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Hello 
Welcome to the eighth issue of our regular 
company update, where we focus on the 
increasingly global retail landscape. The 
new work profiled here is evidence of 
our global reach and our commitment to 
delivering successful concepts for a wide 
variety of brands. You will see we have 
some exciting launches due this spring / 
summer and there are many stories behind 
the stories… Have a look at our website to 
see the depth of work we undertake and 
some of the unique skills we use to do that.

To find out more and to download  
a digital version of this mailer go to:  
www.dalziel-pow.com
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The Global
Retail 
Landscape

As the customer shops through  
a variety of new channels – 
crossing borders and cultures –  
we are increasingly ‘global’.  
In this digital age, the world is 
getting smaller. 

successful solutions for their customers. This spring we 
will be exhibiting at Globalshop in Las Vegas and Chic in 
Beijing – two very different opportunities. Globalshop will 
attract the corporate giants of retail, the established players, 
networking and benchmarking their progress. Chic is about 
the burgeoning new markets in China and neighbouring 
territories. Each market demands a different approach but 
with the same message: invest in quality and individuality 
and you can maintain and enhance your brand. 
 In many markets the financial and fiscal conditions are 
very negative. Some of us have lived through this before and 
experienced the contrasting responses across the world. 
It is evident that in turbulent times those who push on with 
confidence can steer a path through the storm. Standing still 
is not an option. Brands have to invest to progress, and in 
some ways there has never been a better time to leapfrog 
struggling businesses. In the coming months and years the 
difference between success and failure will be emphasised 
as we see the more ambitious brands thrive and the 
cautious fall away.

T
he influence of design is expanding as brands 
increasingly value its impact and use it as a key 
part of their strategy. As the design profession 
grows in stature, so does its influence 
across the global market. There are very few 
successful brands today that don’t employ 

design at the heart of their business, and this wasn’t always 
the case.
 The future is being defined by consumers who weave 
between channels – who see the world as one seamless 
experience – and retailers have to see their offer in that 

same way. The growth of digital sales has questioned the 
need for so many physical shops and we can see this in  
the development of fewer but better stores. Design has  
a part to play here in fulfilling the ambition to create more 
distinctive and more individual solutions for an increasingly 
homogenous market. The breadth of our service has 
expanded to reflect this shift in the retail landscape; 
branding and communications carry increasing importance. 
 The drive for authenticity, integrity and sustainability 
is a global issue. Brands that can create that halo around 
everything they do will find a following in the market. 
Knowing your customer and giving them what they want has 
never been so complex or so important. In our multinational, 
multichannel world, finding your own identity is more 
significant than ever. 
 In the last year we have been active in 25 countries 
around the world, from China to Chile, Italy to Ireland, 
Ukraine to the USA. All of this work is serviced from 
our London studio, where an international team of over 
100 staff inspires our clients to build highly creative and 

 in our multinational, multichannel 

world, finding your own identity is 

more significant than ever  
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In a marketplace where jaded shoppers need to be inspired with 
something new and fresh, Foot Locker’s new brand does just that. 
The Locker Room delivers the power of a global brand with the 
attention to detail of the independent, with service at the heart of the 
offer. The offer extends from Foot Locker’s core strength in footwear 
to include apparel and accessories for football, gym training and 
running, children’s and American sports. We created the identity, 
communications and store interior... the total brand experience.
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Lindex
Our work with Swedish fashion business Lindex continues with the 
recent opening of a new flagship in Oslo. The windows of this heritage 
façade are flooded in shades of red from the brand palette, creating 
standout on the high street. The illuminated ceiling feature draws you 
in from the street, and inside the store Scandinavian materials and 
geometric patterns create strong statements. The result is fresh and 
inspiring, helping to deliver inspiration and style ideas, complemented 
by great value product. This in turn delivers one of the company’s key 
values – that fashion is fun!
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Next Home & Garden
In August 2011 Next launched a definitive 5,000 sqm fashion, home and 
garden pilot store in Shoreham, UK. This is a new fascia for Next, where  
the existing core market of fashion and home is supplemented with  
a new DIY and garden offer. Next Shoreham delivers a stylish and edited 
alternative to the regular out-of-town shed. Fashion-wise this store is 
as strong as any city centre opening, but the store also builds on recent 
developments in the Next Home concept, to introduce flooring, decorating, 
fitted furniture, year-round garden and much more.

