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Tobi Lütke … How Shopify is shaping the future of retail 
 
Shopify is taking the world’s retailers online. As the world locked down amidst pandemic, 
stores great and small lost their entire footfall. Overnight, many turned to the Canadian 
tech company for the tools that allowed them to relaunch, not just with a virtual store, but 
with the marketing, warehousing, payment and distribution infrastructure too. A small town 
store could instantly transform itself into a global player. 
 
Shopify now supports over 1.6 million websites in 175 countries, and handled over $120 
billion in sales during 2020. Its own revenue grew 86% to $2.9 billion over the last 12 
months, and its market capitalisation from $46 to $137 billion in one year, making it 
Canada’s most valuable company. 
 
40 year old Tobias Lütke grew up in Koblenz, Germany, and started writing code when he 
was 11 on his Schneider (aka Amstrad) computer. Dropping out of school at 16, he found 
an apprenticeship with Siemens. His boss was a guy named Jürgen Starr who Lütke 
idolised. “He was a long-haired, 50-something, grizzled rocker who came to work on his 
BMW motorcycle and wasn’t wearing a suit like he was supposed to” says Lütke. He 
immediately gravitated to him and his little group of rebels. “Jürgen was a master teacher. 
With him, I had 10 years of career development every year”. 
 
Lütke met his wife Fiona in Canada on a snowboarding trip, and in 2002 moved to Ottawa 
to be with her. Without a degree, he couldn’t get a work permit, but could start a company, 
so launched an online snowboard shop, Snowdevil, with the financial support of Fiona’s 
parents (still his largest shareholders, and now billionaires). He struggled to find software to 
build his site, particularly one that went beyond a catalogue grid, and focused on the 
stories of snowboarding enthusiasts. Eventually he taught himself to code in Ruby, an 
open source language, and launched in 10 weeks. He soon started to get more enquiries 
about his site than his snowboards, people wanting to license his software. 
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In 2006, Snowdevil was relaunched as Shopify, licensing Lütke’s online store software, 
and also creating an API (application programming interface) platform that enabled other 
developers to offer additional tools through the Shopify app. In 2008 he headed to San 
Francisco at the invitation of several investors, although wasn’t sure he needed money as 
most of the programming was done by himself. Investors wanted him to move to Silicon 
Valley, but he refused, saying location is irrelevant to a modern business. However when 

the global financial crisis struck, 
he struggled to pay his small 
team turning to his father-in-law 
for support again. The silver 
lining came with a huge growth in 
customers during the downturn, 
as many people turned to 
starting up their own businesses.  
 
 
In 2010, he launched a Build-a-
Business competition, using his 
own toolkits, with significant cash 
prizes, and Richard Branson and 

Eric Ries as mentors. The business grew rapidly, partly by acquiring other software design 
businesses, and focusing on improving systems for everything from payments to flash 
sales, warehousing to distribution. In 2015, a year after finally moving out of his parent-in-
law’s home, Shopify went public. It also became Amazon’s recommended partner for its 
Amazon Webstore merchants, while also developing new digital tools for physical stores 
too.  
 
In 2018 Shopify opened its first physical space in LA, offering workshops and support to 
small businesses that use Shopify tools. In particular, it has retained a retail vision far 
beyond transactions, investing in creative studios to help retailers to develop new types of 
content, from blogs and movies to gamification including esports, and also to embrace 
social platforms like Instagram and TikTok. Shopify Balance enables farmers, craftsmen 
and small retailers to manage every aspect of their business online, from their smartphone. 
 
Despite his success, and $9.8 billion net worth, Lütke still shares the passion of Shopify’s 
entrepreneurs, and is even said to have his own secret Shopify-built store, selling socks. 
 
Most Innovative Companies … creative amidst Covid-19 
 
There’s nothing like a crisis to drive creativity – 57% of companies of the Fortune 500 were 
founded during a downturn, 92% of patents are filed during a downturn. Therefore this 
year’s list of the world’s most innovative companies are likely to showcase the disruptors 
of the next decade, the ideas that will reshape industries and imaginations. Each year’s 
#MIC rankings from Fast Company magazine are a qualitative, yet insightful set of catalysts: 
 

1. Pfizer-BioNTech … Operation Warp Speed was responsible for the world’s first 
Covid-19 vaccine, evolved from years of research into new cancer therapies. 

