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Preface

by Silvia Piardi

Contemporary society has been described by many authors as the society
of goods, among them Rich Gold, in a text published in 2007, defines our
society with the term “Plenitude”: “The mall is a dense jungle of every kind
of product and species of products...Not only are there fifty kinds of clothes
(shoes, socks, shirts, pants) and new ones being added each day, but there
are thousands of variations of each. The shelves of the markets are laden
with hundreds of kinds of food and thousands of variations of each kind.
And new categories of stuff are added all the time...”. (Gold, 2007)

Our society is deeply characterized by goods that are continually
invented, produced, sold, bought and consumed... in an incessant ritual that
wants us to forget the times of scarcity and famine.

The flow of goods gives shape to the territory and to the cities.

Stores are the spaces where exchanges take place and they are changing
and evolving with the evolution of sales and consumption processes,
integrating different ways of exchange.

Very useful so to focus on the processes, as in this book the authors did.

With the increasingly urgent need to rethink our way of life and the
models on which society is based, with the push towards policies that are
less impactful on the environment, the world of commerce is undergoing a
critical review.

The book by Anna Barbara and Yuemei Ma organizes an incandescent
matter, vast and little studied in such a systematic and in-depth way, it
describes the different typologies of the present and it observes with a
critical eye the mutations under the push of the continuous digitalization.

The working hypothesis is that the spaces of commerce are in transition
to answer to new questions, they tend to lose place and materiality, and at
the same time they are becoming increasingly important for brands and tend
to follow entirely new settlement and design models. In the competition
between offline and online, or in the cooperation, not only goods, but also

13
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our bodies tend to become virtual, more and more projected towards our
avatars.

A rich and complete text, with the exposition of case studies and best
practices, useful for designers and for a collective reflection on the future

trends.
Thanks to the authors for such a rich, accurate and interesting text, that

adds to the titles of our Series.

14
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1. Stores

The Oxford Dictionaries define the store as “a place where things are
kept for future use or sale”. The store has two initial goals: inventory
and shop, but the role of the store goes beyond, as the store provides the
customer with a complete shopping experience that influences directly the
shopper's attitude. (Brun & Castelli, 2008)

The store is the contact point between the consumer and the brand. It
works as a shopping window over the company and influences the way
the shopper perceives the brand and its role in the consumer’s life. For this
reason, the store is aligned to the brand personality and positioning and it is
used by the company to achieve brand awareness. (Brun & Castelli, 2008)

Companies may choose between a large variety of stores to establish the
contacts between the brand and the consumers. The type of store determines
the quality of experience designed for the customer, that changes according
to the specific strategies of the shopping. Different types of stores may
target different customer segments and are consequently characterized
by different requirements in terms of image and operations. For example,
flagship stores are usually designed to promote brand awareness, while
specialized stores are more focused on generating revenues. (Brun &
Castelli, 2008) The success of the store depends on the capability of the
company to design the operations, the vision and the image of the store,
following the brand characteristics, the product type and the targeted
customer segment. Both choosing the right type of store and designing it
effectively have a relevant impact on revenues, build customer loyalty and
become a source of competitive advantage. (Brun & Castelli, 2008)

17
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1.1. Extended locations

The definition of the location variables is fundamental for both the
retailer and the consumer, it includes a wide set of decisions. The most
important variables to take into account are the geographical location and
the type of structure. The choice of the venue includes the decision about
the urban location of the retail point: city center or outskirt, commercial or
residential district, etc. The typology can be: stand-alone store, shop within
a commercial center, and so on. Every decision involves many trades off,
such as the size of the location, the occupancy cost, the customer traffic
(pedestrian and vehicular) and the consequent convenience for customers,
the potential restrictions placed on the location, etc. Other influential
factors, that should be considered, are the product characteristics and the
shopping occasion. Indeed, a retailer can sell different types of products,
such as convenience goods, shopping goods, specialty goods; and it has to
take into account factors such as the density and distribution of the target
market, and the uniqueness of the offering.

Stores and all different types of retail spaces are not only places of trade.
There is a different aspect to them, which is even more important to the
society. People use shopping places as gathering places. Places where they
can spend some time in.

Today we’re facing with many different types of shopping spaces that are
shifting from the traditional retail system to others, like temporary stores,
pop-up stores, guerrilla stores, shop in shop, shop on wheel, road show,
concept stores, flagship stores. The main factor, that is mutual in these new
forms of shopping spaces, is “time” which is the driver that has made them
so popular. These almost new forms of shopping are a response to a new
society of consumers, with their modern socio-economic conditions. The
consumers of the last decade are not as naive as before anymore. They are
not easily fooled by the brands and basically, they think more about the
products that they may purchase. So, it’s not the brand anymore that insist
to the consumer to buy it, but it’s the consumer that gets curious about an
item, follows it and eventually buys it, or if he doesn't make a purchase, he
will at least get to experience it.

Also, the financial crisis, the competitive pressure of the society and the
social media, which is the fruit of the new technologies of our new era,
and surely the pandemic have varied the scale of priorities and values.
The act of shopping in the new society is moving on a time-space axis
with a somewhat easily trustable in the future. The retail system could be
considered as a faithful mirror of the society. By analyzing it, it can see that
they have both been in a process of slow, but continuous, transformation.

18
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As the society more and more tends to like and be interested in new,
unique and special design objects, it is crucial for the firms and designers
to have the opportunity to launch and show their novelty in the market.
It is true that the Internet and the media offers endless possibilities for
advertisement and transparency, but physical presence and contact and
overall, the experience of the product still makes a stronger impact on a
person. Also, although these days there are some new typologies of retail
systems and spaces that are taking their place in the industry, but maybe
overall, it is rather in a monotone and uniform stage at the moment, and
I believe that they can have a more inspiring effect on their users if some
creativity and experimentation would be added to their design.

1.2. Customer journey evolution

The customer journey, defined so far, is a linear process, easy to illustrate
through a visual map. The development of either new IT technologies and
new customers’ needs, which increased the process complexity, has made
more difficult for companies to identify the relevant phases of the process
and the links between them. (Richardson, 2010)

This grown complexity derives especially from the proliferation of
devices, and in particular of mobile and smart devices, which have
increased the number of possible channels through which companies
can reach customers and collect data. In particular, the development of
connected devices, due to the 10T technology, has increased the volume of
data accessible to the companies. These data, combined with other data,
coming from social networks and online tracking behavior tools, enable
both to better target the customers in terms of message and channel, and to
provide a more personalized experience, thanks to the generation of tailored
customers’ profile. The drawbacks of having access to such a big amount
of data are both the lack of specific skills to manage all these data and the
added complexity of the customer journey to be described and managed.

The increased number of channels and touchpoints generates also
another relevant issue: the multichannel phenomenon. The multichannel
phenomenon effects the customer journey by changing the rules of
interaction between the company and the customers. The reshaped
communication between the company and the customers occurs through
several channels at the same time and requires the messages to be coherent
and consistent between each other and throughout the customer lifecycle.

19
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The key factor are the data, since being able to perform a good customer
experience analytics has become a key capability for companies to
understand and improve the customer journey. Originally the customer
journey mapping process was designed to track and describe precisely
the purchase and consumption process. Nowadays it is not realistic to
consider it, as the entire process is not controlled anymore by companies.
However, being able to devise the journey, even if it is not a simple linear
path anymore, enables companies to map consumer behaviors and develop
connective strategies balancing the full ecosystem of owned, earned and
paid media. (Du Boff, 2014)

The traditional storefront, as a familiar space associated with trust,
physical experience and personalized service, is clearly holding its ground.
However, the habits of browsing, convenient delivery, quick customization
and easy payment methods are changing consumer demands.

1.3. Advanced capabilities

Companies can further benefit from the customer journey by becoming

the active drivers, who shape that journey instead of passively reacting to
the path traced by customers. (Edelman & Singer, 2015)
This is the key step to develop a sustainable competitive advantage based
on journeys that create new values for the customers. To build effective
journeys, companies should master four capabilities: automation, proactive
personalization, contextual interaction, journey innovation.

1.3.1. Automation

By optimizing, and digitalizing where possible, the phases of the journey
that were performed manually before, companies can simplify complex
processes, and can move from complex back-end operations to simple and
engaging front-end experiences.

20
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1.3.2. Proactive personalization

By automating the journey, companies can use customers’ data to
customize proactively the shoppers’ experience. This is the case of
companies who customize the journey by tailoring the interaction with the
customer’s behavior, starting from the first engagement of the customer
with the company. Or companies offering applications that track the
customer across different channels, blending data from multiple sources
to create a single view of the customer’s thoughts and behaviors, thus
providing the selling company with real-time insights that can be used to
influence the journey and customize the message.

1.3.3. Contextual interaction

The new technologies enable to use information about the physical and
virtual position of the customers in the journey, to drive the customers to
next interactions according to the strategy of the company. Companies can
take advantage from the ability to drive the customer along the journey, to
re-shape and strengthen the customer experience.

1.3.4. Customer journey innovation

It is fundamental to keep experimenting and analyzing customer needs,
technologies and services to identify opportunities to improve the journey
and the customer relationship. Companies should identify new sources of
value both for them and the customers. Innovation should aim to improve
both the operative aspects, such as the applications the customer interact
with, and the services, to add useful steps and features.

Innovation should be both radical and incremental, enabling the company
to offer cutting-the-edge processes and experiences. (Edelman & Singer,
2015)

21
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2. Digital Transformation

The theme of digital transformation is, in this historical context,
strategic not only in commerce, but in all sectors. This book is not intended
to develop theoretical thinking about technological and commercial
advantages and/or social and political disadvantages, but to investigate what
digital transformations are reshaping retail spaces, stores, their design and
the experiences of consumers and others.

The digital transformation goes beyond the simple development of new
products; it impacts on the overall value chain of the companies and can
be either radical or incremental. It can be driven by changes in consumer
demand, technologies or competition, or in any combination of these
aspects, as they are all interconnected in a unique ecosystem. For some
companies, digital transformation is the only solution to survive in a world
that is constantly reshaping its own rules.

The term digital transformation suggests any restructuring process
derived from changes caused by digital technologies and downstream
market effects. (King, 2013)

Digital transformation goes beyond the optimization of existing processes
through the implementation of new technologies. Indeed, this phenomenon
is the key factor to upset the value chains, enter new sectors and create
innovative business models.

Digital transformation may involve people, products and processes. It
involves people through the spread of platforms such as social networks,
forums and blogs, that are revolutionizing the way people exchange
information about a brand or products and the way companies advertise
products and services; but it includes also new business ways of performing
process such as co-creation and crowd funding. Digital transformation
involves products through the opportunities that derive from new
technologies, such as wearable computing, augmented reality, open source,
and so on. Digital transformation involves processes, through the impact

22
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of new technologies, such as cloud tools, mobile Internet, sensors, big data
or robots. (King, 2013)

The technological trends change from country to country and spread with
different speed depending on various economic, political, legal and social
factors. Anyway, due to the popularization of digitalization and mobile
devices, consumers' shopping behaviors and preferences of shopping are
converted into data.

An important role, in this scenario, is played by big data in their ability
to profile clients and their desires and transmit them to the stores almost in
real time.

According to the development of big data, companies are developing
even ethnographical research called “user portrait”.

From data studies and user portrait, retailers can more accurately
position their marketing strategies based on consumer behavior to provide
better experiences for consumers. This approach creates the “intelligence
brick-and-mortar store”, known as i-store. Compared to the traditional
retail stores, which waiting for new consumers to step in, the intelligent
stores have pre-locked their target consumers. Through multiple touch
points they divert the traffic from online to offline. Nowadays more and
more consumers are getting used to leverage APPs to check the brand
activities nearby, while they go shopping. By the marketing approach of
launching coupons through LBS (Location Based Service), i-store could
first draw the attention of this part of random consumers, attracting instant
consumers from business district within 5 km for the store. Meanwhile,
i-store can continuously publish the marketing contents prior to the new
product launch. It could catch consumer attention and attract the potential
consumers to visit the stores, it merges the online and offline shopping
experience to increase the traffic rate and affiliated sales. Consumers can
leverage their app, to scan the product barcode directly and view the product
digital contents and review. They could feel the goods while know more
information of the items at the same time. They can also quickly find their
satisfied goods, through the smart shopping guide equipment RFID dressing
mirror. It makes the purchase decision easier, at the same time, provides
more fun in shopping. In i-store, consumers could even put their favorite
products into a e-shopping basket for later decision at home, probably the
brand can push a discount coupon to those consumers for online conversion.
On the other hand, the consumers can purchase online and pick-up goods
and experience the nearest store. This new shopping experience, combining
both online and offline, not only breaks the limitations of traditional store
in space and time, but also more likely stimulate the purchase desire of
consumers to brings more turnover for i-store. To realize the uni-operation
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through consumer behavior data, inshore transaction or consumer
reengagement later on i-store could rely on data to manage the end-to-end
sales, gain a full range of competitive advantages. The whole consumer
journey will be digitalized and put into the databank, as new data, in order
to improve the accuracy and effectiveness of uni-operation. The brand
can leverage the data to improve their in-store assortment, achieving more
accurate matching of people and goods. (Liu, 2019)

The relationship between consumers and Apps allows consumers to
access information instantly, irrespective of place and time, a change in
consumer expectations of retailers. The ability to explore options and
choose the best deal quickly, and real-time interaction are a few factors that
drive the increasing use of mobile devices. Today's mobile consumers need
to be able to choose the time, place, product and mode of payment while
shopping.

2.1. Smart technologies in stores

The most important activities in the interaction with the physical store
are actually the following:

* Scan to get information

Consumers can scan any product barcode from the app on their mobile
phones, to pull up online and store inventory and to learn more about the
product while shopping in store. this changes the need for space and the
circulation and timing within stores. Some practices concern the selection
of products, some concern payment methods, others the experiences and
personalization of purchases.

* Reserve online, pick-up in store

Thanks to the omni-channel, many retailers provide the reserve online
and pick-up in store service. Consumers can shop for 24 hours, check the
availability in the stores and get the products in the most convenient store
around them to make the shopping process more efficient. It transforms
the shop into a place to collect goods already purchased and reduces its
function as a place to choose products.
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e Smart check-out

Technologies for new payment methods improve the check-out process
making it faster and easier. Consumers can check out by downloading
mobile apps on their phones, thus reducing the abandoned rate due to queue
phenomenon. It radically changes the organization of the spaces - above all
the positioning of the cahiers - and the consequent circulation of consumers’
journey.

* Mobile remote payment system

The customers use mobile payment systems to pay remotely through
their mobile devices, using either a wireless (GSM network, UMTS...)
or a Bluetooth connection. These payment systems can be completed
through applications installed on the personal cellphone. in the future, cash
payments will probably be abolished in favor of an immediate and personal
mode of payment.

* Mobile proximity payment systems

The customers use mobile proximity payment systems to pay through
their mobile devices by simply putting the device near the payment station.
The system is based on near field communication technology designed
to exchange information securely within few centimeters without any
physical contact. One of the technology major advantages is that the radio
connection is fast and intuitively operated. This technology is actually
adopted for the payment phase using a smartphone equipped with a Near
Field Communication (NFC) chip.

e Instant check-out

Instant check-out' is a combination of a new automated invoicing option
and on-site payment methods. With automated invoicing, buyers can view
the final order price during checkout and make direct payment using on-site
payment methods.

" For an example of instant check-out, Nike House of Innovation 000, Manhattan, US,
2018. See the link: https://d1tm14lrsghf7q.cloudfront.net/media/files/rtf/2018 12 FRAME/
Nike House of Innovation 000 Instant Checkout-01.jpg
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* Personalization

Customer expectations are deeply changing. Shoppers are creating their
own omni-channel experiences: going online, using mobile apps, visiting
stores in their path to purchase. Increasingly, they expect their experiences
to be personalized and relevant to them. Mobile personalization is a trend to
pay attention. With the right mobile app strategy, retailers can connect with
their customers on a personalized level across web, mobile, and in-store,
not only to enhance the shopping experience, but also to encourage loyalty,
increase engagement and ultimately to drive sales.

e Event organization’

It is a way for retailers to establish more contact with consumers through
their own Apps. Based on mobile apps, retailers can release some brand
activities, and consumers can choose to participate or not, just taking their
decision based on their location and time, or according to their interests.
This is a very important phenomenon because it makes it possible to think
of the store as a performative place and not only linked to sales, whose life
is linked to the creation of content and consensus.

* Shop the look

In retail stores the display is a useful tool for visual merchandise. For
apparel retailers, Apps can allow a store to offer visual search, which allows
people to choose by taking photos of clothing they like to get suggestions
for similar items.

Visual search has some key benefits for retailers and customers alike:
o It offers precise product search. It's great for shoppers who need
a specific item, as it reduces the number of steps the customer would
otherwise have to go through. Rather than typing in keywords and browsing
results, visual search can find the product they want immediately.
e Cross-selling opportunities. 1f the product is not in stock, visual search
can quickly offer suggestions for similar or lookalike products.
e A better user experience. It's faster and easier to find the right product
through visual search, and results should be more relevant to the shopper.

* For an example of event organization in mobile app, see the link: www.behance.net/
gallery/127903157/smart-retail-app-functions/modules/725324345
www.behance.net/gallery/127903157/smart-retail-app-functions/modules/725324351
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e It can improve merchandising. Using visual attributes of products that
shoppers have searched for, retailers can recommend products and contents
that match or complement these attributes.

o Integrating offline and online. Visual search is one way to link stores
and websites together. For example, customers can take photos of clothes
they see in store to find online stock.

* Find in-store’

When consumers use a retail App, the find in-store function provides
two kinds of convenience to consumers: item availability and geolocation,
based on omni-channel retailing. Item availabilities inform the App users
about the available items for purchase and their numbers. Meanwhile, if
items are sold out, it informs customers when those will be available and
the quantities. Geolocation leads customers to stores and informs them
about your deals and events if they are walking nearby. Finally, support
them with an in-store map. This function enables consumers to establish
the connection between Internet information and their surrounding
communities and physical stores. Consumers can check their requirements
in advance without wasting a lot of time blindly searching in many physical
stores, thus saving time and improving shopping efficiency. However, these
kinds of apps violate the privacy of citizens, as they provide personal data
to private brands about activities that are not strictly commercial. This is
one of the most debated topics at this precise moment in history, which this
book does not go into, but it is important to underline the importance and
the innovative nature of the relationship between consumers and stores.

Both start-ups and well-established brands need to abandon the false
choice between offline and online shopping, to go beyond mere omni-
channel commerce, and question creatively as to how to tend to both the
digital and brick-and-mortar aspects of retail in an integrated, holistic and
innovative way.

* For an example of find in-store in mobile app, see the link: www.behance.net/
gallery/127903157/smart-retail-app-functions/modules/725324349
www.behance.net/gallery/127903157/smart-retail-app-functions/modules/725324353

27

Copyright © 2021 by FrancoAngeli s.r.l., Milano, Italy. ISBN 9788835132523



2.2. Anywhere, anytime: showrooming versus
webrooming

The retail industry has undergone changes in the last century. In the
emerging scenario, bricks-and-mortar retail designers continuously face
the challenge to deal with digital and mobile technologies, which also push
toward an omni-channel retail marketplace (Ieva & Ziliani, 2018), while
consumers' experience might change over time due to the introduction of
multiple mobile channels, which modify their shopping behavior. (Pantano
& Priporas, 2016)

Thus, retail designers are forced to develop an integrated approach of
diverse retail channels (Omni-channel retail), which ensure that all channels
are consistent (in terms of content and process of interactions across the
different channels), thematically coherent and connected to offer a seamless
and unique customer experience (Blom et al., 2017; Shen et al., 2018).
Therefore, attention shifts from the multichannel concept considering the
different channels as independent entities toward an integrated channels
ecosystem. (Shen et al., 2018)

Moreover, Omni-channel strategies merge the different abilities to deliver
products information and execute product fulfillment of online and offline
channels, to provide advantages to retailers. (Bell et al., 2018)

In particular, Omni-channel consumers simultaneously use all the
channels, including the traditional ones (i.e. brick-and-mortar stores,
internet and e-commerce websites) and the new ones (i.e. mobile channel,
social media, etc.). Omni-channel allows consumers to shop across different
channels anywhere and anytime. (Rodriguez-Torrico et al., 2017)

The preference of a certain channel is largely influenced by the personal
traits, including especially impulsiveness (occurring when a consumer
experiences a sudden-unexpected, persistent, powerful urgency to buy
something) and need for touch (preference of evaluating the information
achieved through the haptic system before buying something). (Rodriguez-
Torrico et al., 2017)

In this scenario, new shopping behaviors further emerge based on the
different usage of the available channels: showrooming and webrooming.
The first consists of the practice of researching products in a brick-and-
mortar store, to physically evaluate the good and then making the purchase
online; while the second is based on evaluating the product online and
making the purchase in the brick-and-mortar store. (Bell et al., 2018; Rapp
et al., 2015; Verhoef et al., 2015)

In omni-channel settings, showrooming and webrooming behaviors combine
online, mobile, and brick-and-mortar retail opportunities. (Kang, 2018)
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Finally, the emerging retail scenario seems to shift toward the focus
on the holistic consumer experience rather than individual products, by
soliciting designers to manage and sustain a consistently high quality of
interactions across all the interactive touchpoints and other devices. This
process increases the complexity of the competitive scenario, since the
touchpoints are advancing in the technology toward a scenario where all the
touchpoints will be ubiquitous. (von Briel et al., 2018)

As a consequence, for omni-channel retail, to be sustainable, will require
new human capabilities, to recognize and accept the changeable nature of
retail settings as prompted by the new technologies. Similarly, designers
will need to reinvent stores to deliver the new sensory shopping experiences
that are emerging from the interaction of innovative technologies, that
might represent a disruptive change. (von Briel et al., 2018)

2.3. Front-end in-store applications

The many digital innovation solutions are divided into two categories
of innovation: in back-end processes, which concern retailer-supplier
interaction processes or internal retailer processes; in front-end processes
at the point of sale, retailer-consumer interaction processes at the point of
sale. Among the most adopted back-end innovations are those aimed at
improving the relationship with suppliers, business intelligence, storage
management in store are aimed at improving the customer experience and
maximizing consumer engagement performance.

The specific functionalities of in-store applications are:

» Advice and suggestions to support the customer during shopping, provide
advice on possible complementary or compatible products with selected
ones or with products purchased in the past. In fact, the 64% of customers
(Capgemini (b), 2017) perceived the lack of help and suggestion as one of
the main frustrations within the store.

» Customer tracking and guide to identify the position of the customer
inside the store, to give information about the position of the products and
to guide inside the store. The 65% of customers said they have big troubles
to locate products (Capgemini (b), 2017) and thus this feature can bring
huge benefits.
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* Need recognition to interpret customer behaviors and expressions
in orderto identify their needs in real time. In this way the information
obtained can be used to improve the customer experience and send
customized offers to each customer.

* Send promotion and discount on the basis of the client's position or
based on past purchases. Messages are sent on devices provided by the
retailer, such as smart-cart with a screen or tablet, or via Apps installed on
the customer's smartphone. The 65% of customers (Capgemini (b), 2017)
consider the lack of personalized promo as a big weakness of physical
stores. Moreover the 60% of the retailers (Timetrade, 2015) confirm that
they are not able to deliver personalized offers.

* Provide information about products to provide additional information
about the products, such as technical features or ingredients and allergens.
It can also provide information about the stock availability of the
products. The 71% of customers (Capgemini (b), 2017) are not able to get
information about products and compare different options among them.

 Save time for the customer, reducing waiting times and time needed to
complete purchases.

 Enrich perception through information: Augmented Reality integrates
with applications such as smart mirrors, smart fitting rooms and interactive
walls.

» Create more comfortable atmosphere to improve customer experience
inside the store in order to push the customer to purchase.

The specific front-end applications are:
Smart Mirrors and Smart Fitting Rooms

Some companies investigate the impact of augmented reality on smart
retail settings in creating additional value to customers and producing
benefits for retailers. The findings indicate that Augmented Reality (AR)
add much experiential value to retail settings.

Benefits are related to efficiency and better shopping value and
entertainment. AR shopping systems can improve the user's certainty that,
what is bought is what was wanted and thus should improve the customer
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satisfaction. The main retail applications that exploit Augmented Reality
functionalities are smart mirrors’ and smart fitting rooms’.

Smart mirrors, through the use of loT technologies such as RFID readers,
proximity sensors and 3D smart cameras, allow to implement Augmented
Reality functionality within the store.

The smart mirrors are able to recognize the products that are approached
through RFID reader, and therefore can provide additional information
about the product or show how this may result, when worn or used, such as
clothes or makeup products. To customize this functionality, it is necessary
to use 3D smart cameras, that scan the client's body and show how the
selected product appears on the identified customer. It can also show how
similar products or other colors can appear. This is done using a specially
designed augmented reality application that fits the garments to the body
shape’.

These AR features can also be implemented inside the dressing rooms in
order to create smart fitting ones. Shoppers who use these rooms are almost
seven times more likely to make a purchase, than those who simply browse
the sales floor. (Alert Tech, 2016)

Inside the dressing room, the mirror can show the availability of size
and color of the articles and suggests products to complete the look that,
once selected, will be brought directly into the dressing room by a store
attendant. This can give the shopper even a better idea of how clothing
might look in different scenarios such as at nighttime. In some cases,
smart fitting rooms even allow payments via NFC technology to prevent
customers from queuing at the cash desk. In addition to these features, the
smart fitting room makes it possible to identify the movement of products
between the sales floor and the fitting rooms. In this way it is possible
to obtain additional insights about customers’ needs, satisfaction and
preferences. The smart mirrors in the dressing rooms allow the retailer
to know the conversion rate of each product, and to have a constant and
immediate feedback on which items are purchased after being selected.
This makes the design of the dressing rooms a high-stakes operation, in
which the backdrops use sometimes sensory tools to provide immersive
experiences.

* For an example of smart mirror, see the link: www.thejakartapost.com/life/2017/02/17/

smart-mirrors-come-to-the-fitting-room.html

*For an example of smart fitting room, see the link: www.engadget.com/2014-11-27-

nordstrom-smart-fitting-room.html

°For an example of smart mirror which can detect body shape, see the link: https://
observer.com/2020/02/augmented-reality-retailers-asos-gap-smart-mirrors-mobile-apps/
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Smart Windows

The windows are the physical connection between the store and the city
outside. Their main task is to attract the attention of passersby in order to
get them into the store and push them towards the purchase. In recent years,
the IoT technologies have allowed to increase the involvement of passers-
by in order to transmit personalized and more impressive information
contents.

Smart windows’ are able to recognize the passage of people in front of
the store and to project specific messages, advertisements and information
content to push passers-by to enter. Using interactive window display
and AR engagement, with motion-sensor cameras, the main window
display, at the store entrance, can identify the gender and approximate
age of a passerby and intuitively recommend appropriate products. The
interface also displays a QR code that the customer can scan to order the
recommended products on the spot from their phone. Customers can also
collect coupon by completing a fun AR game in the store. This provides
entertainment to passersby and performs an interactive marketing function.

