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The world 
has always been fluid. 
It’s time for retail 
to adapt to the flow.
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We are committed to observing the future of retail. A future that 
currently seems more uncertain than ever before. We experience 
an uncontrollable collapse of our everyday life and the world as 
we know it. From one day to the other, but also down the road. 
Uncertainties along with continuous change will accompany 
us beyond the corona crisis. This is why resilience is becoming 
an increasingly important characteristic for ourselves and our 
businesses.

The world of retail as we know it is melting away. What 
developments can we expect? How will uncertainty change our 
culture, values and consumption patterns, our collective mindset? 
We want to bring clarity into an uncertain situation, discover 
what opportunities are opening up for your business, and for all 
of us. That's why we wrote this report.

Challenges N E W  R E T A I L
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Disruption is an opportunity, necessity is the mother of 
reinvention. But times are hard, so reinvention is not easy. Yet, new 
opportunities that open up also lay the grounds for responding 
brands to reinvent and take the lead in the age of new retail.

Digital technologies have a new meaning and utility. Digital 
communication and learning tools are moving to the mainstream, 
Instagram Live is the new concert hall, at-home fitness workouts 
are seeing record adoption, and so on. Therefore, we need to 
rethink retail for a digital-first future. We need to infuse digital 
technology with creativity and empathy that enables more 
humanity in-store. Blur the boundaries. It's the digital narrative 
that will translate to in-store and bridges digital with IRL (in real 
life). This is your opportunity.

How companies behave today will be remembered for years to 
come. A retailer or brand needs to react on its purpose and then 
prioritize its contribution to it at any opportunity – digital and IRL. 
Customer and brand loyalty as we know it have also dissolved. 

Therefore, retail will increasingly need to resonate value and 
reconnect at any opportunity to its local community in a 
meaningful manner. A reset to an authentic vision and purpose is 
key. Retail needs to pivot from defense to offense by finding their 
own consumer-centric voice. Balance relevance with reassurance 
in times of uncertainty. This is your opportunity.

Brands and retailers that reinvent themselves to optimize insight 
and foresight will disproportionately succeed. Retail should 
prepare to lead a resurgence of what was temporarily lost 
in times of crisis and by the rise of e-commerce. Meet people 
where they are, beyond the physical retail space. Gain insight 
and foresight by data, then act. Rethink scale and growth, then 
prepare to lead. Big data will help with small gestures, in real-
time or near real-time. This is your opportunity.
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Retail now has the chance to rediscover what retail means 
and where it stands. "Local" gets a new meaning and value to 
consumers. There is a big potential for the emergence of social 
impact, a new craft movement, local sourcing or local staffing. 
#WFH (Working from Home) made us rethink retail, in turn of 
inspiring for a reconnection to nature, a return to simpler ways, 
and finally a hypersensitivity to touch and place. Amplify the feel 
good factor. This is your opportunity.

With physical isolation and a period of separation, recent trends 
of tribalization are seeing a reversal. From virtual choirs to yoga 
groups, connecting your tribe from the living room has become 
the new necessity. This will lead to new forms of humanizing 
retail and a community reconnection. Our public health crisis will 
be followed by a mental health crisis. Since retail will be more 
vulnerable not less, it needs to move closer to the consumer and 
dial up emotional proximity and empathy. This is your opportunity.

Retail gives people the stability they need in a world of 
uncertainty by providing a sense of connection, support and 
wellbeing. Lean into your blind spots as well as your bright spots. 
Lean into the next normal of retail. Now more than ever. It's the 
time to be an innovator. This is the ultimate time to humanize retail 
through the help of digital!

– Begin anywhere –
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Retailers and brands take powerful 
forms to build meaningful connections 
and points of relationships with 
consumers

Retailers and brands need to be perceived as providing 
something of real value to serve their customers. Retail needs to 
rebuild and redefine, the old model of simply selling something 
seems out of step now. Consumers will give retailers and brands 
a moment to try to connect, but they no longer want to be 
bombarded by advertising superlatives or suffer from meaningless 
and irrelevant interruptions. People are being recognized in their 

uniqueness through personalized 
services and no longer need to squeeze 
into one-size-fits-all experiences

When customers get used to buying anything and everything 
online, stores need to adapt to function as service centers. 
Physical retail stores will continue to evolve into discovery centers, 
places of learning and human connection, and hubs that support 
patrons on a personalized and individual level.

C O N N E C T I O N

S U P P O R T

8



Mindful companies allow consumers to escape their daily 
routines and the pressures of modern life by offering them 
cultural and social hubs in which they can slow down and 
fuel new energy

People increasingly say they have experienced anxiety due to 
high work pressure, have difficulties switching off from work, 
and cite feelings of failure as a result. Working parents struggle 
to care for their health due to the tension between work and 
parenting. People feel they work in an ‘always-on’ environment, 
with a constant need to access work emails, answer calls or check 
phones.

In May 2019, the WHO recognized occupational burnout as 
a workplace health phenomenon. In 2020, our public health 
crisis by the pandemic will be followed by a mental health crisis. 
Therefore, smart retailers and brands rush to help consumers 
burned by the pressures of modern life – addressing the basic 
human need of wellbeing. The future of socializing is about to be 
refined. Responsible stimulation and mental wellbeing will be the 
next normal as consumers seek their 'holistic happiness'. 

W E L L B E I N G
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Retail technology now is about bringing humanity back to 
retail through personalization, curation, and quality time 
with the customer 

The retail industry will be shaped by emerging technologies 
that will change the way consumers interact with brands, while 
retailers and brands collaborate more than ever with tech 
companies and startups to future-proof their businesses. Retail 
businesses are leveraging technology to create efficiencies, 
save money, provide better products, services and customer 
experiences. There is a clear trend towards the use of technology 
to make retail more human again.

Here are tech trends that will help retailers and brands to 
transform shopping:

Predictive Analytics (Big Data)  

Retail never had an issue collecting lots of data, but 
analyzing it and leveraging data to solve problems 
or create new solutions has always been a problem. 
Predictive analytics change that. Now retailers can 
be proactive by analyzing consumer behavior and 
trends from the past. Successfully analyzing data 
helps retailers to understand important information 
about customer purchasing behavior, personalizing 
offerings and the shopping experience. Data 
analytics also helps to address customers' needs 
based on where they are in the customer journey, 
improve efficiencies and reduce costs of supply 
chains

Connectivity triggered Micro 
Moments 

Retailers who can meet and serve customers "in the 
moment" of inspiration, desire or need to have a 
powerful advantage. Thanks to direct digital access 
to consumers and powerful analytics capabilities, 
businesses can capture moments and help 
customers during their moment of need and even 
anticipate what a customer might need before they 
even know it.

Extended Reality

Virtual and augmented reality offer retailers and 
brands several ways to enhance the customer 
experience. From browsing products to virtual try-

T E C H N O L O G Y
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store associates' downtime, while offering online 
shoppers a more personalized experience.

Face Recognition 

Facial recognition technology helps brick-and-
mortar retail to proactively battle shoplifting and 
retail crime. Furthermore, face recognition enables 
the same level of personalized experiences as 
online within the physical store. When a customer is 
identified through facial recognition technology, the 
store associates can better respond to that specific 
customer's interests, shopping history and needs. 
Certainly, there are legal and privacy concerns to 
be worked out, but there are several advantages 
for retailers adopting facial recognition technology. 
New high-tech start-ups are deploying solutions 
that enable face analytics anonymously and 
GDPR compliant.

Order Fulfilment Automation and 
Autonomous Last-Mile Delivery 
Robots 

E-commerce and omnichannel retailing growth 
will boost the use of robotics to create fully 
automated shipping warehouses. In addition to that 
autonomous last-mile delivery robots will gain more 
traction. This automation can significantly reduce 
order processing times, since warehouses have 
struggled to find enough human workforce to keep 
up with demand.

Stock Management Robotics    

Automated warehouses help improve inventory 
control. Rather than waiting for manual inventories, 
smart robotics and computer systems keep 
reliable stock data in real-time. This accurate data 
helps retailers manage stock flow, to make solid 
predictions, smart decisions, and forecasting that 
help improve the store's bottom line.

Internet of Things (IoT) and Smart 
Store Environments 

Enabled by the volumes of available data and the 
ability to process it in real-time or near real-time, 
consumers can receive a personalized shopping 
experience that wasn’t possible before. IoT 
technologies like cloud connected, sticker-sized, 
battery free Bluetooth tags helps stores deliver 
these experiences to their customers. Smart store 
environments like computer visioning or sensor-
embedded shelves and displays that track inventory 
will also change retail operations.

on experiences – extended reality is already in use 
by many retailers today and will continue to blur the 
line between digital experiences and reality.

