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MEMBER2MEMBER
Introduce fellow retailers into the NFRN 
and you will receive £75.
Recruit as many members as you want.

Make money

SCAN NOW to learn 
more about how you can 
benefit from recruiting 
fellow retailers.

Don’t forget, as a member you have access to 
all these benefits, resources and support.

Total savings:
£3,897

Save money Make business easier

NFRN CREDIT UNION
Members’ own credit union with account 
and low cost borrowing facilities.

Average 
annual savings 

Generate an
extra

£1,417 £1,000

TAX PROTECTION
Tax advice, VAT disputes, full tax 
investigations. Savings up to £250. 

NEWSPRO
Free to join news category management 
service. Average cash flow saving of £500.

SAVEWELL DIRECT
Make huge savings and improve your cash 
flow by joining. Savewell members enjoy 
average savings of £400 per year.

Free legal 
advice saves

£1,480

E: info@nfrn.org.uk
W: TheFedOnline.com

BIONIC
Business energy, broadband, phone and 
finance. Switching business energy alone 
could save you £1,305 a year.

See page 36 for 
more details.

NFRN LEGAL
Qualified legal professionals 24 hours 
a day, 365 days of the year.
Cover to the value of £100,000.

LEGAL PLUS
Tailor-made business templates to help 
you deal with legal matters. 

RETAIL STANDARDS
Library of reference guides, training modules, 
factsheets, checklists and risk assessments.

CHARITABLE FUNDS
Access to confidential support, grants 
and benefits when you need them most.

The team is here seven days a week to provide 
support and assistance on all aspects of your 
business and membership.

NFRN Connect is your membership helpline

Call today on 0800 121 6376 or 020 7017 8880
or 01 453 5822 to see what we can do for you.

BARCLAYCARD
Our deal has just got even better, with 
free terminal rental for one year.

THE RETAIL MUTUAL
Switch your business cover to The Retail 
Mutual and enjoy a whopping 10 per cent 
saving on your quote.

VOUCHERS
Regular and exclusive promotions with 
leading suppliers offering free and 
discounted products.

NFRN CONNECT
Your fifth emergency service and first point 
of call for professional support on a wide 
range of business issues.

scan now to get in 
touch with the team, 
seven days a week.

FUELWISE
Be in control of your diesel costs. Average 
savings of £280 a year.

See page 14-16 for 
more details or
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Belonging to the NFRN means being part of a family 
but, even so, it never ceases to amaze me how members, 
branches and districts rally round when times are tough. 

This was very much in evidence at the start of the 
pandemic, when members contributed generously to 
the NFRN Covid-19 Hardship Fund. We set this up to 
alleviate the worries that independent retailers were 
experiencing as footfall in their shops dropped and as 
their bills mounted.

Just recently, one of the NFRN’s valued members of staff 
lost his mum and now has sole charge of his 10-year-
old brother. To help, the Federation has created a trust 
fund for the young lad, and I have been truly blown away 
by the generosity of everyone - districts, branches, and 
individuals - who have willingly donated to the cause.

Without fail, NFRN members always step up in times of 
tragedy and I cannot tell you how much of a difference 
these kind and generous donations will make to this young 
boy’s life. There is still time to contribute, and you can do 
so by contacting your membership services manager.

Of course, members pulled out all the stops when it came 
to keeping customers safe, watered, and fed throughout  
the Covid-19 crisis and our Shop Local, Shop Little Heroes 
awards were created to reward them for such selfless  
acts of kindness.

In last month’s edition of The Fed, we introduced you 
to our fabulous finalists and, later this month, we will be 
honouring their efforts and thanking them in person at a 
special celebratory luncheon at the Ritz Hotel in London. 
Three winners will be announced on the day, while our 
overall Hero will be unveiled at our prestigious NFRN 
Awards ceremony in January next year.

Another key event that is fast approaching is our Annual 
Conference, which takes place in Bournemouth next 
month. Here, we will be sharing our five-year business plan 
which sets out our vision, priorities, and activities up until 
the year 2026. Over the past three years your Federation 
has made great progress in moving forward, but we must 
continue to do so to ensure that we are a stronger and better-
resourced trade organisation that can really fight your corner, 
not just for this year, but for the next five years and beyond.
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The latest news
For latest news, deals and views go to:

TheFedOnline.com

NewsLatest

Prime Minister thanks independent retail workers
Prime Minister Boris Johnson has thanked independent 
retailers for “doing an incredible job going above and 
beyond for their customers” during the Covid-19 pandemic.

National President Stuart Reddish had written to  
Mr Johnson inviting him to be guest of honour at the 
forthcoming Shop Local, Shop Little Heroes luncheon  
on September 21.

Unfortunately, Mr Johnson had to decline the invitation 
due to diary commitments, but in his reply, he recognised 
the efforts of independent retailers and their staff in 
keeping the nation supplied with food and other essentials 
over the past 18 months.

A letter from the Prime Minister’s office said: “The  
Prime Minister recognises that independent retailers  
play a vital role in our communities, acting as hubs for 
local people and having a positive impact on the 
communities they serve. 

“The past year has been extremely challenging for  
retailers and the sector has undergone a significant  
period of change. Covid-19 has accelerated this period  
of change and raised challenges that we are working hard  

to address, ensuring the retail sector remains a key part 
of our thriving high streets. 

“The Prime Minister welcomes the support you provide 
to your members and the crucial role your members play 
in supporting our economy and society. Unfortunately, 
due to current diary pressures, it will not be possible for 
the Prime Minister to accept your kind invitation, but  
I hope that all goes well and that everybody has a 
fantastic day.”

The Shop Local, Shop Little Heroes luncheon will be 
held at The Ritz in London, where three winners will  
be announced.

Our 12 finalists are Amish Shingadia, Carl and Wendy 
Howe, Dennis Williams, Jawad Javed, John Vine, Julie 
Kaur, Mamun ur Rashid, Raj Patel, Rocky Jalota, Tahir Ali, 
Terry Caton and Trudy Davies.

The Shop Local, Shop Little Heroes is sponsored by Booker, 
Boost and Mondelēz who are putting forward some great 
product prizes for the three winners. All three winners will 
be invited to the 2022 NFRN Awards ceremony on January 
25 where the overall Hero will be announced.
See letters on page 12.
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Linda is a first class citizen
were isolating, vulnerable or lonely 
were looked after and not forgotten.

Linda said: “We did shorten our 
opening hours a little bit for safety and 
all the villagers complied with the rules 
put in place.

“The award is voted for by the people 
of the village and it’s quite a prestigious 
thing. People in the village feel strongly 
about it and vote for who they think 
deserves it, so we were delighted to 
receive it.

“It was presented to my daughter-in-
law, Helen, who does most of the work 
in the store, but we do a lot behind the 
scenes, so it was for all of us.”

Derbyshire member Linda Priestley  
has been named Citizen of the Year  
by her local community, in recognition 
of her outstanding efforts to continue 
providing a first class service during  
the Covid-19 pandemic.

Linda, who owns Doveridge Village 
Store and Post Office, and her  
family managed to carry on trading  
throughout the pandemic, whilst 
members of their own family were 
shielding as they were classed as 
vulnerable due to their age.

As well as keeping the shop open and 
replenished, they also assisted many 
members of the local community with 
home deliveries and ensured locals who 

For latest news, deals and views go to:

TheFedOnline.com

NewsLatest

NFRN lobbies industry to ensure the 18  
days magazine returns rule is reinforced

NFRN
VICTORY

Eagle-eyed London retailer Peter Wagg raised  
the alarm after noticing that more of his magazine  
returns than usual were being rejected for credit  
by his news wholesaler.

On each occasion, his shop, News on the Wharf on 
Canary Wharf, was told that the publications had 
missed the returns deadline.

This rang alarm bells for Peter as he knew his  
returns processes were robust. As a previous National 
President and as the NFRN’s representative on the 
former Joint Industry Group, which represented all 
sectors of the industry, he remembered an agreement 
that was reached at one meeting in 2006. This clearly 
stated that once a magazine appeared on a recall 
notification that a store would have 18 days to return 
it for credit. 

The NFRN is part of the Press Distribution Forum (PDF) 
and one of its duties to Federation members is to ensure 
that existing industry agreements - that have been debated, 
created and set in stone - are being adhered to. When this is 
not the case, as in this instance, concerns are raised so that 
action can be taken to protect retailers from losing money.

At the last PDF board meeting, the issue of the time window 
for returning magazines was raised and clarification was 
sought, with both news wholesalers and magazine distributors 
confirming that 18 days was, indeed, the rule. Both news 
wholesalers also agreed to review their processes and reporting. 

Peter’s message to members is that “returns are cash and 
need to be treated as such.” He further recommends that all 
members should check their news account in full each week, 
and report any concerns to NFRN Connect by calling 0800 
121 6376, or emailing connect@nfrn.org.uk.
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would be ‘an absolute priority’ within his 
Police and Crime plan.  

At the second meeting - between County 
Durham PCC Joy Allen and national 
deputy vice president Jason Birks 
(pictured below) - the commissioner 
was pressed to explain why Durham 
police had become less responsive over 
past years. Mr Birks also advised that 39 
per cent of retailers did not report cases 
of antisocial behaviour. 

Ms Allen explained that police 
resources had been cut by 27 per 
cent. However, she insisted that safer 
business remained a core part of her 
crime plan and she would work closely 
with the NFRN to pinpoint areas that 
required immediate change.

NewsLatest

For latest news, deals and views go to:

TheFedOnline.com

Efforts to tackle retail crime doubled as members 
meet with their police and crime commissioners
Federation officials have met with police 
and crime commissioners (PCCs) for 
Kent, Surrey, County Durham and Suffolk 
as the NFRN steps up its efforts to shine 
a spotlight on the impact that retail crime 
has on independent retailers.

The meetings took place during August 
and came after National President Stuart 
Reddish wrote to all PCCs who were 
elected or re-elected in May to discuss 
ways in which they could work with the 
NFRN to tackle retail crime and protect 
those who serve their local communities.

The NFRN representatives laid bare 
the high levels of violence and abuse 
that members suffer every day and 
emphasised the need for local police 
forces to do more to prevent and 
address these incidents. 

During the meeting with Ramsgate 
member Hitesh Pandya, Kent PCC 
Matthew Scott gave an assurance to all 
independent retailers that all crimes will 
be investigated and assessed fairly. 

Mr Pandya explained that slow 
response times and few prosecutions 
had meant many members had lost 
faith in Kent’s police force. Mr Scott 
(pictured above) said restoring that 
trust remained a focus and he urged 
all members to report crimes as soon 
as they occurred. He outlined plans to 
recruit 250 more officers in the coming 
years, to fill the policing gap in local 
communities, and advised that the 
Neighbourhood Alert service would 
be introduced later this year. This is a 
two-way social media network, enabling 
direct communication with the force 
and the sharing of intelligence. 

Smaller shops falling victim to anti-social 
behaviour would receive the appropriate 
attention, Mr Scott said, adding that this 

From October 1, food businesses 
in Scotland are required to include 
additional allergen labelling on 
pre-packed foods for direct sale 
(PPDS) products.

Similar to Natasha’s Law in 
England, Wales and Northern 
Ireland, which takes effect from 
the same date, the new labelling 
requirements mean all pre-
packaged food must show the 

name of the food and ingredients 
list with the 14 allergens emphasised 
within it.

Food Standards Scotlands’s chair 
Ross Finnie said: “This level 
of transparency is a significant 
step forward in providing clear 
information for people with 
allergies, which can be life- 
threatening if they consume food 
to which they are allergic.”

Examples of PPDS foods include 
sandwiches placed into packaging 
by the food business and sold 
from the same premises, wrapped 
deli counter goods such as cheese 
and meats, and boxed salads 
placed on a refrigerated shelf prior 
to sale.

More information about preparing 
for the new laws can be found by 
visiting TheFedOnline.com.

Scottish food retailers need to prepare for new 
labelling laws from this autumn
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For latest news, deals and views go to:

TheFedOnline.com

Scottish member Javed Iqbal is all set for a shopping 
spree after winning a whopping £10,000 in Camelot’s 
Site, Stock, Sell online quarterly prize draw. 

Three other members were also successful, winning 
£1,000 each. They were Samithamby Sivanantham of 
JK News in Mansfield, Samantha Smith of Elton House 
News in Ipswich and Asif Hanif of North Berwick 
Newsagents in North Berwick.

Javed, who owns Superway-Keystore in Livingston, 
consistently maintained high in-store standards across 
all three months of the quarter, giving him automatic 
entry into the big draw - which hands out a £10,000 top 
prize and 10 £1,000 prizes.

He said: “When I found out I’d won, I was actually 
shell-shocked. I couldn't believe what I was hearing. I 
always used to see other winners of this prize and think 
‘wow that would be amazing to win!’

“After an extremely hard year for everyone, my wife 
and I will take great pleasure in treating our children 
and, if possible, I will use it to help expand my business 
so I can help support my loyal customers even more.”

National Lottery retailers can sign up to Camelot's 
rewards programmes, including Site, Stock, Sell online, 
by visiting www.tnlretailerhub.co.uk.

Scottish retailer 
scoops £10,000 first 
prize from Camelot

LegislationLatest

Future-proofing 
your business

For more information on all these new laws and to find out 
more about our campaigning work, visit: www.TheFedOnline.
com/campaigning-for-you.

All you need to know about the
latest legislation so you and your
business are compliant.

Beating Crime Plan
The government launched new guidelines to help tackle neighbourhood 
crime, including incidences of retail violence and abuse.

Now in place

September 30: Furlough scheme ends
The furlough scheme to protect the incomes of people unable 
to work because of Covid-19 is set to end.

End September: Sausage ban introduced
Chilled products such as mince and sausages can no longer 
be shipped from Great Britain for sale in Northern Ireland.