Smart Shelves®

The retailers enrich the stores with screens that work as video labels.
Apart from their possible use in the back-end, can be used in front-
end activities. The screens work continuously. They are based on RFID
technologies, Wi-Fi connection and in some case BLE beacons. They can
provide information about products and implement marketing actions, such
as cross-selling and up-selling.

This virtual space expands the available product assortment four times
more than in the store. (Shao & Shi, 2018)

Indoor localization and message notification system

It includes a set of different technologies such as Smart Cameras, BLE
beacons, Wi-Fi and Li-Fi (Visible Light Communication) that allow to
identify the location of a specific customer in order to implement location-

" For an example of smart window, see the link: https://technode.com/wp-content/uploads/
2018/05/2113869223-¢1527649138599.jpg
¥ For an example of smart shelf, see the link: www.researchgate.net/profile/Robert-
Rooderkerk/publication/336574245/figure/figl1 1/AS:816808277856272@ 1571753677957/
Cloud-Shelf-in-Tmall-Intersport-store-in-Beijing-Notes-Click-or-scan-the-QR-code-to.jpg
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based proximity, advertising and track the path to guide it in the store. It
is possible to localize customers, retailer’s devices used by customers,
customers’ devices such as smartphones. The goal is to localize the position
of each customer within the store and track the movements in order to guide
inside the store, offer customized location-based promotions and monitor
the purchasing behavior. Moreover, through back-end analysis of the data
received from indoor positioning systems, it is possible to reconstruct heat
maps to visualize flows and movements of in-store customers.

Smart Checkout

According to numerous surveys, check-out operations and waiting time
in the queue are considered the first causes of consumer dissatisfaction,
together with the out-of-stock. Capgemini in its “Future of Retail Store
Survey” (Capgemini (a), 2017) found that for the 66% of customers
checkout queues are one of the major frustrations. The global report Think
smaller to big grow (Nielsen, 2016), found that 41% of respondents identify
fast checkout as highly influential in their decision to shop at a particular
retailer. This is why new smart technologies have increasingly focused on
solving the problems. The smart check-out solutions are basically based on
two different technologies: RFID technology and the use of smart cameras
that exploit Artificial Intelligence algorithms.

Digital Kiosk’

The retailers install kiosks in its stores to support regular, pre- and post-
purchase activities. Kiosks are terminals that the customers use directly
for different activities, by browsing the catalogue or looking for specific
services and tailored offers; by allowing the customers to search the
products by themselves, without help from the store assistants. At the end
of the browsing activity, customers can pay by credit card, cash or mobile
payment solutions.

Personalization
In retail is the process of using personal data to provide tailored

experiences to shoppers in a retail environment. Every path to purchase is

’ For an example of digital kiosk, see the link: www.retail-innovation.com/index.php/pro-

direct-create-a-digital-store-in-london
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different, and personalization aims to serve each individual based on their
needs and behaviors.

In brick-and-mortal stores it is the combination of the physical and virtual
devices, according to the brands’ strategies. One example is body metric
scanner'”’, used especially in the clothing industry. The retailer provides
customers with body scan locations. When the scan session is completed,
the store associate supports the customers with the help of a tablet.

Game experience

Gamified experiences' are a useful way to connect with customers,
encourage exploration and promote brands or products.

Gamification relies on our natural human compulsion to play, rather than
trying to coerce people to engage with our content. Instead of resisting our
content, customers are more likely to willingly choose to engage and spend
far longer with our content, than they would otherwise. As Jane McGonigal
said “Games give us unnecessary obstacles that we volunteer to tackle”.
(Kumar & Herger, 2013) Gamification is not about manipulating customers,
it's a way to motivate customers by giving them a positive experience.

Retailers would adopt new technologies so they can enhance the power
of gamification and engage users in novel ways. Emerging technologies,
that are likely to change the nature of gamified experiences, include voice
user interfaces (VUI), artificial intelligence (Al) and augmented reality
(AR).

' For an example of body scanning area, see the link: www.reuters.com/article/us-adidas-
manufacturing-idUSKBN16R1TO
""For an example of game experience, see the link: https://retaildesignblog.net/wp-

content/uploads/2016/03/Decathlon-Connect-store-by-kplus-konzept-Munich-Germany-04.
ipg
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2.4. Back-end in-store applications

Technological progress, with the introduction of more efficient and less
expensive innovations, has allowed the spread of IoT solutions within the
back-end activities in the retail world. The focus of these operations is to
guarantee products and services that customers receive at the store.

Smart Cameras

It is a compact vision system that integrates a camera and a system
of digitization and image processing, as well as accessory devices for
connection. This architecture allows to realize more compact applications
compared to traditional solutions, that use external computers to process the
images taken by the camera. These devices can connect via wi-fi directly to
the management system, which will then manage the information received.
(Axis Communication, 2008)

These systems allow determining the effectiveness of store layout,
display design and employee behavior.

Loitering”

This is a specific feature within the most generic class of applications,
called Intelligent Video Motion Detection. It conducts analysis of significant
movements occurring within a scene in real time. The system identifies
movements of people, animals or objects. It is used to track customer routes
and create heat maps, in order to understand their preferences and optimize
store layouts.

Facial recognition”

The algorithm captures people's faces, storing the images. Apart from
security issue, this system is used in the most modern checkout- less stores
systems. The application also helps to improve the efficiency of shopping.
ectiveness of store layout, display design, and employee behavior.

" For an example of smart camera loitering application, see the link: www.researchgate.
net/profile/Stephen-Ohara/publication/45930590/figure/fig10/AS:307399979225097@ 14503
01274971/Loitering-Detection-on-Shopping-Corridor-2.png

" For an example of smart samera face recognition application, see the link: https://
d1sr9z1pdl3mb7.cloudfront.net/wp-content/uploads/2018/04/16130235/Retail-by-
DeepCam-1024x655.jpg
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Video counter"

It indicates a video application that provides a counting, in real time,
of the number of people who are framed in a scene or in a specified area.
The algorithm generally also provides comprehensive reports of how much
people are counted in the frame. This can be very useful in the retail sector
for the calculation of conversion rate and customers’ flow.

Intrusion detection”

It provides automatic video control of a perimeter or specific areas
allowing to monitor, in a continuous way, to check the entry of people in
specific areas delimited by virtual lines. This application is used to identify
customers’ access to certain areas of the store, such as aisles or sectors, or
even to report access by unauthorized persons to prohibited areas.

Direction detection'’

It is able to identify the direction of a movement and report any behavior
or the direction of flows of people. In retail, this application is used to
analyze customer flows at the store and predict customers peaks at the
checkout desk, in order to optimize products and staff management.

Smart Supervision

More and more retailers have adopted IoT solutions that take advantage
of technologies, often already present in stores: such as CCTV used for
security, for further operational purposes; such as optimizing store layout
and product placement or customer flows at checkouts. The purpose of
smart supervision system is to analyze the behavior of customers within the
store.

14 . . . . .
For an example of smart camera video counter application, see the link: www.innuvo.

com/wp-content/uploads/retail-video-analytics.png

"*For an example of smart camera intrusion detection application, see the link: www.

ifsecglobal.com/global/the-future-of-analytics-lies-in-a-combination-of-deep-learning-and-

investment-in-the-right-technology/

' For an example of smart camera direction detection, see the link: www.behance.net/
gallery/12790315 7/smart-retail-app-functions/modules/725324347
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Heat map and store layout

It is possible to track what a customer looks at, what to touch, where
to walk and what path to follow. Retailers can create real heat maps and
know the number of people entering the store, optimizing the layout of the
store, managing traffic flow trying to guide them towards high-value items,
positioning the promotional displays. It is estimated that an optimized store
layout can translate into a 5% profit increase. (IHL Group, 2017)

The colors on the floor show the foot traffic’” during a particular time
interval. The red areas indicate a frequent passage of people, the green ones
a minor passage and the blue ones indicate that almost no one has passed
by. This information can clearly help retailers to change layout store and
strategize about where to place popular vs. unpopular and expensive vs.
cheap merchandise.

Another possible type of heat map" does not focus on the areas most
crossed by customers, but on products with which customers have
interacted more, looking at them or touching them. The realization of heat
maps"” to optimize the store layout can also be obtained by analyzing data
coming from front-end technologies that interface directly with the devices
used by customers.

It should also be added that after the pandemic, the use of thermal
imaging cameras also makes it possible to detect the body temperature of
those present and any febrile states.

Planogram™

It is the diagram that represents the arrangement of the products on
the shelves and on the exhibitors; it is elaborated and used by producers,
distributors and retailers in order to describe the assortments, the categories
of products and their positioning on the shelves, the occupation of the
spaces and the layout of the exhibition structures. In retail stores, a
planogram can concern the entire store, some aisles, some shelves or a

"7 For an example of foot traffic heat map, see the link: https:/i.insider.com/52e6e0fe69be
dd96559b1efc?width=1000& format=jpeg&auto=webp

" For an example of product interaction heat map, see the link: https:/i.insider.com/52¢6
€560ecad0400599b1efb?width=700&format=jpeg&auto=webp

" For an example of combined heat map, see the link: https://encrypted-tbn0.gstatic.com/
images?q=tbn:ANd9GcQgSqd06LGfZOFxNsGFAOY Xux0ve-m50NYqfUtIf520EuXJZ4JA
Y7IXWEW5q5H720y9HbDE&usqp=CAU
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specific category of products. The purpose to define and set up the best
possible disposition, the one that optimizes the available space according to
the established marketing plans. It is possible, thanks to smart cameras, to
monitor the compliance in order to avoid out of stock or misplaced items.
Estimate indicates that 10% of planogram errors leads to an increase of 1%
in stock out and, consequently, decreases the sellout by 0.5% (Frontoni et
al., 2015) Automatic planogram inspection is a relatively new application in
the IoT scenario.

Eye detection’

The tracking provides insight, into shopper behavior, that is extremely
valuable in determining how to most successfully position products,
signage, marketing, displays and any other element of the store. Eye
detection helps retailers to discover:
 the shoppers navigate through or browse the aisles of a store during
authentic shopping tasks;

* what attracts shoppers’ attention at the point of purchase;

e which visual elements are noticed;

» which visual elements are ignored;

» what elements help shoppers at different stages in the decision process;
* how shoppers interact with products on the shelf.

Beacon

A beacon is a location-based application which is designed to attract
attention to a specific location.

The basic use of beacon in retail is to deliver place- and time-based
messages to the owners of mobile devices who have relevant apps installed,
to send digital coupons or invites to customers passing by. For example,
a store can trigger advertising about a special discount if the client gets
sufficiently close - so that customer can decide that the offer is good enough
to drop in. A café or restaurant can trigger an advertising during a lunch
break when the customer is nearby, making it more likely to be followed
through.

** For an example of smart camera planogram management system, see the link: www.
mdpi.com/sensors/sensors-15-21114/article deploy/html/images/sensors-15-21114-g009.png

*'For an example of eye detection application, see the link: https:/martech.org/tobii-pro-

releases-analytics-for-its-eye-tracking-vr/
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Beacons could also be used to collect analyze data. By tracking the
movements of mobile devices beacons can provide you with all sorts of
info: which parts of the store get the most and the least intensive traffic,
how much time shoppers spend in areas dedicated to specific types of
merchandise, the ratio between first-time and return customers, routes
usually taken by employees and much more. The retailers can improve
the shop layout, relocate merchandise, create shopper profiles, improve
employee efficiency and so on.

Beacons can help the retailers to make the personalization readily
available for brick-and-mortar shops, with special offers, coupons,
discounts, product recommendations and more - can be customized based
on a previous behavior of the customer, for example how much time the
consumer spent in the store, how often the consumer bought a specific
item, what the consumer bought and in what combinations, It will help
the retailers in building up long-term customer loyalty by anticipating the
consumer’s needs and increasing customer engagement.

For consumers, this means a frictionless shopping experience, with fewer
gaps between channels. For retail marketers, it means reaching the right
client at the good moment with the correct message.

These beacon signals enhance how people connect to their surroundings
by giving their phones a much better idea about where they are.

To sum up the four functions of beacon:

* push notifications,

* customized offers,

* indoor navigation,

* data generation.

which can help retailers to meet customer needs and create a more cohesive
online-to-in-store experience.
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2.5. In-store apps conclusions
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Fig. 1 - In-store apps function implementations
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To sum up, there are five macro categories of objectives and
functionalities that can be implemented through the use of smart
technologies and applications in front-end retail:

» Time saving refers to the possibility that smart applications give to
customers. This can refer both to a shorter time necessary to complete
processes such as checkout, or to a faster collection of information about
the products, their characteristics and their position within the store.

* Need recognition refers to the interaction between customers and retailers
that allows identifying customer needs and preferences, in order to provide
increasingly customized products and services.

» Information, advices and promotions sending refers to the generic
activity of sending information about products, advice based on previous
purchases or specific needs or sending location based, customized or
standard promotions.

* Augmented reality and store atmosphere enhancement refers to the
processes that focus on improving the customer experience, acting on the
shopping environment, in order to act on the emotions and feelings of
customers, and increase the fun and engagement of customers during the
shopping activity within the store.

* Multiple shopping experiences enhancement is a more flexible and
diverse way to build more or unique experiences for consumers in physical
stores to increase their memory and attention.
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A heat map shows the relative ease of the functionalities and digital applications
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Fig. 2 - Heat map of the raletive ease of the functionalities and digital applications
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3. From physical to omni-channel retail

Retail is undergoing rapid transformation. This is most clear in the
tension between offline and online shopping. At opposite ends, traditional
retail stands for the physical experience of a product, personal service and
trust, while digital shopping is about convenience, easy payment solutions
and a widening range of options at a customer’s fingertips. Offline and
online shopping come with a different set of perks which can be enhanced
by combining both avenues through smart innovation.

Utilizing mobile technology is not just beneficial to the consumer, it
likewise provides retailers with instant data on consumer behavior which
can optimize response, improve a store’s catalogue and help shape better
promotional activities.

In today’s retail landscape, designers face extreme pressure to deliver
an exceptional shopping experience for consumers across all channels.
Consumer expectations for shopping have evolved drastically and it will
continue. With these changes in shopping behaviors (and expectations),
the importance of successful Omni-channel adoption becomes ever more
critical for retailers to remain competitive.

While many retailers have recognized the need for Omni-channel
investments, some brands have taken a more gradual, fragmented strategy
by investing in a few features that enable specific functionalities, but do not
transform the system as a whole. While this may work for certain, simple
use cases, this quick-fix will not stand to last. Brands that do not go “all-in”
on Omni-channel will be hard pressed to deliver new offerings, profitably,
and will be unable to completely meet consumers’ expectations. However,
those who fully adapt their systems and processes to this new cross-channel
business model, will be much more apt to find success in this age of Omni-
channel.

For any brand interested in such endeavors, the pop-up store, which
by nature opens the door to experimentation, provides a perfect space to
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develop creative solutions in this direction. Whether from the standpoint of
a traditional retailer seeking to enhance the storefront or an e-commerce-
based business wishing to venture into the physical world, the knowledge
that more than half of consumers use multiple channels in search of their
products should be reason enough to try out new models.

3.1. Retail Channels

The main difference, between the analyzed channels, regards the places
where the interaction between buyer and seller occurs, real or virtual one.
The environment afflicts the characteristic of the communication and
therefore is able to influence decisions and impression of the customers.
Jerome McCarthy in 1971 defined indeed the place as one of the key
variables to structure a marketing campaign in the 4P model.

The first form of distinction is the degree of completeness of the
interaction. Offline environments allow indeed the customer to interact
via the five senses, while the online is more limited. Virtual environments
build an interaction mainly in an audio and visual ways, while offline
businesses can engage through a range of different artifacts both tangible,
such as buildings, shop layout, and intangible, e.g. salespeople’s attitude or
atmosphere, that could be experienced through all the senses. This form of
interaction enables the customer to get more involved in the process since
it can impact at a subconscious level and effectively modify the level of
service perceived. (Bitner, 1992)

As a consequence, another important difference relies on the degree of
contact. When customers visit the shops can have a deeper relation with
the sellers, by physically interacting with them at the point of sales. In
electronic environment it could be non-existent, since customers are able
to automatically purchase the product through the services, provided by
the web page. This aspect is usually considered because, by direct contact,
the buyer can provide more subjective responses or enhance negotiation
possibilities. It is important to mention that a lot of virtual channels are now
combining call-center and chat-system to satisfy these requests as well.

The other important part of direct contact is the sense of safety: direct
interactions decrease the risk of the transaction, because the seller has
fewer possibilities to cheat. To overcome these drawbacks, besides
payment systems, online retailer’s reputation and trust can be achieved by
encouraging customers to share positive comments or ratings sellers after
the purchase is completed. (Chang & Wu, 2012)
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The type of information available is different as well. Usually, websites
provide more detailed and specific information, while face to face
interactions might be more limited and unstructured. The web allows
retrieving experience and feedbacks of other users and more technical
datasheet of the product. On the contrary, point of sales usually provides
summary information and suggestions from sales assistant and moreover
it allows the customer to directly interact with products before purchase.
The importance of specific type of information relies on characteristics of a
product, that could be organized as extrinsic and intrinsic ones. (Agarwal &
Teas, 2000)

The first one refers to the range of characteristics that are not bounded to
the physical product, like price, brand or packaging, while intrinsic cues are
attributes that belong to the specific product and can be fully experienced
by direct interaction with it. Making an example, while purchasing a cloth,
the physical customer and the virtual one, even more easily, can access to
information of extrinsic cues about the product. On the other hand, just
some intrinsic characteristics of the product could be experienced online,
like color or design, but only in a physical environment the customer can
touch or try it. Online retailer tries to develop a better product presentation,
or warranties systems, to cope with the lack of physical interaction between
customer and products. (Chen & Dubinsky, 2003)

Another distinction relies on timing. Customers are able to purchase
online everywhere at in anytime while in physical contexts, customer
interactions are defined and restricted by the opening hours of the shop.
Mobile commerce is defined as “where commerce occurs on an anywhere,
anytime basis”. (Balasubramanian, Peterson, & Jarvenpaa, 2002)

On the other hand purchases in shops allow the customer to receive the
product immediately if available, while e-commerce requires the shipment
timing. (Rose, Hair, & Clark, 2011)

It is important to mention that online stores have usually a wider
catalogue of products and better availability due to stock management
organization. The customer can therefore enjoy a higher selection of
products and have better chances to find the one more suitable to the
requirements.

Within the context of online environment, other features of the channel
are afflicted by the access point. Mobile Commerce is defined as “any
transaction involving the transfer of ownership or rights to use goods and
services, which is initiated and/or concluded through the use of mobile
devices connected to a computer network”. (Khalifa & Shen, 2008)
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The popularity of the channel has increased in the recent years, thanks
to a breakthrough in mobile industry and an increased trust of users to
perform payments via mobile. Mobile e-commerce is accessible: both via
mobile sites, websites specifically designed for these devices, and mobile
apps, software that are created to run on specific types of mobile phones.
Many retailers have already developed a coexistent strategy, that makes
indifferent the choice of users. On average mobile applications do not have
the same capillarity of the sites but have the advantage of providing a much
richer and engaging experience because take in consideration size screens
or allows interactions with other applications. Mobile commerce gives the
possibility to users to shop in every location and time, increasing purchases
coming from impulsive desires of customers.

3.2. Combination of Channels

Buyers are able to move from one channel to another at different time
during a single purchase according to their preferences. While moving, it is
possible that users change their idea and retailers, especially if they do not
provide an integrated channels strategy. (Steinfield, Bouwman, & Adelaar,
2002)

To analyze the possible interaction, a simplified customer purchase cycle,
focusing on the interaction between the customer and the retailer, will be
taken in account. After realizing a necessity, the customer starts a search
activity to identify the product able to satisfy its needs. The activity could
be influenced by previous experience or external evaluations and takes in
account intrinsic and extrinsic cues of products in order to make the final
selection. Once the product has been selected, the purchase activity starts,
and this is when actually the transaction takes place. This activity can be
influenced mainly by the retailer’s reputation, payment method and time
required to receive the good. Retailers can also interact with customers
before they start search for a product, with different form of communication
and marketing activities or strengthening the relation with them though after
sales services. Along these activities, to complete a transaction, customers
are able to switch channels and different models have been introduced by
companies to follow their path and provide a better experience.

Additional application of mobile phones in retail shops relies on payment
system or in store locators.

Many players, especially in clothing industry, provide in-store support,
which consists of make available after sales services in shops for purchases
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done on the virtual channel. This path creates a sense of safety in online
customers, because they know that for each virtual transaction, there will
be a physical place to directly interact with the company in case some
problems occur.

Book-and-pick model consists on create reservation online and then
pay and withdrawal the product directly in the closer physical store. This
system allows assuring the availability of products, especially in period
with high demand of them and avoiding wrong orders since the payment
is made once the product is visible. Through this system, users can also
have a better control of time, they are able to decide when they pick up the
goods avoiding problem related to wait the courier in a specific time slot
at home. Anyway, this model is not particularly popular especially due to
accountability problem and stock managements of different channels.

A similar model is the pick-and-pay one. As in the previous one the
customer can select the product online and retrieve it without shipment. The
real difference is the place where the product is collected, not only physical
shops, but specifically designed collecting point, also provided by other
companies that increase the capillarity of the distribution network and avoid
stock management problems with other point of sales. On the other hand,
by increasing the collecting point, more complexity and additional costs are
faced by vendors that adopt this system.

All the activities done online can obviously be performed both by fixed
and mobile devices. The advantages related to the use of smart phones or
tablet relies mainly on the timing where the offers are accessible.

Model as book-and-pay can benefits from it since mobile users are
always connected and therefore more reachable in case of limited offers.
Other combination with the physical stores and offers are also available
through electronic coupon in advertisements. These solutions allow the
customer to start the search activity on the mobile and attract customer in
real shops where purchase the goods with the special promotion.

3.3. Omnichannel cooperation and behaviors

Nowadays, people purchase from various channels, such as physical
locations, e-commerce, mobile applications and social media. Rather than
working in parallel, channels and their supporting resources are designed
and orchestrated to cooperate in omnichannel way.

The main drivers of the consumer are different between online and offline
consumption. According to preliminary studies, in the online context,
consumer motivations rely on price, convenience, product availability
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and online shopping attitude, while in the offline context, consumers are
more interested in the aesthetic appeal, shopping experience and consumer
in-store service. (Liu et al., 2013) It is obvious that internet has strong
advantages in taking charge of searching and reaching products, since it
enables consumers to get information faster, further and deeper. While,
increasingly, bricks-and-mortar stores tend to be places where consumers to
touch, feel products and immerse themselves.

6%
start researching in-store
purchase digitally

/

34%
start researching digitally
purchase digitally

42%
~ start researching in-store
purchase in-store

/

19%
start researching digitally
purchase in-store

Fig. 3 - Purchase process among the internet users among US (Murphy Research, 2018)

The 4P model, called also marketing mix, is usually regarded as a basic
tool to describe operational marketing and characterized by the series of
choices regarding products, promotion, prices and places.

The 4E Model describes how in the past years: the product has become
experience; the price has become exchange; the place has become
everyplace; the promotion has become evangelism.

PRODUCT

EXPERIENCE EVERYPLACE

EVANGELISM EXCHANGE

PROMOTION

Fig. 4 - From 4 P's to 4 E's (Ivasciuc, Epuran, & Micu, 2015)
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From the product to the experience

For a company to survive in the highly competitive global economy
nowadays, it should be flexible enough to transform its field of work.
Rather than concentrate marketing efforts on the products supplied by
organization, which for one reason or another change with increasing speed,
the effort focuses on the experience of the end user, so retailers do not sell
products/services anymore: they offer solutions that meet customer’s needs.

The product has been put aside and the experience has entered the scene,
since it can really engage potential customers and attract them to a brand.
Creating emotions and positive feelings can create a link between brands
and consumers. The product is an attribute of the company, the experience
is lived by the consumer, or rather the conjunction of customer experiences
in the relationship with a brand or a company.

From the price to the exchange

The evolution from the price to the exchange highlights the need to
recognize the value. Price is still important, but there are many cases where
customers do not follow the lowest price, but rather they choose the solution
that offers the highest value. This is something that the customer gets,
beside the product, after performing the purchase. Therefore, a company,
that does not want to remain anchored to the strategies of the past, has to
think about what it wants to truly offer its consumers, to have in concrete
exchange for their attention and loyalty.

Since there was an evolution in the understanding of the exchange, that
takes place between seller and buyer, between supply and demand, and it is
no longer just taking the money to give a good in return, rather bringing a
“value”.

From place to everywhere

With the advent of digital commerce purchasing methods have changed
a lot. If before it was necessary to get the products in physical stores, now
with the e-commerce it is no longer necessary to have intermediaries.

Purchase can be made anywhere and anytime without constraints. This is
why from place (distribution) pass to every place (everywhere). Consumers
can buy a good, as well as a service, through the use of the mobile phone
breaking down every physical boundary and speeding up the process.

The sense of everywhere, however, also translates into a solid presence
on social media, as well as in the construction of a brand website. By doing
this, potential customers can be more easily involved and then turned into
consumers.
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Everywhere reflects the possibility and the ability of consumers to access
the solutions as they like, business developers should learn to intercept their
customers rather than interrupt them, customers must be involved when
they are more likely to be receptive towards the product or service; knowing
how it can be difficult, the marketing efforts should be designed so as to
make sure that when the time is right, the products or brands are available.
It is necessary to develop a strong presence both online and offline.

From promotion to evangelism

The promotion of a product is still essential now for a winning marketing
strategy. Consumer involvement has become essential for a new way of
marketing.

It is not only important to promote the products retailers are selling.
Retailers have to learn how to make a step forward in turning their
customers into evangelists of the brand. If retailers are promoting a
technical solution, push it beyond instructing and training the potential
customers about the technical aspects of their solution, offer useful
information about the solution and educate the guests.
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4. Design Paradigms in stores

The modern repurposing of brick-and-mortar stores marks the biggest
transformation of the big box store in the last 30 years. It is a clear
departure from the one-size-fits-all traditional retail, enabling brands and
retailers to serve their customers in a nimble way in their physical locations.
They are opening more of these specific customer targeted stores, in an
attempt to be present at each step of the customers’ purchasing journey,
with updated value propositions. Their end goal is to deliver engaging,
frictionless experience rather than increase conversion. With in-store sales
happening through the mobile App, the financial impact of these new store
formats is difficult to measure as they affect both physical and online sales.
However, the most important win of this repurposing strategy is ensuring
the relevance of visiting brick-and-mortar stores as part of the customer
journey. This would place physical retail as a complement of e-commerce
and mark a new era of Brick & Mortar stores, focusing on selling
experiences.

Retail space is constantly iterated and updated, presenting a rich diversity
of the retail spectacle. The conventional functions of retail space, such
as exhibiting and delivering products, are gradually taken over by online
retail. It brings the biggest collection of products than ever before, total
price transparency and visible customer reviews, the soaring number of
online shops is changing the market. Offline retail has a tough time under
the transformation, but try to trump in terms of the experience, temporary
event, quality service, time and cost efficiency. The future retail space can
be considered from the following aspects.

