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Key points of innovation
Shopping square developed around an outdoor pedestrian plaza
Intensive integration of building with natural environment
Innovative eco-friendly design technology
Modern, functional and stimulating architecture
Social uses of the complex

labels such as Koton.

In one year the centre 

has already won several 

national and international 

design awards, and its easy 

accessibility from one of the 

main thoroughfares from 

Istanbul near the second 

bridge over the Bosphorus 

has helped trigger new 

residential investment in the 

neighbourhood, with both 

local and foreign real estate 

investors.

M E Y D A N  ( M E T R O  G R O U P )  -  T U R K E Y

harmful gas emission and 

the release of 350 tons of 

CO2 into the atmosphere per 

year. The energy is renewable 

because the Earth’s crust 

contains enough 

spare energy to 

power the world 

for the next 

100,000 years. 

The Metro Group 

had already 

begun to adopt 

low-energy 

air-conditioning 

systems in 

their retail buildings, 

but Meydan was the 

first they had ever 

constructed with a 

complete geothermal 

plant for both heating 

and cooling.

Thanks to the pleasing 

mixture of greenspace, 

shopping and eco-friendly 

amenities, Meydan has 

become one of the favourite 

gathering points on the Asian 

side of Istanbul. 

Alongside the cafés, 

restaurants, movie theatres, 

and places to meet or 

sit outdoors, the centre 

include many international 

labels such as Ikea, Real, 

Mediamarkt, Gap, Mango, 

Nike, Adidas, among others, 

but also Turkish fast-fashion 
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renowned do-it-yourself self-

management with a more 

“do-it-for-me” style. In-store 

communications (“Tons of 

alternatives, so little time: ask 

for advice”) prompt visitors to 

seek help, and all members 

of staff are trained to provide 

expert counselling on 

purchases, and to assist the 

customer in their choice of 

kitchen or bathroom fittings 

and Kohler products most 

suited to their needs. 

Many of the accessories on 

show are connected to the 

building’s plumbing system 

and so customers can test 

them out on-site.

The store’s advanced 

experimental format includes 

Key data
Format: retail outlet + health spa
Launched: 2008
300 sqm of retail floorspace
850 sqm of health spa

U S A  -  C h i c a g o

        ohler is a historic 

company that has produced 

bathroom and kitchen 

accessories for 135 years. 

Over time Kohler has 

progressively expanded its 

product range, branching out 

into furniture and fittings, 

while also augmenting its 

business activity by shifting 

into the real-estate market 

and hospitality sector. 

Despite these new 

subdivisions, the Kohler 

Group has nevertheless 

managed to keep its signature 

quality, while evolving a 

healthy interchange between 

its heritage and these new 

activities, for instance by 

creating a chain of health 

spas with its own products 

within the framework of the 

Kohler hotels.

The most recent Kohler retail 

outlet is sited in an upmarket 

complex in the suburbs of 

Chicago that boasts a blend of 

residential real estate, offices, 

and retail areas. The outlet’s 

commitment to providing 

high-quality content follows 

an approach that replaces the 

K

Transfer of Kohler brand quality to a store format, where products 

are arranged by function and placed at the disposal of the customer, 

complemented by an integrated health spa

      
   Kohler Store & Spa
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Key points of innovation
Store integrated with the health spa
Health treatments designed and “signed” by the brand
Products and accessories that can be tested directly at the spa
A move from do-it-yourself to do-it-for-me

a whirlpool-bath measuring 

eight metres across fitted 

with spouts that gush water 

from a height of 2.5 metres, a 

steam-bath, a dry sauna, and 

a cold plunge-pool. 

The centre offers all Kohler’s 

latest product range, often 

enhanced with the latest 

technological wizardry and 

gadgets, such as the shower 

contrived with rainstorm 

effects, complete with 

lightning and the sound 

of a thunderous 

downpour.

K O H L E R  S T O R E  &  S P A  -  U S A

the highly innovative addition 

of 800 square 

meters of health 

spa, in addition 

to the 300 

square meters 

of retail space. 

The functions 

of these two 

areas are neatly 

integrated to 

cater to the 

retailer’s main 

target: baby-boomer 

women of a certain 

age who are well-off, 

take good physical 

care of themselves and 

their homes, and who 

are willing to make 

themselves a gift of 

health-spa treatment; but 

also interested in upgrading 

their bathrooms to replicate 

their spa experience in the 

comfort of their own homes.

