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STEVE POWELL

DIRECTOR OF SALES, POMS GROUP
&P (MSGROLP

PCMS

POMS & delighted to sponsar the inaugural edition of this Innovative Retailers e port.

Thee weord ‘innavation’inret all & often mistakenly associated purely with " technology” 0f course, technology has an important part
to piay but the true essene of retall innovation & driven by the mquirment to make changes to something established and
introdue new methads and keas in oxler to provide a positive 0ons mer experiende whienever, wherever and however they
Choase to transactwitha etailer band

s the consumer-cannected world comtinues to evalve, the ex pedt ation of inform ation now” and ‘on-demand” servies means
retailers have tobe in-tune with their customers morder to provide a relevant, respansive and satisfying experience.

W all know ecanamic times have been toogh ®antly, so the need tomaintain and grow the share of consumer spendis mare
impartant thanever; and thi has led mtailers to nnovate their brand and technology proposition mane thanever before inarder
ta sumeed.

This neport focuses onsuch retadiers, new and old. and provides insightand ranking based onhow innovation i influencing their
operations and the retaii mdistry at lange.

Condgratulations to all the retailers whomade the Top-25 and thank you to the Advisory Paneland Retail Insider for producing this
nsightiud and interesting e part.
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The Methodology

Innavative retailers can be defined & large retailers that
continue to change their propasition inonder ta keep
fresh or equally they can be much smaller start-ups that
operate using entirely new cutting-edge retail modets.

One of the abhjectives of Retail Insider & to seek outthese
nature sets them apart from the mainst eam.

From the leng list of businesses that Retail Insider has unearthed over the past year, a short list of
25 was drawn up. This list was then given to a specially selected Advisary Panel who
inde pendently scored each retaileron a variety of criteria comprising:

How innowvative?
. T wdat beved has the cormpany delivensd 3 notalble level of Immovation that truly setsit apart fiom

= the cormpetition

The influence / potential influence on the rest of the industry?

For established retalers, what is the bovel of Impact the argarsation has had an the broader sstal sector
for meswer aperatons, what s the By irmpact they could have as they buld ot the proposition

The quality of the business?
LI

i ) Tz kel towkbach the business has been built an sold foundation s and with a cred il rmanagerment in place

Level of success / potential future success?
Aor established retalers, what has the cormpany achieved 10 date and for mewer operatars what s the
potertial ior thern to delver a high kel of suocess inthe futbure

Regardiessaf the age of the cormpary, is thereprood that there s corstant rmovation, which sl enablbe the
oo ary 1o rman tan s position at the forefont of events

S:T:F} Proof of ongoing innovation?

Collation of these scores helped create five tables, based on each of the criteria, as well as a
table for the alkimportant overall score. The final report contains each of these separate tables.
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CALDI

#

Fowunded strabght after the war by two brothers by the name of Karl and Thao Albirecht (ALDI
&5 a contraction of Albrecht Discount) Aldi is ane of the dynamic duo of German discoun ters
stoomning the LI With an imp ressive market share and sales growth of 15%in 2015 Aldi
coniti mues to attract more and maore white collar professionals away from the Big Fowr
supermarkets and has become a place where the money-conscious professional increasingly
trusts the Aldi oven brand label The secnet of its success Aldi has always bought invery large
voluimes from ane supplier and then sells the goods on wnder its own lbel Asa rule thews
wiilll be say, ane kind of owen brand cereal on sale and perhaps a major brand name variety.
The average Aldisells only a fraction of the lines of 2 big Tesoo There i no expenshe
advertising in-store {or in fact a marketing budget at all). The point 5 to take away ‘power of
pricing’ aweay from the brands It sounds limiting but for a shopper used to looking down a
vast asle of similarly-boxed cersals and wonderning where to begin it 5 a relief Althouwgh Aldi
is absolutely fnatical about the price differential that exists betwesan it and its competitors it
has recently added online shopping and in-store bakeres to the mix. But abways with its eye
on price it s building a vertically integrated operation im China for non-food goods that itcan
sell online all year rownd.

ZARA

(3

+ ZARA

-

The iy thic statws of Lara’s supply chain and its Just In Tine phi besop by, whilch 2lllowes exac thy the
rig it amownt ofstock with no excess to hit the stores at exactly the right timeis already legendary
in retail Founded in 1975 with one shop in Spain it now beasts over 2,000 stores acness maulti ple
miar kets. Tunning comventional fshion retaill wisdom on its head Zara takes its design cues from its
customers in-store which s then fed directly back to designers who begin to modify the range
immediately amd the results will then be in-storewithin a fortnight. This compares with anound six
muoniths for monmal mai nstream competitons. Twice a week like dockwork Zara stare managess will
arder their mew stock and twice a week they will receive replacement shipments. Part of Zara's
mystigque is that it only manufactures small runs, giving prodect s a scancity value amnd meaning
that customers are willing to pay full price for them. Over 85% of Zara stock 5 sold at its intended
price, which compames very favourabby wi th the usual womenswear retail rate of a5 low as 50%.
Because Zara owins 50 much of its owen mamufacturing amd delivery processes, it only has to
comimit o 15-25% of its new range sk months in advance, and maybe 50% by the beginm ng of
the season - all the additional capacity cam be wsed to design mew items right in the middle ofthe
season and if something suddenly takes place in the world of fashion then the company is poised
ta react imstantly. And despite having to pay higher salany costs for its Spanish-based

mian ufac turing centres, Zara can trade off the frequent transportation costs against the fact that it
does mot meed to warshouwse vast amounts of stock. Its clear visibil ity over its owen supply chain
coupled with its speed to market for new garmentsgie it an unstoppable advantage over its
competitors with their distant manutachuring and distri bution bases that are subject to emndless
unforeseen disnuption.
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' IKEA

