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Introduction 
The Future of DIY 

DIY EVOLUTION – Designing the Future Together 

The 7th of June 2019 marked the final day of the 7th Global DIY Summit. Bringing together over 1,000 
delegates from 50 countries and representing all continents, the Global DIY Summit was as diversified as 
ever and offered delegates the opportunity to once again foster networks and strengthen existing ties. 
 
With a focus on “Designing the Future Together” emphasis was placed on collaboration between 
manufactures and retailers. Alongside the evolution of the DIY industry it will become imperative to work 
together and commit to one another in order to remain relevant in one of the periods of greatest 
disruption. 
 
This edition of the Global DIY Summit also paid a great deal of attention to the knowledge that could be 
imparted by the presenters to the delegates. Offering differing perspectives regarding the future of the 
home improvement industry the topics were divided into 4 key areas:  
 
  •  Innovate or Die – Why Innovation Matters  
  •  Digitalisation – Adapting to the Era of Disruption  
  •  HR – Preparing your Team to Embrace Digital Transformation  
  •  Asia – The Changing Face of Innovation   
 
Alongside this a Global Economic and Political Overview was offered to open the Global DIY Summit and 
the Summit was closed on the final day with a Farewell Session presenting insights into home 
improvement markets around the world.  
 
Although attention was paid to the speakers and content of the presentations, we do not wish to 
undervalue the input that delegates brought to the Global DIY Summit. With an audience made up of 
CEOs, Managers and other C-level Executives, and of which 30% were retailers, the contribution that the 
delegates provided is immeasurable. 
 
As Iñaki Maillard, General Manager of the Global DIY Summit, stated: “Our delegates are the soul of the 
event. We give them the space, the tools, and they do the rest. We are convinced that it is because of 
them that we had a successful event in Dublin.” 
 
The following document provides a summary of each of the 23 presentations that were given to the 
audience of the 7th Global DIY Summit in Dublin. We hope you find it of interest and look forward to seeing 
you again next year in Amsterdam for the 8th Global DIY Summit.  



Paschal Donohoe 
Republic of Ireland 

Welcome to Ireland 

Paschal Donohoe was introduced to the stage by Patrick Cassidy, Group CEO of United Hardware. Paschal 
highlighted the importance of technology and its impact, both in terms of providing near endless 
opportunities in retail and changing consumers behaviour. He stated that many experts predict that 1 in 3 
jobs are at risk of being disrupted by digital technology and to avoid negative disruption from this 
technology life-long learning has become imperative.  
 
Paschal also presented Future Jobs Ireland to the gathered delegates. This initiative by the Irish 
Government is designed to ensure Ireland's economy is well positioned to adapt and prosper in coming 
years and the more distant future. In 2019 Future Jobs Ireland established 26 ambitions that will 
enhance the resilience of Ireland’s economy and ensure that Ireland is well placed to capitalise on future 
economic opportunities. All in all, the Irish Government are investing to ensure that their cities are 
resilient, foster innovation and can therefore thrive in the future. 
 
Paschal finished by stating that retail is part of the change and a key sector in the economy. Many 
opportunities are becoming apparent in the retail sector at an unprecedented speed. It is important to 
explore responses to the latest challenges and opportunities and learn from these. 



Alexander Börsch 
Deloitte 

Global Economic and Political Overview 

Dr. Börsch kicked off the summit with an overview of the world economy and presented the medium and 
long-term trends. He began by stating that the future is unclear, with a volatile political situation in many 
countries impacting the economic outlook both locally and internationally. There are many uncertainties 
that will be experienced in the coming years. He stated that although there are reasons to worry there is 
no law of nature that every risk will materialise, beginning on an optimistic note.  
 
He went on to discuss the US market. There has been a period of long growth in the USA. Since 2009, 10 
years ago and just after the financial crash, the USA has generally experienced growth. However, Dr 
Börsch pointed out that recovery doesn’t last forever. He highlighted that under the Trump presidency 
there have been a number of trade wars that have, and are, impacting economic growth in the USA, as 
well as the supply chains of many international companies. However, the high wage growth that the USA 
has recently experienced is generally supporting consumption and aiding its economic outlook. He finished 
by stating that a lower growth of GDP can be expected in coming years if there are no new programs for 
infrastructure initiated in the USA. 
 
The Eurozone has been experiencing similar growth to the USA. For example, 10 million jobs have been 
created in the last 5 years, meaning the labour market is rising, which leads to increased consumption. 
However, there has been a development of a two-tier economy in the Eurozone. The weakness in the 
Eurozone is mainly driven by the industrial sectors, one tier, that has traditionally powered economic 
growth in Europe. Industrial production has been on a downward trend since 2018, especially in the 
chemical and automotive sectors, driven by increased protectionism and environmental regulations. This 
is impacting economic outlook negatively. The second tier, the services sector and domestic demand, 
continue to grow throughout the Eurozone. Dr Börsch also highlighted a recent survey by Deloitte that 
found that two thirds (2/3) of CFOs in Europe are expecting low growth in coming years, but not a 
recession. There are also large differences that can be seen between European countries. 
 
There are also big risks for the Eurozone economy, for example the potential impact of Brexit, the gilet 
jaunes in France, the Italy-EU conflict and the rise of populism and protectionism are already impacting the 
outlook of the Eurozone. Dr Börsch stated that it is prudent to “hope for the best and prepare for the 
worst” in regard to the economic outlook for the Eurozone. 
 
Concerning the Chinese market Dr Börsch showed the growth had been normalising in China, with the 
economy experiencing the slowest growth in 28 years last year, and the lowest rate of growth since 
1992. An impactful force on the Chinese economy is the ongoing trade tensions with the USA, which is 
putting downward pressure on growth. However, looking forward at the Chinese market the Chinese 



Alexander Börsch 
Deloitte 

Global Economic and Political Overview 

Government want to transform the economy to a consumer-based model, which should stabilize the 
economy. It was previously thought that the Chinese – US trade relationship was symbiotic, however, this 
turned out to be the wrong assumption. Increased regulations and protectionism have reduced exports 
from China, and there is a danger that these regulations and protectionism could spill over to services and 
data flows which would have a huge impact globally. 
 