The writing of this book, which took place during the pandemic, notes
that certain revolutions taking place in the shops will be accelerated by
the new situation. The role of the stores will also be profoundly recast in
terms of experience, presence and performance, in the services offered to a
multitude who have definitively transferred their purchases online, by an
emergence of new consumers and available technologies.
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Moreover, time will be one of the most strategic paradigms in the
transformation of points of sale, as the hours, attendance, availability
of goods and duration of purchases will change. Time and the digital
technologies associated with it will significantly redesign the stores of the
future.

4.1. Experiences

The interpretation of contemporary sale spaces coincides with the
image of a place that tries to integrate partial and/or functional aspects in
a complex process, affected by physical, biological, social, and cultural
systems, that determine its character and nature.

Lately environments tend to create emotional experiences that involves
the senses simultaneously. A new planning of retail is based on connection:
from a space of supplying to a physical-psychic place of well-being,
experience and entertainment.

People are increasingly interested in satisfying themselves by experiences
rather than products. The retail space becomes the stage for experiences,
where consumers play leading roles and products appear as props. It aims to
generate attention, reputation and customer loyalty for the brand. In order to
create special experiences, the retail space absorbs other elements to create
its context or to enter into a totally new one. It melts with various activities,
deeply integrates with public life.

With the application of psychology and behaviorism in marketing,
retailers are using senses as media to engage consumers, thus space is
decomposed as stimuli for each shopping stages. Retailers sponsor entirely
artificial environments, where vision, sound, scent, light, material, nature,
even the chemical composition of air, are all designed. Those cues are
aimed to involve consumers into the space, comfort their sensations, relieve
their fatigue and extend in-store time, therefore, producing desire responses
and improving purchase probability.

4.2. Socialites

Depending on a product, peer validation is always an influential factor
in the decision-making process. Customers can crowdsource ideas from
peer-review websites and share their experiences via social platforms. For
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retailers, this social interaction has a direct impact on customer loyalty and
means gaining a competitive advantage.

The threat of virtuality may in fact be an enormous opportunity for
retailers who can use interactivity, connectedness, new forms of media and
mobility in order to deepen their brand message and appeal to emergent
audiences, who are alert and responsive to developments in both the on-line
and off-line worlds of retailing.

The internet has enabled consumers to reach out into commodity worlds
faster, further and deeper than ever before.

Retail culture cannot be reduced just to commodities, or to shops, or to
consumers, but must be understood in terms of relationality, as a recursive
loop. (Crewe, 2008)

Commercial areas do not only have to respond to the functional demands
of trading, but also need to be able to combine more complex environment
issues which positively respond to the reference context which, and thanks
to the quality of retail spaces are transformed from goods containers
into opportunities for socializing and communicating. The new retail
and consumer places are becoming centers for socialize and develop
interpersonal relations of great importance, but if on one hand the center
role of consumption in modern society is more and more evident, on the
other hand, there is still a refusal to accept that shopping has become a
fundamental moment in everyone’s.

With the reduction of the basic needs, desire has become the leading
criterion for purchase decisions. Consumers are looking for solutions as
close as possible to esthetic lifestyle. To fulfil a more superficial desire,
Rem Koolhaas states “shopping is arguably the last remaining form of
public activity”. The kind of purchasing growing more and more over the
last years contains a strong playful, evasive, experience approach. The
typological hybridization of retail spaces should become an opportunity for
the creation of a new functional identity that brings together, as it is more
and more common today, entertainment, education, social relationships and
commercial activities. (Gerosa, 2008)

4.3. Services

The proportion of in-store stock area is decreasing in most of the retail
spaces. The space is no longer mainly occupied by products, instead,
intangible interpersonal communication and professional services. With
newer emerging forces in the transportation industry and express delivery
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industry, such as robots, drones, driverless vehicles, in-store inventory is not
the essential anymore. The shopping journey is reshaped, the products can
be ordered from internet, before consumers arriving the store, or delivered
to their home after leaving the store. Therefore, experiencing the product
in a comprehensive way is important, instead of gaining the product.
Compared with the shrinking of storage place, service area is expanding.

4.4. Mass Customization

Consumer expectations of a personalized experience have reached
new heights in retail. Regardless of whether the interaction is face-to-
face or online, consumers expect the experience to allow them to express
what they want, who they are and how they want to buy. Companies that
can customize the experience in this way make the customer feel more
engaged that it was possible before. The impact on the bottom line of the
shifting point of customer engagement upstream and delivering an excellent
experience in this personalized way is evident. If the in-store experience
of the retailer is positive, the consumers tend to shop again from the same
retailer. In these new sale spaces, consumers have a designer role, for
space created and the products offered. This is a very interesting field since
it demonstrates the validity of co-creation theories (Prahalad & Venkat
Ramaswamy, 2004), arriving to think of future sale spaces really like places
of in-store relation and experience. In a multi-channel concept of interaction
between physical and virtual spaces, design can play an interesting role
creating more complex formats. (Ianilli, 2008)

In order to define immersive experiences, we have to consider how to
connect shoppers on an emotional level through personalized dialogues and
give them control over the shopping experience. The retail experience is
more about involving the customer than merchandise and merchandising.
Technological solutions, which stimulate people’s visual, auditory, olfactory
and tactile senses, connected to an emotional intensity created by shopping
experiences, can open up a whole new world. Moreover, customization
and specialization of products have created a more personal experience
together with new media, by giving consumers new choices that match their
interests.
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4.5. No Consumers Anymore

The term consumer is perhaps the most inadequate to describe those
who attend a shop nowadays. They are stakeholders, co-designers,
influencers, experimenters and experts in both the products, marketing
and communication that drive brands. They enter and influence choices
according to the degree of engagement allowed by the brand. It is precisely
participation that is the measure of success for some companies. Stores
that activate co-design processes are proactive, they set challenges that go
beyond the sale of the product, they exchange loyalty for brand credits and
ensure an extremely innovative dimension. Consumers are actively and
critically demanding greater involvement in social and environmental issues
as well as in merchandise, and with unprecedented force they are able to
reward or punish inexorably those who deny them this form of engagement.

4.6. Technologies

The global brands which cannot offer a human interface at all stages
of the customer journey, are turning to digitalization. The tech-savvy
millennials view the digital experience as a key brand indicator and expect
an intuitive product to give them equally immediate retail experience.

Meditating on the role played by design in relation to the situation created
by a global market, production models and consumption behaviours have
changed so much to upset old strategies, forcing contractors and designers
to rethink about their strategies. The reasons for this transformation are
numerous, but technology is certainly the most important one, taking that
role of leader that once belonged to science.

The creation of experiences begins with focusing on the meaning of
human experiences. The relationship between the physical and mental
aspect of the public interacts with the soul of the point of sale and with the
meanings highlighted by using sensitive tools.

Internet and information technologies provide a new dimension to
design retail space. It is equipped with digital system and touch points,
purchase processes provide the retailer a multitude of disparate information,
including transactional data, consumer data, and environmental data. Thus,
smart space become a tool to understand the market and consumers, the
same as other devices, such as phones or computers. Data mining helps
retailer to make better predictions about consumer behavior, design more
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appealing products and provide more individualized services, moreover, it
also gives feed-back for improving space design.

The worlds of online and offline are converging, the future retail space
must respond and, more importantly, integrate a whole range of sales
channels. Online and offline sales are complementary channels rather than
rivals, which both contribute to the completing of consumer journey and
expressing the brand image. The online shopping journey still involves
physical space in many stages, the live streaming room at the beginning,
experiencing hall for products in the middle or pick-up area at the end.
Knowing the advantages and disadvantages in these two worlds, as well
as new technologies are going to reshape them, is key for the future retail
space.

4.7. Time-based Design

With the innovation of marketing events and activities, a lot of temporary
stores have emerged. Temporality, compression and instability enable retail
to exist in more creative, dynamic and experimental forms. Besides, the
time consumer spent in space differs greatly due to their different shopping
journeys, the space design should respond to the variety based on time.

In the future the important criterion to evaluate market participants,
will be the proportion of its products and services in 24 hours a day of
consumers. (Zhang, 2018). Due to the development of online shopping
is that the consumer shopping behavior becomes more no time limit. So,
the brick and mortar stores should consider consumers' shopping and the
relations of time, such as entity retail shopping can get real advantage, self-
service store provides 24-hours convenience service, flagship store to create
more experience for consumers to spend more time in the store, temporary
spaces like pop-up and mobile stores, and so on.

Retailers must consider what their target consumers are looking for
through the experience. Thus, physical retail space should be defined by
thinking about the relationship between people, products, places and time.

In fact, this book shows how the media revolution has changed the
forms of time and consequently space for retail. The online availability of
products 24/7 has forced retail spaces to redesign their time-based qualities.
This is the dimension where most experimentation is taking place - pop-up;
temporary, extended, blende, remote - shops and on which future store will
take shape.
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The sectors that are most investigating the relationship between space
and new digital technologies (excluding electronics stores) concern 3
sectors: fashion, sports and food. With regard to these, it has been tested
the possibility that, on the basis of the use of the tools indicated, could be
identified new typologies.
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5. Designing Innovative Tools

by Siyi Wang

5.1. Tool 1: Retail Space Indicator

space stability

stock in space business hour

staff service variety digital interaction

sense involved experience emphasis

Fig. 5 - Retail Space Indicator. Designed by Siyi Wang, supervised by Anna Barbara

David R. Bell (2017) concluded that the retailer which sells products
of third-party brand (not own by themselves), should focus on how
to deliver products to consumer more quickly and economically.

In contrast, the vertical brand who does not sale through third parties,
should control and pay attention to information, thus through pop-up stores,
quality services and retail experiences. Different types of stores have
different indications for the specific factors of their spatial composition, so
it is necessary to design a tool to measure the characteristics of different
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types of stores. According to our research on the digitalization of retail
space design, there are 7 important factors affecting retail space design, they
are: space stability, business hour, digital interaction, experience emphasis,
sense involved, staff service variety, stock in space.

e Space stability refers the diversity of retail, for example, in stores with
larger venues, such as department stores, brands will choose to borrow
part of the space to insert pop-up stores, or short-term exhibitions. This
temporary event affects the original in the dimensions of time and space,
thus, the spatial stability of the store;

* Business hour, it has a certain decisive effect on the customer’s lifestyle.
Usually, customers can only visit the store at fixed time during the day.
However, recently there have been more and more 24-hour self-service
stores and mobile stores. These different types of stores have woven
interactive networks. Gradually cover 24 hours of consumers in urban
scenes;

* Digital interaction is also a key research factor of this book. In other
chapters of this book, the application of different digital technology
methods in the front-end of the store and their functions are introduced.
This part is a summary of the level of digital interaction in different stores;
» Experience emphasis refers experience in the stores, such as some brands
set up the experiential stores, brands or shop owners manipulate consumer
emotions through the design of the store experience;

e Sense involved is another indication for the evaluation of experience. It
enhances the multi-sensory experience of customers in the store through the
design of vision, hearing, taste, smell and touch in the space;

o Staff service variety, when omni-channel cooperation is implemented,
customers will have more diverse ways to obtain product information,
which means they can get information without the explanation and guidance
of store staff. Therefore, the functions of staff in different types of stores
will also change;

e Stock in space, due to the intervention of digital technology and channel
cooperation, the space of the store can be used as both an offline shopping
display and an online retail warehouse. In the omni-channel urban scene,
when online and offline are linked, the storage space in the store will also
be affected.

We classify these seven factors into 10 levels, and we will use this model
to illustrate the characteristics of different type of stores in the comparison
and analysis of spatial prototypes in three specific retail domains in the
following chapters.
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: Retail Experience Structure

5.2. Tool 2
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Fig. 6 - Retail Experience Structure. Designed by Siyi Wang, supervised by Anna Barbara
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Over several decades, marketing and consumer behavior research has
investigated how consumers undergo decision processes. Lemon and
Verhoef (2016) introduced a model of customer experience journey from
the marketing point of view in 3 stages which are prepurchase stage,
purchase stage and postpurchase stage. Based on this model we investigated
the 6 stages user experience journey in spatial design of the stores:

* Before shopping refers why people enter the space;

* Acquire general information refers elements that are important for
building brand recognition;

» Search products describes searching process under guide or randomly;

» Experience product refers how consumer get further information of
products;

* Make decision is the stage that the consumers decide to make the
purchase or not;

» After shopping, consumers may share the information with friends or on
social media.

This model aims to reveal the user journey in different prototype of the
stores which is also used as the measurement and guideline for the spatial
design of different type of stores in the urban scenario.
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6. Fashion stores

by Siyi Wang

Undoubtedly, the fashion industry has been the one that has been quickest
to grasp the potential of digitization in production, sales and logistics.
There have been many experiments in recent years, and many have had a
significant impact in stores. The pandemic has thus accelerated processes
already underway, radicalizing the absence of physical presence, but not
excluding the body.

In the fashion industry, the most significant digital innovations that have
reshaped the retail space are interactive screen, body sensor cloud shelves,
digital fitting mirrors, face identifiable vending machines, 3D scanners,
etc. It is reported that 80% of consumers will use cloud shelves and magic
fitting mirrors' at the store, cloud shelves’ enable consumers to acquire the
product information quickly, such as the price, style and stock. The display
and layout are adjusted and changed periodically, 3 months in average.

After customers use the smart devices, their record of touching, saving
and sharing will help stores to recognize the products selected by customers
and to change the layout’ of space. In addition, online and offline member
data systems are connected, to achieve performance overlay increase. All

' For an example of magic fitting mirror at Kerr&Kroes, see the link: _https://Ih3.
googleusercontent.com/proxy/DzFoFsIm_qfeqbbGNeHPBOxUADO1KQO0fiaR2Pj0AQ1txO-
q-TDAKVDGFiPcP7x991aUJ2CaTyX9HGtETG-9vajYI14VbY1Xd0Pcg7Fvhk1yK11c

* For an example of cloud shelves at Kerr&Kroes, see the link: https://mmbiz.qpic.cn/
mmbiz_gif/ic3wSQSIKLjCACQBiax5cibeelzqlnueo0xrfBIoMEibVG0DgQQo87DJ601D16p
GREm5c¢YhfOztrtORDI060ImvghA/640?wx_fmt=gif

* For an example of shopping guide map at Kerr&Kroes, see the link: https:/img.itw01.
com/images/2018/05/11/16/1547_z4uJP9_GQAO9EX.jpg!r800x0.jpg
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these devices and spaces not only improve the indoor consumer experience,
encourage’ them to share messages on social media as well.

Some brands have radicalized the integration of digital and analogue to
increase customer engagement and in-store sales digitally. Walking through
the doors is just like walking into their websites. The CEO of one famous
brand, referring to their world life store explained that “it brings our digital
world to life in a physical space for the first time, where customers can
experience every facet of the brand through immersive multimedia content
exactly as they do online”.

Some stores are equipped with speakers concealed around the main room,
a hydraulic stage for live music’ or digital screens’, responding the plan to
host live stream catwalk shows and music talent performance in the store.
Besides, visual and audio systems are used to create extraordinary effects,
such as the “weather moments™’, a digital rain showers accompanied by the
sounds of a thunderstorm.

Some other brands also embed microchips into products, through radio-
frequency identification technology (RFID) in order to let the consumers,
once they take one product and approach the screens in the common area
or a mirror in the fitting room, to instantly access to relevant information
ranging: from craftsmanship to catwalk looks.

* By setting up photo booth and game area to improve store experience, an example at
Kerr&Kroes. Photo booth see the link: https://wx3.sinaimg.cn/mw690/6ef98b7cgy1ful 8wuj
maxj20m80etjsl.jpg, game area see the link: https://wx2.sinaimg.cn/mw690/0060RDM1gy1
fu04n6z8cdj318k0qonlz.jpg
About the project: name of project: Kerr&Kroes, format: hybrid fashion store, first opening:

2018, location: Shanghai, China , store category: Smart retail store, size of the store: 1,600m”,
average visit time: 30 minutes, designer: Istore, Alibaba.

* For an example of live music event in store, Burberry Acoustic event, Jake Bugg show,
London, 2013, see the link: http://ella-lapetiteanglaise.com/wp-content/uploads/2013/02/

burberry-acoustic-presents-jake-bugg-live-at-121-regent-street-london.jpg

% For an example of digital screen in store, giant screen in the centre of atrium, Burberry,

2012, see the link: https://ramboll.com/-/media/images/ruk/3 projects/abc/burberry-regent-

street/image-viewer/1280-x-720-burberry-regent-street-1.jpg?mw=640

7 For an example of weather moment, digital rain showers, Burberry, 2012, see the link:
https://cdn.wallpaper.com/main/styles/fp 922x565/s3/legacy/gallery/17053421/03-burberry-

store.jpg
About the project: name of project: Burberry Flagship Store, format: Monobrand fashion

store, first Opening: 2012, location: London, UK, store category: Experiential store, size of
the store: 4,080m’, average visit time: 30 minutes, designer: Team led by Christopher Bailey.
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There are even stores that stocks no clothes, instead they provide many
customer amenities, buy online & pick-up in store, curb side pickup,
tailoring, and drop-off returns are the most popular services, also including
clothing donation drop-off, personal styling®, complimentary refreshment,
trunk club service, nail service. It functions as a local service hub’, an
essential complement to e-commerce. This strategic choice considerably
reduces the size of the shop itself.

Another interesting phenomenon from the point of view of the
hybridization of spaces consists in promoting products with assistance from
online influencers that have emerged amid the social media boom in recent
years. (Peng & Yao, 2018)

According to official reports, more than 80 live streamers’ sales reached
more than 100 million yuan in 2018, covering clothing, jewelries, bags,
cosmetics and other categories. The introduction of Live Platforms” has
changed the retail model of physical stores.

From an interview of chinadaily.com, consumer suggested that watching
live streaming is like hanging out in a mall, the way they change channels
is similar to browsing through different stores in the mall. During the
process, the live streamers serve as the shopping guide, model and after-
sales customer service agent, which makes consumers feel more connected.

The phenomenon of shop’s relocation also presents cases where the shop
hybridizes with hospitality, as in the case of mini fashion shops bar in hotel

® For an example of personal styling, dressing rooms surround the meeting space,
Nordstrom Local, see the link: https://fashionista.com/.image/c_fit%2Ccs_srgb%2Cfl
progressive%2Cq_auto:200d%2Cw_620/MTUwNDUXNTMSOTA2MjASNDUx/084 10-3-
17-nordstrom-local.jpg

’ For an example of local service hub, overall view from the entrance, Nordstrom
Local, see the link: https://media.bizj.us/view/img/10922525/nordstrom-local-
23*1200xx5456-3069-0-284.jpg
About the project: name of project: Nordstrom Local, format: Local service hubs, first

opening: 2017, location: Los Angeles, US, store category: Bespoke suit store, size of the
store: 330m’, average visit time: 45 minutes, designer: Hoshide Wanzer Architects.
" For an example of live stream shopping, a live streamer is introducing the products

via Taobao Live app, see the link: https://cdn.i.haymarketmedia.asia/?n=campaign-

asia%?2Fcontent%2Fviya_taobao.jpg

About the project: platform: Taobao Live, format: E-commerce, project time: 2016, location:
unlimited, store category: live-streaming space, size of the store: 2-10m’, average visit time:
unlimited

66

Copyright © 2021 by FrancoAngeli s.r.l., Milano, Italy. ISBN 9788835132523



room. There is a brand that started to stock clothes' in boutique hotel rooms
in Europe. The project is based on the insight that packing the right clothes
for vacation can be difficult, due to unforeseen weather or travel plans. The
agency filled a hotel closet” with an assortment of hand-selected, fashion-
forward clothing carefully curated by stylists and fashion bloggers based
on the weather, location and nearby attractions. When guests realize they
do not have the right outfit for a given occasion, they can simply take
something from the mini fashion bar, try it at room and pay for it upon
checkout. If the products are not the right size, guests can contact the
fashion concierge to change it.

"' For an example, sign on the hotel door, Pimkie International, see the link: www.the-
spin-off.com/news/media/3/Door-sign-at-Pimkie-Mini-Fashion-Bar-22928-detailp.jpeg

2 For an example, wardrobe in hotel, Pimkie International, 2015, Milan, Italy, see
the link: www.the-spin-off.com/news/media/3/A-regular-minibar-but-with-clothes-and-

accessories-22926-detailp.jpeg, and www?2.eurobest.com/winners/2015/media/entry.
cfm?entryid=3642&award=3
About the project: name of the project: Pimkie International, format: Mini fashion bar, first

opening: 2015, location: Palazzo Segreti Hotel, Milan, Italy, store category: Wardrobe in
context, size of the store: 0.5m’, average visit time: 5 minutes, designer: Happiness Brussels.

67

Copyright © 2021 by FrancoAngeli s.r.l., Milano, Italy. ISBN 9788835132523



6.1. Prototypes_fashion

The challenge for retail space is to re-create innovative, affective and
evocative retail space. “So even if shopping is constantly facing crisis and
decline, it is also being constantly (and artificially) reinvented, reinterpreted,
refashioned, reborn, rechanneled, and repackaged. What allows this is
an apparatus—a survival mechanism—that can seize on any technique
for squeezing out a pathway toward life: modulation, constant change,
camouflage, mutation, predation, sabotage, parasitism, surveillance”.
(Leong, 2002)

6.1.1 Experiential space_fashion

Area: 2,000-7,000 m’
Business hours: 9:00-21:30

Fig. 7 - Space prototype of Experiential space_fashion
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Experience retail space are characterized by offering experience which
aligns with the brand, the value and image of the brand emerges are
expressed in the process of the customer's interactions. It is also highlighted
as a strategy for increasing consumers dwell time in-store.

An experience occurs when a retailer intentionally uses services as
the stage, and goods as props, engage individual customers in a way that
involves multiple senses and creates a memorable event. Base on the
degree of customers’ participation and connection between customer and
environment, there are four type of experience, entertainment, educational,
aesthetic and escapist (Pine & Gilmore, 1998), which can happen in the
space such as a gallery, a café, a restaurant, game areas, photo scenario
areas and so on.

The majority of these stores are large scale, between 2,000 to 7,000
square meters and they have at least two floors of selling space, which
usually exceeds sale functional need. In general, the experience spectacle
1s located around the center of atriums, in order to catch the consumer's
attention once they enter the space. Besides, similar as a stage, except the
consumer who are participating, the rest can get the message during the
shopping process from all perspective, and therefore the sale space and
experience space interlock with each other.

This type is frequently used among flagship stores, which not only
function as the sale place but also aim to allow consumers to gain brand
experiences and strengthen brand loyalty. Since the heightened accessibility,
some stores even become tourist destinations and are often visited by non-
traditional customers of the brand.
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Fig. 8 - User experience journey of Experiential space_fashion
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6.1.2. Smart retail store_fashion

Area: 500-3,000 m’
Business hours: 9:00-21:30

Fig. 9 - Space prototype of Smart retail store_fashion

Smart retail space enables the retail process to be available through the
integration of digital technologies, mobile technologies, and immersive in-
store, which would simultaneously enhance organizational process and the
selling activities.

The space is leaded by different digital devices and systems, such as the
facial recognition devices, interactive display (cloud shelf), smart mirror,
RFID system, indoor positioning system, augmented reality environment.
Through those digital devices, the data of customers and products is
captured, analyzed, and reshuffled to help retailers and researchers
understand customer behavior and provide better consumer experience.
For example, the in-store display and layout are adjusted and changed
periodically according to the data of customer behavior, opening up new
perspective for design.

Smart technology improves the consumption process. Consumers might
access all the product information through the new technologies without
the direct assistance of an employee, by consulting the new collections, the
information about material and product availability, prices, etc. Employees
are provided with iPads to support their tasks and provide personalized
information for clients.

Smart retail space can achieve its greatest potential with the retailer who
utilizes omnichannel-based synergies. In this way, allowing customers to
access the business in both real-world and virtual-world contexts in one
seamless and natural experience.
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6.1.3. Shop the show (See Now, Buy Now)_fashion

Area: 1,000-2,000 m”
Business hours: 1st day certain time of the show, 2nd-7th days 10:00-19:00

Fig. 11 - Space prototype of Shop the show_fashion

Shop the Show is spring up along the phenomenon SNBN (See Now, Buy
Now). It is a space that showcases the brand's meaning in combination with
show, entertainment, catering service, information display, typical methods
used to create brand experiences but in an ephemeral form. It generates the
intensified consumer-brand relationships, improved brand cognitions, and
brand loyalty.

This type requires a large volume, normally including a loop space, for
organizing catwalk. The function of the space is time based: at the first day,
part of the space will be used for the fashion show, while it will turn into
the display space for products in other days.

Shop the show is mainly applied by some high fashion brands, who
would like to compress the process of fashion business and build direct
connection between brands and consumers, rather than only passing through
buyers and the traditional media.
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6.1.4. Exhibition for Sale (Curated store) _fashion

Area: 100-200 m’
Business hours: 9:00-21:30

Fig. 13 - Space prototype of Exhibition for sale_fashion

Exhibition for sale is a retail space that takes the viewpoint of magazine
and gallery. The type uses store as media, brands as sponsors, products as
part of the curated content, a central theme that changes periodically.

Iteratively in-store exhibition is a way of generating and communicating
differentiation and to satisfy consumers' interest in newness and excitement,
thereby elevating their brand through merchandising and experiences,
attracting consumers back to the store repeatedly.

Simulating an exhibition hall, the retail space full of movable walls,
display racks and digital media devices, the layout changes periodically.
It juxtaposes both culture contents and products, showing the mix of
information through different media, including physical objects, texts,
images and videos.

Exhibition for sale is used by some established brands or third-party
brands (not own by themselves), who keep a flexible retail strategy and plan
to continually generate creative narrative.
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Fig. 14 - User experience journey of Exhibition for sale fashion
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6.1.5. Pop-up store_fashion

Area: 20-100 m’
Business hours: 9:00-21:30

Fig. 15 - Space prototype of Pop-up store_fashion

In traditional fashion retail process, the consumer finds what they want.
In contrast, through these new retail space type, the product finds the
consumer.

These temporary space functions as ice-breaking showrooms where
people can engage the brand or try out its products for the first time. In the
new context, people are not pressured to spend money and thus visit more
easily. If consumers decide to purchase the product next time, they will
buy it from other shopping venues, such as local stores, discount stores, or
internet shopping.

The ephemeral and moveable spaces are able to achieve high impact and
seen by a large audience with low costs. The relationship between the retail
space and context is the key. The context should be a place where the retail
can meet their target audience. As the same time, there should be contrasts
between them, in order to attract people’s attention and offer memorable
shopping experiences. Furthermore, the outside appearance is often an
eye-catching and semi-enclosed structure, since unlike other type with
strong motivation to enter, this type needs to stimulate people’s curiosity to
enter. In addition, the space is usually designed to be easily assembled or
disassembled with light materials.

These are the suitable types for new brands and startups to test the
market, established brands to do new products promotion, experimental
events and explore new market, or e-commerce retailers to elevate the
brand credibility.
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Fig. 16 - User experience journey of Pop-up store_fashion
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6.1.6. Dressing room_fashion

Area: 200-350 m’
Business hours: 9:00-21:30

Fig. 17 - Space prototype of Dressing room_fashion

Dressing room is clothing store that stocks no clothes, instead they
provide many customer amenities, such as buy online & pick-up in store,
curbside pickup, tailoring, and drop-off returns, also including clothing
donation drop-off, personal stylist, complimentary refreshment, trunk club
service, nail service. It functions as a one-stop local service hub, increasing
the consumer's reliance on it.

