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is right
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make this
year the best
We’ve gathered together industry experts, retailers and
suppliers for their top tips to make 2019 your best year yet
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Welcome…
…and a happy new year to you all!
I hope you had a prosperous Christmas and
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enjoyed sparkling sales. Now that the tinsel
is firmly packed away and the tree is back
in the store room, it’s time to think about
planning for the new year.
Somewhat predictably, now is the time for
new year’s resolutions. We gathered a number
of retailers, suppliers and industry experts and
picked their brains for their words of wisdom
to help you make 2019 your best year yet.
In January and February after the flurry
of Christmas spending, customers are always
looking for ways to economise, so turn to
page 16 where we’re looking at ways you can
communicate your great-value products and
win customer loyalty that will last all year long.
Getting your grocery offering spot on is
critical for convenience stores, so turn to
page 29 to read our guide to staying ahead
of the competition when it comes to offering
the right products.
The new year means it’s time for the latest
guide to must-stock products to land on
your counter. We’ve done the hard work
for you to create an essential guide
that will help you improve your

To DISCUSS
EDITORIAL

sales. Head to page 41 to
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find out more.

Stuart’s top
three new year’S
resolutions

1

New year,
new store

Now’s the
perfect time for a
spring clean, so pull
on some rubber
gloves and make sure
your store is spotless
from floor to ceiling.

2

Try
something
new

Push the boat out
this new year and
have a think about
what will make
you stand out
from the competition,
whether it’s introducing food
to go or a hot drinks machine.

3

Community
spirit

If you’re not already
involved in your local
community, why not start
now? Sponsor your local
football team or make a
difference to a charity of your
choice by placing a collection
pot for loose change on your till.

I wish you a very happy
and successful 2019.

Disclaimer:
All prices listed are
correct at the time of
going to press, but may
be subject to change.

get in touch…
Stuart Johnson
Retail Controller,
Unitas Wholesale

email us at
lifestyleretailer@
thebrightmediaagency.
com

issue 51 2019

retailer

03

33

20
35

29

27

Contents
07 Need to know

29 the essentials

16 Value rules

33	
TREND: hot
drinks

	The latest must-know news
and products in the industry

	Help your customers stick
to their budget this January

20	
store profile

	When Dalbag Singh’s store turned
30, he knew it was the right time to
ring in the changes, by going grey

27	
TREND: spring
cleaning
 lean up with our guide to
C
the bestselling products

	Getting the grocery category right
can be critical for your success

	From the humble cuppa to a
comforting cocoa, hot drinks
are hot sellers at this time of year

35	make 2019 your
best year yet
	It’s time for new year’s resolutions
and so we’ve picked the brains
of those in the know to help
you get the new year off to
the best start possible.

45

41 stock up

	Are the right products on
your store shelves for 2019?

45 spring forward

	Easter means two things
– chocolate eggs and big sales.
Are you ready?

48	
next issue

	What you can look forward
to in your March/April issue

50	
five minutes
with...
	Simon Murray from PepsiCo
talks pianos and punctuality

issue 51 2019

retailer

05

SIGNATURE WINTER SERVE

Southern Berry Sour
POUR 50ML SOUTHERN COMFORT,
100ML CRANBERRY JUICE, AND 50ML
FEVER-TREE SICILIAN LEMONADE INTO
A GLASS OVER ICE. ADD 6-7 CRANBERRIES
AND GARNISH WITH A ROSEMARY SPRIG.
STIR GENTLY AND SERVE.

SOUTHERNCOMFORTUK.COM

SOUTHERNCOMFORTUK #SPIRITOFNEWORLEANS

DRINK RESPONSIBLY

|

Copyright © 2018 Southern Comfort. All rights reserved. Southern Comfort is a registered trademark.

budget
business
relief

Retailers are set to benefit
from Chancellor Philip
Hammond’s promises in the
autumn Budget, where he
pledged to help small shops
by cutting business rates by
a third for all retailers in
England, with a rateable
value of £51,000 or less.
The Chancellor confirmed
Budget plans to set aside
£900m in business rates relief
for small businesses and a
£675m fund to rejuvenate
Britain’s high streets. The
savings would mean an
annual saving of up to
£8,000 for up to 90% of all
independent shops, pubs,
restaurants and cafés.

James Lowman, chief
executive at the Association
of Convenience Stores
(ACS) said: “We have long
campaigned for changes to
the rates system and are
pleased that the Chancellor
has listened to the concerns
of businesses by introducing
a one-third discount to rates
bills for small businesses that
will save the convenience
sector up to £50m over
the next two years.”
Also, under the new
Budget the contribution
of small companies to
the apprenticeship
levy will be reduced
from 10% to 5%.
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Healthier snacks
hit the sweet spot

Shoppers are being encouraged to buy sugary food and
drinks because of the placement of them in store, according
to Obesity Healthy Alliance.
The report has revealed that families are “bombarded” by
promotions for unhealthy food and drinks. In fact, 43% of all
food and drinks placed in busy or convenience locations, such
as entrances, trolley and self-checkout areas, aisle ends and
free-standing display units, were sugary. Only 1% of food and
drinks placed in high-profile locations were fruit and vegetables.
Could you buck the trend by placing
healthy snacking items in these key
areas of your store? Whether
it’s dried fruits, nuts or other
healthier snacking options,
why not trial placing these
near your tills?

Monzo, the UK’s biggest digital challenger bank, has secured a deal with
Paypoint, allowing its one million customers to deposit up to £300 cash
directly into their accounts. They can now deposit the cash in one single
transaction at any of Paypoint’s 28,000 convenience stores nationwide.
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Our round-up of the
latest products to fill
up your shelves

Hoppy Easter
Christmas may only feel like
five minutes ago, but Easter
will be here before you
know it. Ferrero Rocher’s
Easter Bunny box of
chocolates will be the
perfect treat for your
customers who are
looking to buy for gifting
or for enjoying
themselves.

