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Welcome…

Stuart Johnson
Retail Controller, 
Unitas Wholesale

… to your festive issue of Lifestyle Retailer. 
We’re heading full force into a busy time for 
independent retailers and one that can also be 
profitable, but only if you get your offer right.

Alcohol sales and impulse confectionery are 
huge moneymakers with customers stocking up 
for Christmas parties, gifts and New Year’s Eve. 
Turn to our guide on pages 15-17 to check your 
offer against those proven festive bestsellers and 
to help make sure you have everything your 
customers are going to need, including those 
all-important daily essentials.

On pages 23-27 we offer some suggestions for 
ways to increase your festive sales even further, 
such as creating your own hampers. 

Christmas and New Year events are also the 
perfect time for customers to splash out a little 
more on premium products as a gift or to treat 
themselves. If you’re looking for ways to 
encourage your customers to go premium, 
check out the feature on pages 39-41. 

Sadly, this will be the last ever issue of Lifestyle 
Retailer magazine, but the good news is we will 
be launching a brand-new digital version. 
Packed full of insight, advice and essential 
information for retailers, InStore will be  
available in January. Read all 
about it on page 9. 

I wish you all a successful 
Christmas and a very  
Happy New Year!

get in touch…
email us at

lifestyleretailer@
thebrightmediaagency.

com
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1 Be prepared
Look at your sales data from 

last year and review what sold 
well and what didn’t. Remove 
products that don’t sell well  
and keep an eye on our product 
pages for the latest new 
products to try.

2 go premium
People are more likely to 

go for more expensive options 
at Christmas to either treat 
themselves, as a gift, or to 
impress guests. Move premium 
products to eye level and don’t 
be afraid to invest in more 
expensive brands during the 
festive period.

3 listen 
As always, listen to any 

requests you receive from your 
customers. If you can help your 
customers out during Christmas 
by ordering something they’ve 
asked for, they’ll be sure to 
remember and will come back. 

stuart’s top  
festive tips
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TO THE £1 PMPSHARING RANGE

NEW

Drive your Sales 

    with KP Snacks 

£1 PMP Range

Stock up Today!

UK’S NO.1 POPCORN 
BRAND!*

UK’S NO.1 
NUTS BRAND!*

BBQ BEEF BIG HOOPS -  
FASTEST SELLING £1 PMP*

PMPs are driving 
the sharing 
segment 

+20%*

of convenience  

retailers say PMPs  

are a must stock

82%*
Sharing is the  

fastest growing 

segment in Impulse

+18%*

KP SNACKS  
PMP RANGE   

+44%*

UK'S NO.1 RIDGE 
CUT CRISP!*
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*Source: Nielsen – Oral Care – Total Market – Value Sales – MAT: 27.07.2019
**Source: Nielsen – Oral Care – Impulse – Value Sales -  MAT: 27.07.2019

PMP’S OFFER SHOPPERS
PRICE CONFIDENCE

BRAND IN THE UK*

NO.1
ORAL CARE 

IN INDEPENDENTS**

NO.1
TOOTHPASTE SKU 
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a round-up of the latest 
new products to fill your 
shelves with this winter

need t
o 

know
stay up to date with the latest 

goings-on in the industry

Look  
out for…

Read all about it!

*Source: Nielsen – Oral Care – Total Market – Value Sales – MAT: 27.07.2019
**Source: Nielsen – Oral Care – Impulse – Value Sales -  MAT: 27.07.2019

PMP’S OFFER SHOPPERS
PRICE CONFIDENCE

BRAND IN THE UK*

NO.1
ORAL CARE 

IN INDEPENDENTS**

NO.1
TOOTHPASTE SKU 

This is the last issue of Lifestyle 
Retailer magazine as you know it, 
however, don’t despair because a 
brand-new magazine is coming 
your way.

Our new version launches in 
January and will be bursting with 
information to help you run a 
successful, profitable store. And  
the new magazine, InStore, will be 
digital so busy retailers can read it 
at any time on their tablet, laptop 
or mobile phone. 

While the magazine’s name and 
format will be changing, you can 
still rely on InStore to deliver 
must-have information to keep  
you in the loop when it comes  
to retailing. The magazine will  

be packed with new products, and  
the latest industry news and legal 
updates, plus you’ll receive 
exclusive deals and promotions  
all direct to your inbox. 

You’ll also be able to access 
profit-boosting tips and tricks  
from successful independent 
retailers and get the latest insight 
from suppliers. And, just like now, 
there’ll be essential category and 
seasonal advice to help you get the 
most from your store and drive up 
sales and footfall. 

So what are you waiting for? Sign 
up now at unitaswholesale.co.uk/
retailer/retailer-newsletter to get 
your copy direct to your inbox 
when it launches in January.

According to the latest  
figures from the British Retail 
Consortium, the number of 
shoppers visiting the high 
street and shopping centres 
was down during September.
While this isn’t great news for 
high-street retailers, this could 
prove a boost for convenience 
retailers as shoppers continue 
to choose to shop little and 
often, right on their doorstep 
or while on the move. 

Fruittella 
the launch of two new 

Fruittella jelly variants marks 

a first for the brand: they 

are gelatine-free. suitable 

for both vegetarians 

and vegans, they 

come with the stamp  

of approval from the 

Vegan society. Koalas 

and sour snakes are 

available in £1 PMP.

energy rush
irn Bru is adding an energy drink to  

its bestselling range following a trial in 

scotland this summer. the 330ml cans 

combine the classic 

taste of irn Bru with 

taurine, caffeine and 

B vitamins and are 

available in full-sugar 

and no-sugar 

variants, plus 

pricemarked packs. 
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Look  
out for…

New £20 Note to lauNch Life in 
every 
drop.

Naked Blue Machine is full of good stuff –  
a 150ml serving is a source of Vitamin B6 
which contributes to the normal function 

of the immune system.

Naked Red Machine is full of good stuff –  
a 150ml serving is a source of Vitamin B1  

which contributes to normal  
energy-yielding metabolism.

Naked Mango Machine is full of good stuff –  
a 150ml serving is a source of Vitamin B2  

which contributes to the reduction of  
tiredness and fatigue.

Naked Green Machine is full of good stuff –  
a 150ml serving is high in Vitamin C,  

which contributes to the normal function  
of the immune system.

Stock up on No 1 best selling juice 
in the UK & maximise your sales.  

OMG36923_Tropicana_Naked_Advert_A4_V03.indd   1 21/08/2019   14:56

The brand-new polymer  
£20 note will launch on  
20 February 2020. It contains 
sophisticated security features, 
including two windows and  
a two-colour foil, making it 
difficult to counterfeit.

Paper £20 notes will be 
gradually withdrawn as they 
are banked by retailers and the 
public. However, notice will be 
given six months ahead of the 
paper £20 being withdrawn so 
retailers won’t be caught out.

The new note will be the first 
to feature the signature of 

Sarah John, the Bank of 
England’s Chief Cashier. She 
said: “Our polymer notes are 
much harder to counterfeit 
and, with the £20 being our 
most common note, this marks 
a big step forward in our fight 
against counterfeiting.”

