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THE EVOLUTI 

The Experience 
Factor In col laborat ion with: 

FCPrtcD 
As brands and retailers work to elevate the in-store 

experience, marketers must raise the bar for the future. 
By Michael A p p l e b a u m 

hat d o a beve rage c o m p a n y , 
fash ion retai ler and t e c h n o l ­
o g y serv ice p rov ide r all have in 
c o m m o n ? Each one increas ing ly 
v iews t h e phys ica l retai l env i r on ­
m e n t t h r o u g h t h e lens of a suc­

cessfu l shoppe r exper ience . A n d wh i le marke te rs 
fo r t hose c o m p a n i e s agree on t h e i m p o r t a n c e of 
de l i ve r ing a pos i t i ve exper ience as one of t h e f e w 
rema in ing d i f f e ren t ia to rs (if no t t h e on ly one) fo r 
b r i c k - a n d - m o r t a r s tores, exac t l y w h a t t hose ex­
per iences look like and t h e role t hey p lay fo r re­
ta i lers may be vast ly d i f fe ren t in each case. 

For Coca-Co la , c rea t i ng retai l exper iences is 
a b o u t p r o v i d i n g shoppe rs w i t h "po in t s of inspi ra­
t i o n " t ha t he lp b r i ng m a r k e t i n g so lu t ions t o life, 
says Apr i l Carl isle, v ice p res iden t of s h o p p e r mar­
ke t i ng , Coca-Co la Co. " M o r e t h a n ever, s h o p p i n g 
needs can be fu l f i l led w i t h o u t leaving one's h o m e . 
This means t h a t shoppe r ' s expec ta t i ons fo r t h e 
retai l expe r ience in -s to re are h e i g h t e n e d t o make 
t h e t r i p t o t h e s to re a va lue p ropos i t i on . " 

Consumer p a c k a g e d g o o d s c o m p a n i e s such 
as Coca-Co la are h o p i n g t o e levate t h e in -s tore 
exper ience as a way t o energ ize retai l t ra f f i c at 
a t i m e of su rg ing on l ine sales. E - c o m m e r c e sales 
of CPG p r o d u c t s j u m p e d 16% last year t o a b o u t 
$ 4 5 3 b i l l ion, a c c o r d i n g t o S ta t i s ta .com. By 2 0 2 5 , 
t h e on l ine g r o c e r y marke t is p r e d i c t e d t o reach 
$100 b i l l ion and c a p t u r e o n e - f i f t h of t o ta l U.S. 
g r o c e r y retai l sales, based on a s tudy by Nielsen 
for t h e F o o d Marke t ing Inst i tu te . 

Michael R u d o l p h , senior b rand m a n a g e r fo r 
Stella A r to i s , Anheuse r -Busch , says t h a t wh i le 
beer, w ine and spir i ts marke te rs can c o u n t on t h e 
ma jo r i t y of sales c o m i n g f r o m retai l s tores, it is 
g r o w i n g m o r e d i f f i cu l t t o ga in s h o p p e r s ' a t t e n ­
t i on in a w a y tha t adds clear va lue t o t h e phys i ­
cal exper ience . "Today 's shoppe rs are d i s t rac ted 
cons tan t l y , " he says. "You w a n t t o d i s rup t t h e m 
at ve r y spec i f ic loca t ions inside t h e s tore w i t h o u t 
t ak i ng t o o m u c h t i m e away f r o m the i r miss ion . 
A n y exper ience t h a t y o u create has t o c lear ly t ie 
in w i t h y o u r overa l l c a m p a i g n or message. " 

For Stella A r to i s , t ha t inc ludes en t i c ing shop ­
pers t o pa r t i c i pa te in a char i tab le t ie - in ( for ex­
amp le , t h e b rand dona tes wa te r t o d e v e l o p i n g 
coun t r ies based on sales of a l im i t ed -ed i t i on Chal ­
ice as pa r t o f a c lean wa te r c a m p a i g n ) as we l l as 
e d u c a t i n g shoppe rs a b o u t f o o d pa i r ings t h r o u g h 
samp l ing events . As c o n s u m e r s con t i nue t o t r a d e 
up across all beve rage ca tegor ies , the i r s tanda rds 
and expec ta t i ons fo r an expe r ience wi l l on ly be ­
c o m e higher, says R u d o l p h . " W e have t o de l iver 
on our b r a n d p r o m i s e in every way, i nc lud ing t h e 
shoppe r exper ience . " 

