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Harnessing the  
Retail Re-Opening 

Opportunity



Even prior to the pandemic, the role of physical retail was evolving at 
pace. While extended periods of store closure have accelerated the 
shift to online shopping, it’s clear that bricks & mortar retailers who 

create a distinctive and compelling offering can still capture 
consumers’ imaginations and drive footfall.

Savvy retailers are tapping into the emotional resonance of stores re-
opening and recognising the critical role that they can play in 

regenerating the livelihood and culture of the communities they 
serve.

As a result, stores are evolving beyond the traditional retail 
destination to become cultural hubs, with unique product offerings, 

experiences and programming that resonate with new modes of 
consumption and are best enjoyed IRL.

Innovative brands and retailers will continue to drive synergies 
between the digital and physical realms, amplifying content beyond 

the shop floor and leveraging the latest virtual technologies to 
engage and reward shoppers.

In this report, we identify the 7 key opportunities to drive success in 
the post-pandemic retail era, and beyond.

HARNESSING THE RETAIL RE-OPENING OPPORTUNITY



1. Evolve from  
retail destination to 

cultural hub 

O F F - W H I T E ’ S  M I A M I  F L A G S H I P

True to CEO Virgil Abloh’s multidisciplinary  
creative vision, Off-White’s flagship in the heart of 

Miami’s Design District has been conceived as a flexible 
space that can seamlessly shift between retail, events 

space and fulfilment centre. All furniture is on wheels for 
ease of movement, with the space even incorporating 

more intimate settings for dinner parties and VIP events.

A L E X A N D E R  M C Q U E E N ’ S   
L O N D O N  F L A G S H I P

Combining a museum, workshop and store, McQueen’s 
London flagship was created to foster the next generation of 
creative talent. The store’s top floor, previously reserved for 

VIPs, has become a destination for aspiring designers, 
offering unique insight into McQueen’s creative process as 

well as hosting free talks and workshops.

Even prior to the pandemic, the role of the store was evolving to accommodate a variety of activities beyond 
simply shopping. 

Now, more than ever, retailers are recognising their central role in rebuilding the character and culture of their 
communities, giving rise to a new generation of hybrid retail spaces. 

These dynamic cultural hubs provide a space for the community to gather and engage in immersive and 
participatory experiences that reflect the brand/retailer’s values and character. 

From pop up exhibitions to panel discussions, workshops to events and live performances, retailers will 
become cultural champions, acting as ‘magnets’ for consumers and the creative community alike.
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Consumers have reconnected with the value of local culture and community during the pandemic and the 
“support local” mindset is here to stay: 56% of consumers are shopping in neighbourhood stores or buying 
more locally sourced products, with 79% and 84% respectively planning to continue with this behaviour in the 
long term. (Accenture, August 2020)

Progressive brands and retailers are tapping into this love of local by offering a range of products, services 
and experiences that are tailored to reflect the needs and values of the  
local community.

N O R D S T R O M  L O C A L

The merchandise-free concept stores offer  
services including online order pickup and return, alterations, 

tailoring services, beauty treatments  
and clothing donations, with each store tailored to reflect the 
needs of the local community. It was reported that customers 
that interact or engage in Nordstrom Local are spending 2.5x 

more with the brand as a direct result of the localised 
customer centricity and engagement.

N I K E  R E TA I L C O N C E P T,  G U A N G Z H O U

The concept store hosts weekly sports activations, 
workshops and events led by the city’s local network of Nike 

athletes, experts and sport influencers. It also features a 
‘Nike By You’ personalisation bar which invites shoppers to 

personalise items with design elements inspired by the city’s 
sports culture, from jerseys representing the city’s sport 

teams to everyday products like T-shirts and totes. 
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2. Keep it local 



3. Tap into the new 
conscious consumer 

mindset 

S E L F R I D G E S ’  P R O J E C T E A RT H

In August 2020, the retailer debuted its ethical retail initiative, 
Project Earth, feting the start of its 5 year commitment to 
pioneering sustainable practices in fashion and retail. The 
initial 8-week activation included panel discussions and 
webinars on the subject of sustainable living, a curated 

selection of conscious brands & designers and the introduction 
of a range of eco-services: an in-store repairs concierge, a 

vintage  
re-sale service and a pop-up from wardrobe rental specialists, 

B U C H E R E R  -  I N  A N E W  L I G H T A N D  
C E RT I F I E D  P R E - O W N E D

The Swiss watch and jewellery retailer’s 2020  
re-opening campaign tapped into the zeitgeist by positioning 
the pandemic as an opportunity to see things in a new light 
and inviting consumers to join them in building a brighter 

tomorrow. As part of this, Bucherer highlighted its Certified 
Pre-Owned offering, shining a light on timepieces that offer 

enduring monetary and emotional value.

The pandemic has prompted a period of self-reflection, causing consumers to re-evaluate their pre-Covid 
shopping behaviours. 
 
While many are itching to once again enjoy the serendipity and tangibility of in-store shopping, there has also 
been a rise of a more conscious approach to consumption. 65% of consumers globally indicate they will be 
more mindful about the impact of their overall consumption moving forwards. (Capgemini, 2020)

Brands and retailers who can successfully tap into this mindset - offering the vibrancy and immediacy of in-
store product discovery balanced with the assurance of sustainable values and credentials - are set to spark 
the imagination and secure the loyalty of the mindful consumers of the future.
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The pandemic has accelerated demand for personalisation. 75% of consumers say they are more likely to 
buy from brands and retailers offering personalised experiences and personalisation is cited as the No.1 
motivator for over 50% of consumers. (Accenture, August 2020)

Retailers are looking to leverage this with personalised product offerings that are exclusively available in-store, 
giving consumers a compelling reason to visit and creating a moment of retail theatre on the shop floor.

