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Will the shopping experience in the world of fashion and luxury change in the 
Post Covid Era, or is it just a matter of time and everything will go back as it was 

before?...
What are the elements on which brands will have to focus on to recreate the 

climate of trust and the empathetic relationship with the customer ?...

According to our experience the key, regardless of the subjective approach of the Brand, will pass through three essential 

factors on which fashion and luxury industry will base the new present:

 
PROTECT

E N G A G E

I N S P I R E

Comunicazione Rinascente
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The first steps to Protect with Trust:

1 - Create a correct and careful Return Plan, 
according to the needs of the staff and of the way of 
living the various spaces of the Boutique by the customer 
(focus on the garments, dress test, purchase), and to 
equip the areas with the necessary measures (signage, 
circulation, plants).

2 - Integrate with better technologies the 
systems for air filtration and purification, sanitization of 
products and surfaces.

3 - Study a new internal circulation simple and 
intuitive, that gives the possibility to the customer to 
enjoy all the spaces available in full safety, without feeling 
forced into flows and routes that limit the shopping 
experience

Trust will be the significant and decisive factor for 
the recovery: the Brand that will put the safety and 
protection of its staff and of the customer at the center, 
and therefore of the brand itself, will automatically create 
a relationship of trust.

And through the quality expressed in the service will 
confirm its high corporate values.

This mood of attention “Taking Care”, will be the fertile 
ground to establish a renewed dialogue with the public, 
accompanied in the new way of living the retail space 
through an empathetic communication, made of details 
that exalt common good and protection.

Safety and Well-being will emerge as key attributes 
of renewed brand success converging on the values of 
loyalty, longevity and business profit for all luxury retail 
categories.

Protect1
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“Impeccable service, 
greater comfort, 

simplicity of experience 
and activation of 

interactive product 
exploration will create 

new collective memories, 
intensifying trust and 

loyalty to the brand, for 
a new empathy with the 

customer”

4 - Use transparency and clarity in messages 
that will express the recommendations and actions taken 
by the Brand for Collective Security. Design plays a key 
role in conveying even the most restrictive messages in 
a relaxed way and integrated with architecture, through 
projects for orientation signage within the Boutiques 
without altering the balance and character of the sales 
spaces.
5- Transforming a boutique space into a 
place designed to make the customer feel at the 
center of all the brand’s attention, allowing him to live 
a new and renewed experience, in spaces full of beauty 
and authenticity.
There will then be a new centrality within the Customer’s 
Journey that will shift all the attention from the Brand 
(before) to the customer (today).

6 - Equip boutiques with touchless devices, 
from cashless to click &collect, to the ability to 
create a management model through the best and most 
innovative technologies, with the use of voice controls 
instead of touch controls(accessibility, voice buttons 
elevators, dressing rooms, custom lighting, and so on).

7 - Give to the Customer a branded  welcome-
back kit at the entrance, which will take with him 
even after the shopping experience
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The Wellness Scale: 
Experience / Design relationship

The order of importance of the design actions, which 
are expressed with Design and that enrich the Wellness 
Scale, is oriented according to the time, the need and the 
result that you want to achieve. 
The richer the Wellness Scale is within a project, the 
better and more successful will be the experience 
and the architectural space that determines it, for the 
benefit of the brand and the people who will experience 
it.
The more positive factors that the Design will express, 
the stronger the customer’s involvement in the brand’s 

inspiring values will be, strengthening the connection 
with the brand he/she wishes to feel part of.

LOVEMARKs identify with values that, outside the pure 
commercial sphere, resonate with the way we live and tell 
us about lifestyle, relationship with nature, connection 
with places of memory, with reality and dream, to 
become a reference point in the life of its passionate 
customers, creating a strong desire for identification , 
engagement and loyalty to the Brand.

• safety
design

ex
pe

ri
en

ce

• healthy
• nature

• ethics
• sustainability

• beauty
• Taking Care

LINEA DEL BENESSERE

Engage2
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To engage the public: Strategies

Although people, forced by the pandemic, have 
become more familiar with online shopping, it is our 
opinion that the “physical store” will always remain 
the expression and elected extension of the DNA 
of the Fashion And Luxury Brand, the destination 
where to make the most immersive and engaging 
experience (Design - Service - Wellness).

A new balance will be born between online and 
offline, between fast and slow retail, and they will be 
support each other, intersecting in some stages of the 
Customer’s Journey and generating new urges and 
new experiences to raise the desire of buying.

“The strategy that 
brands must adopt after 
the crisis is to spread the 
positive message, research 
for an ideal that can 
encourage people to regain 
confidence in the future, a 
bit like the imaginary island 
of Peter Pan, which thanks 
to the imagination makes 
the dream 
become achievable”

Boutique Cromia, Mosca
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Storytelling remains perhaps the most 
influential tool, because listening is always at 
the basis of our experiences.

The best storytelling creates engagement 
and identification. 
The role of the brand becomes that of being responsible 
for the transmission of values and energy, thanks to 
eco-sustainable approaches throughout the production 
chain. Offering an exclusive and more holistic experience 
in Boutique, so  to engage people on multiple emotional 
levels, will be what will differentiate one brand from 
another determining its recovery and success
We are well aware that a great product alone is 
not enough to keep up with the changing habits of 
customers, with an acquired awareness and the greater 
sense of attention . 

