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PROGRAMME

The International TCG Retail Summit combines today´s 
retail and future, established values and innovation, best 
practice and analysis. To this end, it is more than a simple 
congress concept.

The focus is on interaction. High level presentations are 
actively analysed by domain experts. The speakers will 
face the antithesis of international senior management 

from Europe´s leading retailers and industry captains in 
direct discussion or panel format. Participants will learn 
from the latest successful transformation models, new tools 
and services and how they can benefit from this shared 
knowledge. Indeed, as disruption is the new normal in 
retailing, retailers, industry and other stakeholders along 
the value chain are in full speed along their transformation 
path. 

A focus on interaction 

17 MAY 2022 

07:00 pm    PRE-SUMMIT WELCOME RECEPTION

DAY 1    18 May 2022  

08:00 am    REGISTRATION AND NETWORKING 
SESSION OPENS

09:00 am   CONFERENCE SESSIONS, DAY 1

   Welcome by Chris Buecker,  
Chairman of the International TCG Retail Summit 

   The future of retail – transitioning to consumer commerce 
Paul Martin, Chair Global Retail Group, KPMG

   Why marketplaces are the future of ecommerce  
Nick Everitt, Director of Advisory EMEA,  
Edge by Ascential

   How smart consumers transform the retail world 
Ines Haaga, Global Strategic Insights, GfK

   Our winning omnichannel model: the path to retail success 
Alex Baldock, CEO, Currys

   From influence to social commerce  
Anne Guichard, Chief Direct E-com Officer & Head of 
Platforms, L’Oreal

   TCG Awards Ceremony

   Making competition rules fit for the new distribution 
models  
Sophie Moonen, Head of Unit, DG Comp, European 
Commission

   The road ahead. Do we really need physical shops? 
John Ryan, Managing Director, Newstores

06:15 pm   END OF CONFERENCE, DAY 1
07:00 pm   DINNER RECEPTION
08:00 pm   EXCLUSIVE NETWORKING DINNER

DAY 2                           19 May 2022

08:15 am   CONFERENCE SESSIONS, DAY 2

   Strategies for the new environment 
David McCarthy, Managing Director, Global Head Retail, 
HSBC

   Vision 2050: time to transform 
Peter Bakker, President & CEO, Word Business Council for 
Sustainable Development (WBCSD)

   Building a future-proof and sustainable TCG commerce 
Thierry Gadou, President & CEO, SES-imagotag

   How to jointly improve sustainability along the value chain

   Digital direct to consumer – European trends and 
performance as brands go direct to consumer 
Ian Jindal, CEO RetailX, Co-Founder InternetRetailing

   The future of work in retail 
Dr. Rainer Strack, Senior Partner Emeritus & Senior Advisor, BCG

   How to advance gender diversity in the workplace

   Key takeaways 
Declan Curry, Conference Host

04:00 pm    END OF THE 8TH INTERNATIONAL  
TCG RETAIL SUMMIT

Hotel Hilton Park, Vienna, Austria
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INTRODUCTION

This year's event boasts 
an impressive line up of 
internat ional  speakers 
who will explore the trends 
of tomorrow and how 
businesses can best navigate 
these changes.

What is the TCG Summit and how 
does it add value?
The TCG Summit has become a 
very important platform for senior 
executives because it’s the only 

gathering where they can discuss 
relevant topics at a strategic level. Of 
course there are trade shows like IFA 
and CES where companies present 
their latest products, but these are 
different - and I would say completely 
complementary. The TCG Summit is 
more like a think tank, where relevant 
topics can be discussed within a 
nice, relaxed atmosphere. It allows 
senior managers to open their minds, 
learn about best practices and share 
their experiences. This way, they can 
contribute towards shaping the future 
of TCG retail. Also unlike other events 

which invite thousands of people, the 
TCG Summit is an elite group from the 
same industry.

What is this year’s theme and topics? 
The theme of this year’s TCG Summit 
will be Transitioning to Consumer 
Commerce, because we believe the 
retail industry is headed towards a 
future where consumers have the 
choice. Rather than speaking about 
online and offline channels, many 
consumer touch points are merging 
into one. We are very proud to 
welcome the CEO of Currys who will 

Moving to consumer commerce will 
require a sound business model and 

serious sustainability strategy  
The International TCG Retail Summit is the only event to bring the 

industry's top management under one roof

Chris  
Buecker
Chairman,  
International TCG  
Retail Summit
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be presenting their omni-channel 
strategy. In terms of topics, we will look 
at the growth of the marketplace. This 
is very important given Oliver Wyman 
predicts that by 2030, sales through 
marketplace channels will account for 
50% of the total e-commerce business. 
Direct-to-consumer (DTC) is another 
very important trend which we will 
be discussing and has accelerated 
during the pandemic. This will remain 
very significant in the future, with new 
communication channels opening up, 
and it will be interesting to see how 
retailers react to this change. I think 
it’s always good for our sector to hear 
about success in other sectors, so we’ve 
arranged for the global e-Commerce 
Officer and Head of Platforms from  
L'Oréal to come and share their best 
practices with us. Sustainability is 
another big topic which is at the top of 
everybody’s agenda. 
We’ve invited the CEO and President 
of the World Business Council for 
Sustainability to give a very interesting 
keynote speech. One of the key 
topics will be how to distinguish 
between greenwashing and serious 
sustainability strategies. So there 
are good things on the agenda, but 
also controversial ones, which we 
believe is key to finding collaborative 
approaches.   

Last year’s TCG Summit went ahead 
in October. Tell us more?  
We had to postpone the TCG Summit 
twice, but we really believed there 
was a need for people to meet in 
person, because everything cannot be 
done by video conferencing. It was a 
tough decision because IFA had been 
cancelled in September and Covid 
numbers started rising much earlier 
than the year before. Our goal was 
to have at least 50% of the pre-covid 
attendees and we were very surprised 
by how many people turned up. We 
had executives from 25 countries who 
had not boarded a plane since the 
beginning of the year. It was like a 

family reunion and people 
were so eager to see each 
other again and network. 
The atmosphere of the 
summit was unbelievable, 
and we were very proud to be 
the first organisation within 
the industry to bring people 
together again.

The timeframe for organising this 
year’s TCG Summit must have been 
challenging?
We normally have 12 months to 
prepare, but this time it was different. 
The TCG Summit finished mid-October 
and then there was the Christmas 
break, so we’ve been working really 
hard over the past couple of months. 
We used the feedback from last year’s 
conference and our extensive network, 
both inside and outside the industry, 
to design a great programme and 
identify the relevant topics and the 
right speakers within a two month 
period. We don’t work with any agents 
and usually only take speakers that 
we know. We owe this to our high level 
audience and we think it’s part of the 
TCG Summit’s DNA.

Going forward, what business models 
do you think will come out on top?   
There are several models which could 
be successful provided retailers choose 
one and implement it in the right way. 
First there is the brick and click model 
like Currys, where the retailer builds 
a consumer centric ecosystem with a 
range of physical store formats. There 
are those who do everything online 
which I call pure players A. But also 
pure players B, who are opening larger 
physical stores. It will be interesting 
to see digital retailers going offline 
instead of the other way around. The 
third model is a renaissance of the 
classical owner operated retail store, 
which can become very successful by 
offering personalised services which 
maybe click and brick retailers cannot 
do in the same personal way. 

What makes the TCG Awards so 
prestigious? 
It is the only award given by the top 
executives of leading retailers in 
Europe. It is not sponsored and this 
is what makes the award so valuable 
and prestigious. This year we have 
six awards including four industry 
awards and two retailer awards. Of 
the four industry awards, we have 
the Categories Specialist, Technology 
Innovation, Sustainability and Brand of 
the Year. On the retailer side, we have 
the Leadership Award and Retailer of 
the Year 

   
THE TCG SUMMIT 

HAS BECOME A 
VERY IMPORTANT 

PLATFORM FOR 
SENIOR EXECUTIVES 

BECAUSE IT’S THE 
ONLY GATHERING 
WHERE THEY CAN 

DISCUSS RELEVANT 
TOPICS AT A 

STRATEGIC LEVEL.  
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2022 TCG AWARDS

THE GRAND JURY - INDUSTRY AWARDS THE GRAND JURY 
RETAILER AWARDS

A celebration 
of cutting-edge 
tech brands and 
retailers from 
across the globe
The top executives of 
Europe's leading retailers and 
strategic industry partners 
award the most innovative 
brands and retailers 
operating today. 

The TCG Awards have returned, 
celebrating the most dynamic 
leadership, choice innovations and 
milestones from the world's most 
innovative brands and retailers in 
technology. 

The much-anticipated return of the TCG 
Awards has arrived. The 2022 event 
is yet another annual celebration of 
innovative tech brands and retailers 
from across the globe. This year’s award 
categories are: Category Specialist, 
Technology Innovation, Sustainability, 
Leadership Award, Brand of the Year 
and Retailer of the Year.

The TCG Awards celebrate all 
manner of TCG brands specialising 
in innovation, setting new trends 

and breaking down boundaries. 
Manufacturers and suppliers operating 
in EMEA are all considered, with 
cutting-edge companies highlighted 
for their achievements and milestones 
throughout 2021. By celebrating these 
brands and companies, we can help 
provide new inspiration throughout the 
tech industry, for customers, retailers, 
manufacturers and more.

In the words of Chris Buecker, Chairman 
of TCG Summit, the TCG Awards are "the 
only award given by the top executives 
of leading retailers in Europe. It is not 
sponsored and this is what makes the 
award so valuable and prestigious".

Hans Carpels 
President,  
Euronics International

Enrique Fernandez 
CEO, 
M.Video/Eldorado

Erik Sonsterud 
CEO,  
Elkjop Nordic

Karl Trautmann 
Member of the 
Management Board, 
ElectronicPartner

RagIp BalcIoğlu 
Chief Commercial Officer, 
Arçelik

Stuart Blanch 
EMEA Consumer  
Sales Director,  
Intel

Dr. Jessica Distler 
Partner & Managing 
Director, 
BCG

Michael McLaughlin 
VP Retail, 
GfK

Thierry Gadou 
President and CEO,  
SES-imagotag

Bradley Hopkinson 
Vice President Consumer 
Channel Sales and Marketing 
EMEA Region, Microsoft

Cyril Buxtorf 
EVP EMEA,  
Groupe SEB

Carsten Olesen 
President Consumer Audio,  
HARMAN International

Marta Gnjatovic 
Head of Category Teams, 
Coolblue

Enrique Martinez 
CEO,  
Fnac Darty

Michael McLaughlin 
VP Global Retail, 
GfK

Guido Monferrini 
EVP & CCO, 
MediaMarktSaturn

Anna Ohlsson-Leijon 
CEO BA Europe & EVP, 
Electrolux
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2021 TCG AWARD WINNERS
RETAILER OF  
THE YEAR AWARD

ELKJOP

Even in the strictest period of the pandemic we managed to 
deliver technology, knowledge, and services to customers in 
need. The efforts by 11.000 colleagues across the Nordics really 
shows our ability to innovate, flexibility and most importantly, 
grit. This award is for them.

