h e  P l a n e t  tra ve l l e r 
Flagship store inhabits 
an impressive 1,210 sq.m. 
of retail space, spanning 
more than 33 meters long. 
occupying both sides of 
the airport’s walking retail 
path, the lack of glass doors 
to designate its shopping 

space ensures that al l 
shoppers walking through 
are immersed into Planet 
traveller’s creative interior 
and retail offerings.  Being 
the first of its kind lifestyle 
travel accessories concept 
store and claiming to be 
the largest in asia, Planet 
traveller’s Flagship store is 
indeed the market leader in 
the industry.

Innovative Qualities 
offering over 4,000 travel 
accessories and appliances, 
the store has 16 distinct 
me rchand i s i ng  zones 
inc lud ing  t rave l  gear , 
business bags, l ifestyle 
bags, female travel, junior 
travel, travel tips, travel 
books and maps, outdoor 
gear, winter wear, travel 
warmies, travel accessories 

and app l iances ,  t rave l 
security and organizers, 
t rave l  care ,  It/mob i le 
accessories and travel gifts.  
these zones segment its 
expansive offerings and 
makes shopping a breeze 
for consumers.  
Creative visual displays 
set amidst a black ceiling, 
blue flooring and navy blue 
furniture draw inspiration 
from the universe and sky 
as a medium of travel.   

Conclusions   
With many travel accessories 
reta i lers compet ing in 
the same space, Planet 
travellers’ distinguishes 
itself from other competitors 
by transforming itself into a 
lifestyle concept.  
With an offering so unique 
and distinctive, it is top-of-
mind for consumers when it 
comes to travel accessories 
retailers.  Its great location 
at the singapore Changi 
airport further emphasizes 
Planet traveller’s connection 
with travel.  

Key data

 Format: travel concept
 opening: 2012
 store Location: singapore
 number of stores: 4
 size of store: 1,210 m2

 Product Mix: travel equiment, goods and accessories 

Planet Traveller Flagship Store
a one-stop shop for travellers seeking travel products. Planet traveller designs, 
produces, sources and markets a wide range of innovative travel products for 
one’s travelling needs.  

Experiential Retailing 2.0
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SPAIN - Barcelona

Market opportunity
asics decided to focus 
so le ly on runners ,  as 
running has been gaining 
popularity, by offering all of 
the services and products 
associated with this sport. 
this is a drastic change 
for a sportswear brand, as 
sportswear flagship stores 
normally offer a sampling 
of all sporting products 
they carry in order to 

communicate the values of 
the brand. asics is following 
an innovative strategy as 
it gives the brand a clear 
positioning as the expert in 
running. 

Innovative Qualities 
Besides offering a complete 
co l l ec t i on  o f  runn ing 
products, asics concept 
stores offer 3 innovative 
services: 

 a high-technology 
Running Lab, where for 
the first time advanced 
biomechanical analysis 
systems are at the 
disposal of its clients.
 the asICs Foot ID  
service developed by 
asICs sports science 
Institute in Japan, which 
helps runners select the 
most appropriate shoes 
by combining static and 
motion measurements;
 asICs Running Club, a 
club for runners where 
they have access to 
showers and locker 
services.

 
the staff at the asics store 
are experts in running in an 
effort to better connect with 
the target customers and to 
ensure a very professional 
and customized assessment 

in order to maintain asics´ 
positioning. 
the asics concept stores 
are very active participants 
in social networking to help 
convert stores to gathering 
places for runners while 
generating a continual flow 
of traffic to the store.  

Conclusions   
as i cs  s to res ,  by t he 
innovative and revolutionary 
services they offer for 
runners, are becoming 
the brand of reference for 
runners. It is a clear change 

in communicating the brand 
image; from building brand 
image on aspirational values 
to focusing the brand on the 
benefits of the products. 
the asics concept stores 
are a “social club” and 
spec ia l ized center for 
runners with the product in 
the store being secondary. 
It converts the store to 
a social gathering place 
instead of a traditional retail 
store.  

Key data

 Format: specialty sporting Goods
 opening: 2012
 store Location: Madrid & Barcelona (spain)
 number of stores: 2
 size of store: around 500 m2

 Product Mix: sportswear, shoes and running accessories 

Asics
asics concept stores are striving to become the “temple for runners”. the entire 
concept is developed in such a way that asics has positioned themselves as the 
expert in running using innovative services and products.  

Experiential Retailing 2.0
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SWEDEN - Årsta

Market opportunity
Kakelspecialisten represents 
the deve lopment  of  a 
concept  on the  bas is 
o f  a  c l ea r  cus tomer 
perspective. the store is 
aimed at both professionals 
and consumers and i t 
shows clear concern and 
understanding for both 
target groups. 
the concept animates the 
materials in an exciting way 
and puts them into context 
– helping  customers to 
visual ize is key to the 

concept. For instance, when 
they enter the store an eight 
meter tall entrance with 
an entire house, however 
small, is constructed to 
show how tiles can be used 
not only in the bathroom but 
as well in other rooms of 
the house.
Compared to the brand’s 
previous store concepts, 
the customer base and the 
time spent at stores has 
been significantly increased 
as shoppers are invited to 
take their time browsing and 

choosing products for their 
homes. 

Innovative Qualities 
s p e c i a l  f e a t u re s  o f 
Kakelspecialisten include: 
 Working displays such 
as showers that spray 
water, which stimulates 
the customer’s imagination 
and provides an enhanced 
experience of the products. 
 Information about the 
material’s properties 
and tiling both through 
education and courses 
taking place in instructional 
facilities, regular 
demonstrations, etc.
 an area for 3D tools to 
visualize the design of a 
room.
 a window to the huge 
warehouse provides the 
customer with a view of 
the business behind the 
scenes, creating trust 

through transparency.
 an Italian café area where 
customers can enjoy a cup 
of coffee and read interior 
and design magazines and 
a play area for children.
 Each restroom in the store 
has its own tile theme.

Conclusions   
Kake l spec i a l i s t en  has 
experienced positive sales 
growth since the launch of 
the new store concept in late 
2011. In 2012, the company 
increased sales by 11% 
with a turnover of sEK 142 

million, and the positive sales 
trend continues in 2013.
Fu t u re  p l a n s  a re  t o 
continually improve and 
develop the concept. the 
focus will be on inspiration, 
experiences and even more 
ways for customers to test 
the products as well as 
the expansion of services 
by offering more sales 
channels for flexibility and 
convenience.  

Kakelspecialisten 
the largest single concept store for tiles, mosaics and accessories in the nordic 
countries – that’s Kakelspecialisten (in English, the specialist of tiles). the 
concept specialty store brings the tiles to life in a whole new way and innovates 
the category.

