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Dr. Martens 
Dr. Martens’ phygital campaign in collaboration with 

isinstore targets Gen Z customers with an immersive 

augmented reality (AR) experience. 
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Glossier, Covent Garden

Glossier opens its first UK store in Covent Garden, London, with a

bespoke lighting solution from Optelma.
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Established in 2010, A1 Retail magazine is a recognised B2B publication covering the latest 
industry news, inspiring projects, comments from leading experts, as well as trade events, 
exhibitions and awards. Celebrating over 100 issues, A1 Retail focuses on the current 
trends and topics challenging the retail sector.  
 
Published 11 times a year as a digital edition and print edition available at industry events, 
A1 Retail reaches the key decision makers and specifiers across the retail sector.
 
Available to read on our successful website and social media channels which are updated 
daily with up-to-the-minute industry news, A1 Retail is the first place for news in your 
industry.
 
Stay one step ahead and subscribe to receive a FREE copy of A1 Retail direct to your inbox 
on the A1 Retail website today.
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Tessuti, Liverpool ONE
Counterfeit Studio designs Tessuti’s new flagship store at Liverpool ONE.
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Copies of A1 Retail magazine are also available at many industry 
events and exhibitions throughout the year. 

DIGITAL

A1 Retail magazine is read across the globe by key decision makers in 
your industry.
     
   Buyers and specifiers
   Department stores
   Multiple high street groups
   Shopping centres
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Glossier, Covent Garden
Glossier opens its first UK store in Covent Garden, London, with a

bespoke lighting solution from Optelma.
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looking to brands that can prove 
their dedication to making positive 
changes. Greenwashing has 
become commonplace as a way 
of appeasing customers and 
providing positive PR. However, 
consumers continue to learn about 
greenwashing and understand 
what genuine change looks like. 
Wrongly claiming sustainable 
practices is incredibly damaging 
to brand reputation. From 
transport, materials, lighting and 
even the recycling of energy from 
manufacturing, each touchpoint 
can be changed to make the entire 
process greener.”

Northbanks 
+44 (0)20 7993 8066
www.northbanks.co.uk 

“At Northbanks, we believe there 
are three key trend predictions for 
spring 2022:

Convenience 
Convenience is something that 
runs through the seams of today’s 
society. Consumers expect 
convenience when shopping online 
and offline. To meet this ever-
growing demand, retailers must 
listen to these evolving needs and 
embrace quick commerce. Each 
touchpoint, from smart checkouts 
to fulfilment centres must act to 
support this to win (and more 
importantly) retain customers. 

Storytelling
Experiential retail is undoubtedly 
now essential to offline shopping. 
In order to entice customers back 
in to the store, experiences and 
storytelling are not desirables but 
must-haves. Stories about brand 
ethos, sustainability or inspiration 
behind certain collections all help 
to connect customers with a brand 
- ultimately increasing brand loyalty 
and higher sales. Effective ways to 
communicate storytelling vary and 
don’t need to be expensive. Simply 
training staff in understanding the 
brand is a huge tool that often gets 
overlooked. 

Sustainability 
An immediate change - brands 
should be looking at is how to make 
their supply chain more sustainable. 
More than ever, consumers are 

Emily Jones, 
Business Development 
and Marketing Manager 
at Northbanks: 

Martin Kingdon, 
Chair and Director of Sustainability 
at POPAI UK & Ireland:

“Sustainability has been a watchword in our industry for 
a long time now. But there has been a seismic shift: it’s 
no longer simply another consideration amongst a long 
list of others. It’s now a key priority, an agenda-topper for 
brands and retailers when they are developing their P-O-P. 

For me, it’s clear that 2022 is the year of 
sustainability. The year that this global issue takes centre 
stage in the retail industry as we rethink, reimagine and 
reposition the way we approach display design. And I 
know this because I’ve seen it unfolding.

At POPAI UK & Ireland, we’re committed to reducing 
the display industry’s impact on the environment and 
in response to this, we launched the Sustainability 
Standard. This is a seven-stage framework where 
companies can gain understanding of where they are 
now in corporate environmental impact and set a plan 
for future improvement. Through submitting information 
which is independently audited, a company can assess 
change.

