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Before Christmas, I visited my local Argos in Old Street to buy a col-
league’s leaving gift and was so impressed by its recent transformation 
that I tweeted a picture. With iPads for ordering, pay and collect podi-
ums, eBay pickup points and not a catalogue or small blue pen in sight, 
it was nothing like I remembered. The back-end had been turbocharged 
too as I queued for under a minute on a busy lunchtime.

I was reminded of this experience this week when reading an article 
about how brands got innovative over Christmas to engage customers 
with clever marketing. Argos featured heavily, with its Christmas wish-
list app for kids to replace the Santa letter and a gift finder with recom-
mendations based on age, gender and preference profiles.

My first thought visiting the new store was that it was a live version of 
RN’s ‘future of convenience retail’ 125th anniversary issue from July.

My second was what a great example it was of how a bricks and mor-
tar business can reposition itself for a digital future. According to the 
company, 40% of sales are online, but customers come in store at some 
point in 90% of transactions. 

Rather than sending customers straight to its website, it is offering a 
complementary service built around convenience and the things people 
like about shopping digitally. In-store wifi, for example, allows shop-
pers to use their own mobile device to place an order. People remain at 
the heart of the experience, though. Struggling to decide which of three 
queues to join, someone came to tell me before I had to ask. 

Many others on the high street will be thinking along similar lines, 
and with their long opening hours, delivery infrastructure and existing 
customer relationships, convenience stores are a ready-made network 
that could prove extremely valuable in the near future.

LAST JANUARY I WAS EXPECTING TO HAVE A QUIET MONTH BUT SALES WERE UP BY AROUND £1,000
– MEHMET GUZEL ON HOW HE CASHED IN ON SHOPPERS’ HEALTHIER-LIVING NEW YEAR RESOLUTIONS. Page 22 »
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Act now to avoid display ban problems
Industry leaders are advis-
ing retailers to act now to 
ensure they aren’t caught 
out when the tobacco dis-
play ban comes into play in 
less than 90 days.

Tobacco companies, 
along with the NFRN, have 
been working with retail-
ers to achieve a seamless 
transition come 6 April.

Imperial Tobacco’s dark 
market project man-
ager Gary Avery said he has 
spent the past 18 months 
working on the manu-
facturer’s “best in class” 
compliancy solution. “We 
have developed a solution 
that is robust and will stand 
the test of time as well as 
being bespoke to the needs 

of retailers,” he said. “With 
a range of more than 60 
different unit types our fur-
niture should cater for the 
needs of all our retailers.”

Imperial announced an 
additional investment to 
the trade in August last 
year and has now spent 
in excess of £15m to give 
retailers the best solution.

In England, Wales and 
Northern Ireland, the 
maximum penalty for an 
offence heard in magis-
trate’s court is £5,000, six 
months in prison, or both. 
In a crown court the pun-
ishment includes a fine and 
up to two years in prison.
l Tobacco display ban myths 
– page 26

Simplified 
licences 
welcomed
The Association of Con-
venience Stores (ACS) has 
welcomed the simplified 
process for personal licence 
renewals set out by the 
Home Office.

The Deregulation Bill, 
currently before parlia-
ment, intends to scrap the 
requirement for personal 
licence holders to renew 
their licence every 10 years.

ACS chief executive 
James Lowman said: “The 
Deregulation Bill will be 
a welcome removal of red 
tape for retailers.”

However, the passing 
of the bill will be after the 
10-year renewal point for 
those who were granted 
their licence in early 2005, 
so those holders still need 
to renew their licence.

Licence holders whose 
licence will expire in early 
2015 will have to fill in a 
simplified application and 
submit it to their local 
authority.

Chaz meets 
up with MP
Costcutter retailer Chaz 
Chahal caught up with his 
local Conservative MP, Sa-
jid Javid, at his Bromsgrove 
store last month.    

During the meeting, 
organised along with the 
Association of Convenience 
Stores, Mr Chahal spoke 
about his successful battles 
to prevent double yellow 
lines being painted outside 
his business. “It is great 
to know he is supportive 
of small businesses like 
mine,” said Mr Chahal.

Mr Javid said: “Small 
businesses are the lifeblood 
of our economy. It is im-
portant to understand and 
listen to them and act.”

Planning loopholes exploited by multiples Acting star backs anti-Tesco campaign

by Ed Chadwick

Supermarkets are exploit-
ing planning loopholes 
to move into the growing 
number of empty banks  
on UK high streets without 
needing permission, prop-
erty experts have warned.

Barry Frost, managing 
director of Commercial 
Plus, said that accelerating 
branch closures would offer 
multiples prime sites for 
small format stores on the 
high street.

They will not need to 
apply for planning permis-

sion to turn buildings from 
A2 to A1 use because of 
changes made to the Town 
and Country Planning (Use 
Classes) Order in 2013.

Among those at risk of 
falling victim to the stam-
pede towards empty banks 
is Andrew Thornton, who 
runs Thornton’s Budgens in 
Belsize Park, north London.

He has launched a cam-
paign to try and stop Tesco 
from opening a 1,750sq ft 
Express store on the high 
street.

Mr Thornton only 
became aware of the 

multiple’s intention to open 
in the bank because of an 
application for an alcohol 
licence submitted on 23 
December.

“There are clearly parking 
and traffic implications 
which won’t be given any 
consideration because there 
is a planning loophole,” he 
said. “We have the support 
of residents and traders 
because we support the 
community by offering ser-
vices like a post office and 
stocking local products in 
a way that Tesco never will.”

Mr Thornton said he was 

concerned that Tesco was 
believed to be paying rent 
three times the market rate 
and feared it would push 
rates higher in the area.

The campaign is being 
backed by film and stage 
actor Tom Conti, who lives 
locally.

Mr Conti was among 60 
people who attended a public 
meeting this week and told 
RN afterwards: “Andrew’s is 
one of the best shops in Lon-
don and I want to protect it. 
We don’t need another chain 
here. People want to shop in 
independents.”

Supermarkets cash in by 
moving into empty banks

Follow Retail Newsagent on Twitter 
@RetailNewsagent for expert advice 

to help you grow your sales

Lifesaver A Maidstone newsa-
gent has raised enough funds from 
running marathons to help the 
Kent, Surrey & Sussex Air Ambu-
lance save eight lives. News Rack 
and Grove Green Post Office owner 
Deepak Myanger has raised £20,000 
for the rescue helicopter in the past 
10 years. One call-out for the air 
ambulance costs about £2,500. Mr 
Myanger, pictured with wife Usha, 
has run 25 half marathons locally 
and all across Europe. The 57-year-
old said: “It’s my customers and my 
wife who get all the credit for this, 
I just do the running. Every year 
they ask when I’m running for the 
air ambulance and look forward to 
sponsoring me. It is a vitally im-
portant charity and one which my 
customers don’t hesitate at all in 
donating for.”

Chaz Chahal (left) with
local MP Sajid Javid
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The founder of an online 
ordering platform says he 
expects to see a growing 
number of indies sign up 
to offer home delivery of 
groceries during 2015.

We Deliver Local director 
Andy Hughes said there 

were just 15 shops registered 
at the start of 2014 – but that 
has grown to 260.

The site allows customers 
to order from the range of 
registered retailers, and ar-
range to have it delivered.

Mr Hughes said: “By far 

the biggest growth for us 
has come from convenience 
stores.

“We have got seven or 
eight shop groups where 
convenience stores have 
joined with butchers and 
other specialists to offer a 

really broad range.”
Mr Hughes said develop-

ments for this year included 
We Deliver Local working 
with EPoS provider Retail 
Data Partnership to allow 
stores to upload their entire 
range automatically.

by Steven Lambert

Nisa has stepped up its 
recruitment campaign with 
a concerted focus on Cost-
cutter retailers just months 
after the two groups parted 
ways.

With senior industry 
figures predicting a volatile 
symbol group market in 
2015, Nisa sent Christmas 
cards to Costcutter stores, 
along with other symbol 
and independent business-
es. It featured the message; 
“There’s only one person you 
can trust to deliver more 
than we do. Sadly, he only 
works one day a year.”

The cards also directed 
retailers to one of three 
new websites set up by Nisa 
promoting the benefits of 
joining the group.

One of the websites is 
specifically targeting Cost-
cutter stores, and features 
the option for retailers to 
download their own ‘resig-
nation letter’.

Nisa and Costcutter 
separated in July after the 
latter signed a supply deal 
with Palmer & Harvey, and 
Nisa has sought to fill the 
revenue gap following the 
move. 

Ian Bishop, marketing 
director at Nisa, said: “Nisa 

sent out the Christmas 
cards to a good number of 
Costcutter retailers, plus a 
large quantity was posted to 
other prospective retailers 
in the convenience sector.

“We decided to launch 
the campaign over the 
Christmas period because 
it was a great opportunity 
to send a festive and eye-
catching message.”

A Costcutter spokes-
man responded: “Our focus 
remains on supporting all 
of our members and helping 
them to grow and develop 
their business and despite 
recent activity from our 
competitors, interest in 

joining Costcutter has in-
creased since we created our 
new buy and supply model. 

“This is evidenced by us 
cementing our position as 
the third largest symbol 
group having opened 392 
new stores in the last 12 
months, with net growth of 
101 stores. 

“These strong recruit-
ment figures further 
strengthens our volume 
and market position which 
is good news for everyone 
connected to Costcutter. 
We can also confirm that 
we have received a record 
number of enquiries so far 
this year.”

Nisa sets up recruitment campaign But interest in joining Costcutter has grown, says group

Nisa’s New Year message: 
‘Dump rivals and join us’

»
NEW STOCK FOR 
YOUR SHELVES

Page
33

In brief

RN in police hands
Distribution of RN’s 
2 January issue was 
delayed across parts of 
the country after copies 
were caught up in a 
crash.

A vehicle carrying 
7,500 copies to a distribu-
tion centre in Leeds was 
involved in a crash on 
Friday 2 January.

The copies were due 
to be distributed to 
retailers in the north of 
England, Scotland and 
Ireland the following 
day, but were held in a 
police compound while 
the accident was inves-
tigated.

They were eventually 
distributed on Tuesday.

Watch out for scam
Imperial Tobacco is 
warning retailers to be 
aware of a JPS voucher 
scam which is currently 
being used by some 
tobacco shoppers.

The blue circular 
vouchers, which are in 
no way associated to 
Imperial, claim to offer 
customers £3 off prod-
ucts in the JPS range.

Imperial head of 
sales Martin Goodall 
said: “Retailers who are 
presented with these 
vouchers as a form of 
payment should not 
accept them and inform 
either the action fraud 
hotline or their Imperial 
Tobacco rep immedi-
ately.”

Shop prices down
Overall shop prices 
reported deflation for the 
20th consecutive month 
in December, decelerat-
ing to 1.7%, according 
to the British Retail 
Consortium.

The price of food 
reported annual infla-
tion of 0.1% in December 
after reporting deflation 
of 0.2% in November.

On a 12 month aver-
age basis, the Shop Price 
Index reported deflation 
of 1.6%.

FA Cup hero Jarrett Rivers 
is back behind the counter 
of his mother’s newsagents 
in Spennymoor, County 
Durham, after being 
knocked out of the compe-
tition.

The 21-year-old saw his 
dreams shattered as Blyth 
Spartans were dumped out 
of the competition in the 
third round by Birming-
ham City – who sit six 
leagues above the Northern 
Premier League outfit.

Rivers was the hero of 
the previous round as he 
scored the winner against 
Hartlepool, inset, to set up 
the home tie.

Despite leading Birming-
ham 2-0 at half time last 

Saturday – with one goal 
set up by Rivers – Blyth 
crashed out with their 
heads held high.

Rivers juggles his semi-

pro career with working 
three hours a day at The 
Kabin, which has been run 
by RN-reading mum Tracey 
for the last eight years.

He said: “I love working 
in the shop, but it’s never 
been a secret that I want 
to play at the highest level 
possible.”

We Deliver Local founder hopeful for growth

Jarrett’s great on the counter attack
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Nisa adventure for Thomas Cook’s Nick
Nisa has announced the 
appointment of Nick Read 
as its new chief executive, 
who will take over from 
Neil Turton next month.

Mr Read joins the com-
pany from Thomas Cook, 
where he held the position 
of group customer service 
director, and has also held 

positions at Aldi, Tesco, 
Lloyds Banking Group and 
Vodafone.

He said: “Nisa provides 
a best in class service to its 
member retailers and is 
taking big steps to improve 
the retail experience for 
shoppers. I’m looking 
forward to working with 

the board and members to 
ensure that Nisa delivers on 
its potential.”

Speaking about its latest 
appointment, Nisa chair-
man Christopher Baker 
said: “Nick’s mix of strategic 
and operational experience 
and his strong focus on the 
customer set him apart. 

“He impressed us as the 
ideal candidate for the chief 
executive role at Nisa, and 
I believe his management 
style, commitment and 
enthusiasm for the Nisa 
model will enable him to 
engage with all stakehold-
ers throughout the busi-
ness.”

Brigid joins 
Blakemore
A.F. Blakemore has ap-
pointed Brigid Davidson as 
its new trading director for 
its Trade Partners and Spar 
retail divisions.

Mrs Davidson joins the 
company from Iceland 
Foods, where she previously 
served as head of buying, 
and has nearly 30 years’ 
worth of experience in the 
wholesale and retail sectors.

She said: “I will bring a 
focus on our customer and 
first-rate customer service 
is my number one objective.  
That may be in the delivery 
of great products, prices, 
deals or just simply never 
letting our customers down 
on service and quality.”  

Blakemore Trade Part-
ners managing director 
Jerry Marwood said: “I am 
delighted to welcome Brigid 
to A.F. Blakemore.

“She joins us with an 
excellent track record across 
the sector and will be a key 
player in the delivery of our 
2020 business objectives.”

Tough times 
for multiples
Supermarkets suffered 
further woe with flat sales 
over Christmas despite ag-
gressive price-cutting and 
marketing, according to 
data from IRI.

Research showed super-
market grocery sales falling 
0.2% year on year in the 
six weeks to Christmas to 
£4.07bn.

Within this period, sales 
for the first two weeks fell 
2.5% compared to last year, 
and were down 1.2% year-
on year for the following 
fortnight.

However, multiples saw 
improvements in the last 
two weeks to Christmas 
Day, with sales up 2.1% and 
shoppers spending £1.73bn. 