Key data

 Format: Concept specialty store
 opening: 2011
 store Location: Årsta (sweden)
 number of stores: 1
 size of store: 2,800 m2

 Product Mix: Home Improvement/specialty (tiles, mosaics 
and accessories)

Experiential Retailing 2.0
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Market opportunity
Consumers are increasingly 
concerned with where 
their food comes from 
and how it is produced. 
this is because, despite 
the economic downturn, 
consumers continue to 
take an interest in premium 
products wi th a c lear 
UsP. Hotel Chocolat has 

leveraged its reputation as a 
premium retailer of artisan 
chocolate to create its new 
casual dining concept Roast 
& Conch. Using fresh cocoa 
beans delivered from its 
plantation in saint Lucia, 
Roast & Conch al lows 
customers the opportunity 
to experience the complete 
p rocess  o f  choco la te 
production.  

Innovative Qualities 
U n l i k e  m a n y  o t h e r 
premium food retailers, 
Roast & Conch actively 
demonstrates its sourcing 
and production methods 
(rather than simply stating 
them). Furthermore, it has 
turned this demonstration 
into an engaging retai l 
experience with exciting 
and on-brand products: 
alongside chocolate, the 
cocoa is used to produce 
innovative variations on 

UK - London / DENMARK - Copenhagen

classic hot beverages, 
as well as to flavor and 
embellish the food served 
in the café ((for example, 
cabbage, bacon and lentil 
soup with a cacao butter).  
 
Conclusions
Roast  & Conch is  an 
example of a brand with 
a truly unique concept 
that engages and involves 
consumers in its brand 
proposit ion. they have 
pushed the boundaries 
of a traditional product 
and produced a highly 
experiential proposition. With 

Hotel Chocolat reporting 
an increase in full-year 
pre-tax profits of 84% in 
early 2013, other specialty 
retailers might want to 
follow their lead and use 
this as an example of how 
to achieve greater customer 
engagement with their 
product or brand.   

Roast & Conch by Hotel Chocolat 
a new casual dining concept created by artisan chocolatier, Hotel Chocolat, that 
allows customers to experience the process of chocolate production first-hand.  

Experiential Retailing 2.0

Key data

 Format: Café restaurant
 opening: 2012     
 store Location: 1 in London (UK) and 1 in Copenhagen 
(Denmark)
 number of stores: 2 
 size of store: approx. 80 m2 over 2 floors
 Product Mix: Hot and cold drinks (soft and alcoholic), 
light meals, chocolates
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and women can sign up for 
four 45-minute workouts 
per week. Local trainers 
and instructors lead Yoga 
c l a ss e s ,  b a rre - b a s e d 
workouts,  and running 
c lubs ,  as wel l  as the 
studio’s signature workout 
ntC. the ntC workout 
is described as a, “Live 
instructor-led experience 
modeled after the popular 

Market opportunity
the first floor of the nike 
training Club (ntC) houses 
a premium assortment of 
nike footwear, apparel 
and accessories.  a studio 
on  the  second  f l oor , 
complete with mirrors 
and a ballet bar, offers 
free group classes seven 
days a week. Every class 
is always complimentary 

smart phone nike training 
Club full-body training app 
that caters to every level of 
fitness.   

Innovative Qualities 
the nike training Club 
store has been described 
as “the app come to life”. 
acting as a personal trainer, 
the ntC app was initially 
released in December 2012 
as a downloadable mobile 
application offering custom 
workouts for iPhone and 
iPad users. Users begin by 
downloading and registering 
the app on their mobile 
device, where they can 
then select their goal and 
level and choose from a list 
of workouts that meet the 
criteria.  a nike professional 
trainer guides users through 

USA - Chicago Experiential Retailing 2.0

each step of the workout 
and after the session, users 
can review a summary 
o f  t ra i n i ng  i n c l ud i ng 
approx ima te  n i keFue l 
earned and calories burned. 
Participants can share their 
results on Facebook and 
see how close they are to 
their next reward.  Rewards 
include personal training 
advice and star workouts.  
this is one of the first retail 
stores that uses service as 
the main driver and retail as 
a secondary element.

 
Conclusions
the ntC store br ings 
virtual workouts to the 
retail world by offering 
live fitness instruction to 
female shoppers, a first for 
Chicago nike stores. “It is 
about creating a club and 
community for women that 
brings together the best of 
nike’s products, services 
and experiences to serve the 
athlete.”  service drives the 
retail experience.  

Nike Training Club  
a service driven retail space showcasing women’s apparel, activewear and 
accessories, combined with a female-focused fitness center. 

Key data

 Format: Women’s apparel store offering fitness classes
 opening: 2013     
 store Location:Chicago (Usa)
 number of stores: 2 
 size of store:400 m2

 Product Mix: apparel, shoes, accessories and 
nike+Fuelbands 



Retail trend 
Hyper Local
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NETHERLANDS - Utrecht

individualization and 
conscious living demand 
customization possibilities 
and environmentally 
friendly retail concepts 
offering organic products. 

 Cities are full of people 
working outside of offices and 
they are looking for pleasant 
working spaces offering free 
Wi-Fi and plug-ins. 

Market opportunity
 the netherlands ranks 
number one in yogurt 
consumption within 
Europe.  
 Yogurt is an everyday 
affordable product, and 
many Dutch eat it almost 
daily (and are very price 
conscious).
 Consumer trends like 

Innovative Qualities 
 Every day and affordable 
product made special.
 Customized foods (choose 
your type of yogurt, 
toppings, etc.).
 Entire concept is 
environmentally friendly 
(packaging, store interior, 
energy, etc.).
 organic foods from local 

farmers (yogurts are 
delivered 48 hours after 
production).
 seets2meet location (free 
Wi-Fi, lots of energy spots)
 a second location opened 
after crowdfunding raised 

€100,000.  

Conclusions   
Yoghurt Barn has turned an 
everyday affordable product 
into a fun and creative 
experience, produced and 
presented with passion. 
It takes conscious retailing 
to the extreme by striving to 
offer 100% organic products 
in an entirely eco-friendly 
store.
the concept proves i t 
is possible to combine 
convenience with experience. 
Whatever your shopping goal, 
‘fast food’, cozy lunching or 
working, it is all possible at 
Yoghurt Barn.  

Hyper Local

Key data

 Format: Eco-friendly yogurt (to-go) store
 opening: 2012
 store Location: Utrecht (the netherlands)
 number of stores: 2
 size of store: 120 m2

 Product Mix: Yogurt, frozen yogurt, pastries and cookies, 
beverages

Yoghurt Barn
a unique eco-friendly retail concept that offers fresh, customized yogurt directly 
from local farmers. 



Retail trend 
online offline Mashup



Retail InnovatIons 9 

118

Retail InnovatIons 9 

119

INDONESIA - Bandung

deve lop ing  a  crea t i ve 
marketing strategy through 
social media engagement, 
namely twitter (@maicih or 
@info maicih).  

this works particularly 
we l l  for Ma ic ih  as  i t 
targets young consumers 
(teenagers in high school 
as well as tertiary students) 
who are considered to be 
social media savvy.  

