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Three brands; Selfridges, Nike 
and Alibaba, each hold 
profound and unexpected 
lessons. They are quietly 
setting the trends that will 
determine retails future.
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The Puzzles

How does a brand so 
global and sprawling 
remain meaningful?

How do you thrive in a 
troubled category?

How does a business 
sustain such a dizzying 
pace of innovation?
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12 Years of Record Sales



The store launched the 
UK’s only free wooden 
skate bowl in its new 
18,000 sq ft, genderless 
designer streetwear 
department; a 
participatory spectacle 
visible from the street.

The Bowl



From its ‘corner shop’ 
program (which has 
hosted the likes of 
Balenciaga and Gucci) 
to culture-led pop-ups 
from creators like A$AP 
Rocky, the store has a 
permanent sense of 
occasion.

Pop Up Strategy



Selfridges has long 
understood the 
relationship between 
spectacle, novelty and 
cultural power - and has 
been exploiting all three 
to great effect for over 
a hundred years.

Spectacle and 
Cultural Power

First store in the world to 
sell televisions… …a decade before electric 

TVs went on sale in US

John Logie Baird demonstrates 
TV prototype

1925

150,000
people…

…over just 
four days

The world’s first monoplane

1909



‘Shopping’ is about more than ‘Buying’

Lesson #1



Beaverton, Oregon 
USA



Consumer Direct Offence



Adventure Club

One of the key symbols 
of Nike’s move into 
service-led DTC is 
Adventure Club, its 
circular footwear 
subscription service for 
growing kids.



What’s really 
interesting is how Nike 
is integrating service 
provisions into its new 
brand-owned 
membership-driven 
retail format.

Nike Live Stores



A brand is more than a set of fonts, 
logos and colors, laid out in a glossy 

handbook.

A brand is the sum of all its interactions 
with customers (actual and potential), 

across time and geography. 

A brand is never truly created.

It emerges.

It is not something you control, but 
something you influence.

Customer Experience is not 
downstream of brand. Customer Experience is the brand



Customer Experience is the brand

Lesson #2



Xixi Campus, Hangzhou
China





Outside China, Alibaba 
is most famous for 
Singles Day (11.11), 
with sales of $38.4B in 
24 hours compared to 
$16.6B for Black Friday 
and Cyber Monday 
combined.

11.11



Outside of China, 
Alibaba is perhaps most 
famous for Singles day 
(11.11), a shopping 
festival which this year 
saw sales of $38.4B in 
just 24 hours.

11.11



Ant Financial could 
have launched an 
insurance product like a 
normal financial 
services brand. Instead 
it created a 
revolutionary mutual 
aid platform and won 
100M participants in a 
single year.

Xiang Hu Bao



Alibaba’s story is about 
creativity, technology 
and attention to detail. 
Beauty filters deliver 
‘playful technology’.

Facial Payments & 
Beauty Filters



x =

Technology & Scale, Detail & Imagination



Technology as an expression of imagination

Lesson #3



The Lessons

Customer Experience 
is the brand

‘Shopping’ is about 
more than ‘Buying’

Technology as an 
expression of 
imagination
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Shopping is about more than buying

SKP’s department store, 
designed by Gentle 
Monster immerses 
shoppers in a future 
where man and 
machine come together 
to colonize Mars.

SKP-S x Gentle 
Monster





Eko has built a lavishly 
interactive virtual toy 
store, where brands 
and retailers can rent 
different floors and kids 
can shortlist toys before 
handing off to their 
parents. 

Kid HQ

x

Shopping is about more than buying

Eko has built a lavishly 
interactive virtual toy 
store, where brands 
and retailers can rent 
different floors and kids 
can shortlist toys before 
handing off to 
grownups for purchase. 

Kid HQ



Family experience store 
CAMP, which normally 
has a summer camp 
theme, brought the Toy 
Lab floor of KidHQ to 
life in its New York store 
this holiday season.

CAMP

Shopping is about more than buying



Chongquin experiential 
electronics store where 
robots lead you to 
different products. 
When its time to buy, 
JD.com takes over.

JD E-Space

Shopping is about more than buying





The fascinating innovators picking up the torch for 2020

‘Shopping’ is about more than ‘Buying’

Customer Experience is the brand

Technology as an expression of imagination



Customer Experience is the brand

The first brand from 
DTC holding company 
Pattern, makes 
cookware that comes 
with a free, on-demand 
cooking advisory service 
via text.

Equal Parts



Customer Experience is the brand

This Korean 
subscription skincare 
service uses predictive 
data analysis and 
diagnostic results to 
deliver a dynamically 
personalized regime.

Toun28



Customer Experience is the brand

‘Carbon-positive’ wool 
sweater brand tags 
product with an NFC 
chip, linking the 
customer with the 
sheep whose wool they 
are wearing.

Sheep Inc



Customer Experience is the brand

Customers receive 
ongoing updates about 
‘their’ sheep, notifying 
them if it gives birth 
and even when it dies.

Sheep Inc
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Technology as an expression of 
imagination

Singaporean online 
grocer’s first physical 
store uses theatrical 
technology to 
reimagine the customer 
journey.

Habitat by 
Honestbee





Technology as an expression of 
imagination

In 2019, LUSH 
introduced ‘digital 
packaging’, combining 
visual search tech with 
their commitment to 
reducing waste.

LUSH



Technology as an expression of 
imagination

Japanese eyewear 
brand confronts long-
overlooked pain points 
with technological 
interventions full of 
personality.

JINS





The Lessons

‘Shopping’ is about 
more than ‘Buying’

Technology as an 
expression of 
imagination

Customer Experience 
is the brand



Thank You!

Kate@gdruk.com

Prepared for 


