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Comments of the readers are welcome and can be sent to the editor
fabrizio.valente@kikilab.it

Qualitative marketing research

Quantitative marketing research

Customer satisfaction analysis

Ki-Store: analysis of in-store
buying decisions (entry-exit
comparison)

“Company Movie”:
Movie making as a motivational and
communication tool for internal and
external targets

Creation of conventions and company
events 

Concept and production of House
organs, Newsletters and Multimedia
tools

Marketing Lab                                   INTERNAL COMMUNICATION

Development of new retail concepts

Retail branding

Ki-Tours: workshop & retail tours

Ki-Best: virtual retail tours

Ki-Library: 25.000 pictures of
international stores and retail areas
(more than 50 cities and 20
countries)

Partner-Shop: an ethnographic
approach to add value to the
relations between Suppliers and
Trade

Change management

Leadership development

Customer orientation

Team building and team work

Communication empowerment

Individual coaching

Outdoor OMT® & non-conventional
training

KiKi Lab is a firm of expert
consultants, researchers and trainers
that helps its clients to successfully
exploit new market opportunities,
understanding socio-cultural and
market change, and how they
influence retail.

Retail Lab                                          IMPROVEMENT PROGRAMS
                                                           and TRAINING
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into each other’s expertise, but it also sets up an easily accessed network
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and creativity.
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More than 60 years after it was
founded, this enduring retail
super-upmarket and exclusive
jeweler on Castlereagh Street,
Sydney, defies the common per-
ception that merchandising quali-
ty drives sales. Instead, it focus-
es on a ‘by appointment only’
shopping experience.

Imagine a thriving retail store in
the heart of a busy city, adjacent
to the busiest department store
in Sydney, with throngs of cus-
tomers walking past, but none of
them allowed to enter, except by
ringing a doorbell. None of them
allowed to even browse. The
walk-in rate would be negligible
or non-existent. It’s almost
unthinkable.

J.Farren-Price, a Sydney-based
jewelers, has a strong reputation
for unique items and timepieces
of the highest quality. Recently,
they’ve undertaken an extensive
renovation and expansion of their
iconic showroom, culminating in
the installation of a new retail
and branding concept by Design
Portfolio.  

J.Farren-Price Jewellers 

Location: Sydney
Format: Jewelry store
Surface: 1,400 feet2 (130 m2)
Staff: 10

Keys of innovation:
❚ Highly exclusive, by appointment or 

invitation

❚ Values in the business are reflected in the
design

❚ Technology to sell and describe jewelry,
and exceptional staff expertise

❚ Discrete guest lounges with individualized
privacy and service

❚ No peak period or ‘browsing’

❚ Attention to design detail in store reflects
attention to detail in product design

Privileged clients wait and
select in sumptuous comfort

The company logo embedded
into the glass for privacy

Client consulting tables—
nothing to distract from the

piece on sale

External view



Entry to the showroom is by
prior appointment or by ringing 
a doorbell.  While upholding tra-
ditional values of trustworthi-
ness, honesty and good service,
the firm’s principals have a
strong commitment to contempo-
rary ideas, technology and
designs.  These are the essence
of the J.Farren-Price brand, and
the new concept was designed to
communicate them to the cus-
tomers visiting the showroom.

J.Farren-Price’s desire for privacy
can be adjusted to suit each
client, through the use of fold-
away glass doors and an elec-
tronic privacy screen. 

The Patek lounge features Louis
XVI antique furniture with its
exquisitely patterned French
baroque upholstery, alongside a
42-inch plasma screen that is
used for demonstrating the finer
features of the custom-designed
jewelry.  

The showroom design boldly
mixes contemporary elements
with traditional ones.  The main
sales area has marble floors,
intricate XVII century chande-
liers, and modern lighting.
Extensive window displays attract
the attention of window shoppers
from a busy street; inside,
streamlined product displays fea-
ture dramatically lit white stone
cases framed by cascading sheer
fabric.  The minimalist internal

display reflects the fact that this
isn’t a browsing store.  Every
guest is greeted and invited to
sit down by a consultant and
jewelry pieces are brought to the
table for them to see.  Antique
gilded guest chairs contrast the
consulting tables’ simple design.
This attention to design detail in
the store reflects the same
attention to detail in product
design in the jewelry workshop.  

Sales figures are closely guard-
ed, but with an average sale in
the tens of thousands of dollars
and a committed clientele where
‘membership’ is something to be
prized, it isn’t difficult to believe
that this magnificent jeweler will
continue to thrive. 

Retail Innovations 2
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Fine silk displays to heighten
the quality of the product

Catalog cover Latest technology to 
demonstrate and describe 

fine jewelry
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Putting customers in control of
solutions that affect them is a
huge challenge in high-advice
retailing.  A highly innovative
pharmacy format improves cus-
tomer experience while increas-
ing business performance.
Winner of Australia’s retail award
for innovation in 2004.

In a country where pharmacy
ownership is still regulated and
limited to pharmacists, and where
health and beauty categories are

the fastest growing areas in
supermarkets (who make no
secret of spending millions in
their efforts to deregulate this
highly significant retail segment),
the challenges to pharmacist
owners are enormous. Two chal-
lenges stand out:

❚ How to maintain the significant
trust that the public places in
their community pharmacist.

❚ How to stay relevant to cus-
tomers who know more,
demand more, want more. 

‘The front of store’ (non-medical,
health and wellness areas) has
been under increasing threat from
competition. Customers now pur-
chase goods that were formerly
the ‘province’ of pharmacy else-
where. Margins in the dispensary
are decreasing and more and
more ‘pharmacy only’ lines are
available in supermarkets.

Terry White Chemists 

Location: Melbourne
Format: Health, beauty, and wellness 

pharmacy.
Surface: 11,000 feet2 (1,000 m2)
Turnover:  AUD$15 million
Staff: 35
SKUs: 16,000
Checkouts: 6

Keys of innovation:
❚ Combination of high volume/value price-

points with highly professional and skilled
staff

❚ Combines a medical center within the 
pharmacy 

❚ Provides dense ranging with a high priority
on information to the customers

❚ Offers navigation to health and wellness
concepts including nutrition and core 
medical areas

Front of store—wide, fresh and inviting access

Manage Your Health—delivering key disease state information with support services
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Terry White Chemists, bearing
the name of the original founder,
is now one of the most signifi-
cant pharmacy formats and
brands in Australia, with 90
members generating in excess of
AUD$500m in sales.  The group’s
benchmark and flagship pharma-
cy is at Knox Centre in suburban
Melbourne, trading in 11,000
feet2 (1,000 m2) and looking to
achieve sales of around $15m –
$20m per year (already well on
target). Owned by Terry and
Rhonda White, it’s achieved
some critical objectives:

❚ Developing a large format
pharmacy which, through
dense ranging and superior
skills, positions itself as the
most relevant first choice in all
core categories so that cus-
tomers will travel past other
pharmacies to visit;

❚ Integrating the pharmacy with
significant medical facilities and
specialist staff to deliver a
‘one-stop shop.’  Access to the
bustling medical clinic is
through the pharmacy.  Along
with seven pharmacists, there
are three highly experienced
naturopaths, a physiotherapist,
several beauty therapists, and
another 30 tightly recruited
and highly trained staff;

❚ Identifying core strength areas,
beauty, natural nutrition,
‘Manage Your Health,’ with
powerful and attractive graph-
ics in the five national disease
priorities: weight, diabetes,
heart, asthma, and smoking.
These areas are aligned to
national bodies such as the
Asthma Foundation, the Heart
Foundation and so on;

❚ Creating an information rich
and easy-to-navigate environ-
ment designed to make it sig-
nificantly easier for customers
to shop and get answers to
their questions, especially in
peak periods when the phar-
macy is busiest. One hundred
percent of customers visiting
these areas can access the
right information, often enough
to enable them to understand
the treatment options (prod-
ucts and services), and in the
nutrition category, to enable
them to buy the right products
without staff intervention.  With
staff intervention, the shopping
experience just gets better.
Even without staff, the cus-
tomers still get advice;

❚ Providing recognizable value in
sharp price-points and binning
strategies.

With an average sale the envy of
the industry, Terry White
Chemists at Knox combines
superb professionalism with edgy
and sophisticated retail execution.

Delivering an outstanding
beauty experience

Edgy graphics support dense ranging
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Clube Chocolate

Location: Sao Paulo
Sector: Fashion
Format: Lifestyle concept store
Size: 22,000 feet2 (2,000 m2)
Staff: 20

Keys of innovation:
❚ Lifestyle proposition

❚ Store environment 

❚ Open-sell format

❚ Cross-merchandising

❚ Unusual segmentation

The store offers a good mix of
fashion, music, design and food,
providing a stimulating environ-
ment, driven by a lifestyle con-
cept.

Chocolate was a traditional
Brazilian women’s wear retail
chain. The company was based
in Rio de Janeiro and has been
acquired by the Portuguese
group Riopele. 

The brand has been repositioned
and its retail proposition was
revamped before the opening of
the flagship store in Sao Paulo,
in 2004. 

The new format has been named
“Clube Chocolate” (“Chocolate
Club”) and reflects a concept of
integrated proposal, blending dif-
ferent brands, products and cate-
gories in a sophisticated and
contemporary environment. 

The concept store offers fashion,
music, design and food in one
place, focusing on lifestyle. It
aims to leverage the brand and
create a unique shopping experi-
ence. It has four different levels,
with a total sales area of 22,000
feet2 (2,000 m2).

An overview of the store. Contemporary architecture and natural ele-
ments as the scenario for an informal merchandising exposition

Colorful and intriguing fruit stand Pet-related articles, next to
women’s apparel

The flower stand, integrated with
home furnishing
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The product selection includes
apparel, footwear, fashion acces-
sories, decoration, pet-related
articles, electronics, books, mag-
azines and even flowers and
fruits. The different categories
are cross-merchandised, in a
clear lifestyle proposition. 

Fashion is dominant, with
approximately 70 brands in the
store, distributed on three floors.
The apparel items are displayed
in a democratic mix, coordinated
by their usage. Wide and com-
fortable fitting rooms are located
on each side of the store. 

The offer of brands such as
Armani, Dolce & Gabbana, Prada,
Celine, Dior, Chanel and Gucci,
raises the value perception of the
Chocolate label apparel and
accessories. The proprietary-label

items have been exported since
early 2004 to Europe, Canada
and the United States, where
they are distributed through
multibrand stores.

Modernity and sophistication
mark the store, both in architec-
ture and merchandising. 

Also integrated in the store: a
jewelry area, a multimedia zone
(with selected CDs, DVDs and
magazines, constantly renewed),
a fruit stand and the surprising
“Girl’s Club” (a low-profile erotic
boutique only for women), with
accessories, forbidden books, sex
toys and high-end intimate wear.

The ambience and the in-store
merchandising stimulate contact
and free-interaction with prod-
ucts. 

The shopping experience ends at
the bar and contemporary French
restaurant, in the basement,
headed by chef Pascal Jolly (ex-
Plaza Athenée). In the restau-
rant, the architecture, designed
by Isay Weinfeld, uses natural
light and includes a small sand
beach with palm trees.

Clube Chocolate is a Riopele
Portuguese textile group invest-
ment, which achieves the goal of
being a reference in image and
branding, translating its charac-
teristics in an original and dis-
tinctive way. The store, also
present in Rio de Janeiro, and
soon in Portugal, is akin to con-
cept stores such as Colette, in
Paris, and Clearly First, in New
York.

Bar and contemporary French
restaurant, surrounded by
white sand and palm trees

The “Girl’s Club,” an erotic
boutique only for women

Menswear, matched by style
and color

The window in the entrance corridor, emphasizing fashion and exclusiveness
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Colombo HomeStore

Location: Porto Alegre
Sector: Furniture, appliances, electronics

and houseware
Format: specialty megastore store
Size: 43,000 feet2 (4,000 m2)
Staff: 100

Keys of innovation:
❚ Complete offer on home solutions

❚ Diverse presentation in coordinated 
environments 

❚ Cross-merchandising

❚ One-stop shopping 
experience

❚ Shop-in-shop – includes Colombo MegaStore
kiosks, offering lower-priced products

As the result of a trading-up
strategy, the low-end focused
chain of furniture and electronics
“Lojas Colombo” has developed
the HomeStore format, with a
complete offer on home solutions
and an interesting merchandising
presentation.