Londis stores in discount driving seat Retailers welcome month-long sales initiative

by Steven Lambert

Londis retailers are 
confident of keeping 
Christmas sales ticking 
over throughout January 
following the launch of the 
symbol group’s Price Crash 
campaign.

Launched this week and 
running until 5 February, 
the scheme will allow Lon-
dis stores to offer half price 
promotions, 50p deals and 
other savings to customers 
on brand name products 
and the group’s own label 
SmartBuy range.   

Price Crash is also being 
supported with PoS mate-
rial, promotional leaflets, 
national press advertising 
and a three week radio 
campaign.

Jatinder Sahota, owner 
of a Londis store in Sheer-
ness, Kent, said: “We’ve 
got some really good deals 

at the moment, such as 
Kingsmill 50/50 loaves and 
SmartBuy 1.5l milk all at 
£1.

“January is normally a 
quiet month for us with 
shoppers trying to save 
up after Christmas, but I 
think this will help us pick 
up extra sales.”

Londis Blean owner 
Bintesh Amin added: “I 
think it’s down to the 
individual retailer and how 
they promote it, but Londis 
has given us some good 
offers to work with.” 

John Pattison, Londis 
retail director, said: “Shop-
ping little and often is now 
a consumer habit. And at 
this difficult time of year 
for our customers, we 
want to remind them that 
Londis is on their doorstep 
and helping them to save 
money on their top-up 
shop.”

Price Crash promo set to 
keep January sales strong

Sweet expansion Confec-
tionery specialist Hancocks 
is branching out into new 
territory with the creation 
of a new depot in Rochester, 
Kent. The 14,000sq ft whole-
sale depot is due to open on 1 
March, and will house more 
than 5,000 branded and own 
label products. Hancocks 
said the move will strength-
en its position in south east 
England alongside its exist-
ing Watford and Croydon 
cash and carries.

BUSINESS

Do you want to see
your views in RN?

email letters@newtrade.co.uk
tel 020 7689 0600
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The Telegraph is running 
an exclusive promotion this 
weekend, offering readers 
a free 28-day fitness plan 
supplement.

The two booklets, in-
cluded inside the paper this 
Saturday and Sunday, are 
written by Sally Gunnell, 
the only woman ever to 
hold four major track titles 
concurrently, and Olympic 
and Commonwealth triple 
jump champion Jonathan 
Edwards.

In-
side, 
the 
sports 
stars 
will 
draw 
on their 
own 
experi-
ences 
of keeping fit and main-
taining a healthy lifestyle 
including a step-by-step 
guide on how to get fit in 

four weeks 
using a mix 
and match 

home work-
out.

A strong 
television 

campaign 
and high 

profile poster 
locations, 

along with PoS material, 
will support the promotion 
and retailers are asked to 
prominently display The 

Telegraph throughout the 
weekend.

A Telegraph spokesman 
said: “Post-Christmas, these 
exclusive fitness promo-
tion booklets will drive 
consumer footfall and more 
importantly, revenue and 
sales of Telegraph news-
papers throughout the 
weekend.”

Promotional posters can 
be downloaded from the 
NFRN website or directly 
from the publisher. 

by Nicola Stewart

Partworks launched over 
the Christmas break are 
off to a flying start, despite 
reports of allocation prob-
lems from some indepen-
dent retailers.

Hachette’s My 3D Globe 
went on sale on 31 Decem-
ber, with DeAgostini’s Star 
Wars Build the Millen-
nium Falcon launching the 
following day.

John Vine, of News 
World in Shropshire, said 
he had sold seven of the 

first issue of My 3D Globe in 
the first five days.

However, he had not 
been allocated any copies 
of the first instalment of 
the Millennium Falcon 
collection.

Comag independent re-
tail and sales development 
manager Dean Russell said 
it appeared to be an isolated 
incident but he would look 
into the issue.

Andrew Howell, of Loch 
Lomond News in Dunbar-
tonshire, said he had been 
allocated 20 copies and had 

so far sold five or six.
“We usually do really 

well with the first issues of 
partworks and we usually 
manage to retain some cus-
tomers to collect them all 
the way through,” he said.

“We have them up on the 
shelf and I have a freezer in 
the store that we don’t use 
over the winter, so I pile 
them on there as well.

“I try to make sure 
people can’t miss them.”

He also used Twitter and 
Facebook to promote early 
issues to his customers.

Meanwhile, Gerald 
Thomas, of Arcade News in 
Ammanford, said he was 
expecting sales to pick up 
more as people returned to 
work and school.

“We have sold some and 
I have had one person say 
he wants to build the Mil-
lennium Falcon but I think 
some people are put off by 
the price and the number 
of parts.

“I think we may have a 
few more people this week 
as people start to be out and 
about again.”

Cara’s got the write idea Model 
and actress Cara Delevingne has 
been named a contributing editor 
of Condé Nast’s LOVE magazine. 
The 22-year-old is set to edit the 
upcoming spring issue, on sale 9 
February. “Cara is an exception-
ally bright, sharp and hilarious 
young woman,” said editor-in-
chief Katie Grand. “That’s why I 
was so keen to let her have this 
chance to exercise her skills as a 
journalist and writer. And she has 
proven herself to be a fearless in-
terviewer, never afraid to ask all 
the questions we want to know 
the answers to.” The model has 
appeared on the cover of LOVE 
four times since spring 2010, 
including its fifth anniversary 
issue. The fashion and design 
title is published twice per year 
with a cover price of £6.

Hachette and DeAgostini titles lead the way But some retailers voice their problems

Festive partwork launches 
start new year with a bang

»
MAKE MORE OF 

ORAL CARE
Pages
30-32

In brief

Got the picture?
The February issue of 
Outdoor Photography 
magazine comes with 
a free Photography 
Holidays & Courses 
supplement.

The booklet offers 
information on a wide 
range of workshops 
for people wanting to 
develop their photog-
raphy skills and advice 
on everything from 
photographing wildlife 
to shooting in the dark.

Outdoor Photog-
raphy is dedicated to 
landscape, wildlife, 
nature and adventure 
photography.

It features stunning 
photographs with 
regular contributions 
by leading photogra-
phers from the UK and 
beyond and is known 
for its opinion features 
and in-depth technique 
articles.

The special issue is on 
sale 15 January for £4.50.

iMenzies listens
Menzies Distribution 
has added two new 
features to its i-Menzies 
service after receiv-
ing feedback from its 
customers.

Retailers can now 
choose to be sent noti-
fications and messages 
via email and can also 
easily print future recall 
notes.

iMenzies allows re-
tailers to easily manage 
their orders and to make 
claims and queries.

Two papers close
The Sentinel, a regional 
daily based in Staf-
fordshire, ceased 
publication of two of its 
editions on 5 January.

The Local World-
owned publication 
previously printed  
Cheshire and Moor-
lands editions alongside 
its main title.

It now publishes one 
edition to be distributed 
across all areas.

Telegraph will get your newsstand into shape
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Massive £10m spend on KitKat campaign
Nestlé is investing a total of 
£10m in a large scale mar-
keting campaign and new 
chocolate bar for its KitKat 
brand.

The ‘Celebrate the 
Breaks’ scheme will see 
KitKat promoted on TV and 
digital channels, with ads 
focusing on how different 

individuals enjoy eating the 
confectionery.

It will be backed with 
a social media campaign, 
with online users encour-
aged to follow KitKat 
online by using the hashtag 
#mybreak. In addition, the 
hashtag will be moulded 
into the chocolate of KitKat 

bars to further promote the 
message.

A Nestlé spokesman  
said: “The Celebrate the 
Breaks campaign from  
KitKat is going to be 
extremely valuable to the 
confectionery category in 
2015, driving additional 
sales and profits.”

At the same time, Nestlé 
has launched limited edi-
tion variant KitKat Toffee 
Treat, a combination of 
toffee, white chocolate and 
milk chocolate flavours 
(RRP 58p). The firm has also 
introduced a permanent 
eight pack for KitKat two 
finger bars (£1.59).

New bar set to be most popular limited edition Local stores focus of promotion

by Steven Lambert

Mars is aiming to beat the 
January blues and grow 
sales for retailers with a new 
chocolate bar and market-
ing campaign launched this 
month.

The manufacturer has 
unveiled limited edition 
Mars Xtra Choc, featur-
ing chocolate caramel and 

chocolate nougat in a milk 
chocolate coating. 

It is available in single 
bars (RRP 51p) and packs 
of three (£1.34), as well 
as a snack size four pack 
pricemarked at £1. Mars 
will also launch a smaller 24 
count case for independent 
retailers.

Bep Dhaliwal, trade com-
munications manager at 

Mars, said: “We expect Mars 
Xtra Choc to be our most 
successful Mars limited  
edition to date, as it builds 
on the success of Triple  
Choc in 2011. Consumer 
research has shown a higher 
purchase intent for Mars 
Xtra Choc over Mars Triple 
Choc.”

Mars is backing the 
launch with an outdoor 

media campaign, which  
it claims will focus  
specifically around local 
stores. 

The initiative features 
the tagline “Bring it on this 
winter” and forms part of a 
total £9m media spend for 
the Mars chocolate brand 
this year, which includes 
plans for TV ads over the 
coming months.

No January blues for Mars 
as it launches Xtra Choc

NEWS Do you want to see
your views in RN?

email letters@newtrade.co.uk
tel 020 7689 0600

Hot products for your shopping list

Kopparberg is adding 
Strawberry & Lime to its 
alcohol-free cider range

Nestlé is to spend £10m 
promoting its KitKat 
brand

Mars Xtra Choc is 
a new year limited 
edition launch

PRODUCTS

Shoppers 
give dry a 
try with 
help from 
Kopparberg
Kopparberg is extending 
its alcohol-free cider range 
with the launch of a Straw-
berry & Lime flavour this 
month.

The variant will join 
existing lines Kopparberg 
Mixed Fruit and Koppar-
berg Pear and has been 
released to capitalise on 
shoppers looking to have 
a “dry” January following 
Christmas and New Year 
festivities.  

Rob Calder, head of  
marketing at Kopparberg, 
said: “Our alcohol-free 
ciders don’t compromise 
on taste and offer a way for 
retailers to capitalise on 
the increasing demand for 
alcohol-free products and 
occasions where people 
want to moderate their 
alcohol intake.”

Total yoghurt 
puts spotlight 
on health
Total Greek yoghurt is  
targeting shoppers keeping 
up healthy New Year’s  
resolutions with a series 
of TV ads launching this 
month.

The campaign, which 
runs until 17 February, 
comprises four ads show-
ing how Total yoghurt 
can be incorporated into 
everyday meals or used as a 
cooking ingredient as part 
of a balanced diet. 

It forms part of a wider 
health-focused scheme, 
which includes activity on 
digital and social media 
sites.

New adventure Halewood International has enlisted the help of talented new artists for its latest marketing 
campaign for Crabbie’s Alcoholic Ginger Beer. The ‘Refreshingly Adventurous’ scheme includes poster and bill-
board ads appearing in city centres, which will be supported with activity on radio stations and social media. 
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Premier plans Easter makeover for cake range
Premier Foods is preparing 
for Easter with a seasonal 
makeover for its cake range 
being introduced this 
month.

The firm is updating 
pack designs on its Mr 
Kipling and Cadbury 

brands, including Mini 
Egg Easter Cake and 
Lemon Whirls, with 
Easter-themed images and 
messages under its ongoing 
‘Life is better with cake’ 
campaign.

Premier is urging 

retailers to stock up early 
to take advantage of the 
early Easter start. Phil Ellis, 
category marketing direc-
tor for cake, said: “Easter is 
a key seasonal opportunity 
for retailers, and last year 
Mr Kipling and Cadbury 

Cakes were the only brands 
to drive growth in the 
branded cake sector. The 
top 10 branded Easter lines 
belong to Mr Kipling and 
Cadbury and together ac-
count for 80% of all Easter 
cake sales.”

New line targets shoppers seeking ‘more filling snack’ Two flavours available

by Steven Lambert

General Mills is cementing 
its position as a heavy-
weight in the cereal bars 
market with the launch of 
its Nature Valley Protein 
range this week.

The new lines feature 
the brand’s usual combina-
tion of seeds and nuts, but 
each bar will also contain 
15% (8g) of consumers’ 
daily protein and 30% less 
sugar compared to rival 
products, according to the 

manufacturer.  
Paul White, marketing 

manager for Nature Valley, 
said the launch follows on 
from positive sales of Nature 
Valley Protein in the US and 
Canada. He added that the 
range will be targeted at 
shoppers looking for a more 
filling impulse snack.

“With snacking on the 
rise and increased consum-
er demand for protein-based 
products, Nature Valley 
Protein is set to be a huge 
hit and we would encourage 

retailers to stock up ahead of 
demand,” said Mr White. 

It marks the latest launch 
from Nature Valley since 
Crunchy Bites, a selection 
of bitesize cereal bar pieces 
in re-sealable bags, unveiled 
last July.  

Mr White added: 
“We know shoppers are 
actively looking for nutri-
tious snacks that also taste 
great. Innovation is crucial 
to driving growth in the 
category and our strategy is 
to continue to deliver excit-

ing, unique products which 
really answer consumers’ 
needs.” 

Nature Valley Protein 
will be available in two fla-
vours – Peanut & Chocolate 
and Peanut, Pumpkin & 
Sunflower Seeds – in singles 
(RRP 69p) and five bar packs 
(£2.89).

General Mills said it 
will support the launch 
with a shopper marketing 
campaign including digital 
ads, sampling and price 
promotions.

More protein, less sugar in 
Nature Valley’s new bar

Hot products for your shopping list

Mr Kipling’s packag-
ing is part of an Easter 
makeover

General Mills launches a 
new Nature Valley Pro-
tein range this week

 Limited edition packs 
of Tsingtao will mark 
Chinese New Year

Smile, Ashton Actor and 
internet celebrity Ash-
ton Kutcher will lend his 
pearly whites for Wrigley 
Extra’s latest marketing 
push under its ongoing ‘Eat 
Drink Chew’ campaign. 
TV ads will show Kutcher 
trying to impress while 
out on a date before being 
interrupted by an animat-
ed ‘food character’. The ac-
tivity forms part of a total 
£15m investment for Extra 
this year, and follows on 
from the brand absorbing 
Orbit chewing gum lines 
into its range this month. 

In brief

Pure Spring ahead
Procter & Gamble has 
unveiled its Spring Col-
lection range of Febreze 
and Ambi Pur air fresh-
eners.