Market opportunity
With a fast growing Internet 
penetration (approximately 
45% in 2012 to a projected 
70% in 2016) Indonesia 
shows great opportunity in 
the new digital consumer 
arena for re ta i lers  to 
cap ture  new marke ts 
previously unreachable 
through traditional retail 
formats.  Machi harnessed 
this great potent ia l  by 

Innovative Qualities 
In light of the changing 
retail scene and consumer 
behavior, an increasing 
number of retailers are 
adopting a multi-channel 
approach providing access 
to consumers in  both 
online and offline channels.  
this has worked out well 
for Maicih whose average 
sale per month is 500,000 
packets of chips (worth 
over 4billion IDR).  
Maicih’s 2 key unique areas 
are its marketing channel 
and marketing concept, 
which sets it apart from its 
competitors.  Maicih utilizes 
social media (twitter) as its 
marketing vehicle instead of 
traditional platforms such 
as print and television.  

Maicih’s chips are not sold 
in the supermarkets or 
shopping malls but on the 
streets (motorcycle/Jendral 
cars) which enables them to 
change their location easily.    
Consumers that want to 
purchase Maicih’s products 
have to refer to twitter to 
find their exact location.

Conclusions   
the utilization of technology 
is ful ly effective in not 
only cutting operational, 
human resources and 
marketing costs but also in 
creating buzz marketing.  
the novelty of finding the 
chips (as well as the effort 
needed to locate them) 
increases its popularity 
amongst its Indonesian 
consumers.   this has 
worked greatly in Maicih’s 
favour and  has created 
high impact with a minimal 
marketing budget.   

online offline Mashup

Key data

 opening: 2010
 store Location: Bandung (Indonesia)
 number of stores: 170 Resellers
 Product Mix: Cassava chips

Maicih
the Maicih Brand is one of the most famous cassava chips made in Bandung, 
Indonesia.  Its chips can only be found at moving stands whose changing locations 
are broadcast continuously to Maicih’s nearly 400,000 twitter followers.   
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NETHERLANDS & BELGIUM

Market opportunity
Coolb lue grew from a  
pure player in consumer 
electronics, launching one 
special ized shop cal led 
mp3man.nl in 2000, to 
a fast  growing onl ine 
retailer with almost 200 
category web shops. the 
result ing retai l concept 
was very successful in the 
netherlands and Belgium 
as they plan to open an 
additional 100 specialized 
web shops in 2013. 
It´s customer, however, 
wanted more. answering 
the cal l  of the cross-

channel trend, Coolblue 
extended its channel and 
brand experience to the 
brick and mortar world 
by opening their so called 
offline web shop.

Innovative Qualities 
Coolblue recognized some 
customers wanted to see 
and touch products or have 
face-to-face information 
and advice about which 
goods are most suitable for 
them. the physical Coolblue 
shop made this possible. 
the Coolblue shop is all 
about service. specialists 

from different product 
categories help you with all 
of your questions almost 
every day of the week with 
extended operating hours. 
the shop also has a desk 
for repairing products and 
check-out is possible in 
many different ways. 
When ordering something 
online, the customer can 
choose to have it delivered 
to her home or she can pick 
it up in store the next day.

Conclusions   
the success of Coolblue 
is all about delivering what 
the customer wants while 
providing excellent service 
to encourage customers to 
return again and again. 
Every year Coolblue expands 
with more web stores and 
their business model is 
totally built on EBIDa and 
customer satisfaction.
the new step into opening 
physical stores is the clear 
answer to the demand of 
the new cross channel 
consumer and marks the 
beginning of a new area, as 
well for pure players.  

Coolblue
Pure player Coolblue responded to customers’ needs by opening ‘the offline web 
shop’. With this new concept the retailer found the balance between offline and 
online.

Key data

 Format: offline web shop
 store Location: two in Belgium four in the netherlands
 number of stores: 6 brick and mortar and 300+ 
specialized online stores
 size of store: 600 m2 
 Product Mix: Consumer electronics

online offline Mashup



Retail trend 
Retailvention/verticality
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AUSTRALIA - Sydney

motivates women globally 
to be the best they can be. 
Lorna Jane is not simply a 
clothing label, it is a way of life.
this philosophy is carried 
seamlessly through al l 
communications from the 
brand across all sales and 

Market opportunity
Created out of a need for 
fashionable activewear, 
Lorna Jane has made a 
commitment to del iver 
active, authentic, innovative 
and inspirational garments 
to their customers. the 
total integration of the 
brand identity, behavior 
and phi losophy a l lows 
Lorna Jane to uphold the 
essential promise of the 
brand: to provide on-trend 
activewear with superior 
high-tech fabrication and 
construction to improve 
performance, motivate and 
inspire customers.
Lorna Jane has quickly 
grown to become a leading 
multi-million dollar retail 
and manufacturing business 
in just over two decades.  

Innovative Qualities 
With the mantra MovE 
noURIsH BELIEvE, the 
brand encourages and 

communication channels to 
market. Lorna Jane is truly 
the social media doyen of 
the australian retail industry 
with 40,000 Facebook 
interactions per day and 
active engage on Pinterest 
and Instagram. 

the Lorna Jane iPhone 
app engages customers in 
a meaningful way as part 
of its cross-channel play. 
the app tracks exercise 
progress and provides 
motivation for users to stay 
motivated by unlocking 
badges, “the more you 
move, the more you earn” 
and engaging customers in 
a social community online 
at nowmoveit.com which 
provides genuine value to 
customers and enhances 
the brand image.

Conclusions   
Lorna Jane has developed 
a seamless communication 
of the brand across al l 
channels to market from 
physical stores, online, 
mobile and social media all 
clearly communicating the 
MovE noURIsH BELIEvE 
mantra. 
It is this consistency of 
o ffer and s trength of 
brand messaging that has 
positioned Lorna Jane as a 
leading innovative australian 
retailer.  

 Lorna Jane 
Inspiring women to live their best life through active living, “Lorna Jane is not 
simply a clothing label and retailer, it is a way of life.”  

Retailvention/verticality

Key data

 Format: Cross-channel retailer
 opening: 2013
 store Location: australia wide
 number of stores: approximately 1,930 stores 
worldwide
 size of store: 149 + online
 Product Mix: Women’s activewear
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on emot iona l i z ing  the 
shopping experience via an 
individually tailored target 
group approach. 

