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Science of 
Shopping
In a PostPan 
World
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Rethinking Distribution
Available speaker notes for each slide can be seen 
by clicking here. If there is no comment box, there are 
no notes for that slide.

Presenter Notes
Presentation Notes
Rethinking how we distribute goods.  Using the store or warehouse as a drive by delivery point.  Every major big box merchant globally is experimenting with delivery platforms

Lawrence Hess
Line
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Emotional Realities
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Our Relationship to Consumption has Changed

Presenter Notes
Presentation Notes
Based on changing priorities and access to goods.  We all wear sneakers.  Can we get to fewer but better things?  
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Remember this?



6

Retail Gravity

Presenter Notes
Presentation Notes
We need to recognize that cutting edge of modern retail is migrating to markets where money is young – China, Korea, Brazil, Mexico.  Yes Europe and North America contribute – but the broader landscape is different.
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The Biological Constants

 90% of us are right handed

 Misjudging the speed of 
movement

 People are getting larger 
but not slower

 The window of opportunity

 Text vs. Visuals

 Who is shopping for what?
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Rethinking Epicenters

Presenter Notes
Presentation Notes
The changing sense of home.  Functional, modern, play pen.  Where new money is getting spent.  One of the conflicts between the worlds.  Who does the cooking in your home?   
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Working From Home
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Shopping Everywhere

Presenter Notes
Presentation Notes
We have gone from polite wars to bar fights.  Income is being spent in a wide range of places.  The importance of local.  The craft fair and museum store are no longer below the radar screen.
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The Impact of New Money

Presenter Notes
Presentation Notes
19 out of 20 of the richest families in the world – made their money during their own lifetimes.
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Getting Beyond Peaches and Cream

Presenter Notes
Presentation Notes
Wealth is no longer just a few skin tones.  Asian cosmetic companies are booming.
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Technologically Empowered

Presenter Notes
Presentation Notes
It isn’t about the technology, it is about what it can do and how in makes changes in your life.
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Tech and the Service Model

Presenter Notes
Presentation Notes
The evolution of customer service….
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Camera Play – Selfie Marketing
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Selfie Spots
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A Social Networked World

Presenter Notes
Presentation Notes
Average Time in Dressing Room is up by 20%. - Snap Chat & Face time.  The new lighting in the Macy’s Dressing room
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No Separation Between Real/Digital Worlds

Presenter Notes
Presentation Notes
Today there is no separation between physical and digital shopping.  The more we recognize that is critical.  The merchant community has a vested interest in teaching the consumer how to interact with them.  FaceTime Shoe shopping one in Dubai and a tourist at an US Outlet mall – buying for her family in the Turkey.  Use  your physical store to show customers how to interact with you digitally.  



19

Female Friendly Store

Presenter Notes
Presentation Notes
Our future is based on well we understand women in our dominate market.  Men tend to buy for themselves.  Women buy for their families.  And what is a family is changing.
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The Outfit, Not the Item

Presenter Notes
Presentation Notes
Zara sells solutions.  It look simple, but it isn’t.    Trade marketing needs to pay attention.  
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Theming the Corridors

Presenter Notes
Presentation Notes
The jean hall.  Putting products in context.
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Getting the Details Right

Presenter Notes
Presentation Notes
What color should the face out be?
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New/Old Rules

Presenter Notes
Presentation Notes
Beyman in Cairo.  Playing by different rules and playing better…..
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Owning A Color
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Generational Priorities

Presenter Notes
Presentation Notes
Hip Hop Boots sold for cash…..
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Creativity and Light
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Owning An Image

Presenter Notes
Presentation Notes
No need for words.  Bill boards and media advertising set up the image campaign instore.
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Educating to Sell

Presenter Notes
Presentation Notes
This is an example of educating to sell.  Part of what we like about this merchant is that a novice visitor to the brands gets something our of the store visit.
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Managing Trends

Presenter Notes
Presentation Notes
Would you wear this?  May be somewhere.  Fashion is increasingly local. Yes Paris, London and New York have power – but ….
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Chamber Maid Design

Presenter Notes
Presentation Notes
We are watching a female empowered design industry – take the idea of clean and keep things clean earlier into the concept development.
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Rethinking The Labor Model, Market by Market

Presenter Notes
Presentation Notes
What I can do in-store in Mexico and France are radically different.  
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Female Friendly Bank

Presenter Notes
Presentation Notes
The female friendly bank and great example from Bogota Columbia.  More secure.  Better privacy.  Even cooler uniforms for the staff.
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Seoul, a Frontier of Beauty

Presenter Notes
Presentation Notes
THE long standing global beauty brands are scared
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Where Does My Identity Go?

Presenter Notes
Presentation Notes
Better than a billboard.  Aloe grown on the outside of a skin care store.
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Going to the Frontier

Presenter Notes
Presentation Notes
The mini washing machine in my hotel room in Brazil.  Very popular on Facebook.  What makes the female hotel room.
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Portable Showrooms

Presenter Notes
Presentation Notes
Parking lots are a resource.
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The Store Comes to Us…

Presenter Notes
Presentation Notes
The way we shop will change more in the next five years than it has in the previous fifty.   The store used to come to us.  Can it do it again?
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Mall Agriculture
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Attitude
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Good Tag Line

Presenter Notes
Presentation Notes
Use humor
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 Greener Home:  How do we deal with trash and organic waste?

 We need to get healthier:  Can We Help? 

 Running our Homes more efficiently: Power, water, attention

 Saving Time: To spend with our Families and Friends

 Teaching us Home Economics 
 Cooking Faster and Better: The digital pressure cooker

 Recognizing New Rooms: The media/study room. Laundries

 Emerging World Low-Tech solutions: Wind / solar cookers and washers

 Conceiving of the BRIC home: Across different classes

 In order to sell we often have to teach: What is our message?

My List
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For a PDF, please email:
paco@envirosell.com

Envirosell Inc.
907 Broadway, 2nd Floor
New York, NY 10010
(212) 673-9100
www.envirosell.com
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