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We are naturally 

curious. We find 

inspiration 

where others 

don’t. 



 

Retail will change more in the  

next 5 years than the last 50 years. 



 

So, what will this world look like  

and how do thrive in it?  



The ways in which we speak to 

customers will shift dramatically.  



By 2020, absolute transparency  

will be table stakes.  
WHERE IT’S FROM 
Pur i f ied Water  

Pharmaceut i ca l -g rade pu r i f ied  wa te r  makes up  a t  l eas t  97 .9% o f  t he  l i qu id  f ound in  Amazon 

Elements  Baby W ipes .  The  p rocess  s ta r t s  w i th  d r ink ing  wa te r  f rom the  underground W hi te  L i ck  

Creek  Aqu i fe r  i n  Mooresv i l le ,  I nd iana .  A f te r  t he  wa te r  i s  co l lec ted ,  i t ' s  pu r i f ied in  seve ra l  s tages —

sed imenta t ion,  charcoal  f i l t ra t ion ,  de ion iza t ion ,  and  u l t rav io le t  d i s in fec t ion .  The  end  resu l t?   

A w ipe  tha t 's  sa f e  and  gen t le  on  a  baby 's  sens i t i ve  sk in .  ( And  y ep ,  t ha t ' s  r ea l l y  a  pho t o  o f  W h i te  L i c k  

Cr eek . )  

Example: Amazon Elements 



The future will be all about  

dialogue not broadcast. 

25% 

70% 

Strangers  

w i th  product  

exper ience  

90% 

Fr iends w i th  

product  

exper ience  

Source: Edelman Trust Barometer, 2014 

Adver t is ing  



 

Find ways to connect with the crowd.  

And then engage it in-store. 



Controlling the message is not as important as 

embracing that it’s often owned by others. 



Never underestimate the power of good,  

“differentiated” story telling.  

 

Harness the power of recommendations by bringing  

those to life in store.  

 

Brainstorm new ways to redefine what “advertising”  

means to the next generation.  

 

Embracing beta vs. perfection is ok– test often,  

fail and repeat.  

Implications: 



The entire concept  

of convenience and  

value will shift. 



 

Convenience for the guest will not be defined in 

traditional terms of time and ease.  

We believe the highest currency for these new 

consumers will be RELEVANCE. 



A shift from locating products to  

locating the best products for me 



Adopting a shopper centric path to purchase 

focusing on how they want to buy rather than how 

you want to sell ensures RELEVANCE. 

 

Explore new and unique ways to bring curated, 

personal experiences to your customers (physical, 

human and digital). 

Implications: 



Experience will remain king. 



Foot traffic is down. 
N o v / D e c  F o o t  Tr a f f i c  

40 Bil l ion Visits  

30 

20 

10 

2010 2011 2012 2013 
Source: The Wall Street Journal, 2015 

2014 



 

Only in stores delivering truly unique experiences 

do we see increased visits and footfalls. 



Only way we can increase traffic is if we make the 

whole experience worthwhile and differentiated 

enough that customers can’t  

wait to visit and tell others about it.  

 

Create an Experience Signature. 

Implications: 



SO, WHAT IS AN 
EXPERIENCE 
SIGNATURE? 



An Experience Signature is a higher order, 

unifying principle of retail branding. 



It informs, rationalizes and influences the 

ways in which a retail business presents  

itself to the world.  



A unique combination of brand-led touchpoints 

that exist between a retailer and the people that 

shop its stores. 



And every retailer, simply by virtue of being  

in business, already has touchpoints between 

itself and its customers. 



Literally any point that shoppers touch  

the retailer, whether through physical,  

digital or human interactions. 
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Only with touchpoints working in harmony, and 

infused with the brand’s DNA can we be said to  

have achieved an Experience Signature. 



A way to express yourself to the world that  

both feels intuitively right and which simply  

could not be someone else’s. 