Following public 
consultation, the nation 
decided that J.M.W. Turner,  
one of the UK’s most-loved  
and eminent artists, would 
feature on the new note to 
celebrate the country’s 
excellence in visual arts.

n A large see-through 
window, based on the shape 
of the fountains in London’s 
Trafalgar Square, with a blue 
and gold foil on the front 
depicting Margate 
lighthouse and the town’s 
Turner Contemporary gallery.
n A smaller see-through 
window in the bottom corner 
inspired by Tintern Abbey.
n A metallic hologram that 
changes between the words 

‘Twenty’ and ‘Pounds’  
when tilted.
n The Queen’s portrait in  
the see-through window 
with ‘£20 Bank of England’ 
printed twice around  
the edge.
n A silver foil patch with  
the 3D image of the 
coronation crown.
n The letter T in a purple  
foil patch, based on the 
staircase at Tate Britain.

What to look For

In her final report as Chief 
Medical Officer, Dame Sally 
Davies recommended plain 
packaging for junk food, as 
well as banning snacking on 
public transport and tighter 
regulations on advertising.

She also suggested adding 
VAT to unhealthy food 
products that are currently 
zero rated and making free 
water refills available at all 

food outlets, transport stations 
and public sector buildings. 

ACS Chief Executive  
James Lowman said: “The 
convenience sector has  
made significant progress in 
providing more fruit and veg 
and healthy alternatives for 
customers. We have worked 
with The Food Foundation on 
promoting best practice in the 
sector, celebrating retailers 

investing in fresh food options 
and publishing guidance 
encouraging more stores to 
accept Healthy Start vouchers.

“We are currently working 
on Assured Advice to help 
retailers understand their 
options around water refills, 
which we see as a positive 
development for the sector  
but is not without its 
operational challenges.”

Could plain paCks be future for junk food?

Vita CoCo
Vita Coco’s latest launch is a CBD-infused drink. 

the market for cannabidiol (CBD) products is 

projected to grow 400% through 2023**. 

Cadbury tWirl
Out now is the limited-edition Cadbury twirl 

Orange 43g single bar. Consumer demand is 

expected to be high for the uK’s first twirl flavour 

variant. limited-edition flavours deliver £165 million 

in sales*, so retailers are advised to stock up.

a lotta 
bottle
russian standard Vodka 

has unveiled a new 

design to reflect its 

‘superior taste’ and 

highlight its origins in the 

city of st Petersburg. 

the bottle shape  

has also been updated 

to create a ‘more 

elegant product’.*The Nielsen Company, Value Sales MAT March 2019 **Brightfield Group, 2019
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355ML LOW 
KCAL SKU

These shoppers are health 
conscious who may be new to the 
Category. Aged between 25-34 
and mainly female, this new SKU 

will encourage them to trial.

355ML  
RED BULL SUGARFREE

NEW
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WHY STOCK SUGARFREE ALONGSIDE ENERGY? 
TO GIVE SHOPPERS WHAT THEY WANT.

NO.1  
LOW KCAL  
S&E SKU

Sugarfree shoppers are the most 
health-conscious. They are usually 
a bit older with a 60:40 female to 

male split.

250ML  
RED BULL SUGARFREE

BIG CAN  
LOW KCAL SKU

Target shoppers who are looking 
for value for money while also 
looking for a healthier option. 
Aged between 18-24 and low-
mid affluence, this new SKU will 

encourage them to trial.

473ML  
RED BULL SUGARFREE

NEW

Stock side-by-side in all 3 sizes to offer your shoppers the choice they demand.

NO.1  
SINGLE SERVE  
SOFT DRINK 

SKU

250ml shoppers are looking to 
energise their everyday lives. 
They are the broadest group, 
typically between 18-35 and 
50:50 male to female split.

250ML  
RED BULL ENERGY

NO.1

NO.3  
BIG CAN 

ENERGY SKU

473ml appeals to those looking 
for more value for their money. 
They are typically younger and 

mostly male.

473ML  
RED BULL ENERGY

NO.2  
BIG CAN 

ENERGY SKU

355ml shoppers trade up to 
larger sizes to support their busy 
lifestyles. They are typically older 

and mostly male.

355ML  
RED BULL ENERGY

10144RB_Unitas Retailer Magazine feature A4.indd   1 23/07/2019   13:58

James lowman at 
association of Convenience stores 
talks about the latest Queen’s speech

If you  
only do  
one thing…

The Queen’s Speech on  
14 October, while still pretty 
Brexit heavy, was a refreshing 
return to the government 
setting out its domestic 
legislative intentions in the 
coming months.

One of the headline bills 
announced was the long- 
awaited Environment Bill. 
Most of the details are yet  
to be confirmed, but the 
government has made it clear 
that policies such as deposit 
return schemes, charges for 
single-use plastics and 
reducing waste are high  
on its agenda. We remain 
concerned about the 
ramifications of DRS for 
retailers, and while charging 
for plastic bags has been 
successful, the government 
should finish the job it started 

in 2015 and make the policy 
applicable to all shops before 
embarking on a new charging 
scheme for other things.

There was limited good 
news in the Queen’s Speech 
on plans to give tougher 
sentences to the most violent 
offenders. Almost 10,000 
incidents of violence were 
recorded in our sector last 
year, so it’s crucial the people 
committing those crimes are 
given proper justice. 

The other main area of 
interest is employment law 
reform. This Speech provided 
another reminder that the 
government is committed  
to raising the National Living 
Wage to £10.50 per hour,  
as well as looking at other 
ways to ensure employees  
are supported. 

If approved, the new bill  
will protect retail staff in 
Scotland dealing with 
age-related sales as currently 
they are personally liable  
for upholding the law but 
without the protection that 
police officers, border staff 
and tax collectors receive.  
The bill would also cover 
non-retail staff such as 
delivery drivers.

Daniel Johnson MSP has 
formally lodged his private 
member’s bill at the Scottish 
parliament and it will now be 
debated during a three-stage 

scrutiny process.
Pete Cheema, Chief 

Executive of the Scottish 
Grocers’ Federation (SGF), 
said: “As we have said strongly 
and consistently, this 
represents a once-in-a- 
generation opportunity to 
create a safer environment  
for retailers, customers and 
communities. We will do 
everything we can to 
encourage MSPs to support 
the bill. Whatever happens, 
we believe this marks a 
step-change in Scotland’s 
approach to retail crime.” 

As many of you will already 
know, the days of selling 
menthol cigarettes are 
limited. Retailers will only be 
able to sell menthol cigarettes until May 
2020, when they will then no longer be 
available. Now is the time to start letting 
customers know this change is coming. 

new bill to 
safeguard sCottish 
retail staff

FestiVe FanFare
Walkers is bringing back its Christmas dinner 

flavours following ‘huge consumer demand’  

and is also adding two pricemarked pack formats.

  Pigs in Blankets and turkey & stuffing are 

available in 75g pricemarked £1 bags, while  

there are also two multipack formats available. 

Cadbury 
brunCh

Old favourite Cadbury 

Brunch Bar Choc Chip is 

now available as a single 

32g bar for the first time to 

help drive on-the-go sales. 

