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HELLO
The retail world is constantly changing as I’m sure our 
previous editions have highlighted, however none do so more 
accurately than this one. This month’s publication focuses on 
the shopper who ultimately infl uences and leads the changes 
that we as marketers see and experience. 

My name is James and it’s my pleasure to welcome you to 
LIFE IN THE RETAIL SPACE- keeping you up to date with 
the latest retail trends and highlighting some exciting 
progressions in the market place. 

james haggas
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Rule number one for any marketer is in order to sell something you have to be 
able to convince the buyer that they need it… this is the art of persuasion. With 
global competition increasing at an almighty rate retailers and brands are constantly 
looking to learn about how best to engage and communicate with their audience, 
persuading them that they don’t just want a product or service, they need it. 

In this edition of ‘Life in the Retail Space’, we are focusing on relatively new 
up and coming areas of retail marketing - Neuromarketing and the Science 
of Persuasion. We have guest features written by Neuromarketing specialist - 
James Fakhfakh and of course retail guru Kate Hardcastle. 

News on the High Street features stories from large retail players; Google, 
Diageo and Adidas, to name a few, and fi nally, Dr Retail takes you on a tour of 
this year’s best of Globalshop 2015 in the one and only Las Vegas. 

NEWS FROM THE STREET

www.thevalleygroup.com
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T
hese tactics don’t ‘just 

work’, there’s science 

behind them that prompts 

people to act in a certain 

way in response to persuasion tactics 

and a number of studies have been 

conducted to find out how. Gradually 

it’s becoming clear that in order to 

master influence tactics, one must 

learn and understand the science of 

persuasion. It’s science, not magic.

A traditionally favoured set of 

influence tactics comes from Robert 

Cialdini and his “Six Principles 

of Influence” which highlights 

six key subconscious triggers:

RECIPROCITY - We feel 

obliged to return favours

CONSISTENCY - We normally 

follow consistency

SOCIAL PROOF- We are influence 

by other similar people

AUTHORITY- We feel a sense of 

obligation to people who are 

seen as being authoritative

LIKING- We are influenced easily by 

people we like and people generally 

prefer to say yes to people they like

SCARCITY- We often fear missing 

out through failing to act

Cialdini’s argument is that we are 

all part of an animal kingdom and 

essentially, work on autopilot based  

on our basic instincts. We are exposed 

to stimuli all day every day and as a 

result our brain uses subconscious 

routines to filter out certain signals  

and stimuli and thus allows us to  

react to stimuli without even realising. 

His key principles of influence provide 

the science behind how we are wired 

and, the simple fact is that whether 

we like it or not, we respond to 

each of these triggers positively.

Cialdini aimed to answer a question 

that researchers have been studying 

for over 70 years- What influences  

us to say yes? And it seems he may 

have hit the nail on the head. More 

recent studies have been conducted 

looking at some of the six tactics  

and the key results, along with recent 

examples are summarised below.

Reciprocity- “In a study, the 

giving of a mint increased a waiter’s 

tip by 3%. Two mints equal an 

increase of 14% in tips. BUT, if the 

waiter leaves one mint, walks away 

but turns and says but for you 

nice people, here’s another… tips 

increased by 23%!” – The influence 

was not focused on what was 

offered but how it was offered. 

Scarcity- British Airways  

announced that they would be  

cutting twice daily Concord  

flights from London to New 

York because they had become 

uneconomical… The response:  

Sales more than doubled 

the very next day.

Authority- “At a lettings  

agency, the sales staff asked  

the receptionist to mention  

their credentials to customers  

before they were transferred  

on the phone. This led to a 20%  

rise in appointments and 15% rise 

in signed contracts”- Signalling 

to credibility is important.

   It’s rule one in any salesperson’s rulebook and marketers have been 

working with it for decades… Simply put, to sell something you have to be   

able to convince the buyer not only that they want a product or service,  

   but that they need it. This is clearly where the art of persuasion comes  

          into play. But what about the science of persuasion?



The balance of power has shifted from 
the retailer to the new consumer. Think 
NOT NEUROMARKETING unless you 
understood the fjord of consumer’s trust

TRUST has always been key in branding. 
A few decades ago, our grandparents 
would walk to neighbourhood shops where 
they visited the as the local butcher, baker, 
fi sh market on the corner and vegetable 
patch and paid without asking price. This 
is where trust manifests itself via the built-
in altruism that welded them together.