Febreze has been 
expanded with the 
addition of three new 
scents – Vanilla Flower, 
Freesia Bloom and Lotus 
Verbena – which will 
feature across Febreze 
aerosols, candles and 
reeds, as well as Ambi 
Pur 3Volution plug-in air 
fresheners. In addition, 
Febreze scented candles 
are also being revamped 
with new lines being 
introduced.

Will Herbertson, 
home care brand 
manager at P&G, said: 
“Launching new collec-
tions at key times of year 
is a great way to attract 
new consumers into the 
category. We are confi-
dent the new range will 
be a hit with shoppers. 
We would encourage 
retailers to use the new 
scents to create in-store 
theatre.”

The Febreze Spring 
Collection launches this 
month with RRPs start-
ing from £2.99.

Going for goat
Halewood International 
is launching limited edi-
tion packs of Tsingtao 
beer ahead of Chinese 
New Year celebrations 
taking place next month.

Commemorative 
designs will feature 
messages promoting the 
‘Year of the Goat’, and 
will appear on 4x330ml, 
24x330ml and 12x640ml 
packs. A range of brand-
ed PoS material is also 
being made available in 
wholesalers to promote 
the event to shoppers.

PRODUCTS

»
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Post Offices pop up 
in all kinds of places
Post Offices popped up in 
all kinds of unusual places 
in 2014 as the network 
continued its national 
transformation.

Longer opening hours 
and Sunday trading are 
now available at a number 
of unique locations, in-
cluding a doctor’s surgery 
and a converted cow shed.

Postal services are also 
on offer at a monastery off 
the south-west coast of 
Wales, a pet shop in Lin-
colnshire and a traditional 
pub in Gomshall (pictured 
with landlady and post-
master Fiona Morley).

In addition, the trans-
formation has seen a 
branch at Birmingham 

Airport open its doors 24/7, 
even trading on Christmas 
Day. 

A new fleet of mobile 
post offices has also been 
rolled out to serve rural 
communities.

Network director Kevin 
Gilliland said: “Post Office 
branches, just like the 
communities they serve, 
come in all shapes and 
sizes.

“Through working with 
a wide range of retailers, 
from the more traditional 
shops and newsagents to 
publicans and pet shops, 
we are making it easier for 
customers to access our 
branches at a time and 
place that suits them best.” 

Scratchcard 
thief must 
pay back 
£5,000
An employee who stole 
almost £5,000 worth of 
scratchcards from the 
newsagent he worked for 
has been ordered to pay 
back the full amount.

Damien Davis, 22, of 
Grantham pleaded guilty 
to stealing £4,898 from 
Michelson News between 
1 July and 8 October last 
year.

Mr Davis, who has no 
previous convictions, said 
he had stolen the scratch-
cards after building up 
large debts from payday 
loans.

After initially denying 
the thefts to his manager, 
when questioned again 
Davis admitted he had 
taken them.

The magistrates court 
ruled he must pay back 
the full amount in instal-
ments.

‘Not a single re-run’ from Reading depot since October Publishers work ‘encouraging’

by Ed Chadwick

A trial to ensure that 
newspapers are delivered 
on time for HND retailers 
has been hailed a success.

Smiths News said it 
had not had to carry out 
a single re-run because of 
lateness from its Reading 
depot since October when 
it launched a joint pilot 
with publishers which 
aims to guarantee timely 
inbound deliveries.

The wholesaler said it 
was still evaluating data 
and there were no plans to 

roll out the trial to other 
depots.

It has been working 
with the Newspaper 
Publishers’ Association’s 
supply chain committee.

“The Reading early de-
livery trial continues,” said 
a spokesman. “Publishers 
continue to deliver in early 
and this is encouraging.

“It is very early in the 
trial and we’re still analys-
ing data, although we 
can confirm that retailers 
in Reading are receiv-
ing earlier deliveries as 
demonstrated by the RDT 

performance.”
Retailers said they had 

noticed supplies arriving 
earlier.

Rob Brighton of 
Reading-based Brighton’s 
Newsagents said: “We 
collect our papers because 
we take such big volumes 
but we have noticed a dif-
ference.

“We’re always waiting 
for the final delivery to 
reach the depot and we 
have noticed it has been 
consistently 20 minutes 
earlier.”

NFRN head of news 

Brian Murphy said the fed-
eration wanted to see the 
trials replicated elsewhere 
and was also talking to 
Menzies to explore how 
inbound times could be 
renegotiated with publish-
ers to guarantee better 
deliveries for retail.

“If Smiths is saying that 
this has been worthwhile, 
I would hope that it will 
look at how retailers in 
other parts of the country 
can benefit,” he said.

“Clearly there has been a 
positive effect for the trade 
as a whole.”

Timely inbound deliveries 
pilot ‘proving successful’  

Follow Retail Newsagent on Twitter 
@RetailNewsagent for expert advice 

to help you grow your sales

RN reader poll

THIS WEEK’S QUESTION:
Will you be among the 
growing number of 
independent retailers 
offering home grocery 
deliveries in 2015?

Have your vote now at 
betterRetailing.com

Last week we asked:  
Would you be willing to 
offer a free to use cash 
machine in return for 
a reduction in business 
rates?

18%
No

Yes
82%

A Preston shopkeeper has 
been caught selling illicit 
tobacco twice in the space 
of 12 weeks.

Qadeer Akhter hid il-
legal tobacco in fruit juice 
cartons, behind shelving 
units and even in his socks 

to avoid detection from 
local authorities, Preston 
Magistrates’ Court heard.

The Megasaver store 
owner admitted to pos-
sessing packs of Palace 
and Marlboro cigarettes 
and Golden Virginia roll-

ing tobacco that carried 
incorrect health warnings, 
and also to selling illicit 
tobacco to a 15-year-old 
boy.

The court also heard 
how Akhter had been 
charged with a similar of-

fence months before, after 
investigators found a diary 
record of illicit tobacco sold 
at the store. The diary re-
vealed how the shopkeeper 
had sold 283 illegal packs 
in a week, making £1,500 
in the process.

Retailer caught selling illicit tobacco again

REGIONAL
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A former delivery driver for 
Smiths News could face jail 
after stealing up to £6,000 
worth of Panini World Cup 
stickers.

Stuart Ankers, 37, took  
at least 43,000 stickers from 
the wholesaler’s Bredbury 
depot over a period of five  
or six weeks, Stockport 
Magistrates Court has 
heard.

He was caught after stock 
checks at the depot revealed 
stickers were consistently 
disappearing.

CCTV was installed 
and the resulting footage 
showed Mr Ankers climb-
ing up the back of shelves 
to take boxes of the stickers, 
each worth £600.

Mr Ankers had pleaded 
guilty to theft from an em-

ployer at an earlier hearing 
but the case was adjourned 
over a dispute as to the 
amount stolen.

The Crown Prosecution 
Service has since agreed 
the amount was between 
£5,000 and £6,000.

Mr Ankers was dis-
missed following the theft. 
A Smiths News spokesman 
said it could not comment 

on the case while it was 
before the courts.

The case has now been 
adjourned for pre-sentence 
reports until 12 January.

Chairman of the bench 
Jane Wellstead said al-
though Mr Ankers did not 
have a previous record of 
dishonesty all sentencing 
options, including custody, 
would be considered.

by Ed Chadwick

Scottish retailers have been 
urged to accredit additional 
employees as personal 
licence holders to avoid 
problems suffered by shops 
caught out by the law last 
year.

Holyrood said in Decem-
ber that 10,000 personal 
licences had lapsed since be-
ing granted in 2009 because 
licensees had not undergone 
training refreshers which 
are due every five years.

The condition was intro-
duced under the Licensing 
(Scotland) Act 2005, which 

came into force in 2009.
Any retailer whose 

licence is revoked because of 
lack of training will not be 
allowed to apply for a new 
licence for five years.

A personal licence holder 
must be on the premises at 
all times when alcohol is 
being served. Mo Razzaq of 
Premier Mo’s in Shieldhill, 
Glasgow, said that prob-
lems suffered by a handful 
retailers had caused him to 
rethink his staff training.

“I know there were a 
few retailers caught out by 
this and, even though the 
legislation is badly devised, 

it should serve as a wake-up 
call,” he said.

“I will be aiming to have 
80% of my staff accredited as 
personal licence holders.

“It’s expensive, but it’s 
worth it and it removes a 
lot of the liability from the 
business.”

NFRN head of public 
affairs Adrian Roper said 
there was no evidence to 
suggest that local shops had 
been badly affected by the 
crackdown.

“The figure of 10,000 is 
right across the on-trade 
and off-trade and we ran a 
very high profile campaign 

to make sure members were 
aware of their require-
ments,” he said.

Scottish Grocers Federa-
tion public affairs manager 
John Lee said the organ-
isation had written to all 
licensing boards to request 
information about the 
number of licences revoked 
within retail.

“All the indications point 
towards the majority of 
licence revocations being in 
the on-trade,” he said.

“Retailers can protect 
themselves by having 
multiple members of staff 
accredited.”

As seen on TV As hit TV drama 
series Broadchurch returns for a 
second series, it’s helping to gener-
ate extra trade for one newsagent. 
Scenes in the first series of the ITV 
murder mystery were filmed in 
Angela Smith’s Alexandra News 
store in Clevedon, Somerset. Shots 
of the shop were shown as murder 
victim Danny Latimer collected 
papers for his round before he van-
ished. The first series of the show 
proved a global hit and the shop 
has been added to a scenic trail 
around Clevedon for fans to ex-
plore. Mrs Smith said: “We’ve had 
visitors from as far away as Canada 
and we’ve got lots of memorabilia 
in store. The programme has been 
a great boost to trade and the 
second series will only help.” She is 
pictured with David Bradley, who 
played newsagent Jack Marshall in 
the first series.

Move serves as “wake-up” call for retailers “I will aim to get 80% accredited”

Staff in Scotland urged to 
get personal drink licences

»
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In brief

Scots drinking less
Scots are drinking 
one million litres less 
alcohol a year after a 
Holyrood ban on multi-
buy and buy-one-get-
one-free deals. 

A study by NHS Scot-
land shows consump-
tion dropped from 34 
million litres of alcohol 
in 2011, the year of the 
ban, to 33 million litres 
in 2012 – a drop of 3%. 
Researchers also found 
the new law triggered 
a huge drop in wine 
bought at supermar-
kets and off-licences, 
equivalent to almost 4.5 
million bottles.

Hunt on for robber
Police in Wrexham 
are hunting a man 
who threatened staff 
at a convenience store 
before stealing a pack of 
cigarettes.

The incident occurred 
at the Premier store 
on Churchill Drive on 
1 January, after the 
culprit refused to pay 
for the goods when 
prompted.

He then brandished a 
knife at shop workers.

New year’s raid
A knife wielding robber 
remains on the run 
after stealing cash from 
a convenience store in 
Stoke on New Year’s day.

He threatened staff 
during the raid at PL 
Convenience Store in 
Campbell Road, stealing 
cash from the till.

Five questioned
Five men have been 
arrested over an at-
tempted robbery at a 
post office in Bristol.

The gang struck at 
Pill Post Office on 
Monday and were 
reported to be carry-
ing a bladed weapon, 
but fled empty-handed 
in a getaway car. Avon 
and Somerset police 
confirmed five men had 
been arrested.

Smiths driver who took 43,000 Panini stickers faces jail
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OPINION
Your say

I offer a self-fill cash machine 
in one of my stores that is free 
to use. I get a very small trans-
action fee and yet it costs me 
£3,000 in business rates a year, 
which wipes out most of the 
money I receive.

There should certainly be 
some recognition for the work 

we do to offer cash for free. I 
don’t agree with charging the 
public, but somebody has to 
bear the cost.

Sandy Sarwar
Premier Price Kracker,

Dundee

As a post office, we offer free 
withdrawals to most bank 

customers 
and I hope 
on that basis, 
we would be 
included in 
any rebate. 
It’s a very 
important 
service that 
offers little 
in the way of 
payment.

A cut to 

our rates would certainly be 
attractive and, with so many 
banks shutting down, help 
to safeguard retailers who 
continue to provide banking 
services.

Ravi Kaushal
Burlington News,

Chiswick,
London

I charge 99p for withdrawals 
from my cash machine – the 
lowest charge possible. Because 
I haven’t been greedy, it’s very 
popular and the council would 
struggle to make it worth my 
while financially.

It might be attractive for 
some retailers, but this is 
another example of the govern-
ment messing about around the 
edges when we really need a full 
review of business rates as soon 
as possible.

Steve Barker
S & J News,
Rochester,

Kent

Yes, I think it will. Usually 
the limited editions sell well, 
although some of them don’t. 
I sell a few different Kinder 
products and they are steady 
sellers.

Dark chocolate isn’t really 
that popular though, it’s more 
the milk chocolate that people 
go for.

Judith Milne
A Sockett & Son,

Gateshead
Tyne and Wear

 
It could 
be. 
Kinder 
is very, 
very 
popular. 
It’s whether 
the market 
is going to be 
there for it.

There isn’t much in the way 
of dark chocolate in the market 
at the moment so it might be 
something that does do well.

We sell a lot of Kinder, espe-
cially if its pricemarked.

Ramesh Mehta
Wedgewoods,

Ilford,
Essex

 
 
 

 
 

 

It would help. Supermarkets 
are really taking everything 
from the small retailers so if 
you see something that is just 
for independents it is really 
encouraging.

Customers will always buy 
limited edition products to try 
it and then if they like it, they 
will buy more.

Lalita Mehr
Londis,

Bracknell,
Berkshire

Ferrero has launched Kinder Bueno Dark as 
a limited edition exclusive for independents 
this month. Will this give your confectionery 
sales an edge over the multiples at the start of 
the new year?  

Your stock

Your say

Your stock

News body
Letters name,
letters address

11 Angel Gate, City Road, London EC1V 2SD 
Tel 020 7689 0600 Fax 020 7689 0700 
email editorial@newtrade.co.uk
Annual Subscription
UK 1 year £137* Europe £277*
 2 years £227 Rest of world £327*
 3 years £287
To subscribe contact  01737 457236

If you do not receive your copy of RN 
please contact Chris Chandler: 
020 7689 3382 or chris.chandler@newtrade.co.uk

Printed by Southernprint, Poole, on 80gsm Galerie Fine Gloss paper
Distributor Seymour Distribution, 2 East Poultry Avenue, London, EC1A 9PT

Audit Bureau of Circulations 
July 2013 to June 2014 average net circulation 
per issue 13,626

Winner of the 2009 ACE gold award for 
circulation excellence by a smaller magazine

Retail Newsagent is published by Newtrade Publishing Limited, which is wholly owned by 
NFRN Holdings Ltd, which is wholly owned by the Benefits Fund of the National Federation of 
Retail Newsagents. 

