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EDITORIAL DESIGN EXAMPLES

FRONT COVER

faster, more flexible delivery as 
standard, leaving little room for error 
when demand surges.”

She adds: “The reality is that 
many retailers are still relying on 
centralised fulfilment models that 
weren’t built for this level of speed 
or scale. When volumes spike, 
these systems can quickly become 
overloaded, leading to delivery 
delays, increased costs, and a 
frustrating experience for customers 
who expect reliability above all else.”

To overcome this, retailers must 
build greater flexibility into their 
last-mile operations. Faye suggests: 
“One solution is rethinking how 

As the peak season fast 
approaches, the pressure is 
on for retailers to deliver at 
the last mile. With growing 

customer expectations, brands need 
to balance increased demand and 
tighter delivery windows – all while 
keeping costs down and customers 
happy.  

Faye Calland, Sales and Marketing 
Director at CitySprint, explains: 
“Volatile order volumes, rising 
operational cost, and the constant 
pressure to maintain delivery 
reliability are placing unprecedented 
strain on fulfilment networks. At the 
same time, consumers now expect 

What challenges are retailers currently facing
in managing last-mile deliveries and how can 
these be overcome ahead of the peak season?

October 2025

existing assets, particularly stores, 
can be used to ease the load on 
regional hubs. By transforming stores 
into local fulfilment centres, retailers 
can shorten delivery routes, speed 
up dispatch times, and reduce the 
strain on central networks. Using 
store inventory for same-day or local 
deliveries also helps maintain service 
levels when pressure peaks.”

Partnerships with agile logistics 
providers are critical to making this 
work. Faye says, “Partnering with 
a reputable logistics provider will 
enable retailers to scale delivery 
capacity up or down at short notice 
and keep products moving efficiently 

26 27October 2025

Solving delivery 
dilemmas 

www.a1retailmagazine.com www.a1retailmagazine.com

A1 DELIVERIES

between locations. Retailers that 
strengthen their local fulfilment 
strategies now and collaborate 
closely with logistics partners to 
create more responsive, resilient 
delivery models, will be best placed 
to keep promises, delight customers, 
and succeed this peak season.”

One of the biggest challenges 
of the last mile continues to be 
missed or failed deliveries. Katia 
Bourgeais-Crémel, Director of 
Lockers Automation Europe at 
Quadient, comments: “Failed 
or missed deliveries not only 
frustrate customers but also create 
costly operational issues and 
environmental impacts. To address 
this, retailers could explore more 
flexible collection options that 
give consumers greater choice and 
control over how and when they 
receive their orders.”

Parcel lockers can help to reduce 
this issue by putting customers 
back in the control of when they 
receive their delivery. Katia says: 
“Parcel lockers allow customers to 
collect parcels at a time that suits 
them, helping to cut failed deliveries, 
reduce unnecessary repeat journeys, 
and lower emissions.”

For retailers, parcel lockers can 
also increase footfall and encourage 
in-store visits. Katia explains: “Our 
research at Quadient indicates that 
more than half of consumers (54 
percent) would make additional 

purchases - spending up to £705 
a year - when collecting a parcel 
from a locker located at a retailer. 
This equates to an impressive £13.7 
billion in potential extra spending 
across the UK.”

The increasing demand 
from customers around speed 
and convenience is also putting 
pressure on last-mile logistics. Mia 
Yamaguchi, Retail Development 
Lead at Uber Direct UK&I, comments: 
“These expectations have increased 
considerably in recent years, with 
more retailers offering on-demand 
or same-day delivery as an option 
when consumers buy online. We 
saw this trend first really emerge 
during the pandemic, when people 
couldn’t get out to the shops, but it 
has gathered significant momentum 
since then. A study recently 
published by Retail Economics and 
Uber Direct, revealed that almost 
9 in 10 UK consumers (86 percent) 
now expect same-day delivery as 
standard from all retailers.”

Mia continues: “The initial 
popularity of on-demand delivery 
can be attributed to the big 
supermarkets. They have enjoyed 
notable success offering express 
options and nominated time slots. 
Now, this trend has spread well 
beyond the grocery sector and can 
be seen across several different 
product categories. Whether it’s 
consumers buying perfumes 

“By transforming stores into 
local fulfilment centres, retailers 

can shorten delivery routes, 
speed up dispatch times, and 
reduce the strain on central 

networks. Using store inventory 
for same-day or local deliveries 

also helps maintain service 
levels when pressure peaks.”

Faye Calland, 
Sales and Marketing Director, CitySprint.

Image courtesy 
of Unsplash. Photo 

credit: Fotos.

