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Exec Summary

Traditional retail is disappearing from the high street quicker than you can say
‘Moore’s Law’.

Since the 1870s the UK High St has been constantly reinventing itself due to changes
in technology. The question today is how can it best transform itself into a hybrid
high street- where physical retail is just one of many sales and marketing channels.
Can the UK’s High Streets reinvent themselves along with the shift to e-commerce
that has reached 10% in most sectors, with 15% in sportswear and 18% in fashion
(BRC, March 2013). Or should most High Streets turn into housing as the government
is proposing? (The Telegraph, 4 August 2013). We see a chance to use the
increasingly redundant stock of shops/warehouses that can be turned into a
#LessRetail mix on new, reduced High Street.

Part One of this report looks briefly at the changes in the UK since the High Street’s
inception in 1870 as a result of the industrial revolution, to the introduction of
department stores and supermarkets. Often these changes were met with
skepticism at first, which soon turned to huge acceptance and usage. The 1960s saw
an influx of fast changing fashion chain stores, followed by the ubiquitous car that
meant out of town stores flourished. However the credit boom in the 2000s meant
the High St boomed once again.

Recently however the success of online shopping which resulted from technological
innovations such as the World Wide Web in 1993, secure online payments,
broadband and then WiFi from 2001, along with the smartphone and tablet. This
meant people started to ‘showroom’ (browse in shops but actually purchase online)
and purchase on the go, for instance during their daily commute. Daily Deals were
another big pull that traditional retailers were not offering. In 2011, 32 million
people or 66% of adults in the UK had made on line purchases (ONS) and on average
over 11% of shops in UK high streets were vacant.

Part Two looks at what the near future is likely to hold as a result of the introduction
of the 4G spectrum. Our research shows that online retail is likely to offer a truly
immersive, exciting and user-friendly experience going forward. The same day
delivery from players like Shutl and Google, the ease of eBay indie eshops and free
and simple e-commerce systems from WordPress will heighten this process. The rise
in social shopping currently being led by Pinterest and Facebook, together with
online-only credit schemes from the likes of PayPal and Wonga will seal the deal.

In Part Three we outline our proposed methodology to attain a Networked High
Street at a local stakeholders network level to ensure that the community features
that a high street bring are not erased forever. We propose to assess each of the 433
major UK high streets with their own unique set of characteristics and create a Tool
Box that contains a Digital Fit audit based on the Digital Profile of its customers.

The Networked High St: Each player is a node in our high street, but at the moment
they are operating independently, rather than as a network. They do not respond in



real-time to their consumers and to the other nodes.

Our Recommendations towards a Networked High St

Interconnect all participants from retail/food and
beverage/services/libraries/gyms/local government/police/health
service/education using a Web portal, introducing real-time bookings
to all. This varies from free slots at the 3D printers, to bidding for
restaurant places and nail bar sessions.

Create a portal with easy to use pull-out dashboards, configurable to
individual points of view, with need-to-know info only.

Nodes can match and create personalised deals for customers. By
developing a real time in-out crowd-flow monitoring of the High
Street to allow retail/service providers/parking managers to respond
flexibly to demand (leverage from car plates’ recognition system).

Install sensors on parking locations to allow the real-time automated
traffic manager to direct people to free spaces. Allow real-time pricing
and introduce bidding for parking (mobile phone parking solutions
already have capability) and enhance this by providing inputs from
real-time car park usage.

Develop StreetCred accounts which walkers and bikers would earn
points for coming to visit car-less. This is networked to local
retail/service providers/gyms/local governments to offer discounts in
exchange for StreetCred points earned.

Flexible use of vacant venues- each venue/landlord/agent to provide
real-time bid-and-book system (a web-based system, linked to a
Networked High Street front page of the portal). This allows
individuals, start-ups, independents and pop-ups to bid for unused
stores. The use will be weighted preferentially and decided by local
communities on the portal, i.e. food or retail depending on location,
to deliver the best mix for each High Street.

Libraries and leisure centres can host shared workspaces for
freelancers as well as 3D printers and laser cutters that can be utilised
for repairs, making and educational services.



