
Retail is Dead -
Long Live Retail! 

In c o l l a b o r a t i o n w i t h : 

FCPflED 

Now is the time to decide 

what the future looks like 

for brick-and-mortar stores. 

By M ichae l A p p l e b a u m 
o t long ago , it w o u l d have been he­
ret ical t o sugges t t ha t phys ica l s tores 
cou ld g o t h e way of t h e d inosaur . But 
over t h e last 18 m o n t h s , an endless 
wave of nega t i ve news c o v e r a g e of t h e 
so-ca l led "reta i l a p o c a l y p s e " has c re ­

a ted t h e impress ion tha t any retai l bus iness tha t 
rel ies m o r e on conc re te t han c l icks fo r its sales is 
d o o m e d t o i r re levance, if no t e x t i n c t i o n . A Busi­
ness Insider s to ry late last year s u m m e d up t h e 
preva i l ing w i s d o m : " B r i c k - a n d - m o r t a r reta i lers 
are c a u g h t on t h e w r o n g side of t h e d ig i ta l shif t 
in retai l , w i t h many s tuck in a d a n g e r o u s cyc le of 
fa l l ing f o o t t ra f f i c , dec l i n ing c o m p a r a b l e - s t o r e 
sales and increas ing s tore c losures. Over 8 , 6 0 0 
retai l s tores cou ld c lose th is year in t h e U.S. [an 
e s t i m a t e d 7,795 c losed , per U B S ] , m o r e t han t h e 
p rev ious t w o years c o m b i n e d . " 

Such b lanket s t a temen ts , wh i le t r ue , pa in t an in ­

c o m p l e t e p i c tu re of t h e s tate of t h e indus t ry . Yes, 
th is c o u n t r y has t o o m a n y s tores. There are 22 b i l ­
l ion square fee t of retai l in t h e U.S., or a b o u t 6 8 
square fee t f o r every m a n , w o m a n and ch i l d . (The 
next c losest c o u n t r y is Eng land , w i t h t h ree square 
fee t per person. ) Bu t there 's ano the r s ide t o t h e 
story. First, let's t r y t o separa te fac t f r o m f i c t i on : 

• The vast ma jo r i t y of retai l sales - m o r e t han 
9 0 % , a c c o r d i n g t o s o m e es t imates - sti l l c o m e 
f r o m b r i c k - a n d - m o r t a r s tores. For res ter p re ­
d ic ts tha t on l ine sales wi l l a c c o u n t fo r 17% of 
all U.S. retai l sales by 2 0 2 2 , up f r o m a p p r o x i ­
ma te l y 13% in 2017. 

• Research shows tha t consumers t rus t t h e ex­
per ience of s h o p p i n g at phys ica l m e r c h a n t s 
mo re t han on e - c o m m e r c e sites, and t h a t 
b r i c k - a n d - m o r t a r s tores re ta in s o m e inherent 
advan tages . For ins tance, a 2017 research re­
p o r t by Frost and Sul l ivan f o u n d tha t a s h o p ­
per 's ab i l i t y t o hand le and eva luate a p r o d ­
uct w i t h i m m e d i a c y o f t e n o u t w e i g h s a lower 
pr ice f o u n d on l ine. 

• Success at retai l is no t abou t square f o o t a g e , 
bu t w h a t you d o w i t h it. Even in the mos t cha l ­
lenged sectors, there are e m e r g i n g success 
stor ies. For example , a Fortune ar t ic le last year 
pro f i led h o w p r e m i u m malls in u p - a n d - c o m i n g 
areas across the U.S. are renewing themse lves 
w i th be t te r restaurants , en te r t a i nmen t and ac­
t iv i t ies, e m p l o y i n g open-a i r f o rma ts and a mix 

of upscale and t rad i t iona l retai lers t o a t t rac t 
cus tomers w i t h m o r e d isposab le income. 