Erik Sonsterud,  
CEO

CATEGORY 
SPECIALIST AWARD 

LENOVO

Lenovo is truly honoured to be recognised by TCG with this 
prestigious award – in a tumultuous year we discovered one PC 
was not enough, when our family and friends needed to learn, 
work or entertain from home, Lenovo with its retailers led the 
way with innovative PC technology.

Neil Berville,   
Executive Director, Sales Channel Management  

& Alliances EMEA

BRAND OF THE 
YEAR AWARD

MICROSOFT

SUSTAINABILITY 
AWARD

ELECTROLUX

Thank you, members of the Grand Jury, – we very much 
appreciate this recognition. Sustainability is very close to 
our hearts in Electrolux, it is in our DNA. Not just because 
we are from Sweden. We even took the step not to come 
up with sustainability as a strategy - no, we have a 
strategy that is sustainable. More to come.

Chris Braam, SVP Sales EMEA

LEADERSHIP 
AWARD

AMI 
SILVERMAN

Thank you, Grand Jury for the nomination with the other four 
finalists for the Leadership Award. It is very humbling to know 
that the Grand Jury decided I would be the recipient for the 
Leadership TCG Award 2021. I share this with my leadership 
team!

Ami Silverman,   
Corporate VP Worldwide Consumer Channel Sales  

& Marketing, Microsoft

TECHNOLOGY 
INNOVATION 
AWARD

SONY 
PLAYSTATION

At PlayStation we are continually pushing for innovation to 
ensure we are delighting our community around the world.  We 
are humbled and honoured to receive the 2021 Technology 
Innovation Award from this esteemed group of retail partners 
recognising the value of new technology we have offered with 
PlayStation this year.

Liliana Laporte, Vice President, EMEA

It’s a privilege to receive this award on behalf of Microsoft. I 
would like to thank the TCG Summit for this recognition, which 
would not have been possible without the collaboration with 
our retail channel partners, allowing us the opportunity to 
represent our brand in your stores and online platforms.

Bradley Hopkinson,  
Vice President Consumer Channel Sales and Marketing EMEA Region
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Speakers & panelists 2022  

Paula Coughlan
Chief HR, Communications and 
Sustainability Officer,  
Currys

Hans Carpels
President,  
Euronics International

Cyril Buxtorf
EVP EMEA,  
Groupe SEB

Chris Buecker
Chairman,  
International TCG Retail Summit

Stuart Blanch
EMEA Consumer Sales Director,  
Intel

Alex Baldock
CEO, 
Currys

Pedro Baptista 
Head of Own Brands & Partnership, 
Worten

Peter Bakker
President & CEO, 
WBCSD

Ragıp Balcıoğlu
Chief Commercial Officer,  
Arçelik

Declan Curry
Conference Host

Ines Haaga
Global Strategic Insights, 
GfK

Marta Gnjatovic
Head of Category Teams,  
Coolblue

Thierry Gadou
President and CEO,  
SES-imagotag

Emmanuel Fromont
Corporate VP, President EMEA,  
Acer

Nick Everitt
Director of Advisory, 
Edge by Ascential

Turan Erdogan
CEO, 
Vestel

Dr. Jessica Distler
Partner & MD, 
BCG

Anne Guichard
Chief Direct E-com Officer  
& Head of Platforms, 
L’Oreal
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Bradley Hopkinson
Vice President Consumer Channel Sales 
and Marketing EMEA Region, Microsoft

Anna Ohlsson-Leijon
CEO BA Europe & EVP,  
Electrolux

Ian Jindal
Founder & Editor in Chief, 
Internet Retailing

Paul Martin
Chair Global Retail Group  
& UK Head of Retail, 
KPMG

Rick Londema
SVP Consumer Sales,  
Sony Europe

Nilesh Khalkho
CEO,  
Sharaf DG, UAE

Ana Maria Jaime Salcedo
Head of Sustainability, 
MediaMarktSaturn

David McCarthy
MD, Head of Global Retail,  
HSBC

Sophie Moonen
Head of Unit, DG Comp, 
European Commission

Gilles Morel
President EMEA & EVP, 
Whirlpool Corporation

Carsten Olesen
President Consumer Audio,  
Harman International

John Olsen
Managing Director,  
Euronics International

Julien Peyrafitte
Commercial Director,  
Fnac Darty

Remko Rijnders
General MD Benelux, 
MediaMarktSaturn

Erik Sonsterud
CEO,  
Elkjop Nordic

Karl Trautmann
Member of the Management Board, 
ElectronicPartner

Dr. Rainer Strack
Senior Partner Emeritus 
& Senior Advisor, 
BCG

Özlem Ünlüer
Head of Sustainabilty, Arçelik

John Ryan
Managing Director,  
Newstores

Sarah Schaefer
VP Sustainbility Europe,  
Electrolux
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Smart & seamless  
Smart consumers and rising prices change the plot of 2022 
TCG Markets  
By Ines Haaga, GfK 

Consumers have become smarter. Fuelled by digital information, their purchase journeys 
reveal a new reality with recommendations and personal values taking centre stage. What 
does this mean for 2022, when TCG Markets are likely to face a cool down intensified by 
rising prices and inflation?

TRENDS & FIGURES

Source: GfK Market Intelligence: Global Sales Tracking; Technical Consumer Goods Total, Growth of Price (NSP) in USD

Price Increase in Mass Market Segments 

MAT

Dec 20-Nov 21

Notebooks
Home & Business

+14%

+4%

+16%

-8%

TVs 

55-59’’

MAT

Dec 19-Nov 20

Source: GfK Market Intelligence: Sales Tracking, International Coverage (excl. North America), growth of USD revenue and Sales Units 

Growth of USD revenue and units
2021 vs 2020 | Jan-Nov 2021

+16%
18%

16%

9%

15%

11%

0%

4%4%

-1%

-5%

4%

-1%

TCG

USD Value Growth Units Growth

Telecom IT & Office CE & Photo Major Domestic 
Appliances
incl. Aircon

Small Domestic 
Appliances

Within the last two years, Covid-19 
trends such as Work@Home and 
Staying@Home have resulted in 
record sales for Technical Consumer 
Goods (TCG) markets with 2021 
posting a positive revenue growth of  
 + 16%. E-Commerce continues to thrive, 
claiming more than one third of TCG 
revenues for the second consecutive 
year. All areas of Tech contributed 
to the positive performance with IT 
and Telecom leading the pack. This 
revenue picture is not telling the 
whole story though. Increasing prices 
across all sectors hide slowing volume 
demand, which has turned negative 
every month since May 2021.

REASONS BEHIND PRICING 
DYNAMICS 
Strong demand and higher costs for 
raw materials have contributed to 
rising prices across sectors. Looking 
at mass market segments, one would 
expect decreasing prices due to 
competitive pressure and scaling 
effects. But in 2021 even these mass 
market segments recorded rising 
prices. 
For example, prices for 55’’ TVs have 
increased by 16% in 2021 while in 2020 
they were reduced by -8%. Similar 
effects can be observed across all 
areas of the TCG sector.
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Another factor influencing the price 
dynamics has been driven by consumers: 
Their demand has shifted to premium 
products – also driven by Covid-19 and 
everyone’s wish to indulge themselves in 
these difficult times. That helped brands 
providing products seen as premium to 
grow more strongly compared to vendors 
focusing on entry level segments: TVs 
with a screen size of 65’’ and more could 
outperform the market in 2021 with 31% 
growth compared to 10% for TVs in 
general. 

FUELED BY DIGITAL INFORMATION;  
CONSUMERS BECOME SMARTER…  
Consumers’ requirements have not only 
shifted to premium products, they have 
also become better informed. Fueled by 
digitization, they have more information 
sources available at their fingertips. 
Whereas traditional stores remain the 
most important place for consumers 
to research products they plan to buy, 
62% of shoppers already use online or a 
mix of online and offline touchpoints to 
gather information.

While the number of information sources 
has increased, the purchase journey 
itself has become very short with most 
tech consumers making a purchase 
within a few days or even on the same 
day. Only with a seamless shopping 
experience can retailers compete: 
offering time-saving online research and 
purchasing as well as an experience-
centered physical space. 

… AND THEIR DECISIONS ARE INFLUENCED BY 
RECOMMENDATIONS AND PERSONAL VALUES 
At the same time, people have become 
more discriminating in their choices and 
have high expectations when choosing 
a company or brand. 62% of consumers 
confirmed that they have chosen a 
specific brand as it was supporting a 
cause they believe in. 77% believe it 
to be important that companies take 
environmentally responsive actions. 
Consumers themselves are also ready 

to act: GfK has identified an eco-actives 
segment that accounts for 22% of the 
global population in 2021. This is a 
segment that likes to integrate many 
aspects of sustainability into their 
purchase decisions. Their number is 
expected to reach 40% in 2025, a huge 
potential – or risk – for the TCG business 
in the coming years. 

Source: GfK Market Intelligence; Global Retail Sales Tracking; Technical Consumer Goods Total; Revenue Growth in USD 

Trend towards Premiumization continues

Notebooks

Height <18mm

+29%

+16%

+31%

+10%

TVs 

>65’’

All Notebooks  All TVs

YTD

Jan-Nov 21

YTD

Jan–Nov 21

WHAT TO EXPECT 
IN 2022? 

After a record year for TCG, 2022 will 
slow down due to saturation effects, a 
development which is also intensified 
by rising prices. 

At the same time, it gets more difficult 
to attract consumers as their time 
frame for decision-making is short. 

But 2022 will offer a wealth of 
opportunities to cater to consumers’ 
enhanced research and purchasing 
needs: combine seamless digital 
experiences and embed a clear 
purpose to make it a year of game-
change. 

62%
… of shoppers use a mix 
of online and offline 
touchpoints while 
gathering information
Source: gfknewron Consumer

77%
… state it is important 
that companies take 
environmentally 
responsible actions…
Source: GfK Consumer Life Global Longitudinal 
Trend Study, global 2020

62%
… choose one brand 
over another specifically 
because it supports a 
cause they believe in
Source: GfK Consumer Life Global Longitudinal 
Trend Study, global 2020
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EXCLUSIVE INTERVIEWEXCLUSIVE INTERVIEW

Currys CEO Alex Baldock 
on how the company 
transformed itself.

Four years ago, Alex Baldock, CEO 
of Currys, set out to transform the 
business into one that was world-class. 
It’s now the leader in all the markets 
it operates in. Here, Alex talks about 
how retailers have to bring stores and 
online together and offer customers 
the best of both worlds.

