Ideas made
possible.

South Korean—

Retail
Innovation.




~ WHY SOUTH KOREA IS'STILL f
~ ALEADER IN RETAIL INNOVATION. Ty SRR

~In this report, we explore a tangible toolkit, illustrating
how, South Korean retail brands are building world

~ class retail experiences. Discover some of the key design
directions influencing the aesthetic movements and
visual trends from the region.
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K—RETAIL

Experience Toolkit.

ACTIVITY FORMULA
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K—RETAIL | Experience Toolkit — 1/3.

Brand Anchors Hyper-Physicality @ Content creation Dwell spaces
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K—RETAIL | Experience Toolkit — 2/3.
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Design directions.

TREND OVERVIEW
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"As 24 hour exposure to bad news takes
it's toll on all demographics, consumers
are craving escapist experiences to uplitt,
Inspire and share.”
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Griga-realism.
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Giga-realism is the next stage of
development for the hyper-physical
environment. As brands realise the
power of hyper-physical spaces,
competition to be the most engaging
is the driving force behind some of
the most visually and narratively
tactile retail spaces we have seen.

Globally, creatives are tapping into
the impossible, through imaginative
hyper-realistic ideas, thanks to

Al aided visualisation and design.
Brands are expanding their horizons
and encouraging greater creative
risk-taking, empowered by the
permission granted by pioneering
brands like Gentle Monster, which is

leading the way in the redefinition of & - ek N
what a shop should look like and be. _ o s NE L TAMBURINS

UNEXPECTED,

DISRUPTIVE,
SURREAL, AT
HYPER-REAL, RN
ARTFUL. = Y




"Anti-work; Corpcore aesthetics have
transcended fashion, moving into a
celebration of distressed metropolitan
architecture as K-Retail enters
it's ‘Wabi Sabi'era.” mases..

view characterised by finding beauty

in imperfection, impermanence, or
simplicity, centred on the acceptance of
transience and imperfection.




SOUTH KOREAN RETAIL INNOVATION PDESIGNDIREGREIONS s KEY. T RENRS 12

o

A

Metro-atrophy.

Across the cities of South Korea, we " . B
are seeing a consistent appreciation =Lt . i S 47 I
for distressed urban textures. : '

From High end luxury fashion, to _
cafés and beauty stores, we see a . _ ) —
celebration of 'brutalist' architecture, — _ i :
damage and patina. Accompanied — T o
by paired back branding and interior P e ",
minimalism, this design direction is —— N— L G
both esoteric and impactful. | s ' e/

/- Sva GENTLE

It reminds us of the corporate e
aesthetic of the metropolitan world S
as it ages and the bones of which
form the aesthetic of the future.

DISTRESSED,  #iNg a
DAMAGED, DRI .

WABI| SABI : § - .
POST-DYSTOPIA.
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"As a rebuttal to the relentless reality
of perma-crises, K-brands are crafting
aesthetics that are innocent, imperfect

and relatably humanistic.”
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Naivety-maxxing.

On the other-side of the coin we are
seeing continued growth of naive
design, where a soft, cuddly aesthetic
juxtaposes the cold hard seriousness
of our global situation.

Many brands are actively working to
create spaces that tap into trends of
wellness, comfort and simple joy.

The aesthetic speaks to both the
inner child and the curated self,
inspiring a look and feel that reminds
us to have fun whilst appreciating
each day.

Characterful elements inject joy,
whilst soft forms and calming
palettes work to reduce anxiety
and encourage dwell time.
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OUR EXPERIENCE

South Korea x D4R.

D4R K—RETAIL PRJOECTS
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From

South Korea...
to the UK.

DESIGNING A PLAYFUL AND INVITING STORE FOR PURESEOUL

pureseoul looked to D4R to create a
store that established them as the go
to destination for everything K-Beauty;
a hub of expertise and knowledge

that celebrates an extensive range of
Korean brands.

The beauty retailer challenged D4R to

create an accessible space for skincare
enthusiasts and makeup junkies to fall
in love with Korean cosmetics.

