PRAISE FOR RETAIL INNOVATION REFRAMED

Gareth Jude and Andrew Smith are an extraordinary combination of retail
practitioners and have crafted Retail Innovation Reframed, a must-read for
retailers in this fast-shifting landscape.

Paul Greenberg, Vice Chair, Federation of International Retail Associations

Essential reading for anyone who is frustrated by innovation not moving as
fast or delivering as much success as needed. A helpful guide that will aid
you in finding what is slowing things down and how to fix it.

Guy Russo, company chairman; former CEO, Kmart, Target and McDonald’s
Australia, and former President, McDonald’s Greater China

If your business needs to change but so far has been unable to do so or if you
serve a retail business that is having difficulty with the process of innovation,
I commend this book to you.

Paul Zahra, CEO, Australian Retailers Association

Gareth Jude and Andrew Smith guide us on a journey through the art and
science of retail reinvention — delivering both insight and application in a
thoroughly readable way. If you are a transformation leader, read it.
Richard Umbers, former CEO, Myer

This is a book for all retailers, most especially for these times. What Gareth
Jude and Andrew Smith have been able to replicate, quite remarkably, is the
benefit of their careers’ experience growing businesses, overlaid with
in-depth case studies detailing innovation in all its forms and how it is
achieved at scale. This is a step-by-step operating guide to introducing
innovation as a process that can be enabled by all your company’s leaders.
Peter Knock, retail company director



Many industries have been disrupted in recent years and none more so than
retail. Businesses in this sector are having to dramatically transform the way
they do things if they are to survive. In this groundbreaking book the authors
present a practical road map to guide retailers as they seek to make the transition
from the business models of the past. This is a plan of action that every retailer
could benefit from following.

Martin Christopher, Emeritus Professor of Marketing and Logistics, Cranfield
University, UK

Retail will change more in the next 10 years than it has in the last 1,000.
Retail Innovation Reframed will enable retailers to not only navigate that
change but thrive in uncertain times. The authors’ extensive knowledge of
retail, technology and innovation is brought together in a simple-to-follow
model with comprehensive case studies and examples. An absolute must-read
for retailers of all sizes.

Kelly Slessor, Founder and CEO, Shop You

As someone who has led retail teams at all levels for nearly three decades, I
have often been sceptical of books that claim to have all the answers about
how to run a great brick-and-mortar business — until today, that is. Gareth
Jude and Andrew Smith have put all their expertise and bold but necessary
ideas into this exceptionally well-written and actionable guide to success
that will lead us forward into the future of great retail.

Ron Thurston, Vice President of Stores, INTERMIX

A road map to retail innovation success. Read the book, build on your retail
business and be prepared for disruption. Of course you don’t have to...
survival is not mandatory.

Mark Finocchiaro, Managing Partner and Director, MyChemist
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FOREWORD

I have been in the retail industry all my life and am passionate about the
opportunities it offers. More than 1.3 million working Australians are
employed in retail. The sector is Australia’s largest employer of young
people, and well over half of those employed in retail are women. Retail
offers diverse and flexible career opportunities, everything from your first
job, to a job in data analytics, merchandising or supply chain and logistics.
The 2020 COVID-19 pandemic has reminded us all of how much our soci-
ety relies on the retail industry to keep us fed, clothed, healthy and safe.

My own retail career began as a casual shop assistant at Target aged 16.
I became a store manager at age 22 then went on to senior leadership roles
at Target, Officeworks and David Jones where I eventually became CEO.
Since then I have been a board member, advisor and now serve as the CEO
of the Australian Retailers Association.

In the last twenty years, I have seen first-hand the disruption and trans-
formation of the retail sector as a result of ongoing changes in technology,
consumer behaviour, and the increased impact of strong global retail brands
expanding into markets around the world. The combined effect has been to
create more competition, a new type of shopper empowered by knowledge
and choice and new ways for retailers to serve their customers and run their
businesses more efficiently.

It is true that some established retailers have had difficulty adjusting to
the new retail environment and some have paid the price. The failure of
several high-profile retail brands in the last few years has led to a negative
narrative around the industry that is unwarranted. Retail is not dying — it’s
growing. In Australia, up until 2020, retail has had an unbroken 30-year
period of growth, a record few other large industries can match. For every
high-profile failure there is a lower-profile success. What excites me is the
untold story of innovation, whether in store formats, in online marketplaces,
or the many small businesses that started life in someone’s living room.

The retail industry does need to reframe if it is to meet the challenges of
the 21st century. The old paradigms of range, price, service and customer
proximity need to be augmented with new paradigms like blending digital
and physical experiences, creating purposeful business models and leverag-
ing technology to serve customers better and more efficiently. To do this,
retailers need to know how to change.
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FOREWORD

What excites me about this book is for the first time it provides retailers
with a handbook on how to innovate. There is plenty of information avail-
able to us all about what innovation is and what retailers should do about
it, but this is the first book that shows retailers how to actually do it.

When we learn how to do anything in life, we become confident, optimis-
tic and empowered. When we learn how to innovate, we see disruption in
the environment as an opportunity not a threat, and approach the future
with optimism not fear. When that happens, we can leave behind the unwar-
ranted negative narrative that surrounds our industry and replace it with
one of hope and opportunity.

If your business needs to change but so far has been unable to do so, or if
you serve a retail business that is having difficulty with the process of inno-
vation, I commend this book to you.

Paul Zahra
CEO, Australian Retailers Association
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