
ASIA RETAIL 
TRENDS THROWBACK



00

2018 has been an eventful year in retail. While etail powerhouses such 
as Amazon and Alibaba have continued to storm ahead – the latter 
notching up an incredible $30.8bn in sales on its Singles Day event on 
11.11 – the year has also seen the demise of retail stalwarts including 
Toys R Us and Sears. 

Asia seems to have escaped much of the doom facing the industry 
in the US and Europe, but retailers in the region have their own set 
of challenges. The ways in which consumers shop and engage with 
brands have changed dramatically, and retailers that do not step up 
their game risk losing out. 

In this mini report, we identify six key trends that impacted the sector 
in Asia over 2018: unmanned stores, augmented reality, omnichannel, 
livestream commerce, interactive lab experiences and experiential 
stores. We highlight what these trends mean and the best examples of 
retailers embracing these new ways to interact with customers.
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China is at the forefront of the new trend for unmanned 
stores, with all of the technology/retail giants such as 
Alibaba, JD.com and Tencent continuing to roll out new 
automated store formats, as well as fast growing start-
ups like Bingobox.   

Chinese consumers are particularly receptive to these 
formats and have shown a great appetite to try out new 
store technologies. These stores all integrate seamlessly 
with mobile payment ecosystems such as Alipay and 
WeChat Pay, offering convenience to shoppers and a 
relatively low barrier to start shopping in these formats.

Increasingly unmanned stores are also finding their way 
into other Asian markets and this trend is expected to 
continue as mobile payment adoption rates increase 
across the region and time-pressed consumers demand 
greater convenience. These stores are also an attractive 
option for shoppers that do not like to be followed 
around by overbearing store staff – a uniquely Asian 
dislike that has been confirmed by Tofugear’s own 
consumer research. 

TOFUGEAR DATA
There is consumer demand for unmanned store 
technologies. A recent Tofugear survey among 6,000 
consumers in Asia showed that two-thirds of consumers 
want to self-checkout using their phones, while 76% are 
willing to use mobile payments. 

UNMANNED 
STORES



Unmanned Stores - JD.ID X-MART
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Credit: Corporate.jd.com / Sumber.com

JD.ID X-MART
JAKARTA, INDONESIA A 
JD.com’s JD.ID X-Mart store in Jakarta marks the 
first use of its unmanned store technology outside of 
China. The store features a range of fashion, FMCG 
and beauty products and customers can walk 
straight out of the store without any form of checkout 
process through RFID tags and facial recognition. 



Unmanned Stores - JD.ID X-MART
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Credit: JD.com

Customers enter the store by scanning the 
QR code on JD.id’s mobile app and also have 
their face scanned.

Facial recognition is used to track a shopper’s 
movements around the store. 



Unmanned Stores - JD.ID X-MART
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Products have RFID tags, which are detected at the 
checkout area.

Payment is automatically taken through the app, by 
using facial recognication technology  

Credit: Techinasia.com / CNN.com / Hatenablog,com



Unmanned Stores - JD.ID X-MART
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TOFUGEAR TAKEAWAY 
The JD.ID X-Mart store is more of a proof of concept to 
demonstrate that the technology can work in the real world. 
However, visitors have noted that lots of staff are on hand to 
explain how to engage with the technology, underlining that 
the concept is perhaps not that intuitive for first time users. Any 
retailer looking into this sort of technology must consider that 
shoppers will need to be educated to use the store for test and 
learning customers adoption.   



Unmanned Stores - 7-Eleven X-Store
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7-ELEVEN X-STORE
TAIPEI, TAIWAN
7-Eleven opened two 7-Eleven X-stores in Taiwan 
in 2018, which feature a range of 900 products and 
a wide array of store technology to allow customers 
to go through the store without any form of human 
assistance. The first X-store was only accessible 
to 7-Eleven staff, but the second iteration in Xinyi 
District is open to the public and has improved the 
speed of facial recognition and check-out process.