New Peanut Protein and 

Cranberry & Nut Protein 

multipacks give shoppers the 

added benefit of energy and 

protein with their snacks.

grenade
Grenade’s Go Nuts Peri Peri bar 

is vegan and aimed at on-the-go 

shoppers, tapping into two key 

markets. each bar contains 11g 

of plant-based protein and is low 

in sugar. the number of vegans 

in the uK is set to skyrocket by 

327% by 2020*.
*Plant Based News – January 2019

Look  
out for…
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Matthew Walker Puddings are gently steamed to maintain a moist texture and to preserve the delicate  
flavours of the fruit and alcohol.

As the world’s oldest Christmas pudding makers, we pride ourselves on combining the best ingredients  
from around the world. Our unique but traditional steaming process provides an unrivalled  

product consistency to ensure that every pudding has the right balance of texture and flavour  
for a truly memorable Christmas dessert. Available in luxury, classic and free from recipes. 

Simply warm through to serve.

Christmas just isn’t Christmas without Matthew WalkerChristmas just isn’t Christmas without Matthew Walker

The Oldest
Christmas Pudding Makers

In The World
established in Derbyshire in 1899

Christmas Advert 2019 UNITAS.indd   1 25/09/2019   12:05
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W
hat happens when the 
supermarket is closed and 
a customer needs foil for 
their turkey or they need  

a selection box and the multiples have sold 
out? They visit their local convenience 
store is what they do and that’s when 
independent retailers save the day.

No one wants their Christmas ruined 
because they’ve forgotten to get something 
in their main Christmas shop. They won’t 
want to go back to a hectic supermarket  
– they’ve gone through that ordeal at least 
once already, and there’s every chance 
they’ll make the trip only to find they can’t 
get what they need anyway. Inevitably, 
top-up shopping fever strikes too and if 
you play your cards right, you could be  
the first place they turn to and return to.

Right place, right time
When customers need you, there you are 
on their doorstep, already making your 
store a much more appealing option than 
the bigger ones. But it’s crucial you’re 
prepared. Prioritise the key seasonal 
products and categories, and make sure 
your shelves and store room are always 

To The

rescue
How to be there for customers throughout 
the festive season when the multiples aren’t

full. If you run out of something 
customers need it will spell disaster for 
your sales and reputation. Have exactly 
what they want as this is a make-or-break 
moment and the difference between them 
having a disappointing visit or a happy 
one. This is your opportunity to show 
what you have in store, your eye-catching 
displays and irresistible promotions. 
Impress with your outstanding customer 
service to make it a memorable visit for  
all the right reasons so that the customer 
comes back again and again, and spreads 
the word – word-of-mouth is the best  
way to build your reputation and increase 
your sales. 

Brief your staff so they know 
what special offers there are, 
what your opening hours are 
and encourage them to suggest 
extras such as wrapping paper 
if a customer is buying a box  
of chocolates, a bottle bag if 
they’re buying a premium 
quality bottle of wine or spirits, 
and batteries if they are buying a 
child’s battery-operated toy. Have 
little stocking fillers at till points  

Open for short 
periods on Christmas 
Day and advertise the 
times well in advance 

of the big day

as well to encourage those impulse 
purchases, such as festive treat-size 
chocolates and confectionery – seasonal 
chocolate is the number-one impulse 
category at Christmas.

Open doors
If there’s one way to make your store really 
stand out from the rest it’s your opening 
hours. Depending on the square footage 

of your store, you can be open when 
the multiples have to close 

and best of all is 
opening on 

Christmas Day, 
even if it’s 
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n  Premium beers, wine and 
spirits – make sure you 
have as much beer, cider 
and wine chilled as 
possible

n  Soft drinks
n  Sharing bags of crisps
n  Snacks such as nuts, olives 

and crackers

n Healthier snacks
n  Gifting chocolate
n  Party food such as sausage 

rolls, pork pies, cold meats, 
bread, cocktail sausages, 
cheeses for a cheeseboard

n  Bags of ice
n  Napkins
n  Paper cups

just for a few hours to give people the 
chance to pop in for something they’ve 
forgotten or any last-minute purchases. 
Research from HIM shows that an eighth 
of shoppers actually do their festive shop 
for food and drink on Christmas Day 
itself! This year, 25 December is a 
Wednesday, so you’ll benefit particularly 
from staying open for longer than the 
supermarkets on the Sunday before. 

Let them know 
It’s one thing to decide to extend your 
opening hours but another to make sure 
people know. So it’s crucial to advertise  
at your store entrance, in the windows,  
on posters, on a board outside, and most 
importantly on your website, social media 
channels and on your Google My Business 
page. Make sure you let customers know 
well in advance so they’re aware and can 
make your store their go-to.

There are so many ways you can be a 
lifeline to customers during the chaotic 
time that is the festive season. Lifestyle 
Retailer has divided the need-states into 
sections to help make sure you have all  
the categories covered off and are 
ready to help your customers when 
they need it the most.

n Gravy
n Stuffing
n  Fresh 

vegetables
n  Frozen 

Yorkshire 
puddings

n Mustard
n  Cranberry 

sauce
n Crackers
n Custard

n Cream
n  Christmas 

pudding
n  Small bottles 

of brandy
n  Christmas 

cake
n Mince pies
n  Foil and foil 

roasting 
trays

n Matches

Forgotten 
staples

Consider the space you 

have and stock up as 

much as you can on items 

that customers need for 

their Christmas Day meals.

party  
essentials

lots of people throw parties in the 

lead-up to Christmas, so think about 

stocking these items (right) so that 

people passing by can pop in to pick up 

what they need on their way to a party 

and for those party hosts who’ve not 

been able to get everything on their list or 

forgotten something. Focus on specific 

festive-themed options as well  

as standard ones.
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n  Gift cards, for example, 
Amazon, iTunes

n Gifting chocolates
n Tins of biscuits
n   Premium spirits, champagne 

and prosecco, wines and craft 
ales in gift boxes

n Christmas cards

n  Batteries – most popular  
are AA, AAA, C, D and 9V

n Sticky tape
n Gift wrap
n Gift and bottle bags
n Foil bows
n Decorating ribbon
n Money wallets

n  Milk
n  Bread
n  Newspapers
n  Pet food
n  Washing-up liquid or 

dishwasher tablets
n  Toilet roll
n  Kitchen roll
n  Tissues

Provide a 
phone number so 

customers can call to 
check your opening 

hours before 
setting out

giFt bits
Your store is the perfect 

place for picking up 

last-minute presents and 

all the bits needed to 

complete the gift.

easy to Forget
With the focus on the main 

Christmas Day meal it’s easy to 

forget the everyday essentials 

and by the time customers 

realise, the multiples are 

closed. Be fully stocked 

throughout with these products.
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“Since the refit, 
it feelS like i’ve 
got a new job”
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Keen to protect his city store’s future for his family, retailer  
Hajjib knew the time had come for a total store transformation 

r
etailer Hajjib Singh Hayer clearly knows the retail 
business, having run his successful Birmingham 
convenience store for more than 30 years. 

