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V M - U N L E A S H E D

In 2007 I set up VM-Unleashed to create a company that specializes in developing world-

class customer experiences in physical and digital shops.

For more than a decade much of my work has remained focused on the physical shop 

environment. Despite the increase in digital sales, even in the UK where the penetration is 

one of the highest, physical shops remain important as part of a multi-channel, multi-

touchpoint strategy.

However, the physical shop is changing rapidly. Its role is no longer just about selling 

physical product, but about delivering services and fulfilment across channels. Functions 

that are exclusive to physical shops such as fitting and personal shopping, and functions 

which have been initiated online such as click& collect, deliveries and returns.

In essence the ‘shop’ or ‘store’ is evolving into a ‘retail hub.’ The retail hub is built around 

4 integrated areas. The ‘shopper paradise’ is still the centrepiece consisting of product 

displays and associated customer service. The ‘collection crossroads’ satisfies the needs of 

the omnichannel shopper and facilitates the collection, delivery, return and exchange of 

goods. Ironically this is also now a main driver of shop traffic. 

The ‘community hub’ uses shop space to form links with the customer and local 

communities, from staging events, running courses, and providing a setting and showcase 

for community initiatives. Shop colleague involvement and interaction are essential to the 

community hub. Finally, retail hubs use excess and flexible shop space for ‘business 

centres’ allowing the cost-effective delivery of retail places that include business and 

community offices and working space, as well as residential use for shop colleagues and 

local communities.

VM-unleashed has evolved to stay-ahead of these trends. It offers clients its established 

skills and support in creating shop experiences, but with a new appreciation of the other 

elements that now form part of the DNA of ‘shops of the future.’ 

VM-unleashed now offers strategic advice, creative design, operational planning, and 

collaboration on the development and delivery of physical shops, across all elements that 

now form the retail hub.

• Shop format – flagship, neighbourhood, convenience pop-up

• Physical location planning

• Shop grading & clustering

• Retail hub gross space planning 

• Flexible space planning and allocation

• Shopper paradise environmental design

• Product allocation

• Product story segmentation & display

• Visual merchandising

• Visual communication

• Digital signage & display

• Events and promotional delivery

• Service area functionality & design

• Shopping ‘Golden Triangles’

• Stock rooms and storage allocation

• Store operations, schedules & routines

• Staffing and operations technology

• Click&collect/omni-service area design

• Staff area space allocation – office, hospitality, omniservices

• Community engagement planning

• Community space design

• Business space strategies

• Retail hub partnerships & collaborations 

• Logistics, distribution & delivery planning

• Shop teams skills planning

• Shop colleague training, learning & development



T I M  R A D L E Y

I’m a retail consultant based near London. I bring to the table 30 years of being young in 

the industry. 

I’ve worked with retail companies on a wide variety of strategic and operational projects, 

from back-end product development to front-end customer experience, and on most 

things in-between. My role has always been to introduce ‘new’ retail thinking and 

processes. To improve both the financial performance KPIs, and the human experiences 

of retail businesses. This has never been as important, as it is now. 

I have been fortunate to work across the world of retail from Europe and Asia to South 

America and the US. It has confirmed my view that retail people and customers are all 

‘cut from the same cloth,’ yet are as diverse and wonderfully individual as the list of 

people I have worked with suggests. 



W O R K S H O P S

Workshops are an excellent use of time. A single day or a couple of days. They are an 

excellent use of your valuable time. 

I know how difficult it is to get a group of people from senior management though to 

operational specialists and shop teams together in a room. But that is one of the benefits. 

It is such a rich opportunity not to be missed. To stimulate discussion from across the 

divides of retail functions and internal agendas, to exchange concerns, ambitions, and 

ideas, to arrive at collaborative decisions, strategic objectives, and operational 

deliverables. 

If it takes an external partner to be the catalyst. To plan, organise, guide, and stimulate 

the contributions, then so be it. The output will be worth its weight in retail gold.

I have carried out workshops across the globe. We have worked our way through all the 

elements and issues from developing & delivering better physical shops, improving 

operations, integrating channels, to buying more commercial assortments, evolving agile 

organisational structures, and training dynamic and engaged employees. 

And we have even discovered together the illusive meaning of the ‘brand.’ For each 

business, their unique and distinct “Meaning in the Retail Madness.”

If you want to organise and deliver your own workshops, that’s great. I’m happy to help 

you come to that conclusion through an informal chat. I’m always happy to share some 

important tips and guidance to help you make a success of it. 

If you decide that a workshop would be a valuable catalyst for your wider objectives, and 

you would like it externally planned and delivered, be assured that our assistance will be 

appropriate, workable, collaborative, affordable and achieve the goals you require. 

We will begin with our own informal discussion to ensure that what is delivered is entirely 

what you need.

So, if you want to start the ‘workshop’ ball rolling, please get in touch. I would be happy 

to share with you some typical formats and agendas.

tim.radley@vm-unleashed.com

If you’d like to read my book first to understand where I’m coming from, then that’s an 

excellent idea. 

M E A N I N G  I N  T H E  R E T A I L  M A D N E S S
How to be an Essential  Retailer

It is hot off the press for 2021. 

In the book you will find 75 action plans and 100 retail best practice insights. They may 

guide you in assessing your current weaknesses and opportunities. 

I hope also that the sections on how to flourish in the ‘The life and times of the Essential 

Retailer’ how to evolve ‘Agile Organisations’ and excel in ‘Astute Strategies’ may also be a 

source of inspiration and guidance.

Thank you for taking the time to get this far. It’s been my pleasure.

How to be an Essential Retailer

M E A N I N G  I N  T H E  

R E T A I L  M A D N E S S

The new book is out soon…

T I M  R A D L E Y
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