The X in the store’s branding stands for Explore, 
Experience and Excellent. Customers using the 
store are said to be split evenly between males 
and females. 

Credit: Twitter.com / Neweraai.com.jpg



Unmanned Stores - 7-Eleven X-Store
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Credit: Picswe.com   / SETN.com

Customers enter the store through a facial 
recognition system or an electronic wallet card. 

Selected products are tracked through RFID 
technology, while payments are made through 
facial recognition. 

The X-store also features a smart ATM that 
incorporates finger vein and facial biometrics, 
allowing customers to deposit small change or 
withdraw foreign currency.



Unmanned Stores - 7-Eleven X-Store
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TOFUGEAR TAKEAWAY 
Through the use of facial recognition technology to enter the 
store, make payments and checkout, 7-Eleven offers a more 
seamless experience than other unmanned store concepts that 
require customers to scan QR codes or digital wallets to interact 
with the store. As a result, this is a store where only minimal 
staffing needs to be maintained.



Unmanned Stores - Watasale

09

WATASALE 
KERALA, INDIA
Indian start-up retailer Watasale has followed 
in Amazon Go’s footsteps by opening a fully 
autonomous convenience store in Kochi, Kerala. 
In contrast to many of the Chinese unmanned store 
concepts, Watasale only requires customers to scan 
a QR code generated in its app to enter the store. 
After that, they can just browse, shop, take products 
and walk out the store, with payment taken through 
a credit card linked to the app.

  
Credit: Watasale / Officechai.com



Unmanned Stores - Watasale
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Credit: Watasale

Just like Amazon Go, Watasale’s in-house 
developed technology is able to determine which 
items customers pick up and which ones they put 
back on the shelves. 

The store uses a wide range of technologies 
including artificial intelligence, sensor fusion 
and computer vision to keep track of customers’ 
purchases.

Looking ahead, Watasale has plans to expand 
the concept into other cities including Bengaluru 
and Delhi. 



Unmanned Stores - Watasale
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TOFUGEAR TAKEAWAY 
It is impressive that Watasale as a technology start-up has 
pretty much developed the same technology that Amazon Go 
uses. However, the somewhat sterile and functional interior 
of the store does underline that Watasale is first and foremost 
a tech company. It will be interesting to see how the concept 
evolves if Watasale does succeed in its plans to partner with an 
established retailer. 
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The application of Augmented Reality technology 
in retail gained further traction in 2018. This is no 
coincidence as both Apple (through the launch of 
ARkit) and Google (with ARcore) both released new 
platforms late last year that make it easier to develop 
AR applications for smartphones. However, the real 
challenge lies in developing applications that actually 
add value to the shopping experience. 

In a survey conducted by Tofugear among 150 digital 
retail leaders in Asia in summer 2018, it was found 
that 15% of retailers were planning to implement AR 
technology over the year ahead, while a further 25% 
had plans to do so over the next two to four years. 

TOFUGEAR DATA
On the consumer side, there is also much interest – 
particularly from younger consumers. Tufugear research 
among 6,000 consumers in Asia showed that while 58% 
of Gen Z shoppers were prepared to engage with AR in 
a store environment, this dropped to 51% for millennials 
and 45% for Gen X. AUGMENTED 

REALITY 



Augmented Reality - Sephora Concept Store
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SEPHORA 
CONCEPT STORE 
SHANGHAI, CHINA

Sephora is well-known as being one of the 
frontrunners of the digital revolution and its new 
concept store in Shanghai does not disappoint. 
One of the highlights of the store is a full-length 
smart mirror that functions as an ‘Ecommerce Wall’, 
allowing customers to shop online through a manual 
or voice search. If products are in stock, orders 
can be collected in store, however, home delivery 
is also an option. Many practical applications of 
AR in the retail sector have focused on offering a 
virtual makeup experience and in the Shanghai store 
Sephora has partnered with Meitu in this area. 