We also offer the measurement, comparison and 
reporting of the environmental impact of manufactured 
items through our Sustain® eco-design indicator tool. 
Working to LCA principles it provides metrics including 
Co2e, water, recycled content and expected end of life 
based on data including transport, materials, processes, 
energy use, recyclability and more.

These metrics are being used by clients to understand 
the situation with the impact of their displays, and to work 
with their supply chain to improve it.

In spring and beyond, I have no doubt we’ll see more 
displays blossom with green credentials, a much-needed 
leap forward into a new era of planet-friendly P-O-P.”

POPAI UK & Ireland 
+44 (0)1455 613651
www.popai.co.uk 

“Stories about brand ethos, 
sustainability or inspiration behind 

certain collections all help to 
connect customers with a brand - 

ultimately increasing brand loyalty 
and higher sales.”

A1 SPRING TRENDS

Spring
Trends 

Emily Jones, Business Development and Marketing 
Manager, Northbanks. 

Images courtesy of Northbanks. Image courtesy of POPAI UK & Ireland.

Image courtesy of rpa:group. 

What will be the biggest trends in retail
this spring? A range of experts from across 
the sector give us their predictions. 

James Breaks RIBA, 
Associate Director – Design at rpa:group:

all the inclusivity and emotional 
engagement it brings with it is a 
key driver for brands. By accepting, 
communicating and celebrating 
‘identity’ brands can generate 
authentic engagement with their 
customers. 
 
Providing focus through technology
Technology, linked with seamless 
online presence and fulfilment, 
allows store sizes to be optimised 
to suit individual brand experiences 
and customer preferences, from 
BOPIS and storefront collection, to 
promoting the opportunities that 
hybrid or blended retail can offer.
 
Embracing hybridisation
Blended design that delivers 
combined offers and experiences 
will enhance physical retail, widen 
the sensory potential, and drive 
genuine engagement. Collaboration 
of brands and services can produce 
unexpected and joyful innovation 
that is born and promoted online 
but enabled in-store.”

rpa:group
+44 (0)1784 256579
www.therpagroup.com

“As the retail world continues to 
open up after the pandemic, an 
evolved shopper is emerging who’s 
purchasing decisions are now a 
consequence of many moments 
of self-reflection and an increased 
societal awareness.
 
Satisfying the conscious consumer
Brand governance, and a 
360-degree approach to sourcing, 
production methods and recycling 
are all non-negotiables for brands 
looking to maintain deep-seated 
loyalty. Brands such as our client 
Tommy Hilfiger now have their own 
collection of adaptive fashion, while 
Adidas has introduced their “Lasting 
Change Now” policy.
 
Connecting through disruption
Increase in spend and dwell-time in 
physical environments still outstrips 
online transactions, so the reasons 
for visiting these needs to continue 
to be compelling, relevant and 
committed. The physical journey 
still starts with the storefront, and 
the potential for service windows, 
pick-up lockers or content-based 
showrooming should not be 
ignored. Now, more than just a 
name on a product, identity and 

are not only offering greater speed 
and convenience but they’re 
also providing a more all-round 
experience in the absence of visiting 
their store. For example, they could 
engage consumers to swipe and 
find out a little more about a piece 
of clothing and what it’ll go with, 
while the paid social proactively 
advertises items they know they’ll 
love, and likely pay for, based on 
their real-time interests.”

James Urquhart adds, “Using 
social to attract specific target 
markets, millennials and Gen Z 
are the two demographics that 
marketers are still desperately trying 
to figure out today. That’s because 
their influence is huge and yet they 
tend to adopt new habits much 
faster than previous generations 

Physical stores have long 
been an opportunity 
for retailers to provide 
a memorable shopping 

experience. However, the pandemic 
has since altered that, creating 
more possibilities for retailers and 
brands to engage with and reach 
customers online. 