2. Moderna … also created an mRNA vaccine, but without the need to be kept at low 
temperatures, making it much more transportable around the world. 

3. Shopify … giving small shops a lifeline, including new features in its app which 
enabling consumers to support local independent stores during lockdown. 

4. SpaceX … became the first private company to send NASA astronauts to the ISS, 
the first crew to launch from  soil in nearly a decade. 
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5. SpringHill Company … NBA start LeBron James and Maverick Carter’s startup 
combines entertainment with social justice through Hollywood content 

6. Epic Games … the future of social media could be the “metaverse”, in the way we 
saw Fortnite become a popular environment for online concerts. 

7. Netflix … documentaries were the big lockdown hit from Netflix’s own studios, 
responding to cultural events such as the George Floyd protests.  

8. Tock … the restaurant booking platform became Tock to Go, an online delivery 
platform that maintained each restaurants brand identity and service experience. 

9. Microsoft … became a gaming powerhouse in 2020, while also leading the way in 
workplace innovation, and pledging to remove all carbon it ever emitted by 2050. 

10. Graphika … tracking disinformation campaigns around the world from the US 
elections to Chinese interference in Taiwan, and misinformation about Covid-19. 

11. Ping An … China’s largest insurer created Good Doctor, the world’s largest 
healthcare platform, with almost 1 billion subscribers. 

12. Outschool … while many platforms took education online, this platform made it fun, 
with lessons in everything from ukulele playing to space science. 

13. NBA … one of the first sports organisations to get back up and running in a Covid-
secure way, with player and media bubbles, and now with tested crowds too. 

14. Snap … Evan Spiegel’s mini-apps proved a hit inside Snapchat, providing 
everything from social shopping to short movies and meditation sessions. 

15. Asana … the work management platform enables teams to track their progress, 
with hundreds of features, and integration to Microsoft Teams and Zoom. 

16. Biobot … analysing the flows of sewage water to identify virus outbreaks, and 
rapidly target testing and lockdowns in local areas.  

17. Nike … 83% growth in online direct sales during 2020, becoming largely a direct to 
consumer brand, and connecting ongoing brand experiences like its Training Club. 

18. Ben & Jerry’s … the pioneers corporate activism are still strong despite being part 
of Unilever, including Justice ReMix’d ice cream in support of Black Lives Matter. 

19. Sony Interactive Entertainment … redefining the online gaming experience, with 
the help of new types of graphics processors and haptic controls. 

20. Seegene … the South Korean biotech company produced Covid-19 diagnostic test 
kits that quickly addressed the virus at home, and then across the world too. 

 

Women in control … how Bumble is winning in a Tinder world 
 
31 year old Whitney Wolfe Herd rang the Zoom-enabled Nasdaq bell earlier this year, as 
she launched Bumble onto the socially-distanced stock market.  

 
On her lap sat her 18 month-old baby son, Bo, who 
snoozed as she spoke about making the internet “a kinder, 
more accountable place”. Bo was clearly not bothered that 
his mum had just become the world’s youngest self-
made female billionaire. 
 
Bumble is the latest dating app to capture the imagination 
of singletons across the globe. Not least because it puts 
women in control. Herd’s matchmaking process can only 
be initiated by women, which is a simple idea, but 
significantly different to other platforms where women are 
typically bombarded by unwanted messages from men. 
 

Back in 2012, Herd was part of the launch team of Tinder, responsible for its much-hyped 
marketing, focused initially on college campuses and offering a simple, addictive way of 
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meeting strangers. Within 18 months, they had achieved a billion “swipes”, yet Herd left the 
start-up after a sexual harassment case. 
 
She immediately founded Bumble in 2014. She was 
intent on doing things differently and soon released 
her “BFF mode” as a way for users to find platonic 
friends. She also partnered with Spotify, to enable 
users to connect their Spotify accounts and share their 
musical interests. A career networking app, “Bumble 
Bizz”, soon followed, taking the female-first 
relationship model into the workplace.  
 
Bumble now has over 40 million users worldwide, 
including 2.4 million premium “Bumble Boost” 
subscribers who pay $9.99 per month for detailed 
listings of people who have “liked” your profile. There 
is also the option to buy “SuperSwipes” for $2.99 
each, which notify individuals of your own likes.  
 
