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Make money

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

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. Enjoy average  
savings of £400 per year.

Free legal 
advice saves

£1,480

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

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 
to see what we can do for you.

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

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

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

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

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

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

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

More members than ever are taking advantage of these great  
deals and services. See pages 18 and 19 to find out more.

Total savings:
£3,897

EMF BUSINESS TRANSFER AGENTS
Selling your business? 
We offer 10 per cent off sales commission 
fees (Minimum £500).

E: info@nfrn.org.uk
W: TheFedOnline.com
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National President’s WelcomeLatest

Stuart Reddish
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Being National President of this great organisation  
of ours is a huge honour and, for me, it has been especially 
humbling to have had the unique opportunity to serve you 
for two and a half years.  

During that time, Covid-19 has certainly contributed  
to the challenges that we have all faced and my term of 
office has been eventful, to say the least. But I hope that 
you will agree that much has been achieved in making your 
NFRN membership even more valuable than before. As 
well as enhancing the many services and benefits we offer, 
we have significantly increased the number of deals we are 
running, along with the uptake from members on these. 
You can be sure that belonging to the NFRN will make  
you money, save you money and show you easier ways of  
doing business.

Much of this edition of The Fed is devoted to looking back 
at the progress we have made and the steps we have taken 
to bring your organisation back into your hands. After 
reading this issue, I hope you will agree that the NFRN 

has moved forward in leaps and bounds and that, as well 
as meeting your expectations, your Federation is on much 
firmer foundations.

Of course, everything that has been achieved has been 
a team effort, and I must thank the NEC, national 
councillors and all the staff for coping so admirably 
with everything thrown at them whilst continuing to 
provide an excellent service.

As you read this, I will be handing over the chain of office 
to my successor. But this is not the last you will hear from 
me! As immediate past president, I promise to give the 
new National President my full support and I know he will 
carry on the good work with the same degree of passion.

Before closing, a special thanks must go to all members.  
Thank you for taking the time to read my columns and for 
writing or telephoning me to make your views known.

My best wishes to you all.

A word from the 
NFRN National President
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The latest news
For latest news, deals and views go to:

TheFedOnline.com

NewsLatest

NFRN thanks MSP Daniel Johnson as new law 
offering shop workers greater protection takes effect
On behalf of all members in Scotland, Scottish past 
president Hussan Lal has thanked Labour MSP Daniel 
Johnson (pictured right) for his Private Members Bill 
offering retailers more protection against crime.

Mr Lal, a former police officer, also praised other parties  
for agreeing to turn the Bill into a law. 

The Protection of Workers Act, which came into force on 
August 24, gives greater protection to retail workers, who 
may be assaulted or robbed and often face aggression when 
they uphold the law on selling age restricted products.  
It is now a specific criminal offence to assault, threaten, 
abuse or obstruct retail workers.

Mr Lal said: “I was proud to serve Queen and country 
before moving into retail. But it is not easy. I am attacked 
and many other retailers are too. It is horrendous. 

“We are grateful to Mr Johnson and other parties including 
Ash Denham, the minister for community safety, for making 
this new law come about. We now have something to charge 
culprits with. 

“But we now need the police to enforce it. I don’t criticise 
the police because I know where they’re coming from.
I know what limited resources they have and the wide  
range of duties they now have. However, their first duty  
is to protect the public.”

Mr Lal, who was an officer in the West Midlands police force 
for 25 years and now runs St Mirren Food Store in Paisley, 
continued: “Police need to send someone out promptly 
otherwise retailers don’t feel protected and criminals are 
encouraged to attack again.” 

Mr Johnson said: “I’m delighted to see my Protection of 
Workers Act come into law. It represents a victory for retail, 
its staff and customers. 

“This Bill will ensure retail workers have the same protections 
as those in every other sector and enables the police to 
properly act. 

“I will continue the fight to ensure my Bill is properly enforced 
and would like to take the opportunity to thank the NFRN for 
working with me from the very beginning of this process.” 

The NFRN will continue to campaign for effective legal 
protection for shop workers across the rest of the UK in the 
face of rising levels of abuse and violence.

Scotland’s justice secretary Keith 
Brown has said that he hopes the 
new law making it a specific offence 
to verbally or physically attack 
anyone working in retail will  
“make the general public think 
more about their behaviour.”

In a letter to the NFRN, Mr Brown 
praised retailers for the key role they 
play within their communities. He 
added that he also hoped the new 
legislation would “reassure retail 

workers that the Scottish Parliament 
takes their concerns seriously and 
that the Scottish government has also 
listened to their concerns.”

He wrote: “The Scottish government 
and I recognise the important role 
that retail workers play within our 
local communities and indeed the 
Scottish economy. 