Recommendation Engines  

A powerful tech tool for retailers is recommendation 
engines that help customers find things they never 
knew they needed and that help to reduce the 
consumers’ scope of search at relevant times in their 
shopping journey.

Customer Chat Bots

There has been rapid adoption of messaging-
based customer service bots across retail and 
brands. Messaging has become the preferred 
customer service touchpoint and channel, so call-
volume can be reduced. Artificial intelligence bots 
are able to improve the customer journey pre- and 
post-sales by lowering cart abandonment and 
helping customers solve problems post purchase 
without human intervention.

Shopstreaming = 
Live Streaming + Shopping  

Live streaming technology has empowered retail 
to transform the shopping experience by making 
their brick-and-mortar stores and e-commerce 
work smarter together. Live video connections 
allow retailers and brands to make better use of 

13 



Retailers are forming business partnerships that support 
better customer experience by combining services that 
can leverage strengths to deliver more values and fulfil 
customer needs more comprehensively

Collaborations enable retailers and brands to put their 
products and services into a broader context. Connected and 
complementary products and services, as well as environmental 
concerns will drive a proliferation of sustainable initiatives and 
partnerships for retailers and brands.

When customers shop online, they don't just search, buy one 
product and leave. Instead, brands and retailers need to 
collaborate with competitors and cross-industry partners to 
deliver richer solutions for complex consumer needs. Satisfying 
single aspects of consumer problems isn’t enough anymore. 
Retailers need to supplement their core competences with others 

so true value can be delivered. Retailers can create a better 
version of this complementary connectivity by collaborations, fluid 
design of shared spaces and modular shopfitting systems. This 
helps physical retail to create an in-store experience that makes 
it easy for customers to drift from one related item to the next – 
across a curated retail collaboration.

Crises such as the pandemic reveal 
how resilient retail evolves. Some inspiring 
cases are marked with this sticker.

C O L L A B O R A T I O N
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People want to be heard and empowered to make and 
control change - New Retail disrupts the lopsided power 
relations of capitalism by putting consumers at eye-level 
with the retailers

Consumers know what they want, and they want to be heard. 
Today’s consumers value being engaged in the product-creation 
and go-to-market process, and that being part of the process 
would impact future purchase decisions and brand loyalty. In 
contrast, retail professionals recognize that a top challenge 
for product teams remains understanding end-consumer 
preferences. This reveals a gap between consumer expectations 
for more dialogue and the perceived lack of consumer discovery 
on the part of retailers and brands. Digital technologies help 
to close that knowledge gap and to establish and maintain the 
dialogue with consumers. 

Consumers believe retailers and brands have a responsibility 
to address social issues through their business practices. An 
increasing number of consumers also expect retailers to take an 
active role in waste reduction and offer recycling services. 

Retail businesses are hearing the call for more accountability and 
at the same time are facing a rise of customer expectations for 
more convenience.

Experience is everything. Retailers and brands need the ability 
to listen to the customers, act, and engage with them on eye-
level. Customers demand personalized and relevant information, 
recommendations and service in the moment of need. Retailers 
can only deliver superior experiences to consumers if they truly 
know their customers and context. While data is key, collecting 
and utilizing it is a challenge.

Customers acting as ambassadors are a critical touchpoint for 
consumers. Most of the time they are the face of the brands and 
retailers and on the frontline of consumer questions, queries 
and often influence their decision to purchase – long before a 
customer is opening the front door.

D E M O C R A T I z A T I O N
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Consumers expect personalized recommendations and 
curated experiences to get inspired, discover and find 
the right products as they are accustomed to digital and 
social media

For many years big box retailers have pushed small businesses out 
the way because they couldn’t deliver to customers fast enough 
and at the price they want. With emerging brands that are built 
with the purpose to break with boring retail practices we can see 
a return of the small businesses. The spotlight is back on small 
businesses. Consumers just realized how much they missed them 
when they weren’t open.  This means, the relevance of buying local 
from independent retailers and brands has been elevated.

At the same time pop-ups are now longer term, to serve as viable 
testing grounds before opening up brick and mortar stores. 
A pop-up used to be an activation to drive sales or excite people 
to come to a location. But what is happening today is the multiplier 
effect. Pop-ups will increasingly serve as a testing ground for store 
formats, prototyping and informing brands and retailers on how 
they should approach store rollouts. Short term lease is and will 
remain the new normal, and pop-ups become 
the new flagship stores of brands.

The digital age has created a culture obsessed with FOMO, 
fear of missing out. Millennials and Gen Z do not necessarily 
want the nicest products on the shelves. Instead, they prefer 
unique experiences they can adorn themselves with – ‘if it's 
not on Instagram, it's not real'. Retailers and brands must find 
the balance between driving consumers in the store toward 
purchases and providing memorable experiences and sharable 
moments to keep customers coming through the door.

N E W N E S S

&  D I S C O V E RY
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Coach
Tapestry-owned Coach opened 130 pop-ups last year and is planning dozens 
more this year.  The brand has opened and closed pop-ups repeatedly in 
the past year. Coach has four types of pop-ups: while some are standalone 
locations, others are inside or near existing stores. The brand sees its pop-up 
strategy as complementary to its existing network of stores.

Coach's highest-profile pop-ups are “experiential activations,” where no 
products are sold but guests go through a “total brand immersion.” The Life 
Coach pop-up concept for instance is more art installation than retail shop, 
where attendees walk through a set of themed and thoroughly decorated 
rooms: one is a forest of “self-discovery,” another a simulated subway station.

As a long-term strategy, they open one, close another and so on, and the brand 
can tour different neighborhoods.

Showfields
By curating products for young, digitally savvy professionals, Showfields is 
trying to make it easier for people to find new brands they like while helping 
small companies to interact directly with their consumers. 

Showfields manages the entire retail process for them, designs and runs each 
small storefront inside the larger store, while providing the company data on 
how well all their products are doing by using heat maps that reveal what 
people are gravitating toward. 

In exchange for this service, companies pay Showfields a subscription fee of 
6,000 to 12,000 USD a month, depending on where they are located in the 
store. Every company at Showfields stays for a period of six months before a 
new one is coming.
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Findeling
”Local and conscious shopping are experiencing a kind 
of renaissance”

Katharina Walter, founder of Findeling

The Findeling platform for local retailers has grown strongly in recent weeks. It 
is the largest network for local shops with the purpose of getting people back 
into high street and to small local shops. In times of crisis, every shop owner 
can use a three months package completely free of charge. Findeling also 
offers newsletters in which their retail experts provide concrete tips on what to 
do now, how to save taxes, etc. Findeling tries to support retailers with an all-in 
membership.

SHOPIFY
“We are arming the rebels”

Harley Finkelstein, COO at Shopify

The Canadian e-commerce logistics company empowers small direct-to-
consumer startups to compete with the big players by providing them full-
service backend support for their local and online shops. The company offers its 
networks everything from payment systems to logistics.
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MAC Experience Center
After six months of research, MAC opened its first interactive retail center 
customized to meet the needs of Gen Z. The new retail space merges 
offline and online brand experience with virtual mirrors, digital totems and 
personalized communication next to masterclasses and key opinion leader 
(KOL) events. MAC’s WeChat mini-program provides frictionless assistance 
through all touchpoints.

Hipanda Ghost House
In the street fashion brand’s futuristic flagship store visitors can dive in a 
mysterious AR experience and interact with the store both digital and analogue 
in search for the ‘host’.

“The world of digital offers limitless possibilities of 
information, but the real world embraces the senses of 
human being that create unique experience which can 
be appreciated by each individual on its way.”

Gwenal Nicolas, founder of the design studio Curiosity
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Starbucks Deep Brew
With its loyalty program “Deep Brew” Starbucks leverages “AI for humanity”. 
The technology is used to innovate the company’s beverage offer and 
established personalized relationships with its customers.