The Kohler health centre also 

includes an area devoted to 

the sale of cosmetic products, 

but the main offering is based 

on treatment sessions lasting 

an average of 50 minutes 

each, and costing from 75 to 

125 dollars.

The gamut of beauty 

treatments include a series 

of bathing and shower-

sessions designed by Kohler, 

all-over body treatments, 

massage, facial care, and a 

variety of other beauty and 

relaxation services. The heart 

of the spa is occupied by the 

centre’s hallmark feature, the 

“Circle of Quiet” comprising 
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their model, then the sound 

of the engine, which is run by 

a microchip; then he decides 

on the wheels and grille 

guards, and can add other 

accessories before fixing the 

licence plates and baptising 

the new vehicle with a model 

name. At that point he pays 

the total of all the individual 

components.

There are 36 basic models to 

choose from. The company 

currently holds licences for 

the reproduction of Dodge 

Challenger, Dodge Ram, 

Ford F-250 Super Chief, Ford 

Mustang, Dodge Viper, Mini-

Cooper, and the Scion xB. 

The “Ridez” are all on a scale 

of 1:18 and consequently 

measure between 25 and 30 

centimetres in length.

Customers can purchase 

online directly from 

Ridemakerz.com, choosing 

Key data
Format: workshop-store
Launched: 2007
12 outlets
200 sqm average
models on a scale of 1:18
649,000,000 possible combinations

U S A 

        idemakerz is an 

American chain of workshop-

stores in which customers 

can purchase model cars 

they have fully 

customised 

themselves. 

The idea comes from 

the highly successful 

Build-A-Bear chain 

for personalised soft-

toys, who are also 

partners for the 

present enterprise. 

In this way, 

customers become 

customizers and design their 

own fantasy automobile or 

truck, with prices ranging 

from 13 to over 100 dollars 

depending on the bodywork 

and paint-job, and on such 

optional accessories as 

crash-guards, wheel-hubs, 

and chassis, etc. Also available 

are kits for special models, 

such as the “Turbo Kit” 

with a combustion engine, 

spoilers, side exhausts, special 

silencers, and folding-back 

bonnets. For an additional 25 

dollars customers can add a 

remote-control.

The design process comprises 

seven separate stages: the 

customer chooses a body for 

R

A workshop-store in which kids and adults alike can explore their passion 

for model cars and build personally customised designs – 

with nearly 560 million different combinations!

      
   Ridemakerz
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Key points of innovation
Customers personalise their own product
Utmost attention to quality and detail
Process integrated with the website
Collaboration with local communities

the first prize for best retail 

concept under 500 square 

metres, awarded by the 

leading retail magazine Chain 

Store Age.

R I D E M A K E R Z  -  U S A

from either the vast range of 

complete Ride kits, or from 

the catalogue of accessories, 

in both cases the products 

are unassembled so as not 

to ruin the thrill of 

building one’s kit at 

home. 

The website also 

provides a “build-

your-Ride” facility 

for customising your 

order, a section 

devoted to the history 

of the automobile, and 

chapters on renewable 

energy and alternative 

forms of fuel.

The company has created 

a brief five-point guide that 

has proved particularly useful 

in standardising 

the Ridemakerz 

outlets’ sales code, 

and for orienting 

the approach 

of the stores’ 

personnel.

Choice. • 

Customers are 

given free rein to explore 

the myriad combinations

Creativity. • Fosters the 

customer’s natural creativity

Trust.•  Customers are 

either assisted or left to 

themselves to choose, a 

format that has ensured 

success

Co-operation.•  The personnel 

work shoulder-to-shoulder 

with customers as they build 

their models

Community awareness. • 

Ridemakerz sponsors local 

communities and non-

profit organisations in each 

location

Testifying to this last point 

is the fact that as each new 

store opens, the company 

donates 1,000 dollars to 

the local office of the “Big 

Brothers Big Sisters” non-

profit organisation which 

runs a variety of mentoring 

projects and volunteer work 

campaigns (www.bbbsa.org) 

for young people. 

In 2008 Ridemakerz won 
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for 70% of sales, this is 

complemented by 250 other 

brands including Balenciaga, 

Gucci, Chloé, and YSL, with 

numerous premium-brand 

garments of up to £1,000 

lending a note of glamour to 

the house brand items.

