
The Market Amid 
COVID-19

The world has experienced challenging times in the first part of the new decade as the coronavirus has 
spread across the globe and affected an untold number of businesses across the retail, leisure and real estate 
sectors. Over the next few pages RLI will be speaking with several industry leaders from all these sectors to 
learn how their individual companies have been dealing with these unique and difficult times, how it has 

affected them and how they plan to come out of the other side as businesses across the world adapt to new 
and still changing environments.

NB The following interviews have taken place over the past few weeks, as such, circumstances regarding the coronavirus have 
changed in countries across the world and particular information such as number of store closures and number of shopping centre 

closures may have altered. The information within these pages was up-to-date when the interviews were conducted.



MANAGING DIRECTOR LEASING  
AND MEMBER OF THE BOARD ECE

TALKS TO...

MYZEIST, FRANKFURT, GERMANY

CEO & OWNER OF BOXPARK

TALKS TO...

Roger
Wade

Q. Given the current market conditions, have you had to 
alter or re-evaluate your key objectives over the next 
12 months?
A. Our key objective over the next 12 months is ensure that our 
tenants and staff can survive up to 12 months of potential no income, 
and Boxpark can recover from the Coronavirus disruption a better 
and stronger business!

Q. How would you say the Covid-19 outbreak has 
affected your business in the last weeks and months?
A. We have temporarily closed all our Boxpark sites and Head Office and 
put 95 per cent of our staff on paid leave. We have also offered a rent and 
service charge holiday for our tenants for up to three months of our closure.

Q. What impact is the virus having on company 
operations, and how do you see it affecting the business 
moving forward?
A. Since we have put the business into hibernation for up to 3-6 
months we are not currently operating and time will only tell in 
relation to long term effects.

Q. The Coronavirus has brought about unprecedented
challenges and climates, what key leadership skills do
you feel are the most important in the current climate?
A. You need to keep a positive outlook. Boxpark is a financially strong 
business, and we can survive 12 months with no potential income. We 
believe that a lot of other businesses will not be able to survive this 
potential loss of income, and this may create future opportunities.

Q. As a leader, when making key strategic decisions in 
these unusual times, what proportion of the decision do 
you feel is fact-based and what proportion is instinctual?
A. You have to trust your instincts and the facts. Irrespective of 
financial impact, nothing matters more than the health and safety of 
our customers, tenants and staff. That is why we have chosen to close 
all our sites including delivery, and put our staff on paid leave.

Q. What do you make of social media and its prominent 
rise in importance over the last few years, and how 
important do you feel e-commerce and online activities 
will continue to be in the wake of this outbreak?
A. Ultimately we are all human beings. We all crave the need for human relations 
and a sense of community. The internet is a short term replacement but nothing 
replaces coming together in physical social environments. The internet is like 
watching fireworks on TV. Its nothing compared to the real thing!

Q. How are you feeling about the 12 months ahead?
A. I’m optimistic! Solving problems always leads to creating opportunities.

Q. Do you have any words of warning for the industry as 
we head into unchartered territory?
A. No business is protected from the impact of Coronavirus. It will impact 
all businesses one way or another. It’s important during these difficult 
times that we all work together and understand each other problems.

Q. Any final thoughts or anything else you would like to add?
A. Stay Safe! See you soon!! And remember we are #AllTogether

BOXPARK WEMBLEY, UK

Steffen Eric
Friedlein 
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Q. Given the current market conditions, have you had 
to alter or re-evaluate your key objectives over the 
next 12 months?
A. Things have been developing so rapidly and so far no-one has 
not been able to foresee the next couple of days, let alone weeks or 
months. Thus everyone’s agenda will have to be adapted somehow…  

Q. How would you say the Covid-19 outbreak has 
affected your business in the last weeks and months?
A. For us as a developer and operator of shopping centres it is 
tough to see retailers and restaurant operators suffering like never 
before. Owners of shopping malls suffer as well, of course. It is now 
more important to keep in touch and to communicate intensively and 
transparently in order not to lose sight of each other.

Q. What measures have you taken to keep the business 
running as smoothly as possible?
A. We tried to limit the operational costs in the centres as much as 
possible in order to safe money for tenants and owners. But we have 
to keep the centres open as supermarkets; drugstores, pharmacies 
and the like provide basic services for the population. We try to 
reduce staff costs as well and had to send employees on short-term 
work where reasonable.

