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instagram-ready retailPRESS RELEASE
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Social media has revolutionised the fashion industry, and Instagram is at the forefront of the revolution. Since the launch of the popular photo sharing platform in 2010, its carefully curated, aesthetic snapshots have rapidly transformed the way in which fashion is presented, consumed and marketed – after all, fashion is a visual topic. The photo app has come to play an integral role in the marketing portfolios of all major fashion labels, not least because it is one of the few remaining channels still visible to young consumers who can no longer be reached through traditional campaigns. As a result, Instagram is steadily turning into an important success factor for the stationary retail sector. Inspiration is key: wistful visual moments that adhere to the inherent content imperative of the app can be produced with deliberation. Nobody knows this better than the retail experts at DFROST, the Stuttgart-based agency for retail identities. 
We are fashion
For a long time, the fashion industry used to be a small and coherent circle. Access to it was a privilege, limited to an exclusive audience of specialist editors and celebrities that had been hand-picked by the fashion labels themselves. Above all towered the glossy fashion magazines, revered as sovereigns over everything that was, or would become, en vogue. This status quo prevailed until the digital revolution gave rise to the blogging movement at the beginning of this century: met with mild amusement at first, the bloggers soon became powerful influencers. Their advent also initiated the rush for interconnectedness over social media, and clicks became a yardstick for success, popularity and influence. “At this point, trends are no more than a click away from the real world: a single picture can trigger an enormous response,” Christoph Stelzer, Managing Director and Co-Founder of DFROST, knows. Instagram grants customers exclusive glimpses behind the scenes of the otherwise extremely elitist fashion industry, providing the public with authentic, first-hand impressions. Access all areas. Social media has democratised fashion. Besides information and inspiration, it facilitates genuine social interaction with real-life people: the bloggers on the popular social-media platform are no haughty celebrities who are omnipresent in various magazines, yet entirely aloof in terms of their real life. Instagram actors are like close friends, and their fans get to observe their experiences first-hand – one pretty, square picture at a time. They share their lives and allow their followers to truly ‘follow’ them: on their holidays, to the restaurant, on a date and, above all, on shopping trips.

ON THE DESIRE FOR A STAGED REALITY
Today, fashion needs to meet one overarching requirement: it must be experienceable. Much like Instagram, it thrives on visual staging. The users of the photo app want to be inspired and taken on voyages of discovery through carefully curated snapshots. After all, nobody would post a boring photo on Instagram and later complain that their lunch was not sufficiently photogenic. Au contraire: the photo platform encourages perfection. With its square format and visual imperative on content, Instagram has formulated an aesthetic standard that is progressively invading reality. “Stationary retail is increasingly pressed to create lifestyle worlds that meet this high aesthetic and design standard. Aspirations and longings are key. Especially in stores, visual trends play an important role, as they establish emotionalised environments. Customers have moved on from simple quality requirements: today, their shopping behaviour is influenced by the frequency of visual impressions. As a result of the fast-paced reality of social media, product presentation strategies in stores and display windows are accelerating, too. Store design and visual merchandising must satisfy the customers’ thirst for fast transitions and endless new images,” Nadine Frommer, also Managing Director and Co-Founder of DFROST, explains. Retailers, then, need to recognise what catches the attention of the target group – their latest wishes, dreams and needs. “The same old story,” Christoph Stelzer comments. Once this knowledge has been attained, Instagram moments can be moved in the right direction deliberately: with appropriate brand content and the corresponding social-media store decoration.