This type is utterly different from the conventional stores, because of the
absence of inventory. The space is composed mainly two parts: a flowing
public space seems like a club, several service spaces leaded by a bar with
wide communication areas; dressing rooms around the open space, doubling
or tripling the size of normal one.

It works as an essential complement to e-commerce, releasing the
product searching and buying process from the in-store space, emphasizing
the irreplaceable part compared with online retail, in terms of product
experience, services and interpersonal communication.
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6.1.7. Bespoke suit shop (Tailor shop) _fashion

Area: 180-300 m’
Business hours: 9:00-21:30

Fig. 19 - Space prototype of Bespoke suit shop_fashion

Bespoke suit shop is one of the most traditional clothing store type,
which has achieved its survival, by highly personalized services.

Unlike other types with randomness in the consumer path, especially in
the product searching stage, in a bespoke suit shop, almost all consumption
experiences under the guide of staff, and thus the space is organized with
strong orders suggesting the process of customization.

Front of the space is entry hall for reception and display, followed by
the dressing rooms for measurement. The main workshop is at downstairs
or upstairs in general. However, in order to emphasize that customization
remains the core of the store, the cutting tables is located in the center of
the ground floor, therefore cutters and coat makers work in full view of
clients. In the rear of the store usually incorporates a private club with
classic furnishings for relaxation and communication, such as snooker table
or fireplace, creating a sense of belonging for consumers.
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Fig. 20 - User experience journey of Bespoke suit shop_fashion
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6.1.8. Treasure hunt (Outlet) _fashion

Area: 3,000-8,000 m’
Business hours: 9:00-21:30

Fig. 21 - Space prototype of Treasure hunt_fashion

Treasure hunt is a common type for off-price retailers, who focus on
delivering abundant products to consumers at bargain prices efficiently.

Selling products of third-party brand, the brand advertising is not part the
marketing strategy of treasure hunt, since the suppliers want to protect their
brand value, do not want to propagate those products are available at low
prices, which is also the reason why many brands refuse to sell their glut of
merchandise online.

The majority of these stores were large scale, a multistory building
equipped with escalators and elevators. In order to help the consumer finds
what they need from the huge quantities of products, the spatial logic and
information system should be easily comprehensible. The typical shopping
mall or department store is locked into a floor plan dominated by big
brands, while treasure hunt mixes brands on the same rack, giving it more
flexibility.

For releasing stress and fatigue of searching products, the strategy based
on senses is also used. The enriched supply of oxygen, faint clouds of ozone
molecules, relaxing scent, or music are pumped through the technical systems.

83

Copyright © 2021 by FrancoAngeli s.r.l., Milano, Italy. ISBN 9788835132523



These stores are interesting because they live a very active digital
life on social media. They are linked to a very structured logistics and
communication networks for both products and bargains that is often so
extensive that it is part of the outlet tourism phenomenon that moves yearly
hundreds of thousands of consumers.
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6.1.9. Live-streaming space _fashion

Area: 4-12 m’
Business hours: 24/7

Fig. 23 - Space prototype of Live-streaming space_fashion

Live-streaming space exists on the basis of the mobile application
platform. The platform combines e-commerce with live broadcasting and
aims to directly convert viewing to purchasing.

The mobile application platform is intangible space for consumers to
complete the selection process. Watching product broadcasting is like
hanging out in a mall, the way they change channels is similar to browsing
through different stores in the mall. During the process, virtually face-
to-face communication between live streamers and consumers, makes
consumers feel more connected.

Live-streaming space seems like a makeshift studio, including grey
walls in simulation materials, a blackboard with some basic information,
a rack full of clothes, low quality decorations, lights and equipment for
live streaming. Even for the top live streamer, the situation is similar, a
raw space to meet the basic needs for live streaming. Instead of space or
environment information perceived from the small phone screen in 2D,
audiences focus on the introduction of products and communication with
live streamer.
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Fig. 24 - User experience journey of Live-streaming space_fashion
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6.1.10. Wardrobe in Context _fashion

Area: 1-2 m’
Business hours: 24/7

Fig. 25 - Space prototype of Wardrobe in context_fashion

Wardrobe in context is based on the immediate needs for clothes in
certain occasion, due to unforeseen weathers or plans. The retailer pre-fill
the wardrobe with products which suits the context.

The wardrobe is often semi-opened, without door, or with doors in eye-
catching colors, for attracting the attention of potential consumers.

It mainly runs without staff, thus it usually cooperates with the third
party, like hotels or gyms, for a few steps such as checking out, checking
the inventory and size exchanging.
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Fig. 26 - User experience journey of Wardrobe in context_fashion
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6.1.11.Self-service space (Fast) _fashion

Area: 2-6 m’
business hours: 9:00-21:30

Fig. 27 - Space prototype of Self-service space_fashion

Self-service space is a new added space type in some stores of fast
fashion brand. Self-check-out space enable consumers to scan, bag, and pay
for products without any need to interact with a cashier. Customers thus
gain control, released from long queue; retailers enjoy reduced labor costs
from the fewer number of cashiers required.

In general, it is an open or semi-enclosed space located near the
traditional counter for being noticed easily.
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Fig. 28 - User experience journey of Self-service space_fashion
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6.1.12. e-commerce kiosk _fashion

Area: 8-30 m’
Business hours: 9:00-21:30

Fig. 29 - Space prototype of e-commerce kiosk_fashion

e-commerce kiosk is an automated click-and-collect system, as a strategy
of integrating offline stores with the online world. Customers shop online
and will receive a notification about its arriving, then they can proceed to
the location to pick up products at leisure.

It occupies a small volume in the store, ranging from 8 to 30 square
meters, with the capability of containing 266 to 4.000 packages. It is
located at the rear or top floor of the store, to seize the possibility of making
customers browse more products and spend more money. Besides, there
is usually a display area of new series next to it. As the same time, for not
becoming an annoying strategy, it is next to the elevator or escalator which
helps consumers found it easily.

e-commerce kiosks suits the retailer who are developing omnichannel-
based synergies.
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Fig. 30 - User experience journey of e-commerce kiosk_fashion
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6.2. Comparison between fashion stores

space stability
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Fig. 31 - Comparison between fashion stores
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6.3. Analysis_fashion stores

Characteristic analysis of fashion retail types

Experience retail store
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Fig. 32 - Characteristic analysis of fashion retail types, partl
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Bespoke suit shop (Tailor store)
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Fig. 33 - Characteristic analysis of fashion retail types, part2
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7. Sport stores

A term coined by Norbert Elias to describe the process whereby popular
cultural activities, or folk games, were changed by the development of
codes of conduct and rules, and by changing conceptions of the acceptable
limits of violence. Elias referred to the “sportization” of past times as a
shorthand for their transformation in English society into sports and the
export of some of them on an almost global scale. (Dunning, 1986)

Physical education and fitness have been described as “induced sports”.
(van Hilvoorde, 2008) In other words, they are generally organized by state
organizations and are intended to reinforce the strength and health of the
state's population. Health policies are being developed to reduce diseases
such as high blood pressure, coronary artery disease, and diabetes.

The ideology of “healthism” also places heavy emphasis on personal
responsibility. Fitness is not just a matter of individual health choices; it has
become a matter of social status. It is a tool for distinction and individual
comparison. Fitness helps to construct an identity. Fitness represents a
dream of absolute health. “The body has become a system of differentiation.
The body has become its own garment. The fashion is called fitness”. (de
Wachter, 1984)

The fitness industry has been successful in combining elements of
traditional sport and cosmetic industries; it successfully blends the pursuit
of flexibility and good health with moral, aesthetic, and commercial
imperatives.

There are four categories that encapsulate the typical demands of a sports
shop: body building, nutrition, education and fashion.

Sport and health retail combined fashion could be explained as
Athleisure. Athleisure is a trend in fashion, in simple summation = Athletic
+ Leisure, in which clothing designed for workouts and other athletic
activities is worn in other settings, according to Merriam-Webster, the
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definition of athleisure is casual clothing designed to be worn both for
exercising and for general use. Such as at the workplace, at school, or at
other casual or social occasions. Athleisure outfit, that “look like athletic
wear”, is characterized as “fashionable, dressed up sweats and exercise
clothing”. (Di Blasio, 2015)

The idea is that gym clothes are supposedly making their way out of the
gym and becoming a larger part of people’s everyday wardrobes. A new
market began to emerge where active clothing can swiftly be turned into
casual and leisurewear clothing.

The rise of athleisure is more than a fashion trend, more than the sum of
the parts: sports, urban, and fashion trends. It has become more than a trend
because it is a complete lifestyle.

In this context, increasing digitalization plays a key role. In fact, many
brands have decided that instead of seeing digital as a challenge to be
resisted, it would be more interesting to gamble on this integration that
would give stores new dimensions, shapes and mandates.

The big sport retailers are in fact leaving the traditional design, which
are similar to sporting goods supermarkets, for a store’s strategy that does
not include to display as many products as possible on a large scale, but to
display products on shelves in part', while combining digital applications,
online and offline stores to provide consumers with a variety of in-store
experiences’.

A digital area is mainly reserved for action games’ and making online
order’, focus on providing more digital interactive experiences for the
consumers.

' For an example, store layout, Decathlon Connect, see the link: https:/retaildesignblog.

net/wp-content/uploads/2016/03/Decathlon-Connect-store-by-kplus-konzept-Munich-
Germany.jpg, and https://dltm14lrsghf7q.cloudfront.net/public/media/16264/
conversions/14082-thumb.jpg

* For an example of Decathlon Connect, the store installed digital game feature inside,
see the link: https://kplus-konzept.de/wp-content/uploads/2017/09/kplus-konzept-
m%C3%BCnchen-decathlon-connect-web-3.jpg

* For an example of action games, see the link: https:/retaildesignblog.net/wp-content/
uploads/2016/03/Decathlon-Connect-store-by-kplus-konzept-Munich-Germany-04.jpg

* For an example of digital tablet offering product information and odering service in
the store, Decathlon Connect, see the link: https://d1tm14lrsghf7q.cloudfront.net/public/
media/16275/conversions/14088-thumb.jpg
About the project: name of project: Decathlon Connect, format: Sporting goods store,

location: Miinchen,Germany, store category: Urban store, size of store: 220m’, first opening:

2016, average visit time: 30 minutes, designer: Kplus Konzept.
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Even the traditional retail areas, which is the biggest zone usually in
the store, displayed sporting apparel and accessories, in addition to the
traditional island and wall shelf display, also set up the digital display wall
and touchscreens for hero-products. Due to the limitation of the space size,
the displayed product selection is usually based on the purchase data of
customers, which provide the convenience for most of the customers to find
their expected products.

Urban store
Decathlon Connect(Miinchen)

-
[ ] ° Fm (¥
® - P - ®_ @ oo ' B eeeceeemeeemmeeeeeeeeeeeneeeeeeenes
= h o a [ ] 1
Making an order online Entering Asking the staff Picking up the products '

P .

Looking at the H V' Trying the selected o = Leaving
products [ products L. '- -
& -
. cenm : : o Paying at the cashier |
o ; BFeE a
° : Selecting some Deciding products to buy =
o products .2
, H | ‘l.
Entering ° ! Playing the interactive
& | - ! games
? Searching the !
[ ceeee-e--1  productsonthekiosk ... ..ot

: T :
Didn't find the right : il ;
products in-store : {Ij :

Making an order on the kiosk

Fig. 34 - User journey of Decathlon Connect

The immersive dimension becomes more and more present with
additional brand experiences, where consumers could experience the
popular sports disciplines, using the in-store products.

The checkout procedure of this kind of store is still based on the
traditional manual checkout. As for the pick-up area, although the store
adapted omni- channel retail, the function implementation of click & collect
is still based on the stuff's service.

Digital use in physical spaces can be traced back to various activities:
search for products and make orders on the tablets in the store; take online
orders in the store; shopping and experience whole the stories in the store
and different kind of path/user journey: reserve in store to deliver; shopping
in store; only pick up the online order’.
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A significant relationship between digital and space is the one introduced
by the interaction with APPs that allow you to buy the product before and
have them held in one of the lockers in-store to pick them at a later time,
or to scan-to-try allowing customers to scan items as they visit the store for
having delivered in a fitting room waiting or more specifically, customers
can arrive in this floor to find a locker with their name on, which can then
be unlocked via their smartphone. This is designed for local consumers to
get what they want to improve the shopping efficiency and saving time.

Digitized payment systems certainly also reshape the spaces of check-out
offering customers the option to pay through their mobile phone, while in-
store, rather than wait in cashier lines. App users can schedule appointments
with in-store specialist to receive product recommendations and advice.
Furthermore, through the in-store Labs, customers could design their own
products while receiving recommendations from designers.

The core of this kind of concept store is to bring digital driven sports
retail innovation, design and personalized service, integrating digital and
offline services through experiential environment design.

In-store applications are:

* Digital display screen

* Personalization

* Instant check out

* Scan to get information

» Reserve online, pick up in store
* Event organization

* Scan and try

* Find in store

Sports shops are focusing on the emerging trend of retailers who are
attempting to attract more customers to their stores as more and more sales
continue to happen online.

* For an example of pick-up lockers, Nike House of Innovation 000, see the link: https://
static.dezeen.com/uploads/2018/11/nike-house-of-innovation-000-new-york-flagship-store
dezeen 2364 col 15-852x568.jpg
About the project: name of project: Nike House of Innovation 000, format: Sport and

apparel store, location: New York, US, store category: Flagship store, size of store: 6,400m”,

first opening: 2018, average visit time: 60 minutes, designer: Nike design team
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Flagship store
Nike House of Innovation 000 (New york)

Deciding something to buy from the fast-shop Paying with instant checkout on the phone
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‘ . P :
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Checking the information on the digital screens  Registroting to get the information of the order

Fig. 35 - User journey of Nike House of Innovation 000

The experiential model has increasingly been considered in the digital
age, when companies are throwing more money behind a fusion of retail
and entertainment offerings’ instead of just selling products and building
community’ through connection, both online and offline.

Some formulas radicalize the relationship between analogue and digital
space, such as the digital kiosks whose experience and potential are
still at the beginning, but which may represent a frontier in the evolving
relationship between point of sale and brand. These are vending machines

% For an example, Lululemon Chicago flagship store featured a meditation room to provide
more sporting activities, see the link: https://images.lululemon.com/is/image/lululemon/gbl
july19_ExpStores_LincolnPark Meditation Hero FINAL

7 For an example, Lululemon Chicago flagship store featured a dining area with digital

kiosks, considered the user to recover and have a socail area after work-out, see the link:
https://cdn.vox-cdn.com/thumbor/dT1i80CiC5F2ZZgPhntDppp9h34=/1400x0/filters:no
upscale()/cdn.vox-cdn.com/uploads/chorus_asset/file/18301914/blb14635_ 48248969896
0.ipg

About the project: name of project: Lululemon Chicago flagship store, format: Sporting

goods and lifestyle store, first opening: 2019, location: Chicago,US, size of store: 1,860m’,
average visit time: 60 minutes, store category: flagship store, designers: 555 International
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Flagship store
Lululemon flagship store(Chicago)

Checking the events online Entering Asking the stoff ' ®

Poying at the cashier

rdering and pay food at kiosk 4 . Leaving

Eating and chatting

o =

Selecting some products to buy Poying ot the cashier

Fig. 36 - User journey of Lululemon Chicago flagship store

located in urban contexts that are used for limited edition or exclusive
products that can only be found through the brands’ social media and word
of mouth. In the most extreme cases of some brands, these are distributors
that work by using the loyalty points, that customers collect by doing sports
or other activities.

If the customers have earned points, they can trade them in at the
vending machine® for gear such as socks and T shirts, or even a SportWatch.
The characteristic of kiosks is that they often are not fixed in one place, in
the traditional sense of the vending machine of self-service mode, it is in
random streets, temporary and movable, it is more of incentives and create
diversified shopping experience, in the meanwhile encourage users to create
better sport habits, it is a combination of mobile technology, self-service
and settlement of short-term flexible retail units.

¥ For an example of Nike Fuelbox vending machine, see the link: https://images.
fastcompany.net/image/upload/w_1280.f auto.q auto.fl lossy/fc/3033577-poster-p-1-nike-

fuel-currency.jpg
About the project: name of project: Nike Fuelbox vending machine, format: Sporting goods

vending machine, location: New York, USA, store category: Self-service vending machine,
size of store:1m’, first opening: 2014, average visit time: 5 minutes, designers:Huge
(Brooklyn) and Nike design team
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Digital experiences also involve the experience of entering shops, which
in some using motion sensor cameras, the main window display at the store
entrance can identify the gender and approximate age of a passerby and
intuitively recommend appropriate products. The interface also can display
a QR code that the customer can scan to order the recommended products
from their phone. Upon entry, customers experience their first interaction
with the store through the main window display, which identifies basic
physical indexes and subsequently recommends products for the customer.
The window is as a 24-hour fad machine which actively engages with
passersby. QR codes are also available for customers to make purchases and
acquire coupons.

This also involves technology Al based for cloud shelf’, an interactive
digital wall that stores information on a large amount of goods for
consumers to select from. Once a customer takes a product off a smart shelf,
information about sizes, colors and function will pop up on an interactive
wall screen. Through a cloud shelf, customers can also see and learn about
products that are not on display. This virtual space expands the available
product assortment by four times that which is in the store. With the cloud
shelf, this huge number of products are presented to consumers at once,
greatly extending the effective display space.

The data intelligence collected in the store will also help the brands to
gain valuable consumer insights and continuously enhance its product
range and services. This is a revolutionary concept, which merges the best
offerings from both online and offline and supports retailers to accelerate
their digitalization process. It envisages retailers of the future using
consumer insights generated on different platforms to develop informative
and entertaining content for Omni-channel delivery.

Al shopping assistants and smart mirrors, all equipped with built-in 3D
sensing cameras can recommend fashion advice to complete a customer’s
look.

Interactive screens are installed in the midst of walls, providing abundant
information once a customer takes a bluetooth-connected product off the
smart shelf. More importantly, the additional virtual storage of cloud shelves

’ For an example of AR engagement and smart shelf at Intersport Beijing, see the link:
https://jefftowson.com/wp-content/uploads/2019/03/Photo-Sep-21-2-56-50-PM.jpg, and
https://osssource.alizila.com/uploads/2018/05/intersports-smart-sneaker-wall-2.pn.

About the project: name of project: Intersport Beijing, format: Sporting goods store,
location: Beijing, China, store category: megastore, size of store: 1,300m’, first opening:

2018, average visit time: 30 minutes, designers: Tmall new retail team
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can provide customers with products not present in-house and thus
expand the physical store space by four times. So far, the main screen can
simultaneously accommodate many customers.

It is a virtual shopping bag. By scanning QR code, customers can place
the item in their virtual shopping bag and make purchase decisions later,
even after they have left the store. Customers can also shop in the store and
request to deliver their goods to a designated address if they don't want to
carry them. A benefit of digitization is it facilitates delivery of goods. With
big data, the store may adjust its stocks according to sales. In addition,
goods distribution and adjustment with other store branches becomes easier.

Megastore
Intersport(Beijing)

Fig. 37 - User journey of Intersport Beijing
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Bringing together the company’s experience and forward-thinking
technology applications in O20 (Online to Offline) retail, some store
concept driven by big-data and powered by facial recognition and radio
frequency identification (RFID) have created the first intelligent self-service
sportswear store'’.

Before entering the store for the first time, users need to registrate the
face on APP. After the facial recognition" is completed, they can enter the
store each time through the in-store camera of face recognizing.

Using this technology as long as the customer walks to the front of
the screen, it identifies the customer and recommend suitable or possibly
favorite products based on relevant data; also, back-end applications since
it is possible to calculate the number of customers entering and leaving the
store every day, how much sales are finally generated, and quickly calculate
the sales conversion rate. It can be accurate to the whole activity track of
the consumer, which counter the user stays in the longest time, which goods
are picked up the most times. Based on this, the heat map of the counter/
area and the heat map of the user's in-store activity can be plotted. When
an item is picked up, the background will count its picking up action, so as
to analyze the attention data of each item and moving the item to the most
convenient place according to the user’s preference.

Most of the spaces, so technologically equipped with facial recognition,
have direct access to an electronic payment system. This leads to a
simplification of the space, the shopping experience and the absence of
sales staff. All the goods in the store use electronic labels to display the
price. If you choose the goods, you can just take them away and settle the

' For an example of intelligent self-service sportswear store, store layout see
the link: _https://lh3.googleusercontent.com/proxy/K 2QN7thhR1PieVIHPx3
vaei6gnUO02TCi0008DYOX3yBU-Qcl6ykEW2ixmfdho-g20U5MCLIBgwH -
zfB2d88Tn9 JEOKKgPBmgYomjX87pMmgzAKK604tkl-yJ4w and http://5b0988e595225.
cdn.sohucs.com/images/20170922/d41d418ede5d43669fbd304adb357871.jpeg, smart
window to check the information of products see the link: https://st4.depositphotos.
com/21607914/23648/1/450/depositphotos 236485348-stock-photo-a-customer-looks-at-the.
ipg

" For an example of facial recognition system and the entrance, see the link: http://img.
chinatimes.com/newsphoto/2017-09-29/656/a16a00_p_03_02.jpg
About the project: name of project: Suning Biu Nanjing, format: Sporting goods store,

location: Nanjing, China, store category: Self-service store and neighbourhood store, size of
store: 40m’, first opening: 2017, average visit time: 10 minutes, designers: Suning project
team
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Neighbourhood store
& Self-service store
Suning sport Biu(Nanjing)
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' ' ' on the digital screens ' ' [X]
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Registrating and scaning . Doesn't want to buy anything Leaving
me products

the face in the opp

Fig. 38 - User journey of Suning Biu Nanjing

price. There is also a face recognition device above the checkout area,
where the customer holds the goods, stands for a moment, checks out and
waits for the rolling mill door to open and then walks out. This separate
layout of the entrance and exit can improve the efficiency of shopping and
checkout.

The site selection of such small-scale unmanned stores is mainly for the
convenience of surrounding consumers in the community. The display of
products is based on the data of users' preferences, as well as the application
of facial recognition and automatic checkout technology, which is intended
to provide more convenient and fast shopping experience for surrounding
communities. The goal of the unmanned store is to reduce the cost of
traditional stores with less labor costs, and the goal of the unmanned store
project is not to completely replace or replace traditional physical stores,
but to improve them.

An interesting example concerns pop-ups as places of open innovation
not only in the smallness of the space, but also in time. In this sense,
the technologies typical of the world of makers has entered retail with
experimental projects where they were offered live production stations'” and
a very high level of customization. The innovative digital in-store architecture

" For an example of producing area, Knit for you Adidas, see the link: https:/csga.ca/wp-
content/uploads/2017/03/adidas-knit-for-you-3-data-750x467.ipg
" For an example of body scaning area, Knit for you Adidas, see the link: https://

thehimalayantimes.com/uploads/imported images/wp-content/uploads/2017/03/Adidas-in-
store-machines.jpg
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allows customers to design and make their own personalized products.
To ensure the perfect fit of the garment, is often integrated with the body
scanner” technology. In a dedicated area there are dynamic projections
of drawings, responsive to the movement of the customers, to inspire the
compositions to choose. Customers are guided through every single phase
of design and production of the garment, making the process simple,
engaging and fast.

Buyers first entered a dark room, where patterns are projected onto their
chests. The room is filled with sensors that detect hand gestures, allowing
the buyer to create their preferred design. The software records dozens
of solutions from which the buyer can later choose their favorite when
displayed on a computer screen.

Then, customers could select' a standard size or chose to determine an
exacting fit with the laser body scan technology, enabled by in-store digital
architecture - a staff member at the story uses a laser body scanner to
measure a customer’s size before the individual knitting of a sweater.

Once the design and size are finished, they send the pattern for the
custom to a row of industrial machines for production.

The nature of these spaces is therefore the result of an integration
between a production site and a sales site, experimenting with a formula for
sustainability. The environmental advantages of this process are different:
less pollution due to logistics and transport and less waste caused by excess
production and stocks.

The store space is divided into three main areas: display area”,
customization area and production area'. Near the entrance is the display
area which using the hanging display and a variety of ways to make the
customer to understand customized and various possibilities, this is an open

' For an example, a consumer making the design of the sweater under the help of the
stuff, Knit for you Adidas, see the link: www.engadget.com/2017-03-21-adidas-will-knit-
you-a-200-sweater-while-you-wait.html

" For an example, dispaly area at the entrance of the store, Knit for you Adidas, see the
link: https://images.wired.it/wp-content/uploads/2017/03/27154759/1490615278 Pop-up-
store-adidas-knit-for-you.jpg

' For an example, customation and producing area in the store, Knit for you, Adidas, see
the link: www.kikilab.it/wp-content/uploads/2018/09/Knit-for-You_6-x.jpg
About the project: name of project: Knit for you Adidas, format: Sporting goods store,

location: Berlin, Germany, store category: Pop up store, size of store: 260m’, first opening:
2016-2017, average visit time: 1.5 hours, designers: Adidas team, THE BAKERY,
collaborated with academic and industrial partners
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area. Behind it is the production space, a relatively closed space, separated
with a glass wall, to allow the customers to see the production process. The
innermost area is a custom space with body scanners and custom worktops,
which is a relatively private space.

This particular production innovation is customer-facing and
customer-driven. It's very much about letting customers take part in the
personalization and production of their own shopping experience.

Pop-up store
Knit for you Adidas speedfactory(Berlin)

L S W TYR
Nl T i fw - 'l """"" 'K
H Paying at the cashi

Leaving the store for a while

Sending the order to the producing room

Fig. 39 - User journey of Knit for you Adidas

The contamination between offline and online is so radical that there are
examples where the store itself is a perfect transposition of the relevant
App"". The space” is divided into functional areas by different colors, with
the exit separated from the entrance. In general, there are multiple entrances

' For an example of mobile app that synchronizes with spatial activities, Keep
calorie store, see the link: https://socialbeta.oss-cn-hangzhou.aliyuncs.com/
upload/15345-1560837236.png

"® For an example of store front, Keep calorie store, see the link: https:/socialbeta.oss-cn-

hangzhou.aliyuncs.com/upload/15345-1560836833.png
" For an example of store layout, Keep calorie store, see the link: https:/socialbeta.oss-

cn-hangzhou.aliyuncs.com/upload/15345-1560836872.png
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with an open plan”, it would increase the transparency of the space and
allows customers to understand what is happening in other areas to arrange
the sequence of visits and reduce waiting time. In addition to the public
area, there is a small, enclosed space as the backstage space and warehouse
for the staff.

The experience in the space becomes a gaming™ operation that serves to
increase engagement. These are shops, whose function is not directly to sell
the product, but to build loyalty, to involve through one or more challenges.
The store is more of a space to learn about products and experience them.
The purpose of the store is not to sell goods in the store, so it doesn’t need
a lot of inventory space. After in-store experience, the purchase can take
place online and be delivered to the customer’s home or where they need it.
The store also establishes the social attributes of online and offline retail for
the brand.

