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In an on-line retailing era, what do you think the future of shop-
retailing would be like?

Both online and offine (physical store environment) offer their own
unique possibilities of “experiential” elements and possibilities inherent
to each medium. Online enables deep layers of information to exist in a
‘real-estate” that is fully expandable, and to connect virtually with others
who are elsewhere, which is not limited or bound by space or time.

Offine or the brick-and-mortar retailing environment, in spite of its
obvious limitations, offers the very physicality, visibility and touchability
which the digital sphere cannot offer or transmit to a full extent (at least
where we are today in terms of technological possibilities), and thereby
is a stronger condult of human emotions, mood, and response. | believe
that we are slowly approaching the road-end of our naive obsession
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with everything digital and are starting to crave the importance of actual
human and material interaction. In that sense, now, more than ever,
there is an opportunity to really push the visual merchandising or in-
store experience so that it references back and revisits primal human
needs. And take cue from that in order to make the retail experience
more memorable, explore a more daring play between offine and
online experiences combining technology in a more thoughtful and
powerful manner. Here are some examples: the notion of gathering re-
interpreted, invented situations or experiences such as using olfactory
senses to activate memory or triggering emotions to provide a more
sensory context to the products being displayed, create and heighten
human interactions through manipulation of spatial design, rethink the
classic merchandising schemes and planning to see if ime and space
within those contexts can be approached in a completely different
manner, etc..

Though some of the examples mentioned above clearly clash with
the classic understanding of space is money/time is money, which
is an unarguable reality from a commercial point of view, a riskier and
bolder approach would be to uptumn the sense of “shopping time” and
transform it into “experience time” which is much more memorable,
fulfiling, and perhaps a longer term vision of future trends.

What is the most crucial point of retail space design in this
new era?

Experience. But “Experience” in a truly novel sense, not in the run-of-
the-mill branding lingo that all agencies copy and paste into their mission
statements or company profiles.

What kind of approach would you use to enhance shopping
experience in design perspective?

Address the basics and do those well as a first step: healthy air, spatial
harmony, a better sensitivity to audio experience (i.e, soundtracks) and
lighting.

Explore how to introduce layers of enchantment, no matter how simple
they can be: magic of discovery, intimacy, and background context of
the products. Identify the appropriate mood to establish based on who
the audience is.

Explore smarter ways to merge the online and offline experience, but
also reflect upon why and if there is that need.

Invent new ways to relay information or messages as a way o evolve
away from the classic point-of-purchase signage which usually do not
contribute life to a spatial experience.
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