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industries continue to face disruptive challenges. So what 
J.C. Williams Group does is give clients advice and insights 
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acknowledged as industry leaders. As global thought leaders, 
we serve clients in Canada, USA, Middle East, Russia, North 
Africa, and Southeast Asia.
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and action plans that are superior and implementable.
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contribute to Retail Insider, and comment on business 
issues in the media.

J.C. Williams Group Limited
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investors, governments, universities, and hospitals.
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Les industries de commerce de détail, de l’immobilier, de 
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McMILLAN 
DOOLITTLE   

the retail experts

We are a global alliance of consultancy companies with 

members in more than 25 mature and emerging retail markets.

Since 1990, we have helped retailers, as well as suppliers to 

the retail sector, remain competitive and achieve their goals 

by blending global retail expertise with our members’ local 

insights. 

Ebeltoft Group serves 36 of the top 100 retailers and 29 of the 

top 50 manufacturers worldwide. 

Since its founding, Ebeltoft Group has been analyzing global 

retail innovation trends and, since 2005, presenting this 

analysis in our annual publication, Global Retail Trends & 

Innovations, focusing on emerging trends and the most 

interesting cases worldwide. 

Ebeltoft Group´s global studies and publications include: 
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A M E R I C A S
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E U R O P E

CONSUMER & RETAIL EXPERTS
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Partnering with retailers 
and brands to improve 

awareness of global 
trends that are shaping 

tomorrow’s retail 
landscape.

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

The study and adoption of innovative ideas lead to major changes in the way we see 
businesses go to market. It is easy to spot these changes when we reflect back on retail 
history. It is more difficult, but ultimately more important, to understand and react to these 
changes as they are happening now. Through presentations and workshops, our local 
Ebeltoft Group retail experts develop dynamic sessions to help your management team 
better understand these changes and explore the following key concerns:
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In addition to presentations and workshops, Ebeltoft Group also provides customized 
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Retail Innovation Services
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Global sponsor of 
Global Retail Trends & 
Innovations 2019
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Drive results and enhance the customer 
experience through analytics

SAS helps you make sense of your data. As a leader in the business 
of analytics software and services, SAS transforms your data into 
insights that give you a complete perspective on your business. 
��������	����	��������������	��!�=	7������	����!�>	�����������
opportunities. SAS can help you turn large amounts of data into 
usable knowledge about your customers.  

Retail stopped being just about running physical stores a long time 
���!�B�4�������������������������	��������
	��������������	���
and online started to blur. But in recent years, the list of retail 
possibilities has expanded tremendously, with new players with 
often disruptive models popping up constantly. This has made 
the entire retail landscape much more complex than it was 
in the past. The new reality is that customers are mobile and 
have more control over the purchasing process – which means 
retailers must rethink how to use customer data and insights 
from analytics to know their customers better and improve 
customer engagement. 

You can learn how to bring together all your data to connect with 
shoppers at every step of the customer journey. Make decisions to 
satisfy customers who can shop anywhere, anytime, in a personalized 
market. Gain a better understanding of who your customers are in 
order to stay competitive.  

Know exactly what customers want. And make sure they get it.  



2019 Global Retail Trends and Innovations ■ 9  

G L O B A L  S P O N S O R  O F  G L O B A L  R E T A I L  T R E N D S  &  I N N O V A T I O N S  2 0 1 9

SAS analytics solutions lets organizations manage interactions along 
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through size or pack optimization.

Inspiration and further information: 

Levi´s
www.sas.com/retail/levis

Matas
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Magasin
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Read more at www.sas.com/retail.

SAS® Omnichannel Analytics Powers Retail
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The future landscape of  
global retailing
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seek experiences worth posting about on social media. At the same 
time, retail has never gone through greater transformation. We see a 
big shift in consumer behavior and values driven by technology and 
new, innovative industry players, who constantly disrupt and drive 
consumer expectations upward. We also see a younger consumer 
group – Millennials and Generation Z – who grew up alongside 
digital transformation and now pave the way for brand new shopping 
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retail, as busy consumers assess the value of the store experience 
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based on “time saved” vs. “time well spent” parameters. In other 
words: Retailers and brands must be either worth spending time with 
or save consumers time. The moment for innovation is now. 

T R E N DD S  T O  W A T C H  I N  2 000 1 9 
Ebeltoft Group has been monitoring brand and store innovations for 
more than a decade, uncovering trends both underlying and emerging 
in modern retail. Our retail experts around the world join forces to 
share insights from their local markets that will inspire your ideas to 
	���������������������������������	����!�'����������
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different retail trends to create a detailed big picture of what’s to come.
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Award-winning 
innovation case

China
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China
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One key feature is the fresh seafood section, where shoppers can choose their seafood and have it prepared 
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At the store, shoppers are able to shop as they do in other supermarkets, but with the mobile app, details 
about the food product and other similar/related recommendations are made available.  
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warehousing.

One major innovation is the use of mobile apps to track literally everything in the 
store: customers’ time and food, where the food is kept in a vending machine, and 
the payment process. 

K E Y  D A T A

Country: )�	��

Retailer: �
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Format: Automated and  
technology supermarket, loop  
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Website: tmail.com.cn
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O M N I E X P E R I E N C E

Ebeltoft  
Group Expert 

Comment
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products and services. It also captures and analyzes customer shopping preferences and provides 
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The seamless transaction gives customers time to enjoy the service and shopping experience at 
the store.

W H Y  I S  I T  I N N O V A T I V E ?
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streamline their operations while maintaining, or even improving, the overall 
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service delivery for online customers, since all its locations are situated 
near customers’ locations.
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While the  supermarket shopping experience will very much remain as it 
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having their meals cooked after their grocery shopping is completed. Such a 

concept brings customers back into the store repeatedly, creating stickiness 
in customer loyalty. 

With the use of the mobile app, the store is able to analyze the shopping 
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deals as they walk through the aisles.
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The use of mobile apps is integrated with the shopping experience, online 
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store can provide recommendations and suggestions to the customer to 
guide selection among other similar options. Each of these selections can 
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groceries to a consumer’s home within 30 minutes can be arranged. 
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Trend #1

Omniexperience
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The rapid change in retail is especially driven by new 
technological and digital opportunities that put constantly 
connected consumers in the driver’s seat and inspire the 
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Customers do not distinguish between digital and physical – why 
should you?

An omniexperience melds online and physical universes for 
	������������������	������	������0��� �'�������	����	�����������
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Spain
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and sells the full range onsite via online tools.
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neighborhoods around the city. There is an area dedicated to novelties, which opened with the worldwide 

�������������

���	����������
��������B�6<4��|�������	�������!�B�������7�
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concept for a short time. Another area shows IKEA’s most successful pieces of furniture for the living room 
and how to customize them. 
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of four living rooms storytelling about their inhabitants, their lifestyles and how 
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in which customers are guided by expert advisors to design their dream living 
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K E Y  D A T A

Country: Spain

Retailer: IKEA

Format: :������������	�������������
entertainment focus

Website: www.ikea.com/ms/es_ES/
��
��	���@�	���������@�
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Comment

This innovative urban concept is new proof that IKEA is great at engaging with customers. Now that 
�12��������	������
��
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customers demanded. Digitalization is used for both making the full range accessible and delivering 
��������������������	��	������	���������	��������
��������������	��	�	����	����
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path to follow.
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adapt its business model to a new “you shop online, we will prepare your 
������������
	����	��������%���������[���������������������������	�����
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���������	������
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���!`�
Services become part of the offering.

��Proximity
This format is IKEA you can walk to while doing other things in the city.

��Entertainment
The store offers a high level of entertainment. The usual trip to IKEA for 
inspiration is taken a step further by engaging customers in many  
different ways: 
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physically, on screens, via projections.

W H Y  I S  I T  I N N O V A T I V E ?
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K E Y  D A T A

Country: Romania

Retailer: Evertoys

Format: Online shop

Website: www.evertoys.ro

Romania

The three young founders conceived this toy and game rental business while studying for their MBA and 
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Evertoys offers Basic, EduBox and Supertoy subscriptions:
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the clients.
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and good customer relations.
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after which it is removed from the rental circuit and either donated or kept for spare parts. For each 
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vault for later use, or can be used to earn bonuses from other business 
partners.

��STEM box
Subscription to games and toys dedicated to children’s education and 
����
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��������	����	�������
����
[&�6;`!����������
����������
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three STEM toys, games or books and sends them automatically to the 
customers, every four to six weeks. Each box includes a surprise for the 
customer.
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the client takes pictures of the products, Evertoys evaluates the toys 
���������������������	��	��\}������!�B�����������
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price, Evertoys loads Everchips into the client’s account. The service is 
completely supported by Evertoys.