“Technology has done so much positive for the world, 
but it has contributed to some unhealthy outcomes as 
well. When it comes to enhancing human connection 
and enabling people to be present and feel a part of a 
community, I believe technology, if used in responsible 
and thoughtful ways, can also be the enabler of freeing 
up people to be more human and better serve 
humanity. ”

Kevin Johnson, CEO at Starbucks

Carlings The Last Statement T-Shirt
“The world’s first interactive t-shirt”

Carlings

The Scandinavian clothing brand Carlings has created an augmented reality 
shirt that allows its wearers to frequently update its political message. The 
Last Statement T-shirt is nearly blank to the naked eye as it solely features a 
graphical logo. With the help of AR-filters the wearer can digitally change 
the design by choosing between a range of graphics which were exclusively 
designed for this project. The project was created by Copenhagen-based 
Virtue Nordic aiming at reducing the environmental impact of fast fashion.
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Consumers feel increasingly comfortable with brands 
tracking their physical cookie trails and converting them 
into better offline experiences that fit their context and 
moment

Artificial Intelligence (AI) has the ability to transform retail. We 
leave data everywhere we go, and that’s just the fuel many 
retailers need to enhance the shopping experience rather than 
disrupt it. These new experiences will enable retailers and brands 
towards exclusive shopper journeys by customization of services 
and products for a perfect fit.

Customers love customization. Whether that means personalized 
prints, customized products, or a shared moment on social media. 
Today’s consumers cannot get enough of branded cooperation. 
Retailers and brands should give them all to deepen their 
engagement. Self-services, assisted services and hosted events 
that let customers create their own styles or products.

These efforts will pay off as retailers and brands demonstrate 
to consumers how they are living their lifestyles and shopping 
behaviors. Consumers will increasingly continue to shop brands 
that align with their values. Though consumers are complex and 
their set of values is diverse, digital technologies and AI will help 
to decode and apply the right actions, at the right time and 
location, within the right context. Contextual retail architecture 
and shared space design will enhance these shopping 
experiences.

C O N T E X T  &  P R O X I M I T Y
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“Pushing the guest experience 
beyond the ordinary transaction”

A Ma Maniere
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“The rise of individualism and desire for 
sustainability has correlated with growing interest 
in thrift store shopping and vintage, giving rise 
to a massive secondary market for clothing and 
accessories”

PSFK

Nike X Martine Rose
Sportswear brand Nike collaborated with London-
based menswear designer Martine Rose for a 
capsule collection. The limited products were 
exclusively accessible over Craiglist, an advertising 
platform built to connect people close by to find, 
buy, or sell just about anything. So this time, instead 
of physical or online stores, three Londoners were 
selling. Consumers interested in the products had 
to contact the seller directly and then travel to their 
home to pick it up - clunky, time consuming, totally 
intriguing and memorable.

"Craigslist felt like a natural 
extension of how I work, finding 
interesting platforms and new 
ways to make clothes and events 
available. There’s a democracy 
about the platform that I like, it’s 
interesting and it's fresh.” 

Martine Rose, menswear fashion designer

Depop Popup at Selfridge 
“We take it back to the individual. 
[They can] express themselves 
creatively without the limitations 
that they might find elsewhere. You 
don’t need to teach Gen Z about 
the necessity of being inclusive and 
diverse.”

Peter Semple, CMO at Depop

A Ma Maniere Living
The luxury street wear boutique A Ma Maniere 
focuses on tailoring its store to fit the local 
individuals and the community’s culture. Next to 
its two stores in Atlanta and Houston the Parisian 
culture influenced  brand added the “Living” 
experience to its Washington D.C. location. The 
minimalist location provides access to exclusive 
products brands created exclusively for A Ma 
Maniere and it features two full-luxury residential 
suites. These are directly above the retail space 
and invite A Ma Maniere guests to dive deep into 
a great experience for all senses that goes beyond 
transactions.

© Nike© A Ma Maniere

© Selfridges & Co

enabled by  democratization | collaboration enabled by  democratization | collaboration 

enabled by  collaboration
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Agile innovation & demand-focused 
production
As reaction to the Covid-19 crisis Burberry is dedicating its resources for the 
manufacturing of surgery masks for the UK while LHMV leverages its perfume 
factories for the production of hand sanitizer for the French market. The two 
luxury brands aren’t an exception. Many companies of all kind of industries 
reprioritize their product portfolio radically in order to meet the changed 
requirements and contribute to society’s overall needs. Craft beer brewery 
BrewDog gives out its hand sanitizer for free. The British technology Dyson 
exploited its in-depth air purifying knowledge to create the Dyson ventilator 
‘CoVent’ within 10 days only - addressing explicit clinical needs for Covid-19 
patients. 

French sports retailer Decathlon teamed up with Italian medicals and quickly 
modified its Easybreath snorkeling mask  by using 3D printing technology. These 
and many more examples show how important agile innovations are in times of 
high uncertainty and radically changed market needs.  
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Shiseido
The Japanese beauty brand Shiseido launched a high-technology moisture 
and serum that is generated with the help of augmented reality and artificial 
intelligence. The technology which is combined with a subscription service 
allows its users to modify their skincare on a twice-daily basis. Therefore they 
simply need to take a picture with the front camera of their phones. An app 
collects data which is then analyzed by AI and sent to the user’s appliance 
containing five Optimum Shot serum cartridges. Based on the received data a 
personalized lotion is dispensed. 

“These days, the concept of luxury and exclusivity have 
little to do with price. Today’s shoppers are increasingly 
seeking one-of-a-kind products and experiences  as a 
way to showcase their personal identities”

PSFK

© Reuters© Shiseido

enabled by  democratization | technology enabled by  collaboration | technology 
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In times of unexpected crisis such as the Covid-19 
pandemic retail brands with strong digital channels 
benefit as they can contain negative impact. Nike 
made a prime example. The brand pushed its 
fitness app and digitally connected “expert trainer 
network” to maintain a strong engagement with its 
customers. With its “Play inside, play for the world” 
and the opening of the premium version of the NTC 
app Nike encouraged optimism and making sport a 
daily routine. That way the brand was also able to 
stimulate sales - now and in the coming future. 

Levi’s made-to-order 
jeans
“The ultimate goal in making this 
one-off piece of denim is to show a 
piece of that client’s personality in 
the jeans we create for them.”

Lizzie Radcliffe, Master Tailor at Levi’s

In its flagship stores in London, New York and San 
Francisco Levi’s personalization service goes next 
level: Under the name Lot No. 1 the jeans expert 
invites its customer to become part of the creation 
process and design their very own premium made-
to-measure jeans which are then hand made for 
them. 

Besides the Master tailor the brand also provides 
Tailor and Print Shops in various locations all over 
the world in which it offers repair, tailoring and 
personalization services. 

Nike
“The main lesson may be that a 
robust digital sales and marketing 
strategy isn’t an add-on. It’s a must. 
Traditional brands and retailers 
have paid lip service to that idea for 
years, but now they’re learning the 
hard way that half measures aren’t 
enough.”

Rob Walker, brand columnist at Marker

Charles
The German startup Charles took the mission 
to optimize the supply of timeless basics. This 
includes creating the ultimate product, the perfect 
ordering and reordering process and delivering at 
a fair price. Charles puts heavy focus on creating 
an effortless experience – enabled by intuitive 
communication through WhatsApp. It aims at 
providing a likeable AI-powered bot that customers 
can conveniently talk to in a natural, frictionless 
way.

© Nike

© Levi's

© Charles
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“Half will be us making money 
through selling product, and the 
other half will be through content. A 
network like that doesn’t exist today 
where you have both”

Mark Bozek, founder of Live Rocket New York 

MINI Pavillon
The car brand MINI launched its first Urban 
Store concept store in Munich which is nothing 
like its usual locations. For the MINI Pavillon the 
brand teamed up with five local partners from the 
gastronomy and service sector. Within an attractive 
architecture setup it offers a new concept geared 
towards urban flair and shared space. People can 
drop in to meet a friend for a coffee at the Herzog 
bar, work in the spaces provided by co-working 
specialist MATES, arrange an appointment at 
BARBER HOUSE, choose new glasses at VIU or 
relax to music in the Harman Kardon Lounge. Along 
with that visitors can also find out about the full 
range of MINI models in detail and arrange test 
drives. 

Live Rocket New York
Live Rocket New York is planning on opening 
a broadcasting studio in 2020 to create a 
fundamental new retail experience. The company 
will feature exclusive merchandise and content 
which will be available in the store, mobile and via 
the new LRNY television network which has are 
means a reach of over 25 million U.S. homes.

Morphe
“The fledgling cosmetics brand 
continues to blur the line between 
physical and digital experiences, 
hoping to drive traffic to its growing 
fleet of stores with on-premise 
creator studios”

Marissa DePino, PSFK

© Cosmetips © BMW Group

© Mark Bozek
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Retailers and brands understand that by relieving 
consumers of time-consuming and interfering tasks 
through tailored micro-services, they can offer them one 
of today’s greatest luxuries: time

Decentralized retail shifts the idea of fixed, ‘centralized’ stores as 
retailers look to be where customers are, rather than customers 
going to them. Which, of course minimizes friction and maximizes 
convenience. 