The world of choice today to name a few, 
the fast food, supermarkets, department 
stores and discounters warehouse etc.. 
instinctively continue to fl ood the consumer 
confi dence and drown it down. With the 
global economic uncertainty, infl ated dollar 
and fl uctuating consumer confi dence, 
consumers are increasingly conducting 
their research before they buy to ensure 
they get the best value for their buck.

The new consumer is becoming 
more vigilant than ever in their choice of 
a brand worthiness / of a high level of 
credibility and trust. Brand is no longer 
what the brand owners say it is but 
it’s what the consumers say it is.

Armed with many tools at their fi ngertips, 
this new consumer, with a mouse click, 
can fi nd and compare brands and prices 
in real time. You only have to visit online 

forums to see what others are saying 
about your brand and how a in a storm of 
clicks, all their friends and family learn in 
real time what they need to know about 
you, your brand and about your product.

These new responsible consumers 
are empowered more than ever with 
decision insights as to when, where and 
how to shop. A wide menu of choices had 
become increasingly available to them to 
become more than ever more selective.

In essence, brands managers must 
become more intelligent how and 
where to invest in order to infl uence 
consumers and their awareness of their 
product during the purchase process, 
hence the ROI (Return On Infl uence)

TRUST, RECOMMENDATION 
AND BUYING ASSOCIATION
For most of us, trust is amorphous and 
intangible. As a concept related to the 
relationship between consumers and brand, 
trust can be made tangible and can be 
quantifi ed and measured with the Castaldo 
balance formula. Trust of consumer or not 
trust of a brand or retailer can be won and 
lost. Once lost, it is very diffi  cult to reclaim.

There are diff erent levers that increase 
trust: some are more important than others. 
When asked if the current communications 
and promotions of retailers were not 
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relevant enough, 81% of them said yes.
What does this mean? Maybe 

marketers need to communicate more 
eff ectively with their customers in a 
more tangible and more salient way.

Trust is important because it is a 
deserved currency. Once the merchant 
or brand installed trust in the consumer, 
they have a Cognitive monopoly 
over their competitors. The more a 
consumer trusts a brand or retailer, 
the less they shop elsewhere.

Think about the level of trust you have 
with your dentist or family doctor. It is this 
level of trust that many people have with their 
brand of toothpaste, clothes, hairdresser, 
supermarket or a local cafe. In the 2012 
study, the “model” Castaldo Retail Trust 
says that to increase trust, it is not enough 
to focus only on the experience of retail, or 
only on the product. Brands must leverage 
both to achieve sustainable solutions.

COGNITIVE TRUST
Although cognitive trust is based 
on knowledge, the need to trust relies on 
a state of incomplete knowledge. A state 
of absolute certainty regarding the future 
actions of a partner means that the risk is 
eliminated and trust is redundant. Williamson 
(1993). When a client is a state of hesitation 
and refrains from buying he would use any 
pretext to escape the pressure by giving the 
vendor a variety of forged answers such as it 
is outside their budget or He will get back to 
you once he compared other similar brands. 
When in fact he’s telling you: ‘’ I don’t have 
enough tangible information to trust you.

Tangibility is the 4th cerebral stimuli 
acutely related to ventro-medial prefrontal 
cortex who in turn relates the information 
or lack of, for the emotional brain to 
decide. Not stimulated, the latter receives 
no confi rmation from the brain stem 
therefore of no decision to be taken 

originating from uncertainty, including 
risky or ambiguous information.

It is also suggested that even in the 
absence of tangible information, the 
prefrontal cortex in collaboration with the 
limbic system may not decide favourably 
due to lack of value-based information 
even in the absence of uncertainty. It is 
vital to understand that even though we’re 
prone to buy emotionally but it is confi rmed 
that in the absence of trust originating from 
manipulative or intangible information.
The frontal lobes become increasing involved 
in tasks ranging from making binary choices 
to making mufti-attribute decisions that 
require explicit deliberation and integration 
of diverse sources of information.

Trust between companies can 
be described computational trust as 
companies can reduce uncertainty and 
opportunistic behaviour through due 
diligence and contractual guarantees.