October 1: Natasha’s Law takes effect
All food produced and packed for sale at the same premises in 
England, Wales and Northern Ireland must be individually 
labelled with a full list of ingredients. Called Natasha’s Law, this 
new legislation follows the tragic death of 15-year-old Natasha 
Ednan-Laperouse who was allergic to sesame and suffered 
a fatal reaction after eating a baguette that did not specify it 
contained the allergen.

October 1: Pre-Packaged for Direct Sale Legislation (PPDS) 
begins in Scotland
Like Natasha’s Law, the PPDS legislation sets out new labelling 
requirements for all pre-packaged food sold by Scottish retailers.

Autumn 2021: Offensive Weapons Act 
Changes to the handling of parcels containing bladed items are 
due to take effect in England and Wales.

January 1 2022: Minimum unit pricing on alcohol
In Ireland, a minimum price of 10 cents per gram of alcohol 
takes effect. This means a standard bottle of wine cannot be 
sold for less than €7.75, while a standard bottle of spirits 
cannot be sold for under €20.

March 31 2022: Proposed end date of business rate relief
The government’s continued support to provide business rate 
discounts to eligible retail and hospitality properties within the 
UK is proposed to end.

April 6 2022: Calorie labelling regulations (England)
All businesses within symbol groups or with 250+ employees which 
provide pre-packaged or fresh food on-site will be required to visibly 
display the kilocalorie (KCAL) and energy content of all products 
which meet the specific criteria.

Coming up
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This is your letters page.  
The Fed wants to hear  
your views and issues! 
Send your letters to: 
anne.bingham@nfrn.org.uk

Read the latest letters to 
arrive in the NFRN mailbag

Your view

Thank you for your letter to the Prime Minister, 
inviting him to be guest of honour at the Federation 
of Independent Retailer’s ‘Shop Local, Shop Little 
Heroes’ competition winner’s reception and luncheon.

The Prime Minister is very grateful to all our frontline 
workers, including independent retailers, who have 
been doing an incredible job going above and beyond 
for their customers. He recognises that independent 
retailers play a vital role in our communities, acting  
as hubs for local people and having a positive impact 
on the communities they serve. 

The past year has been extremely challenging for 
retailers and the sector has undergone a significant 
period of change. Covid-19 has accelerated this period 
of change and raised challenges that we are working 
hard to address, ensuring the retail sector remains a 
key part of our thriving high streets.

The Prime Minister welcomes the support you 
provide to your members and the crucial role your 

members play in supporting our economy and society. 
Unfortunately, due to current diary pressures, it will 
not be possible for the Prime Minister to accept your 
kind invitation, but I hope that all goes well and that 
everybody has a fantastic day.

Thank you, once again, for taking the time to write.

Correspondence Office
The Direct Communications Unit, 

10 Downing Street, London

Number 10 says thanks for going above and beyond throughout the pandemic

Telegraph Media Group (TMG) 
would like to pass on its thanks 
to all NFRN members for their 
support so far this year, and, more 
specifically, for their sterling effort 
throughout June and July during  
the Euro 2020 tournament.

The match kick-off times made it 
impossible for our teams to work 
to the usual, well-established 
deadlines and The Telegraph 
supported the industry decision 
to amend wholesale cut-off times. 
TMG also invested in additional 
print vehicles from our print sites 

to ensure as timely a delivery into 
wholesale as was feasible, though 
we fully appreciate that this still 
placed additional pressure and tighter 
turnarounds at retail. We are grateful 
for all your efforts.

The Telegraph experienced sales 
uplifts on the impacted days, and we 
know our readers greatly valued our 
coverage throughout the tournament.  
Once again, thank you for your 
continued support.

Telegraph Media Group
Buckingham Palace Road, London

Team effort helped Telegraph net extra sales during the Euros
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It’s now eight years since the NFRN Connect service moved 
in-house and it has recouped an astonishing £1 million of 
members’ money in that time.

So far, in 2021 alone, it has recovered more than £50,000 
from missing credits and from restitution from news 
wholesalers and publishers.

Heading up the team, which is based in Bede House, 
Durham, is Andrew Williamson. He is joined by team leader 
Ricky Bowman. There are three Connect advisors - Anna 
Duffy, Ben Storey and Kayleigh Shaw - who, together with 
Andrew and Ricky, take members’ telephone calls and 
respond to emails regarding complaints around supplier 
service levels. These will be pursued with news wholesalers, 
publishers and suppliers until a resolution is achieved.

The two remaining members - Rebecca Huitson and 
Stevie-Jayde Lamont - form the Connect sales team and 

they will call you to make you aware of the great benefits 
and deals that your membership provides that will make 
you money, save you money and make business easier.  
They also play a big role in recruiting non-members into 
the NFRN.

Available seven days a week, NFRN Connect is there to 
provide support and assistance on all aspects of your 
business and membership.

Andrew said: “On average the Connect team will field 
around 500 inbound calls a week from people who need 
help and advice, and will make 2,000 calls to remind 
members of the vast array of services, help and support 
available from the Federation.

“The perception is that we are here to deal with 
complaints around service failures from news wholesalers 
and publishers, but we are actually here to help with 

More than a complaints line
Many members will turn to NFRN Connect when they have an issue with 
their news supplies but the seven-strong team can help with so many 
other areas of your business. The Fed finds out how.
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Contacting you

Most members will be aware of Connect’s freephone 
number - 0800 121 6376 - but there is another 
telephone number that we would like you to  
keep handy.

By storing 07563 024513 in your phone, you will 
automatically know that it is NFRN Connect 
contacting you to return  
a phone call, to update  
you on a news wholesaler 
failing or to share details  
of an exciting new service  
or deal. 

To assist, you can scan  
this QR code. 

so much more! Anyone with an issue with any supplier 
should always make Connect their first point of call. We 
will investigate and follow each complaint through until 
we have achieved a resolution,” he explained.

“With a news complaint, if we have exhausted every 
avenue and a solution cannot be found, we will assist the 
affected member in making a formal complaint to the 
Press Distribution Forum (PDF).”

Andrew continued: “We can also provide members with 
information around their membership and the NFRN.  
We will endeavour to answer every question, but on the 
rare occasions where we cannot help, we usually know 
someone else who can!”

Satisfaction guaranteed

To monitor performance, NFRN Connect regularly 
surveys users and, just recently, it scored 98 per cent for 
satisfaction, with 100 per cent of members saying they 
would use the service again and 95 per cent of respondents 
vowing to recommend it to another retailer. 

There for you

The NFRN Connect team is there 364 days of the year to 
assist in resolving your business issues.

The office is open from 7am to 5pm from Monday to 
Friday, from 7am to 11am on Saturdays, and from 7am to 
10.30am on Sundays and bank holidays.

Freephone number: 0800 121 6576
Calling from a mobile: 020 7017 8880
Calling from the Republic of Ireland: 01 453 5822
Connect calling you: 07563 024513

Alternatively, you can email connect@nfrn.org.uk.

5. Although we are based in Durham, 
we try to send a member of the 
team to Federation events so we 
can discuss issues face to face. We 
look forward to seeing delegates at 
Annual Conference in October.

but that’s not true and we do so 
much more!  

3. Since bringing the service 
in house, we have recouped 
£1,000,000 of members’ money. 

4. The largest single amount 
reclaimed following a news 
wholesaler error was £1,122.05  
for late supplies.

1. The NFRN Connect team is 
available to discuss supplier issues 
with members 364 days per year. 
Like most NFRN members, the only 
day it closes is Christmas Day when 
no newspapers are printed. 

2. We deal with a variety of different 
issues. Many members believe 
we are there to help resolve the 
‘traditional’ news problems,  

Why use NFRN Connect?

ConnectMember Benefit
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Andrew Williamson 
Manager
Andrew joined Connect  
five and a half years ago 
as an advisor and was 
promoted to manage the 
team in 2019. When not at work, Andrew can 
usually be found at home playing Pokemon or 
at a Sunderland game.

Ricky Bowman 
Team leader
Ricky was appointed  
to the Connect team in 
February 2020 when the 
operation moved to the 
NFRN’s new Bede House head office.  
In his spare time, he enjoys spending time with 
his family, attending concerts and eating cake.

Ben Storey
Advisor
Ben is Ricky’s brother and
has been a Connect advisor
for 12 months. He is a
self-proclaimed fast food
connoisseur and also loves football and gaming.

Anna Duffy
Advisor
Anna became part of
the Connect team in
January this year. She is a
Torquay United fan and
keen baker.

Kayleigh Shaw
Advisor
When not assisting NFRN 
members, Kayleigh enjoys 
travelling and photography, 
finding new places to 
explore and capturing them on camera. 
Kayleigh joined Connect in February 2021.

Rebecca Huitson 
Sales advisor 
Rebecca also joined the 
team in February. She 
enjoys going to the beach 
and walking along the sea.

Stevie-Jayde Lamont 
Sales advisor
Our newest member of the 
team, Stevie-Jayde joined 
in June, having previously 
worked for Smiths News in its 
Newcastle call centre between 2015 and 2019. 
Stevie-Jayde is passionate about animals, 
particularly her dog Reggie.

Meet the team

ConnectMember Benefit
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Illicit tobacco harms genuine retailers and damages communities. As local 
authorities step up their activities to tackle this scourge, members are urged to 
report their concerns.

Just recently, a staggering 1.25 tonnes of counterfeit 
cigarettes and tobacco was seized and destroyed in 
Stockton-on-Tees, County Durham, after trading standards 
officers joined forces with HMRC as part of a national 
campaign on illegal tobacco.

Commenting on the haul - worth £250,000 - Northern 
president Stephen Tait (pictured below) said: “This is a 
staggering amount considering this is just in the Stockton 
area and has been carried out during Covid-19 times, 
meaning they are unlikely to be illegal foreign imports and 
likely to be pure counterfeits made in the British Isles.”

In June, North East Lincolnshire Council’s trading 
standards team, accompanied by Humberside Police, 
uncovered an estimated £30,000 worth of illicit tobacco 
and cigarettes from three shops in Grimsby.

Smoking out the illicit 
tobacco trade

Speaking after the Grimsby haul was discovered, councillor 
Ron Shepherd, portfolio holder for safer and stronger 
communities, said: “This discovery is just the latest in 
a continuing joint operation by trading standards and 
Humberside Police to uncover illicit tobacco products in 
our borough.

“These products do not meet safety standards and are 
putting lives at risk.

“With the support of the public, we can bring an end to 
this trade. People can make a difference by reporting any 
suspicions they might have to trading standards. We need 
to keep the pressure up on those who sell it.”

This summer, more than half a million illicit tobacco 
products were seized in raids across the Black Country 
after Wolverhampton trading standards officers, supported 
by West Midlands police and Walsall council, acted on 

“With the support of the public, we can 
bring an end to this trade. People can make 
a difference by reporting any suspicions 
they might have to Trading Standards” 
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intelligence and targeted a number of businesses in 
Wolverhampton and Walsall.

Meanwhile, the May edition of The Fed reported on how 
trading standards officers raided a number of Kent stores 
after Ramsgate newsagent and NFRN member Hitesh 
Pandya raised concerns about so-called ‘international stores’ 
operating in the area.

Hitesh told The Fed: “These ‘international stores’ set up as 
convenience stores, but they are really just a front for selling 
illicit cigarettes and alcohol without a licence. One of the 
things that is always stressed by the police is that retailers 
should report all incidents so they can respond appropriately. 
If it’s not reported, they can’t take any action.”

Earlier this year JTI removed gantries from three retailers 
found to be selling illegal tobacco, bringing the total of 
gantries removed to 46. This action sends a clear message 
to retailers that when they are caught, they will face legal, 
financial and commercial consequences. Last month, 
Imperial Tobacco announced that it had removed gantries 
from two shops in Bolton and Banbury after their owners 
were convicted of selling illicit tobacco.

As part of its ‘Suspect it? Report it!’ trade campaign to tackle 
illegal sales of tobacco, September 1 will see Imperial Tobacco 
unveiling its new and improved anti-illicit trade website, with 
the latest information about the latest developments in illicit 
tobacco via an updated news page and Twitter feed. 

TobaccoLatest

To find out more visit www.suspect-it-report-it.co.uk 
and follow @suspect_report on Twitter.

Imperial's anti-illicit trade manager James Hall said: “Illicit 
tobacco remains a serious problem. Between 2018-19, 
estimates show 8 per cent of cigarettes and 33 per cent of 
hand-rolling tobacco were non-UK duty paid, meaning the 
government lost £1.9 billion in tobacco tax revenue. That 
means that since 2000, £47 billion in tax revenue has been 
lost as a result of non-UK duty paid cigarettes or tobacco 
being sold in the UK. 

“With many illicit tobacco sellers having links to other 
organised crime activities, the money raised from the sale 
of these “cheap cigarettes” is often funnelled towards 
other illegal operations. It is, therefore, vital that staff are 
educated and aware of the signs, so that they, alongside 
the store owners, can keep a watchful eye and notify the 
relevant authorities.”

JTI's fiscal and regulatory affairs manager Ian Howell said: 
“The illicit tobacco trade remains a serious problem and 
we are committed to playing an active role in tackling the 
problem. In addition to our policy of removing gantries, we 
have issued over 20,000 take-down notices against online 
sellers of our products and supported nearly 19 private 
prosecutions of illegal tobacco sellers.”

JTI is raising awareness of the dangers of illicit tobacco 
through its Don’t Be Complicit in Illicit campaign.

James Hall added: “Trading Standards can only act on 
information regarding illicit tobacco trade when it’s 
reported to them. Recent figures show a staggering 78 per 
cent of those who are aware of illicit tobacco being sold 
in the last 12 months haven’t reported it. To truly address 
the problem, we need everyone to be alert and take action 
by reporting any suspected illicit activity to the relevant 
authorities, to speak to their Imperial rep about SARA or 
phone Imperial Tobacco directly on 0800 0495992.”