Q. What overall impact has the virus had on company 
operations, and how do you see it affecting the business 
moving forward?
A. I think the question above answers this in relation to the 
operation of shopping centres, but of course as a service provider to 
the investors of the centres we also have to maintain our ability to 
simply do what is necessary to keep the business running.

Q. The Coronavirus has brought about unprecedented 
challenges and climates, what key leadership skills do 
you feel are the most important in the current climate?
A. Every company has to concentrate on securing their own future 
and also the future of their business partners. There simply will be 
no business after the crisis is over if you lose sight of the interest of 
your partners. We need to motivate our employees to do their very 
best while at the same time contributing to cost saving measures 
wherever possible.

Q. As a leader, when making key strategic decisions in 
these unusual times, what proportion of the decision 
do you feel is fact-based and what proportion is 
instinctual?
A. In an unprecedented situation like this strategic decisions are not 
easy to be taken. Sometimes ‘best guess’ has to be the right answer, 
but experience can help, of course. We have experienced several 
critical phases in various countries before…

Q. What do you make of social media and its prominent 
rise in importance over the last few years, and how 
important do you feel e-commerce and online activities 
will continue to be in the wake of this outbreak?
A. Social media has had an enormous impact on the way we 
communicate with our customers. For instance, huge parts of our 
marketing budgets have been shifted from print to social media 
during the last few years. Online sales have been on the rise since the 
outbreak of COVID-19, appealing to completely new target groups. 
On the other hand, I am strongly of the opinion that after a period 
of being reduced to pure online shopping customers will yearn for 
the experience of physical shopping, meeting and socialising that only 
stores and restaurants can provide. However, with our Digital Mall 
now being introduced in more than 40 of our centres we feel well 
prepared for both worlds.

Q. How are you feeling about the 12 months ahead? 
A. There will be a lot of work ahead for both landlords and tenants. It will 
take not only weeks but months after the crisis is over to find appropriate 
ways to deal with each individual case and find the right answers.

Q. Do you have any words of warning for the industry 
as we head into unchartered territory?
A. We are in this together. There is no sense in trying to solve one’s 
problems regardless of the consequences for the other parties involved.

Q. Any final thoughts or anything else you would like 
to add?
A. Let us concentrate on the most important things now, like staying 
healthy, keeping business models alive and let us use this atmosphere 
of collaboration and cooperation that is noticeable in many of the calls, 
video conferences etc. to the best advantage of our common industry.



CEO OF AL-FUTTAIM MALLS

TALKS TO...

Timothy 
Earnest
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Q. Given the current market conditions, have you had to alter 
or re-evaluate your key objectives over the next 12 months?
A. Our focus right now is on understanding the next three intermediate phases 
of our business - before we can set forth a longer term plan which factors in 
new opportunities and risk. The first of these phases is total disruption - 80 
per cent of our business is closed, mandated by the government. Focus is on 
employee welfare, customer retention, new organisational model for remote 
working, cash flow preservation and communication. In this phase, all aspects 
of our business have tremendous unknown factors, thus the goal is quick and 
decisive action for business continuity. During this phase, we are actively working 
on tenant outreach and negotiations for over 1,400 lease contracts. The second 
phase is partial opening under a very restrictive environment. Focus will be on 
adhering to these special restrictive conditions and supporting our retailers to 
open and serve customers. The last phase is longer term business impact. This 
will be a more familiar phase, as we expect similarities in the longer term to 
that of the 2009 financial crises. Focus will be on long term business landscape, 
organisational redevelopment and establishing new goals and priorities. 

Q. How would you say the Covid-19 outbreak has affected 
your business in the last weeks and months?
A. Major impact because of mall closures, and tenant closures. We are 
a public facing, highly experiential business. Thus we depend on direct 
interaction with customers. We have taken stop gap measures to increase 
our digital platforms with respect to shopper engagement, serving as an 
online link for tenant e-commerce and food delivery.