Image courtesy of CitySprint.

Image courtesy of CitySprint.
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Nissen Richards 
Studio

Shoemakers 
Museum

Somerset,
UKCelebrating 200 years of 

shoemaking by Clarks

The new museum opened in 
October 2025 in Street, the 
village in Somerset where 
Clarks was first formed. 

Designed by Purcell Architects, 
the new Shoemakers Museum blends 
history, craftsmanship and innovation 
to set a new benchmark for 
sustainable cultural buildings in the 
UK. Purcell’s striking double-height 
contemporary extension houses the 
permanent exhibition and seamlessly 
connects to The Grange, a Grade II 
listed 16th-century manor house long 
associated with shoemaking. 

Visitors will be able to explore 
the evolution of Clarks from a home 
grown Quaker business into a global 
fashion brand with iconic shoes, such 
as the Desert Boot. The museum 
is a celebration of shoemaking 
and street style, retail rituals and 
advertising design, working life and 
cultural identity - all rooted in one 

extraordinary Somerset village.
Pippa Nissen, Director of Nissen 

Richards Studio, commented: “We 
wanted the craft of the story to live 
within the designs with the very 
process of shoemaking itself woven 
into every choice. In the colours, the 
materials, the forms and the smallest 
details, you can feel the hand of the 
maker. Through design, we had the 
privilege of speaking to shoemakers, 
and researching into this historically, 
uncovering the richness of the 
practice, and letting that knowledge 
shine through.”

Alfred Gillett Trust is the project 
commissioner and the name of the 
charitable organisation set up to 
safeguard and preserve the collection, 
which cares for over 100,000 historical 
objects. 

Nissen Richards Studio’s 
Interpretation Specialist Echo 
Callaghan commented: “In this 

exhibition, there was no shortage of 
extraordinary stories to tell. Working 
alongside the archivists, collections 
manager and curatorial team to bring 
the narrative of the exhibition to 
life was a valuable and eye-opening 
experience and we hope that visitors 
are infected by the passion and 
enthusiasm that they hold for this 
exciting collection.” 

Nissen Richards Studio responded 
to the brief to create a colourful, 
highly graphic, and vibrant exhibition 
environment through the imaginative 
communication of stories and 
immersive experiences which 
speak engagingly to many different 
audiences. 

As visitors approach the museum, 
they are met by colourful banner 
wayfinding in the scheme’s yellow-
orange-blue principal colourway, 
taking people from the boundary to 
the main museum entrance. 
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Visitors arrive at Shoemakers 
Museum into a dramatic double-
height space, with their journey 
starting in the Arrival area, where a 
large neon sign creates a truly wow 
moment before moving through three 
main exhibition spaces. 

Welcome to Street focuses on 
the village itself, the Clark brothers 
and the importance of the people 
of Street to the history of Clarks. 
A full-wall depiction of Street and 
its rural context, which takes the 
form of a 3D-abstracted wall, spans 
both the ground and first floors of 
the exhibition space. An interactive 
element demonstrates how excess 
energy from the factories was once 
used to power the town’s streetlights.

The Making Gallery explains the 
production processes of shoemaking. 
This is an AV-intensive space centred 
on two ‘island’ displays, with interactive 
displays all around the perimeter. It 
tells the story of hundreds of years of 
evolving shoemaking processes, from 
hand-sewn shoes to automation, and 
the eventual outsourcing of fabrication 
to Asia, as well as looking at the 
innovators and material developments 
which brought the process forward.

Visitors then move upstairs to 
the third section of the display, 
Selling and Buying, where the focus 
is about celebrating the product. 
Here, the design changes to reflect a 
more highly polished, public-facing 
environment. 

The heart of this gallery is Clarks 
shoes through time, starting with 
marketing and advertising illustrated 
by point-of-sale pieces from the 
historical archive in a large wall-hung 
display, with a dark background that 
allows the archive items to stand out. 

Two partial shop recreations from 
the 1950s and 80s follow, as well as a 
back-to-school area which features a 
number of child-friendly interactives 
from a till and dress-up area to a 
replicated shoe measuring kit.

Rosie Martin, Director of 
Shoemakers Museum, concluded: “Our 
team thoroughly enjoyed working 
with Nissen Richards Studio, from the 
early days of identifying the themes, 
stories, and objects, to designing the 
galleries and overseeing the museum 
fit out. The feedback from our first 
visitors is extremely gratifying and we 
look forward to sharing Shoemakers 
Museum with the world.”

Nissen Richards Studio
www.nissenrichardsstudio.com 

Client: The Alfred Gillett Trust.
Permanent exhibition, graphic, wayfinding and shop design: 
Nissen Richards Studio.
Architecture: Purcell Architects.
Photography: Gareth Gardner.