Customers who are used to endless shopping options in 
e-commerce and social media, the return to a brick and mortar 
store can sometimes be a bit annoying, facing situations like 
“We’re out of your size”, “We just sold the last one this morning”, 
“We don’t have it in red, how about blue?”. Until now. Digital shelf 
extensions or "endless aisles" allow retailers to offer selections 
and options they would never be able to carry in a single 
store to create — while at the same time offering customers an 
exceptional interactive shopping experience with the help of 
shoppable content in the store.

Smart brick and mortar retailers are leveraging the power of 
technologies and include real-time analytics, digital displays, 

augmented reality, and computer vision, to create fun, unique 
retail experiences. These retail tech solutions dissolve the 
boundaries between online and in-store shopping, and create an 
omnichannel experience that builds brands, engages customers, 
and drives purchases.

More D2C (direct-to-consumer) brands will experiment with the 
“shoppable showroom,” especially in categories likes footwear 
and home. Brands will prioritize square footage for experiences 
over product, and will integrate digital and mobile checkouts, 
using a small footprint for the cash wrap. Customers seek curated 
experiences that cannot be accessed online with clicks.  

Friction anywhere in the retail experience appears to be 
restrictive, especially when it slows down customers on their way 
to spend their money. Payment is the end goal, so it’s no surprise 
that this critical step becomes more and more important in the 
customer journey.

F R I C T I O N L E S S

C O N V E N I E N C E
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Posti Box
“If a customer has placed an order for clothes online, 
they can try on the clothes straight away. If the clothes 
fit, that’s great. If they don’t fit, the customer can return 
them immediately without having to go home first. Other 
kinds of orders can also be opened at Box straight 
away. The customers can leave the packaging materials 
here to be recycled or used by other customers. The 
consumer behavior of the Finnish people has changed 
significantly. Before, there was a piece missing between 
the online store and home. Box was created to fill in the 
missing piece”

Kaisa Ilola, Head of Customer Experience and Channels at Posti

Domino Delivery Hotspot
“Delivering where people are in a mobile-first, on-
demand world”

Mobile Marketer 

Domino understood that its customers want to conveniently receive and enjoy 
their pizzas with their friends and families no matter their current location. 
That it mind, Domino launched its Hotspot program aiming at the thousand 
away-from-home-and-work locations where pizza deliveries have been difficult 
before.

© Fyra

© Domino's Pizza
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Myntra
The Indian fashion platform Myntra hires local tailors as delivery agents to 
improve its last mile experience and reduce return rates.

“The company is now looking to address the discomfort 
of consumers in searching for tailors for altering 
purposes. This is aimed at mending the sales gap and at 
the same time improving customer satisfaction by fixing 
fitting flaws on the doorstep.”

Shagun Sachdeva, consumer insights analyst at GlobalData

Canlis
In times of change institutions have to reinvent themselves to optimize insight 
and foresight. The fine-dining restaurant Canlis did so. It understood that what 
its customers’ needs had changed: So Canlis closed its iconic venue in Seattle 
to open three different formats: a breakfast bagel shed, a burger drive-thru for 
lunch, and a family meal dinner delivery service. 

"Time's are changing and so are we. For now. We're 
shutting down our dining room and bringing the food out 
to you.“

Canlis
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© Kenny Luo on Unsplash 

© Canlis
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© Pinterest

Ivee
Ivee My Ride mirror targets in-vehicle commerce, 
an area where it is difficult to get people to make 
an impulse buy. The AR-enabled interactive mirrors 
make contextual suggestion enhance the ride 
experience and incentivize to conveniently run 
errands.

“The dynamic user interface allows 
you to complete a shopping moment 
in the in-between moments. This is 
true omnichannel.”

Alex Giannikoulis, Founder and CEO at Ivee
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Pinterest’s new improved lens camera search allows users to quickly find 
products they’ve seen offline online. The technology can identify over 2.5 billion 
objects across home and fashion Pins. It, thereby, takes the friction real life 
and selling platforms along with the likelihood sales are generated. This merge 
becomes increasingly important as consumers seek contextual support and 
social commerce is growing in importance.

“We will continue to watch the advancements Pinterest 
makes in visual search to help IKEA customers find the 
products they love and be able to purchase them when 
they see it.” 

Joy Kelly, media manager for IKEA Retail U.S

© Ivee
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© Instagram © Google

Instagram’s AR shopping
Social Media platform Instagram extended its commerce function by an 
augmented reality technology. The AR function lets users virtually try on 
products to support them in their buying decision. Like before the user is then 
only one tap away from the checkout. 

Social commerce can be expected to continuously grow as trend researchers 
like Scott Lachut, President of Research & Strategy at PSFK, predict that 
“consumers will expect the purchase path to be seamlessly integrated into their 
daily lives and routines”.

Google Shopping
“Sometimes you need something in the moment or 
want to see and touch an item before you buy. Google 
Shopping lets you filter for nearby products, so you 
can find local stores that carry what you need and see 
whether they have it in stock.”

Google
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“Re-cycling the radiation around us to power sticker-size sensors can enable 
new ways for consumers to interact with products that were previously not 
feasible. Products can share when they are picked up, their temperature, 
or when they need to be replenished. Without batteries or other high-cost 
components, tags have unlimited power and lifespan, so can be embedded 
inside of products that were previously unconnected to the Internet of 
Things.”

Tal Tamir, co-founder and CEO at Wiliot

JedAI by Anagog
JedAI, Anagog’s Edge-AI technology, lets you gain 
greater understanding of your customers to engage 
in a more personal and contextual way. 
The JedAI SDK is Anagog’s on-smartphone 
artificial intelligence engine (Edge-AI) that collects 
and uses data from multiple smartphone sensors, 
correlates the data to show that person’s journey 
and activities, build his/her behavior profile and 
predicts what that person will do next — all in 
real time, on the smartphone itself, without any 
dependency on cloud communication.

Simply, JedAI enables your mobile app to 
understand customer activity, behavior and 
locations he or she visits in the “offline” world, and 
even predict what they’ll do next, all on the phone 
itself.

Syntonym
Gathering visual data in retail spaces raised 
concerns around data breaches and data 
leakages. Syntonym replaces faces in the videos 
with AI-generated, non-existent ones preserving all 
key parameters such as age, gender, expressions, 
gaze direction etc. This process provides an 
opportunity of deep analytics extraction from 
synthetic data for the first time.

Wiliot
Wiliot connects people with products through 
a cloud connected, sticker sized, Battery Free 
Bluetooth tags. This helps to understand where 
products are, who is using them and when they 
need to be replenished. Makers of products and 
retailers can flourish in the face of disruption from 
online shopping. 
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© Anagog

© BeaconZone
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Sensalytics
sensalytics supports brick-and-mortal retail in optimizing their processes 
through people counting and retail analytics. Modern people counting 
technology, dwell time tracking and hot spot analysis give retailers metrics to 
optimize and benchmark their operations.

"What Google Analytics is to us in online business, 
sensalytics is to our brick and mortar business.“

Outletcity Metzingen Blink Technologies
Blink Technologies is creating the ultimate interaction between the human eye 
and the world around us. In the post-COVID world, Blink’s touchless, A-Eye™️ 
technology provides the ability to communicate and interact with screens, 
consoles and Points of Sale.

Blink’s eye-tracking software can be enabled on any camera or device to 
compile instant data analysis on retail consumers behaviors and shopping 
patterns either in-store or online.
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Amazon Go Grocery Store
After its Amazon Go, Amazon Book and Amazon Four-Star stores the internet 
giant further extends its physical store network by entering the grocery market. 
It gives customers the frictionless convenience they desire for running errands: 
go in, take what you want, and walk out the door, without standing in line. 
Encouraged by the success, Amazon also started selling its “Just Walk Out” 
cashierless technology to other retailers.

“Eliminating jobs makes sense when they impose 
repetitive and dehumanizing routines on us and because 
they result in lower productivity and more errors than 
a machine produces. Ultimately, a technology like 
this does not seek to eliminate jobs, but to put humans 
where they really add value, rather than by carrying out 
meaningless mechanical tasks.”

Forbes

Decathlon
Decathlon‘s mobile-first and cloud-based platform allows to execute 
omnichannel retailing from an iPhone. Instead of being tethered to cash wraps, 
Decathlon’s store associates become the point of sale – with the ability to 
lookup product inventory, process endless aisle transactions, fulfill buy online 
pickup in-store (BOPIS) orders and check out customers via Mobile Checkout 
Stations from any location in the store.