The outcome of such as Dashboard is that a shared online calendar exists for goings-
ons and deals for each town.

The Benefits of a Common Dasbhoard for Retailers/Service Providers are:

- Co-ordinated campaigns for maximum effect leading to increased
knowledge of all other retailers’/service providers’ activity plan.

- The consumer is more informed as to what’s happening in his/her town.

- Create the Network of Networked High Streets — coordination of non-
local campaigns run by retail/service providers to achieve maximum
reach beyond immediate catchment area. All towns will eventually be
integrated and run ‘adaptive marketing’.

In Part Four we outline five future scenarios that bring to life the recommendations
above as well as detail the customised deals, e-freelancer work options, travel and
transport data, customised ordering and social retail.

Finally we outline how the transformation of public facilities such as libraries and
leisure centres will work.



Part One: Ringing the Changes

The history of the UK high street shows that since its inception in the 1870s, it has
always been intimately connected to changes in technology. Born out of the
industrial revolution, serving the new town workers who could not grow their own
food, the high street has developed from market stalls to permanent shops, with
fixed prices and customer service (Pat Hudson, The Industrial Revolution). In the
1890s the train network developed allowing women to travel to town to newly
opened department stores (Selfridges opened in 1909), taking their business away
from the high street (Juliet Gardiner, The Village). With the build-up of the suburbs
since the 1930s, more high streets appeared and drew the custom of the newly
emerged middle class.

Not everyone was convinced when, in 1947, the idea of supermarkets was sprung on
the British women following their success in the USA. “The women of this country
have long been accustomed to counter-service, and it is doubtful whether they would
be content to wonder round a store hunting for goods” (The Grocer, 1947). By 1969
there were 3,400 self-service supermarkets in the UK, increasingly loved by busy
mothers for their speed of service and convenience. The high street’s individual
shops were much loved, but they were more expensive and more time consuming.
The women voted with their feet supporting their new time saving, value-driven
supermarkets (Supermarket Review, 2006, J. Hemel).

In the 1960s, it all changed again as the high street lucked out, this time with
teenagers, a new demographic on the scene, with purchasing power and a penchant
for fast changing, not classic fashion (BBC, The High Street, 2010). Topshop was born
in 1964 and soon after Dorothy Perkins, Burton, Evans and others followed suit,
developing a presence in up to 600 high streets each. Alas this good fortune did not
last long as the car was ubiquitous by then and the increased number of women
drivers allowed a new concept to develop: the out-of-town shopping centre with its
hyper-markets, Tesco and the ‘sheds’ (DIY, B&Q) all rolled out since early 1990s.
Women stopped shopping daily for their groceries, swapping it for a big weekly shop
in the out-of-town shop, with a spacious and free car park. By that time, parking on
the high street was increasingly stressful, expensive and again the convenience of
the new shopping model had won quickly the ladies’ hearts and their wallets
(J.Hemel, Supermarket UK).

Collapsing the Distance

“You don’t know what you’ve got till it’s gone” goes the old saying, which would be a
very fitting comment on the state of the UK high street today. If a visitor from 1994
travelled on H.G. Wells’ Time Machine to our 2013 high street, she would suffer a



considerable shock to discover that her shopping route would be almost impossible
to repeat, and most of her must-visit shops have simply gone. She would not find
Woolworths, travel agents, camera shops, local veggie shops, electricals, DVD rental
stores, games shops, record shops, indie bookshops, Green Shield’s Stamps or
fashion and children stores. Banking branches have somewhat thinned out and the
Post Office is an option only if you have good walking shoes and are prepared to
ramble long distances from home.

What she would see today is a high street of charity shops, poor quality take-aways
and hugely diminished indie shops, all struggling under the burden of business rates
set at the time of credit boom of 2008. What caused this retail bubonic plague and
the big high street “wipe out” was not just the recession, excessive business rates
and out-of-town supermarkets, but a new shopping model that has arrived, invisibly,
silently but with more killing power that even the largest of Tesco. It is called
electronic commerce. With the invention of the World Wide Web by Tim Berners-
Lee in 1993, the first Internet shop (Bookpages.co.uk) had arrived by 1995. Amazon
had bought it by 1998, and made way for Topshop, Dorothy Perkins, H&M, and many
others who set up online shops.