Take the
biscuit
Delicious baked,
crispy biscuits
with a soft
chocolateflavoured filling,
topped with a
vanilla-flavoured drizzle,
Kellogg’s Special K chocolate
biscuit moments will make a
great addition to your shelves.
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predictions
Convenience food and drink
is set to go premium next
year, according to new
research by Mintel.
Consumer interest in
personalisation, delivery
services, foodie-inspired
flavours and having a varied
choice in healthier foods are
causing manufacturers to
need to respond to the
ever-changing industry. The
new premiumisation of the

industry will include
individual meals for kids,
packaged beverages inspired
by foodservice and a new
wave of prepared meals, sides
and sauces that will emulate
restaurant meals.
The report claims that
interest in premium products
will not only be limited to
dinner time, but will also
branch out to every meal,
snack and drinks break.

why doing
your bit can
boost sales

Respecting the planet could help you gain the
respect of your customers, according to the
latest European Shopper Insights research by IRI.
A whopping two-thirds of Brits identify with
retailers that help to look after the environment by stocking
products with less packaging: 73% of consumers would prefer
to buy products with packaging that could be recycled and
67% prefer to buy products that respect the environment.

Lookr…
o
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Cheese fest
These cheesy savoury snacks are light,
crunchy and perfectly tasty. Ideal as
an addition to your on-the-go snacking
offering, these Snack a Jacks cheese
rice cakes have been made with
convenience in mind and are
sure to fly off your shelves.
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Scottish stores to
benefit from foodto-go funding
Scottish convenience stores
can take advantage of funding
to meet the rising demand for
food to go.
The Food to Go Fund is
open to small independent
convenience stores and aims to
improve Scotland’s food
culture and reduce food and
packaging waste.
“A diverse and successful
convenience store sector is
vital in serving communities
throughout Scotland,” said
First Minister Nicola Sturgeon.
“Last year’s Food to Go fund
was very effective in
supporting small retailers the
length and breadth of the
country to entice customers
into their stores and generate a

The real
McCoy
Now containing 26 bags
of the UK’s most popular
ridge-cut grab bags of
crisps instead of 30,
improve your stock rotation
and part with less cash
with McCoy’s new smaller
case sizes. Available in all
flavours, stock up when
they hit the depots.

new income stream.
“This new funding will
build on that, helping grocers
to provide people with access
to good quality, locally sourced
and healthy food as well as
providing an important focus
on waste reduction.”
The additional funding,
which will be administered by
SGF, will be available for 2019.
Pete Cheema, Scottish
Grocers Federation chief
executive, said: “The fact that
funding is being increased will
be warmly welcomed by
everyone in the convenience
sector. This will help local
shops stay competitive and to
respond to changing customer
demand.

B E TH E

SCORE

YOUR SUPER
FAN UPGRADE

**

PLUS 1000s OF INSTANT PREMIER LEAGUE PRIZES TO BE WON
• Exclusive Premier League On-Pack launching in March
• Partnership supported by a £9.1m media investment in 2019
• 70% of individuals who watch the Premier League drinks Soft Drinks*

*BARB Additional Panel Classifications (Season 16/17, based on 3-minute consecutive reach). GB res. 16+ (U18s need parental consent & adult to attend) NPN. To enter visit coke.co.uk/everyoneplays. Internet
& reg. required. Grand Prize draw 24/4/19 for 2 tickets for all home games 19/20 incl. 1 x hospitality experience with Legend, signed merchandise, personalised Coke cans, billboard, £1000 for travel. Plus instant
prizes to be won online: 240 pairs PL tickets plus £100 for travel, 640 x PL club shirts, 1280 PL balls. Prizes randomly allocated 25/2/19 – 21/4/19. Bonus Draw 31/5/19 for 2xPL 19/20 tickets incl. £100 travel. Max. 1
entry/day. Excl. apply. **Visit URL for full T&Cs. ©2019 The Coca-Cola Company. COCA-COLA, COKE, DIET COKE and COCA-COLA ZERO are registered trade marks of The Coca-Cola Company. All rights reserved.

STOCK UP NOW
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alcohol-free
is choice of
millennials
Demand for non-alcohol beer is on the rise
and it’s being driven largely by millennials,
according to a new study by GlobalData.
A whopping 37% of 18–24 year olds were
‘often influenced’ by how a product affects
their health and wellbeing, while 34% of
25–34 year olds were ‘always influenced’
by how a product affects their health.
During 2017, the non-alcohol beer market
enjoyed 13% growth. outpacing other areas
of growth, and it looks set to continue into
2019. Take a look at your chillers – are you
tapping into the alcohol-free trend?

Retailers: be aware
of the National Living
Wage increase for
workers aged 25
and over, which
is set to rise from

£7.83
£8.21
an hour to

from April 2019.

all-in-one food-to-go option up for grabs
To support convenience retailers looking
to add food-to-go to their offering,
Lomond: The Wholesale Food Co has
launched Nom Stop, an all-in-one
food-to-go retail solution.
The retail setup includes kitchen
equipment, marketing material, branding
and a step-by-step guide as well as all
the legal and food safety requirements,
signage and shop fitting.
“We take care of everything from the
set up to the food being sold which makes
us a genuine one-stop shop,” said Sam
Henderson, Managing Director, Lomond:
The Wholesale Food Co. “We will also
provide ongoing support from our

creative, technical
and sales teams.
“We feature a wide
range of products via
Nom Stop to ensure that
we’re capturing all the latest

Lookr…
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Reach for
Ribena

Have a break
The much-loved KitKat Chunky is
now available in a brand-new flavour
that is sure to delight your customers
looking for a new indulgence: salted
caramel fudge.
Perfect for impulse sales, KitKat
singles are in growth ahead of the
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food-to-go trends, from breakfast rolls
and sausage muffins to soups, mac ‘n’
cheese, burgers and wedges, sandwiches,
croques and cake. Regardless of whether
customers are looking for breakfast,
brunch, lunch, dinner or just a tasty
snack, Nom Stop has something for
everyone and is the perfect
way for retailers to stand
out from the competition.”
fi nd
All options have allergen
t
ou
and nutritional data, as well
e
morrm
ation,
as POS cards and posters.
fo
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For mo
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to
S
Items
can be heated in
m
o
N
call
677
minutes, available ‘grab and
0141 353
go’ from the hot-hold cabinet.

market with sales
up by 4% versus this time
last year. Providing a grown-up
treat for hungry customers, this new
Kit Kat Chunky is a great addition to
your confectionery range.

Rich in Vitamin C with no added
sugar, colours or flavours and
containing real fruit juice, Ribena
is a dream for parents looking for
a healthier way of quenching their
little ones’ thirst. Now available in
strawberry and pineapple and
passion fruit flavours with a PMP
of 50p, this one is sure to be a hit
with your customers.

