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OVERVIEW: A SHOPPER JOURNEY

Out of town

How can out of town stores stay relevant as much of their space will become
redundant going forward?

Can they pivot on existing infrastructure, supply chain integration and assets?

Are there examples for successful transformations?

High street

How can the high street innovate? What is the triple bottom line?
Why is predestrianisation such a buzz theme?

What will be the impact on logistics?

What will the smart city mean for retailing?

Will same day delivery morph into crowdsourced models?

Why are independent book stores in the USA growing again — in spite of
Amazon or because of Amazon?

What is the future of the convenience store? Why are travel locations so
significant?

Logistics

How will logistics reorganisation drive a revival of both high streets and out of
town?

How can bricks and mortar players copy the rise of prime and what can they
do about it?

Will Heathrow's Terminal 5 logistics set up become a model for the future
high street? Westfield is using the same model already, there are other EU
examples.

How big will the modal shift become? Will logistics be all about the road in
future?

Technology

How can stores mimmick the ecosystem approach so successfully deployed by
online players such as Amazon or Apple (kindle, iTunes)?

Will clienteling transform department stores, luxury players and car
showrooms, what about other sectors?

What loyalty approaches enable real time data visibility in store? Showing
path to purchase history, consideration index and so on and thereby driving
up conversion rates and enabling up-selling?

Creating destination status

How can store based players combat the rise of online marketplaces by
adopting similar models in the physical world? Who is doing this already?

Why has Giraffe Watford become the best performer in the whole Group?

Are restaurants the only way to drive future footfall into out of town centres?
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STORE PICTURES

Nespresso Store

M&M store, London

Ritter Sport store, Berlin

Nivea store, Berlin

Rewe, Aldi Mannheim

M&S, Marble Arch, London

Amazon locker, London

Chronodrive, Paris

The 3D Print Store, Farringdon, London
Chez Jean, Paris

Circle K, Hong Kong

Rewe to go

Hubiz, Paris

Monop' station

Click & collect locker, Copenhagen
IKEA, Nuernberg

Rewe, Muehlheim

Tesco, Watford

Carrefour, Paris

Auchan, Paris

Arcimbo

Casino

BIC store, Paris

The Old Amsterdam Cheese Store, Amsterdam
Planet Modulor, Kreuzberg, Berlin
Apple store, Lincoln Park

Sourced Market, London St. Pancras
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TESTIMONIALS AND CLIENTS
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«For us the ResearchFarm reports are so useful. The information provided give us the opportunity to
increase our knowledge about the retail industry and its key trends.» Rafael Florez CEO GS1 Columbia

«l found it very insightful. [...] Impressed with the amount of information that has been covered by
your report.» (Retail merchandising company)

«l found the document easy to read, well laid out and the content thought-provoking. It reminds me
of the major considerations that affect our markets, and to address these key issues when approa-
ching the global brands and retailers.» (Technology supplier)

«The content is very interesting to us, as we look after many of the largest shopping centres and we
also represent many international retailers entering our market. There is plenty of food for thought.»
(Property consultants)

«It was helpful. It helped me to persuade my boss to take on a project about e-commerce research. |
was really surprised by the importance of legal issues. | never read that elsewhere before.» (Govern-
ment)

«Thank you again for the study. These are very, very interesting, well explained (so, logical) predic-
tions. Highly reliable and useful (I like the idea very much that loyalty schemes will move onto smart-
phones). It’s quite impressive!» (Publishing group)

«On DLF’s (Danish Association of Fast Moving Consumer Goods Manufacturers) New Years Confer-
ence we had the great pleasure to hear ResearchFarm speak about future trends in online grocery re-
tailing. The feed back from the conference participants was very positive as they gave ResearchFarm’s
presentation the highest score of all speakers, finding the analysis about the key success factors of
chosen EU and US online retailers both very interesting and inspiring. We can therefore give Research-
Farm our best recommendation.»

Dagligvareleverandgrerne — Danish Association of Fast Moving Consumer Goods Manufacturers
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