Wh i le the above po in ts i l lustrate a s imple t r u th -
tha t t he store still ma t te rs - retai lers can take only 
so m u c h solace f r o m this reality. Today's shoppers 
have t o o many op t ions , and their expec ta t ions for 
a f lawless exper ience across all purchase and dis­
t r i bu t i on channels are only ge t t i ng higher. Increas­
ingly, consumers are be ing cond i t i oned by the ease 
of onl ine shopp ing t o raise no t only thei r s tandards 
and expec ta t ions b u t also their wi l l ingness t o a b o r t 
t he shopp ing mission at any s igni f icant po in t of 
f r i c t ion . Of course, such de fec t ions are not l imi ted 
t o b r i ck -and -mor ta r stores. Typical onl ine shopp ing 
car t a b a n d o n m e n t rates of anywhere f r o m 55% to 
8 0 % mean tha t e - c o m m e r c e players are also leav­
ing mil l ions of dol lars on the tab le . 

In l ight of these t rends , i ndus t r y expe r t s are b e ­
c o m i n g increas ing ly voca l a b o u t t h e need t o s tar t 
re th ink ing t h e ve ry de f i n i t i on o f a s tore and all 
t ha t it entai ls . 

Next Generation of Retail 
Recogn iz ing tha t o ld mode l s are no longer wo rk ­
ing and aware of t h e p rom ise tha t lies in the next 
gene ra t i on of physica l s tores, FCB/RED and Chute 
G e r d e m a n ( the des ign f i r m FCB /RED acqu i red 
last A u g u s t ) are cal l ing fo r a who lesa le change in 
the evo lu t ion of retai l s tore env i r onmen ts . N a m e ­
ly, t hey are u rg ing b rands and retai lers t o re th ink 
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the i r s t ra teg ies fo r h o w t o max im ize t h e physica l 
s to re space and e n g a g e w i t h shoppers in m o r e so­
ph is t i ca ted , re levant and exc i t ing n e w ways. 

" W e are o v e r d u e fo r a c h a n g e in phys ica l re ta i l , 
a n d e v e r y o n e in t h e i ndus t r y needs t o be t h i n k i n g 
a b o u t w h a t t h a t f u t u r e looks l ike," says Tina Man i -
kas, p res iden t o f FCB /RED. " W e all k n o w t h a t t h e 
o l d m o d e l s of s tores are h o l d i n g us back . Just ask 
a Mi l lennia l . They sti l l l ike phys ica l retai l in t e r m s 
o f t o u c h bu t t hey d o m o s t of the i r sea rch ing , 
b u y i n g and i n f o r m a t i o n g a t h e r i n g s o m e w h e r e 
else. N e w and c o m p e l l i n g e l emen ts are n e e d e d 
t o c rea te successfu l e n v i r o n m e n t s n o w and in to 
t h e f u tu re . " 

Manikas and her co l leagues env is ion a t i m e 
w h e n marke te rs and c u s t o m e r s al ike v i ew s h o p ­
p ing in phys ica l s tores as c o m p l i m e n t a r y t o o n ­
line s h o p p i n g , no t as c o m p e t i t i v e th rea ts t o one 
ano the r or mu tua l l y exc lus ive act iv i t ies . A n d they 
have s o m e b o l d p red i c t i ons a b o u t w h a t s tores 
wi l l look like in t h e years t o c o m e . (See p a g e 19). 

" W e bel ieve tha t physica l retai l wi l l b e c o m e a 
robus t ex tens ion o f on l ine de l i ve ry and subscr ip ­
t i on buy ing , " says Cur t Munk, senior v ice p res ident 
of s t ra tegy at FCB/RED. "Physical stores mus t t a p 
in to the e m p a t h e t i c t echno log ies fo r shopp ing 
t h a t we' l l all be using in our lives and in tegra te 
t h e m into one hol is t ic exper ience . You can ' t a b a n ­
d o n t h e th ings y o u d o at h o m e w h e n y o u g o into a 

store. It mus t b e c o m e par t of tha t i n teg ra ted sys­
t e m because the way w e shop is b e c o m i n g m o r e 
and m o r e a par t of t he w a y w e live." 