MR PORKY DRIVES
INCREMENTAL SALES
• GB’S NO. 1 PORK
SNACKS BRAND*
• 81% CONSUMED
WITH A COLD DRINK**
• PACK FORMATS EASILY
SITED WITH THE BEER,
WINES & SPIRITS
• VAT FREE
Pubcar
d
avai
lable

CONTACT YOUR TAYTO SALES CONTACT FOR MORE INFORMATION:
EMAIL: NEIL.STURGESS@TAYTO.COM / CALL: 07918 733220
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A Roadma
to 2025 p

The UK Plas

clearing
up the
confusion
Feeling slightly confused
about where to start in store
when it comes to the plastic
crackdown? We’re not
surprised as recycling can be a
minefield. However, help is at
hand as a helpful guide to help
businesses make a start has
been unveiled by
environmental charity Wrap.

tics Pact

chec k
it out

Check out
the roadmap
over at Wra
p’s
website:
www.wrap.
org.uk

The guide, called The UK
Plastics Pact Roadmap to
2025 aims to set out targets for
increasing recycling and helps
shed light on which packaging
is recyclable or not.
So, if you’re looking for
in-store new year’s resolutions,
could you minimise plastic use
or increase your recycling?

Retailers look set to influence consumers’
health and wellbeing during 2019 by
stocking healthier products, according
to IGD. The research showed that a
whopping 85% of shoppers are actively
trying to eat more healthily, a trend that
looks set to rise further during the year.
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Don’t miss
Michelob
Michelob Ultra is perfect for
shoppers looking for a way to enjoy
a drink without the calories. At only
79 calories per 335ml, its clean
and crisp taste makes it the
ultimate drink for those wanting
the best of both worlds.

12
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If you
only do
one thing…

James Lowman at
Association of Convenience Stores
talks about how you can take these
simple steps to creating a safer store

Many of you reading this will
be aware of or may have even
experienced some form of
violence or abuse while
working in store. Certainly
more retailers are reporting
violent incidents in store –
a shocking 13,000 in the
past year according to our
last ACS Crime Report. So,
what can you do to try and
prevent crime and protect
yourself, your colleagues
and your store?
n Get in touch with your
local police and PCSO, invite
them to your store and have
a chat with them about how
you can work together to
ensure the safety of your
staff and customers.
n Make sure that you and all
of your staff have seen our

Sweet news
British sweet manufacturer
Swizzels has announced the
winner of its competition to
create a new product.
The winner, Great British
Dessert Chews, a mixed bag
of individually wrapped chews
inspired by classic British
desserts, will be launched to
mark the company’s 90th
anniversary.

animation; it’s a useful and
free resource about how to
deal with violence and abuse
in store: https://youtu.be/
qYZ3d9Xal2Q
n If you or your colleagues
have been affected by
violence or abuse and
need help, call GroceryAid’s
24/7 helpline free on
0808 802 1122.
n Write to your local PCC
about the concerns you have
about crime in your area and
ask them to sign our pledge:
https://www.acs.org.uk/
lobbying.
n Share your experiences
with us in our crime survey
and help us to help you.
Just visit: https://www.
surveymonkey.co.uk/r/
CrimeReport2019.

Breakfast
No Brainer
Help your customers start
their day with a healthy
and delicious breakfast.
Kellogg’s Wheats are low
in saturated fat, rich in
wholegrain and a source
of 6 B vitamins and iron,
and are perfect as part
of a balanced diet and
active lifestyle.
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energy drink restriction
fails to win support
There isn’t enough evidence to
warrant a ban on the sale of energy
drinks to kids. That’s according to
experts advising the government.
Back in August, the government
launched a public consultation
into making it illegal to sell energy
drinks to children.
Following the Department of
Health and Social Care’s proposal
to ban the sale of energy drinks
to children, the Association of
Convenience Stores (ACS) gave the

grab and go on the up
Tempting customers with
savoury bakery products is
a way to boost your profits
as sales of grab-and-go treats
are on the rise.
Almost half (41%) of all
sandwiches, nearly a third
(30%) of wraps and nearly a
fifth of savoury bakery items
eaten on the go were bought
from convenience stores or
supermarkets during 2018.
Are you making the most
of this opportunity? It pays to
assess your sandwich range
and look for gaps. Could you
add hot options or meal deals?

Lookr…
o
out f
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plan its backing and support via its
Assured Advice scheme. However,
after months of consultation, the
cross-party committee found there
was “insufficient evidence” as to
whether children’s consumption
habits are significantly different
for energy drinks than for other
caffeinated drinks like tea and coffee.
However, the report recommended
voluntary action by retailers and
schools to reduce energy drink
consumption among children.

MPs are being urged to vote
for an amendment to The
Offensive Weapons Bill.
Usdaw, retailers, staff and the
public are calling for a change
to the law that will protect
retailers from abuse, threats
or assault when they refuse
sale to a person attempting
to illegally buy corrosive
substances and knives.
Currently the law states it is
illegal to sell these products
to under 18s.
Spread the love
The most romantic day of the year is
almost upon us, and Ferrero Rocher
Valentine’s Day chocolates make the
perfect gift for shoppers wanting
to treat their special someone.
Place this sweet heart-shaped
offering close to your flower stand,
wine display, greetings cards or till
point to act as a prompt for those
who may have forgotten the date and
be looking for a last-minute gift.

NEW TO GREAT BRITAIN!

Dates for
your diar y
jan

1–31

jan

1–31

feb

9

feb

14

feb

17

feb

18

MAR

5

Dry January
Stock up on premium soft drinks for
shoppers avoiding alcohol this month.
Veganuary
It’s worth investing in some vegan essentials
such as soya milk, vegetable broth, vegan
mayonnaise, canned beans and grains for
those partaking in Veganuary this year.
National Pizza Day
Why not offer 25% off frozen
pizzas or buy one, get one free?
Valentine’s Day
Not all couples will be heading out
on Valentine’s Day, so offer indulgent
treats or deals on wine and chocolates
for those staying in.
Random Acts of Kindness Day
Donate to a charity or sponsor a football
team; this is your chance to do good.
National Drink Wine Day
Have a promotion across your bestselling
wines and watch them fly off the shelves.
Pancake Day
Stock up on fillings such as fresh lemons,
marshmallows and chocolate spread.