W H Y  I S  I T  I N N O V A T I V E ?
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K E Y  D A T A

Country: :!�! 

Retailer: ��
�=����*�����

Format: ��	��

Website: www.wallpaper.com/lifestyle/
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lipstick trialing. There is a personal scent laboratory, where customers can have a customized fragrance 
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room for men.
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products used are recorded and can be emailed to the customer.

�������	������	�������������
��
��������	������������	����	����	�����	������������
�����
���	��	���
customer and used to enhance engagement. 
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The way the customer interacts with the scents and the displays 
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The digital displays will only show up on the screen when you are about 
to approach or pick up a product.
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customers, along with a shopping list of products used.
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Interactive scenting installation, where guests can explore and 
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W H Y  I S  I T  I N N O V A T I V E ?
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K E Y  D A T A

Country: Brazil

Retailer: Omnistory

Format: Omni store 

Website: www.omnistory.com.br/

Brazil
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and innovative solutions focused on retail. The store offers an omnichannel experience, with customer facial 
recognition, showing different content and promotions based on age and gender, as well as enables click & 
��
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People: Assisting the client on the journey to guarantee a personal and memorable experience.  
Results measurement: Monitoring the consumer’s behavior and operations performance through a face 
recognition tool.  
Sustainability: A sustainable and purposeful store that goes beyond the business transaction.  
Digital activation: The physical store operation is the same as the online environment in an integrated and 
��	�����!
Design:�B�������	�������������	��
���	�	��
��7���	�����	����
������������7	�
�����	���
�����������������
throughout the year. 
Technology: Offering the best purchasing 
experience to consumers. Integrating different 
channels. Productivity improvement.
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retail laboratory. The concept of the “store of the future” is operating within a shopping mall in 
São Paulo and is the most advanced integrated retail project ever developed to meet the omni 
consumer.

Omnistory completed one year of operation in August 2018 and has already inspired large retail 
chains to develop digital stores in Brazil. Omnistory is a milestone for Global Retail.bn

������������

�������

Omnistory is a lab platform which provides new concepts and innovative 
solutions focused on retail.

All tech solutions were designed to support overarching business 
management, providing different KPIs through the most advanced digital 
resources:
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W H Y  I S  I T  I N N O V A T I V E ?
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K E Y  D A T A

Country: :!&!<!�

Retailer: Brandless

Format: ��
	�������������

Website: www.brandless.com

U.S.A.
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Instead of a big logo emblazoned on a product, the actual attributes of it are listed on the package. Much 
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constructed about themselves. Brandless has taken a bold step forward in reconciling the paradox 
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intrigued to see how it can expand its lines further. 
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Brandless sells bundles of products, making it easier to take care of needs 
in one click, at a low cost of $3. Membership eliminates shipping costs and 
��
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shopping and its mission statement seems tailored to connect with a 
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to feel they’re making a difference.
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products were different. Brandless emphasizes value and values, making 
the point that this is not generic product. In fact, Brandless has a very 
strong brand ethos. The store featured a full table, as an example, of vegan 
����������������������
������������������������������	��!���������������
impressive and Brandless has broadened its reach into beauty products, 
again, at a $3 price point.

W H Y  I S  I T  I N N O V A T I V E ?
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K E Y  D A T A

Country: Brazil

Retailer: Pier X 

Format: Phygital marketplace

Website: www.pierx.com.br

Brazil
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The shopping experience is facilitated by the Pier X app, which allows a credit card or money to be 
exchanged at an ATM located at the entrance, converting it to digital credit.
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!�<

�
services, like yoga or guitar lessons, or a cup of coffee at the coffee shop, may be ordered via the same app. 
The customer can order a cup of coffee even before reaching the store.
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It’s not about what retailers see, but about how customers do: The most impressive thing about  
Pier X is real omnichannel experience, using the phygital marketplace concept to describe it, but with 
a technology that worked well during our experience test.
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��
enjoying the space. You can have a coffee, a guitar lesson, and then use the same place to relax or 
�����!�B�4���

���������������������������!

Technology is just a way to make it all happen. Moreover, it works. As they say, it’s more than a store. 
It’s a culture.
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���������$��������������������

phygital marketplaces, but as a phygital marketplace with a proposition. All 
brands displayed in the space are based on the concept of a healthy and 
sustainable lifestyle.

��!��%����
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� �=��
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���	���������������������
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��7	�
����������������������������������������
��������������������������
events, and can be rented for these uses.

������������
�������

�
���
  One of the essential features of the space is that neither money nor credit 

card can be used to pay. All is purchased using the Pier X app. An ATM 
system at the entrance converts real money into digital credits for use in 
the space.

W H Y  I S  I T  I N N O V A T I V E ?
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Country: Brazil 

Retailer: ������=�	� 

Format: )�
����������	�	��
�

Website: www.pontofrio.com.br

Brazil
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�
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products ready for trial, face recognition and full analytics are possible. 
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proven to be an enjoyable experience for buying and selling.

���
�����
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It is innovative in many ways. The company is testing software enabling 
face recognition and turning insights into action, as well as using 
���	�����	�������
��������
�������������!�������=�	��
������������������
����
enhanced store operations beyond the buzz it caused in the media.

B�����	�	����������
�������	
	������������
������������������	�������������
a personalized shopping experience. A customer can be orientated by AI, 
��������"��7���	�������
	�������

���������������
���������^!��
	

	���
items powered by the marketplace.

Also, there is space dedicated to the trade, where industry representatives 
can show new arrivals and demonstrate them to the public.

W H Y  I S  I T  I N N O V A T I V E ?
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Country: Portugal 

Retailer: Worten

Format: Store and online

Website: www.worten.pt

Portugal
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improving its omnichannel shopping experience. The ambiance was conceived to persuade the consumer 
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are designed to make shopping at Worten fun and informative, with areas to try products such as gaming 
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household appliances on site, even if it was not bought at a Worten store. 
 
Across the Worten network, including at smaller formats, all products can be ordered via digital catalog and 
received in another store or at the client’s own home.
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The new environment of the Worten store has revolutionized the customer’s willingness to stay in 
	�������������	�
���	�����������	�������������������

J
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J
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reinforced.

The fact that Worten Resolve accepts products even if they are not from Worten helps to create 
��
��	
����������������	������	����	��	�������	������������
���������������	�������	��������
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J�
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��Details are an asset
Everything is thought out in detail at the Worten store, from the innovative 
image to the living environment, decor, expert points, product test areas 
�����	�������

������	���!�������
�������������
�����	���'������"���
��������
business area that provides expert assistance even to those who did not 
buy from the store, is also a huge asset.

��(���
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Worten Resolve motivates the consumer’s desire to shop Worten.
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Thanks to the digital catalog, the omniexperience can be lived with an order 
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�
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�
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W H Y  I S  I T  I N N O V A T I V E ?
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Country: =�����

Retailer: &�	���2���	��>	���	���	���?�)���� 

Format: Bathroom showroom 

Website: www.enviedesalledebain.fr/ 

France
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them from shelves. 
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On the Envie de salle de bain 
website, contributors have 
����������~>������������������
��5����������$�������	
���!
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Remodeling or building a bathroom is a complex project with different 
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Envie de salle de bain creates one place where all these contributors can 
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progress on a project with all contributors involved. Customers can interact around the project 
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Country: Poland

Retailer: eobbuwie.pl

Format: ��
	���������	�������
������������

Website: www.eobuwie.com.pl/

Poland
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touchscreen tablets, where customers can search and order. Products are delivered within three minutes 
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replace traditional visual 
merchandising, delivering 
a sleek, minimalist 
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seamless customer journey.
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reluctant to buy shoes online because they are not sure if they would like them and what to do 
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gets. Shoes also can be delivered to a customer’s home.
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A transformation from online store to physical experience.
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environment, addressing key purchase barriers.
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displayed to what is being browsed. 