Alex, in what way are you seeing 
changes in customer behaviour?
We all know customer expectation is 
changing fast, but so too is demand. 
Amazing technology now plays a 
more vital role in customers’ lives and 
is a sustainably larger market than it 
was before the pandemic. Customers 
are spending more time and money on 
tech, and some trends such as hybrid 
working, and the increase of in-home 
entertainment will be here to stay. We 
also expect people to replace tech 

more often, with more eyes open to 
what new tech can do for them. So we 
do expect a bigger market.

In that bigger technology market, 
we’re the growing market leader. In 
fact, we’re the number one in every 
country we’re in. We owe this to 
having the proven winning model: 
omnichannel. In tech retail, customers 
prefer shopping both online and in-
store and that’s what they can get 
from us.

Currys' winning omnichannel 
model:  

the path to retail success

Alex Baldock
CEO, Currys
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EXCLUSIVE INTERVIEW

What does omnichannel look like at 
Currys?
At Currys, our vision is to ‘help 
everyone enjoy amazing technology’, 
however they choose to shop with us. 
Our omnichannel model means we’re 
giving customers the best of both 
worlds, letting them shop however 
they want to. After all, we’re open 
online 24/7, with a full and growing 
range that can be delivered to your 
door, often the next day. Or come in 
store, and we offer the full range of 
services, amazing demos and face-to-
face advice provided by our committed 
and capable colleagues.

But the real juice in omnichannel comes 
from giving every customer, whether 
they’re shopping online or in-store, 
the benefits of both channels. To do 
that, we focus on three big customer 
benefits that only an omnichannel 
retailer can provide:

Firstly, we’re never out of stock. In our 
stores, customers can now easily shop 
from our complete and ever-growing 
online range.

Secondly, immediacy. Order online and 
collect in-store, and you can have your 
tech within an hour. We won’t rest until 
that’s less than 30 minutes.

And finally, we offer 24/7 help. 
ShopLive, our 24/7 live video shopping 
service where customers can speak 
directly to our in-store colleagues, 
brings amazing expertise to customers 
online. Customers love the help we 
provide online. They’re more likely to 

buy, spend more, will purchase 
more services and are happier.

Tell us more about your online 
business. Do you see your online 
presence growing?
Omnichannel starts with a strong 
online business. We’re already big, and 
we’re growing fast. Our UK&I online 
business has more than doubled in size 
in a year, with electricals online sales 
up 114% to £3.4 billion in 2020/21. In 
our Nordics business, online sales 
have grown 75%. We’re also growing 
faster than the competition online, 
significantly outperforming our closest 
rivals.

And what about your stores? Are you 
continuing to invest in them?
Online is growing, but our stores give 
our customers everything they want 
and need – all under one roof. Our 
stores are profitable (over 95% of UK&I 
stores are profitable post-pandemic) 
and we’re seeing store NPS at a record 
high.

We know that our customers find 
technology exciting, but they also find 
it confusing and expensive. We see it 
as our role to give them the help they 
need to choose the latest tech, afford 
it, get it started, give it longer life, and 
get the most out of it.

That’s why one of the biggest 
investments we’ve made is in our 
capable and committed colleagues. 
We’ve invested nearly £25 million in the 
last two years in skills, wellbeing and 
reward programmes for colleagues. 
Expert face-to-face help is at the 
heart of why customers shop with us, 
and that takes skilled and dedicated 
colleagues.

It’s making a real difference. Our most 
recent employee engagement survey 
results shows that that we’re becoming 
a world leader in engagement. 

We’re 
now two 
po ints  above 
the external global 
benchmark and four points 
above the external retail benchmark.

So, what’s next?
Our omnichannel model is rooted in 
innovation. ShopLive was launched 
at the beginning of the pandemic 
and has revolutionised the at-
home shopping experience for our 
customers. Now, customers will know 
it's Currys who’s with them every step 
of the way, whether they’re in store 
or online, shopping for electrical or 
mobile, for products or services.

Under one brand, with the winning 
omnichannel model, we’re now 
focused on winning customers for 
life. We’re about helping customers 
choose the right tech, of course. But 
we’re also about helping them afford 
it, and enjoy it for life, which is where 
credit and other services come in, as a 
foundation of knowing our customers 
even better. That’s the big focus for 
2022 

  
OMNICHANNEL 

MODEL IS ROOTED 
IN INNOVATION. 

  
 ONLINE IS GROWING, 
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Painting a picture of what the retailers of tomorrow will look like, 
with Paul Martin, Global Retail Lead & UK Head of Retail at KPMG. 

Paul Martin, Global Retail Lead & 
UK Head of Retail at KPMG, is an 
international business professional 
with over 15 years of experience in 
consulting, market research and 
operational roles. He sat down with us 
to discuss how retailers are evolving 
and trends that will dominate the 
future retail market.

Why is retail evolving and why is it 
important to paint a picture of what 
the future of retail could look like?
The trends we’re seeing in retail are 
not new. In fact, they are the same 
ones we’ve been speaking about over 
the last decade. What’s evolving is 
the speed of adoption. The pandemic 
has accelerated the progress of these 
trends by 5 to 10 years. The need to 
act now – and at pace – has become 
even more important. New challenges 
can bring new opportunities to create 
and dominate markets with new 
business models.

What do you think the future of 
retail will look like?
In my view the word retail is expected 
to become increasingly obsolete, as 
more and more businesses selling 
products and services to consumers 

will not have a legacy in physical 
stores; therefore, I’m calling this sector 
“Consumer Commerce”. KPMG has 
outlined the following seven business 
models that we predict will help define 
the consumer commerce ecosystems 
as winners in the future:
•  Platform businesses will increasingly 

dominate the go-to-market 
channels.

•  Some multi-national retailers will 
transform themselves into platform 
businesses.

•  National heroes will focus on cross-
border partnerships to tap into 
synergies.

•  Value-based retailers will continue 
to expand.

•  Category specialists will continue to 
focus on their niche.

•  Brands will increasingly embrace the 
D2C model.

•  Independent/mutuals will have the 
unique ability to directly gather and 
respond to changing community 
needs.

How can organisations successfully 
transition to these?
Retail businesses will need to decide 
which business model(s) will set them 
up for a successful future. In that 
context, they can choose to either 
buy, build or partner. If they decide 
to build, planning for the transition 
from their “as-is” state to tomorrow’s 
“to-be” state will require careful 
consideration. KPMG believes that, 
depending on the type of business you 
choose to become, there are a set of 
fundamental capabilities a business 
needs to develop and deliver. These 
capabilities can help retailers define a 
customer-centric approach to digital 
transformation that connects the front, 
middle and back offices. Enhancing 
these capabilities will enable retailers 
to help ensure that every process, 
function and relationship of their 
organisation is focused on meeting 
customer expectations, creating 
business value and driving sustainable 
growth 

How retail businesses 
can transition into 
tomorrow’s “to-be” 
state

Paul Martin
Global Retail Lead  

& UK Head of Retail, 
KPMG
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Nick Everitt, Director of Advisory at EMEA, Edge by Ascential, 
on the future of e-commerce and innovative market leaders.  

Why exactly are marketplaces the 
future of global e-commerce? And 
which marketplaces are driving a 
"virtuous cycle" of growth? Nick Everitt, 
Director of Advisory at EMEA, Edge by 
Ascential, sat down to cast light on 
these subjects and much more. 

Why are marketplaces the future of 
e-commerce globally?
E-commerce is growing at a rapid 
pace globally, with Covid having 
accelerated the shift from physical 
retail to online. Based on our latest 
forecasts, we predict that by 2026, 
e-commerce will account for 40% 
of all global chain retail sales. This 
equates to 11% CAGR growth over the 
next five years, compared to just 4% 
from stores.

Within e-commerce, the fastest 
growth is coming from third-party (3P) 
marketplaces which provide a central 
platform that connects buyers and 
sellers. These sites are able to offer 
very large product assortments and 
a wide choice for consumers, which 
drives traffic, competition between 
sellers and creates a virtuous cycle of 
growth.

Which marketplaces are driving the 
growth?
The most common marketplaces 
operate a hybrid model, where they 
act as both a first-party (1P) retailer, 
where they own the stock, as well as a 
platform for other 3P sellers. Amazon 
is the world’s largest and best-known 
hybrid marketplace, and according to 
Edge Retail Insight analytics, in 2021 
Amazon's gross merchandise value 
(GMV) sales were $659 billion and by 
2026, we forecast Amazon GMV to 
reach $1,190 billion. 

However,  the world’s largest 
marketplace is Alibaba, which 
generates GMV of $793bn and 
operates a 3P only model, while 

other fast-growing players include 
China’s Pinduoduo, which was only 
established in September 2015, yet 
already has 867 million active buyers.
We are also seeing many omnichannel 
retailers launch and expand their own 
3P marketplaces. Walmart now has 
more than 100,000 sellers on its US 
site, and in Europe, Carrefour is adding 
new non-food offers and services in 
France.

What does  the  future  of 
marketplaces look like?
At Edge by Ascential, we believe 
the future of retail is increasingly 
agile and data-driven, driven by 
those operators able to build a wide 
ecosystem of benefits, across areas 
such as e-commerce, social commerce, 
logistics, media, entertainment and 
much more.
Many leading operators are also 
expanding platform services and 
capabilities to strengthen the offering 
to shoppers and monetise traffic with 
additional revenue streams. Amazon 
and Alibaba are highly effective 
at generating revenue from areas 
like advertising services and cloud 
computing, which puts them at a 
distinct advantage to traditional brick 
and mortar retailers who have to rely 
on their low margin retail businesses 
to generate profits 

Why Marketplaces 
are the Future of 
E-commerce

Nick Everitt
Director of Advisory at EMEA, 

Edge by Ascential
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Why the new Chinese trend of social commerce will definitely 
be a game changer in the west.

The pandemic catapulted us into a 
world where e-commerce   became 
astonishingly rapidly the new normal. 
But even if e-commerce is considered 
efficient and rapid,   where is the 
interaction, the expertise, or even 
the fun?  No wonder why the current 
estimated weight of social commerce 
worldwide is already around 10% 
across all product categories. We 
asked Anne Guichard, Head of 
Platforms and Direct e-Commerce at 
L’Oréal, to explain how the beauty 
giant takes ownership of these new 
realities.

How would you define social 
commerce?
The definition of social commerce 
varies, you will find lots of different 
ones out there. For L'Oréal, social 
commerce encompasses all digital 
shopping activities where individuals 
or brands have social interactions 
with a consumer and are incentivised 
to generate a sale.