Subscribers grew significantly during the pandemic, 
suggesting that people were as motivated by online 
relationships as physical connections. Bumble is now the world’s second most popular 
dating app after Tinder. Herd retains an 11.6% stake in the business, giving her a net worth 
of around $1.3 billion. 
 

Marcos Galperin … the rise of Argentina’s Mercado Libre 
 
Mercado Libre is the Buenos Aires-based online marketplace that has become the most 
valuable company in Latin America. It operates in 18 countries, although Brazil alone 
accounts for 65% of its revenue, growing to 96% when including Argentina and Mexico. It 
was founded in 1999 by Marcos Galperin and two colleagues while at Stanford.  
 

Galperin came from a leading 
Argentine family, owners of 
the Sadesa leather company, 
had attended the best schools 
and played for Argentina’s 
junior national rugby team.  
 
Studying for an MBA at 
Stanford, he met Hernan 
Kazah and Stelleo Tolda, who 
collectively struck on the idea 
while reading a case study of 
eBay. Weeks later, the class 
was addressed by John 
Muse, a private equity 

manager. Volunteering to give Muse a lift back to the airport, the three students seized their 
opportunity to pitch their idea, and quickly secured their first investor. Two years later, eBay 
itself, acquired 20% of the business.  
 
The market proved difficult for a technology start-up, with limited internet access, a poor 
logistics infrastructure, and different regulation in each market. The business is often 
compared to China’s Alibaba having started with an auction model of eBay, but evolved 
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into a marketplace more like Amazon. Ecommerce penetration in Latin America doubled 
from around 5 to 10% during the pandemic, but is still far behind markets like USA and 
China, which are closer to 30%. 
 
Galperín, now 49 years old, says that “the pandemic has moved us forward maybe five 
years in the last 12 months”, and that his company should sustain rapid growth for at 
least another decade, given that the digital transformation of retail is still at an early stage in 
Latin America. Sales grew by 92% to $14.5 billion in 2020, while on stock markets, the 
market cap soared by 194% to $84 billion at the end of last year. 

 
The finance arm, MercadoPago, now accounts for over 30% of the business, and could 
see much more significant growth beyond its own platform – from insurance and asset 
management, to loans for the unbanked, and payments embedded into other services.  
Galperin sees technology as his biggest priority, seeking to double his team of 4000 web 
developers over the next year. 
 

Conscious design  … Navi Radjou, sustained and spiritual 
 
Navi Radjou describes himself as “an uplifter”, which is perhaps what we all need after a 

year of pandemic lockdown, fear and anxiety, and 
economic uncertainty.  
 
We’ve been friends for some years, and in a recent 
email, Navi told me how he was that week moving to 
a new apartment just across the road from New 
York’s Central Park. To me this seemed like a big 
upheaval, especially during a pandemic, but he 
reassured me that with every move he finds himself 
with less possessions – living light, you might say.   
 
Another word is frugal – which is perhaps what he is 
best known for – or rather the concept of “frugal 
innovation”. Labelling himself as a French-American, 
who grew up in Pondicherry in south-eastern India 
(made famous by the book, Life of Pi), he has a 
passion for how companies can innovate faster, 

better, and sustainably in today’s tech-driven, resource-constrained global economy that 
is increasingly shaped by climate change. 
 
His next big idea is “conscious design” which he describes as “the ability to integrate our 
thinking, feeling, intuiting, doing”. 
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“When I turned 45, I reflected on my life and saw a pattern. Until then, I had treated the 
various aspects of my background — my Indian roots, French education, and my 
professional life in the USA — as distinct. I realised that the time has come for me to 
integrate these unconnected dots of my background into something more holistic.  
 
“I also see this reflected in our times. We are entering what I call The Age of Convergence, 
in which first-world and third-world issues like climate change, escalating pollution, social 
inequality, chronic illnesses, are converging to create ‘problems without borders’ that 
affect every person on Earth irrespective of gender, skin colour, or income level.” 
 
As the world struggles to fight the Covid-19 virus, we can see this challenge more clearly 
than ever – “until we are also safe, nobody is safe” - in the need to share and support 
vaccinations in every corner of the planet. 
 
“The human race needs to transcend its superficial differences and converge toward 
unity so that all men and women can join forces to co-create solutions without borders that 
overcome the wicked problems afflicting entire mankind.” 
 
He says that he sees this convergence happening in himself as he seeks to integrate the 
rich aspects of a multicultural background — the millennia-old Indian spiritual wisdom, the 
French tradition of rational thinking and scientific analysis, and the entrepreneurial spirit of 
Silicon Valley — to gradually become a “whole” person.  
 