W H Y  I S  I T  I N N O V A T I V E ?
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Country: B��
����;	
��

Retailer: j����	

Format: =
����	��������

Website: www.huaweiexperiencestore.com 

Italy - Milan

In Italy, the smartphone market turnover shows no signs of diminishing.
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in Italy.
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customers, in addition to trying out the brand’s novelties, can live their passions, such as attending courses, 
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The furniture is dominated by light colors, the walls are in wood or decorated with vertical gardens and the 
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and atmosphere.
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emphasizing the emotional aspects of the retail experience. Its challenge will be to maintain the 
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It is a technological store with smart walls that speak multiple languages. 
The store windows, through customer smartphones, animate stories, such 
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��Symbols and symbiosis
The interactive garden symbolizes the connection between life and 
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online or during events with special guests. Among the services organized 
are free courses conducted by experts from different sectors, by reservation, 
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website.
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smartphone evaluated and, if suitable, exchange it for a voucher to be spent 
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be personalized in 10 minutes in a “tattooing” area via a touchscreen panel, 
which facilitates a guided procedure. The customer can personalize his or 
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Country: Brazil

Retailer: <;<"��?�=���	���

Format: Online + 12 Guide Shops

Website: www.amaro.com

Brazil

<
�����������	���
��������	�	��

�����	��¥����	��������������	�����������������������
�������������	�	���
����������������������
����
�����������	��!�B��	�����������	������������*��{	
	����������	�������������
���

���
���	���
����������������[�!�!�����������	��	��������������������	���
��������
���
	���
���`������
���
����
targeted collections. These are sold online and in Guide Shops, a physical store similar to a showroom 
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conversion rates and provide an excellent consumer experience.
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Another exciting aspect is that AMARO is a technology company that sells fashion. It plans more 
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��All transactions must be completed online, via app or website. 
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K E Y  D A T A

Country: )�	��

Retailer: ���	��������	
����[�!�!��
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Website: www.haomaiyi.com

China

j��;�	�	�	����������
���������������	�
	{	���	����������������	��	�
�	���

	������[<B`�������
��	���	����������	
�
	�������!�)������
������	����	���
���������^]]���������	��
��	���
�$����������
	���;�������&��������2������
����;���	
��>���	��	���������
������������������������	�	���
����
���������
	��!�����������
��������������
����������[��������`������	��	������
�	�����������
���������
���������������������������������	�	���
	�����
�����
����������	��	�
�	���

	���������	��!�����������
������5�	������
��������������������������	������	���
�������������������������	��	�
��	
�����������������������	��~]��������!

)�
�	�	�����������������<B����	���������

�����������������[�!�!���
����������
��	�������!`���������������
���
��������
��������������	��
����������������
������������	���������������������4�����������������	�����
her augmented reality form. At the same time, the engine also will provide personalized recommendations 
�����������
��������������	���
�����������������!���	��������
���������������	����
����	������
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�������������	
�
store. It allows the shopper to try on any garment available in the virtual dressing room.

This has helped retailers to ensure sales throughput without causing 
inconvenience to the shopper, and at the same time upsell/outsell without 
human intervention.

=���
�����	�����	�����������������������
�����

�������������������
download the augmented images into mobile apps to reuse and consider the 
purchase.

'	�����	��������
�������������������������

������
�����
���������������
also make the purchase via the online store.
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The use of augmented reality to enhance product offerings for customers inspires refreshing 
�������������	����������	����������	�������
������������	�����������������	�����	���	��������
to stock physical items at each retail outlet. It brings the store to customers through their mobile 
apps. The integration of AI brings unlimited possibilities to proactively engage customers.

W H Y  I S  I T  I N N O V A T I V E ?
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Online shopping is made more realistic using augmented technology 
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Online shopping is made more realistic using augmented technology. 
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decide if the selection is suitable. Personalized recommendations are also 
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Trend #2

Smart shopping
,����������������������
��
��(���������������������
�������
	��
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������	����������J�	�������������<�
���������������
�
	�����������������������	������	����������	������	������������
[�����	������-�������������
��������������	��	������������
������	���!��!	�������	��������������
��0������������ �
for convenience in the purchasing experience and solutions 
that both optimize and save time. Smart shopping makes 
���������������������������������������������	����	���	�
�������������	���"����	
����������	�����	������������
experience. Retailers increasingly offer several services in one 
������	���������	��������������	�����
��������������	�	��������
	�����������	���!�	������������������������	
�

�����������	���
opportunity to handle several errands in one place.

Smart shopping often is driven by smart use of technology 
and an integrated omnichannel experience. Simplicity is 
�� �
�������������������	����������	������	����������������
�������������	����������	�����	��	��������
�������
�����
9���������������	���!�	��������	�����	��	��� ��	���
�
����
�����������������������������	����;�	���3����	�����
��	����	���

�	��������������	��������
���	��������
�����	��������������	�
���� !��	�����
��	����������	�����������	����!	��!������������
just a few examples of how retailers and brands can make 
shopping smarter for customers. 

;�!����������������� �
��������������	��������������
consumers’ expectations for speed skyrocket. Most 
��������
����!���������� ��������������������������^�	4����
_
�������������������
��
�	�������	������	���������������������
�������������	�	��
����	�����������������	��
����	��	��������
�������	������������������������������������	��������������
personalized products.

,������	��������� ����������	�	������	��������	��������

������������������������	���������	����������������,�����
increasingly ensuring a personalized shopping experience 
or even ensuring products are stocked before the customer 
realizes he or she is running out. Personalization is key when 
����	����������	�������������������������	��������������������
and products cater to individual needs.

R E T U R N  O N  T I M E     C O N V E N I E N C E     S I M P L I C I T Y     S E R V I C E S  @ R E T A I L
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K E Y  D A T A

Country: )�	��

Retailer: ;����;�

�[<
	����`

Format: Mall 

Website: www.Alibaba.com

China
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�2��	����������2�����<B������!�B��������
stores, Alibaba encourages shopping with technology on a whole new level. It’s used to surprise, engage, 
play and create product transparency and 
faster shopping. The only ways to pay are via 
<
	�����������!�����)�	���������������	������
to a cashless society and cards are no longer 
accepted. After payment, the customer 
$�����������	������	���������������������

��	�������	�����������	�������	����������
vlog constantly and have live conversations 
with customers and employees to reveal 
more about experiences and products. At 
Alibaba, the customer journey never ends.

 



2019 Global Retail Trends and Innovations ■ 47  

S M A R T  S H O P P I N G

Ebeltoft  
Group Expert 

Comment

,������������������	���	��������
�&�������!�Y��������������������������������������������������
���
�
��������	��	���	���������������
�������	����
��� ���������	����
�	������	��	�����������	�����
����	�����������������������������������������	���������������������������������	���������������
�������	������������	��	��������
��������	����������	�������������	�5���	�<��	�	������	�����

���%��������
3��"
������2
�������������������
������j�
�����������
�<
	������7�
�
	��������

����	����\�����	�����
���
�	��)�	��!�)����	�����
	�������������
	������	�
��	�������!�)����
�����������	�������	���
	������
���������
�
terminal. As soon as they have chosen their order, it is placed on the 
conveyor belt system in the store. The orders go to the distribution hub 
to be completed and shipped. The store is more than a supermarket, it’s 
experience alongside convenience, as well as a place to dine or buy a  
meal on the go.

����������!�
	�� The Tmall AI lab created its own Alexa with various 
identities. The kids’ version is as a simple as a cat that will listen to and 
play with kids. The interactive smart speakers start at 12 euros, based on 
�����	���
	�	����������	�!����������	�������	���������������
�

�����������
consumers with technology.

����!�����"#��The Guess store in More Mall has, perhaps, the best new 
version of a magic mirror. Buying clothes has never been easier. This is 
how it works:

Step 1:  Make a personal scan.
Step 2:  An avatar of you is created.
&����~���;�������
	������¨�����������	��4����������
�!
&����}�������
	����������������
�����
��!
Step 5:  Swipe and browse for what you want.
Step 6:    Save your avatar on your phone in your preferred ecosystem 

���	���
����[�!�!��'�)���`!�<�������	��	�������������	���
experience, you can share it online and buy products via  
phone.
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transaction is set.

��'������
��������
'�����������;����;�

��B�����������	

���

����!�B������
�

���
�������
constantly share live content with consumers and there is also a huge 
screen sharing content in real time. 

W H Y  I S  I T  I N N O V A T I V E ?
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China
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In another element of experience, Soolife provides a comprehensive solution for businesses, especially 
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store and perform other necessary services. Soolife consolidates services and provides buying power. What 
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online retail environment without extensive knowledge and capital, reducing the barrier to entry for people 
�������������������������������	
�	�������!

