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WE ARE MISSOURI:
A brand and retail design consultancy that develops brand
identities, store environments and in-store activation campaigns
that create stand-out and engagement at the moment of proof
– where the brand meets the consumer.
We make people want to stop, shop and share.
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£52

Bn.

Although online sales grew in the UK to over
£52bn in 2015, this is still only 16% of all retail
(Econsultancy)

THE
CHANGING
FACE
OF RETAIL
The pace of change has brought unprecedented
challenges for retailers in recent years and shows
no signs of slowing down. In a multi-channel world
of smart technologies, a fast and furious pace of
life and increasing levels of competition, retailers
and brands have to be smarter than ever to
maintain relevance.
Despite the doom-mongering, stores are succeeding;
according to Econsultancy, in-store sales still account
for 84% of total retail sales and of the remaining 16%
attributed to online transactions, 66% are made
following a visit to a physical store (Boston Retail
Partners).
Retailers are rising to the challenge of the demand to
shop anytime, anywhere. They are having to respond
increasingly to inflated expectations surrounding
customer service, fragmented shopper journeys
and displaced points of purchase.
Many brands are breaking down traditional sales
models; Tesla, for example, has eschewed sales-led
‘big box’ dealerships for brand-building experiences
in shopping centres. Sneakerboy has created stock
-free experience stores in Melbourne, providing
in-store trial and online ordering.

More than ever we are seeing online retailers
experiment with new commercial models, utilising
bricks and mortar stores that combine the best
of physical and digital retail, to cater for evolving
customer demands. Amazon’s most recent venture
into grocery, for example, sees the launch of check
out free convenience stores ‘Amazon Go’ that
responds to the needs of the ultimate time-pressed
convenience shopper. We expect to see more
cashless stores over the coming years as retailers
battle for consumer loyalty whilst tapping into the
growing trend of simplification.
Many retailers are forging stronger connections
with customers by creating and curating
experiences, moving beyond the straight forward
display and sale of products to becoming central
community hubs; spaces for entertainment,
exploration and discovery.
Others are focusing on what we call ‘real-time retail’.
Taking a leaf from the online book and reflecting non
-linear paths to purchase, they’re creating dynamic
experiences that respond to individual customer
demands through flexible formats, instant access
to services and information, enabling seamless
collection of data and connectivity.

The result is that of hyper-personalised environments
that respond to factors such as time of day, day
of week, weather and specific customer feedback.
Smart technology is being used to create smarter
stores and increase engagement with consumers.
Applying their ability to recognise individual
customers and personalise the experience, providing
rewards and discounts and reducing friction along
the path to purchase. Far from diminishing the role
of the physical store in acquiring, guiding and
maintaining a relationship between customers
and brands, we see technology bringing even
more opportunities to connect brands with their
consumers and facilitate purchase.
These are exciting times for retailers, with the
opportunity to win and retain more customers that
seek experiences that cater to their unique needs.
Far from becoming redundant, physical stores will
remain of central importance in delivering a brand
promise and ultimately immersing shoppers in their
brand world.

A / Sneakerboy store does not stock items to purchase on-site. Customers can see

samples for fitting with staff present to advise, but purchases are made via store
iPads or mobile apps for home delivery.
The digital check outs store customers’ details such as size and purchase history
to provide individually tailored content and recommendations.

36

Cents

Digital influences 36 cents of every
dollar spent in physical stores
(Delloite)

86%
Of global customers currently shop
across at least two channels
(PwC)

B / Californian carmaker Tesla Motors is eschewing traditional out-of-town
showrooms in favour of urban brand hubs in high traffic locations such
as shopping malls. The aim is to introduce the unfamiliar brand
to shoppers who aren’t necessarily in the market for a new car.
Touchscreens allow exploration and the staff are recruited to engage
the visitor and not incentivised to use high-pressure sales tactics.

66%

C / Amazon opened its first bricks-and-mortar store last November in Seattle.

Books VP Jennifer Cast said that the bookstore would be ‘a physical extension
of Amazon.com’, designed to ‘integrate the benefits of offline and online book
shopping’. The 5000-book inventory is based on online consumer reviews, ratings,
sales and pre-orders. In the December 2016 the online retailer then branched out into
grocery convenience with ‘Amazon Go’, designed to eliminate waiting times with the
invention of a check-out free shopping experience which, according to their FAQ page,
utilises “computer vision, sensor fusion, and deep learning” to recognise Amazon
customers and charge the basket value directly to their accounts.

