
The News and Intelligence You Need on Luxury

MULTICHANNEL

Harrods ups in-store ante with Nike+
challenge
July 10, 2012

 
By T RICIA CARR

Harrods is engaging consumers with an in-store sports challenge and Twitter contest in
partnership with Nike centered on the sneaker brand’s new movement measuring
technology.

The London-based retailer installed a Nike+ Interactive Space that can be seen from its
ground-floor windows. Consumers can participate by competing with friends and sharing
challenge results with Harrods via Twitter for the chance to win a pair of Nike+ trainers.

“All department store retailing is theater,” said Ken Morris, principal at Boston Retail
Partners, Boston. “Customers are looking for an experience when they shop, and bricks-
and-mortar retailers realize that this is another way to get customers into the store and
differentiate themselves from Web retailers.

“Overall, this is an interesting event by Harrods to drive customers into the store,” he said.
“Because this is in the store windows, potential customers will stop to watch and then
venture into the store.

“The event appeals to the customer because of the entertainment and competitive aspects,
plus Harrods is taking advantage of the appeal of social media.”
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Mr. Morris is  not affiliated with Harrods, but agreed to comment as an industry expert.

Harrods was not available for comment before press deadline.

Foot traffic 
The Nike+ Interactive Space on Harrods' ground floor is made for two people to compete
side-by-side in a sports challenge. There are three challenges in which customers can
complete.

The first is  the Lebron Leap that measures how many inches a participant can jump off the
ground.

Lebron Leap demonstration 

The Pacquiao Pounces challenge requires participants to jump on a target as hard as they
can and as many times as they can until time runs out.

The Felix Footfires challenge measures how many seconds it takes a participant to take a
set amount of steps.

Felix Footfires demonstration 

Each participant can compare his or her results with the other players' and share with
friends via multiple screens in the Nike+ Interactive Space.

Harrods is offering the chance to give two pairs of Nike+ trainers to one man and one
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woman who take part in the sports challenges.

Participants must tweet their results to the retailer with the #HarrodsSports hashtag. The
contest ends July 28.

In addition, Harrods is promoting the collaboration with Nike via Twitter from its
@Harrods, @HarrodsMen and @HarrodsWomen handles with the hastag. There is also
promotion on Facebook.

The Nike+ challenge will likely give Harrods the opportunity to engage its customers in
the store without diluting the brand, per Garen Moreno, Los Angeles-based partner
at CuldeSac.

"The most important part of this in-store experience is that it works flawlessly and that
there are brand representatives on hand to answer any question the consumer may have,"
Mr. Moreno said.

"If the brand engages a luxury consumer, Nike+ must step up and provide the same
service and attention that those consumers would receive with other brands,” he said. “If
not, this type of experience will be seen as a gimmick."

Be a good sport
Many luxury brands are aligning with sports to attract target consumers.

Automakers BMW, Ferrari, Lexus and Mercedes-Benz are targeting the affluent players
and fans of golf to market brand lifestyle.

For instance, German automaker BMW used its sponsorship of the BMW ClubCorp Best
Ball Challenge as an opportunity to offer test drives and build brand awareness (see
story).

Meanwhile, high-end watchmakers such as Movado, Rolex, TAG Heuer and Ulysse Nardin
have used the likeness of athletes in their marketing efforts.

Recently, Swiss watch manufacturer Ulysse Nardin upped its appeal to timepiece
enthusiasts and baseball fans by tapping Randy Johnson as its new brand ambassador, a
partnership that will bring about a limited-edition timepiece called The Big Unit (see
story).

Harrods will likely reach an active, broad audience with this in-store experience as well
as the public and tourists, which could encourage small-ticket purchases.

"The strategy behind having the experience at Harrods is not just targeted toward a high-
end consumer, but I would assume the greater general public that Harrods attracts,"
Mr. Moreno said. "Harrods has well positioned itself over the years not as a place, but as
an experience.

"National and international tourists mix with local consumers creating a place that is
bigger than life, so in-store experiences at Harrods create a lot of buzz and reach a larger
more open consumer," he said. "Harrods, due to its general appeal, can not only carry
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luxury products.

"Products that fit into the luxury lifestyle are equally as important, so a partnership with
Nike+ seems like it would work on paper."

Also, the retailer's Nike+ section will help it tie-in to the 2012 London Olympics, per Mr.
Morris.

“This is a good move especially for this summer with the Olympics in London when there
will be many athletes in the area and it may drive traffic into the store,” Mr. Morris said.

“Luxury retail has gone casual, especially due to the United States influence, so this
appeals to a luxury upscale affluent audience,” he said. “Also, people love games and
competition, so the social media tie-in will enhance the brand.”

Final Take
Tricia Carr, editorial assistant on Luxury Daily, New York  
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