So what does this mean in practice? As we recover from Covid-19 we need to design new 
products and services, processes and experiences with emphasis on safety, health, and 
sustainability. However, even more importantly, he says, we also need to design 
 

• new organizational structures (to accommodate virtualised/decentralised 
workplaces and drive bottom-up innovation) 

• new wise and resilient leadership models that foster diversity and thrive on 
ambiguity 

• new collaborative industry value networks (that encourage co-creation rather than 
competition 

• new inclusive/regenerative socio-economic ecosystems like the frugal economy 
(the title of his bestselling book). 

• new grassroots political 
governance (like participative 
democracy). 

 
All the above activities, he suggests, are 
focused on designing a better outer world, 
yet we should perhaps pay more attention to 
also creating a better inner life.  
 
“There is a spiritual revolution under way 
as more people, especially Gens Y/Z seek 
meaning in life. As such, we all need to 
become conscious designers of our 
subjective inner life” he says.   
 
“To consciously design a more purposeful 
life, one needs to harness and integrate four 
inter-related faculties related faculties: 
thinking (mind), feeling (heart), intuiting (soul), and doing (body).” 
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Radjou intends to infuse this holistic and integrative perspective into his work so that he 
can inspire people worldwide to create a better future. “Conscious design will be key to 
crafting a fulfilling personal life and to co-create conscious organizations and conscious 
societies of the 21st century.” 
 

Resonance fashion … on demand from Dominican Republic 
 
Resonance is a venture operating company, or a collection of small business, that are 
together seeking to transform the $3 trillion fashion industry by fundamentally changing 
how it works, and its social and environmental impact. At its core is an on-demand 
production systems that uses design software, automated cutting machines, and an army 
of sewers to create new products only after a customer has placed an order.   
 
“Our vision is to allow designers to focus on what they do best – design – without all the 
challenges of production” says co-founder Lawrence Lenihan, a former IBM consultant 
and venture capitalist, “and at the same time to create the most sustainable fashion 

business in the world”.  
 
Last year the company also 
helped 11 black designers 
to launch their own brands 
with a $50,000 grant and free 
access to the platform.  
 
This year, Resonance will 
launch a QR code on every 
item that will allow the 
customer to trace the 
origins of the all materials 
and watch videos of their 
garment being made at its 
factory in the Dominican 
Republic. 
 

Designers can either send in paper patterns for Resonance to digitalise, or use the 
platform’s design software to create virtual silhouettes, which can be made in one of more 
than 60 natural, uncoloured fabrics, such as silk and organic cotton. Brands promote their 
designs by posting their digitally-rendered clothes on their websites. When a customer 
places an order, Resonance’s machines use digital printing to apply colours and patterns to 
the selected fabric then laser cut the item’s shape.  
 
The pieces of cut fabric are sent to a team of local sewers, who turn them into the final 
garment. Many sewers are local cooperatives, bringing jobs to local areas. Instructions for 
how to sew the item are embedded into the seams of the cut pieces.  Eventually, 
Resonance wants to create sewing outposts around the world and use a cloud-based 
logistic platform that would allow them to ship items directly to customers’ doors.  
 
The item is shipped to the customer within 10 days. This system allows brands to avoid 
holding any inventory, saving them overhead costs and avoiding any unsold stock at the 
end of the season.  If a customer returns an item, Resonance identifies potential problems 
with the design, such as sizing errors or a misleading promotional descriptions, and sends 
feedback to the brand, which can address the problem in real time.  
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Tom Peters  … the grand old maverick of management 
 
Tom Peters has been ranting, raving and inspiring business people for over 40 years. The 
79 year old has led an interesting life, having trained as a civil engineer he found himself 
with the US Navy in Vietnam, then in the Pentagon, and became a drug-abuse advisor to 
Nixon’s White House.  
 
In 1982 he wrote In Search of Excellence with Robert Waterman, having spent the 
previous 7 years at McKinsey, and fascinated by why so few companies effectively 
implemented their strategies. It sold 3 million copies in its first four years, and was the most 
widely owned book in the USA from 1989 to 2006.  
 
In 2017, I sat down with Tom - known variously as “the Red Bull of management thinkers”, 

“Billy Graham meets Sid Vicious” and “the Gandalf of 
Business” - as he received a lifetime achievement award 
from Thinkers50.  
 