WHAT AN 
EXPERIENCE 
SIGNATURE  
ISN’T. 



NOT YOUR BRAND 



Your BRAND is who your are,  

what you stand for…it’s your story.  



If your brand is your essence, your  

Experience Signature is your presence. 



NOT YOUR PRODUCT 



BRAND is who you are, PRODUCT  

is what you sell. 



Your Experience Signature enhances  

your products, reinforces why they exist,  

brings them to life and adds meaning to them. 



WHY DO EXPERIENCE 
SIGNATURES MATTER  
TO US IN OUR BUSINESS. 



Because they lie at the heart of why one winery 

differs from another in the minds of the people 

who visit, shop, and experience us.  



An Experience Signature encapsulates all the 

things that we can be famous for.  



It encompasses the reasons we  

come back for more. 



The things we tell stories about, the things  

we tweet, blog and post. 



Most of all, an Experience Signature  

creates retail that is truly defensible  

over a lasting period of time. 



Or put another way, retail’s Holy Grail. 



SOUNDS GREAT 
RIGHT? 



Except for one thing. 



OTHERWISE 
KNOWN AS,  
THE PROBLEM. 



The number of retailers today who have achieved  

an Experience Signature is very small. 



And, in actuality, the number is shrinking as  

retail becomes more fragmented and complex. 



In certain categories Experience Signatures  

are not merely a rarity, they may be in danger  

of actually becoming extinct. 



THE 
OPPORTUNITY… 



To tell shoppers who you are, what you are selling, 

why you exist and what you believe in. 



Most of all  WHY YOU ARE 
DIFFERENT FROM THE 
OTHER GUYS! 
 
 



And to do it at every touchpoint you have  

with your customers, every single day. 



SO, WHO IS 
DOING IT WELL? 



The first things to say is that non-retailers  

are, for the most part, doing this much  

better than retailers. 



Virgin 









When it comes to retail, lots of brands are  

doing bits and pieces spectacularly right. 



While simultaneously getting  

other parts spectacularly wrong. 



Or just kind of wrong. 



But there are retailers which own  

best in class Experience Signatures  

- perhaps unsurprisingly they also  

represent best in class retail. Period. 



A BETTER 
EVERYDAY LIFE 
FOR THE MANY 
PEOPLE. 
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OK, SO WE 
SHOULD JUST 
GO BE IKEA? 



Only sells its own products. 

Which they also design and manufacture. 

It only has one voice – its own 

And it only sells in its own stores… 



That’s us…We have a better opportunity to 

create an Experience Signature, the problem is 

we all are starting to sound the same. How do 

we disrupt and differentiate ourselves in a 

perceived sea of sameness?  



SO, HOW DO WE 
GET THERE? 



To achieve an Experience Signature you literally 

have to activate every touchpoint and infuse it 

with purpose, meaning, and character. 

 

 



And while an Experience Signature isn’t the 

same thing as your brand, developing one 

begins with your brand. 



If you don’t know who you are or what  

you stand for, nothing else will work. 



We believe the strongest retail brands have 

evolved beyond touchpoints to achieve what  

we call an Experience Signature. 



It also begins with knowing your  

customers. At FITCH we plot the  

touchpoints leading to an Experience  

Signature against 4 shopper mind states. 









PHD/DELE WORKSHOP 



PIRCH 
The reinvention of a category 





Evolve the store experience to keep pace  
with changing consumer dynamics 

Develop branded signature experiences 

Creation of new merchandise categories 

Scaled for site adaptability 

Take an experiential store from concept to build 

C H A L L E N G E S :  



JOYFUL 
JOURNEY 
   

Joyful Journey describes the fact that this is 
not a journey “into” joy.  Rather it begins with 
joy and is continuous at every step and 
beyond.  That each phase of the journey we 
provide enhances the lives of our guests in 
some way, whether this might be through 
experience, education or simple hospitality. 