Egg–cellent easter ideas
Nestlé has unveiled its Easter line up including Smarties mini
eggs and Milkybar sharing bags, plus Smarties, Rolo, Toffee
Crisp and Yorkie large eggs. New Incredible Eggs will
be available too, each containing a chocolate egg
with “something special included in the shell”.
After last year’s success, Cadbury is
rerunning its Wonka-style competition with
cash prizes up for grabs if customers find a
rare white chocolate egg. Use the competition
POS, stock the products, and if a customer
finds one in your store, you win a prize too!

issue 51 2019
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The new year is
always a time when
customers look to
spend less, so here’s
our guide to delivering
the best value and
winning their loyalty
16
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E

veryone knows Brits love a
bargain, especially in the new
year. A few months of indulging
and overspending means that this
is the time of the year we’re most likely to
be watching our purse strings.
If there’s one thing independent retailers
excel at, it’s offering great value. Shoppers
want great value without compromising
on taste or quality. While the major
supermarkets are in a great position to
offer promotions, independent retailers

33%

think PMPs are
a cheaper price
than the standard
have the advantage of being closer to the
shopper and have the freedom to change
prices easily to reflect in-depot promotions.
We all know that promotions are a

sure-fire way of increasing your footfall.
Not only will it encourage impulse
purchases, but if your store becomes
known in the local area as a location for
low prices and money-off deals, word will
spread without you needing to lift a finger.
Price-marked packs (PMPs) are another
great way to reinforce trust in your store
and prices. Shoppers want transparency
and to know they’re getting their products
at the best possible price. You need to
make sure your range of PMPs is as wide

43%

of shoppers
claim they’d
be more
likely to buy
a new product
if it was
sold as a PMP

and varied as possible, as they are a
guaranteed way of generating sales.
Research by HIM from 2015 reported
that one in three shoppers said knowing a
convenience store sold PMPs positively
influenced their decision to visit that store,
79% viewed PMPs as promotions, 44%
were more likely to buy PMP products on
impulse, 43% of shoppers claimed they’d
be more likely to buy a new product if it
was sold as a PMP and 33% thought they
were a cheaper price than the standard.

issue 51 2019
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our top ten tips for
driving value in store

1

Social media is a great way to both
advertise your promotions and
increase awareness of your store.
Shout about your low prices and
promotions but also offer content such as
how-to guides on issues customers will
find useful and interesting such as
cleaning tips or recipes. It’s also a great
place to talk about any community work
that you, your team or your store gets
involved in.

2

Keep an ear close to the ground. If
you hear shoppers complaining about
the price of a product, look at whether
you could offer it on promotion or as part of a
multi-buy deal. Shoppers will appreciate it
and will tell others. Just watch word spread
about your great service and value.

4

Price isn’t everything.
Nothing beats great
customer service,
and shoppers are likely to
remember how they were
treated in your store just as
much as the prices. Be grateful
for every single customer that
walks through your door and
let them know that you value
them as much as you value
their money.

6

Use the Need to Know pages in
Lifestyle Retailer to help you create
seasonal promotions. For example, for
Valentine’s Day why not offer a multi-buy
promotion with a bottle of prosecco and box
of chocolates for £10? For Mother’s Day,
why not offer 10% off all flowers to give your
shop the edge against local competition?

3

Have you considered rewarding
customer loyalty and encouraging
repeat purchases through a loyalty
programme? This could be as simple as
stamping a card every time a customer
spends above a set limit and rewarding
them with a free coffee or product on
the tenth stamp.

5

Use POS
and create
in-store
theatre around
your promotions
and PMP to draw
the customer’s
eye. Put a poster
in your shop
window advertising
any of your key
promotions.

7

8

Take a look
at your local
competition. It’s
really important to
know how your prices
stack up in relation to
theirs and if there are
any products you
need to price more
competitively.

Offer value by making sure you
give customers a service they
can’t get elsewhere. Whether
this is carrying baskets around the
store for less-able shoppers or
offering a delivery service, there are
plenty of ways you can go above
and beyond for your customers.

SPECIAL

OFFER

9

Showcase great offers in promotional bays. Always
use POS to make your promotions eye-catching
so customers can get in, find their product easily
and get out again.

18
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10

If you use external
signage to advertise a
promotion, make sure
those products on offer are easy
to find so customers don’t get
frustrated searching for them.

store profile

Celebrating
in style
20
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When Newcastle-upon-Tyne
retailer Dalbag Singh
celebrated 30 years running
his convenience store, he
decided it was the ideal time to
make a splash – by going grey

W

hen some people reach a milestone anniversary,
they might treat their special someone to a gift.
When Dalbag Singh’s store on Scrogg Road
in Newcastle turned 30, he treated it to a
brand-new fascia.
“We’re the first store in Newcastle to get the Lifestyle Express
grey fascia,” Dalbag explained. “We have an awful lot of
competition around us, with five other off-licences within a f
ew minutes’ walk plus a major supermarket too. We knew we
needed to stand out from the crowd and the best way was to
make our store look the best it possibly could.”
“We asked for advice from Derek Ramsay at Lifestyle Express
and he couldn’t have done more for us. While some might have
suggested cramming as many products in as possible, Derek
emphasised the importance of creating space. He recommended
cutting down on shelving to make the store look larger and more
spacious, so we moved a couple of central aisles and rearranged
the store, and he was absolutely right.
“We opened the doors to the newly renovated store back in
September and it looks so clean, fresh and modern. We’re still
receiving lovely compliments from our customers about the
transformation every day.”
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“How
you make a
customer feel is
a key part of which
store they decide
to visit next
time”

Know your value
When redesigning his store, Dalbag kept
his competition firmly in mind. While he
needed to create a point of difference, he
also knew that it made sense to play to his
strengths by focusing on the products that
he knows sell well.
“I’ve had to accept that people go to
the local supermarket for their weekly
groceries because it can sell those cheaper
than I can. Rather than competing on
everything, I realised a long time ago
that it made more sense to identify the
categories that sell well in my store,
and focus on them.”
With this in mind, Dalbag assessed
his sales and knew that his strongest
opportunity lay within his impulse range.
22
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“Our customers know what they want
when they visit our store. They might be
popping in for a bottle of wine during a
break in The X Factor, or cigarettes on
their lunch break. Kids might call in for a
chocolate bar or crisps on their way home
from school or an elderly nearby resident
might come in for a newspaper and milk.
When we redesigned the store, I knew I
needed to focus on this type of shopper
rather than trying to convince people to
do their full weekly shop with us, which
I know is unlikely.
“So I added lots more confectionery
lines and cut down on general grocery
products. If someone is popping in for a
bottle of Diet Coke, you’re far more likely
to be able to cross-merchandise if you

have a great selection of chocolate bars or
crisps placed close by.”
Dalbag’s theory is obviously working
out in practice too, as he’s now enjoying
a hefty sales increase as a result. “My
sales are up by 20% already, but they’re
still increasing.”