Brazilian furniture and electronics
chain Lojas Colombo runs more
than 365 stores in five states,
plus Internet and phone sales.

Besides its MegaStore and
VirtualShop formats, the compa-
ny developed HomeStores, pro-
viding a complete offer on home
solutions. 

Colombo’s first HomeStore unit
was opened in the southern city
of Porto Alegre, in a 43,000 feet2

(4,000 m2) building. The unit is
noticeable for its clean environ-
ment, excellent lighting and
strong signage. 

Offering more than 10,000 prod-
ucts, the store coordinates the
mixed presentation by solutions
(living room, home-cinema, din-
ing room, home office, bed-
rooms, kitchens, restrooms,
accessories, fitness and leisure)
displayed with a racetrack-style
layout. 

Profusion of colors in dinnerware, serveware, mugs, and utensils

Assortment presented in booths in
a racetrack-style layout

Products coordinated in solutions,
as if in real usage

Kitchen mixing furniture, appliances,
home portables, and accessories
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Electronics and kitchen appliances are exposed separately, 
close to related products

Laundry and bathroom booths

Armchairs islands. Stand-alone presentation of items that can be 
coordinated in environments

The furniture is presented in
booths and set in realistic envi-
ronments, mixed with home
decor objects, paintings, tapes-
tries, home furnishings and, in
some cases, appliances. 

Some items, such as armchairs,
tables, beds and mattresses, are
also exhibited in stand-alone
mode, concentrated in islands
along the circuit. Every item has
clearly visible labels that include
a product’s technical characteris-
tics and price. 

Electronics are cleverly organized
in various sections: sound and
image, computing, phones,
portables and kitchen, close to
the booths that simulate their
typical usage.

The profusion of colors brings
customers’ attention to the con-
temporary-style home acces-
sories assortment. Textiles (bed,
bath and dining) and fitness and
leisure products complete the
store’s mix.

Colombo HomeStore intends to
focus on mid- to high-end con-
sumers, but it is possible to pur-
chase less expensive products
sold at Colombo’s stores through
several electronic kiosks available
along the racetrack circuit, thus
reducing HomeStore’s inventory
and improving Colombo
MegaStore’s sales.

The shopping experience offered
to consumers is the ease of find-
ing home-related products in one
place, assisted by a 100-employ-
ee team, with services such as
home decor project consulting, a
snack bar and a jungle gym.

A second HomeStore recently
opened in Curitiba, also in the
southern region, as the result of
a Colombo MegaStore conver-
sion.

The chain intends to open five or
six HomeStores in large cities, in
2005.
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Villa Daslu

Location: Sao Paolo
Sector: Luxury and upscale markets
Format: Lifestyle concept store
Investment: US$60 million 
Size: 183,000 feet2 (17,000  m2)
Staff: 700

Keys of innovation:
❚ Complete offer of luxury goods and brands

❚ Lifestyle focus 

❚ Daslu’s own labeled line of products

❚ Fashion launcher – instead of following the
local market, it sells its apparel collection
according to seasons of the northern hemi-
sphere

Daslu, the temple of luxury, can
satisfy all dreams of consump-
tion, thanks to its breathtaking
new building that almost doubles
the sales area.

Daslu started as a little apparel
boutique and became a fashion
emporium and an international
reference for sophistication and
glamour. It is recognized as a
luxury brand that signifies an
exclusive lifestyle.  

Its original store was located in
an upscale residential neighbor-
hood and occupied 135,000 feet2

(12,500 m2) in 23 connected
neoclassic-style houses. Due to a

protracted debate over zoning
regulations, Daslu recently
moved to a 182,990 feet2

(17,000 m2) building in a com-
mercial district, on one of Sao
Paulo’s main highways.

The white and cream-coloured
building has four floors and can-
not be considered a mall or a
megastore. It is a unique build-
ing concept that has neither
standard store windows nor cor-
ridors and is subdivided into
rooms, as in the previous store. 

The classic Greek architecture
includes round columns, three-
floor high atriums, plenty of nat-

ural light provided by big sound-
proof windows, and more internal
windows for segmentation. 

The ground floor has the biggest
Chanel and Louis Vuitton stores
in Latin America, at 2,100 and
4,300 feet2 (200 and 400 m2)
each, divided by two sets of
stairs. It also offers other brands
such as Burberry, Giorgio
Armani, Fendi, Dolce & Gabbana,
Dior, Prada, Valentino, Gucci,
Jimmy Choo, Salvatore
Ferragamo, Bluemarine, Sergio
Rossi and Chloé.

An outside view of the white and cream-colored neoclassic building

A two-person Robinson helicopter hanging from the atrium ceiling Decoration detail. All furniture and
accessories are available for acquisition
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Daslu’s new logo: “Glory to God
forever!” in Latin, between  two

Brazilian parrots
Water bottle, specially developed

for Daslu

For the first time men can visit
this area—and buy lots of pres-
ents. In the prior Daslu they
were banned from the store,
since there were no fitting rooms
and customers had to disrobe
and try on outfits in the sales
area. 

However, women can only access
part of the first floor. It carries
international brands, exclusively
imported, as well as some of the
most chic Brazilian brands and
Daslu’s own labeled products.
Customers can even try on some
Manolo Blahnik shoes at a cham-
pagne bar, specially designed by
the famous David Collins.

The Daslu brand is also exported
to 65 stores in 35 countries.
Plans are to export 100,000
items in 2006. The assortment
includes apparel, footwear, lin-
gerie and accessories. 

Men are welcome at the nine
jewelry venues, Choppard and
Cartier among them, and can
enjoy the comfortable restaurant. 

On the second floor, it is possible
to buy anything from a bottle of
wine to a helicopter. The first
Apple store in Brazil is there,
occupying 12,920 sq. ft.
(1,200m2), along with a cigar
shop, Bang & Olufsen, a fashion-
able Japanese restaurant, Ferretti
boats, an upscale real state
bureau, Volvo and Jaguar cars. If
Giorgio Armani, Ermenegildo
Zegna, Prada, Hugo Boss, Gucci,
Nike or Brazilian Track & Field do
not fit, there is a tailor available. 

The layout and presentation are
geared towards men’s purchasing
style. All apparel assortment is
available in the sales area so
that men do not have to wait for
salespersons to bring more alter-
natives into the fitting room. 

The addition of non-apparel
products to the men’s area was
designed to increase sales
among men, considering that
currently men represent only 30
percent in total sales. 

The third floor is a self-indul-
gence and decoration paradise,
with a spa directed by the North
American Dr. Perricone—discov-
erer of the famous anti-wrinkle
cream DMAE—as well as a beau-
ty salon, a tapestry shop, eight
antiquaries, several bed and bath
brands, and apparel for babies,
children and teenagers. 

Customers do not have to carry
shopping bags around Daslu. An
electrical conveyor belt trans-
ports everything to the cus-
tomers’ cars. If the customer is
in a hurry, it is possible to select
merchandise in advance, thus
reducing actual purchase time.  

The fourth and last floor has a
32,000 sq. ft. (3,000 m2) area
for events. Only the five best
event organizers and catering
providers are authorized to work
there. 

The new building is the result of
an estimated US$60 million
investment, divided between
Daslu, the suppliers and the
Portuguese group Ergi, which
owns the building. Daslu invested
in decoration, inventory and
staff. Ergi was responsible for the
construction, and charges
US$35,000 for rent. 

The team consists of 700
employees, trained to provide
the most pleasurable shopping
experience. Part of the sales staff
are daughters of politicians and
the aristocracy, known as
Dasluzetes. An army of atten-
dants in maids’ uniforms folds
clothes and serves customers. 

The new Daslu is capable of sat-
isfying all the luxury needs of its
customers, resulting in a conver-
sion index of 75 percent.

Long linen curtains embellishing
the champagne bar



Innovations from Canada

J.C.WILLIAMS GROUPJ.C. ILLIAMS ROUP

Presented by:



14

Retail Innovations 2

Apple iTunes Music Store

Keys of innovation:
❚ Seamless integration with Macs, PCs, and

the iPod

❚ Attractive design of the iPod stimulates the
music store’s sales  

❚ Multiple features that invite the customer to
spend time exploring

❚ Collaboration between music lovers is facili-
tated

❚ Customers produce their own customized
product: a CD with inserts

Apple has established itself as
the leading force in the online
music industry by providing an
elegant online storefront that
integrates easily into all of its
hardware platforms, especially
the iPod player.

Music Industry Upheaval

A dramatic revolution occurred in
the retail music industry in the
last several years.  Sales at tra-
ditional brick and mortar stores
suffered enormously under the
pressure of downloading music in

digital format through services
such as Napster. Millions of song
tracks were traded between indi-
vidual personal computers
through the Internet, much to
the detriment of retailers, record
companies, and artists. While
peer-to-peer downloading still
exists, legal action has led to the
demise of Napster and an
increase in the number of for-pay
sites where music lovers can pur-
chase quality recordings and
clean files.

Apple’s Entry into the Music
Industry

Recognizing this pervasive trend
in music downloading, Apple cap-
italized on the opportunities by:

❚ developing software to facilitate
the management of digital
music files on the computer,

❚ designing the aesthetically
appealing iPod portable audio
player, and

❚ opening the online storefront
for iTunes Music.

❚ Web-based storefront

❚ Offers more than one million songs in the U.S. and 9,000
audiobooks

❚ Opened pan-European storefront in October 2004 and
Canadian storefront in November 2004

❚ The U.K., France, and Germany have their own iTunes
storefronts

❚ Sells one million songs per day

Apple’s integrated solution Apple iPod: a mini hard disk-based
audio player

Apple’s colorful iPod Mini
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Comparative size of the Apple iPod
Shuffle

Apple iPod online advertisement

Apple’s business model seam-
lessly integrates all these ele-
ments (i.e., iTunes software, the
iPod, and iTunes Music Store) to
evoke a positive customer expe-
rience while promoting repeat
sales.

iTunes Software

The easy-to-use iTunes software
helps individuals organize their
music collection, search for
desired tracks or artists, and
synchronize their computers with
their iPod portable player.

iPods for Everyone

Apple has designed an iPod for
all price ranges attracting many
market segments.  Hard disk-
based iPods vary in their capacity
and prices range from US$199 to
US$499. As the name implies,
the iPod photo displays pictures
on its screen from a variety of
formats, besides playing music. 

January 2005 saw the introduc-
tion of the low-cost flash memo-
ry version of the iPod called the
“Shuffle,” at US$99 iPods can
store from 120 to a remarkable
15,000 songs.

The overall aesthetics of the
iPods combined with the cachet
of an underdog brand has made
demand soar.

iTunes Music Store

More than one million songs and
9,000 audiobooks are available
for downloading from the U.S.
site. The iTunes Website is very
feature rich and guides the cus-
tomer in discovering new music
in a variety of ways:

❚ Sharing songs via play-lists is
encouraged between iTunes’
customers

❚ Celebrities contribute play-lists
to the site so fans can see
what their favorite stars listen
to

❚ A potential buyer can sample
30 seconds of a song to deter-
mine if it suits their taste prior
to purchasing

❚ Music can be browsed by genre
as well as by artist and album.

Once the customer has selected
songs to buy, he downloads them
to his computer, organizes them
using iTunes software, and then
synchronizes his iPod with his
computer, downloading the new
music.  He can also burn CDs of
that same music and print colorful
CD inserts.

The Halo Effect

Customers have positive experi-
ences with the iTunes Music
Store and the iPod, which lead to
a so-called “halo” effect—an
increased demand for Apple and
other products.  Apple’s share in
the PC market is estimated to
rise to 5 % from its current 2%
– 3% share.