Q. What measures have you taken to keep the business 
running as smoothly as possible?
A. Employee - immediate steps for safety, welfare - remote working. Tenants 
- offer immediate rent credits to eligible tenants. Cash Flow - major expense 
and capital expense reduction, contract/banks renegotiation. Shoppers - 
stepped up our digital platforms for shopper engagement and to assist tenants.

Q. What overall impact has the virus had on company operations, 
and how do you see it affecting the business moving forward? 
A. Moving forward it is too early to tell. We should remain disciplined 

not to make long term judgements about our business during this first 
phase. We plan to evaluate future business climate in phase three, when 
we can return to business without major restrictions. Then we can further 
understand overall change in retailer and consumer preferences, demand, 
supply lines and general social perceptions.

Q. The Coronavirus has brought about unprecedented 
challenges - what key leadership skills do you feel are the 
most important in the current climate?
A. Be decisive and quick in dealing with the crises stage.  Unfortunately 
there is a period of time that you must employ a command and control 
structure. If you linger, you will severely impact your ability to manage 
future phases. Have strong crises management infrastructure and focus 
on facts vs. speculation and rumours. Communicate very often with all 
stakeholders to keep their focus on sustaining business continuity. 

Q. As a leader, when making key strategic decisions in these 
unusual times, what proportion of the decision do you feel 
is fact-based and what proportion is instinctual?
A. Facts are very important, but hard to obtain in the initial phase of crises. 
Thus 50 per cent plus of your leadership style will need to be experience, 
intuition, strength of conviction and decisiveness.    

Q. What do you make of social media and its prominent rise 
in importance over the last few years, and how important 
do you feel e-commerce and online activities will continue 
to be in the wake of this outbreak?
A. Extremely important. It allows you to understand the pulse of your 
customer and the community in general. Both towards your business, as 
well as broader social policy and perceptions. 

Q. Do you have any words of warning for the industry as we 
head into unchartered territory? 
A. Focus on facts, strong data and talent development.  Attempt to return 
to business as usual, but be prepared to quickly adjust your operating 
model and business plan once more is known.
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TALKS TO...

Patricia
Velasco

Q. Given the current market conditions, have you had to alter 
or re-evaluate your key objectives over the next 12 months?
A. Our objectives are being re-evaluated. We are aware of the economic 
challenges this situation represents and we are taking measures to reduce 
costs and revise overall expenditures.  

Q. How would you say the Covid-19 outbreak has affected 
your business in the last weeks and months?
A. Currently, 27 out of 29 operating KidZania facilities in the world are 
temporarily closed due to the COVID-19 pandemic. Some of these closures 
were mandated by local governments, while others were voluntary as a 
solidarity measure to our visitors, team members and suppliers.

Q. What measures have you taken to keep the business 
running as smoothly as possible?
A. As previously mentioned, 27 out of 29 of our facilities are 
currently closed, and we are closely monitoring the instructions and 
recommendations from local governmental and health authorities in all 
the territories where we operate. Safety and security are top priorities at 
KidZania, so our focus is to ensure that our team and our visitors stay safe. 
We’ve also used this time to do deep cleaning and maintenance services in 
all our premises, in order to be ready for our re-openings.
In terms of our administrative staff, all our offices around the world 
are currently working remotely from their homes. We’re keeping our 
customers close delivering daily content through our databases and social 
media through a campaign named #KidZaniaAtHome.

Q. What overall impact has the virus had on company 
operations, and how do you see it affecting the business 
moving forward?
A. As it happened in the whole entertainment industry, the COVID-19 
pandemic represents a challenge. However, this situation will motivate us, not 
only at KidZania, but all the players in this industry to do our best hopefully 
during the second half of the year and continue offering unforgettable 
experiences for all our visitors within clean and safe environments. 

Q. The Coronavirus has brought about unprecedented 
challenges and climates, what key leadership skills do you 
feel are the most important in the current climate?
A. Communication skills are essential. We need to have an open and timely 
communication with our teams abroad and in Mexico’s headquarters. 
Situations like this one are stressful and we need to reassure our teams of 
the measures we are taking to ensure their health and safety. We need to 
maximise their trust with honest and transparent messages. Resilience is 
another key aspect. A pandemic is a situation we cannot control, so we need 
to be able to react and adapt to the changes and scenarios presented to us.