Defining Experience 
A c c o r d i n g t o indus t ry observers , marke te rs are 
not t h i nk i ng hol is t ica l ly e n o u g h a b o u t t h e de f i n i ­
t i on of an exper ience . Retai lers t e n d t o c o m p a r t ­
menta l i ze f ac to rs such as c u s t o m e r serv ice, mer­
chand is ing and s tore l a y o u t / d e s i g n , and w h e n 
i m p r o v e m e n t s are m a d e in any of t hose areas, t h e 
c o m p a n y mis taken ly t o u t s a be t t e r overa l l cus­
t o m e r exper ience , says D o u g S tephens , marke t ­
ing consu l tan t and au tho r of "Reeng inee r i ng Re­
ta i l : The Future of Sel l ing in a Post D ig i ta l W o r l d . " 

S tephens argues tha t a " t r u e " c u s t o m e r expe­
r ience overhau l means d e c o n s t r u c t i n g t h e ent i re 

http://Statista.com
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c u s t o m e r j ou rney in to its smal lest c o m p o n e n t 
pa r t s and t hen reeng ineer ing each c o m p o n e n t 
t o look, feel and ope ra te d i f fe ren t l y t han be fo re . 
"The c u s t o m e r exper ience is a un ique a l chemy of 
o rgan iza t iona l cu l tu re , des ign and s tag ing tha t is 
ve ry d i f f i cu l t t o rep l icate, " he says. "Cons ider h o w 
long compan ies like Mic roso f t have been t r y i n g , 
unsuccessful ly , t o rep l ica te the A p p l e exper ience. " 

Cur t Munk, SVP, g r o u p s t ra teg ic p lann ing d i ­
rector , FCB/RED, agrees. "True exper iences are 
des i gned and are in ten t iona l , no t c o b b l e d t o ­
g e t h e r in hopes of i m p r o v i n g sa t i s fac t ion scores. 
It shou ld be t h o u g h t of as an ent i re exper ience 
redes ign , no t a t w e a k o f mater ia ls . " 

C o m c a s t knows th is we l l . Over t h e past year, 
t h e c o m p a n y has pu t cons ide rab le resources in to 
t r a n s f o r m i n g some 2 5 0 c u s t o m e r serv ice cen te rs 
across t h e U.S. in to t r ue retai l exper iences . C o m ­
cast spen t m o n t h s s t udy i ng c o n s u m e r p re fe renc ­
es in t h e c a t e g o r y and m a k i n g p lans t o re imag ine 
t h e space in s u p p o r t 
of its X f i n i t y Mobi le 
b r a n d . The goa l was t o 
he lp t rans i t i on s h o p ­
pers f r o m a t ransac­
t i ona l miss ion (e.g., 
r e tu rn ing or serv ic ing 
e q u i p m e n t ) t o a m o r e 
o p e n and w e l c o m i n g 
e n v i r o n m e n t w h e r e 
c u s t o m e r s cou ld in ­
te rac t w i t h a va r ie t y o f 
p r o d u c t s and test ou t 
TV, cell p h o n e , inter­
ne t and W i - F i serv ice 
fea tu res . The n e w d e ­
s ign inc ludes l ighter 
( " res iden t ia l " ) w o o d 
f l o o r i n g , large (s ig-
nage- f ree ) w i n d o w s , 
b r i gh t l ights and c o m ­
m u n i t y tab les w h e r e 

c u s t o m e r s can recharge dev ices and c o n d u c t i n ­
f o r m a l business mee t i ngs . 

" W e w a n t e d t o c reate a w a r m and inv i t ing at­
m o s p h e r e w h e r e c u s t o m e r s cou ld t o u c h and feel 
t h e p r o d u c t s , b u t also bu i ld a sense of c o m m u n i t y 
a r o u n d our l i festy le X f in i t y b rand fo r w h i c h it is no 
longer a qu ick t r i p in and o u t of t h e s tore , " says 
J o h n G iacomazz i , v ice p res iden t of retai l mer­
chand is ing and des ign , Comcas t . 