Retail Newsagent is editorially independent of the NFRN and opinions, comments and reviews 
included are not necessarily those of the Federation and no warranty for goods or services 

described is implied.
Reproduction or transmission in part or whole of any item 
from Retail Newsagent may only be undertaken with the prior 
written agreement of the Editor.

Contributions are welcomed and are included in part or whole 
at the sole discretion of the Editor. 

Newtrade Publishing accepts no responsibility for submitted 
material. Every possible care is taken to ensure the accuracy 
of information.

For trade use only

RE
TA

IL

NE
W

SA
GE

NT

NEWS ● CONVENIENCE ● PROFIT

Email: firstname.surname@newtrade.co.uk

Editor  
Chris Gamm 
020 7689 3378
Associate Editor 
Chris Rolfe 
020 7689 3362
Content Editor – 
News 
Ed Chadwick 
020 7689 3386
Reporter  
Steven Lambert 
020 7689 3357
Reporter  
Nicola Stewart 
020 7689 3358
Content Editor – 
Features 
Tom Gockelen-Kozlowski 
020 7689 3361
Feature Writer 
Nadia Alexandrou 
020 7689 3350
Production Editor 
Darren Rackham 
020 7689 3373
Design & Production 
Executive 
Hannah Plowman 
020 7689 3380

Director of Sales 
Mike Baillie 
020 7689 3367
Account Managers 
Liz Dale 
020 7689 3363 
Will Hoad 
020 7689 3370
Account Executive 
Marta Dziok 
020 7689 3354
Marketing Manager 
Lauren McKinnon 
020 7689 3351
Marketing Executive 
Tom Mulready 
020 7689 3352
Marketing Assistant 
Emma Wilson 
020 7689 3384
Managing Director 
Nick Shanagher 
07966 530 001

Does the government’s call on councils to offer 
rate relief for free to use cash machines go far 
enough to recognise the value of the service?

Will Ferrero’s indie-exclusive
Kinder Bueno Dark give your confectionery

range the sales edge over your nearby multiples?



13Retail Newsagent    9 January 2015

The opinions on this page do not 
necessarily represent those of 
the editor

Letters may be altered by the editor 
for reasons of clarity or of length

I set up a Twitter account four 
or five years ago because the 
Newport city centre, where I 
trade, was falling to bits.

Quite a large bit of the city centre 
had been knocked down, with the 
intention of rebuilding it, but then 
the financial crisis hit in 2008 and 
the company which was doing it 
went bust.

In the following couple of years, 
all the big shops like Marks & Spen-
cer left and I was literally left in a 
ghost town.

So, I started using social media 
to harass the council about it. I felt 
like it either wasn’t listening or it 
didn’t care – which wasn’t the case 
in the end.

I just felt social media was an-
other way of trying to get my point 
across and because Twitter was 
quite new at the time, and the local 
paper had also just started a Twit-
ter account, they started to pick up 
on what I was saying and publish-
ing it in the paper.

When things started to happen 
that I wanted to happen – the 
council started to develop the area 
and provided me with a new shop 
– I decided to move on to being 
positive instead of negative.

I started to be positive about the 
city centre and all the things that 
were happening and that struck 
a chord even more with people. I 
had invested everything here so I 
had a vested interest in helping to 
improve the reputation of the city.

I spoke to a couple of councillors 
who were interested in what I was 
trying to do and I also got some 
assembly members and some other 
business owners on board. 

I started to take photos of differ-
ent market stalls or independent 
stores around Newport and posting 
a couple of tweets about what they 
were doing.

Gradually, other people got 
involved and we formed The New-
porters, which is basically anyone 
who wants to be positive about 
Newport.

We started to organise events. 
For example, we had t-shirts spon-
sored and held events throughout 
the town to help promote two local 
record shops on Record Store Day.

We also massively got into Small 
Business Saturday. This year we 
had sponsorship for 1,500 reusable 
carrier bags for all the independent 
shops in Newport to hand out.

I have been in the local news-

paper more than 400 times in the 
past few years.

All of this was because of social 
media and all of this has had a 
positive impact on my business, 
which is why I do it, obviously.

I would encourage other newsa-
gents just to get involved in it.

If you have a problem, just start 
talking about it on Twitter and, 
if it’s a valid problem, people will 
start supporting you on it.

It’s about engaging with custom-
ers. I put ads on there as well, I 
try not to spam it, but I do put up 
promotions.

It also reflects well with people 
if you are helping to promote 
other businesses along with your 
own. Share what other businesses 
around you have to offer.

I’m a newsagent, so people don’t 
come to Newport especially to 
buy something off me. I need to 
encourage people to come to other 
shops in town so they then come to 
me as well.

It’s about getting people to know 
you and getting them to want to 
come and spend money with you. 

Jon Powell
The Newsagent,

Newport

HOW SOCIAL MEDIA WORKED FOR ME

email letters@newtrade.co.uk
tel 020 7689 0600 RE
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#TOP TWEETS

Who’s saying what in the 
retailing world this week?

@PolperroNews 
We will be closing at 12 
o’clock on Sundays from 
today until the end of 
February. Might squeeze 
in a few Sunday roasts!

@BleanLondis  
Are ales good for you? 
They are if they’re @
GoodyAles. Available 
now @BleanLondis. 
Proud to be indepen-
dent.

@ItteringhamShop 
Looking forward to 
another challenging 
year. Make 2015 the year 
in which locally sourced 
produce is at the top of 
all our shopping lists!

@NisaLocalShrews   
This Wednesday 7th 
January 2015 is a LOTTO 
TRIPLE ROLLOVER with 
an estimated £9.5 MIL-
LION jackpot!

@bepo836  
Monday is here, and I 
think it’s all back to nor-
mal. Seems people are 
going back to work today 
anyhow! We’re here right 
through to 6.30pm.

@BelsizeBudgens  
We need your support to 
sign the petition to stop 
Tesco coming to Belsize – 
please retweet NOW!

@BetterBuyLocal 
Busy this afternoon 
making room for Valen-
tines, Mother’s Day and 
Easter card stock! 

@emmasnewsagents 
I would like to wish my 
eldest HND customer 
(that I’m aware of) and 
my great great aunt a 
happy 100th birthday.

Follow Retail Newsagent 
on Twitter @RetailNewsagent

I’m ready for 
2015 after a 
good break
We have just had the most 

amazing four days off – 25 
and 26 December and 1 
and 2 January. Nuts to the 
printed word for four days 
a year.

Only 360 days to go and 
we can do it again, and 

we get a Saturday off next 
time.

The clock is ticking.
I would recommend it to 

everyone. I have now hit 
the ground running. Bring 
it on.

We are ready for the 
challenge of 2015. Happy 
days! 

Graham Doubleday,
Newsmarket,

Mossley,
Ashton under Lyne

13

Jon’s Twitter page has helped him to generate
interest in his Newport store and the local area
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Not every retailer is lucky 
enough to be able to call 
on a film star to act as 
the public face of their 

campaign against a supermarket 
opening in direct competition to 
their store.

That’s what north London re-
tailer Andrew Thornton is doing 
by enlisting the help of Hol-
lywood actor Tom Conti to fight 
against Tesco.

But even without the backing 
of the thespian, Budgens retailer 
Mr Thornton is clear that he is 
in for a tough battle with the 
multiple.

Thankfully, he has begun his 
campaign early and has the back-
ing of local residents, traders and 
councillors.

The experience of other RN 
readers who have fought – and 
won – against supermarkets, 
shows that it is worth scrapping 
every inch of the way.

With warnings that bank sites 
could become the next battle-
ground for indies and multiple 
rivals, RN looks at some of the 
key elements of recent successful 
campaigns.

Using your contacts
A well-known local resident is 
no guarantee of success, but the 
presence of Mr Conti will help to 
spearhead the campaign in Bel-
size Park and ensure some extra 
media attention. Not every town 
can boast a celebrity name to call 
upon when they need a helping 
hand, but every shop in the UK 
is represented by a member of 
parliament.

Yorkshire retailers Mike and 
Rachel Brown are lucky enough 
to have former cabinet minister 
William Hague overseeing their 
constituency. He helped to raise 
the profile of their campaign and 
offered valuable advice which 
last year helped traders in Stokes-
ley to beat off the application for a 
huge supermarket which traders 
and residents feared would deci-
mate the town’s high street.

Working with other retailers
Going up against supermarkets is 
always going to be a David versus 
Goliath battle, but by joining 
forces with other businesses in 
the area, retailers can boost their 
support. When Cheshire retailer 

Mike McPhee campaigned to 
fight against Asda opening a 
store in Marple in 2011, he en-
listed help from butchers, bakers 
and hairdressers who feared for 
their high street.

Each brought their own ex-
pertise and customer base. Asda 
eventually dropped an appeal 
against the council’s decision to 
refuse planning permission. Mr 
Thornton has won the backing of 
local stores including Londis re-
tailer Mahndeva Thayalan, who 
fears he will have to close after 
22 years at his store if Tesco wins 
the right to open.

In Stokesley, the Browns 
worked with other traders to 
agree late night opening to high-
light the value of their stores.

Getting customers on your side
Mr Thornton has worked quickly 
to mount a campaign which 
is clearly visible to customers 
whether they are in the store, 
reading the local press or brows-

ing social media. The result is 
that his petition has been signed 
by more than 1,000 locals in just 
two weeks.

Furthermore, he welcomed 
more than 60 people to a public 
meeting and persuaded them to 
sign up to a rota agreeing to man 
a stand at the front of his store to 
provide information and gather 
signatures for the petition. Mr 
Thornton has also made his own 
presence count in the store, tak-
ing time to stop and talk to cus-
tomers about Tesco’s proposals.

A show of support
While petitions are useful, noth-
ing makes the point like a visible 
show of support. When Mike 
McPhee was faced with the Asda 
proposals, he mounted a march 
through the centre of Marple 
which was attended by 1,000 
local residents, local councillors 
and his MP.

It brought the town to a 
standstill and showed planners 
the level of opposition. In Hither 
Green, south east London, Lew-
isham Council has rejected plans 
from a planning agent to open a 
convenience store on behalf of an 
unnamed supermarket, thanks 
in part to the huge turnout at a 
residents meeting to object to the 
plans.

This week, Mr Thornton and 
his backers will protest outside 
the HSBC bank, which Tesco 
wants to convert to retail space. 
Marches, demonstrations and 
famous faces are all good picture 
opportunities for local papers.

JOIN FORCES TO FIGHT THE SUPERMARKETS

email edward.chadwick@newtrade.co.uk
tel 020 7689 3386

YOUR
ISSUE

Going up 
against 
supermarkets 
is always 
going to be a 
David versus 
Goliath 
battle

Andrew Thornton has been
supported by other local
retailers like Mahndeva Thayalan

Mike McPhee and fellow traders
fighting Asda proposals in 2011

Mike and Rachel Brown
enlisted the help of former

cabinet minister William Hague
in their supermarket fight  
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When I took over the running 
of my Budgens, the display ban 
for larger stores had just been 
introduced so I learned about 
working in a dark market right 
from the start.

Everyone worries about longer 
serving times, how you, your staff 
and customers will adapt, and 
what will happen to your range 
and sales. I found that going dark 
had little effect on serving times 
and sales, and while my staff were 
reluctant about this new way of 
working at first, it very quickly 
became second nature when they 
got used to it.

We did a lot of training at first 
– on how long you could open the 
doors for and when and how to 
explain prices. We had more visits 
from our rep than usual, which 
proved that our relationship with 
them was not just about selling 
their products.

The training we got on new 
products, issues and law changes 
was really helpful because they 
kept us updated. We found that 
staff who didn’t smoke struggled 
with product knowledge, so we 
asked JTI which brands could be 
compared to each other so they 
could advise customers more easily. 

I also decided it would be better 
to ask the authorities to visit 
us early on. I got in touch with 
trading standards so they could 
help us with training. They did spot 
checks after that, which we found 
easier because we already had that 

relationship with them and were 
able to show that we were doing 
everything properly. 

The main problems we had were 
with new customers. Regulars 
would just ask for their usual brand 
but other people would want to 
know what the cheapest products 
were so we’d have to give them 
price lists and advice. I’d make sure 
that staff were familiar with our 
prices so they could rattle them off 
easily when asked. 

New products were another 
problem. They took longer to sell 
because they were not visible. With 
an open gantry, people are more 
willing to ask about products and 
try them. With a closed gantry it 
was up to us to sell them, which 
does affect how many new products 
you try out. 

We didn’t want to play around 
with our range too much once the 
doors were on, so new products 

had to offer us a good margin and 
turnover. Pall Mall Roll Your Own 
sold well, for example, because of 
the smaller pack sizes, lower price 
and bright packaging. And we 
introduced more rolling tobacco 
and pricemarked packs. 

I found that having a closed 
gantry made me more disciplined 
about my range. JTI provided 
our gantry, so we followed their 
planogram, and EPoS data was also 
helpful.

Obviously, we’d signed a contract 
so they wanted a certain share 
of space, but they respected the 
fact that we wanted to introduce 
new products from Rothmans, for 
example. 

We delisted seven or eight 
products because they weren’t 
profitable. And because the doors 
meant we had less space, when 
customers asked us to get a brand 
in we’d wait for three or four 
requests rather than one or two to 
make sure it would be worth the 
space. 

Overall, closed gantries are not 
really the barriers that people 
think they will be. It was awkward 
at first because the doors got in 
the way when I was filling up and 
I was used to working with an open 
gantry. But I’d say don’t be afraid 
of this change. It’s not a bad thing. 
Customers are expecting it. Just get 
your systems in place early.

Bintesh Amin runs two stores 
– a Londis and a Budgens – in Kent

I found 
that going 
dark had a 
tiny effect 
on serving 
times and it 
didn’t have 
a big effect 
on sales

* Measures in place
+ JTI has been into my Londis already and measured my 

gantry for its doors. I did consider other options, but I asked 

a few people what they would put behind the counter instead 

and everything they suggested – medicines, spirits and 
batteries – we already have out on the shop floor. I don’t 

want to lose counter space to an under-counter or overhead 

unit either, so I’ve decided to stick with my existing set-up. 

If possible, I’d like to get the doors up early so I can train my 

staff, get our range right and make sure we’re compliant. I’d 

like to be up and running one or two months before 6 April.