Since the site’s initial launch in 2018, there has been a 
steady increase in reporting, with percentages rates rising 
year-on-year and over 2,858 reports shared to date.



Earlier this year, the minimum age to play The National Lottery changed from 
16 to 18. Camelot caught up with Federation member Aman Uppal to get his 
thoughts on how he has successfully implemented changes for both his staff 
and his customers alongside preparations for the legislation change which 
comes into force on October 1 2021.

Aman Uppal, One Stop Mount Nod, Coventry

 

Legally prepared for change

1. Get ahead of the game - early preparation gives 
you more time to get staff and customers on board

We felt prepared for the change because we worked with our 
franchise partner and our Camelot rep. Our retail sales executive 
(RSE) had given us a timeline to stick to. We were told about it in 
advance, which allowed us to prepare really thoroughly. 

Being compliant ahead of legal enforcement removes any risk from 
us, makes staff feel prepared and lets our customers know that we’re 
“on it.” It’s the best way to do it. Get ahead of the curve.
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Four key things to note

●   Players must now be 18+ to buy and play 
National Lottery games.

●   Players who are 16+ can still claim a prize 
in store, provided the ticket or Scratchcard was 
bought before April 22 2021.

●   16+ play slips will stop working on September 
1 2021, so they must be removed from 
your Playstation and all other storage places 
immediately. They must be replaced with new 18+ 
play slips.

●   From October 1 2021, it will be illegal for 
players under the age of 18 to buy or play National 
Lottery products. Ensure staff correctly ask for ID 
at all times.

Four steps to success 

1. Early preparation gives you more time to get 
staff and customers on board, especially ahead of 
the important legislation change on October 1.

2. If you have any queries about the change, 
check all the literature Camelot has provided or 
ask your RSE.

3. Make sure your staff have access to continuous 
training. It’s so important to maintain your 
high standards.

4. Train your staff to use the 
Challenge 25 policy approach 
so that you’re confident your 
store would pass any mystery 
shop visit.

4. Challenge 25 is a simple and effective 
policy for all age-restricted goods. Make 
sure your staff are always on top of this

I’d feel super-confident we’d pass any Operation 18 
Mystery Shop visit. With all age-restricted products now 
at the same 18+ limit, my staff won’t have to think about 
whether a person looks 16 or 17. The Challenge 25 policy 
applies across the board, and it works really well.

3. Make your staff aware of your 
standards, and hold them to those, 
through continuous training

The thing I liked most about the rule change process was 
the training for my staff. The National Lottery was always 
the one we had to do separately, but now fireworks, alcohol 
- all of it - are covered under one training session due to 
the new 18+ age restriction. It's a one-size-fits-all rule now, 
which makes our life a lot easier.

It was an easy transition. It was just a case of just telling 
staff, “look, do what you do for alcohol.” It was the same 
thing - apply that Challenge 25 mentality. 

2. Get to know your Camelot RSE and 
work closely with them. If you don’t 
ask, you won’t know

For us, it’s about carrying on with our high standards 
and making our staff aware of the changes so they can 
maintain those high standards.

I would also say that if you don't ask, you don’t know. 
If there are parts of the change you’re unsure of, then 
don’t be afraid to ask your Camelot rep; that’s what 
they’re there for. 
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Whether you are anxious about Covid-19, worried about managing your 
budget, or simply looking to improve your health and fitness, NewstrAid’s new 
Wellbeing Suite is here to help!

Industry charity NewstrAid understands how life can be 
unpredictable, complex and demanding. Striking the right 
work/life balance can be difficult in these challenging times. 
We all need to take better care of ourselves and each other 
and everyone needs a little support from time to time. 
NewstrAid’s new Wellbeing Suite, which is supported by 
Hearst UK in memory of industry stalwart Terry Mansfield, 
is designed to help everyone in the news trade face daily 
challenges by helping people to look after both their 
physical and emotional health.

Including a free wellbeing helpline and a wellbeing portal 
featuring a wealth of digital resources, the Wellbeing 
Suite is particularly useful to people working in the retail 
sector. The helpline is operational 24 hours a day, 365 
days a year, so the service is available to you regardless 
of the hours you work. Your call to the wellbeing helpline 
will always be answered by a clinically trained counsellor 

A helping hand when
times are tough

who is professionally qualified to offer support on a 
wide range of issues that can affect your mental health. 
Whether you are anxious about Covid-19, are struggling 
to sleep well, have been a victim of crime, or are worried 
about managing your budget, the helpline is available to 
you, your partner and your staff.
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WellbeingLatest

The Wellbeing portal also has lots of useful content 
on a wide range of subjects relating to your wellbeing. 
Including more than 200 hours of e-learning, the 
information is divided into different sections covering a 
full range of topics to support a healthy body and mind. 

In the Sound Space section there are podcasts covering 
key subjects, such as mental health and work/life balance, 
with new podcasts being added on a weekly basis. The Be 
Calm area offers guided meditation on improving your 
sleep, reducing stress and increasing happiness. Within 
the nutritition area there are hundreds of tasty and 
healthy recipes, while the Fitness section includes videos 
demonstrating workouts for all abilities and levels. 

The Wellbeing section covers many different areas from 
boosting your energy to dealing with cancer, and, finally, 
the Metrics section can help you monitor your health 
and fitness in real time by recording your personal 
details and logging your fitness goals and achievements.

NewstrAid is working hard to make people across the 
industry aware that this resource is available to everyone 
including partners/spouses and dependants over 16 who 
are living at home. Whether you are looking for someone 
to talk to in confidence about your mental health, or need 
inspiration for healthy living, you will be able to access 
information and support by calling the 24-hour wellbeing 
helpline and/or signing up to the wellbeing portal. 

Those all important contact details

To contact the Free Wellbeing Helpline call 
0808 196 2016.

To register and access the Wellbeing Portal visit 
the emotional support pages of the NewstrAid 
website or follow: www.newstraid.spectrum.life/
login?org=news2021. 

For more information about NewstrAid and all the 
support on offer visit: www.newstraid.org.uk.

NewstrAid welfare manager Sinead Flood said: “The 
key to overcoming difficulties is to get help early, and it 
takes courage to take that first step. If you are in need of 
support, visit our website to explore all the information 
that is available, and if you need to talk to someone then 
please do call 0808 196 2016.”

NewstrAid has been providing welfare to people who are, 
or have been, employed in the selling and distribution of 
newspapers and magazines in the UK for over 180 years. 
Helping colleagues who are feeling overwhelmed or who 
are struggling to cope is an essential part of the service 
the charity offers to the industry and the Wellbeing Suite 
has been an important addition to the emotional support 
they provide. Why not check it out today?

In memory of a publishing icon
Terry Hearst was the former president and chief executive 
of the National Magazine Company (now Hearst UK) 
who died aged 81 after contracting Covid-19.

“We all need to take better care of 
ourselves and each other and everyone 
needs a little support from time to 
time. NewstrAid’s new Wellbeing Suite 
which is supported by Hearst UK in 
memory of Terry Mansfield, is designed 
to help everyone in the news trade 
face daily challenges” 
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Retailers urged to 
drive up fundraising 
efforts for charity
Nescafé is taking to the road to raise awareness of 
Macmillan’s World’s Biggest Coffee Morning. Find out 
how you can get involved in this key fundraising event.

To drive up support for this month’s 
Macmillan coffee morning, the Nescafé 
original coffee shop van is touring 
Great Britain and has been parking 
up outside wholesale depots and 
convenience stores to enable retailers 
to pick up coffee and other goodies to 
support their fundraising efforts.

Nestlé customer business manager 
- wholesale & convenience Daisy 
Thompson told The Fed: “In the first 
nine days of the roadshow alone, the 
team collected nearly £800 in cash 
donations. Thanks to NFRN members 
for their support.”

A limited edition Macmillan jar of 
Nescafé Original (95g PMP £2.99) has 
also been produced, with 10p of each 
jar sold being donated to the charity.

The official date for the 2021 
Macmillan's World’s Biggest Coffee 
Morning is September 24 and NFRN 
members are urged to get involved. To 
do so, visit www.nescafe.com/gb/our-
coffees/original/macmillan/.

Fancy a cuppa?
Between now and September 26, 
and from 9am to 12 noon, the 
Nescafé van can be found at the 
following locations.

September 1 
Batleys, Cardiff, Wales 

September 2 
SPAR Carnon Downs, Truro, Cornwall

September 3 
Bluecorn Bakery, Stockton

September 8
United Wholesale Grocers, 
Glasgow City, Scotland

September 9
Filshill Head Office, Hillington 
Industrial Estate, Oldhall, 
Renfrewshire, Scotland

September 10
United Wholesale Scotland, 
Queenslie, Glasgow 

September 11
Keystore, Renfrewshire, Scotland

September 12
Keystore - Joe Watson, 
Renfrewshire, Scotland

September 15 
Batleys, Southampton, Hants

September 16
Bestway Barking, East London    

September 17
Dhamecha Barking, East London    

September 21
HRDV News, Maidenhead, Berks

September 22 
Bestway Holdings, Park Royal, 
London

September 23
Dhamecha Hayes, London

September 24
Dhamecha Head Office, Wembley 
Stadium Industrial Estate, First 
Way, Wembley

September 25
Dhamecha Enfield, London    

September 26
Bestway Enfield, London

“Everyone who registers will 
receive a free fundraising pack with 
top tips to get you started, as well 
as posters, balloons, cake flags, 
tablecloth and recipe ideas,” Ms 
Thompson said.

“Every coffee poured, and every 
penny raised helps us do whatever 
it takes to support people with 
cancer. Whatever your reason is to 
host a coffee morning, your support 
has the power to raise vital funds 
for people living with cancer.”

What does Macmillan do?

Macmillan provides physical, 
financial, and emotional support 
365 days a year to everyone living 
with cancer. Whether you need help 
paying bills, advice on benefits or 
treatment, or want someone to talk 
to, Macmillan has a range of amazing 
services and resources to help people 
living with and affected by cancer. 
For more details call 0808 808 00 00 
or visit macmillan.org.uk.

FundraisingLatest
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Counting down 
to Conference
With less than a month to go, The Fed looks at what’s in store for delegates 
attending Annual Conference.

After a two-year, Covid-19 enforced break, this autumn 
sees the return of our Annual Conference and now that 
lockdown restrictions have been lifted, delegates can 
attend our flagship event in person.

This year, for the first time for seven years, the 
conference is taking place in Bournemouth and will 
run from Monday October 4 to Wednesday October 6. 
Delegates from all corners of the UK and Ireland will 
gather at the Bournemouth International Centre for 
three days of elections, debate and presentations as the 
Federation’s policy is set for the year ahead.

Independent retailers will be debating the industry topics 
that matter most to them and there will be presentations 
from some of our Elite Partners who will share ideas and 
solutions, take questions, and put forward new ways in 
which members can refresh and boost their businesses.  
As always, the conference will give members the chance 
for plenty of networking.

On the first morning, elections will take place for the  
2021-22 senior national officials. For the first time since 
2013, two candidates are running for the position of 
National President. Muntazir Dipoti, who is from the 
North West and is our vice president, is being challenged 
by Narinder Randhawa from the West Midlands.

Jason Birks, from the Northern district, is standing as 
vice president and Shahid Razzaq, who is better known  
as Mo and is from Scotland, is the candidate for deputy  
vice president.

National President Stuart Reddish said: “Having to cancel 
the 2020 conference was a bitter blow, but the health 
of officials, delegates, staff, and guests had to be our 
top priority. Because of the absence of a conference last 
year, this year’s agenda will be jam-packed, which is why 
we have extended the event until Wednesday. Delegates 
attending can rest assured that we are working hard to 
create a safe, worry-free environment. It will be great to 
see them all in person.”

Catch up on Conference online
If you are not travelling to Bournemouth, you can 
follow Conference online. Latest news, including 
elections results, key speeches and the results of 
motions, will be posted on TheFedOnline.com, while 
our twitter posts and Facebook pages also keep you 
up to date on developments. There will also be a full 
report in the November edition of The Fed.

Conference UpdateLatest
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“This is our vision, our goals and our aspirations,” said 
National President Stuart Reddish as he unveiled the 
NFRN’s five-year business plan to national councillors  
in Liverpool in July.

Drawn up by Mr Reddish, vice president Muntazir Dipoti, 
deputy vice president Jason Birks and incoming deputy 
vice president Shahid Razzaq, together with input from the 
Federation’s senior management, the business plan will 
guide the NFRN’s activity from 2022 until the year 2026.

Six clear goals have been identified, together with a 
straight course of action and a clear roadmap to ensure the 
NFRN cements its position as the leading organisation for 
independent retailers. These goals include building on the 
successes achieved over the past three years; maintaining 
the momentum and driving performance; growing 
membership services and benefits; identifying new revenue 
opportunities; protecting the business and its assets; and 
improving the Federation’s market presence and position.

Addressing national councillors, Mr Reddish explained: 
“Our three-year business plan which was unveiled in our 
centenary year, set us on the path to success and this 
business plan will take the NFRN on the next step of our 
journey. We are very excited about it. We believe that it 
will ensure that the NFRN is the go-to organisation for 
independent retailers and that we remain strong and agile 
for years to come.

“It is important that delegates hear and know where we are 
going so they can travel on this journey with us.”

Cementing the NFRN as 
the go-to organisation for  
independent retailers
One of the highlights of next month’s Annual Conference will be the 
presentation of the NFRN’s five-year roadmap. Below, The Fed gives  
a sneak preview of what it sets out to achieve.

“It is important that delegates hear 
and know where we are going so they 
can travel on this journey with us” 

Looking back at the previous three-year business plan, 
Mr Reddish said: “We have a refocused field team that is 
delivering astounding results. We are putting more money 
in members’ coffers, we are communicating with members 
more than ever before, we have better cashflow and are 
sweating the assets. Never has the NFRN had so many 
suppliers talking to us and investing in the organisation.”