Page 6



Issue 08: Spring 2012

Primark
Located on Princes Street and facing the historic castle, Primark 
Edinburgh occupies approximately 7,000 sqm of retail space, over five 
floors. The new façade makes a dramatic impression on the street, with 
reference to and sympathy for the surrounding heritage, whilst using 
finishes and architecture that reflect the narrative of the brand. This store 
design reflects the fashionability the brand has established and moves 
the scheme forward in a competitive market.
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A Global View 
We’re always excited about visiting new territories. 
While most of our travel does involve looking at shops, 
we always try to take a minute to absorb whatever else 
might be around us.  

Broadening our exposure to new cultures and people 
is hugely valuable to what we do here. We can find 
inspiration anywhere – sport, music, fashion or food 
can all spark a creative idea. We’ve had projects in every 
continent this year (except Antarctica).

Oslo 
Recovering from a late night at  
a launch party, followed by a very 
early start photographing the store 
before dawn! The Oslo Opera 
House is in a beautiful setting 
overlooking the fjords and was 
the perfect place to relax with the 
client and discuss next steps.  
– Rich

Montreal 
We always do a local store walkaround 
before meeting a new client. Get a feel for 
the area, suss out the competition...It’s 
a bit more of a challenge in -13ºC, as we 
discovered on a Canada visit in December. 
Next time we’ll pack thicker socks!  
– Alastair

Santiago 
We think we might have eaten the 
best sushi ever, in Chile. Peruvian 
inspired apparently... Who knew?! 
– Sarah

Johannesburg 
You know you’re in Africa as soon 
as you get through airport security. 
Always some kind of celebration 
going on… you don’t get this kind  
of singing and dancing at Heathrow!  
– Miles

Singapore 
When a client cries at the opening 
of their new store all our efforts 
seem worthwhile. (These were tears 
of joy, we might add.) – Neil

Kiev 
One of our Russian clients 
very kindly took us to see 
Dynamo Kiev beat Be ikta  
1-0 in the Europa Cup. We 
couldn’t get the chant “DY-
NA-MO” out of our heads for 
days. – Andy

Mumbai 
Every day I travel to and from the office by 
rickshaw, which I absolutely love. It costs 
me about 60p for a 20-minute journey 
with the wind in my hair... Aside from 
taking me back to the days when I used to 
ride a Lambretta, rickshaws are fantastic 
because they let you see the real India. 
India is always changing, never the same 
twice and makes me smile, cry and laugh. 
Sometimes at the same time. 

The sights, sounds and smells en route 
are not always pleasant, but they are 
always interesting. I start 
and end each day with 
this journey and for me, it 
represents life in Mumbai – 
pure organised chaos! The 
mind boggles at the skill 
of these drivers, weaving 
through the traffic at 
breakneck speed… I thought 
my job was difficult! I feel 
lucky that I rarely have to 
take a taxi and I don’t need 
a driver. The rickshaw is an 
incredibly efficient way to get 
around and it’s thoroughly 
enjoyable. I’ll take this over 
the tube any day. – Glyn
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Shanghai 
Being ‘on the ground’ here in 
Shanghai and watching the rapid 
economic change in China, it’s 
hard to judge whether this country 
has just accepted western style… 
or if it ever will. Sure, western 
brands successfully operate here 
by only marginally adjusting their 
product categories to suit, but 
with a dizzying array of global style 
influence to choose from, it is clear 
that not all Chinese simply adopt 
western brands’ given notions of 
style and taste – often they take 
the product and adapt it to their 
individual tastes. 

With more and more western 
brands setting up operations here, 
you have to ask the question: will 
the population seek a uniquely 
modern Chinese identity – and who 
will be the first to define this offer to 
the mainstream? – Sam



Issue 08: Spring 2012Page 9

Oasis
Oasis Argyll Street acts as a prominent showcase for the brand. The store 
uses the two floors to create a feeling of ‘night and day’ and provides  
a modern boutique experience that builds on the brand personality, to really 
engage the customer. Digital technology is at the heart of the shopping 
experience; a suite of iPads, equipped to handle transactions, outnumbers 
fixed tills and allows customers to flick through the brand’s online 
collections. Further mobile innovations will be introduced over the coming 
months and Oasis Stratford City is scheduled to open this spring.
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John Lewis 
Our new children’s concept, which launched in the Oxford Street flagship, takes the 
shopper through each product group, from fashion to nursery and travel, to footwear, 
toys and crafts. Individual product groupings create specific zones, each shop-in-shop 
carrying a unique element to enhance the experience in that area. Multichannel is built 
into the structure – a generous space to browse and buy in the heart of the store – and 
is supported by graphic communications which encourage customers to shop both on 
the website and in-store. This concept competes with and complements the JLP online 
offer perfectly. 