Innovative Qualities 
the new concept captivates 
t h r o u g h  a  p e r f e c t 
implementation of digital 
media and the use of cross-
channel means. In total, 
some 30 digital screens 
have been installed in the 
store, including the shop 

Market opportunity
Co lognes  and  beau t y 
produc ts  are  in  h igh 
demand.  In 2012, the 
m a r k e t  v o l u m e  f o r 
d eco ra t i ve  co sme t i c s 
amounted to €1.4 billion in 
Germany. 
Investing to maintain its 
position as current market 
leader, perfumery chain 
Douglas has developed 
a new design concept for 
its stores which focuses 

window, where customers 
are not only informed about 
the store’s latest products 
and events via a touch-
sensitive display, but are 
also presented with the 
weather forecast (Beauty 
Weather) and corresponding 
product recommendations. 
two huge v ideo wal ls 
on the upper floor and in 
the escalator area display 
information on the latest 
promotions and events. 
Furthermore, customers 
are offered sk in  type 
analyses or advice on 
the perfect perfume at 
various beauty terminals. 
a product’s performance 
can be tested by scanning 
the  bar  code  a t  t he 
virtual visagist terminal. 
subsequen t l y ,  a t  t he 
girlfriends table, female 
customers can send a 

GERMANY - Mainz

p ic ture of  themselves 
wearing the new make-up 
to friends or upload it to 
Facebook. 
an interactive guest book 
in the cash register area 
invites customers to share 
their experiences by leaving 
an entry and a photograph 
of themselves.

Conclusions  
With its new concept, Douglas 
successfully manages to 
attract a younger customer. 
Its store design particularly 
attracts trend-oriented 

customers who love to test 
new products and like to be 
entertained and informed on 
the latest trends via digital 
media.   
the new concept pays 
off well: In 2011, Douglas 
was awarded with Best 
Consumer Exper ience 
award for innovative retail 
technologies by Europäisches 
Handelsinsitut (EHI Retail 
Institute).   

Douglas
By way of screaming colors and technical gadgets, Douglas uses a specially 
tailored target group approach as well as cross-channel activities to appeal to 
younger customers. 

Retailvention/verticality

Key data

 Format: Perfumery, Drug store
 opening: 2012
 store Location: Mainz (Germany)
 number of stores: approximately 1,930 stores 
worldwide
 size of store: 600 m2

 Product Mix: Perfumery Products, Cosmetics, Personal 
Care
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GERMANY

owners .  s im i l a r to  a 
franchise system, operators 
use Metro’s café concept 
but without the obligatory 
contracts and additional 
costs that  are usual ly 
required. Instead, operators 
are l ikely to buy Rioba 
products tailored to fit their 
needs. 
 
Innovative Qualities 
Wi th  i ts  pr iva te  labe l 
concept Metro not only 
offers s ing le products 

Market opportunity
Coffee ranks among the 
favori te hot beverages 
in Germany and with a 
growing consumption (154 
liters per capita in 2012) the 
industry shows opportunity.
Metro, one of the world’s 
l e a d i n g  w h o l e s a l e 
companies, recognized the 
coffee market’s potential 
for its product portfolio, and 
with its private label Rioba, 
developed a comprehensive 
solution for coffee shop 

such as coffee, syrups, 
napkins or tableware, but 
instead present ent ire 
store concepts for coffee 
shops, offices, restaurants 
and convenience stores. 
Users of this concept may 
choose from a variety 
of product bundles that 
best f i t  their personal 
preferences and the ir 
shops’ settings. In addition 
to coffee specialties, coffee 
m a c h i n e s ,  t a b l e w a re 
and items for decoration, 

Metro also offers services 
like barista training and 
maintenance.    

apart  f rom the R ioba 
concepts that are utilized 
by Metro´s customers, 
the company also opened 
several coffee shops within 
their own wholesale Cash 
& Carry markets. these 
were intended to function 
as a launchpad and pilot 
opportunity, but also as 
the first possible concept 
experience for potential 
users. 

Conclusions  
Which products and know-
how are essential for coffee 
shop owners? With i ts 
private label strategy, Metro 
focuses on customers and 
their particular needs. new 
entrants in the café market 
especial ly benefit from 
comprehensive solutions 
and the broad range of 
products and additional 
services offered by Metro. 
Metro manages to establish 
a  c l o s e  re l a t i o n s h i p 
with both exist ing and 
prospective customers by 
eventually binding them to 
their products.  

Rioba Café - Metro
With its own brand RIoBa, Metro offers a comprehensive café solution that fits 
the needs of café owners without additional obligations and costs.

Retailvention/verticality

Key data

 Format: Coffee shop concept 
 number of stores: 15
 size of store: 600 m2

 Product Mix: RIoBa coffee and more (coffee machines, 
coffee specialties, bakery products, furniture, advertising 
tools, etc.) 15 Rioba coffee shops, operating independently, have been 
opened in Denmark, Greece, Germany, turkey, the netherlands, and 
Ukraine.
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PORTUGAL - Cascais/Lisbon

designed to meet the needs 
of customers.
Inspired by the current 
c o n s u m p t i o n  t r e n d s 
and the best insights of 
Carrefour’s Planet concept, 
this hypermarket is divided 
into 3 main areas:  a Large 
Fresh Market ,  a  deep 
assortment grocery area 
and a 3,000m2 specialized 
a rea  o f f e r i ng  qua l i t y 

Market opportunity
Have you ever imagined 
getting make-up services, a 
massage, buying delicious 
ice cream or freshly made 
sushi in one space while 
shopping for groceries? 
this newly remodeled store 
now offers consumers a 
new shopping experience, 
presented with architecture, 
decoration and l ighting 

products and services in 
categories l ike beauty, 
books, wine, take-away and 
home and textiles.

Innovative Qualities 
Without compromising the 
hypermarket concept, and 
with significant success 
i n  Po r t uga l ,  sonae ’s 
Retailvention went through 
the process of identifying 
key areas of innovation and 
positive differentiation from 
their competitors.  

t h e  ke y  a s p e c t s  o f 
i n n o v a t i o n  t o  t h e 
Portuguese market were:
 a perfect combination of 
“mass-market” products 
with a broad range of 
products and services 
from specialized stores 
(e.g. sushi Bar).
 Integration of brand 
managed spaces inside 

the Hypermarket (nail 
Care salon).
 services and leisure areas 
new to the costumers 
(make-up area, reading 
area, consumption 
Lounge).
 Hyper standard Concept, 
specialty store offer in one 
store.
 a fresh market area based 
on the Fresh traditional 
specialty stores – Full 
service Bakery,  not just a 
bread pickup place.

Conclusions   
Retailvention is the key 
for success in the mature 
Hypermarket segment , 
especial ly in a country 
where growth depends not 
on organic expansion but on 
increasing share of wallet and 
basket size expenditure.  

Retailvention/verticality

Key data

 Format: Hypermarket
 opening: 2012
 store Location: Cascais/Lisbon (Portugal)
 number of stores: aprox. 180
 size of store: 8,700 m2

 Product Mix: Food and non-food, focused on one-stop-
shopping

Continente Stores
Its first innovation of the “old hypermarket” inspired by best practice cases and 
consumer trends research. Following the brand name standardization under the 
brand Continente, the insignia began a process of modernization of its stores.
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ROMANIA - Bucharest

already won client makes 
the difference in a grocery 
market that stil l  offers 
mostly basic concept with a 
not too wide product range. 
Located close to the city 
center, the first Romanian 
concept store of Mega 
Image dedicates around 
80% of i ts shelves to 
exclusive grocery products, 
to an optimized private label 
offering and a diversified 
premium range.   