The resounding success 

of ASOS.com stems from 

its determinedly creative 

approach to the market, 

which is endorsed by 

numerous initiatives running 

in parallel and a watchful eye 

on the evolving trends and 

patterns in the buying public’s 

behaviour. In September 

2006, the company launched 

its magalogue, which two 

Key data
Format: e-tailer
Launched: 2001
10,900 products
2,230,000 orders in 2007/8
turnover of £81 million for 2007/8
£7.3 million profit for 2007/8
GB e-tailer of the year for 2005, 2006, 2007
ships to 100 countries worldwide

W E B  -  G R E A T  B R I T A I N

        n acronym for “As Seen 

On Screen”, ASOS is an online 

fashion store that markets 

garments and accessories, 

and soon rocketed to sector 

leader in Great Britain behind 

Next, even taking 

account of the 

various multichannel 

outlets. The ASOS 

offering is targeted 

to young people 

who keep close track 

of how the stars 

and public figures 

are dressed, and proposes 

the same look at affordable 

prices.

The offering began with 

women’s apparel, but soon 

broadened to include clothing 

and accessories for men too 

(menswear now accounts 

for 15% of the company’s 

turnover), then extended to 

shoes, various accessories, 

jewellery, and beauty and 

cosmetic products. The 

average receipt comes to 

£53, with 2.5 items per order: 

while the own label accounts 

A

      
 ASOS.com
An assertive British etailer constantly innovating and fine-tuning 

its offering to the latest fashion trends
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Key points of innovation
Dynamic offering targeted to media-conscious wannabes
Constant alignment of offering with media and star trends
Development of high-end brands
Innovative marketing tactics
Vast range

sometimes delivering orders 

by 4 p.m. the next day. 

This streamlining cut the 

number of returns too, 

containing them within 21% 

– a record for the sector.

Since the end of 2008, 

ASOS has addressed the 

market demand for an online 

bargain factory outlet with 

its “ASOS Red”, a dedicated 

designer discount website 

where buyers can browse 

items from 300 brands with 

75% reductions on list prices.

A S O S . C O M  -  W E B

years later won the APA 

award for having racked up 

the average receipt figure by 

69%.  

In 2008, ASOS 

introduced a new 

limited-edition collection 

designed by students 

at the London College 

of Fashion, and set up 

its own Facebook page, 

which now boasts over 

6,000 friends. 

The company makes 

use of a CRM training 

programme to 

personalise advertising 

and marketing activities.

ASOS’s brilliant 

performance lies in the 

ability of its founder and CEO 

Nick Robertson to build up a 

sound team of experts with 

professionals from both the 

fashion sector and the world 

of e-commerce. 

The team’s stamina was 

put to the test 

in November 

2005 when 

the company’s 

warehouse burnt 

to the ground.  The 

company managed 

to get back online 

almost immediately without 

jeopardising its Christmas 

sales. Part of this prompt 

recovery lies in the company’s 

positive image with a public 

that is lenient with the 

inevitable hitches in delivery, 

and ASOS even shows 

solidarity with its direct rival 

Sir Philip Green of Arcadia.

This fire disaster prompted 

ASOS to design a completely 

new warehouse with a 

more efficient logistics 

system, whereby running 

costs were slashed by 32% 

and the shipping process 

was speeded up notably, 
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mouth or from members of 

their online community, who 

exchange titbits of gossip 

and provide feedback that 

helps the company choose 

new products, along with 

the constant market research 

effort. 

To encourage this exchange, 

the site produces a lively 

newsletter that keeps track 

of new trends in celebrity 

spheres and has become a 

vital vehicle for the company 

to promote its own high-end 

line of jewellery. 

The formula deployed 

involves tuning into the latest 

trends in fashion and aligning 

the company’s new product 

lines with these fashion 

forward celebrity looks, 

Key data
Format: e-tailer
Launched: 1999
$70 average purchase
19 employees
Goods shipped to 45 countries worldwide

W E B  -  U S A

would require a tiny initial 

outlay, Au-Co Mai decided to 

launch her idea on the web, 

which was only just beginning 

to attract online retail. 

The gamble paid off 

handsomely, and now this 

e-tailer has cut herself a fair 

slice of the international 

market.

The Emitations concept is 

based on consumers' fervent 

interest in celebrities – how 

they dress, what they are 

buying, and all the gossip on 

their lives. 

The brand has zeroed in on 

this aspiration-driven niche 

of style and consumption, 

and has found a way to grant 

these celebrity wannabes 

their dreams at accessible 

prices.

