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INTRODUCTION 
Over the past few years, we’ve seen (and worked with) a myriad of innovative 

sporting goods brands leading the way in creative retail display and visual 

merchandising. These effective new features and concepts can help to set brands 

apart from their competitors and offer memorable and engaging in-store experiences 

for their customers. 

In the age of the declining local high street and the rise of online shopping, a key 

challenge for sporting goods brands is giving customers a worthwhile incentive to 

visit one of their physical stores. While brands in this sector can often rely on their 

loyal customer basis, we’re also seeing interactive displays, unique in-store 

experiences, and collaborations with influencers and social media personalities 

driving footfall in this sector. 

Throughout this short report we’re going to analyse and compare a handful of our 

favourite examples to answer the ultimate question – Who is winning the store 

experience race? We’re not only looking at the most exciting, ‘out there’ in-store 

experiences, but taking into account the crucial factor of sustainability. We’ll also 

share our top tips and advice around designing and creating in-store concepts and 

briefly touch on how working with 100% can make the process smoother. 



ADIDAS - Adidas LDN’
London flagship store on Oxford Street, London

Adidas has opened its four storey 27,000 sq ft flagship store on Oxford Street, 

which has been called its ‘most digital store to date’ and has over 100 digital touch 

points, all of which are powered by green energy. It showcases Adidas’ latest and 

best-selling releases and delivers an interactive and tech-driven customer 

experience. Specific areas have been developed for Adidas football, Adidas originals, 

YEEZY, Y-3 and Stella McCartney products.

KEY FEATURES:

Customers can interact with various products and parts of the store using their 

smartphones;

They can use their cameras to ‘unlock’ augmented reality installations that 

trigger the different stories behind some of Adidas’ products.

They can scan products to check stock, request sizes and purchase on the 

spot, without needing to queue. Staff use this to locate customers in store 

to bring them their requested product. If the product doesn’t fit right, the 

flagship store has an on-site seamstress to tailor it.

By scanning posters in the shop, they can reveal three different 

experiences and learn more about the ‘Adidas approach’ to product design, 

giving insight into the brand.

Over 100 digital touch points – all powered by green energy.



The changing rooms feature smart mirrors with RFID technology to 

recognise items of clothing and display relevant information. Customers 

can also use the mirror to request changeable ‘Instagrammable’ 

backgrounds to encourage customers to take selfies and interact with 

Adidas’ social accounts.

In ‘The Base’ is an immersive environment where LED screens and flooring 

can change the mood and purpose at the click of a button. It features 

agility games related to football, tennis and basketball and an interactive 

creation game, ‘The Creators Court’, that enables customers to create a 

movement pattern, download it, and have it pressed onto a t-shirt in the 

‘Maker Lab’.

It offers a ‘running lab’, where customers can run on a treadmill which will record 

their gait and suggest the trainers best suited to them.

The store uses a range of mannequins to manifest ‘contemporary attitudes’, 

including ‘plus-size’ mannequins.



Throughout the whole store, consideration has been given to respecting and 

protecting the environment by using a large range of sustainable and responsibly 

sourced materials, including recycled plastic, foam and textiles. It also offers free 

water refill stations, promoting the use of reusable bottles.



WHY DOES IT WORK?
CUSTOMER INTERACTIVITY 

The whole store is designed around customer interactivity, and on every floor 

there are different ways for consumers to change, manipulate or interact 

with their environment, from playing a game to changing mood and purpose 

of the area they’re in. Using a smartphone and the Adidas app, customers 

interact with the store in different ways, whether they want to request a 

particular product and have it brought to them or simply want to learn more 

about how the product is made.

SUSTAINABILITY

As a factor that is becoming increasingly important to consumers, Adidas 

have given great consideration to sustainability, using sustainably-sourced 

materials and running their digital touch points entirely on green energy.

PERSONALISATION

The running lab, clothes customisation service, on-site seamstress, the 

‘Bring It To Me’ service (to name just a few) are all experiences that 

contribute to making the shopper feel special and receiving service tailored 

to their specific requirements.

IMMERSION

More than passively browsing products, Adidas LDN creates a memorable 

shopping experience and immerses consumers in the brand and products. 



PATAGONIA – 
‘PATAGONIA WORN WEAR’
Boulder, Colorado 

Patagonia opened its first ever physical store for ‘Worn Wear’, its resale business, 

back in 2017. The pop-up store remained open until February 2020 and was stocked 

with only Worn Wear products and its ReCrafted Collection; clothes made from apparel 

beyond repair. As well as selling used equipment, the shop hosted repair and 

upcycling workshops.