Of all online transactions occur after
shoppers have visited a physical store

Even online retailers are
disrupting new e-commerce
models with bricks-andmortar stores that combine
the best of physical and
digital retail to cater for
evolving customer demands.

(Boston Retail Partners)

TAKE
AWAYS

1/

Today’s shopper expects to shop anywhere, at any time.

2/

The path to purchase has become fragmented, with the lines
continually blurring between traditional retail and e-tail.

3/

Physical retail is polarising towards hyper convenience on the
one hand and experience-led leisure shopping on the other.

WHAT DO YOU
THINK WILL
BE THE KEY
FOCUS OF
RETAIL
DESIGN
IN 2025?

Despite the on-going hype around new technologies
promising to revolutionise all aspects of our lives,
we believe shoppers will always want to touch, taste,
see and feel products and that bricks-and-mortar
stores will continue to be one of the most visceral ways
for brands to engage with their customers in the future.
However, as e-tailers strive to match the benefits
offered by physical stores (replicating the ‘must-have’
moment with services like 1 hour delivery), branded
retail environments will look to ‘leisure-ise’ shopping
and evolve into spaces where brands immerse their
audience in a curated and increasingly personalised
experiences that drive serendipitous shopping
behaviour – nudging visitors into ‘discovery mode’.

B / MADE.COM

C / BIRCHBOX

A / WARBY PARKER

A / E-Tail eye wear retailer Warby Parker opened its first physical store in New York in 2013.
Since then it has opened in 30 additional locations in cities across the United States.
B / Last year British furniture e-tailer made.com opened a third showroom in London.
The concept combines physical and digital features, with room sets featuring digital
projections of additional items. Tablets are available for visitors to save preferences
and buy directly.
C / The New York store of subscription-based beauty e-tailer Birchbox highlights the
benefit of the physical store. The top floor features a Try Bar where customers can
test products selected monthly by Birchbox editors. There’s a ‘Build-your-own
Birchbox’ bar where shoppers can customise gift boxes. The ground floor hosts
tutorials and a space bar for grooming services.

Physical stores may not always be the conversion
point but will still play a key role in creating emotional
motivation. Ever had to endure a 1-hour conversation
with a call centre employee whilst trying to return
unwanted goods or have an informed dialogue with a
bot? Compare this to the tactile experience of the best
stores and the added value of brilliant empathetic staff.
Yet, as mobile devices and wearable technology
become increasingly important and omni-present
in everyday human behaviour (from health and well
being to peer-to-peer endorsements) the physical
products in-store will take on a more significant role
in triggering purchase. As smart packaging becomes
the norm we will see that the medium will carry the
message; creating a direct and personalised dialogue.
But the fundamental need to congregate, assimilate,
trade and share will still be what defines us as humans
– from our earliest ancestors to the people shopping
in the brand cathedrals of 2025.

TAKE
AWAYS

1/

The rise of a new breed of bricks-and-mortar stores amongst
e-tailers demonstrates the continuing value of the physical store

2/

Take advantage of the desire for in-store experiences that:
A / remove friction
B / add value beyond simple product purchase

3/

Dial up the focus on broader consumer interest in
heightened experiences, entertainment, lifestyle and
community-focused initiatives

POP
UP
The pop-up revolution was ignited by the collision
of three things: our love for shopping, a wealth of
local creativity, and cheap short-term leases due
to the downturn on our high streets.

We saw a plethora of start-up ventures, poor in
funds but rich in imagination, bringing their offers
to the public fuelled by gut instinct and raw passion.
Soon the big brands jumped onto the bandwagon,
seeing it as an opportunity for a new way to reach
out to shoppers, while for many on-line retailers
it has become a ‘must do’ to demonstrate brand
personality in a more visceral way.

Pop-up spaces are here to stay; by nature they are a
perfect platform for brands to start something from
scratch, try out a new guise, reframe a product offer
while creating a more intimate conversation with
shoppers. It is something of a retail speed dating
event; if your offering turns out not to be right, you’ll
soon find out about it.
From the original punk-like DIY mentality (and long
may it live) of pop-up creation, there are some
rules that have surfaced. Whether you’re a new
or established brand, the savvy shopper quickly
reframes their expectations and demands, and
its your job to respond to this changing behaviour.