Dr Börsch finished by suggesting what the DIY industry could do to improve their resilience for the future. 
He stated that focusing on the over 55 age range, as well as urbanised areas, could help the DIY sector in 
the coming years. India is the only country with a growing working age population, meaning a global ageing 
population will become apparent. Hence, there is a need to focus on the 55+ customer age range, 
particularly in Europe and the USA. Furthermore, as the urban population is growing, we need to think 
about the world economy on a city and city cluster basis and no longer on a country level. 
 
As a final point Dr Börsch discussed productivity. The productivity growth in most countries and 
companies has remained weak and has even fallen since the 2000-2005 period. Further to this 
productivity growth is very unequally distributed amongst firms. Firms with high digital intensity are 
displaying more productivity growth and vice versa. There has also been an emergence of “superstar 
firms” which are generally decentralised and show very high productivity, these are the top 5% of firms.  
 
The 4 take-aways from Dr Börsch were as follows:  
 
  1.  There will be increased protectionism in coming years  
  2.  It is key to serve demographics in the future and be aware of demographic change 
  3.  The urban market is increasing, and this should be an area of focus for the DIY industry 
  4.  Firms digitalisations is the key to the productivity 
 



John Venhuizen 
Ace Hardware Co. 

The Heart of a Leader 

John Venhuizen began by stating that “everything you are working on depends on leadership”, hence 
leadership is key. He went on to present two observations:  
 
  1. Business has a “bad brand”: most people think that business is conducted by the rich, for the rich, and  
      at the expense of the poor  
  2. Most of the workforce is aimless, bored and entirely unengaged.  
 
John stated that both these negative observations are a leadership problem.  
 
He then went on to define leadership. As John stated, leadership is about supporting others and taking 
people to places that they wouldn’t get to on their own. It is about motivating people and not getting 
complacent. All in all, John stated that “leaders galvanise people to want to do what must be done”.  
 
According to John Venhuizen there are three things that leaders must do;  
   
  •  Inspire 
  •  Create ideas  
  •  Turn potential into performance 
 
The first of these; inspire. It is important to know where your team is inspired to go and help them reach 
this goal. John highlighted that “vision & passion are inextricably linked”. Having a team that is passionate 
can help reach their goal, and vice versa, having a vision of the future can help generate passion. 
Regarding creating ideas John stated that “criticizing is easy, developing something is more difficult”. 
According to John Leaders should roll up their sleeves and enter the world of development, instead of just 
presiding over their teams.  
 
Lastly, turning potential into performance. John presented a bar graph of employee’s performance and 
found that the audience could not agree which individual they would hire, demonstrating that potential is 
not an easily agreed upon characteristic. However, when the audience were shown a graph displaying 
performance there was unanimity concerning who to hire. He concluded this by stating that “your job as a 
leader is to identify potential and pour your life into transforming this into performance.”  
 
John also highlighted that “heart of healthy leadership begins in a leader’s healthy heart” and used the 
analogy of placing an oxygen mask on yourself before others in an oxygen failure on an aircraft. He went on 



John Venhuizen 
Ace Hardware Co. 

The Heart of a Leader 

to say that the opposite is also true, “unhealthy leadership begins in an unhealthy heart.” He also stated 
that “a servant heart is not the enemy of a profitable business; it is the enabler”. Should an employee have 
a servant heart and place others before themselves they serve the business which is both good for them, 
the business, and society. 
 
John believes this is the advantage that Ace Hardware has over other firms; over 5,000 stores that 
believe in the power of the local. Supporting their local communities creates a feeling on trust within in the 
customer, resulting in a tight bond between the store and the customer. Ace Hardware strives to ensure 
all their leaders are aware of and carry out the steps to good leadership, which John believes is a 
cornerstone of their success. 



Barbara Kahn 
The Wharton School 

The Shopping Revolution: How Successful Retailers Win Customers in an 
Era of Endless Disruption 
Dr Barbara Kahn started by presenting the fact that in 2017 more physical stores closed than ever 
before, and more stores are expected to close in 2019. However, Dr Kahn does not believe retail is dead, 
but does believe that bad retail is dead. Barbara presented some of the ideas that are successful and 
doing well in this period of disruption, these were as follow: 
 
  1. Customer focused retailers  
  2. Tactile shopping experiences  
  3. Digital native vertical brands 
  4. Subscription models  
  5. Customer centric brands  
 
It is well known that shopping now must be omni-channel, with seamless integration of the physical and 
digital world. With the growth of Gen-Z shopping there is a remarkable growth of mobile shopping and 
looking at reviews from others for information about products.  
 
Dr Barbara Kahn stated that in order to succeed retailers and suppliers should endeavour to “give the 
customer what they want. Something they value from someone they trust” and have superior values.  
 
She then went on to present the Kahn Retailing Success Matrix which outlines how retailers can succeed. 
According to Dr Kahn success can be achieved by developing in all 4 quadrants and aiming to excel in two 
of them. These 4 quadrants are as follows:  
 
  1. Offering a trusted brand, for example Nike or Zara  
  2. Offering a retailing experience, for example Sephora or Eataly  
  3. Offering a low price; Aldi, TK Maxx or Walmart are examples 
  4. Offering frictionless shopping, in which Amazon excel 
 
Dr Kahn then went on to discuss the success of Amazon and Jeff Bezos. Amazon have been constantly 
innovating, starting with material that could be easily digitalised (books), and moving to offering 
infrastructure with Amazon Web Services, which makes up 60% of their operating profit at this point. 
Amazon were one of the first companies which focused on creating a frictionless shopping experience for 
the customer, with the patented development of 1-click shopping, prime delivery and now with Alexa 
shopping and Amazon Go Stores.  



Barbara Kahn 
The Wharton School 

The Shopping Revolution: How Successful Retailers Win Customers in an 
Era of Endless Disruption 
Dr Kahn stated that The Home Depot are now investing heavily in frictionless shopping, one of the key 
quadrants in the Kahn Retailing Success Matrix, and that should other retailers wish to remain 
competitive they should map the matrix and pay attention to excelling in two quadrants and competing in 
the other two. 
 