Results

❚ Apple has 70% of the music
download market.

❚ Apple now sells one million
songs per day through the
iTunes Music Store.

❚ 300 million songs were down-
loaded between April 2003 and
March 2005.

❚ Apple has 60% of the digital
audio player market.

❚ 10 million iPods have been
shipped since their introduction
in 2001.

❚ Apple is forecasted to sell 22
million iPods in 2005 and 27
million in 2006.
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Black’s

Format: Photo/Camera
Stores: 144
Size: 1,100 to 4,000 feet2

(100 to 370 m2)
Sales: $500 to $1,000 per sq.ft per year

Keys of innovation:
❚ Customer-focused store

❚ Analysis of gross margin return on inventory
(GMROI) by square foot 

❚ New approach to signage and cross-selling

❚ Introduction of self-serve technology for
customers

❚ Effective store layout and design

Black Photo Corporation,
Canada’s leading photography
chain, experienced a very suc-
cessful repositioning in a highly
competitive market

The Challenge

There are two key factors affect-
ing photography and film pro-
cessing stores: consumers
switching to digital cameras and
competitors (Wal-Mart and drug
stores) deep-discounting film
processing to build shopper traf-
fic.

To flourish in the Canadian mar-
ketplace, Black’s had to revisit
their business strategy.

The Methodology

The first step was to complete a
very thorough global search for
information on the photography
industry. This turned up a lot of
good information but nothing
new on the consumer. Therefore,
Black’s worked with J.C. Williams
Group to complete a professional
review of photography shopping.
Consequently, shoppers were
randomly recruited for focus

groups and field research, and a
sophisticated and highly effective
new approach to customer seg-
mentation was used. While prob-
ing in focus groups for use and
attitudes towards photography,
five major segments were dis-
covered. These cut across all
demographics, clearly identifying
two high-potential segments.
One segment was chosen as the
key to higher margin growth
opportunities. This particular
segment complements the sec-
ond high-volume group, and
chooses photography specialty
stores over discount and drug

Before, the store décor is dark and
entrance blocked with old fixtures

Take-home Tips: The tips and solu-
tions on the wall and Website are

in printed format, too

Although the signs (above) take up
space and reduce the number of

units on display, shoppers thought
there were more SKUs in stock.

A modern image and open aisle pattern welcomes shoppers
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The simple, illustrated signs
coach shoppers on how to use

the self-print machines

By advising shoppers about
digital cameras and terminolo-

gy, people became familiar
with this new product and

were more confident in talking
to a sales associate. 

The information signs suggest
solutions to shoppers’ needs

or problems. The picture
frames are shown in groupings

– to increase multiple sales

stores due to the lack of trust for
either to handle their special
occasion pictures. In addition, by
focusing on this segment, the
other high potential segment
might be attracted, too. (Note:
specific segments cannot be
revealed for competitive rea-
sons.)

The insight gained from this mar-
ket and industry research
allowed Black’s management
team to come to a conclusion:
the store had to be repositioned
to appeal to the new target seg-
ment.

With the involvement of a mar-
keting firm that specializes in in-
store communications of (semi-)
technical products, came the idea
of “solutions information” signs
instead of the classic “product
characteristics and benefits”
signs. Once the test store
opened, store management
reported very high use of the
signs (and take-with informa-
tion). Shoppers were able to
educate themselves, which
encouraged them to speak with a
sales associate (rather than be
embarrassed by their lack of
knowledge).

The Results

❚ The target for the test store
was a +15% sales increase:
test store sales: +25%

❚ Average unit sale increase:
CDN$5.00

❚ Return on remodeling: payback
in 16 months

With a new store encouraging
shoppers to enter, better layout
for circulation, signage to help
shoppers navigate the purchase
process, staff trained to sell solu-
tions, and in-store marketing to
encourage add-on sales, the first
test store’s sales exceeded 25%,
and roll-out stores produced
increases of 15% – 25%. 

There were several important
reasons for these sales increas-
es:

❚ The new store and layout were
more welcoming and easier to
navigate;

❚ The “solutions information”
signs had a tremendous impact
on conversion because the
shopper could read the signs
and quickly understand the lan-
guage and the solution offered
by one product over another,
which led to an easy conversa-
tion with sales staff;

❚ The accessory displays
increased the average unit sale
by approximately CDN$5.00;

❚ Sales associates were trained
to sell “solutions” and with the
“solutions information” posters,
they could serve more cus-
tomers faster;

❚ Black’s Web-based services
complemented the in-store
activity.

In summary, the consumer-
focused approach created an
innovative new store experience
that has strong appeal to a spe-
cific segment. The risk was not
on focusing on a narrow seg-
ment, but in continuing an “all
things to all people” strategy.
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Xintiandi

Sector: Dining, retail and entertainment
Format: Upscale open-air mall
Size: 431,000 feet2 (40,000 m2)

❚ 38 stores, 25 restaurants, 8 coffee shops
and teahouses

❚ Food court

❚ Entertainment complex

❚ Cinema

❚ Disco pub

❚ Bars

Keys of innovation:
❚ Combination of 100-year-old historical archi-

tecture with trendy and modern interiors

❚ Open-air mall, lifestyle focus 

❚ Xintiandi Gift Shop store

This open-air, lifestyle focused
mall offers fashionable dining,
eclectic retail, first-rate services,
culture and entertainment in an
environment that combines nos-
talgic Shanghai architecture with
modernity and stylish design.

China’s largest cities offer a retail
mix that includes traditional,
mass market, and luxury retail-
ers. At the same time, some of
the biggest global retail corpora-

tions, such as Wal-Mart,
Carrefour, Tesco and Metro, are
now operating there.

The growth of Shanghai, one of
China’s best-known cities, also
presents an interesting blend of
impressive new buildings, reno-
vated areas and brand new
malls, offering multifunctional
dining, retail and entertainment
centers.

Recently opened, Xintiandi is part
of the revival of a traditional res-
idential area, featuring tiny nar-
row streets and old Shanghai
apartments, which have been
converted into open-air commer-
cial centers, using old existent
structures and adding new
Chinese retail operators and well-
known international brands. 

Xintiandi Gift Shop Simply Life proposal, announced in
its window

AO2 entrance. Historical architecture
and gray flagstones

Open view of the commercial area
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Xintiandi’s own labeled wine list Xintiandi trademark Starbucks. Historical architec-
ture and gray flagstones

Concept store Life Ztore bar and coffee areas

The concept focuses on con-
sumers’ lifestyle, offering stores,
boutiques, restaurants, coffee
shops, teahouses, bars and the-
aters, and is emerging as one of
the top locations in the city, with
a high frequency of foreigners.
Three anchors embody this
lifestyle concept. 

Simple Life offers products for
the home, with a wide assort-
ment of home décor items,
housewares, accessories and
design items. The company also
operates telephone and catalog
sales channels. 

AO2, another concept store,
focuses on apparel, fashion,
footwear and accessories, and
also includes home decor items,
especially for the bedroom and
entertainment areas. 

Life Ztore offers decorations, fur-
niture, paintings, carpets, books
and flowers, in a salute to all five
senses. It includes a large coffee
shop and bar area.  

Among the peculiar aspects of
this center, with its clear focus on
lifestyle-driven consumers, two
Xintiandi private label stores
stand out. Both offer innovative
presentations of souvenirs such
as watches, key rings, pens,
glasses, apparel, office articles
and decoration, and fine wines.
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Bilka OneStop

Location: Fields Shopping Center,
Copenhagen

SKUs: 100,000
Size: 108,000 feet2 (10,000 m2)

It is not a matter of size, but
rather the attention to detail that
most impresses customers talk-
ing about Bilka OneStop, which is
located in Fields Shopping
Center, the largest shopping cen-
ter in Scandanavia.

Target group: Customers from
the greater Copenhagen area as
well as the southern  part of
Sweden and from a distance up
to 150 kilometers outside
Copenhagen. Its competitive

advantages? A large assortment
and low prices.

Bilka - part of Dansk
Supermarket

Bilka was launched in 1971 by
Dansk Supermarket as the first
hypermarket in Scandinavia.

Dansk Supermarket began as a
retail company back in the ‘60s,
launching its first supercenter – a
store with 60% food and 40%
non-food products. The name of

that chain was Fotex. At that
time Fotex was mainly consid-
ered an overesized supermarket.

Bilka became the new out-of-
town concept in the ‘70s.

Later in the ‘80s Dansk
Supermarket also launched the
Netto discount chain, which
today ranks among the largest
discount chains in Europe, after
Aldi and Lidl from Germany.
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Bilka OneStop – a real hyper-
market

At Bilka OneStop, more than
70% of the sales area is used for
non-food items. The other 30%
is used for food in an area
named Food Life.

The customer’s first introduction
to the store could be a visit in
the cafe located near the
entrance. When arriving at the
store, customers walk down a
very broad boulevard to reach
Food Life. Along the way, they
will pass by a lot of non-food
items, in the clothing, entertain-
ment, sports and health & beauty
departments.

Designers from Dansk
Supermarkets drew on more
than 30 years of experience in
the hypermakret field to create
the innovative design elements
that characterize Bilka OneStop.

Noteworthy areas in Food Life
include:

❚ A large, diverse and innovative
dry goods display

❚ Specially designed lighting and
flooring in the wine department

❚ A bread department where cus-
tomers can choose their own
bread from one of the city’s
largest bakeries

❚ Produce from around the world,
a fresh fish market, and a large
delicatessen

Some store products reflect mer-
chandising solutions in which
manufacturers play a helpful
role. In the beer section, this is
exemplified between Bilka and
the danish brewery Carlsberg.

Employees are notably friendly
and helpful. The store is the first
hypermarket close to the city of
Copenhagen. Customers can
reach the Bilka OneStop in ten
minutes on the subway from the
center of the city.

Bilka OneStop was nominated as
one of the best food stores in
Denmark in 2004.
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House of Dreams VIP
Showroom
Location: Copenhagen
Format: Showroom
Location: Vallensbæk, near Copenhagen
Size: 6,000 feet2 (550 m2)
Staff: 100

Keys of innovation:
❚ The supplier doing the selling to the end-

customer for the dealers

❚ A VIP showroom with limited opening hours
or booking in advance 

❚ A sensory room adding to the experience

❚ A tourist attraction: get your picture taken
in Robbie Williams’ bed

❚ On-site chiropractor

House of Dreams is the fran-
chise-taker of Dunlopillo beds
and mattresses in Scandinavia.
Manager Henrik Renmeers real-
ized that mattress stores are
usually stacked with product and
bereft of inspiration. 

Since the Dunlopillo dealers are
all independent Henrik couldn’t
force them to exhibit his prod-
ucts in any certain way. 

Instead, House of Dreams opted

for their own VIP showroom pro-
moting the bedroom as the
“comfort zone” of the house
rather than merely a place to
sleep.

House of Dreams is an inspira-
tional “dream house” founded on
the idea that after the
Scandinavians have been busy
redesigning their kitchens and
bathrooms for years, the time
has now come for the bedroom.

The term “VIP showroom” refers
to the fact that it is only open to
the general public Thursdays
from 3:00 p.m. to 8:00 p.m.
Otherwise you have to book in
advance.

When you enter the showroom
you are met with a wall picturing
the story of Dunlopillo. You are
then led into four showcases of
bedrooms or “comfort zones”:
Italian, colonial, penthouse and
romantic style.
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The purpose of all showcases is
to provide the customer with
inspiration for the entire bed-
room. Both when it comes to
decoration and to purposes other
than sleeping.

House of Dreams may only sell
the beds, but the ambition is to
sell the idea of what the entire
room could be like, “if only.”

As a promotional gimmick,
Robbie’s Room features a bed
formerly owned by singer Robbie
Williams. House of Dreams
bought the bed at an auction in
support of Unicef.

The audience is encouraged to
bring a camera and get their pic-
ture taken while “in bed with
Robbie.”