“This solution allows Decathlon to put more associates 
on the store floor where they belong. They are armed 
with an iPhone and ready to help customers as opposed 
to being stuck behind a cash wrap waiting to process 
transactions with a clunky old POS.”

Tony Leon, CIO/CTO at Decathlon

© CNN © NewStore
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Frictionless credit solutions have become 
increasingly important for online and offline sales. 
The Swedish firm Klarna is excelling in this field 
providing consumers with more ways to pay online 
and IRL. In a smooth one-click purchase experience 
buyers can choose between direct payments, pay 
after delivery options and instalment plans. The 
Klarna  app also helps customers to conveniently 
manage all their purchases and even returns via a 
single source while giving them full protection.

When offering the Klarna Instore option retailers 
and brands can benefit from full fraud and credit 
risk protection while allowing their customers to 
complete the transaction through the app

Apple Card AR 
experience
The AR/VR experience designer Volodymyr 
Kurbatov build a demo that demonstrates how the 
future Apple Card experience could look like. In the 
artist‘s concept the user simply would need to pick 
up their Apple Card to get their balance and recent 
transactions with a glance. In Kurbatov’s concept, 
the iPhone would need to know exactly where the 
Apple Card is and how it’s being held. While this 
not feasible today, the latest iPhone plans promise 
that this could be possible much further than we 
think.

Alipay ‘Smile to Pay’ 
beauty filter
Chinese technology giant Alibaba already 
launched the frictionless ‘Smile to Pay’ checkout 
in its physical stores in late 2017. Two years later 
beauty filter were added to the facial recognition 
payment system after studies indicated that a 
majority of the Chinese female feels unattractive 
when using the technology. The new retail 
pioneer thereby aims at making the technology as 
comfortable as possible for the user and boosting 
its usage.

© Volodymyr Kurbatov

© Klarna

© Ant Financial
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Fostering individuality and greater social inclusion to the 
local community are the winning keys to sustainable new 
retail as an inherent part of the community

Don't panic. Your community will be still there on the other side of 
this crisis. And they will be eager to reconnect. It is up to retailers 
and brands to be the destination they desire most.

More than ever, customers want to see businesses engaging 
and supporting the people around them. They want to see 
and experience what steps retailers and brands are taking to 
care for their communities — whether that is in a physical way 
or through groups spread apart but connected by interests of 
beliefs or needs. Neighborhood stores now have the opportunity 
to reconnect and deliver real value for consumers by focusing 
on their location and community surrounding their store. This is 
becoming more relevant in these times than the big brand 
on their door.

Local pride will become more relevant in 2020. There is a growing 
expectation of multinational retailers and brands to respond 
appropriately and creatively to local culture, social norms and 
consumer habits. Small businesses start their global route to 
success by accentuating their local credentials, keeping this at 
the forefront of consumers’ minds. More than ever before, tuning 
into the proudly Local trend is a compelling retail strategy to win 
and retain consumer loyalty.

C O M M U N I T Y  R E C O N N E C T
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Starbucks Pickup Only Store
“The beauty of Starbucks Pickup is that, with just a slight 
tweak of its human interaction model, both the future 
and the past can coexist against an ever advancing 
premium on the economy of people’s time. ”

Forbes

CVS HealthHub
“We believe that transforming the consumer health care 
experience begins with creating a new front door to 
health care.” 

Alan Lotvin, chief transformation officer at CVS Health

With its new store format CVS Health expanded its offer from solely selling 
pharmaceutical products to offering  comprehensive health care services 
including digital tools and on-demand health kiosks, trusted advice and 
personalized care. Store visitors can also educate themselves by exploring 
health and wellness apps on the in-store Learning Tables. Wellness Rooms are 
available in which CVS and its community partners host group events, including 
health classes, nutritional seminars and benefits education.
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Sony Square
The electronic manufacturer’s showroom doesn’t just spotlight innovations 
in products, music, movies and gaming, but also hosts exclusive content, 
exhibitions, workshops and other experiences that sit at the intersection of 
entertainment and tech innovation. The hub features a rotation of themed, 
interactive installations every few months, while also allowing customers to 
preview upcoming products or prototype technology before widespread 
launch. 

Zalando’s Connected Retail
“As European fashion platform, we want to use our 
capabilities and resources to help solve the most urgent 
challenges during this crisis. With the Connected 
Retail program, physical retailers can connect with the 
Zalando platform and sell their products directly to our 
online customers”

Carsten Keller, VP Direct to Consumer at Zalando
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Burrow House
The digital startup Burrow entered the physical world by creating experiential 
retail spaces. Instead of purely selling their “luxury couches for real life” the 
brand invites its customers to come by, relax, play and watch TV. The ultimate 
couch potato experience shall foster brand relations and allows the customers 
to try out couches in relaxed and  creative way.

"The best way for people to interact with your products 
is to have them just experience them organically. [The 
Burrow store] is our expression of a home, and the entire 
point is to celebrate moments of relaxation.”

Stephen Kuhl, Co-founder and CEO at Burrow

Snow Peak
The Japanese outdoor brand is a prime example showing that physical spaces 
increasingly function more as social hubs than pure point of sales. Within 
its store a broad range of people come together, all sharing one passion: a 
longing for nature. Snow Peak provides platforms where they can interact with 
the brand in a meaningful, democratic way, learn about products and share 
lifestyles.

“It is our mission to cultivate a community who lives life 
conscious of nature and to provide a respite from your 
urban life.”

Nate Borne, General Manager at Snow Peak
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Sweaty Betty
Activewear retailer Sweaty Betty opened a three-storey flagship store in SoHo, 
London, that invites customers to come in to stay. The store that features food, 
fashion, fitness and beauty offers a holistic brand experience with various 
activities. After one of the various classes, London visitors can enjoy a coffee or 
healthy snack in the café restaurant or they can make an appointment at the 
‘Duck and Dry’ hair salon. 

“It’s all part of a “tribe” mentality. Unlike with normal 
clothes, where you’re embarrassed to wear the same 
dress as someone, people want to feel part of a “team” 
with their activewear.”

Evening Standard
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FICO Eataly World, Bologna
“The world's largest agri-food park.”

FICO Eataly world 

In just one place you can learn about the culture, traditions, and craftsmanship 
that make Italian food the most famous in the world. On 2 hectares of open-
air field visitor can learn about food processing, taste traditional Italian food 
in FICO’s 40 restaurants, jump on one of the six educational “rides” or stroll 
through the marketplace to take some delicatessen home. Backed by four 
universities and numerous corporate partners such as Coop, the FICO Eataly 
World offers the ultimate experience for body and mind. 

enabled by  democratization | collaboration enabled by  collaboration

© Echochamber © Eataly World
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N Outer Neighborhood
“We’re imagining our Neighborhood 
Showroom as Airbnb-meets-retail, 
where we’re turning our customers’ 
backyards into physical showrooms,” 

Jiake Liu, co-founder and CEO at Outer

The outdoor furniture brand Outer encourages 
peer-to-peer interaction  by inviting its customers 
to turn their backyards into local showrooms. Hosts 
receive a flat fee per visit and visiting potential 
customers from the neighborhood a realistic setting 
and personal  experience.

Lululemon Lab
With its two design concept spaces in Vancouver 
and New York City the sportswear brand lululemon 
created unique places where its designers and 
local customers can meet. In the creative labs the 
designers experiment with new ideas and develop 
limited capsule collections that fit the people that 
live and work close-by. In contrast to lululemon’s 
standard collections, the lab focuses less on high 
functionality and more on hybrid ready-to-wear 
products than can be worn throughout the day. 
Customers can watch the designers work and give 
direct feedback. 

Neighborhood Goods
“Neighborhood Goods is a new 
type of department store, featuring 
an ever-changing landscape 
of thoughtful, exciting, and 
contemporary brands, stories, and 
events. It strives to be a place for 
community, bringing people together 
to shop, eat, discover, and learn 
across our growing number of stores 
throughout the country.”

Neigborhood Goods

© Pure Cycles© Outer

© Lululemon Lab
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Temporary ALDI store in hospital
"Due to the particularly high workload at the moment, 
there is little time for personal matters such as shopping. 
We are therefore very pleased that the establishment 
of an Aldi Süd store on our premises has created a very 
useful service for our employees”

Prof. Jürgen Graf, Medical Director and Chairman 
of the Board of the University Hospital Frankfurt
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Connect with your tribe – 
in and after crisis
“Ironically, with physical isolation, recent trends of 
tribalization a seeing a reverse.”

Scott Roslyn, CEO at We Are Bill

Being able to connect to your community IRL and online has, hence, become 
essential for any brand aiming to maintain in a digital-first future.