The shop offers trade in and repair services, encouraging consumers to expand the 

lifespan of their Patagonia items.

KEY FEATURES:



Photos courtesy of Patagonia  - https://eu.patagonia.com/gb/en/home/ 

Events and workshops were hosted at the store to encourage shoppers to engage 

and invest in the brand and its product, for example, the ‘Ugly Fleece Party’, which 

encourages customers to bring their ‘craziest, loudest, most retro Patagonia Fleece’ 

and celebrate.

In true pop-up shop style, the store is simple and effective. The décor is minimal with 

an outdoorsy feel, while colour is in the clothes. 



WHY DOES IT WORK?

PRODUCT FOCUSED

It’s simple but effective – the focus is on the products.

 

SUSTAINABILITY

The concept is built on sustainability and prolonging the lifespan of 

garments.

BRAND ENGAGEMENT 

The pop-up store offers more than just a passive browsing experience. The 

other services and events hosted encourage customers to become more 

loyal and engage with the brand.



The 70,000 sq ft store features a welcome area and three floors, each with different 

focuses and themes. The store features the largest women’s sports clothing and 

footwear area in Europe, which was recently revamped. It offers a number of 

services to help shoppers choose the right products for them, for example the 

football boot trial section, and the store runs special events and clubs for 

customers to participate in. Shoppers can also use their smartphones and the Nike 

app to access more information and features around the store, as well as to order 

products to a specific location in the store and pay on the spot.

KEY FEATURES:
Each floor in the store has different themes and focuses;  

LEVEL ONE -  features running, training and football gear. The football section offers 

shirt printing services and a boot trial section. Similarly, the running area offers run 

analysis so customers can ensure they’ve got the best trainers for them, as well as 

a running coach service, where customers can get a personalised running 

programme tailored to them. 

NIKE – ‘NikeTown’
London flagship store on Oxford Street, London



LEVEL TWO Features golf, tennis and basketball gear, with an area to shoot hoops.

LEVEL THREE is entirely dedicated to women’s sports clothing and footwear and it 

displays champion female athletes and women in sport, with bright, LED-lit displays 

and large graphics.  



It has an in-house DJ to provide a soundtrack to the shopping experience, which is 

amplified over the three floors.

There are large graphics and digital displays throughout the store to showcase 

products. 



The store holds special events, such as athlete talks, and there’s also 

popular running and training clubs too.  

Customers can enhance their shopping experience using their smartphone 

and the Nike app, with prompts and nudges throughout the store to 

encourage them to interact with certain products and information points.

The shopping experience, paired with the app, is based around 

ultra-convenience. According to The Independent, the app will eventually 

allow customers to request everything that one of the mannequins is 

wearing and have them all delivered, in their size, to one spot in the store, 

allowing them to buy the whole look in one quick move.

Customers can use this to order products. They can scan a pair of trainers, 

for example, and request to try them in their size. The app tracks the 

process; from the Nike ‘athlete’ picking up the order to when the pair is 

available to try on. Customers can request for items to be placed in 

specific areas of the store while they’re browsing.

Similar to Adidas, it also features mannequins in a diverse range of body shapes to 

embrace body confidence and inclusivity.



There are displays of products and recycled materials at points throughout the 

store and framed by scaffolding. They’re accompanied by information boards that 

display sustainability facts about the company, information about the materials 

they use, and QR codes that shoppers can scan with their smartphones to find more 

information.  



WHY DOES IT WORK?
PRODUCT FOCUSED

One of the unique elements of Nike’s retail experience is the relationship 

between staff (‘athletes’) and customers (‘members’). These labels 

reinforce the consultative approach Nike encourages, alongside the 

informative displays and high-tech analysis equipment that allows 

customers to determine the right product for them. Customers don’t just 

browse products – they learn about them, interact with them, and can 

consult specialists so they can leave the store 100% confident with their 

purchase.  

SUSTAINABILITY

Nike’s sustainability credentials are promoted throughout the store at 

various points through creative displays to engage and inform shoppers. 

CUSTOMER INTERACTIVITY

Similar to Adidas, the shopping experience at NikeTown can be enhanced 

through use of smartphones and the dedicated app; which encourages 

shoppers to engage with the retail environment and the products.