A part of the showroom is dedi-
cated to the actual bedrooms of
actual people. House of Dreams
has an ongoing audience compe-
tition called “Show us your bed-
room” in which people will send
in pictures of what they’ve done
with their bedroom. The idea is
to share ideas from customer to
customer and to create the buzz
that we’re all developing our
bedrooms these days.

House of Dreams has two “sen-
sory rooms.” One is within the
showroom and the other is a
mobile unit for dealers wanting
to do an event.

The sensory room is a small,
black room you enter alone or
with your partner. Inside is an
elevation bed and created above
is the illusion of a starry night.
The night sky also creates the
illusion that the room has no
ceiling, which makes it feel much
bigger than the actual 97 feet2

(9 m2). 

Two modes are available in the
sensory room. 

One is a 6½ minute sensory
experience in which films are
shown, smells are activated and
the elevation bed follows the
action on the screen. 

The other is an experience of
pure relaxation with music in the
headphones and the starry night
above you.

Once you’ve had inspiration for
your future bedroom, been to
bed with Robbie and cleared you
mind in the sensory room, it’s
time to pick out a bed.

At House of Dreams, it is not
merely a question of whether
you prefer your bed hard or soft
or with or without elevation. 

To find your ideal bed, you have
the opportunity to speak with a
chiropractor, who’ll talk to you
about your sleeping habits, daily
life and special needs. How can
Dunlopillo best improve your life
and health?

End your visit to House of
Dreams at the stylish café to dis-
cuss your new bedroom and to
find out where your local
Dunlopillo dealer is situated. The
local dealer obviously being the
next stop since you cannot buy
anything at the VIP Showroom. 

House of Dreams is located in
Vallensbæk by one of the major
motorways leading into
Copenhagen.
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Slagter Stig

Location: Stege
Sector: Specialty food store
Size: 1,600 square feet (150 m2)

Keys of innovation:
❚ Complete offer on home 

solutions

❚ Diverse presentation in 
coordinated environments 

❚ Cross-merchandising

❚ One-stop shopping 
experience

❚ Shop-in-shop – includes Colombo MegaStore
kiosks, offering lower-priced products

Slagter Stig is the story of an
entrepreneur who changed a
very traditional butcher store into
a tourist attraction.

Stig Larsen is an ordinary Danish
butcher. Together with 350 of his
colleagues in Denmark, he is
fighting to keep his customers in
a tough competition with super-
markets and hypermarkets.

Five years ago he got an idea to
sell products other than the
usual butcher shop fare.

He began selling wine.

Larson had noticed that tourists
visiting his shop often wanted to
buy something. To serve this
market, he created a buffet that
offered customers ready-to-eat
food.

Two years later he expanded his
store, buying a small house from
his neighbor. The idea was to
make a restaurant.

Today, customers walk directly
from the butcher store into a
small restaurant.
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However, Stig Larsen didn’t
make an ordinary restaurant. He
purchased beautiful antique fur-
niture—chairs, tables, etc.—and
placed it in the restaurant.

He put pricetags on the antiques,
so whenever his customers like
the chairs so much they want to
take them home, they are wel-
come to buy them.

Stig Larsen has a team of very
dedicated employees. The same
employee who serves a customer
behind the counter in the butcher
store, will also serve the meal
and wine when that customer is
a guest in the restaurant.

The store is open until 10:00
p.m. everyday – 365 days a year.

Stege is a very small  town with
2,500 inhabitants.

Stig Larsen has built a very spe-
cial store. Its unique appeal is
apparent by the fact that people
will drive more than two hours to
dine in his restaurant and reser-
vations must be made six
months in advance.

Stig Larsen has proven that
sometimes it is more a question
of a unique idea than it is a
question about location.

The example from Stege has
inspired other small butcher
stores in Denmark to add a
restaurant, strengthening a new
retail concept that combines the
traditional butcher specialty store
with a restaurant and, in some
cases, antique sales.
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ICI Dulux Colour
Inspirations Store 

Location: Gurgaon, Haryana
Format: Experience Store
Size: 840 feet2 (78 m2)
Staff: 4
Checkouts: 1

Keys of innovation:
❚ Experience store

❚ Interactivity 

❚ One-stop paint shop

❚ Touch ‘n’ feel

❚ Lounge

❚ Virtual rendering 

❚ Interior tips

Painting a new picture with
India’s first paint “Experience
Store.”

The urban housing market in
India is witnessing a boom. With
this real estate boom, the con-
sumer is exposed to increasingly
high standards of home lifestyle
statements. Consumers are look-
ing for newer ways to make a
statement amongst their peer
groups, thereby making them
highly involved in home and inte-

rior choices. Catering to these
evolving tastes was a priority of
ICI Paints. 

Research indicated consumers
considered the process of paint-
ing troublesome, did not have
much technical knowledge about
different categories of paint, and
were interested in total solutions.
Consumers were also interested
in tools that would aid them in
paint selection.

The paint-retailing channel on the
other hand, had been rather
undifferentiated, though some
differentiation had begun with the
arrival of tinting machines. The
latter, however, affected only the
needed stocks and the capability
to deliver a larger number of
shades. The concept of consumer
interaction with paints, its finish-
es, and its ranges was practically
non-existent. Consumers saw the
buying process as an experience
they would rather forget.

The store exterior

The ICI Dulux Genie personifying
the store offering

The finish walls Visual merchandising bays with
feature communications
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Paint display units Interior tips stand Lounge chair

Fish eye view of the store

ICI Paints appointed RAMMS
India to develop a new concept
to bring in brand salience in the
paint retail channel. The strategy
was to position the store as an
“Experience Store,” serving as a
showcase for ICI’s products. It
was not meant to be another
paint outlet: it did not stock the
products but only displayed their
full range and potential. 

The store atmosphere is warm in
order to create a desire to
lounge. It has a spine layout,
taking the customer past the dif-
ferent finish experiences in their
applied forms. Each experience is
displayed in a special bay that
communicates the features and
the benefits of the product for
interior enhancement.

The lighting was carefully
planned to recreate the lifestyle
of consumers, using soft ambient
lighting and highlighting on the
experience bays. The service
zone for customer interfacing
and advice was planned at the
rear of the store so that the cus-
tomer experienced the offering
first and then felt the need to get
more information or advice from
the service staff. The area was
planned to be comfortable and
convenient, helping customers
with demos and touch ‘n’ feel of
the brand offerings. 

The store provides a touch ‘n’
feel of the finished product
through various visual merchan-
dising tools such as processed
walls, finished walls, preview
workstations for virtual render-
ing, and shade selection tools,

allowing customers to really
interact with paint. The “ICI
genie” (see picture) personifies
that image. The store also offers
value-added services such as
locating the right painting con-
tractor in the customer’s area
and interior tips from an ICI-
trained paint consultant, making
the store an end-to-end paint
solutions provider.

The goal of the initiative was to
enhance brand salience and pro-
vide total support to consumers.
After their choice, consumers
wanting to purchase ICI products
are diverted to appropriate local
ICI authorized retailers.

The first store was opened at the
Metropolitan Mall in Gurgaon,
Haryana, India. 
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Eurospar Supermarket

Location: Landriano (Pavia)
Size: 10,800 feet2 (1,000 m2)
Staff: 25
Checkouts: 6

Keys of innovation:
❚ Distribution of 5,000 DVDs to families, an

innovative communication medium

❚ Communicating identity before the opening 

❚ Effective and practical presentation of store
“qualities”

❚ Re-focusing on the strengths of the chain 

❚ Involving employees in the planning and
making of the video

An innovative opening of a new
supermarket: a DVD lets families
discover in advance the features
of the new Eurospar. A commu-
nicative and motivating case of
“corporate cinema,” with the
involvement of employees.

Why continue to advertise the
opening of new stores only with
leaflets emphasizing sales and
one-time-only offers? The open-
ing of a new store is the “card”
we pass out, its introduction to

the neighborhood. Why write just
“price, price, price” on it if our
store is not a discounter, but a
quality supermarket? In order to
differentiate itself and communi-
cate more effectively, Sadas (one
of the most important Italian
members of the Despar/Spar
group) chose a different type of
“card”  for the opening of its
Eurospar store in Landriano (PV):
an 11-minute DVD titled
“Piacere, Eurospar” (“Eurospar,

it’s a pleasure”), capable of more
effectively communicating the
true identity and quality of
Despar.

For the first time in Italy, cus-
tomers will meet the “new neigh-
bor” before the opening, taking a
virtual look at the departments,
racks, services, and products,
and virtually experiencing the
culture of Despar quality. In the
initial phase of the project, which
lasted about one year, the heads

External view

At the reception A cook working in the kitchen Samples are offered to the cus-
tomers in the sales area
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A balloon is given to every
child at the entrance

“We are waiting for you” “Shopping is pleasant and
quick here”

From the video – frames of the sketches

of the project identified the
strengths of the chain and the
real benefits for customers:
excellent quality of fresh prod-
ucts, highly professional food
preparation, friendly and avail-
able staff, integrated mix of serv-
ices and solutions to save time in
the store and at home, all at rea-
sonable prices. It was very
important for company managers
to raise the awareness of the
store’s strengths: sometimes
these are taken for granted and
not adequately valorized. In the
case of Despar, there is a unique
mix: “service strategies,” such as
personally accompanying cus-
tomers who can’t find a product
or preparing in advance a bag of
bread with the customer’s name
on it (as done in some small
bakeries), “product strategies,”
such as cutting the meat in-store
shortly before selling it, and
“environmental strategies,” such
as collection of used frying oil.

After this step, Despar employ-
ees were involved on a voluntary
basis. There was a “creative
ideas contest” (group work in

each store) as a contribution to
the script of the video, followed
by involvement in the actual
making of the video, as actors or
“technicians.” The set was that of
the supermarkets of the Despar
chain, and some amused and
curious customers were also
happy to be involved as actors.
The credits list more than 140
people involved in the project,
and offer a funny selection of
botched takes, highlighting the

playful and motivational aspect
of the project, an important
aspect of the initiative. To further
differentiate itself, the company
launched a prize contest in which
customers could win a dinner for
eight people, prepared by Despar
cooks and served directly at
home; a way of symbolically val-
orizing the quality of food prod-
ucts and services.
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Habits 
Culti-MINI-Noy
Location: Milan
Format: Multi-Space Concept
Stores: Habits Culti (home + Spa), MINI

(car dealer), Noy (restaurant 
+ events)

Size: 21,600 feet2 (2,000 m2)

Keys of innovation:
❚ Integrated self-living concept

❚ Partnership between synergic brands 

❚ From shopping experience to personal 
experience

❚ New forms of communication embodied in
syntonic events

An integrated center offering new
perspectives and quality personal
experiences involving the body
(food, spa), mobility (cars), and
décor (objects, flowers), in a
comfortable modern ambience.

Shopping experience: this defini-
tion no longer conveys the full
range of experiences one can
enjoy in the more innovative
retail environments. People wish
to be more than just customers

or consumers and, increasingly,
look for places where mere shop-
ping turns into a personal experi-
ence, integrating purchases,
bodycare, culture, and services,
a dimension where material and
non-material needs merge into
one another.  The new Milan
store successfully establishes an
innovative partnership between
various specialized operators.
First and foremost is Habits Culti,

a concept store built around the
idea of home, body and comfort,
which thanks to its driving force,
founder and owner Alessandro
Agrati, has established itself as
an internationally known brand
(as Culti). It offers all-encom-
passing self-living proposals,
ranging from stores to hotels;
spaces where the self can be
experienced, thanks to the stim-
uli provided by catalyzing and

MINI – reception desk

MINI – car showroom Habits Culti – display of products Habits – zoom on products
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Habits Culti – flowers area Habits Culti – beauty center Noy – view from the 
buffet area

Noy – restaurant area

generative environments, and an
integrated offer ranging from fur-
niture to chocolate, from flowers
to gadgets, from tea to spa. 

