BUYERS’ VOICES

DIGITAL EXPERIENCES

WeAr ASKED INTERNATIONAL RETAILERS HOW THEY RECREATE UNIQUE EXPERIENCES IN THEIR DIGITAL STORES

GIACOMO VANNUCCINI, OWNER AND HEAD OF BUYING, BOUTIQUE TRICOT, CHIANCIANO TERME, ITALY



www.boutiquetricot.com

In the digital store, I try to recreate a 360-degree experience, introducing the customer to various concepts, from the ideas of the designer to what drives us to buy the right trend. The figure of the buyer is important to feature because s/he is the expert who knows both the products and the market. Being able to support and demonstrate the entire supply chain is the challenge; a fil rouge that connects the buying process to the platform is necessary. Social networks are very important, they are the perfect union between idea and reality. However, I believe a digital store without a physical one does not have as much credibility ... being able to touch the products with one’s hands is still relevant. 

MAX HEIMANN, MANAGING DIRECTOR, MANUFACTUM, VARIOUS LOCATIONS, GERMANY
www.manufactum.com 

For us, it is critical that we put all our efforts into creating the best experience for our customers and guests, irrespective of the channel. We create a differentiating experience in-store, we design second-to-none catalogues – something that now even Amazon has discovered – and our digital footprint brings to life our assortment. It provides background information to our manufacturers, and through video, we are sharing content from our various workshops, etc. All in all, we serve our customers with a holistic picture of the Manufactum world across all channels. 

NINO ELIAVA AND ANA MOKIA, OWNERS, MORE IS LOVE, TBILISI, GEORGIA
https://moreislove.com

It is crucial for our business to have the same concepts both online and offline. We try to recreate the vision from bricks-and-mortar to online by providing maximum comfort, excellent customer care service and curation to our customers. Social media is a vast help in this matter as we try to show the ambiance of the store itself quite frequently; it is important for customers who make online purchases to be aware of the store concept – to know where their purchase is coming from.

CAREY MELNICHUK, FOUNDER AND CREATIVE DIRECTOR, SECRET LOCATION, VANCOUVER, CANADA
https://secretlocation.ca

[bookmark: _GoBack]Our bricks-and-mortar store is the vision of founder and creative director Carey Melnichuk. She blogs regularly on our site and we actively encourage visitors to connect with her on Instagram. By doing this, we are giving customers a way to meet her up close and personal in the digital space. 
Installations are a big part of our in-store experience. We document all our installations and events and post to our blog. In store, we go to great lengths to educate our customers about current brands and collections. Similarly, our online store contains brand stories and full-screen lookbooks. 