Market opportunity
Mega Image - the Romanian 
banner of Delhaize Group - 
is the largest supermarket 
chain in the country and the 
most successful one, with 
an aggressive expansion 
strategy in the past years 
and a significant increases 
in financial results. 
First, Delhaize Group owned 
most of the shopping trips 
of the Bucharest customer; 
now, the more sophisticated 
shopping tr ip  of  the ir 

Innovative Qualities 
“31.10.2013 - Mega Image 
Concept store – come 
for a unique shopping 
exper i ence”  p romised 
one of the many outdoor 
banners. 
It starts outside the store: 
b e fo re  e n t e r i n g ,  t h e 
customer is welcomed by 
a flower and garden store-
within-store that brings 
freshness and supports 
the “not  your regu lar 
supermarket” statement. 
Products are placed by 
destination: you can find 
pasta in four different 
locations - regular products, 
organic products, deli area 
and the Montignac Diet 
dedicated section. the fresh 
grocery area has a special 
s team technology that 
keeps products fresh while 
enhancing the traditional 
market  fee l ing .   also 

appealing are the unique 
exotic fruits. 
another character is t ic 
of the store is the many 
s p e c i a l i z e d  i s l a n d s 
(prepared foods, processed 
meat products, bulk tea and 
coffee, fresh baked bread, 
ice cream, etc.) and shop-
in-shop areas (sushi and 
fish, pizza, oriental delights, 
pasta). 

Conclusions   
Delhaize Group brings a 
new grocery concept to the 
urban mid-to-high income 
customer in Bucharest, 

taking advantage of the 
banner’s exist ing local 
popularity. It does so by 
becoming a destination 
for premium products 
and offering a wide range 
for main categories, while 
keeping a balance between 
local traditional fresh market 
items and exotic, unique deli 
products. 
the larger selling area than 
usual, the in-store lighting, 
the wooden furnishing, the 
visuals, the parking are 
all meant to convince the 
customer of the store’s 
uniqueness.   

Retailvention/verticality

Key data

 Format: supermarket
 opening: 2013
 store Location: Bucharest (Romania)
 number of stores: 250
 size of store: 1,600 m2 
 Product Mix: Food and non-food

Mega Image Concept Store
the Delhaize Group chose Bucharest to test a new grocery concept which came 
with the proposition of a “never seen before” wide range of exclusive products, 
a “never lived before” customer experience and a “never met before” quality. a 
truly new concept and offering for the Romanian consumer.
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SINGAPORE

Market opportunity
the la tes t  Generat ion 
4  c o n c e p t  i s  b e s t 
encapsulated in its tagline, 
“Get talking”. Its signature 
bright l ights and rustic 
chic inter ior is  iconic 
of the Breadtalk store 
and is easi ly identif ied 
at a glance.  the large 
number of outlets located 

th roughou t  s ingapore 
makes it easily accessible 
and it has become the norm 
to find one in nearly every 
shopping mall.  

Innovative Qualities 
the Generation 4 concept 
is the latest development 
in Breadtalk’s efforts to 
connect with its consumers 

with enhanced l ifestyle 
options and to transform the 
way they interact with the 
brand.  Backed with 50 new 
original and healthy recipes, 
the refreshed store and 
engaging platform injects 
new life into the Breadtalk 
store.  
Combining rustic charm with 
contemporary appeal, the 
revised menu was developed 
in line with its efforts to 
promote healthy living – a 
trend that has been on the 
forefront of health watchers 
in recent years.  

Retailvention/verticality

Key data

 Format: Bread Bakery store
 store Location: singapore
 number of stores: 700 (locally and internationally
 size of store: approx. 70-90 m2 
 Product Mix: Breads, sweets and pastries

BreadTalk Gen4 Concept Store
the first to create waves in the local bakery scene. Breadtalk rolled out its 
Generation 4 concept as a way to alter the way consumers see, feel and taste 
the brand.

Conclusions   
the Generation 4 concept 
rol led out by Breadtalk  
enables consumers to better 
connect with the brand 
while helping to strengthen 
Breadtalk’s strong brand 
positioning in the baking 
industry.  their willingness 
to innovate continuously 
has resulted in today’s 
achievement as the leading 
local retai ler for bread 
bakeries.  
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SPAIN - Barcelona

Market opportunity
Etnia covers a market 
opportunity by offering 
high-quality private label 
cosmetics, make-up and 
perfumes at reasonable 
pr ices .  the des ign of 
the stores is particularly 
curated and both  the 
packaging and excellent 
visual merchandising of 
the products work together 
to create an innovative 
shopping experience where 
the client “experiences” the 
product. 
Etnia positions itself as an 
alternative to brands like 
Kiko or sephora where 
t h e  a s s e ss m e n t  a n d 
attributes of the products 
are rarely communicated. 
the highly assisted buying 
process gives value to 
“basic products”: shower 
ge l  becomes  ge l  fo r 

aromatherapy and perfumes 
are associated with cities 
t o  m a ke  t h e m  m o re 
aspirational.

Innovative Qualities 
EtnIa creates ‘ the EtnIa 
a te l ier ‘  where every 
woman can enjoy training 
sessions and individual 
advice from professionals 
on how to apply and wear 
cosmetics and make-up. 

In EtnIa stores, technology 
is used extensively to 
communicate the benefits of 
the products: to experience 
perfumes differently, there 
is a device where users 
can scan the perfume 
they want to try and the 
fragrance comes out of the 
device while features and 
composition of the product 
appear on a screen. iPads 
are used to browse the 

website and register for 
EtnIa Club while a digital 
screen communicates the 
benefits of products.

Conclusions   
E t n I a  i s  a  g o o d 
re in te rpre ta t i on  o f  a 
successful concept: it takes 
the basic notion of selling 
private label cosmetics, 
perfumes and make-up and 
reinvents it by adding new 
experiences and value. 
Unlike its competition that 
focuses on a younger 
audience that begins in 

cosmet ics  and  make-
u p ,  E t n I a ,  w i t h o u t 
neg lect ing th is  group, 
focuses  on  a  woman 
wi th  more exper ience 
with these products. this 
target is general ly less 
price sensitive and values 
instruction on how to apply 
and use the products.  

Key data

 Format: Cosmetics
 opening: 2012
 store Location: Barcelona, Madrid, valencia, Zaragoza (spain)
 number of stores: 4
 size of store: approx. 150 m2

 Product Mix: Cosmetics, make-up and perfumes

Etnia
the spanish cosmetics, make-up and fragrance concept dedicated to the modern 
woman that needs good quality products at competitive prices and professional 
guidance on how to use them. 