James Urquhart, Managing 
Director and Co-founder of Lets Run 
Social, comments, “When shops 
were forced to temporarily shut 
during the lockdowns, there was 
an even greater emphasis on what 
brands could offer online instead. 
Social content allowing consumers 
to tap and shop in seconds has 
been a lifeline in terms of plugging 
that gap and creating convenience 
at a time when the retail industry 
faced so much disruption.

But with that shift – of having 
more online content made available 
– a customer’s experience has, in 
many instances, evolved. When 
they’re unable to speak to in-store 
experts about products and get a 
greater understanding about them 
face-to-face, social content has had 
to work even harder than before.”

James Urquhart continues, “A 
retailer’s social media presence 
must inspire and engage followers 
– and this can be achieved by a mix 
of organic and paid social. Providing 
shoppers with the opportunity 
to enjoy vibrant, eye-catching 
organic content on their Instagram 
grid, for example, while having 
complementary, targeted paid social 
and ‘swipe up’ links to generate 
conversions, brands must strike a 
good balance.

When they nail this, retailers 

Getting 
How is social media changing the 
way consumers shop and what 
opportunities do these platforms 
present to retailers? 

March 2022

– presenting eCommerce brands 
with their own version of ‘cat and 
mouse’.

Retailers must be on top of 
their game and offer an all-round 
interactive social experience 
that’s personalised, streamlined 
and engaging if they’re to thrive 
and respond positively to every 
consumer’s individual shopping 
habits.”

While many social media 
platforms originally started as 
ways to connect with friends and 
meet new people, they have now 
evolved into a hub where users 
can go to discover new brands, 
learn about different topics, and 
entertain yourself, at any time, from 
anywhere. 

Rob Neander, Performance 
Director at Spin Brands, explains, 
“This ‘always on’/‘always browsing’ 
approach to shopping means that 
the opportunity to purchase new 
items is always there and now 
that the younger generations have 
increasingly disposable incomes, it 
is the perfect time to double down 
on convenience levers. Gen Z are 
also commonly the most considered 
purchasers in the market meaning 
that they look into the brand, the 
values as well as comparing pricing 
and social commerce can allow for a 
more efficient shopping experience 
for this generation.”

 Rob continues, “Since the 
iOS14.5 changes in early 2021, 
companies such as Meta and TikTok 
are putting their highest priority on 
new ways to generate revenue and 
own consumer data. One such way 
is the expansion of the Facebook 
Pay product to now enable 
customers to buy directly through 
Instagram or Facebook using the 
native checkout functionality. 

 By doing this, Meta can: 
improve conversion rates for the 
business which use its platforms 
- thus increasing the demand side 
for ads; increase time spent on the 
platform - thus increasing the supply 
side for ads; and own first party data 
for every customer who uses this 
function - again, increasing demand 
for ads as targeting and modelling 
becomes more accurate.

 Brands should be keeping 
a very careful eye on this 
development as inevitably more 
and more platforms will adopt this 
functionality and make traditional 
eCommerce sites superfluous.”

“Providing shoppers with the 
opportunity to enjoy vibrant, eye-
catching organic content on their 
Instagram grid, for example, while 
having complementary, targeted 

paid social and ‘swipe up’ links 
to generate conversions, brands 

must strike a good balance.”
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A1 SOCIAL MEDIA SHOPPING

The eCommerce industry is 
undergoing a major change as 
all social media platforms go 
transactional, and brands need to 
keep up with this trend. Dominique 
Bell, Paid Social Manager at Fluid 
Commerce, comments, “Social 
commerce is a way for brands to 
interact with their customers in 
an active dialogue. Brands can 
get direct feedback and data from 
their consumers, and consumers 
get quick information about 
new products, promotions, and 
discounts. As shopping in-store 
becomes less popular, the ability to 
use all your senses when browsing 
products has gone. In social 
commerce, having someone else, 
like an influencer, show the product, 
and talk about how it feels, smells, 
tastes, and sounds add some new 
value to the whole experience.”