For the brand it will be important  to start from its 
history so that the customer remembers the reasons 
why he/she has purchased several times the products 
of that specific Brand, which, in most cases, is not only 
about the beauty and quality of the product, but it is also 
related to identification with what the Brand represents 
in the society.
Boutiques will necessarily become new places of interest 
and experience, where the transmission of the History 
and of The Brand Message, can take place through forms 
of Storytelling still, to date, unexplored and potentially 
more effective.
Engaging the public will mean listening to the 
customer with authenticity and specificity, inviting 
them to a co-creation experience both online and 
offline, projecting into an omnichannel space the 
essence of the brand, the brand strategy and the 

Concept Cromia, Brand Design
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brand extention.
In addition to this, directly in Boutique you can live 
the experience of Made to Measure as a solution 
for a new relationship, in which the customer can be 
“cuddled” thus creating a new “Customer Cuddle”!
Flagship stores will become Ateliers, Workshops, 
meeting and exchange places, in which to give life to 
multi-experience spaces (food, library, art, design) 
and multi-sensory (olfactory, visual, sound).
Our challenge in Design will be to create the new 
connections between digital and physical retail 
experiences, declining the brand values and the 
strong sense of community that is created around 
the heritage of the brand.

Assimilate the story 
of a brand

Understand the essentiality 
of things

The identiy of MtMD is the addiction
 of the identities of the brand

Universality

Give life to 
beauty and harmony

Quality / Ethics / Esthetic

Tell everytime 
a new story

Create a unique 
architectural image

M.t.M.D.
Made

to 
Measure
Design

Listen

Identify the 
DNA

 of the brand

“Our challenge in Design will be 
to create the new connections 
between digital and physical retail 
experiences, declining the brand 
values and the strong sense of 
community that is created around
the heritage of the brand”
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Beauty will be the answer to recreate the place where 
man finds refreshment when he is afraid and needs to take 
retreat, to reconnect with life and to happy experiences 
already lived. That is what have always made man a social 
being, who needs aesthetically beautiful spaces in which 
to express his need to connect with others.

Beauty as a timeless icon able to transform everything into 
something more authentic and true, able to re-establish 
a sense of security in the post-pandemic era, through a 
new sustainable architecture and a reconnection with 
oneself, with nature and with the planet.

Architecture and Friendly Nature are the 
two fundamental categories of the new balance of a 
Boutique. We must create an ecosystem that in addition 
to expressing the Brand, takes also into consideration 
the sustainability of resources, such as the design of 
production lines and supply of materials. A return “from 
global to local” with a Design where to tie the natural 
elements of air, water, light, matter, color, in a safe form 
for the planet and that gives wellness for man.

The return to the timeless Beauty 
as an expression of values such 
as authenticity, simplicity, purity, 
nature, sustainability, sense of 
welcome, inspiration and belonging

Inspire3

Boutique Celine, Roma

“Beauty is even more difficult to 

explain respect to hapiness”

           Simone De Beauvoir
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A Good Experience Vs. an experience 
that exceeds expectations

The fundamentals of a Good Experience are Design, 
Product Quality, Service, Technology.

For a Memorable Experience that exceeds all expectations 
over time, you must focus on 
Brand Design. 

Fortebis’ Brand Design program includes the development 
of the following services:

1. Brand Strategy

2. Brand Architecture

3.	 Corporate	Identity

4. Concept Design & Prototyping

5. Visual Merchandising

6. Design Guidelines

7. Concept and Technical Book

8. Visual Systems

9. Roll-Out

Boutique Vivienne Westwood Parigi, Brand Design
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The Made to Measure Design (MtMD) project for the 
fashion and luxury brands creates, as in a sartorial 
activity, the identity and essence of the Brand, associating 
a unique and exclusive architectural image, generating 
an architectural and commercial space to support the 
development of the business, from a strategic, functional 
point of view, to the correct positioning and coordinated 
image, declined in all types , dimensional modules and 
special projects in which the Brand will express itself.   

This process is based on the highest principles of Design 
and Identity, with the only purpose of creating beauty 
and harmony between elements and forms, objects and 
spaces. 
Our approach combines Design and architectural 
expertise, which is achieved by seeking ELEGANCE, a 
discreet quality that sings the beauty of the forms, the 
sustainability of the materials and the personality of the 
customer.

“To be 

an interpreter 

means 

to be open 

even to what 

it is not said 

or it is not visible, 

searching inside ourselves, 

the brand’s 

point of view, 

its history 

and maybe 

add a pinch 

of magic.”

Scrivania Secret, per Anonima Castelli
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Brand Design assists brands in communicating a lifestyle 
and elegance that focuses on the customer, transforming 
the entrance into a Boutique into a “beyond expectations” 
experience through an always-on/anytime interaction. 

An active audience, therefore, a Community that 
co-creates and participates in the process of dissemination 
of the most desired brands, thus becoming an evangelist 
and turning them into strong and successful Lovermarks.

“ S u c c e s s f u l  R e t a i l  D e s i g n 
c r e a t e s 

b e l o n g i n g ”
         G e n s l e r
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