As a final summary Dr Kahn presented what she believes are the keys to success. It is essential to choose 
a quadrant in the Kahn Retailing Success Matrix to focus upon, this should be based upon the firm’s 
strengths, competitive resources and value of the customer segment. This strength should be leveraged 
into a second quadrant, one focus is not enough for non-niche players. Finally, there is a need to keep up 
with advancing customer expectations in other quadrants, it is not enough to focus on two quadrants 
alone. 



Barbara Kahn 
The Wharton School 

The Shopping Revolution: How Successful Retailers Win Customers in an 
Era of Endless Disruption 



Panel Discussion 
Innovation 

Innovate or Die: Why Innovation Matters 

Participants: 
 

Steve Collinge, Managing Director Insight Retail Group / Moderator  
Sergio Giroldi, CEO OBI  
Hartmut Jenner, CEO Alfred Kärcher  
Erwin Van Osta, CEO Hubo  
Vincent Legros, Chairman & CEO Bostik 
 

Steve Collinge introduced the panel discussion to the gathered audience. He began by focusing on the idea 
that many retailers are now producing subscription models for customers. For example, IKEA are now 
renting furniture, and Steve believes this is something that should be considered in the DIY sector. Steve 
also stated that customers are not falling out of love with DIY, in fact they were never in love with it. 
However, they do love the end-product, and this is what business should focus on. Further to this, Steve 
Collinge presented a quote from a recent paper by Goldman Sachs; “One of the largest generations in 
human history is about to move into its prime spending years. They are poised to reshape the economy”. 
This quote relates to the millennial generation, which are categorised as digital natives, growing with digital 
technology to hand, and therefore have different expectations in relation to previous generations of 
customers. 
  
Innovation is hard work, and Steve wanted to know how the Panel are innovating. He first asked Sergio 
Giroldi what OBI are doing. Sergio stated that innovation is not something new, it has been happening for 
millions of years. However, what is new is the speed at which innovation is happening and how innovation is 
now discussed and focused upon. New technologies are empowering customers, and so OBI is 
concentrating all their efforts on the customers. A key part of this is the development of OBI next, which 
has established a permanent dialogue with the customer and works with customer data, analytics and 
digitalisation. Alongside this OBI are in the process of testing an App which will support customers and 
strengthen the permanent dialogue that OBI has with their customers. 
 
Hartmut Jenner stated that innovation is a driving force at Alfred Kärcher. However, the market for 
innovation at Alfred Kärcher is different as most of the cleaning business is done by hand, but this does 
not mean innovation is not a priority for them. They are constantly developing and introducing new tools 
that remove some of the arduous work of cleaning by hand. In an ever increasingly time-pressed and time-
conscious society it will be key to reduce the time needed to clean in order to retain & gain customers. 
Alfred Kärcher also focus on innovation in their internal programmes. For example, robots and algorithms 
are entering and analysing SAP data and internal programmes have been introduced to remove all 
paperwork from the company. 



Panel Discussion 
Innovation 

Innovate or Die: Why Innovation Matters 

Steve Collinge then invited Erwin Van Osta and Vincent Legros on stage. Erwin stated by stating that he is 
not a fan of high-tech innovation, there is in fact a lot of “dying innovation”. He presented the examples of 
3D printers and robot customer service agents, both of which have not been adopted at the rate 
previously expected. Erwin believes it is more important to focus on “invisible innovation”, this being the 
collection and accurate analysis of big data. This will enable retailers to become more agile as this data 
can be used to predict what customers will want in the future. He finished by stating that is the retailers’ 
job to enhance customers experience and suppliers should be the innovators. 
 
Vincent Legros had a different perspective on innovation. He believes that continually innovating is 
essential. New products must bring new solutions and new values to the retailer and the customer. 
According to Vincent it is important to capture the full customer experience in order to create a winning 
product and bring value where possible.  
 
In summary, all panel discussion speakers agreed that innovation is key, but that this innovation must be 
conducted in the correct way. In this day and age, in which customers are more empowered than ever, it 
is essential to focus on the customers’ real needs and address these. Innovation must come from both 
the supplier and retailing sectors. However, the way in which these two sectors promote innovation will be 
different, despite both sectors having the same goal; a customer centric focus. 



Sanjay Sauldie 
EIMIA 

Introduction to the Digital Era 

Sanjay opened the session on digitalisation. He started by stating that there is a new culture of 
understanding in our sector and both retailers and suppliers are beginning to work collaboratively and 
building alliances. He went on to introduce the idea of Transruption ®, an amalgamation of transformation 
and disruption. Sanjay stated that retail is going through a period of Transruption ®.  
 
He went on to highlight the need to dissolve silos and work on integration internally. Once these silos are 
dissolved it will be possible to focus on the customers and develop a customer centric strategy. Sanjay 
believes that many of the customers’ needs can be solved digitally. The two foundations of Transruption ® 
are based upon are both a customer centric and business centric strategy.  
 
He went on to claim that the omnichannel era of retail is now over; stating “If you are still thinking of 
omnichannel then you are old-fashioned – we are now in the connected commerce era.” He concluded 
that in order to remain relevant it is important to never stop learning and to focus instead on life-long 
learning. 



Nancy Rademaker 
nexxworks 

Extreme Customer Centricity 
Nancy Rademaker’s presentation focused on customer centricity and how there has been a clash of the 
old and the new. She started by stating the digital technologies and digitalisation have moved from being a 
novelty to a norm. As software is consuming the world, including the retail sector, every company needs to 
become a software company in order to stay relevant. In 2018 a survey found that 26% of executives 
expected significant industry disruption in the next 3 years. This jumped to 73% when executives were 
asked again in 2019. She stated that is important to think about the 3 levels of innovation, these being the 
now, the next and the beyond. It should be every firms goal to improve the now, create the next and 
imagine the beyond.  
 
Nancy introduced the 5 I’s in which technology has changed society and the retail landscape, these are as 
follows::  
   
1. Informed: individuals and groups are now more informed than ever before and the age at which people 

are informed is younger than ever. For example, 4 billion people have access to the internet, and 5 
billion are mobile. This has led to an influx of information and a stress of choice, so we should 
concentrate on making things simple for consumers. 
 

