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Science of 
Shopping
In a PostPan 
World
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Rethinking Distribution
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Emotional Realities
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Our Relationship to Consumption has Changed
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Remember this?
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Retail Gravity
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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
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Working From Home
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Shopping Everywhere
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The Impact of New Money
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Getting Beyond Peaches and Cream
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Technologically Empowered
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Tech and the Service Model
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Camera Play – Selfie Marketing
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Selfie Spots
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A Social Networked World
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No Separation Between Real/Digital Worlds
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Female Friendly Store
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The Outfit, Not the Item
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Theming the Corridors
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Getting the Details Right
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New/Old Rules
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Owning A Color
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Generational Priorities
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Creativity and Light
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Owning An Image
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Educating to Sell
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Managing Trends
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Chamber Maid Design
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Rethinking The Labor Model, Market by Market
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Female Friendly Bank
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Seoul, a Frontier of Beauty
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Where Does My Identity Go?
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Going to the Frontier
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Portable Showrooms
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The Store Comes to Us…
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Mall Agriculture
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Attitude
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Good Tag Line
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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


	Slide Number 1
	Rethinking Distribution
	Emotional Realities
	Our Relationship to Consumption has Changed
	Remember this?
	Retail Gravity
	The Biological Constants
	Rethinking Epicenters
	Working From Home
	Shopping Everywhere
	The Impact of New Money
	Getting Beyond Peaches and Cream
	Technologically Empowered
	Tech and the Service Model
	Camera Play – Selfie Marketing
	Selfie Spots
	A Social Networked World
	No Separation Between Real/Digital Worlds
	Female Friendly Store
	The Outfit, Not the Item
	Theming the Corridors
	Getting the Details Right
	New/Old Rules
	Owning A Color
	Generational Priorities
	Creativity and Light
	Owning An Image
	Educating to Sell
	Managing Trends
	Chamber Maid Design
	Rethinking The Labor Model, Market by Market
	Female Friendly Bank
	Seoul, a Frontier of Beauty
	Where Does My Identity Go?
	Going to the Frontier
	Portable Showrooms
	The Store Comes to Us…
	Mall Agriculture
	Attitude
	Good Tag Line
	My List
	Slide Number 42