The center provides a sophisti-
cated environment, where all
senses are stimulated through
the perfume of flowers and
chocolate, the tactile experience
of materials and massages, and
the visual impact of carefully
chosen chromatic combinations.
On one side of the shop, cus-
tomers access the MINI SPACE
Ambros Saros, a MINI car dealer,
which now has a “cool” connota-
tion thanks to the skillful
revamping of the MINI brand

(BMW group), which is still very
much rooted in the collective
imagination, and whose most
recent models have met with
great success. Cars can be per-
sonalized in the décor (roof and
body), and the store offers a
captivating range of MINI-brand-
ed products, from accessories to
clothes. The MINI brand is also
behind many entertainment or
cultural events, promoting initia-
tives such as a festival of short
films and an award for best
design, all very consistent with
the “small is cool” concept. The
ambience is completed by the
Noy restaurant, which combines
traditional Italian cuisine with

some fusion-inspired creations.
Prices are reasonably positioned
so as to attract a vast range of
customers, albeit in a sophisti-
cated center. Noy goes beyond
the function of being a simple
restaurant: it is often a venue for
events and evenings involving
art, culture, and social responsi-
ble activities.

Habits Culti - MINI - Noy: an
innovative concept, urban and
polysensorial, minimalist and
ironic, one of the few Italian
examples capable of emerging in
the international retail scene.
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Kinokuniya International 

Location: Tokyo
Sector: Supermarket
Offer: Food, with a strong focus on

gourmet products and interna-
tional specialties

Size: 8,600 feet2 (800 m2)
Staff: 100

Keys of innovation:
❚ Wide selection of international products

❚ High quality selection (motto: Quality First) 

❚ Highly professional and sophisticated hand-
made food (e.g., Edo-style sushi)

❚ Integration with Baker-Deli for eat-in con-
sumption

❚ Commitment to the environment with edu-
cational approach

Kinokuniya: a supermarket chain,
small but with a long tradition,
focusing on gourmet products
and high-quality hand-made
food, offering also the best inter-
national specialties to Japanese
customers.

The mission of the Kinokuniya
company is simple: “First: quali-
ty.” In 1953, Kinokuniya opened
its first supermarket in Japan,
integrating product quality with
self service, and spicing up its

selection of gourmet products
with a number of foreign special-
ties. Gradually, an interesting
business model had developed:
limited expansion of the chain
(eight stores and two corners
selling only fresh products) and
gradual expansion of artisanal
laboratories (a bakery, a confec-
tionery that also makes ice-
cream, a deli with ready-made
dishes, and a butchery, as meat
gains popularity in the Japanese

diet). The labs centralize much of
the food preparation, which could
not be carried out in the limited
space of the stores (average of
5,400 feet2 or 500 m2). Thanks to
the constant training of kitchen
staff and to its international spe-
cialties—the head staff often
attends courses and conferences
abroad—Kinokuniya is known for
its Japanese food (it has recently
begun offering a Sushi prepared
following the ancient Edo ritual)

External view

Separate area with baker deli, for
the immediate consumption

Champagne display in the 
baker deli

Frequent samples are offered
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The quality of the handicraft production is
emphasized by in-store communication

Wide areas for the ready-to-eat food

The assortment of this store includes several foreign products, especially from Europe. 
To easily identify the country of origin, they use small flags.

and for other cooking traditions,
offering an incredibly extensive
selection (more than 1,000 types
of bread). Kinokuniya works with
specific orders, also via Internet,
having gained the loyalty of
many restaurants and cooks in
well-to-do Tokyo families.

The company has recently
opened a new store in
Omotesando, a trendy neighbor-
hood in Tokyo, called Kinokuniya
International, characterized by
an even greater range of foreign
products. These include pasta
(largely Italian), salami and
cheese, wines and chocolate, and
are mostly well-known European
brands. To help customers in

their choice, shelved products
are often grouped by country or
sometimes a little flag on the
price label indicates the country
of origin.

Customer service is of high quali-
ty, starting with the attendant
who welcomes and greets cus-
tomers at the entrance and the
exit, to the many personalized
offers and gift ideas with sophis-
ticated packaging. In the parking
garage, a white-gloved attendant
helps customers park or load
their bags, giving a touch of
exclusiveness to their shopping
experience.

The company is very committed
to the environment in innovative
ways. For ready-made dishes, for
example, it uses containers that
can be returned to the store for
recycling. In the store, a panel
illustrates sponsored initiatives,
all the more significant because
it involves a fast-moving catego-
ry. Along with the classic cus-
tomer’s loyalty card, Kinokuniya
has introduced an “ecological
card,” which allows customers to
gain points every time they re-
use their own shopping bags,
with which they can get free eco-
logical products.
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Tod’s 

Location: Tokyo
Format: Flagship building
Offer: Shoes and luxury accessories
Size: 6,400 feet2 (600 m2), 3 floors
Stores: 137

Keys of innovation:
❚ Consistent and creative expression of brand

values through spatial identity

❚ Effective integration of the culture and lan-
guage of maker (Italian) and market
(Japanese) 

❚ Integration of sales,events, offices. Total
space: 27,400 feet2 (2,550 m2)

❚ Creating personalized products

❚ Company turnover: €420.8 mln (2004);
+15% compared to 2003 (+54% in Asia)

The Tokyo flagship building: an
architectural design in harmony
with the essential values of the
TOD’S brand—nature, artisan-
ship, innovation—which inte-
grates the language and culture
of maker (Italian) and market
(Japanese).

In recent years, the luxury com-
modity market has seemed
immune from the difficulties

faced by other areas. Recently,
Tod’s has opened a flagship
building in the Omotesando
neighborhood in Tokyo. The
27,400 feet2 (2,550 m2) building
has seven floors: three used for
sales, one, a large open space to
host the presentation of new col-
lections and other events, and
the remaining three for offices. 

This innovative sales space is a
response to the challenge of
integrating the profoundly Italian
identity of the brand with the
culture of the country where the
building is located. The decision
to entrust the planning of the
entire building, including interior
design, to Japanese architect
Toyo Ito, made it easier to
achieve this goal.

The structure of the building is inspired by the elm trees, which 
characterize the street, and aims to recall the values of the brand Tod’s:

natural, handcraft, innovator

The sinuous and refined shapes of
the sofas integrate themselves with
the geometric and rational shapes

of the product displays

Refined details, also in the acces-
sories to wear the shoes

Visual merchandising reinforces the
concept of handcraft of the products
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Samples of leather (crocodile,
ostrich, piton) among which

the customer can choose 

The “gommino” is the model
of shoe that has made Tod’s

famous

Extreme care in the product
displays

A floor of the building is dedicated to the presentation of new collections and to events

Though the trendy neighborhood
of Omotesando is peppered with
“must sees,” the building has
already become, after only a few
months, a major attraction,
which people visit for shopping
but even more to admire its
intriguing architectural design.
The particular external structure
echoes that of the zelkova trees
(Japanese elms) lining
Omotesando avenue below.
Already from the outside, this
“tree-building” is an expression
of the values associated with
Tod’s: nature (the materials used
for its products), artisanship
(care for details), and innovation
(research). The artisanal image
of the merchandise is reinforced
by the exhibition, inside the
store, of traditional tools used in
shoemaking and by personaliza-
tion services. When ordering a

bag, customers can choose
between three types of leather
(crocodile, ostrich, piton), six
colors, three models and three
sizes, and also the option of pur-
chasing matching shoes. A book
with leather samples makes the
choice more sensorial and inter-
active, and though the waiting
time is rather long (3 – 4
months), the process offers
clients the satisfaction of totally
Italian high-quality craftsman-
ship. The artisanal quality that
valorizes little “irregularities” in
the product is also reflected in
the architectural quality of the
building: the “ramifications” in
the concrete structure create
irregular “window spaces,” all dif-
ferent from one another. The
originality of the project reflects
the originality of the product.

On the inside, the geometrical
and rational spaces created by
Toyo Ito integrate well with the
red and sinuous sofas designed
by Zaha Adid (the eclectic Anglo-
Iraqi architect); there is extreme
attention to details, ranging from
product presentation to materials.

Also interesting is the integration
between sales space, offices, and
the event area, which, on the
one hand, brings company
employees who are not involved
in sales closer to customers and,
on the other hand, brings cus-
tomers into contact with the
company’s everyday life, favoring
customer loyalty and long-term
relationships.
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MEGA

Location: Cuernavaca
Sector: Food
Format: Hypermarket
Sales: US$3 billion (Comerci Group)

Keys of innovation:
❚ Store layout, emphasizing the perishables

and prepared food categories

❚ Signage and visual merchandising 

❚ Non-food merchandising

❚ In-store food consumption options

❚ Differentiated shopping experience, com-
bined with a value-oriented price positioning

The innovative Mega format has
been surprisingly successful in
the Wal-Mart-dominated Mexican
food retail market.

The Mexican food retail market is
extremely concentrated. The top
five players account for nearly
80% of the market. Wal-Mart is
the leading Mexican retailer
(through its Walmex subsidiary)
and its aggressive growth has
increasingly put pressure on local
players.

One of the biggest Mexican retail
organizations is the Comerci
group, which is part of the Carso
Group. The company operates
different formats and brands in
different retail segments such as
department stores, variety
stores, supermarkets, hypermar-
kets, cash and carry and restau-
rants. Its overall sales are over
US$3 billion. 

Several retailers around the
world, such as Loblaws, Target,

Tesco, and Pão de Açúcar, have
successfully competed against
Wal-Mart, through innovation and
differentiation. 

The new store format that the
Comerci group (www.comer-
cialmexicana.com.mx) developed
for its hypermarket chain, Mega,
is a good example of how to
innovate a store format and give
customers a better shopping
experience.

Entrance

“Island” of perishables 
(panaderia, pasteleria)

“Island” of perishables (butchery) “Island” of perishables (milk etc)
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Good merchandising and clean signage in the non-food departments 

Café

The layout is quite simple yet
effective. The store is split into
four large areas. The front of the
store is occupied by all the non-
food categories (apparel, sport-
ing goods, travel goods, appli-
ances, consumer electronics,
office supplies, books, music,
videos and DIY). The store is
also cut in the middle by a cen-
tral aisle. In the back, all the
groceries are displayed (taking
up most of the central part). The
real innovation is provided by
several segmented and identified
“islands,” devoted to perishables
and prepared food categories,
creating a shop-in-a-shop con-
cept. Walking around the store,
customers can easily go from the
butcher to the bakery, from pro-
duce to consumer electronics. 

The store offers various options
for food consumption. There is a
restaurant beyond the check-out
line. Inside the store, there is a
small bar in the middle of the
prepared-food area. Finally, there
is a charming coffee shop close
to the bakery area, a pleasant
environment with comfortable
tables and magazines, where
people can take a break during
their shopping visits. 

The signing is clean, emotional
and sophisticated. During the
day, the store barely requires
any artificial lighting, since its
transparent roof allows natural
light in, providing a more pleas-
ant atmosphere. 

The store’s product signage
emphasizes the fact that its
value proposition is price com-

petitive, particularly compared
with the Wal-Mart Bodegas store
(a soft discount format operated
in Mexico).  

The store is based in Cuernavaca
and is located within a power
center that has a Costco store
and a California restaurant, also
owned by the Comercial
Mexicana group. As well, there is
a wonderful museum, sponsored
by Comercial Mexicana, with
many precious paintings and art
works from Mexican artists such
as Frida Callo. 