A gflohal phemsomenon wi thoover 300 stores innearty 40 count res IKEA was founded by Ingrvar
K annpr ad wehien e was 17 in 1943 In 1948 he added furniture to the imited range and by
14951 it was necessary 1o prod woe the finst IKEA catal ogue - which was and continues to be
free to everyone. Jump tonow and they print 197 million of them They clevery cut every cost
corned they can witho ut compromising on theguality to design it, while using attermative
design— comipames who make buckets are wsed to produce thein chairs. Sofs ae covwered in
materials like denim fram a totally different industry_ And supesmarket trolley manufactunss
hiel o thean with sof frames. kea replaces ane third of its prodwct nes each vear to keepup
thecustomer interest. The company & constantly on the move and 5o running pilot
programmes o repair and recyc e fursiture and 30 printing spare partsas itpredicts
developed countries ane hitting peak stuff

IFRECAETIVE FETA LHT BEFCRT | oo B el sl il e i ol

Vorsprung durch Technik

CAUDI

&

{s

Thee car maker rwns & smal nomber of grodnd-brea b mng salesroonm $ites i ncluding one on
London’s Plccadilly, which heave had an astronomical impact on sales In 1987 there wene 20
different Audi models, now there ane A0, Mo showiroom can hold them all so the team at Audi
developad a system that requires andy tvvo plhysical cars on the showroom floor and thisstill
rased sakes fgunes by 7%, This was done thiowgh the developmeant of software that allows
the buyer to custontse thelr own car using themode! in the shoraom asa base neatly
tufning an its head the idea that peaple need to see the axact car they‘ne godng to buy befors
they commit. The number of varlables is stagoering: in the newest Audl 03 mode] there are
3.5 mdlliom possib e condigura tions. Audi has identified two trends incar buying. One i
digitabsation and the second lswhat they call simeplesity, which refers to the fact that

s tomers demand comples personalsed designs but they want veny simgele processes tabe
able todo it Audi reseanch indicates that a third of buyers would purchase a car pursdy online
if they coudd and it spotted thegap in the market for a showroombased anound digital
comoepts. The procedune works as follows: the customes along with the sales person wses the
softwareto kpok at all the Bbrics/design permutations possible on the model - this s done on
towch soreens wa tablets. The final design s then visibleon lange soreens located anound the
showroomand & viewabds in 3 spircaround 30 wersion making it visible from every angle. The
curstamer then leaves with a personalised oode and brochure, which is referenced when
ardering thecar This code can be wed on the customens” own comput er ta edit thacar prafide
at home wuntil the absolute final design is ready. Expect the roll-out of this revelutionary car
buying system acros the globe in the coming years.
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Albreveery and bees retader that i very firmdy based in Sootlamd {Ellom 151 he man bit witha
sitein Fraser bungh wsed as the test bed for beers), BrewlDiog has hars and shops scattersd all
over the globe it was founded in 2007 by two young Soots who have gven the company
something ofa reputation - from their antics of brewing a bees that was served out ofa
stuffed squirrel, to produecing the workds strongest beer {called Tactical Nudear Penguinl and
drivireg tanks thoough the Gty of London when ratsing neoney thiough crovedfunding.

BrewDog is also well known for its ran-ins v th the watchd og Portman Group, maindy over the
alcohodic stremgth of its beet The company was eventually ceared of con travening the code of
practice Aftersiands as a fitfle gesture the brewery produeced a supremely weak beer just for
the fun of it and called it “Hanny Statel More good marketing you could say, but BrewDog s
mant just 3 tenific marketing machine, its beer s ako svery good and thecompany takes a major
hand in selling plenty of the liguid BottleDog s the name of the chain afbeer shops it {5 busy
satting wp. The first one opened in Grays inn RBoad in London and sells 250 beers. Drinkers can
take beer home from taps inthe shop. Mamy of these drinkers have been funding BrawDog s
expansion and the latest round hias just browght i £16 mdl lon. This will be used to build a
brewery in the LS, setting up a distillery, and theopening of more bars and shops.