THE 5 ‘MUST
DO’S’ FOR A
SUCCESSFUL
POP-UP:

SHOW UP & SHOW OFF

All business is ‘show business’ so be unique
& innovative, but above all entertaining.

HERE TODAY,
GONE TOMORROW

Create a sense of urgency. Fear of missing out
is a major motivator.

SHARE THE LOVE

Experiences are social currency, prompt shoppers
to share with friends and broadcast on-line.

A / Hermèsmatic pop-up store by Hermès,
Amsterdam – The Netherlands

B / Ikea pop-up store / Restaurant by Ikea,
London – United Kingdom

FISH WHERE THE FISH ARE

Pop-up where your audience hangs out, and keep
on top of the next place they’ll want to be seen.

A BACK STAGE PASS

Provide access behind the scenes. Allow shopper’s
to experience something intimate that’s not available
on the high street.

RECENT
WORK:

Here’s a snapshot of some of our recent work this quarter.
Naturally omni-channel in its approach the examples cover
social campaigns, flagship stores and in-store activations
and demonstrates that we know how to make people want
to stop, shop and share. Wherever and whenever the brand
meets the consumer.

WOMENS GEL PACK
The three unique Asics GEL Lyte sneakers were inspired by tropical
summer and a candy colour palette. For the Asics social media campaign
we created a ‘social story’ using the idea of emoji style icons.
We produced a kit of parts that could be snapped out for the colourful
key visual and then created a real set of object props for each sneaker
and shot them with still life photographer Josh Caudwell.

OUR INVOLVEMENT:

CLIENT:

ASICS

Concept Design
2D & 3D
Set Design
Art Direction
Photography
Retouching
Print Production
Artwork Delivery

SNOW+ROCK
The Snow+Rock flagship concept store reflects the motivations of the
Seasoned Committed Specialists. They see the products they buy as tools
to help them achieve - our store experience matches these aspirations.
The store is designed the same way as a high performance jacket; how does
it work, what is the function, how does it perform? Then and only then did
we add the styling. The products are the heroes but the vast range needs
managing. So a neutral, robust, industrial backdrop allows the products to
shine and every experience we created is at the service of finding the right
product for the customer.
Banks of screens surround the mezzanine, generating real-time information
on ski resorts around the world, giving shoppers a visceral sense of the
slopes and building excitement for their adventure ahead. The staff are
an active part of the experience; we integrated their social feeds into the
visual environment allowing them to inspire and guide the shopper.
From brand strategy, design concept, to full production documentation, the
new Snow+Rock store is a shrine to performance and future forward retailing.
CLIENT:

SNOW+ROCK

OUR INVOLVEMENT:
Concept Creation
Retail Strategy
Adjacency and Space Planning
Digital Strategy
Graphic Design
Interior Design
Fixture and Furniture Design
Design Intent Package

GARETH BALE & ANTHONY MARTIAL
Tous fans

Tous fans

GARETH BALE & ANTHONY MARTIAL
800268_FL_SoS_5W_Small_Window_Banner_AW.indd 1

SUMMER OF SPORT
In the build up to the UEFA Euros 2016, Missouri developed a campaign
utilising two of their Foot Locker sports ambassadors; Gareth Bale and
Anthony Martial. The concept had to work alongside the Foot Locker
marketing campaign ‘Sneaker Fans Above All’ and communicate a shared
passion for sport and sneakers.
We took a bold, heroic approach to photography with dramatic lighting
and smoke to reflect the idea of ‘Above All’. Shamir Tanna and an
assistant shot both players on the same day in two different locations,
they were then composited to make a coherent single campaign image.
The campaign ran across multiple touch points from in-store, online and
social with a one-off billboard advert in Cardiff city centre to welcome
home Gareth Bale and the Wales team.

OUR INVOLVEMENT:
CLIENT:

FOOT
LOCKER

Concept Design
2D & 3D
Art Direction
Photography
Retouching
Print Production
Artwork Delivery

SHOW
ME
BLOG
A SELECTION OF POSTS
FROM THE SHOW ME BLOG

MISSOURI-CREATIVE.COM/BLOG

A / BENTLEY

B / THE COMMONS

C / SONOS

D / PANTONE

10.10.16

08.08.16

22.07.16

17.11.16

Last week Bentley announced the opening of a new
personalisation studio in Westfield London, one of the
city’s busiest, and most premium shopping destinations.

A new shopping mall recently opened in Thonglor,
Thailand, to celebrate local artisans, promote
wholesome living and encourage a sense of community
amongst the country’s fast-growing middle class.