Consumer transactions, however, involve 
less contractual guarantees, and knowledge 
asymmetry that prevents comprehensive 
reasonable diligence. 
An act of faith thus a permanent feature 
of the consumption of consumer services

AFFECTIVE TRUST is trust that is 
placed in a partner on the basis of 
emotions generated by the charge and 
for the partner shows (Johnson-George 
and Swap, 1982. Rempel et al, 1985) It is 
characterized by a sense of security and 
the perceived relation-ship strength. The 
reputation eff ects also aff ect the emotional 
confi dence, but the emotional trust is 
much more limited personal experiences 
with the focal partner cognitive trust.

The essence of emotional trust is the 
link of a partner based on emotions. As 
emotional connections deepen, trusting 
a partner can venture beyond what is 
justifi ed by knowledge. This element of 
emotion is based on trust that makes more 

transparent relationship to objective risk 
assessment prescribed by economists.

The cognitive and aff ective trust are 
compatible with the basic notions of 
cognition and emotional, it describes the 
cognitive component of the attitude as 
consisting of a judgment about advertising 
characteristics , it is the will to rely on 
a service based on specifi c cases of 
reliable operation. And just as emotional, 
it responds an ad based on the feelings 
of a subject during the exposure thereof.

CONCLUSION:
To understand what all this 
means, is to be a CONSUMER

After all said and done, marketing 
in nothing but a MINDSET: The rise 
of the consumer and the falling of 
everything else. And the only barriers 
to success: is the “PUSH” mentality.

FUTURE SHOCK IS HERE:
So if you’re a company organized 
for the past and not the future:
• Sales
• Public Relations
• Advertising
• Sales Promotion
• Direct Marketing
• Marketing (Ad or Sales Trained)
• Wake up to the “Pull trust

strategy” and smell the future.

To dismantle the barriers that impede 
your brand success, just put yourself 
in the consumers viewpoint and 
perspective. You’re also a consumer; 
would you buy a product that emits 
no credibility? The consumer said:’’ 
before I buy your brand, I must fi rst 
buy you as a credible messenger.

CONSUMER TRUST: 
CAPITAL LEVER OF BRANDS  
     OF THE 21 CENTURY

The new sustainable cognitive monopolyJames Fakhfakh
Corporate Communication 
Sr. Adviser Neuromarketing Strategist.
ca.linkedin.com/in/neuromarketingcanada/en 



T he answer… Neuromarketing. This one little word has 
fuelled a new understanding of the marketing world. 
It is all about understanding the reasons behind the click 
of the mouse or the swipe of the credit card. It is about 

getting the most out of your campaigns by understanding fully 
what it is that encourages consumers to make decisions at the 
point of purchase. And that in itself is why it should matter to you. 
Making sense of cognitive biases can be the diff erence between 
making a sale and not making a sale, and as such, in an increasingly 
competitive retail world, the need to understand cognitive bias is 
growing exponentially in importance. All in all, awareness is the key. 
Take the time to understand and incorporate biases into your 
campaigns, and in turn transform a potential threat into 
a profi table opportunity. 

Neuroscience is not a new concept. Neither 
is the fact that we are all extremely irrational 
creatures in everything we do, and even 
when we think we’re being rational, we most 
defi nitely are not- as science keeps proving. 
Cognitive biases are deviations in our 
judgement and are essentially the reason we 
do anything in a certain way. But who cares? 
Why does this matter? And why on earth are 
you reading about this in Life in the Retail
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Neuromarketing  Hyperbolic Discounting 
This relies on the cognitive bias that people 
tend to favour instant rewards rather than 
relatively larger rewards in the future. People 
want to feel as though their actions are being 
rewarded right then and there; otherwise they 
tend to write their loss off  as a sunk cost. 
Example: “Friend Referral Programs” – The 
most successful referral programs are ones 
by companies such as Dropbox, who off er 
instant, small rewards in return for a friend 
referral. Less successful instances include 
those which off er large rewards in the future, 
where more work is required before you get a 
chance to enjoy the benefi ts of the reward. For 
example, those that require your referred friend 
to sign up before you receive any reward at all. 

 Anchoring
This refers to the tendency of people to 
rely on the fi rst or prominent piece of 
information they receive, as an anchor in 
their decision making. Anchoring makes 
use of the power of smart comparison and 
suggests that once an anchor has been set; 
all decisions are made in accordance with it. 

 Choice Supportive
This cognitive bias refers to our ability to 
positively reconstruct memories in order 
to fi nd ways to rationally explain a decision 
we have made ourselves. In general, we 
each have a tendency to attribute a positive 
perspective to decisions we make personally, 
as such we tend to falsely remember past 
decisions in a better light than they deserve. 