2. Individualistic: individuals are now in charge of, and create, their own universes in which they are in the 
centre. The customer is more empowered than ever before and is even creating “multiple-me’s” which 
makes it a lot harder for companies to accommodate to their customers’ needs. 
 

3. Impatient: as a society we have become more impatient and our attention span has decreased 
dramatically. It is important to never steal time from customers. 
 

4. Influenced: clearly social media channels and influencers are having a dramatic impact on how 
individuals act and how they shop. Traditional mass media is losing its impact, with 75% of people not 
believing what companies present in adverts, but 78% trusting peer recommendations. 
 

5. Intuitive: individuals are now more emotional, and less rational. We are being presented with too much 
information which results in us reverting to our intuition.  

 

Nancy went on to state that there has been a movement away from products to platforms, which is 
demonstrated in the growth of the sharing economy. These platforms, often saturated with start-ups, are 
in numerous fields. For example, mobility services (UBER and lyft), learning platforms (Sharing Academy 
and Chef), food platforms (lieferando and feastly) and goods platforms (ebay and Etsy) all work directly with 
the customer. In this era of retail agility is crucial and strategies must be fluid. 



Extreme Customer Centricity 
Nancy then focused on the battle for the customer. In this era of retail, the customers’ perception of a 
company stems from all interactions they have with that company. It is therefore imperative to design the 
customer experience with the customer at the centre and realise that 50% of the customer experience 
involves emotions. To evolve it is important to not listen to what the customer wants, but to look at what 
they do, which involves the collection of data.  
 
Analytics bring insights, but algorithms bring the possibility of predictions. Nancy claimed that increasing 
data collection leads to targeted offers, more satisfied customers, an increase in sales and finally more 
money to invest in data collection, creating a virtuous cycle that should benefit the brand and the 
customer. Alongside this the customer expects extreme transparency, personalisation, convenience and 
speed.   
 
Nancy summarised by stating that we are living in a Frictionless, Accessible, Subscription based, 
Technological (FAST) world, in which convenience must be augmented in order to succeed. Value is 
created through a union of time, money and emotion, and the customer is the now the boss. Moreover, 
we should no longer think of “Man vs Machine”, but rather “Man with Machine”. The customer wants a 
wow! factor, and in order to achieve this it is important to focus on the above.  

Nancy Rademaker 
nexxworks 



Stéphane Mallard 
Entrepreneur 

Digital Disruption Accelerating with AI 

Stéphane’s talk was focused on artificial intelligence and the increased reliance on algorithms in goal 
achievement.  
 
He stated by stating that now everything that we do with our brain can be modelled by AI, we have taught 
computers enough that they are now teaching themselves. For example, with self-driving cars there are 
now machines that are able to detect the physical world more successfully and quicker than humans. The 
development of this technology relies on algorithms. 
 
Stéphane stated that all technology is becoming algorithmic. Data is being collected everywhere and 
feeding algorithms, which leads to increased learning within the algorithm. Coupled with algorithms which 
are challenging each other and learning from one another, there is a level of AI learning which was 
previously unanticipated.  
 
He went on to state that we are more predictable than we think we are. A recent example of this is 
Cambridge Analytica, the group which harvested the personal data of millions of people's Facebook 
profiles and used this data for political advertising purposes, influencing how individuals voted in the 
American Presidential race, Brexit vote and 2018 Mexican General Election. 
 
Stéphane believes that in the future AI may know people better than they know themselves and will 
become experts in everything people do. This is exemplified by Spotify’s “Tastebreaker” playlists which offer 
subscribers songs in genres they would not normally listen to, but that the algorithm knows they will enjoy. 
 
Therefore, Stéphane believes that in the future of retail human skills, for example empathy, will become a 
lot more sought after as AI will not be able to replicate these skills, at least for some time. Customers will 
have to be offered a great experience in order to remain loyal to a brand.  



Elena Ritchie 
Google 

Preparing your Team to Embrace Digital Transformation 

Elena began with an introduction into how retailing has evolved in recent years. She presented the recent 
research by Google that found that currently 64% of sales are influenced by digital knowledge and that 
90% of shoppers use their mobile phones for guidance. However, this does not mean that customers are 
no longer visiting physical stores, but that the offline and online worlds have now completely merged. Also, 
as previously mentioned, we are in an era in which customer centricity is the key to success. Customers 
are now more impatient, demanding and curious than ever before.  
 
As a representative of Google, Elena went on to detail how Google has prepared and continues to adapt to 
digital transformation. One of the most well-known methods that Google has adopted since 2004, and is a 
cornerstone of their success, is the “20% time” rule, created by Google founders Larry Page & Sergey 
Brin. Google gives its employees one day a week (20% of their time) to work on a “passion-project” of 
theirs; something that is not in their job description. This method has resulted in innovation in some of the 
services that Google is most famous for; Gmail, Google Maps, Google News and more. Google have also 
developed Google X, the R&D focused wing of Google which aims to have a “10x impact on the world’s 
most intractable problems, not just 10% improvement.”  
 
Moreover, Elena confirmed that Google is famously “anti-management”, giving employees a lot of freedom 
to develop on their own and in their own way, but in order to succeed they also rely on outstanding 
managers. Since 2008 Google has worked on Project Oxygen, a project aimed at understanding what 
makes successful managers at Google successful. Project Oxygen found 8 characteristics that good 
managers have:  
 
1. Are a good coach 
2. Empowers their team and does not micromanage 
3. Expresses interest/concern for team members' success and personal well-being 
4. Productive and results-oriented  
5. Are good communicators — listen and distribute important information  
6. Support career development and discuss performance 
7. Have a clear vision and strategy for the team   
8. Have key technical skills to help advise the team  
 
Elena summarised by stating that an innovative atmosphere can only be created organically. Guidance, 
freedom and curiosity are needed to enable innovation to flourish, as well as psychological safety.  