The technology that allowed this rapid rollout was first the ability to safely take
online payments securely (SSL in 1994), then Broadband (2006) which reached 76%
of adults in UK by Q1 2012 (Ofcom). ‘Collapsing the Distance’ was a title of an
exhibition at the National Portrait Gallery in 2006, showing portraits of the men who
led the telecoms revolution that allowed this pioneering technology to be
introduced so rapidly in UK. Indeed these men collapsed the distance, but it was the
distance to the online shops that got shortened, creating the environment where
each of us can (and does) shop in their pyjamas from home, on laptops, at a time
convenient to us - which is often about midnight (32 million people, 66% of the
adults in the UK shopped on line in 2011, ONS).

Wi-Fi and the Tablet - the killer apps of online shopping

The final nail in the coffin for the high street as we know it was the invention of Wi-
Fi. It has appeared quietly in 2001, but then there were only 4 spots in London
where | could use the Internet on the go and work on a laptop on a park bench.
However, in 2013 there are thousands of hot-spots across the UK and even on tubes,
trains, in churches and schools coverage is available 24/7. This meant that my
commute time, previously spent previously reading a Stephen King thriller, has
become my shopping time. That has given me, a busy Mum with 3 young kids, a new
2 hours a day (the average commuting time) to browse and shop on line. If | don’t
shop at my London departure station (the new department stores of commuter
tribe), then | shop online on the journey home. The arrival of the Smartphone (2008)
and Tablet (2010) led Tesco to report that a large percentage of their online
customers shop on the go, even whilst walking the dog or jogging. They also shop
from the living room, on the sofa, in the bathroom during ‘downtime’, from the
garden and anywhere it is convenient (Wired, June 2013). “No more parking on the
high street nightmare, thank you very much” was the sigh of relief heard from UK



consumers.

Wi-Fi has also given new, asymmetrical information power to the consumers, noted
by McKinsey in their The Future of Retail Grocery in a Digital World report (2012).
They reported a rapid increase in the numbers of customers that still go to the high
street, but only to scan the barcodes of the product on the shelves, price-compare
with Amazon or a Fashion Search Engine (dissipi.com, Stylepilot.com). If the online is
a better value, then they skiddadle home (gloating all the way) to get the goods from
the cheaper, online retailers. This practice is known as ‘showrooming’. Armed with
this new information advantage, consumers often moved to cheaper online retailers
(with no business rates).

65% of UK online shoppers use daily Deal Deals sites either directly or via
newsletters (Kantar Media, March 2012). Five year old Groupon managed to
compete with Nectar and Amazon, promising unbeatable prices and unbelievable
deals by developing a daily discount list fed in real-time by retailers. As a result of
these new sources of information and convenience, clothes and sporting goods were
bought by 43% of e-commerce shoppers, followed by books, movies and film at 40%
(Source Visit Europe, newmediatrends.com 2012). The shift from high street to e-
commerce has reached 10% in most sectors, with 15% in sportswear and 18% in
fashion (BRC, 2013, March). This matches the fall in retail occupancy of 15,000 stores
between 2000 and 2009, and falling by a further 10,000 stores from 2009 and 2011
(Genecon, Dec 2011).
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Since we are not spending much more in terms of volume - only 1.2% up from 2008
(ONS, June 2013), this new way of shopping is money syphoned out of the high
street, causing the rapid retail shrinkage and creating redundant vacant space by
thousands of square meters weekly.

(Online continues to eat into high street sales — ConLumino study).




Part Two: You Ain’t Seen Nothin’ Yet — or 4G, what does it mean for me?

If the high street retailers thought that the worst tech tornado is behind them, they
could not be more wrong. The release of the 4G spectrum in August 2013 will allow
the online retail to offer such an immersive, exciting and user-friendly experience
that today’s online shops will look positively medieval by comparison (Shopped, July
2013). In addition, the new, “same day delivery” option by Shutl (for Argos, Amazon
and others) rolled out in early 2013, is introducing a lot of new Internet shoppers to
the experience. Many people had held back from e-commerce as they did not want
to wait for their goods. Google is also entering the ‘same day’ space, for Toys R Us
and others, and with 90.64% of share of UK search market, New Media Trendwatch
is expecting them to be lethal in the arms race for the share of the UK wallet.