Six business priorities have been identified in the new 
five-year plan and these will be explained in greater detail 
during next month’s Annual Conference. However,  
The Fed can advise that these focus around membership 
growth; expanding the range of member benefits; 
increasing advertising levels, events, and sponsorship; 
implementing a tiered membership; achieving growth 
through Savewell; and increasing the organisation’s 
presence and continuing to improve the effectiveness  
of its political engagement activity.

Having received unanimous approval from national 
councillors, Mr Reddish told The Fed he was now  
“excited” about sharing the Federation’s plans with  
Annual Conference delegates.

“I hope that like national council, they will buy-into our 
vision which will move their Federation even further 
forward, bringing in more money and even more benefits 
and services for members.”
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National Council UpdateLatest

Cementing the NFRN as 
the go-to organisation for  
independent retailers

“I hope that like national council, they will buy-into our vision which will 
move their Federation even further forward, bringing in more money 
and even more benefits and services for members”

Five-year plan objectives

•  Build on successes achieved in the last three years.

•  Maintain the momentum and drive performance.

•  Grow membership services and benefits.

•  Identify new revenue opportunities.

•  Protect the business and its assets.

•  Improve the Federation’s market presence and position.

Five-year plan business priorities

•  Grow membership.

•  Expand member benefits.

•    Increase income from advertising, sponsorship,   
and events.

•  Introduce a tiered membership.

•  Achieve Savewell growth.

•    Increase our presence and improve the 
effectiveness of our political engagement activity.

Three-year business plan successes

•  Offices consolidated into one location.

•  Refurbishment and leasing of Yeoman House.

•  Member focus.

•    Refocused field operations and member  
contact centre.

•  Improved communication channels.

•  Positive cashflow.

•  Assets maximised.

•  Membership in growth.

•  Supplier engagement enhanced.

•  Senior management structure installed.
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Sean Hudson, owner of West Boldon Post Office, 
in South Tyneside, was the most recent winner of 
the Newsagent of the Year award. 

Sean said: “I definitely think it’s worth entering 
the NFRN Awards. We got lots of coverage in the 
local press and local radio on the back of winning 
the award and it has certainly helped us by getting 
that publicity. 

“Our customers were pretty impressed and it 
creates an all round professional appearance for 
your business. Everybody wants to be associated 
with success and customers like to feel they are 
attached to a successful business.

“The fact that they are judged independently also 
adds credence to the awards.”

Don’t miss out on being a winner
Have you entered our 2022 NFRN Awards yet? These have brought many 
benefits and opportunities to previous winners. Here’s what some of them 
have to say.

Roundsman Jonathan Powell, was the last winner of 
the Store2Door Agent of the Year award.

Jonathan said: “One of the main benefits of winning 
an NFRN Award is the fact that it’s a great marketing 
tool for your business. We put it on all our flyers and 
it adds prestige for your marketing material. All the 
big companies put it on their promotional material, 
so it makes sense for independent retailers to do 
the same. 

“People do talk about it. We got a lot of attention on 
social media - as soon as people see you have won 
an award, they ‘like’ it. That means more potential 
customers see it, so it’s better for your business.

“Apart from anything else, we had a great time at the 
awards ceremony in London!”

Jonathan Powell
Store2Door 
Newport, 
South Wales

Sean Hudson
West Boldon Post Office
South Tyneside
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2022 award categories

1. Responsible Retailer of the Year

2. Customer Service Retailer of the Year 

3. Best Use of Technology 

4. Food to Go Retailer of the Year 

5. Sustainable Retailer of the Year 

6. Independent Convenience Retailer of the Year 

7. Symbol Convenience Retailer of the Year 

8. Store2Door Deliverer of the Year 

9. Newsagent of the Year 

10. Community Champion

11. Product of the Year

12. Supplier of the Year

Sandra Tickner
Selection Box  
Pen-y-fai, Bridgend, 
Wales

“One of the main benefits of winning  
an NFRN Award is the fact that it’s a  
great marketing tool for your business”

What are you waiting for?

Download the entry form from TheFedOnline.com. 
The deadline is 4pm on Friday October 15, 2021. 
Good luck!

Sandra Tickner, who owns the Selection Box in 
Pen-y-fai, Bridgend, Wales, was named 
Convenience Retailer of the Year at the 2020  
NFRN Awards.

Sandra told The Fed: “The best thing about  
winning the award was the reaction from our 
customers. They were so pleased for me and 
overwhelmed about how well we had done. They 
were so proud that their village had a shop that 
had achieved this and I had lovely feedback, 
including lots of congratulations cards.

“To be honest, I was more surprised than they 
were. Other members probably have the same 
mindset as me, in that you just think of what you 
do as part of the job, but I don’t think a lot of us 
realise what we actually do for our customers.

“We all know how difficult it is in retail - you 
have to work hard and put the hours in to make 
your business successful - and it’s lovely to be 
acknowledged for what you do.

“My advice to anyone thinking about entering  
the NFRN Awards is to just go for it. To win an 
award gives you such a sense of achievement.  
I was buzzing for months afterwards!” 

Bay Bashir, of Belle Vue Convenience Store in 
Middlesbrough, added the title of Responsible Selling 
Retailer of the Year for 2020 to the list of awards that 
he has won over the years.

Bay said: “To me, entering the NFRN Awards is a 
no-brainer. You’ve got to put your best foot forward. 
Obviously not everyone can win, but if you do there’s 
no better feeling, and if you’re not in it, you can’t win it!

“Winning the award was a proud moment, not just for 
me but for the whole team and the store - it’s a great 
morale booster and it gives everyone a real lift. 

“We got lots of publicity in the local media and there’s 
no better thing for advertising your business and 
getting recognition. Customers love it as well and they 
are happy that their store is a winner.

“An award from the NFRN is a big thing. Suppliers 
recognise it and they know that you are a business that 
trades correctly.”   

Bay Bashir
Belle Vue 
Convenience Store
Middlesbrough

NFRN AwardsLatest
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Vaping and vape products are a great alternative to 
cigarettes and tobacco as they are less harmful and deliver 
nicotine in a much safer way. Many smokers turn to vape 
products as a way of phasing out tobacco rather than going 
cold turkey during the Stoptober campaign.

Supriya Namdeo and her husband Imtiyaz Mamode 
own Wych Lane Premier Shop in Gosport in Hampshire.  
They have a large selection of vape products in a Vape 
Station display located behind the counter. The Fed 
caught up with them to see how vaping products were 
performing in their stores.

Supriya said: “We have a lot of different brands in our 
shop like the Pum Pum Juice E Liquid and we also have a 
‘3 for £10’ offer on a selection of E Liquid brands. We also 
have Vampire vape which is very famous in the market. 

“The sales of our vape products are going well as we have 
a lot of deals and offers which encourage the customer 

“The sales of our vape products are going well as we have a lot of deals and offers 
which encourage the customer to stock up on their favourite flavours”

Stoptober selling opportunities  
With October being Stoptober when Public Health England runs its month-long 
campaign to encourage smokers to quit, sales of vape products are expected to 
rise. The Fed spoke to one member about sales opportunities this presents.

to stock up on their favourite flavours. We have nicotine 
shots and zero nicotine ones and then our range of Pum 
Pum Juice has so many different flavours. We currently 
have 18 or so in stock. The shots are all really going well 
at the moment. 

“Often, we find that our customers are coming in, asking 
for specific flavours that they can’t get elsewhere so 
we always try our best to stock them for them. They 
come and buy six months’ worth of the flavours 
they’ve requested.

“When a customer has a request, we try our best to 
fulfil it in terms of Vape and any other product as well. 
Sometimes we don’t even know it’s available in the 
market until they have requested it.  

“We have tropical, mango and cherry which, in a day, we 
can sell more than 10 or 12 cases of them. Stocking these 
products is definitely working quite well for us.”

StoptoberLatest
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Business EssentialsMember Benefit 

With crippling increases on energy bills looming 
this autumn, now could be the time to consider 
swapping providers. Les Roberts, content manager 
at business partner Bionic, explains more.

How to beat potential 
energy price rises and save 
your business thousands

Energy prices are set to increase in coming months, hitting smaller businesses 
particularly hard. It’s vital to understand the reasons behind the increases so 
you can make sure your business is saving as much money as possible.

It’s been a tough year for businesses everywhere and the effects of Covid-19 have 
been catastrophic for many, but factors such as the ongoing lockdowns, Brexit, and 
unseasonable cold weather, could all be contributing to the price hikes.

Finding the right energy deal sooner rather than later will save you money in 
the long run. At Bionic, we can secure you a contract up to 10 months before 
your current one ends, so get a quote now to protect yourself from price rises.

How to cut your business energy bills

Finding a new energy contract is a quick and easy way to save money on 
your business energy bills. Call us on 0800 8606 857.

Beat the energy price rises in three simple steps:

Enter your details - Give us your business address and we’ll use 
smart data to accurately find and understand your energy usage.

Get your quotes - One of our UK-based tech enabled experts 
will compare quotes across our vetted panel of UK suppliers and 
present your results back in a short call. 

Leave the rest to us - we will proactively search our panel at 
each renewal to ensure you never overpay for energy again.

*Of Bionic customers who made a saving on a three-year business energy contract between January 
2020 and May 2020, the average amount saved was £1,305.

 “I spoke with Jean at Bionic 
who was professional and very 
easy to deal with. The process 

was straightforward and easy to 
navigate and resulted in savings 
on my business energy contract. 

I’d recommend the Business 
Essentials service to other 

NFRN members.” 

Don’t just take our word 
for it!

Here’s what one of our latest 
members who has enjoyed big 
savings with Bionic has to say:

Yasir from 
Yasir Newsagents:

1

2

3
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He said: “I would say that about 90 
per cent of the journalists on the TV, 
radio and newspapers have followed 
me on Twitter now, because they 
want to see the front pages first 
thing in the morning. And they do 
communicate with me. They DM 
(direct message) me and talk. All 
these people now know me on a 
first name basis. 

“Eamonn Holmes has been in 
contact with me at different times, 
he’s from this area. I’ve also has 
shoutouts on the LBC with James 
O’Brian,” Eugene continued.

“The newspapers also get in contact 
with me. A national paper once 
asked why I didn’t include it every 
day. Sometimes, when there’s been 
a price rise, without giving us our 

Northern Ireland

Members reign supreme in prestigious        high street awards
Three members have been recognised as Northern Ireland 
High Street Heroes by the Irish News. 

Crawfords Supermarket in Maghera was voted as the 
top convenience store and community Covid-19 
Champion, as well as being voted the best overall
independent retailer.

Swifts Eurospar in Lisnaskea won silver in the contest for 
Best Off-licence, and Mace Ormeau Road won bronze in
both the Convenience Store and Community Covid-19 
Champion categories. 

The awards were created to celebrate the brilliant work 
independents retailers do and for the local community 

to show their appreciation. Members of the public 
could nominate and vote for their favourite 
independent retailers, be they butchers, bakers or 
convenience stores.

On the High Street Heroes awards, Crawfords 
managing director Jonathan Crawford (pictured with 
colleagues) said: “We are beyond honoured to win 
these three categories in the Irish News High Street 
Heroes 2021 awards.

“We are overwhelmed with the support from our
local community and so thankful for all their votes. 
Thank you to our staff that have worked hard to 
serve the public throughout the pandemic.

Eugene holds the front page and 
boosts newspaper sales
Ballymena newsagent Eugene Diamond 
has come up with an innovative way to 
promote newspapers on social media. 
Every day, at the crack of dawn and 
well before the morning news has 
aired, he posts pictures of the front 
covers of the newspapers for his 3,950 
followers on Twitter. 

Eugene, the owner of Diamond News, 
told The Fed: “I thought that people 
might buy an extra newspaper and it 
actually does work. I do find the odd 
person who comes in and says ‘I saw 
that this morning on your Twitter, so 
I’ll take that paper as well as my usual.”

It’s not just Eugene’s customers who 
enjoy seeing the front pages on his 
Twitter feed every day, journalists 
from all over the UK and Ireland stay 
informed by following him.

fair share, I’ve stopped putting their 
paper in for a few days.”

“Believe it or not, the regional bosses 
for a lot of these papers have called 
to talk to me because I’m basically 
just promoting their papers. It’s a 
dying market but I still call myself a 
traditional newsagent.”
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Members reign supreme in prestigious        high street awards
“This award is very much appreciated by us because it was voted 
for by our amazing customers and we cannot thank them enough.”

Announcing the winners, Annette Small, Irish News group 
marketing and communications manager, said: “A hearty 
congratulations to Crawfords and to the Ormeau Road, as  
well as to the winners of all the other categories in what has, 
yet again, been a hugely successfully initiative.

“The High Street Heroes Awards celebrate those exceptional 
independent business owners or employees who have gone 
above and beyond for their local high street. We received 
a record number of entries this year, which reinforces 
the importance of the high street as the life and soul of 
communities across Northern Ireland,” she added.

… And also remember to check your 
news bills to avoid being overcharged

Check your bank statements for 
unnecessary payments, says Ken

and was taken to court over this 
reoccurring payment.

“It’s the same with technology 
where it says click to agree the 
terms. You just click without 
reading the terms and conditions 
and might not realise that it’s an 
ongoing payment.”

Ken’s advice is clear: “Make sure 
you check your bank statements.”

Life member Ken Chapman is warning 
colleagues to regularly check their bank 
accounts for reoccurring payments that 
they may be unaware of. 

He said: “It can be set it up with 
anybody. They do notify you 
somewhere, could be through an email 
or an old letter, but these can be easily 
overlooked. Then if you don’t cancel 
the payment through the firm, it 
could go on for years and years.” 

Ken continued: “I’ve had this problem 
myself. The bank wouldn’t cancel 
the payments because it’s nothing 
to do with them. The supplier must 
cancel it. At the moment you can’t get 
through to anybody. The phone lines 
are full or the people on the helpline 
are working from home, so it takes an 
age to direct you to the right place.  