 Social media also promotes 
users to share the content they 
are seeing with friends, increasing 
reach without the retailer having 
to do anything, as Dominique says, 
“Because consumers are already 
looking for products on social 
media, brands and retailers don’t 
necessarily need to chase them. 
Great content and products are 
likely to be shared – so sales can 
come organically via the friends and 
family of your community. It is like 
a giant social marketplace, where 
users go to find the latest trends, 
engage with their network, and 
purchase products based on the 
inspirations that have come from 
brands, influencers, and friends”.

In today’s retail landscape, 
customer journeys involve an ever-

James Urquhart, 
Managing Director and

 Co-founder of Lets Run Social

Jake Athey,  VP Marketing and 
Customer Experience at Widen, 

an Acquia company

James Brooke, 
CEO at Amplience

Dave Bruno, 
Director of Retail Market 

Insights at Aptos

Rob Neander, 
Performance Director 

at Spin Brands

Dominique Bell, 
Paid Social Manager at 

Fluid Commerce

James Urquhart, Managing Director and
 Co-founder, Lets Run Social.

Image courtesy of 
Lets Run Social.

Image courtesy of Fluid Commerce.

Above - Image courtesy of Spin Brands.
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The Metaverse and its 
associated technologies 
are currently undergoing 
increasing expansion and 

adoption by users and businesses 
alike, with many seeing it as 
the next frontier for retail. With 
companies scrambling to get a 
piece of the next big thing, retailers 
must think about how they can 
enter the Metaverse strategically 
to provide their customers with 
an innovative and immersive 
experience. The Metaverse has the 
power to change how consumers 
engage with products and retailers, 
potentially shifting buying patterns 
and product offerings. With this 
potential comes the responsibility 
for retailers to come out with 
ingenious ways of doing business. 

The Metaverse can be 
understood as a digital economy 
wherein activities may be 
reminiscent of the real world, 
but are powered by cutting-edge 
technology enabling participants 
to engage in innovative ways. This 
has been seen in gaming, social 
media and entertainment and is 
becoming increasingly evident in 
retail. The financial impact of doing 
business in the Metaverse is already 
too significant for companies to 
ignore, with millions of dollars being 
injected into it constantly. 

With retail’s expansion into the 
Metaverse, the actual purchasing of 
products has become but a detail 
of the overall shopping experience. 
With the apparent ‘free-for-all’ 
nature of this virtual world, all sorts 
of retailers have delved into the 
Metaverse, from established luxury 
designers to high street and fast 
fashion brands. As a result, one of 
the first impacts on retail has been 
the introduction and sale of entirely 
digital products. These include 
virtual apparel or ‘skins’ with which 
to dress avatars, often costing 
more than their equivalents in the 
physical world, as well as virtual 
cosmetics for avatars to use, virtual 
homes in which they reside, and 
NFT art, all of which become status 

 the next big thing for retail 

March 2022

consumers would line up with the 
company’s products, which users 
would be able to buy with just a 
click and receive at their doorstep 
the same day. Another example 
would be a DIY retailer, which could 
provide a virtual space for users 
to practice their DIY skills virtually 
before moving on to the physical 
world. 

The Metaverse provides retailers 
with new ways of connecting with 
consumers, drawing them into their 
businesses and providing them with 
innovative goods and services. Early 
adopters are presented with the 
unique opportunity to dictate the 
direction retail will take as these 
developments progress. In order to 
stand out, they must make sure to 
prioritise immersive and innovative 
customer experiences and start 
small, as the Metaverse is the next 
big thing.

Mobiquity Europe 
+31 20 40 43 982
www.mobiquity.com

Image courtesy of 
Mobiquity Europe.
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A1 OPINION

Danny Groenenboom, Strategy Director of Retail
at Mobiquity Europe explains how the Metaverse 
is impacting the retail industry. 

symbols in this virtual world. 
Aside from product offerings, 

customers’ shopping experience 
in the Metaverse have also seen 
great innovation from retailers. 
With so much innovation taking 
place, retailers must find ways 
to stand out against competitors 
and ensure that their experiences 
are memorable to consumers. As 
such, retailers should not get hung 
up on replicating age-old offline 
experiences within the Metaverse. 
Instead, customers will be more 
likely to engage with immersive 
events, providing them with 
experiences unlike what they can 
experience in the offline world.