Smart Mirrors and Smart Fitting Rooms

Decathlon Connect(Miinchen)
Smart Windows

Nike House of Innovation 000 (New york) Smart Shel
mart Shelves

Lululemon flagship store(Chicago) Indoor localization and message notification
system

Pro Direct (London)
Smart Checkout
Intersport(Beijing)
Digital Kiosk

Suning sport Biu(Nanjing) § o izati
ersonalization

Nike Fuelbox vending machine(New york) J}- Game experience

Nike+ FuelStation(London) f Scan to get information

Knit for you Adidas speedfactory(Berlin) Reserve online, pick-up in store

Keep - Calories Department Store(Beijing) Instant check out

Event organization
Adidas Originals bus customization(Shanghai) 8

Scan and try

Find in-store

Fig. 40 - Digital applications which were adopted by different sprot stores

* For an example of game area in the store, Keep calorie store, see the link: https://
socialbeta.oss-cn-hangzhou.aliyuncs.com/upload/15345-1560846867.jpg

About the project: name of project: Keep calorie store, format: Sporting goods store,
location: Beijing, China, store category: Pop up store, size of store: 210m2, first opening:
2019, average visit time: 50 minutes, designers:ALINE STUDIO, Beijing.
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Developing customer loyalty has always been top of mind for retailers
and shopping center owners, but in today’s on-demand economy, it’s
becoming even harder to secure. Possibly the best way that brands can still
resonate with shoppers is through the in-store experience. That is of course
a double-edged sword, as shoppers are now beginning to expect unique
and better experiences from in-store shopping; compared to online which
is more about speed and convenience. In a new report, JLL Retail unveiled
the Six Dimensions of Retail Experience, a universal set of benchmarks that
define how well retailers are meeting shoppers’ expectations.

Six Dimensions of Retail Experience:

e Intuitive: 1t is simple and easy for shoppers to find what they’re looking
for, including quality products and new items.

* Human: Shoppers have quality interactions with knowledgeable, reliable
associates who treat them fairly.

* Meaningful: The retailer makes a difference in the lives of shoppers, who
feel a sense of pride when shopping there.

e Immersive: The exterior and interior of the store are appealing and
captivating. Shoppers enjoy spending time there.

e Accessible: Shoppers can shop where and when they want, (store, mobile,
or website), and the retailer knows their preferences.

e Personalized: The experience is how shoppers want it, with associates
who understand their unique needs, recommendations based on past
behavior and rewards based on loyalty.
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Megastore Flagship store Urban store

Intuitive Intuitive Intuitive

Personalized Human Personalized Human Personalized Human

Accessible Meaningful Accessible Meaningful Accessible Meaningful

Immersive Immersive Immersive

Intersport(Beijing) Nike House of Innovation 000 (New york) ~ Decathlon Connect(Miinchen)

Intuitive Intuitive
Personalized Human Personalized Human
Accessible Meaningful Accessible Meaningful
Immersive Immersive
Lululemon flagship store(Chicago) Pro Direct (London)

Fig. 41 - Comparing the cases of sport stores
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7.1. Diagrams

I & -
a-a A S
g ) AlAE
a A )
. &]@ A g WA
1 )8
i g B g

POPUPISTORE

IRBAN STOR]
POPURISTORE
URBAN STOR

Fig. 42 - A vision of different type of stores in the urban scenario

Regarding the classification of store types, this part is based on the
urbanism. Different store types affect the location, size and functions of
stores in the urban environment. The communication and service network
woven by mobile applications based on smart devices, will help consumers
to choose which store to visit according to the time and purpose of contact.
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Physical touch points in-store

Digitalized touch points for consumers in-store Personal touch point of consumers in-store
Smart Mirror - D Mobile phone / Functions in-store
)

Digital Kiosk ------cooooooee .( |

Scan to get information
Smart Shelves -

Reserve online, pick-up in store
Smart Windows -------------ceooooo- Instant check out

Event registration

Scan and try

Body Scaning Machine -~

Find in-store

Indoor localization and message notification system

Personalization Unts&

Fig. 43 - Digitalized phygital touchpoints of sprot stores
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7.2. Prototypes_sport

7.2.1. Megastore _sport

Area: 1,500-12,000 m’
Business hours: 10:00-22:00

Fig. 44 - Space prototype of Megastore_sport

Megastore is usually a large space with more than one floor, usually
with escalators in obvious locations in the store for consumers to easily
communicate between different floors. In order to show more products and
more efficient use of space, after combining the App, more real experience
space can be created in an area, and then products can be found in the
product intensive display area. Particular interesting in this sense is the
connection inside the new points of sale.
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7.2.2. Flagship store _sport

Area: 1,000-7,000 m’
Business hours: 10:00-21:00

SN

L L

\___/

7/

Fig. 46 - Space prototype of Flagship store_sport

The flagship store is more than a showroom, a stage than a store per-se. It offers
an immersive and seamless experience powered by the latest technology, the highest
level of product customization and boutique customer services. It can offer multiple
experience.

Multi-sensorial, pluri-sensorial, taste, touch, smell and sound and their
archetypical: the sensoria sphere as a continuous whole and interrelated entity, in
which the senses interact in synergy, changing functions and duties, replacing each
other according to the context.

The sensorial sphere is deeply and dynamically interrelated and bound.
Every sense has the ability or capability of extracting specific information from
the environment. The senses operate in synergy and the main activators of the
emotional system. (lannilli, 2008)

It is usually a large store with more than one floor, 1,000-7,000 square meters,
usually only one flagship store for a brand in a city or region.

It is more significance for consumers to create a more impressive experience,
like a museum, or experience landscape, usually they have a fully atrium center,
the wide view allows customers entering the store to notice what is happening
throughout the space. Flagship stores can use all types of retail digital touchpoints to
create different units to stimulate consumption and diversify demand.
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Retailers can use the flagship stores to attract customers by inviting them
to be part of the production process, offering them personalized assistance
and an exclusive community.

7.2.3. Urban store _sport

Area: 100-700 m’
Business hours: 10:00-21:00

Fig. 48 - Space prototype of Urban store_sport

The urban store is the revitalized version of traditional brick-and-mortar
stores powered by the implementation of technologies aimed to provide
a better, more convenient, shopping experience for customers. They are
expected to integrate technologies, like smart checkout, to solve long
waiting lines, smart shelves to help customers identify the location of items,
integration with the online App to offer personalized recommendations, etc.
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7.2.4. Neighborhood store _sport

Area: 50-200 m®
Business hours: 9:00-20:00

Fig. 50 - Space prototype of Neighborhood store_sport

The neighborhood store, which is a smaller store format, caters to the
specific needs of local customers and serves as a drop-in hub, to pick-up the
online orders and it doesn’t need much storage space.

In the case that traditional neighborhood stores are on the verge of
closure, new neighborhood stores can provide more diversified and
localized services for consumers in the surrounding communities. For
example, in sports and health retail, in addition to the sale of sports
equipment, they can provide healthy food services and sports classes. It
could be transformed into a small community complex, to provide more
diverse and welcoming services for nearby residents.
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7.2.5. Customization store _sport

Area: 100-300 m’
Business hours: 9:00-21:00

Fig. 52 - Space prototype of Customazation store_sport

The customization store is a new type of retail in sports and health
retailing, providing personalized services. Due to the development
of technology, rapid production has become a possibility. Because
customization services are not mass-produced and may only be used in
individual commodity types, the retail space is not very large.

Different from the randomness of consumers' path in other types of
stores, especially in the product searching stage, in customization stores,
almost all consumption experiences are conducted under the guidance of
the staff, so the organization of space has a strong logic, indicating the
process of customization.

The entrance of the space is the display area, adjacent to the reception
area, possibly close to the production area, which is a novel experience
for consumers to see the production process. The more internal area is the
selection and customization area, where technology applications such as
body scans can be used. It changes the traditional production process and
it is a more efficient and modern way of production, since it creates a more
diverse experience for consumers.
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7.2.6. Self-service store _sport

Area: 50-100 m’
Business hours: 6:00-2:00

Fig. 54 - Space prototype of Self-service store_sport

Self-service store is a new type of retail store in sports and health
retailing, which depends on the support of self-service settlement
technology. This type of store is not usually large scale, about 50-100
square meters. The biggest advantage of this type of store is that it solves
the time limit of shopping, can provide nearly 24 hours of service, as well
as reduce the waiting time in the checkout line, providing a fast shopping
possibility. This type of store may be located closer to a living area to serve
nearby residents.

Due to the technical space requirements of self-service stores, the
entrance and exit are usually separated, the exit is usually divided into two
channels, shopping channel and no shopping channel, which optimizes
the flow of people in the store. Due to the feature of self-service, stores
do not have service personnel, so it is difficult to implement the fitting
requirements for sports apparel. Therefore, stores can use smart mirror
to simulate fitting, so they do not set up independent fitting rooms. Due
to the self-service nature of stores, there are special requirements for the
characteristics of storage space, which must be able to be found in stores by
consumers themselves.
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7.2.7. Micro self-service shopping space_sport

Area: 1-5 m’
Business hours: 0:00-24:00

Fig. 56 - Space prototype of Micro self-service shopping space_sport

This is a small, unmanned retail unit that uses to be thought as a vending
machine, sports and health retailing is often found in pharmacies. Its
feature is a combination of the 24-hour service of self-service stores and the
flexibility of pop-up stores. Although it can only provide a limited number
of products, it can flexibly intervene in consumers’ living communities and
provide convenient services.
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7.2.8. Pop-up store

Area: 20-300 m’
Business hours: 9:00-21:00

Fig. 58 - Space prototype of Pop-up store_sport

In a traditional retail process, consumers want to find what they need.

Instead, through these new types of retail space, products find consumers.
These temporary spaces act as ice-breaking showrooms where people can
get in touch with the brand or try out its products for the first time. In the
new situation, people are not forced to spend money, so it is easier to access.
They can choose to buy from other channels, such as online shopping. A
short space can achieve high impact and be seen by a large audience at low
cost. The relationship between retail space and environment is key. The
environment should be a place where retail can meet their target audience.
At the same time, there should be contrast between them to attract people's
attention and provide an unforgettable shopping experience. In addition, the
appearance is often a striking semi-closed structure, because unlike other
types with strong motivation to enter, this type needs to stimulate people's
curiosity to enter. In addition, the Spaces are often designed to be easy to
assemble or to disassemble with light materials.

These are types suitable for new brands and start-ups to test the market,
old brands to promote new products, experiment activities and explore new
markets, and e-commerce retailers to enhance brand credibility.

Today, the various facts of the fabric of society have the characteristics of
new subcultures, social areas where there are similar social behaviors that
become lifestyle generations themselves. Attempting to appreciate these
trends and lifestyle: continually more fluid spaces where traditional solution
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make way for less conventional attitudes towards new habits and identity.
Therefore, we observe new retail spaces becoming more expressive and

defined in a more flexible way, also able to serve related activities. (Iannilli,
2008)

7.2.9. Mobile store _sport

Area: 50-100 m’
Business hours: 6:00-2:00

Fig. 60 - Space prototype of Mobile store_sport

A mobile store is a type of pop-up store, but the difference is that it’s not
fixed in one location.

Mobile stores allow retailers to connect with new audiences in different
markets. They also allow retailers to build relationships with face-to-face
interactions and test new markets. It can reach more consumers in different
areas more easily, and it can act as a store for special sports events.
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7.3. Comparison between sport stores

space stability

business hour

type store type exsist store permanent-temporary short-long
oe oe
Nike House of Innovation 000 (New york)
Flagship store
Lululemon flagship store(Chicago) ©000000eee ocooeesseee
Decathlon Connect(Miinchen) ©0000000Cee® ococeesese
Urban store
Pro Direct (London) oooooocees ooococeeeee
Nike Fuelbox vending machine(New york) Oeesscccse LLITIITTT Y
Nike+ FuelStation(London) ooceeseeee ooeeseecee
Pop-up store
Tempmtary Keep - Calories Department Store(Beijing) Ceesscecse ]
even
Adidas Originals bus customization(Shanghai)
Mobile store Adidas Originals bus customization(Shanghai)
— o . ¢ i
Quality Customization store Knit for you Adidas speedfactory(Berlin)
service
Neighbourhood store Suning sport Biu(Nanjing) 0000000008
Megastore Intersport(Beijing) 0000000008

Time and cost Micro self-service

Nike Fuelbox vending machine(New york)

efficiency shopping space
Self-service store Suning sport Biu(Nanjing) 0000000008

interaction space funtion sense involed staff service storage space

real-digital sale-experience single-multiple sale-various abundant-scarce
oe oe oe oe oe
cocesssese cceesesess ecccccscce ceeesscece 0000000000
©o0oooceeee cceesssese eccccsscce

coocceseee ceecesscsce coeesssese cooeesssee ooococeeses

cocesssese cooceesese cesesscece cooceesese ooococeesee
0000000000 / oococessese

0000Ces e

0000OOeeee

0000000008 ©00000000ee 0000000000
113 113 ©0000000eee
ecccccscce / ocooeeseee
oooccesese 0000000008 ©00000000ee 0000000000 cesscecece

Fig. 62 - Comparison between sport stores
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7.4. Analysis_sport stores

Characteristic analysis of sport and health retail types

Megastore

space stability
10

stock in space %\ business hour
staff service variety‘ \ / ‘ digital interaction
_/

sense involved experience emphasis

Flagship store

space stability
10

stock in space business hour

staff service variety digital interaction

sense involved experience emphasis

Urban store

space stability
10

stock in space %\ business hour
staff service variety \ , digital interaction

sense involved experience emphasis

Neighbourhood store

space stability

stock in space

staff service variety

sense involved experience emphasis

Customization store

space stability
10

stock in space business hour

staff service variety digital interaction

sense involved experience emphasis

Micro self-service shopping space

space stability
10

stock in space business hour

staff service variety digital interaction

sense involved

experience emphasis

Fig. 63 - Characteristic analysis of sport and health retail types, partl
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Self-service store

space stability
10

stock in space business hour

staff service variety digital interaction

sense involved experience emphasis

Pop-up store

space stability
10

stock in space 4\ business hour

staff service variety digital interaction

sense involved experience emphasis

Mobile store

space stability
10

stock in space business hour

staff service variety

digital interaction

sense involved experience emphasis

Fig. 64 - Characteristic analysis of sport and health retail types, part2
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8. Food stores

Technology has become key and central to supermarket activities. The
list of in-store and logistical technologies that make all retailer channels of
distribution more efficient and effective are being developed. However, all
of the various food retail channels are capable of developing new ways of
satisfying the customer. Already in the US “no checkout stores” are being
developed using RFID and other methods to allow consumers to simply
pick up their products and walk out the door. New alternative methods of
supply chain capabilities are appearing every day, but these technologies
don’t give any single retail channel an advantage as any format could adopt
this technology.

However, a new channel of distribution has emerged out of the online
technology explosion. The most obvious example is food companies giving
consumers the ability to order foods online in your own home and either
have them delivered or pick them up at either the store or a designated
pickup location. The two alternatives that exist are adoption of this method
by traditional grocery stores or by separate businesses that simply deliver
groceries to the home.

There is also an incredible shrinking retail channel in terms of market
share for Europe’s traditional hypermarkets, supermarkets as their sales
could plummet to less than 50 percent by 2025 as consumers flock to value
and smaller stores and online. (Bain, 2016)

There are companies that offer home delivery. What makes some of them
really special, is that you can actually order based on billboards placed in
various areas with electronic codes, to simply scan the desired items and
then they will appear at your home. There is also a “lick and collect” which
allows you to order online and then go to a specific location (not necessarily
a supermarket) to pick up your items. Companies are expanding its concept
of home delivery to go wherever the shopper is. They are planning to build
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a national network of online-only stores called “Dark Stores” as it looks to
cash in on the surge in popularity of internet grocery shopping: some have
driven-through markets and some have their own home delivery trucks.

Supermarkets are quick to figure out how to get their traditional products
in the consumer's home more conveniently through online shopping, while
other totally new food retail channels of distribution are being developed.
These online businesses, generally subscription services, send everything
that is needed to make a single meal. At whatever frequency the consumer
requests, a box containing all of the ingredients to make a meal is delivered
to the house at the appointed time.

There are also various online subscription services that send specific
types of ingredients directly to the home. In Europe, one can get a box
of healthy, nutritious fresh foods sent from a company with any desired
frequency. They deliver a box of nutritious snacks on a regular basis. The
choices for what food can be delivered is appearing to be endless.

Ironically, as the traditional food retailing industry becomes more
technologically advanced, the resurgence of farmer's markets and street
markets are similarly increasing. One of the developing consumer segments
1s the one who believe local, fresh food is tastier, is fresher and thus
healthier.

The future of the retail industry in one regard is clear: there will be food
retail stores. The nature of these stores is likely to be significantly different
than the corner store of the urban areas in the past. The industry has been
dramatically matching the changes in the consumer population to the
advancement of technology.

The street markets and wet markets still not only exist but are a major
type of food retail outlet. In underdeveloped and even some developing
countries, wet markets are the primary retail food sources. In countries like
India modern food retailing is just developing. The developed markets of
the US and Europe are not the only way to look at food retailing.

There is also no doubt that as the retail industry changes, there will again
the voids to fill in just like in the past some business will jump in and fill
the vacuum.

There are some stores where customers save time by not waiting in a
cashier line. The closest precedent may be the self-checkout system in
some large-scale supermarkets or drugstores. This system introduced the
contactless payment system which is the closest solution to allow customer
to shop cashless. However, identifying and counting items still relies on
human staff. To address this, it has been explored the technology to detect
what items each customer has picked. For example, has been created a
hanger that reacts as a customer pick it up. Similarly, tagging items had
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been the mainstream solution, but this solution does not connect the product
with the customer’s identity.

The steps in these stores are:

» Registration of a customer, so the store can link their account. Customers
have to download an App to their phone. At the store entrance', they have
to scan the QR code on their App to the gate, which almost looks like some
sort of a subway entrance.

» Track the customer’s location, so the system can correlate the customer
data and the actions taken place. Usually there are a lot of RGB cameras
for tracking individual customers. They do not need facial recognition
technology. Instead, these cameras detect each customer’s general profile
and track individuals with motion detection. The camera correlates a
customer leaving Camera A and picks up the same customer entering.
Camera B, the accuracy of tracking is augmented by the use of separate
depth-sensing cameras.

* Detect an item that was picked up, so the system can add items to the
virtual shopping cart of the customer who was at the location.

* Detect an item if it was put back onto the shelf, so the system can remove
items from the customer’s virtual shopping cart.

Each shelf has a weight sensor that knows the exact weight of each item.
When an item is picked up, the sensor can tell exactly which shelf the item
is from. Similarly, the sensor detects when the object with the same weight
is put back.

The central processing unit relates the information about each customer’s
location and the actions taken place on each shelf. Because of this system
design, each shelf has clear guides separating each row, and they are more
spacious compared to regular grocery stores. The store always looks tidy
and well organized, because items need to be placed precisely and space
helps accurately detect customers.

It detects when the customer leaves the store, so the customer’s online
transaction can be completed. Customers don’t have to scan the QR code to

' For an example of store gate, entering the store by scaning the code on the phone, based
on“Just Walk Out Technology”. Amazon go, see the link: https://i.guim.co.uk/img/media/414
5219fa6aleeld4c53cb60fa3f99faaf611dcl/0 335 2644 1586/master/2644.jpg?width=1020
&quality=85&auto=format&fit=max&s=21713757881f120c41dd2eb8d4fd97al, and https://
ichef.bbci.co.uk/news/1024/cpsprodpb/D9B1/production/ 99692755 hi044242322 crop.jpg
About the project: name of project: Amazon go, format: food store, location: Seattle, US,

store category: self-service store, size of store: 167m’, first opening: 2016, average visit

time: 10 minutes, designers: Amazon team.
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exit, like they do when they enter. In-store tracking detects when they leave
the store.

These stores are still early initiatives, and they need people to help
operate it. For example, detecting the right item for the right customer’s
virtual shopping cart is still assisted by human staff, when the processing’s
confidence score is low. Human staff is an inevitable workforce flexible
enough to adjust the mix-operations.

Other experiments are related to the high-tech supermarket that is
designed around people’s smartphone’. It is used for everything in the store,
from placing items in a digital shopping cart while you shop for groceries,
to getting product nutritional information, to paying for goods. This
typology of New Retail, according to Jack Ma (founder of Alibaba), is “the
integration of online, offline, logistics and data across a single value chain”.
It is an initiative aimed at connecting online and offline retail and digitizing
stores in order to provide a better customer experience.

Typical features are:

* Scan and go. To shop, customers have to download the mobile app. They
shop by scanning QR codes on each item they wish to purchase, then the
item is added to their digital shopping cart. Scanning a product’s QR code
also provides the customer with information about the product including
how fresh it is (by looking at when it was delivered to the store). Other data
that is available includes nutritional information, customer reviews, recipes
the customer can make using the product as well as delivery options if the
customer wants the item delivered to their home.

* Personalized shopping recommendations using Al. The App also
remembers shopper of buying behavior and leverages machine learning to
make personalized product recommendations for customers.

* For an example of entrance and retail area of Alibaba Hema NECC robot restaurant,
see the link: https://area-17.com/sites/default/files/styles/node-project/public/project/
image/10-Hema-NECC-Phot0%20%2810%29.jpg?itok=qrh8G778, and https://area-
17.com/sites/default/files/styles/node-project/public/project/image/13-Hema-NECC-
Phot0%20%2813%29.jpg?itok=m1ePAAms. The layout of the project, see the link: https://
m.designverse.com.cn/view/upload/material/upload d4807b5ac0d7f183b9ff4581b7348ca3.
jpg and www.wowowfaucet.com/wp-content/uploads/2020/08/640-2-30.jpeg

About the project: name of project: Alibaba Hema NECC robot restaurant, format: food
store and restaurant, location: Shanghai, China, store category: self-service store, size of
store: 2,700 m’, first opening: 2018, average visit time: 15 minutes, designers: Area — 17

architecture & interiors.
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e Digital price tags. Products have digital price tags that can be updated
in real time. They can be particularly useful if the store wants to, say for
example, update the price of seafood based on market rates. It also allows
the retailer to ensure that prices online match in-store when necessary.

e Stores as fulfillment centers. Employees pick online orders in store and
once they have been picked, they are placed on a conveyor belt that carriers
the order to the back of the store to get it ready for delivery.

e Digital payments including facial recognition. When customers are
finished shopping, they pay using mobile app.

e Super-fast delivery. This applies to customers that shop in store and want
their orders delivered to their homes or if they made the purchase online.

e Stores as delivery hubs. To improve its delivery capabilities.

o Experiential retail. Supermarkets are essentially grocery store/restaurant
hybrids where customers can shop for groceries as well as sit down and
have dinner with their family if they choose to. Customers like the fact that
they can easily choose a fresh piece of seafood and then it is cooked fresh
for the customer to eat while they are at the restaurant.

e Automated service using robots, where the majority of food dishes are
delivered to customers using robots. The restaurant isn’t fully automated,
employees are available to answer questions and also to do something they
haven’t gotten the robots to do yet, and then to cook the food. If you want a
seat at the robotic restaurant you have to check-in at a kiosk using the app.
When customers arrive at their table, they simply scan a QR code at the
table and order food using, the app.

The main and defining feature of the restaurant is the automated
process by which meals are delivered from the kitchen to the final client.
A number of custom-designed robots’ run along tracks that span from
operational spaces to the dining area, reaching each table with its tailored
order ready to eat. Central to the project is the variety of delivery methods
offered that follows an order placed through the App: from the restaurant
accommodation to the pick-up, from the storage in a locker® to the delivery.
This is an answer to the challenges rising New Retail model of integrating
the online, offline, logistics and data across a single value chain to create
up-sale opportunities.

* For an example of dining area and robot delivering at Alibaba Hema NECC robot
restaurant, see the link: https://m.designverse.com.cn/view/upload/material/upload b1bb3
45959a87190ba9f4f07a47bd4bf.jpg, and https://area-17.com/sites/default/files/styles/node-
project/public/project/image/03-Hema-NECC-Phot0%20%283%29.jpg?itok=B9btmIQn
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The whole space could be connected to a convenience store, whose
layout is designed for transit spaces aiming to maximize the efficiency’ of
the shopping experience.

Speed and efficiency descend from the hectic rthythm of working hours
and blend into a layout that forster the movement around three central
isaland towards the focal points where food is prepared. Facial recgnition
and self-checkout stations are installed around the store to guarantee a
smooth flow of coustomers.

In the direction of digitalization there are some interesting case
studies, not so much for their success, which they have not had, but for
the fact that they have opened up new visions. Some of these have tried
to incorporate facilities such as interactive food tables, smart shelves
and real-time data visualizations’, in order to inform shoppers about
the origins and characteristics of particular foodstuffs, promoting more
informed consumption habits. Thousands of products are displayed on
large interactive tables. As a shopper puts the hand close to a product, extra
information about the food appears on a suspended digital mirror above —
as in seamless augmented reality, without any extra cumbersome device or
interface. Through these augmented labels, each product can communicate

* For an example of locker in a convenient food store, see the link: https:/area-17.com/
sites/default/files/styles/node-project/public/project/image/03-Alibaba-Hema-F2%20
%283%29.jpg?itok=9mP1GKNQ
About the project: name of project: Hema f2, format: Automated and technology

supermarket, loop of online-offline supermarket, location: Shanghai, China, store category:
self-service store, size of store: 400m’, first opening: 2019, average visit time: 5 minutes,
designers: Area — 17 architecture & interiors.

* For an example, to improve efficiency, the store of Alibaba Hema NECC robot restaurant
adapted digital kiosk for self-checking out, see the link: https://Ih3.googleusercontent.
com/proxy/FX00zM3G_BmmPG5vmQB-sg4 1 HGBylpwilwglqlEeBUDrIhBIURP-
Ys2s0Dj7cIMa8SvWuLOFy0scn-zPOIz9viLh20_ho9U5J61QhrgVomaKZrg

% For an example, smart shelves with changing data allows customers to know more

information of the products while shopping, COOP Supermarket, see the link: https://static.
dezeen.com/uploads/2015/05/Future-Food-District-at-Milan-Expo-2015-by-MIT-and-
Carlo-Ratti-bb_dezeen 468 8-¢1430481398573.jpg, and https://carloratti.com/wp-content/
uploads/2015/05/D_SL_8497-scaled.jpg

About the project: name of project: COOP Supermarket - World Expo 2015, format:

supermarket, location: Milan, Italy, store category: concept urban food store, size of
store: 7,000m2, first opening: 2015, average visit time: 30 minutes, designers: Carlo Ratti
Associates.
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its nutritional properties, its origin, the presence of allergens, waste
disposal instructions, correlated products and promotions and other data.
This experience is made possible by sensors that use body detection to
interpret the customer’s gestures. Inside this store, the storytelling element
is reinforced by a long live data visualization wall, composed of monitors,
where customers can view information about store merchandise, including
special offers, cooking suggestions, social media posts, and daily top-selling
products. This supermarket represents a further step in the exploration of
how data can promote more informed — and hopefully more sustainable —
consumption patterns. Shoppers interacting with a fully transparent supply
chain can come to a better awareness of the limits and availability of natural
resources. This, in turn, can potentially encourage a stronger use of fresh,
local products and even new social links among people. In the future, we
may think about leveraging the sharing economy and peer-to-peer dynamics
to create a free exchange area where everyone can be both a producer and a
consumer.