The store needed to be calm and
inviting, welcoming in existing K-Beauty
fans as well as introducing the K-Beauty
world to new shoppers.

A key focus on the retail concept was
that the store design had to include

a display framework which was fully
customisable for changing stock levels,
new emerging brands, and products
that are hot on socials.
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Research
& insight.

In this stage of delivering the
project we read, researched

and explored every aspect of

the potential project to fully
understand the brand and vendor
objectives, the customer and the
specific and current market sector.

Through this we built the valuable
inspiration that helped us to
introduce K-Beauty to the UK
market in a way like never before.
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PURPOSE: BRINGING THE LOVE AND
PASSION OF K-BEAUTY TO THE UK.
CREATING AN ACCESSIBLE SPACE FOR
SKINCARE ENTHUSIAST AND MAKE UP
JUNKIES TO FALL IN LOVE WITH K-BEAUTY,
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PROJECT_TRUTHS

Retail }
strategy. o . e

Project truths

THE VALUES OF THE BRAND BOUGHT TO LIFE. THESE
TRUTHS WILL BE DELIVERED BY THE STRATEGIC PILLARS.

DEFINED BRAND ENVELOPE.

OWNERSHIP OF CONCEPT.
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Creative
VIS101.

The palette was elevated using a
collection of blue tones paired with
off white and nudes, giving a 'pure’
look and feel - a contrast to the
typical K-Beauty aesthetic within
the industry.

Expressions of clouds were brought
through curved tabletops, playful
wall alcoves and fluid lighting,
giving the store a whimsical look.
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Overarching

concept.

PLAYFUL SKY-SCAPE.

Taking cues from the existing Soho store, this concept focuses
around the blue sky wallpaper ond maognifies it to create a playful
and thematic retail experience.

The palette hos been elevated using a collection of blue tones paired
with crisp white, giving o ‘pure’ look and feel. The injection of timber
occents gives warmth as well as creating a lifestyle gesthetic.

Expression of clouds are brought thraugh ceiling features, table tops
and lighting giving o whimsical look, The soft curved forms comrosts
against the linear ond angular fixtures, giving focus to hero features.
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CONCEPT 01. DIRECTION
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CREATIHNG & COHESIVE VISUAL ENVELOFE THROUGH VARIQUS
FORMS OF EVOCATIONS OF THE S5KY WALLFAPER.
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CONCEPT 01. DIRECTION

Fixture Design.

EXFLORATION QF FIXTURE DESIGHNS, SERVING BOTH FUNCTIOMALITY AND
WISUAL AESTHETIC. THE FORMS FOLLOW THE OVERALL CONMCEPT DIRECTION,
CALLING FOCUS TO HERD MOMEMNTS AND HIGH-DENSITY MERCHANDISING.
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Customer
journey.

Three distinctive zones of activity
and product consideration were
curated to build a cohesive,
intuitive journey for customer
exploration that services both self-
directed and staff-led shoppers.

Two focal areas for pureseoul were
the '"Masks & Mini's' zone and 'New
Brand Launch' zone.

The 'Mini's' were to target those
younger demographics which were
looking to take home a piece of
pureseoul without paying the
premium price tag.

While the 'new brands' launch zone
at the store front was to showcase
curated edits that leverage Tik Tok
trending and best seller content,
to inspire and satisfy the want for
hype products.
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Wall bays —ero

Brand statement  Mid floor

Till & storage Make-up counter
Mask wall Window display
Mini fixture

............ Entry point into journey. I* EXPRES‘S DLk

>JOOO0000
.......
.
.®

Establishes thematic

shell and allows for both Customer is open to
immersion and orientation. experimentation and

habituated to the environment
- feels comfortable. ’

Begins to understand the
journey and the offer, develops
confidence in choices through
intuitive guidance and direction
through the zoned categories

and activities.
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Graphic
communication.

Intertwined throughout the zones
were educational yet inspiring
messages and graphic content
that includes and represents

every type of customer. This was
achieved through a show, don't tell
approach to comms.