MAKING SPACE AND SETTING STAGES
While there is no lack of concrete methods for implementing these factors, they now adhere to new paradigms: in the past, merchandise was the top priority. Today, a store must become a stage for those visiting it. To follow this trend, the weighting of the retail space must change: a paradigm shift from a focus on sales to a focus on image. “To create an atmosphere in which modern customers want to linger, you need openness, empty spaces and room for creativity. At the same time, these spaces must function as a stage for consumers to let their (digital) imagination run free and live the selfie lifestyle. An inevitable side effect of this showroom look, which has become incredibly successful by now, is a drop in product pressure,” the retail specialists emphasise. Another approach involves redesigning changing rooms: fewer than before, but large and lovingly designed. The changing room is, after all, the most popular spot for experimenting with new clothes, composing individual outfits and sharing one’s creations with the community. This is where the unique selling point of brick-and-mortar retail over online shops comes into play: the opportunity to touch and try everything. Lighting is one of the greatest challenges because pleasant light is not always photogenic. “What is particularly important here is the right planning and concentration. Sharp shadows must be avoided,” Christoph Stelzer comments. 

ON CURATING BRAND EXPERIENCES
Resourceful store managers have long discovered that Instagram moments can be directed – with the right brand content. Ideally, this leads to veritable Instagram paradises with hyped motifs, quirky wall decorations, artful installations and selected accessories. Besides trendy art objects and modern lounge furniture, colourful clothes rails, mirror panels, fancy façades and window displays are popular props for photographs. If done well, the result is much more than just a bland selfie: it is a picture that conveys a myriad of information about the store, the brand and its products. Hashtags, location details and captions communicate further valuable background details. Unlike deliberate, frequently costly partnerships with influencers, these pictures are authentic professions of brand loyalty – and they are perceived as such. The ultimate goal is to make the store a must-visit location. Customers must be encouraged to immerse themselves in individual lifestyle scenarios with an unmistakeable aesthetic; once they do, shopping becomes a complete and holistic experience. 

[bookmark: _GoBack]ROOM FOR CUSTOMER REQUIREMENTS
The background of all this is a lifestyle aspect that brings digital natives to the offline world in order to present their experiences online. Store managers should take full advantage of their design possibilities and create a playful, surprising experience that shoppers will enjoy sharing. Visual merchandising in the digital age requires the stationary retail sector to be more creative and fast-paced and challenges it to react to visual trends. The rewards for these efforts are faster feedback and new marketing opportunities. “As a retail identity agency, we want to alleviate our customers’ fears of these new developments. Perfection is not necessary, but players in the stationary retail sector must absolutely go with the flow of culture and respond to emerging requests and desires – or they will fail to keep up with their target audience,” DFROST appeals. The current developments in stationary retail are as much a challenge as they are an opportunity. In either case, they require intensive interaction with and analysis of the customers. The most important maxim remains the same: the design of a store needs to reflect the brand in all of its facets and present it in the best possible light. This includes digitalisation. Designing spaces expressly for social media is not the point, however: “Ultimately, the point is to create spaces that allow customers to express themselves and that fulfil their desires,” Christoph Stelzer explains.
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DFROST is the retail identity agency that is all about the point of sale. Brands or rooms, whole stores or single floors – wherever worlds of experience and identity are needed, the Brand Companions in our interdisciplinary teams create innovative, precise retail solutions that successfully stage your products and markets where it counts: at the site of the purchase decision. Holistic and unique The scope of services of this Stuttgart-based agency, which was founded in 2008 by Nadine Frommer and the brothers Christoph and Fabian Stelzer, is divided into six disciplines: Retail Window Display, Visual Merchandising, Retail Architecture, POS Events, Visual Communication and Digital Solutions. Every step on all channels – from consultation and conceptualisation to production, logistics and implementation – is controlled centrally. This yields harmonious retail scenes that are not just seen, but felt and experienced with all senses. Not only your customers will be convinced by our work – we have already won top brands such as Swarovski, Peak Performance, Tommy Hilfiger, Hugo Boss, Victorinox, Mercedes-Benz Accessories and Porsche Design as our enthusiastic clients. They believe in the sustainable, functional work of DFROST – and they are right. Internationally renowned awards such as the red dot communication award 2012, iF communication design award 2013 and German Design Award 2014 are testimony to our success.
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