Personalised services such a styling appointments bridge the digital and physical divide, inviting consumers to 
interact with a sales associate online prior to coming in-store. These bespoke services can also help to assure 
consumers that their shopping experience will be safe & secure.

M A C  C O S M E T I C S  I N N O VAT I O N  L A B

 The Innovation Lab offers beauty lovers a range of 
personalised services, from the opportunity to customise 

their own palettes to creating personalised product 
packaging, all supported by virtual try on. Each in-store 

experience is tailored to reflect its community with a feeling 
of hyper-local branding and a menu of virtual looks based on 

what’s trending and popular near each respective store. 

B R O W N S ’  “ S TO R E  F O R  O N E ”  C O N C E P T

Browns’ private shopping suites are available for booking, 
offering even first time shoppers a personalised and Covid-
safe retail experience. Prior to the appointment, customers 

can interact with a retail associate via an app, enabling them 
to  

pre-select pieces and curate their own personalised mini 
boutique. Shoppers enter the store through a private door 
that leads to their personalised shop floor, populated with 

their pre-selected pieces.
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4. Engage with 
personalised products  

and experiences



5. Create immersive 
experiences to connect 

digital-first brands to 
consumers IRL

S E L F R I D G E S  X  D E P O P

The digital-first Gen-Z marketplace first appeared in 
Selfridges in 2019 for a period of 3 months. The pop-up 

featured a curated space showcasing items from a rotation of 
Depop’s top sellers. Moreover, it allowed members of the 

buzzing online community to interact with each other IRL and 
experience the brand essence offline for the first time.

E V E R L A N E ’ S  R E N E W  P O P U P

The digital native brand launched an experiential  
pop-up store in New York’s SoHo to create hype around the 

ReNew product launch and inspire consumers to reduce 
plastic use in their lives. In addition to product showcase and 

purchase, Everlane hosted an art installation and 
programmed a range of workshops, panels, and events to 

promote awareness of zero waste.

Digital-first and D2C brands across all categories have experienced an explosion in adoption and growth in 
recent months.

Now, as physical stores re-open, they are presented with a unique opportunity to connect with consumers in 
real life and reinforce the relationships forged in the digital realm.

While some are collaborating with established brands and retailers, others are launching pop-ups in order to 
offer consumers a physically and sensorially immersive portal into their world.
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6. Use digital to gamify 
the in-store experience

B U R B E R RY ’ S  W E C H AT- P O W E R E D  S H E N Z H E N  
S TO R E

Launched in July 2020, the store is powered by an innovative 
We Chat mini-program. Assigned an avatar upon joining, 

customers can request fitting room items and playlists, order 
items from the cafe and scan QR codes to learn about 
products. Each action rewards customers with social 

currency, allowing them to access exclusive cafe menu items 
and unlock  

VIP content and in-store experiences.

G U C C I  P I N S

After almost a year of worldwide lockdowns, Gucci Pins 
invited consumers to discover physical and virtual pop up 

stores at locations around the globe. Promoting the fashion 
house’s collaboration with North Face, a scannable QR code 

used 8D audio technology to immerse pop-up shoppers in 
the sounds of nature. Gucci also partnered with popular 
Nintendo game Pokemon Go to create in-game Gucci 

PokeStops with virtual collection items.

Innovative brands and retailers are recognising that consumers walk into store with their smartphone in the 
palm of their hand and are looking at ways to leverage this behaviour in order to introduce an entertainment 
factor to the in-store shopping experience.

QR codes and interactive apps are being utilised to access and personalise in-store services,  
as well as unlocking additional rich product information, exclusive content and experiences.

These virtual and digital initiatives are also being used to gamify CRM, playfully incentivising data sharing and 
rewarding shoppers for every in-store interaction, not just purchase.
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7. Amplify content and 
experiences beyond the 

shop floor

Extended periods of lockdown have underscored the importance of retailers being able to foster connections 
with consumers beyond the four walls of the store. 

As retail re-opens, innovative retailers are now looking to integrate studio spaces and broadcast capabilities 
into the fabric of the physical store. Utilising the latest live-stream technology, these facilities will enable retailers 
to interact with both in-store and online shoppers in real time.

While some will use this functionality to amplify their own in-store programming and events, collaborative 
retailers and brands are also opening up their studios spaces for use by members of their community: from 
local influencers to content creators.

B E A U T Y C O U N T E R

Alongside traditional retail, the clean beauty start up’s new 
LA store hosts a studio stage, equipped with professional 
lighting and audio equipment. Beautycounter’s employees 

are able to live-stream themselves on the Bambuser 
platform, viewed via Beautycounter’s website and interact 
with consumers in real time. Members of Beautycounter’s 
community will also be able to use the studio to film and  

live-stream their own content.

O L D  S P I C E ’ S  B A R B E R  S H O P X   
D I G I TA L C O N T E N T S T U D I O

As well as offering conventional barbering services, Old 
Spice’s new bricks & mortar destination will serve as a digital 
content studio, store and a test lab for new products. Each 
week the barber shop will welcome a rotation of celebrity 
barbers to create content and provide hair tutorials and 

grooming tips which will be live-streamed via social media.
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7 key opportunities to drive success in 
the post-pandemic retail era and beyond

1 

Evolve from retail destination to cultural hub 

2 

Keep it local

3 

Tap into the new conscious consumer mindset

4 

Engage with personalised products and experiences

5 

Create immersive experiences to connect digital-first brands  
to consumers IRL

6 

Use digital to gamify the in-store experience

7 

Amplify content and experience beyond the shop floor



How are you harnessing the retail  
re-opening opportunity? 

If you’d like to discuss how Spring can help you,  
please reach out to us at 

Anna.Gereg@springstudios.com
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