While the store has been a focal point for regulars  
for many years, it was clear to Hajjib that he needed to take  
action to ensure his store’s future. 

“The store was looking really tired and like it needed 
freshening up,” said Hajjib. “There are so many brand-new big 
stores in the city, we knew we had to compete. We’d last done 
work on the store around 20 years ago and it was definitely in 
need of a lick of paint and some care and attention.” 

And care and attention is exactly what the retailer has delivered  
as the store has been completely transformed. Hajjib and the 
Lifestyle Express team made the big decision to take the store 

back to the bare walls and replace everything. From the flooring 
to the ceiling, everything is new, including the lighting, shelving, 
chillers and counter. The brand-new grey fascia outside really 
delivers kerb appeal for those passing by and is a stark contrast  
to the tired exterior that was there before, which had blended 
into the background. 

No looking back
The work was finished in July 2019 and Hajjib hasn’t looked back. 

“We’ve been so busy!” he said. “Since we reopened, our 
customers can’t believe their eyes. When the work was 
completed, they just walked around, looking surprised with  
huge smiles on their faces. It’s just wonderful and all the hard 
work, investment and mess was worth it.”

“There  
are so many 

brand-new big 
stores in the city, 
we knew we had 

to compete” 

Store profile
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While the new-look store hasn’t been extended, clever use of 
the space and higher shelving means that Hajjib can stock more 
products than before and add new lines, which customers are 
enjoying: “We’ve been able to add in new products, which is  
great for our customers and they love seeing what they can  
find that they want to try. The funniest thing is when they tell  
us how happy they are that we’re now stocking a particular 
product, when actually we’ve stocked it for years. They just  
never noticed it before!”

Spacious
The main benefit to the store now is how spacious it is and easy 
for customers to look around and find what they’re looking for. 
Customers can browse easily, navigating the aisles with 
pushchairs and baskets, and identify products they want to buy. 

And it’s not just the regulars who are delighted with the 
new-look store: Hajjib and his family are over the moon too. 

“Since the refit, it feels like I’ve got a new job,” laughed Hajjib. 
“It’s wonderful to open up each day. I feel so proud of the store 
we’ve created. It’s so light and bright with so much more space. 
It’s a genuine pleasure to be at work every day.” 

As a result of this and the new lines Hajjib has added, sales 

“I feel so 
proud of the 
store we’ve 

created. It feels 
like I have a 
new job!”

Store profile
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have increased. “Since the store refit, sales are on the up in every 
single category,” he said. “This is brilliant news and shows that 
the refit was absolutely the right thing to do. We’re recouping  
the money we invested in the store really quickly.”

Another of the secrets of the store’s longstanding success is that 
it’s a genuine family business. Son Jeetander and daughter-in-law 
Harmandeep work alongside Hajjib and his wife, Harjinder, and 
the four work wonderfully well together.

“My son grew up in the store,” said Hajjib. “He always knew  
he wanted to be part of the family business, and it’s great to be 
working alongside him and his wife as they understand how  
we run the business and they have the same high standards  
that we have. They also offer some great ideas for things to 
introduce, so we make an excellent team.”

New faces
Despite running the store for three decades, Hajjib and his  
family are seeing new faces all the time as word has spread  
about the store since the refit. 

“We know our customers are telling their friends and family 
about the store as we’re constantly seeing new people popping in 
and they’re then becoming regulars, which is wonderful. Passing 
trade has also increased as the store looks so much better from 
the outside, as well as the inside.”

So with a new look and feel for the store, what’s next? Some big 
changes lie ahead as Hajjib plans to step back from the business, 
leaving Jeetander to run it, though he won’t be far away. 

“I won’t be leaving,” he admitted. “Instead, I’ll be  
working for him!” 
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seasonal

t
here are so many more ways that 
your store can be the destination 
for shoppers in the lead-up to 
and over Christmas, not just for 

top-up shopping and last-minute panic 
buys. Consider all the extra things you  
can do to encourage shoppers to your 
store and make you stand out from the 
competition. And, as always, make sure 
you shout about everything you are doing 
on posters inside and outside your store, 
on flyers and on your social media. 

Stocking fillers
Turn your store into a Christmas 
wonderland. Could you dedicate a section 
or gondola end to Christmas stocking 
fillers? Put up signage to draw customers 
to a selection of products, all priced at £1, 

touch
An extrA-
speciAl

Christmas is a time when small things can make a 
big difference. Give lifestyle retailer’s suggestions 

on creating additional opportunities a try
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And why not highlight your hampers  
by running a competition with a hamper 
as the prize? Put it on display close to the 
entrance or make space for it at the till 
point. Sell tickets for £1 each and make  
it clear with signage and by telling your 
customers that all proceeds will go to a 
local charity. As well as drawing attention 
to the hampers that you’re selling, you’re 
also creating a great impression with 
customers and that will lead to them 
visiting your store in future.  

Living gift
Plants and fresh flowers are big sellers  
at Christmas as people look for easy but 
effective gifts to give. Could you team up 
with local suppliers to stock a range of 
festive-themed bouquets, plants and 
Christmas trees? If you have space outside 
your store or, even better, a car park, then 
selling Christmas trees is a great way 
to pull in extra sales. 
Selling them in 
various sizes at a 
variety of price points 
will appeal to all. 
Offering a range of 
decorations for the tree 
will give a complete 
solution for busy 
shoppers. The poinsettia 

Pringles Xmas Unitas Online Retail Magazine 210x297mm Aug 19 FINAL.pdf   1   20/08/2019   16:33

or on offer at 3 for £1, for example, tubes 
and bags of sweets and chocolates, such  
as Cadbury Dairy Milk Little Robins,  
and small impulse buys such as Cadbury 
Dairy Milk Orange Snowman. Focus  
on the key brands, including Cadbury,  
as people look for the leading brands for 
quality, plus last year the confectionery 
category grew 4%, driven largely by 
branded products at 2.6%. 

Complete package
In an effort to continue making life easier 
for your customers, create hampers to 
provide a complete gifting solution. Make 
up a couple of options at different prices, 

then you’ll be covering all bases and 
appealing to everyone. Include a 

selection of Lifestyle own-brand 
products, such as Vintners wine and 

Santa Loretta Prosecco, biscuits, 
condiments and confectionery, 

making sure some products are 
from the leading brands that 

customers will recognise and 
see as more premium. Wrap in 

cellophane and tie with ribbon 
for the finishing touch. You 
could have some on-shelf for 

immediate purchase and take 
orders too. If feasible, offer to 

deliver them to the customer. 

seasonal
Last 

year, the 
confectionery 
category grew 

4%, driven largely 
by branded 

products



Take advantage of exclusive deals on leading brands  
and enter our prize draw for your chance to  

WIN a £500 Love to Shop Voucher!*

Boost your profits with the 
Christmas Champion Brands Event!