g /

g raze

GRAZE

L

Grow rd-bireald ng business predicated an the efficency and convemence of the regular postal
system and the growdng populanty of healthy snacking There ane anound 100 different

quiitk y-named snacks on the Graze website— some are very hiea lthy, some ane unheaitthy
sounding like deconstruc ted camot cake but arsin fact healthy and some just are shat they
say —like 3 chocolate brovende wa th di pping sauce or bandffes pie. But theimportant thing &
that even the unbealthy ones will not ba Rilling you because they are all snack sixed. Graze
aims tomake healthy suciting and it sesms tobe v rkng bhecause this company, which has
anly besn going since around 2010, had an annual tursover of 00 milbon last year i works
an a subscription model meaning that customers choose how often they want to recetve the
bow thiough their ktterboa (weekly, b-weekly, or monthly | and after indica ting basic
preferences or alleng es, Graze’s algonthms do the choosing for you. The customes does nat
kinony wehat will b in the box from one delivery to the next but Graze & avery agile bramd, if
the market moves and customar preferences change it can reflact o that immediat ey Alarge
FMCG comypany will spand millicns of pounds on L nching ome nesw product into the snack
miar ket while the food scientists at Graze have oreated hundreds ofnew products, which
maght be produced only the ane time. Competition & inc feasing by fence, however, Grazeds still
comfartably number one so when the g retall names weanted healthy snacks to sl in-stone it
wias Graze they approached So now you can fimd tndhidual Grare snacks in Salnsbury’s, Boats,
and WH Smiths to name 3 few, which ghes the oo mpany mul t-channed covera ge. Cus tomer
data shows that these store shoppers are completely difierent to the online buyers, which
implies that there is 3 whole other Ousto mer segment waiting to be tapped.
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Eataly foumnded by Oscar Fanimetti s a ret ailing phenomemnon in both [taly amd the LS {wheae
Farimetti’s som Micola runs things) and will soon open afranchisein Selfridoes allowing LK
customers to see what all the fussisabout Imagine a really luxuriows but not too ovenpriced
supermarket whene you cango and eat some of the kwvely things you seeon sale, say eat a
pasta dish where the flowr used to make the pasta s on sale mext to the kitchen and you can
take aclass inpasta making and learn how to make the deliciows thing you just ate_ Thisin
esgence i Eataly. The first outlet opened in Towrin in 2007 2nd & now one o fits main towrst

at trac tions while the rest of the chaim ex pands quickly acress the globe. Thisis no general
flat-pack roll out thowgh as each outlet is tailored to its kcal market. The menu selec tion in the
Hew York outket for exampleis very different to the ane in Chicage, which will be 100%
different to the onein Tokyo Chicago-based customers for example like fried food so there s a
rest aurant | Fritto selling anly fried foods just for the Chicago bramche The founders abways
partmer with a sawvwy local who will help them towairds 3 successful integration into the bocal
cul ture; im the WS for example Eataly waorksas a joint-ven ture with celebrity chef Lidia
Bastianich who rans the cookery school in the stores_ Within the taly-based stores the
emphasis is on finding out the most regional and tiny bocal suppliers But around the rest of
thee wearld, thousand s ofaoik, pastas and other unigue ingredients, which have never before
been available to amybody cutside of taly, are shipped to the waiting masses

{9
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*RENTTHE RUNWAY

-

Rant The Rumway was concehved out of reseanch showing the sverage Amersican woman buns
&4 pleces of mew clothing every year and 50% of that will anly be waorn once_ There aneall
kinds of straplines that have been wsed to describe Rent The Runweay: Why buy a dressyouwll
anly wear ance;’ Think of us a5 your best friends with a much bigger cleset, and favouring
access over ovenership! In 200% Rent The Runway launched asa purely online entity but in

201 3the company opened shops {ocations indude Mew York, Washington and Las Vegas). it
has bowg hit arownd 65000 dresses and opened up a whole new market for the 150 or 5o
designers it works with. Rent The Runway is a five million member strong new customer
acoquisition chanmel, at aninstant a vast number of youwng professionalswho think nothing of
partimg wit b bots of interesting data about themsehes. And perhaps as Millennials with a

pend hant fior the sharning economy Remt The Runway will just comvert its clients to be renters
far life. Each dress i displayed with its rental cost next to its retail price. The eye-watering
diflerence alone would be enough to comdnce dientsto keap on renting There & of course 3
vast bogistics machine at woork hene considerng that 60% of dresses returnding in their pre-paid
emelopeson amy given day will be tunmed rownd immediately for re-shipping out again the
same day. At the latest count the average number of rent-outs per dress was 30 A 1,000
alkgorithms chug through all t e dat a constan tly forecasting demand, analysing seasonal
chamges, setting prices against all those factors, tracking garment kocations 50 as to select the
mueest efficient method of return, either cverndght or three-day return The company s at heart
a tec/hmol gy firm, which just happens to specialise in consumers goods. The plam is to extend
the model toother types of goods now that the concept hasbeen proven with dresses
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FARFETCH