BRAND ENGAGEMENT 

The experience is also inclusive of the shoppers that don’t want to use 

their smartphone to explore; the displays are still informative and engaging, 

and shoppers are still able to request products personally from Nike 

‘athletes’ around the store. 

There’s so much to take in while browsing,  even if consumers aren’t 

visiting the store with an intention of looking at a particular item or making 

a purchase, the store still offers an experience; turning browsing into 

memorable and engaging moments.



THE NORTH FACE 
North Face is rolling out a refreshed global retail concept, debuting its ‘basecamps 

for exploration’ approach at a new 8,000 sq ft, two storey store in Manhattan. The 

brand aims to eventually replicate the concept across all global physical retail 

locations. The stores will feature differentiated spaces for various activity types 

and apparel needs. North Face have also made a concerted effort to spotlight its 

heritage and sustainability efforts throughout the store.

KEY FEATURES:

As soon as customers enter the store, they’re met by light-up displays of classic 

North Face styles.

The store has interesting product features throughout, such as a chair made 

out of its own duffle bags.

It also has a specially formulated scent throughout, intended to smell like 

Yosemite National Park.

Soho, Manhattan



FIRST FLOOR - includes menswear, unisex branded apparel and backpacks.

SECOND FLOOR - is home to womenswear, footwear and equipment.

Similar to Adidas LDN and NikeTown, North Face separates its different products and 

pursuits by floor; 



L

There’s also a significant focus on sustainability throughout, including;

 

Similar to NikeTown, the North Face store also focuses on learning – about the 

products and the brand. The first floor ‘campfire’ is an area where visitors can 

access resources and recommendations for local areas to explore. There’s 

also a library with various books and maps. The store is eventually planning 

to host tutorials for shoppers, for example, how to pitch a tent.

- Seats made from recycled duffel bags 

- Displays that emphasise the eco-friendliness of the products, including    

where some have been made from recycled products.  

- The store includes a ‘Clothes the Loop’ donation box for shoppers to 

recycle their unwanted clothes, regardless of brand or condition 

The Manhattan store is heavily focused on the brand’s history. It features several 

displays honouring items from The North Face’s founders and athletes, including the 

original duffel bag used by Conrad Anker. 

Photos courtesy of The North Face  - https://www.thenorthface.co.uk/ 



WHY DOES IT WORK?
PRODUCT  FOCUSED 

North Face Manhattan provides more than just a browse and purchase 

transaction. With informative and engaging displays, shoppers can learn about 

the brand and the products in more depth.

COMMUNITY

Similar to NikeTown, it also offers experiences and resources to educate 

shoppers, not just about their products, but also the wider pursuits their 

customers enjoy and about local experiences they may want to try. 

BRAND ENGAGEMENT 

With strong links to its heritage and history throughout the store, it offers an 

engaging and informative experience that evokes emotion and loyalty to the 

brand. 

SUSTAINABILITY

The store also scores highly on sustainability, using its informative displays to 

communicate their sustainability messages and initiatives throughout the store.



OUR VERDICT
The sporting goods brands we’ve highlighted all offer something very different, but 

overarchingly, offer an experience and opportunity to engage with the brand and its 

products. Whether it’s an in-store workout or the chance to celebrate ugly fleeces, the 

brands give customers an incentive to visit the physical store and have a 

meaningful and memorable transaction.

While Nike and Adidas offer large-scale interactivity and the opportunity to customise 

and personalise items, Patagonia and North Face offer more traditional retail 

experiences and keep the primary focus on the products and the authenticity of the 

brand. Both outdoors brands score highly on sustainability, encouraging customers to 

extend the lifespan of their existing products, as well as opportunity to experience 

and buy new.  

While Adidas and Nike’s concepts are more commercialised and created on big 

budgets, they encourage customers, regardless of age, pursuit, sporting ability or 

body shape, to find products tailored to them. 

When it comes to the crunch, Adidas is our winner. Not only does it offer a truly 

memorable and engaging shopping experience, but it also gives a lot of thought to 

sustainability; a consideration that’s only going to become more important to 

consumers. Powered by green energy and using sustainable and responsibly sourced 

materials throughout, Adidas LDN is an innovative and eco-friendly model for future 

stores.



OUR VM / INSTALLATION 
BEST PRACTISE CHECKLIST
Careful and comprehensive preparation is key to ensuring that your installation is 
delivered to brief and on time. Here are our top tips for success.  