In the seemingly quiet backwater of food shopping (only 3% of food is bought online
as of June 2013), the entrance of Amazon (with its USS 500 million IT investment,
according to TechCrunch) together with new warehousing for M&S online food and a
new service from Morrisons will mean more shoppers move to online grocery
sourcing in the near future. The recent roll-out of credit for online purchases: the
PayLater (launched by the infamous Wonga) and PayPal’s (who manages 60% of
global online transactions) Bill Me Later scheme will no doubt lure even more new
customers to online shopping. This compares with credit arrangements on the high
street which are much harder to obtain. This credit market is unusually unregulated
in UK (as opposed to Europe), and is predicted to draw the low-income consumers in
the near future (refs). A very invisible (no UK reporting) but immensely successful
eBay has quietly led the online indie retail revolution, providing a simple, low cost e-
commerce option for independent retail start-ups. Although the numbers are
extremely hard to come by, eBay is reported to host more indies on their servers
than exist on the high street, and this trend is only likely to accelerate. Young retail
entrepreneurs get put off setting up on the high street as a result of excessive
business rates, low chances of survival and falling footfall (the 2011 UK average was
11.2% vacant shops according to the BRC). Instead they head straight to eBay or
WordPress’ simple and free e-commerce solutions and lure even more shoppers to
online, with their creative, colourful and low-priced offering.

Social Shopping

The development of Facebook’s retail model (in-News Feed advertising rolled out in
June 2013), is already reporting success in drawing social media junkies to retail sites
(FT, 25 July 2013). Between Pinterest (current leader in online-to-retail conversions),
Instagram, SnapChat and YouTube, UK users spend about 2 hours per day on those
sites and many spend much more. Almost a quarter of their desktop internet time in
2012 (22%) was on social media sites (Experian Marketing Services).

50% of UK adults use social networks sites (Q1, 2012, Ofcom) on weekend daytimes
and weekday evenings which would indicate those are times taken away from
socialising and visiting the high street. ConLumino’s study for eBay predicts that UK
retail sales via social media will rise from £210 million in 2012 to £290 million in 2013
(The Drum) but will influence £3 billion of retail sales. This coupled with the big pub
sell off (Punch Tavern put 400 pubs on the market in July 2013), means a rapid



change to the high street landscape to be seen in 2013/2014.

As much as we all feel that the high street is essential for face to face meetings,
social inclusion, and cohesion of our neighbourhoods (Joseph Rowntree Foundation,
study 2007) the above trends makes it clear that ‘mantener lo stato’ is no longer an
option. Convenience and changing demographics, the public’s new love for social
media and eBay auction-style shopping will further drive the migration to e-
commerce. Meanwhile traditional retail is disappearing from the high street quicker
than you can say ‘Moore’s Law’.
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Part 3: Our Methodology: Your Town’s Digital Fit

Each of the high streets in UK has its own unique set of characteristics, steeped in
history and influenced by changes in demographics. To understand the risks and
opportunities to each high street, we have developed a Tool Box that contains a
Digital Fit audit.

Measuring Digital Profiles

Firstly we assess the demographics and establish the Digital Profile of your local
catchment area. We use age, but also attitudes to technology, income, share of e-
wallet, preferred brands, degree of immersion in social media (if any), together with
technology infrastructure of the town, to arrive at a precise position of each of the
salient group on the Digital Profile continuum. The high street today is more complex
than it used to be, although the percentage of Mums with school-age kids is still
high, the increasing presence of seniors together with flexible work patterns and
longer commutes contribute hugely to the new mix. In addition we factor in
commuting patterns and their work-location high street (commuter train hubs are
the new high streets of today). We then arrive at a detailed insight of present and
future demographic models for a particular high street.

Having established the Digital Profile of the customers, we then examine the Digital
Profile of the current retail mix. A scale of 1 - 100 shows a position of each of the
providers of: retail/services/local government/education/health.