We can break it down into two 
brackets: the first is made up of sales 
powered by brands on social native 
platforms with e-commerce features: 
Instagram checkout, Facebook stores 
or Douyin. The shopping happens from 

A to Z on the social platform, including 
checkout. Most of the definitions in 
the market stop here.
But we are convinced at L’Oréal that 
the potential is more vast, mobilising 
the huge power of all the advocates of 
our products, from beauty assistants 
in a store to hair stylists. The second 
bracket is thus made up of sales 
powered by individuals. They can be 
employees, influencers, professionals 
or even consumers, and are often 
enabled by tech platforms and brands 
providing content and trainings. 
Checkout happens on the platform, 
or can be redirected to a D2C or a 
retailer.

Are consumers ready for this 
revolution?
Consumers are ready for a seamless 
shopping experience via their social 
interactions. Surveys show that social 
buyers already account for almost 
50% of internet users in China, over 
a third in the US, over 25% in the UK, 
Brazil, Russia and Australia.

At the same time, platforms are 
adapting and accelerating, powering 
up with commerce features including 
checkout, in-app shops and videos, 
but also affiliation, while tech partners 

develop tools to drive conversion at 
scale, basically empowering anyone 
who would want to be a social seller.

And are companies prepared?
Most  of them are  in  the 
experimentation phase. Which 
influencer? With which training? On 
which platform? For a one to one, or 
one to many experience? And finally, 
for which level of profitability?

It will soon be time to learn, frame and 
strategise, for more efficient and safe 
operating. Don’t wait, the market is 
setting the pace! 

From social to 
commerce, are 
consumers ready?

Anne 
Guichard

Head of Platforms  
and Direct e-Commerce, 

L’Oréal
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The world of retail is ever-changing, with many questions 
opening up about what will become of brick and mortar 
stores in the foreseeable future. Here is retail sector journalist 
John Ryan on what we can expect from physical shops in the 
years ahead. 

It’s been a tough couple of years for 
retailers and there continue to be 
bumps along the road as far as both 
consumer confidence and the ability 
to make a profit are concerned.

The most obvious question is whether 
we actually need high street stores 
at a time when many have got used 
to the idea that shopping involves 
sitting down with a laptop and 
browsing through webpage after 
page. This certainly produces an end 
result, providing the user is prepared 
to spend time navigating multiple 
websites until the moment they find 
what they are looking for.

It is also somewhat counter-
productive for most retailers. In terms 
of cross-shopping or inspiration, there 
is none. It’s a TV or bust, and the idea 
of any kind of experience is probably 
largely dependent on which room in 
the house you happen to be doing 
your shopping in.

It is also worth noting that online 
‘shopping’ still accounts for just 20%, 

at most, and this will vary widely from 
category to category. Physical shops 
still count.

The real question is the ‘phygital’ 
one. How can digital be used more 
effectively to make shopping missions 
both better and easier?

The days of putting multiple screens 
in a store and hoping that this will 
persuade the shopper to part with 
cash are, thankfully, behind us. We 
are now firmly ensconced in the 

second wave of ‘phygital shopping’, a 
world in which retailers have realised 
that the mobile device in the pocket 
of every consumer is where the future 
lies. Get the shopper to sign up to your 
app (and there has to be an incentive 
for doing so) and the chances are 
good that they will become a paying 
customer.

Phygital shops look just like their 
analogue counterparts, it’s just that 
they’re different in terms of what can 
be done in-store and those frequenting 
them are offered the opportunity to 
embrace new experiences and to 
access deeper product knowledge 
while examining products physically. 
This does not mean the end of service, 
as we know it, we all want to be 
acknowledged. It’s simply a matter 
of a richer in-store world and that is 
what the future holds.

Long term, by 2050, there will be fewer 
shops, but they will be better 

The road ahead:  
Do we really need 
physical shops?  
Examining the ever-changing 
norms of the retail sector

John Ryan
Journalist
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The European Commission will soon complete the reform of 
competition rules for the distribution of goods and services. 

At this year’s summit, Sophie 
Moonen, the European Commission's 
responsible head of unit at the 
Directorate General for Competition, 
discusses the changes for making the 
Vertical Block Exemption Regulation 
and the Vertical Guidelines fit for the 
digital age.

The review has taken almost four 
years, and it seems that the new 
rules will be valid for 12 years. How 
do you reconcile such long terms 
with the rapid changes in the 
business world?
We started this review process with a 
thorough evaluation of how the current 
rules have worked, and what were the 
main trends and new developments in 
distribution models. On this basis, we 
identified the issues that called for an 
adaption of our rules, commissioned 
various expert studies and assessed 
the feedback received in various 
consultations. I am confident that 
the new rules strike the right balance 
between providing sufficiently detailed 
guidance and the necessary flexibility 
to address the challenges of the 
future. The new rules will be in force 
for 12 years, which may appear long. 
However, that period will provide 
stability for businesses that may wish 

to adapt their distribution models 
and it will allow the Commission to 
gather sufficient experience with 
the functioning of the new rules. In 
the meantime, the Commission will 
continuously monitor how the revised 
rules are functioning, including by 
engaging directly with stakeholders.

The Commission’s proposals for dual 
distribution were heavily criticised. 
Was the short consultation in 
February a direct reaction to this 
criticism?
We took all stakeholder comments 
seriously. Our initial proposals for 
dual distribution were criticised 
for not reflecting the reality of the 

relationship between brands and 
their independent distributors, 
when manufacturers sell directly to 
consumers and compete with their 
distributors. We have therefore tried 
to provide guidance on information 
exchange in such, increasingly 
common, situations of dual distribution 
to delineate clearly which information 
exchanges are permissible and which 
information exchanges go too far 
between companies that are also 
competitors at the retail level.

It seems that the policy towards dual 
pricing has clearly shifted. Does this 
policy follow a more general trend to 
protect the high street?
Questions about protecting the high 
street have accompanied the entire 
VBER review. We believe that a 
change in policy, notably no longer 
considering dual pricing a hardcore 
restriction, is warranted. Online 
sales have developed into a well-
functioning channel and therefore 
no longer need special protection. 
The idea is to ensure a level-playing 
field that takes into account the omni-
channel environment, which comprises 
both online and offline sales 

The European 
Commission's Viewpoint 
on New Antitrust Rules 
for Vertical Restraints

Sophie 
Moonen

European Commission's 
Responsible Head of Unit at 
the Directorate General for 

Competition
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Helping us understand the road path for retailers, suppliers 
and consumers amid The New Normal is David McCarthy, 
Managing Director of Global Retail at HSBC Investment 
Bank.  

The New Normal has yet to emerge. 
What we know so far is that the 
pandemic forced important changes 
in behaviour on retailers, suppliers 
and most importantly, consumers, 
but what we do not know is what 
behaviour will stick and what will 
revert. This is the great unknown 
and calling this right will be a major 
contributor to success and failure for 
corporates in the years ahead. The 
situation is made even more uncertain 
and complex by the tragic events 
taking place in Ukraine. But while we 
do not know all the answers, there are 
several things we do know:
• New behaviour cannot be unlearnt
•  If the new behaviour increases a 

consumer’s “utility” then it will stick, 
if not it will revert.

•  New behaviour becomes the norm 
after around 6 months.

•  The world economy and consumers 
are expected to be under even more 
pressure due to the Ukraine situation. 

So companies need to examine their 
strategies in the light of these and 
other issues.

But what about the new environment?  
The pandemic has brought significant 
economic change around the world, 
in two areas in particular: inflation 

and national debt. To me, these issues 
are intrinsically inter-linked and it has 
been no surprise to me that inflation 
has risen to levels not seen in many 
years. There are several driving factors 
including:
• Demand Pull – there have been 
shortages of products, in part due 
to the shipping/container crisis and 
due to problems with production/
labour issues. Marry this with many 
consumers having more cash during 
lockdowns (eg. no holidays, no 
commuting costs, no child care costs) 
and more money chasing fewer goods 
causes inflation.
• Cost push – energy and fuel prices 
have risen sharply (outside of Covid 
issues) and in many product areas 
this has had to be passed on to 
consumers.
• Money Supply – Governments have 
increased their money supply to help 
pay for the crisis, and have increased 
their national debt. Increasing money 
supply in itself is not necessarily a 
problem, as long as the debt can 
be serviced and there is economic 
growth, but the extent of the money 
supply increase has to have played a 
role.
• Low interest rates – these have been 
important as they allow the servicing 
of increased debts, but they have 

also led to an increase in the money 
supply from the private sector. This is 
a major difference with the financial 
crisis of c2010-12, when banks were 
restricted and hence the overall 
increase in money supply was also 
more restricted.

So increases in inflation looked 
inevitable but it is not all bad news. 
For those who have a mortgage a 
combination of “growth” (ie rising 
real income) and asset inflation is 
good news, as long as the debt can 
be serviced. Debt is measured in 
monetary terms, so inflation reduces 
the real value of that debt. 5 years 
of 5% inflation would reduce the real 
value of debt by c27.5% - it sounds too 
good to be true, but it is like holding 
a tiger by the tail and if inflation gets 
out of control, we could be in for some 
very difficult times.

We also face the key issue of declining 
real incomes. This will be felt most in 
areas of discretionary expenditure, 
which are likely to see some significant 
falls for some demographic cohorts 
as consumers deal with tax rises 
and inflation in food, fuel and other 
areas. The road ahead is bumpy and 
companies need to navigate to where 
they want to be based on realistic 
assumptions on how the world will 
look in the next few years.  Companies 
need to compete for the future, 
starting now 

Preparing for  
the New Normal
— Analysing the new environment  
for retailers, suppliers and consumers

David 
McCarthy

Managing Director  
of Global Retail, 

HSBC Investment Bank
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Collective action is needed to accelerate the system 
transformations needed for a net zero, nature positive, and 
more equitable future, and business, including the retail 
industry, has an important role to play. DJ Forza, Manager 
of the Race to Zero Retail Campaign at the World Business 
Council for Sustainable Development (WBCSD), offered us 
key insight into what action needs to be taken.

We won’t reach net zero emissions by 
2050 without a full-scale transition 
of the retail industry, but the systemic 
challenges retailers face, in setting 
long-term targets backed by concrete 
plans, are severe. And no retailer 
can overcome these alone; from 
avoiding the risk of stranded assets in 
scaling electric fleets and low-carbon 
infrastructure to renewable energy 
sourcing and storage.

Actions to halve global emissions by 
2030 and deliver a healthier, fairer 
zero carbon world in time are possible, 
if they are rigorous and immediate. 
Race to Zero, the UN-backed global 
campaign rallying companies, cities, 
regions, financial and educational 
institutions, is supporting that. Today, 
only a fraction of major actors in the 
retail sector have joined though, while 
retailers are increasingly recognizing 
the physical risks posed by the climate 
emergency across their supply chains 
and operations.