-

#10 YFARFETCH

Farfetch brings together A00 houtioques and 1,600 hovury brand s famanound tha wer bd on to
its online platformn Marky of these are small indepandent operators that ane massivedy
empowened by the intermational reach that Farfetch giees them: The company undertakes all
the heavy lifting integration of these retailers’and brand oweners websites onto the Farfetch
platform: Customers then use the Farietch platform to enjoy seamless shopping across these
bramds — giving them the ability to buy fom multiple stores via asingle baskat and payment
tramsaction Fadfatch then cuersess thefulfilment. which no indudes same day dalivery in
thee top 10 cities anownd the ward (nowhich it eperates - inc wding London, Los Angeles and
biamd. It presently ships prodect to 190 countries, which has helped it grow sales by 70 per
cent to mane than 5300 millan last year This looks st to grow asit pitches itselfup against
big 1ival Yoo Met-A-Porber with the lawnch of its newe division Black & White. This creates
weebsites for ey brands, which o perate separately from the main Farfetch platform It has
iniftially created the anfine stons for Mano ko Blahniie Farfetch veny much also believes in'the
walue of physical stores and bought Lomdon business Browens, which it wses to test | nnowati ons
that could benefit the mamy boutiques and labels that wse its marketplace.

87

L

'BLOOM &WILD

F

Thas fhemves dedivery compamy was founded in 201 3and ecists tomake it easier for peope to
sand ear b other flowers throwgh the regular post al sy stem. Theplam was to onginally set up
an onldine flower ondesing service to be aither the freshest, or the most comeenient, or available
thio wgh a subsoription sendce. However, the company soon realised that subscoriptions sk
best for sepaoes that one 5 buying for oneselfand that people buy flowers for themsehees on
i se not once per month so eventually BEAW decded that the op timwm oppor tumity was
ooing to be flower gifting of the most comenent kind with a subsenption option And the
oot convvenient method of dedivery b5 throwgh theletterb oo A many 25 90% of letterboxes
wiill fit 2 BAW box 60om dong by 3 8om hegh and 18 4om wide Using sometricks of the trade
20 stems can befitted into these boxes - they put heads at bath ends, placeneat ting on the
heads to compress them to the exact box size and prevent them moving anound, arsd cut
some stems shorter. And of course that element of surprise & one of the big innovations for
the brand. Peopls don’t expect o oome hame from work, find 3 cardboand bos on thed mat,
weihic ' wehen they open it is full offlowers. The entry point 15 pitched at £20 but the most
popular onders retail at around £25, however that includes the Royal Mail first class delivery,
whereas with ather suppliers you will be adding a £7-8 delivery changs to the bill E&W do an
awvefage of several thowsand onders a week this yeat an inorease of seven-fold on last year and
thee mantra is that todays reciplents ane tomarmow’s buyers so coupons ane put in wdth every
arder and the comp any bookma s important dates and then sendscwstomers 3 remindes
that foweers are due several days before. The flower oifti ng market in the LUK & veor th £600
million a year {507% is online] - expect this company to grab an incréasing shame of that market.

12
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#12 ‘PIRCH

Parc s a high-end U5 company Iounded in 2009 sedl ing desiames bathoo o, kibchen, and

ow tdoor furniture throwgh a number of showrooms Bt these ane not just any shownoom:
They are as far remowed from the uswal vast sheds asit s possible to imagine. The two
founders Jeflery Sears and Jim Steveart identified the process of fumishing same of the maost
important rooms in the howse a5 3 tedsows tralpsing arownd . trying to turn ontaps that dont
ol K, pr g open even doons that wont open, getting into showers that hawve mo runming
wdted, tunning on habs thathave no lames, and then find ing ot sehenits too late that you'e
bowght the wrong thing completely. Soin Pinch showrnooms the tailets really are plumbed in
amd every store has arangeof private, reservable showers. The ovens in the kitchen area can
actually cook things. And washing machines will spin your cdathes dean. Every storehas a
team of chefs onhand who are constanthy cooking on the applances and answening
congumer questions as well as prondding free food of course. Additionally the stones run
cooking ¢lasses wihisch are extremely popilad and book out months s advance. Of course all of
this works out wery expensive but the company spends nothing on marketing and rates
everything on customer satsbotion And they ame very satisfied spanding an average of two
hiowrs: per wisit to a Pirch stone This inchedes drinking the complimentary bansta-made cofles
an anrnal, eat g freshly prepared snacks from the kitchen department, showering in the
bathiroom section, watching a bitof television whils the washing &5 spun diy. With some Pirch
stores ac hieving sales o f 53,000 per sguare oot thisinnovation really doss pay its way.