Stock up at your local Unitas Wholesale member depot, for a full list of participating depots visit 
www.unitaswholesale.co.uk/events/championbrandsevent/

Offers available 18th November – 8th December 2019

*Full terms and conditions apply and are available at www.unitaswholesale.co.uk

Download the Plan for Profit app to view the latest Champion Brands Event deals and follow us at         
@PlanforProfitRetail and        @Plan_for_Profit for the regular #ChampionBrandsEvent updates!

Champion of Independents and Champion of Brands
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seasonal

is a classic Christmas 
houseplant favourite 
and will brighten up your 
store too with its bright-red 
leaves. Can you make a little bit of space 
near the entrance for a few along with 
wreathes? Popular to hang on front doors 
and being made ever popular by the 
increasing number of make-your-own 
wreath workshops, making room to sell 
them will give your store a boost in a 
number of ways. Again, look at sourcing  
a local supplier to provide them for you 
and customers will be impressed to see 
you using local suppliers and producers. 
These are all great ways to encourage 
shoppers into your store and for those 
regular customers, it’s an opportunity  
to add to their basket spend.

Staying local
Shopping local is a key trend right now 
and you can maximise on this by looking 
to source products from your local 
suppliers. Do you have a cakemaker  
close by who could supply homemade 
Christmas cakes, mince pies and 
puddings? Or a local dairy that makes 
festive cheeses and creams? How about a 
local brewery that produces craft ales and 
a small business that makes homemade 
jams, chutneys and mincemeat? All make 
great presents and would be perfect to put 
in your gift hampers too.

Anything you offer that is locally 
produced will be snapped up by 
customers. You don’t need to have a huge 
range, just a few products is better than 
nothing, but make sure you shout about 
what you have with special signage, by 

telling your customers 
and advertising 

prominently on your 
Facebook page. You could  

even create a dedicated zone in store  
for all your local produce to make sure 
customers can’t miss it. You can add a 
premium price tag as consumers will pay 
more for something they consider special 
and that they can’t buy anywhere else. 

Get the news
Often overlooked in the festive rush is  
the news and magazines category. Keep  
an eye on availability of TV listings 
magazines in particular as these will  
be popular in the lead-up to Christmas. 
Order in a larger quantity than usual. 

Deliver on service
Are you in a position to 
provide a delivery 
service over the 
festive period? This 
would single out your 
store as being 
customer-focused and 
offering something that 
no other retailers local 
to you probably can. 
Delivery would appeal 
particularly to  
older customers and  
busy families with  
young children.

Whatever you can do  
this Christmas to create 
additional opportunities  
will give your store and 
reputation a boost.

did you  
know?

Around 4 million poinsettias 
are sold in the UK each year. 

There are now pink and white 
varieties but the classic 

red is most popular 

kesh Bagha, 
LifestyLe express, 
ruthergLen 

“I wanted to offer 
my customers more 
than just boxed 
chocolates and 
wines and spirits  

to make the most of Christmas 
gifting, so I work with a local 
partner to create bespoke 
hampers. These can be made up 
of bestselling products, such as 
confectionery or alcohol, or they 
can be themed and bespoke to a 
customer’s particular favourites. 
We even create personalised 
labels for some of the products, 
and they’re wrapped in cellophane 
with ribbons or in a box or basket. 

“These hampers not only fly off 
the shelves but they also provide  
a great point of difference locally. 
Word has spread and as a result, 
we’re seeing a lot of new faces 
who then become regulars.”

Take advantage of exclusive deals on leading brands  
and enter our prize draw for your chance to  

WIN a £500 Love to Shop Voucher!*

Boost your profits with the 
Christmas Champion Brands Event!

Stock up at your local Unitas Wholesale member depot, for a full list of participating depots visit 
www.unitaswholesale.co.uk/events/championbrandsevent/

Offers available 18th November – 8th December 2019

*Full terms and conditions apply and are available at www.unitaswholesale.co.uk

Download the Plan for Profit app to view the latest Champion Brands Event deals and follow us at         
@PlanforProfitRetail and        @Plan_for_Profit for the regular #ChampionBrandsEvent updates!

Champion of Independents and Champion of Brands
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“I know that my customers do their big 
festive shop at the local supermarket, 
so I don’t even try to compete with 
that. Instead, I focus on what I can  
offer my customers to make their lives 
easier. I stock up on all the essential 
day-to-day products that can be easily 
forgotten in the panic leading up to 
Christmas Day, such as milk, bread, 
teabags, foil and sugar. When people 
are so pushed for time, my customers 
rely on me to have everything they 
need, when they need it and right  

on their doorstep.” 
Uzair Ali, Lifestyle 

Extra, Motherwell

“A brilliant way to offer excellent customer 
service is through opening hours. 
We open when our customers need 
us most, especially over Christmas 
when the bigger stores are 
closed. Customers know 
they can rely on us to have 
what they need, which 
generates a lot of goodwill.” 
Dalbag Singh, Lifestyle 
Express, Newcastle

all these retailers know how important it is to get your offer just right at    Christmas, so here’s our round-up of expert words of wisdom

Festive tips
retailer advice

“Customers love to see that retailers have gone the 
extra mile and made effort to celebrate the festive 
period and they will always choose to shop in  
a store that feels festive and is an enjoyable 

experience. If you decorate your store, play 
Christmas music and create eye-catching 
in-store theatre, you’ll not only impress 
your customers but you’ll increase their 
basket spend too. Make the most of your 
gondola ends and create festive displays 
and your sales will thank you.”
Stuart Johnson, Retail Controller
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“From November, availability and visibility are key as 
Christmas is at the front of shoppers’ minds. Retailers 
should add advent calendars to their seasonal range 
now and ramp up their range in December with displays 
and dedicated space for seasonal lines.  
Large sharing packs and gifting products  
– such as tubes, tubs, and selection  
boxes and kids’ gifts – are key and  
offer a significant trade-up opportunity.” 
Susan Nash, Trade Communications  
Manager at Mondelez

all these retailers know how important it is to get your offer just right at    Christmas, so here’s our round-up of expert words of wisdom

tricksand

“We’re known for the in-store theatre we 
create in our stores and as a result, we’ve 
become a real destination for local 
shoppers. By creating themed displays 
around events, not only do they drive 
footfall but the products and promotions 
we display in store stick in our customers’ 
minds too, and we definitely see a 
sustained spike in sales. We also regularly 
have events in store, such as colouring and 
dressing-up competitions, often to raise 
funds for local good causes, and at 
Christmas these are wonderful. There’s a 
lot of goodwill towards our store and we 
know our customers love to shop with us.”
Janette Tucker, Lifestyle Express,  
Wick and Writhlington

“During the festive period, premium spirits and wines tend to 
sell brilliantly. I’m known for having a great range of spirits, wines, 

beers and ciders, but in the lead-up to Christmas and the new year, 
sales go through the roof. I move the premium products behind the till 

from up high to eye level, and put as many on offer as I can as I know 
customers will want the big brand names either as a treat for themselves  
or a gift. It’s also a fantastic time of year to sell champagne and the most 

expensive brands sell really well. I offer bottle bags 
and ribbon to go with the sale and have 

several already wrapped in cellophane, 
perfect for those impulse purchases.” 
Nicky Kaur, Lifestyle Express, 
Anchor Wines

£937m  
on confectionery 
over christmas 2018, 
growing twice as 
fast as food and 
drink over the  
same period

shoppers spent
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the focus leading up to and during 
December is always on Christmas, but  
it’s important to not forget that a new  
year is coming and to be ready for it

P
ut Christmas to one side for now 
and take a minute to think about 
the fast-approaching new year. 
It’s likely too that customers’ 

attention will be all about Christmas, so 
they’ll thank you for doing the planning 
and thinking for them. 