The American travel-wear brand Summersalt launched an emotional 
support service called ‚Joycast‘. Despite the crisis, the company follows their 
mission to spread joy: in these times by delivering notes of emotional support 
and pleasant distraction to subscribers’ text-message inboxes, ranging from 
meditation videos to cute animal photos, to cooking classes and movie nights. 

© Aldi

© Summersalt
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Understand how the changes to the digital era of 
everything-as-a-service have impacted the economic 
model of retail and why

Consumer expectations are being set for constant upgrade, 
update or adaption, which leads to an everything-as-a-service 
mindset. This happened since physical objects started to update, 
change and evolve in the way our apps on our smartphones do. 
This has led to three emerging business models which reshape 
retail:

1.    Subscription drives passive commerce
2.   Rental redefines ownership
3.   Resale extends product lifecycles

Subscriptions refer to systems of automatic orders, sent to 
consumers on a recurring basis. It evolves into a form of 
passive replenishment of household goods and therefore adds 
convenience for consumers. The growth of IoT (Internet of Things) 
will power subscriptions with increasingly passive transactions 
which will reshape marketing.

Transient ownership is one of the latest retail trends because it 
has changed consumers’ mindsets on purchasing. People use 
things quicker and without forking over cash, therefore renting 
everything from couches to clothes has become increasingly 
popular. Via rental services, consumers are able to access goods 
for a short period of time at a reduced cost. So today access 
competes with ownership, opening new ways for consumers 
to test products that emerge but also entails the necessity for 
creative and solid solutions in fulfilment and returns.

E C O N O M I C S
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The days of carefree consumerism are over. The need for permanent ownership 
is declining. Transparency and honesty became a business strategy. The 
consumer consciousness on sustainability, social impact and purpose have 
created a radical new consumption mindset and also created the massive rise 
of second hand. Resale, or secondhand shopping refers to buying items used 
rather than new, which extends product lifecycles. Resale is gaining popularity 
on a global scale, since sustainability is a key driver of this model. Since 
consumers started to ask new questions about a product's value, resale can 
provide new data and insights about shoppers.

Physical retail is the place to build deeper human connections and points 
of relationship with the local community. The place to test partnerships and 
collaborations. As a result, retail will also continue to see a mix of store formats 
like flagships, pop-up shops and pop-in shops, depending on the market. 
Furthermore, new store formats like pop-ups are fueled by the massive increase 
of cost for online traffic. Meaning, physical retail spots get cheaper and more 
effective than media buying to generate online traffic.
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Loop
To overcome singly-use products the circular shopping platform Loop acts 
based on the “wisdom of the past”. Loop collaborated with various brands to 
offer their products in refillable durable packaging. The underlying strategy is 
to increase consumer delight by providing product packaging that enhances 
the user experience, impresses with aesthetic and adds functional features. The 
focus of packing, hence, moves from minimizing Cost of Goods to increasing 
corporate assets. Loop’s integrated retail models with retailers such as Tesco, 
Kroger and Carrefour allows users to access Loop in-store and online. Hence, 
any retailer, small or big, physical or online can embed the Loop engine  in its 
stores and thereby enable a circular  supply chain for their shoppers. 

W Hotels x Rent the Runway
The Closet Concierge service puts together collections that allows people to 
travel in comfort and style, with their regionally inspired wardrobe waiting for 
them in a W Hotel room upon arrival. The traveler simply hands in the rented 
items at the reception when checking out and W Hotels & Rent the Runway 
takes care of the rest – following the trend of “travel light”.

The clothing rental company Rent the Runway puts heavy emphasis on  
pioneering in logistics to optimize convenient access for the customer. With 
the goal in mind to become ‘The Amazon prime of rental’, the company 
collaborated with several brands. On example, that shows the extension of the 
customer offer is the partnership with W Hotels on a “Closet Concierge” service. 
It allows the W Hotel guests to conveniently access Rent the Runway's endless 
wardrobe. Shopping, packing and sacrifice are eliminated. This saves time and 
money without having to relate to style.
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Taobao Live
“The current healthcare crisis is a wakeup call for retailers. It has prompted 
many to accelerate their digital makeovers, so that their businesses become 
more dynamic and resilient.”

Ann Joyce, Chief Customer Officer and EVP of Technology at Chico’s

Ark Marketplace by b8ta
“Stores today are serving as story-
telling platforms for brands rather 
than sales channels. Product 
discovery and sales happen in 
different places.” 

Vibhu Norby, co-founder and CEO of b8ta

The livestreaming channel Taobao Live helps 
hundred of thousands Chinese brick-and-mortar 
stores struggling under the effects of Covid-19 to 
move their operations online. The platform offers 
retailers a lifeline to reach vast audiences, including 
the more than 800 million monthly active users that 
visit Alibaba’s e-commerce sites. This is symbolic 
for a trend that has been ongoing for a while now. 
Live-streaming sessions have become increasingly 
popular in China in the last few years as consumers 
crave immersive experiences and personalized 
recommendations.

B8ta launches Ark Marketplace which allows other 
retailers to follow the same Retail-as-a-Service 
concept as the experiential retail expert. The 
technology platform of b8ta stores is being offered 
to retailers and brands like Amazon Web Services. 

Hack your Closet
“We’re changing the apparel 
industry for good.“

Lisa Gautier, CEO and Founder of Future Closets 

Future Closets AB was founded by Lisa Gautier in 
June 2019. An initial pilot was launched on the 6th 
of June, which kicked off the company and started 
on a path to grow their community by over 60% 
month-on-month. By January 2020, the company 
is managing Sweden’s biggest shared closet, with 
over 500 closet hackers sharing and discovering 
second-hand items on a monthly basis. 
The service Hack Your Closet is the combined result 
of many things and one big common vision: to 
change the clothing industry for good. 

© Ark

© Tmall/Alibaba

© Hack Your Closet

enabled by  democratization | collaboration enabled by  technology

enabled by  technology

49 



As stores evolve, the importance of digital grows and the 
role of retail workforce has changed, retail workforce is 
increasingly valued more by their employers and their 
communities

Big data, automation and artificial intelligence (AI) will 
dramatically alter the tempo of workforce transformation. 
The workforce of the future will need to possess strong 
technical knowhow for positions such as data engineers, 
robotics experts, software developers, cybersecurity experts, 
and user-experience designers. Additionally, companies will 
have to address shortcomings in roles that call for advanced 
cognitive and emotional intelligence, for jobs needing problem-
solving, persuasion, leadership, and management of complex 
relationships.

Changes in learning need to be attuned with the changing 
times, and retail needs to move away from traditional learning 
and development models to establish a more agile, proactive, 
and creative approach. Many businesses have begun taking 
steps to improve their ability to equip their existing workforces 
with new skills. However, in many cases upskilling practices are 
still prescriptive and do not foster a culture of innovation and 
imagination. Retailers and brands must transform for living a 
culture that encourages employees to evolve, try new things, and 
operate outside of their comfort zone.

In the future, core retail training may include answering in-
depth customer product questions, techniques for managing the 
whole customer relationship, training on consumer psychology, 
and understanding purchasing behavior across different store 
channels, online and offline. New initiatives show the balance 
between employer-driven and employee-driven learning.

Learning programs for the digital age encourage employees not 
only to deepen their understanding and usage of data, analytics 
and technologies to better manage customer interactions, they 
also make them try out those new skills linked to their own career 
aspirations.

Giving employees teaching roles makes learning part of the 
way employees work together, rather than something they are 
told to do. It facilitates greater engagement by employees in the 
learning opportunities on offer to upskill retail workforce.

W O R K F O R C E
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Patagonia
“In these new environments retailers 
need to start seeing staff not as 
sales assistants but as ambassadors 
for their brands. This fundamentally 
changes not only the type of person 
required to fill this role, but also how 
they go about their job.”

The Behaviours Agency

Ruti 
“The luxury brand is pioneering 
the next gen of seamless store 
experiences by letting consumers 
opt in to a facial-recognition and 
data-storing program for hyper-
personalized curation. ”

PSFK
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The outdoor company Patagonia seeks individuals 
that treat work as play and regard themselves 
as ultimate customers for the products they sell. 
By employing outdoor enthusiasts that fully 
embrace the culture and lifestyle Patagonia stands 
for, the staff is not only able to provide much 
better customer service but the ultimate brand 
ambassador crowd. 

The luxury brand Ruti leverages facial recognition 
sensors to detect re-appearing customer and help 
associates to give better advice. 