Service with a smile
There’s more to customer service than
getting your shoppers to spend as much as
possible in your store, as Dalbag explains:
“I never want my customers to think I’m
out to get as much money from them as
possible. I really don’t like it when I visit a
store and I spend five minutes at the till
saying “no” to the various products they’re
trying to sell me. I want my customers to

feel valued and not hassled. How you
make a customer feel is a key part of
which store they decide to visit next time.
I like to have a chat with my customers
when they’re in the store, whether it’s
about what was on TV last night, or an
event that’s happening locally.
“It’s also important to make sure you’re
well-stocked and willing to help a
customer out. I have some lines that I
stock purely because I know one customer
buys it. For example, I always have a
particular brand of cigarettes because one
lady that shops here buys it. She’s the only
one, but it’s worth keeping them in stock,
because if one day she comes in and I
don’t have it, she may head to another
store and never come back.”

Going above and beyond for his
customers and for the community is
part of Dalbag’s nature. “Some of my
customers struggle to reach the store, so
I deliver their newspapers and magazines
to their door. We’re also planning on
sponsoring the local football team this
year and we invited everyone in the
community to our special open day to
mark the opening of the new store. It
was a fantastic day, where we had lots of
one-day promotions, face painters and
colouring competitions for local kids.”

Getting social
Social media has proved to be an
invaluable tool for Dalbag. “I put all my
promotions on there as it’s a great
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way of getting the message out there and
not having to rely on people visiting your
store to hear about your latest offers. My
promotions are always really popular, in
fact it’s one of the main reasons I chose
Lifestyle Express, so I wanted an easy
way to shout about them.
“I also use paid-for posts on Facebook.
You don’t have to spend a lot but you can
target the advert to your local area, so that
only the people in your village or town
can see the post. I’ve had customers come
in and tell me they’ve seen a promotion
on my Facebook and ask where it is in
store, so I know for a fact that it works,”
he laughed.

Looking ahead
There’s no doubt that 2018 was
an exciting time for Dalbag,
“Now
but it’s clear he wouldn’t
it’s about
be content standing still
for very long, so we
looking ahead and
asked what his future
making sure we’re
plans are. “I’m really
not just streets ahead
excited for the
future,” he said.
of the competition
“My next move is to
right now, but that
start offering hot
food-to-go soon.
we always
People are getting busier
will be”
and busier and I know
there’s a real opportunity there,
for those who are looking to eat on
the move but are bored of regular
sandwiches but don’t want to go to a fast
food outlet or on to the high street.
“I also want to get more involved with
the local community. They’ve given me so
much over the past 30 years, and it’s so
important to recognise that and mark it by
giving something back to them to show
how much they’re valued. We’ll start by
sponsoring the local football team, but
who knows after that.
“It’s definitely an exciting time, and I’m
so delighted that the store looks so fresh
and refreshed. I’ve spent a few months
soaking up the novelty of that, but now
it’s about looking ahead and making
sure we’re not just streets ahead of the
competition right now, but that we
always will be.”
24
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WINGS WITH AND
WITHOUT SUGAR.
NO.1
ENERG
BRAN Y
D

250ML

355ML

473ML

ORANGE
EDITION

THE RED BULL RANGE.
WITH AND WITHOUT SUGAR.
No.1 Energy Drink and No.1 Low Cal Energy Drink.
Stock the full range side-by-side to offer your shoppers
the choice they demand. Red Bull Gives You Wings.

TROPICAL
EDITION

trends

Spring

clean
Spring is on the way and your
customers may already be thinking
about the annual BIG clean. Stock
up on the essentials and clean up
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GROCERY ADVICE

Be the
best
at the
essentials

Grocery forms the heart
of any convenience store,
so stay ahead of your local
competition and make sure
your grocery range is top
of the shops for 2019

T

here’s nothing more appealing for customers
than a store that is packed with products, with
shelves bursting with groceries to make their
life easier. Whether customers are stocking
up for the week or grabbing something for tonight’s
dinner, your grocery range can make or break your
store’s success, so it’s critical that you get it right.

Fresh start
The new year is often the time your shoppers will be
looking for healthy products in a bid to turn over a new
leaf and shift some Christmas weight after a couple of
months of indulgence. Support your customers by putting
together special displays to help and encourage them to
make healthier choices.
Stock up on healthy alternatives to popular food, such
as wholewheat pasta, and wholewheat or granary bread.
Also stock up on reduced sugar, salt and fat products
and low-sugar soft drinks such as Diet Coke. Group
products together so your customers can quickly and
easily shop for breakfast, lunch or a meal for tonight.
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GROCERY ADVICE
Make it easy

Millennial moment

When it comes to convenience shoppers,
we know that they want to grab and go,
spending little time browsing the aisles.
Could you help them out by creating
a ‘treat yourself tonight’ area, with
ingredients for an easy meal, plus dessert
and some indulgences? Think about the
items that can be thrown together in a
basket for an evening’s meal such as pasta
and a sauce or vegetables and a pie, plus
biscuits or confectionery, a bottle of
wine and snacks?