Greg Hicks 
Foster & Hicks  

Creating the Innovative Workplace Culture  

Greg Hicks began by pointing out some of the behaviours that can hinder innovation and happiness. He 
stated that many organisations are combative, creating uncertainty in their staff. As Elena stated, in order 
to foster innovation employees must feel respected, included and accepted. A feeling of uncertainty 
triggers the acute stress response of fight, flight or freeze, which is counter-productive in terms of 
creating innovation and has a negative impact on happiness. Greg pointed out that in order to foster 
innovation, and create happiness in relation to this, it is necessary to target the executive function of 
individuals. Targeting these higher order brain functions used for reasoning, problem solving and goal 
attainment gives people the self-control necessary to foster innovation.  
 

Greg went on to explain 10 of the key areas that should be focused upon in order to form an innovative 
and happy workplace and workforce.  
 

1. Intention: We cannot choose our circumstances, but we can choose our attitude and response 
towards the circumstance. It is important to remember that someone’s best intentions might be 
different from yours.  

2. Accountability: It is important that individuals feel safe to be held accountable for something. An 
employee who sees themselves as unhappy also sees themselves as a victim, which makes them 
more unhappy, creating a vicious cycle. We should endeavour to create a culture of accountability, not 
victimhood. Blame never helps.  

3. Identification: It is important to let people shine in their own way and reward them for this. 
4. Centrality: people should be made to feel central to the organisation and be allowed to shine. 
5. Recasting: Occasionally when a large problem or barrier must be overcome, it is important to reset, 

take a step back and view the problem from another angle.  
6. Options: People are much happier when they are provided options, and the worst thing for a company 

to do is remove these options as it creates a feeling of hopelessness.  
7. Appreciation: We should actively look for when people contribute and tell them right away that it was 

appreciated. This can build motivation and in turn innovation.  
8. Giving: It is important to give generously without the expectation of return of this generosity. 
9. Truth: Lying results in a physiological and psychological negative response in the body and should be 

avoided.  
10. Self-reflection: It is important to see that what makes people happy is very individualised, one person’s 

happiness isn’t found or expressed in the same way as another’s. 
 

According to Greg Hicks and his international study of happiness and innovation, these 10 key areas are 
the key to happiness. This happiness, if present in the workforce, can lead to increased innovation, 
motivation and greater success for the organisation.  



Stephan J. Wirtz 
EM Lyon 
Shanghai Campus  

Challenging Innovation Trends in Asian Retail  

Stephan Wirtz began by highlighting how the retail landscape in China differs from the Western and 
European retail landscape. In China there are still 7 million “mom-and-pop stores”, which are characterised 
by small amounts of business volume and employment of family members. Despite the changing retail 
landscape and the move to smart-shoppers and online shopping, these ‘kiosks’ still dominate the retail 
landscape outside of the big cities in China.  
 
Stephan went on to present the trends for e-commerce in Asia, specifically in China. He believes that the 
consumers very high expectations have led to a stiffening in competition. Stephan hypothesised that China 
has reached a ceiling in e-commerce, and for future development in e-commerce to take place it will be 
necessary to digitalise these 7 million “mom-and-pop” stores. This will further merge the physical and 
digital world. Further to this mobile e-commerce will continue to prevail in China and is likely to gain 
traction in Europe also.  
 
Stephan does not believe that the physical stores will die, but to succeed these stores must now fully 
integrate the online and offline. With an increasing role of the digital parcel deliveries will be faster, with 
24-hour delivery expected everywhere in China by 2021, as well as grocers offering delivery times of 30 
minutes. At this stage China is a hot bed for innovation and technological advancement, with generally 
relaxed regulations in relation to other countries. These relaxed regulations promote innovation and 
experimentation. 
 
There has also been a markable transformation within the population demographics of China. The Chinese 
millennial population are some of the most digitally evolved in the world. This segment of the population is 
also more individualistic and open to the west. Further to this they live for the moment and spend more 
freely. There has also been a quantifiable increase in national pride, with this generation concerned about 
China’s position in the world and sovereignty. With these transformations in population demographics and 
psyche China is playing a more important role globally.  
 
Two further factors that are leading to growth in the Chinese retail sector is the increase in women in the 
workforce and a growing middle-income population bracket. These two factors are both leading towards 
individuals in China having more money to spend. Further to this, women were traditionally the population 
to physically go to stores in China, so with an increased female workforce online stores will also see an 
increase in visits and sales. 
 
However, there are some challenges to growth in the Chinese retail sector. Stephan pointed out that one 
of the biggest challenges is the vast rural population in China. The rural population makes up about 50% of 



Stephan J. Wirtz 
EM Lyon 
Shanghai Campus  

Challenging Innovation Trends in Asian Retail  

the Chinese population, and therefore represents a huge market and huge potential. Nevertheless, there 
is a problem with access to this rural population. In this era of retail customer convenience is key. 
However, due to the population density of these rural areas it is difficult to provide convenience. The other 
issue that Chinese retail faces is trust. Due to the historical context of China there is not a huge level of 
trust amongst the population, but people do trust online reviews. In order to enter the Chinese market, it 
is necessary to build trust in the customer base.  
 
In summary, the Chinese market offers huge potential, and this potential is only expected to grow. China is 
also experiencing a growth in “uni-channel retail”, in which the customer is identified and addressed as the 
same person no matter what channel of retail is used. There is a focus on creating a seamless and 
compelling customer experience that delivers what the customer needs and creates engagement through 
personal content and this should also be adopted by European firms.  



Andreas Kerschner 
Alibaba Group 

Alibaba’s B2C Marketplace Tmall as Gateway to China for European 
Brands  
Andreas started by presenting a short history of Alibaba to the gathered audience. Alibaba was founded 
20 years ago by Jack Ma & Peng Lei. Their vision was to make it easy to do business everywhere and 
planned to be a market leader going forwards. It is for this reason that Alibaba has diversified its areas of 
interest and is now a leader in B2B (Alibaba.com), C2C (Taobao) and B2C (Tmall) channels of retail. 
Alibaba has 600 million active customers and ships around 70 million packages a day. They have also 
spread their business interests to South-East Asia and India and, with Tmall and Aliexpress, also work on a 
global level.  
 
The other methods in which Alibaba are diversifying are in the movie business, the travel industry, cloud 
and web services and online payments, with Alipay, the world’s largest mobile payment platform. Alibaba 
has business interests in almost all channels and is a business leader in many of them. 
 