Example: The most famous example of 
this is of course, the Pepsi and Coke taste 
challenge. A taste test occurred for consumers 
to try the two brands blindfolded, without 

the knowledge of which drink belonged 
to which brand. The results showed that 
half preferred Pepsi and half preferred 
Coke, with similar areas of the brain being 
stimulated across the two brands. When the 
brands were revealed in the second taste 
test, three quarters of consumers preferred 
Coke, and further areas of the brain were 
stimulated through memory and emotions. 

 False Consensus
This bias refers to the tendency of people to 
believe that our habits and beliefs are more 
common than they really are. In regards to 
marketing, this has a huge impact on the 
success of a campaign or even website 
design and leads back to the age old 
failsafe… marketing research. You are not 
the target audience, and you cannot possibly 
fully understand what customers want and 
how they want it if you do not ask them. 

 Loss Aversion
This refers to people’s tendency to 
prefer to avoid losses than seek gains. 
Essentially, we don’t like the thought of 
losing out on anything, leaving a gaping 
opportunity for marketers to jump in and 
off er “last opportunity” promotions. 

Example: Decision Paralysis: Less is 
More- A retailer displayed 24 varieties of 
jam and off ered samples. Whilst 60% of 
customers stopped for a sample, only 3% 
made a purchase. The following day the 
store only displayed 6 jars and did not 
off er samples, encouraging customers to 
assume that this was their last opportunity 
to purchase the jam. The results showed 
that while only 40% of customers stopped, 
30% of customers made a purchase.

5 NEUROMARKETING TIPS EVERY 
MARKETER SHOULD KNOW:



With the rise of e-retailing in the past 
decade causing a stir within the retailing 
world, this could be a sign of what is yet to 
come as Google following timidly behind 
other pure play retailers including Amazon, 
to launch bricks and mortar stores. 

The new Google Shop is located 
within a Currys PC World retailer and 
offers a full range of Google powered 
devices including Android mobile 
phones and Chromebook Laptops, as 
well as tutorials, classes and events 
to promote the brand as a whole. 

The shop also makes the most out 

of digital marketing features, offering a 
“Google Earth Wall” which lets customers 
explore the world using a Google 
satellite image map dispersed over a 
tower of screens, and even a digital art 
wall where customers can recreate the 
infamous Google logo with a spray can. 

Despite no clear plans to launch 
physical stores in the US, there are plans  
in the pipeline for more to be 
opened across England in coming 
months and we doubt that it’ll stop 
there… Retailers, beware! 

Consumers do not want a message to be forced on  
them with no regard to their wishes, they want to be faced 
with an implicit brand interaction which is both wanted and 
needed. Essentially, they want engagement which enforces 
pull techniques rather than traditional push of promotion. 

The rise of technology gives both companies and  
consumers choices. It offers companies the chance to interact  
with customers in a non-intrusive way through the media 
landscape, and offers customers the chance to choose 
what kind of advertising messages they are subjected to. 
In saying that, this presents companies with an opportunity 
gap- a chance to find a way to market itself so that customers 
actively seek the brand rather than the other way round. 

Cue… the Snackbot by Campbell’s Soup Co. Snackbot 
is an enhanced vending machine with touch screen which 
quizzes staff working at Campbell’s on the company history 
etc in return for Campbell’s products or even digital gadgets. 

Snackbot is acting as a test pilot for Campbell’s, allowing 
the company a way to reach customers as it never has 
before, and transitioning into a more tech savvy company 
in the process. Vending machines are commonly praised 
for their low cost ability to target customers, totally at 
their convenience, and although Campbell’s may not have 
immediate plans to make this a consumer campaign just yet, 
we don’t think it’ll be long before someone else does! 

Google Launch their first 
ever store in London

Are “smart” vending  
machines the future  
of retail marketing?
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Companies are increasingly tasked with 
promoting customer engagement at 
the point of purchase, and as such are 
continuously looking for new marketing 
tactics to attract customers rather than 
repel them. This is where technology  
and innovation come into play.

Though the company isn’t quite jumping into the physical retail world head first,  
it is dipping a toe into the water with its new store located in London. 