As life gets busier and busier, the speed
and handiness of convenience store
shopping has led to a growing number of
millennials heading to their local store to
do their weekly food and grocery shops.
25.3% of 25–34-year-olds say that they
do their weekly shop in a convenience
Environmental thinking
store, versus 5.7% of 55–64-year-olds.
More shoppers than ever are starting
With this in mind, pay attention to
to think about the environment when
what young shoppers are stocking up
buying groceries, according to new
on in your store, and make sure
research from data and analytics
you’re up to date with the
company GlobalData.
latest products and
The company’s latest
trends. Our news
consumer survey
pages can help you
revealed that
with that.
71.4% of shoppers
The perfect starting point for
consider the
If your store is
any convenience store has to be
environmental
near a university,
Core Range. This will provide every
impact of their
why not carry
retailer with the best return on
choice of food
promotions
space available, ensuring your
and grocery
exclusively for
customers have all the
retailers and
students? You
best-sellign products
products following
could consider
they need.
the BBC’s Blue Planet
offering a 20%
documentary which showed
discount on all groceries
across fresher’s week for
the devastating effects that plastic
students stocking up on the basics such
is having on the environment.
as tinned vegetables and soups. Student
A 2018 survey found that 91%
exam time is a great opportunity to host
of all 2,000 surveyed would back the
a similar promotion too – you could
introduction of supermarket aisles that
even think outside the box by creating
featured only products free of plastic
‘student survival kits’ containing coffee,
packaging. If you’re looking for ways
tins of vegetables, baked beans, pasta,
to really turn heads this year, you could
noodles and rice.
trial a plastic-free section of your store,
Remember to place signage around
featuring only groceries that aren’t
store so that visiting students will know
packaged in plastic.

The future’s vegan
Unless you’ve been living under a rock,
the huge rise in vegetarianism and
veganism in Britain won’t have escaped
your attention. Data analytics company
Mintel has predicted an increase in UK
sales from £470m in 2015 to £673m by
2020. The demand for vegan, gluten-free,
paleo and organic food in convenience
stores is growing at an unprecedented rate
according to a 2018 report by consumer
product research firm Euromonitor.
This trend presents a huge opportunity
for your grocery offering. Why not start
the new year by using a dedicated section
of your store for a trial, and buy in
vegan-friendly snacks and ingredients?
As always, it’s worth talking to your
customers or posting a poll on social
media before taking the plunge to find
out whether the demand is there and
what specific ingredients they would
like to see on your shelves.

they’re likely to find student-friendly
promotions throughout the year. The
majority of students will be on social
media too, which is a free and easy way
to advertise your promotions directly
to your target audience.

top tip

Nicky Kaur, Lifestyle
Express, Anchor Road,
Aldridge
“My store was previously an off-licence
with just a few grocery lines but
customers were always asking for
more of a grocery range. Eventually, I
plucked up the courage to become
a full grocery store and I haven’t
looked back. Adding grocery
lines has transformed my store,
and my sales.”
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A great tasting
decaf tea.

PG tips Decaf is driving penetration of the growing decaf segment
PG tips biggest innovation in 7 years
Using innovative, patented technology this is truly a tasty decaf,
with a rich, rounded taste
Stock up now with the fastest growing decaf brand

STOCK UP NOW!
*Kantar 2018 Sept MAT

HOT DRINKS

Fancy a

cuppa?

Baby it’s cold outside, so stick the kettle
on while you get up to speed on the hottest
drinks your customers might be looking
for during the winter months
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TOP TIPS FOR 2019
Ram Balasubraman,
Lifestyle Express,
Victoria Road, Nottingham
“Consider helping your local community out in 2019.
I want to give something back to the community for
supporting our store opening, so I’m planning on
sponsoring the local children’s community centre
and other local charities.”

Make 2019 your
best year yet
Kesh Bagha,
Lifestyle
Express,
Rutherglen
“By far the best decision I made
in 2018 was changing from the
blue fascia to the grey fascia,
and I would strongly recommend
that other retailers do the same.
Not only has it brought additional
custom and increased my sales,
but it has also enhanced the
whole shop, it looks a lot
classier and I consistently
receive compliments from my
customers. The Lifestyle Express
team were a dream to work with,
too. I’ve never looked back!”

We want to help you start 2019 off
with a bang so we’ve rounded up
some Lifestyle Express retailers and
industry experts to see what they
think will make this your best year yet
Mohammad Amjad Niaz,
LIFESTYLE EXPRESS,
Kings norton

“Don’t be afraid to think outside of the box. We’ve
started stocking key rings and other accessories
to drive non-food sales and they’re flying
off the shelves. In 2019, I plan on using
the sales data I gathered in 2018 to help
me rearrange the layout of my store to
make sure customers see our
best-selling products first.
“2018 was a great year for us as we
added an off-licence to the store,
which has massively increased our
weekly sales. I’d really recommend
other retailers consider adding an
off-licence, if they haven’t already.”
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TOP TIPS FOR 2019
“I doubled the size of my store in
2018, and I’d encourage retailers
thinking of doing the same in 2019
to take the plunge. It feels quite
scary, and it took me five years to
get the courage to actually
do it, but I’m so glad I
did. Talk to the Lifestyle
Express team because
they really know what
they’re talking about
and they will guide
you through the
whole process!”
Nicky Kaur,
Anchor Wines,
Aldridge

Scott Meredith,
UK Sales Director,
Lucozade Ribena Suntory

*HIM CTP 2017. IRI Data Symbols & Indies 52 wks to 20.10.17

“Retailers should ensure their chillers are full of the
best-sellers in 2019. It’s vital shoppers get the best
experience in store. It should be easy for them to
find what they came in for, while also being
tempted by other options in the chiller. Top-sellers
should be placed at eye level to help shoppers find
their favourites quickly.
“To maximise sales all year round, we advise
retailers follow our simple category advice to focus
on layout, review their range regularly and stock
up frequently. SKUs should be
brand-blocked with a minimum
of two facings per flavour.
“Availability is essential
– with each shopper spending
up to £232* a year on soft
drinks, every person who
walks through the door is
a profit opportunity.”
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Sandy MacEwen,
Lifestyle
Learning Academy,
Bolt Learning
“If I had to give retailers one
piece of advice for 2019,
I would say it’s essential
you focus on training
your staff with the
Lifestyle Learning Academy. We know that one in three
convenience retailers see training as a challenge
in their business, saying it is too time consuming. The Lifestyle
Learning Academy offers a time-efficient way to train your staff,
protect your store from compliance breaches and grow your
sales. It’s a win-win! Training is so important; not only does it
ensure your staff have the legally required knowledge of highly
regulated categories like alcohol, tobacco or food-to-go but it
also highlights ways to grow your customer base and sales.
“When you’re walking down the street, which high-street
companies are you likely to see next to a Lifestyle Express?
Post Office, Greggs, Pret, Boots among many others. All of
these companies spend money and understand the importance
of training. Greggs alone takes three weeks to induct one
employee, Costa spends £12m a year on staff training. They
invest in training to ensure they are legally compliant and
also to ensure their team has the skills and knowledge to
offer outstanding customer service. All this training is
available online in 20-minute modules via The Lifestyle
Learning Academy.”