Andreas then went on to discuss the steps to follow in order to access the Chinese market successfully. 
First, he presented some keys developments in the Chinese market. Currently there is a population of 1.4 
billion in China, and 50% of these are connected to the internet. There is also a high permeability of mobile 
use, with about 33% of the Chinese population using mobile devices for online shopping. As Stephan also 
pointed out, there is a growing middle class in China, which is expected to double in the coming years. It is 
also expected that alongside this the urban population of China will double.  
 
Furthermore, Chinese customers are beginning to search for quality products, and view Western brands 
as high quality, which has led to an increase in cross border business and imports of high value goods to 
China. Clearly, the average Chinese consumer has transformed in recent years and will continue to evolve, 
offering huge potential should the market be tapped successfully.  
 
Andreas presented the example of Dyson, who have successfully been adopted into the Chinese market. 
Dyson produced an entire new app for their Chinese customers, with more emphasis on product use, 
reviews and details about the product. This was done as Dyson realised that the average Chinese 
consumer differs from the average Western consumer. Dyson also worked with influencers within China 
to boost their profile.  
 
In summary Andreas presented two models to move into the Chinese market, these being:  
 
1. The wholesale model; in which Western brands sell directly to Alibaba and Alibaba sell the product on. 
2. A partnership in retail; in which Western brands open a Tmall store in china with the help of Alibaba.  



Andreas Kerschner 
Alibaba Group 

Alibaba’s B2C Marketplace Tmall as Gateway to China for European 
Brands  
Andreas also presented his steps for success in China;  
 
1.  Remaining agile  
2.  China must be a central strategy  
3.  The approach must be holistic and accepted on all levels  
4.  There must be an ambition to succeed in the Chinese market, as well as a clear strategy  
5.  Patience is a virtue, and it is important to be ready for failure  
6.  The key is to be surrounded by the right team and stakeholders and move in the correct direction.  
 
All in all, the Chinese market offers huge potential to western brands. With a demographic change and 
new channels of retail western brands can expect to succeed in China and see substantial returns should 
they follow the 6 steps above, and Alibaba can be a facilitator to access this Chinese market. 



Pascal Coppens 
nexxworks 

China’s New Normal 
Pascal began with an introduction into how Chinese society has changed. In a similar vain to Stephan 
Wirtz and Andreas Kerschner, Pascal highlighted that Chinese society is mobile centric, with 80 times 
more mobile payments than the USA and 98% of Chinese internet users being mobile.  
 
Recent research found that the top three factors favouring mobile payments were the speed, the 
simplicity, and not having to bring cash. However, he also suggested that China is not only efficient in the 
online world, but also the offline world. For example, for “singles day”, the biggest shopping day in the 
Chinese market, with sales of $31 Billion in 24 hours, 600 million packages had to be shipped to 
customers. The packages were shipped and arrived within the month. Pascal hypothesised that it is 
impossible to imagine something on this scale happening in any European country.  
 
Pascal went on to discuss how we are living in a VUCA world; a world which is Volatile, Uncertain, Complex 
and Ambiguous. This has resulted in a world which is not easy to navigate, however, Chinese companies 
continue to manage to do so. In 2013 there were no firms worth over a billion US $ (Unicorn companies) 
in China. Last year China beat the USA, and now there 149 companies in China that are younger than 5 
years old and that are worth over a billion US $. This demonstrates that China is innovating at a higher 
speed compared to other markets.  
 
Pascal’s last section focused on where he believes the future of retail will go in China. His first prediction is 
that the Chinese market will adopt AI more openly. He believes that the Chinese customer will expect 1 to 
1 communication and the only way to do this on such a large scale is through the use of algorithms. 
Pascal believes algorithms will reach a level in which they will know customers better than customers 
know themselves and will begin making decisions for them. A firm that is excelling at this is the Chinese 
news app Toutiao, which has a built-in algorithm supporting personalisation and displays excellent 
customer retention. Pascal believes that in the future it will be important to sell to algorithms, and no 
longer to the customer. He also hypothesised that at some point algorithms may begin to sell to 
algorithms.  
 
Another prediction of his is that the internet of things will rule hardware in China. Having all hardware 
connected to the internet has allowed sharing economies to flourish. Pascal predicts that in the future it 
will also be key to sell to these sharing economies, which relates back to Steve Collinge’s idea of sharing 
economies for hardware tools.  
 
Moreover, Huawei, the Chinese communications company has changed the connectivity market. This 
company are now number one in the communication field and are thought to be 1-2 years ahead of any 
rival company, as demonstrated by their preparedness for a 5G world.  



Pascal Coppens 
nexxworks 

China’s New Normal 
The adoption of this technology, which is predicted to be in the next few years, but even sooner in China, 
will have a dramatic impact on the world of connectivity and Pascal believes this will lead to a smarter 
society. Pascal’s final prediction is that the big players in China will begin to work together to create 
complete ecosystems in their sectors.  
 
Pascal summarised his presentation by presenting some of the inherent differences between China and 
the Western world. The first of these being that in the Western world we place emphasis on efficiency, 
whereas in China there is emphasis placed on predicting the future, not just being efficient in order to 
adapt to it more quickly. This is exemplified in that in Europe we discuss workers being replaced by robots, 
whilst in China there is a prediction that workers will be enhanced by robots, creating a better workforce 
that are future ready.  
 
He also predicts a new era of mankind, the era of OMO sapiens; humans that are constantly connected 
and experience the world physically and digitally simultaneously. Pascal’s final point was that new 
ecosystems in place of traditional industries are likely to emerge by 2019, he finished with a question 
directed to the audience in which he asked: “are we going to be part of the ecosystem, or be alone?”  
 



Neil Munz-Jones 
mdj2 Associates 

UK & European DIY Market Update – Key Trends 

Neil first stated that UK retail has experienced a perfect storm in recent years. There has been a 
decrease of growth in the retail sector as well as a move away from DIY and increased competitors. 
Retailers and suppliers are now having to play catch-up. Coupled with a shift in power towards the 
consumers, now is a period in which innovation must take place in order to remain competitive.  
 
Neil then presented the categories of winners that are succeeding in this time. The predominant winners 
are B2B / B2C catalogue retailers, discounters, category specialists and pure players. A similar thread 
that can be seen through all these winning forms is that they are connecting, evolving and giving 
customers choices.  
 