FROM THE HIGH STREET
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The dark stores are used to simulate 
how each of Diageo’s products looks 
in particular environments and allow 
marketers to assess how eff ective 
their eff orts are, before the products 
go to market. However, recently 
Diageo opened the doors to its 
innovation centre and showed the 
world the future of the company. 

Backed by a £10 million marketing 
budget, the new, innovative products 
include Cider infused with Pimms, 
strawberry fl avoured Pimms, Captain 
Morgan White Rum and a Guinness 
Golden Ale, and are set to stimulate 
a huge level of growth over the coming 
years. Whilst Diageo is known for 
utilising a competitive selling strategy, 

by showcasing its products to 
buyers in state of the art R&D centres, 
utilising innovative virtual reality 
software and combining all of this with 
the high level of trend analysis used 
within the innovation department in 
the recent product developments, 
it seems fair to suggest that the new 
products will simply sell themselves.

Diageo announce the launch of 
a variety of new products - 

backed by a £10 million marketing budget.

FROM THE HIGH STREET
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Diageo recently created a series of dummy stores located in London, including a cash and 
carry, supermarket and pub… all full sized and each never having served one customer. 
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REDValentino store 
opens in Singapore.
Continuing their around the world tour of 
pop up shops based on chapters of a fairy 
tale, REDValentino have launched a store 
in Singapore. 
The new store design takes on inspiration from children’s 
favourite fairy tales- with moving walls and ceilings, and 
spaces that suddenly reveal a totally diff erent world. 

The magical design is augmented by a comfortable and 
homely atmosphere, featuring bright white walls and unique, 
contemporary lighting. With an ambience that can only be 
described as dreamy, the environment is extremely fi tting 
to display their new Spring Summer ‘15 collection. 

A previous chapter of the REDValentino fairy tale featured 
a botanical garden located in St Tropez. Based on the idea 
of an enchanted greenhouse and placing the “young 
REDValentino woman” in the shoes of Alice in Wonderland - 
the shopper unexpectedly fi nds herself in a place wherever 
“dream journey” begins, surrounded by white butterfl ies 
and again, predominant white features. 



How Adidas plan to 
get themselves 
‘fi rst off the blocks’ 
once more.

Westfi eld launches 
THE FOOD SENSATION 
dining campaign 
experience.
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                              The aim of the campaign is to remind customers that Westfi eld 
is more than just a shopping centre but off ers a complete shopping experience and is, 
in itself, an experience destination featuring a huge range of dining opportunities. 
But how does the campaign do this?! 

FROM THE HIGH STREET
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Through partnering with sensory food consultant Condiment 
Junkie, Westfi eld has designed and created a unique, pop 
up experience featuring four Willy Wonka type zones. The 
experience combines taste stimulation with infl uencers such 
as what customers see, smell and hear, in a range of diff erent 
interactive experiments known as the Tongue Twister. 

With the progression from a service economy to experience 
economy being considered a hot topic at the moment (take 

a look at our January edition if you’re interested in this!), 
it is evident that Westfi eld have been looking at ways of 
incorporating this into their marketing campaigns. By curating 
a sensory food experience, Westfi eld are not only awakening 
and challenging customers’ senses to food, but also the 
presence of the range of cuisines on off er at Westfi eld. 
Ultimately, the experience concludes with customers being 
signposted towards the dining venue within Westfi eld. 

1. Global Brands are created in Global Cities 
Sportswear giant claimed that it will be looking to “over 
proportionally” invest in marketing in 6 key cities across the 
world in the very near future, covering Los Angeles, New 
York, London, Paris, Shanghai and Tokyo. It was also added 
that the majority of investment in talent will also be based 
in those key cities. The reason given for the redirection of 
marketing eff orts is that consumer trends are increasingly 
centered in major cities, with Global sales boss Roland 
Auschel stating, “Global brands are created in Global cities.” 

2. Becoming a Consumer-Focused Brand
Adidas remains adamant that it will not repeat mistakes 
that have stunted its growth in more recent times, ditching 
more functional marketing principles and concentrating 
Mon its position as a consumer-focused brand.

Building on this and the increasingly prevalent concept of 
“prosumers”, Adidas are hoping to dramatically increase 
marketing of the “mi adidas” apparel customisation service 
option, while continuing their co-creation and partnership work 
with the likes of Stella McCartney, Kanye West and even Google. 