As the former owner of a large Budgens, 
Bintesh is already familiar with life in a 
dark tobacco market. It is not too bad, he 
says, as long as you get prepared

Dark needn’t 
be difficult

Staff may be reluctant about using
covered gantries but it should soon

become second nature to them

BINTESH 
AMIN email editorial@newtrade.co.uk

tel 020 7689 0600
fax 020 7689 0700
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RETAIL NEWSAGENT Can you give us a 
brief overview of GoKart?
ANX PATEL GoKart’s big idea is to 
liberate time poor retailers to 
simplify ordering stock. All they 
need to do is download the app from 
Google Play or the Apple Store on 
their smartphones and scan or swipe 
orders in a few minutes.

Each of our suppliers has a 
branded area within the GoKart app, 
and retailers can effortlessly place 
orders 24 hours a day, wherever they 
may be.

RN What advantages does GoKart 
offer retailers over more traditional 
stock ordering methods?
AP Our users tell us the key 
advantage is that they now are 
finally free to place orders on their 
own terms, anywhere and any time.

Online ordering is a step in the 
right direction, but what retailers are 
offered is not suited to B2B ordering. 

Pocket barcode scanners are bril-
liant, but they still miss the mark.  
With GoKart, you can just scan 
quickly and effortlessly.  

RN Which suppliers are you 
currently working with?
AP We are already working 
with some fantastic suppliers, 
from Kerryfresh, Savewell and 
Millennium Group through to local 
suppliers such as Elm Valley Foods 
and Moulton Fruit and Veg. 

They are benefiting from being 
able to offer their customers 24 hour 
ordering, and improved service 
levels. 

We have had a great response from 
businesses in the industry, and we 
have a solid pipeline of suppliers in-
cluding some of the top 30 wholesal-

ers that we are currently integrating 
into.

RN How do you plan to grow your 
presence in the independent 
sector?
AP We are in talks with a number 
of potential new customers, which 
I can’t reveal yet. What I can say 
though is that we are talking with 
the top five wholesalers about how 
we can work with them to integrate 
GoKart into their systems.

We are also building fantastic 
momentum through word of mouth 
from independent retailers using the 
app, and we are working very hard to 
listen to our users, wholesalers and 
suppliers on how we can make what 
we are doing better.

RN How important is it for 
independent retailers to keep up 
with new technology?

AP You may find this surprising, 
but technology doesn’t have to be 
important or vital to the success of 
your business.

What really matters for any busi-
ness today is to be passionate and 
focus on what is really important to 
your customers.

It just so happens that our digital 
world now makes it easier for us to 
do this. 

Twitter, Facebook, and impor-
tantly mobile, have changed how we 
interact with each other. 

We are now able to have engaging 
conversations with our customers 
online, listen to what is missing, 
support them, and they support you 
back.

RN Finally, what are your aspirations 
for this year?
AP This year will see us keep 
innovating and keep thinking 
outside the box.

The ideas and feedback we are 
getting from our users are simply 
amazing because they are so close to 
retailing. GoKart will continue to be 
a movement that has been born by 
our industry for our retailers.

This movement is energising our 
whole supply chain, and brands, 
wholesalers, and retailers are all 
excited about how they can get in-
volved with what we are all building 
to bring collaboration to the supply 
chain.  

Interview by Steven Lambert
email steven.lambert@newtrade.co.uk

tel 020 7689 3357

GoKart’s 
big idea is 
to liberate 
time poor 
retailers

** Company CV ** 
Company GoKart
Founder Anx Patel
Profile Growing up in his family’s 
retail business and having run his 
own convenience store in south 
London, Anx Patel decided to form 
GoKart, an online stock ordering 
platform, after becoming frustrated with stock availability 

and supply issues caused by cash and carries and telesales. 

Latest news Since its launch in April 2014, GoKart has 
been adopted by a number of high profile manufacturers, 

suppliers and wholesalers, including Kerryfresh, Savewell 

and Millennium Group.

**                                              **

Ordering fresh stock can be time consuming for 
any retailer but particularly challenging for an 
independent with many more jobs to take care 
of. GoKart’s downloadable app means orders can 
be placed anytime and anywhere. Here, founder 
Anx Patel talks to RN about plans for the future

GoKart
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WHITE AND ROSÉ WINE
by Tim Murray
email editorial@newtrade.co.uk
tel 020 7689 3350PRICEWATCH

   BEST-SELLING WHITE AND ROSÉ WINE PRICES AROUND THE UK
PRODUCT 
 

Echo Falls 
White 
75cl

Blossom Hill 
White 
75cl

Hardys Stamp 
Chardonnay Semillon 
75cl

Echo Falls 
White Zinfandel 
75cl

Echo Falls 
Chardonnay 
75cl

Hardys Stamp 
Semillon Blanc 
75cl

Blossom Hill 
White Zinfandel 
75cl

Hardys VR 
Chardonnay 
75cl

Jacob’s Creek 
Pinot Grigio 
75cl

Jacob’s Creek 
Chardonnay 
75cl

Jacob’s Creek 
Sauvignon Blanc 
75cl

Casillero del Diablo 
Sauvignon Blanc 
75cl

£5.55 £4.92 £5.49 £5.49 £5.00 £6.99 £6.99

£6.49 £5.14 £6.19 £5.79 £6.00 £6.69 £6.99

£6.99 £6.84 £5.00 £6.79 £5.00 £7.79 £4.99

£6.35 £6.19 £5.00 £5.99 £5.00      – £6.99

£6.35 £6.15 £5.49 £5.99 £5.00 £6.99 £6.99

£6.99 £6.89 £5.00 £6.79 £5.00      – £4.99

£7.39 £6.16 £6.19 £6.45 £6.00      – £6.99

£6.99 £5.73      – £5.99 £7.50 £7.79 £6.35

£7.99 £7.74 £5.50 £7.49 £5.50 £8.49 £4.99

£7.99 £7.55 £5.50 £7.49 £5.50 £8.49 £4.99

£7.99 £7.70 £5.50 £7.49 £5.50 £8.49 £4.99

£7.49 £7.12      – £6.85      – £8.39 £5.50

RRP AVERAGE RETAILER RETAILER RETAILER RETAILER RETAILER 
 
  1 2 3 4 5

Average selling prices and best-selling products rankings are sourced by EDFM Ltd from 
EPoS data from over 2,000 independent retailers throughout the UK. The prices given 

on this page are the prices at point of purchase.
RRPs are sourced from Booker and are correct at time of going to print.
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52% of independents 
sell this product at or 
below the £6.35 RRP

   White wine 
pricing strategies

RETAILER 
  2
NAME KAMRAN HAFEEZ
STORE Best-one
LOCATION Cowley, Oxfordshire
SIZE 1,400sq ft
TYPE neighbourhood
White wine is going well. Rosé 
is still growing, but white 
wine is consistent. Mid-range 
wines are the bestsellers 
for us. We do have some 
quite cheap wines for £3 
or £4.99, but they’re not 
our bestsellers. It’s the 
mid-range ones that do 
it, nothing too specialist. 
Hardys, Echo Falls, ones like 
that all do well, and are 
priced around £6 and 
£7 mark. People are not 
really splashing out on 
expensive bottles either.

RETAILER 
  1
NAME VAL ARCHER
STORE Premier Archer’s Stores
LOCATION Congleton, Cheshire.  
SIZE 1,000sq ft
TYPE suburban
It’s a bit early to say how it 
went over Christmas, but white 
wine is holding up well. Rosé 
is definitely increasing, but I’m 
not sure if it’s taken away from 
white. It works well alongside 
it. We have three shops and 
they’re all rather different in 
terms of what sells well. But 
if something’s on a deal or is 
pricemarked then it sells better. 
It’s the same with every cat-
egory. Our New Zealand Sauvi-
gnon Blanc sells well no matter 
what. People buy it irrespective 
of the price, which makes it 
stand alone from others. 
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Lessons for your store
1 Have a good support structure – 
every successful entrepreneur has 
had at least one person for guidance 
and advice.
2 Believe in yourself – despite failing 
to lose weight several times, Nidetch 
never stopped trying.
3 Don’t make life harder for yourself 
– a key principal of Weight Watchers 
is that you don’t deny yourself 
anything.

Route to the top 
Founder of Weight Watch-
ers, Nidetch struggled with 
her weight from an early 
age. By the time she was 38, 
in 1961, she was carrying 
214 pounds on her 5ft 7in 
frame. She had tried nearly 
everything, but decided to 
give a New York City Board 
of Health obesity clinic a 
shot. The first week, she lost 
two pounds, but she dreaded 
going because of the way 
the clinic’s leader deliv-
ered information and how 
discussion seemed to be 
discouraged. So, in time, she 
began relaying the message 
to a group of friends who 
gathered in her living room, 
which grew fast. She never 
thought of it as a business, 
but two of her participants 
– Felice and Al Lippert – 

convinced her otherwise 
and papers were drawn up 
in 1963 to make it official. 
Weight Watchers was born. 
The company grew fast, 
franchises were opened, a 
cookbook sold millions and 
by 1968, the company went 
public. By the time Nidetch 
and the Lipperts decided to 
sell to H.J. Heinz Co. in 1978, 
it was worth about $71m.

Key achievements
l Losing 72 pounds to her 
target weight of 142 pounds, 
and keeping it off
l Committing her career to 
helping others lose weight
l Founding a weight loss 
programme that has kept up 
with worldwide ever-chang-
ing eating habits and built a 
solid reputation as “the” in-
dustry leader in weight loss.

THE
ENTREPRENEURS
The world’s best business brains and 
what you can learn from them

JEAN NIDETCH

RETAILER 
  4
NAME RAVI KAUSHAL
STORE Premier Burlington News
LOCATION Chiswick, London
STORE SIZE 1,000sq ft
TYPE town centre
We’re going to give our whole 
wine section a new lease of 
life in the New Year, giving it 
a revamp and breathing new 
life into it. It’s a steady busi-
ness. We don’t do really well 
with it, but we have a standard 
selection. I get my stock from 
Booker, but it’s hard to compete 
with the discount retailers, who 
get theirs from other sources. 
I’ll never pick up that low price 
business, but we’re going to look 
at what we can do in 2015. 

RETAILER 
  5
NAME JULIAN HULL 
STORE Nisa Local
LOCATION Southminster, Essex
SIZE 1,000sq ft
TYPE village
White wine is as popular as it al-
ways is for us. Customers are in-
fluenced heavily by price. What-
ever’s on offer is what sells. Yes, 
certain people might have their 
own favourites but those who 
buy single bottles always go on 
price. They’re looking at price 
per bottle, discounts on single 
bottles are much more impor-
tant for us than the multibuy 

offers. In turn, we tend to look 
at what’s on offer from Nisa and 
will buy from them accordingly. 
Whatever’s on promotion, we’ll 
buy. We’ve got Jacob’s Creek on 
at £4.99 at the minute, same 
for Hardys Stamp, which are 
going well.  

RETAILER 
  3
NAME ANDY SINGH 
STORE Premier Chapel Foodstore 
LOCATION Sunniside, Tyne and 
Wear
SIZE 900sq ft
TYPE suburban
White wine is still doing very 
well for us and has been selling 
fast over the festive period. 
It’s definitely holding up well 
against rosé, which is also 
growing. Consumers are very 
price conscious and are always 
looking for deals. Luckily for 
us, the Premier promotions are 
fantastic and work really well. 
We’ll look at what they’re of-
fering and we always go big on 
ones that are on promotion. We 
give them prominence, display 
them clearly and make sure the 
offers are in customers’ faces, to 
drive sales further.
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Resting on his laurels is not the 
way Mehmet Guzel runs his 

business. After an exciting 2014 
he’s already working on making 

this year even better. Steven 
Lambert paid a visit to his

Bethnal Green store in London

I’m full 
of fresh 

ideas

I It’s 11am on New Year’s Eve in 
Mehmet Guzel’s Simply Fresh E2 store 
in Bethnal Green, East London, and 
already the business is buzzing with 

customers doing last-minute shopping and 
buying pre-party alcohol and snacks as the 
clock ticks down to 2015.

We count six members of staff busily re-
filling shelves or serving shoppers, all with 
a warm welcome and a smile despite the 
mad rush. It’s a feeling that Mehmet and his 
team have had to get used to very quickly 
following a number of recent profitable addi-
tions to the business.

The last time RN was here nearly a year 
ago, Mehmet was midway through imple-
menting a handful of big plans to grow sales 
among the store’s regular clientele of office 
workers and affluent urbanites.

Chief among these was the creation of 
a deli counter serving a selection of olives, 
fresh meats, cheeses and other antipasti.

This was completed at the start of sum-
mer, just in time for the key barbecue 
season, and interest in this section has 
gradually increased since then, according to 
Mehmet.

He says: “We have seen sales go up and we 
now take up to £2,500 a week from the deli. 
We’re by a main bus route and we have a lot 
of people coming in to pick up fresh meat 
to use in sandwiches. And over Christmas, 
we’ve had customers coming in buying 

large blocks of cheese from the deli. We 
work with The Fresh Olive Company and a 
supplier in Kent and the margins are pretty 
good. We take about 35% on the cheeses and 
up to 70% on the olives.”

The deli is packed when we go for a sneak 
peek, but a dedicated member of staff is on 
hand to deal with the wealth of orders flying 
in. A small sign on top of the glass counter 
invites curious shoppers to ‘ping for service’, 
which is backed up by an A-board outside 
the shop promoting the service to passers-
by looking for a quick impulse purchase.

But it is not the only change we have no-
ticed since our previous visit. A whole host 
of new products have also made their way 
onto shelves, including a number of craft 
beers and lagers.

Mehmet’s store is already well established 
as a supporter of local brewers and drinks 
companies, with long-standing relation-
ships with firms such as Borough Wines. 
However, he says there is a constant need to 
find the next big thing in this market.

“We’ve just started working with brewers 
such as Weird Beard and Wild Card, and 
we have descriptions up next to their beers 
to give customers a better idea about the 
brands. I want us to keep introducing new 
things like this on a constant basis, as it 
keeps customers interested and means they 
don’t think we’re stocking the same old 
things every day.”
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This thirst for innovation stretches across 
the entire business, whether it’s intro-
ducing innovative lines such as gourmet 
popcorn toppings or mini hessian gift bags 
containing packs of premium tea and a 
ceramic cup, right through the store’s ‘Mem 
Says Fresh’ bags for life, created by local art-
ists and designers.