Other New Retail Format is an online and offline integrated supermarket,
offline experience, and online transactions. It mainly solves the problem
of lack of high quality, safe and fresh food in the fresh food industry. It
is a series of chain stores, based on a unique spatial prototype’. The main
function of the store covers the dining area, the market and the supermarket.
Most of the stores set in residential areas. The consumers need to download
the App to make the orders for both online and offline scenarios and to wait
for the delivery.

The use of internet technologies, such as big data, the Internet, the
Internet of Things and automation technologies, to achieve the best match
between people, goods, and markets, and to achieve automatic integration
of warehouse and distribution to greatly improve logistics efficiency.

7 For an example of store layout for the kind of prototype, Hema Xiansheng, see the link:
http://5b0988e595225.cdn.sohucs.com/images/20181023/fc93bb2218294a03977621b468b7a
25a.jpeg, a ceiling layout shows there is a automatic conveyor system for collecting products
in the store for the online orders, see the link: http://5b0988e595225.cdn.sohucs.com/ima
2es/20181023/9t6¢1cb98a784ad583d311032e2ffd49.jpeg, the automatic conveyor belt to
collect the items for order online, see the link: http://5b0988e595225.cdn.sohucs.com/image
s/20181023/37ece843264a40278191dee52139948e.gif. Self-checkout combined consumer-
side online App, see the link: http://5b0988e595225.cdn.sohucs.com/images/20181023/dc60
bebe605d44ae889ed09ea9d99ee.gif
About the project: Name of project: Hema Xiansheng, format: supermarket, location: China,

store category: urban store, size of store: 7,000m’, first opening: 2017, average visit time:
40 minutes, designer: Hema fresh team.
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It is based on five criteria:

* Online and offline unified members
* Unified inventory
 Uniform price
* Unified marketing
Unified settlement

The supply chain involves the entire business chain from commodity
procurement to warehousing and logistics to distribution to consumers.

Another category of food store is focusing on the offer to consumers the

set-up food kit which can make the cooking process more efficient. So,
from the point of the backstage, it is a data-driven platform that collects all
of the subscriber preferences. These customer insights allow the company
to constantly improve their value proposition. By leveraging the power
of data, it is in a great position to optimize their own supply chain. The
companies are also able to directly improve customer experience by being
able to make accurate predictions of what recipes customers want next.
Taking advantages from their main service, the companies develop an
offline shopping unit’, its goal is revolutionizing lunchtime in the workplace
and to make every day work easier and more efficient with a wide range of
products on offer. The vending unit allows the consumers to use the touch
screen to order and to use the membership card or fingerprint to finish the
payment after the first registration. At the backstage, the real-time sales
data allow flawless control of the assortment and enable quick and flexible
changes for each individual location. Furthermore, it allows for continuous
development of the product portfolio.

L]

% For an example of Hellofresh Go fridges, see the link: https:/industrieanzeiger.industrie.
de/wp-content/uploads/H/e/HelloFreshGO_K%C3%BChlschrank 1-990x1483.jpg, and
http://ir.hellofreshgroup.com/download/companies/hellofresh/pics/HelloFreshGO.jpg

About the project: name of project: Hellofresh Go, format: food fridge, location: Europe,
store category: micro vending space, size of store: 1-2m’, first opening: 2017, average visit
time: 3 minutes, designers: Hellofresh team.
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Mercado da Ribeira - Timeout market (Lisboa)

Alibaba Hema NECC robot restaurant (Shanghai)

COOP Supermarket - World Expo 2015(Milan)

Hema Xiansheng (Shanghai)

Avec Box (Wetzikon)

Chop Chop - Neighborhood Goods (Austin, Texas)

Eat at Recess (San Diego)

Toast Box Food Truck(Singapore)

Taobao live-streaming store (China)

Hema f2 (Shanghai)

HelloFresh GO (London)

Amazon Go (Seattle)

F5 Future Store (Guangzhou)

Smart Windows

Smart Checkout

Digital Kiosk

Game experience

Scan to get information

Reserve online, pick-up in store

Instant check out

Online event organization

Digital ordering

Robot service

Fig. 65 - Digital applications which were adopted by different food stores
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8.1. Prototypes_food

Physical touch points in-store

Digitalized touch points for consumers in-store Personal touch point of consumers in-store

Smart Windows - Mobile phone / Functions in-store

v

Scan to get information

Digital Kiogk-------------—-----

Interactive Gaming Screen ----

Reserve online, pick-up in store

Instant check out
Robot e

Event registration

Digital ordering

Event Units -t

Indoor localization and message notification system

Smart Pick-up Point -

Fig. 66 - Digitalized phygital touchpoints of food stores
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8.1.1. Holistic store_food

Area: 1,500-12,000 m’
Business hours: 9:00-22:00

Fig. 67 - Space prototype of Holistic store_food

Holistic store can be considered as hybrid food retail. This type of
store emerges must-have aspects of in-person shopping, means to bolster
the experiential component in store, for example a sommelier to guide
customers down the wine aisle, a deli assistant to offer insights about meats
and cheeses, tasting and sampling opportunities, and the like. Food is a
culture and lifestyle, the holistic store contains multiple activities about
food, shopping, learning cooking, eating and social activities. So holistic
store usually has large scale with more than one floor. To show more
products and more efficient use of space, after combining the App, real
experience space is in a dedicated area, even if products can be found in the
display area. Interesting in this sense is the connection inside the new points
of sale.
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Fig. 68 - User experience journey of Holistic store_food
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8.1.2. Urban store_food

Area: 1,000-8,000 m’
Business hours: 8:00-20:00

Fig. 69 - Space prototype of Urban store_food

The urban store is the revitalized version of traditional brick-and-mortar
stores powered by the implementation of technologies aimed to provide
a better, more convenient, shopping experience for customers. They are
expected to integrate technologies, like smart checkout, to solve long
waiting lines, smart shelves to help customers identify the location of items,
integration with the online App to offer personalized recommendations,
Robot assistants provide customers with product information consultation
and other services. With event space, it can be used as a venue for event
announcements or pop-up stores, etc. Urban stores usually have a larger
scale, and their shopping units can be planned and combined based on
actual site conditions.
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Fig. 70 - User experience journey of Urban store_food
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8.1.3 Neighborhood store_food

Area: 30-500 m’
Business hours: 8:00-22:00

Fig. 71 - Space prototype of Neighborhood store_food

Retailing has mainly been conceived of as a local business focused on
neighborhoods. As consumers and consumer behaviors have changed, so
too the concept of locale has altered. Neighborhood retailing is now seen as
local retailing, but the sense of locality and actions vary amongst consumers
and retailers. Multiple retailers have emerged strongly in the convenience
market. The concept of convenience has perhaps now been viewed as the
‘new’ neighborhoods retailing. Nonetheless, independent retailers can help
develop a ‘sense of place’ for a locality and its consumers and thus generate
a neighborhood in the classic sense.

With the development of digitalization, neighborhood stores can increase
their convenience and attractiveness in local communities by establishing
small-scale hybrid retail methods. This type of retail space can be mainly
divided into 2 paths. One is for convenient services. The smart shopping is
completed through the development of online ordering, the way of picking
up the goods in the store, or the way of self-service shopping in the store,
and the shopping space in the store is set in the first floor or the area near
the entrance and exit. The other path is to set up social activities area and
dining areas on the second floor or far away from the entrance and exit, this
allows the store to help increase the vitality of the community, on the other
hand, it also helps to attract more local consumers.
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Fig. 72 - User experience journey of Neighborhood store_food
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8.1.4. Live-streaming space_food

Area: 5-20 m’
Business hours: 0:00-24:00

Fig. 73 - Space prototype of Live-streaming space_food

Selling food and drink via livestreams is big business, with brands
shifting thousands of products in a matter of seconds. The phenomenon
is express in different shapes. There are interactive festive shopping
experiences, or one-day branded events, using the platform to integrate live
broadcasts with e-commerce site, featuring product demonstrations and
allowing the viewers to ask real-time questions and get instant answers.
Time-limited special offers for those that bought directly via the livestream.
The events recruit influencers to help during livestreams, while also using it
as an opportunity to launch exclusive flavors.

The most advanced experimentation is about a new live shopping
function, ‘Holiday Shop-along Spectacular’ teamed up with high-profile
creators on the app to hold living room runway shows and dance-offs, all
while touting brands sold at stores.

Usually there is a kitchen, or a table set with a series of products that
are displayed either in packaging or ready-made and the use of writing and
tags, as if it were augmented reality, to get the information needed to be
enticed to buy the product. This phenomenon was really started in the world
of cooking and is a direct descendant of the infomercials of the 1980s.
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8.1.5. Pop-up store_food

Area: 10-150 m’
Business hours: 8:00-22:00

Fig. 75 - Space prototype of Pop-up store_food

The pop-up store is temporary retail space and it iss ice-breaking
showrooms where people can engage the brand or try out its products for
the first time. This type of store has become a go-to marketing strategy
for retailers looking to extend the brand and introduce new products. Pop-
up shops are being developed in a variety of shapes and sizes, as well as
locations. They can be found in a traditional brick-and-mortar store — as a
store-within-a-store - as a standalone kiosk or even via a motorized vehicle,
taking the lead from the food truck craze.

Consumers expect that the pop-up shopping experience will be unique-
different from the average brick-and-mortar visit. These experiences
include unique services/products, localized assortments, optimal pricing,
convenience, a fun experience.

The ephemeral and moveable spaces are able to achieve high impact and
seen by a large audience with low costs. The relationship between the retail
space and context is the key. At the same time, there should be contrasts
between them, in order to attract people’s attention and offer memorable
shopping experiences. Furthermore, the outside appearance is often an eye-
catching and semi-enclosed structure, since unlike other type with strong
motivation to enter, this type needs to stimulate people's curiosity to enter.
In addition, the space has flexible and changeable attributes and it’s usually
designed to be easily assembled or disassembled with light materials.
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8.1.6. Mobile store_food

Area: 5-30 m’
Business hours: 6:00-3:00

Fig. 77 - Space prototype of Mobile store_food

Food mobile store can be considered as the upgraded food store type -

food truck. Food stores on wheels are staying competitive with the latest
apps and technology.
Food truck growth is outpacing traditional food service options by
1.1 percent, according to Intuit. As more and more food trucks hit the
road, standing out through technology is one way to stay ahead of the
competition.

New software and hardware are allowing food trucks to become more
efficient and convenient for customers. For instance, there are hundreds of
POS systems which optimized or specifically designed for food truck use.
To get the word out or draw in hungry customers come lunchtime, invest in
marketing apps that can geo-track the location of the mobile store and let
users know where the food truck is and where the store will be throughout
the day. Other technology can make the truck’s presentation more
impressive to the customers, like digital menus and food safety software.
In addition, some interactive games through the digital screen on the side
of the truck will create better experience for customers to kill time while
waiting for the food preparation, as well as building a good image of the
store.
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Fig. 78 - User experience journey of Mobile store food
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Especially during a pandemic or post-pandemic period, mobile stores
can play an important role because their mobility can provide flexible and
relatively low-touch services. Mobile stores can be loaded with contact-free
pickup machines, where customers can place orders via mobile apps and
come to the store nearby for contact-free pickup, reducing the risk of the
spread of the disease while obtaining essential services.

8.1.7. Self-service store_food

Area: 50-100 m*
Business hours: 6:00-2:00

Fig. 79 - Space prototype of Self-service store_food

The digitalized self-service store is convenience retail, its key
characteristics are location, speed and food.

The drivers for this enormous growth in convenience retail are the
ongoing urbanization (both in developed and developing countries),
declining household sizes and overall, consumers’ preferences for smaller
and more frequent shopping missions. Moreover, their proximity to urban
areas makes c-stores the perfect candidates for offering new services like
picking up “click & collect” items - driving more traffic to the stores and
increasing impulse purchases - or offering a quick-service restaurant inside.
Convenient store (C-store) retailers must evolve with consumer demands
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Fig. 80 - User experience journey of Self-service store_food
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to grow market share and to deliver on the promise of convenience, yet
c-store retailers cannot do this alone. They need the right store automation
technology - and business partners - to continue to meet consumer needs
and keep their competitive advantage.

Modern consumers crave personal, convenient and fast service.
Innovations like self-service food ordering kiosks, self-checkout counters,
mobile payments and real-time personalized offers all contribute to a great
in-store experience. Convenience is the king for the c-store shopper.

A study carried out by NACS (Holterman,2019) found that it boils
down to location and speed of service is considered ‘convenient’ by
today’s consumers. Sixty-three percent of consumers indicate they visit
a c-store because it is either close-by or offers much faster service than a
traditional grocery store — or both. Ninety-three percent say they live within
a 10-minute range of a c-store, while 45% indicated they spend less than
three minutes inside a c-store.

8.1.8. Micro self-service shopping space_food

Area: 2-8 m’
Business hours: 0:00-24:00

Fig. 81 - Space prototype of Micro self-service shopping spcae_food
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The micro self-service shopping space could be considered as vending
machine. Vending machines at first only provides limited variety of snack
foods and canned beverages, with the progress of technology, this micro
shopping unit developed more possibilities. It can be placed in the office in
order to provide more fresh meals, digital screens allow the consumer can
understand food source and nutrients through the screen before ordering
which can create a better shopping experience. The payment process can be
simplified by using membership cards, fingerprint identification or scanning
QR codes. Its behind-the-scenes data collection and statistics system can
optimize product profiles based on customers’ food preferences to provide
more diverse and personalized products to suit consumer needs.

This micro retail unit is characterized by its flexibility and can provide
24-hour service all the time. It can be used as a means of events or close to
the consumer's activity area to provide convenient services.

The vending machines, which are the ATMs of food, have their own
literature as spaces capable of generating socialisation and aggregation.
the design aspect of the space in front of this sales device should therefore
not be overlooked. The most evolved form is the automatic shops 24 hours
open. In recent years, these businesses have expanded rapidly, accentuated
during the lockdown period when Italians rediscovered neighbourhood
shops integrated with technological services such as e-commerce and
delivery.
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8.2. Comparison between food stores
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Fig. 83 - Comparison between food stores
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8.3. Analysis_food stores

Characteristic analysis of sport and health retail types

Holistic store
space stability

10
stock in space é

staffservice variety

business hour

S=14

digital interaction

sense involved experience emphasis

Urban store

space stability
10

stock in space business hour

staffservice variety digital interaction

sense involved experience emphasis

Pop-up store

space stability

stock in space business hour

staffservice variety digital interaction

sense involved

experience emphasis

Mobile store

space stability
10

stock in space /\

!

sense involved

business hour

staff service variety digital interaction

experience emphasis

Live-streaming space

space stability
10

business hour

stock in space

staff service variety digital interaction
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experience emphasis

Neighborhood store

space stability

sense involved experience emphasis

Fig. 84 - Characteristic analysis of sport and health retail types, partl
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Micro self-service shopping space

space stability

stock in space business hour

staffservice variety digital interaction

sense involved experience emphasis

Self-service store

space stability
10

stock in space / business hour
staffservice variety \\ digital interaction

sense involved experience emphasis

Fig. 85 - Characteristic analysis of sport and health retail types, part2
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Conclusions

This book has been a work of mapping the phenomena of digitalization
that effects spaces and above all the world of retail.

Some of these phenomena concern the services made possible by
Apps, which allow interaction between users and brands, but we have
chosen those which are in every way redesign spaces, changing their
forms, hierarchies, flow systems, arrangement of goods, experiences, and
dimensions.

Apps are in fact the most important tool in the game between digital and
physical, or in the phygital world as it is now defined. They are real lures,
both in the function of solicitation, through notifications linked to geo-
location, and as highly responsive systems with respect to engagement
and requests. There are brands that place advertisements of their products
in waiting areas (bus stops, trains, etc.), with the relative QR codes, to be
purchased by simply taking a photo with your mobile phone using the App.
These are interesting phenomena because they are still evolving, where we
can glimpse very advanced innovations but with evidently little impact and
a short future, while others -that are still premature- are proving capable of
indicating radical turning points for prefiguring the scenarios of the near
future in retail.

The first revolution concerns the very idea of the consumer, who never as
much as today wants to interact with decisions, indeed often influences them,
directs them. Those who enter a shop already know what they want to buy, but
they want to understand if it is the right choice, or they want to understand in
person what features the product has, or they simply want to get in tune with
the brand or play, to be entertained in an optimal context for what they want
to buy. Research on the subject shows that three quarters of consumers search
for product information before arriving in the shop, but also during, using the
network (and communities) as an advisor accompanying product choices.
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There are extreme cases in which the point of sale becomes merely a
place of storage from which to collect what has already been purchased
online, but there are also places where the product is a unique piece, and the
context is its perfect setting. Purchasing is therefore a part of the experience
in the shop, which provides expertise, which stages people's desires, which
also becomes a social point of attraction for groups or small communities
with the same interests and passions.

The space thus takes on completely new dimensions and characteristics,
in addition to sales, that of exhibition, performance, entertainment,
engagement and sensory immersion. The store is a place tailored to the
desires and sensory, psychological, and temporal needs of those who want
to encounter the brand.

Digital interfaces, be they mobile, screens, Apps, VR, AR or other, serve
to activate a relationship between the brand and the customer that expands
the spaces, and distributes various forms of store in a wider territory,
sometimes beyond the physical space of the shop, a network on an urban
scale that triangulates between physical points and digital nodes.

In this sense, the relationship between customer-shop-brand is
participatory, often based on immersive, interactive, and gaming
experiences, to confirm a proactive and not purely passive mode.

The game can start before arriving in the shop through purchasing
methods via streaming platforms, but it can also involve an attraction
mechanism, through Apps that detect presence around the shop and send
engagement notifications, or in the store in mixed forms.

These transform the store into a place with areas for playing, meeting,
performing, learning, testing products, etc. as well as selling.

The retail designer must therefore consider all these aspects of mixing
real and digital together, to make each of the two experiences integrated,
functional to the engagement and memorability of the experience and
consequently of the brand. The attention threshold has now plummeted to
8 seconds (Andreula, 2020) and we need to design customer journeys that
compete in engagement with those digital platforms cannot offer.

The pandemic, which has accelerated some digitization processes, has
also introduced other practices more quickly than in the past.

This is the case, for example, of micro-automated stores, which
underwent exponential growth and spread during the pandemic, with the
need to increase product and space volumes compared to those already
existing.

With the pandemic, many shops, especially neighborhood ones, could
not withstand the impact and competitiveness of the home services of large

166

Copyright © 2021 by FrancoAngeli s.r.l., Milano, Italy. ISBN 9788835132523



online shopping platforms and reopened (those that could) inventing new
functions and new services for the nearest area.

Social distancing due to the pandemic has also introduced the theme
of reduced presence and compulsiveness in favor of more programmed
behavior, the need for access by reservation and the continuous sanitization
of surfaces and products.

We are therefore at the end of many of the paradigms that have guided
in-store retailing for centuries and a new era has begun, that of the extended
store, which will be driven by digital transformation. The extended store
will have an analogue, physical and a digital dimension, all coexisting
and sharing the same success. It will also be a shop spread throughout
the territory, with points of contact between customer and brand spread
throughout the territory. By its very nature, the extended store will be more
connected, more available, more open and at the same time closer, mass-
customized, but above all it will be more digitalized and able to fulfil and
modify itself more quickly and faithfully to needs and desires.

Shops will not disappear in the 21st century, but they will have to change
(if they have not already done so) to survive. They will have to evolve by
integrating technological solutions that are not only back-end (as they have
done so far), but front-end, and therefore available to customers in the shop
as in the cases reported in the book.

For this reason, many examples in this book refer to countries where
this transition is already advanced and assimilated in the various forms of
everyday life.

This phase will have to look at design as a tool and method for designing
greater sustainability, for increasing awareness in consumption, for
promoting circularity in transactions, for achieving better sharing of goods
and exchange processes. Design will have to regain a central role in the
design of retail spaces, whose fundamental characteristics are authenticity,
multisensory and co-creative storytelling, able to integrate physical and
digital experiences and design spaces that can accommodate bodies and
their humanity and explore a future in which algorithms and heuristics are
both a balanced part of our experiences.
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fi5 (NFC) 55 5 B RE ALK SCAT R BL o

o BORSZENK '
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2  https://d1tm14lrsghf7q.cloudfront.net/media/files/rtf/2018_12_ FRAME/ Nike House_
of Innovation 000_Instant Checkout-01.jpg
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ftm, i AT LUAA Al AT IFE R 7 B A R A0 R OA ok SR _E AT

P — AR R I Sh R T, T app. WAERE:  www.behance.net/
gallery/127903157/smart-retail-app-functions/modules/725324345  f{] www.behance.net/
gallery/127903157/smart-retail-app-functions/modules/725324351
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TRETRRETHER PR ER 55T HPEAELE L. 7 kT R
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EATEFAN SRR 1 A7 G IR A% B R RS S A N B . AR
A 2], X BRI TR 2 —, RARBECA W R, (HiRiE
5 21 35 0 R I 2 1) 5% A 1) B BN 1 T AR PO AR B o

TV AN B4 IS4 i, R BT T AN Bz
BRI AR A IR E R, BE PEHREE An T Ll — i
B BRI T 2R B 7 A SR BT T

2.2. [ERTREL: FRIIZES MBS E)

FEMAE EA R T . FERSY SR, SR EBGHIIA
W T i I A RIS BB OR Pk, XS] T RIE i
& Jg& (Leva, Ziliani 2018), i 1 2% 2 A PRG0H 1] BE i1 T 2 B 2l SR IE Y
SINTIRESE I RS, XS TR )17 8 (Pantano, Priporas,
2016), Rtk FEHEBIIMPIEIT 2 LM EEHIRE (RREFE) N5
a7, DRI A B0E 8 (PR IRIE RN AR S L BT )
O L DR TesE B % P (4 (Blom Z5 A, 2017;
Shen Z¢ A, 2018) o P, FER AR DLENL A s LR 22 IR
EBESFE LA B SRSE (Shen 48 A, 2018)

BRIz Ah, A URIE RIS ES T &R BRI T R E R A E ST
PERBATII AR GE S, AR E R RS (Bell A, 2018) o ¢l
R ETRIEH I E RN AP RE, OEEREE (RS, TE
WIFIRLFRI S5 Mol ) FOTRIE (B shiRiE. HAafifks) o 2RiE
T

PN AR A B RS AR E T, BTEGART appe DLAERE: www.
behance.net/ gallery/127903157/smart-retail-app-functions/modules/725324349 F1 www.
behance.net/gallery/127903157 /smart-retail-app-functions/modules/725324353
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VR 2 BEIN S MBS AN R IR E ) (Rodriguez-Torrico 2 A, 2017)
A BB I i S FEAR KRR B B2 NRHAERY M, 45 np gl (24
e E RRIEEN AN R IR LA R A ) Rl oK (FE
LAV Z i PP i 5e R SRR S BRI LF)  (Rodriguez-Torrico
& K, 2017)

FERXPMGELL T . ZETF T HSRER A E A, Byt s gt—5p
HBL: BRI (showrooming) FI[ 4% b [A] (webrooming), 55—
TESCARERR ST i, ORI R UEAT SEITAl . SR TELRIASE 35 —Fh
BT AELIPAG 7= S AESE R JE W SE (Bell 25 A, 2018 ; Rapp 4 A,
2015 ; Verhoef £ A\, 2015 ) o FERILEINEEH . PRI EFIML b5 6]
TTA%E TS BaMLAEEY IS (Kang, 2018)

e, BAE BTN BRI 4R AT 58 TRl ORI A s 5 AR
Z—HS TR, Bt E B SRAPRA T ORI S AR
AT o XA LRI T 52 R 2, RO R 7E
BRI A M TR A ER 5 R R (von Briel 25N, 2018 )
Bl @REFEZATRERRE, mHZHH AT, ORGSR
WHRFHES A F B IR AR . AL, BT IR 75 2 E Tk
R, DEREUH B WAL, XETERIH B RS BAE R H
B, XA RERE—FATE AL (von Briel & A, 2018)

2.3. AIEAMRETIRN AEF

AR 25 BE T T A8 B T pie 0 8 KRBT 70 g 26 - — 2R e o)
WARRIHT (0 R 2 R S R R 0 ELANE AR ) s R A AR I A 1 5
I PR TR G R AR . TR 5 I A R N R A AR
TR AT o b QB AR L8 B AEECE 5 B0 B o8 R BIHT . P RE
JE AR L B TR 2 R R A R B BE L = T 2 2 5 5
I DA FH R e 8 R D E A -

* TEMI WL A p O P PR A R SR AT RE S 0k E 7 i B R T
SKH P b AN SR AR U . S5 E, 64% [JBiI% (Capgemini (b),
2017) P Ak Z B AR VU R IE R BB R Z —

< FPRESM G, RBIESEENRACE, SR IO EE R
FHEIFEPBENIEN . 65% H)%  m Al e E 7 i B B T AR K
FRIFRIGT (Capgemini (b), 2017), [R X A~ B RETT LU SRAR KA SF AL o

* RN AT DLRR MR HOAT R E . DUGE S R3] b AT 0
Ko WRXFITH, RFHIE R DLAREGE H A%, R EA%
I 52 3% 5 1 R O R
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2017) ARl DA PEAL B AR SR NG ) — R85 a0 B4, 60% 2
i (Timetrade, 2015) FIABAITE SR BEAMEIL I TERE

PR SCT IAE R, DIRBEA K BRI &, InEoR R B
J o A B IR AT LLER AT 5C 7 i A A T VRS B 71% Y
% J1 (Capgemini (b),  2017) TIEFRAGA K MIEE . FHFAEENZ M
ELEEAN ) Y 2 45

© BRI el DA )R S RS ST s R I ] o

(R R BRI R B T A R A I T
PR 45 8

o Q3 AT BRI SUE B0 I N BB AR HE S K
LA 0 i S L P R P AT
BEeRF ' NEEEIARE

— LSRR ST TSR BLICONR RE B O P A& UM (E I
FTEFHRF AN BT REY, HaRdlse (AR) Hi5k 7 %%
SRR AN E

UL SRR AP ERIE R A K. AR WG4 R S8 H] LLER
R BIRETE, BB SC AR AR, TR & i B . A
1R B S T RE A T2 T R R R RE B A A RE T AR )

BREST, wd fYER M BR . a0 RFID 53588 iR 1 g A
3D BRERER Sk, SLVFFE RN N S HUE s Bl SL o

BREGE T RENSE I RFID B Beas iR SE i 7= i, b T DUSe AT
RGP e BUOME B SRR TE RIS Sl A I AT RE P AR A5 R A
MREAbt e AT X —IhRE, AL 3D BRERLEAL. S

EIREEE T2, 4R www.thejakartapost.com/life/2017/02/17/ smart-mirrors-
come-to-the-fitting-room.html
BB A R, T AERE: www.engadget.com/2014-11-27- nordstrom-smart-fitting-

room.html
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Tech, 2016),
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R RE BT AT LUR B AR TR AR I 22 6], W% B2 hieps:// observer.com/2020/02/
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Shi, 2018