Credit: LVMH



Augmented Reality - Sephora Concept Store
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Sephora’s ‘Ecommerce Wall’ in the Shanghai 
concept store is a first for the retailer and allows it 
to offer a differentiated experience. The technology 
benefits from the retailer’s investment in a 
sophisticated inventory system, allowing it to make 
a sale even when products are out of stock.

Credit: Cosmeticsdesign-asia.com / Luxe.co

Augmented Reality is used in the virtual magic 
make-up mirrors that have been created in 
partnership with Meitu. The make-up that can 
be tried covers seven different categories with 
shoppers being able to select by brand, colour       
or texture.



Augmented Reality - Sephora Concept Store
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TOFUGEAR TAKEAWAY
Using AR in virtual make-up counters is a great way for 
customers to try out many different products, resulting 
in increased dwell times and improved sales conversion 
opportunities. Particularly in a store that encourages shoppers to 
try on many different products, it is critical that a retailer is able 
to fulfil demand – be that in-store or for home delivery at a later 
stage – necessitating investment in real time inventory systems. 



Augmented Reality - Starbucks Reserve Roastery
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STARBUCKS 
RESERVE ROASTERY 
SHANGHAI, CHINA 

Starbucks opened its Starbucks Reserve Roastery 
in Shanghai at the end of 2017. The 30,000 sq ft 
store is the world’s largest Starbucks and offers a 
“multi-sensory coffee experience” that aims to be a 
destination in its own right. The store features three 
coffee experience bars, where customers can see 
how their coffee is brewed using multiple methods, 
as well as freshly baked artisanal Italian food at a 
bakery and a 3D printed tea bar. 

Credit: Wikipedia / Starbucks



Augmented Reality - Starbucks Reserve Roastery

17

Credit: Starbucks

A central feature of the store is a two-story copper 
cask adorned with over 1,000 traditional Chinese 
chops. These casks are used to tell the story of 
Starbucks and coffee through Augmented Reality. 

The AR experience is powered by Alibaba’s Taobao 
app, which uses location technology to determine 
when a customer has entered the store and where 
that person is inside the store. 

Using Taobao’s AR function, users are able to point 
their phones at various areas around the store to 
get more information on the coffee bars, brewing 
methods and roasting process through visuals and 
animations. 



Augmented Reality - Starbucks Reserve Roastery
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TOFUGEAR TAKEAWAY 
Applications of Augmented Reality in a retail setting are still very 
campaign-led, but Starbucks shows us a more permanent use 
of the technology. Physical stores are always the best location 
to tell a retailer’s brand story and AR is an excellent way to 
increase customer engagement and dwell times by offering 
an immersive experience.   



19

Omnichannel. New Retail. Boundaryless Retail. These 
are some buzzwords of the last few years, 
but at their heart lies the same concept: the seamless 
blending of the online and offline worlds to allow 
customers to shop whenever and however they want. 
As such it becomes irrelevant through which channel a 
customer may eventually transact with a retailer. 

Omnichannel is all about creating a consistent brand 
experience regardless of how a shopper chooses to 
interact with a retailer. An example of such an approach 
include being able to identify when a customer 
walks in a store, for instance through an app that 
incorporates location technology. This gives a retailer 
the opportunity to provide personalised advice based 
on that customer’s previous purchasing history.  
But it is also about convenience – being able to buy in 
store, but then have purchases delivered to the home, 
or vice versa with online orders collected in stores. 

OMNICHANNEL
TOFUGEAR DATA
Consumers in Asia expect a seamless omnichannel 
experience with research by Tofugear among Asian 
shoppers showing that 69% will research items 
online, but eventually buy in stores because they 
prefer to touch and feel products before purchasing 
them. Similarly, 70% of consumers say they will 
switch to the online channel if a store is out of stock 
of a particular item. Without an omnichannel strategy, 
such cross-channel shopping behaviour may result in 
lost sales. 