The shopping experience at the
Mega store is definitely rich,
stimulating and differentiated.
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Freeport Designer Outlet 

Location: Alcochete, Lisbon
Format: Factory Outlet
Size: 807,000 feet2 (75,000 m2)
Visitors: Over 20,000,000 visitors per year

Keys of innovation:
❚ 200+ stores; 40+ restaurants, pubs and cof-

fee shops; 21-screen cinema multiplex; an
auditorium and staging for weekly live enter-
tainment; water features

❚ Largest factory outlet development in Europe 

❚ “Retainment” = Retail + Permanent
Entertainment

❚ Concept affirmation: innovative location and
communication routes

❚ Outlet environment: interaction, relaxation
and Portuguese references

❚ Tenant mix: constitution and management

❚ Main brands: Versace, Pierre Cardin, Max
Mara, Burberry’s, Gant, Zara, Adidas, Puma,
Levi’s, Swatch, Quicksilver, Billabong, Lanidor,
Sony, and others

Freeport Lisbon Designer Outlet
is the largest factory outlet in
Europe with 807,290 sq.ft
(75,000 m2) of Gross Lettable
Area (GBL)—the equivalent of 55
football fields—and more than
200 stores. It offers a unique
concept: a balanced mix of
famous brands at discount prices
coupled with leisure activities. It

was opened to the public during
the Euro 2004 football champi-
onship at the end of June 2004.
This center is owned by the UK-
based firm Freeport Leisure plc,
Europe’s leading developer and
operator of retail outlets.

Freeport Leisure already had six
centers in the UK (894,000 feet2

or 83,000 m2) when it started

expanding on the mainland.
Freeport Lisbon was the third
and largest outlet opened on the
mainland.

Freeport Leisure’s main objective
is to capture the attention of a
shopping public increasingly
bored with the repetitiveness of
other retail concepts and other
factory outlets. Its goal is to

Main street view. The use of water courses refreshes a modern 
shopping space, making a rupture from other shopping concepts

Freeport by night. The glass pyra-
mid hosts the information center
and the arch is the symbol of the

Freeport Designer Outlet

Main street. The large walks, the
water course, and the rest places,
along with a pleasant illumination
makes a delightful invitation for a

stroll of shopping and leisure

Main Square. A place of convergence
for several streets, live spectacles
and performances, encircled by

buildings with traces of traditional
Portuguese architecture
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The building trace and materials used tried
to recreate the environments of traditional

Portuguese villages

offer a balanced mix of famous
brands, discount prices and
leisure activities in the same
shopping area.

Totalling 4 million feet2 (370,000
m2) of land with a gross build of
1.2 million feet2 (111,482m2),
Freeport Lisbon is a 250 million
euros investment on the out-
skirts of Lisbon, just five minutes
away from Vasco da Gama
bridge, one of the main access
points to the capital, making it
possible to reach it by car from
the city center in just 25 min-
utes.

The outlet, built in an area for-
merly occupied by a Firestone
Tire factory that closed 10 years
ago, marks a significant process
of “renaturalization” and requali-
fication of 20 hectares of green
areas and some water features.
It also directly generated 1,500
jobs and contributed in one way
or another to creating another
5,000, of which there was much
need in the community.

Retail + Entertainment =
“Retainment”

The proposal was innovative for
the Portuguese market not only

for its size, but also for the dis-
tinctive element of entertainment
and pure leisure associated with
the enlivening of the space. The
setup provides additional reasons
for visiting the outlet beyond dis-
count shopping, and offers a
more positive shopping experi-
ence. 

Freeport emerges as a major
“leisure + shopping” locality, with
21 movie screens and several
dozen pubs, coffee shops and
restaurants open until 2:00 a.m.,
and regular live performances of
international pop singers (Pet
Shop Boys, Tom Jones, Ronan
Keating and others), along with
regular street animation events.

The shopping experience

Freeport Lisbon was designed to
promote interaction and relax-
ation while shopping. It is organ-
ized on two levels around a cir-
cular corridor, complemented
with some water mirrors and
other water features well inte-
grated in a trendy and stylish
high-tech open-air complex,
combined with architectural ref-
erences from ancient Portuguese
villages and cities such as the
walks (typically Portuguese), the

lamps, and the store buildings
and fronts. 

The space and the design were
developed to increase the satis-
faction of the shopping experi-
ence and generate true con-
sumer enthusiasm. Special care
was given to spaces, decoration,
animation and events to ensure a
constant shopping show and a
shopping experience different
from that of other retail con-
cepts, and even from that of pre-
vious visits.

Brand power

The location and communication
routes energize the value of the
well-known brands present at the
outlet (Versace, Adidas, Max
Mara, Quicksilver, among others),
increasing their commercial
appeal and reinforcing the
“design” concept, associating the
outlet’s image to fashion and
constant renovation. This allows
it to generate in its consumer
target a perception of “value
opportunities,” instead of just
“cheap opportunities” normally
associated with this kind of con-
cept, significantly differentiating
it from the competition.

Live spectacles and clubbing are hosted in the Main
Square, with more than 10,000 attendees
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Go Natural 

Location: Lisbon
Sector: Meal Store
Stores: 4
Avg. Size: 750 feet2 (70 m2)
Staff: 6 per store
Other: 200 meals daily per store averag-

ing 7,5 € per meal

Keys of innovation:
❚ “Eating well was never so natural”

❚ Warm and cozy environment 

❚ 100% natural products

❚ Home-made meal delivered quickly

An exotic concept has emerged
in the heart of Lisbon: “go natu-
ral” is a meal store that blends
taste and health, offering a fast
and rich meal. “Eating well was
never so natural.”

The “go natural” meal store
focuses on blending the need for
tasteful as well as healthy meals,
and delivering them quickly and
comfortably to its customers. It
offers a mix of healthful and fla-

vorful pre-packed food to a well-
informed, demanding and sophis-
ticated customer segment.

Presently there are four “go nat-
ural” stores. Three are located in
the heart of Portugal’s capital,
two in shopping centers
(Amoreiras Plaza and Atrium
Saldanha), one in a health club
(Holmes Place), and the fourth is
located in the Oeiras Shopping
Centre, 10 km outside of Lisbon).

The chain is planning on opening
more stores by the end of 2005.

The menu is totally original,
developed by a chef and a nutri-
tionist, mixing Oriental cuisine
with Mediterranean spiciness,
based on vegetables and pastas,
and is rich in fibre and vitamins
and low on fat and sugar. The
result is an exciting menu, full of
appealing sensations and tasteful
experiences. All the ingredients

Shop front in the Oeiras Park shopping. A clean and modern design
materializes the concept

Stores where the customer can
pick a tray to carry their food

Detail of soup’s presentation.
Design and “naturalization” in

every aspect

Sushi is also served ready to eat
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Store at lunch time. The main customers are women Shopping environment. Customers can
choose their meal and consume it on the
shop. The furniture helps to convey the

concept

are carefully selected, in terms of
quality and origin, with organic
products playing a major part.

The display area is the heart of
the business. Visual display plays
a very important role in cus-
tomers’ purchasing decisions,
requiring innovative, visually
appealing, easy-to-use packag-
ing. The store displays various
products such as soups, salads,
pastas, sushi, sandwiches, natu-
ral juices and deserts. There is
always a vegetarian choice, also
characterized by a delicious
home-made flavor. The menu is
renewed weekly. Below each
shelf is a description of the prod-
uct, its price and its nutritional
value. 

The meals are cooked in the
store’s kitchen using fresh ingre-
dients, ensuring a flavorful
home-made taste. Customers
can choose one of three options:
they can have their meals in the
store at a long wooden commu-
nal table, while reading newspa-
pers and magazines provided by
the store (with a microwave pro-
vided to warm up meals if
required); they can take away;
or they can use the store’s deliv-
ery service, which is offered in a
500-meter range, with longer
distance deliveries entrusted to a
specialized delivery company.

All four stores are very clean and
inviting. The combination of a
polished cement floor, wooden
furniture, and green walls with
ingredient images creates a
warm and cozy environment. 

Fast service: “Eating well was
never so natural”

“Go natural” customers are typi-
cally in the 20 – 45-year-old
range and tend to have very
stressful lifestyles. They seek
relaxation, pleasure, health and
fitness in a convenient meal.
Thanks to the well-designed “go
natural” system, it takes cus-
tomers only two minutes to go
from choosing to eating. 

This is, in fact, the store’s most
distinctive feature: it combines a
fast service system with a
healthy and tasteful menu based
on natural ingredients. 
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Alprausch 

Location: Zurich
Format: Mono Label Store/Concept or

Flagship Store
Size: 1,940 square feet (180 m2) on

two floors

Keys of innovation:
❚ Introducing Swissness to the world through

the medium of fashion

❚ Generating consumer enthusiasm through
products and store design 

❚ A small but beautiful and “hip” boutique

Alpraush is a young Swiss brand
of trendy clothes and accessories
with a uniquely Swiss signature.
A concept store to best showcase
the Alprausch brand was opened
in downtown Zurich in the
autumn of 2004.

“Good things also come from
one’s own garden,” says the
founder and CEO of the
Alprausch brand. What he means
is that products originating in
Switzerland have the potential

for success. This statement fully
applies to the Alprausch label,
launched in 1999. In the first
place, it supplies a lot of
“Swissness,” not only to
Switzerland but also to the whole
world.

Alprausch designs and produces
a notably diverse product line:
from woolen hats and bags to T-
shirts, pullovers and trousers to
shoes and snowboard fashions.
The products are at once neat,

functional and contemporary.
They are often printed with typi-
cal Swiss motifs such as famous
Swiss mountain peaks, a cable
car, a mountain goat or simply
the Swiss cross. Alprausch prod-
ucts are sold at some 400 outlets
in 12 countries. However,
because no dealer applied the
Alprausch esthetics as consis-
tently as the company’s founder
had wished, the world’s first
Alprausch concept store was

The entrance

Furnishing of upper floor A cable car in the light shaft The red stag on the ground floor
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Alprausch caps The Matterhorn in the light
shaft

Snowboard clothes and bags

Overview of lower floor

opened in downtown Zurich in
autumn 2004. Its aim is to effec-
tively present the brand to local
customers as well as provide a
showcase for international con-
tacts.

The Alprausch store is located in
a two-storey corner shop with an
area of 1,940 feet2 (180m2).  A
large windowed façade gives the
store a very high and extensive
display area and allows daylight
to flood the premises. In addi-
tion, a glance through the win-
dow offers a flattering view of
the brand. The shop is designed

in a playful yet straightforward
manner. The dominant color in
the interior is white. This allows
displayed products, with their
printed colors and motifs, to
stand out visually. The store
décor is somewhat minimalist,
but customers do not see this as
negative. The design is very cus-
tomer-friendly, making it easy to
clearly view products of interest.

All activity in the Alprausch store
is surveyed by a stuffed red stag,
which stands at 26 feet high in
the center of the ground floor.
Behind the cash area a fire flick-

ers on a screen framed by a
stack of firewood. A movable
kiosk positioned further in the
background dispenses drinks and
snacks. In back of the shop, a
spiral staircase leads to the base-
ment. The basement area is not
very big, mainly displaying snow-
board clothing and accessories.
Two rather gray and murky light
shafts are used in an innovative
way. Each one of them contains
a colorful collage: one motif is a
cable car, the other the
Matterhorn. Typically Swiss
indeed.
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Nespresso Boutique 

Location: Lucerne
Format: Mono Label Store/Coffee boutique
Size: 540 to 860 feet2 (50 to 80 m2)

Keys of innovation:
❚ Innovative product

❚ Consistent bypassing of traditional commer-
cial channels 

❚ Successful development of relationship mar-
keting

Nespresso represents an inter-
esting success story of a product
that was almost written off but
now has a worldwide reputation.
This was achieved despite
bypassing the traditional com-
mercial channels. Here are some
reflections on the success factors
at play.

A project launched by Nespresso,
a subsidiary of Nestlé, to manu-
facture coffee-portion capsules
that fit only certain coffee dis-
pensers, was close to failure at
the end of the 1980s. However,
after a number of technical

improvements and newly devel-
oped aluminum capsules, the
project succeeded in gaining a
foothold on the market, despite
the skepticism of some experts.

Today, Nespresso is a successful
company with approximately
1,000 employees. Established at
the end of the 1980s, it has
grown at a rate of over 25%
annually and is now represented
on all important world markets.
A total of 500,000 machines
were sold, and worldwide sales
of CHF 450 million recorded in
2003.