“My brother-in-law had the same 
problem with an old BT account, 

“If you don’t check your account and 
something like this happens, then  
the amount would soon build up.” 

She added: “Members should check their 
delivery charges, returns and everything. 
Every penny’s a prisoner.”

After Lucia explained the overcharging  
to NFRN Connect, the issue was resolved, 
and she has been recompensed.

County Tyrone retailer Lucia 
Hughes is urging members to check 
their news bills after discovering 
that she was being charged for a 
seven-day supply of newspapers 
and magazines when she only 
received deliveries from her news 
wholesaler six days a week.

Lucia, of Top News in Omagh, said: 
“We do not sell papers on a Sunday 

in my store. One day I checked my 
records and my Newspread costs 
had gone up. I spoke to another 
member about it and said, ‘they 
must be charging me for seven  
days instead of six!’ 

“I haven’t been selling papers on a 
Sunday now for 15 years. Obviously, 
it was an error, but it shouldn’t 
have happened.”

Northern IrelandDistrict
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Minimum unit pricing on alcohol 
could drive shoppers over the border

Republic of Ireland

Big discount promotion to say thank you 

Your discount will appear on your invoice as a product 
with the description ‘Special Discount’ and will either 
be for €20 or €40 if spending over €200. Terms and 
conditions apply. 

To thank members for their sterling efforts throughout 
Covid-19, the NFRN and Ireland’s biggest cash and 
carry, Value Centre, have teamed up for an exclusive 
and exciting promotion.

Up until October 16, on one spend with Value centre, 
members will be entitled to a special €20 discount. 
Spend more than €200 and the discount will double  
to €40. This one-off discount applies whether you are 
an existing Value Centre or a new one.

Value Centre has 22 branches nationwide. To claim  
your discount, you will need to contact your nearest 
depot to advise that you are a member of the NFRN. 
You will need to quote your name, NFRN membership 
number and preferred contact number. Visit the ROI 
district page on the NFRN website, TheFedOnline.com 
for contact details.

Under the new law, a 10 cent-per-
gram floor price of alcohol will be 
introduced. This means alcohol 
products such as wine that typically 
would retail at €5 will now have a 
minimum price of €7.75. 

As plans progress for the introduction  
of minimum unit pricing on alcohol early 
next year, Republic of Ireland president 
Martin Mulligan has expressed concerns 
that people looking for a bargain could 
be tempted to shop over the border in 
Northern Ireland. This is because similar 
measures here are not expected until 
2023 - at the earliest.

Martin told The Fed: “I am sure it  
will create some issues along the border 
but, generally, it is the right thing to do.”

He added: “But we would prefer if 
Northern Ireland would move as well.”

Previously, Martin gave a cautious 
welcome to MUP, saying it would level 
the playing field between smaller shops 
and supermarkets.

Due to be implemented on January 1 
2022, MUP is a targeted public health 
measure aimed at reducing the harm 
among Ireland’s heaviest drinkers. 

According to Alcohol Action Ireland, 
the country has the third highest level 
of adolescent binge drinking, with 2018 
seeing an 80 per cent increase in the 
number of children under 16 admitted 
to hospital for alcohol-related incidents. 
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Pro Print

The Fed enters Magazine Heaven - the magazine metropolis in Rushden, 
Northamptonshire - to see why it is an award winning store. 

Combining nature, multinational stores, and 
independent retailers, the Rushden Lakes shopping 
centre creates an excellent shopping experience for the 
people of Northants. All the household names that you 
would expect to see in any shopping centre in the UK are 
there - with one unique exception.

Magazine Heaven, created and run by Bill Palmer, is a 
remarkable store that boasts an unparalleled selection 
of magazines and comics. Indeed, the store has the 
largest collection of magazines on sale in the UK, with 
more than 3,500 different publications. 

That’s one of the reasons why Bill and his team won  
the Professional Publishers Association (PPA) Award  
for the best magazine retailer, as selected by some  
of the biggest leaders of the UK publishing and  
media industry.

The best and the worst

The Fed interviewed Bill to find out more about the 
store’s unique concept and how it came to be.  

“My background involved a lot of travelling so I sort 
of got to see the best and worst in terms of magazine 

retailing globally. Magazine Heaven is a lot of what I’ve 
seen and liked from these other retailers from across the 
globe, all put into one package,” Bill explained.

“We did a lot of work on space planning and stuff like  
that before we even went into the concept of design for 
the store, as spacing and our displays are so important 
to us. Our store is set out so, no matter where you are, 
nothing is blocking your line of sight to seeing all the 
magazines on display all around the walls.

Top of the magazine shops

“Our store is set out so, no 
matter where you are, nothing 
is blocking your line of sight 
to seeing all the magazines on 
display all around the walls” 
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Pro Print
“We realised the store had to be a minimum of 2,800 
square feet. Otherwise, you can’t physically display  
all the titles in the way you would want to. We have 
1,600 magazines that are fully faced in the store. 
Our racking has been specially designed to take 
six magazines, with a gap between them that is 
equivalent to the width of an iPhone. This is so each 
magazine is framed on the shelf, like you're in an art 
gallery. When you stand next to a fixture, you can 
see everything, even stuff at floor level. We wanted 
customers to be able to see everything; that was our 
main goal when setting up the shop.” 

Unique concept

Initially, Bill had considered setting up shop in the 
Trafford Centre in Manchester.

“But it was just too far for us to travel. We needed 
something close to where I live so I could keep an  
eye on it. Luckily The Crown Estate, one of the 
biggest landlords in the country, was launching a  
new retail concept in Northamptonshire, which was 
15 minutes from where I live. They were looking 
for independents, local retailers, start-ups, anything 
new as they wanted to bring something different to 
the retail park to diversify its offering. We ticked  
all the boxes and they really helped us to get it off 
the ground,” said Bill.

“We now have customers that come from hundreds 
of miles away to our store. They come and fill up on 
magazines once a month because they literally can’t 
find the range anywhere else in the UK, not even 
London. There are some specialist magazine stores  
in London, but these tend to be quite small with highly 
specific and curated ranges. So even our art or literary 
section will probably be bigger than theirs, as we stock 
anything and everything. Our ethos is that there is no 
barrier to entry in our store, we stock start-ups, self-
published works, and even imports.”

The magazine industry has been in decline for a while, 
with the Audit Bureau of Circulation (ABC) reporting 
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that UK magazine sales fell by an average of 6 per 
cent year-on-year in 2020. This, however, is not a 
deterrent to Bill.

He said: “One thing I found interesting was that, 
when we first came up with the idea for the store,  
the magazine industry had been in a double-digit 
decline for 10 years. Everyone said ‘are you mad? Print 
is dead!’ But it isn’t. People love print. Young people 
especially like print because they’ve been brought up 
with tech. Being brought up with digital and having 
constant access to different types of technology 
means they think print is very cool because it’s  
new and rare to them.

Something for everyone

“When people come into the shop, and this is  
where magazine stores are different from bookshops, 
there’s always something for you there. It doesn’t 
matter if you’re an old boy who likes fishing or you’re 
into fashion, you’re a student, or you’re a real music 
head, or you want a niche American film magazine, 
there’s something for everyone. Even kids!”

While few NFRN members will have the space for 
such an extensive a range of magazines, Bill does  
have some tips for retailers interested in improving 
their offering.

He said, “The one thing I’ve learnt from having 
this store is that if you expose the customer to 
everything, and they can clearly see all of your 
products, you really do get a high degree of  
impulse purchases.

“I know most newsagents do not have the space 
that we have, but less is more sometimes. It’s 
about getting your ranging right and not just 
stocking everything the supermarkets stock 
because that isn’t always what people want to 
buy,” Bill said.

“You take something like Thrasher magazine. I sell 
more copies of Thrasher to young kids who like 
skateboarding than we do of Good Housekeeping,  
or Hello! That’s the sort of thing people want to 
read because they can pick up those other types  
of magazines anywhere.”

“It doesn’t matter if you like 
fishing or you’re into fashion, 
you’re a student, or you’re 
a real music head, there’s 
something for everyone” 

Member SpotlightPro Print
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Pro Print

Once the bane of news retailers’ lives, magazine and newspaper 
subscriptions are now a lucrative proposition. The Fed explains why.

Previously, direct newspaper subscriptions were 
frowned upon at the NFRN for taking away customers 
and sales which many independent retailers believed 
would never return.

Today, and with consumers always on the lookout for a 
bargain, retail subscriptions form an important part of a 
news retailer’s business as they can lock in loyalty for many 
years. In fact, the Telegraph’s national sales controller Paul 
Reeves believes that driving subscriptions firmly places the 
news industry back in retailers’ hands.

He said: “Winning and retaining newspaper customers 
remains the backbone to many independent stores and 
news delivery specialists. Now is the time for retailers to 
engage their customers to commit to a subscription and 
earn additional revenue in the process.

“Driving subscriptions helps put the future of the category 
and news industry back into the hands of the retailer.”

Mr Reeves added: “We are proud to be working closely 
together with the NFRN and retailers to maximise and retain 
our print customers, whilst simultaneously protecting the 
printed product and the newspaper category. 

“Locking in new print subscribers to your store or HND 
business increases frequency of purchase, provides greater 
revenues and ensures that together, we maximise and 
retain our print customers, thus protecting the printed 
product for the future.”

The i’s Paul Bacon (pictured right) 
agrees that retail subscriptions 
should be a key part to any news 
retailers’ business.

He said: “i has always 
benefitted from word of mouth as 
newsagents recognised its appeal of 
being impartial, trusted and engaging 
and were able to suggest the title to lapsed 
and dis-engaged newspaper readers. In April the I’m On 
Your Side offer allowed retailers to directly target new 
subscriptions and the take-up rate reflected the influence 
newsagents clearly have on their customers. At i, we use 
various methods and mediums to communicate our brand 
values and offers to the public, but our voice is always 
loud when the message comes via actual newsagents as 
customers know they can be trusted.”

Offering and - in turn - converting customers to retail 
subscriptions is easy, explained NFRN head of news  
Brian Murphy.

“All you need to do is display the marketing material 
that the publishers provide, promote the offer face-to-
face and encourage your customers to contact the 
relevant publisher. 

Extending customer loyalty 
through subscriptions
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Retail SubscriptionsPro Print

“Research shows that a customer who takes a retail 
subscription is also far more likely to stay shopping where 
they heard about the opportunity. In the case of the 
Daily Telegraph, there is a £50 reward on offer for each 
subscription taken up.” 

“Members up and down the country are earning extra cash, 
as well as maintaining their existing profit margins and 
keeping their customers happy through excellent discounts,” 
Mr Murphy said.

He continued: “The future of retail subscriptions is only set 
to grow. We expect more newspapers to follow the Telegraph 
and the i in offering retail subscriptions and with demands 
for space on news shelves increasing, we will be exploring 
opportunities with magazines publishers.

“As a first step, we are looking to expand store shop save 
services by providing customers with an option to a buy 
one-off publication through QR codes displayed in stores.  
In time, we hope to be able to follow a similar path to that 
adopted by the Telegraph. Keep reading The Fed for more 
information on this over the coming months.”
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This promotion was followed up with 
extra opportunities to sell more of the 
wide-ranging collectables products from 
Topps and Panini. Meanwhile, with 
interest still high in the Royal Family and 
in reality TV programmes such as Love 
Island, sales of titles like Hello! and OK! 
are already buoyant, but by working with 
their publishers, Newspro retailers can 
sell even more copies.

On the horizon is a members’ cash 
incentive on Future Publishing’s 
best-selling TV listings titles, What’s 
On TV, TV Times, and TV & Satellite 
Week. Nearer to Christmas, and to 
give Newspro retailers even more 
opportunities to grow sales, we will be 
working with key brands, such as Good 
Housekeeping and Radio Times. 

NFRN head of news Brian Murphy said: 
“In previous editions of The Fed, my 
colleague Jerry Hayes has explained the 
journey that Newpro has embarked on 
to become the best-in-class management 
solution and an £80 million success story.  
But we never stay still!

“With supplier interest and participation 
growing, Newspro is now running regular 
consumer and retailer-facing promotions 
for its members to help boost sales.”

Underpinning this exciting activity, 
the Newspro team continues to make 
retailers’ involvement in the category 

Pro Print

Thanks to a host of benefits - including the fact 
that it is free to join - belonging to Newspro, our 
news management service, is a no-brainer. The Fed 
discovers why.

As well as taking the pain out of 
managing the ever-demanding 
newspaper and magazine category and 
delivering annual cashflow savings of 
£500, Newspro has been joining forces 
with leading magazine publishers to 
put money into your tills.

Throughout August, for example, 
Newspro members received extra 
copies of Future Publishing’s leading 
women’s magazines, including Chat, 
Woman’s Weekly, Pick Me Up! Woman 
and Woman’s Own - all of which 
traditionally see summer sales increases 
of up to 15 per cent. Newspro retailers 
were urged to display these extra copies 
at the till, along with pos material, to 
capture valuable impulse sales.

Why joining Newspro 
is a no-brainer

easier by implementing a magazine 
range in line with how the multiples 
operate but with local flexibility. There 
is also best practice advice on shop 
saves and home news delivery.

Mr Murphy said: “We are committed to 
providing Newspro retailers with the 
best support and opportunities for their 
businesses. We are constantly striving 
to look at ways to help them save and 
make money, as well as making the 
category easier to manage.”

To learn more about Newspro or 
to join, call 0800 121 6376 or 
email newspro@nfrn.org.uk.

To maximise promotional 
opportunities

Display titles and pos 
material prominently.

Do not early return 
promoted product.

