MARKUS MEINDL, CEO, MEINDL

As a retailer, one has to follow some ground rules to avoid risk. Self-confidence and courage are part of it. Those who do not manage to build their own world will have a hard time trying to hold their ground in this ever-challenging environment. Retailers who believe in their selection find that in the long term, the best advertisement for their store is a happy customer. Experience is something clients are looking for and appreciate, and staff are the key to success: well-trained staff that don’t sell under pressure. I believe this is more important than sending annoying weekly newsletters that people are no longer reading. 

We support our retail partners in all areas: we are working to strengthen the brand, and we educate our clients regularly; we visit, advise and protect them. We are selective with our retail partnerships.

JASON DENHAM, CCO AND FOUNDER, DENHAM THE JEANMAKER
 
Retail is an experience. Yes, it’s about finding the perfect pair of jeans or sneakers or the ‘it’–piece of the season, but today retail is much more than that. Retail stores are places to hang out, to meet trusted stylists (store staff) and product lovers (store staff), the local heroes (store staff), the best baristas (store staff), etc. Retail is people, product and presentation, and the truth is in the details.
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There is unlimited data that can be leveraged to understand the customer, but that data needs to be used to show your customers love. Stop just selling, and instead start listening and educating. Companies that can combine data analytics with art and soul will be the most effective at minimizing risks and future-proofing their business.

