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If we think about the famous Apple Stores we readlize that the most valuable brands — even
if not retailers by themselves - actually have a strong retail component in their value chains.
Part of the explanation is that retail is clearly a very strong builder of brand awareness, and
as a visibility and communication tool, retail space can be used to achieve better brand
performance. Additionally, and more importantly, retail is the place where the brand meets
the client. Few other brands have this possibility; most of them, like the FMCG brands wait on
a shelf to be picked by the consumer. Retail brands have the power to actively attract the
customers and thus increase the chances of closing the deal. And many times, customers

first choose the store and then the product brand they need.

A retail brand is more than a product brand, more than a service brand, and more than
a location/environment brand- it is about all of them together. Of course that the basic
principles of marketing and branding do apply. but the segmentation is more difficult, given
the multiplicity of retail brand attributes. It is strenuous to do a proper segmentation and
targeting job when the outlets want to sell everything to everybody and do not understand
their competitive advantages. Moreover, the “lowest price” tagline is a trap, because
everybody claims it, but only the biggest players can really keep up with this fight. Therefore,
it helps when the store has a clear differentiation and positioning, which must be credible,
relevant fo consumers and delivered day in, day out. This in turn helps the building of a
distinctive brand, which is obviously different for a DIY retailer compared to a supermarket or

a category killer,

However, distinctiveness is not enough in retail. Brand loyalty in retail is to be achieved by
customer trust. In order to acquire this a mélange of pragmatism, functionality, emotions
and entertainment must be delivered— and all these account for the brand experience.

In order to deliver an outstanding brand experience, the frontline employees must be
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knowledgeable of the companies way of doing things and the consumer expectations.

Here, the brand engagement programmes will make a difference.

Another expression of brand power in retail is the use of private labels and own labels. Over
the past decades these allowed retailers to achieve a better negotiating position against
the product brand suppliers and consequently to skew the balance of power in their favour.
Nowadays it is impossible fo believe that a retailer could survive or grow in the years to come
without building a strong brand, and store branding & design is a strategic tool to achieve
brand differentiation, to gain brand loyalty and to make the best use of private labels. That
implies a holistic approach to design, so that a customer should instantly learn what that

brand stands for just by entering the retail place.

The store branding and design approach must encompass the brand identity and the retail
design as such, but also brand engagement training with the management and employees.
This was the approach for the DOMO retail store (see page 044): the new identity enhanced
awareness and attraction, the retail design was developed in accordance with the playful
and friendly personality of the brand, while the front line employees were trained and
engaged with the spirit of the brand. All these contributed to delighting its customers with
the most pleasurable shopping experience, and allowing the client o weather the recession

better than its competitors.

Especially for an up-and-coming player, the brand identity and retail design can make a
huge difference, helping it to achieve leadership in a much shorter time and with a lower
cost, This was the case with the DIY retailer Dedeman, a regional player who was engaged
in national expansion. The new brand & retail identity (see page 042) is a daring one for the
DIY/retail category, but it succeeded in winning over the hearts of buyers and boost the
business up to nafional leadership, using limited financial resources and competing against

international players.

The old mantra for retail used to be “Location, Location, Location’. It looks like the greater
mobility of the consumers and their increased sophistication would change this into

"Branding, Branding, Branding”.

Cristian ‘Kit’ Paul
Creative Partner, Brandient
Romania



FEEPRI—TRENENREAARDERMKBERE. EIENLTER, WAL
HATEFESHEBHERNZES, RE— 1 TENGRMEE, AMRBEZHNHSHE. AW
%, RE-MBAMBMHEITIE, SEELUEEINFTEETUAFIEES S, Ma/ERMEE
5%t M AITE RS AMEANSE TR, FHORUREBRE, FHFLERMETRESFIA. X3
ERBBOEEERIT, EMERAEXANTEERIBIE T2 REANE.

I SRRt AR LA B E BRI TSR, RN, REEEARRRTHRENISGER
Ak ZETER GER042TD) FMR—NIEBFHHITF: FRANAREBRLT REAHEESRSI
B, FEEGTHFLER/T RE. FURHS, SZREONBESEEE: M-SR THEZI
RIFMBRBEXUHFINNEES. REXLRKT M EAREMHEL, AREEET — WA

SRMWMEE. FRIDZAMEEESFRFOMET, TEERTILHHE.

AEBHMF-ITREEEREARBHNERKIR, RERNNTERITEBHHES L hRRIT
BMMXs, FEZERER, FRREMREARESATE. RINERESREAH, X—HBK
MR R E RN ERENZE AT LA RRBEARNESE. X—2HaMSTERANARR
HRAKEE, #EDIV/EEGTEHAR T —MRMESK, AM, ERXMRERBAIRST IR, RLE

Z@E(UUZBARMNUWEER, RHTHERINESEE, M—EKRAEARTILREZE.

BE, TEEMXRIAR MR, MR, R . N5, BEHEREEREEXAEIN ML

RSREFEMMWMRE, RAERIZEK “RE. . @7 .

REER - 545 - 2%
Brandienti&it TIESR, IBkM
FLRT



Following on the new retail formula development for
Kruidvat, SVT Branding & Design Group then developed
a new visual identity for Kruidvat. The logo needed
to be updated and made more distinctive, but had
to be sympathetic to Kruidvat’s heritage, and still be
recognizable as Kruidvat. Kruidvat’s brand values of
discount and profit also had to be represented within
the new logo. In addifion, it was requested to make
the logo more applicable to different sorts of items
with various options. The resulting brand mark allows for
many such possibilities.
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@ Kruidvat

@ Kruidvat

Kruidvat

Title: Kruidvat

Design Agency: SVT Branding & Design Group
Production Date: 2009

Creative Director: Frank Schoeman

Designer: Katja von het B
Client: AS Watson
Photographer: 5V1

Nationality: The Netherlands

i AL«

BT LI : | i

SE I (] :

) 8 8

Beitifi:

B

BT, SV AR i) e
[H %




' Kvalitet fra
gode garde

Kvalitet fra |
gode garde

“Go’ dag” MIBMREFMRIZITHR

Title: Go'dag
Production Date: 2010

Creative Director: Marie Brodersen
Designer: Marle

Photographer:
Nationality: Danmark
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Go'dag (hello in an old-fashion way) is a new concept
for supermarket. It is a Copenhagen-based programme
in which a "Go'dag vehicle" gathers fresh groceries
from the Danish countryside in the morning. It is then
parked outside supermarket stores in the afternoon
for city dwellers to enjoy. The visual identity is a mix of
old and new. The logotype is handwritten and placed
on Manila tags which form high confrast to the sleek
and modern biodegradable plastic packaging. The
concept also includes a recipe folder with basic recipes.
Here the illustrations are abstract and modern with the
handwritten titles as a contrast,
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fruita i verdura ecolégica

} Title: Greens Corporate Identity Design
Production Date: 2011

Designer: Fat Re
Client: &
Nationality: Spain
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Greens Is an organic fruit and vegetable shop. A visual
identity has been created to show, through the graphic
design and the materials it used. How important the
nature is for Greens? The starting point for the identity
was the name itself, which refers to the vegetables and
also refers to the colour of nature and the environment.

“o T R — L AT R RSO GRS S . M %S
Aol P GUBE T AR BT B 0 8 o MR A0 1S e ) T
VE AR RHE R, AT — R TR R LR AR B SE 3
PETFRRME MBS . A" B RG0E A R AR X BS 4 Ry iR
RN SRR & B R 2R Y s W Re D3 o S R L R
-5 R A VR B Sy — £