%3
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'SOCIAL SUPERMARKET

&

Thessare two bncations for thisc ommanity-based shop, onein Barmsley inYorkshine and the
sacand in Gy psy Hill, South Londan, which attempt to stem thehwge flow of waste cawsed by
manufac turing mistakes such as mislaballing forexample on allengens. The oversheiming
majority of people caneat a mskbelied product but it cannot besald to the general public
Loclal Supermarket thersfore hoowans up a fraction of the ms-packaged, damaged, over-

ard ered, and warongly labedled prod wcts i axstence. These acoount for 508 of the gonds on
the shebves at the Sodial Supermarket, with the rest shart shel flife {best before dates). The
parant company, Company Shop, has been working i the UK for 35 years operating staff
shopsim large retaber and manufacturer bead offices whene staff can purchase products at a
reduced price if they arebroken o faultily packaged efcetera. MamuBctuners are fime with this
well controlled selling of such goods but none would bewilling to ket a gemnsral markat
developin their carefully bullt-up brands where the goods are sold at a substantial discount
Company Shop has taken this con trolled access staff concent and browghit it to the public
domain because-everyone buying from the Cemmunity Shop s in Bannsiey and Gypay Hill s on
means-tested benefits. Community Shop buys the surples frem manufac turess (weith the
agreement ofretaliers and distributors - the onginal recipients of these goods) and sells it at
up to 6l discount. The challenge then anses as tohow to educate the dientelein how to
ook these possibly unknoven foods. For this punpose Social Super market has developed The
Hub - an educational resowrce that teaches the customers how to ensure the food doss not
oo towaste a second tims.

13



14 BOXFARK




-

ocado

GROUP

L

L

16 OCADO

Mo list of tiu by | mnowative aperators would be complete witho ut online grocery delvery
company Ocado it &5 headquartened in Her thordshire but has two glant wanehowses in

Her tho ndshire amd Warsei ckshire servicing 11 ‘spoke’sites around the country. ln 2000 three
ex-Gokiman Sachs bankers decided to set up an onlire-only supermarket that was eflectively
a vast automated delvery machine and today it remains the only dedicated online
supermarket in the world. Aswith so many ot e online ardering compan ies the oniginal
iminoation wasall abowt softewarne and it 5 that amd not food that & its resl marketable
product. O iginally, of course, partnered with Waitrose, Ocado cawght the eye of Morrson's,
wihich changed its mind abouwt an online offering and handed the task over, kock, stock and
barrel, to Ocado. In the weorld of retall where two years 5 aliletime Maorison’s has signed up
far 25 years Ocado’s innovation centres on its delivery mechanism. Other supermarkets have a
miix of dark stores'- depots laid owt asnommal shops whene human pickersgo round with a

tro ey and get the stuff - and pic king from regular stores. Some even have semi-a utomated
wearehouwses with a mixtwre of robot s passing the orders to pickers at high speed. In contrast,
Oeado operates fully automated warehouses at anenommouws cost ofdevelopment. This is why
in the Grocer magazine sunveys of successful online food ordering imaniably places Ocado at
thetapof the pile. Robats don't read barcodes incomect by and they dan't get tired. Ocado abko
hias an o label ramg e which althowgh tiny at the momenit, will no doubt grow — especially
as the Waitrose deal s scheduled to run onby wtil 2007 1t s best to think of Ocado a5 maindy a
techinolo gy company rather tham a retaileg which can licence its softwarne to third-parties.
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‘T2 TEA

-

Foumnded im Australia A0 years g0 but with a growd ng number of outletsin the K and LS, T2
&5 on a mission to do for tea what has been done for chocolate and coffee. mamely a refining of
the mational palate away from weak tea bags served wit b too muach milk and swgar \With 200
different teas an offer an education i certainly called for. T2 achieves this partly with high-end
aind welldesigned tea making kit like the T2 Teamaker - a plece of glass emginesring maone
resembling a cafetiers which is really selling the bemnefits of loose leaf tea. Another inmovation
far the customer is the tasting bar, which again normalses all the paraphennalia you can wse
to birews tea while the in-store employess give you the low down an the many teas on ofiec
Thereisalso a ‘smell table’ and the ‘wall of ted’ - comprising floor-to-cedling bright boxes. This
packaging of the tea makes the prodwct ramngelook slightly like alibrary {think the chooolate
library in Selfridges for a similar i dea) with the core lines branded in oramge boxes. In termsof
customer loyalty there's the The Tea Socety) which consists of regular buyers in three tiers
{tea society, high tea society, seoet tea socety —you need to spend mone tham £1 000 to get
to thils lewel). In short, yes it is selling coaks to Mewcastle but so elegantly and diffieren thy that
all is forgiven By the end of 2079 there should be 1000 vwerseas stores - with 50% of them in
the LK.
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TIMPSON

Greatk Service by Great People

18 TIMPSON

Wl th e than 1 0000 thvy: shos: in the UK poondd dneg codibibimey dry Clea ning, key cutting amd
engraying services Timpson i avery recognisable high street name What they are nof so
weell knowen for howeewer i5 thedr innovative approach to emploement. Timgsons © one of the
very feww retail envployerns in the cowntt y seho il take on ex-affenderns and trabin them towork
inthelr shops. Cher 10%of Timpsons workfor ce ds made up of this category of employee —and
st types of oriminal are represented from the most senous crimes doven, 115 3 decade since
the kdea wias first tried and at the outset there wereteething problems aplenty, howeved the
company perseverad and now nearly 20 .of their shops are man aged by ex-prisoners in Bt in
one prison there &5 a mod-up Timpsan shop whene inmates are trained. The otniows
advantage for the company is afanatcally and fantastic alty koyal staff base. James Timpson
CEO {who recerved the OBE for his services in recruiting disadvantaged peoplel has daimed
the compary has the lowest stafft uinever in Eurape Othes innovative mones indlude the
addition of the Timpsons Pod - these ane anownd 250 of them at the moment, these ane the thny
retail wnits which ho wse Timpsons shops in supermarkets and retall parks. Howewey, all
Timpson's premisesare extremely small, the same goes for the High Street - the company has
ahwvays sdotted its premises into the iy, askwvand wndts which has saved it a fortune in rent.
Finally the company aper ates a dynamic prscneg stroc tuee — all part of itsemployes
ampowernent —which means that the company Bsues price gusdelines but if an ind hvidal
ma nages wants to strike adeal with a custames then they can

appear [ here]