Hav ing p rev ious l y he ld m a r k e t i n g ro les at 
Sepho ra and a v a r i e t y of o t h e r f ash ion and c o n ­
s u m e r p r o d u c t s b r a n d s , G iacomazz i says t h a t 
t h e va lue o f th is k ind o f ho l is t i c c u s t o m e r e x p e ­
r ience e x t e n d s t o v i r t ua l l y eve ry p r o d u c t c a t e ­
g o r y . "I w o u l d adv i se eve ry ma rke te r t o g o back 
t o t h e d r a w i n g b o a r d , l ook at the i r p r o d u c t as­
s o r t m e n t and d e t e r m i n e w h a t is t h e bes t w a y t o 
b r i n g t h a t c a t e g o r y t o l i fe," he says. " I t is i m p o r ­
t a n t n o t t o t r y t o f o r c e an e x p e r i e n c e . It has t o 
b e m e a n i n g f u l . " 

For g roce ry /CPG brands in c o m m o d i t i z e d cat­
egor ies tha t may not lend themselves t o an expe­
r ience, it is especial ly cr i t ical t o co l labora te w i t h 
marke t ing and merchand is ing teams and f igure ou t 
ways t o b e c o m e an integral par t of tha t retai ler 's 
exper ience, says Tina Manikas, pres ident of F C B / 
RED. "An engag ing exper ience can dr ive t ra f f ic t o 
the center -s tore or o ther areas tha t have been ne­
g lec ted . If executed wel l , it can genera te repeat vis­
its and bui ld loyal ty over t he longer t e rm . " 

A d d s Munk: "Marke te rs t o d a y need t o t h i nk of 
s h o p p i n g in t e r m s of occas ions and m o m e n t s . If 
I a m a shoppe r at a W h o l e Foods and I see the i r 
n e w w ine bar, t h e next t i m e I need t o b u y w i n e I 
a m m o r e l ikely t o th ink of W h o l e Foods because 
they p rov i de a w ine exper ience in a d d i t i o n t o t h e 
w i n e itself. That 's an occas ion and a n e w purchase 
m o m e n t t ha t d i dn ' t exist be fo re . " 

Measuring Success 
The in tensely c o m p e t i t i v e retai l l andscape is pu t ­
t i ng even m o r e onus on marke te rs t o d e v e l o p 
ideas fo r exper iences tha t can be d i f f e ren t i a ted 
by ind iv idua l reta i lers and f r o m o the r b rands in 
t h e c a t e g o r y - and , of course , de l iver the i r t a r g e t 
ob jec t i ves . "We ' re l ook ing at t rad i t i ona l me t r i cs 
a r o u n d d isp lays and i nc remen ta l sales, b u t we ' re 
also d o i n g a lot of social l is tening t o see h o w t h e 
exper ience is be ing amp l i f i ed , " says R u d o l p h . 
"The p r o g r a m has t o have e n o u g h d i f f e ren t levers 
t ha t y o u can change . If a c o n s u m e r we re t o shop 
at seven d i f fe ren t g r o c e r y s tores in Cal i forn ia in a 
t h r e e - m o n t h p e r i o d , every t i m e t hey e n g a g e in a 
Stella exper ience it is a l i t t le b i t d i f fe ren t , b u t it 's 
stil l cons is ten t w i t h t h e overa l l c a m p a i g n idea." 

She lagh S t o n e h a m , senior v ice p res iden t of 
m a r k e t i n g at w o m e n ' s appare l retai ler Chico 's , 
says t h a t t h e key t o a successfu l exper ience is 
"do i ng y o u r h o m e w o r k " and u n d e r s t a n d i n g w h a t 
success looks like at t h e ou tse t . "For our in -s tore 
s ty l ing events , w e d o a lo t of research in o rde r t o 
ident i f y t h e r igh t in f luencer , ma rke t and store lo­
ca t i on t o s u p p o r t t h e p r o g r a m , " she says. "We ' re 
seeing t ra f f i c and sales l i f ts i m m e d i a t e l y f o l l o w i n g 

Style influencer Sheree Frede (@SheSheShow), above, highlights 
her favorite pieces from Chico's spring collection at an in-store 
event in Woodlands, Texas. At left, Deborah Boland, a former TV 
personality turned fashion influencer, presents style tips to guests 
at a Chico's in Burlington, Ontario. 

t h e events , as wel l as increased e n g a g e m e n t on 
social med ia . We ' re also s t r e n g t h e n i n g re la t ion­
ships w i t h cus tomers and a d d i n g n e w cus tomers 
t h r o u g h our loya l ty p r o g r a m by p r o v i d i n g an ex­
per ience t hey c a n n o t f i n d a n y w h e r e else." 