SUCCESS
“At Bolt we have been working with Lifestyle Express to give
retailers modules they can put to use. They have had great
success in doing so. We have 200 active retailers and distributed
more than 824 modules, and the feedback from retailers and
staff has been overwhelmingly positive.
“For every situation a retailer finds
themselves in, we have a solution.
Visit www.
If you want to improve your
boltlearning.com
food-to-go offering, then we
for more
have Food Safety Level One and
information
Two. These modules give your
on training
staff the skills to improve foodto-go to make it a more appealing
offering and also the knowledge they
need to legally handle food safely. If you want more return
customers or you want staff to understand how to upsell
to customers, you’ll find a relevant module. There are also
many other options for what can be created to suit you.
“Soon the workforce is going to be 60% millennials, who
want to see training and clear career progression. The Lifestyle
Learning Academy has embraced this and has given skills
to retailers to train their staff and improve their offering.”

TOP TIPS FOR 2019
Sharon Palmer, Head
of Trade Marketing,
AB InBev UK &
Ireland

Stuart Johnson,
Retail Controller,
Unitas Wholesale
“It’s a brand new year, but will your results
be the same as last year? Any good retailer
knows that to enjoy continued growth and
success, you need to constantly review your
store and how it looks to your customers.
“Why not consider carrying out a full
inspection of your store? Try to imagine
that you are the customer, start outside and
look at your store front – what do they see?
Is it clean and inviting? When was the last
time it was painted? Then move inside, how
good is the lighting? When was the last time
your store had a refit? You can contact your
Lifestyle Express Development Manager for
some impartial advice on how your store
could be upgraded.
“You don’t have to spend money
to improve your store; when was
the last time you checked
that you were stocking
the Core Range or
remerchandised parts
of your store to
planogram? Could you
do a better job with
promotions? Add
some promotional
dump bins and
create better
promotional
displays, making
sure you use
the supplied
POS kits.”

“In order to get the most out of 2019,
retailers must ensure they’re on top of
current and emerging trends so that they’re
offering today’s consumers more of what
they want. A good example here is Brits
looking for healthier, more balanced
options across their shopping basket.
This trend is evident in the drinks
category too, with people looking to
reduce alcohol and calorie consumption
and as a result increasingly choosing
low- and no-alcohol drinks – we are
now a moderation nation.”

Peter Mason,
National Account
Manager, Coca–Cola
“My advice to retailers would be to think about
their range, space and merchandising in 2019.
Shoppers are buying more often and spending
less time in store, so look for ways to convert
every shopper into a purchase by implementing
the correct range, space, merchandising
and compliance.
“Also pay close attention to your soft drink
category this year. Twenty per cent of baskets
contain a take-home soft drink, and one-third
of soft-drink shoppers consider soft drinks to be
the main product they’re entering the store for.”

John Farrell,
Retail Operations Manager, Unitas Wholesale

“The average spend in a convenience store is £6.50
with an average of 3.4 visits per week. Make sure
you are hitting these figures or more by becoming the
number one store to visit. Also, why not get involved
with your local community through various charitable
actions such as supporting the local kids football
team, drop-in centre or local school?”
38
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•The Craft Beer category is worth £7.4m and is growing value at +24% year-on-year.*
•Brooklyn Beer is growing value at +36% year-on-year.**
•Brooklyn 355ml bottle sales are +29%*** and are one of the top 10 best-selling
Craft SKUs in Impulse.**

ADD BROOKLYN
TO YOUR RANGE AND
TAKE ADVANTAGE OF THIS
GROWING BRAND!
STOCK UP NOW
*Nielsen ScanTrack data, MAT to 16/6/18, Total Impulse. **Value Sales. Nielsen scan track data, MAT to 16/6/18, Total Impuls. ***Volume Sales. Nielsen Scan Track data, MAT to 16/6/18, Total Impulse.

CORE RANGE

The secret
to your ccess

su

When it comes to
making your store a
hit, the first thing to
make sure you’re
getting right is your
stock. Choosing the
Core Range is vital for
your sales potential

I

t always pays to stop for a moment
and go back to basics and focus on
what your customers come into your
store for. What do they want to buy?
What do they buy elsewhere? Do you
have everything they’re looking for, or
could you offer more, or better value?
Stocking the right products really
is critical for your store’s success. No
customer is expecting to see the same
range as a supermarket, but they do expect
to find the leading brands and, in some
categories, a lower-priced alternative. Is
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CORE RANGE

your store offering the big names, the
latest promotions and just the right
amount of choice?
Lifestyle Express knows how
hard it is to have the right balance
of products on your shelves, so to
make life easier for its retailers it
created Core Range, a listing of the
must-stock products that research
and data show are THE products
your customers most want to buy.
“We know that stocking these
bestselling products is the single most
important thing you can do to make
a positive impact on your business,”
said Stuart Johnson, Retail Controller,
Lifestyle Express.
By stocking the Core Range, not only
will you have the perfect blend of
products to suit every price point, but
you’ll provide ‘good, better and best’
options, which will maximise your
sales and profit potential.

So how is the Core
Range chosen?
Simple: the category planners at Lifestyle
Express work closely with the key
42
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check
it out
To see if you’re stocking the
must-stock products your
customers are looking for,
check out our Core Range
listings on page 55.

suppliers to identify the bestselling
products for convenience stores. A
combination of industry statistics and
Lifestyle Express data collected from more
than 20,000 retailers that buy their stock
from Unitas Wholesale depots is used to
determine which products deserve their
place in the list. So, you can be confident
that the hard work has all been done, and
you’ll be offering customers exactly what
they need by stocking the Core Range.
And does it work? “Absolutely,” said
Stuart. “In fact, we know that the average
weekly rise in sales that retailers could see
when they start stocking the Core Range
is £1,000, which proves it works.”

How do I find out more?
In the spring, you’ll receive a copy of the
brand new Plan for Profit which breaks
down the Core Range into key categories.
“We know that a yearly list can be
overwhelming for retailers to implement
in their stores, so we’re now breaking the
Core Range down into three updates each
year so you can work through them at a
more manageable pace,” said Stuart.
The new Plan for Profit guide will
contain the essential must-stock products
for a handful of categories, plus category
insight and advice from key suppliers, all
aimed at driving up sales and improving
your store’s profits.