Retailvention/verticality
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SPAIN - Madrid

Market opportunity
the founders of this concept 
are applying the “Zara model” 
of the fashion industry to 
gourmet food products. 
they have created a private 
label that gathers the best 
producers and developers of 
epicurean food. 
By o f f e r i ng  l ow-cos t 
gourmet food, the “price 
sensit ive” consumer is 

now able to buy gourmet 
p ro d u c t s  t h a t  w e re 
once pr iced too h igh, 
thus ,  opening up th is 
category of products to 
more consumers .  the 
store’s aesthetic, product 
packag ing ,  and  focus 
on onl ine sales means 
that Petra Mora targets a 
younger segment.   

Innovative Qualities 
a pr ivate labe l  brand 
in a product category 
(traditionally very brand 
sensit ive) and a highly 
curated des ign in the 
product packaging and in-
store dist inguishes the 
concept.
Petra Mora is no longer 
fol lowing the traditional 
path of gourmet stores. 
the quality is no longer 
supported by recognized 
gourmet labels but by 
the team that  se lects 
p r o d u c t s ,  a l l  w e l l -
k n ow n  g a s t ro n o m e s . 
the opportunity to buy 
online allows Petra Mora 
to offer a wider range 
of products by reducing 
storage costs and having 
better communication on 
the quality and origin of 
products. 

Conclusions   
Petra Mora is a pioneer 
in the reinvention of the 
gourmet industry by making 
it attractive to a younger 
target, renewing packaging 
and offering it online as well 
as offline. 
Petra Mora´s founders have 
successfully applied the best 
practices of other sectors 
such as fashion to an 
industry that was still pretty 
traditional in some ways, i.e. 
very brand sensitive. they 

took a very risky gamble 
by creating a brand from 
scratch and justifying the 
quality of products only 
because they are selected 
by famous gastronomes.   

Petra Mora
offering comfortable and affordable private label gourmet products, Petra Mora 
is innovative with its store design, the particularly curated design of the product  
packaging and its focus on online sales. 

Key data

 Format: Food retail
 opening: 2013
 store Location: Madrid, (spain) and online
 number of stores: 1
 size of store: approx. 150 m2

 Product Mix: Delicatessen and gourmet products

Retailvention/verticality
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SWEDEN - Årsta

Market opportunity
s n u f f  i s  a  s we d i s h 
invention and part of the 
national heritage. In a time 
in which consumers are 
sensitive to localness and 
feeling empowered, this 
combination made perfect 

sense for the tobacco 
manufacturer swedish 
Match to open the world’s 
first snuff store. 
the goal of the store, called 
svenskt snus (swedish 
snuff), is to give consumers 
the opportunity to learn 
about the snuff assortment 
of swedish Match and its 
local history dating back to 
1822. the store, which is 
as much a snuff museum, 
a snuff café and a snuff 
workshop as a snuff shop, 
adds  exper i ence  and 
identity to the products. 

Innovative Qualities 
svenskt snus stage an 
everyday product in a 
new and more exclusive 
context than the kiosk and 
supermarket environments 
usually associated with snuff. 
For instance, snuff boxes 
are presented as large 

pieces of ice with reference 
to caviar and customers 
can buy fresh snuff direct 
from the factory exclusively 
at the store. one room is 
dedicated to showing the 
history and production 
o f  tobacco and ho lds 
training courses where the 
participants make their own 
snuff mixtures. Customers 
will also find an espresso 
bar which contributes to 
making the store a place to 
simply hang out. 
overall, the store engages 
customers by creat ing 
a multisensory category 
universe with a community 
hub strategy. the store 
meets the consumer’s 
interest in local roots and 
empowerment by telling 
the story of the brand, as 
well as giving them the 
opportunity to create their 
own product.

Conclusions   
svenskt snus is a sensorial 
s t o r y t e l l i n g  u n i ve rs e 
driving brand engagement.  
Furthermore, the store 
represents an opportunity 
for swedish Match to place 
the otherwise controversial 
product in a di fferent 
context than the regulative 
a n d  h e a l t h - o r i e n t e d 
agenda dominating public 
debate. In other words, 
the store transforms the 

tobacco product from an 
addict discourse to an 
exclusive hedonist culture – 
representing a much better 
way to justify the (mis)use.  

Svenskt Snus by Swedish Match 
With the world’s first snuff store, the swedish tobacco manufacturer swedish 
Match addresses customers directly by communicating their history, craftsmanship 
and community. 

Key data

 Format: Brand Experience store
 opening: 2012
 store Location: stockholm (sweden)
 number of stores: 1
 size of store: 155 m2 
 Product Mix: snuff, brand merchandise, food and drinks

Retailvention/verticality
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they can d iscover the 
entire product range while 
e n h a n c i n g  co n s u m e r 
perceptions of the brand’s 
coffee expertise.

Innovative Qualities 
nespresso has created 
a convincing and enticing 
brand experience around 
the tiny core product of 
a coffee capsule .  the 
v i s ua l  me rchand i s i ng 
is impeccable and the 

Market opportunity
nespresso has identified 
the development of the 
Br i t i sh  consumer ( i n 
particular the Londoner) 
from coffee drinker to 
coffee connoisseur. they 
have used this increasingly 
d i s ce rn i ng  pa l a t e  a s 
inspiration for the customer 
experience in-store. the 
London flagship boutique 
offers customers a multi-
sensorial  space where 

service of an equally high 
standard, achieved through 
nesp resso ’s  dec i s i on 
to recruit its staff from 
hospital i ty backgrounds 
rather than retail. 
the different elements of 
the store work together to 
provide the consumer with 
a uniquely personalized 
experience, featuring a 
number of different areas. 
the tast ing area,  for 
example, is managed by a 

UK - London

team of coffee specialists 
to guide customer tastings. 
the store also makes use 
of video walls and tablets 
to provide a huge visual 
impact and allow for deeper 
customer engagement with 
the brand and its products. 

Conclusions
nespresso has shown that 
even the smallest product 
can be put on a pedestal. 
they have  crea ted  a 
successful store format that 
is an immersive experience, 
educating the consumer and 
increasing engagement with 
the brand.  

Nespresso Regent Street
this new store concept focuses on telling its brand story by providing a tailored, 
educational and experimental experience for consumers where they can try out 
different blends and buy into the nespresso lifestyle.

Retailvention/verticality

Key data

 Format: Boutique store
 opening: 2012     
 store Location: London (UK)
 number of stores: over 300 boutiques worldwide 
 size of store: 479 m2

 Product Mix: Coffee beans and capsules, coffee-related 
merchandise, i.e. crockery and coffee machines 
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consumers to experience 
their products in a unique, 
market hall setting.   