Omnichannel - Lush Labs
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Credit:  Matcha-jp.com

LUSH LABS 
TOKYO, JAPAN
Lush opened its first concept store dedicated 
to its bath bombs in Tokyo’s trendy Harajuku 
district in December 2018. The store is spread 
across two floors and is meant to be a place for 
experimentation. It incorporates several elements 
that join together online and offline, particularly 
through the use of the LushLab app, which provides 
product information and facilitates online shopping. 
As a result, there are no product descriptions or 
sinks for product demonstrations as in a regular 
Lush store.



Omnichannel - Lush Labs
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Central to the experience is an app that provides 
a connected retail experience and also allows 
customers to shop online and provide feedback that 
Lush will use to refine the concept.

The app has a Lush Lens feature that uses artificial 
intelligence to identify a bath bomb in order to 
provide information on the ingredients as well as a 
digital demonstration. This also means that Lush can 
apply its ‘Naked’ concept - where there is no need 
for packaging as all relevant product information is 
available within the app.

Credit: : Gdoweek.it / fashionetwork.com / Moshimoshi-nippon.jp



Omnichannel - Lush Labs
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TOFUGEAR TAKEAWAY
Lush has created a store that is a great fit for the youth district of 
Harajuku, with the colourful walls of bath bombs providing a per-
fect backdrop for those ‘Instagrammable’ moments. The retailer 
demonstrates how the use of an app can add another dimension 
to the store experience as well as strengthen its eco-friendly cre-
dentials and offer the convenience of online shopping. 



Omnichannel - Habitat By Honestbee
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Credit: Honestbee / Mshannahchia.com

HABITAT BY 
HONESTBEE 
SINGAPORE 
Singapore’s Honestbee shows that not all of the 
online-to-offline action in the grocery sector is 
restricted to the likes of Freshippo (formerly Hema) 
and 7Fresh in China. The online grocer opened 
Habitat by Honestbee in October 2018, which 
is a 60,000 sq ft full supermarket as well as an 
online fulfilment centre, retail innovation hub and 
experiential dining destination. Two technologies 
play a central role: a cashless checkout experience 
(AutoCheckout) and a robotic collection point 
(RoboCollect).  



Omnichannel - Habitat By Honestbee

24

Shoppers must download the Honestbee app in 
order to enter the store and to use the ‘scan and go’ 
functionality. Payments are also taken via Beepay, 
Honestbee’s own digital wallet. 

Over 20,000 Asian and global ingredients are 
available. Like 7Fresh and Freshippo, meals are 
available within the store for dine-in and take-away. 

Credit: : Inside Retail



Omnichannel - Habitat By Honestbee
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Online grocery orders are fulfilled end-to-end within 
5 minutes, helped by overhead conveyor belts than 
run throughout the store. These are then delivered 
by Honestbee drivers within an hour.

Credit: : Businesstimes.com.sg /  Mshannahchia.com

Shoppers buying less than 10 items may use 
the ‘scan and go’ function of the app, but those 
with more items can place their trolleys in the 
AutoCheckout point, where Honestbee takes care of 
scanning, packing, payments and delivery. 



Omnichannel - Habitat By Honestbee
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TOFUGEAR TAKEAWAY
Honestbee’s Habitat store shows how technology can really 
enhance the shopping experience. Being able to leave the 
store without using a checkout (scan and go) is a major time 
saver for time-pressed shoppers. Meanwhile, those using the 
AutoCheckout point can enjoy a coffee while Honestbee takes 
care of the most painful aspects of grocery shopping. As the 
store also acts as an online fulfilment centre, Honestbee makes 
the most efficient use of its physical presence.



Omnichannel - Tmall x Intersport
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Credit: Intersport.com / Technode.com

TMALL x INTERSPORT
BEIJING, CHINA
Intersport opened a co-branded store with Alibaba’s 
Tmall brand in Beijing’s tourist hotspot Qianmen in 
May 2018. Under the Tmall x Intersport brand, the 
13,000 sq ft store features an array of technology 
that connects the online and offline worlds. There 
is also a huge emphasis on educating consumers 
through interactive screens, with Chinese 
consumers generally keen to learn which activities 
products can be used for and how technical 
features can improve their performance. 