To aid the customer without
overwhelming them, we adopted

a friendly iconographic approach
by creating hand-drawn icons that
can both make it easy to separate
tertiary product types as well as
reference Korean style graphic
devices.

But the most notable feature of
the store is that every fixture
design element is 'free-dress'
meaning that pureseoul can
continue to customise and mix &
match the layout of the store as
the brands needs change - future
proofing the store.
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MESSAGING STRATEGY _WINDOW
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hierarchy
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Graphic opportunities
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First KEY MESSAGE
impressions.

ATTRACT & WELCOME.
Firdt Mripressicns ofe merything whin it comes 1o

AUTHORITY & CONFIDENCE

Express ramber one confidence with o boid
statement. Inspire trust by being the volce of
K-Beauty in the UK ond building credibility
thicugh being e curater of beonds.

BRAND TYPEFACE

Ax o by massaging breal wo suggest
wsing the primary brand font ‘Cosual
Regulor’ to create consistency and
recognition, whilst deawing attention to
the most importont messoges.

letting customen know what we stond for and what
we sell. Cleor & concise messaging signals the bronds
core focus and educotes shoppers about what 1o SUPPORTING LINE
wxpacy iride the stoee,

KEY COMNSUMER GUESTIONS

=What is ‘puressaul’ T What do they well?

Ta most tha incheian of 'Seau in the name will
make it apparent the brond ks to do with K-Becuty
whan They sl Thae product i inside. E-Beouty fons
will kricw the brand clready but 1hoss new 1o the
meverment of brond might need more explonation.

KOREAMN LANGLUAGE

Sigral the brand’s erigin through the use of
Korean charocters. The use of Kornean lettering
o O LTl TENTLe and nod To thats in the
kruzw, Thin will add authamicity for K-Beauty ferm
ond sheppers new 1o the secton.

KOREAN TYPEFACE

To supplemaent the key messoge ond o
introckuce o fiover of Konsan cufture we
gt layeding in Earean ettering.
Displayed in a youthful and friendly typefoce.
Folowing beand nput and feedbock

wy have s ected Thi Suggened Yeongdeok
Sea with Its lagible nobary.

=What Is K-Beauty? What does it stand far?
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make it easy to understand the companies South

Kiongar roots.

— What language is that? (K h ]
Lipon seeing the uze of Korean characters/ lettering
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iy even De able 1o read IT, Howeasr, not ol LK
consumeel can eaily ditcer the difference between
Korean, Japanese, Chinese or other Sno-Aslon
writing systems, Therefore, it i important 1o ecucate
shoppers with quick ta underitand prampts that
empower shoppers to instanthy know PURESEDUL is o
Korean becuty retoler.

~ b this for me?

Abova all be witlcoming, accitible ard be local
consumwe-centric. This kind of messoging w4l invite
shoppers in and whan supporied by diarse and
raprEsartatve irmagery, will efmpoees thoppen ta
explore the vost stock of K-Beauty product for oll

ORIGIN & PRODUCT JOURNEY

Link to thie geogrophic end cultuns coche of
Scuth Korea, making it immediately obricus to
sodety English speakers, whorm may hove imited
sxpodung 1o Kefean culture,

Highlighting the roots of the store and brands
sodd within, making the jourrey to the LIE, wil
hip to exploin the offer clecely, with an easily
and irmtontly undemood USP,

TERTIARY TYPEFACE

To further supplarrent the ki rrisoge we
sggest using o typefoce that compliments
bist does ot upstoge the power of

the ey frassage.

For this we have updoted to ‘Lora - Medium'
for Its synergy with the primary brand font,
et Bghter oesthetic, allowing it 10 sit lower
sy in the viuel hiseorchy of masioging.
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Concept
visualisation.

Our concept realisation phase
entailed full and detailed
renders of the environment,
showcasing how all of the details
come together as a functional,
shoppable journey.

These high resolution visualisation
served as the culmination of
months of creative work and
allowed us to accurately share
the expansive vision.
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Technical
development.

Qur technical development team
are meticulous in their work and
have a deep involvement in the
production process.