* 19 +APPEAR HERE

A

Ths smadl s o comyna ny S wnsunpesingly headguarered in Hoo ton, East Lond om and
run by a'smiall team. Founder Bos Bafley hasexpiodad the obd-fashioned and stuffity legakstic
weorld of retail leases. Sinply put its an onfine marketplace, which brings together vacant retall
space and peaple who might want that space. Balley's vision & that Appear Here could be an
AlrEnl for shops, Acnoss the weorkd be weants to bulld 3 spacefor goods, 3 brand launcher,
ane-off pop-up - whatewer & required basically. Hisclients can nstantly seeifa unit in the
regpul red distr ot of Mew Yook, Barcelona, or Maidstone 5 available and Appear Hens takes a
Commission on every transaction done — abowt 10-20% Eailey concedes that the landowning
fraternity 15 hasically a conservat e ane but the trend on retail lease length is firmily downand
i 1997 the average retal lease length was 20 years, by 2001 ithad dropped toless than 10
years ard i 2011 it wasless than five So Bailley & really just taking a natural progression that
bit further. Jients upload their oven legals orwsethe standard bcence agreemants Eves ything
5 oo wibibe-¢ ke sagneed o line and clients can pay momthly o wp frent. Appear Hare’s

3 O0e0-A, 006 et 5 raneg e fromn luxury goods, to brands séh occasso nally want to launch shoops
like Microsoft and GCoogle to smaill Independents The landiond has a'cond erge’ who looks after
themn and brirg s good fits to their attention. Howewey thefact which seems most revolutionairy
for Appear Hare is that just when anline had retail all seven up, it tuins oot that consumers
dort |ust want to lookat a soreen - they sometimes want shops from brands that asen't even
retailers Appear Here senvices that need perectly.
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Fosmder s Holly Tucker and Sophée Corntshy, wanted an online shop whens the goods were
unique British, and ethically produced. So they sat it up themsehes and the company mow
weor ks weith more thian 5000 suppliers wiho have 2000000 wnigue prod ucts listed on the site,
wiehich has 2.5 milbon active shoppers. Still the best knowen platform ofits kind, personalisation
# itsstock in trade so frompersonalised tax disc cofilinks to the icomic bus Blind poster where
yious bnsert the important destina tion polats of pour bfe onto a Rowtemasterstyle font MOTHS
bz sommbeans i can ma ke it Every e sup plies pays 3 oms-off | oaning fee and than a
comumisskon rate for every transaction and competition to joim the ranks {5 fierce. But of course
the producer gets a strong unbrella presence featuring a ded icated homepage and then all
theberefits of a much bigoger companies” marketing suppaort, press coverage and access 1o
Customer data as the company hasanopensounce palicy on data The appointmeant of foaer
anline director at Tesco Simon Balsham a5 CBD shows there are big plans afoot to keep the
compamy at the forefront of its market

e 2]
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JUST EAT

- JUST EAT

Foumded im 2000 Just Eat nowe aperates in 15 cowntiees it tookasits starting podnt the
difficilty that wery small restaufant'takeaway operators have, selling thedr prodects ondine
wiiith all the technolomy and back-room operations invobed The procedune they developed is
asfollows the customes types i thelr postoode and finds all the takeaways in their anea, plus
reviews eft by other customead They then onder on the lust Eaf stteand the order s
transmitted to the restawrant — whichwill have a littke recaiving box precisdy for that punpose.
Cuistomer choses howe they nay and whether they collect orhave it delivered and the process
5 complete The business now attracts 700,000 visttors per year boits website in the LK done,
wetlth 59000 ot bet 5 wsing the servies - who each recehve 80 orders a day via Just Eat weorth
£1,000. These good provides pay a cominisson whils for consumers there & no change and
theey have the benefit of 3 huge vistbility of chaosee! lust Eat s now booking to act as achanng
for big branded high street restawrants to sall anline.
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Another Seandinavian doshgn success story, Thger was founded in Copenhagen and now has
ower 250 storesacnoss 19 count ries —with a tenth of thess inthe WK The first notable thing
about Tiges is that there ane few concessions made for locabion 50 a Theer stone in Japan will
ook exactly the same a5 anoutpast in Denmark ln addition, foundes Lennarnt Lajboschite
believes that all consumersin big oities buy exactly thesama things The emphass in Tiger is
on beautiful by déeskgned small items for 3 minimal cost with nothing costing moch over E300A
caie in point 5 battenes- huying batbedies i percatved 25 3 male preocou pation 5o Taged,
wihose customer haseis overwhalmingly fmale, prod wced colowrful, Bay-Glo varkants