Omnichannel - Tmall x Intersport
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The store integrates closely with the Tmall and 
Taobao app. Customers can scan QR codes on 
products to add the product to their virtual shopping 
bag, so that they may be purchased online at a 
later stage.

Credit: Technode.com

Credit: Alibaba Group

A 24-hour shoppable screen is available outside 
the shop, which uses visual recognition technology 
to determine the age and gender of a user to make 
recommendations. Shoppers buying in the store can 
also have their purchases delivered to their homes. 



Omnichannel - Tmall x Intersport
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There is a big focus on making the 
shopping experience fun. Customers 
can collect coupons by taking part in 
an Augmented Reality-driven game - a 
remastered version of the Japanese 
comic Slam Dunk, which is very popular 
in China.

Credit: Alizila / Crossmarks.nl / Alizila

Screens are also used to educate 
customers on the benefits of products. 
These screens are able to detect the 
product a shopper is holding and if a 
customer is logged into their Tmall or 
Taobao account, it will be added to their 
browsing history. 

The store is also equipped with ’Cloud 
Shelf’ technology, giving customers 
access to a much larger range via 
touch screens. 



Omnichannel - Tmall x Intersport

30

TOFUGEAR TAKEAWAY 
The Intersport x Tmall store is a great example of a store that 
is entertaining and educational in equal measure. While there 
is a wide range of technology in the store, it all serves a clear 
purpose in enhancing the customer experience and offering 
convenience. It is also interesting to see the use of AR-driven 
gamification aspects, which provide yet another reason to spend 
more time in the store. 
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LIVESTREAM COMMERCE
Retailers have caught on to this new shopping experience trend in 
China by hosting live-streams on platforms such as Yizhibo, Meipai as 
well as Alibaba’s Tmall/Taobao for its commercial features. Through live-
streaming, shoppers are given an immersive and informative shopping 
experience, while retailers gain understanding of the level of interest 
in the market. For instance, Taobao’s ‘See Now, Buy Now, Play Now’ 
runway prompts users to vote on their favourite outfits during a show in 
order to generate a trend report. 

TOFUGEAR DATA
Personal sellers on social media are a popular commerce channel in 
Asia. Research from Tofugear among 6,000 shoppers in the region 
found that 75% of all consumers have made purchases through 
personal sellers. Meanwhile, half say that their purchasing decisions 
are influenced by social media influencers, underlining the potential for 
livestreaming commerce.

In Asia, livestreaming had always been a trend within gaming and even 
eating (otherwise known as Mukbang); but recently the popularity of 
Douyin in China and other video-led social media have seen these 
channels become more focused on monetising the high levels of traffic 
that they generate.  
 
Previously, videos of product hauls as seen on YouTube were mainly 
product demos and tutorials, but livestreaming offers additional 
instant interaction with an audience, for instance through answering 
questions in real-time. Livestream commerce is also often connected 
to an additional platform, so viewers are able to instantly buy the 
recommended item. 
 
The broadcaster may be a KOL, a shop owner or even a sales 
assistant, but through this medium it becomes a more personable 
form of interaction that adds a sense of authenticity to product 
recommendations. This level of trust is similar to receiving 
recommendations from a friend, with recent research from Tofugear 
finding that 74% of Asian consumers say that their purchasing decisions 
are largely influenced by friends. 



Livestream Commerce - Sasa Hong Kong
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Credit: Mikiki / Sasa

SASA 
HONG KONG
Hong Kong cosmetics retailer Sasa has established 
a partnership with Alibaba, not only by retailing 
on its Tmall platform but also by facilitating the 
act of “daigou” in-stores. In a number of Sasa’s 
flagship stores, a corner is reserved for livestream 
daigou sellers, aided by free WiFi. Sasa also places 
indicators of bestsellers around the store to prompt 
sellers to promote the item during their livestream. 
Viewers are then able to make an order during the 
broadcast or purchase on Sasa’s official Tmall page 
after.