Simply Fresh E2 is also fast approach-
ing its 1,000th loyalty card customer, and 
Mehmet is already formulating plans to 
grow this number further. He says: “Last 
January, I was expecting us to have a quiet 
month but instead our sales were up by 
around £1,000. I soon realised it was down 
to people keeping up New Year’s resolutions 
and buying more fresh fruit and healthier 
products, something we are well known for 
being a Simply Fresh.

“So this year we’re going to increase our 
fruit and veg range and bring in a dedicated 
healthy range of 50 products, including 
supplements. We’re also looking at sending 
leaflets out to local gyms and health clubs, 
offering people 15% extra points if they sign 
up for a loyalty card.”

Much like the new customers he’ll be 
targeting this month, Mehmet is already 
setting himself up for another healthy year 
ahead. l

“I want us to keep 
introducing new 
things on a con-
stant basis, as it 
keeps customers 
interested and 
means they don’t 
think we’re stock-
ing the same old 
things every day”

»
THIS WEEK IN 
MAGAZINES

Pages
34-37

Simply Fresh
201 – 203 Roman Rd
Bethnal Green
London 
E2 0QY     
 
SimplyFreshE2 

Want to see more of 
Mehmet’s store?

“I’m looking into applying 
for a government grant, which will 

allow me to take a management 
course and help us make other 

improvements to the business”
Mehmet Guzel, Simply Fresh, Roman Road, Bethnal Green, London

Visit my shop

Mehmet’s fresh approach is a hit with customers, as
is his selection of craft beers and the hugely popular deli
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ONLINE
Throughout the past year, RN’s sister 
website increasingly became a must-

read source for information, advice and 
commentary on the industry’s biggest 

stories. This week we take a second look at 
the most popular issues and the exclusive 

content RN team created

What 
were you 
clicking 

on?
A YEAR IN

To start the year, betterretail-
ing.com hosted part of RN’s 
staff training special, provid-
ing tips, advice and insight 
from award-winning retailer 
Timpson. Tips included making 
training less arduous by doing 
it in manageable chunks and 
providing long-term training 
and qualifications to increase 
loyalty and staff retention. 

Retail property expert Barry 

Frost asked whether retailers 
should join a symbol group in 
2014, looking at the merits of 
symbol groups including access 
to finance and advice about refits 
and extending businesses.
www.betterretailing.com/staff-train-
ing-high-street-case-study-timpson/
www.betterretailing.com/should-
join-symb  ol-group/

April is the month when retailers 
and suppliers start to focus once 
more on the IAA programme and 
hits on BetterRetailing reflect 
this. The IAA’s website, as well 
as pages telling retailers how 
to apply, instantly shot up the 
most-viewed list on the website, 
in the immediate aftermath of its 

launch event in central London. 
Many retailers logged on to 

watch P&G’s category manager 
for ShelfHelp, Becky Spencer, 
give advice on staff development 
to Sussex retailer Kham Sarhaee.
www.betterretailing.com/iaa
www.betterretailing.com/academy-
in-action-staff-development/

After years of the to-
bacco industry warn-

ing that plain packag-
ing could spread to other 
sectors, Ed Chadwick 

discovered just how 
seriously concerned food 
companies are about this 

prospect. Mars’ submis-
sion to the parliamentary 

consultation on plain pack-
aging made it clear that the 

industry is readying for a 
fight against a whole host of 
extra regulation.

Somerset retailer Les 
Gilbert attracted atten-

tion from betterretailing.com 
readers in the height of summer 
for his BetterBuy Local concept 
store. Created to take on the 
growing number of discounters, 
his unique fascia was developed 
after he retired from his post 
office business. “Despite the 
doubters saying we would suffer 
and lose trade, we have actually 
slightly increased footfall and 
turnover,” he said.
www.betterretailing.com/les-gil-
bert-innovates-beat-discounters/
www.betterretailing.com/plain-
packaging-will-destroy-brands-
quality-assurance/

The 4% rise in carriage charges 
that Menzies announced in 
October provoked fury among 
retailers. RN’s story about the 
“broken promises” made by 

Forsyth Black to 
make the supply 
chain as “lean 
as possible” for 
the benefit of 

newsagents took 
the issue one 

step further. 
Norfolk-

based 
newsa-
gent 

Owen Church asked how such 
rises could be justified when 
sales were down and 
Menzies costs had also been 
reduced.

Smiths News managing direc-
tor Jon Bunting gained attention 
for a more positive reason - the 
company’s launch of a click and 
collect parcel delivery service 
that gives retailers 45p for each 
transaction.  
www.betterretailing.com/menzies-
broken-promises-prompt-retailer-
backlash/
www.betterretailing.com/depth-
smiths-news-launches-pass-parcel/

Two of the most read stories on 
betterretailing.com in Novem-
ber highlighted the major events 
going on to recognise retailing 
excellence. 

Firstly, there was the profile of 
Manchester retailer Mital Morar, 
the winner of Come Shop With 
Me LIVE. The competition was 
one highlight of betterretail-
ingLIVE, a two day event show-
casing innovative and progres-
sive retailing around the UK. 

By the end of the month, read-
ers were logging on in droves to 
discover that Ramesh Shingadia 

had been awarded the overall 
best shop award at the IAA gala 
dinner, bringing to a close the 
eight month programme.
www.betterretailing.com /man-
chesters-trendies-love-restaurant-
says-mital-morar/
www.betterretailing.com //iaa-2014-
award-winners-announced/

JANUARY

APRIL

JULY

NOVEMBER
OCTOBER

Owen Church
was puzzled by
charge hikes
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The family of Spar retailer David 
Lewis have owned their store for 
almost 80 years, but in February 
he told RN reporter Steven Lam-
bert how he keeps the store fresh 
and relevant to his customers. 
This included offering Collect+, 
boosting food to go sales by 
adding a Costa Coffee machine 
and introducing a premium 
range including fine cheeses and 
upmarket sauces.

RN editor Chris Gamm asked 
retailers to consider opening 
second and third sites, bring 
many people to the website. 
With so many retailers having 
joined the club of multi-site 
ownership, it’s clear that many 
took his advice.  
www.betterretailing.com/davids-
spar-star-2/  
www.betterretailing.com/open-
second-store/

Many logged on in March to read 
what would be one of the big 
positive stories for the newstrade 
in 2014: News UK’s investment in 
fascias for thousands of retailers.

Retailer Eugene Diamond, of 
Diamonds News in Ballymena, 
County Antrim, was one of 
many to express their excite-
ment at the prospect.

“I have got about 20,000 cars 
passing my store every day, so I 
think to have a well-recognised 
brand above my door is very 
important,” he said.

Meanwhile, after Tesco 

slashed the price of its 4pt milk 
bottles by 39p to £1, I looked at 
why this move would fail to help 
Tesco define itself in the market 
and could even lead to long-term 
price rises as dairy farmers leave 
the industry in greater numbers. 

www.betterretailing.com/sun-
shining-news-biggest-ever-branding-
drive/
www.betterretailing.com/three-
reasons-tesco-shouldnt-start-price-
war-milk/

In May, the Observer uncovered 
the “scandal” that shops cham-
pion Priti Patel MP had worked 
for British American Tobacco 
earlier in her career. Hundreds of 
retailers visited my blog to read 
a more balanced view that it 
was disingenuous to attack MPs 
for being inexperienced of 
real life one minute, but to 
condemn an MP for hav-
ing worked with an in-
dustry the next. Even the 
anti-tobacco Observer 
surely respected 
the need for an 
informed debate 
on both sides?

There was also a debut for 
Kent retailer Sandeep Bains. The 
Simply Fresh retailer had not 
long left university and only just 
opened his store when Steven 
Lambert interviewed him, but 
within six months he would 
be winner of RN’s second Come 

Shop With Me competition 
and have been nominated 

for IAA award for in-store 
theatre.  

www.betterretailing.com/
observer-priti-patel-

scandal-wasnt/
www.betterretail-
ing.com/meet-sand-
eep-bains-professor-
retail/

One of the biggest stories for the 
industry in 2014 was the rise 
and rise of the Tesco-owned 
One Stop franchising model. 
Betterretailing.com became a 
resource for retailers wanting 
to know more in June when Kal 
and Raj Binning spoke to Steven 
Lambert about going through 
a six-day refit and seeing an 
almost-immediate 25% increase 
in sales. 

RN news editor Ed Chadwick’s 
story on the £5m of stealth 
charges that BT was piling on to 

the news and convenience sec-
tor proved popular too. Costing 
retailers an average of nearly £130 
per year, Edinburgh retailer Ab-
dul Qadar described the charge, 
for inclusion in the company’s 
phonebook, as “no different to 
the gas and electric contract roll-
overs, which the whole industry 
has campaigned hard to abolish.”
www.betterretailing.com/theres-
stopping-us-say-retailers-kal-raj-
binning/
www.betterretailing.com/bt-stealth-
charges-set-cost-retailers-5m/

It might have been high sum-
mer, but readers flocked to the 
site in August to read Nestlé’s 
bullish Christmas predictions. 
The company announced it 
would be launching new addi-
tions to its Quality Street, Milky 
Bar and Rolo ranges.  

Another optimistic story 
from August came from our 
interview with Neil Turton. 
After challenges stemming 

from the end of its long-term 
relationship with Palmer & 
Harvey, Nisa’s CEO announced 
that a new franchise model 
was in the pipeline and said 
he expected the company 
to continue to benefit from 
consumers’ love affairs with 
convenience shopping.
www.betterretailing.com/nestle/
www.betterretailing.com/nisa-ceo-
neil-turton-eyes-bright-future/

Premier Foods may now be 
embroiled in a crisis about its 
relationships with suppliers 
but in September the company 
was attracting attention on 
Betterretailing.com for all the 
right reasons as it announced 
its tie-in with ITV’s entertain-
ment behemoth X-Factor. 

Meanwhile, Amardeep 
“Rocky” Sandhu explained  

a how a refit for his food to 
go section which included 
bringing in LED lighting 
and offering freshly made 
sandwiches grew sales from 
£350 per week to as much as 
£1,800. 
www.betterretailing.com/mr-kipling-
proves-x-factor-10m-tie/
www.betterretailing.com//mr-
kipling-proves-x-factor-10m-tie/

To close 2014, RN looked back at 
top advice from retailers through-
out the year, all of which was 
available in our weekly retailer 
profiles. From overcoming chal-
lenges to taking advantage oppor-
tunities, this was an opportunity 
to celebrate the many retailers 
who had flourished in 2014. 

Yet showing that betterretail-
ing.com’s readers are always 
looking for the next opportunity, 

there was also advice available 
from RN’s features writer Nadia 
Alexandrou on building con-
fectionery sales during spring 
2015 by utilising EPoS data and 
making the most of mini-sea-
sons such as Mother’s Day and 
Valentine’s Day. l
www.betterretailing.com/2014-
words-of-wisdom/
www.betterretailing.com/5-tips-
growing-spring-confectionery-sales/

And in 2015 it will be even bigger… 
Below are just a few of the major issues and stories you’ll be able to 
read about in depth over the coming 12 months.

1 
 

The display 
ban 

2 
 

The General 
Election

3 
 

The summer 
of sports and 
events

4 
 

Better 
RetailingLIVE 
2015

5 
 

Black Fri-
day, Twitter 
storms and 
all the trends 
we don’t even 
know about 
yet

FEBRUARY

MAY

AUGUST

DECEMBER

MARCH

JUNE

SEPTEMBER

Priti Patel was the victim
of dubious reporting
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TOBACCO
After months and years of speculation, the display 
ban is only three months away. To start the year 
off, therefore, Nadia Alexandrou looks at some 
of the myths, misconceptions and predictions 

surrounding the ban, asking how likely each one is

Retailers are experiencing more engagement and activity 
from suppliers than ever before as they work to secure their 
respective brands’ share of the future dark market.  This can 
be seen with recent launches such as JTI’s pack redesign of 
B&H Dual and Imperial Tobacco’s limited edition packs of 
Lambert & Butler in December. It does not mean, 
however, that product development will come to a 
halt after April, and JTI’s head of communications 
Jeremy Blackburn is just one of many industry 
figures to confirm activity plans for his company 
post-display ban. Similarly, Imperial Tobacco 
advises that retailers “should not overlook new 
products, limited editions or pricemarked packs 
once full restrictions come into force, as these can 
freshen up your tobacco unit and revitalise this 
commanding category,” according to Imperial To-
bacco’s head of independent retail Andrew Miller. 

4  
“Sales will  
plummet” 
The perception that sales will plummet as soon 
as gantries are covered is as widespread as it is 
misunderstood. Despite the significant sales drop 
in large stores when gantries first went dark, the 
majority of lost business was redirected to petrol 
forecourts and convenience stores. However, with 
this year’s retail display ban “all others stores are 
already dark so these drop offs won’t happen,” says 
Andy Swain, field sales director of Ritmeester-
owned Danneman. The only gantries that will be 
left uncovered are specialist tobacconists, which 
pose little threat to convenience stores and super-
markets, whose customer bases have little overlap.

Every retailer is familiar with the Monday 
morning rush, and it doesn’t take much 
to go wrong to turn an already-lengthy 
queue into a full-blown disaster. But un-
like supermarkets, convenience stores are 
better equipped to work closely with reps 
and their staff to shorten queue times. 
Retailers need to be especially prepared for 
customers who don’t know what they’re 
looking for, so it’s essential for staff to be 

knowledgeable about the products on offer 
so they can give advice when needed, says 
STG’s Mr Higgs. 

BAT’s acting head of business develop-
ment Richard Wood agrees, and stresses 
the importance of being able to explain to 
customers “which products are value and 
premium, as well as differences in con-
tent, for example which ones are Ameri-
can blend or Virginia blend.”

5  
“Queue times will increase” 

1  
“There won’t be  
any product launches”

Be prepared 
for the ban

3  
“Value will  
be important”
Indecisive customers are far more likely to be influenced by 
value come April. “They will be asking for the cheapest tobacco 
product, not the second cheapest, so it’s important to review 
your value range now to cater to this demographic,” says Scan-
dinavian Tobacco Group’s head of marketing and public affairs 
James Higgs. There’s certainly no shortage of value products 
to choose from as manufacturers continue to reposition and 

develop brands to cater to this trend. For example, JTI’s 
recent repositioning of B&H Silver RYO as a value 
brand with a lower price point, or Philip Morris’s 
introduction of its premium Marlboro brand as an 
RYO product. Imperial Tobacco has also reposi-
tioned its iconic Lambert & Butler brand into the 
economy sub-sector with Lambert & Butler Blue, 
available in 19s at an even lower price. 