An example of a successful B2B / B2C retailer that Neil presented was Screwfix, which has grown in the 
UK by 15% each year. Screwfix are clear who their target audience is, the pro-sector, and they work 
towards satisfying this type of customer. Neil presented their unofficial motto as “time = money”, as they 
know their customers are time constrained. Screwfix have reacted to their customer’s time constraints 
by making sure that there is a Screwfix within a 10-minute drive in most cities. Further to this they offer an 
online-store with next day delivery as well as their 1-minute click and collect service. 
 
A category specialist that is doing well is Blue Diamond garden centres, which has targeted the older age 
range of customers. They provide inspirational retailing and a true shopping experience and are therefore 
flourishing in their customer bracket. On the other end of the spectrum B&M are a discounter. They are 
also clear who their target customer is; individuals who want the best brands at very competitive prices. 
This is what they offer their customers and what has led to their growth.  
 
Neil Munz-Jones went on to state that generally the role out of big box retailers has slowed. Instead 
services are now seen as the battleground in retail, including after sales services. Although these services 
do not provide as profitable margins as other channels, they are important in building customer loyalty.  
 
Customers are beginning to engage in the values of a brand, and this is especially clear amongst younger 
customers. It is important that brands connect with their customers emotionally and make themselves 
useful to the customer. They must also evolve in both the digital and physical sphere and make strategic 
choices. Neil finished by stating that the bar has been raised, and keeps rising, it is up to the individual to 
see how they will respond, but according to Neil the key to success is to concentrate on “[doing] a few 
things brilliantly rather than many things averagely”.  



Pascal Jacobs 
Katoen Natie 

Omni-Channel Logistics: Nobody Said it Would be E-asy 

Pascal introduced Katoen Natie, one of the leading logistics service providers specialising in omni-channel 
logistics. Headquartered in Antwerp and with operations in 34 countries Katoen Natie works on a global 
level and in a transparent manner to ensure that both customers and businesses are satisfied. 
 
Pascal then went on to state that the customer is now in charge of the supply chain. In this era of retail, 
the customer has the power, and should they be dissatisfied they will most likely start looking towards a 
competitor, hence why companies specialised in supply chain management must aim for operational 
excellence. As Katoen Natie’s research has found “purchased goods need to be delivered at the right 
moment, at the right location and in the right circumstances. If this fails, all efforts (good website, easy 
method of payment, variety of available articles) will have been in vain and any chance of repeat purchases 
will be lost.” 
 
Pascal began by stating the 5 “Game Changes” that have influenced supply chains; a growing volume of 
direct import, stock reduction, multi-channel deliveries, speed of delivery and different mindsets. In order 
to tackle these 5 changes, it is necessary to have a “green field approach”, we must re-think how supply 
chains are managed and aim to simplify flows, rebuild margins and bring convenience.  
 
In regard to supply chains in recent years there has been a quantifiable consolidation of the inbound and a 
fragmentation of the outbound, with deliveries being made to more areas. There has also been a growing 
volume of direct import and multi-channel deliveries have also become common place. 
 
Pascal highlighted the 5 factors that are key to creating frictionless supply chains: 
 

1.  Flexible warehouse capacity  
2.  Agility  
3.  Lowest possible costs 
4.  Long lasting partnerships  
5.  Working with the right partners  
 

Katoen Natie have developed systems to ensure that these key factors are met. They have implemented a 
mechanism that allows customer-orientated solutions. These personalised solutions offer flexibility and 
agility, be this is the floorspace or the personnel, and therefore reduce costs. The new retail landscape is 
uncertain, and even more so in the VUCA (Volatile, Uncertain, Complex and Ambiguous) world we live in. 
Supply chains managers must offer tailored solutions in order to react to this VUCA world. Supply chain 
managers, like Katoen Natie, can offer this through centrally located import hubs, regional fulfilment 
centres and local service centres. 



Igor Kolynin 
CTC Petrovich 

Digital Room: New Channel of Trade 

Igor began by presenting how Petrovich has grown in importance in the Russian market in recent years, 
even going as far as overtaking OBI. Petrovich offer a dynamic B2B selection and have innovation in the 
DNA. They have realised that they must be faster and more innovative than their competitors in order to 
grow their brand. This is exemplified in their online sales, with 43% of Petrovich sales completed online. A 
key for this high percent of online sales is their omnichannel model with offers a seamless transition 
between the online and offline. Petrovich have found that 70% of their customers are using two or more 
channels of retail in their shopping experience and have therefore worked to create a seamless transition 
from the online to the offline. 
 
Igor believes that Petrovich are the best in retail in Russia in 5 categories, these being innovation, value, 
service, communication and client experience. For example, Petrovich offer a 2-hour delivery service, and 
have been certain to include omni-channel retail as one of the foundations for business growth. Igor then 
highlighted the 4 reasons customers still visit physical stores: to communicate, to enjoy, to inspire and to 
love. It is clear that to buy is no longer one of the reasons customers visit a store.  
 
One of the recent developments that Petrovich has implemented is “the Digital Room”. This service, 
consisting of 16 LED screens allows customers to sit and design their room around themselves. The 
customer then feels as if they are in the own future room. This is putting customers back in driving seat 
and giving the control to them, relating to customer centricity.  
 
Moreover, the Petrovich employees who are present at the Digital Room display are told not to push 
products onto customers. Instead they are told to demonstrate value to the customer and let them make 
their own choices, creating a positive shopping experience. The digital room gives Petrovich access to new 
customers, new ways to show decorative materials and increases their claim to be an innovative 
company.  
 
Igor finished by stating that Petrovich has received very positive responses in relation to the Digital Room 
and will continue to innovate in ways like this that provide a service to the customer.  



Dionis Teqja 
Megatek 

New Retail Perspectives: Megatek 

Dionis Teqja is the President of Megatek, the largest DIY Store in Albania, headquartered in Tirana and 
offering an online store and delivery to surrounding countries. The flagship store, located on the outskirts 
of Tirana, offers 27 000 m² of retail space and 12 000 m² of wholesale space with 62,000 SKUs, making 
it the largest of its kind in Albania.  
 