A recent event at a Chico's locat ion in At lan ta 
fea tu red a personal appearance and s ty l ing t ips 
f r o m O, The Oprah Magazine creat ive d i rec to r 
A d a m Glassman. S toneham descr ibes the event as 
a "par ty , " c o m p l e t e w i t h hors d 'oeuvres, a DJ and 
social med ia inf luencers o u t f i t t e d in c lo thes f r o m 
the store. A ser ious no te was also s t ruck t h r o u g h a 
ph i lan th rop ic t ie- in w i t h Habi ta t fo r Humani ty . "Ev­
ery aspec t of t he event was p lanned d o w n t o the 
last deta i l , " notes S toneham. " W e had nine t imes 
m o r e n e w cus tomers than expec ted and t w i c e t h e 
social med ia impressions w e were coun t i ng on . " 

I m p r o v e m e n t s in c u s t o m e r expe r i ence have 
been p roven t o result in h igher average c u s t o m e r 
t r ansac t i on values, a c c o r d i n g t o research too ls 
like t h e Forres ter C u s t o m e r Exper ience Index, as 
wel l as increased t r i p f r equency . "U l t imate ly , w e 
all look fo r a re tu rn on inves tmen t t ha t can c o m e 
in m a n y f o r m s f r o m t rad i t i ona l me t r i cs , i nc lud ing 
sales, t r ia l rates and basket size," says Carl isle. 

Coca-Cola has been able t o customize experienc­
es using a t t r ibu t ion measurement techniques that 
a l low marketers t o connec t ou t -o f -home experienc­
es w i th in-store sales d o w n t o the individual level. 
" W e can move f r o m exper iences that benef i t the 
masses, such as in-store sampl ing, to experiences 
that benef i t the individual shopper, such as ta rge ted 
sampl ing dur ing click and col lect order p ick-up," ex­
plains Carlisle. "This enables us t o t ru ly par tner w i th 
our retailers t o deliver shopp ing exper iences that 
t ru ly feel personal ized and va lued by the shopper." 

"True experiences are designed and are intentional, 
not cobbled together in hopes of improving 
satisfaction scores. It should be thought of as an 
entire experience redesign, not a tweak of materials." 

Curt Munk, F C B / R E D 
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KEYS TO A 
SUCCESSFUL 
EXPERIENCE 

"If a consumer were to shop at seven different 
grocery stores in California in a three-month 
period, every t ime they engage in a Stella 
experience it is a little bit different, but it's still 
consistent with the overall campaign idea." 

Michael Rudo lph , Stella Artois 

Experiences of the Future 
Imag ine a retai l f u t u r e in w h i c h t h e exper ience 
itself b e c o m e s t h e p r o d u c t , a t r e n d so p o w e r f u l 
t h a t s tores like t h e eve r - chang ing S to ry in N e w 
York City, w h i c h f o r m e r H o m e D e p o t CMO Trish 
Mul ler desc r i bed as " e p h e m e r a l retai l - t h e c o n ­
cep t of p r o d u c t as con ten t , " b e c o m e t h e n o r m . 
That 's a f u t u r e env is ioned by i n d e p e n d e n t th ink ­
ers inc lud ing S tephens , w h o expec t s t h e qua l i t y 
of exper iences t o rise t o t h e po in t w h e r e reta i lers 
can cha rge fo r admiss ion . For examp le , U.S. re­
ta i lers cou ld f o l l o w t h e m o d e l of Eu ropean re ta i l ­
ers like Gucc i , w h i c h recent ly unve i led a mul t i leve l 
gal ler ia ca l led Gucc i Garden in F lo rence, Italy. For 
Gucc i cus tomers , en t r y t o t h e ma in f l oo r is f ree 
b u t access t o t h e second and th i r d f l oo rs , wh i ch 
inc lude a m u s e u m and a cafe, cos ts 8 euros. 

In such an e n v i r o n m e n t , S tephens bel ieves, 
b rands wi l l also pay retai lers ( in t h e f o r m of a 
"med ia f e e " ) t o be a pa r t o f t h e exper iences tha t 
reta i lers c rea te . " In essence, phys ica l stores wi l l 
b e c o m e p o w e r f u l med ia channe ls w h e r e b rands 
can garner va luab le and measu rab le med ia i m ­
press ions," he says. " In a w o r l d w h e r e a t t e n t i o n 
and e n g a g e m e n t b e c o m e s e v e r m o r e f l ee t i ng and 
elusive, b rands wi l l w i l l ing ly pay grea t m e r c h a n t s 
w h o are ab le t o des ign and cu ra te remarkab le 
exper iences . These retai lers wi l l care less a b o u t 
w h e r e t h e c u s t o m e r ac tua l ly buys t h e p r o d u c t 
and m u c h m o r e a b o u t de l i ve r ing a t ru l y o u t s t a n d ­

ing expe r i ence tha t ca ta lyzes a re la t ionsh ip b e ­
t w e e n t h e c o n s u m e r and t h e b rand . " 