Once the big day is over, get those 
Christmas decorations down and go  
full steam ahead on the new year and  
the sales opportunities it brings. 

Party time
Let’s start with the big event that is New 
Year’s Eve. People everywhere will be 
having a party to welcome in 2020 and 
your store will be their opportunity to get 
everything they need. Use the space that 
was dedicated to all things festive to 
promote your range of party food, such as 
sharing bags of crisps, sausage rolls, cold 
meats and cheeses, mini cakes and luxury 
desserts. Be sure to point shoppers in the 
direction of your premium beers, wines 
and spirits, remembering the age-old 
rule of keeping as 
many drinks  
as possible in the 
chiller for those 
wanting to grab  

a bottle of wine or pack of beers on their 
way to a party. Stock up on fizz, such  
as the award-winning Santa Loretta 
Prosecco, and make sure your range of 
mixers is well-stocked and signposted  
– you could even advertise drink and 
mixer combinations. 

Customers will be looking for the 
finishing touches too, such as balloons, 
napkins and party poppers, even fun 
items such as fancy-dress accessories,  
for example, masks and hats, or sparklers 
and indoor fireworks. Could you offer a 
helium balloon service so that customers 
can get their balloons inflated at the same 
time, saving them a trip to get it done 

elsewhere? It’s the little extra things that 
customers will remember and mean they 
come back to your store knowing you’ll 
have just what they need.

Make a meal of it
New Year’s Day is a big deal and another 
one that’s all about the food. All around 
the world, people eat certain foods on 
New Year’s Day to bring them good 
fortune in the year ahead. People believe 
that pork symbolises wealth and 
prosperity, and that fish is about moving 
forward and abundance, so why not 
highlight these as suggestions for a meal 
to celebrate the first day of 2020 and start 
things off the right way? 

As customers plan to share food and 
drink with family and friends to usher in  
a year of prosperity, the dinner essentials 
apply, just as they did for Christmas Day. 
Have you got everything they are likely to 
need, from meat, stuffings and vegetables 
to gravy, foil and condiments? Are there 
any luxury desserts you could offer that 
you don’t normally to make the day 
special? And keep a supply of Christmas 
crackers as some may be celebrating New 
Year’s Day in much the same way as they 
do Christmas.

Something for everyone
You don’t need us to tell you that 

Christmas can be an 

a fresh

did you  
know?

People aged 18 to 24 and more 
women than men are likely to 
make a New Year’s resolution. 

The most popular 
resolution is to eat 

better

Feature
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new year 
opportunities

Burns Night on 25 January

Chinese New Year on 25 January

Valentine’s Day on 14 February 

(see our feature on p46)

shrove tuesday on 25 February

expensive time for people. Bear in mind 
that some of your shoppers may now be 
on a budget but are still wanting the 
products they know they like and trust,  
so think carefully about what promotions 
you could hold to help them save. 

Come January and shoppers will be 
making resolutions for the year ahead  
and will need your support in helping 
them stick to their plans. According to 
YouGov data, it is the younger generation, 
18-24 year olds, who are most likely to be 
forming a pact with themselves for the 
coming year. And, perhaps unsurprisingly, 
it is women who are more likely than men 
to make resolutions. Make a note that 
eating better and spending less money  
are consistently the top New Year’s 
resolutions for people of all ages as they 
are both things you can help customers 
with by highlighting your healthy food 
and drink lines, and special offers.

Healthy focus
Shoppers are likely to be eating more 

healthily after the indulgences of 
the festive season, so promote any 
offers you have on products that 

are low in calories, fat, sugar 
and salt to help 

them eat better and save money. Could 
you put together a healthy meal deal at  
a competitive single price point, for 
example, a pack of fresh chicken with  
a jar of tomato sauce and selection of 
vegetables or a food-to-go salad with a 
piece of fruit and a bottle of low-sugar 
drink or water? Or arrange 
products into quick and easy, 
healthy meal suggestions 
(ideal for busy shoppers 
wanting to grab and go),  
such as baking potatoes,  
pasta, rice and chicken.

Keep a colourful selection  
of fresh fruit and vegetables  
to encourage customers to get 
their five a day and consider putting 
bottled water and low/sugar-free 
drinks in chillers with sandwiches, 
salads and pieces of fruit for a healthy 
lunch on the go. For those planning to 
exercise more, help them out with a 
display of energy drinks – make a feature 
of the own-brand LSV range and its 
great quality and low price – and 
high-protein foods, such as fruit 
and nut bars, peanut butter, 
cottage cheese, almonds, 
cheddar cheese, eggs, tuna, 

Greek yogurt and 
dried fruit, such 

as raisins, 
apricots  

and banana. 

Looking ahead
Once the excitement of Christmas and 
New Year has passed, the routine of  
work and school, and life in general 
begins again. Help your customers 
prepare by showing promotions on 

washing detergent, household 
cleaning products and 
back-to-school supplies,  
such as lunchbox essentials 
and stationery. And maybe a 
few offers on treat items too, 
such as biscuits, to help cheer 
customers up and get them 
through dreary January.

start



#1
FABRIC CONDITIONER
BRAND IN THE UK*

OFFER CATEGORY TRADE
UPS TO DRIVE BASKET SPEND

* Source: IRI – Fabric Conditioners – Total Market – Value Sales – MAT: 13.07.2019
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trends

#1
FABRIC CONDITIONER
BRAND IN THE UK*

OFFER CATEGORY TRADE
UPS TO DRIVE BASKET SPEND

* Source: IRI – Fabric Conditioners – Total Market – Value Sales – MAT: 13.07.2019

Help your customers welcome in a feel-good start to 2020  
with a selection of healthy products designed to make them feel 

great and to get your new-year sales off to a soaring start

new year, new you
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Impulse
The Impulse category guide 

for the independent retailer

2019

Download the app | Visit www.planforprofit.co.uk
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plan for profit

plan
Do you have the latest Plan for Profit guide to 
help you with merchandising? if not, why not?

More than 8,400 users are benefiting 
from the Plan for Profit app, which 
has established itself as the 
must-have tool for retail businesses 
looking to thrive in this highly 
competitive sector. Download the 
Plan for Profit app for FREE today 
and you will be able to access:
n   core and extended range 

guidance

n  POR calculator – including cash 
POR value

n  the latest brand-new products  
to launch 

n  exclusive deals near you using  
the online deal finder.

So what are you waiting for?  
Visit the App Store now and 
download the Plan for Profit app.

t
he brand-new licensed Plan  
for Profit guide came out in 
October, bursting with the 
products you should be stocking. 