I described how his book was my first glimpse of the 
business world, remembering it on the bookshelf at home, 
and how my father, a headteacher, had been inspired by 
his writing to think differently about how schools are led 
and children taught. He’d taken many of Tom’s 
provocative one-liners to conferences around the world, 
challenging educators to do more for pupils, to raise their 
own game.  
 
Charles Handy said of his lifetime achievement “This man 

has brought excitement into management thinking. People leave one of Tom's talks 
bursting with ideas and hearts throbbing with enthusiasm." Thinkers50 summed him up 
as “Charismatic, passionate, and insightful, Tom Peters virtually invented the modern 
thought leadership industry. Even now, his speeches are a restless tour de force. His 
views have moved with reality. He is a keen tweeter, voracious reader, and endlessly 
enthusiastic. And, smart.”  
 
Here are a selection of some of his favourite one liners, written in his own unique style: 
 

• Investment #1: TRAINING (“Radical personal development” for all = Moral 
Responsibility =  Immeasurable longterm strategic-differentiation  opportunity = 
$$$$$. 10X more important in the Age of AI.) 

• Asset #1: PORTFOLIO OF FIRST-LINE MANAGERS (Key #1 to employee 
productivity/retention/product-service quality/customer fan-hood. 
Selection/training/mentoring of 1st-line chiefs is a strategic priority.) 

• Core Value #1: LISTENING EXCELLENCE!!! (“Fierce listening”/“Aggressive 
listening” to staff, outsiders. Note: Effective listening is time-consuming/exhausting! 
Effective listening is train-able!) (Branson: Listening is Leadership Key #1.) 

• Obsession #1: EXECUTION/“THE LAST 95%”  (Omar Bradley:  “Amateurs talk 
about strategy. Professionals talk about logistics.”  Fred Malek: “Execution is 
strategy.” Conrad Hilton Secret  #1: “Don’t forget to tuck the shower curtain  into the 
bathtub.”)  

• Job #1: ESTABLISHING/MAINTAINING “60/60/24/7/365” A CULTURE OF 
EXCELLENCE-BY-PUTTING-PEOPLE-REALLY-FIRST (Plausible/Profitable/ 
Ennobling:  No less than a “joyful” workplace!!!!/FYI:  “PEOPLE [REALLY] FIRST” = 
CUSTOMERS FIRST = $$$$ = SOCIETAL CONTRIBUTION.)  (Branson: “Business 
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has to give people enriching, rewarding lives, or it’s not worth doing.” DeJulius: 
“Your customers will never be happier than your employees.”) 

• Calling #1: LEADING IS A HUMAN-POTENTIAL-MAXIMIZATION ACTIVITY—THERE 
IS NO HIGHER CALLING. Any leader absolutely has the opportunity to dramatically 
affect the lives of thousands—far more than any surgeon.  

• Value-Added Strategy #1: DESIGN EXCELLENCE/RADICAL HUMANIZATION 
(Apple: “Steve and Jony spent hours discussing corners.”/Review of MINI Cooper S: 
“No vehicle in recent  memory has provoked more smiles.”/Metro Bank: A jillion little 
touches, e.g., dog biscuits, scintillating branches, and  wonderfully welcoming 
staff./Healthcare: Human kindness in its delivery promotes healing. DesignX and 
RadHumanization are by and large beyond the foreseeable reach of AI.) (And a great 
legacy.) 

• Success Credo #1: “ARE YOU GOING TO COST CUT YOUR WAY TO 
PROSPERITY?  OR ARE YOU GOING TO SPEND YOUR WAY TO PROSPERITY?”  
“OVER-INVEST IN OUR 
PEOPLE, OVER-INVEST IN 
OUR FACILITIES.” “COST 
CUTTING IS A DEATH 
SPIRAL. OUR WHOLE 
STORY IS GROWING 
REVENUE.” (Metro 
Bank/Commerce Bank 
mantra/hyper-contrarian  
consumer banking mega-
success USA/UK.) 