ERELNE B BAARSR

B AARRBEAR, WFEEMYL. BLE S, Wi-Fi il Li-Fi( Ay
WOGIESE ), ARVFIRMRER P AL E ., LISCHUE R E h 5 T A B
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P Y B AR E AR e DB FE RS N ALE . IR B AT THY
ik IV (=R R I 7 e el B o VAN U R ey I AR
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ARYE A PR, SRR HEA SR (B B D2 1 2 A T i
ME 2R A, AR A BT, YIHE (capgemini) 7R H AT JE )R
A" (capgemini (@), 2017) HpRBL, Xf 66% HIBIFE KL, HEPALSIK
Sl NHFRI G 2 —o RERTERSE CA/NEIRAIE KDY (Nielsen,
2016) BB, 41% B2 158 N POl 45 IR AEAd T TP e e 2 245 R T W)
I HATAR KRN ST o SR P AT 28 B BEBE AR B e T T g ok
XL, B RE S IK I R Ty SR IEAR LI T PRSI BB (REID 45
AP TR RE S5 0 B RE SR 1R O £

TERE M OB oM % ), W 4% 5 htps://technode.com/wp-content/uploads/
2018/05/2113869223-¢1527649138599.ipg

S g ge an 2= MR UL 4% B2 www.researchgate.net/profile/Robert- Rooderkerk/
publication/336574245/figure/fig11/AS:816808277856272@, 1571753677957/ Cloud-Shelf-

in-Tmall-Intersport-store-in-Beijing-Notes-Click-or-scan-the-QR-code-to.jpg
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B AL TR IR P ), TEE: hetps:// d1s:971pdi3mb7.cloudfront,
net/wp-content/uploads/2018/04/16130235/Retail-by- DeepCam-1024x655.jpg

W BE ML T R Y R R A, WAERE: www.innuvo. com/wp-content/

uploads/retail-video-analytics.png
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TR AR EI RN R 5ZHXAE, RETERERZ W
SLARARG . AN AR TG, TR TSR T5 8 FEHE A 52
FHBRTT RANE R L 2. & T IE LIyaE A
ARSI B HR X AR A AR . AT LI SR XA

o

MR SEARDONE S A4, ERAATERERM 7T H %
HAT R AN, TR S, SRR H 3, ATl
LA T B0

TEM AW REIRGE P, BT IS BRI, 5 2l &P
T A e PR A A I (T . S IR U E SRR T E
KA, KIFRREE N Lo BEHE AT N (RIS 484k, mZhi
TR IE R A B 2 1 IR S G A O B

B2 EHEH CLINR ] R RESNRLEN, B2 REeRE
T FPE N A SRS . N T AR BB E DI RE
TERBUE A R GE . B ARIXO6E L 8 HLR) SE ) mT R %, (HIXP R
EE ST WA TERIIE 14 7 LU it 0K X LLER (R ) 7= i
R TE Tk 58 AT R T Sl B . AR, IR 28 5 il X T Y 5 2R
I R RGERITAE RN B A 5 A A RE I AR B -

XA R IX R 2B RO UL . PRIAE . WA BT E g%
SEEFTIT T — R, ATERX —J7 1A B IR R B PR T SR T — A
SERMZS e Tail e I FRNGE 5 T Y e L 2 R A L, I Ay
SR N SR AR R 5 Al ) R B RO AR B T 2
TRTER T AT i, #R %A 8 AR R 25 2 A
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3.1. BERE

Fr o AT B SR 2 TR Y S B X FE T 3R 320U A AR A Ty, B8
H IR B o PRI R W25 760 188 A s o, K] LM B A0 2 M 25 4] S D
NG, RPW - ZF8 (Jerome McCarthy) FE 1971 444 1 s & LN
AP T R B T B B AR R —

F—F XL B SERFLE . & T I EMSE Rr & i@t o
PEE AT ), M4 EIREMEC AR FEARl PR 32 iE o 5 AR
G N W= YA 1) TS - N 41 B B 11 B U971 Y N 1 ) N O 73 B
HEF), XA THSBEAAEER, WER. &WIEMAR, WaLEm,
WmETEN RS ESGRE, DGE S A R R . X ESIER
AP AE SIS, FAE UEBERKE L2452,
FEAREIM T IkS5 KRB (Bitner, 1992),

Hit, B—ANEEMRAETEMPAERE. SBESWeE)ER, 77
DI ) 5 AT Sk LR S, SRFETEIRPRR. T7E
RIS, BESETTREAATE, FoAK P Reag i f od$2 fh i ik
%5 BN SE PR o X 7 B B Tl B, KT
PRALTE UL R B RR A AT REME . (A — R, BEIT 2 M
PUEE R L FIIIR R G TE—E, DI RIX TR,

B 5 — A By R e R HIER BB EAR T 28 5 X
B, BOASERIKIR T REVE /N, T s iRX ek i, BR TS RS,
TE2R 285 1 W B RS A W L ok 555 il Jt 5 7 W) = 52 1 4 SRR Y
PRBEPEY SRk 5L (Lin Chang & Wu, 2012),

oG B RBW AR . N, MR B ARG R,
A ) THI H4) EL B0 W] RE B NG BRFIFESE MMk . 4 ke R A &
IR DL r= i B S R R . M, BN REF R BB
PP R EEE BN, WHEARTFE P EWEN EEE =R a8, fF
ERBE BB T = SRR, X SRR W] DLy R ANEEFT
TEFFAE (Agarwal & Teas, 2000 ) o ZF—/NIEFEASSZ PR = 5 B i #Y
—RIVEHE, WoA%. S EELE, MNELR SR TR Er™miE
P, TGS 5 EEER Bk, 24001, TESE— K AR
F, SCARK P LE B P n] DU AR AA BT 1) R = I AME R R A5 B
FIrE . AT S TR AE ] DAIFEZRARTS P g fa s it
HIUCETE SR IR, iR A e s i e . ZERFERIREF A
HAF PSS RN, BUORIE RS, DARXT R R 2 ] i =2 Y3 A8 B
Wl (Chen, Dubinsky, 2003) ,

F—A R ARG T I8l %5 5 0] ARG Bl MO 7E 2R 3, T ZE4 FEIA
Birb, &P ELE) RS RE L A E SRR . BBl S ok
“BERBE R EFT 545 16BN (Balasubramanian, Peterson & Jarvenpaa,
2002)
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I, TER G SE AR P EA R 0L T LRV R 2, T
L1 55 5 ZE A DTS RE I IR] (Roses Hair & Clark, 2011) o {Ef3—
PR, BT EMAMASREE, ELHEEFIAEZH=nE
KA Z ) e FEik, &P DI E 2 0 R, AT
AL BB & A T R =5

TELR ISR E L, I A AL 2 B N . F83)
T 459k e SR T8 18 R B AL 24 B B ik £ & R RN / Bt R
%Eﬁ%%ﬁﬁﬂﬁ@mﬁﬁﬂ%%%ﬂﬂ%%%i%”KMML
Shen, 2008) ,

AR, W@ G Z88E LR o it 7% 8 ik £ A7 52
GRS, %R Z AR A e . BTS2
ARG R U 2 D N S W e = e o g a | D Y V& - o A |
7, RUNTERR e R FYL Ll @ rixs:. F2ZEE/ROs
LT —PpIefEsRn, LA P RERESRETL L EMN. —Bokul, FHl
N M AR 40 &, (BT8R RN, i HAb Y
AT H, HEEARMEEEE. Js] ARRER S Bk
55 P SR ALY HEATART M SR I a] Wy AT BB, MG TR B & P o
AR A SE

3.2. RIEMAS

SEZ A AR A OB B 0 7E — YR SE A AN [ B Ta] A —AN BB T 2]
H—ANEE. EBshd g, P AR S B AT AR R e A
R EER, Frale R EE AR A R E K. (Steinfield,
Bouwman & Adelaar, 2002)

AT N ATRERI AR B, — PR R P S R, R B SRR
HEFMEERZ AN H. ERRBIDLDENGE, FP RS RIE
DLTF e % 1 R HL 55 SR ™= it o 105 3l 7T e <> 32 3] LU I 2850 5L AR
PEAS M, IF% &S M NTERISMESL &, DUE I e & k. —
HSEBFETr=5, WEEITRIFG T, XA 5 5L & R . X
T % B F B TR I A AT SRR B2 I it A IS ] 45 1 o
FER A DIFER P PG R =2 iS5 A3 7 58, @i A Y
I B RN E B 1 sh B E o 8 5 IR ST ISR 5 AT R R o FEXLETE 3]
L, TSRS, B UIREE, ARG T A Rk
8 A7 %) 88 7 I B2 (AL B8 B AR 3 o

7 Bl B TE 7E 265 5 1) LAt . AR5 T S A R G0 7 )V R (o 2 o

W25, THERETILHZ5%E, #BEEN I, SFEER
N R AE AL E e I SRR M S RS . X AR TR P
B3 T —Mp ek, FOAAIAGEX TEHEERIRZ S, BEF— 1
M DIER S AR HD, LI BRI,
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TiTAIHUEE (book-and-pick) AR AFHIELBIEHIT, RIE HEEAE
BT SEARE ST AT RIS B M e ARG T IR ST . R
RAETCRE R, FEERsSiRaiT 8, [’ oh— 252 5l RlkAt k.
Eit XA RS, H PR DU ey e, AR D e A4 i
BB, @ TIER S PG AR, i, xR IR
A2 , HRe  ER T I S R AR A [ R Y A

— AR EUR RIS AT (pick-and pay) #53. 5aj— MR
— ., B DUFELE R I EA L M IEN TN E . HIERIX
BTET F= MR, OO SRR E . T HA LTS I s s,
S HAN L TR AL, BEIr s S B ANTE, kS HAb S E
FEMBINE. 55—, S, SRAZ RGO R
Ifei B 22 Y 5 2 A A R AR

BAR. PrA PITEL G SR v DL [ AL s e g b AT . A RE
T T e A A 35 2 BE B e TR A3 B A sk 1] o

NPT SZ AT (book-and-pay) T UM HI3Z 55, K MFE3)H P
BOREERE—ER, RFEARANEEL FEAESRRRMMAT. H
it 55 SR WA 45 A A AR B AT A B B A ) A PR A . X LR
%gi%ﬁmgﬁimiﬁ%ﬁ%ﬁ@,%%ﬁ@gﬂiwﬁﬁ§%
AR Ao

3.3. ERESHFSITNH

e NAIVAEPRRIENSE, BIANSeRIE . Brds. ez
FPRIAE A A IR B HS Rt AR AT TAR . o st A gk
A4 IEE R 7 A

2 AL T BRI AR . IR, & BIREET
o E R IIURBC TR ERIE P 5w YRR _ B, T
FEL TG, TH 9 B OS2 B SRR AR I 938 5
WSS (Liu et al, 2013) WK, FLIR M FE DTS R AN K 5 77 1 B
AR LS, FOEMIETRE RSP, Him. HERAHRRER .
(IS, S R B 2 i A T B A RS2 i R DTIR v 1 3
Tio

iR 3. SR EM BRI SERE (FEIERTSE, 2018), MLAESCHTC

4P R, AR EEALA , WA R REE E I EA T H,
HAER R T R8s AR5 ) — R 5 k5% .

SR 4B ASRUFER T e 2 LAY - 725 (product) ELRCA—FhMAk
B (expetience) ; fiih (price) AFRY, T AHe (exchange) ; Hix{ (place) AFpY,
TIAEARTE (everyplace) ;fig4# (promotion) ELZAFHY, 145l (evangelism)
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HE[& 4. M 4P 7] 4E (Ivasciuc, Epuran, Micu, 2015), L2530 JFHSC
M7 m RS

— RN AV ERTE LS AN ARGV A, R R
RIEVERBCE R TAESUR. 5 HREH TSP e A SR 7 o L
CHR TSP i PRl A it X1 2 Wit o 3k B2 R M i 2 A A4 ) . Ak
TAFE RO E R - B0 b BRI i A R 7 i / IR 55
AT TR A A 5 P R R A ER Ty 52

PR ERES . MICAANY, FONEW ISR I
HW 5 ) SR o B REOFIBRURR, FA) o v LA FE f R B 2 [l
SEERR . PERRGEAEIR AN EYE, ARERE S E AR, B
BRI, A 5 R A TR R A o

MIMHEE 32 $2

AR B SR N R AR R 2. AR AR E 2L,
RS WHILT . FPARLMIGRACNHE, TR P i m M
RIS KRR PESS IR . AR S Z SRR AR P . I
— AR Sl R A E] L LUE B BRI S E R 4
PAEAR R 77 ORI AT T 5 T I o

HI T XSS B AR B A 1 AR IR ARAE SRS Z A (A2 ],
AP UR S EARIR i, TR M E

Mt RB TR

WA BT R S5 B, W SR SR A TAR R AR SR LU 7 2
SARTEER 5, BUEA THRTRS . MAERZEP RS T .

Ve SEAT U RE IS B . A2l BR o Xt A A A — A5
(distribution) & F| 44 1T (everywhere) o {3 AT DL
FAUT B AR AP B SN PRIFTRE A S 1 A FITIR 55 o

RN, 0 A0 ANE FA) TR % Ay A S AR DL L% o R oA s S 382
ggﬁoﬁﬁﬁ#@,%E%Pﬂ%ﬁ?%%%ﬁﬁ%,%Eﬁ&%

TEALAAEARBL 1 2 B O i AR U5 [ i R 0 S A0 mT BEVERIRE /7. ol
G I RN G S PN TR 7 A AT WA, 4% A7)
REFEAZ P iR ST I, AT 2 Sk MALERX I TAEA % F A,
B TARB D BT o B PR AESE 2 B I, 7 S B AT e 7ER B
FIER T [ B 3 57 5 K 52 M) ) Db B
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MIETHR P B

47 S AR B X T R E R RIS AT R AT Do (B E 2 50
TR E W T AR EH I

A FE R ER R R BER LS T e R
AR N SRR B T I T — 2 SR B IEAEHE ) RO A B
T7 5%, DU 7 HHE B L A R T3 S8 AR B R T3 T R TR 0 P BEAT 4R S
AL SR RAR DT A RIE BOFEE M 9
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4. BIEINIITER

SARTERI IR (repurpose) Fraigid & 30 4ER K321 (big
box stores) R KHFHR. EHBTE 7 T -HNEZETE, MM
FZAE B REAS AL LS bR A B DL R TG I 77 SO0 & P fe iR S5 . AT 1IEAE
T8 2 i LU e 2 7 D9 HARE R G % 7 W SR R A
Perp R /R T E K. MATAY R HARRERBET I AN 145
AR AL, A —E &b R LR TN s
FEFFBEATHY . DR AR XA B0 S v JE TR SN 555, RO EA 1
SO SR SR E LR . BRI, X PI AR s A SR S5 2 A )
SRRV ) SEAA 5 A D 5 P RAR I — B B RH R e OREfilE S A 22
T RIS AN . R LRI, LT SRR

TEZEAMOSAER, 2N EESHERNTERN. ZHEHW
HRLIIRE, Bl RFNZAT 5, BT E IR, Bk T
BT ARAT IR K7 i R 5 SO W BERI AT DL %5 P 998, FEZRR
JEECR AR IEAESCR T,  T REAAORNE, (AAEASR . I
g RBUIRST IR BARL AR TT T SR o ARk B Z 8 25 [ T LA
MELTIUANTT T 5 1§ o

XA G A K AR AEHEBE NG R MATINNG], EHR R o e AL
SR BT Sl AnadE . BB I S AT R BB, R
OB TEART . RIS & L RZI AR, o C Wi
P B ) L0y K N $R BB 2 R AR 55

4.1. (K58

X YA =S 2 S — NI RTE R VIS . XA 75 R
RN R UPUR LSk S S A v N 7B NG o8 7/ NI e B
RGN, RE T BRI AERIPE T o

VLR, PR E T R I R R AR AR . B L 2k
Fagde: PRAs ) 2] SO @ e AR AR o
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AT B A % B0 1o (A T S P R TR Ce TR MR
ARESES, WREDETA, P hERNB. ESTENMA
WERTERE. AEME UL, AT RIERIRAARS: , Z8 2
T HARTTFR RS BRI N — 2 . B S AP S
Ak, HGRRAEREBA

Wt OB SE AT 0 ESCIEE R P A, 228 i DUBYE IR R
SHHESE  ATKE 25 (6] 20 i o BN I P B . e o
2 NGRS, Hplug. FHE. AR . ML AR, HES
LA R el Bt Y. X R BEELLTH A M2 0], 4T
RIS, BRI S7 . S5 B A I PN RIS ), AT 7 24
AR I o W A2

4.2. {32

PR =SB AN E . HALE PR G &R RS R R B — A e R &
KPR D SRR SRR, FRld AR P B A I A . X
Tiﬁg%ﬁ,ﬁﬁﬁﬁﬁ@ﬁgFﬁﬁﬁﬁﬁﬁ%m’%%%ﬁﬁ
o o

AL b, WTEERRDL, B E TR E— A E RIS,
fATTEr DU 22 B R BT S B SRS Bl Sk VR AR Al A T
RS BB B 2L 32 AR, AT B AS T T I A R OR R A5 IR H
VARl W1 5 N 25 1 O
» Eﬁﬁ%ﬁﬂﬁi?ﬁ%%i%ﬁE@%ttEl%iffﬁﬂﬁf@%ﬁﬁﬁ?ﬁ%\ . IR\ Mz
.

FE AR AL T . BEEE e . MDA R
ORISR, YE— A EEIAER.  (Crewe, 2008)

BV AL Z0 B 61 A8 5y I DI RE LK, 1A 75 B4t & 3 A2 A4 I PR3 )
A, R WA GRS, R TEE SRR, NRYE
BERAFEAR It R A ML S o B RN 2 3 B IEXE RO B L)
FEAS AR N B R G, AR SR — 7 T S FE IR AE &
YERBOR IR, —HH, AMULREL4 WY e &N A
HFE AR Z o

FiE FE AT R B, ARSI SRR B EihniE . 12 IETE
FHRR T e W SE ARG 7 MR T 2. O T R R Y I
W - EWEHT Rem Koolhaas) R7R“MHy vl DLk & 5 J5 F T 20 S8 1%
I FER R TUAE BRI P60 & — o 20 B I Be il ik
RER R R R . TS )RR A N A B #T DR Sy 1Y)
m%»@ﬁ%ﬁéﬁﬁ%ﬁ%ﬁ,ﬁ%\ﬁﬁxﬁ%%%ﬂﬁﬂﬁ@o
(Gerosa, 2008
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4.3. R

TERZHFHAN A, JEN R ARA LB IEAE T . 2R HE
TR b R, TR TR NBRAS R LML S5 .  BEE iS4 A T LAt
AT AL TR, AL N AL B NBBE, JENE
FEAFIEDAT Do WYIIRRE I, 7 AT DLAE T 2858 Bk R s
ZHTAM_EITI, AT IR TT 5 R X B % b e I, AR
A LRGP S T B SRR AE VL, IRSS IKISUEAED™ K.

4.4. KIRBIZE

THE XA VAL RIS B AR VR B TR R . i B2
T XTI AR IR R FELR ) 1 2% 3 0 Ay B X PMAR IS RE A L1 AT 1 e R i T 148
B A AR LR AR AT AR A e 3K o 38 5 X b o AR I A 2
AT DLAER PSS L LRI o B T 2 5/ X RS AR T
PR A s Bl A 5 P 2 R 0 IS 6 ) e M S T 5 D) T SRR R )
PRI SRR A, DY 2% 5 i ) T PR RO [ — EE i AW, TEiX L
BV A TR, T 3 AR A 1 2 1R RD R SR Y P i T 0y A T U
It XN EEFE S, B EUER 7L ) E B A
%Mk (Prahalad & Venkat Ramaswamy, 2004) , JF 44 M % oK Sk 1) &Y
23 B B RS N 0% ARG A Ty o 73 2 1) R R 4R 2 ) 2 ) 22
B REMESY, T DA A SEER, f)EEE k.
(Ianilli, 2008)

RV R LOUR ARG, FRAT 107508 R a0 v 18 5 A PEAL G 1 71 B2
T PR, FFibb s h R . R L Rk
25, MAERSMEE. BB Dot WSS il R H R
T 5e . 5 IR P AR A BRSR BEAR G HE, T DAFT FF— AN
. HeAh, P2 E AR Lk S BriiA —E a0 1 T S AN
HARLS, AIH A PRt T 5 H 4R U RL ) e 15

45 TBEHEE

TH 2 XA T AR IR B S IR IR B JE RN o AT TR A 2l ot iR
RIEII = E BRI SUR A AR SEEIBOHIT, SEmaa
SKEEFIL K MR SRV I S SRR BE NI+, IE
S 5 A RSN T RS R AR O B ) BT R A R AR
B EZNE, AATBCE PR EOR Y T P fh R TR A D kB
WO IR ORI GBIV E R 4R o T S8 BNt A 1 e R
W22 SRR L R, FF HLLET R ARATH &, AdkA]
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RE A% TC 175 i1 32 iy e AT IR LA A AT T X Pk 2 TR N

4.6. HAR

TEIEAER P AR A i A7 I Bl S A N P 55 T 0 4 Bk o L A% 1)
Bt RSB T4 AR AR AL R R RE bR . IF
S EDYLEA 7 it RE A1 DA AL AT TER 036 [ B I ) 2 B A

BBV Bk, AP BT 2T A R 0L T P & 4%
MPE 2% A TERZM, Wi T IH g, 86K R B3 iR
HEH ARG . KPR R R AR S . HEOR TR R )
R T B E)RTRAR ST A,

PRI BE IR T RTEANRMAI AR L AR EOR ARS8 E S/
R A0 L i e 8 ) e SOR B o

HERFARE BEA BT T E S AR T — . ERLE T
P ARG, WSk N EERRME T REAFENFE . O
G WRE BRI EGE . B, AR A R T A
WENTH, EHMR S, WFEIESHEN . BIRIZEA 0 T%
B TSP T S AT O . B RIS T R
ARSI Bt oAy i 2 1] B - fe (3t B A5t o

2 LANZ T AR IEAERRS XA AR A A 3 LA Ak SR
HEENE, BABANMHERE. & DMA TR EAMNRE,
AR TEFS T, B AIHRA BT B B R A 52 J i PRI S AR 3k
W28 W) 2 IRFEAR 22 By BUE W Je BIWIBR 28 0], JHIRIN R ELfR=, P
REPRART . RIFERRX. TRXEAN RS sE, Uk
HBARREBEAN], X EARRTE TR R

4.7. BT HJEAIRIT

W S B RS SRR, KR I S Iz A . ISR
FEgaPERIA TR e VEAE A RES LUSE HABNETE. ShZSTER L i fTE
FAE. AN, T S8 a2 ) HhofE 2k P s i) R I 0 R A ) S [ T A AR R
ZE5r, A BT AR I ) A AR ARt R SRV o

RRVFAE TS 5 E W R AR, K = RIIR S5 FE T e — K
24 /NN EE . (Zhang, 2018),  HI T MIZRIWMII &, i S O
WAT AT B I T BR o LA, Sep s 255 18 9 i I
A A, SRR A4 REaR A RO S,  Eudn 8 B R s S it
24 /NP AE R R S5 AN b B 3 )5 3 2 O A4 . Lh T 35 FE s
PAEBR B 2o I i, W25 LA PRIN S ARG SR . 4548
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FAEF LI AR H RS S @R Sk 4. Wik, 52k
A W ZE B A PE 5 SR A 2 R o £k 2 X o
HL b, XA R T A E AT AR TR, AR
TEERZER. 5 24/7 BITELR T 8 28 A5 R ERT S
TR AR . XA T RS LI 4R — PUn: I 97 R
TREHE . AR —5 65 DU AR SR I 5 4 5 -

RS ST AR Z AR ZWFT L CRMEFERTIE 2 EE)
Wk 3 AR WM. AEMES. RTXE, RNCLMER T e
F BT R T E LA mT DUA E 3 i i 82 B mT RE 1
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5. iRITEIFTA TR
{E— T84

5.1. TE 1. E&€ZFE)iEtn
% 5. WIESCES, B EEAIT, Anna Barbara #4545 5

David R. Bell 2017) #4518k . BB =T mil g H C i
fR) 7 R B R A% L T S B R M P A A 1 9%
Ho MLZN, AN 5 =054 4 Y T B 2 R G TE S B
M PRI e 55 F 2B A o AN [R] 23 10 1 Al L 2 A
SRR R A AR LB, R 3P THR AR R 288
JERERHIE . ARIEFRA TN T2 MBSO E, R 2 25 ]
BOTHEZFERA 74, BAE: SEfaErE. Bl By,
iR BRE25. RTIRSGZHME. EFEZSHE-
 FRRENE R T B S, FIINTER 524 R SE BRI )5,
A LS LEFEAR PR 23 ORI APRIAE , SR Y. X 2RI I
TE I [5]F0 23 (] (4 4 B2 L2000 1 I 18], AT 7 R R A 25 ) 1A
o B, R AT AR RE R . R, B
REE F R A0 [ 5 I TR 5 R R I o (ER: . ddlt 24 /INISF B B R R A0S 30
FEBORM S . XA KA R E R T ZE I LSS, B
IR T B 1Y 24 /N
c BT L HMBRABH AR A R EABRHHAMBZT . )
T AR BB BRI IEAE T A B S IR . X ER A
[F) | S 2 5 38 HLK PR R4
o PRI SR R FE VNG A ORI, N — LB R OT BRI I L R RS
e G AT T R AR TH S 1 4
 BE S SRR 75— M abs. 8id 23 W PP W ugs BR5E
WS BT, SR TSR AL NS N B 2 RE R
« TS ZAEME, SeiieREAIER . B RBU M5 B T Xk
WL kAL, BRI R PEERRS SR RE R . Fit, AREE
RTG53 THARE L & A A8k
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R, BT T EORFRE SRS, s 2SR BT DRy
LT MYER, WA DR ERERCE. ERERTIRT,
Mk BANIBREIN  JE N AR 2 A2 2 B R

FATHX 7 ABE A 10 NGO, FEHE FORMET R, RATKAA=
AN RE 2 A A ) 2% 18] J R ) B SR 0 AT Hh A A TR SR B B A ] 28
RUR JE FRHE o

5.2. TR 2: F&EANANEHN
I 6. MIEFC, fE BRI, Anna Barbara #iiZ %

JUA4ER, EBRIN S T TR 1 I S B U e Bl e
Lemon 1 Verhoef (2016) WERHHIA LS4 T — 5 AR RFEARAY
5y 3 AW BL, BITUEEY BL WSRO BoRI G B Bre S TFX MR
Fl 1z Jg TGS B 6 ANYr BU R RRER -

* WA 4R N ATTREN 25 ] A S AT

o R BAF B R ST i A A BE AR A 5%
« R R 5] S B EETAE R

o PRI 7 o 5 1 B B AR A 7 R E— 5 6
o I R A R R R TR I SR Y B o

< WaW)E . I TE AT DL IR AL S A AR R

AR RSB S AN IR R 5 R R, AT AR T g R
AR 28 B R I 25 18] B v ) BRI 7 o
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6. It =EE
Ve — TR

PRFESE. IR — BRI A BRI
e FEAFRI AT A BEAT 7VF2 SCH, X LRSCIR XS B JE AR T ER
oo MH., BFOEEEmRRRATINGE 7 EE A TIERE . A
TERBRICAZ AT BEAE , AEIFAHERR SR AEAE

TEI 1 5, B A o5 i) B R AR LEh Ry R
PR Bk AREE. NI B STl 3D . JE7%, 80%
A 2 S B R RN B 2 528 FIpharil ke *. 2 ORI s fE
PRI S OTAR G R E R BRI R S UE
PAREFIEE L, SIS 3 A H

J AR PR REBE AT IS . LM PRI EHIC SR A BT 1R
B R P i BUBZE AR MEAh, R B F & REHR R ST
i, SEPWEREEINSE T A X LB A AN 2 (A AT DA 5 N 1 2
FORG, SR R A A B AE R

'Kerr&Kroes [ =002 45|, Ul454E: hteps://mmbiz.qpic.cn/ mmbiz_gif/ic3wSQSIK
LiCACQBiax5cibeelzglnueoOxrfBloMEibVG0DgQQo87D]60lDI6p GREmM5cYhfOztrtORD
1060ImvghA /640?wx_fmt=gif

*Kerr&Kroes [1] #1271 4 5 22 %1, U 4% $2: https://1h3. googleusercontent.com/
proxy/DzFoFsIm_gfeqbbGNeHPBOxUADO1KQOfiaR2PI0AQ1 txO- q-rDAKVDGFiPcPTx
991aUJ2CaTyX9IHGtETG-9vajY114VbY1Xd0Pcg7Fvhk1yK11c

‘Kerr&Kroes [ W JE ff & 2 ., W 4% $%: htps://img.itw01. com/
images/2018/05/11/16/1547_z4u]P9_GQAOIEX.ipg!r800x0.ipg

IR F AT ORI R S R S RS, Kerr&Kroes g2 — Ml 7. HAAX,
DLg%EHE: https://wx3.sinaimg.cn/mw690/6ef98b7cgylful 8wuj maxj20m80etisl.ipg jiE #k [X.
DL&%%E: https://wx2.sinaimg.cn/mw690/0060RDM1gyl1 fu04n628cdj318k0qonlz.jpg
S0+ 0 44 erraekCroes 0 LA B A BTl 2018 45 My sl 13
PG R RER Y, RO ALR 1600 SPJ5 K, P12 ] 30 434, 352110l Istore,
Alibaba,
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—L R 2R S T, DT TR 2
JERUE B o A R KT T AGE BEAATRA D 3o 200 4% ik ALY
CEO 7EWREMATH LT AR I (World Life Store) IR : “E
B R FATH B i B Bl B 2l % a] DLl PliR N2 I
AR PN BRI S Y 7 7 T AR A IAE R b 7

Wl TG FE )T o B B T B v d s DU IR TR S 1 AL
ThrE T DA AE S N 28I ELRE T 6 FRE R AR ER TR A,
PSSR AR BE IR LR . BN RS2 7, MR &
7 A7 BT o

HoA— L8 R T RN P, E BRI (RFID)
LR 2R E SR — 7 i 5 2 3 DR B R B R B B B I, B
AT AR AR R WL 2B EFHER.