What is Plan for Profit?
Plan for Profit is an invaluable guide  
for independent retailers. It is designed 
specifically for you using sales data from 
leading suppliers to create an essential 
product range that is guaranteed to  
meet the needs of your customers.

The new guide offers the best  
advice for the licensed category for 
independent retailers.

How will it help me?
The products listed in the guide are your 

core range. This should provide you with 
the perfect starting point – if you stock 
everything in this guide, you will be 
providing what your customers want  
and need. Once you have the core range 
complete, you can then build on this  
to reflect your customers’ preferences, 
local products and new launches to 
capture attention. 

In addition to core range and extended 
range guidance, the guide also includes 
expert advice, planograms and invaluable 
insight across key categories, including 
beers, wines, spirits, tobacco and vaping. 

Where can I get it? 
The new guide is available in depot, online 
and via the Plan for Profit app. 

It’s tIme to

for

Find out 
more at 

planforprofit.
co.uk

profit



*Participating Unitas Wholesale members
To find your nearest Unitas Wholesale member depot visit www.unitaswholesale.co.uk

Premium wines at 
seriously tasty prices
Stock up today, available exclusively through your local 

Unitas Wholesale member depot*



#DOWHATMOVESYOU

SPICE 
THINGS 

UP
WITH NEW 

BACARDÍ 
SPICED

The perfect complement to the 
BACARDÍ Carta range

Source: CGA MAT to 11.08.18, Nielsen MAT to 16.10.18

BEST  
SERVED WITH  
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Wonderful
winter

Now it’s chilly, customers are looking for products to 
make them toasty. Showcase your hot drinks and 

classic comforts and watch your sales heat up

warmers
#DOWHATMOVESYOU

SPICE 
THINGS 

UP
WITH NEW 

BACARDÍ 
SPICED

The perfect complement to the 
BACARDÍ Carta range

Source: CGA MAT to 11.08.18, Nielsen MAT to 16.10.18

BEST  
SERVED WITH  

ICE &  
COLA

The total rum category is 
growing 5.5% year-on-year

Spiced & Flavoured is the 
largest sub-segment of the  

rum category and growing at 
14.5% year-on-year*

LIVE PASSIONATELY.  ENJOY RESPONSIBLY  
© 2019. BACARDÍ AND THE BAT DEVICE ARE  TRADEMARKS OF BACARDI & COMPANY LIMITED.



Now Even
Softer

How              do you feel?             
®Registered Trademark of Kimberly-Clark Worldwide Inc. ©KCWW



39  issue 56 2019  retailer  

go premium

C
hristmas is a time to celebrate 
and spend with friends and 
family. And it’s also a time 
when customers are prepared 

to pay more for premium products they 
perceive as being better quality because 
they want to indulge and treat themselves 
and others. Shoppers are visiting 
convenience stores more often through 
December and are buying less but 
spending more during these trips, so tap 
into the current trend for innovation and 
quality, premium products and it could 
mean big business for you and your store. 

Brands all the way
Premiumisation applies to the entire 
grocery category, not just the special- 
occasion products customers associate 
with Christmas, such as wine, spirits, 
chocolate and confectionery. Customers 

Trading
places

as customers are looking to go for better 
quality with their shopping choices, especially 

at this time of year, are you prepared?

are looking to trade up across the board, 
from breakfast goods, biscuits, butter and 
cheese to condiments, crisps and snacks, 
wine, beer, cider and spirits. 

And it pays to keep an eye on new 
premium product launches as, according 
to Kantar Worldpanel, a huge 72% of 
premium new product launches grow  
the value of their overall category. 

As it’s a time for celebration, customers 
will temporarily overlook own-brand 
ranges in favour of the leading brands that 
they know and trust to deliver a quality 
experience. Make sure your ranges across 
the store are mostly made up of the 
branded products customers will expect 
to see at this time of year, such as McVitie’s 
biscuits, Pringles and Kettle crisps, 
Cadbury and Lindt chocolate, Jameson 
whisky and Courvoisier brandy. And 
dedicate a space to highlight the branded 

products that come as a ready-made gift, 
for example, biscuits in a festive-themed 
tin and chocolates wrapped in paper with 
a ribbon, such as Thorntons.

Focus point
The category for retailers to focus on is 
beers, wines and spirits as the latest Mintel 
British Lifestyles Report shows that 
premiumisation is helping to drive value 
sales in this category, with overall sales of 
alcoholic drinks growing by 5.5% between 
2017 and 2018 to a total of £21.8 billion. 
Plus, Pernod Ricard UK has identified a 
£15.5 million premium spirits opportunity 
for convenience retailers this Christmas. 

Thanks to the two key occasions of 
more people choosing to host Christmas 
dinners and parties themselves and  
gifting potential, spirits is the leading 
premiumising product at Christmas. 
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To maximise on both of these, focus on 
getting your range of gin, whisky, dark 
and light rum and vodka right so that you 
are providing the key products customers 
will be looking for. 

Give your range of premium brands 
strong visibility. To draw customers’ 
attention to them, showcase a selection  
in a stand-alone display on the shop 
floor. Reassess your range of mixers to 
make sure they support your premium 
range of spirits. A customer won’t spend 
more on a higher-quality bottle of gin, for 
example, if you don’t provide a premium 

mixer to go with it. You could even pair a 
specific tonic with a certain type of gin to 
create a gift. Merchandise bottle gift bags 
on clip strips alongside the spirits to 
provide a complete gift solution too.

As customers will be wanting to create 
their favourite drinks at home, remind 
them of the extras they’ll need, such as 
fresh lemons and limes, ice, and fresh 
berries and herbs to use as garnishes.  
The finishing touches are also what  
take a drink from standard to premium.

Chris Shead, Off-trade Channel 
Director for Pernod Ricard UK, said: “It 
was a good Christmas for the convenience 
channel last year, however, it continued  
to fall behind grocery as retailers failed  
to maximise the premium spirits 
opportunity. The data all points towards  
a third gin-dominated Christmas this 
year, however, we also anticipate this  
year to be driven by gifting outside of 
traditional categories, such as gin, as well 
as lead ingredients for popular cocktails.”

Beers and wine too
Don’t forget about beers and wine though. 
In the convenience sector, the total lager 

Move 
top-shelf 

products to eye 
level and don’t be 
afraid to invest in 
more expensive 

brands

go premium



41  issue 56 2019  retailer  

*N
ie

ls
en

 S
ca

nT
ra

ck
 M

AT
 1

1/
08

/2
01

8

category has grown 
+6% due to 
premiumisation 
and super- 
premium is  
in double-digit 
growth at +34%*. 
You may well be 
asking, what is 
super-premium? Well, 
super-premium is brands 
that shoppers identify as being 
higher quality and worth more, and  
can be defined by a number of factors 
including authenticity, taste and visual 
identity. So products that have provenance 
and a story to tell, for example, from a 
small local company or brewery, or from  
a prestige brand such as Peroni Nastro 
Azzuro, and have sophisticated, quality 
packaging, such as Campo Viejo. Make 
sure you have a good collection of beers 
and wines that fall into the premium 

category and flag 
them up for 
customers. And 
if you’ve nailed 
premium and feel 
ready to take the 

next step, could  
you source craft ales 

from a local brewery? 
Or are you in a part of  

the country where there is  
a vineyard that you could get 

regional wine from?