2  
“Some retailers 
will thrive by expanding 
their ranges”
As one of the largest footfall drivers in convenience, 
retailers should not see the display ban “as an op-
portunity to delist tobacco products, as it will be more 
important than ever to maintain a strong range,” says 
JTI’s Jeremy Blackburn. This is a key message commu-
nicated by the majority of tobacco companies, most of 
which have advised maintaining, and even expand-
ing a particularly strong cigar range, for example, as 
a way of differentiating yourself from local competi-
tion. If you want to find out more about successfully 
managing niche tobacco products you should visit 
betterretailing.com for current trends, bestsellers and 
suggested niche products.   

If you do delist, however, don’t be surprised if your 
customers head to the local retailer known for having 
a comprehensive range.  

It’s important 
to review 
your value 
range now

»

Manufacturers are 
repositioning key 
brands as value 
offerings

5%

HOW LIKELY?

80%

HOW LIKELY?

99%
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HOW LIKELY?

1%

HOW LIKELY?
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8  
“Supplier support  
will end once the  
ban is in place”
Even when supermarkets had open gantries, 
convenience still commanded a large share of tobacco 
sales, and this will not change when the display ban 
comes into play. Imperial Tobacco, for example, has 
confirmed that the support it has provided to retail-
ers over the past 12 months “will continue once the 
restrictions come into force.  Behind all of our activity 
is the belief that, while the physical barriers will go up 
on 6 April mental barriers will be removed if retailers 
follow our guidance and aspire towards best practice on 
ranging, merchandising and availability,” says Imperial 
Tobacco’s head of independent retail Andrew Miller. 
Another significant indication of tobacco companies’ 
future commitment to convenience is Philip Morris’s 
dedication of a national field force for the first time in 
25 years and the development of its own distribution 
chain, which has already been used to roll out its new 
Marlboro RYO product.

To find out what you can do to get prepared this month go to 
betterretailing.com/3monthstogo

6  
“Retailers 
in breach of 
regulations will 
face immediate 
prosecution”
New law, new rules: It’s hard to predict 
how easily retailers will adapt to new 
regulations after decades of working 
with uncovered gantries. Both the 
industry and the authorities, however, 
say that trading standards will be tak-
ing a more collaborative approach to en-
forcing standards rather than dealing 
out heavy-handed penalties. Far from 
being complacent, make the transition 
as smooth as possible and ensure you 
have trained yourself and your staff on 
new regulations. One easy way you can 
do this is by speaking to manufactur-
ers. BAT, for example, offers compliance 
training through its trade marketing 
reps. It can be all too easy to forget the 
small but important difference in ID 
checking post-display ban, where it 
will be an offence to request ID after the 
gantry is opened but not before the sale 
has been completed.  

7  
“Customers’ 
favourite  
brands will  
remain the same”
Whatever your fears are about the 
changing tobacco market, you can be 
reassured by the fact that customers won’t 
easily forget the cigarettes they used to 
smoke. What this does mean, is that it’s 
more important than ever for your range 
to reflect your customers’ preferences, 
so make sure you keep range reviews 
regular and remain engaged with your 
customers. According to James Higgs at 
STG, on the other hand, those customers 
who don’t know what they’re looking 
for are more likely to revert to “category 
leading brands or try out a niche product”. 
In response, suppliers have targeted well-
known brands within the value sector 
as a double-whammy market foothold, 
for example Philip Morris’s significant 
investment to inserting its Marlboro 
brand into the RYO segment with its own 
sales force and delivery methods.  

TOBACCO
DISPENSER
Navarra
Who are they?  Dublin-
based company supplying 
a range of automated 
tobacco gantries.
The 
product 
Essen-
tially 
acting 
like a 
vending 
ma-
chine, 
the product fits in the tra-
ditional gantry space, and 
is connected to the EPoS 
system. The dispenser 
comes in a variety of 
sizes to cater for different 
stores, and can hold a 
range of 45 to 145 different 
tobacco products. 
Distribution With around 
2,000 fitted in Ireland, 
the dispensers can be 
found in one in three 
convenience stores there. 
Another 1,000 units have 
been supplied to the UK, 
Canada, Sweden, Australia 
and the French Réunion 
island. The dispensers are 
available to buy, release or 
for contract rental. Prices 
range from £3,500 for a 
600mm unit to £5,500 or 
a 1,200mm one. 
Benefits The dispensers 
automatically select the 
requested product so you 
don’t waste time locating 
it. Units are connected to 
EPoS to allow you to track 
sales data effectively. 

OVERHEAD TILL
Expotutto

Who are they? Italian 
shop fitting and in-store 
furnishings manufacturer. 

The product Servertab 
is a tobacco shelf which is 
placed above the till, and 
can hold up to 90 vari-
ants of cigarettes plus 16 
tobacco pouches for a total 
cost of £1,683.
Distribution The 
company has provided 
500 units in the UK to 
independents and symbol 
groups so far, and expects 
to fit 1,500-2,000 by 
April 2016. It has signed 
agreements with Booker, 
Bestway and Today’s, and 
is in negotiation with other 
wholesalers. 
Benefits Moving tobacco 
products to the Servertab 
unit frees up space where 
the gantry used to be, al-
lowing retailers to use best-
selling space to display 
higher profit categories. 

DOORS
The Jordon Group
Who 
are 
they? 
Group 
sup-
plying 
shop 
fitting 
solu-
tions, refrigeration and air 
conditioning.
The product The company 
offers three display ban so-
lutions including overhead 
compartments, dispensers 
and doors.
Distribution Jordons 
fits its own and other 
manufacturers’ covers and 
machines and has built an 
industry-wide reputa-
tion for its service and 
expertise.
Benefits For retailers who 
haven’t had traditional 
doors offered to them 
by their tobacco rep, the 
Jordon Group offers similar 
solutions. With more 
legislation likely, however, 
CEO Paul Jordan believes 
dispensers likely provide 
the most cost-effective 
long-term solution for 
retailers. l

HAVEN’T GOT YOUR GANTRY COVER 
SORTED FOR THE BAN? HERE ARE 
THREE OPTIONS AVAILABLE TO YOU

Retailers 
should not 
overlook new 
products, 
limited 
editions or 
pricemarked 
packs 
once full 
restrictions 
come into 
force

RYO brand extensions take
cigarette brands into new markets

1%

0%

100%
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HOW LIKELY?

HOW LIKELY?



30 9 January 2015    Retail Newsagent

ORAL CARE
New year, new you: January 

is a great time to review 
your oral care range, while 

customers pledge to be more 
attentive to health and before 
larger, more active categories 
begin to seize the limelight. 
But to get the best from this 
section, there are a few dos 

and don’ts that you need to act 
on, writes Nadia Alexandrou

Fresh opportunities

»

Group 
products to 

meet your 
shoppers’ 

needs

You may not have every single 
product or format on your sup-
plier’s or wholesaler’s planogram, 
but this shouldn’t stop you from 
following its advice on essential 
layout and major brands. It’s not 
unusual for wholesalers to offer 
different planograms to cater for 
varying store formats, and Today’s 
Plan for Profit website, for example, 
offers two planograms for oral care 

products; one for larger stores, and 
one for smaller stores. Similarly, 
take advantage of any merchan-
dising assistance offered by reps. 
Sophie Towers says she has not 
changed her layout since it was 
reorganised by the last sales rep 
who came to her store, given that 
“it looked a lot neater and organised 
and I noticed a significant uplift in 
sales after the change.”

Take time to think about which 
customers buy oral care prod-
ucts from you – are they parents? 
Students? Make the fixture as easy 
to navigate as possible and group 
products according to their needs. 
Parents, for example, will be more 
likely to buy something if you mer-
chandise children’s toothbrushes 
and toothpastes next to other chil-
dren’s and baby care products. This 
can also encourage parents to pick 

up incremental items they would 
have otherwise neglected. “I go one 
step further and place household 
cleaning products next to the baby 
care fixture, as I find that families 
are far more likely to select items 
across these categories when 
they’re put together,” says Sophie 
Towers, owner of Premier Hilling-
don Convenience Store in Burnley. 

DON’T

Ignore supplier  
merchandising advice

DO

Understand your shoppers
DO

Pricemark
As a smaller category which is 
typically tucked away at the back 
of your store, visibility is crucial for 
maintaining steady oral care sales. 
One simple and effective tactic that 
will attract attention is pricemark-
ing. For Sandy Sarwar, who owns 
Dundee-based Pricekracker, this 
means the difference between 
encouraging a distress purchase and 
no purchase at all. “By pricemark-
ing my 100ml Colgate at £1 I find it 
sells quite well, despite the fact that I 
have a discounter near me that sells 
it at 45p,” he says. If, like Sandy, you 
have a discounter on your doorstep, 
focus your pricemarking on well-
known brands, which will not only 
help catch passing customers’ eyes, 
but also reassure them that they are 
getting value for money.

DON’T

Restrict your range if you have 
space for a wider offering
If your competition and location means that oral care could be 
a growth category in your store, you should expand your range 
beyond typical distress-purchase products. Health and beauty, in-
cluding oral care, is one of London-based Jay Patel’s largest catego-
ries for his Jay’s Budgens store and he goes beyond the mainstream 
offering to cater for a wider demand. “I began selling denture care 
products after several requests from my customers, finding that 
Poligrip sells particularly well,” he says. If you know your oral care 
category has the potential to grow, trial a few new lines for three 
months and ask for feedback from any customers who have made 
purchases from the fixture.

By pricemark-
ing my 100ml 
Colgate at £1 
I find it sells 
quite well, 
despite the 
fact that 
I have a 
discounter 
near me
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ORAL CARE

Tooth-
whitening 
has really 
taken off in 
the past few 
years Fastest-growing 

denture care brand 
Poligrip for Partials 
benefited from TV 
advertising in July and 
August as part of a 
£2.7m media campaign 
aimed at educating 
partial denture wearers 
on how to avoid further 
tooth loss.

Sensodyne returned 
to screens in April 
as part of a £3.2m 
awareness cam-
paign. The TV advert 
educated consumers 
suffering from tooth 
sensitivity on the 
benefits of using an 
expert toothpaste as 
a solution.

Corsodyl 
toothpaste relaunched in July with a new 

medical claim that it 
could help stop bleed-
ing gums. Supported 
by a £4.7m media 
campaign, the TV ad-
vert featured Corsodyl 
toothpaste along-
side its medicated 
mouthwash to further 
reinforce the medical 
messaging across the 
range.

Aquafresh Complete 
Care launched in July 
with three variants 
including Whitening, 
Extra Fresh and Origi-
nal, which is priced 
at a more premium 
£2.79 and supported 
by a £3m marketing 
campaign. 

Education is a way to “enhance consumer 
understanding of the benefits of a full mouth 
care routine, which will open up opportunities 
to introduce new shoppers to the category,” 
says GSK’s Mr Barry. Here are some products 
that have recently benefited from marketing 
targeted at educating and increasing awareness

Which brands are your customers looking for?DO

Prioritise  
trusted brands
As with any category where distress 
purchases are common, custom-
ers “will be looking for the leading 
brands that they have used previ-
ously and trust”, says Andrew 
Freestone, commercial director of 
SHS Sales & Marketing, which sells 
and distributes Johnson & Johnson-
owned Listerine. Wholesalers play an 
integral role in this respect, and are 
key points of contact for independent 
retailers who are looking for informa-
tion and advice on which oral care 
products they should be stocking, 
says GSK’s category controller Sean 
Barry. Make sure you keep in regular 
contact with your wholesaler to keep 
abreast of trends and to check you 
have the nationwide bestsellers in 
your core range.

DO

Have a chat with your local dentist
Your local dentist is a great source of information if you want to get a 
better understanding of your customers’ oral care needs and current 
market trends. “Tooth-whitening has really taken off in the past few 
years and I’ve seen this reflected in the growing popularity of everyday 
toothpastes which target consumers who are looking for whitening 
solutions,” says Antonis Petrou-Akerikanos, a dentist at Oasis practice 
in Amersham. Aquafresh High Definition White, for example, was 
launched last year as part of a three-strong range “to meet the needs 
of shoppers and capitalise on emerging growth trends such as beauty 
and specialist”, says GSK’s Mr Barry. It’s also worth asking which sales 
reps visit the practice most frequently, as their brands are more likely 
to be promoted to clients – your customers – in your area. This is how 
Sophie Towers found out which brands to focus on. She discovered that 
her local dentist regularly received mini toothpaste tubes of Colgate 
and Oral B from sales reps and gave them to clients as freebies.

As customer lifestyles become more 
health-orientated, every food cat-
egory has seen growth from healthier 
products such as ‘free-from’ lines. 
Oral care is no exception, and the 
awareness of what too much sugar 
does to your teeth has driven the 
popularity of products with reduced 

sugar content. Sugar-free gum, for 
example, or even sugar alternatives 
such as natural sweeteners, should be 
highlighted in-store with clear point 
of sale material. Again, ask custom-
ers what type of sugar-free products 
they would like to see in your store, 
and trial them for a few months. l

DON’T

Think oral  
care is just 
about  
toothbrushes

Availability is a big focus for Jay Patel and he makes sure he is 
always fully stocked. “Together with eye-catching display, lots 
of pricemarking and neat merchandising, I can afford to premi-
um price my products and still achieve high sales volumes,” he 
says. For example, Jay sells his Wisdom toothbrush – a favourite 
among his customers – at £2.95.  

DON’T

Let your customers down

Highlight sugar-free 
products with PoS material
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More fruit, no alcohol
Kopparberg has added Strawberry & 
Lime flavour to its range of alcohol-free 
ciders. 

RRP £2.59
Outers 15
Contact 05601 185623

It’s a dog’s life
Dog food brand Cesar returns to TV 
screens this month under its ‘Night-
shift’ marketing campaign. 

RRP various
Outers various
Contact 01664 411111

Easter’s on the way
Premier Foods has unveiled its 
Easter cakes range, including Lemon 
Bakewells and Lemon Fancies with 
seasonal packaging.
RRP £1 - £3.99
Outers various
Contact 01727 815850

The boar necessities
Gordon’s gin has launched a TV ad 
campaign featuring new brand mascot 
Gordon the Boar under a £2m invest-
ment.
RRP various
Outers various
Contact 0845 7515 101

Monster promotion
Walkers is adding Monster Munch 
Roast Beef and Pickled Onion to its 
pricemarked value snacks range.