In t h e m e a n t i m e , t rad i t i ona l retai l e n v i r o n m e n t s 
increas ing ly seem stat ic and unrespons ive t o 
d e m a n d s fo r a m o r e sa t is fy ing c u s t o m e r expe r i ­
ence. That is w h y ma jo r reta i lers inc lud ing Kroger , 
S ta rbucks , W a l m a r t and Target are m a k i n g b ig 
be ts on n e w s to re f o r m a t s and des igns. Target , 
fo r examp le , is invest ing bi l l ions of do l lars t o over­
haul m o r e t han half o f its a p p r o x i m a t e l y 1,800 
U.S. cha in s tores. Its p r o t o t y p e s to re in Hous ton 
has t w o d is t inc t en t rances (one w i t h a S ta rbucks 
and an area w i t h exc lus ive b rands and seasonal 
i tems, and ano the r lead ing t o a f o o d marke t ) as 
wel l as a d e d i c a t e d cu rbs ide g r o c e r y p i c k u p area. 
Inside fea tures inc lude c lear ly de l i nea ted d e p a r t ­
m e n t s w i t h ind iv idua l f l oo r i ng ; c u r v e d w a l k w a y s 
lead ing t o f ea tu red d isp lays at t h e m i d d l e of t h e 
store; lower shelves fo r easier access; and large 
w i n d o w s t o let in m o r e natura l l ight. 

Target 's dua l en t rance f o r m a t - or a simi lar 
des ign t h a t addresses d i f f e ren t needs or m o t i ­
va t ions fo r s h o p p i n g in any g i ven c i r cums tance 
- cou ld be d u p l i c a t e d across many retai l sec­
to rs , says Mind i Trank, v ice p res iden t of s t ra tegy 
at Chute G e r d e m a n . Rather t h a n cater t o d i f fer ­
en t d e m o g r a p h i c pro f i les or t y p e s of shoppe rs , 
Target 's redes ign addresses t w o d is t inc t shoppe r 

need states: speed and insp i ra t ion , Trank argues. 
" S o m e shoppe rs w a n t t o g e t in and o u t qu ick ly ; 
o the rs w o u l d like t o exp lo re and discover , " she 
says. " I t 's a smar t way o f keep ing pace, faster 
or s lower, w i t h a m o r e d iverse set of c o n s u m e r 
needs and behav io rs . " 

Staying 'Alive' 
For t hose on t h e f r o n t lines of t h e c h a n g i n g face 
of retai l , t oday ' s ma rke tp l ace inc ludes m a n y for­
w a r d - t h i n k i n g c o n c e p t s and ideas. Chu te Gerde ­
m a n is a p r o p o n e n t o f c rea t ing a s to re env i ron ­
m e n t t ha t is f l u id , respons ive and "al ive." It uses 
t e r m s like " con tex tua l l y re levan t " t o desc r ibe h o w 
s o m e retai lers - i nc lud ing t h e eve r - chang ing Sto­
ry ou t le t in N e w York Ci ty or t h e 2 , 5 0 0 - s q u a r e -
f o o t p o p - u p s to re D e b u t in Minneapo l is ' Mall o f 
A m e r i c a - cons tan t l y reshuf f le the i r asso r tmen t , 
layout and inter ior des ign t o suit t h e cu r ren t e thos 
o f the i r pa t rons . E lsewhere, appare l reta i lers like 
U rban O u t f i t t e r s have successfu l ly e m p l o y e d 
m ixed -un i t , m u l t i - p u r p o s e spaces t o c reate diver­
s i f ied o f fe r ings tha t e n c o u r a g e repeat vis i ts. 

For Jay H igh land , ch ie f c rea t i ve o f f i cer at Chu te 
G e r d e m a n , it all c o m e s d o w n t o keep ing shop ­
pers in te res ted and e n g a g e d . " W e need t o pu t 
t h e thea te r back in to reta i l , " he says. 

