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CONTRARY TO FEARS OF A “RETAIL APOCALYPSE”, MANY ONLINE RETAILERS ARE GROWING THEIR BRANDS OFFLINE AND FALLING INTO THE TRADITIONAL PHYSICAL STORE MODEL

[bookmark: _GoBack]Some opt for the omnichannel approach to reap the benefits of both. Multiple platforms increase sales whether the buyer is getting informed online and buying offline or vice versa. Product research gauged offline is especially important for the fashion industry, reliant as it is on sizing and fit. Other customer pros include instant purchase and availability, and sales attendant advice. In turn, retailers save on delivery costs, and may even gain purchases when customers pick up items in store.
	A physical outlet caters to customers who require the multisensory, entertainment experience of shopping. It is also a means to hone a particular brand image, based on the neighborhood chosen, such as The RealReal with its boutiques in edgy SoHo, high-end Upper East Side and glamorous West Hollywood. It can allow for cross-branding, like luxury e-commerce platform Farfetch whose Store of the Future has outposts at Thom Browne (New York) and Browns (London). Moda Operandi offers a more intimate, exclusive client experience, with London and New York showrooms only accessible via invitation to view specific garments or meet designers at trunkshows. Whereas Matchesfashion.com clients can buy products at its London Townhouse, as well as attend events and see installations.
	Many experiment with new technologies, Farfetch being the prime example. At their Store of the Future, consumers’ personalized experiences are heightened through technology that captures their data. They are recognized upon entry, and Smart clothing racks detect what they are browsing to automatically populate their wishlist. (Similar experiments have been conducted at consignment store ThredUp and mono-brand Everlane.) This could be a particularly good model for other multibrand retailers as this technology is designed to work at partnering brands, who can tailor it to fit their unique businesses and adjust their product drops accordingly. 
	The pop-up template is a viable testing ground to see whether a permanent physical space is tenable. Blaiz, an e-commerce site specializing in Latin American fashion, tested a space in London’s King’s Road where it is now opening a store. Others don’t make the leap to permanence, especially bloggers and influencers-turned-retailers, such as Man Repeller. For those without a high following, companies like BrandBox offer to guide retailers through every step – from store design and in-store analytics to employee schedule management and tech support – and help smooth the transition into a brick-and-mortar store.
