RETAIL & STYLE

TOP TRENDS

01 Purpose

Intrinsically tied to consumer centricity is a sense of
value for your brand. It’s the reason your brand matters
in your customer’s lives. Clearly communicate what that
is and don’t just activate on it: develop for it. In other
words, “purpose IRL.”

02 Transformation

An overused and tired term for sure, but we are still in
the process of effecting this change for a majority of
brands. And if we are being honest, this is a process
that will never end. It is one that will continue to drive
innovation as we try to answer consumer needs.
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03 Customization

XSW is a time and place caught between current buzzwords and
new ones that will trend over the next 12 months... and then, before
you know it, we’re getting ready for the next SXSW. That’s not to say
there isn’t a certain amount of unmeasurable zeitgeist one feels on
the ground as the digital hordes gather to share, listen and scooter
around town.
Looking past the buzzwords, we got to see – and experience – not
only the shapes of things to come, but also the changes that are already making an
impact. From rust belt cities being transformed by locally based retail and e-Bay to
the latest in digitally enabled fashion brands from around the world, it’s all here for the
patient and tenacious. You just have to make sure you get in line early enough to make
it into the session.
Most interesting of all at SXSW? The realization that innovation has fully come to retail
and style, we are emerging from a moment of change, and the disruption felt is now the
fuel pushing the industry forward. Is this just the typical digital crowd’s optimism? Time
will tell, but one thing’s for sure, shopping hasn’t gone away, and in many ways, has
more fully embedded itself in our lives even deeper.

It’s not just about taking custom orders, it’s access to
data that helps brands with demand forecasting for better
supply-chain performance, production planning, even realtime adjustments within stores. Add AI to this mix and you
can supercharge your process.

04 The Drop

Fashion and retail have always been built on a
schedule of seasonality; borrowing from sneaker
culture and disrupting the traditional process provide
new opportunities to reach customers and build
demand, buzz and authenticity.

05 Co-creation

As both a theme and process, this has been around for
a while. But now, we are seeing new platforms evolve.
Think custom on-demand clothes printing, shared software
platforms developed for unique retail and style needs, and
an ever-evolving feedback loop that will soon incorporate
AI in meaningful, and yet unimagined, ways.

Client Implications
What does this mean for brands and businesses? For starters, the journey of transformation

Brands have started to use this time as an opportunity to make real human connections. To

our clients have embarked on, or are about to kick off, isn’t one that will end anytime soon. This

incorporate the customer into their thinking, planning and even development. Brick and mortar

goes beyond new business opportunities. Change has come to every type of business and it
will continue to surge. And if you’re not in a position to react in real time to consumer interests,
needs and demands, someone else will. And they will do it before you know it.
That really is the key. It’s not about using AR in retail or mining
data on store traffic. Those are important tools, but without
clear goals and direction that involve your most important
asset – the customer – you may be doomed to innovate for
the sake of it... and that’s just a waste of money.
Many retail and style brands remain tethered to old ways of
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doing, working and thinking. Consumers couldn’t really care
less about how your supply chain affects availability of the
products they crave. Other brands are already out there filling
the gaps. The time is now. Embrace the change, or be okay
with irrelevance.

Wrapping Up
So, the rumors of retail’s death do indeed seem to have been an exaggeration. In fact, the last
few years have almost provided a sort of breathing space for retail and style brands. With the
overarching expectations lowered, brands have begun to develop and borrow tactics from tech
startups, not to mention from the more consumer-centric, digital native brands nipping at their
heels.

retail isn’t dead; what’s being buried, however, are boring and irrelevant stores. Commercializing
your business can’t be seen as a dirty word. Though you may depend on the creative worlds of
style and fashion, you can still make the shift to offer unquestionable authenticity. Use this time
as an opportunity to make true human connections and uplift retail to what it was always meant
to be, a space to experience your brand.
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