K E Y  D A T A

Country: )�	��

Retailer: Soolife

Format: ��
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Website: www.soolife.cn/
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aspiring business people. These retailers bring their products to the retail location and online 
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running business a little easier. This results in an environment conducive to entrepreneurship.
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some pastries and getting their hair done.
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for aspiring retailers to market their products and services. It is a platform 
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entrepreneurship, even on a small scale.
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Makes business owning a little easier, Soolife brings operational values to 
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services, warehousing services and more. Such convenience allows group 
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�
reach their customers around the physical location and online.

W H Y  I S  I T  I N N O V A T I V E ?
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China
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experience of the shopper through service automation. It adds emotional marketing as part of the strategy 
to incorporate human experience.
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previous purchase habits and preferences, to analyze what the shopper will buy, bridging the gap between 
�������
��������
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the system will create a 
convenient experience at the 
automated supermarket. This 
also gives the retailer clearer, 
	������������������	�	�����
more accurate and optimized 
service to the shopper.

K E Y  D A T A

Country: )�	��

Retailer: Tmall/Alibaba

Format: Automated supermarket, 
��
	��@��	��

Website: tmall.com.cn
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sensory technologies to understand and analyze customer behavior bring about what we can 
expect to be a more pleasurable shopping experience. Such experience is not only for the general 
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analyze trends and behavior.
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With the advancement of technologies, AI can analyze the trajectory of 
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environment that humanizes automated services.  
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service and value propositions based on individual customers’ moods, 
buying patterns and behavior. The system can predict data and make 
instantaneous adjustments to the service/products that will drive purchase.

W H Y  I S  I T  I N N O V A T I V E ?
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Germany
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experience the latest trends in technology and a vast offer of consumer electronic products. The location in the 
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K E Y  D A T A

Country: Germany

Retailer: Saturn

Format: =
����	�������

Website: www.mediamarktsaturn.com 
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and convenient as possible and differentiates from online.
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The store provides diverse opportunities for the customer to experience 
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body care, good cuisine and healthy eating and features a show kitchen 
for live cooking events and related product presentations. A drone cage 
allows customers to experience one of the latest trends in technology at no 
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wall displaying new products and fascinating pictures to showcase one 
possible use of this technology.
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including a Samsung Galaxy World presenting the brand’s latest products, 
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customers’ desires.
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demonstrating strong focus on customer service. The store also offers 
�
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adapt to consumers’ strong dependence on smartphones, the store offers 
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intuitive, instruction is available.

W H Y  I S  I T  I N N O V A T I V E ?
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The Netherlands
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about its customers to create smarter app deals. SPAR can also provide the customer better information 
about what they want to know, such 
as allergens present or number of 
calories. SPAR will have rolled out 
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K E Y  D A T A

Country: ����(�����
����

Retailer: SPAR

Format: )�����	�����������?� 
#&�	������
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Website: www.sparuniversity.nl/ 
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Comment
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approach. The cooperation with payment app Tikkie ensures the experience is embraced by 
the consumer. More than 2 million Dutch people have adopted this app in less than two years. 
Cooperation between SKIPPEN and Tikkie is a good example for other retailers. This app is simple 
for retailers to use and can make the shopping process for consumers faster and easier. Stores 
can be innovative without purchasing expensive technologies.

�� &�B��6( ensures the consumer can save the most valuable asset: time. 

�� &�B��6(�
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smartphone.
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W H Y  I S  I T  I N N O V A T I V E ?
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designed to reduce emissions and save money. 

K E Y  D A T A

Country: :!�!

Retailer: Zara

Format: )
	�������

����������[��	��`

Website: www.zara.com/uk
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with staff. 
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these features and demonstrate use.

���There is a dedicated online area for purchase and collection of online 
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in seconds.
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garments purchased.
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can detect the garment the customer is holding, and the mirror will show 
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W H Y  I S  I T  I N N O V A T I V E ?
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tasty meals. 
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affordable, healthy food, robotically.
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fresh ingredients. Every step of the process, from mixing ingredients to cooking and serving, is automated. 
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menu, do the tasting and train 
the staff on how to enhance the 
customer experience. 

 

K E Y  D A T A

Country:�:!&!<!

Retailer: Spyce

Format: Restaurant

Website: www.spyce.com
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inexpensive, healthy food in under three minutes. 
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W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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succeeding in every way.
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registers which product they picked up and adds it to their cart using “just walk out” technology. When the 
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milk, cheese, chocolate and 
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department. Plans are to open 
a larger store in the area.

 

K E Y  D A T A

Country:�:!&!<!

Retailer: Amazon 

Format: Store

Website: www.amazon.com/
������­^�]]_�_�]^^
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���5������
Amazon Go has eliminated the need for cashiers and registers, or a point of 
sale of any kind, through “just walk out” technology, which can identify items 
that have been picked up or put back and charge customers for items they 
have taken as they walk out. This system cuts costs by reducing labor.
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W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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technology will be replicated moving forward and we will be seeing more of this style format 
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Amazon Go delivers just that.
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a limited number of products are available for customers to view and to try on. The store will focus on 
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are in the works. 
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this store. The store also features a nail bar offering a number of different services for customers, as well as 
a juicery.

K E Y  D A T A

Country:�:!&!<!

Retailer: (�������


Format: 1 store

Website: www.shop.nordstrom.com/c/
��������
�
���
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By eliminating most of the merchandise from the store, the company 
reduced its store space, freeing it to focus on services, while creating an 
omnichannel experience.

������������
Reducing the size of the store and the amount of merchandise allows for 
���	
�
������������	�����������������������������
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looking for.

���������

The store provides alterations for clothes, personal stylists, shoe/handbag 
����	��������
��������
	����!�)����
���������	��������
	���������!�����
store also features a nail bar, as well as a juicery.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

We are seeing more retailers develop alternative formats to reach consumers in new ways. 
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before taking it home.
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toward helping new food and beverage startups.
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make it easier for startups to enter the wholesale business.

The store helps new startups by providing a place to sell products and is dedicated to selling new products 
from startup companies. There is space to sell 150 different products. The store also helps provide market 
research on these products, which can help other stores determine their right inventory, so customers will buy 
more and participate in market 
research studies, which, in turn, 
affects how the product turns out.

K E Y  D A T A

Country: Germany

Retailer: ��>���

Format: Store

Website: www.foodnavigator.com/
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geared toward helping new food and beverage startups.
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The store helps new startups by providing a place to sell their products and 
has space to sell 150 different products. 
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research studies, which can, in turn, affect how the product turns out.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

KaDeTe brings showrooming to a new category where we haven’t seen it before: food. This 
concept makes it possible for small brands to showcase their product without having to make a 
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France
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Services aim at simplifying  
the customer’s daily life, i.e., 
replacing a smartphone  
glass, organizing home 
installations, etc.

K E Y  D A T A

Country:�=�����

Retailer: *��
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Website: www.boulanger.com
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The suburb features big boxes, but Boulanger is coming to a downtown 
location.
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The client can try all the products.
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Strong advice, product demonstrations, workshops, cooking lessons and 
more.
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W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

The general trend in mass retail in France is to move back to downtown locations; surburbs are 
suffering from the reduced attractiveness of hypermarkets.
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assortment at low prices.
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suburb warehouse and delivered in the pedestrian click & collect.
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K E Y  D A T A

Country:�=�����

Retailer: 6!1��
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Website: www.leclercdrive.fr/
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The city grocery market is crowded by multiple actors with traditional 
shops. This new concept offers opportunities for retailers to address the 
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This model is innovating at several levels:

����<��	���������������������[^\�]]]����
�����������]]]�	��������
����	���
�����
�����`!

����=����������������������������	��������������
	������	
��	����������!

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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format. This E.Leclerc drive piéton is a new way to develop sales and reach new customers in city 
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competitors announced the same strategy.
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Trend #3

Engagement
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stage for a personal shopping experience. When consumers 
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cannot provide. Interaction and engagement in the store 
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relationships and loyalty and personalizing the shopping 
experience.

Engagement is driven by staff and their expertise. With the 
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customers through interaction and share expertise by 
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sense of presence and personal experience. Consumers 
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experience ensure. Intensive storytelling and strong content 
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emotional ties and boosting  
brand loyalty. 
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can differentiate the experience by providing a social 
dimension beyond interaction and engagement with 
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This can be encouraged by anchoring the store within the 
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�� �	�����(���!���������	��������	�
shopping with socializing and engagement. 