One way t o d o tha t is t o re th ink t h e role o f in­
nova t i on and t e c h n o l o g y w i t h i n a retai l env i ron -
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FIVE RETAIL 
PREDICTIONS 

men t . Much of t h e cu r ren t buzz is a r o u n d a d d i n g 
s to re fea tu res tha t p r o v i d e s o m e new c o n v e ­
n ience or st r ike t h e shopper ' s f a n c y - t h ings like 
us ing ar t i f ic ia l in te l l igence too ls i nc lud ing chat -
b o t s t o i m p r o v e c o m m u n i c a t i o n b e t w e e n e m ­
p loyees and cus tomers , or v i r tua l - rea l i t y enab led 
dev ices t o c rea te a m o r e in te rac t i ve and t h r e e -
d imens iona l exper ience b e t w e e n c u s t o m e r s and 
p r o d u c t s . "These e lemen ts on the i r o w n d o no t 
m a k e a s tore, " cau t ions Munk. 

Instead, t h e a g e n c y advoca tes using t e c h n o l ­
o g y t o learn m o r e a b o u t consumers and t o bu i ld 
a p l a t f o r m f r o m w h i c h t o launch m o r e m e a n i n g ­
fu l and persona l i zed " d a t a - e n h a n c e d " expe r i ­
ences. "Techno logy wil l exist t o enhance t h e 
s h o p p e r exper ience , b u t t h e bes t use of t ech is 
a b o u t increased ease, insp i ra t ion and pe rsona l ­
izat ion, " says Munk. " I t isn't real ly a b o u t t h e t e c h , 
b u t a b o u t t h e resul ts o f t e c h . " He a rgues t h a t all 
o p e r a t o r s can b o r r o w cues f r o m fash ion re ta i l ­
ers like Mon t rea l -based menswea r b rand Frank & 
Oak and w o m e n ' s fash ion b rand Revolve, b o t h of 
w h i c h are c o m b i n i n g h i gh - t ech fea tu res w i t h da ta 
ana ly t i cs t o e n g a g e w i t h c u s t o m e r s in po ten t ia l l y 
t r a n s f o r m a t i v e ways . 

A m a z o n t oo , of course, is n o w b r i ng ing its p o w ­
erhouse da ta mach ine and vast ana ly t ics exper t i se 
in to t h e b r i c k - a n d - m o r t a r space. A t an A m a z o n -
o w n e d b o o k s t o r e in the Wr ig leyv i l l e ne ighbor ­
h o o d of Ch icago, b o o k s are set on shelves w i t h 
covers fac ing o u t w a r d , no t on ly fo r easier v i ew ing 
bu t also so t h a t cus tomers can easily scan a bar 
c o d e tha t de l ivers rev iews and o the r i n fo rma t i on 
t o the i r s m a r t p h o n e s . Ded ica ted areas are g iven 
t o b o o k s on displays a r ranged by star ra t ings, 
wh i le t he overal l layout features gene rous o p e n 
space, m o d e r n f in ishes and an Echo Dot s ta t ion . 
Go ing f o r w a r d , A m a z o n may wel l b r ing a similar 
k ind of da ta -d r i ven merchand is ing a p p r o a c h t o 
its W h o l e Foods stores, w h e r e t h e ac t i va t ion t o 
th is po in t has c o n c e n t r a t e d main ly on p r o m o t i n g 
lower pr ices. 