Salesfloor
“Salesfloor helps our Stylists advance 
our clienteling efforts and digitize the 
retail experience across our brands, 
to deliver a Most Amazing Personal 
Service.”

Ann Joyce, Chief Customer Officer and EVP of 
Technology at Chico’s

Salesfloor is a technology platform that helps 
to modernize the role of store associates. 
Store associates use Salesfloor to deliver truly 
personalized and convenient experiences for 
customers on any channel.

© Ruti

© Salesfloor

© Patagonia

enabled by  technology enabled by  technology
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Consumers moved from eco-status to eco-shame and 
request brands to change their purpose, promise and 
offering accordingly

Businesses should start to understand how vital it is for a retailer 
or brand to establish and act on a core purpose. It’s the ‘why’ 
that underscores everything they do. It impacts heavily on the 
total brand experience and it has never been more important 
than right now. The retail industry should be reconsidering its 
reasons of existence, beyond pure commercial models. By acting 
on their core values and focusing on their behavior, more and 
more will understand the difference they can make in the world, 
and loyal customers will remember that beyond the time we return 
to normality.

Retailers and brands need to reimagine their offering for the 
era of conscious consumerism. Circular retail is the new face 
of closed-loop purchasing. Ignited by environmental thinking, 
consumers seek materials, components and goods that can be 
reconditioned, re-used and re-imagined as something new.

Conscious consumerism is about to become a social currency. It 
is reflected in the general shift from 'eco-status' to 'eco-shame' in 
consumer behavior, which happened when eco-friendly products 
and services moved from niche and uncommon, to mainstream 
and when they became accessible and affordable for the masses.

Sustainability affects any industry and sector today. Conscious 
consumerism may not be for everyone today, but it will go 
mainstream in certain markets earlier than in others.  Although 
consumers are not yet ready to give up everything for 
sustainability, they are looking for the balance, or at least 
compromises and alternatives – and retailers and brands must be 
ready to respond when they do.

G R E E N  P R E S S U R E
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Houdini
“We decide to either become part of the solution 
rather than the problem or shut down business, no 
compromise.”

Houdini

The outdoor brand Houdini follows a radical approach to sustainable business. 
Besides using only fabrics that are 100% recycled, recyclable, renewable, 
biodegradable or Bluesign certified the Swedish company offers a broad range 
of services to extend the lifecycle of its products. Among these are repair and 
buy-back offers, as well as a rental service for the functional summer and winter 
apparel. The brand understood that many of its customers do not necessarily 
want to own their products which can only be worn occasionally but solely seek 
access to the latest styles, so they don’t have to take care of them when not 
using them or they can try them out before making a purchase decision. 

Small steps. Big Impact. by Zalando
“By using our scale and partnering up with key players 
in the industry, we can increase awareness of and 
engagement in sustainable fashion.”

Sara Diez, Vice President Womenswear at Zalando

For spring 2020 the online seller Zalando collaborated with nine Nordic brands 
to develop an exclusive capsule collection with a focus on sustainability. 
The 5-piece collection features timeless designs made of organic or left over 
materials developed for long-term usage. With the campaign Zalando fosters 
the awareness of sustainability. 

© Zalando © Houdini

enabled by  democratizationenabled by  collaboration
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Sellpy
“We’re exploring different ideas on how our long-
lasting designs can find their way to new owners. With 
that in mind, we decided to do a small second-hand test 
project with Sellpy. For us, it’s such a compliment to see 
our pieces find new homes and get a second chapter,”

Sanna Lindberg, Managing Director at & Other Stories

Sellpy is a fast-growing startup that offers an online selling service and 
e-commerce for secondhand items. Among the investors and strong partners 
are the Swedish fashion empire H&M. With a clear focus on customer 
experience, the company has developed an AI-driven pricing model and offers 
a number of different delivery options while it also started moving into physical 
retail. 

Arkivet
Arkivet is a small Stockholm-based modern second hand store that features 
fresh women's clothing for the environmentally and fashion conscious customer. 
It sets a prime example how lifecycle extension and exclusivity can be 
combined in a trendy format so various goals can be achieved. 

© Arkivet © Sellpy

enabled by  democratization
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ALDI
Aldi tells suppliers product packaging must 
be 100% recyclable, reusable or compostable 
by 2025

Aldi UK CEO Giles Hurley has warned suppliers 
they could face the axe if they don’t get on board 
with the discounter’s packaging commitments.

In a frank letter, Hurley has told suppliers that Aldi’s 
pledge – that packaging will be 100% recyclable, 
reusable or compostable across own label by 
2022 and across all products by 2025 – is “non-
negotiable”. Future buying decisions “will be based 
on our supply partners’ ability to lead and adapt in 
this area”.

Patagonia’s Worn Wear
Patagonia is encouraging its customers to extend 
the life span of their cloths by educating them to 
repair them. In partnership with iFixit the outdoor 
clothing company assists consumers through step-
by-step online video tutorials. This is part of the 
company’s Worn Wear initiative which includes 
not only empowering to make repairs, but the 
acceptance and repairing of damaged items.C
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CARBIOS
CARBIOS is a French green chemistry start-up that 
focusses on discovering and developing enzymatic 
bioprocesses to reinvent the lifecycle of plastics, 
which goes in-line with the green pressure on 
brands and retailers. 

The breakthrough industrial bioprocesses 
developed by CARBIOS offer alternative means 
to valorize plastics at end of life and produce new 
renewable raw material. The company is creating 
a new generation of biodegradable plastics that 
enable a circular economy as they do not generate 
any waste or require any specific composting 
conditions. 

© Patagonia © Carbios

© Aldi
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Retuna
“ReTuna Återbruksgalleria is the world's first recycling 
mall, revolutionizing shopping in a climate-smart way.”

Retuna

Elvis & Kresse
The London-based company for sustainable and ethical luxury made it to their 
mission to rescue decommissioned fire hoses that have become too damaged 
to be repaired. Instead of being thrown away the highly durable raw materials 
receive a new purpose as they are transformed into hand-crafted lifestyle 
accessories. 50% of the profits made go back to charities.

© Green Furniture Concept © Elvis & Kresse

enabled by  democratization | collaboration enabled by  democratization
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A redefinition of growth offers the opportunity to imagine 
new ways retailers and brands can create value and 
embrace the era of conscious consumerism

Retailers and brands face an expectation for authenticity. 
Consumers will reward businesses that “do the right thing” during 
this crisis. That means telling the truth, valuing people over profits, 
and using resources for the greater good. What happens to 
retailers and brands after this crisis will be heavily influenced by 
what they did during it. In short, consumers tend to reward good 
corporate stewardship.

Consumers are asking what impact a purchase has on the world’s 
resources. They don’t want to create unnecessary waste. They 
want to end the pursuit of more and be satisfied with the idea that 
enough is enough.

A growing number of retailers and brands are already making 
important business decisions that point toward a more balanced 
view of what growth should mean, and lay the foundation for 
future gains. Marc Benioff, CEO Salesforce, observed: “It’s 
time for a new capitalism – a more fair, equal and sustainable 
capitalism that actually works for everyone, and where businesses 
don’t just take from society, but truly give back and have a 
positive impact.”

B E T T E R  B U S I N E S S
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Oatly
“We promise to be a good company which means that 
our drive to help people upgrade their lives always 
comes before the reckless pursuit of profit.”

Oatly

The Swedish vegan food and beverage company Oatly facilitates altruism 
by supplying its customers with humorous, healthy and tasty products that 
contribute good to the environment. To fulfill it’s mission to improve people’s 
lives the company also promotes environmental-friendly lifestyles, educates and 
features stories of people everywhere around the world, doing amazing things 
in all kinds of ways.

Sprite
Beverage brand Sprite leveraged the social website Reddit to address young 
people in Latin America and help them to cope with their loneliness. With the 
‘You are Not Alone’ campaign they created meaningful digital communities 
moderated by influencers. 

© Sprite © Oatly

enabled by  democratization | collaboration enabled by  democratization
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Haus –The Restaurant 
Project
The California-based Aperitif brand Haus launched 
The Restaurant Project to financially support 
American restaurants during the Covid-19 crisis. 
Therefore, Haus co-created products with the 
chefs of a range of selected restaurants. 100% of 
the profits made through the online pre-orders of 
consumers go immediately to the restaurants. This 
way communities can help their favorite restaurants 
to balance their losses while receiving a unique 
product in return.

The Phluid Project
The Phluid Project, a New York brick-and-mortar 
shop, collaborates with various brands to follow 
and spread their vision of gender-free apparel. 
By tapping into a key Gen Z trend, the project is 
setting benchmark for retailers.