Innovative Qualities 
olive Market allows CJ’s 
retail brands to come to 
life by showcasing these 
“ ingredient” brands as 
part of finished products. 
there are five foodservice 
stations within olive Market, 
including a wood-burning 

Market opportunity
CJ Foods is the largest 
food  manufac turer i n 
south Korea and part of an 
even larger conglomerate 
of companies that include 
home shopping,  reta i l , 
entertainment and media 
as well as a foodservice 
division. olive Market is 
an attempt to creatively 
showcase their vast array 
of  brands by a l lowing 

pizza station, a Mandoo 
Bar featuring dimsum, a 
sandwich and salad area, 
rotisserie chicken and a 
fresh delicatessen. 
addi t iona l ly ,  there are 
refrigerated cases selling 
f in i shed  CJ produc ts , 
categorized by seafood 
and sausage, eggs and 
noodles and kimchi and 
tofu, as well as displays 
elsewhere for dry products 

KOREA - Seoul

and fruits and vegetables.
Many products are featured 
in some of CJ’s restaurants, 
such as vIPs, China Factory 
and tours Les Jours.
F ina l l y ,  there  are  tv 
displays featuring episodes 
from the cooking shows 
(think top Chef) sponsored 
by CJ. and, across the mall 
in this new shopping center 
is a CJ Foodworld, their 
complete food court.

Conclusions
olive Market is an innovative 
way to showcase CJ brands 
by allowing customers to 
taste ingredient products in 
a finished form as well as 
buy the actual products. 
CJ puts  to  use the ir 
considerable corporate 
resources to bring their 
brands to life.  

Olive Market 
Korea’s largest food manufacturer opens a retail/foodservice showcase to 
promote its products.

Retailvention/verticality

Key data

 Format: Marketplace style food hall       
 opening: 2012
 store Location: IFC Mall, seoul (south Korea)
 number of stores: 2
 size of store: 350 m2

 Product Mix: Marketplace featuring retail products for 
sale and foodservice stations 



Retail trend 
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shop. the connection of the 
online and offline world via 
order Zone, digital screens 
and nFC chips offers many 
multi-optional possibilities to 
customers, beginning with a 
brief product overview and 
evolving to an entire virtual 
tour in a product´s world.  

Innovative Qualities 
Both customers and shop 
assistants can get detailed 
product information via Pos 

Market opportunity
today’s trend of the self-
determined shopper who 
informs themselves on 
new products as well as 
where they eventually buy 
them has resulted in major 
challenges for stationary 
retailers.
sporting goods retai ler 
H e r v i s  s u c c e s s f u l l y 
responded to its customers’ 
needs by offering them 
new and more ways to 

terminals or mobile devices 
by using the free in-store 
WiFi zone. In the so-called 
order Zone, one can order 
products online and have 
them delivered to their 
home or to the shop´s Click 
& Collect counter. With a 
large product range, it is also 
possible to get more product 
information online by simply 
utilizing the QR codes or 
nFC chips.  Payment is also 
made easier through the use 

AUSTRIA - Vienna

of the Quick Cart, a type of 
customer card that allows 
cashless and contact-free 
payment. 
Inside a changing cubicle 
c a l l e d  v i s i o n  Ro o m , 
nFC acceptance points 
automatically recognize what 
kind of clothing a customer 
is wearing or about to try 
on. Big digital screens 
automatically adapt to the 
product in question: for 
instance, snowy mountains 
are displayed if the customer 
is wearing a winter jacket, or 
a beach scene is exhibited 
when swimwear is tried on. 

Conclusions 
In Hervis’s future store, 
customers may choose 
f rom  d i f f e ren t  t ouch 
points to interact with 
as they move along their 
path-to-purchase. From 
a sales point of view, it is 
imperative to acknowledge 
their increasing flexibility in 
the shopping process and to 
satisfy this need.  

Hervis Future Store
In its new Future store, Hervis has successfully implemented an innovative cross 
channel strategy that connects the different “touch points”. the integration of 
digital in-store tools offers a refreshing, exciting and unique shopping experience.

technology Intervention

Key data

 Format: Cross channel sporting Goods Retailer
 opening: 2013     
 store Location: vienna (aUstRIa) 
 number of stores: 173
 size of store: 1,000 m2

 Product Mix: sportswear & Equipment
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CHINA

Market opportunity
t h ro u g h  t h e  u s e  o f 
a u g m e n t e d  r e a l i t y , 
Yihaodian set up over 1,000 
virtual stores overnight in 
some of China’s iconic 
landmarks as wel l  as 
directly in front of their 
competitor´s brick-and-
mortar supermarkets. 
all its consumers had to do 
was to download its app, be 
at the right localtion, walk 
through the virtual store 
and browse the shelves 

that would appear on the 
phone´s screen.  
the concept effectively 
allowed Yihaodian to open 
a record number of stores 
within a short time frame.   
Its new virtual store launch 
resulted in a 17% revenue 
increase over the first 3 
months.

Innovative Qualities 
With the aim of providing a 
more interactive shopping 
experience, Yihaodian’s 

augmented reality stores 
have become a hit with 
locals and increased its 
compet i t i ve  advantage 
when compared to its brick-
and-mortar supermarket 
competitors.  Effectively 
bringing online shopping 
to the off l ine world, i t 
has also freed itself from 
delivery restrictions of store 
locations, shelf space and 
operating hours.  With fast 
delivery within shanghai (1-
2 days), it has truly changed 
the entire operating regime 
of supermarkets.

Conclusions   
In the face of tightening labor 
laws and rising overhead 
costs in China, Yihaodian’s 
concept has greatly reduced 
its operational commitments 
by concentrating only on a 
central distribution centre.  
It also provided a sense of 
novelty and injected a ‘fun’ 
element into the consumer’s 
shopping experience.  

Yihaodian
the leading e-commerce grocery retailer in China, Yihaodian is set to be the 
fastest growing e-commerce store. It is transforming the way consumers shop 
through its series of augmented reality stores.    

Key data

 Format: virtual E-commerce stores
 opening: 2012  
 store Location:  China
 size of store: over 1,000
 Product Mix: supermarket

technology Intervention
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SWEDEN - Stockholm

Market opportunity
size and fit varies between 
brands, markets, seasons 
and styles. an american 
sma l l  can  somet imes 
translate to an Italian large, 
and even if shoppers know 
their size in a specific 
brand, it is impossible to 
know the fit of each style. 
this often leads to a high 
rate of returns and thereby 
a significant problem for 
online retailers which costs 
the e-commerce industry 
millions every year. 
virtusize is a simple and 
effective way to decrease 
fit-related returns, increase 
sales, improve the shopping 
exper i ence  and  bu i l d 
customer loyalty for online 
appare l  re ta i lers .  the 
approach also has obvious 
cost savings over the up-
front work involved in more 
complicated sizing solutions 
l ike augmented real i ty 

and 3D visualization of a 
retailer’s entire catalogue.