It looks at a continuum from email, e-commerce and mobile presence (whether they
have a multi-channel view of the customer), use of Big Data to see patterns,
personalised real-time on-line shopping services, delivery terms, real-time
manufacturing, Twitter CRM and other building blocks of digital retail.

Thanks to modern analytics, it is possible to efficiently assess the match of the Digital
Profile of the customer with the retail/service proposition on the local high street. If
there is a mismatch i.e. the high street is not matching the expectations of its
customers, we will work with the town on developing the right mix, giving the
planners tools to continue with the exercise on an ongoing basis. This will enable a
resilient, adaptive and responsive strategy for each town.

Once we achieve the right fit and correct mix for each High Street, we then move to
networking the participants together so they can leverage their offer by integrating
their communications and planning.

Urbs communita inter se coniucta — A city much strengthened, networked within
itself

Futurology is a combination of understanding today’s technology and a dose of
wishful thinking. Since we are at a high street crisis point, we are proposing to look
at the today’s technology to find the magic that will be useful for the high street
future that we wish to see. The high street with vibrancy, social cohesion, face-to-
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face encounters that we need to keep the culture alive (J.Hamlett, 2006) and also a
source of innovation.

Soon the physical store will be only one of the channels that a retailer will deploy.
The size of physical retail will shrink considerably over the next 10 -20 years (online
shopping will account for 25-35% share of the wallet by 2020, with predicted loss of
4,000 retail stores by 2015 (ConLumino study on high street sales, 2013).

As Internet broadband and 4G continue to ‘collapse the distance’, we are free to
ignore the constraints of the past and the notion that physical space is necessary for
shopping. We can find a path with new technologies to create the best combination
of both physical and virtual shopping through the hybrid high street. This considers
the need for convenience and value, but also for the social aspect of face-to-face
communing. Drawing inspiration from the ancient town planners, we can see there
is opportunity in connectivity. Our approach is focused on offering a framework that
retail, services and town planners alike can use to develop flexibility and rapid
response ammunition to adapt to whatever the next wave of changes are coming to
the shopping universe.

The Networked High Street
Each of our 433 major high streets (600 if you include the minor markets) is unique.

Each player is a node in our high street, but at the moment they are operating
independently, rather than as a network. They may be using a Web page to hold
information in an archive-like manner, rather than responding in real-time to their
consumers and to the other nodes.

We can describe them as an analogue formation, where there is no real-time
communication between different retailers, between services, local government is
not connected to shops and the police are not connected to the restaurants or local
pubs. Facebook, if used for a retailer or service, is not integrated into any real-time
high street Daily Deals or Daily Events calendar, and no integrated online marketing
is used on a day-to-day basis.

To strengthen the high street, we need to increase the number of mutual
connections amongst the nodes or network participants. The more mutual
connections, the more adaptive the high street network becomes in response to the
changes in the success of the individuals shops and services.
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Diagram of a Network of Shops, Services and People in A Catchment Area

Since almost all retailers/service providers/local government are connected to the
Internet, and the high street has Wi-Fi already, we propose to build to that
infrastructure with a very low-cost, bottom up set of Web based, cloud-hosted tools
that are standard and easy to use. This will enable the retail, services and customers
to see each other in real-time, respond to mutual needs fast and become an
adaptive, reactive network. It will become clear where there are weaknesses, which
areas and participants are in need of support and where there is an opportunity to
fill the redundant space with a successful, mix-fitting proposition.
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Part Four: Future Scenarios

Future Scenario 1: Customised Deals For A Busy Mum

The opportunity for the Networked High Street is to use Big Data technology to allow
me, a Mum with 3 young kids and a full-time job, to go into my local High Street,
activate Wi-Fi on my phone to allow the retail to ‘check me in’, using MAC (Media
Access Control) phone identification and utilise my StreetCred account (a cross-
category high street loyalty card).

My StreetCred account will be managed by my ‘Digital high street Concierge’.