Nissen Richards Studio has created the permanent exhibition, graphic design, 
wayfinding, and shop design for Shoemakers Museum - a brand-new visitor 
destination celebrating 200 years of shoemaking by Clarks.
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fashion retail stores achieve: making 
creativity tangible and bringing 
beauty back to the everyday.

Modern art galleries stand tall 
in full awareness that their futures 
depend on something deeper than 
transaction - the ability to turn 
spaces into stories, and products 
into emotions. From immersive 
flagships that feel like installations to 
art fairs and independent galleries 
that double as lifestyle destinations, 
the lines between creativity and 
commerce have never been 
more beautifully blurred, and it’s 
wonderful to see.

Can art become more attainable for 
the everyday customer? 
In fashion, we spent decades 
breaking down the barriers between 
luxury and accessibility. We learned 

How is the digital revolution 
transforming the relationship 
between fashion and art?
For centuries, the fashion and arts 
worlds have mirrored each other, but 
the digital revolution has profoundly 
transformed how they operate, who 
can participate, and how we define 
value itself.

Fashion and art have long spoken 
the same poised language yet 
remained quite distinct with their 
discourse; one sat as a sanctuary 
for contemplation and the other a 
theatre of consumption. Yet today, 
those boundaries are dissolving. 

Fashion houses are 
commissioning painters and 
sculptors, galleries are embracing 
retail principles, and consumers are 
behaving less like shoppers and 
more like collectors. Both worlds, at 
their best, are driven by the same 
pursuit: emotional resonance, 
aesthetic storytelling, and the desire 
to belong to something meaningful.

What is the key to curating a 
successful retail experience for 
customers? 
Many retail spaces are struggling 
with occupancy amidst the 
e-commerce age, however, when it 
comes to art specifically, across the 
UK, galleries are revitalising high 
streets not only through footfall 
and vibrancy, but by reintroducing 
the idea that shopping can also be 
cultural. 

They turn commercial space 
into something contemplative 
- a place where people can slow 
down, engage, and feel inspired in 
doing so. They echo what the best 

With over 30 years leading global premium and luxury brands, 
we sat down with Clarendon Fine Art Managing Director, 
Beth Butterwick, who brings a fascinating perspective on the 
intersection of fashion and art on the British high street.

November 2025

how to make beautiful things feel 
inviting rather than intimidating. 
At Clarendon Fine Art that’s exactly 
what we’re doing for the art world.  
We want to welcome everyone; art 
isn’t a one-size-fits-all. For anyone 
stepping into our galleries, we 
provide an immediate sense of 
inclusion. Art should be accessible, 
welcoming, and empowering.

Could art galleries be a secret 
saviour for the UK high street? 
For much of modern history, fine 
art has been perceived as a rarefied 
world - guarded by insider language, 
institutional hierarchies, and the 
quiet formality of a white box, so 
you may be wondering how art 
galleries can help revive the UK 
high street? Today, as culture opens 
and audiences seek emotional 

32

Why art galleries remain 
the windows of wonder 
of the British high street
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A1 Q&A - CLARENDON FINE ART

Image courtesy of 
Clarendon Fine Art.
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compared to 85 percent among 
employees in their 40s.

These figures highlight a 
systemic issue rather than individual 
fault. Younger workers often make up 
the weekend and evening workforce 
and may lack the confidence to 
challenge customers. Without strong 
supervision and consistent training, 
compliance inevitably slips when 
pressure rises. 

A changing age-verification 
landscape
This year’s improvement in overall 
pass rates is encouraging, but 
retailers face a new and far greater 
test ahead. The UK government 
remains confident that Digital ID 
will be accepted as proof of age for 
alcohol sales by the end of 2025, with 
a mandated government digital ID 
targeted for 2029.

Several private providers 
already offer digital proof of age 
for e-cigarettes and tobacco, but a 
state-mandated scheme raises tough 
questions: how will existing systems 
coexist with the official one? And 
how can retailers prepare when the 
rules are still evolving? 

Many retailers are already 
wrestling with the practicalities 
of introducing Digital ID - from 
technology integration and 
interoperability to budgeting and 
training. Do they invest in today’s 
private solutions, or wait for the 

Serve Legal conducts over 
200,000 compliance audits 
every year across the UK and 
Ireland, using 18–19-year-

old auditors who test whether 
stores, pubs, and forecourts follow 
age-verification laws. These young 
people, trained and supervised by 
our team, attempt real purchases 
and record what happens - whether 
staff check ID, how confident they 
are, and how the overall purchase 
experience feels. Their reports are 
then shared with retailers to help 
identify weak spots and training 
needs.