Marketers can also look t o a l te rna t ive c h a n ­
nels fo r insp i ra t ion . A t t h e n e w Del ta t e rm ina l at 
N e w York 's LaGuard ia a i rpo r t , large sect ions are 
d e v o t e d t o h i gh -qua l i t y QSR-s ty le commissa r ies 
w i t h se l f - checkou t k iosks fo r faster serv ice , wh i le 
ch ic res tauran ts fea tu re h i gh - t ech conven iences 
like ind iv idua l iPad s ta t ions fo r genera l b r o w s i n g , 
m e n u se lec t ion and o r d e r i n g . "These k inds of in ­
nova t ions no t on ly raise t h e bar of w h a t c o n s u m ­
ers e x p e c t w h e n t hey t rave l , b u t it b leeds over 
in to the i r b roade r set of s tanda rds and e x p e c t a ­
t ions fo r all re ta i l - re la ted exper iences , " obse rves 
H igh land . 

Getting Smaller, Going Local 
From b i g - b o x retai lers t o supermarke t chains, re­
tai lers are acce lera t ing the t r e n d of b ranch ing ou t 
into new store fo rmats . Kroger 's Fresh Eats MKT in 
Oh io and H-E-B's Central Markets in Texas are t w o 
n o t e w o r t h y examples of t he shi f t t o w a r d smaller, 
local ized a n d / o r spec ia l ty f o rma ts w i t h persona l ­
ized asso r tmen ts and services bui l t a round ind iv id ­
ual c o m m u n i t y pre ferences. Many of these b o d e ­
ga- insp i red stores are located in u rban or exurban 
areas and of fer a level of conven ience and f lex ib i l ­
i ty tha t cook ie - cu t t e r supers tores canno t ma tch . 
"The days of d r o p p i n g a 1 5 0 , 0 0 0 - s q u a r e - f o o t box 
into a suburb are wan ing , " says H igh land. "Reta i l ­
ers are re imag in ing thei r assor tmen ts based o n 
smaller f oo tp r i n t s and are ask ing themselves: H o w 

d o w e show up where our shoppers are? They 've 
b e g u n t o accep t t he idea tha t it is no t necessary t o 
make every i tem avai lable under one roof." 

By no means are these s imp le so lu t ions, h o w e v ­
er. Retai lers face a va r ie t y of cha l lenges in t a k i n g 
on n e w store f o r m a t s . These inc lude: 

• Asso r tmen t . Generally speaking, less is more. 
Shoppers d o bet ter wi th fewer choices that are 
curated for t hem. They tend to buy more and are 
happier overall w i th the shopping experience. 

• D i v e r s i f i c a t i o n . In a d d i t i o n t o d e t e r m i n i n g 
t h e ideal size and f o r m a t fo r a g i ven loca t ion , 
a retai ler mus t d e c i d e w h e t h e r t o o f fe r s o m e 
sor t of a serv ice, educa t i ona l c o m p o n e n t or 
e n t e r t a i n m e n t f ea tu re t ha t helps d r ive t ra f f i c . 
Wa lg reens , fo r examp le , is p i l o t i ng a new o p ­
t ica l p r o d u c t s and serv ices sec t ion in its Ch i ­
c a g o area stores in an a t t e m p t t o e x p a n d t h e 
retai ler 's ro le in shoppe rs ' l ives. 

• M e r c h a n d i s i n g . Crea t ing a cu ra ted assor t ­
m e n t in t h e c o n t e x t o f a t ru l y local exper ience 
requi res an agi le a p p r o a c h t o merchand i s i ng 
- one t h a t is i n f o r m e d by da ta and ins ights 
in to c u s t o m e r p re fe rences - t o keep shelves 
p rope r l y s tocked . Smal ler and m o r e cu ra ted 
stores have t o be m a n a g e d be t t e r because a 
single ou t -o f - s t ock is a h igher p e r c e n t a g e of 
t h e t o ta l SKU a s s o r t m e n t in smal ler s tores. 