Q. As a leader, when making key strategic decisions in these 
unusual times, what proportion of the decision do you feel 
is fact-based and what proportion is instinctual?
A. Both aspects are really important, and we need a balance between them. For 
example, ever since the epidemic started a few months ago, we were closely 
monitoring the progress of this disease in Asia (number of cases, casualties, 

recovering, etc.) and the measures they were taking in that continent. 
Based on those facts, we decided to close our facilities in Mexico, even though at 
that time the situation in this country wasn’t as severe as in other territories. We 
closed even before these kinds of actions were mandated by the government. We 
followed our instinct, and it was the right decision, since we were able to avoid any 
type of COVID-19 infections in our team, in our visitors and our suppliers.

Q. What do you make of social media and its prominent rise 
in importance over the last few years, and how important 
do you feel e-commerce and online activities will continue 
to be in the wake of this outbreak?
A. Even though our consumers aren’t able to visit us, we have been close to them 
through our website, social media and loyalty program (B-KidZanian) platforms 
by sharing with them updates on our operations, some ideas about how to 
explain this situation to children, and propose daily activities they can do at home 
with their families. These actions have helped us to keep communicating with 
them and share information that we hope parents can use with their children.

Q. How are you feeling about the 12 months ahead? 
A. We are expecting challenging times as many other industries, in many 
countries. However, safety and security need to remain as our utmost 
priorities. We are preparing and planning for the months ahead and we will 
continue monitoring the scenario to make sure we take the best decisions 
for our visitors, teams and for the company.

Q. Do you have any words of warning for the industry as we 
head into unchartered territory?
A. We need to remember the lessons we’ve learned over the past few months 
and don’t take anything for granted. It is possible that some things change, but as an 
industry we will need to be resilient, empathetic and continue reinventing ourselves.  

Q. Any final thoughts or anything else you would like to add?
A. We have learned that uncertain times might also be a wake-up call 
to get ready, to continue working and collaborating as a multicultural 
edutainment company, as well as an excellent opportunity to reinforce 
our mission as a company: “Inspire the hearts and minds of children 
everywhere to get ready for a better world.” 
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PRESIDENT AND CEO OF JYSK

TALKS TO...

Jan 
Bøgh

Q. Given the current market conditions, have you had to 
alter or re-evaluate your key objectives over the next 
12 months?
A. The key objective for JYSK is still to expand our business and open 
new stores. The current situation does not change our long term 
strategy, but it will of course have a significant negative impact on the 
earnings for the current financial year and possibly also for some years 
into the future, if the coronavirus turns into a big economic crisis.

Q. How would you say the Covid-19 outbreak has 
affected your business in the last weeks and months?
A. With 2,000 stores across Europe being closed because of the 
effect Covid-19 has had, it has had a huge effect on earnings, as 
revenue is of course significantly reduced while the majority of costs 
remain unchanged.

Q. What measures have you taken to keep the business 
running as smoothly as possible?
A. The main concern is to ensure that our distribution centres are not 
overloaded, as we still have a lot of orders coming in, while outbound 
is almost zero in some distribution centres. It is very important to 
put some orders on hold, so we avoid extra costs by having to use 
external storage facilities. On the sales side we try to fully utilise the 
sales channels which are available, which are mainly online.

Q. What overall impact has the virus had on company 
operations, and how do you see it affecting the business 
moving forward?
A. With so many stores being closed it has of course had a major impact. 
It is however, hard to say what the long term impacts will be, as this 
depends very much on how long the closedown of the economy will last.

Q. The Coronavirus has brought about unprecedented 
challenges and climates, what key leadership skills do 
you feel are the most important in the current climate?
A. It is important to stay calm and try to do as much as possible 
to salvage the situation, without going into a panic and taking 
decisions which are wrong in the long term. We are thus very 
focused on how to cut costs without compromising our long term 
goals. It is also important that our employees are aware that JYSK 
will get through this crisis and that we intend to get through this 
without laying off employees.

Q. As a leader, when making key strategic decisions in 
these unusual times, what proportion of the decision do 
you feel is fact-based and what proportion is instinctual?
A. We are in a very uncertain situation, which means that we have to 
trust our instincts. Luckily this is not new to JYSK. We believe in what 
we are doing, and all of our decisions are based on that. This is also why 
we do not reduce long term investments.