Check availability and 
request extra copies from 
your wholesaler.
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Panini’s Premier League Adrenalyn XLTM Trading Card game is back  
for the 2021/22 season with new categories, a revamped look, 
and more fun than ever before! The Fed reports.
With a stunning redesign, Panini’s world-renowned 
trading card game hit shelves in the UK and Republic of 
Ireland on August 5 and features top talent from across 
the Premier League. Early data suggests a significant 
year-on-year increase in RSV, which is expected to grow 
further once the new Premier League season kicked off. 

Premier League Adrenalyn XLTM is the only card 
collection on the market to offer all 20 teams in their 
new-season strips, making it a must-have for gamers, 
collectors, and all true football fans. The collection 
contains 464 cards, as well as 30 incredible Limited 
Editions, including brand-new 3D-effect lenticular 
cards and four printed signature variants. 

As an exclusive to this collection, a small number of 
lucky fans will find ultra-rare cards featuring actual 
autographs from world-class footballers.

Not surprisingly, Panini has also invested heavily in an 
impressive marketing campaign. This will include:

•  National newspaper campaign, including an inserted 
packet of free cards to sample to consumers for  
maximum reach.

• TV, radio, digital and social media investment. 

•  Working with the Premier League, footballers and 
influencers.

•  Cover-mounting packets and unique Limited Edition  
cards across a large proportion of football titles. 

•  Sampling of products through our extensive grassroots 
club partnerships and community teams.

Point of sale packs containing a letter with all 
collection details and marketing timings, a window 
poster and shelf talker to aid displays have been 
allocated to all independents stocking the collection, 
but please get in touch with Panini should another  
pack be required or for requests for a floor standing 
display unit (FSDU).  

An FSDU offers a great way to display all product lines, 
while capitalising on the strong Premier League brand.

Requests for a display unit or extra packs can be made 
by emailing rsmith@panini.co.uk. 

Panini’s circulation director Rebecca Smith said:  
“We wish you every success with the collection, and 
look out for Premier League Adrenalyn XLTM PLUS, 
featuring an update set of cards, including all of the 
latest new signings.”

Taking trading 
cards into the  
Premier League
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Helping to raise money for 
health-related good causes
Since its launch in 2011, more than £120 million has been raised for good 
causes through The Health Lottery. The Fed caught up with its marketing 
and retail manager Carly Troullis to find out more.

So, what exactly is The Health Lottery and 
how does it work?

The Health Lottery is not a national lottery. It is 12 local 
society lotteries with each one representing several 
local authority areas across Great Britain. Each society 
lottery is licensed by the Gambling Commission and 
will raise money for health-related good causes within 
their respective areas. Each local society lottery takes 
turns at participating in the draw so that every area in 
England, Scotland and Wales gets an appropriate share 
of the monies raised.

Details of when each society lottery is running are 
shown on the Health Lottery Retailer Licence, which 
must be displayed near the tills in participating stores 
and is on our website. Every month a different region 
benefits from the Health Lottery draws that take place, 
supporting local grassroots projects and charities.

We are committed to tackling the scourge of health 
inequality in Great Britain. People’s Health Trust 

ensures that funds raised through The Health Lottery  
are granted to the grassroots causes that need it most. 
These health and wellness charities deal with issues 
affecting a large proportion of the population, such as 
access to mental health treatment and support programmes. 
Lottery charity funding has long been a viable way for 
organisations to fund much needed programmes.

Our prize structure ensures a minimum jackpot of 
£25,000 in each draw. In addition, free prize draws 
every Wednesday and Saturday offer a cash prize of 
£100,000. Players will automatically enter one of these 
by purchasing a ticket for a main lottery Wednesday 
and Saturday draw, at no extra charge.

You mentioned the importance of grassroots 
and local engagement, so how does the 
Health Lottery support local causes? 

At the core of our organisation is a belief that 
communities never lack ambition, although occasionally 
they lack funding. We have never needed to set up a 
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Watch out for your new Retailer Licence

Health Lottery retailers will soon be receiving their 
new 2021-22 Retailer Licence, which is to replace 
the current licence which expires on November 26.

Your new licence - which will be available in both 
A4 paper format and as a shelf sticker - must 
be positioned prominently in your store before 
November 26 so it can be easily seen.

Health Lottery compliance manager Jonathan 
Pannaman told The Fed: “The correct display of a valid 
Health Lottery Retailer Licence is a requirement of 
your authority to sell Health Lottery tickets. 

“The new licence incorporates an age restriction 
notice and important information from the Gambling 
Commission that is required to be communicated to 
players at the point of purchase or on the customer 
journey to the till area in your stores.

“We are grateful to you for your co-operation  
and for playing an important part in supporting 
local communities to tackle health inequalities and 
isolation,” Mr Pannaman said.

As well as replacing current licences, Health Lottery 
retailers are reminded to remove the existing 16+ 
sticker that is currently displayed in stores.

community project, they are already there. The grassroots 
organisers that hold our provincial towns and city centre 
communities together are never short of ideas. We’ve 
seen it all: community pools, coffee clubs, football teams 
and all the rest. No matter what the activity, the goal is 
always to tackle social alienation, bring people together 
and have some fun. We work with the People’s Health 
Trust to provide funding to these causes and further these 
admirable goals through the funds generated by people 
playing The Health Lottery. It really is as simple as 
“every ticket you sell goes towards a worthy cause.”

You have an ongoing campaign, caring for our 
communities. What is its goal and is it different 
from how you normally support causes?

The Caring for our Communities campaign is a really exciting 
opportunity to really get people involved in our efforts.

The campaign will send us on a virtual tour of the country, 
highlighting the contribution of local retail partners and 
local causes in their local newspapers and community media. 
We will learn about the local benefits of our lottery funded 
projects, while also working with our friends at the People’s 
Health Trust to really hone in on what social ills we are 
trying to help people free themselves from. Is it physical 
fitness itself? The football teams and community gyms 
spring to mind, or is it loneliness, isolation and relative 
exclusion as a result of economic circumstance? We will look in 
on how money raised by communities can help communities. 

How can retailers get involved? 

In one of two ways. The first is largely down to their own 
availability and visibility. You can download a poster which 
shows your support for the Health Lottery and the local 
causes it has funded in your area and display it in your store 
during the campaign’s duration. 

The second way requires you to look out for emails or 
other communications coming from The Health Lottery 
asking you to get involved. You see, we are trying to 
track down where winning tickets have been sold and 
get ticket vendors and winners to meet with the causes 
they have helped support. It’s all about emphasising the 
link between a Health Lottery ticket being sold, and the 
funding that then goes to deserving causes as a result. So, 
we might be in touch!

“Every ticket you sell goes 
towards a worthy cause”

Health LotteryFeature
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NFRN members swept the board as Stars of 2021 in the Independent 
Achievers Academy (IAA) Awards, organised by our subsidiary company 
Newtrade Media. Below we meet them.
Newtrade runs the IAA educational scheme over 12 months to help independent retailers to grow their sales and profits, through 
benchmarking and expert advice. It culminates in a gala event, announcing winners in a range of categories.

National President Stuart Reddish said: “Congratulations to all our members who were recognised at the IAA gala. You are a 
credit to yourselves and the Federation.” 

Stars in their eyes

Meet our stars of 2021

Londis Caterways was recognised as the best shop due to it excelling in all of 
the IAA disciplines, ranking as a finalist in availability, staff development and 
environmental sustainability.

Amish said: “We benchmark because it’s good to get new insight in the business 
and see where our weaknesses are. Because of benchmarking we’ve revised our 
processes and make sure we have the highest standards and routines in place.

“We also visit the best retailers out there, including supermarkets, to find out 
where we can improve. The trade press and supplier and wholesaler events are 
our go to.”

The store also has dedicated vaping concession, Horsham Vape, and a Post 
Office, which bring in steady footfall.

Focusing on service has been key to increasing customer numbers. Amish 
explained: “We did a volunteer scheme, which helped to support shopper 
loyalty, and marketed this online and in-store - as a local store. Customers 
remembered this. 

“Overall, we try to place everything to be a good footfall driver. We also 
produced a whole website on vaping, which helped when vape stores closed.”

Amish Shingadia
Londis Caterways 
Horsham

Overall Best Shop and Availability

Amit Puntambekar
Ash’s Shop 
Fenstanton Huntingdon

Effective Ranging

Amit said: “Alcohol and tobacco 
drive the bulk of our sales. Since 
our refit, fresh has become vital 
and unrivalled.

“With convenience stores typically 
smaller than 2,000 sq ft, it means 
every space and slot must be 
making you money, and effective 
ranging means having products 
on the shelf that sell. If it doesn’t, 
then you need to ask why.

“When we did our refit, we looked 
at our historical data over the past 
year, accounted for seasonality, 
and any line that hadn’t sold was 
delisted. Effective ranging also 
drives profit.”

IAAFeature
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Baz Jethwa
Spar Rocket Stores
Bolton

Merchandising

Besides stocking the typical categories you would 
expect from a convenience store, Spar Rocket Stores 
has its own point of difference in Rocket Eats, selling 
gourmet shakes, burgers, loaded fries and pizzas.

Baz said: “Merchandising is very important to us.  
Customers take note of whether your store is tidy, 
whether products are faced up, and we focus on  
grouping related products together. Merchandising 
effectively and using planograms results in shoppers 
seeing this better.

“In the past 18 months, we have increased our 
fresh offering, introduced a bigger vape area and  
introduced home delivery, which has increased spend 
and turnover. We also introduced more food to go 
products and a wider range, as well as investing  
money into improving the business.

“We’ve increased the product mix, increased fresh 
products and we’re running regular multibuys and 
deals to increase spend and margin.”

Jack Matthews
Bradley’s Supermarket
Loughborough 

In-Store Display

This family-run store is 100 years old this year, and 
Jack Matthews is the fifth generation to take it over.

He said: “We focus on providing for local customers, 
using local products and taking a traditional view, 
while following modern times.

“In-store display is a massive part of retail. As we are 
based in an affluent area, price isn’t our main domain, 
so we’ve been focusing on local suppliers and quirky 
ones to bring something different. We’ll then try and 
change these displays regularly.

“Covid-19 changed our outlook and we completely 
re-fitted the store and changed the shopper missions we 
cater for. 

“We were led by news and magazines, but we’ve 
flipped that and focused on fresh and improved the 
food-to-go offering with the kitchen. The other change 
is we brought alcohol to the forefront of the business.

“Changing our store layout and displays have helped 
boost our overall margin.”

Aman Uppal
One Stop Mount Nod
Coventry

Digital Engagement

As the name suggests, Aman Uppal’s store is a one-stop shop for everything, whether it’s a 
daily top up or a full weekly shop. 

Aman said: “We’ve become a destination store and known for three key areas: food and 
drink-to-go, vape products and premium alcohol. We’re seeing customers travelling further 
across the city to shop with us.

“I’ve always been passionate about digital engagement. I see the link between connecting 
with customers, brands, sponsors and even just generally. It’s become a day-to-day thing. 
It’s a part of my business and there’s not a day goes by where I’m activating a product 
without thinking about how to launch it online. 

“We regularly sell spirits that are more than £50. We never had the market to do this before, 
but by using social media we have found customers who are willing to travel further to us.”
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Baz Jethwa
Spar Rocket Stores
Bolton

Merchandising

H & Jodie’s 
Nisa Local
Walsall 

Marketing to Customers 
Service to the Community

H & Jodie’s is a third-generation store that’s 
embedded into the community. 

Co-owner Amrit Singh said: “Marketing to customers is 
key because it helps you grow. You need to shout about 
your business and all the good things you’re doing.

“Pushing online marketing as hard as we can has 
helped us increase our number of customers, 
combined with our investment on a billboard, as well 
as leaflets that appeared on crossings, highways and 
in local magazines. We also have done like and share 
competitions online, as well as physical events in the 
past year.”

According to Amrit, customer service “is our unique 
selling point and, without it, we wouldn’t be who we 
are. We won’t even sell certain products on promotion 
because it’s bad for people. 

“We worked with suppliers, like Suntory Beverage 
& Food GB&I, to give away 26 pallets of stock to our 
community. We partnered with our local council 
to store the stock and donated products to food 
banks, churches, care homes, community carers and 
emergency services. 

“We also partnered with the local council and  
offered £55,000 worth of PPE, having procured 
£110,000 worth of stock, which went to people in need. 
We secured a van that was built for Covid-19 testing 
outside the store where shoppers could turn up for a 
free test and receive their results in 30 minutes. 

“We’ve done 40 events in the past 18 months, including 
one for the Poppy Appeal. The local community made 
more than 3,000 poppies and we displayed them 
outside for the whole community to see. We posted on 
social media to further drive engagement.” 

Samantha Coldbeck
Wharfedale Premier
Hull

Responsible Retailing

Based in a residential area near to Hull docks, a  
factory and a prison, Wharfedale Premier has a good 
mix of residential and industrial shoppers, and lots 
of passing trade and short stay customers. 

Owner Samantha Coldbeck said: “Responsible  
retailing is the most important of the IAA categories 
to us because we’ve been here for 44 years. We’re 
settled in the community, and we see ourselves as a 
community shop. We’ve seen kids grow up and  
become grandparents. We have a responsibility to 
keep the community as safe as possible. 

“Elsewhere, we’ve really monitored food waste 
to make sure we’re as positive as possible. We are 
keeping an eye on energy costs and debit cards. Very 
few people are using cash now, so we made sure we 
got the best deal with the cards that we’re doing.

“Social media has been hugely important for us this 
year, too. I didn’t think it was right posting things 
through people’s doors, so we stopped leafleting. But 
we explained to younger people online that if elderly 
relatives wanted a free delivery to let them know. 
The older ones weren’t on social media, so we got 
the paper delivery lads to make sure that they were 
being looked after.”

“Marketing to customers is key 
because it helps you grow. You need 
to shout about your business and
all the good things you’re doing” 

IAAFeature
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Arjan was also named as the Rising 
Star in the IAA Awards.

He said: “I’ve wanted to bench-
mark since we participated in 
the Academy in Action in 2019. 
During that visit, my eyes were 
really opened to the fact that 
we had to step it up. The bench-
marking tools are there to help us 
and we weren’t doing that much 
before that we should have been.