W i t h i n ex is t ing f o r m a t s , reta i lers are c o m p e t i n g 
harder fo r y o u n g e r c u s t o m e r s by p r io r i t i z ing dif­
f e ren t pa r t s of t h e s tore. For examp le , recogn iz ­
ing tha t M i l l e n n i a l t e n d t o shop t h e pe r ime te r of 
g r o c e r y s tores, m a n y retai lers are p lac ing g rea te r 
emphas is on sec t ions like f resh f o o d s , seasonal 
p r o d u c t s and beer and w ine . "This c reates a vac­
u u m in t h e cen te r -s to re and an o p p o r t u n i t y t o cal l 
ou t key CPG ca tegor ies like beau ty , baby and pe t 
f o o d in w h i c h t o c reate m o r e i m p a c t f u l b r a n d ­
ed exper iences , " no tes Trank. For ins tance, it is 
c o m m o n n o w for large cha in reta i lers t o fea tu re 
enhanced b e a u t y / p e r s o n a l care sec t ions w i t h 
d e d i c a t e d c u s t o m e r serv ice pe rsonne l and m o r e 
p r o m i n e n t m a r k e t i n g and p r o m o t i o n a l c a m p a i g n s 
by ind iv idua l b rands . 

These k inds of a d v a n c e m e n t s are t ab l e stakes 
in an indus t ry w h e r e u n p r e c e d e n t e d levels of 
c o m p e t i t i o n and channe l b lu r r i ng are a l l ow ing 
on ly t h e s t ronges t reta i lers t o surv ive. W i t h n o w 
even 7-Eleven o f fe r i ng " res tauran t q u a l i t y " meals, 
there 's no l imi t t o h o w far any g i ven reta i ler can 
e n c r o a c h in to ano ther ' s te r r i t o ry . " W h a t we ' re 
seeing n o w all over t h e retai l sphere is t h e b lu r r i ng 
of lines b e t w e e n sel l ing and expe r i enc ing , " says 
Munk. "The o ld b rands d o n ' t have a lock on c o n ­
sumers , and t h e n e w b rands are f i g h t i n g fo r b o t h 
pe rcep tua l and hab i tua l space whe reve r t hey can 
g e t it. It is g o i n g t o con t i nue t o be te r r i f y i ng fo r 
t h e b rands and reta i lers t h a t resist change , and 
ve ry exc i t i ng t o be a c o n s u m e r and shopper , in 
t h e years t o c o m e . " 

A g a i n s t t h e d r u m b e a t o f nega t i ve news cov ­
e rage , Munk and his co l l eagues rema in o p t i m i s ­
t ic a b o u t t h e f u t u r e o f b r i c k - a n d - m o r t a r re ta i l . 
"Phys ica l re ta i lers are sti l l ve ry i m p o r t a n t t o 
c o m p l e t i n g t h e c u s t o m e r expe r i ence , " says Man -
ikas. "S to res p r o v i d e a level o f serv ice and o f fe r 
a sense o f c o m m u n i t y , e x p l o r a t i o n and d i scove ry 
t h a t - at least t o th is po i n t - c a n n o t be rep l i ca ted 
on l ine . " 

E d i t o r ' s n o t e : Part t w o of th is series wi l l d iscuss 
t h e resu rgence of b rands at reta i l . It wi l l be p u b ­
l ished in t h e Ju ly issue of Shopper Marketing. W 

Brands without experiences will 
fade. Research s h o w s tha t t h e vas t 
m a j o r i t y o f c o n s u m e r s w i l l pay m o r e 
f o r a b e t t e r phys ica l re ta i l e x p e r i e n c e 
a n d t ha t p r o d u c t s a n d serv ices are no 
l o n g e r e n o u g h t o c rea te a m e a n i n g f u l 
d i f f e r e n t i a t i o n . S t a g i n g exper iences t h a t 
c rea te sha rab le m o m e n t s a n d spaces is t h e 
o n l y w a y t o es tab l i sh p r e m i u m o f f e r i n g . 

Stores will find new ways to become 
more tangible. The u rge t o t o u c h a n d 
fee l a p r o d u c t be fo re m a k i n g a purchase 
wi l l keep shoppe rs head ing t o s tores -
even as t h e on l i ne expe r ience ge ts bet te r . 
W h e t h e r i t 's in f o o d , fash ion or h o m e repair , 
s to res t ha t successfu l ly execu te t ac t i l e -
d r i ven s t ra teg ies t h r o u g h t r ia l , d e m o s , 
classes a n d v ideos wi l l have t h e e d g e . 