Innovative Qualities 
virtusize al lows onl ine 
shoppers to compare a 
garment they want to buy 
with a garment they already 
own. By displaying and 
overlaying 2D silhouettes of 
both garments, customers 
c an  more  a ccu ra t e l y 
c o m p a r e  s i z e s  a n d 
ultimately choose the item 
that would fit best, helping 
to reduce fit-related returns 

and increase conversion for 
e-tailers.
according to virtusize, 
86% of the users prefer 
virtusize over the standard 
size charts. Use of the tool 
reduces fit-related returns 
by up to 50%, and 20% of 
shoppers using the fitting 
solution make a purchase 
at the online retail store in 
question.
the virtusize and asos.
com par tnersh ip  was 
shortlisted for a Bt Retail 
Week technology award 

2013 (UK) in the category 
“Customer Exper ience 
technology of the Year” 
as well as for Word Retail 
awards  2013  (Pa r i s ) 
nominated in the category 
Retail technology Initiative 
of the Year.

Conclusions   
Initially launched with the 
scandinavian pure player 
nelly.com in 2011, virtusize 
is now used by consumers 
in more than 100 countries 
and available for 35,000 
garments  through 25 

partner retailers, such as 
asos.com (UK), Megaseek 
(Japan), oasis (UK) and 
Brandos (scandinavia). the 
vision is to become a global 
standard for illustrating the 
size and fit of clothing sold 
online. 
the start-up earns its share 
by charging the e-tailers a 
monthly subscription fee for 
using its solution. the fee is 
determined by monthly page 
views on the product pages 
where virtusize is available.  

Virtusize 
one size does not fit all. virtusize removes the guesswork from online shopping 
as a 2D virtual fitting solution that helps online retailers illustrate size and fit. 

Key data

 Format: 2D virtual fitting solution for e-commerce
 store Location: stockholm-based (sweden) 
 number of stores: 1
 Product Mix: as of september 2013, virtusize operated 25 
retail partnerships and is used by consumers in more than 
100 countries

technology Intervention
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SWITZERLAND

Market opportunity
In the last decade, shopping 
at train stations has become 
increasingly important in 
the country. as a result 
sw i t ze r l and ´s  l a rges t 
transportation company 
sBB is test ing a new 

retailing concept, called the 
“sBB GoodBox”. 

Innovative Qualities 
Customers can now do their 
daily shopping using their 
smartphones on the train 
or at work. once the order 

is completed and payment 
is received on the app, the 
customer receives a QR 
code. 
When arriving at the train 
station, the customer can 
go directly to the sBB 
GoodBox, to open their 
locker with the provided 
code and pick up groceries. 
In addition to food and near 
food products, users can 
also order flowers or get 
their shirts laundered. 
For this new concept, the 
sBB coopera tes  w i th 
retailers and a variety of 
service companies.

Conclusions   
the “sBB GoodBox” offers 
as much convenience to the 
shopper as possible. they 
can now can buy online 
during work hours and pick 
up the order at the train 
station on the way home.   

SBB GoodBox 
a smartphone app based retail solution with which passengers can order their 
groceries for pick up at their railway station upon arrival. 

technology Intervention

Key data

 Format: Digital service 
 opening: 2013 (Pilot-Project)
 store Location: several main train stations (switzerland)

 number of stores: In the Pilot-Project, 3 Pick-up-
stations are tested
 size of store: 80-150 m2

 Product Mix: Food, near food and non-food
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can customise any model 
of audi car from interactive 
touch screens, and drag 
the virtual image of it onto 
the digital walls.the digital 
visualisation of the car is 
life-sized and moveable so 
it can be viewed from as 
many different angles as the 
customer chooses.   

Market opportunity
audi has solved the problem 
of having large objects in 
a high-rent retail space 
through the use of digital 
technology. the store only 
showcases a few cars in 
combination with top-to-
bottom digital screens that 
line the walls. Customers 

Innovative Qualities 
audi has shown i tsel f 
to be an innovator in 
d e v e l o p i n g  c o m p l e x 
d i g i t a l  con f i g u ra t o rs . 
While the likes of nIKE 
have been offering digital 
personalisation services 
since 1999 with nIKEiD, 
the complexity and scale 

UK - London

of a car presents a very 
different chal lenge. For 
the customer to have the 
confidence to purchase a 
car from only having seen 
a digital visualization of it, 
the technology has to be 
state-of-the-art and highly 
realistic.    audi City delivers 
just that, and proves that 
it is possible to sell cars 
without the need to see, feel 
or try them out. 

Conclusions
audi has made its mark 
in digital personalisation. 
the retail model itself can 
offer significant operational 
bene f i t s  by hav ing  a 
customer pay for a product 
before it is produced to 
specification, limiting the 
need to predict range.  

Audi City Mayfair
a new digital car showroom format makes clever use of a small store format 
using state-of-the-art technology, as space is so precious in central London.

technology Intervention

Key data

 Format: show Room
 opening: 2012     
 store Location: London (UK) 
 number of stores: 1 audi City store in UK (London), 1 in 
China (Beijing) with 18 more planned 
 size of store: 420 m2

 Product Mix: Cars only
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Fo r  ex a m p l e ,  ra t h e r 
than using a traditional 
til l , you are more likely 
to be directed to a sofa, 
then presented with a 
swipe machine and your 
purchase, already wrapped. 
Furthermore, al l of the 
clothing in the store is 

Market opportunity
as well as containing the 
tallest indoor retail screen in 
the world, and a permanent 
hydraulic stage for brand 
the events, the Burberry 
store also uses cutting edge 
digital technology through 
key customer touch points. 

embedded with chips which 
can be read by screens 
and mirrors using radio-
frequency identif ication 
technology.    

Innovative Qualities 
the store is highly original 
in imitating the convenience 
of purchasing online to a 
great extent. the chips 
in the clothing l ink to 
promotional content much 
like clicking on a garment 
on the website. the shop 
a s s i s t a n t s  a re  e a c h 
equipped with an iPad 
connected to real-t ime 
information on size and 
stock availability, meaning 
you can purchase an item 
from the comfort of an in-
store armchair. 
Moreover ,  there  i s  a 
network of high-speed 
lifts concealed behind the 

UK - London

store’s walls to transport 
products from stock room 
to shop floor. all these 
features suit the online 
shopper who is accustomed 
to knowing in the space of 
a cluck whether an item is 
available in their size, and 
does not expect to wait.

 
Conclusions
this store is a playground 
of innovat ive,  exci t ing, 
and commercial ly savvy 
technologies, each designed 
to inci te an emotional 
connection to the brand. 
the store environment 
is ful ly immersive with 
digital screens displaying 
aspirational imagery and 
420 speakers. 
the appeal of the store is 
heightened by the premium 
service delivered by highly 
trained, multi-lingual staff.  

Burberry Flagship store london 
say goodbye to queues and tills. Burberry’s flagship store has been designed as 
a bricks-and-mortar manifestation of their website: a clear statement that for 
Burberry, digital innovation is a priority. 

technology Intervention

Key data

 Format: Flagship store       
 opening: 2012
 store Location: London (UK)
 number of stores: 1 flagship store in London, and 16 
other stores and concessions in the UK
 size of store: 4,088 m2

 Product Mix: Womenswear, Menswear, Childrenswear, 
shoes and accessories
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