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We’ve changed the format of our report slightly this month as we provide 
an account of a visit to the new retail destination at Battersea Power 
Station. 

November’s report gives you an overview of this iconic venue and 
explores how it’s been converted into a hub offering high-end retail and 
entertainment venues. 
With so many exciting stores, we’ve highlighted a few that stood out from 
the rest.

In addition, we’ve taken a tour of the world of luxury, showing how stores 
are continuing to attract shoppers within this space.

Lastly, we discovered how brands and retailers have embraced the World 
Cup as it competes with the festive noise. 
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The Power of Retail!

A visit to the new Battersea Power Station retail 
venue is a must. The way the integrity of this 
stunning location has been preserved, whilst 
transforming it into a retail destination is truly 
impressive. 

Throughout the venue are many links to its 
industrial past. From the stairs through to the 
exposed mechanics of escalators, the dark lighting 
and retaining of original features such as pumps 
and turbines. 

Even the naming convention throughout is a 
thoughtful nod to the past. 

Approaching the venue from the newly opened 
tube station, there’s a sense of grandeur. 
Once inside you are greeted by a world of high end 
retail stores, bars and restaurants as well as 
cinema entertainment and the Lift 109 experience 
– a glass elevator ride that takes you up and inside 
one of the iconic chimneys, rewarding those at the 
top with panoramic views of London.

The retailers already in the venue have aspired to 
provide the best for their customers in terms of 
retail design and shopper engagement.



In keeping with the retail partners in the venue, 
the food and drink outlets were well presented 
and premium in nature. 

On offer were very posh kebabs, celebrity chef 
restaurants and even wine bars complete with a 
vintage Rolls Royce - everything feels high end 
and quality!

The focal point of the food and beverage offering 
is the stunning Control Room B. 
Sited within the original power station control 
room and incorporating many original features, 
this is a must-visit destination within the venue 
as the large queue waiting to be seated proved!

FOOD & DRINK AT BATTERSEA



Raising the Bar!

Within Battersea, a lot of retailers were striving for more than their standard stores provide and created interactive and 
engaging environments. Aesop were an example of this and invited shoppers to explore and trial their products. 

Their store design took a clean and minimal approach with a central counter which held the tester products. Experts were 
on hand to guide and advise shoppers with a personal experience.



The Personal Touch!

Le Labo have brought their unique New York 
apothecary style to the UK with this eye catching 
retail unit.

The store fixtures are designed to look old and 
weathered in a nice contrast to a lot of the new and 
contemporary elements of Battersea.

Shoppers can choose different perfumes to create 
their own unique scent, which is mixed whilst you 
wait, creating theatre and providing a truly 
personalised product.



SKY’s the Limit!
The Battersea retail store from SKY helps to elevate the brand from the satellite TV giant we know into the tech space 
and position itself as a true technology retailer. 
Incorporating, mobile, data, accessories and physical TV’s, their unit is spacious, easy to navigate and packed with 
opportunities to explore and interact with SKY products.



The SKY Battersea store offered welcoming and knowledgeable staff, room sets to experience SKY Glass within a 
simulated home environment, and even the ability to choose your remote control colour to match your décor. There’s 
plenty to discover, the highlight being the World’s first certified Carbon Neutral TV which is incorporated into a wall of 
living moss.



Life in the fast lane!

Genesis supported their Battersea retail store with an in-mall installation showcasing one of their electric cars. 
Floating above was another car in an illuminated glass box, seemingly powered by the car below. 
This created a focal point in the mall and grabbed the attention of shoppers passing by.

The installation also showed a stripped down version of the car enabling an educational view, helping people to 
understand how the electric batteries work.



Food for Thought!

Sitting just outside the power station, this new M&S 
Food store boasts lots of features and engagement. 

At front of the building there were greeters handing 
out booklets introducing the new store. The booklet 
contained information on store layout, key 
categories, M&S’s environmental pledges and money 
off coupons.



The use of wood panelling linked with 
black metal fixtures helps to elevate a 
premium design feel throughout store.

High level large format signage aids 
shopper navigation and clearly signposts 
categories.
The introduction of lit signage further 
elevates this in key categories.

Despite the nation working from home and 
reducing commuter numbers as a 
consequence, the food to go offering was 
vast with a large variety of hot and cold 
items.



The bakery section was crammed with 
fresh store-baked goodies and tempting 
pre-packed products on a variety of 
fixtures, including moveable tables for self 
serve bakery goods. 

Lots of nice product imagery and warm 
language used across comms.

A chiller was incorporated into the area for 
garlic breads.



The Fruit & Veg category often 
gets overlooked but M&S 
continued the same thoughtful 
design treatment. 
Graphics communicated quality 
cues along with fun and engaging 
headers such as ‘Super Spuds’ 
and ‘Eat in Colour’.

The retailer has even thought 
about helping to alleviate minor 
shopper frustrations with very 
large illuminated signage, 
signposting the weighing scales 
within category.



Fun and interactive POS featured 
in the confectionary and milk 
departments, although store staff 
might tire of the continous moo’s 
and squeaks coming from the 
sound activated buttons, over 
time!



A clever sampling station featured in the BWS category 
enabling Sparks card holders to try samples of 4 chosen 
wines. 

The unit was self contained, featuring disposable cups 
and a bin. A great way to enable sampling without the 
need for store staff.











Pièce de résistance!

La Samaritaine was founded in 1870 and has become the number one destination for Parisians craving luxury. 
In 2021 it reopened after 12 years of exceptional renovation work to bring the iconic art nouveau building to life. It is 
a unique experience mixing high fashion, luxury goods, art and refreshments owned by LVMH and situated just 
across the road from the company’s global headquarters.



Personalisation was the theme for all champagne and spirits brands from the LVMH stable. 

From engraved brandy bottle stoppers to wax stamps for gift cards and packaging, there were several options to suit 
different budgets and occasions. 

All of them felt premium – so whether you got a personalised Veuve Clicquot iconic arrow tin or a Ruinart eco-
conscious paper wrap you felt it was special.













Own Goal!?

Past World Cup events have always provided a welcome boost in sales for both the on and off trade. However this time 
it’s been a little different. 
Whether brands have steered away from supporting an event tarnished by humanitarian issues or the proximity to 
Christmas, this has been a World Cup like no other from a retail perspective. Aside from the sea of red created by 
sponsors Budweiser and Coca Cola there’s been little activity to shout about. We’ve captured what brands and retailers 
have been doing but it pales in comparison to previous years.













We hope you find the content of this 
report useful and would welcome any 
feedback. 

Alternatively, if you have any retailers, 
you would like included, please let us 
know.

With more than 30 year’s experience, 
Altavia HRG know how to create 
exciting new ways to connect with and 
convert shoppers.

For help or advice with your trickiest 
briefs, or if you have any questions
please contact:

paul@altavia-hrg.com