We cannot overcome the challenges 
we face in fully transitioning to net zero 
alone. Through the World Business 
Council for Sustainable Development 
(WBCSD), the premier global, CEO-led 
community of over 200 of the world’s 
leading sustainable businesses, 
businesses have worked together 
with the COP26 High Level Climate 
Action Champions and a group of 
companies – Best Buy, H&M Group, 
Ingka Group (IKEA), Kingfisher plc 
and Walmart – to launch the Race to 
Zero: Breakthroughs Retail Campaign 
to pledge support to accelerate a 
movement in the retail industry to 
collectively drive climate actions as 
part of the Race to Zero.

The Race to Zero: Breakthroughs Retail 
Campaign aims for more retailers 
worldwide to set science-based 
targets aimed at halving greenhouse 
gas emissions by 2030 and achieving 
net-zero carbon emissions by 2050 
at the latest. Retailers must work 

together with trade association 
partners at the national, regional and 
global levels to accelerate a whole-
economy transition to help deliver a 
healthier, resilient, net-zero world.

We’re also seeing progress at the 
global level with the recent launch 
of the UNFCCC-led Marrakech 
Partnership’s Industry Climate Action 
Pathway, which provides specific, 
time-bound actions for global industry 
to deliver on the goal to reach net zero 
by 2050. The Industry Climate Action 
Pathway also lays out a deep dive for 
sub-sectors, including retail, showing 
a systems map, critical “change 
levers” and a table of actions towards 
exponentially transforming the sector 
before 2050 

Retail needs collective 
action for a net zero 
breakthrough
Our world is facing pressing global 
challenges: the climate emergency, the loss 
of nature and growing inequality.   

DJ Forza 
Manager, Race to Zero  

Retail Campaign
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RetailX has been researching and tracking the performance 
of Europe’s digital direct-to-consumer retail since 2014, and 
we asked Ian Jindal to reflect on their pandemic research, 
sharing the shifts in the landscape that brands should 
consider in their growth towards the consumer. 

Ian, you mention that there is a 
‘trifecta’ of trends of note, but with 
so much change in the market why 
are there only three?
The digital sector is full of micro-
trends, technologies, initiatives and 
ideas, and in major brands you’ll often 
see a ‘Darwinian’ approach, where 
many similar-but-different ideas are 
being tested. This can lead us to look 
at the froth on the surface of the water 
rather than heeding the tides and 
currents. It’s vital to focus upon the 
consumer, and how best to connect 
with her/him: repeatedly, at profit and 
at scale.

What are the three trends you see?
The first is the change in the consumer’s 
expectations and capabilities. The 
pandemic was a rapid training in 
digital access. After the bump of the 
learning curve, the end consumer has 
now been trained by the best retailers, 
brands and services to achieve so 
much via their phone and screen. They 
have been trained by the best to have 

high demands!
The second is market access. Your 
readers are used to the wholesale 
channel and some flagships. In 
addition to the growing digital 
capabilities of the wholesale channel, 
there are some 400 marketplaces in 
Europe, retailers are creating their own 
marketplace platforms, and social 
media is now social commerce. We 
don’t even need to go near any one 
of the multiverses to see that there’s 
an explosion in routes to market, all 
competing for the customer’s eyeballs, 
attention and money.

The third trend is the changing role 
of the product. No longer standalone 
items with a plug, the modern 
electrical appliances live in a service 
and experience ecosystem. We’re not 
talking about trivial changes (internet 
fridges!), but more considered services, 
monitoring energy, service intervals, 
usage instructions, maintenance, 
smart households, rent-to-buy… 
From the home to DIY via the kitchen, 

devices are compared to phones for 
functionality, rather than to passive 
lumps of metal.

Are these trends really new? We’ve 
covered similar points before.
The real change is the customer’s 
step-change, allied to increased 
interoperabi l i ty of the many 
technologies, all at historically low 
costs to experience. Latent ideas have 
become real.

There are many opportunities for the 
electrical sector as it embraces closer 
ties with the consumer’s expectations, 
behaviours and values 

Trifecta 
— Three significant 
trends in direct digital 
commerce

Ian Jindal
CEO, RetailX
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Analysing how new trends 
will influence workforces in 
retail in "the new now".

Prof. Rainer Strack, Senior Partner 
Emeritus and Senior Advisor at Boston 
Consulting Group, has led almost 500 
projects in all industries and across a 
wide range of topics. Rainer co-lead 
the Future of Work initiative of the 
World Economic Forum. In 2014, he 
gave a widely viewed TED.com talk 
(more than 2 million views) on the 
topic of the global workforce crisis. 
Here he discusses the key trends that 
will inform the future of work in retail.

In your opinion, what are the key 
concepts that will define the future 
of work?
We have defined seven people priorities 
for what we call “the new now.” 

1. Smart work as standard. Employers 
must accommodate virtual and 
hybrid work at scale and set up smart 
workspaces. 

2. Physical and mental health as 
priorities. Companies should offer 
wellness and mindfulness solutions 
and support work-life balance. 

3.  A new paradigm for skills and talent. 
Employees must build capabilities at 
unprecedented speed, through the 
use of up-skilling initiatives, new talent 
programs and platforms, and newly 
established learning ecosystems. 

4. A flexible workforce. Organisations 
must embrace alternative employment 
models such as gig workers, 
contractors, and freelancers, offer 
flexible working times and locations, 
and practice dynamic workforce 
planning. 

5. A new leadership model with head, 
heart, and hands. Leaders in the new 
world should practice a combination 
of empathy, direction, adaptiveness, 
and enablement. 

6. Purpose-driven culture. Companies 
should embrace deep-seated values 
and ensure their organisations are 
driven by purpose. 

7. Bionic organisations. Employers 
must harness the full potential of data 
and digital platforms, adopt agile at 
scale, and complement humans with 
AI. 

What do workers in retail think 
about this? 
At BCG, with our partner The Network, 
we have been monitoring worker 
expectations since 2014 with our 
research series “Decoding Global 
Talent.” In these eight years, we have 
surveyed a total of ~750,000 workers 
about their preferences regarding 
employment, workplace values, and 
mobility.

In our 2020 survey, we collected 
roughly 209,000 responses, including 
12,673 from the retail sector. 
•  Before the crisis, 75% of retail workers 

worked five days on-site. But going 
forward, only 13% of them want to 
continue this. Most (62%) prefer a 
combination of a few days at home 
and a few days on site. 

•  Flexible hours also matter to retail 
workers. 60% would like some 
flexibility as opposed to fixed hours. 

•  Retail workers are conscious of social 
issues. 54% would refuse a job offer 
if the employer is not aligned with 
their beliefs about environmental 
practices or diversity & inclusion. 

•  Workers in retail are worried about 
the impact of automation on their 
jobs: 40% see it as an increasing 
threat. 

•  In response, 70% are open to re-
training for different job roles, good 
news for employers hoping to retrain 
their workers for new roles that won’t 
be digitalised 

The Future  
of Work in Retail

Prof. Rainer 
Strack

Senior Partner Emeritus and 
Senior Advisor at Boston 

Consulting Group
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Augustin Becquet is the CEO of  Recommerce Group, which is 
a pioneer of the circular economy in Europe. He offered insight 
into company principles, developing a "circular dynamic" and 
the future importance of refurbished products.   

What are the principles behind the 
partnerships you’re developing?
Recommerce’s mission is to play an 
active part in the circular economy 
and bring together those who make 
it happen. We help sellers of new 
products to become reseller of 
refurbished products. We have great 
partnerships with major operators, 
retailers, e-tailers, OEM to help them 
develop a “circular” dynamic. Their 
motivation in terms of CSR is also 
aligned with their economic interests, 
as recovering old devices allows 
them to increase customer loyalty 
and bring their customers back to 
their digital or physical channels. In 
this way, Recommerce does not pit 
the industries of new and refurbished 
devices against one another, on the 
contrary we create higher loyalty 
and residual value. Trade-In is also a 
fantastic way to re engage customers.

How mature is the market for the 
circular economy?
The market is less than 15 years old. 
Recommerce pioneered this activity 
in Europe since 2009. The main issue 

in the circular economy is determining 
the value of used products, the repairs 
needed, and ultimately the economic 
equation to give a used product a new 
life. 

Since the market is very young, 
everything needs to be structured. We 
work a great deal with the European 
institutions so that quality can be 
recognised (e.g. labels providing 
customers with certain guarantees), 

and to avoid the whole grey market, 
for second-hand implies traceability 
problems.

What are the real impact of your 
activity?
To give you some figures, around 26 
million second-hand smartphones are 
currently sold in Europe, representing 
~10% of the market. These are good 
numbers, but low compared to the 
car market, with second-hand cars 
representing 78% of all car sales. Even 
though older car models are bigger 
polluters, we know that production 
represents 80% of the impact on the 
environment. Buying a refurbished 
smartphone avoids the extraction 
of 164 kg of primary raw materials 
(including rare earth) as well as the 
equivalent of 50 kg of CO2 emissions, 
making it a clear winner for the planet. 
There is also an economic opportunity 
as we’re talking about local jobs: in 
Europe there are hardly any high-tech 
manufacturers. All the lights are green 
for Europeans to develop this second-
life industry 

Getting active in the 
circular economy
The circular economy is around 10 
years old. But how mature is the market 
for companies across Europe and the 
world?

   
 

 ALL THE LIGHTS 
ARE GREEN FOR 
EUROPEANS TO 
DEVELOP THIS 
SECOND-LIFE 

INDUSTRY.

Augustin Becquet
CEO, Recommerce Group

INNOVATION
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Today, an omnichannel strategy is not just a better way to 
foster consumer engagement, but it is also a cornerstone 
of survival. Harnessing multiple channels at once has the 
power to boost brand loyalty and help guide customers to 
your physical store. By engaging with the customer across 
multiple touchpoints, an omnichannel strategy means it’s 
easier for them to make their way back to the brand, whether 
that’s physical or digital. 

Hatch is a global omnichannel solutions 
provider which has recently been 
acquired by PriceSpider. Equipped with 
a goal of making the world shoppable, 
Hatch works with leading brands, 
retailers, and agencies to deliver the 
tools to turn customer browsing into 
buying. Some of Hatch’s key solutions 
include Where to Buy technology for 
both online and local outlets, guiding 
a customer to their location of choice 
to make their purchase. With Hatch 
technology, brands can ensure their 
digital touchpoints, from social media 
to online reviews, are ‘shoppable’, 
meaning that they facilitate a customer 
making a purchase right there and 
then.

What does omnichannel mean for 
retailers today?
THE FUTURE IS PHYGITAL: brick-and-
mortar is not going away entirely, but 
customers are increasingly blending 
their shopping experience. With this, 

customer experience can become 
increasingly hard to predict with every 
shopper demonstrating their own 
preferences. Offering your consumers 
the best of both physical and digital 
worlds is key.

CONNECTING WITH GEN-Z: Younger 
shoppers are digitally native and have 
high expectations for brands to have 
a dynamic online presence. However, 
they shouldn’t be underestimated as 
retail enthusiasts either. Research 
indicates that for those in their teens 
to mid-twenties, the tactile in-store 
experience offers a form of retail 
therapy that disconnects them from 
social media.