"Phygital" will dominate. T e c h n o l o g y 
w i l l g r o w , b u t l a rge l y inv i s ib l y - t h r o u g h 
i nc reased use o f pe rsona l d i g i t a l 
ass is tan ts , f o r e x a m p l e . In t w o years , 
ha l f o f al l searches w i l l be c o n d u c t e d by 
a v o i c e - e n a b l e d dev i ce , per c o m S c o r e , 
a n d v o i c e c o m m e r c e in t h e U.S. w i l l 
e x p l o d e ove r 2 0 0 % in t h e nex t f i ve years 
t o b e c o m e a $ 4 0 b i l l i on i ndus t r y . By 
2027 , 9 2 % of f r o n t - l i n e sales p e o p l e can 
b e r e p l a c e d by a m a c h i n e , pe r an O x f o r d 
Un i ve r s i t y s t udy . 

Risks will be rewarded. Re ta i l e rs 
have t o l ive up t o t h e " g u e s t " p r o m i s e : 
Make t h e s h o p p e r fee l happy t o be in t h e 
s t o r e . T h i n k less a b o u t c o n v e r s i o n a n d 
m o r e a b o u t c r e a t i n g b r a n d c o n v e r t s . 
Use i n n o v a t i v e m e r c h a n d i s i n g s o l u t i o n s 
t o te l l a s to ry , c r e a t e he roes a n d r e t h i n k 
c a t e g o r y n o r m s . In th is w a y t h e idea o f 
phys i ca l re ta i l w i l l b e g i n t o m o r p h i n to a 
m o r e l ibera l d e f i n i t i o n o f w h a t a s t o r e is, 
a n d w h a t it can d o in ou r l ives. 

Stores will become media, c a l l i t 
S h o w r o o m i n g 2 .0 . Reta i l w i l l u l t i m a t e l y 
b e c o m e a m a r k e t i n g f u n c t i o n , n o t a sales 
f u n c t i o n , p r e d i c t s a u t h o r D o u g S tephens . 
The p o w e r o f a phys ica l e x p e r i e n c e t o 
c rea te a las t ing b r a n d i m p r e s s i o n has 
a l m o s t no peer in t r a d i t i o n a l m e d i a , a n d 
t h a t e x p e r i e n c e is v a l u a b l e t o b rands . 
In a d d i t i o n , A m a z o n a n d poss ib l y o t h e r 
t e c h g ian ts wi l l c o n t i n u e t o e x p a n d i n to 
b r i c k - a n d - m o r t a r re ta i l , c r e a t i n g r o b u s t 
ex tens ions o f t he i r on l i ne d e l i v e r y / 
s u b s c r i p t i o n serv ices a n d f o r c i n g 
t r a d i t i o n a l re ta i le rs t o c o m e up w i t h m o r e 
i m p a c t f u l ways o f us ing t h e phys ica l s t o re 
space . 

FCB/RED is an award -w inn ing , t op - ranked retail agency special izing in shopper market ing , b rand engagement , 
env i ronmenta l design and digi tal t o physical commerce . The agency exists to improve the lives of shoppers . From 
innovat ion to imp lementa t ion , FCB/RED provides strategic perspect ive and 3 6 0 ° tact ica l b readth to ignite the 
shopper exper ience. In 2017, FCB/RED acqui red top - ranked env i ronmenta l design f i rm Chute Gerdeman. Together 
they of fer wor ld-c lass, seamless solut ions that hol ist ical ly address the needs and desires of today 's in-cont ro l , 
omnichannel shopper in 8 0 + markets. Visit t h e m at f cb red .com and chu tege rdeman .com. 

About the 
Sponsor 

http://fcbred.com
http://chutegerdeman.com

