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Voo Store is a ‘destination store’. Born in 2010 as a physical store in a somewhat unusual Kreuzberg location, it is its intimate backyard and green wall tiles that have been responsible for its worldwide success. The atmosphere is very welcoming and informal, and we aim to get this feeling across through our digital communication, too. 

Instagram has been crucial in this; alongside our online store and editorials, our social media content aims at connecting and interacting with our customers, inviting them to feel part of the store experience, even from afar. From professional images, to iPhone and backstage shots, as well as pictures of the neighborhood and the store itself, we constantly generate visual content that feels ‘real’ while simultaneously framing Voo Store as a constituent of the neighborhood and the city at large. Moreover, model casting and styling have a palpable impact on the overall curation of our online image. 

MAGDALENA AND MARKUS BUDIM, FOUNDERS, THE BUDIMS, VIENNA, AUSTRIA

https://thebudims.com


[bookmark: _GoBack]Bricks-and-mortar is a priority for us. The personal advice and communicated knowledge, as well as the special shopping experience available offline, are barely replaceable. However, the online business is necessary nowadays and enjoys high attention from the end consumers. Zalando and other big e-tailers are very strong and much more experienced in this sector, so much so that we cannot compete. Therefore, we have decided that we need to convince the customers of our products’ value in our bricks-and-mortar space first, and only then let them into our exclusive online shop. This means they can only access our online store after they’ve made a purchase in the physical one. This way we know that the customer using the online shop understands us and our product, which can prevent bad purchasing decisions. 