BOOSTING CUSTOMER LOYALTY: 
According to Gallup Business Journal, 
companies providing an emotional 
connection outperform the sales 
growth of their competitors by 85 
percent. Blending brick-and-mortar 

with online channels plays an 
important role in boosting customer 
engagement, allowing the customer 
to enjoy consistent communication 
from the brand regardless of the 
touchpoint. According to McKinsey, 
brands that personalise the customer 
experience using an omnichannel 
strategy can achieve a 5 to 15 percent 
revenue increase.

Omnichannel strategies are more 
than just life rafts to post-pandemic 
recovery. As more brands invest in 
omnichannel commerce solutions, 
a seamless retail experience which 
blends the physical and digital 
is creating a new standard of  
shopping 

Why Omnichannel 
Strategy is Important 
for Retailers 

Joost Sikkink
Growth Director

INNOVATION
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As the first-ever retail execution and collaboration platform, 
Atobi seamlessly captures actionable insights between 
retailers and suppliers. An innovative platform that 
fundamentally changes the way retailers and brands do 
business together. 

Recognized as a retail industry 
expert, Jan Dahl Andersen, CEO of 
Atobi supports thousands of industry 
professionals on a daily basis. We sat 
down with the trusted leader to talk 
about Atobi's success in retail execution 
and brand collaboration software.

So, what do you do at Atobi?
Atobi is the leader in Retail Execution 
and Collaboration software.
In short, we help retailers and brands 
close the execution and collaboration 
gap and ensure that the entire team is 
doing the right work in the right way 
and delivering the right experiences 
and results. Every day.

We help our clients close the execution 
and collaboration gap in several ways:

Business Alignment
Dr ive  a l ignment  across  the 
organisations by breaking down 
strategies into operational KPI goals 
and missions. Every single person 
in the organisation, will understand 
the strategy and know their part in 
implementing the strategy.

Team Collaboration
Our collaboration software enables 
Brands, Retailers, departments and 
staff at all levels to collaborate, 
work on common goals, and share 
knowledge. It improves communication 
across teams, increases focus and 
allows employees to tap into the 
expertise of others in the organisation. 
Our collaboration solutions cover 
seamless integration between 
Brands and retailers and cover Visual 
merchandising, communication and 
training that increase employee and 
team productivity from day one.

People Performance
Business alignment and team 
execution set the stage for the 
next thing we do, which is people 
performance. In this area, we help 
you make sure everyone on your team 
is upskilled, engaged and has easy 
access to all relevant information, so 
they can focus on customer experience 
and conversion.

What is the Outcome?
Atobi offers unique and highly valuable 
insights. You can look at data across 
communication, learning, compliance 
and performance. Examples of 
outcomes that you can expect.
More control of the moment of truth, 
27%-160% increased sell-out on 
campaign products and 45-69% 
higher product expertise levels.

We recently surveyed our customers.
What we heard was things like:
•  19,6% sales uplift compared to non 

Atobi stores (one of Europe's largest 
multi-brand retailers)

•  160% increase in campaign efficiency 
(World’s top three consumer brand)

•  14% efficiency increase (600 store 
multi-brand retailer)

ROI less than six months 
Probably the best ROI and business 
case our clients will ever realise 

What if you had one single 
platform to drive Business 
Execution, Brand Collaboration 
and Actionable Insights?

Jan Dahl Andersen
CEO, Atobi

INNOVATION
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The Retail IoT Cloud platform developed by SES-imagotag 
helps brands and retailers collaborate with greater effect. 
We asked Thierry Gadou, SES-imagotag’s Chairman and 
CEO, to discuss this method and the impact it can have on 
the revitalisation of physical stores. 

Tell us more about the company.
SES-imagotag is the global leader 
in digital solutions, smart devices 
and sensors for physical retail. SES-
imagotag allows retailers to connect 
and digitise their physical stores, 
automate low-value-added processes, 
improve operational efficiency, better 
inform and serve customers; ensure 
information integrity to continuously 
optimise on-hand inventory, prevent 
stock-outs and create an omnichannel 
service platform that builds loyalty 
and meets evolving consumer 
expectations. SES-imagotag has 
equipped over 30,000 stores totalling 
300 million electronic shelf labels in 
more than 60 countries, with sales 
exceeding €423 million in 2021.

We already provide store digitisation 
solutions to most consumer electronic 
chains in Europe, and several in 
America and Japan. As such, we 
have equipped over 3,000 CE stores 
in Europe with our solutions, across 
the leaders in the industry as well as 
hypermarkets.

What is your take on the evolution of 
retail in the recent years?
Experts estimate that e-commerce will 
continue to grow at a 10-20% rate per 
year, as we have seen during Covid, 
and even become the majority of TCG 
sales. If this trend continues to develop 

itself on a “direct-to-consumer” 
model, it will lead to the accelerated 
construction of a new logistics 
infrastructure and the associated new 
upstream and last-mile supply chains. 

Such scenarios would lead to the 
emission of several billion tons of 
CO2, contributing to defeat Net Zero 

objectives, while triggering the closing 
of stores with a negative social 
impact, and not satisfying consumers 
anyway in terms of delivery lead-times 
compared to hybrid O2O models 
leveraging stores.

How can physical stores help turn 
this around?
An alternative scenario of a more 
sustainable retail exists by leveraging 
the existing infrastructure of physical 
commerce: physical stores already 
exist by millions today and bring good 

no further than a few miles away 
from any consumer. Digitisation could 
revitalise these physical locations 
and turn stores into powerful digital 
assets, enabling exceptional quality 
of service to consumers (ultra-fast 
availability for pick-up or delivery) in 
a very sustainable and carbon-frugal 
way 

Boosting Retail-CPG 
collaboration through 
sustainable innovation
Revitalising physical stores and improving 
the business model of physical retail with 
in-store data & retail media

   
 DIGITISATION COULD REVITALISE THESE PHYSICAL 

LOCATIONS AND TURN STORES INTO POWERFUL 
DIGITAL ASSETS, ENABLING EXCEPTIONAL 

QUALITY OF SERVICE TO CONSUMERS (ULTRA-FAST 
AVAILABILITY FOR PICK-UP OR DELIVERY) IN A VERY 

SUSTAINABLE AND CARBON-FRUGAL WAY.

Thierry Gadou
Chairman and CEO, SES-imagotag

INNOVATION
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What can retailers do to strengthen against cyberthreats? 
Elizaveta Kaydash, Global Director of Consumer Channel at 
Kaspersky, shares her views on the cybersecurity landscape 
for retailers and much more. 

What does the current cyberthreat 
landscape look like for companies in 
Europe?
The cyberthreat landscape and attack 
points are becoming more complex 
and are evolving fast. Unfortunately, 
recent attacks have shown, that 
this is also a hot topic for the retail 
industry. Especially as there is also a 
new trend: cybercriminals don’t only 
encrypt the data anymore, they also 
exfiltrate it and threaten to release 
the confidential information in public, 
if a ransom payment is refused. This 
example underlines the need for 
business decision-makers in all sectors 
to proactively strengthen their security 
precautions against cyberattacks of 
any kind.

How can retai lers  protect 
themselves?
An effective way to achieve a 
robust cybersecurity is to combine 
technology that automatically detects 
and neutralises cyberthreats, with 
external support from experienced 
cybersecurity experts. This leaves 
the internal IT team free to take 

care of the company’s core tasks.  
A recent Kaspersky survey showed 
that organisations relying on external 

support of cybersecurity experts, are 
almost 10% less affected by attacks 
than those, which work with internal 
cybersecurity solutions only. With 
its proven track record for endpoint 
detection as well as its threat 
intelligence, Kaspersky is the right 
partner to help companies set up a 
future-proof cyber protection.

How can retailers contribute to the 
cybersecurity of their customers?
The first point of contact for 
consumers, when they consider buying 
a cybersecurity solution, is, more often 
than not, a retailer. Retailers are thus 
the ideal partner for Kaspersky, and 
a powerful platform to deliver strong 
cybersecurity to the wider public, 
helping them to build secure digital 
lives in an increasingly complex digital 
world.

This year Kaspersky reimagines its 
consumer protection ‘beyond AV’ and 
laid out a new approach and vision. 
This new B2C portfolio is available 
on a subscription basis and, along 
with new naming, brings a completely 
different user interface and experience 
across multiple platforms, as well as a 
variety of features in each category of 
contemporary consumer protection: 
security, privacy, performance and 
identity.

We want retailers and their customers 
to see our offering for what it really is: 
not just a PC antivirus solution, but a 
comprehensive ecosystem of security 
services for any platform and device 
and any user need 

Exploring the 
cybersecurity 
landscape for retailers
Elizaveta Kaydash on how retailers  
can navigate cyberthreats in 2022
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Global Director of Consumer Channel, Kaspersky
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For over 85 years, GfK has grown its international 
clientele by improving decision-making processes 
around consumers, markets, brands and media. 
Reliable data and insights, along with advanced 
AI capabilities, have helped revolutionise access 
to real-time actionable recommendations that 
drive marketing, sales and 
organisational effectiveness 
of GfK's clients and partners.
Read page 31

Boston Consulting Group partners with leaders in 
business and society to tackle important challenges 
and capture great opportunities. BCG was a 
pioneer in business strategy when it was founded 
in 1963. Today, the company works with clients 
benefit stakeholders, grow organisations, build 
sustainable competitive 
advantage and drive 
positive societal impact.

Microsoft enables digital transformation for the era of an intelligent cloud and an 
intelligent edge. Its mission is to empower every person and every organization on the 
planet to achieve more. In Consumer Channel Sales & Marketing (CCSM) our purpose 
is to create value with our partners, to market and sell innovative consumer solutions.
Read page 37

Intel is a world leader in computing innovation. 
The company designs and builds the essential 
technologies that serve as the foundation for the 
world’s computing devices. Since its founding 
in 1968, Intel Corporation has grown into the 
world’s largest semiconductor 
company (based on revenue).
Read page 36

HARMAN designs and engineers connected 
products and solutions for automakers, consumers, 
and enterprises worldwide, including connected 
car systems, audio and visual products, enterprise 
automation solutions and connected services. A 
talented workforce and innovative spirit crafts rich 
experiences, for automobiles and 
also premium audio equipment 
and infotainment.

Read page 35
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A world reference in small domestic equipment, 
Groupe SEB operates with a unique portfolio of 
31 top brands. Selling more than 360 
million products a year and present 
in over 150 countries, Groupe SEB 
generated sales of €6.9 billion in 2020 
and has more than 33,000 employees 
worldwide.
Read page 38

Electrolux has shaped the global appliance 
industry for more than 100 years. The company 
reinvents taste, care and wellbeing experiences for 
millions of people, striving to be at the forefront 
of sustainability in society. Under its brands, 
Electrolux sells approximately 60 million household 
products in approximately 
120 markets every year.
Read page 33

SES-imagotag is a fast-growing retail tech 
company, listed on the Euronext Paris stock 
exchange, with revenues of €290 million. The 
company is the world leader in smart digital labels 
and IoT solutions for physical retail, serving over 
300 large retailers around the world in Europe, 
Asia, and America.

