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Identifying Future Trends
Experiential Retail: Annotated Bibliography
Decker, E. N., & Henson, B. (2016). The Library Store: A new place and space within the Georgia Tech Library. Advances in Library Administration and Organization, 285–306. https://doi.org/10.1108/s0732-067120160000036013.
This article explores the Library Store of the Georgia Tech Library as a creative and practical use of space to serve the needs of the academic community. The Library Store has a physical and virtual element, but the article focuses only on the physical aspect. The goal of the creation of the Library Store was to individualize students’ experiences of conducting research to meet the needs of different types of learners. Decker & Henson (2016) define the Library Store as “an all-new public services model that both meets and anticipates user needs and engages users earlier in the research process” (p. 286). The Library Store, as described in the article, includes a consultation center, a media area, a reading room, and a screened porch. The 2020 Georgia Tech Library’s plan aimed to increase user space from 29% to 49% and collection space to decrease from 46% to 24%. The research was conducted using focus groups of students and staff to determine their needs in the library space's new design. Based on that feedback, the Library Store eliminated the traditional type of service desk and created stations for students to help themselves with kiosks to conduct research and check-out materials. Staff no longer were to sit at a service desk; instead, they were encouraged to interact with students on the library floor. The Library Store also included a collaborative workspace to access different types of materials in one location rather than going to different places to access microforms, maps, or other collection components. The article also mentioned the stress on staff when these types of changes occurred because staff felt like there was less job security. The authors concluded that the addition of the Library Store is a creative way to repurpose library space to meet the changing needs of its community. The transition from a traditional type of library to an interactive user-focused area was interesting to view as it is a real-life example of applying experiential retail theories to practice. 
Hilken, T., Chylinski, M., Keeling, D. I., Heller, J., Ruyter, K., & Mahr, D. (2021). How to strategically choose or combine augmented and virtual reality for improved online experiential retailing. Psychology & Marketing, 39(3), 495–507. https://doi.org/10.1002/mar.21600.
Hilken et al. (2021) offered their findings on the most effective use of augmented reality (AR) and virtual reality (VR) to improve online experiential retail. They examined the most beneficial scenarios for using each type of simulation individually and combining the kinds of stimulation. When the COVID pandemic closed, many retailers that relied on in-store experiences were challenged with providing the same types of experiences online. The authors determined that AR experiences increase a consumer's ability to imagine owning the product, which may result in a higher intention to purchase the product. For example, virtual try-on simulations for clothing, face filters for cosmetics, or three-dimensional modeling for trying on glasses helped consumers decide on purchases while not being able to shop in a traditional brick-and-mortar store during the pandemic. On the other hand, VR experiences, like 360-degree videos of hotels or seat views in a stadium, allow consumers to increase brand attitude, which may result in a purchase, but the best benefit is raising brand awareness. The research was conducted with one European café in which they tested AR and VR used separately and combined. The AR used included interactive 3D holograms on the menu. The VR used was a 2-minute 360-degree video that immersed the consumer into the café setting. They measured consumers’ purchasing habits and questioned consumers about their brand attitudes. The authors discovered that the most successful online experiential retail strategy was to offer both AR and VR to consumers to solidify brand attitude and increase purchasing intention. They concluded that a retailer is most successful if it provides AR first (increasing purchasing intention) and then VR (improving a positive brand attitude) because if the sequence is reversed, the customer is less likely to purchase something because they have already had an experience. The research was somewhat limited because they only experimented with one café. The authors also mention that AR and VR technology in experiential retail may have been rushed into use because of the pandemic. They view their research as a roadmap to help retailers, but with only conducting the experiment in one café during the aftermath of a global pandemic, I do not think this is a comprehensive roadmap for all retail types. Although the article doesn’t discuss libraries, the concept of using technology to engage new audiences at the library and increase brand loyalty may be seen in libraries in the future.
Jacobsen, M., & Holcomb, A. (2016). Going Inside the Box. Public Libraries, 55(5), 16–17.
Jacobsen & Holcomb (2016) use the analogy of a library as a box, and the “fundamental reason for a box is not the walls but what it holds” (p. 16). The focus of the article is on the BOOMbox at Skokie Public Library in Illinois. While they had a digital media lab, the librarian staff wanted to transform the traditional digital media lab into something more users would be inclined to use. They transitioned the digital media lab into the BOOMbox, which focuses on a different STEAM (science, technology, engineering, art, and math) experience every four months. The space is available to all users in the form of drop-in hours, and there are also hours designated for specific age ranges. The activities range from equipment-based experiences to imagination-driven experiences. The space is small, 188 square feet, but the Skokie Public Library has been able to offer a variety of resources to all library patrons. This is a great model that other libraries could use to create a museum-like experience with different types of exhibits for a variety of library patrons rather than just one segment.