Audio company Sonos has just opened its first flagship
store. The concept for the design is centred in the fact
that most Sonos’ listening experiences take place
at home.

‘Pantone Café’ is returning to Monaco this Summer,
inviting customers to ‘Taste the Colour’.

The so-called ‘Commons’ aims to create an environment
embedded within the local community, where shoppers
can spend quality time in the neighbourhood whilst
simultaneously being brought closer to nature.

The 4,200 sq ft store in New York’s Soho features a
series of home interiors with ‘listening rooms’, designed
to give shoppers the opportunity to experience the
products as they would normally do.

Visitors at the mall can take part in a variety of
workshops, community art projects, and talks during
the day, as well as enjoying live music at night.

‘Each room has been acoustically designed to replicate
a great home listening environment’, says Giles Martin,
Sound Experience Leader at Sonos.

‘Our intention is to first build a community,
then a mall,’ say the founders.

Throughout the entire store, original artworks celebrate
music culture and curation – including a collection of
rare cassette tapes owned by famed musician Thurston
Moore, and an installation piece made of 297 speakers
and called ‘Wall of Sound,’ designed to capture the
attention and incite the curiosity of passers-by that
peer through the glass windows.

The new studio places Bentley alongside the world’s
leading fashion designers and luxury brands, and taps
into the personalisation trend to create an immersive
experience that educates customers about the
craftsmanship involved in making Bentley’s cars
– a central element to what the brand stands for.

The studio’s interior design juxtaposes traditional
materials used in Bentley cars, such as leather and
wood, with its latest creation, ‘Inspirator’. The innovative
app uses cutting-edge facial recognition technology
to help customers to discover the car model that best
suits them, and configure it to their individual tastes
and needs.

The app guides customers through an immersive film
whilst tracking their facial and emotional reactions to the
content. Based on the viewer’s response the app is then
able to recommend the product most suited to them be it a bespoke Bentayga or Mulsanne.
Cars are available in-venue for customers who wish to
view or test drive models they’ve been recommended
by the app.

The Commons features a variety of green spaces
with herb gardens, in which culinary workshops take
place, and a common which hosts morning yoga
sessions daily. In addition to its many communal
areas, it also features artisan restaurants, bars,
cafés, and a yoga studio.
The Commons is entirely built to cater to the needs
of the local community, and was listed on The New
York Times as one of the coolest, and most cultured
new malls in the world.

The café brings together the appreciation of quality
food and design in the creation of a multi-sensory
brand experience that envelops customers with
the different scents, colours, textures and tastes
of the drinks and food it serves. Each of the meals
and drinks on the menu are named after Pantone’s
multitude of colour codes.
With modern consumers increasingly choosing
to spend money on experiences, synaesthetic
experiences such as Pantone’s are an effective way
of delivering moments of delight whilst establishing
powerful connections that will continue to live
in the mind of the consumer long after the brand
experience is over.
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WE ARE MISSOURI
MISSOURI IS A BRANDING & CREATIVE COMMUNICATIONS CONSULTANCY.
FOR US, DESIGN HAS NEVER BEEN SOLELY ABOUT THE BUILDING
OF ENVIRONMENTS, THE CONSTRUCTION OF OBJECTS OR THE CREATION
OF GRAPHICS. WE SEE OURSELVES AS DESIGNERS OF BEHAVIOUR. WE HAVE
CREATED AN APPROACH THAT DELIVERS COMPELING EXPERIENCES FOR
CONSUMERS AND TANGIBLE BUSINESS RESULTS FOR OUR CLIENTS.
WHETHER ON-LINE, IN-STORE, ON-SHELF OR ON-PACK, WE UNDERSTAND
HOW, THROUGH MEMORABLE, EMOTIVE DESIGN AND COMMUNICATION,
BRANDS CAN CREATE IMPACT WHERE IT MATTERS MOST.
WITH A FULL-SERVICE APPROACH, FROM INSIGHT TO IMPLEMENTATION,
WE CREATE IDENTITIES AND VISUAL LANGUAGES, ENVIRONMENTS AND
ACTIVATION CAMPAIGNS, FOR BRANDS IN RETAIL AND RETAIL BRANDS.

Missouri Creative
7.02 The Tea Building
56 Shoreditch High Street
London, E1 6JJ
United Kingdom
M : +44 (0)207 749 2605
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