E X P E R I E N C E     P E R S O N A L     S O C I A L     E M O T I O N A L
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Germany
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cereals and breakfast products available online and in more than 50 mymuesli stores. 
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Multichannel services, such as the “muesli mixer app” and Instagram story wall, also are implemented in the store.
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harmonizer. The new mymuesli store  
���������������	��3�
��\]^_!���

K E Y  D A T A

Country: Germany

Retailer: mymuesli

Format: )������������

Website: www.mymuesli.com
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E N G A G E M E N T
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Every customer has his or her own taste and today fewer are willing to 
��
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	���
mymuesli mix combinations enable customers to create the product 
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���!���������������������	����������������
	7���
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��
adapted to the needs of different consumers, including cyclists, kids or 
superfood enthusiasts. Because it is a multichannel retailer, mymuesli 
customers can create their own muesli via the mymuesli app using the 
ingredients wall in the store. 
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The new mymuesli store not only offers a wide range of cereals for 
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staff and muesli friends. Muesli friends are invited to share their mymuesli 
experiences on Instagram.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

The new mymuesli store concept was developed and designed based on key customer segments 
����	���������	�������	���������
�����8^������
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the store invites customers to linger and get a healthy smoothie or breakfast. Based on target 
��������������
���������������������������	���������������	����
�������������������� ���
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��	����������������	������������������������	���������������������������
interaction with the products and staff and seek to strengthen the mymuesli experience.
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ingredients without additives, helping customers enjoy the healthiest 
muesli mix possible. All products offered in the new store are organic. By 
sharing information and storytelling, the store educates customers about 
the healthy choices the brand offers.

As a young and modern breakfast brand, mymuesli developed new 
products, such as cereal drinks and smoothie bowls, for the new concept.
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Germany
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Sports store has become a central element in Osnabrück, attracting people from outside city borders and 
promoting the city of Osnabrück in German retail.

K E Y  D A T A

Country: Germany

Retailer: 1���[1�����
��������	����
���`

Format: &�����������	��������	��������¯��

Website: ���!
��!��@�����



2019 Global Retail Trends and Innovations ■ 75  

E N G A G E M E N T
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layout, including the wave pool. Opening the large windows next to the 
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running through Osnabrück, is located just outside.
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cardio and class areas of the gym are designed to recreate the conditions 
of altitude training at a level of 2,500 m.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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numerous opportunities to enjoy and experience sports in an exceptional environment is a maximum 
��������	��	���������!
��������������������	�������
��		���	����	�������:�	���	��������	�����
������
�����������������Z',�[���	���	�����������������������)��������	����

��<������
���
��
�����

������
��	
The store accommodates numerous designated action areas designed to 
surprise customers by showcasing changing brands, innovative concepts 
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new store. The store does not want to be seen as a pure retail format, 
but rather as part of the leisure industry attracting people from outside 
Osnabrück with numerous activities.
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Australia
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a chic shopping experience from the moment they step through the doors. It 
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for customers to envision how products can work in their everyday lives.

K E Y  D A T A

Country: Australia

Retailer: ����>�	
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Website: www.thedailyedited.com/ 
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create a more personalized look and feel that connects customers more 
emotionally to the store, which translates to loyalty.

��Room to relax
The retail store also provides more breathing room for customers, which 
	����
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with products.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

This is a good example of lifestyle retailing that encourages customers to imagine how products 
would look inside their own homes. The traditional retail shop model is transformed into immer!
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products for the consumer.
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The apartment store also makes the shopping experience more accessible. 
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manages to evoke an atmosphere of exclusivity.

��Style for sale
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is for sale. 
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can attend live events and interactive workshops and explore solutions for their different life journeys. The 
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activities where people need a bank or insurer, such as in buying a house. It also runs workshops on these 
topics, referring customers to other relevant businesses, such as pest inspections. The store also provides 
beverages, has a “digital wall” and features an area for entertaining children.
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throughout their entire research and purchase process for large milestone moments, like buying a car, home, 
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better understand customer needs and match them with the staff member 
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one of Australia’s most prominent retail areas, which attracts more than  
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K E Y  D A T A

Country: Australia

Retailer: &�������>	��������&����

Format: )������������

Website: www.suncorp.com.au/banking/
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community, making the retail store a place for customers to share 
experiences and collaborate with the community. 
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It is innovative because the days of visiting a store because you have to, 
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selling approach to an approach that focuses on what the customer cares 
about most.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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barriers associated with retail banking.
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high brand visibility.
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banking distribution models.
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buying a product secondary to the overall experience, and not the focus, of 
the visit. It’s the store experience that draws customers to return.  
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Suncorp’s strategy has proven to be a success, as evidenced in two areas:
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and measures how likely the customer is to recommend Suncorp.
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Spain
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people who only need an account and a debit card. Everything is digital and very simple.
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space where creativity, innovation and human contact set the tone, with several areas to create a different 
and engaging retail experience: 
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become an “imaginer.”
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It is an experiential community hub where numerous events and services 
appealing to the target audience take place. Events can be experienced 
live or through streaming. Some activities, such as the “Rising” program, 
which aims to promote emerging talent and startups, as well as premium 
content, are exclusively for ImaginBank clients.
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Country: Spain
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Website: www.imagin.cafe/ 
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A new use for retail physical space to engage future customers: Banks 
used to be on every corner, but digital banking convenience advantages 
have made those physical outlets redundant. Giving new purpose to those 
spaces, pure brand engagement, as well as customer data capture, can 
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retail store that could be a potential use of its physical retail space.
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the young target who does not enter traditional banks. 

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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Open to everybody: People are welcome to the community hub to enjoy/
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advantages and ImaginBank clients, in addition, have access to premium 
content. 
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Brand engagement through relevant content, often created by the users. In 
addition to an appealing agenda of innovative cultural events by established 
artists and organizations, there is a program, called “Rising,” that allows 
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the physical space and on the digital channels.
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Portugal
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design products from the best brands and potential personalized environments for those who already have 
an idea of what they need, as well as those seeking inspiration.

There are two major point of differentiation in this concept: inspiration and service. 
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workshops.
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The inspirational component caters both to clients with resources, who can 
make their dreams come true, as well as those who have less money, but 
����������	

�������
��	�������������	��������!�����1;��������
����������
projects in “real” settings, so customers can visualize it in their own space. 
Project managers are available to accompany customers on the project 
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K E Y  D A T A

Country: Portugal

Retailer:�1�����;��
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Format: Showroom

Website: www.leroymerlin.pt/Site/ 
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The inspirational component of having your dream decor, capturing 
customers with more resources, as well as accommodating those who 
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The service component offers project managers in the showroom who 
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All elements in the showroom are operational, so customers are able to 
visualize and experience the reality and design of their projects.
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W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

There is genuine concern for clients about their desired design details and available surrounding 
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Sweden 
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design and innovations, offering brands the opportunity to be showcased in a different and innovative retail 
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and curated content. The products change, as different brands sell their products in the store for a short 
period of time. Every month or so, consumers can experience new brands and products.

����1�������
��	����������
�����	�����

����!����$��j������������������������	����

���	��������	�����	����7	�
�����������	���	�������	��������	�	��
�
elements. 

The Edit: )���������������������
	�����
��
���{	���&����	���	���;������	�������������������������������
modern, contemporary man. 
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��Emerging brands and exclusive items from both Scandinavian and international sources 
are featured. 
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personnel. 

The store also has several social spaces for hanging out, an area for working 
and a culinary concept with snacks and beverages. Brands can host events, 
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K E Y  D A T A

Country: Sweden 

Retailer: T���1����

Format: &������
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Website: www.thelobbystockholm.se 



2019 Global Retail Trends and Innovations ■ 85  

E N G A G E M E N T

�����%�����
�
��	
�����������

� �)����
���������������������������
��������������������	���������	���

experienced and professional retail staff, as well as other customers in 
the social spaces. 
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The range of phygital services makes it easy and convenient for the 
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technology, staff and access to the consumer. It is also a space for tech 
companies to try new technologies and products, as well as access a 
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Ebeltoft  
Group Expert 

Comment
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own stores in the marketplace. 

Photos: Beata Cervin
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Portugal 
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employees who sell them receive a bonus, as the purchases increase overall sales.

The cans are designed as a collection. Each decade is represented by a basic color and each can within the 
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team. The effect is a “circus” celebrating sardines, which are, according to 
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customer’s journey through the store, which involves shoppers viscerally 
with the brand.