Now is the time
Customers tend to use their local 
convenience store for last-minute gifts, to 
pick up a bottle of wine on the way to visit 
friends and family or to grab a bottle of 
spirits that they forgot to get for their 
cocktail. You can change that shopping 
habit by encouraging sales of premium 
spirits right now and then there’s always 

the strong chance that customers 
will return to purchase more 
nearer the big day. 

A dedicated space isn’t just 
for spirits though, it’s wise  
to make room for a general 
display covering all your 
premium lines, with clear 
signage. You could even 
decorate it or use 

All yeAr round
Premiumisation is nothing 
particularly new but what has 
changed is the reasons and 
motivation behind customers’ 
purchasing decisions. As 
consumers are more conscious 
of their health and their impact 
on the environment, they are 
looking for products that make 
them feel good. And it’s that 
feel-good factor that you can 
maximise on.

It’s important that you take 
the time to get to know what 
your customers’ priorities are 
and then you can adapt your 
ranges to suit. For example,  
if you see sales of standard 
biscuits dropping and see  
an increase in the number  
of sales of premium biscuits, 
then expand your range of 
higher-end biscuits. This 
shows that although they are 
not buying so often, when they 
do, they are prepared to spend 
more on a better-quality 
product that they see as a 
treat. If you aren’t already, then 
it’s worth reassessing your 
ranges in key categories and 
reorganising products into 
standard and premium,  
making your offering clear to 
customers and helping them  
to shop more efficiently.

did you  
know?

A Cellar Trends survey of 200 
consumers showed a huge 73% 

now drink cocktails at home, 
with the top reason being 

special occasions

festive-themed POS. Customers may  
miss key products, so bringing them all 
together in one place means awareness is 
raised and those all-important additional 
impulse purchases are made.

Gifting opportunity
At this time of year it’s advisable to not 
stock pricemarked packs as customers 
won’t buy a product from your store as  
a gift if it has the price splashed all over  
it. It takes the shine off the fact that it’s  
a quality gift and no one wants that.
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t
here was a time 
when people who chose 
not to eat meat, dairy products 
or eggs were in the minority and 

veganism was considered a fad. However, 
that’s all changing and this approach to 
diet is becoming more and more 
mainstream, with 3.5 million Brits having 
already made the diet and lifestyle switch. 

Plant life
So what is veganism and why the change? 
A vegan diet is one that contains no meat 
or animal-based product. It’s so diverse 
and made up of all kinds of fruits, nuts, 
vegetables, grains, seeds, beans and pulses. 

The health benefits of a plant-based diet 
are one of the main drivers for becoming 
vegan – weight management, animal 
welfare and environmental concerns  
are also big motivators – and for the 
expansion of the category into pretty 

much every sector in food 
retailing. Many standard 

products now have a vegan alternative, 
from mince to cheese, milk and ice cream, 
that are affordable and easily sourced. 

With veganism on the rise, shoppers  
are expecting to see a steadily increasing 
range of vegan products available when 
they do their shopping. The multiples are 
well on-board and independent retailers 
need to be too. If you’re not offering  
what they need, vegan shoppers 
will vote with their feet and 
shop elsewhere. 

The UK plant-based market 
was worth a staggering  
£443 million in 2018, 

January is
Veganuary

the number of people going vegan has 
soared over the last couple of years 
and continues to rise. Here’s how  
you can take a piece of the action

according to a study by Alpro and  
BB Foodservice, and is expected to grow 
by 43% over the next four years*, so it’s 
certainly a trend you want to embrace.

What to stock
Veganuary (the charity that encourages 
people to go meat-free for January) had a 
massive sign-up of 250,000 in 2019, which 
was almost double the number of people 
who took part in 2018. And it’s expected 

to increase again in 2020. So 
now is the time for you  
 

In 2018, the  
UK laUnched  
more vegan 

prodUcts than 
any other 
coUntry
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UK’s No.1  
sparkling  
water brand*

All our  
bottles are  

100% recyclable
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to assess your product range and see if you 
can create a dedicated vegan section in 
store ready to help those who’ve signed  
up to Veganuary, and for those customers 
already identifying as vegan. Start by 
ensuring you have these vegan food 
essentials on your shelves:
n  vegetable spreads, such as Flora 

Original Spread
n dairy-free cheese
n plant milks, such as Alpro’s range
n yogurts, such as soy
n meat replacements, such as Quorn

1 In 10 
shoppers boUght  
a meat–free ready 
meal, boostIng sales 
by 15% compared to 
the same tIme In 2017
(Kantar Worldpanel)
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throUgh JanUary 2018, 

google search now 
gets almost 3 tImes 
more Interest In 
veganIsm than 
vegetarIan and 
glUten–free 
searches 

19%

nearly a 
qUarter 
of brIts 
consUmed 
plant mIlK 
In 2019, Up 
from JUst 

In 2018
(Mintel)

n  plant-based proteins, such as tofu, 
almonds, pistachios, seeds and quinoa.
Then follow the good, better, best guide. 

Good would be stocking the basics, for 
example, lentils, pasta, nuts and seeds. 
Better is offering dairy alternatives, such 
as milk and yogurt, and dessert options, 
such as ice cream – Ben & Jerry’s and 
Häagen-Dazs both make vegan versions. 
Best is having a dedicated vegan section 
and providing vegan meat alternatives, 
such as tofu, and vegan ready meals. 

Easy benefits
There are many advantages to offering  
a range of vegan products, not just that  
the typical basket spend of plant-based 
shoppers is 40% higher**, making them 
extremely valuable to your business, 
especially when you consider that 
plant-based can command a premium 
over standard products such as milk and 
yogurt. Milk alternatives don’t need to  
be kept refrigerated, so you can save  
your valuable chiller space. Also, a lot  
of products that you already carry will be 
vegan, such as dried pasta (check it doesn’t 
contain egg), rice and peanut butter.

Keep an eye on Veganuary’s website 
– veganuary.com – for posters or POS that 
you could use in your store to promote 
your store as being vegan-friendly. 

With Sainsbury’s Future of Food Report 
predicting that vegans and vegetarians  
will make up a quarter of the British 
population by 2025, now is the time  
to get your range established.
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is in the air
Valentine’s Day can mean big business, so stock up  
on gifts galore to delight your loved-up customers

Love
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® REG. TRADEMARK OF SOCIÉTÉ DES PRODUITS NESTLÉ S.A.

STOCK UP ON SHOPPERS’ 
FAVOURITE COFFEE BRAND

*SHARE OF OVER 30.5%, IRI TOTAL MARKET LATEST 52 W/E 13 JULY 2019.
**WORTH £335M. ^WITHIN THE PREMIUM SEGMENT. KWP 52 W/E 17 JUNE 18 V 52 W/E 

16 JUNE 19 (CARTE NOIRE EXCLUDED AS NEW TO MARKET IN 2018).
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