The moment | show up on the High Street, it will send Daily Network Deals and Daily
Events to my phone to help me plan my visit. | could access them from my house,
but the offers will be better when | actually go to the high street as the high street
Concierge works them out in real-time in response to the number of people on the
street at any given point of time. The Daily Deals and Daily Evens are provided via a
simple Networked High Street Dashboard, that shows all the information that | use
in real time. | can see the % of parking space taken and estimate my chances of
getting a space (this comes from the sensor-based feed). It shows me the real-time
booking system at my local Nail Bar and at the Express Blow-Dry hairdresser. If they
have free slots, | book and enter my StreetCred number into the booking form.

It also shows me the real-time restaurant availability on the high street, our diners
are busy and you have to book or else it is off to McDonald. | chose a later slot as we
are planning to go to a movie, which | also can book for on my Dashboard. My son
who volunteers for the Makers Lab will book his working session there via his own
Dashboard, that feeds real-time requirements for help, and which alerts him when
they need him. He gets his StreetCred points for that which he can redeem for use of
the tools to work on his own project. The Makers Lab has a small shop at the front,
and the workshop at the back, and can test the products on the customers as they
come to the store. My Mum tags along with me, she has booked a shopping session
at the butcher via her Dashboard, and will go to pick up her pre-prepped special
herb sausages that he makes specially for her. At off-peak times the butcher is also
running live carving sessions and Mum can book those too.

All the service providers and retailers have similar Dashboard where they feed their
data, calendars, real-time booking systems and delivery slots.

The pricing on the high street works in real-time too. If it is quiet, | will get a better
deal (using Easylet-like real-time price management). If it’s late in the day, | may get
a bigger chance of lastminute.com—like deals on food, flowers and perishables as
retailers clear up the stock.

If | permit the retailers on the high street to know my email and phone identity, they
can offer me hyper-local deals as | walk past their shops on the High Street. | quite
like those as they filter other advertising that is clearly of no use to me if | am
shopping on the High Street, where local offers matter most. That is truly one-to-one
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marketing and matches the big guns of Amazon’s personalisation, evening out the
playing field between online and offline.

Image showing consumers giving/getting personalised data

Credit: Alexie Sommer at Lex Design

This may sound futuristic but the technologies are already here. Mothercare,
Benetton and others are testing the above technologies and using sensor-based and
face-recognition data to improve store-layouts and offered the shoppers better,
more personalised, customised vouchers and discounts (Source: LifeHacker.com,
19.7.13). The sensors and visual inputs can differentiate me from my kids and all of
us will get age and StreetCred points that are appropriate to us. Realeyes provides
mood monitoring and creates ads to respond better to the customers needs.

Future Scenario 2: The Freelance E-Worker

I am walking to the High Street with my friend Wired Winnie who is freelancing for
the local printers and needs to do a bit of work on her laptop somewhere quiet. We
walk up to the local library, where with a swipe of the StreetCred card, the door will
open as the system checks | am a member of the shared-work-space housed in the
library.

We have coffee there and then split up for a couple of hours, me to follow my Daily
Deals and own chores, her to spend a couple of productive hours working in a
pleasant, social and supportive space. Wired Winnie may then go to the 3D printing
corner in the library to print a replacement for her lost smart-phone case and then
she will book a place at the yoga workshop organised in a studio upstairs in the
library.
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Having access to all books — either digitally or printed (a Spotify for publications)
helps research and if my friends needs specialist online databases, the helpful
librarian can define the right searches for her and point her to the right sources. She
may even use the self-logging (tele-medicine) terminal in the yoga studio to send her
weekly check-up data to her GP. These are housed in the Library as GPs have moved
online.

My sister prefers to use the StreetCred points on her courses in 3D design, as she
wants to start her own bespoke jewellery-making workshop in one of the low-cost,
flexible rent workshops on the High Street. These can be rented online, with real-
time website information indicating which spaces are coming up for rent.

Her son. who makes headphones cases, is an engineer has already got one of these
workshops. He also gives the use of his workshop tools for free to local teenagers, in
exchange for cleaning and helping with work. The local students can bid on his
publically available Share-Tools bidding software to book in their time or to offer
their time in lieu of payment.
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Future Scenario 3: Travel and Transport Data

When | go to the store on a Networked High Street, the stores already know that |
am coming.

