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OPINION

Reimagining retail for a
post-pandemic world

Change has been forced upon us —both good and bad — and we have yet to determine
how much will stick, writes Fran Minogue
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decision-making and building omnichannel players plan on 20% — ‘
competitive advantage. and some up to 40% — fewer storesand, have alreadv OpenEd

Three months in, we have moved with landlords firmly on the back foot, = =
beyond the purely operational this will happen far syooner than we IS that’ Whlle fOOtfaII
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they are more collaborative; they need life — whether it’s Primark or Louis relaxed, the hospitality sector cannot
different inputs and look to new ways Vuitton. How can we now express the function, which will further exacerbate
of solving problems. proposition digitally or virtually? unwillingness to revisit shops.
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ill-equipped to deal with. shopping, you're shopping.
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key. Whatever the numbers turn out i haveboth?
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