3. Becoming the “Fastest” Sports Brand in the World
Fast fashion is a tried and tested technique, off ering a point of 
competitive advantage for a number of brands including, of 
course, fashion giant Zara. Adidas is looking to take a leaf out 
of their book for the fi rst time, overhauling distribution and sales 
channels to increase the speed at which products get to market. 

In doing this, Adidas are looking to restrict its product range 
by 25% over the next 12 months whilst boosting marketing 
spend in order to strengthen its current brands. Further 
to this, Adidas are looking towards digital marketing 
to enhance its online presence, with online sales 
predicted to increase by 400% in the next fi ve years. 
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Is this the end for the loyalty card? 

So where does that leave the 
loyalty card legacy? Only in 
2012, companies were heralding 
the boom in loyalty card 

usage as many consumers faced with 
recession, had got savvy with how to 
earn the most from the retailers points 
systems & got signifi cantly more active 
with their cards.

Over the 30 years since they 
became mainstream, loyalty 
systems that have worked 
well have been some of 

the largest & seemingly most 
generous – the consumer loves 

their free Waitrose lattes and the 
generous Boots Advantage card 

where the spend small through 
the year and get Nana’s Christmas 

present for nada. 
I also think the most simplest schemes 

work beautifully – your local coff ee shop 
with a stamp/card off er – where you buy 
9 and are treated to a 10th.

As usual though, retailers jumped on 
the winning formula band wagon – and 
soon every store was issuing loyalty 
cards – but not always the training, 
support or even real benefi ts to go 
with it. In recent years working with 

businesses in the retail sector, I’ve seen 
card schemes that have been discarded 
at head offi  ce - without telling the stores 
or the customer, schemes that have been 
unloved and the intelligence benefi t never 
really used to advantage – and those 
schemes that haven’t 
really created any extra 
loyalty than would have 
been gained through 
great service & products.

Research into the 
consumers interaction 
with loyalty schemes 
and ways in which 
they would like to see 
improvements, included 
easier benefi ts and 
targets to reach for using 
the cards and benefi ts to all shoppers – 
not just those who can aff ord to spend 
a lot.

With the developing technology 
available to us, and 70% people with 
smartphones at the ready, surely though 
the loyalty card itself may be tired - the 
opportunity for rewarding customers 
whilst gaining intelligence is ripe for 
the taking.

The more quick & satisfying the 

reward, the more it will be savoured. 
When I called into a coff ee house for a 
caff eine fi x, their loyalty app off ered me 
lunch for free & on the spot – and that’s 
exactly the kind of almost over generous 
reward the consumers are asking for.

Without the arduous 
task of saving for 11 
months of the year to 
get a treat at Christmas 
– many consumers want 
their rewards at the same 
pace as life, fast and 
furious.

The excitement of not 
knowing when the next 
surprise might ping on 
your screen, what the size 
of the reward might be – 

certainly creates a lot more talkability 
than Nana’s free bubble bath.

Loyalty is such a powerful 
demonstration from the consumer, 
and can be created and lost in many 
more ways than a plastic card in your 
wallet. Surely this is the evolution of 
loyalty - here is to an era of personalised, 
clever, interactive and fun benefi ts that 
make it enjoyable to shop with your 
selected retailer. 
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KATE HARDCASTLE’S VIEW  
That was the question poised to me by the team at the BBC this week – 
a feature straight off the back of the news that earnings on Sainsbury’s 
Nectar card points have been reduced. It’s now a whole £500 spend to 
get a £2.50 voucher, due to the fact that the points earning has been 
halved, but the supermarket were quick to reassure that there would 
be more bonus points available than ever before.

It’s now a 
whole £500 
spend to get 

a £2.50 
voucher!
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GLOBALSHOP is  
the world’s largest  
annual Shopper  
Marketing expo and  
trade show, dedicated  
to in store design,  
visual merchandising  
and, of course,  
shopper marketing. 

DR  
RETAIL
VISITS VEGAS
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DR RETAILS’ BEST OF
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DR  
RETAIL
VISITS VEGAS

Hundreds of the industry’s key players pile into the 
exhibition hall year on year to display their latest 
products and services and this year, Dr Retail was 
there to bring you a collection of his best bits. 

DR RETAILS’ BEST OF



get in touch
Have you got a story for us? WHY NOT...

Here at Valley, we have been inspiring design
for decades. Our creativity and originality is what
keeps us on our toes and enables us to remain
one of the leading retail marketing businesses
globally.

Knowing that the global economy is growing,
lets make things happen together.
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