Most of the company’s 

publicity comes by word of 

    n 1999, an enterprising 

student of economy Au-Co 

Mai noticed some possible 

attractive openings in the 

sector of designer jewellery 

based on certain luxury 

pieces worn by celebrities, 

whose status automatically 

guaranteed the pieces’ 

ever-increasing high-profile 

exposure. 

Realising that to start up 

I

In an era of growing desire for inspiration in our day-to-day drudgery, 

Emitations enables you to dress up in luxury designer clothes worn 

by stars and celebrities

      
   Emitations.com 
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Key points of innovation
Luxury items available online
Mix-and-match kit
Innovative product search system by TV series, celebrity, etc.
Wide multi-target range
Excellent value for price ratio
Growing overseas clientele

is a selection of specific 

jewellery.

Emitation’s success shows in 

its current leap of 40% over 

last year’s turnover, thanks 

to a sharp rise in overseas 

buyers, whose numbers have 

just doubled.

E M I T A T I O N S . C O M   -  W E B

always keeping the offering 

within reach of the target’s 

purse.

Emitations keeps its 

customers involved in 

the marketing process by 

allowing them to vote on the 

items listed in the catalogue, 

leave comments with a 

picture option, and to share 

opinions on the product 

range, with links to personal 

profiles on the many growing 

social networking websites. 

This kind of interactive, 

“infectious” marketing 

enables customers to feel 

part of a community of 

decision-makers that can 

in turn influence emerging 

trends.

The online store is designed 

to facilitate the shopping 

experience. 

Customers can browse the 

online catalogue of standard 

colours and sizes or can use 

a search engine to explore 

the habits and lifestyles of 

their favourite celebrities or 

television stars in the most 

popular shows such as Sex 

and the City. 

This formula has proved 

more effective in cueing the 

online shopper to purchase 

compared with conventional 

sales formulas.

Their products range in price 

from 10 to 1,000 dollars, with 

orders averaging around 70 

dollars. 

The huge range caters for 

a wide and varied target 

group that extends from the 

principal bracket of women 

from 23 to 29 years old, to 

include men, for whom there 
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community has a week’s 

time to vote and to leave 

comments. If a designer is not 

fully satisfied with the idea, 

he or she can opt to display it 

online and ask for advice and 

feedback, before submitting it 

officially for the vote.

The final shortlist is vetted 

by the site managers at 

Threadless using criteria 

that has been steadily 

evolved in the course of the 

site’s activity. Interestingly, 

even designs that have 

divided opinion among 

the community members 

are sometimes put into 

production, given that often 

where opinion differs 

Key data
Format: multichannel retail community
2000: launch of the site and community
2007: first store opens in Chicago
700 design entries sent in per week
4–6 new models chosen per week
$18–9 per T-shirt
US$30 mln turnover for 2007

W E B  -  U S A

competition, and decided 

with his two partners from 

skinnyCorp, Jacob DeHart 

and Jeffrey Kalmikoff, to 

run the competition again. 

Since then the system has 

been developed further and 

perfected. The “creatives” 

(including non-professionals) 

upload their designs to the 

website using the digital kit 

made available online. The 

broad palette of possible 

colours includes special 

details like light-sensitive 

dyes that only appear under 

sunlight. After the designer’s 

proposal is put online, the 

     hreadless is a 

revolutionary concept that 

produces and markets T-shirts 

with designs proposed 

and chosen by an online 

community composed of 

designers, customers, 

and fans that can 

join the site for free.

The idea came 

to Jake Nickell in 

2000 after he won 

a T-shirt design 

T

A brilliant example of “democratic innovation” in which an online community 

creates its own T-shirt designs, and allows users to vote on the designs 

to decide which ones to actually produce and sell, 

with the proceeds going to the designers

      
   Threadless.com
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Key points of innovation
Business run by the community
The entrepreneur guides the production process and acts as guarantor
Specialised but with vast assortment
Sales estimated on the basis of pre-orders
From e-commerce to multiple outlets such as stores and galleries

for instance a new section 

devoted to designs for kids’ 

T-shirts; a new community for 

tie design; one for wallpaper; 

and various special prizes set 

up in league with sponsors.

In 2007 the company decided 

to open its first physical 

store, in Chicago, which also 

serves as an exhibition gallery 

for displaying the winning 

designs. 

The new venue has quickly 

become a lively haunt for 

the community’s designers. 