We work hard to deliver on our
clients expectations and where
possible exceed them; our technical
teams do this by adhering to
budgets, site stipulations, RAMS
backed designs and fit for purpose
construction recommendation.
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Realisation.

The playful 'sky-scape' concept
gave reason for customers to
enter a physical store rather than
shopping online.

It allowed pureseoul's personality
to shine and adding provenance to
the story of the brand and creating
affinity through memorable and
distinct moments.

The store is a cohesive visual
envelope of various evocations of
the brand and is now the go-to
place for K-Beauty in the UK.
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A playground
of cosmetic
retail.

CREATING A BEST-IN-CLASS GLOBAL STORE CONCEPT

Following on from the successful House To appeal to today's more digitally

of Colour Play store concept launch in native customers we were asked to
2017, ETUDE wanted to revisit the sweet transform the retail store environment
and playful aesthetic of the brand's focusing on the experience and

roots with a renewed retail identity. introducing digital content from the

brand's online world.




OUR EXPERIENCE ETUDE HOUSE STORE DESIGN 28

Research —
. Al S = S
& insight. o (i 0

> 17
T = Chanel Atelier Beaute
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Toolkit ==

In this stage of the project we
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read, researched, and explored ‘ . e vttt e oe st e st e e
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brand and vendor objectives, the
customer, and the specific and :
current market sector.

T
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"STYLENANDA & 3CE eollaborate
together o tell an immersive brand story
] ges customers and neriures

Through this we built a playground
of cosmetic retail that layers N
experiential and interactive e
elements to redefine the role

of physical retail in the beauty
sector, whilst amplifying Etude's
voice from digital platforms to
communicate the brands story and
ethos.
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StyleNanda x 3CE

FROM THE PLAME, THE CINEMA, TO THE PINK HOTEL

Showcasing a
wide variety anc
a colourfu
Imagination

10%* OFF WHEN
YOU SHARE ONLINE

T [*INCENTI¥E OFFER]
|
|
- = |
he /
ﬂf— /

l)llttOll ot hd

A SMALL, UPLIFTING TAKEAWAY
THAT PAYS A COMPLIMENT &
PROVIDES AN INCENTIVE

Push the button for o surprise... A physical feel good mement to create
positivity and empawesrment,

Making the Etude customer feal like a princess. Giving a compliment in a
physical ferm to be shomed on secial medio ond to be kept- o little printed
card with Etude House branding and a positive message to empower
customars emotionally, providing tips on how te get the Etude House dream
glow in your life.

Give bock te custemers providing emctional and secial value with the option
of including a incentive to buy or share enline through secial media, A treat 1o
connect customers te the brand through pesitive ond smile-proveking tone of
woice.

-_.J.

PUSH THE BUTTON
FOR A SURPRISE
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Empowerment
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Retail
[dentity.

Design4Retail were engaged to
provide in depth strategic research
to ensure the heart of the concept
shone through via a number of
strategic retail pillars to help
narrate the story of Etude House.

Playful pink, personalisation,
digital content, and engaging
display tools to help customers
discover their perfect colour
products were among the findings,
informing the design stage of the
project.
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The retail pillars

IN BRIEF- HERE ARE THE THE BUILDING BLOCKS
OF THE NEW RETAIL COMCEPT.

Create the
makeup

paradise

Offer

ownership

and

Create
living
activations

personalisation

. s

Reinvigorate
classic pink

Amplify
product
storytelling

Centre
on the
customer

e S S T

An intuitive
pathway for
customers

Innovate purchase
pathways

SEAMLESS AND FRICTION-FREE SHOPPING

PATHWAYS

The prospect of waoiting in lre or

Frictionless customer jounneys con olso

dmcing with i
POCESSES OOM be erough to deter
cuitoman, and medsmn wtomes must
match the convenbence of onfire
shapping by remcving troditicnal
bestriers and shytocles te purchoss.
Cherceming thin challenge is obout
creatieg am sipersnoe that focilitotes
rather than frustrates the customer
journey.