K E Y  D A T A

Country: Portugal 

Retailer: ;�����=������	������&���	����
Portuguesa

Format: Shops + online 

Website: www.mundofantasticodasar�
dinha.pt 
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  The decorations at the entrance of the store and on the ceiling have 

movement, which attracts the attention of the consumer and draws him or 
her into the store.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

The format demonstrates abilities to both recover a canning industry that was dying in Portugal 
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increasing the cost by seven times. The Circus Imaginarium infused a grey industry with color.
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there is a good reason to return and buy a new “can of the year.”
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through the cashier, which contributes to the increase of the average ticket.
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China
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designed to provide a physical experience of the Muji philosophy and its minimalist Japanese style. 
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hotel design projects a luxurious concept. 
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everything on display in the hotel rooms is available to 
purchase. The hotel also boasts additional features such as a 
diner, library and gymnasium. The hotel is reasonably priced, 
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including breakfast. 

K E Y  D A T A

Country:�)�	��

Retailer: ;�$	�j���
�&���{���

Format: j���


Website: www.hotel.muji.com/shenzhen/en/
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experience of the Muji philosophy and its minimalist Japanese style and 
through use of its products in the hotel.

��Hotel/store
Besides being a hotel, it is home to the largest Muji store. Everything on 
display in hotel rooms is for sale at the store in the hotel.

��Unique features
The hotel includes an embroidery workshop, where customers can 
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features, such as a diner, library and gymnasium.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

A different approach to brands going retail. Retailers are opening new and innovative formats that 
reinvent the wheel. Muji can utilize its retailer and customer expertise to bring a new experience to 
the forefront.
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U.S.A. 
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via social media platforms and its blog, “Into the Gloss.” It uses customers as the “voice” of the brand, 
sharing their stories and experiences. Buying the brand is like joining a cool, supportive community. 
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K E Y  D A T A

Country:�:!&!<!

Retailer: Glossier

Format: ��
	���§�\��������
��[(!�!���1!<!`

Website: www.glossier.com
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One of the most innovative aspects of Glossier is how it has built the brand 
to develop a cult following purely via social media platforms and its blog, 
“Into the Gloss,” by using customers as the “voice” of the brand, sharing 
their stories and experiences. This has made the experience of buying the 
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The online store offers options to customize the color of packaged sets at 
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��������
�����	����	

�����	
�������������
����

�����������������������
��	��1!<!�����(�������!�

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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through social media outlets. Social engagement is an instrumental part of brand growth today 
and Glossier has capitalized on that.
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grow the brand.
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South Korea 
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dong area of Seoul.
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which enables customers to “travel” beautiful Jeju, 

which inspired the 
brand and where its 
beauty products are 
produced. The tour is 
narrated by famous 
Korean celebrities. 

K E Y  D A T A

Country: South Korea

Retailer: Innisfree

Format: Store

Website: www.innisfree.com/kr/ko/
Main.do
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Innisfree’s values are highlighted throughout the store in its use of a 
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reiterates this theme with healthy food and drinks, as well as transparency 
provided through the menu cards.
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W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

Innisfree is yet another brand and digital native entering the physical retail space. Innisfree brings 
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express who they are with their own curated beauty items.
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U.S.A.

RealReal, a luxury online consignment company, keeps the promise of ensuring products are authentic 
through inspections by staff members with expertise in identifying such products before they go on sale.
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store are available for purchase online via the company’s website, which means they could be sold and 
removed from the store at any time. This mirrors the 
feel of the online experience in the store.

�����������
�����������������-�����������������
collaborative, curated space. Services offered include 
personal shopping, free evaluations of products 
and luxury item repair services. There are also 
weekly events and expert workshops held at the 
store, featuring a variety of topics, such as how to 
authenticate different luxury brands. 

K E Y  D A T A

Country:�:!&!<!

Retailer: "��
"��
�(�)�&����

Format: Store

Website: www.therealreal.com/soho
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��Retail based off digital
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physical stores.
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This gives the store a similar feel to shopping online.
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The store offers many services, including personal shopping, free 
evaluations of products and luxury item repair. There are also weekly 
events and expert workshops held at the store exploring topics such as 
how to authenticate different luxury brands. 

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

Digitally native brands moving into bricks and mortar are hot in today’s retail industry. RealReal 
������	����
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designer products to life and offers a space where customers can interact with sellers and see the 
����������	������������	�����
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U.K. 
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store emphasizes “personalized relationships.” It includes 23 bespoke services, including technical support, 
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restaurant. There is a style studio and experience desk, as well as a “discovery room,” which hosts educational 
sessions in subjects ranging from marbling workshops to calligraphy lessons. As part of its goal to improve 
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�������������������	
�����������
������������
communications to help them engage with customers and provide excellent customer service.

There are also elements of 
1��������!�!��1����������������
pigeons, scattered throughout 
����������
���������������������
1����������'�	���)	��!

K E Y  D A T A

Country:�:!�!

Retailer: 3����1��	��

Format: >�����
���������� 
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Website: www.johnlewis.com
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Room.
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���There is a sense of community, as well as a purchasing environment and 
designated play areas for children, if parents want to shop or attend a 
demo cooking class.
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e.g., Madewell, and offering special product lines in collaboration with 
brands such as Whistles.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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This creates a holistic service proposition for the customer and encourages customers to linger in the 
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collaborations limited to this store.
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���Sofa Studio allows customers to design their own sofa or armchair, and 
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brands are spread throughout the hall in cohesive units based on the color. The coherent feeling in the store 
is reinforced by all products being labeled with an X Bank price tag. 
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organized. The changing exhibits give customers an opportunity to discover something new in the store. 
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with a spa and small lounge 
with a bar evokes the feeling 
of a luxurious resort. This is 
a gem in the middle of the 
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The Netherlands

K E Y  D A T A

Country:�����(�����
����

Retailer: X Bank

Format: ;�
�	��������������������

Website: www.xbank.amsterdam
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X Bank is the next step in viable fashion, design, art, purchase and dialogue. 
X Bank is an active store, exhibit hall, installation gallery and meeting point 
���������	��������������	���	������	������������	�������	����������!�

��Near and far
By providing an international platform for local artists, designers and 
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retailer. The price tags are always X Bank price tags. You only see which 
particular brand it is when you look into the product. As a result, consumers 
look at brands and products without bias.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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which promotes buying brands that might not have been considered. 
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interactive wall comprising 19 screens that shows a world map, photos, videos, tweets and live data, 
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items, including suitcases, backpacks, travel clothing and accessories. 

K E Y  D A T A

Country: Belgium

Retailer: )������	���

Format: Travel concept store

Website: www.connectionstravelstore.be/
�
��
@�������@����!���7�
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Whereas many travel agencies have had to close their doors in recent 
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a competitive concept on the market. The difference is that it enables 
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consumers to “really” experience the destinations.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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Canada
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K E Y  D A T A

Country:�)�����

Retailer: 1�����
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Format: Online and 20 retail locations

Website: www.leevalley.com
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themselves, their combination with a coordinated purpose to ensure 
success for their customers is innovative. 

 These products and programs include:
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the most respected woodworking brands in the world.
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websites that work together to serve the customer better.
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to use the tools they have bought or just learn about shortcuts and 
new skills in their area of interest. These can include everything from 
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W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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���	�����
����	�����	��
�����������������<�
��������������	����������

Because Lee Valley evolved from serving very knowledgeable and skilled customers to serving those who 
���	�	��������	������	�	�����������	���������
�������������	���	����	��	����������	������
�������������

,������ �����Z��������
��	����	������	���������������	
������ �!��������������������������������	���
creative process.
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Trend #4

Activism
0�����������������������������
����,��
�������
��	�	���
environment – both locally and globally. They care about other 
������������
��	�	��������������	�	��
���	�����������	����
�����	�������	���������	�������������"��	����	��������������
consumer outcry when businesses are discovered to violate 
��������������0������������������������	��
��������������	��
�������
�	��������������	������J������������	����������	�
adapt and incorporate social responsibility and sustainability 
into their brand identity. Consumers want to feel they are 
���	��������	���������	��������
�
������
��������������	��	�
brands must evoke the sense of supporting a good cause. 

Activism is about demonstrating social responsibility and 
��������	��������	������������	�������������
���
��������������
It is about making the world a better place by exemplifying 
solidarity and making an effort to preserve and protect 
what is natural. Activism is taking responsibility by offering 

consumption in good conscience by producing environ!
mentally sound and responsible products and services. 
[��	����
���	
��������������������������	�����������������
demand.