“We implemented a marketing 
strategy for online, which
included digital video, getting 
staff involved, which was a result 
of benchmarking. How we review 
our products has also changed. 
We now do a monthly review and 
installing the cocktail bar and 
other innovations is because of 
benchmarking and the IAA. 

“If you want your store to hit the 
next level, then you’ll need the 
IAA’s help.”

Arjan Singh
Premier Morley
Leeds

Rising Star

“If you don’t innovate and continue to do so, you’re going to be left behind  
and your store will fail to get to the next level,” said owner Arjan Singh.

“You’ve got to keep it fresh. We’ve tied in quirky ideas, implemented a fresh 
outlook in our store and customers notice this. If a store doesn’t keep  
innovating and keeping things fresh, they won’t go forward.

“We introduced several new sections and tied it in with our home delivery 
service, promoted it heavily on social media and maximised our full potential. 
Delivery continues to grow, and we’re present on four or five platforms, 
including Food Hub, Morley Eats and Just Eat, which targets a whole new 
market who live quite far from us or can’t visit us. 

“But we also didn’t want to forget in-store, so we added the ‘Welcome to  
Premier’ as a cinema, big night in treat, as well as a new American section  
and a cocktail bar.

“We also invested heavily in vape and have a dedicated display, which is  
modelled after the TARDIS from Doctor Who. Our new dessert bar is 
generating about £1,000 a week.” 

Premier Morley
Leeds

Innovation

For Susan, staff development is vital. “Without my staff I wouldn’t have 
the shop,” she said. “At a multiple, you’re a person, here you’re a valued 
member - we want to know what you’re thinking. 

“We’ve got members of staff that have worked for us for 25, 30 years. 
The team are at the heart of what we do, they are the face of my business. 
If they’re unhappy, then my customers won’t come in, so it’s about 
looking after them and making them feel valued.

“Traditionally, this was a transient site, but we are more neighbourhood-
orientated now because of Covid-19. There’s nothing we won’t do for 
our community.” 

Susan Connolly
Connolly Spar 
Tidworth, Wiltshire

Staff Development

If you would like to register 
for the 2021/2022 Independent 
Achievers Academy, visit www.
betterretailing.com/the-
independent-achievers-academy/.

“Congratulations to all 
our members who were 
recognised at the IAA gala. 
You are a credit to yourselves 
and the Federation”

IAAFeature
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Have a spooktacular Halloween
Next month sees the return of Halloween, one of the highlights of 
the year for children and many adults. The Fed looks at how you can 
maximise sales by taking advantage of trick or treat time.

With Covid-19 hampering most of the celebrations 
last year, children will be itching to get back out 
there and go door knocking with their jack-o’-
lanterns and scary costumes.

Mondelēz International’s trade communications 
manager Susan Nash said: “As we move closer 
to normality, it is important that retailers take 
advantage of the full return of the season this year 
and create some excitement for their customers.

“Over Halloween, shoppers will look to embrace 
returning to the rituals missed during last year’s 
spooky season, such as buying products for trick  
or treating or for hosting a family Halloween party.” 

Confectionery, especially multipacks of sweets 
and chocolates, is an essential for all retailers on 
Halloween, so make sure you have enough stock  
to cope with the extra demand.

New to this season from Mondelēz are Mini OREO 
Spooky Bags - which are larger 
packs filled with eight treat-size 
bags. The pack size means the 
product is great for both trick or 
treating and Halloween parties.  

This year also sees the return of 
the popular Cadbury Goo Heads, 
available in Creepy Skeleton, 
Pumpkin, Frankenstein, Dracula, or Werewolf variants, 
while Cadbury Oreoooo is back for Halloween 2021, 
in the form of a 72g bag of Oreo Mini Filled Eggs with 
Halloween branding, designed for 
strong standout on the shelf. “It is important that retailers 

take advantage of the full 
return of the season this year 
and create some excitement 
for their customers”

HalloweenFeature
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Snacks are another must have for parties and family 
gatherings, with the sharing segment worth £1.3 
billion and growing.

Matt Collins, trading director at KP Snacks, said: 
“Consumers will be keen to stock up on their 
favourite snacks to mark Halloween, and retailers 
should support them by offering promotions  
which suit the occasion, such as trick or  
treating or a family night in. 

“To maximise on the Halloween 
shopping missions, independent 
retailers should consider dual- 
siting and dedicated displays to  
make shopping simple and inspiring 
to further engage consumers.” 

Those who stock fresh goods should consider  
adding pumpkins to their range, for children and 
parents to carve into lanterns. An extra supply of 
candles is also a good idea.

Halloween is no longer just for children,  
however, many adults throw themed parties 
nowadays, so promotions on drinks and party  
food can increase your sales. With 2021 being  
the first year where people can get together,  
some of your shoppers could also be looking  
forward to wearing costumes and dressing up.  
For convenience retailers, this is a product area 
worth considering, but it is important to get the 
range and pricing right. 

Sean’s not scared of Halloween

Sean Hudson, who owns West Boldon Post Office 
and Newsagents, in South Tyneside, goes the extra 
mile to attract customers for Halloween, including  
a spooky display in his shop window (pictured).

Sean said: “Pre-Covid-19, we normally closed at 
6pm, but on Halloween we would stay open for 
an extra couple of hours. I would get made up as a 
scary character, such as a zombie, and we gave away 
free sweets to accompanied children. Now that 
restrictions have been lifted, we are hoping to do 
something similar again this year.”

Trick or sweet treat

Ahead of the spooky season, Hancocks 
has added some vegan sweets to its Pick 
N Mix range. These include a wide range 
of BUBS skulls, including Vegan Cool Cola 
Skulls, Vegan Liquorice Skulls, Vegan Big 
Sour Skulls and Vegan Mini Sour Skull Mix. 

Outside of the vegan range, there is an array 
of new themed Pick N Mix, including 
Monster Jellies, Pumpkin Marshmallows, 
Tongue Painter Jelly Filled Marshmallows 
and Pumpkin Jellies. 

Also new is Bonds new Spooky Mix Shaker Cup, while Crazy 
Candy Factory’s Skull Suckerz are brightly coloured skull 
shaped treats, in a mixed case of flavours including orange, 
strawberry, blue raspberry and cherry.

Bonds of London Single Halloween 
Mallow Pops come in favourite 
Halloween themed characters like 
Dracula, a pumpkin and a ghost.

Hancock’s marketing communications 
manager Chris Smith said: “We firmly 
believe that Halloween themed displays are super important 
in stores. Themed displays support the spooky visuals and 
artwork across our packaging so helps to entice the customer 
in to have a look at everything that we are offering through 
the retailer which translates into more sales!”
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OTL, which was created to support retailers and 
wholesalers in the discount sector, and which offers  
an extensive range of seasonal, stationery, party, and 
health and beauty products, is a valued partner of 
the NFRN’s buying group, Savewell Direct, and can 
provide a range of Halloween essentials at key retail 
price points.

“Independent retailers will 
certainly benefit from the 
incremental sales that our 
Halloween make-up range will  
give them,” OTL key account 
manager Simon Des Rosiers said.

To rival the discounters, who  
offer an extensive Halloween 
range, please contact Savewell 
Direct on 0207 0178 863 for the 
full range of OTL products that 
are available to order. Get stocked 
up from September 10 to October 
18 to receive deliveries ahead  
of Halloween.

Creating themed displays in 
the build up to October 31, 
and having staff dress up in 
spooky costumes on the day, 
will get customers talking and 
increase footfall. 

HalloweenFeature

Mondelēz International’s top tricks for 
the season 

1. Drive sales by focusing on products that help 
shoppers cater for the trick-or-treat or party/
gathering opportunity.

2. Dress up in store and create themed displays to 
get customers excited about the season.

3. Enjoy a longer season by stocking a targeted 
range of best-sellers and new products from the 
start of October.
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Make it a Christmas cracker
It’s never too early to get in the festive mood and let your customers know 
you are there to help make a cracking Christmas.

According to Hancocks marketing communications 
manager Chris Smith, preparation is key to a successful 
festive season.

“The Christmas snacking opportunity is huge for retailers 
and should be capitalised upon ahead of the Christmas 
rush to ensure shoppers are able to get their festive fix. 

“With this year’s Christmas period set to be very different 
to the one that Brits experienced last year, we are sure to 
see priorities surrounding Christmas shopping for 2021 
to be based on getting as much Christmas cheer out of 
purchases as possible. Shoppers are set to go big in order 
to make up for lost celebrations with families, friends and 
co-workers,” Mr Smith added.

Mondelēz International’s trade communications manager 
Susan Nash agrees, adding that the opportunity for 
retailers begins in September and lasts until the end of 
December, with four phases.

The season begins in September, when stores can kick 
off with sharing confectionery for the ‘Big Night In’ as 
the nights draw in, with tubs and pouches being critical 
to success. In October the ‘Self-Treat’ section takes 
prominence, as the core Christmas season really begins 
and shoppers start to treat themselves and loved ones to 
self-treat and novelties confectionery. Come November, 
retailers should begin the ‘Countdown to Christmas’ 
in store with advent calendars and tree decorations. 
December is the time for ‘Christmas Magic,’ when 
shoppers are increasingly looking to trade up, by stocking 
up on gifting and selection packs.

Count down to Christmas

Chocolate calendars are a classic, but for those 
looking for something different, there is the 
Disney branded Story Book Collection. Unwrap 
24 Disney Character story books and enjoy a 
magical festive tale every day in the run up  
to Christmas!

With 120,000 copies sold in the UK in 2020,  
Igloo Books is working exclusively with the 
NFRN and Savewell Direct to offer this Story Book 
Collection to Federation members. More details 
are available in the four-page insert with this 
edition of The Fed.

“Shoppers are set to go big in order to make up for lost celebrations with families, 
friends and co-workers”

ChristmasFeature
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Christmas confectionery

Hancocks offer confectionery retailers an unrivalled 
selection of American festive themed treats, and new for 2021 
is the oversized novelty product Nerds Giant Candy Box, 
available in Lemonade Wild Cherry/Seriously Strawberry or 
Gotta-Have Grape/Seriously Strawberry and a Nerds Advent 
Calendar for customers who prefer sweet, filled calendars. 

For adults, Bonds new Festive Tipples range, with no alcohol 
content but flavours that include rhubarb gin, mojito and 
Prosecco inspired gummies, will provide Christmas spirit 
without the sore head.

Self-selection bags of 
Bonds Candy Stars and 
Vegan Reindeer Jellies, 
meanwhile, are perfect for 
children’s stocking fillers. 

Other fun festive launches from 
Bonds include Pun Box Gifting, 
which is available in Merry & 
Bright, which includes Christmas 
Sparkling Stars and Christmas 
Candy Poles, or Happy Hour, 
which includes favourites from 
the Bonds Festive Tipple range. 

Bonds Sweet Sprinkles is a new assortment of 
six jars including Mini Melon Slices, Snowies, 
Dolly Mixture, Bananas, Pink & Blue Bottles 
and Ice Creams which provides customers with 
treats designed to be sprinkled on top of festive 
cupcakes, hot chocolates, ice creams or shakes! 

Get Christmas sales wrapped up

Jackson’s Comprehensive Retail Supplies is a Savewell 
Direct supplier which offers hundreds of products, 
including cards, wrap, tags, bows and crackers.

One of the biggest impulse purchases during the 
festive period is the traditional value box of cards. 
Jackson’s boxes retail from as little as £1.39 to £3.99 for 
a luxury box. 

No till area is complete without a good selection of  
gift wrapping and this should be on display from  
October onwards, along with matching gift tags.

Bottle bags are a proven impulse purchase winner, 
especially when sited along with your wines and spirits. 
There are more than 60 designs to choose from,  
with a design and price point for everyone.

For more details of the whole Jackson’s range contact 
Savewell Direct on 0207 0178 863.

Making a welcome return to retailers’ 
shelves for the first time in nearly 20 
years are Cadbury Puds, which were 
last on sale in 2003. This is a key 
launch for Mondelēz this season and 
aims to bring new shoppers into the 
individually-wrapped self-eat category. 
Impactful packaging means the 
product will really stand out on shelf 
and capture shoppers’ attention. 

Maynards 
Bassetts’ iconic 
seasonal sharing 
bags also return 
this season, 
with a new, eye-
catching design.  
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Gift cards

Thanks to a new partnership between PayPoint and 
Appreciate Group, the Love2shop gift service is now 
available to all PayPoint retailer partners across the UK, 
giving customers an easy, quick and convenient way to 
buy a gifting product at their local convenience store.

These gift card vouchers can be exchanged online at  
www.love2shop.co.uk to shop at over 30 leading high 
street brands, such as Argos, Halfords, M&S, ASOS, Costa 
and Uber Eats.

With a fantastic increased commission structure of 2 
per cent uncapped for every Love2shop e-Gift Card 
voucher sold by a PayPoint retailer, this coming peak 
shopping season should see an increase in sales and more 
customers visiting their local retailers.

Dressed for success

Boroughbridge newsagents James and Maureen 
Wilkinson dress for festive success every year with a 
spectacular Christmas display in their store windows.

From November onwards, the couple spread some 
Christmas cheer by decking out Pybus Newsagents with 
some sparkling and festive decorations. It usually takes 
Maureen a full afternoon to create the window displays 
and bring some Christmas spirit.

ChristmasFeature
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It’s September. The temperatures cool, the nights draw 
in and summer tans begin to fade. For children back at 
school, summer is soon a distant memory. 

People cling to the last flashes of summer sun and 
steadfastly ignore the fast-approaching Christmas 
season, proclaiming that it seems to come earlier  
every year. Well, for you it really does.

This is the time of year when wholesalers are packed 
with Halloween, Bonfire Night and Christmas products, 
and you know it’s time to clear the decks and make way 
for the seasonal stock. 