rann oy Codowrs, which became a skgnat ure product. Ome and a half thowsand predu cts ane
desigred far Tiger every year and avery tiny group of peoplestock this entie global bisiness.
Thisisachmved by Tigers other great innovation of rollisg- owt one great design look acioss as
mamy &5 50 different prodwcts. A mobd of Rusian dolls could find itself an a musy. 3 food
coivta e, 3 tea-bohit haldeg a photo frame and 2 Sellotape dispenser. Tiger do not sl
prodoects that cannot adapt to this mudt- design initlatve

B tossed
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Healthy lumch provides Tossed has been i the saladfunch food business for mare than 10
years and current by sells thro wgh 26 wnits incleding several in Dobai and mone thian ahend ful
in Welcome Break secvice stations arownd the LK it was almost alone in the category initiaily
bt it o s myrilad comgpetitors including Pret a Manges, Leon and ML But it & still
keeping ahead of the pack with theconcept being taken toa very difierent asdence viathe
Welcome Break partnecshi p and ey lines i ncluding warmrice of quinoa-based mealks calied
Tessed Pots_ Thesa have quickly bacome bast sellers with arowth hitting 250% year-on-year
But i1 & for the development of innovations arownd meal ordering technology and cash les
stores that Tossed i really standing out. The compam’s tvpical customer personal ises thelr
o salad by choosing base imgredients, premium ingredients, vegetables and finally their
preferned dressing This has always been dane inconjunc tion weith a serving assistant at a
countet However, so much time was being wasted ondering that after 18 monthes of
develapmeant 2 kdosk was launched - effectively a tablet, wihich takes the ander direct From the
cuss tomner Thils leaves all the Tossed employees to concentrate o the business ofmaking the
salads as fastas possible. Aswell a5 lesswaiting times, the average spend has also nwdged
upwands. There & atsoa Chick & Collect option whereby the customes anders thair salad onlines
af viaanew app and then collects it fom the callection point in-store. But equally
revolutionary is thedecision to go completely cashless meaning thene 5 no safe required, or
cashirg wp, or theft, ar cash handiing Expect futwne innovations to beclede more wuse of
customer data allowdng the site to predict, upsell and fil ter customers eating prefercnoes.
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The brasnchild of Russian telecoms tyeoon Yewgeny Chichvarkinwho moved to the LK after
sefiing hiscompanmy Yevroset, Hedonism & a temple to winelocated in two knocked togethes
restadl wnits on Diavies Street in Londan’s Mayfir On opendng it created an immediate stonm of
prublicity centring on its more extravagant produect lines swuch 25 a bottle of Chateaw dguem
at E9R000 or the 1774 JuraWin lawne at £72 000, the entrance chandedier that s made wp of
125 wine glasses and the range of Primat bottles {they hodd 27 litres of your Evourite tippla).
Buit in sl te of g dnnovva thee design and glitz its other big game- changing policy = the sheer
range of wines it stocks: B 000 lines of slcoholic product. Alongside the extravagant prices also
come 700 bottles of wine retailing wnder £30. The ot her big innovation was friendliness. A5 the
founder saw it there was something at the top-end of swine reétailing which was missing and i
wias great ¢ ustomeer service. At Hedonsm every customes will be treated with the same
concenn —megandiess of whether they are spending £10,000 or £25 Even the security tags on
the bottles, and each and every bottle has one, have been specially desgned to make peaple
still feed comnior ta ble in picking wp bottles. There & also apllay area for children and a pile of
reonds 1o put on the tumntable if you feel like it too it is comfortably the most efficiently
upmar ket off-fioence in London

THBCAETIVE FE A LHT BEFCRT | e 25 i (o

EAT 17 m=zxmo

WALTHAMSTOW
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Loy befome Wi tthamstow had a ‘village® lames Brondle and has brother Chirks wed 1o walk
past an undoved and rundowven off bioence on the Orford Road im London £17. In 2008 Brundie
and another sibling Skobhan Olonmedl decided to buy it furn it ancwnd and rwn it as a Spar.
After amere three years they won theaccolade of Best Convenience Stare in the country, and
tweo yeass after that made it to the final 10of the Best Intermational Convenence Store. The
premase & simgple: Theshop & not just 3 shop It 5 akoa restaurant, because Brundle ako
bowght the premses next door and conwverted It to restawrant Eatl? The shop operates wnde
the Spar umbrella, which the founders say works well becanse they can keep thisir
independence and as long as the store continwees to onder the basicsfrom Spar then amy mche
products are their owen affaic The entreprensurnial family created their baoon Jam range that s
stocked beyond their owen store - nationally. The E17 stores success hasled toa second langes
it {still weorking with Spar] ina converted Cimema in B9 wehich indudes 3 café'bar and
upstains restaurant
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Top 25 Grand Totals