BB LR 5 A BCEARIRAELT, R VF 2 % IR S5 R B0
FELRIM SCANE A EUGE . BRI IRBT %€ RIS PR ST fe 32 UG Y AR 55
HOOEUARIRMEARR, ANAER " ka7 ERRIRS
FEWRS . ERAARMRS F07, REFRSMEZNE. X
W EHE R I D 17 T T A B O RILASE o

TR, RS ROBLS S ARIGE, DER A, ATTORS, B3, 2013
, DL 4% B heep://ella-lapetiteanglaise.com/wp-content/uploads/2013/02/ burberry-

acoustic-presents-jake-bugg-live-at-121-regent-street-london.jpg
CUAELF B, hEErR O E R B, BER, 2012 48, WAERE: hups://

ramboll.com/-/media/images/ruk/3_projects/abc/burberry-regent- street/image-

viewer/1280-x-720-burberry-regent-street-1.jpg?mw=640

TREMARS, BFRER, BEA, 2012 4, WEEHE : hups//cdnwallpaper.com/
main/styles/fp_922x565/s3/legacy/gallery/17053421/03-burberry- store.jpg
WUEH A28 BUH 445K Burberry AL , S8 B R R RIS, TRl 22012 48, 1l
BEER L, RSSO RIS, R AR (4080 SETT K, SEYSMLN R 30 4 ph, it
Iifi :Christopher Bailey 45 S [1] [#1PA o

TSR NSRRGSR — M1, TS [AJ L2845 B A< % . Nordstrom Local,
0L #%  $E: https://fashionista.com/.image/c_fit%2Ccs_srgb%2Cfl  progressive %2Cq_
auto:good%2Cw_620/MTUwNDUxNTM50TA2MjASNDUx/084_10-3- 17-nordstrom-
local.ipg

" TEE A A R S5 RO — A N E R EAALE . Nordstrom local
0 8% B2 -https://media.bizj.us/view/img/10922525/nordstrom-local- 23%1200xx5456-3069-
0-284.ipg
i H fai47 : 3 H 2488 Nordstrom Local , 258 AMAR S0, BRI 2017 42, S :
FENEAZOL, BES  EIIREE)E , RIS IR 330 STk, PSS (A] 45 734,
11 M :Hoshide Wanzer Architects,
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MR G A EERE . 73— M BRI B R R AEIAF KA SR
I B LR B R HES P e (Peng, Yao, 2018)

PEETTRIE, 2018 48 80 RALFRHEHUSHIEL 11270, .
Eﬁ~ﬁ@~%%ﬁ%%%oE%”é”%%A&ﬁTi%E%%E
I\ o

FEFE 2 [ HAR PRV . 1898 R h B i —H:, it
BE T R TR A F . XA, EHEY S0,
BRI IR A, LR E Z B T 2 R

JEBHT RS B G B E G S5 S S RIS DL, BN i b il
AR RE PRI M o AT W RETT SR ZE RN EA0 5 b 1 15 - i) LB T o
BIHBET LU W BT A R SR T i, e RET A
EraE AR T REAR N 2 URAET L5 HAACHE © LB 1 plr i B i
Mo g AR R s L BRI A0 55 R Lo B a0 ) 25 o ) IS 1 i TR
BENLIMA A E SR E T B A &R, AT DU A
REARIN MR, 7ED7 A SE, RRTEGIIRI AR AR R i RS A
A8, T LR I i AL SR T B 3

6.1. ZFa)[REY _ B

TR [l T e R PR ASCR T RIS BRI & N EIBRAY 25 22 ]
‘B, BENY AW R EYURELR , EWAERE (RO ) P
WA ERTRE. EORGE. EAE. ERMEEMERAK. X
— HARH— P B PP AL —— & W] DU AT B AR

AN ERRIIRIB T A B D AR Y R A, IR
https://cdn.i.haymarketmedia.asia/?n=campaign- asia%2Fcontent%2Fviya_taobao.ipg
THNH VPG FE B, K8 R, 3R 2016 4, iRl TR, RS
BRI, AL 2-10 SEToK, SEI S [A] - ToRRAED .

U TR RR AR S B IR YRR VR RENE, Pimkie International, A EE:
hwww.the- spin-off.com/news/media/3/Door-sign-at-Pimkie-Mini-Fashion-Bar-22928-
detailp.jpeg

R R AR BCA SRR BT I, Pimkie International, 2015 4F, k2%, &AF], U
&5 B2 I &% B8 :www.the-spin-off .com/news/media/3/A-regular-minibar-but-with-clothes-

and- accessories-22926-detailp.jpeg,  FHl www2.eurobest.com/winners/2015/media/entry.
cfm?entryid=3642&award=3

TH Y - W H 24 F% :Pimkie International, 5 pEREFEENE , 2yl 2015 4, Hy
i Palazzo Segreti Hotel, TR AFIKE, RG] SR HR AR , 7 ) A/N 0.5 P72k,
SR Z U] 5 4040, 1501t :Happiness Brussels,
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W—SRE A A E s PR AR . fhde. AR, HE. BIA.
22, WAPL”,  (Leong, 2002)

6.1.1 R ZS(8) _ Adre)

22 A RLEE: 2,000-7,000m”
EALIFE . 9:00-21:30

TP 7. A s ) s [ R R I SCIRC

PRI ZRAE 2 ) R 45 s R BRI S A — SRS S A E R
RIYEE I HA R DAL B IR sm i A Ty 2 3 7 4
B I ] ) SRS

MEREFHRUMS HEEE. UM IER, D ESERERT
KB NE A S NS, e A —hRe . AR
A2 5RENBE SRR KR, A UMK, 3R
Yo HEM. HEEMPEEEYE (Pine, Gilmore, 1998) , ‘EA1A[ L%
ATEWE R IMMESE SRS . BT ERIX. R R XS

XUETE R S HIBAC K, WARAE 2,000 & 7,000 SEJ5 k2 ], B
PR A E SR, R B E R R, — ORI, AR S
Frh RO L, DUEZE IS e P NS R S A TR . HeAb,
KT EE, BTS50ETEZI, HA ST LITEI it f2
NS AR RS B, R A B A TR RIAR 6 2 [A) A EL G BK o

XPRRAEIAERE MG P 2 H M, AMUE P, 1 H B 7ELL
T RS AR TE B e S U R . BT RPERER . LR
B E RO B, Z% B4R AL SR e

TP 8, RIS R IR _ B e DS SCJRSC

6.1.2. BEEFERE _ Bt

22| R EE: 500-3,000m”
A . 9:00-21:30

P 9. B RER R E 2 A A _ e DS SUSC

BRETESAEE BB THAR BB ARMITRAIENA, i
FAERAEARAAT, XK R Y SR A SR AN B 15 3
A AR B P i M ARG S, WA e L EARR
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(=5E40) « BReiT RFID R85, NEM RS WIS
XA, R B AR AT, DI
TERFIDITN G T MR AT ISR 00 SR . N, AR
Egﬁﬁﬁﬁ,%@ﬁ%ﬁ&ﬁﬁﬂ%ﬂﬁﬁ%,ﬁﬁﬁﬁﬁ%%m
BRI TIH SRR IHSE T LIRS B TR B 1 Ol
Tl HERT FTA G R, R RS PRI T R
g%ﬁﬁﬁoEI%%?&%%%&%@M%&%#%@@%&ﬁ@

AR 5 i) AT A ) P T A T o [ 2 D P A R
Higp KW T1o @il Xmpr s, i Le—PhIogem B 2R e A el
S A SRR R AL At SR B SE H Re

P 10, BREFERIEAH P IREE _ B ILSSCERSC

6.1.3. HiziAle (BNEENE) _ Bt

23[R EE: 1,000-2,000m”
B . R AR ERE, 45 2-7 K 10:00-19:00

E S I Y N2 77 v A et 1) i B N BV 5 6 258

FHYik W2 REE SNBN (BIEHISL) BRIMGER . Bl —A8E
JEIR BRIR BRIRSS S (5 BRI RSB S A @i 77 X, (HEL
JEE I 2R R SR L ZS ). B TR B - SR R
D it A D ot LR IR BE

XPRRA TR EAR KA, @ H O — AR, A TG
Fio WA DIRERIE TR : 55K, #Rr 2SR A T
LAt D002 87 it ) 7 25 T o

75 30 W) 5 B FIAE— L8 iy RN S Ao ) B e 2l 55
gﬁgﬁ@jmﬁﬁﬁﬁﬁzﬁmﬁﬁﬁ%,ﬁX&ﬁ%ﬁﬁ%?ﬁ

G

P2, Fya i R _ B WS SCRL

6.1.4. RUAHE (REEME) _

22 R EE: 100-200m”
AL ItE . 9:00-21:30
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P13, JRYEAH S SR i WS

Je AN R — A LU AR R B A R B A B 25 ] . PR AU AR
R SEAE A, SR E BB R . P AR RN A —HR 2y, o
O FEBE I o

JE N IR R — Pl AR R AR A 25 A T 5, A2 9 2l 3 e e
SRRV B 488, AT E e o e R B B T Ak ORI . IR 51 9
H I EER o

RERURIT , EESI . BRI T R AR B A, AR
JATEAR . EX BN BN b Bl A R A A s 5 B Y
Re, WIEEY). SOR. BRI,

JE SR R LB SRR EEE =TT R (R H A ) A
AT IORFR SR 375 B4 22 SRS AW A B A o

P 14, SRR RER _ B e DL SO SC

6.1.5. {RINE _ el

25 |A] R EE: 20-100m”
LAl 9:00-21:30

P15, PRINTERYZS AL e ISR

TERRGERIN M E B R rp I 9 SR B A AR AR P . AHELZ T,
S X R FE R, P ERE] T .

X2 2 R R R T Aok RS = APE T, TR DAFETR LA — Ik
Fefub i EOR  H P e TERTRIIREE T, AT TIHRET. A
T 25 Tl o 2R 93 DL E N R 3% i, AT TAT UM HAt g
Yl Sk IINAS IR JG 05 2 B .

JET EL R R 2l 2 ] B LIRS SE I B S S IR R B e %
B 22 NP B Z 1] R 5% R e o 1B BN A RO 45 AT LA e H H
PR32 AR HTT o [N, me@rﬁﬁwm,uwmAmm&%ﬁ#
SRS YRS . BeAh, SMIAEARERE H YR P 454, 5 HAD
KRR PENBIHUAE , XPPRIYFEEL AN NI EF AT O BEAb,
23 ) B A 2 T B R A B TR

X LE T A BT A R 1) 2 W) EA T T DUk 2 M LA 80
ﬁg%iﬁﬁﬂﬁﬁﬁﬁﬁ%,ﬁ%ﬁ?%ﬁ%ﬂﬁ%ﬁ%ﬁ%@ﬁ
= j<'o

P16, PRINJERYFFREE _ Ao MLAESCJEC
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6.1.6 #HIKZE _ it

25 |A) R B 200-350m”
BT A : 9:00-21:30

17, e a R AR WS

Pk = RV AR AREEE . TR A B B (A R 5 i ) e 0 . )
UNTELR I SERE N ERGT , B EDT , 3REEF)E IR 5T, iR B HE ARZEFR I
ANNERR. K. REERIRS . ERRS. EERI A
HiARSS Hots, B0 T IR E B AR S

XRS50 )5 2R m . WAREEF. ZREZEHEERS
Ml — NS A LA AR — MERER . JUAN RS 25 18] LUTBNE K
%@iiﬁfﬁmﬁﬁgﬁ;ﬁﬁ%ﬁ%@%ﬁkﬁ,%gﬁﬁki
A B = A o

AR PRSI EZANTT . Ko s R A L FE G N 25 6] o
ok, BRIEAE S SRS RSSO BR A R 77 T R A LA
Al RRARI R4y

P 18, s A PR - B WS

6.1.7 ERIIREIE ( HEEIE )_ i)

22 A ]RBE: 180-300m”
A IFE . 9:00-21:30

FE9, eI R 2R U i ILIESCIEC

’ ﬁiﬁiﬂiﬁ%ﬂ%i%ﬁ%f§éﬁE@H&%%REZ@?QZZ4, 18 0 1R BN PR R R 45 S
WA

ANEFHARRI R EFEE A L AR, UHRAE S %R
M, TEERIIREEE S, JUFAr A B S AR I 487 TAE N B8 %
AT, FEEAEBRZINERT, BnE €l gz,

25 [ A R T R AR RN O KT, HIREF AR EHITIE.
YEIR—MFERE Faliik o SR, b 7 iR e wA AR R EAZ O, #&
HEMTEENS.O, FEERIMAERESKE P EE HG. )5
JE HRIEF A FANS T, BOA SR BK R BURE I 45 28 0 R % DLHE O R A8
W, MIEEEE e R

FiP 20, JE I IRRE G PR _ B LB SCJRC
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6.1.8 SE@IE (FrilfE) _ B

Z2E| R 3,000-8,000m”
B E : 9:00-21:30

=

iR 21, FERER A A e DSOS

FERE RN ZERRE WA, A% T DR i 9 12
P A o

BEEEE =07 SR, R AR T SR BRI — iR, B
o BERL AR B TR RO R, AARE AR A, X
At 2 % A AR AAAE ) L4 B O A

X LER I R SR R, —WRIECA B ShEA A AR 2 )2
FEF. T 7B S R S R E B O R EAARYY, S
BAE R ARG LS TR SRR O BUE BT WUE 7 L
KRR BRI E R, S SR R AR 22T b, A
B g ) R o

YRR R P R AT, R A TR T RE RS .
AR AR TR RE T = & NTBA R REGE IR R AT LUd i
BARRG R

KB EARATE . PO BN A A AT H AR R A3
EATE A S YIRATE G P AE T P R AR 7S b
KM AER) 2, URTEROEAERGIE 77 H 53 i s
IR TG —HR > o

I 22, FERIN A RRR _ A WSSO

6.1.9 EE=(E] _ BT

R 4-12m’
Bl 24/7

1A 23, BRI A A A e ML SO DL

HBZEMAFAET RN FEZ b HFEHETRES S HIBMALS
. B WE BN K .

Fo Bl - 6 11 B S O R AR TE T 25 18] . 7 b BRI AR
TERTS BLRE , AT TG00 1) 75 2L T 7E 7 4 B WA TR A 7 O o
FERX AR, B E FIH 9 Z )L 10 T A8 3L, ihiH B
RS L E ]
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BLFEZS B EARR — M i TAES, AR BUPPR K (5 RE
A LEIEAE B AR, SRR ZE T, AR R A, KTt
BB RIFER TR LR, MO KFE DR, — AL ERREA
FoRAERZS ] o WARASFE L) = G- 14 77 SO FAL/ NG 3 L 25 1] sl 36
BER, MREET A RS RS .

{1 24, ELRRAS T AR _ Ao LS SCESC

6.1.10 1BIEHAYARHE _ A=)

ZS[A R 1-2m°
ELI T 24/7

Tl 25, TR ALK 2 A _ IR DSOS

R T AT BRI R BRI, 35S AR AR 2 3 R 2 TR AR
AN BT R o 2 R K B PR Y P i P ST AR

FARFEARELHOTH, BATTH, sSEABEHWBERTT, BIks|
B ETER T

EEZRAETCNEFIIGOL T2ty PRI 515G a5 b 25 28
=T5EAE, TR A AR T R

i 24 TP AR PRSI e ISR

6.1.11 BBIRRSB=(E) (1RIR) _ B

2SN RBE: 2-6m”
AL IFE . 9:00-21:30

il 26, A B Ss 25 A 23 AR _ Ao DLSESTJRC

IF B 55 23 ) bR i ft BRI B 23 128 2. | B kS
B3 S o T SR B BRI TR A e B EI
RPN, AHE A IR F R 1 B R MR 18R
MG FRAR T 57 3 7)Ao

BRIV, BRI ECEE R, T EREEAHE, S
TR

27, ARSI POREE — B e ILAESCITC
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6.1.12 BFES = _ I8

25| R BE: 8-30m’
EALAFE . 9:00-21:30

{28, LRI ST S YA ALY I e LB SO

HLT R 55 St — Pl S i AR R T 1N B2 T W5 S7EL
HEFAY SN . B AER B, Sl EI SRR, SRR T DL TR
MR ARG M Ao
EAENE PN 5 HIAR /N, DA 8 2 30 TR ANEE , AT 744 266 £ 4000 A5
EAL TGRS ERS R, ST RELEBUR 0 Y5 2 7 s . it
b, SHNEHE A RIIKRRK . [, T AN
ERUE R E S50, W E AR E

L 95 SR8 A IETETT R 56 T 42 B 1 A e ] 280 B2 PR 22 7 o

R 29, HFRISE IR PO _ . WAESCIEC

6.2. It IEERILEER

P& 30, WAL

6.3. e A ERREL S

F5% 31-32, B g B SR B RO AE A, PRI ML SCJRC
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7. KE&EIE

WAREE - AW (Norbert Elias) A3&#— N ARTE, HRMEBHR
7 AR I Bl B8 R 1 PR AT R J AR ) & Jee DL K o) 2% ] 42 3% B
AR A B AR T A AR AR AR AR . SR R R AR F R

(sportization) FRAFN L AT IZS AR FR, Hi—L&izg)
JUPEAIKIEE N . (Dunning, 1986)
RE FME G PR A% Fi2307.  (van Hilvoorde, 2008)

Ber) g, EATEE HERHAR, BTEMmRER A D HR ISR EHRE.
Pl il R Y AR BOR RAE DD 8 ML ERtR S0k 2 9 R PR 95 568 295 o

“fE R S B VU S WA I ATHE. (B SAUOURA A8
FREEFER R, XOLECh— M SR, B R T
TH. BSEHTHESG. @S REELX RN Sk
BT = R G SRS T H ORI R i &7 (de
Wachter, 1984)

fa BT\ I LS & TIESEAREMESTLMIITE: BRI
RAIEVER R EE. HIEME L Z RS

E MBI TR AT K] (@36, B BE MY
A F R B A 45 B TR IS 1 AT DA AR RE A IZ B KR (Athleisure)
BERIRE— P RS, WM AL = 23 (Athledc) + {KIH

(Leisure) , R4 Merriam-Webster W#5i1%:, SAH/Fl H iz 3l i

THRIREE AT DIFE A3 & 55 . 123K E SCRIRIRIREE . B e
HA—M M. FINTE /eI PR HAMR RS L& “F
2 RAGIZ BRI 12 B UK R 2RE R e ORI MY, RSO F T iz 3hig il
a3R7. (DiBlasio, 2015)

TEXFPMEOLT , WB bR REEM . FEL b, F2nes
e, 5HBEAATFERGPE, AOHEXrEs, X
WRT R ERLERE . TESHES, XEEMAR,

REVAE ZE R SLhr FIETET B 2R TR E H i L ge it
T R FH B B SRS . B RAT BE KRS R R R AT RE 2 I P= i, T A&
T MIFESR AR FIRRFE A, BB & BT TS, hiE
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BB PR B FAL I JE N AT °

A DR EZO BRI AR FIELIT B ' LIET bR
P % P87 58 HART o

AR A G TR X, R R R K X, Rz sl Al
PO, BR 1L GEH  AABE SRR Ah . BB T AU SR s A ]
B SR . T A EOR/NA R RS S A Bl R T
FP BN SBAE  X R B P B AR iR T A

XA XA 248 2 R 88 22 i ) B B 40 F) o AR v, 2 T
U R A 7 fot PR 3 7 PR 30 H

KRG A5 MR IR 2 TR U N T 5k ETRGIIX, B
IIRIEN. T 2REFE, HATRE (cick & collect) HyZhEE LI
RIEFET IR MRS -

Wy s i) v ) S A AT DL B R RS Bl 7E R B PR L
AR Z AT IT M AR G R T R IR B AN T Y
WMCEFIA R R B R A2 / RS : RN AR ST EREY: A
WAELIT o

1 33, Ak Connect (Y P RAR . ILESCHTL

Yo S\l — N EER R EEL S APP IR HI AR, E
FEVENATTHR AT W S5 7 b K AT TRICZE I P B — A i e v AR A i B
B2, BCE AR (scan-to-try) FRVFZ0 P YED 1] RS G I S H6 40
PO BAT T E AR AR I S5 1, a3 B BRI, %0 Al LA R X A
JEARE AT B YIAR SRR T DL A T 3 e FALAR B

"% 6] 4 3 & e Connect [ B EAG 5, W 4% B2: https://retaildesignblog. net/wp-
content/uploads/2016/03/Decathlon-Connect-store-by-kplus-konzept-Munich- Germany.
ipg, 1 https://d1tm14lrsghf7q.cloudfront.net/public/media/16264/ conversions/14082-
thumb.jpg

* LAH Ak Connect i, 2Tk AL P 4088 T HUF e sk DhBE, DL4ERE: heeps://
kplus-konzept.de/wp-content/uploads/2017/09/kplus-konzept- m%C3%BCnchen-
decathlon-connect-web-3.jpg

KT IE R B E N B T, WLA%ERS - https://retaildesignblog.net/wp-content/
uploads/2016/03/Decathlon-Connect-store-by-kplus-konzept-Munich-Germany-04.jpg

TR G RS S R A RS B T AR I G 1, LA RE: heeps://
d1tm14lrsghf7q.cloudfront.net/public/ media/16275/conversions/14088-thumb.jpg
THAZE : WH ZF Rk Connect, 288U (RF M GE, M52 R, #EE, &
JESN DRI, REAUE 220 SPI7oK, I 2016 4, ~FIZUL I A] 30 434,
P :Kplus Konzept,
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R 4 I SR TR AP BV LIRS Moo
SR

i 34, e EIHZ 2 000 (Y RRR . IS0

By 28 A il ) — A B R Rl 5 APP {5 A AR, B
SR A TR 5K 72 b K € AT VPR R P9 B — A WA P LU AR J
5, BB MEIRM (scan-to-ery) SRR 7LD IR S 5
B g ATC A eI AR I, S R R, &7 Ay USRI A1
JEARE| A T SRR, SRJE AT LU i A AT BG 8 RE FRLARB
%%??%ﬂﬁﬁ%%ﬁ@ﬂﬁ%%%ﬁﬁﬁﬁ%,u%%%%@%
IS ] o

B S AT R G R T ID T 45K ], R ] DU AE I P I8
A FHA, AR EHEA B  App Jl/7 T L3RS P %
KXW, LGS Bafe gil.  dah, BN s, &)
AT LAY T AR B BT AR A (7 B 5 5 ) A7 o

XL B B DR R B LIRS B O BRIk
HlRgs , it R IR TR FIRSF S £

JiE P R R FH A
B WoR R
« ML
L ELS
* SRS B
CELTT . FUREUL
* B
* IR A
* TERE N AR
F P G IEFE R A R T 4 R 3, B RR B 25 ) e
TER) EREAT, 2B R IR I 5 B 2 TR 6 Bt A T T 1

il 35, e aIHZ 2 000 i P iRkRE . WAESCIEEC

PO T RS R B AR 9 — 1, UL 4E 3% heeps:// static.dezeen.com/
uploads/2018/11/nike-house-of-innovation-000-new-york-flagship-store_ dezeen_2364_
col _15-852x568.jpg
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Extended store has been a work of mapping the phenomena of digitali-
zation that effects spaces and above dll tﬁe world of retail. Apps allow in-
teraction between users and brands, the book hosts a selection of those
which are redesigning spaces, changing their forms, hierarchies, flow sy-
stems, arrangement o? goods, experiences, and dimensions.

The store takes on completely new dimensions and characteristics, in ad-
dition fo sales, that of exhibition, performqnce, entertainment, engagement
and sensory immersion. The store is a place tailored fo the desires and sen-
sory, psychological, and temporal needs of those who want to encounter
the brand.

The extended store will be a shop spread throughout the territory, it will
be more connected, more available, more open and at the same time closer,
mass-customized, but above all it will be more digitalized and able to fulfil
and modify itself more quickly and faithfully to needs and desires.

Shops will not disappear in the 215t century, but they will have to change
(if they have not already done so) to survive. They will have to evolve by in-
tegrating technological solutions that are not onT back-end (as they have
done sogfor), but front-end, and therefore available to customers in the shop
as in the cases reported in the book.
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