You now need to find space to store Halloween masks, 
buckets of sweets, glow-in-the-dark necklaces, fireworks 
- if you stock them - and enough Christmas stocking 
fillers to sink a battleship. 

As a seasoned retailer, you know what you need to buy, 
how much will sell and how best to display it for your 

Make way, here comes 
the seasonal stock 

With Halloween, Bonfire Night and Christmas looming, 
it’s time to prepare your shop for seasonal products. 
Below, the Retail Mutual explains how.

loyal customers. However, sometimes in the mad  
rush, certain things can be overlooked. This is why  
we are sharing our top tips for dealing with seasonal 
stock safely.

Clear the decks

Making way for your seasonal stock provides an 
excellent opportunity to sort out and tidy up your 
stockroom. It’s worth taking the time now to update 
your inventory and make a record of all the stock  
you have. 

If you have been doing this for a long time, you  
will have a good idea of what sells and what doesn’t.  
If a box of Halloween costumes has been circling  
your stockroom for a couple of years, it’s not worth  
buying more of them. 

Keep an eye out for trends and pick your stock  
carefully so you have enough space to store it.
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Rotate slow-moving stock

You’ll know from years of experience the importance 
of rotating your stock. Remember to store slow-moving 
products nearer to the back of your stockroom than  
faster-moving stock, which you will need to access  
more frequently.

If you are holding Christmas, Bonfire Night and Halloween 
stock in your stores at the same time, then store it in the 
season’s order. Just be sure that whatever stock you need 
to access can be reached without clambering over piles of 
cardboard boxes. 

Always think safety first but fire foremost

Think about fire risks too. Are fire exits all clear? Are fire 
doors shut properly or have they been left propped open  
by boxes for convenience?

Keep explosive stock, such as fireworks, away from heating 
devices or direct sunlight. With extra seasonal stock comes 
extra cardboard. Make sure you dispose of it safely to 
prevent slips and trips and that it goes into the correct  
bins. Your external bins should be at least three metres 
from your business premises, as bins for cardboard could  
be a temptation for arsonists. Keep your shop safe and  
think fire first.

Embrace the season and sell your stock

Dedicate areas of your shop floor to seasonal stock and 
encourage your customers to take a look because once it’s 
gone, it’s gone. Be careful not to leave high-value stock on 
display overnight or in blind sections of your shop which 
are poorly lit or have no CCTV coverage, as this can be 
tempting for criminals.

If you find that your stock is not moving as well as you 
anticipated, why not embrace some seasonal marketing? 
You could do something as simple as putting a board in 
front of your shop or, if you’re a little more tech-savvy,  
why not put out a social media post?

If you find the idea of marketing a little daunting, then 
download our free, Wonderfully Simple Marketing Guide 
for Small Businesses - https://theretailmutual.com/
downloadable-marketing-guide/.

Don’t forget to tell us about your stock

It’s not just your customers who need to hear about your 
seasonal stock - don’t forget to tell your cover provider too. 

If your stock value has increased because you have bought 

additional seasonal products, you may not be covered for  
its full value in the event of fire, theft, or damage.

At The Retail Mutual we automatically include a 50 per cent 
increase to your stock cover limit during November and 
December to protect the extra stock many of our retailers 
hold. However, if the items were purchased prior to this 
time, it will still need to be covered separately.

At The Retail Mutual, we charge no admin fees, which 
means if you need to change your cover limits, we only 
charge you for the increase to the cover itself, not for 
updating your requirements.

If you want to know more about seasonal stock and  
keeping your stockroom safe, why not read our blog?  
https://theretailmutual.com/seasonal-stock-and-
stockroom-safety/?

Call. Quote. Covered.

If you want a stronger business for a stronger 
future, choose The Retail Mutual as your business 
cover provider. Since its inception in 1999, The 
Retail Mutual has grown to provide cover to over 
100 different trade types, including retail, hair 
salons, barber shops, and catering businesses.

Why not see what we can do for your business by 
getting a free no-obligation quote? Talk to one of  
our team by calling 0333 2127 263 or start your  
quote journey at www.theretailmutual.com.  
The Retail Mutual is in your corner.

Retail MutualFeature
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29
28

30

Diary dates To include your event please email:
angela.swainston@nfrn.org.uk

Opportunities

World Vegan Day
NEC meeting 
National Stress Awareness Day
NEC meeting 
Joint NEC/NFC meeting 
NFC meeting
East Midlands district council 
meeting 
Diwali 
Bonfire Night 
Eastern Counties district council 
meeting 
London district council meeting
Yorkshire district executive 
meeting 
Scotland district council meeting
Armistice Day
World Kindness Day
Remembrance Sunday
Road Safety Week  
World Cup qualifying San Marino v 
England; Northern Ireland v Italy, 
Scotland v Denmark
Northern Ireland district council 
meeting   
World Cup qualifying Wales v 
Belgium
Northern district executive 
meeting 
Ireland district council meeting 
Cricket Australia v England Five 
Test Ashes Series
Thanksgiving Day
Black Friday
Small Business Saturday
Hanukkah starts
Cyber Monday
North West district council 
meeting 
Wales district council meeting  
St Andrews Day (Scotland)

01
02

03

04

05
09

10

11
13

16

27
26
25

23

15
14

November 2021

London Marathon
Annual Conference, 
Bournemouth
Annual Conference, 
Bournemouth
Annual Conference, 
Bournemouth
Rugby League Super League 
Grand Final, Old Trafford
Belfast International Arts 
Festival (Until October 31)
Entries close for 2022 NFRN 
Awards
Cricket Men’s T20 World Cup, 
India (Until November 15)
West Midlands district council 
meeting
Northern district council 
meeting
Joint Ireland/Northern Ireland 
district council meeting
Rugby League World Cup (Until 
November 27)
Yorkshire district council 
meeting 
North West district executive 
meeting
Halloween
British Summer Time ends

03
04

05

06

09

13

15

18

19

23

31

26

October 2021September 2021

Eastern Counties district council 
meeting*
North West district council meeting*
East Midlands district council 
meeting*
Scotland district council meeting*
National Council
NEC meeting
NEC meeting
Joint NEC/NFC Meeting
NFC Meeting
Last Night of the Proms
Great North Run
CLOSING DATE for final agenda
Standing Orders committee meeting
Standing Orders committee meeting 
Rugby World Cup starts
Northern district council meeting**
20-26 Recycle Week
East Midlands district council 
meeting**
North West district council meeting**
Ireland district council meeting**
Northern Ireland district council 
meeting**
Shop Local, Shop Little Heroes 
luncheon 
43rd Ryder Cup
21-26 Chelsea Flower Show
NEC
West Midlands district council 
meeting**
Scotland district council meeting**
Eastern Counties district council 
meeting**
Macmillan coffee morning
Yorkshire district executive meeting**
South East district council meeting**
London district council meeting**
Wales district council meeting**
South West district council meeting** 

01

02

07
06

08

15

11
12

16
17
18
20

21

22

23

24
27

28

30
*Discussing the preliminary agenda.

**Pre conference unless otherwise stated.

For more information 
about each event visit: 

TheFedOnline.com

The meeting dates were correct 
at the time of going to press.

HalloweenOCT
31

Annual ConferenceOCT
4-6

Macmillan Coffee 
Morning 

SEP
24
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Elite Partners
Get the best deals and offers

The perfect payment experience needs a trusted 
partner - barclaycard can help you take payments 
in-store, on the go and online.

T: NFRN Connect on 0800 121 6376  
E: connect@nfrn.org.uk   www.barclaycard.co.uk

As the UK’s leading food and drink wholesaler, 
Booker's commitment to customers is to improve 
choice, price and service to drive footfall, sales and 
profits in your business. 

Visit www.booker.co.uk to find your local branch.

Nestlé’s wholesale and convenience team covers many 
iconic brands, including Nescafé, Maggi, Carnation 
and Nesquik. Its focus is winning in drinks-to-go.

T: 07884 547511  
E: daisy.thompson@uk.nestle.com 
www.nescafe.com

dmg media, home of the Daily Mail, Britain’s biggest 
selling newspaper. The Mail on Sunday, i news and i 
weekend. We are proud of our longstanding partnership 
with the NFRN and are committed to helping its members 
build their businesses and sell more newspapers.

T: 0345 071 2720  E: retailmatters@dmgmedia.co.uk

Operating the National Lottery, Camelot raises billions 
each year for the public good. Its overall objective is 
to maximise returns to good causes through selling 
products in an efficient and socially responsible way.

T: 0800 840 5060  www.retailerhub.co.uk

Boost Drinks is a functional beverage brand operating 
across four key soft drinks categories; energy, sport, 
protein and iced coffee. Boost is also the only soft drinks 
brand exclusive to the independent convenience channel.

T: 0113 240 3666  E: info@boostdrinks.com   
www.boostdrinks.com/boost-trade/ 

Nestlé Professional operates successfully in an  
enormous marketplace, providing branded, creative 
solutions that help customers develop their businesses, 
ultimately driving footfall and increasing their profit.

E: learn.more@uk.nestle.com 
www.coffeetogo.co.uk

The go-to source of information for independent 
retailers. Newtrade Media’s print publications - 
including RN and Retail Express - are filled with advice, 
exclusive news and industry insights to help you grow 
sales and profits.

T: 020 7689 3384  www.betterretailing.com

Smiths News is the UK’s largest newspaper and 
magazine wholesaler, distributing a huge range of print 
media to 24,000 customers, from large general retailers 
to smaller independent newsagents.

T: 0345 121 2235  www.smithsnews.co.uk

Over 20 years providing independent retailers with an 
alternative to insurance. Offering an extended portfolio 
of products to protect your home, family, staff and any 
landlord properties you may have.

T: 0333 2127 263  E: info@theretailmutual.com 
www.theretailmutual.com

With the biggest and best trading card and stickers 
collections, Panini is proud to be an Elite Partner of the 
biggest independent retail group in the world.

T: NFRN Connect on 0800 121 63761 
E: connect@nfrn.org.uk

An award winning delivery network, averaging 98 per 
cent availability, extensive product range and strong 
own-label brand - including over 2,400 Co-op own 
brand products - means unrivalled service and support.

T: 0800 542 7490  www.nisalocally.co.uk/join-nisa

Reach understands the importance and value of home  
news delivery (HND), working tirelessly at industry 
level and directly with the NFRN on projects to help  
build and support new and existing distribution services.

E: john.howard@reachplc.com

SBF GB&I was formed in 2014 as Lucozade Ribena 
Suntory, and is part of Suntory Beverage & Food Europe. 
Its much-loved soft drinks brands include Lucozade 
Energy, Lucozade Sport, Lucozade Revive, Ribena, 
Orangina and MayTea.

www.lrsuntory.com 

The subscribers first strategy provides a fantastic 
opportunity to work together to sell print subscriptions 
that drive further value for your business and real value 
back to the customer.

T: NFRN Connect on 0800 121 6376   
E: retailsupport@telegraph.co.uk  www.telegraph.co.uk

NFRN Connect is your membership helpline
The team is here seven days a week to provide support and 
assistance on all aspects of your business and membership.

Call today on 0800 121 6376 or 020 7017 8880 or 
01 453 5822 to see what we can do for you.

Red Bull is the UK’s number one energy drink and one  
of the most revered consumer brands worldwide. Now 
available in over 170 countries, over 75 billion cans of 
Red Bull have been consumed since the brand’s inception 
in 1987, helping to give wings to people and ideas. 

T: 020 3117 2000  www.redbull.com

JTI sells some of the most well known brands of 
cigarettes, cigars, hand-rolling tobacco, tobacco free 
nicotine pouches, heated tobacco and vaping products. 
It is committed to supporting retailers via its sales reps 
and www.jtiadvance.co.uk.

T: 0800 112 3401  www.jtadvance.co.uk
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NFRN Elite PartnersLatest

Coming next time...
• On the eve of Annual Conference we bid a fond farewell to National President Stuart Reddish

and look at some of the highlights of his two year reign.

• Our masterclass in merchandising sees members and suppliers sharing display tips so shoppers 
visit your store and not your competitors.

• Plus all the usual news, views and opinions.

One of the most well-established businesses in the UK, Menzies Distribution 
was founded over 187 years ago when a Victorian entrepreneur built a small 
newsagent business into a national chain. We play a critical role in the 
newstrade end-to-end supply chain, distributing in excess of 29,000,000 
newstrade products weekly. Print media products are received in bulk from 
print sites, picked and packed to individual store order-levels, and delivered to 
over 30,000 retailers throughout the UK and Ireland. 

We know our customers require a service they can count on. We regularly 
implement improvements and make investments based on feedback to ensure 
we provide the most efficient operating model and our processes are robust. 
Our national team of experienced retail development advisors, dedicated 
customer service centre and iMenzies application are on hand to support and 
ensure we have a successful partnership that drives sustainable growth within 
the print media supply chain.

As a future-focused business we are committed to delivering a sustainable 
route to market for our newstrade customers, now and for generations to come. 
Newspapers and magazines have many profitable years ahead. We look forward 
to growing our partnership with the NFRN and playing our ongoing role in the 
newstrade end-to-end supply chain to ensure members continue to prosper.  

Website: www.menziesdistribution.com
Email: Enquiries.Headoffice@menziesdistribution.com

Booker is the UK’s leading food and drink wholesaler with branches 
nationwide and is proud to serve Premier, Londis, Budgens and Family 
Shopper retailers.

Booker’s commitment to customers is to improve choice, price and service to 
help them drive footfall, sales and profits in their business. Through offering 
a fantastic range of great value, quality own-brands such as Euro Shopper, 
Happy Shopper and Discover the Choice, as well as the leading brands, Booker 
can meet the needs of any independent retailer. 

Retailers can also have the ease and convenience of deliveries, as well as 
shopping in any of our branches nationwide.

Visit www.booker.co.uk to find your local branch.
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