Tha naw Enisde Houme 51 ean
incorporate mebile payment cetions
throughaut itare, saker thraugh
store staff with mobile EPOS, or

o1 indeeidual preduet dispalys, or
through their cwn device app. In-store
purchaned can b completed and
then collecetd at a desigrated pick
up paint when recdy 1o ai to mave
the cosh desk and potential quessing
poirty,

4 S e A AP e it

e
4§ Mk, WML, WA TR TR 7814 = W O

b slmectnd by intraducing navel ways
of product diefery. The stondand phok-
up chesk i imsbead & comeepot or dumb
waites, dalivering wrapped Etwde bogs
of product in styls to delight,

It showid be rermembened that
customer senaes s sl o part of

ful in-store expermnces.
Elirrirativeg all of the “Iriction”
petentially efminates the cpporiunity
o create 8 meaningiul and lating
experence. Al odvances in technolegy
to suppart smsoth purchade journays
should be bofanced by maintenonce
of greot cuttames wedvice acran all
channels,
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Show a
spectrum of
beauty

Innovate
purchase
pathways

. Fekup peint fes in-store srders
and click and collsct i given an Etude
drearmhouss meakecver- o pink foctary
soreyor, dumbseniter, or foinground
game siyle device delesrs crders in & way
to encouroge online thores ond delght

curilernens with s reelty.

1. Cosh desk is reploced with mobile
and Hexible paymant points threaghout
stone whirs cudlomen con ordes product
from vbaff and pay with o varisty of mokile

woallats of apps alongiade traditienal cordi.

2. Cumtomen con buy in-iters fram

their Etude app, ard collect when ready.

Toolkit

3. Guick ‘meies shopping is supperted
throagh magic mimor or digital screen
wiheds fETURRInG CUSTemMent can aecess their
favourites. or purchase quickly their desired
preduct for collection. Grab and ga.

touchpoints
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Eye polete spectnem
is e o focus
ord & coie baed
rmomant, skesating s | Expand upon the
preensation from the | existing iip lab
current 51 with cleares,
ErighTe SpacTium
ey and wapponting
FERAgaTON ook

servicn for eve
peoducts

ot
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PERSOMALISATION
Drbem rerwy ways 1o
create completely
Bsdpoios materaly

persanaisation ofier
16 include comparabls

Pizice tha tkin scannar
a theatrical momen
16 sy, dghtise
revults for customer
clantsling

ENDEED

The stores should be
whared paten that
proeide oronos for
dhiiaridiin, leanfieg
ard sharing of condent | well & s g of
el knowledge

PUSH THE BUTTOMS
WHO'S CALLINGT
Interactive
angogarmsents offering
inberactiv moments
of wand acthwotion as

poaituity, wiopped in
& insbagiern - Trindly
ramant of fun

Teclmology activations

EXPERIENCES TO AMPLIFY
PRODUCT STORYTELLING

DIGITAL NAVIGATION AND

TESTING

Leverage technology to aid consumer nawigation ard

decision making

= Drffer colour testing ocross eye ond lip products
1o halp customsess nosvow down chosces, Malke
suggettians bowed cn colour finder questionnaine as

woall e phite analpsin.

= Al customars to snap and share thalr favourite
choices to in-store screens for o vituol presentotion of

sunternar feveurnites which will refing loeslity Lpecific

e U nOOTE Nv .

TLASHC ETUDE VIFUAL

FECOMMEndations

INFORMATION LAYERING

Infermation kayering con be integroted to refine the
viswal presantation of stores and simplifying the
CUSTOIMEr's journey by offering occess just the reguired
infosmation te support each stoge of the decision

making pathway,

Offar addiitenal infermation at the tap el a
smartphone, this could include product dota,
opplicotion tips, s well a3 accesing recommendaticns

cnd Faviee,

OEOTTE T IDVLS LdIINOD IHOLS LLITLM

THEMATIC IOMING
AN DISPLAYS
Tedl tharatic STl

HAGIC MIRROR TEST
AMD SHARE

Augrrsnned realicy

real L]
Etude dreamhouss

Pk
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AUGMENTED REALITY
AMPLIFIED 5TORY

Augmenting the in-store experience is key to an
ngaging consamaes visit. Uilice the fost-improving
technalegiss behind virtual ssperences 1o odd ta
customars’ journey o purchose.