Megatek focuses on “do it right, do it yourself”. However, this slogan does not only apply to customers, but 
also to how Megatek established themselves. Dionis explained that Megatek broke ground as it was the 
first investment of its type in Albania, there are no other hypermarket stores of its kind. Megatek foresaw 
change in the Albanian home improvement market.  Further to this, Dionis and his team travelled the 
world and observed and noted the best practices in the DIY sector, before bringing these best practices 
back to Albania and implementing them successfully into the Megatek store. 
 
Megatek’s employees are all highly trained, with a vast majority having a degree level of education or 
higher, and employees are viewed as valuable assets. Megatek also invest in the local community, with 
programs such as the Professional Skills Olympics and investing in technical high schools, universities and 
the agricultural sector. They are also breaking ground as one of the first Albanian companies with a 
corporate social responsibility program. All in all, Megatek strive to have a symbiotic relationship with their 
home in Albania.  
 
In coming months Megatek plan to focus on the digital side of innovation. With a new CRM system and 
updated website, Megatek are planning to innovate alongside the customers’ demands and create a 
seamless offline and online experience. With 27% growth expected in 2019 Megatek want to stay on 
track and expand their business internationally, including deliveries to Kosovo, Montenegro, Northern 
Macedonia, Italy and Greece. As Dionis stated “in all business nothing is from the launch, success is the 
result of hard work and determination.” 



Osamu Watanabe 
LIXIL VIVA Co. 

When Consumer Really Want to Rely, they Choose one’s Reliable Store, 
not the Internet 
Mr Watanabe highlighted that the Japanese DIY industry is very different to the Western DIY industry. For 
example, in most cases Japanese DIY chains offer a wider range of SKUs than traditional big box retailers 
in Europe.  
 
Although LIXIL VIVA is not the largest player in the Japanese DIY market they are demonstrating 
continuous growth and believe a reason for this is their focus on the customer. LIXIL VIVA have realised 
that a customer centric strategy is the way to compete against online pure players. They offer what the 
customer needs by listening to the needs of the customers through dialogues.  
 
Mr Watanabe went on to detail how LIXIL VIVA have drawn comparisons between tsunamis and the retail 
market. LIXIL VIVA have learnt from tsunamis that they must also be prepared for a sudden disaster or 
change. Further to this they work on a local level to create a community spirit.  
 
LIXIL VIVA focus on three core strategies to build their community spirit; Business Continuity Plan, 
Corporate Social Responsibility and a Life Continuity Plan.  
 
The business continuity plan supplies goods like emergency water tanks and generators that allow local 
business to continue to work and also support sales in LIXIL VIVA.  
 
Regarding corporate social responsibility some LIXIL VIVA stores are evacuation centres, and offer the 
local population drinking water and charging facilities in the event of a tsunami. This focus on corporate 
social responsibility helps LIXIL VIVA create a sense of community with their customers. The life continuity 
plan relies on preparation and being sure that customers have access to products that can be used in 
disaster situations, for example gas cartridges and portable generators. Mr Watanabe believes that 
focusing on the life continuity plan market could create a new market worth up to €20 billion as well as 
reducing the impact of disasters like tsunamis.  
 
As a final message Mr Watanabe highlighted that creating this new demand and accessing the life 
continuity market will rely on staying close to customers and LIXIL VIVA believes this is more easily 
accomplished in physical stores through building community spirit than over the internet and digital 
spaces.  



Ibrahim Ibrahim 
Portland  Design 

The Future of Retail and the New Metrics of Winning 

Ibrahim Ibrahim presented the final session of the 7th Global DIY Summit concerning the future of retail. 
Ibrahim started by stating that the future is no longer 5, 3 or even 2 years away but is happening today. 
This is the result of the speed of change and change of expectations. He also stated that in business 
“innovation is not a thing you do but is the way you are.”  
 
He went on to state that Portland Design do not see the future of retail as technology, but as 
anthropology; the future of retail will circle around the customer. He presented the idea of Generation C, 
instead of the heavily discussed Generations Y & X. Generation C’s key demand is Control, and they are 
constantly Connected, search to Collaborate and shop Consciously.  
 
It is important to think in terms of people and places, not buildings and spaces. Ibrahim believes that in 
order to succeed in this new world brands must endeavour to form deeper emotional connections with 
their customers. There must be an evolution from transaction, to interaction, and finally reaching intimacy. 
This is highlighted by research from Eventbrite which found that “72% of millennials would like to increase 
their spending on experiences rather than physical things.”  
 
All in all, participation is the new form of consumption, there has been a movement from monologues 
directed towards to customers towards creating dialogues with customers.  
Ibrahim highlighted the 4 things that future brands will do to succeed:  
 
1. Hyper-convenience shopping – research has found that 63% of global consumers are willing to pay 

more for simpler brands and 71% are willing to skip the store to avoid queues. 
2. Redefine loyalty – in the future customers won’t buy brands but will join them instead. It is important to 

focus on moments of experiences rather than channels of distribution and become a join-brand rather 
than a buy-brand.  

3. Re-imagine the experience of shopping – It is important to build stories, no longer stores, and the 
customer should feel like the protagonist in these stories. 

4. Re-position value – Customers have an increasing thirst for knowledge and human contact and stores 
should provide this to them.  
 

Ibrahim went on to present a quote from Doug Stephens; “the physical store has the potential to be the 
most powerful and effective form of media available to a brand because it offers an experience, that if 
crafted properly, cannot be replicated on-line”. Traditional media is becoming less effective, well-crafted 
stores are the future.  



Ibrahim Ibrahim 
Portland  Design 

The Future of Retail and the New Metrics of Winning 

As a summary Ibrahim Ibrahim stated that in order to succeed in the future of retail brands must:  
• Speak like a magazine  
• Change like a gallery  
• Sell like a shop  
• Share like an app  
• Build loyalty like a club  
• Entertain like a show  

 
Concentrating on these 6 points above will work towards becoming future ready. However, it is not enough 
to only concentrate on building these points, it is also necessary to be innovative and break boundaries, 
don’t allow your business epitaph to be:  
 

Could have… 
 

Would have…  
 

Should have…  
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