


KIM HYLDAHL, FOUNDER, MOS MOSH
www.mosmosh.com

After my recent visit to Flow in Florence, it deserves a big cadeau! The store is well thought out for the smallest details and they have really captured a unique atmosphere. As soon as I entered the store, I noticed their carefully selected product mix, but also their delightful and beautiful way of presenting the products around the store. The service lived up to the retailer’s overall style, and it was very inspiring to visit such a well-executed and pleasant store.

VINCENT QUAN, ASSOCIATE PROFESSOR, FASHION INSTITUTE OF TECHNOLOGY
www.fitnyc.edu

Many online retailers such as Amazon, Warby Parker and Allbirds have increased their reach by providing a physical experience for their guests. Shopping in person drives the consumer to use several senses, which retail stores must use to create a memorable and pedagogical experience for consumers. Shopping should allow the consumer to test and touch the product while getting educated on its unique selling proposition. At the NYC Allbirds store, for instance, visuals and props demonstrate sustainable initiatives to engaged consumers, who can touch shoelaces made from recycled materials or experience the feel of wool on their feet.

MARCO LANOWY, MANAGING DIRECTOR, ALBERTO
www.alberto-pants.com 

The personnel at the POS is key to engagement retail – this is our experience. You can hire balloons and clowns and it will engage people for a short moment, but when it comes to customer experience, the staff is the talking product of every store/company. They are also responsible for turning customers into returning customers. Of course, the store also has to be designed to attract people (and not only end consumers): Apple and sneaker stores find it easy to find people who want to work for them, contrary to many traditional outlets. In our Alberto store, we use Amazon’s Alexa as an instrument that operates as an extra player to support staff. Our latest innovation is that Alexa will use the voice element to engage with consumers. At a height of 18 cm, a sensor will be installed that spots movements and suggests different pant models: a targeted radio that is helpful without being annoying. In the next steps, we want this sensor to work out the color of the pant the customer is wearing and based on that suggest colors, models and different pant types. We think in-store surprise moments and impulse marketing are fundamental.

THE TEAM BEHIND THE PHLUID PROJECT, NEW YORK, USA


www.thephluidproject.com

[bookmark: _GoBack]When it comes to engaging shopping experiences in store, our founder Rob Smith is not your average CEO. He is working the floor at The Phluid Project six days a week in an effort to truly understand the community to which he is catering: gender non-conforming individuals. Most rewarding to Rob are those moments he helps someone try on an outfit they otherwise may have felt embarrassed to try because they feared judgment, and seeing the relief and joy when they feel so seen. Rob engages in conversations with nearly everyone passing through Phluid, answering all questions about Phluid and his own personal life openly and honestly, and discussing sensitive topics, occasionally with parents with non-binary children, because this is what he believes is underrepresented, and truly needed and appreciated.