Livestream Commerce - Sasa Hong Kong
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Credit: Tofugear / Alibaba News 

Wifi-equipped area at a Taobao corner in Sasa’s 
shop.

Here a daigou seller films a live broadcast of Sasa’s 
products throughout the store.



Livestream Commerce - Sasa Hong Kong
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Digital kiosks displaying new product
highlights.

Credit: Tofugear / Taobao App

Recruitment poster for daigou sellers.

Sasa’s Taobao app highlights the most sought after 
daigou products.



Livestream Commerce - Sasa Hong Kong
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TOFUGEAR TAKEAWAY
Leveraging the concept of internet KOLs, Sasa has transformed 
the typical daigou seller into an influential persona by equipping 
them with the tools and products for an enticing livestream 
broadcast. Tofugear’s recent consumer research discovered 
that 83% of Chinese Gen Z consumers have made purchases 
because of influencers, which goes to show that content and 
community building is an effective tool to influence purchasing 
decisions.



Livestream Commerce - Christian Dior
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Credit: Freebie Supply.com /Dior

CHRISTIAN DIOR
CHENGDU, CHINA
Being the first luxury brand in China to transact 
through WeChat, fashion house Dior has taken 
on livestreaming to promote its Dior Backstage 
cosmetics line during its release party in Chengdu. 
Hosted by the brand’s own creative and image 
director Peter Philips, Dior also invited celebrity 
ambassadors and 40 beauty bloggers to take part 
in the live trials. Viewers watching the live stream 
can purchase products by scanning the QR code 
displayed on the video.



Livestream Commerce - Christian Dior
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Credit: Tencent Video / 36Kr / Dior WeChat

Data shows the largest amount of viewers came 
from Chengdu, Guangzhou and Shenzhen. 
Millennials represented 37.8% of viewers, but baby 
boomers were surprisingly close at 32.1%,  followed 
by Gen Z with 20.5%
. 



Livestream Commerce - Christian Dior

38

TOFUGEAR TAKEAWAY 
Livestreaming is becoming more widely used as 
part of social ecommerce as the benefits are obvious in terms 
of increased interaction with consumers, yet also being able 
to filter out and target specific interest groups through data 
analytics captured. The ‘see now, buy now’ model effectively 
boosts sales for instant moments, and as it is used through the 
WeChat ecosystem, it seamlessly redirects the consumer from 
social to ecommerce. By connecting social media channels, be 
that Instagram, Facebook, WeChat or XiaoHongShu, to your own 
ecommerce business, customers are able to shop whenever and 
wherever they are.
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INTERACTIVE 
LAB 
EXPERIENCES

Pop-up stores are nothing new but recently there 
has been an evolution of this model to include more 
interactive elements – or as we call it, “interactive lab 
experiences”. While marketeers may focus on making 
pop-ups as ‘Instagrammable’ as possible, increasingly 
retailers also want to add new technologies such as 
AR/VR or commerce features to create a more digitally 
engaging space for consumer interaction.
 
Apart from being able to sell products, these formats 
have also taken on the role of being like an exhibition 
– to communicate production methods and branding 
messages as well as build authenticity and relevancy 
with customers. Retailers are also increasingly using 
these spaces to pilot digital initiatives that they may 
want to introduce in the future.

TOFUGEAR DATA
From Tofugear’s consumer behaviour research, 
millennials in Asia are found to be the most receptive 
to pop-up stores. Retailers surveyed for our ‘Asia 
Digital Transformation’ report also indicated that pop-
up solutions were their third highest priority in terms of 
investment over the next year. Ideally pop-ups should 
not just be utilised as a marketing prop, but retailers 
should leverage the opportunity to use the platform as 
a way to test new developments.