Q. What do you make of social media and its prominent 
rise in importance over the last few years, and how 
important do you feel e-commerce and online activities 
will continue to be in the wake of this outbreak?
A. E-commerce and social media was important before corona, and will 
be during corona and after corona. Especially now, because e-commerce 
is the only sales channel open in a number of countries. It is hard to 
say if the current situation will change consumer behaviour in the long 
run. The philosophy in JYSK however is to be the preferred retailer no 
matter which channel the customer prefer, and that will not change.

Q. How are you feeling about the 12 months ahead?
A. They are no doubt going to be tough. But it is hard to say how 
tough, until we know how long the current closedown will last.

Q. Do you have any words of warning for the industry as 
we head into unchartered territory?
A. Yes, I think that it is important that we will share the cost of this 
situation with our partners and suppliers. If everything has to be paid 
by retailers, I am afraid that the long term effects will be much worse 
than if landlords, IT-suppliers and so on are willing to share part of the 
cost. In the long run I believe that is in the interest of everyone.

Q. Any final thoughts or anything else you would like to add?
A. Like anyone else I hope that the closedown will be as short as 
possible. The shorter it is the less long term consequences there will be.
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CEO OF VIA OUTLETS
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TALKS TO...

Otto 
Ambagtsheer

Q. Given the current market conditions, have you had to 
alter or re-evaluate your key objectives over the next 
12 months?
A. Our long-term VIA Vision and Mission remains unchanged and we 
will stick to our values for sure. Although our key objectives for 2020 
have not changed, our expectations of exceeding them in this current 
trading environment has naturally been pared back and re-evaluated. In 
different countries across our portfolio, local government advice has 
differed, but we have always followed it to the letter. 

Q. How would you say the Covid-19 outbreak has 
affected your business in the last weeks and months?
A. The first indications of the COVID-19 outbreak for us as a business 
were in January - seeing tour operators with predominantly Chinese 
tourists postpone their trips to mainland Europe. At the time, this had 
a relatively small impact on our centres – and the impact was still 
limited. Over the last few weeks, as the outbreak has spread across 
Europe and several countries have gone into complete lockdown, we 
have, following advice from local authorities, decided to close several of 
our centres. This, of course, has an impact on footfall, sales and rental 
incomes. We do not currently know the extent of the impact as this 
depends on the length of the closure of the centres, but we are making 
financial assessments of the impact for our business based on different 
scenarios of when we can reopen.

Q. What overall impact has the virus had on company 
operations, and how do you see it affecting the business 
moving forward?
A. Ensuring the health and wellbeing of our staff, brand staff and our 
guests was and still is our main priority. With several centres now 
closed, the focus of our operations has certainly shifted. Where centres 
are still open, our main priority is keeping staff and visitors safe; where 
a centre has had to close, operations are limited to security and basic 
maintenance in order to protect our assets and ensuring that the 
centre is in the best possible shape once it can be re-opened. 
Moving forward, we know from experience that outlets are tough 
and resilient in difficult economic times – mainly because consumers 
become increasingly price-conscious, whilst still remaining sensitive to 
brands. This makes an outlet the perfect shopping destination.

Q. The Coronavirus has brought about unprecedented 
challenges - what key leadership skills do you feel are 
the most important in the current climate?
A. A few fundamental leadership skills are key at this moment in time, 
namely communication - giving clear and concise information so that 
the team stays updated; at VIA Outlets we have daily COVID-19 calls in 
place to monitor the situation and ensure operations continue running 
smoothly, delegation and the ability to trust the team - allowing team 
members to take ownership of specific tasks and projects, which 
establishes better teamwork and the feeling of a shared goal.

Q. As a leader, when making key strategic decisions in 
these unusual times, what proportion of the decision do 
you feel is fact-based and what proportion is instinctual?
A. In these unprecedented times, the vast majority of decisions are 
fact-based, as we closely monitor and follow the advice of our own 
teams and the instructions of local authorities and governments. We 
put people at the heart of everything we do, and our biggest priority at 
any time is ensuring the safety of both staff and guests.