This success story is based main-
ly on the following factors:

❚ Successful product develop-
ment over many years.

❚ A high standard of quality and
perfectionism (including an
above-average rate of innova-
tion with seasonal product vari-
eties/blends).

❚ A balanced mix of marketing
and customer-loyalty measures
(a customer club, a customer
newspaper, etc.) in order to bet-
ter understand what customers
want or would appreciate.

Sales area and coffee machines

Sales area and seating corner in background Seating for talks or sampling food/drink
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Display area

Sales desks with coffee capsules in the background

❚ Consistent bypassing of con-
ventional trade channels with
the launch of Nespresso’s own
boutiques, thus ensuring direct
contact with end-users, without
competition from other prod-
ucts.

The actual product, the coffee,
was successfully integrated in the
Nespresso system. This includes
not only the coffee but also the
dispensing machines, which are
produced specifically for
Nespresso and the Nespresso
club by leading manufacturers.
There are now some 1.2 million
club members, as membership is
automatically acquired with the
first coffee order.

There are now a total of 31
Nespresso boutiques worldwide
in 29 cities. Each boutique has

its own unique and highly
appealing design. The exclusive
touch of visual merchandising is
striking, as is the careful choice
of the materials used for the
modern interior furnishings.
Shades of brown, black and
white predominate the outlets,
which are rather small with a
store area of 540 to 860 feet2

(50 to 80 m2). Both the coffee
capsules and the coffee
machines, harmonize with the
design concept and are equally
well represented and effectively
showcased. The Nespresso pres-
ence in the boutiques can be
regarded as highly successful
and reflects the exclusiveness
and high quality of the product.
Through its boutiques, Nespresso
demonstrates to its customers on

a daily basis its supreme profes-
sionalism in consulting and sales
as well as its endeavors to
understand and meet their
needs.

The focus is thus on relationship
marketing. This is key in placing
the positioning and the emotional
contents of the brand on solid
footing. The club and especially
the boutiques, are ideal instru-
ments to communicate to the
customers the emotional or
added values that Nespresso rep-
resents: it is not merely a prod-
uct but an experience, a lifestyle
brand in a super premium seg-
ment.
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Ann Summers

Location: Manchester
Sector: Lingerie retailer
Size: 2,150 feet2 (200 m2)
Stores: 122

Keys of innovation:
❚ Widening the potential customer base 

❚ Creating a comfortable and unthreatening
environment to remove the stigma associat-
ed with lingerie and adult products 

❚ Baroque-style dressing tables with man-
nequins perched on them add to the sexy
boudoir feel

❚ The “Rabbit World” encourages people to
touch and explore the most popular prod-
ucts in relaxed unthreatening surroundings

❚ Contrasting brightly colored and patterned
wallpaper differentiates Knickerbox from the
racier Ann Summers lingerie, creating natu-
ral segmentation

The “passion and fashion” chain,
Ann Summers, has become a
boudoir shopping experience in
its new store in Manchester’s
Trafford Centre. The cheeky
image has been toned down by
placing the offer within an indul-
gent and sensuous store format
to open the offer up to a wider
customer base.

Following its launch in March
2005, the new Ann Summers will
be rolling out across the high

streets of the UK.  The intention
of the new format is to retain the
brand’s market-leading position
by moving with the times. The
new format is looking to encour-
age new customers across the
threshold with a sleek and ultra-
feminine environment.

The investment in the retail
space is clearly evident.  Great
thought has been put into the
store design by London-based
agency Design Ministry.  Gone is

the heavily segmented floor plan
that previously swallowed up its
customers, and in its place finds
an open and more inviting store
in which a more diverse clientele
would feel comfortable browsing. 

Within the store there are two
distinctive personalities – on the
left is the pretty pastel
Knickerbox lingerie offer, while
opposite it on the right of the
store is the more provocative
and raunchy Ann Summer’s

The store exterior with Knickerbox displayed in left window and Ann
Summers in right window

Tactile plastic hands display the
more risqué items

A bunny girl welcomes shoppers
into the store

Till area with padded backdrop
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View into store from the
entrance

Peep show changing rooms at
back of store

Ann Summers lingerie display

Knickerbox lingerie display

range.  The interior space is clev-
erly split down the center by a
row of oversized bright-red and
clear glass chandeliers, giving
clear sightlines into the store.

The Knickerbox offer is set
against simple pink-and-white
leaf-patterned wallpaper.  Items
are displayed on a custom moth-
er-of-pearl post system with
glass ball finials, moving away
from the full-wall displays cur-
rently dominating the UK high
streets.  Opposite it, the Ann
Summer’s product range is set
against a stronger, heavily pat-
terned red-and-pink wallpaper,
ensuring customers are definitely
aware of the types of product
they are browsing!

The mother-of-pearl displays are
continued throughout the store in
the mid-floor displays and the
bay fittings.  Drawers are located
at the base of the displays to

evoke the feeling of being in a
bedroom – making the shopping
experience more intimate for the
customer and providing easy
storage for merchandise.

The boudoir feel is further sup-
ported by a silver baroque dress-
ing table with mirror at the front
of the store, glass chandeliers
around the outside and ornate
mirrors and stools in the chang-
ing rooms.

The cheeky side of Ann
Summers’ witty strap lines found
throughout the store, such as
“Easy Tiger” and “Miss Summers
will see you now,” ensures that
the shopping experience remains
fun.  Peep-show fitting rooms
encourage people to shop with
their partners, by allowing them
a sneak preview of the outfit
being tried on through the open-
ing of a shutter on the inside of
the changing room door.

The rear of the store is divided
off with a curved wall, allowing
customer privacy as they browse
‘Rabbit World’: the zone dedicat-
ed to Ann Summers’ biggest sell-
ing product. The tactile nature of
the offer is well displayed here
with molded black hands pre-
senting the various models in the
range, each with its own silver
name plate and diamante chain.

The new Ann Summer’s format
succeeds in bringing a boudoir
feel to the high street.  As a
result, the Ann Summers image
is now sexy and sleek but also
has a more mature, romantic
element to it, making the new
offering one which crosses gen-
erations in its appeal. 

56
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B Never Too Busy To Be
Beautiful 
Location: London
Sector: Perfumery and make up
Size: 1,030 feet2 (96 m2)

Keys of innovation:
❚ Fragrance is a key draw into the store

❚ Themed product displays capture the
essence and story behind each fragrance
while differentiating each product range 

❚ Creating a tactile retail experience encour-
ages customers to touch and explore the
products

❚ A unique fusion of Moroccan, Indian and
French influences sets B Never apart from
standard perfumery settings

❚ Providing an assault on the senses, this is a
captivating and imaginative store experience

The creators of Lush have devel-
oped a new offer – It’s a per-
fumery and makeup junkies par-
adise.  With two original stores in
Carnaby Street and Poole, the
new format in Covent Garden
paves out B Never Too Busy To
Be Beautiful’s vision for the
future.  

A heady mix of perfume and
treats await you in B Never Too
Busy To Be Beautiful. On enter-
ing the store the fragrance hits

you first, hinting at the compa-
ny’s roots – this is Lush’s
younger but outrageously glam-
orous little sister.

Unlike the standard perfumeries
on the high street, with their
contemporary settings, B Never
stands out from the crowd with
its unique combination of
Moroccan, Indian and French
influences, offering its customers
an eclectic mix of girlish kitsch,
seductive fragrance and glamour.

The entrance level is bright and
feminine: floral garlands, gold-
washed walls and chandeliers
create a feeling of girly deca-
dence, while the central display
stand of eye-shadows in bejew-
elled Indian makeup boxes give
the customer a taste of what is
to come on the lower floor. 

The lower floor is set in three
tunnelled rooms. While limiting
the sightline around the store,
the layout suits B Never, creating

Ground floor till area

Central makeup display on the
ground floor

Central makeup counter Bejeweled makeup brushes from
India
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‘Dirty’ fragrance range for men Signage incorporated 
into display

‘Botanomancy’ fragrance
range

The ‘Keep It Fluffy’ fragrance range

the effect of an Aladdin’s cave
filled with fragrant treasures to
be discovered. An abundance of
mirrors creates a feeling of space
and light.

Great thought has been put into
the store design. Gone are the
clusters of bottles and trinkets
squeezed onto tables, evident in
the smaller Carnaby Street store.
A different theme has been allo-
cated to each display to capture
the essence of the individual fra-
grances and cleverly differenti-
ates the product ranges. 

The first and last rooms focus on
the perfumes and bath ‘ingredi-
ents’, with each fragrance range
occupying its own display unit
and each designed to reflect the
chosen theme. A customized
antique dressing table with
added drawer space provides

clever storage and evokes a
boudoir feel for the seductive
Moulin Rouge-inspired ‘Two
Hearts’ range, while wooden
crates and worn leather suitcases
provide authentic, rustic display
units for the ‘African Companion’
range.

The central room focuses on the
makeup, offering an exotic
Eastern atmosphere with
Moroccan hand-carved makeup
pots and wooden treasure chests
spilling with glitter dust. Simple
wooden display units are
designed to focus attention on
the intricate and colorful packag-
ing. Lip glosses in bejeweled
boxes are neatly organized in a
palette of color, while glittering
eye creams form a ‘B rainbow’.

This is a tactile experience. A
perfume testing bar and a

makeover area allow the cus-
tomer the choice of being pam-
pered and made up, or simply to
try the products for themselves.

Attention to detail is impressive.
Signage blends into the displays
—written on delicate china plates
adorning the dressing tables or
on the covers of ‘books’ amongst
the shelves of bottles—matching
each display theme. Even the
stair handrail has been designed
to incorporate a display of
antique perfume bottles.

B Never whisks the customer far
away from the white-box format,
all too prevalent on high street,
with its riot of intoxicating
essences and vintage chic. An
absolute delight to the eye and
nose, the shop atmosphere is an
experience in itself.
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Marks & Spencer 

Location: New Mersey Retail Park, Speke,
Liverpool

Sector: Variety store
Size: 17,200 square feet (1,600 m2)
Stores: 390

Keys of innovation:
❚ Transformation of a traditional British high-

street retailer to a contemporary store in an
out-of-town retail park location

❚ The result of a six-month in-depth research
project focussing on the history of the brand
and customer from the company’s market
stall origins to the present day 

❚ Focus is on the product, not on the display

❚ “Catwalk” leads straight to back of store –
clear sight lines and ease of shopping

❚ Products arranged in fashion stories

❚ Flexible shoulder bag replaces old wire
shopping basket

The classic British variety store
has been given a makeover.
Bold graphics, inspiring lighting
and design details focus attention
on the product and modernize
the M&S shopping experience,
making it easy, clear and cus-
tomer-friendly. 

The decline of Marks & Spencer
has been a hot topic of conversa-
tion in the UK for years.  But
now with a new chief executive
and an exciting modernization

plan that includes revamping
stores, things could be set to
change.

A trial concept store was opened
in Liverpool in March 2004.  With
the mandate of creating a unique
store, staying true to the M&S
brand, and attracting the young
and fashion-conscious, London-
based concept architects Urban
Salon have presented an innova-
tive solution.

Visitors to the New Mersey Retail
Park are presented with an
imposing frameless glass façade
and immediately images of the
“old” traditional M&S—dowdy
women perusing elastic waist-
band trousers, grannies with
vests, uninspired men in the sock
department—are cast aside.  All
aspects of the store environment
have been redesigned to create a
fashion-led experience.

The café

The women’s catwall The men’s catwall New in-store shopping basket
designed by El Ultimo Grito
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Children’s wear and changing rooms Men’s fitting room

Attention is focussed on the
architecture and the products,
not the racks used to display
them. 

The emphasis is on ease of shop-
ping.  The whole store is visible
on entering—including kidswear,
lingerie, and the café—so that
customers know their way
around.  A “catwalk” drives the
customer’s view to the back of
the store and houses mirrors,
music and large-scale changeable
graphics – these allow the store
to change its look each season.
Terminating in the café, this
forms the main circulation route
and divides men’s and wom-
enswear.  Vertical free-standing
panels are set out at angles
across the store to define smaller
areas.  