Interactive Lab Experiences - SK-II Future X Smart Store
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Credit: Seeklogo.com / Twitter @SKII_Japan

SK-II FUTURE 
X SMART STORE 
TOKYO, JAPAN
Japanese prestige skincare brand SK-II debuted its 
Future X smart store in Harajuku, Japan, bringing 
facial recognition and artificial intelligence into 
this month-long pop-up. The pop-up uses the 
customer’s interaction as part of the exhibition, 
with digital art created by their facial expressions 
and body movements. Customers continue to 
be identified through visual recognition as they 
move around the pop-up, with AI-driven skin 
analysis providing personalised recommendations 
throughout the customer journey.    



Interactive Lab Experiences - SK-II Future X Smart Store
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Credit: Mumbrella Asia

The digital art wall with fluid graphics created by the 
user’s body movements.

Customers register through facial recognition 
scanning at the entrance of the pop-up as part of 
their first skin analysis.



Interactive Lab Experiences - SK-II Future X Smart Store
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A shooper’s previously captured details are shown 
throughout the store in different smart interactive 
stations.

Customers stand in front of each booth at the beauty 
wall to seek remedies for skin issues. Skin care 
advice will be given dependent on your personal 
skin scan analysis done earlier.

Credit: Twitter @SKII_Japan  / Wired JP

Introducing SK-II’s latest IoT investion: the SK-II 
smart bottle linked to a user’s smartphone.



Interactive Lab Experiences - SK-II Future X Smart Store
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TOFUGEAR TAKEAWAY
What SK-II successfully achieved here is personalising the 
pop-up store experience for the customer, through a fully tech-
enabled customer journey. Apart from the digital art wall, each 
digitally-interactive station serves a purpose that provides value 
and education for the customer, and ultimately ties in to the 
brand’s core product. 



Interactive Lab Experiences - Chanel Coco Game Center
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Credit: Chanel / Instagram @elfiepk

COCO GAME CENTER
HONG KONG
To launch Chanel’s new and fun lipstick range, the 
French luxury brand hosted an arcade-like pop-up, 
Coco Game Centre, in Hong Kong. Instead of just 
a product-focused pop-up, Chanel used a gamifi-
cation approach to engage shoppers through Jap-
anese-inspired mini arcade games. Throughout the 
fun and games, visitors were able to test the prod-
uct range at different stations around the store. The 
entire customer journey from start to end was also 
done through mobile, creating a truly omnichan-
nel experience as purchases were made natively 
through the supported mini website.



Interactive Lab Experiences - Chanel Coco Game Center
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Credit: Tofugear / SCMP

Digital-savvy consumers with a phone glued to their 
hand for the mobile-centric pop-up experience.

Claw machine for Chanel beauty samples and 
branded merchandise.

Gamification through retro Chanel-themed arcade 
games for users to enjoy as well as test new 
products at various stations.



Interactive Lab Experiences - Chanel Coco Game Center
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Orders placed on phone generates a unique 
QR code for pickup.

Credit: Tofugear

Awaiting to collect orders placed.



Interactive Lab Experiences - Chanel Coco Game Center
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TOFUGEAR TAKEAWAY
Coco Game Center was able to successfully capture the next 
generation of digital-savvy luxury shoppers, through gamification 
and omnichannel commerce features, resulting in a very seam-
less customer experience. The self-service mode of shopping 
pushes the customer to explore and test the new digital initia-
tives alongside Chanel’s product range. This can be considered 
an effective way to urge your customer to behave in a certain 
way because of the options you offer (for instance, eliminating all 
cash payments in favour of digital wallet payments).
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EXPERIENCE THE MOMENT
In addition, many retailers tend to turn to technology in order to 
improve the customer experience, but retailers should always use 
technology responsibly. Technology should only be implemented as 
an enabler and to improve the overall customer journey.

TOFUGEAR DATA
According to Tofugear research, 51% of Asian consumers actually value 
the in-store experience, and will switch from the convenience of online 
to stores for this reason. 

Retail is not dead, only boring retail is. Opening a plethora of stores 
is no longer the strategy of choice as retailers are scaling down and 
instead focusing on flagship stores to provide the ultimate experience 
for customers. These stores are created as a go-to place for not only 
merchandise, but also for other unique and engaging elements that 
cannot be found elsewhere.
 