Q. How important do you feel e-commerce and online 
activities will continue to be in the wake of this outbreak? 
important do you feel e-commerce and online activities 
will continue to be in the wake of this outbreak?
A. Alongside online commerce, the outlet sector is the only segment 
in the retail industry that has seen growth in recent years, so we went 
into this crisis from a strong position. Clearly, with several key global 
markets under lockdown, online will get a boost, not least in areas such 
as food delivery – but we feel confident that, once countries loosen 
their restrictions, people will crave real, human interactions which they 
cannot get online. VIA Outlets has always aimed to provide guests with 
more than just shopping, but rather a day out with the entire family. 
This will be more important than ever in the post COVID-19 world.

Q. How are you feeling about the 12 months ahead? 
A. As these are such unprecedented times, it is difficult to predict 
what the future will look like. One thing is for certain: there will be 
a before and an after COVID-19 and we all must adapt to this new 
normal. I’m certain that together with our staff and brand partners we 
will come out stronger after COVID-19.

FREEPORT LISBOA FASHION OUTLET
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CEO OF PALL MALL BARBERS

TALKS TO...

Richard
Marshall

Q. Given the current market conditions, have you had to alter 
or re-evaluate your key objectives over the next 12 months?
A. Yes, 100%. I was working on our expansion strategy and our funding 
requirements. Now it’s all about reducing operational costs and looking at ways 
to implement new technology requirements into our operations to streamline 
our processes and ways in which we can upgrade our digital shop front. 

Q. How would you say the Covid-19 outbreak has 
affected your business in the last weeks and months?
A. It’s affected us a lot. We have closed eight stores and unfortunately 
furloughed our staff. It’s challenging times as currently there is no start-
up date and so we’re taking things one day at a time.  

Q. What measures have you taken to keep the business 
running as smoothly as possible?
A. We have had to shut all of our stores, but we are focusing on 
updating all of our systems and processes as well as all of the other 
things that we usually have very little time to do.

Q. What overall impact has the virus had on company 
operations, and how do you see it affecting the business 
moving forward?
A. We’re taking this opportunity to see how we can streamline our future. 
We’re being extremely productive in exploring ways of how we can get 
more direct with processes, cutting travel times with team meeting video 
calls and ensuring we will have more regularity in our cost management. We 
want to be lean, mean and ready for the next challenges ahead.  

Q. The Coronavirus has brought about unprecedented 
challenges and climates, what key leadership skills do 
you feel are the most important in the current climate?
A. Being a rock in fast flowing water, it’s important to have empathy, 
understanding and a clear plan and vision of the bridge to the future. 

Q. As a leader, when making key strategic decisions in 
these unusual times, what proportion of the decision do 
you feel is fact-based and what proportion is instinctual?
A. At the moment it’s both. Facts are changing daily and so as 
a leader I am looking at the start, middle and end, and focusing 
on the bigger picture. I’m building our plan for the future with a 
mixture of fact, gut and instinct.

Q. What do you make of social media and its 
prominent rise in importance over the last few years, 
and how important do you feel e-commerce and 
online activities will continue to be in the wake of 
this outbreak?
A. Social media is hotter than ever as most people are at home with 
a lot of time to browse their phones. This is a fantastic opportunity to 
build your brand, make vital connections, gain followers and promote 
your products to make online sales. 

Q. How are you feeling about the 12 months ahead?
A. Positive, now is a fantastic time to reflect and think about why you 
have been doing what you have been doing. Don’t waste this once in 
a lifetime opportunity: refocus, refresh and make it count. 

Q. Do you have any words of warning for the industry 
as we head into unchartered territory?
A. Innovate, innovate and innovate. Get ready to rise to the challenges 
that lie ahead… we can do it. 

Q. Any final thoughts or anything else you would like to add?
A. I think as with most things, it’s down to you to use this time 
effectively. Frame your day with the right mind set, breathe deep 
and plan your goals for the day and week ahead – then your destiny 
is in your hands.  
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GLOBAL PRESIDENT & CEO OF U.S. POLO ASSN.

J. Michael
Prince

Q. Given the current market conditions, have you had to alter 
or re-evaluate your key objectives over the next 12 months?
A. As a nearly $2bn brand spanning 180 countries, we were entering into year 
three of our long-range plan that laid out a very aggressive global growth and 
brand strategy.  Given the challenges currently presented by the Covid-19 
pandemic, we have definitely increased our focus on the short-term around 
cash flow, accelerating digital, and focusing on core product.  However, we will 
continue to work on our long-term strategy of elevating the brand and growing 
the business as we see a very promising future for U.S. Polo Assn.  