The High Street ‘traffic manager’ will know from the CCTV cameras that | am in the
area. It will identify me from the On-Street Face Recognition account that | opted in
for (it will automatically block me out any visitor that has not actively requested
participation), and will alert my key shops that | am coming, so they can prepare an
offer for me in-store. If | drive, it will direct me via Twitter messages to free spaces in
the car park or on the street (it gets its feed from the sensors based in the parking
bays, generating a parking map in real-time and feeding that to Google Maps for the
area — a solution recently implemented in Santander).

If I walk or bike to the High Street, it will reward me with StreetCred points and add
to the discounts on my Daily Deals. Walking or biking triggers deductions and
discounts, which are provided by the High Street regeneration fund to support the
virtual circle of walking and being rewarded for coming up without the car. Retailers
contribute to that, as if | drive, they have to contribute to my parking to the council
(it is free for me, but the council charges retailers for the maintenance of facilities).

The ‘Traffic Manager’ also knows if the number of visitors to the high street is
lagging behind the average as it uses a real-time sensory input from the CCTV
network. If the numbers are fading, he can flash a message onto each of the High
Street retailers/service providers to put up an offer or two. They will respond with a
creative, previously prepared campaign (from their real-time campaign library) and
push it out to their direct customer database and to the High Street ‘Traffic
Manager’ for the display on ambient advertising screens.

The ‘Traffic Manager’ can also lower the parking prices (via an Electronic Pricing
Manager using a real-time display) and push it through Twitter to his local
neighbourhood database, screens in nearby parks and catchment areas and notice
boards above the traffic lights.

Future Scenario 4: Customised Ordering

While | am browsing around the shops, | may pop in to some of the ‘commercial
galleries’ (brand stores that have terminals, producing impressive and creative brand
experiences but not many physical products, just perhaps one of each size, so | can
try it on. If | like it, | can order it from the terminal, pay by chip and pin or my mobile
to avoid filling forms online, and it will be with me by the evening (by Shutl). This has
already happened- Tesco rolled out in-store terminals in March 2013, as did House
of Fraser in Aberdeen- terminals in-store for order taking.

For my fashion shopping, my 3D avatar is already held on my StreetCred account on
the network. This means | can try on clothes on my avatar at home as well as actually
or virtually in the shop. | can share these images with my friends to get their
opinions on them before buying. (The Future of Shopping, Harvard Business Review,
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Dec 2011).

If I like something in any of the physical shops, but | am not sure if the deal is really
best, | scan the item, check the best price on-line and haggle with the store manager
if she can match the prices. Near perfect price transparency is great for the
customer, but this is asymmetric data- often the retailer is the last to find he is the
most expensive. This is a big challenge for independent retail and they must join-up
the dots to be able to match the lowest price but make up for it with ‘recommended
items’ while | am in store.

On the way out of the store, a life-size screen recognises my face and offers me a
special deal on the new sports bra (I am a known collector). | use my phone with the
new app, scan the QR code on the screen and the bra will be send to my home.

Future Scenario 5: Social Retail

If | am not sure about a dress (it’s short but it could be too short), | may video-
conference my sister Fashion Fi via FaceTime who will look at me trying the dress in
the fitting room and say yay or nay about my choice. | also often take a photo of the
dresses or scan them using my new phone app, as | may like to come back to that
choice later, and just order it from home. | will also add it to my Pinterest account
and build up later with other virtual ‘finds’ until | feel | have an idea for a whole
outfit that rocks. Then | buy the elements online.

But usually if | have made it to the High Street, | am not likely to just ‘showroom’
(price compare in the store only to buy later at home), | would rather buy, and just
have it send to my house by Shutl for additional price of a £2, to avoid having to cart
around my shopping bags.

| will also send the photo of my new dress to Facebook, where my faithful fashion
police friends will suggest what accessories and other items go with it, where to get
it online or in stores. Social retail is growing on me, as | am too busy to scan endless
websites for the best matching outfit, but too fussy to go out without a ‘finished
look’. The shop assistant will take a photo of me in my new dress and post it onto
her shop’s Facebook page, with my permission, to show others that | do recommend
this shop and they should pop in too.