MAKE SURE YOUR EXPECTATIONS ARE REALISTIC
We love being challenged by our client however it’s important to make sure that 

what you’re designing and hoping to produce is feasible within the timeframe and 

budget you have. If you’re hoping to drastically change the layout of the store to 

accommodate a particular feature or design concept, for example, you need to 

factor this into your plans. 

1

KNOW YOUR STORE
No two retail environments are the same and they all have their individual 

quirks, so it’s important to get your stores surveyed to ensure they can 

accommodate what you’re proposing. 

2

MAKE SURE YOUR PRODUCT DOESN’T GET LOST IN YOUR DISPLAY 
OR DESIGN CONCEPT 
It’s easy to get carried away with the excitement of a new creative concept 

but there can be a fine line between creating something visually striking and 

something confusing. Take a step back from your plans to assess whether it’s 

obvious what you’re trying to promote. If it’s a window display, is the product 

still identifiable and prominent against the design? 

3

Ensure you’ve chosen a specialist that has experience working in a range of 

controlled retail environments. If you’re rolling out your installation in multiple 

countries across the world, it’s advisable to work with someone who has 

knowledge of the different retail environments and cultural nuances to ensure 

your project will be rolled out as seamlessly as possible.  

CHOOSING THE RIGHT PROVIDER4



WHAT WE CAN OFFER 

1

With the range of printers, producers and manufacturers on the market, sourcing the 
right support for your installation project can seem daunting. Looking to cut down 
your headache? We can offer a one-stop shop for the following services.

INTERNATIONAL COVERAGE –  we offer survey and installation services in over 

65 countries, giving you global control with local expertise.

CUSTOMISED SURVEY & AUDIT PROCESS – we’ll find out what you need to know 

and advise on all the data you didn’t realise you needed.

IN-HOUSE TECHNICAL CAD DRAWINGS – from simple line drawings and 

measurements to full 3D rendered drawings, our surveys give you 

comprehensive data to design campaigns tailored to each retail 

environment.

MANAGEMENT OF LOCAL PERMISSIONS AND BOOKING IN - in-country project 

management resources give you local expertise to ensure installations are 

delivered seamlessly.

INSTALLATION EQUIPMENT ADVICE – we can let you know what specialist 

equipment you need, eg high level access, and take care of the ordering 

process.

TAKE-DOWN & RECYCLING – to prepare for your new installation we can remove 

the previous campaign and handle recycling of end-of-life 

materials.

LIVE SIGN OFF & REPORTING – you can approve the finished installation 

whilst our teams are still on site giving you control and peace of mind. 

ESTATE MANAGEMENT – we maintain an online database of your stores for 

visibility of historical activity empowering you with control of your display 

estate. 



WHY WORK WITH 100%?
We love a challenge – Our clients can come to us with a problem and be confident 

that our team can rise to it and deliver an effective solution. 

One point of contact – We manage the entire project for you in the 

background; handling all the logistics, liaising with manufacturers, 

scheduling the installation teams and covering the reporting and snagging revisits. 

Meanwhile, you’ll have one point of contact in your dedicated account manager.

Global control, local expertise – Whether your installations need to be rolled out in a 

single store or 10,000 stores across 15 countries, we have the capability to manage 

and deliver your project to the highest standard. We have insight into 

country-specific regulation, licensing, access knowledge, etiquette and cultural 

singularities, as well as language capabilities and on-the-ground personnel.  

Experience – Over the past 10 years we’ve worked across the world for leading 

global brands across a wide range of sectors. When you work with 100% you can rest 

assured that your project management team consists of highly trained retail 

professionals with certifications and accreditations that make them adept at 

managing all installation disciplines for your project.

Whether you’re planning your next VM idea or you’re looking to roll out a larger scale 

design concept, the 100% team are well equipped to help. Get in touch to discuss 

your requirements with a member of our friendly team today.



100% undertake and manage both domestic and international POS and POP retail 

and graphics installation to the highest quality on behalf of leading brands. 

With a smooth, transparent and professional approach, 100% endeavor to deliver 

solutions in even the most challenging

of situations.  

FOR MORE INFORMATION ON OUR SOLUTIONS
VISIT WWW.100PERCENTGROUP.COM

TO DISCUSS YOUR SPECIFIC REQUIREMENTS CONTACT OUR TEAM ON 
0161 929 9599 OR EMAIL US AT HELLO@100PERCENTGROUP.COM

Installation Updates Maintenance ReDeploySurveys and
audits


