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[bookmark: _GoBack]I always say that the biggest risk is taking no risk, and today this is true more than ever. The role of the brick-and-mortar stores in the consumer journey is changing. Return on investment can no longer be analyzed only by sales per square meter, but on engagement, newness and surprise per square meter. It's also about increasing speed to market and optimizing processes to adapt to consumer needs and expectations to stay ahead of the curve. We look for innovation opportunities everywhere in our business, from 3D designs and hologram set-ups in our Digital Showrooms, to our Store-of-the-Future. 