Page 10



Issue 08: Spring 2012

The Mr Price Group is a leading South African retailer with over 900 stores 
across southern Africa. We were appointed to redesign their fashion, home 
and sports brands, and present a fresh, new and contemporary offer for 
each. We created a new brand identity for the group, and three individual 
identities evolved from there. New in-store communications were developed 
for each brand environment and, following the launch at Sandton City Mall, 
Johannesburg, the concept is now rolling out across South Africa.
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Orsay
Our new concept for Orsay opened late last year in Karlsruhe, Germany, 
and marked a distinctive change in the brand’s retail identity. As part of 
the new look and feel, the original pink brand colour has been replaced 
by a monochrome colourway, and we’ve created a fashionable new store 
environment to work alongside this new branding. Orsay has 600 stores in 
22 countries, including Germany, Russia and Eastern Europe. Customer and 
client feedback has been positive, as are sales figures, and the concept is 
being rolled out rapidly across the chain.
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Dickies
We have been working with Dickies in China since 2010. 
A brand positioning and store  evaluation exercise led 
to a complete redesign of their brand environment, and 
the new Dickies flagship opened last September on the 
prestigious East Nanjing Road, Shanghai. The store builds 
on the authenticity of Dickies’ brand heritage, focusing 
on the brand values of affordable, high-quality, durable 
and fashionable garments, and showcasing these in an 
environment that encapsulates the Dickies essence. 
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Primark Selfridges

In late 2011 Primark made news with the 
launch of two menswear concessions, in 
Selfridges Manchester and Birmingham. 
The new concept was developed in only six 
weeks, from brief to installation. The new 
identity is very strong and is already proving 
popular with Selfridges customers. 

New K-Boxing concept, China

Our work with K-Boxing, a premium  
Chinese menswear brand, opened in 
January in Zhengzhou. We have designed  
a new flagship concept for stores of up to 
800 sqm, to be rolled out across China.

What we’ve 
been up to

What have we been doing  
since our last mailer? Here’s  
a round-up of new project wins, 
developments with existing 
clients, some upcoming events... 
the general D&P lowdown. 

Gordon Scott: in-store 
campaigns

Since 2010 we have been shooting brand 
campaigns for Gordon Scott. From editorial 
still life to high fashion lifestyle, each 
brings something new and refreshing for 
that season. For our latest kids’ campaign 
we commissioned illustrator Lisa Hunt 
and came up with a family of animal and 
monster characters, while Men’s/Women’s 
S/S ’12 gives a nod to the 1950s with its 
timeless portraits.

Timberland expansion   

Our work on the new global concept for 
Timberland continues. November saw 
the opening of another site, in Vivo City, 
Singapore, and a shop-in-shop format 
of the concept has opened in Shanghai. 
We’re now planning more sites and further 
development for 2012.
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Digital design takes hold

As designers, we must utilise technology as  
a tool to enhance the shopping experience, 
just as customer behaviour is dramatically 
realigning how people interact with brands. 
We are starting to help our clients to 
explore, integrate and design across their 
operations, to create a clear and singular 
vision with a consistency of service. 
 As these channels and their usage 
develop, the future for many retailers will see 
fewer physical stores, but they will be larger, 
better located and more able to present 
the brand and service its customers. It is 
our challenge to connect the dots and help 
make a seamless customer experience. We 
are currently working on a number of digital 
initiatives for Foot Locker, Adidas and John 
Lewis, to name a few, and look forward to 
showing this work in the near future.

New Chinese client

We have been working with Metersbonwe 
on a major project which includes the 
development of a new brand identity. 
Metersbonwe is China’s leading casualwear 
company and we were appointed last 
summer. More details soon.