The Chicago store also holds 

courses and events (also 

with professional artists) and 

is proof of the community’s 

environmental awareness – a 

practical hold-all is included 

with the first purchase, and 

customers who reuse it get 

a later discount of $1 per 

purchase.

T H R E A D L E S S . C O M  -  W E B

strongly, the design actually 

sells well.

Every week 10 designs 

are shortlisted, and then a 

second round brings the 

number down to a 4 to 6 

designs. Before sending them 

into production, Threadless 

opens the site for pre-orders 

from voters so as to get a fair 

estimate of the number of 

items to produce and to keep 

stock to a minimum.

The winners receive $2,000 

and an additional $500 

to spend on the site, and 

another $500 for every 

reprint. They also get a 

welcome to the Alumni Club, 

complete with medal. 

In 2009 a new prize of $2,500 

has been introduced for 

the “Design of the Month”, 

and one of $10,000 for the 

“Design of the Year”.

Each T-shirt costs $18

(+ P&P), reasonably cheap 

considering the low print-run 

and hence the fairly exclusive 

nature of the product. 

Furthermore, this steady 

influx of new designs and 

production means that there 

are regular sales of old stock 

at $9 per item. Customers 

who sends a photo of him/

herself wearing the T-shirt 

they bought get a discount 

coupon for the next purchase.

Riding on the project’s 

success, Threadless have 

been developing various 

extensions of the concept, 
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N O T E S
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Research coordinated by 
Fabrizio Valente - Kiki Lab 

Founder member of Ebeltoft

Innovations 5

Beating the "crisis" 
through innovation: 
trends and cases from the retail world
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B                       eyond every horizon, new horizons always rise

                          
(Michael Ende)

Given how things are, it may seem out of place to talk about retail innovations this year. Yet we think 
the subject is still worth discussing, albeit this time with a different outlook. The gamble that companies 
face today is increasingly tied to their ability to establish a two-pronged strategy, that is, to tackle the 
immediate situation with rapid and enlightened tactics, while not neglecting the strategic dimension of 
what lies further ahead, nor overlooking the signals that will guide us out of the present turmoil. When 
this “crisis” has blown over, the strategies adopted to overcome the difficulties will be decisive. Retail 
businesses will re-emerge strengthened only if they have managed to hold fast to their positioning, and 
have continued to demonstrate their willingness to invest in new ideas.

Cases
Wal-Mart, super-ecostore • Umbra, brand store • Alice Délice, concept store • Chronodrive.com, “click-to-store” concept • 
Geologic Village, concept village format • Fresh'N'Friends, convenience store • Karstadt, department store • Real Future Store,
 hypermarket • Toom, DIY concept • Dover Street Market, designer concept store • Hotel Chocolat, chocolate-shop concept 
• Sk:n, skin care clinic • RanKing RanQueen, "top ten" store • Agenzia TU, banking agency • KidZania, edutainment centre
• Desigual, brand store • House of Bols, experiential brand store • Selexyz Dominicanen, bookstore • Meydan, shopping square
• Kohler, retail outlet+health spa • Ridemakerz, workshop-store • Asos.com, etailer • Emitations.com, etailer • Threadless.com,
multichannel retail community

Ebeltoft is a Retail Business Alliance, which was founded in 1990 in Ebeltoft, a little seaside village in 
Denmark. It is comprised of 16 firms that have a common, strong focus on the retail and service business, 
and provide consulting and a wide range of services to help retailers and suppliers in the retail sector remain 
competitive and achieve their goals. Ebeltoft members work worldwide both for many market leaders and for 
important or emerging local players.

The Ebeltoft Business Alliance has been studying trends and innovations in Retail since it was founded, and 
since 2005, has published a yearly report entitled Retail Innovations that focuses on emerging trends 
and the most interesting cases worldwide.

In 2009 Ebeltoft launched a new research program on the strategic issue of the “Trust Factor” into 
the Retail Brands. A survey was conducted in 11 countries with about 200 chains and more than 10.000 
customer interviews to understand which companies are the Trust world champions, how they achieved this 
leadership, and the key drivers to increase Trust and retain customers.

To get a copy of Retail Innovations 5 and/or for a presentation of the results of the “Trust Factor” survey,
please contact your local member of Ebeltoft: www.ebeltoftgroup.com

2009
• Socialtailing
•  “I trust you”
• Pro-client efficiency
• Glocalism

• Accessible dreams
• Greentailing
• Liquid retail
• Emerging retail territories

Innovation trends