Beko is a revered international home appliance 
brand. One of Europe’s leading freestanding white 
goods providers and the UK’s number one large 
home appliances brand, is owned by Arçelik, a 
global household appliances manufacturer that 
operates in nearly 150 countries with 12 brands 
and employs over 35,000 people 
worldwide.
Read page 34

2022 STRATEGIC PARTNERS
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SMART 

CONSUMERS ASK 
FOR A SEAMLESS 

SHOPPING 
EXPERIENCE WITH 

RETAILERS AND 
MANUFACTURERS 

NEEDING TO 
RESPOND TO THAT 
NEW BALANCE OF 

POWER. 

Ines Haaga
Global Strategic Insights Team, 

GfK

Within her keynote, Ines Haaga of GfK’s Global Strategic 
Insights Team will explain how consumers have become 
smarter, how this will impact their purchase journey and tip 
the balance of power towards consumers. We asked her to 
elaborate further how that shift came to pass.  

After 2021 being a record year for 
Technical Consumer Goods – driven, 
of course, by Covid-19 – 2022 is 
likely to see decreasing demand. In 
addition, there are two other factors 
strongly influencing consumers’ 
purchase behavior and making sales 
more difficult for retailers: Shoppers 
spend more time online and take 
an increasing variety of sources 
into account when researching a 
product they would like to purchase. 
At the same time, the duration of the 
purchase journey is very short – in 
most cases it is a few days or even 
just one day. That makes it crucial 
for manufacturers and retailers to 
be present within the touchpoints 
consumers focus on.  

Does the “rise of digital information” 
already impact today’s markets?  
Due to Covid-19 restrictions, online 
sales have risen. But even with lower 
infection rates and re-opening stores, 
online remains on a high level driven 
by two aspects: product range and 
customer satisfaction, which are 
related to consumers getting smarter. 
After doing research or asking for 
recommendations, consumers might 
focus on a specific brand or model. 

In that case, the benefits lie with 
online retailers who are continuously 
growing their assortment. At the 
same time, shoppers were more likely 

to recommend online retailers and 
in addition, reading online reviews 
has been the strongest growing 
pre-purchase activity. Therefore, 
endorsements have reached a new 
level of relevance online - this will 
impact future purchases.  

What else do smart consumers 
require, how can they be attracted 
by retailers?  
First, consumers increasingly request 
a seamless shopping experience. For 
them, it’s not about online or offline, 
they focus on convenience. This can 
be observed with emerging retail 
formats trying to incorporate the 
benefits of both channels. Second, get 
your client back to store with exciting 
shop formats, promotions or services. 
Also do not forget hygiene factors; 
for example availability of products, 
(fast) delivery and payment methods 
- consumers tend to spend more using 
their preferred payment provider. 
Finally, shoppers increasingly focus 
on their personal values as part of 
their decision-making, meaning brand 
purpose closes the deal.  

Why is “purpose” important for 
retailers and manufacturers?  
62% of people chose a specific brand 
because it supports a cause they 
believe in. By 2025, 40% of people will 
consider themselves as eco-active and 
plan to consider sustainability aspects 
in their purchase decisions. That would 
mean more than 500 bn USD worth 
of Technical Consumer Goods will be 
bought with sustainability aspects in 
mind. This is a huge revenue potential, 
or risk, for manufacturers and retailers 
to address in the coming years. 

How smart consumers 
transform the retail 
world 
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Chris Braam
SVP Sales & Services, 

Electrolux

Chris Braam, SVP Sales & Services at Electrolux, on the 
acceleration of omnichannel retail.

The Covid pandemic has led consumers 
to invest in their living space more than 
ever. We asked Chris Braam, SVP Sales 
& Services at Electrolux in Europe, 
about new consumer trends and how 
the pandemic has accelerated the 
omnichannel retail transformation.

Covid-19 had a substantial impact 
on the way we live our lives. How 
has this influenced the household 
appliances industry?
Many of the changes in consumer 
behaviour and spending patterns 
brought on by the pandemic are 
here to stay. Consumers are still 
spending more time at home, using 
their appliances more intensively, 
and allocating a larger share of 
their household budgets to home 
improvement projects.
People have started to look at 

appliances in a new way, putting 
more emphasis on high quality and 
convenience that enhance their user 
experience. This creates exciting 
new opportunities for us, and our 
retail partners, as we leverage the 
increased demand for our premium 
cooking, laundry, vacuum cleaner, and 
air comfort offerings, improving the 
everyday lives of our consumers.

What major consumer trends have 
emerged from this pandemic that 
will remain?
The first embraces both the state of 
our planet and personal well-being, as 
well as those we care for. We see that 
more and more people are eager to 
adopt healthier and more sustainable 
lifestyles.
The second trend is around the 
increasing demand for a seamless 
shopping experience. Consumers 
expect to shop whenever and 
wherever they want, which means 
for us ensuring the right blend of 
stationary and digital channels. 
Covid-19, with all the lockdowns and 
store closures, has clearly boosted 
this development in our industry.

What is Electrolux’s approach with 
regards to a seamless shopping 
experience?
Many of our B2B partnerships have 
evolved towards omnichannel and 

so has our common goal: to grow 
our product categories profitably, 
while providing the best consumer 
experience at any touchpoint.

Let’s look back to the peak of Covid-19 
where most stores had to close for a 
long time. The immediate assumption 
would have been that only the pure 
online players would benefit from it, 
but this was not the case. Most of our 
B2B partners have significantly pushed 
their omnichannel performance, now 
offering, for example, click & collect 
and other personal services.

What is your recipe to win with the 
shopper omnichannel?
There’s no doubt that most shoppers 
start their journey online, and, for 
that reason, digital content is king. 
Navigation and selection to improve 
the path to purchase plays a critical 
role, and we at Electrolux constantly 
invest in meaningful innovations 
based on strong consumer insights.

But it’s also about understanding 
shopper needs, building trust and 
being close, focusing on convenience, 
and operating with a solution-
focused mindset. These are the key 
ingredients while we continue to 
invest in building our premium brands, 
AEG and Electrolux, and strengthen 
collaboration with our retail partners 
across all channels 

Exciting new 
opportunities for 
Electrolux and AEG
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(…) A RADICAL 
INCREASE IN 
HOUSEHOLD 
APPLIANCES' 

ENERGY 
EFFICIENCY IS 

ESSENTIAL

Ragıp Balcıoğlu
Chief Commercial Officer, 

Arçelik

Ragıp Balcıoğlu, Chief Commercial Officer at Arçelik, on 
the strategies and global trends surrounding long-term 
sustainability.

Ragıp Balcıoğlu is the Chief 
Commercial Officer at Arçelik, the 
company behind world-renowned 
brands such as Beko, Grundig and 
several others. Arçelik having been 
repeatedly recognised for its efforts 
towards operating sustainably, 
Ragıp outlines the strategies and 
global trends surrounding long-term 
sustainability.

There has been an undeniable shift 
in consumer priorities recently, as 
they demand more eco-friendly 
solutions in their homes. Where do 
you see the biggest development 
area?
This shift in attitude is promising 
and paves the way for greater 
collaboration between policy makers, 
the private sector and civil society to 
agree and set ambitious targets.
At Beko, we have made it our mission 
to adopt sustainable practices, and 
so far, this has helped us strengthen 
our position and increase our market 
share. I believe that net-zero goals 
can no longer be on the sidelines for 
businesses, and bold actions need 
to be taken to achieve these global 
net-zero targets. And cutting carbon 
emissions by increasing production 
efficiencies is surely the key.
Global trends indicate that more 
consumers than ever are making 

environmentally conscious purchases 
and opting for eco-fr iendly, 
sustainable products where possible. 
At Beko, we are proud that we can 
meet the needs of consumers with 
our technologically advanced range 
of sustainable products, which have 
been developed to make a meaningful 
difference in their day-to-day lives.

What is Beko's strategy to maintain 
its leadership in sustainability?
As manufacturers of technological 
consumer goods, we have a 
responsibility to lead the way in 
energy transformation. We continue 
to innovate to transform our products 
and services in order to have a 
positive impact in every household 
that they enter. "We have chosen to 
be bolder submitting more ambitious 
science based targets for our Scope 1, 

2 and 3 emissions, pushing for a 50.4% 
reduction across all three scopes 
by 2030, which is being reviewed by 
the SBTi for final approval. We have 
also introduced a net-zero target 
throughout our value chain by 2050, 
which will serve to limit the global 
temperature increase to 1.5°C above 
pre-industrial levels."
Scope 3 emissions are being generated 
inside consumers' homes by the use of 
sold products, and they represent 2.5 
to 3 times as much as scope 1 and 2 
emissions combined, which are coming 
from the production operations. That 
is why we believe the energy efficiency 
of our portfolio matters, and a radical 
increase in household appliances' 
energy efficiency is essential.
As a company which achieved 
carbon-neutral production with its 
global operations in 2019 and 2020, I 
am proud to say that we are heading 
in the right direction. Our leadership in 
sustainability continues to grow with 
industry recognition and accolades, 
such as ranking 19th with Arçelik 
and 20th with Beko in Real Leaders 
Top 200 Impact Companies of 2022, 
as well as 57th on the Corporate 
Knights' 2022 Global 100 Index, for 
our commitment to environmental and 
social impact initiatives.
Through the “healthy living is only 
possible on a healthy planet” 
approach, we focus on empowering 
the next generation to live healthier 
lives by placing sustainability at the 
heart of everything we do 

Pushing for More 
Ambitious Targets 
in Sustainability
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President of Consumer Audio, 
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Understanding the evolving buying behaviours of consumers.
The past two years saw a wide variety of market shifts 
throughout the world of retail. Carsten Olesen, President 
of Consumer Audio at Harman International, sat down to 
discuss the evolving buying behaviours of consumers and the 
decisions innovative retailers have been making to prepare 
for the years ahead.

What are your thoughts about the 
transition from retail to consumer 
commerce?
As pandemic restrictions start to end, 
we expect to see consumers continue 
to evolve their buying behaviours and 
purchase priorities. Those retailers 
who quickly embrace new consumer 
and workforce trends will have a 
competitive advantage. 
A study by Wakefield Research* 
revealed that 43% of monthly retail 
purchases are now made online. 
HARMAN can back this up as 41% of 
our Lifestyle Division sales were made 
via digital commerce in December. 