Increasing dwell time at a store is the key to increasing customer spend. 
Retailers are creating stores with fun and interactive stations that allow 
shoppers to browse and explore as part of a journey, enticing them to 
engage with the retailer through different touch points.  
 
To avoid being a one-hit wonder, retailers need to constantly evolve 
their offerings and their store design. For example, Lululemon is able 
to constantly bring their costumers back into the store because they 
host in-store workouts and activities. Glossier, a US-based cosmetics 
label, always designs its stores and pop-ups with different themes and 
elements to encourage shoppers to visit different locations despite it 
being the same merchandise. 
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Credit: Northgatemall.com  / Hypebeast

FOOTLOCKER
HONG KONG
Sports retailer Footlocker launched its first Hong 
Kong flagship in September 2018. Spread across 
three floors, the store is zoned by styles rather 
than brands as curated sports stores typically 
do. These range from ‘logomania’, athleisure, 
basketball (dubbed “House of Hoops”) and a zone 
for sneakerheads. The women’s area is designed in 
millennial pink with a Tumblr-esque decor, topped 
off with a magic selfie mirror. For the boys, there’s 
an experience zone fitted out with barber chairs, 
gaming consoles and bean bags, while they are 
surrounded by the latest kicks.
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Millennial pink and Tumblr-esque design 
for women’s section.

Selfie mirror for social sharing.



Experience The Moment - Footlocker

51

Community mural designed by local Hong 
Kong artist Bao Ho.

Gaming pad in the “Experience Zone”.

Credit: Tofugear
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TOFUGEAR TAKEAWAY
Dwell time of customers in-store (excluding queuing of course) 
not only increases spend but also the affection a customer 
builds towards that brand, making it a destination store. How-
ever, while Footlocker has designed an engaging space, it is 
somewhat controversial to see how it segments the store by gen-
der (pink room and selfies for girls, gaming pad for boys?). In 
doing so, these fixed spaces and tech gimmicks (selfie mirror) 
risk ending up as a one hit wonder. Retailers need to be innova-
tive and creative when they build a social space to ensure they 
provide that point of difference that will set them apart from the 
more price competitive sneaker stores in town.
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NIKE HOUSE OF 
INNOVATION 001
SHANGHAI, CHINA
Nike’s digital-saavy flagship, dubbed “House of 
Innovation”,  debuted in Shanghai in October 2018. 
The store spans four floors, each illuminated by 
digital screens and fixtures. The basement floor has 
a large space for social events, but also doubles 
as a training area that is supported by Augmented 
Reality. Another highlight of the store is the 
Sneakerlab floor, designed as a space where Nike’s 
super fans and sneakerheads can customise their 
own kicks and get their hands on the latest drop. A 
designated NikePlus members area is also located 
on this floor for personal styling sessions paired 
with fitness tests. Checkout zones are located at 
every corner of the store along with other NikePlus 
services to provide an unmissable customer 
service experience.



Experience The Moment - Nike House Of Innovation 001

54
Credit: COOL-STYLE / 

Nike successfully brands its sportswear with a 
fashionable athleisure twist.

Augmented Reality space for training (more 
gamification) and social events.
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Fitting rooms equipped with service counter for 
checkout and assistance.

Nike by You customisation station for NikePlus 
members to design select shoes.

Nike Expert Studio space for personal styling 
and product try-on sessions for NikePlus 
members.

Credit: COOL-STYLE / Youtube / Nike Inc.
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TOFUGEAR TAKEAWAY
Surrounded by flashing screens and a few demo areas, the 
store almost feels like it is an exhibition. Theatrical in a sense, 
but it is worth noting that little to no tech-enabled features were 
implemented in this store (as opposed to the New York-based 
House of Innovation that was opened subsequently). However, 
Nike has created a strong branding for itself as a chic and 
fashionable athleisure brand. This store proves that innovation 
does not necessarily have to be all tech-heavy. A focus on 
improving the customer experience is a vital issue that all 
retailers should seek to tackle. 
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