RRP 39p
Outers not given
Contact 01782 321525

Seasonal additions
Tropical Sun has launched three season-
ings – Onion Salt, Harissa Spice and Sea 
Salt & Malt Vinegar. 

RRP not given
Outers not given
Contact 0208 988 1100

RETAIL
NEWSAGENT

R E C O M M E N D S
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BEING SOCIAL IS 
GOOD FOR TRADE
Social media is often a point of contention among 
independent retailers, particularly those who run 
more traditional CTNs.

However, for those who are embracing the 
technology, it can be an effective and inexpensive 
way to promote news and magazines.

It is completely free to set up a Twitter or Face-
book account and anyone with a smartphone can 
quickly and easily upload pictures or a few words 
during the day.

Some RN readers, such as News on the Wharf 
owner Peter Wagg, have found much success 
advertising promotions through these platforms.

Mr Wagg sent out posts on his business Twitter 
and Facebook accounts to let customers know 
he had free Panini World Cup sticker albums to 
hand out, for example. This helped to establish 
his stores as destinations for the collection and he 
went on to sell 72,000 packets of stickers.

Another reader, Jon Powell of The Newsagent 
in Newport, is a founding member of a Twitter 
movement called Newport Rises, which promotes 
and speaks on behalf of local businesses in the 
area. The account is approaching 2,500 follow-
ers and connects independent retailers with one 
another, as well as their customers.

There are plenty of others out there who are 
working away at building relationships with 
their customers and promoting the services they 
offer in store.

Some use it to further centre themselves as 
pillars in their communities, posting things such 
as traffic warnings or local news and weather 
updates. There’s plenty of information online on 
how to best use social media so get involved.

Title 3D CREATE & 
PRINT
On sale 14 January
Frequency weekly
Price issue one £1.99, 
issue two onward 
£6.99
Distributor Comag
Display with partworks

EAGLEMOSS AIMS to make 3D printing and 
design more accessible with the launch of the 
first ever 3D printer sold as a partwork. Put to-
gether over 90 weekly instalments, the Vector 
3 printer will allow collectors to safely print 
jewellery, games, figurines, mobile phone 
cases and more. Each issue comes with step-
by-step guides and easy-to-use software. The 
collection is supported by a website that will 
include exclusive designs and a shop where 
users can buy different coloured plastics and 
additional printer tools. The accompanying 
magazine is aimed at engaging readers and 
teaching them the science behind the project. 
Marketing activity will support the launch.

email nicola.stewart@newtrade.co.uk
tel 020 7689 3358

Round up

First ever 3D printer partwork

PLENTY OF LIFE LEFT IN 
PRINT - ESPECIALLY 3D
Eaglemoss sets its sights on the future with its 90-part weekly 
partwork aimed at teaching the science behind 3D printing

NICOLA STEWART 

Magazines 
reporter

LAUNCH

ARROWWORDS CELEBRATES  
20 YEARS AS THE UK’S NO.1 

EXTRA PAGES
EXTRA PUZZLES
EXTRA PRIZES

PLEASE DISPLAY
PROMINENTLY 
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On sale 7 January
Frequency monthly
Price £4.99
Distributor Frontline
Display with Mollie Makes, 
Sewing World

On sale 8 January
Frequency bimonthly
Price £4.99
Distributor Comag
Display with Elle Wedding, 
Brides

On sale 15 January
Frequency monthly
Price £4.50
Distributor Seymour
Display with Amateur 
Photography, Practical 
Photography

On sale 8 January
Frequency bimonthly
Price £4.25
Distributor Frontline
Display with Trail Runner, 
Runner’s World

On sale 7 January
Frequency one-shot
Price £4.99
Distributor Comag
Display with regular Cake 
Decorating partwork

LOVE PATCHWORK 
& QUILTING
This issue of Love Patchwork & Quilting comes with 
a free EPP project book and a bumper pack of 100 
templates – demonstrating increased investment 
from the publisher. The issue features 25 ideas for 
2015, as well as a project to create cotton bunting 
from scrap material. The title is the market leading 
magazine for quilting and retailers are advised to 
display it prominently alongside other craft titles.

ROCK N ROLL BRIDE
Rock n Roll Bride is already a hugely successful 
alternative weddings blog, with more than 300,000 
visitors each month. Now, it is being launched as 
a high-quality bimonthly magazine, featuring an 
eclectic mix of quirky weddings, DIY projects and 
planning advice. The first issue features 11 real wed-
dings, photography advice and tips on choosing the 
wedding party. The initial print run is 20,000 copies.

OUTDOOR PHOTOGRAPHY
The February issue of Outdoor Photography comes 
with a free Photography Holidays & Courses guide. 
The supplement offers a wide range of workshops for 
people wanting to develop their photography skills, 
in the UK and abroad, plus expert advice on a range 
of subjects from how to take better wildlife, land-
scape and nature images to shooting in the dark.

TRAIL RUNNING
Coinciding with the peak post-Christmas period, 
the February/March issue of Trail Running is 
expected to be the best-selling issue of 2015. It 
comes with a free beginner’s guide supplement, as 
well as a complete race list for the upcoming year. 
Sales are anticipated to be up by a third compared 
to the previous issue. The Bauer title increased its 
circulation by 8% year on year in 2014.

CAKE DECORATING
This Valentine special from the Cake Decorating 
partwork comes with four free gifts, including love 
bird cutters, a heart mould, two Cupid stencils and 
a rose-swirl nozzle. Aiming to appeal to existing 
collectors, as well as women with an interest in cake 
decorating, the special features step-by-step instruc-
tions for projects including a chocolate fan and heart 
cake, a love birds cake, strawberry lips cookie pops, 
Cupid mini cakes and rose cupcakes.

THIS WEEK  
IN MAGAZINES 

SPEC I AL

FREE GIFT

  Title On sale  In  
   date stock 

Motor Cycle News 14.01

Autocar 14.01

Classic Car Weekly 14.01

BBC Top Gear 29.01

What Car? 08.01

Auto Express 14.01

Practical Classics 21.01

Classic & Sports Car 08.01

Auto Express Specials 21.01

Autosport 15.01

Ride 14.01

Classic Bike 28.01

Classic Car Buyer 14.01

Motorsport News 14.01 

Land Rover Owner 21.01

Bike Monthly 28.01

Speedway Star 15.01

Commercial Motor 15.01

Truck & Driver 03.02

Car 21.01

Bestsellers
Motoring

Data supplied by Menzies Distribution

LAUNCH

SUPPLEMENT
SUPPLEMENT
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Partworks Collectables

Title No Pts £

Amercom
Great British Locomotives 24 48 8.99 

Amermedia
Giant Warplanes 26 48 7.99
Military Vehicles 28 48 5.99 
 
DeAgostini
Cake Decorating 147 150 2.99
Cake Decorating Relaunch 96 150 2.99
Official Star Wars Factfile 53 120 2.99
Something Sweet 52 90 2.99
Sovereign of the Seas 123 135 5.99 

Eaglemoss
Batman Automobilia 53 80 9.99
DC Chess Collection 78 96 8.99
Doctor Who 36 70 6.99
Knit & Stitch 104 80 5.00
Marvel Fact Files 95 100 2.99
Military Watches 24 80 9.99
Star Trek Off. Starships Coll. 37 70 9.99 

Hachette
Agatha Christie Collection 79 85 5.99
Black Pearl 52 120 5.99
Build the Mallard 19 130 7.99
Build the U96 19 150 5.99
Classic Pocketwatches 62 80 8.99
Make & Bake w/Peppa Pig 49 50 4.99
Marvel’s Mightiest Heroes 27 60 9.99
Your Model Railway Village 59 120 8.99 
 
RBA Collectables
Real Life Bugs & Insects 16 85 5.99

Disney Frozen 
Activity Cards
Starter £4.99 

Cards £1.00

Disney Frozen 
Fashion Pack
Packets £1.00

Disney 
Princess
Starter £4.99 

Cards £0.75

Doctor Who 
Regeneration
Starter £2.99 

Stickers £0.50

 
LEGO Chima
Starter £2.99 

Stickers £0.50

Match Attax 
2014/2015
Starter £3.99  

Cards £1.00 
 
 
Match Attax 
SPL 2014/15 
Starter £4.99 
Cards £1.00

Marvel Hero 
Attax
Starter £4.99  

Cards £1.00 

Merlin’s 
Official 
Premier 
League 2015 
Starter £2.00 
Cards £0.50

Moshi 
Monsters Mash 
Up Party 
Starter £4.99 
Cards £1.00

Moshi 
Monsters 
Poppet 
Starter £2.99 
Stickers £0.50

Skylanders 
Trap Team 
Starter £4.99 

Cards £1.00

Star Wars 
Rebels 
Starter £2.99 

Stickers £0.50

Transformers 
Starter £4.99 

Cards £1.00

WWE Slam 
Attax Rivals 
Starter £4.99 

Cards £1.00

Animals 
Starter £2.99 

Stickers £0.50

Disney Frozen 
Enchanted 
Moments 
Starter £2.99 

Stickers £0.50

Disney Planes 
Starter £2.99 

Stickers £0.50

Hello Kitty is... 
Starter £2.99 

Stickers £0.50

Liverpool FC 
2015 
Starter £2.99 

Stickers £0.50

One Direction 
Starter £2.99 

Stickers £0.50 

Peppa Pig’s 
World 
Starter £3.99 

Stickers £0.50

Disney 
Princess 
Palace Pets 
Starter £2.99 

Stickers £0.50

Teenage 
Mutant Ninja 
Turtles 
Starter £4.99 

Cards £0.75

 
UEFA 
Champions 
League 
Adrenalyn XL 
Starter £4.99 

Cards £1.00

UEFA 
Champions 
League 
Starter £2.99 

Stickers £0.50

Topps Panini

Collectables

Magic Box

Zomlings
Starter £2.99 

Toys from £0.50

THIS WEEK  
IN MAGAZINES 

FOCUSED ON INDEPENDENT RETAILING
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It seems retailers in the 
Philippines run their fore-
court stores a bit differently 
compared to the UK – at least 
it comes to managing on-site 
toilets.

One YouTube user was so 
astounded with the facilities 
at a petrol station in Bohol he 
had to film it for prosperity.

Model and writer Jason 
Godfrey had stopped off for 
a pit stop at the business, 
but was stunned by what he 
found. 

“I’m at a Shell station and I 
want to take you to the toilet 
here,” says Mr Godfrey into 

his camera – which, as an 
opening line, doesn’t fill us 
with too much hope.

But the video then shows 
how lavish the gents really 
are, with mahogany panel-
ling, art on the walls and 
even a selection of reading 
material on hand for those 
looking to extend their  
visit.

The lavish loos are judged 
to be “better than my entire 
apartment”, according to Mr 
Godfrey. Pretty impressive 
stuff – unless any forecourt 
retailers here think they can 
top that? 

email steven.lambert@newtrade.co.uk
tel 020 7689 3357

Back in the day

Extra  Extra!
Petrol station’s loos are 
far from bog standard

50
YEARS AGO 
9 January 1965 
A plan for a huge national 
‘bank’ through which anyone 
can pay bills for a few pence 
at a time, and possibly for no 
cost at all, has been put to the 
Chancellor of the Exchequer 
by Mr Alan Jacobs, secretary 
of the National Federation of 
SubPostmasters.

25
YEARS AGO 
13 January 1990
NWC is to withdraw from 
wholesaling from 12 February 
after making what the 
company described as a 
“commercial decision”. Its 
eight depots will redeploy 
the majority of their 50 or 
so employees within other 
divisions of parent company 
TNT.

We’re not above a bit of toilet 
humour here at Extra Extra, 
but we imagine staff at a 
Tesco in Hull didn’t see the 
funny side when a drunken 
man decided to relieve him-
self in their store.

Even worse, the sozzled 
shopper chose to empty his 
bladder into a bin containing 
£1,500 worth of security tags, 
ruining them in the process.

The culprit, Carl Bea-
cock (although ‘Peacock’ 
would have been a more apt 

surname), had visited the 24 
hour Tesco Extra store  at St 
Stephen’s shopping centre in 
the early hours to buy more 
alcohol after a boozy birthday 
party.

After being caught by a 
security guard, Beacock later 
told police he had simply 
been “caught short”. He 
was ordered to pay £260 to 
Tesco and carry out 80 hours’ 
unpaid work following a 
hearing at Hull Magistrates’ 
Court.

Taking the pee out of Tesco

 100
YEARS AGO 
9 January 1915
Ernest Turner Glover, a boy of 
11, was charged with stealing 
papers, the property of WH 
Smith & Son. The accused 
was found on the platform at 
Snaresbrook railway station, 
and when he was asked what 
he had under his jacket he pro-
duced a bundle of comics and 
other juvenile periodicals.

IN ASSOCIATION WITH

Round up

Now is the time for making resolutions, 
hopefully to be kept throughout 2015. I thought 
you might like me to share mine, which reflect 
my role as newsagent and grocer.

When children come into the shop to buy a 
selection of penny sweets, I will try not to be 
(silently) exasperated when they have 50p to 
spend and want 50 different sweets.                                                                                                                           

I will give my wife perfect apples for her packed 
lunch, rather than giving her bruised stock 
which needs to be eaten using a knife. I will also 
try to avoid eating the crackling and fat off the 
hams that we cook in our Aga, however delicious 
I find it. 

I will not be cross when the Tesco home delivery 
driver comes into my shop to ask for directions.                                                                                                    

I will not laugh out loud whenever a customer 
makes a silly mistake, as happened this 
week. On New Year’s Day a man looked at our 
newspaper selection and asked what time the 
Sunday papers would arrive. His family were 
very amused when I told him ‘not for four days.’ 
I suppose it can be easy to lose track of the date 
if you are one of the many fortunate people who 
did not have to work between Christmas Eve 
and 5 January.

I take the temperature of my fridges daily but 
now I will remember to record this daily too.

I am not going to grumble at Eddie, our 
Booker driver, when he arrives late - after all 
he doesn’t plan his route or decide how many 
deliveries he has to make. I will also try and 
ensure his cup of tea is ready once we have 
unloaded – milky with three sugars.

This is one for the editor - I will try to ensure 
that my articles for RN are always submitted 
before the deadline.

My very best wishes to you all for a happy, 
healthy and prosperous 2015.

OVER THE 
VILLAGE 
COUNTER

with Doug McLellan

Jason Godfrey in the palatial loo
at a Shell station in the Philippines


