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“The difference 
between win-
ning and losing 
is most often 
not quitting.”

- Walt Disney

01 Editorial
Although the bricks-and-mortar retail 
sector is slowly recovering after lock-
down, it is still facing many difficulties. 
These were already evident beforehand 
but have been further exacerbated by 
lockdown. On the one hand, there is the 
question of how inner-city areas can be 
made so attractive that people will once 
again take the time to stroll through 
them and shop. On the other hand, 
current surveys are indicating that 
brand loyalty has reached an all-time 
low. How therefore should brands po-
sition themselves to raise their impact 
in the eye of the consumer? I hope the 
following suggestions and information 
will encourage you to think “out-of-the-
box” and let your creativity run wild!

Best regards
Monique Fischer          

02 Blog: Become a Trend Scout for 
your Customers
The ability to adapt flexibly to trends is 
a crucial success factor for the future. 
For this reason, trends that emerge 
within a few weeks and possibly disap-
pear equally quickly should be reflected 
by bricks-and-mortar retailers in their 
shops. Digitally driven providers are al-
ready one step ahead in this regard, as 
they have very efficient value chains. 
They not only achieve greater custom-
er centricity as a result, but also reduce 
their costs, thanks in part to lower in-
ventory at the end of the season, opti-
mal use of sales space, or centralized 
warehousing. No need to be disheart-
ened by this however. Interesting op-
portunities exist for bricks-and-mor-
tar retail in terms of jumping on board 
trends. Read my new blog post on this 
to find out more.

03 Part 4: The Future of Bricks-and-
Mortar Retail – Individualization 
and Co-Creation 
It’s all about individualization nowa-
days, especially for the young consumer. 
They like to highlight their uniqueness 
through personalized products, which 
they regard as status symbols. Here lies 
a possible pay off for bricks-and-mor-
tar retailers if they can come up with 
creative ideas. For example, by offer-
ing customization options, by allowing 
customers to print, emboss, or engrave 
products on the spot. Or by enabling 
customers to use an online generator in 
the shop to create a product that they 
can collect later. Give them the same 
advice as if you were selling them the 
product in-store. Personalized experi-
ences have been proven to increase cus-
tomer loyalty, creating a greater bond 
between them and your shop, your 
brand and your product. Always bear in 
mind: a personal touch, good advice and 
great service are also key factors in mak-
ing your customers happy. In this regard 
you are way ahead of online retailers.

04 Politicians and urban Planners 
need to focus on City Centres
The drastic and ever-increasing desola-
tion of city centers is not just happen-
ing in Switzerland; shopping zones in 
neighbouring countries also now have 
more and more vacant premises. Rents 
are too expensive, parking spaces are 
dwindling. Small, owner-run shops 
hardly stand a chance against the big 
brands. Over all this, however, stands 
the fact that people are no longer find-
ing their way into city centres. For this 
reason, SMEs have been calling for the 
redevelopment of city centre culture, in 
a way that is characterized by the triad 
of retail, gastronomy and variety of ex-
perience. 
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Sales News
World!

Genoa – the next “Jeans 
Capital” 
The Italian city celebrated the 
history and heritage of denim 
with launch of “Genova Jeans”. 
Genoa is considered to be 
the “cradle of jeans”. A robust 
indigo-dyed fabric has been 
processed there since the year 
1200.  

Bag meets Art
Fashion brands are increasingly 
turning to artists to reinterpret 
iconic and successful bags. The 
result: creative projects that 
combine art with high-quality 
craftsmanship, and which be-
come bestsellers. Of particular 
note here: Vuitton’s Artyca-
pucines and Dior’s Lady Art.

British Fitness and Leisure 
Brand Gymshark set for IPO
According to reports, the com-
pany is planning to go public. 
Founded in 2012, the brand has 
grown swiftly since its launch, 
driven by influencer market-
ing and a growing demand for 
fitness and athleisure wear.

An interplay of attractive living spaces with a diverse retail landsca-
pe could attract consumers back to the city centre. In Germany, the 
EK/servicegroup association, with around 2,000 affiliated shops, has 
sent an open letter to the Federal Minister for Economic Affairs, Peter 
Altmaier, calling for concepts to revitalize city centres and for invest-
ment in urban development. Altmaier invited around 20 represen-
tatives from retail, urban development and various associations and 
administrations to a round table discussion on the decline of the city 
centre and the current situation facing the retail sector. A step in the 
right direction. There are great examples across Europe of how ci-
ties are tackling this problem creatively: In Vienna, vacant shops are 
being converted into pop-up hotel rooms. In Hildesheim, Germany‘s 
first video game traffic light has already been in situ for several years. 
Pedestrians can shorten waiting time at street crossings with „Street 
Pong“. In Nantes, the art project „Les Machines de l´île“ shapes the 
cityscape, the identity and consequently also the brand of the city in-
ternationally.
Considering this type of development is a long-term process, for 
which „thinking outside the box“ is necessary. Do you know of any 
other good examples, or do you have any ideas for the successful de-
velopment of city centres?

05 Authentic brands win customers
According to a GfK study, the coronavirus crisis has further streng-
thened the already predominant trend towards diminishing brand 
loyalty. It currently stands at an all-time low; 41 per cent. Consumers 
are increasingly seeking authentic brands that accord with their va-
lues. The Consumer Life Study shows that 60 per cent of Generation 
Z women worldwide share this view. This equates to 64 per cent of all 
consumers in total. Many people see social and environmental issues 
as important, and increasingly are expecting brands to do the same – 
out of conviction, not purely to increase sales. For this reason, authen-
tic brands, whose sustainability efforts are disruptively leading to real 
change in the corporate world, are at an advantage. Smart companies 
place their core values, sustainability strategy, and diversity and inclu-
sion initiatives to the fore. In a world where many consumers have a 
360-degree view of companies, building an authentic brand is more 
important than ever before. This will have a lasting impact on marke-
ting and creativity. Brands need to ensure that they „walk the walk“ on 
social issues and activist messages – rather than just „talking the talk“ 
whilst pursuing „business as usual“.
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