- Oiffer a chaice of lighting stfects ot terting stoticns;
“wurmmer svening’, cily wunihine’, “candlelight evning”
will give understonding of how products ook in
different settings

- Shae AR averlapt or gec-ipecitic filters for taltion

taken in the store for exclusive sociol proof content .
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Concept
Direction.

BTN LD
imtegrated ot every stage ef the 1o ssperience, rafining the viaual
\ preventotion of iores and slrglifying the custoeners joamey by aferieg
BECESE ful T degwired il N T8 SUPEST S8th 11008 of the detizan
making path wy.

Infareetion axpariance suppoited by Muudn-umuwmh
Istsgrated ot weery vtoge of the iiors asperence, refining the viaual
presenbotion of slones g simglifying M:ww s joseney by offering
Becens fnt tha regeined mfoematan to supssrl each loge of the deciuan
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The Etude House brand already had
a strong device in their heritage
with the use of the colour pink.

D4R re-invented this for the new
store concept by moving away from
the static use of a single tone and
created a dynamic environment with ! ] ; = 5
a multitude of textures and shades 2 S e i ) s dﬂﬂ S
of pink that reflect and amplify the 1 i - i - chete
brand's core colour.
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By making a statement that leads
the marketplace landscape and
differentiates Etude's use of pink
from competitors, we reintroduced
the joy of discover and created a
strong focus on the expression of the
unique Etude brand qualities.

Moodboards
Material palettes g
Core touch points |
Texturec
Decorated

MEOTTIE 1L 3OVLS LAIIN0D FHOLS LLEL r

*® 1 Mude ] Beushed gold M Gald hrodware G Bound gold fromes
aterla 2 Baol k ? Washed timber B Transhucent ocrylic H Sophisticated fringing
3 Tea rose pink & Rdged < Fink painted panlling | Gloss white herringbone tile
Farest green L) Herringbone til D Brushed gold ') Ghaitted fabric
H] Secfoam gresn V] Firk apal oorylic E Grean painted K ‘Washed timber

palette

F Sadt sidged pink

Infarmation experience wupparted
. by novel uie of technolegy can be by mavel ute of technalogy can be

integrated ot every stoge of the integrated ot every itoge of the
stare experience, refining the visual stene axparience, refining the visual
' - ' - - presentotion of stores and simplifying Mﬁm of stores ond simplifying
e . '.-.‘ T i customer's joumey by offering s v by offering ki
occess just the required information vncmj st the requir |d information

to suppart soch stage of the decision  to support sach stoge of the decision
moking pathway.

Showcase the classic
Ftude purpose mission,
and values
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Activation:
Personalisation.

By elevating the in-store
customisation activation, it created
an exclusive reason why a customer
should engage with the brand in
person.

Personalisation is offered across

a multitude of products, from an
interactive skin scan and foundation
mixing station where your product

is delivered by robot, to play tables
where palettes can be built with your
own choice of colours and decorative
elements, such as stickers and
engraving.

AN IMNTERACTIVE ZONE THAT
AMPLIFIES BRAND WOICE
AMD OFFERS SHARIMNG SPACE
FOR CUSTOMERS

——y

CURATE AN AUTHEMNTIC
DIGITAL VOICE FROM
VISITORS SHARED
CONTENT
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Personalisation
activations

_ FOTOAUTOMATICA
| skinscafner |

;::”: MAKING THE S5KIN SCANNER l

:NTJ':)ET”RIEM MOMENT TO . e | ‘ F

|

PACKAGING PRINT AND
ENGRAVE

Persenalsation cou'd be offered for ary product
casing ord packesing,

Drive neew woys 1o creote personolised and
eenpletely betooke content and moteriols for
unrivalied customisation, Cregte cusiem n s
Immaerfaces, fos sxample, creating o packagng wrap
coigur based an the woend of 0 volos, song of sound.
Litilive guick-to-market pradustion techniqust for
medg inluite diginal manipulation by cosiomaen
that con be digitally printed te custom pocks.

g
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SHADOW MIXING AND
PRESSING

Expand upon the existing lip lob parsenolisaticn
offer 1o include comporobls sevice for eye
products,

Allow custerren to odd pencnalisation 1o the
Beadine eye products by mixing their perfect shade
and texture into pressed pans, os well as creoting

& eyitom palette of their personol forsurites ora
curated selection ¢a the perfect gift.