Jahn, S., Nierobisch, T., Toporowski, W., & Dannewald, T. (2018). Selling the extraordinary in experiential retail stores. Journal of the Association for Consumer Research, 3(3), 412–424. https://doi.org/10.1086/698330.
Jahn et al. (2018) provided an overview of the goals of in-person experiential retail stores to increase “purchase intention and brand buzz” (p. 412). The authors note that although experiential retail is becoming more commonplace, there isn’t much empirical data to support the efficacy of this trend. Although a consumer can be asked if a visit to an experiential retail store is a contributing factor to purchasing something, it is unknown if the consumer would have bought it regardless of visiting a physical store. Likewise, there isn’t data related to how a consumer views a brand before visiting a store versus after the consumer visits an experiential retail store. The authors conducted experiments with an experiential retail store and a traditional non-experiential retail store to learn how retail experiences translate into brand impressions and transactions. They found that the brand impression of a consumer in an experiential retail store can update the reasoning behind a brand perception but will not change the perception. For example, if a consumer felt positive about the Apple brand and visited an experiential store, the consumer would continue to feel positive about it and may say that it was because of the visit to the experiential store. To increase the rate of transactions, the authors conclude that offering something unique for purchase at experiential stores is essential. The article only describes retail establishments, but these strategies could be applied to libraries to provide a positive, entertaining experience to focus on the user's needs.
Reisinger, D. (2016, July 12). Sonos readies first NYC flagship store. PCMAG. https://www.pcmag.com/news/sonos-readies-first-nyc-flagship-store. 
Sonos, an American audio manufacturer, opened an experiential retail store in Lower Manhattan in 2016. This article promoted the innovation in this retail store, which, at the time, was not found in other audio stores. The store featured 10-by-12 foot private listening booths, all with different themes based on rooms of a house (living room, kitchen, home office, etc.). Each personal listening booth highlighted different Sonos products and allowed customers to listen to a customized playlist. The store was also planning in-person recording artist concerts and areas for customers to listen to music together.  The private listening booths are the model for the library scenario for the experiential retail concept.
Experiential Retail: Presentation Scenario
Introducing the fictional “Grove” at the Central Library of the Los Angeles Library. The inspiration for the futuristic library scene is from the flagship store of Sonos, an audio products manufacturer. In the Sonos store in New York, customers could access 10 by 12-foot private listening booths designed to replicate different rooms in a house. 
The Grove is on the third floor of this majestic stately traditional building, yet it is anything but traditional. The Grove has 10 by 12-foot soundproof rooms, like what was seen in the Sonos store, except that the rooms are made from recycled wood. There are also holographic olive trees decorating the Grove, hence the name. Patrons using the rooms in the Grove are referred to as Grovers.
Grovers reserve their rooms using the library’s app, where they can pre-select the collection items which will be in the room when they arrive. Books, magazines, newspapers, artwork, access to databases, and even the lighting and the music can be pre-selected. Grovers can also select what snack items they want from the library’s café.  All of the rooms use AR/VR technology which can also be selected before they arrive. Facial recognition is used in the elevators to gain access to the Grove floor and again to enter their reserved room. Grovers can also request additional collection items or snacks once there by using their library app. 
Here is one possible scenario for the futuristic novel: 
True-crime enthusiasts are working on an unsolved murder that occurred decades earlier. The True Crime Grove room is dedicated to this case – the walls are a collage of timelines, suspect information, newspaper clippings, and other materials related to the murder. Grovers can also access archived newspaper articles, police records, DNA databases, and additional information. Ten amateur crime solvers, including one Los Angeles retired police officer, have worked on this case for a few years. As the reader gets to know the background stories of each of the True Crime Grovers, they collectively get closer to solving the mystery. One by one, the True Crime Grovers begin to not show up for their reservations. One day, the retired police officer arrives at the library for his reservation, and the room is thoroughly cleaned with not a remnant of anything on the collaged wall. Everything is gone except for one piece of paper in an antique typewriter that says, “The End.”  This is where the story can begin.
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