For instance, a company selling 
health and nutrition-related items 
should cater to the Metaverse’s 
immersive experiences creatively, 
rather than recreating their stores in 
a digital space. This could be done, 
for instance, by creating a workout 
area for shoppers, harnessing 
community-building by exchanging 
fitness, and having virtual sales 
associates provide workout and 
nutrition tips. This engagement with 

A1

RIBBLE CYCLES ARTICLE

get creative with their own bikes by 
choosing colours, adding gradients or 
mixing fades – there’s over a million 
possible combinations. This allows 
the customer to be bold and bright or 
as stealthy as they like... either from 
the comfort of their home or in-store 
with one of Ribble’s experts. 

The launch event brought 
together a host of guests from 
the world of cycling. David Stacey, 
Ribble’s Commercial Director, said of 
the evening, “It was brilliant to host 
such an exciting team bike launch 
event at our flagship store, bringing 
together world-class product, pro-
riders, partners and people in our 
unique brand immersive showroom. 
A great start to the season and the 
launch pad of many new in-store 
initiatives celebrating our 125 
years heritage, cycling passion and 
pedigree.”  

Ribble has seamlessly integrated 
digital and physical interactions 
in-store, creating a unique and fully 
immersive customer experience. 
State-of-the-art technology is used 
to communicate with visitors in real 
time. Digital displays share product 
information such as specifications, 
reviews and FAQ’s while allowing the 
customer to experience the bike in 
action through thrilling video content. 
Customers can also use the in-store 
technology to build their own bikes 
and choose their own specs to create 
their very own model suited to their 
personal riding style and needs.  

Ribble Cycles
www.ribblecycles.co.uk

Ribble Cycles launches Ribble Weldtite Pro Cycling (RWPC) 
team bike at their state-of-the-art flagship showroom in 

Clitheroe, Lancashire. We find out more. 
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RWPC, the UCI Continental 
Road Team, will be racing on 
Ribble’s ground-breaking, 
Ultra SL R Team Edition 

across the 2022 season and were 
presented with their new machines 
at Ribble’s Lancashire showroom 
before flying out to Calpe for pre-
season training.

The Ribble Ultra SL R is the 
result of an extensive R&D project 
carried out by Ribble giving riders 
a proven performance advantage. 
The aerodynamically optimised and 
fully UCI approved machine has been 
finished in the new striking 2022 
Team Edition Custom Colour design 
featuring a Midnight Ink, Fresh 
Mandarin and Alpine White palette 
with metallic finish. 

Andy Smallwood, CEO of 
Ribble Cycles, commented, “The 
combination of Ribble’s R&D and 
a stronger than ever rider line up 
sees our Ultra SL R being raced by 
a leading British based team on the 
world stage. Our involvement with 
RWPC allows us to gain essential 
product feedback and insights into 
real world racing conditions and will 
inform our R&D as we continue to 
develop and innovate in the creation 
of world-class racing machines.”

For the dedicated followers of the 
team, or admirers of the distinctive 
colourway, the Team Edition design 
is available across a range of 
models on Ribble’s website, with 
the intention for the bikes to also 
be showcased in selected stores to 
coincide with major races throughout 
the season including during the Tour 
of Britain. 

 Created by selecting the Ribble 
Weldtite Team Edition custom colour 
option via the CustomColour platform 
on Ribble’s BikeBuilder – where 
customers can also personalise and 

Images courtesy of Ribble Cycles.
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Dr. Martens 

Dr. Martens’ phygital campaign in collaboration with 

isinstore targets Gen Z customers with an immersive 

augmented reality (AR) experience. 
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Quirky and Colourful
Altro’s flooring system and custom wall panels give El Mexicana 

in Chelmsford, Essex, the ‘wow’ factor.

Please contact abigail@a1mediamagazines.com for more information on all editorial enquiries.

When sending over editorial content for inclusion, don’t forget to send us 
high resolution images which can then be put forward for possible front cover 
selection.
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