Pasition

C=T - = O

EE'\I}W‘HU‘\-W#L‘-’M—*D

B EER

Retailer
Amazon
Aldi
Zara
IKEA,
Audi
Brewdog
Graze
Eataly
Rert The Rurmway
Farfetch
Bloom & Wild
Firch
LSocial Supermarket
Bom Park
Haotel Chocaolat
(rado
T2Tea
Timipsons
AppearHere
hotOnTheHighStreet
Just Eat
Tiger
Toszed
Hedanizm Winss

Walthamstow Village Stores  Spar

Total Scare (outof 700)
LS55
455
497
485
477
47

458

439
438
431

426
4.x3
4.4

415

REEEEREERE

T what level has the company defivensd a notable level
of v ation that truly 32t it apartnem the oorrpetition.

@

Most innovative

Retailer
Amazon
Aldi
Zara
IKEA
Audi
Bireswd oy
Giraze
Eataly
Rent The Runway
Farfetch
B boom & Wild
Finch
S lal Suparmar ket
BowPark
Huatel Chiooolat
Oreada
T2 Tea
Timgp sons
Appear Here
NotOnTheHighttreet
Just Eat
Tiger
Tessad
Hedonitsm Wines
Walthamstow Village Stores / Spar



Fon established retailens, what B the level of impact the osga nisation has
hadon the: brosder retail sector Fornevwssr operaions, what i the likely
impact they could have 25 they build out the. propsosition.
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Influence on industry

Retailer
Amazon
Aldi
Zara
IKEA
Audi
Pirch
Brewdog
Hatel Chooolat
Graze
Farfetch
Just Eat
Eataly
Bloom &\Wild
Rent The Runway
it OnTheHigh Street
Appear Here
T2Tea
Bioo Park
Social Supermarket
Tiger
T s o
Ocadao
Tessed
Hedomism Wimes
Wal tha ms tow Willage Stores / Spar
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Quality of the business

Thee leved to which the Business has bean built on $obid
foundations and with a credible managameant in placa.
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Retailer
IKEA
Zara
Amazon
Aldi
Graze
Audi
Eataly
Browndog
T
Bloom &\Wild
Hatel Chocolat
Oeada
Social Supermarket
Farfetch
Hedom ism Wines
Rent The Runway
Tessed
B Fark
hait OnTheHigh Street
Pirch
T2Tea
Tiger
Appear Here
Just Eat
Wal thams tow Village Stores / Spar
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Top 25 - Future success Proof of ongoing innovation

For established retailers, what has the company achieved to date amd for nesser Regardiess of the age of the compamy, & there proof that there s constamt innovation,
aperators what isthe potential for them to deliver a high level of success in the fut we wehiich weilll emable the company to maintain its position at the forefront of events

Paosition Retailer Paosition Retailer
1 Amazon 1 Amazon
2 IKEA 2 Brewdog
3 Zara 3 Audi
4 Aldi 4 Giraze
5 Ausdi 5 Rent The Runway
& Eataly & Zara
) Brewdog 7 Aldi
| Giraze 2] Farfetch
9 Fent The Runway G Eataly
10 Farfetch 10 Biloom & \Aild
11 Eloom & \Wild 11 IKEA
12 Timpsons 12 Social Suparmarket
13 Social Supermarket 13 BoxPark
14 BewPark 14 Oreada
15 T2 Tea 15 Pirch
& Hotel Chosool at 1& T2 Tea
1 Just Eat 1 Hatel Chioool at
18 Firch 18 Tiger
19 HotOnTheHighS treet 1% Appear Here
20 Tiger 20 Tossed
1 Ocado 21 HatOmTheHighS treset
22 Tossed 22 Just Eat
23 Appear Here 23 Walthamstow Village Stores / Spar
24 Hedonism Wines 24 Timgp sons
25 Wi tha ms oy Village Stores / Spar 25 Hed cmismn Wines






Retail insider s a free-to-subsoribe blog! wehsite that aims to adhené to its strap-line of * Taking
a look behind the obiviows on thehigh street, online and in the City! it offers up acocktail of
opinions and insights on the retail industry along with the oocasonal lelsure sector content.
The reguilar insights are complemented by arange of columnists and regular skots swech as
C1EAS welth leadn g multi-chanmeal retallers and the Inmovative Retallers”senes Retail tnskder
also produces the anmual Digital Mowers & Shakers Top 100, amd Digital Retail bnaovations Top
50 reportsas wall a5 hosting round-table svents

Wi e tal ing st er.oom

¥ $ in

2 3018 Aol nsder & The PIME Group plc. Al Bigh'ts Aesersed.

PCMs

PCMS & aglobal provides of IT sofféware and services fior the retail industoy. Offiering a full
ramge of inbegr ated commernce sodu tions across selling touch points and turnkey managed
servicesand clowd hosting. POMS have been prowiding retailers with a platform that offers
stability and lonpeyity forover 30 y2ars, with the aim of hkelping retailens to servetheir
Customers maore efficiently
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