Products are arranged in “fashion
stories”, not by type, to avoid the
“sea of slacks” that is the famil-

iar view in M&S.  Large-scale
fashion photography is used on
the walls—shots taken backstage
at a M&S fashion show—all con-
tributing to the stylish, contem-
porary feel.

Overall ambient lighting is out;
bespoke lamps that highlight
products and differentiate
departments are in.

And the details have not been
forgotten.  Service points are
visually prominent in red and
have been “conceived as pieces
of furniture, so have a really
clean and simple outline with
curved edges.”  A rear unit hous-
es a large light box with graphics
and incorporates cupboards for
storing returned products, which
can be posted through slots to
reduce visual clutter.

Changing rooms are spacious
and stylish with more large-scale
graphics and intimate lighting.

Even the shopping baskets have
been considered.  White wire
mesh food baskets have been
replaced with soft fabric baskets,
designed to be carried over one
shoulder for hands-free shop-
ping.  Created by agency El
Ultimo Grito, they are made of a
flexible plastic mesh but have a
reinforced base to allow the bag
to stand on the floor without col-
lapsing or spilling its contents.

The results are exciting.  The
store generates significantly
higher weekly sales than similar-
sized retail park stores.  It is
attracting younger customers
and sells proportionally more of
the younger sub-brands than tra-
ditional stores.  The design has
already been rolled out across
nine other stores and the possi-
bility of revamping all 375 stores
is under discussion.



Innovations from the United
States of America
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Best Buy-EQ Life 

Location: Richfield, Minnesota
Sector: Consumer electronics
Size: 18,300 feet2 (1,700 m2)
Stores: 780
Staff: 10,000
SKUs: 5,000

Keys of innovation:
❚ Customer-centricity

❚ Going beyond electronics  

❚ Health, wellness and technology for women

❚ Maximizing experience in a single visit

Best Buy is the leading consumer
electronics retailer in the United
States. It has adopted a cus-
tomer-centric philosophy which is
shaping current stores as well as
new formats. Existing stores
have been re-formatted to better
reach key target customers. New
formats are being pioneered
specifically geared towards cus-
tomer needs. Studio D is a bou-
tique format that helps women
use technology, such as taking

digital photos and placing them
into scrapbooks. Escape is a for-
mat focused on the latest games,
gadgets and technologies for
younger consumers. EQ Life is a
format that goes beyond Best
Buy’s roots in consumer electron-
ics.  

Contents

❚ EQ Life is a new concept store
focused on health, wellness and
technology for women, opened

in February 2005. The concept
behind EQ Life is to offer a
superstore that has everything
from pedicures to prescriptions.
It is designed to lessen the
intimidation factor of technolo-
gy for women and create a
solutions store for their needs.

❚ The 18,300 feet2 (1,700 m2)
store includes a PrairieStone
Pharmacy, Caribou Coffee Shop
with wireless Internet access,
and Park Nicollet Health

Exterior

PrairieStone Pharmacy Electronics Electronics department
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Vitamins Women’s health display Skin care department

Health and body care department

Services that has dietitians,
nurse practitioners and dia-
betes educators on location. 

❚ Product selections are built
around the three core areas of
health, wellness and technolo-
gy:
- For health, the company fea-

tures a pharmacy, personal
care items, beauty products
and organic and homeopathic
solutions. It also features
extensive information centers
dealing with women’s health-
related issues such as breast
cancer and menopause;

- For wellness, there are books
and magazines on fitness,
exercise products, vitamins,
electronic equipment (wire-
less heartbeat monitors, body
fat measures, bathroom
scales that measure body fat,
etc.);

- For technology, the store car-
ries laptop computers, iPods
and other electronic equip-
ment.

❚ This combination creates a
responsive, customer-focused
retail experience. In a single
visit, customers can fill a pre-
scription, attend a yoga or
pilates class and shop for the
latest heart monitors, MP3
players, exercise equipment or
other health-related devices.
They can also consult with in-
house nurses and dietitians, or
research a topic in the resource
center.
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HEB Plus 

Location: San Antonio, Texas
Sector: Grocery 
Size: 75,350 feet2 (7,000 m2)
Stores: 300
Staff: 60,000
SKUs: 40,000 food, 20,000 non-food
Turnover: US$1.2 million/week (estimated)

Keys of innovation:
❚ Hybrid format

❚ Extensive general merchandise 

❚ Cross-merchandising and demonstration

❚ Beauty care and clothing expansion

HEB is a grocery retailer that is
privately owned by H.E. Butt
Grocery Company.  

HEB Plus is its latest format,
attempting to combat Wal-Mart’s
growing Supercenter presence in
the United States.  This first unit
opened in January 2004.  This is
a hybrid format that adds exten-
sive general merchandise to a
very effective traditional super-
market.

❚ HEB plus has been selective in
the general merchandise cate-
gories added, focusing on those
that are closest to the needs of
its target shopper and to a
food-oriented format.

❚ Housewares are incorporated
into the main grocery traffic
flow, in between the produce
and meat departments. These
products can be cross-mer-
chandised to demonstrate food
preparation. The company has

a demonstration center with full
audio and video capabilities
that show customers how to
create meals.

❚ The store is designed with dif-
ferent colored circular or rec-
tangular banners that divide
the store into miniature shops.
The aisles are extremely wide,
with impulse items in bins and
display racks.

Exterior

Cookware Fully cooked prepared meals Music department
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Patio/outdoor furniture Baby department

Beauty department

❚ Amenities of the 24-hour store
include: a drive-through phar-
macy, bank, sushi bar, one-
hour photo center, floral
department, beauty counter
and gift registry.  The beauty
department features a staffed
counter at which makeover
appointments and ear piercing
can be scheduled. It has been
greatly expanded, building off
the pharmacy and personal
care section. This area is mer-
chandised and displayed sepa-
rately from the rest in circular
modules that separate the
experience from the more tra-
ditional grocery-style merchan-
dising.

❚ There is an increased emphasis
on young children, with the
expansion into clothing, acces-
sories, toys and games.  The
assortments are broad and
extensive.  For example, the
baby department offers every-
thing needed to care for and
outfit an infant.  This includes
bedding, clothes, toys, and
large accessories. Again, the
company is able to integrate
this section into categories pre-
viously sold in supermarkets
such as diapers and food.

❚ The grocery section includes
some extra features.  There is
a self-serve olive bar, artisan
bread, and sushi table.  There
is also a “Cooking Connection”
station, where a chef prepares
a dish for sampling and the
ingredients are merchandised
at the counter, along with a
recipe card. The featured recipe
changes three times a week. 
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Maytag Demonstration
Stores 

Location: Newton, Indiana
Sector: Home appliance
Format: specialty megastore store
Size: 6,460 feet2 (600 m2)
Stores: 47
Staff: 18,140
SKUs: 500
Turnover: US$3 million/year (estimated)

Keys of innovation:
❚ Showcase of products

❚ Boutique-like shopping 

❚ “Test-drive” appliances

❚ Enhancing the shopping experience

Maytag is the #3 US manufactur-
er of home appliances, after
Whirlpool and GE Consumer
Products.  Maytag has designed a
facility to showcase Maytag prod-
ucts in a way not possible in the
appliance department of most
retail stores.

It has created an exciting “try
before you buy” model where
customers can see, hear and try
appliances before they buy them.

❚ The pace of innovation in the
appliance industry has risen
and has resulted in more high-
tech and high-priced goods to
satisfy the demand for fancier
appliances. The new Maytag
Stores are the first appliance
shops to offer boutique-like
shopping to their customers.
Independent dealers display
the merchandise in “vignettes”
of home kitchens and laundry
rooms.

❚ Customers have the ability to
“test-drive” appliances.  They
can see a demonstration of
new appliances at work prior to
making a purchase decision.
The stores have full demonstra-
tion facilities that allow cus-
tomers to fully acquaint them-
selves with the products by
asking questions and turning
knobs.  They are encouraged to
try the merchandise, by baking
cookies in a functioning Jenn-

Exterior

Oven display Kitchen vignette Featured washer display
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Kids activity area

Display of full-sized working
kitchen

Air kitchen, cleaning dishes to
hear how quietly the dishwater
runs, or even doing a load of
their dirtiest laundry to see
how well the washing machine
removes stains. The Maytag
kitchen is fully functional.
There is a sink, cooktop, refrig-
erator, microwave, trash com-
pactor, two ranges and a built-
in double oven.

❚ Maytag Appliances has followed
the example set by clothing

stores and created a store
environment that enhances the
shopping experience.   The
stores are approximately the
size of a department store
appliance department, with a
mom-and-pop atmosphere.  As
a result, Maytag Stores feature
wider aisles, bright décor,
appliance experts, and a child’s
play area to keep kids safely
occupied while their parents
shop. 

❚ The Maytag Store offers a full
line of appliances arranged by
category (laundry, dishwashing,
cooking, refrigeration, and floor
care) including Maytag, Jenn-
Air, Amana, Magic Chef, and
Hoover brand products.  

❚ Maytag stores have seen con-
version rates more than triple
with this new format.

Featured washer-dryer display
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Starbucks’ CD Burning
Stations 
Sector: Specialty coffee 
Format: Specialty megastore store
Stores: 4,293
Employees: 96,700
Turnover: USD$900,000

Keys of innovation:
❚ Offers more than just coffee

❚ Is a force in the music business 

❚ Offers customized music

❚ Introduces a new way to buy music

Starbucks is the world’s #1 spe-
cialty coffee retailer.  Starbucks
has been evolving its format to
become more than just a coffee
house. The company’s mission is
to be the customer’s “third place”
between home and work; to that
end, it’s been steadily adding
amenities such as music and
wireless Internet access.

Hear Music Coffeehouse is a
place where customers can enjoy
their favorite Starbucks bever-
ages while creating their own
personalized CD compilation in
just a few minutes.

The Hear Music Coffeehouse is a
new concept where the staff are
music experts who can personal-
ly suggest new artists and guide
customers to new genres.   This

helps people discover music they
might not hear otherwise. The
Hear Music Coffeehouse plans to
make it easier for consumers to
find the music they love, as well
as create a platform for artists to
be discovered. The Listening Bar
has 10,000 CDs available.

Exterior

Music listening bar Media bar Media bar
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❚ This Starbucks-operated retail
location combines the
Starbucks coffeehouse experi-
ence with an innovative new
retail environment for cus-
tomers to discover, enjoy, and
purchase music. They have
opened test locations in San
Francisco and Austin, Texas.

❚ The company acquired Hear
Music, which is a retailer and
producer of music. It released
a Ray Charles “Genius Loves
Company” CD and have sold
over 500,000 copies, making
Starbucks a considerable force
in the music business.

❚ At Listening Bar locations that
opened in early 2004, cus-
tomers can create and burn
CDs in their stores.  Customers
can customize their music by
creating a personalized CD
compilation in minutes from a
catalog of thousands of songs. 

❚ Starbucks offers an entirely
new way to buy music, as cus-
tomers pick the songs they
like, arrange them in the order
they want, and walk away with
their own mix.
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Ebeltoft Group members provide a wide range of consulting services to help retailers and
suppliers in the retail sector remain competitive and achieve their goals. The following is a
sample of the broad range of services provided by our members.

❚ Consumer, market, economic, and site selection research and benchmarking 
❚ Strategic analysis and planning and concept development
❚ Multi-channel strategies and management
❚ Logistics, distribution, and supply-chain management
❚ E-commerce
❚ Category management, merchandising and productivity
❚ Information and systems technology and business processes
❚ Marketing, branding, communications, advertising, and promotion
❚ Customer satisfaction and relationship management
❚ Human resources
❚ Development, training and retail tours
❚ Store planning and design
❚ Urban revitalization
❚ Market due-diligence and target screening
❚ Product repositioning




