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The retail industry is going through fundamental change brought about by a range of factors, not least of
all technology, social media and globalisation. It is no longer enough for the retailer to focus merely on
selling a product or for a landlord to concentrate solely on letting the space.

Brands and retailers are already embracing the idea that success is about forging good long-term
relationships with the customer by creating experiences that are relevant, intimate and fun. Relationships,
after all, lead to transactions.

Today’s consumers have total accessibility via numerous channels with heightened expectations sparking a
shift of mindset from ‘I need stuff’ to ‘I want an experience’. As competition increases it takes more than
just price, convenience, or range to win sales. In the future of retail it takes a fully integrated experience to
keep and sustain consumer attention and in effect ‘tell a story’. The smartest brands are finding innovative
ways to connect the needs, wants, and lifestyles of each individual consumer.

Creating an experience

A recent example of this can be seen where the London department store Harrods has collaborated with
Prada and created a space to showcase the world of designer Miuccia Prada. ‘The experience’ is comprised
of 40 window displays; a pop-up store stocking women’s leather goods, accessories, jewellery and
eyewear, including a capsule collection developed exclusively for Harrods; a café created by Milanese
patisserie Marchesi, part-owned by Prada; and Pradasphere, an exhibition on the store’s fourth floor that
examines Miuccia Prada’s vision.

At Burberry’s recent event in Shanghai, the focus was on ‘storytelling’ to bring the product to life. Burberry
staged an event at one of the city’s shipyards and took the audience on a theatrical journey through the
Burberry world of music, heritage, product and ‘innovation’. Although the event was expected to have some
impact on driving sales, the focus was more on brand positioning and how to engage with the customer.

The future of retail is not just about merging physical and digital platforms. It will take much more than
access to win the hearts of consumers. In this changing environment it is more important than ever to
understand the successes, behaviours and attitudes of those consumers. Luxury consumers demand a
seamless, consistent experience, both off and online, with the same attention to detail, user friendliness
and high levels of customer service. Brands competing in the luxury space must adapt or suffer decreasing
sales.

With new emerging platforms and integrated ecommerce sites, luxury brands are now combining not just
written content such as reviews, tweets and posts, but also video and live streaming for consumers.

A positive partnership

Although the luxury sector was slow to join the multichannel world it now leads the way in terms of
innovation. Last autumn, inspired by shared values of design and craftsmanship, Burberry collaborated with
Apple to exclusively use the new Apple iPhone 5s to shoot and show photos and video images for
Burberry’s spring/summer 2014 runway show at London’s Hyde Park.

The association with Burberry ensured that the iPhone 5s would be viewed as the most fashionable phone
in the world. The pairing of technology and style signified a shift in Burberry’s methods of engaging
consumers globally via their social media channels and website. The partnership created so much social
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buzz there is no doubt that both companies benefitted financially.

Historically the retail property industry has been slow to react to change. The above examples combined
with the growing trend of globalisation are a clear demonstration of the importance of building long-term
relationships with both the retailers and the consumers in order to keep pace with the trends, which in turn
will ensure we adapt the approach to our retail destinations.
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