Q. How would you say the Covid-19 outbreak has affected 
your business in the last weeks and months?
A. We were on pace to have another record year in 2020 on all fronts 
as the first few months were very strong.  Unfortunately, starting in late 
March over 90% of our global bricks & mortar business has been shut down 
negatively impacting the business.  On a slight positive note, we are starting 
to see a small light at the end of the tunnel and the disruption has actually 
forced us to focus even more on what matters most.

Q. What measures have you taken to keep the business 
running as smoothly as possible?
A. Global communication across the board has been a top priority, both internally 
and externally. From our leadership team and broader organization to our many 
partners and vendors around the world, we have been providing weekly updates.  
These communications range from inspiring accomplishments to global strategies that 
provide a sense of unity and purpose.  Also, we continue to provide a flexible working 
environment which has really empowered our team and their ability to execute.

Q. What overall impact has the virus had on company operations, 
and how do you see it affecting the business moving forward?
A. Using China as a guide, the brick-and-mortar stores there that have 
reopened recently are only performing at about 30 percent from where they 
were before Covid-19. The recovery is going to take time, and there will be 
meaningful milestones of recovery we will constantly evaluate over the coming 
weeks, months and foreseeable future.  This is going to be a marathon and not 
a sprint and will simply take time with many learnings along the way.  

Q. The Coronavirus has brought about unprecedented 
challenges and climates, what key leadership skills do you 
feel are the most important in the current climate?
A. I believe it is important to lead by example during these challenging time 
as well as use common sense and keep your wits about you.   Every day 
presents new challenges that you could have never imagined before.   This 
is where I believe being able to pivot and be flexible are also critical.  Lastly, 
being optimistic while realistic is also important as it helps to keep your 
team and partners motivated, grounded and focused.

Q. As a leader, when making key strategic decisions in these 
unusual times, what proportion of the decision do you feel 
is fact-based and what proportion is instinctual?
A.For me, I try to be both fact-based and instinctual regardless of the situation. 
In fact, I believe your most successful CEOs utilize both tools to make 
decisions.  I also believe battle-tested experience is very valuable in dealing 
with such challenging times. I remember in 2008 during the Global Financial 
Crisis & Great Recession, I was a young and fairly new CFO at Converse, a 

Nike subsidiary.  I had the daunting task of leading a large organisation through 
that crisis. While others failed, Converse became even stronger and eventually 
one of the most recognized global sport-inspired brands in the world.  That 
critical experience has been of tremendous value during these times.

Q. What do you make of social media and its prominent rise 
in importance over the last few years, and how important 
do you feel e-commerce and online activities will continue 
to be in the wake of this outbreak?
A. When I was elevated to President & CEO in early 2018, we hosted a global 
summit where I stressed to our partners that we were behind in all things 
digital, ecommerce and social media. From that point on, we built out our tech 
team, added over five million social media followers, activated e-commerce 
sites all over the world, and accelerated omni-channel opportunities.  The 
current environment has exponentially increased the importance of digital and 
so we continue to focus on and accelerate our efforts.

Q. How are you feeling about the 12 months ahead? 
A. The next 12 months will continue to be very challenging.  I believe it will 
take several years for the economy and consumer confidence to get back to 
where we were in February.  However, I feel confident that U.S. Polo Assn. 
will weather this storm and be stronger in the future.  Being an authentic 
sport-inspired brand with very accessible price points will bold well for us as 
consumers will be looking for great price/value opportunities. 

Q. Do you have any words of warning for the industry as we 
head into unchartered territory?
A. Continue to preserve cash, invest wisely to maximise the best 
opportunities and take care of valued employees and partners as best you 
can.  Also, always be willing to pivot and be flexible.

Q. Any final thoughts or anything else you would like to add?
A. I would just like to add how I have been so moved by the human spirit!  I 
love watching my team giving it their all everyday while working remotely and 
our partners around the world distributing face covers to fight the pandemic.  
Despite everyone’s lives being completely disrupted and turned upside down, 
each person is trying to do their little part to make a big difference!