R IS L LM S PRI O 0 ) R T BT T 1 i i i i a
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DIGITAL CLIENTELLING

Inteaduce the concep’ of o seombess “phygia™ retai
ermbionment, where visitons can explore imneramve,
personalised mived medio experiences. Customers
engagng with the product dhpalys heve the option 12
wae Jockal recagnitian to offer recommendations. They
can creote on pooount to canry their preduet dota and
prefenences with them and whicheear magee mirnor
they use in store their profile will help them choote
the mest suitable produsts.

Digital elenteliing can also be performed uming
custome devices and NFC to recogaite customers ard
peesert appropeiote confent o fuggestons
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ADOPT FACIAL
RECOGNITION TOOLS
INTO THE SKIN SCANMNER
FUNCTION

L |
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Crectn o beocon fior the Etude Houws community, Istegeating 1ociol fesdy and
imnagery o the folbric of 1he 1pace provides on guthentis Ggital vedos that
reprasents S rascnated with Cuitemert.

Prompt customen 1o etilne the Etude Houss, o specific in-store app to recond
Ghair in-ytane suparience 0nd phatagrapha. Provais Them with & recond of their
wiiit ehat insidacel with their uiual ohkne asperiancs.

Encoutogs cuntorman b copfurs phatos and kayer on sbors-ipecific digital
wffects, thave 10 be Ddded with 0 Fess0pe 10 1R agingl woll o indraliotssn
An augmented reality cveriey cos be odded be create the Ebeds cloud of
positivity’ which con bs viswsd thorugh AR weser ond intsmocted with o
visitars can reod and 0od Their oen medsoges

T ADD YOUR MESSAGE
OR PHOTO TO THE
AUGEMENTED REALITY
“CLoup®

| —

Centre on the
customer

PUTTING THE HUMARN
HEART OF THE STORE

Create a beacan fod the Etude Hauise
community. The stores should be
shared spaced that provide arenas fos
discussion, learning. ond shoring of
cartent and kmlldgq.

Integrate social feeds and imagery
into the fobric of the store to
provide on authentes degital vaice
that represents and resonotes with
LT L T

Present the best original Leok-book
concepts by custormers online acrass
seciol media in a hall of fame”

and recreate the most likked ond
re-blogged designs in-store to be
disployed ond inspire the next wove
of cuitermers.

Create cose studies on the most
nncwvative loaks created by
participoting customers blogging
abeut their inipiratians,

AL CRAAT A 1 A
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EXPERIENCE AT THE 1. livite “your leok’ submisskans ocross
social media, and present the bast original
desigrs online and recreate the most liked

and re-blegged designs os collections in-

I T stoee to ba disployed and inspire.

o5 artists and creators to inspine
engagement and dive interaction on 2-
key dotes.

Prompt customers 1o utilise the Etude
Heuse app, of specific in-stane app 1o recond
their in-store experience, their testing,
theughts, ond photegraphs. Previde them
with a record of their visit that interfaces
with their usual Ensde Houis shapping app
of ankng sxperiencs.

Leveroge consumer knowledge and
the relatability ef their epinions, end
ollow customers to OCCess reviews
and information supplied by brand 1

& thins axih pelote toy Capture o photo or loyer on dégitol

#Hiscas ond odd YOI IMESS0gE to O digital
whall of installateon, both digival ond AR
Orffer an interactive digital moement fearure- Erude eloud of padiiiy.
thot evekes the Etude House
community- a moment that drives
foatfall and is o paint of difference
from competiton and a real
attraction. Leverage AR to allow for a
brand evecation moement on a large
scabe thot needs no physical footprint.