NEW
R
E
L
L
SMCAASE SIZE!
WAS 30

NOW 26
P A C K S!

Improved
stock rotation
l Less cas
h outlay
l Still the
UK’s
ridge cut crispNso.1
l

*

® Registered Trade Mark.*AC Nielsen Data Impulse Market MAT 11.08.18.

Sweet

easter

sales

It’s no yolk, everyone knows that
Easter is big business for retailers.
Don’t crack under pressure, just follow
hile many Brits might be
our plan for truly
excited to eat as much
eggcellent sales
chocolate as possible this
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Easter, for retailers this is
a great opportunity to maximise your
confectionery sales. In fact, savvy retailers
will have started thinking about Easter
even before Christmas, but if you haven’t
stocked up or don’t know where to start,
it’s never too late to spring into action.

Act on impulse
Although many of your confectionery
sales this Easter will be from large
chocolate eggs, many shoppers will be
looking to your confectionery offering for
snacking items more than they might at
other times during the year. Small tubes of
mini eggs and crème eggs particularly are
incredibly popular – why not offer 3 for 2
or multiple buys at a discount price? Both
have proved to be hugely popular in
convenience stores in previous years.
Don’t forget Easter novelties such as the
Malteser bunny which has been a mega hit
in previous years. Don’t be worried about
taking the plunge and stocking new

Dates for
your diar y

19 April
Good Friday
21 April
Easter Sunday
22 April
Easter Monday
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easter
Easter items. Children, in particular, aren’t
sentimental when it comes to chocolate
choices and are always tempted to try
something new.

Bun in the oven
It’s not just chocolate that’s a focus at
Easter. Many people love to bake at Easter,
so make sure your home baking section is
fully stocked for anyone wanting to
produce a Victoria sponge, lemon drizzle
cake or other Easter delights for their
guests. You could even make a display
of ingredients to make Easter nests,
with cereal, chocolate and mini eggs.
While we’re talking desserts, remember
to stock up on warming pudding options
for shoppers buying for Easter Sunday,
such as apple pie with custard.
Remember the shoppers nipping in
for those last-minute essentials too. Your
store will be a lifeline for customers who
have forgotten items such as mint sauce,
foil trays and gravy on Easter Sunday.
Create a seasonal display with the key
products to inspire customers and
increase their basket spend.

Price is right
Make it easy for your customers to
complete their shopping mission by
labelling all your products according to
the Lifestyle Express planogram to make
sure your offering is easy to navigate.
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Stock price-marked packs from
brands to help shoppers feel they
are getting great value. Many
shoppers will be looking to trade
up and spend more at Easter but
remember that it’s important to
showcase both premium and value
lines for customers working to
different budgets.
It’s an extremely
competitive time of the
year so make sure you’re
offering discounts and
multi-buy deals. You
end
Households sp
could also encourage
£75
an average of
shoppers to trade up,
s
at
tre
er
on East
offering large,
ar
every ye
premium eggs as a
multi-buy deal.
Advertise your offers
clearly around the store and
on social media.

di d you
kno w?

The store to choose
Create in-store theatre and eye-catching
displays to draw shoppers in.Put all POS
from Lifestyle Express or suppliers to
good use to make displays stand out.
Use gondola ends to showcase special
offers and dedicate a whole section
of shelving to Easter products.
Why not go all out and have an Easter
open day? Encourage children to visit
the store by having an Easter Egg hunt
around your store with special prizes or
discounts to be won. You could even
hire an Easter Bunny outfit to really
amuse your youngest shoppers.

Easter
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Coming
next issue...

Go, go, go!
Take advantage
of food to go

plan for
profit
Our guide to
your impulse
must-stock
products

sweet treats
Naughty but nice
for your profits

cheers
to that
Our guide
to spring
alcohol
sales
spring into spring
What’s on your shelves?
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What
attracted
you to a job in the food
and drink industry?

PepsiCo Customer
Business Manager
Simon Murray
has worked for the
company for 14
years, most of which
have been in the
wholesale channel.
He lives in Hampshire
with his wife and
two daughters

I’ve always been interested in food and
drink. My background was mainly in retail
sales after I left school but I was always
interested in the manufacturing side so
it seemed like a natural career move.

What’s the best thing
about your role?
Working in the wholesale sector means
that I work with a fantastic range of
products across a very diverse customer
base, and meet a lot of interesting people.

What’s been your career
highlight so far?
There have been a few, but probably the
first award I received at PepsiCo, for
Wholesale Representative of the Year,
about a year after I started.

What’s your favourite product
from PepsiCo and why?
It has to be Frazzles, I love them!

Walkers is currently celebrating its
70th birthday and I love how it
continues to innovate. Whether that’s
with lines like Walkers Max Strong, a
range of crisps developed to perfectly
partner beer, or with our better-for-you
lines like Sunbites, Veggie Harvest and
Snack-a-Jacks, offering shoppers a
lighter snack.
We’ve recently launched
Tropicana Essentials, a
range that offers shoppers
a delicious juice drink that
also has functional benefits – a sector of
the juice category that is in growth.
For the Quaker brand we’ve just rolled
out a new on-the-go breakfast drink
which is a first for the brand. As well as
completely reformulating the range to
make it easier for customers to shop, the
Quaker range also has a brand-new look.

What’s the best career advice
you’ve ever been given?
Be punctual. I used to have a real timing
issue after I left school and was late for
everything. My first line manager took me
to one side and said that being late always
started you off on the back foot. Oh, and
if I was late again, he was going to fire
me. I wasn’t late again.

If you could give retailers
one piece of advice,
what would it be?
Stay well informed of emerging trends
through suppliers, but don’t forget the
importance of your best-selling core
range. Shoppers want to see innovation
but also products they are familiar with s
o they have as much choice possible.

What’s the most
exciting new product
from PepsiCo at the
moment and why
If you had to choose three
should retailers get things to take on a desert
behind it?
island, what would they be?
It’s hard to single out just
one product, as we have a
great line up at PepsiCo.
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A photo of my family and friends, a pair
of trainers and a piano. I don’t play the
piano, but I’d learn while I was stuck there.