• Organization 
Effectiveness/$$$$ Payoff 
#1: WOMEN BUY 
EVERYTHING (Consumer/ 
Commercial) WOMEN HAVE 
ALL THE MONEY (Another 
$22 trillion wealth transfer to 
women next 5 years) 
WOMEN ARE BETTER 
LEADERS  (Solid  research 
on this: E.g., F>M in 12 of 16 
key leadership traits per 
Harvard Business 
Review/50-50 MF  Boards = 
Plus 58% profitability per 
McKinsey. SO WHAT’S 
YOUR LEADERSHIP TEAM AND PRODUCT DEVELOPMENT TEAM  F-M  
COMPOSITION????) 

• Missed Opportunity #1: OLDIES/RICH, MEGA-NUMEROUS, IGNORED—PLENTY 
OF TIME LEFT (“People at 50 have more than half  their adult life ahead of them”—
e.g., Americans buy 13 cars in a lifetime, 7 after  age 50. Household net worth 65 
plus is 47X > 35 minus. “Marketers attempts at reaching  those over 50 have been 
miserably unsuccessful.”)  

• Economic Cornerstone #1: SMEs RULE/“BE THE BEST, IT’S THE ONLY MARKET 
THAT’S NOT CROWDED” (SMEs/Small and Medium-size Enterprises create the 
jobs, employ almost all of us, are the prime innovators—every economy’s backbone. 
Monster-size businesses cut costs, dump people over the side, underperform the 
market. ) 

• Innovation Strategy #1: WTTMSW/WHOEVER TRIES THE MOST STUFF WINS 
Extended:  WTTMS(ASTMSUTF)W/WHOEVER TRIES THE MOST STUFF (AND 
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SCREWS THE MOST STUFF UP THE FASTEST) WINS (Innovation guaranteed!!!/But 
requires supportive culture: “Try it. NOW.” “Fail  Forward. Fast.” “Reward excellent 
failures. Punish mediocre successes.” Wayne  Gretzky: “You miss 100% of the 
shots you never take.”) 

• Personal Habit #1: READ. READ. READ. READ. READ. (Investor superstar: Not 
reading enough = CEO Deficit #1.) 

• Time Management Must #1: SLOW DOWN (All the important things—relationship 
building and  maintenance,  culture maintenance, aggressive listening, Excellence—
take time, lots of.) 

• Making Things Happen Dictate #1: LUNCH!!! (The “Sacred 225 At Bats”  =  225 
Lunch Opportunities/Year = 225 Golden-Never-to-Be-Repeated Opportunities to 
meet new people, learn new things, establish and cement relationships up/down the 
organization and way beyond. LUNCH = NETWORKING OPPORTUNITY #1. Do 
NOT waste a single  lunch opportunity/Keep score!) 

• Daily Activity #1: MBWA/MANAGING BY WANDERING AROUND (Daily.  Daily = 
EVERY DAY. No excuses. Ever./And: If you don’t LOVE doing regular MBWA, 
choose another career!!!)  

• Commandment #1: EXCELLENCE IS THE NEXT FIVE MINUTES  (Excellence =   
ULTIMATE SHORT-TERM STRATEGY = Next email/Chance hallway meeting/Saying 
“Thank you” for something small/Lending a helping hand for a half-hour when you’re 
busy …) 

• Axiom #1: HARD (NUMBERS, PLANS, ORG CHARTS) IS SOFT.  SOFT 
(RELATIONSHIPS, CULTURE, LISTENING, EXCELLENCE) IS  HARD. Sustaining 
winners: THE MIS-NAMED “SOFT  STUFF” COMES F-I-R-S-T!!!!!! 

 
After 18 books, and over 2500 speeches, Tom 
has definitely become more extreme in his 
provocations - just count the number of capital 
letters and exclamation marks in each of his 
subsequent books (even his company logo 
features an exclamation mark)!  
 
He now lives near Buzzard’s Bay with his 
tapestry weaver wife Susan Sargent, but still 
cares about businesses and their leaders. As 
Covid-19 struck, he said “Leadership is more 
critical right now, than ever. These tumultuous 
times demand deep engagement, human 
connection … and, yes, EXCELLENCE.” 
 
This year he launched his Excellence Now 
Campaign, with a series of ebooks, posters and 
courses, available free to download at 
tompeters.com.  
 
That’s it for this month. Right now, I’m busy doing a big research project on how the 
pandemic has reshaped the future of work (more next month!). I’m also working with 
Circklo on a business configurator for sustainable start-ups (with fabulous ideas). And 
there’s the possibility of travelling again, sometime soon. That will be exciting. 
 
Stay safe, strong and smiling!  

Peter 