OUTPUT OF DISCOVER 

The Strategic Brief 
 



EXTERIOR 

BLISS CAFÉ 

SAVOR 

THE SANCTUARY 

DREAM ROOMS 

HOME SWEET HOME FOR THE Y CHROMOSOME 

ANYTHING, EVERYTHING DESK 

EXPERIENCE SIGNATURE 

Concept Design Development 
 



EXTERIOR 



BLISS CAFÉ 



SAVOR 



THE SANCTUARY 



DREAM ROOM 



HOME SWEET HOME FOR THE Y CHROMOSOME 



ANYTHING, EVERYTHING DESK 



Chain Store Age  
Store of the Year 

2014 Chain Store Age 
Store of the Year 

 

"The unique alliance between  

PIRCH and FITCH has created a  

new ‘Camelot’ within our industry, 

transforming a mere showroom 

concept into an unforgettable, 

experiential journey towards joy.  

We simply could not have asked for  

a more like-minded visionary partner.” 

Jeffrey R. Sears, CEO 



Sales per square foot higher than Apple across 25,000 sq.ft. 

 

Ranked #25 on Forbes’ Most Promising Companies. 

 

…and 750 people in an appliance store on New Years Eve.  

RESULTS 



Starbucks 
Refining the brand story 



Global Storytelling audit 

City visit & Desk research 

Challenge: Intuitively infuse Starbucks passion for coffee through  

effective storytelling within the retail environment. 

 

Plan of Action: Explored retail trends and opportunities by visiting and 

investigating a wide range of cafes, bars, restaurants and stores  

across the globe. 

 

Uncovered: 3 opportunities supported by key building blocks to enable a 

seamless navigation within a workshop scenario. 

 - Back of house is the new front of house 

 - Community networks 

 - A sense of wonder 

 

 



Back of the house is the new front of house 
Tell the Story — engaging the customer with a compelling narrative. 

Sharing stories of process and production. 

 

Product Journey 

• Establish feelings of trust and  

transparency  

• Create distinctive perception of quality 

 

Worker Theatre 

• Hero the craftsmanship and  

expertise of staff; creates personal  

      brand connections 

 

In the know 

• Revealing trade secrets highlight 

brand innovation and fosters dialogue  

      with customers 



Community Networks 
Share a story- a great narrative is shared and retold many times. 

Blend in with local communities while also highlighting global reach. 

 

A Sense of Place 

• Engaging locals in wider projects  

 

Hybrid Hospitality 

• Implement mixed-use spaces to 

access broader lifestyles 

 

Conviviality culture 

• Implement communal spaces with  

innovative layouts to create convivial  

atmosphere  



Sensorial Wonder 
Experience the Story – memorable narratives inspire emotion and empathy. 

Immersing consumers in rich, multi-sensory environments to build stronger, enduring  

memories and deeper emotional connections with brands. 

 

Evocative 

• Influence customers with theatrical  

or inspirational cues resulting  

in immersive playgrounds 

 

Just for you 

• Offer consumers a unique experience  

with personalized services and  

increased interactivity 

 

Product centric 

• Make products more human by giving  

      unique personalities making them the 

      central focus of store design 



Key takeaways and  

recommendations.  



Care less about the size of  

your operations and more 

about what you stand for  

and how you behave. 

 

 

 

Key takeaways and recommendations:  



Key takeaways and recommendations:  

Embrace and promote 

storytelling.  

 

 



Key takeaways and recommendations:  

Multisensorial 

experiences are the 

most memorable.   

 



Key takeaways and recommendations:  

Appoint an internal 

“Experience Signature 

Champion”. 

 

 



Key takeaways and recommendations:  

Get Busy With Your Own DELE/PHD 
 

1. Audit your most admired competitor and fill up the matrix 

2. Repeat exercise for yourself 

3. Identify gaps and opportunities 

4. Brainstorm ways to improve it 

5. Pass ideas through filter of your brand 

6. OWN THEM!!! 

 