What will it take for retailers to 
succeed?
Digital transformation was a 
key metric for success before the 
pandemic created addit ional 
pressure. To succeed in the future, 
retailers will need to evolve and 
become either platform ecosystems,   
omnichannel players, or niche-
focused specialists. The transition will 
require pace, capital, and capabilities.   

Businesses will need to decide what 
role platforms will play as part of their 
strategy, either becoming their own 
platform or leveraging third-party 
platforms through partnerships and 
direct social selling. 

What will the evolution look like for 
the consumer?
As consumers continue to prioritise 
online channels and platforms, 
c o n s u m e r  c h o i c e  e x p a n d s 
exponentially. Understanding and 
delivering on consumer demands 
for value, convenience, experience, 
selection, privacy and security, and 
purpose is essential.  
Amongst those drivers of purchasing 
decisions, it's important not to 
underestimate purpose. Consumers 
are increasingly aware of retailer and 
brand behaviour. Ensuring purpose 
is aligned with customers' values, 
and expectations will build a strong 
reputation and consumer preference. I 
also believe customer loyalty programs 
will become increasingly valuable as 
more shopping goes online. 

What role will social selling play?
The future of retail lies with the 
consumer as it evolves from a push 
to pull model. Digital Marketing 
and community building on social 
platforms like Instagram and Tik Tok 
will play a big part. 
Wakefield Research* reports that 
retailers selling on popular social 
media channels see up to 40% of their 
online revenue from direct sales on 
social! The future of social for retailers 
is a combination of social-first selling 
backed up with e-commerce tools, and 
the intention to build a community.  
As a complement,   retailers will need 
to evolve their brick and mortar stores 
to embrace the community they serve, 
providing authentic experiences for 
the many consumers who still want to 
go shopping.

What will a successful business 
model look like?
Retailers will need to develop 
capabilities that define a customer-
centr ic  approach to d ig i ta l 
transformation. Enhancing these 
capabilities will enable them to ensure 
that every organisation's process, 
function, and relationship is focused 
on meeting customer expectations, 
creating business value, and driving 
sustainable growth 

*  Wakefield Research December 2021 

Transitioning from 
Retail to Consumer 
Commerce
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Intel

Intel effectively navigated supply chain issues during the 
COVID-19 pandemic, while preparing an engaging new IDM 
2.0 strategy. 

Stuart Blanch, Director of EMEA 
Consumer Sales at Intel Corporation, 
has a strong background of working 
in the semiconductors industry. He told 
us about how Intel navigated supply 
chain issues and the company's IDM 
2.0 strategy.

What supply chain issues did you 
face and what challenges did this 
present?
The digitisation of everything has 
been markedly accelerated by Covid, 
spurring rapid innovation and new 
models of working, learning and how 
we interact. This transformation has 
not only created a cycle of explosive 
growth in semiconductors' demand, but 
it has also placed a tremendous strain 
on supply chains around the world.

How did you overcome these 
challenges and what are the lessons 
learned from this experience?
We have been working diligently, 
both internally and with our partners, 
to address constraints and increase 
output and meet demand. For example, 
we’ve doubled our internal wafer 
capacity in the past four years. While 
the industry has taken steps to address 
short-term constraints, it could still take 
a couple of years for the ecosystem 
to address shortages of foundry 
capacity, substrates and components. 

If the past two years have taught us 
anything, it’s that the entire supply 
chain needs to rise to the occasion to 
ensure no individual component is a 
bottleneck that limits growth for the 
industry. That’s why we are driving a 
collaborative approach with the entire 
ecosystem to help mitigate constraints.

In terms of your IDM 2.0 strategy, how 
are you going to make manufacturing 
more local and why is this beneficial 
for Intel and the environment?
Intel’s advanced manufacturing scale 
is built on global operations and 
Europe has played a central role in our 
manufacturing story for more than 30 
years. We are accelerating investment 
in Europe and supporting the EU’s 
ambition of having 20% of the world’s 
cutting-edge chips manufactured 
locally. Intel employs over 10,000 
people across Europe. Our teams in 
Ireland, Germany, Poland, France and 
many other European countries work 
throughout the supply chain, ranging 
from R&D to manufacturing, powering 
innovation globally.
In an effort to more than double Intel’s 
available manufacturing space in 
Ireland and Europe, we have invested 
an additional $7 billion from 2019 to 
2021 in an ongoing expansion. This 
investment is designed to bring Intel’s 
latest generation ‘Intel 4’ process 

technology to the region and expand 
our manufacturing operations. It will 
also drive economic growth in the 
region, creating 1,600 permanent high-
tech jobs and over 5,000 construction 
jobs once complete.
We have a shared ambition with 
the EU to deliver state-of-the-art 
semiconductor technology to Europe 
and create a more geographically-
balanced manufacturing capacity. Intel 
is uniquely positioned to support the 
EU’s vision for a digital transformation 
by 2030, thanks to our technology 
leadership, continuous investment in 
our manufacturing and development 
of future foundry capabilities in Europe.
Intel values business environments 
and policies across the globe that 
encourage investment in semiconductor 
innovation and manufacturing. Our 
investments here in Europe have 
created a network of advanced 
manufacturing that, coupled with our 
diverse capabilities across the region, 
puts us in a unique position to support 
the EU agenda of securing the supply 
of advanced semiconductors for the 
European market and beyond. As we 
grow in Europe, so does our commitment 
to create a more responsible, inclusive 
and sustainable future with a goal to 
achieve carbon neutral computing 
to address climate change. This can 
be enabled through our technology, 
expertise and passion of our employees. 
We are ready to embrace the next era 
of innovation at Intel, one that has 
global manufacturing at its core 

Stuart Blanch on 
Intel's exciting new 
IDM 2.0 strategy
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How the last two years can inform retail strategies for a 
new era. As pandemic-related restrictions continue to be 
reduced, there is a growing understanding of the importance 
of omnichannel strategy, diversity in the workplace, and the 
role of the subscription economy. Bradley Hopkinson, Vice 
President Consumer Channel Sales and Marketing EMEA 
Region at Microsoft, offered key insight on these topics.  

Where do you see the future of retail?
As more and more markets are reducing 
pandemic-related restrictions, stores 
are opening up again and starting 
to see an increased amount of 
visitors. Both the online shopping 
that many consumers have become 
used to, and the desire for in store 
experiences, underline the importance 
of omnichannel .  Omnichannel 
innovation is critical to ensure the 
best experience for customers so that 
they can seamlessly research and buy 
however they choose.

Within the Microsoft ecosystem, as 
we focus on the consumer journey 
from awareness to purchase, we are 
seeing that consumers no longer 
‘go’ shopping, they ‘are’ shopping 
– it is an always-on experience and 
that is enabled through a broader 
omnichannel than ever before – 
consumers are leveraging retailer's 
digital sites as well as their brick 
and mortar stores, but they are 
also interacting with our brands 
and our partner's brands in social 
environments as we see the rise in 

social commerce. It has never been 
a more exciting time to work in the 
Consumer and retail industries.

What role does retail play in the 
subscription economy?
Subscription services continue to be 
increasingly relevant to consumers. 
Obviously our cloud and subscription 
economy is an important part of 
Microsoft’s commercial business but 
is also an increasingly significant 
component within our consumer 
division where our retail partners play 

a critical role in this rapidly growing 
area.

The two main areas of focus for us are 
in productivity (M365) and gaming, 
but we are increasingly working with 
our retail partners to offer complete 
solutions, including device as a service 
as well as incorporating retailer’s own 
services with our own to deliver the 
best possible ecosystem experience 
for our joint customers.

How do you think about building a 
diverse team?
Our goal at Microsoft and in CCSM 
is to attract, retain and support the 
best talent, creating a culture of 
inclusion and diverse leadership. 
One particular focus area is female 
talents throughout the organisation. 
It is our goal to ensure that our team 
represents the consumers we serve 
and that means a balanced workforce. 

According to Nielsen, by 2028, women 
will own 75% of the discretionary 
spend, making them the world’s 
greatest influencers, and consumer 
technology plays a significant role in 
this. My leadership team is a good 
example of our ambition with 50% 
female leaders, and this is the goal for 
my entire organisation 

"Consumers do not ‘go’ 
shopping, they ‘are’ 
shopping": understanding 
the future of retail  

   
WITHIN THE 
MICROSOFT 

ECOSYSTEM, AS 
WE FOCUS ON 

THE CONSUMER 
JOURNEY FROM 
AWARENESS TO 

PURCHASE
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Executive Vice-President EMEA, 

Groupe SEB

Digital experience is now everywhere. Cyril Buxtorf, Executive 
Vice-President EMEA at Groupe SEB shares with TCG Retail 
Summit his vision on how Groupe SEB manages to take the 
digital turning point to enhance consumer experience.

How does innovation fit in Groupe 
Seb's business model?
Group Seb mission is to make 
consumers’ everyday lives easier and 
more enjoyable and contribute to 
better living around the world.
Consumers are, in small domestic 
appliances, highly responsive to 
innovation. Innovation has always 
been the primary value creation driver 
of the Groupe Seb business model.

The starting point of any innovation 
is all about observation and 
understanding of consumer habits 
in their daily life, capturing relevant 
consumer insights. On top of classical 
market research, we work with a 
team of anthropologists who observe 
consumer habits at their own home 
or at our Global Innovation Center in 
Ecully.

The innovation journey, from concept 
creation to product development, is a 
collective effort with the collaboration 
of all the departments of the 
innovation community. A community of 
over 1,500 employees at Groupe Seb.

Is IoT a hot topic for Groupe SEB?
Nowadays, consumers are no longer 
buying just a product, but also services, 
and most of all an experience. They 
expect personalisation, simplicity, 
excitement, connection with a 
community.
Obviously, connected solutions have 
unlocked opportunities that enrich the 

consumers’ experience: inspiring them 
with new cooking recipes, organising 
their shopping list, ensuring perfect 
results to treat the whole family!

The IoT solutions, navigation systems 
for robot vacuum cleaners, connected 
solutions, intuitive and exiting users’ 
interfaces, are developed in-house 
or integrated, leveraging external 
partnerships.
Cookeo Touch and Companion Touch, 
both showcased at the 2022 CES, 
are good examples of IoT solutions 
bringing simplicity and excitement to 
consumer experience!

What are the key success factors 
to make such innovation a success, 
from business standpoint?
Reaching the relevant target Groups, 
and making a compelling story 
telling, are, of course, the 2 drivers of 
performance. 
It’s, before anything else, about 
strong partnership with the trade, 
to showcase the innovation as 
spectacular statement in store and 
online,  facilitating the shopper 
navigation with cat. man. initiatives, 
bringing advices and experience 
to the shopper journey, leveraging 
the consumer data... Well known 
fundamentals…   …that can still be 
brought to the next level! 

Building a complete 
consumer experience, 
supported by Internet 
of Things (IoT)
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