S o m e CPG brands are a l ready push ing the 
boundar ies on w h a t retai l exper iences of t he f u ­
tu re m igh t look like. Ke l logg has revi ta l ized the o n -
premise concep t of its NYC store at a new 5 , 0 0 0 
square - foo t space in Union Square, wh i le Hershey 
says its s to re -w i th in -a -s to re c o n c e p t at 2 0 loca­
t ions across th ree nat ional retai lers b o o s t e d aisle 
visits and buys by fou r pe rcen tage po in ts whi le cut­
t ing p r o d u c t search t ime in half. Of course, none of 
these moves exists in a v a c u u m . In Hershey's sec­
o n d annual g roce ry repor t , "The Power of Search 
in a Shopper 's W o r l d , " t he c o m p a n y h igh l igh ted 
e f fo r ts t o in tegra te its e - c o m m e r c e s t ra tegy w i t h 
personal ized exper iences at retai l s tores, no t i ng 
tha t a seamless t rans i t ion b e t w e e n all p la t fo rms 
p r o m p t e d consumers t o spend six t imes more . 

"Reta i lers m o r e t han ever are look ing fo r ways 
t o d r ive t r ips and loya l ty t o the i r s tores by of fer ­
ing un ique p r o d u c t s , serv ices and b r a n d e d e x p e ­
r iences," says Carl isle. "By leverag ing the i r b r a n d ­
ed t o u c h p o i n t s as med ia t o u c h p o i n t s fo r b rands , 
t hey look t o c reate un ique exper iences fo r s h o p ­
pers . A retai ler 's expec ta t i ons g r o w in paral le l 
w i t h its i nves tmen t and d e v e l o p m e n t in t r ue i n ­
s igh t -d r i ven p r o g r a m s tha t g o b e y o n d pr ice and 
pack p r o m o t i o n s . W h e n w e can jo in t l y measure 
an e q u i t y and ca tego ry / sa les lift w i t h an a g r e e d 
u p o n ROI, w e all can w i n . " 

Hershey has tested a "Candy 
Experience" concept in a Winn-
Dixie (Southeastern Grocers) store, 
pictured, and multiple Cub Foods 
(Supervalu Inc.) locations. 

Make it unique. 
"Our in-store events are powerful ways 
for us to c o n n e c t with our c u s t o m ­
ers and for them to c o n n e c t with e a c h 
other. W e provide a gather ing p lace 
where l ike-minded c u s t o m e r s can be 
inspired by fashion inf luencers and have 
an exper ience that they wouldn' t find 
a n y w h e r e e lse . " 

S h e l a g h S t o n e h a m , Chico's 

Build ownable elements for 
individual retailers. 
" W e seek to c o - c r e a t e e x p e r i e n c e plat­
forms with our retai lers in w a y s that are 
truly di f ferent iated. W h e n we focus on 
a key retai ler opportuni ty , s u c h as driv­
ing af ternoon day part trips through 
C o k e Happy Hour p rograms , w e can 
leverage exist ing plat forms in new and 
different w a y s . " 

Apr i l Car l is le , Coca-Cola 

Put more resources behind 
the activation. 
"As our programs have b e c o m e more 
interest ing and complex , we found that 
w e n e e d e d to a d d more bodies in the 
field. W e ' v e c rea ted o n e - p a g e r s for our 
field t eams to simplify the execut ion 
with five keys to s u c c e s s so they can 
literally c h e c k off boxes as they go." 

Michael R u d o l p h , Stella Artois 

Create a lasting impression. 
"Exper ient ia l market ing is not the s a m e 
thing as experient ia l retai l ing. The for­
mer is usually a short - term act ivat ion 
that 's d e s i g n e d to garner at tent ion. T h e 
latter is a r igorous and ongoing curat ion 
of people , p lace , technology and des ign 
that c rea tes a dist inct ly different buying 
exper ience ." 

Doug S t e p h e n s , consultant and author 

Keep it authentic and real. 
" W h e n we set out to convert our 
c u s t o m e r s e r v i c e s centers into a true 
retail env i ronment , w e went back to the 
drawing board and m a d e sure we knew 
exact ly what c u s t o m e r s were hoping to 
get out of the in-store exper ience ." 

J o h n G i a c o m a z z i , Comcast (Xfinity) 

F C B / R E D 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 to 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 , omnichanne l shopper in 8 0 + markets. Visit t h e m at f cb red .com and chu tege rdeman .com. 
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