Consumers are increasingly looking to align with brands 
������	�������	��	�������	���������������	����������������
���	������	��	�
��������	��	�
��������������������
����
neutral onlooker. It means taking a stand on social and 
political issues and letting consumers know that you are 
��	����
����	����������
�		�����������	�����
��	�������	��	����
responsibility through the entire value chain and far 
beyond the brand’s core products or service. This is how 
retailers offer the consumer the opportunity to feel they are 
contributing to a greater purpose when buying or representing 
�����	�������
��������������������������
������	��	�����
�	��
consumers and employees.

C O N S C I O U S N E S S     P U R P O S E     R E S P O N S I B I L I T Y
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Spain

6)�<1=�	����&���	����
���	�����
���������������������	�����	�����	�������
���	����\]]�!�B���	�	�	�
����
�
����������������	����
���	���
�����	����	���5��
	�������	������	������
�����
������
���
����	�
�!��������
���
����"§>�	�����
������	����������
�������7�	
������
��
���	������
�����
�����	���������������������
coffee, old tires, etc., and designed production processes for these fabrics that use less natural resources 
[�
����	�	���������`�������������
����)�2 emissions.

6)�<1=�	���
������	���	�	�	��	����������

������	����������
���������
	������������	���	
	��!
B��\]^���6)�<1=��������������$�����	����������
��4�������	��	��������

�����
���	�����������
����������!�B��
the last year, the company has cleaned 250 tons of plastic out of the ocean. The success of this project has 
�����������	������������������
��������	��	����	��&��	���������	
���!

6)�<1=���������������	��������	��;���	��	��\]^\���������	��*��
	��	��\]^|�����7����	����������������4��
identity. In addition to demonstrating its products and philosophy, these stores were made with reused 
materials and host conferences, exhibitions and screenings to promote sustainability.

K E Y  D A T A

Country: Spain

Retailer: 6)�<1=

Format: =
����	���[\��;���	������ 
*��
	�`������

������������
���
��

Website: www.ecoalf.com/gb/
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��7�"
��������
��
��
����
”Because there is no Planet B.” It wants to change the customer’s perspective 
�������	�����������	��������	��
���	���5��
	�����	
�
�����
���	�����������������
while promoting consciousness of the excessive use of natural resources 
and excessive waste production due to our current lifestyle.

�������������
��	
���	��
���
��
���������
It works on creating the most sustainable possible recycled fabrics and leads 
projects to source the raw material in a way that has a positive impact on the 
environment. 

����
�����������
"���
�
����
��	
����������
������	�
)�

������	�����	���<��
���&��	

���2���������	

!	!�
�������

���������������
	��j�����4������*�����4����	���
	
	�����������
������������������	������
������
����������������	���
�������������������!�

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

�����	����
���
����������������������������������������
��������	
������ �������	��������� �����
feel good while contributing to planet sustainability. 

The brand’s most outstanding successes involve promoting and leading collaborative projects 
�����������������������������	����������	������	��������
����������������!"����	
����
�����
��	�������������������������	�����
���	
��������������	������	�	���������	�����,���
����	�����������
��������������
���	
��������	�������
������������20;�Z9-��������	��������������������	�����������
6������4��������	������������������������	���	��	������������	�!
����������7�



108 ■ Global Retail Trends and Innovations 2019

U.S.A.

����&�
���	���<�
�4�¥>;2�=����¥	���������������������������	������������*�
�	
�������	������������	���
healthy and affordable food for all members of the community. This is important, as many communities 
������������
	
	����������������������
���������!�&���������������|]]��5
�������>;2�=���������
�
���
a traditional supermarket, while still providing healthy and affordable food. It also has a loyalty program, 
����"���&�	�
��)
������	����

���������
�����������	����7�
��	���������������������7	��	���
�����	���!�<
����
with this, the store offers a variety of social services, including nutritional guidance, shopping education, 
��������������
��
����[	��
��	�������	
��������	

�`�����
��
��
���	��!�<

����������������������7���	�����
taking place in a traditional supermarket environment. 

��	��	�������������������������	���������	��������
�	������	�
�����	�����	���������	�	���
��������������	���
experience. 

K E Y  D A T A

Country:�:!&!<!

Retailer: >;2�&�
���	���<�
�� 
[
	��	�����	����������������`

Format: 1 store 

Website: www.dmgfoods.org
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��,��
��
�
��������
�������

����
"���
�
���	�������

�������
�%��������4
The store provides affordable healthy food, particularly important in an area 
where there is not a large amount of affordable produce. SMG Salvation 
Army offers a traditional supermarket environment. The store features its 
own rewards program, which enables customers to receive exclusive offers 
on top of existing low prices, enhancing the experience.

��'������


����
"���

�����

������

The store provides many social services along with the traditional shopping 
experience. These services include nutritional guidance, shopping 
������	������������������
��
����[	��
��	�������	
��������	

�`������
��
�
planning. All are provided within the space of a traditional supermarket.
 

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

8()�[����	�������
�9�����
������
�������	�������	����������������	����	������	��������� �	������!
�����������	�����������	����	��	�����������	�����
������������������
���������������� ��	�������
the door and remains focused on “doing the most good”. The store opened in an area of Baltimore 
�������������	����� ����"��	���������	������	�
������5�
������������������������������	��	����
community.
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Denmark  

&��	�
�=���	���	�������	���������

�������	���
����	���5��
	�����������
���
�������
��������	�������
�����
�����
����	��>��
�������������������
����	��<��	���������	�������������
	��!�;�������������	�������������
are made from raw materials from Africa, where the chain has built a chocolate factory and employs locals 
���
�)��������������������	����	
	
��
���������	���	��;�{�
�	5����������
���
������	����~]]�������������
������	���	����������	���������������
������������������������
�!

&��	�
�=���	����������	��	��������
�����	�����
principles as other retail chains, but much of the 
�������������	��������	�����	�
����$�����	��<��	����
with the aim of helping African peasants achieve 
a better life through employment. The chain now 
������������������
����	��
�������
�

��	��	���
�����������-�������������
����������$������	��
ice cream or breakfast. The store also presents 
workshops, so customers can learn how to make 
its famous cream puffs.

K E Y  D A T A

Country:�>��
���

Retailer: &��	�
�=���	��

Format: 6���

�����§�|��������
����������

Website: www.socialfoodies.dk

Photos: Social Foodies
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�� &��	�
�=���	����������������������	���
����������������������������
help small farmers in Africa, sells sustainable sweets to consumers. 
The concept taps into consumers’ desire to do good through their 
purchases, but, whereas many retailers and brands today want to 
explore how they can cater to consumers who are increasingly aware of 
���	�����������
��	����&��	�
�=���	����	����������
������������
���
behavior into an even more conscious direction. 

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

Social Foodies produces great products and the sweets are very popular among the consumers. 
,���������������������	�����
����������	���

��;1�������������������	��0��������������	���
$J��	�[���	�����,����%������3��	���������
��������V�]���

�������	����	���� ��������	�������	���	����������������

���	������	����	����������������	��
����	��<�
�����������	����������������	���������������
����	����!����������	������[������9�������
���������������	���������	�����������������	����������������	��	��������������	�����	����	��������
controls the entire supply chain.
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Poland & Israel 

An example of “transparent shopping,” Balagan allows the customer to check out the product and learn what is 
	��
�����	��������	��!�*�
������������������	����������	������<���������j����������
	���	�������	�	����'������
and Tel Aviv. In Balagan, they merged the simple elegance of Polish design with the casual, universal look 
that characterizes Israeli streetwear. The production is based in the Warsaw area, creating jobs for the local 
community. Traditional craftsmanship and careful attention are prioritized. Balagan produces everything locally, 
	��6�������
�	�
����
�����B��
������&��	�!�<
����*�
������������
������
����	�
�������������

!�

In addition, shoppers at 
Balagan support the Social 
Initiatives Program that 
���������	
�������5��
	������

	��!�<��
�����\ª������������
����������	��������	���������� 
to various social initiatives. 

K E Y  D A T A

Country: Poland and Israel

Retailer: Balagan

Format: *�	�������
������������

Website: www.balaganstudio.com/
en/12/collective
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��#������
��
6����
������

�������0
Transparency of price, production and the Social Initiatives Program.

��������

���
��
��

)����
��������
��������������	����������	������
���	��!

��������
����������

\ª������������	����������������	�������	�
�	�	�	��	���!

�����������������
�����	��
���	������
*�
������������������
�������������
�����	�������������
�
������!�=���
����
�����������
�����������
�������	����	
	{������	���
�����������������	���	��
environmentally friendly.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

This is a bold initiative from ambitious designers who want to make the world a better place. 
Q�����	�"����	
�������������������	��������������������������������
�������	������������ �	���,���
������	����������������
���������	��	����������������	����������
�����������������	��
�	����	��	���
�������������	
�����������������������	������	��	���������	������������������
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Germany

&�	��*
������	�����]]��5
����������������������	���	�	����
���������

��������������������	����
	�����
������
interior as a statement, not a status.