Reitmans: new work in 
Canada

We are delighted to announce that we’re 
working with Reitmans, one of Canada’s 
leading fashion retailers, on a new concept 
for their brand. We were appointed early last 
year and the new concept will be launched 
this spring.
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India news: Peter England

On going to press we had just been 
appointed by Peter England – another 
new win for our India office. Peter England 
is part of the Madura Fashion & Lifestyle 
Group, with whom we’re already working 
on their Allen Solly brand. The project is still 
confidential at this stage, but we will be able 
to say more soon. 

Where to 
find us

Chic

Chic, the international clothing and 
accessories fair held in Beijing, will take 
place between 26th – 29th March this 
year. Our Shanghai team will be there,  
on stand W4556.  
 This is the fourth consecutive year  
we have exhibited at this event. It is  
a great opportunity to see the most  
recent innovations and initiatives in the 
fashion market across China, and show 
the new projects we have been working 
on in this region. If you are planning to 
attend, do come and say hello as we’d 
love to talk to you.

Globalshop

We will be exhibiting at Globalshop, the 
world’s largest annual tradeshow and 
conference dedicated to store design, 
visual merchandising and shopper 
marketing. We’re looking forward to 
showing some new projects and speaking 
with potential clients and partners in the 
American market. The event will be held 
in Las Vegas, 29th February – 2nd March. 
We will be in the Design Inspiration 
Showcase area, on stand 3044. Full 
details at: www.globalshop.org
 If you are interested in getting in touch 
and meeting at the event, please contact 
Nicola Kelly: n.kelly@dalziel-pow.com

JLP: new format stores

Continuing our ongoing work with John 
Lewis, we’re very excited to announce that 
we are currently working with their in-house 
team to design and develop the new flexible 
department store format, the first of which 
will open in Exeter this autumn. Comprising 
6,500 sqm, comparedwith an average John 
Lewis department store of 12,000 sqm, 
the concept will be designed to maximise 
the opportunity for multichannel shopping, 
whilst ensuring customers haveaccess to  
a comprehensive JLP assortment.

Jones Bootmaker: S/S ’12

Our S/S ’12 campaign for Jones 
Bootmaker is a complete contrast from 
the dark and moody imagery we shot for 
A/W ’11. The concept here is ‘Porcelain 
Pale’, pulling on this season’s trends for 
whites and muted tones. We built a set 
based on simple angular shapes and 
worked with photographer Blair Getz 
Mezibov and stylist Anthony Unwin. See 
it online and in stores now!

Now working with Adidas

We have been working with Adidas since 
late 2010. We’re working on a variety of 
tasks, with one key project being the 
introduction of Adidas Neo stores in 
Germany this February. We have been 
working alongside Adidas and multiple 
partners to extend Neo’s identity and 
personality, from visual identity, POS and 
commercial campaign strategy, through to 
the store design. Another major area we 
have been focusing on is the brand’s digital 
presence, and we have worked alongside 
Adidas to establish Neo’s store-based 
digital, social and interactive strategies.

Retail Week Shortlist 2012

We’re very pleased to announce that three 
of our projects have made it to the shortlist 
for ‘Store Design of the Year’ at this year’s 
Retail Week Awards. Next Home and 
Garden in Shoreham, Primark in Westfield 
Stratford and Superdrug in Wimbledon are 
all finalists. The winner will be announced 
at the ceremony in March... good luck to 
everyone involved!
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For more information please contact:

London

David Wright - Group Marketing Director  

d.wright@dalziel-pow.com

Dalziel and Pow Design Consultants  

5-8 Hardwick Street 

London EC1R 4RG 

United Kingdom 

+44 (0)20 7837 7117

Mumbai

Glyn Phillips - Regional Director, India 

g.phillips@dalziel-pow.com

Dalziel and Pow Design Consultants 

Level 2, 101 Kalpataru Synergy Building 

(opposite Grand Hyatt) 

Santacruz East 

Mumbai 400 055 

India 

+91 22 3953 7373

Shanghai

Scott Albon - Associate Director, China  

s.albon@dalziel-pow.com

Dalziel and Pow Design Consultants 

2nd Floor, 58 Taicang Road   

Xintiandi 

Shanghai 200021 

PR China   

+86 21 6103 6800