.1-. Allew reviews of preducts as well as
Eroges 1o be sccessed at paint of testing
and reflect thess bock in tha layensd
nfermation that can be ttesied about
products in store,

-
- Curote and pramote looks through
display digival teak and lorge scale
Eghtbones. These to be updated with
mecarmimendations and content that ode
locality specific, based on clienteling dato
and ges-1ogged imeges ond commant
provided by custesmmis in- 1o,

Toolkit

and experiences
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St()re Key customer e it oy es et e it
sxporotory styles.
Layout. .
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The store was divided into distinct
activity areas; including service,
skincare, lip, body care and
engagement zones, reiterating

the brand's core touchpoints and
moment that built the foundations

of Etude. The practical zoning plan —-— — L r_ s (SR e et
was important to ensure the ' o é‘] — o ',T
product families were arranged ' " ' |

into relevant groupings and the A llOllSC Of bea“ty alld —
o
a place for dreaming.
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customer flow was defined with
an inviting and intuitive route
throughout the store. U e N

We introduced key customer
pathways illustrating how different __ |
shopper requirements are fulfilled,

from the everyday browser to those Core
who are engaged above simple . .« e
browsing. By giving consideration to An |ntu |'t Ve
these pathways, we could capture
'mission' shoppers who had both
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touchpoints ®

r
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. . CLASSIC ETUDE VISUAL | THEMATEC ZOMBMNG SEMSORY EVOCATIONS | INFORMATION
process-driven, and more undirected D M Eam—
7 R it Ch Tiell Tharrastic sbaties Beiled riuhti- sy Crifar adobitanel
heritage of Etude In each cose ovoke experiences that trigger | information at the top
e x p | O r O -t O r y S -t y | e S Housa's brand persona, product on emotionol response | of o smariphone, this
. p-m.u,-cw.r,- Thetiuagh Eantyre and detal in bafore the conucons, could irchude product
witual tewch- points tha dacoration polette | cogrithe and d retional | dote, epplicotion tipd.
1kt apply mees T N menersie ports of tha Beain kicks as well 05 Scoesing
o chitectunal and POOCSCT ST M. = Svanet TOies ond recoremenvIarions ord
domesiic irapired smels in stone. TEyiEWy u!rl"g location-
detmly specitic data
b3
THE SPECTRUN- EYE TOTAL SEIM SCAHMER AMD EWENT FEELIMNG PUSH THE BUTTOM CLMEMTELLING ENTRY DCRSITAL WALL MAGH MIEROR TEST
FRODUCT ZOME FERSOMALIATION APOTHEC ARY EVORED WHOS CALLINGT POINT AMD SHARL
Eyw polutte spectham Dt Foiear wirys 16 Pake the skin seanned | The stores vhould be e o 8 A “phygital™ retail Croate o beascn Augmanted reality
H rraade @ focus ereate complately @ theatiical s shared spoces that engogerans cifering | ermvins rurwril, wieie for tha Etudi Heuie ailows for digital try-on
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A completely
omni-channel
experience.

Realisation.
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Our concept creates a home for
customers - a house of beauty and a
place for the dreaming.
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The reinvented store concept 3 = | — LR e P I e | TR
direction returns to the classic : Ok ey TVTTTTTVVITTYY
Etude-owned device of the colour
pink. The new store concept reinvents
this and moves away from the static
use of a single tone and creates

a dynamic environment with a
multitude of textures and shades

of pink that reflect and amplify the
brand's core colour, differentiating
from competitors in the landscape.

Filled with texture innovative VM,
and personalisation opportunities
the retail identity is a playground
for makeup. Strong thematic zones
of product allow for total immersion
in each category or product family -
products shine in their own display
areas and each turn gives new
vistas and hidden treasures to
explore.
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WANT TO TAP INTO
THE SUCEESS OF KeREFALL?

Let's
talk.

HELLO@DESIGN4RETAIL.CO.UK