����������������������������������������	�����	5�������	������	�������
���
�!����������������������������
��������������&�	��*
��������

���	���������������	
��������j����&����
��������	������$����	��6����1�������
&�����<��	��!�&�	��*
������	��	���������
�������
	�����	������>���*��������$���
����������
��������
������
��������������
	���	�����������	��
�=
�����&���	�!

K E Y  D A T A

Country: Germany, Munich

Retailer: Sois Blessed

Format: )������������

Website: www.soisblessed.com/
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��'�������
�
�����
��
���������
��	
����������
The Sois Blessed concept store is making a difference far beyond an 
��������	������������	��!�����>���*�������=
�����&���	�����	��������
����
to spend time, have lunch or just meet for coffee. The Sois Blessed 
team has created a cozy, but chic, atmosphere, which makes the stay as 
�
��������������	�
�!�=��5����
�����������������������	������������������
workshops, etc., contribute to create a place of encounter and exchange.

��'�������
�����

��	
������
-
���
*�
�

������
���	���

��
��������&�	��*
�����4����	��	��!���	��	������	��	����

�����‘place of 
values’!���
�������������������4�����	�����������������������
	���!�)���	�
�
cooperation, respect and team spirit are central to those responsible. The 
store wants to welcome guests into an atmosphere and interior that invite 

	����	��!�����j��{��¯���	��
����������
��
	{�������
�����������	�����������
����������	����������

����	�����
������
���	���±����������������

���	������
&�	��*
�����!�����&�	��*
���������
�	�������	�����	5������������������	���
based on and inspired by the children’s drawings. One hundred percent of 
�����������������j����&����
������	��������	������������	������$���������
offer the children what they need most: love and appreciation. To increase 
the impact of Sois Blessed, the designers are currently working  
on accessories and interior fabrics.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment

[��������������
���	
����
���������������������������	��	�������	�����������	��
����	�	���� ����
real difference. Sois Blessed focuses on encouraging and supporting others. With regular events 
�����	�����"�����������������[����J�������	� �����������
���	
������������3�������<����������������
	�����������	��������������������������������	���������
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�
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	���	��������������
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�����������
�����������	

�����������	������������������������
��������������
�!�)���������
����	�����������
the store are loaded with customers’ purchase history. 

������
�����������������	��
��������	��������������������	���
���
��������������������������������	���	�����
pamphlets, photos and tags on products, with information on the factories where products are produced 
and where each comes 
from. There is also a 
pair of headphones 
where customers can 
listen to sounds from 
����1!<!������������������
about the company’s 
donations to charities.  

K E Y  D A T A

Country:�:!&!<!

Retailer: Everlane

Format: Online+store

Website: www.everlane.com
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�����	��������
����	���	�������	���
forward aesthetic, has turned customers into loyalists and inspired the 
start up of other fashion brands.

��)���
	�����
6���
���������	�����	�	���
	������
�����	������
��	
����������������
���
feedback, to make inventory decisions. When in doubt, it stocks less. When 
	��
����

������6���
����������������5�	��
���������	����
������
��	����	����	���
more than two dozen factories worldwide. All of this generates the specter of 
�����	������	���������
�����
��������!�)����
�����	�������������
���������
��������
�������������������	�������������
���	��
����������!�1����������
�����6���
���4��������

���	���	�������
����
�������	��	��������������\_�]]]�
people added their names to the waiting list.

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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��	���	�����	�������������	����������������������	��	������ ������ �����	��������	���������������
������
��� �������������������	��	��������[����������������	��	�2�������-������������]����������!
�����	������	��������	��������������	��	�	���������
-����� ���������������	�
������	����	�������
that traditional designer brands tack on.
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Germany

'	�������&�66>=<)��"�������������	����������������
�
���
�����������������
��	�������������	��������!�
:�	��������������������������
���������&�66>=<)��"������
������������������	���������������	���������	���
��7	�	
	���	�����
������������	��������	�	�����

��	�������	

��	��������������������
������������!

���������}��]]��5
�&�66>=<)��"��	��2��
���������������
���������&�66>=<)��"���
�������<�
������	

�
�

�����	���������������^�
	

	���������
��������������	���
�������7	
	�����������
������	���
	�	
�
��	
��
���
�����!

K E Y  D A T A

Country: Germany,

Retailer: adidas

Format: &�66>=<)��"�

Website: www.adidas.de/
speedfactory
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automated and allows the creation and launch of new series of shoes 
within a very short time. The close proximity of the production facilities to 
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adidas to adapt the production of shoes perfectly to the needs and desires 
of customers. Based on data collected from professional runners and the 
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matches current trends and is optimized for the running experience and 
running conditions of consumers.
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needs of each athlete.
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States, the entire supply chain has been abbreviated. 

W H Y  I S  I T  I N N O V A T I V E ?

Ebeltoft  
Group Expert 

Comment
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and reduction of negative environmental effects is unparalleled in the footwear industry so far 
and will provide adidas a competitive advantage. Accelerating the production process allows the 
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emerging trends and the needs of its customers without waiting months for new shoes to be 
produced and shipped from the Far East.
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Ebeltoft POLAND
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Ebeltoft PORTUGAL 
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Ebeltoft ROMANIA 
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Ebeltoft RUSSIA
IRG I www.intrg.com

Ebeltoft SINGAPORE 
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Ebeltoft SOUTH AFRICA 
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Ebeltoft SPAIN 
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www.kissretail.com

Ebeltoft SWITZERLAND 
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Ebeltoft THAILAND 
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Ebeltoft U.K. 
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Ebeltoft U.S.A. 
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Ebeltoft AUSTRALIA 
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Ebeltoft BRAZIL 
2&�;>�2���µ�����&��{��³����!��
�!��
!���

Ebeltoft CANADA 
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Ebeltoft DENMARK 
Retail Institute Scandinavia
www.retailinstitute.dk

Ebeltoft FRANCE 
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Ebeltoft GERMANY 
2������(�
���������)����
��<2
www.nymphenburg.de

Ebeltoft INDIA 
RAMMS I www.ramms.co.in/

Ebeltoft IRELAND
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Ebeltoft ITALY
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��!	�

Ebeltoft THE NETHERLANDS
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Tracking Retail Innovation trends around the world...
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Ebeltoft GROUP
www.ebeltoftgroup.com
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For the past 14 years, Ebeltoft Group has been tracking 
innovative retail concepts across the globe. Many factors are 
pushing retailers to accelerate the rhythm of their reinvention: 
digitalization and retail-tech creativity; new, more horizontal 
relationships between brands and customers; and the surge 
toward radical differentiation in stagnating markets.

In addition to new game-changing retailers developing 
disruptive formats, more traditional retailers have launched 
reinvention as well. The 26 member companies of Ebeltoft 
Group witness this through consulting projects across 
all regions, formats and industries. Retailers are racing to 
create new formats, offer new added values and explore 
new frontiers. Global Retail Trends & Innovations highlights a 
selection of these bold initiatives.

What Global Retail Trends & Innovations also does is 
demonstrate the intimate involvement of the customer in 
the innovation process. If technology remains a major driver 
for innovation, it must be applied usefully to serve consumer 
needs. Most of the innovations showcased in this issue rely 
on a deep, intimate understanding of how people live, dream 
and shop.

What if the next retail revolution is…the customer?

Vive le commerce!

G L O B A L  S P O N S O R

We are a global alliance of retail consulting companies with 
member companies in more than 25 mature and emerging 
retail markets.

Since 1990, we have been helping retailers and their suppliers 
remain competitive and achieve their goals by blending 
global retail expertise with members´ local insight. Ebeltoft 
Group serves 36 of the top 100 retailers and 29 of the top 50 
manufacturers worldwide.

Ebeltoft Group´s global studies and publications include 
Digital Impact to Retail (2018), Horizontal Retail (2017), 
Services at Retail (2017), Global Cross Channel Report (2014), 
Retail Internationalization (2013), NeoConsumer (2011), The 
Trust Factor (2011) and Environmental Sustainability (2010).

For a personal presentation about current retail innovations, 
trends and cases, or information about our latest global 
publications, research and services, please contact Ebeltoft 
Group or visit www.ebeltoftgroup.com
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