My friend Wired Winnie who is also a shoe person (come to think of it, most women
are), walks to the Networked High Street shoe store, find what she likes, and ask the
assistant equipped with her iPad, for the correct size. The assistant sends the
request immediately to the storeroom and in a minute the right size pair emerges
from the basement (Burberry offers the services already in their Regent Street
London location).

It means that the customer does not need to wait long for the stockroom. Retail is
networked itself, and can use that power to help me cut down on my waiting time. If
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my size is not in stock, | will use the in-store terminal to order and deliver it to my
locker box, based in the local Leisure Centre.

The climate-controlled locker boxes are also in Dry Cleaners, but since | don’t wear
formal wear, | don’t go there often enough and prefer to use the ones in Leisure
Centre. | swim every day, my kids swim twice per week and we all earn StreetCred
points that will give me discounts on my Yoga class fee and give my kids money off in
the local 3D toy printing service.

Transformation Of Public Facilities: Libraries And Leisure Centres

These shared workspaces could also benefit from libraries developing the Maker
Labs (3D printers, laser cutters and others) that can be utilised for repairs, making
and education services. ThingsMaker (Brighton) and Anarkik3d (Edinburgh) are
pioneers of such Labs. In the US, these Labs have been gravitating towards libraries
as spaces are usually available and lend themselves to alternative uses. (New York
Times, 2013).

As urban space is at premium, and the social aspect of creating together, sharing
tools and innovating in a collective where creative people spark of each other needs
to be supported as part of getting innovation flowing from the high street.

We need to devise a formula to leverage the well know British love of tinkering into
a proper, marketable product that one day can be made for export.
TheBouncePad.com, exporters of the iPad holder and kiosk, was founded in one of
the MakersLab in East London and grew to be an innovative design player). San
Francisco-based Lemnos Labs introduced the concept of small-scale robotics lab in a
garage with a fast launch of successful products. Libraries could provide spaces to
develop hardware and robotics, as these are high- knowledge intensive activities
that would benefit from access to information and supported research.

Libraries can also host lockers for deliveries of online shopping (see the Waitrose
pilot rollout June 2013) and a concierge to deal with your online shopping issues on
behalf of all the retailers and other related services.

Libraries have an opportunity to become mini-Apple stores and provide a Digi Bar to
help and advise on products, apps, software tools and repairs. There is a massive
hole in the knowledge needed for today’s digital citizenship, and libraries would be
very well suited to take on that task, with Apple, Google and Sony supporting the
initiative.

The libraries can also be integrated with Leisure Centres (see best practice of a
successful re-generation using Leisure Centre as the core of the new High Street),
and aggregate shared workspaces with leisure facilities 24/7. Many people love
working through the night, and are not always able to do so in their home to avoid
annoying the family. 24/7 gyms combined with shared work Hubs could be the
answer to that problem.
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Leisure Centres can also offer locations for Telemedicine i.e. offer supervision in self-
logging of the medical data that then can be sent to the remote GPs for diagnostics.
Telemedicine is identified as a big beneficiary of decentralisation of the NHS
procurement system. The impact of current GP locations on the High Street
relocating away should be counterbalanced with Telemedicine centres on the High
Street.

Some of the telemedicine activities can be easily done from home, some may be
more complicated and require Virtual Remote Health Assistant oversight and these
can easily be done over Skype. However for the older customers with lower Digital
Profile scores, face-to-face contact with the helper may still be needed for a decade
or two. Hosting these in the libraries would help to diversify, and also support the
use of research on health by its visitors (The Guardian, July 2013).

THANK YOU FOR READING!

This concept of the Networked High St is the retail technology contribution to the
Future of Retail White Paper to be delivered as part of the Bill Grimsey Review. It
gives an alternative to the current UK High St by Mary Portas. It is an aid for town
planners and retailers in particular.

You may contact Eva or Niki at

www.cybersalon.org @cybrsalon
@EvaPascoe @nikigomez
Eva@cybersalon.org niki@cybersalon.org

Additional Research by Sean Murray-Phillips at TheRetailPractice.com and Antony
Slumbers.

Thanks to Sally Lewis at StitchStudio for contributing StreetCred points for walking
and biking concepts.
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