The numbers for 2025 are in
Alcohol pass rates - when a young-
looking customer is correctly asked 
for ID - have crept up to 79 percent 
in 2025, after several years of small 
fluctuations (74 percent in 2023, 77 
percent in 2024). But a deeper look at 
the data reveals a persistent pattern. 
Over the last three years, pass rates 
have dropped on Saturdays and 
Sundays to around 74 percent, and 
to just 72 percent in the evening, 
compared with 80 percent in the 
morning.

Energy drinks show similar 
vulnerabilities: compliance has 
improved from 67 percent in 2021 
to 77 percent this year, yet weekend 
failures remain high. Staff age makes 
a huge difference too - those under 
20 passed only 48 percent of audits, 

Matthew Houliston, Data & Systems Director at Serve Legal, advises on how retailers can 
ensure underage sales of restricted goods stop slipping through the net. 

November 2025

government system? For smaller 
retailers, the uncertainty is even 
more daunting.

Our own research with our 
16–25-year-old auditor community 
reinforces this unease. Only 7 percent 
of respondents said they use a 
Digital ID, while 93 percent still prefer 
physical identification. Awareness of 
the government’s Digital Attributes 
Framework was minimal, and trust 
even lower - just one in five believed 
Digital ID offers stronger privacy than 
a passport or driving licence.

Time to get ahead of the curve
Retailers have seen the cost of 
non-compliance, especially after 
the disposables ban reshaping the 
vaping sector. Our advice is simple: 
don’t wait for Digital ID to arrive to 
start tightening your systems. 

As Christmas trading ramps up 
with more young customers, more 
online orders, and higher pressure on 
staff, the gaps exposed by our data 
will only widen. The technology may 
be changing, but the fundamentals 
remain the same: vigilance, 
consistency, and confidence at the 
checkout are still your strongest 
defence. 

Serve Legal
www.servelegal.co.uk
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Stopping underage sales from 
slipping through the net
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“At the SDEA, we’ve had the pleasure of collaborating with A1 Retail since 
their inception and it has been an incredibly rewarding partnership. Working with 

Terry, Abbie and Carley has always been seamless, professional and mutually beneficial 
- we truly enjoy the cooperation. Their in-depth coverage of the retail display industry, 
insightful features, and commitment to highlighting innovative trends have consistently 

supported our members and championed the Association’s initiatives. Congratulations to 
A1 Retail on reaching your 15th anniversary! Here’s to another 

15 years of excellence in retail journalism.”
Antony Behiels, Director of Shop and Display 

Equipment Association (SDEA)

“A1 Retail has been a constant source of insight and 
inspiration throughout our journey. From showcasing standout 

projects to championing innovation in store design and VM, 
the publication continues to set the bar for thoughtful, relevant 

retail commentary. The team’s professionalism and genuine 
support for the industry makes every feature a pleasure to 
collaborate on. Congratulations on 15 years of celebrating 

creativity and shaping conversations - we’re excited 
to see what the next chapter brings.”

James North, Founder of Northbanks

“Congratulations to the whole team at A1 Retail on 15 fantastic years! Our long 
relationship with the magazine has been consistently positive with all staff going above and beyond 
at all times. Their proactivity in supporting our business objectives on top of their professionalism, 
industry insight, and commitment to showcasing innovation in retail have made them a valuable 
partner to Perspex Distribution. The exposure we’ve gained through their various platforms has 

helped us connect with key audiences and grow our presence in the retail sector. We look
 forward to continuing our successful collaboration for many years to come.”

Luke Martyn, Marketing Manager at Perspex Distribution 

“We’ve worked with A1 Retail since their very first publication, and it’s been a pleasure to 
see how they’ve grown while consistently delivering quality and professionalism. The 

publication is always well-presented, targeted, and effective – a valuable part of our marketing 
strategy. The team at A1 Retail are friendly, responsive, and genuinely committed to 

supporting local businesses. We’re proud to be long-standing partners and look forward 
to continuing our relationship for years to come.”

Tracy Partridge, Managing Director 
of Brochure Holders International Ltd

“Advertising with A1 Retail has been a fantastic way 
to connect with the right people in the retail industry. 

Each issue gives us the chance to showcase our brand to 
a highly engaged audience, and we’ve seen real value from 
being featured every month. The team is great to work with, 
and the magazine itself is trusted across the sector. For us, 

A1 Retail isn’t just advertising - it’s a partnership that
 supports our growth.”

Michael Ingram, Director of Dorotape
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