“The world has always been fluid. It’s time for us to be, too. Let’s explore a 
multi-polar, non-binary, and anti-reductionist perspective that considers all 
ideologies, minds and beliefs, cultural and gender identities as streams, not 
paths, flowing with and into each other instead of following distinct routes.”

House of Beautiful Business
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Serving the greater good 
in times of the Covid19 
pandemic
Besides various other initiatives in response to the 
corona virus the fashion giant H&M announced 
to open its social media channels for global aid 
organizations, such as the Red Cross, to share 
important messages during the pandemic. 

Financial security: Microsoft is committing to pay 
its hourly workers their regular pay, even as demand 
for their services slows down, and Walmart, 
Apple, and Olive Garden are updating their sick-
leave policies to provide additional coverage and 
support for their most vulnerable workers.

The footwear companies Crocs, Allbirds and 
Clove donates shoes to all medical staff that 
requests a pair via their websites. 

© The Phluid Project

© GETTY

© Haus
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What will the 
next normal
in retail look like

60



Retailers and brands need to be able to adjust their business 
and operating model for disruptions that might occur – suddenly 
and in successive waves. They will need to adapt to serve their 
customers differently depending on the circumstances, whether 
that is through altering of the digital experience, physical real 
estate or a change of merchandise and delivery modes.

If ever there was a time to turbocharge digital, it is now. 
The global shutdown of offline retail stores has pushed digitally 
unprepared companies to the brink. Many multi-channel retailers 
and brands have had their first glimpse of what it takes to be truly 
digital-first, and this step change in consumer adoption is likely to 
stick when we emerge from the crisis into the next normal.

Almost overnight, global retail’s reliance on digital channels 
and platforms has accelerated faster than anyone could have 
imagined prior to the crisis. This means big trouble for traditional 
department stores, retailers and brands who are incapable of 
adapting to a digital – not to say a digital-first – mindset. Since 
social distancing drives more consumers to digital platforms, 
people who never once used a service like BOPIS (buy online, 
pick-up in store), BOPIL (buy online, pick-up from a locker) or 
online delivery will adopt new behaviors and they will probably 
keep using them after it is over.

Consumers increasingly embraced digital solutions for 
shopping and communications thanks to retailers and brands 
who quickly enhanced their digital capabilities by launching or 
improving innovative new channels. Social media, messenger or 
livestream platforms allow store associates to message customers, 
complete purchases or turn empty stores into virtual shopping 
stages hosted by the staff or influencers.
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Consumers will be reserved when returning to stores that 
aren’t redesigned to ensure high levels of hygiene and personal 
space. They expect retailers and brands to utilize their digital 
tools and infrastructure, like camera and tracking technology to 
ensure health and safety protocols in a real-world space.

While people love to talk about the brick and mortar retail 
apocalypse, everything is not like a gold mine with e-commerce 
– like today's massive rise of cost to drive online traffic. Many 
of the e-commerce pure players will continue to be found 
not sustainable. And while online shopping has increased 
substantially in the past few months, it is because people have to, 
not necessarily because they want to go online.

Retail can expect that recovery will be a gradual process 
as consumers adjust to the next normal. Even after stores’ 
reopenings, the digital-step change demands that retailers and 
brands change their mindset and begin to operate like digital 
players. Rather than asking what benefits online can offer offline, 
retailers and brands should ask how their brick-and-mortar 
presence can support a real omnichannel experience and 
e-commerce sales. The strongest retailers and brands will quickly 
scale up and strengthen their digital capabilities, which will 
allow them to capitalize on future opportunities and protect their 
businesses from risks.

Investing more in existing digital capabilities, like improving 
the customer journey towards an omnichannel experience, 
should happen alongside creating new ways of engaging with 
consumers. Livestreaming services, conversational commerce, 
smart retail environments, omnichannel inventory capabilities, 
social and conversational commerce platforms are just some 
examples on how digital will help retailers and brands to evolve.
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As we are realizing every day, this crisis has unlocked 
creativity. Retailers and brands worldwide have moved fast 
in the fight against the coronavirus. Innovation and creativity 
were unleashed as these companies easily saw the need. That 
same spirit of innovation will have to be used to re-engage 
with customers...and this won’t happen over Zoom, Skype or 
WhatsApp. 

Let’s face it, many retailers and brands shed blood in customer 
service. They assumed people would be coming anyway through 
their doors every other week. Until they didn’t. Customer service 
becomes something more than showing a set of brand values on 
a wall. As customers return, they expect and need to be cared for. 
Caring in a more genuine and authentic way than just hearing 
a disengaged store associate at the door say, "Can I help you 
find something?". Savvy retailers know that the customer journey 
begins long before the customer opens the front door. Hey retail 
stores, wake-up and smell the coffee!

There will be a demand for new shopping experiences. 
Retailers and brands should be ready to deliver experiences 
that are optimistic, entertaining, and fresh. They should prepare 
to offer experiences that force the wellbeing of people and 
feel metaphorically like spring. In other words, people want a 
transition away from the gloom. After being in isolation for weeks 
and months, consumers will want to make themselves feel better 
and start fresh – which means that retail and shopping is an 
essential part of it.

Now is the opportunity for retailers and brands to recognize 
customers in their uniqueness, build meaningful connections and 
points of relationships, and allow customers to escape from their 
daily routines and pressures of modern life in post-crisis times. 
Everything retailers and brands are learning in this moment will 
be essential, new building blocks to increase and grow when 
things get back to the next normal.
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Visplay has always believed in the future of the shopping experience. As 
a globally active partner for the retail sector, Visplay has been developing 
innovative products and flexible systems for decades. Visplay’s interior 
systems for walls, ceilings and mid-floor areas provide a solution for every 
need and can be continually reconfigured with a wide range of merchandise 
supports. Powered systems facilitate the use of monitors, backlit signs and 
electronic price tags. Yet above all, they make it possible to enrich the customer 
journey with digital elements. All of the Visplay’s systems are available in 
individualized colors and custom sizes and can be delivered worldwide thanks 
to comprehensive logistics network.
visplay.com

Since 1995, we have supported industry leaders such as VW, Mercedes-Benz, 
Bosch, Allianz, Kodak Moments and Sick in exploiting the potential of digital 
transformation and offering millions of customers extraordinary experiences. 
As a strong partner, we accompany companies through the entire digitization 
process: from Innovation & Strategy, UX, Data & AI, Commerce and Technology 
to Building of Digital Units. One for all, all for one! More than 1.000 colleagues 
serve our clients from 11 locations worldwide: Stuttgart, Berlin, Hamburg and 
Karlsruhe as well as Bangalore, Detroit, Beijing, Lisbon, London, San José and 
UAE. What unites us? The courage to break new ground, mutual attentiveness, 
teamwork and the motivation to make a difference and create sustainable 
impact. diconium is a 100 percent subsidiary of the Volkswagen Group.
diconium.com

Partners
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commercetools is the world’s leading platform 
for next-generation B2C and B2B commerce. To 
break the market out of being restrained by legacy 
suites, commercetools invented a headless, API-
first, multi-tenant SaaS commerce platform that is 
cloud-native and uses flexible microservices. Using 
modern development building blocks in a true cloud 
platform provided by commercetools, customers 
can deliver the best commerce experiences across 
every touchpoint on a large scale. commercetools 
has offices across the US, Europe,  and Asia Pacific, 
with headquarters in Germany. Since its founding 
in 2006,  commercetools software has been 
implemented by Fortune 500 companies across 
industries, from retail to manufacturing and from 
telecommunications to fashion.
commercetools.com

OUTLETCITY METZINGEN is one of biggest 
outlets in Europe and the first omnichannel outlet 
worldwide – with over 4 million visits out of 185 
countries in our brick & mortar business and 
over 35 million visits in our online business – over 
300 premium and luxury brands in store and 
online. "The online shop launched 2012 was the 
first important step towards digitalization – the 
OUTLETCITY APP & CLUB launched in 2019 were 
the next major steps on the way to Outlet 3.0. - 
where our online- and offline business will be fully 
connected along one holistic customer journey”.
outletcitymetzingen.com

Kodak Moments is a leading global provider of 
personalized photo products and services to 
retailers, consumers, and entertainment properties. 
We inspire consumers to bring their memories 
to life — by delivering innovative, high-quality 
photo products and experiences they find truly 
meaningful. Powered by more than 100,000 
touchpoints across 30 countries, it’s our mission 
to be the brand retailers choose to help people 
celebrate and preserve life’s memories, from the big 
events to the everyday moments that matter.
kodakmoments.com

supported by
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