“It is absolutely right that retail 
workers are protected by our 

criminal laws. Although existing 
laws criminalised the verbal and 
physical abuse of retail workers 
and provided our courts with 
the discretion to impose robust 
maximum penalties, the Scottish 
government understood and 
accepted that, for many, they have 
not felt safe or protected, even 
with the existing law in place.”

To read Mr Brown’s letter in full, 
please see page 12.

Scottish cabinet secretary: “It’s right that retail 
workers are protected by our criminal laws”

WWW.THEFEDONLINE.COM
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For latest news, deals and views go to:

TheFedOnline.com

NewsLatest

National driver shortage: NFRN and news 
wholesalers work together to minimise  
disruptions to newspaper delivery times

To minimise disruption, Smiths News has launched a 
national driver recruitment drive, with bonuses paid to 
new employees. It recently conducted a review of required 
delivery times to ensure it is working to the most up to 
date and accurate store opening information.

Menzies Distribution, meanwhile, is stepping up efforts  
to find drivers from new sources, such as younger people,  
former armed forces personnel, women and from  
BAME backgrounds.

“Becoming more flexible in our requirements and shift 
patterns may help attract a more diverse workforce that 
is a positive for everyone involved,” its spokesman said.

Your supply chain needs you!

As we advised above, the national shortage of drivers 
is having a deterimental effect on the supply chain 
and causing numerous headaches for both Menzies 
Distribution and Smiths News.

You might be able to help! It's possible that some 
members knows of someone who could be interested in 
delivering for a local news wholesaler.

If that is the case, the contact details of anyone interested 
in working for either Smiths News or Menzies Distribution 
should be passed to the wholesaler's customers 
services department.

The NFRN is working together with Smiths News and
Menzies Distribution to address issues caused by the 
national driver shortage and to minimise the impact on 
delivery times.

A Menzies spokesman told The Fed: “We are in this 
together and a level of forbearance is crucial. There is  
no quick fix.
 
“As an industry we need to make careful, thoughtful 
changes to what we have done in the past and think 
laterally to find a sustainable long-term solution.  
For the time being, the seven-day newstrade supply  
chain to the consumer is not immune to the driver 
shortage and we are working with publishers to  
smooth some of the problems that are not directly  
within our control.”

A spokesman for Smiths News said its teams were 
“working round the clock” to minimise any impact  
on retailers. 

He added: “Some areas are more challenged than others 
are, and late notice Covid-19 impacts have further 
stretched our contingency plans in these places. 
We apologise to any customer that have received late 
deliveries in recent weeks.

“Ensuring timely deliveries to our retailers is of the utmost 
importance to us, and we are dealing with any service 
issues caused by driver shortages as a matter of urgency.”

The comments from both news wholesalers came after 
National President Stuart Reddish called for long-term 
solutions to delivery issues.

He said: “We have to accept the short-term pain, which 
will run until probably Christmas. We know publishers 
and wholesalers are working hard to limit the damage, 
we know they’ve listened, we know they are working on 
contingency plans and we know it’s all hands to the pump. 
But we need to know they are working on longer-term 
plans, too.”
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NewsLatest

Government  
confirms that under 
18s can continue to sell 
National Lottery products
Sales assistants aged 16 and 17 can continue to sell National 
Lottery tickets, provided the transaction is approved by 
anyone aged 18 or over, when changes to the age of play  
take effect this month.

On  October 1, the age at which National Lottery products 
can be bought rose to 18, to protect young people from 
possible gambling risks. Initially, the age for selling National 
Lottery tickets was also due to increase to 18 - a move that 
was challenged by the NFRN.

However, following our representations, and after a 
short consultation was conducted by the Department for 
Digital, Culture, Media and Sport, its then minister John 
Whittingdale has confirmed the introduction of an 
Approved Sales System for National Lottery Products.

This means that from October 1, 2021, 16 or 17-year-olds 
can sell a National Lottery ticket or issue a Fast Pay card 
if approved by a responsible person over the age of  18, or 
if the staff member has been authorised in advance and in 
writing to sell these products by someone over the age of 18.

Welcoming the decision, National President Stuart Reddish 
said: “Common sense has prevailed, and we are pleased that 
we could play a part in this. This will help retailers maintain 
their National Lottery sales and retain vital younger staff in 
their stores.”

Previously, the NFRN had warned that limiting the sale of 
these products to over 18s would have caused significant 
problems for retailers. 

In a letter to the then culture secretary Oliver Dowden in 
February, Mr Reddish warned that staff aged 16 and 17 “form 
an important part of the staffing of convenience stores at 
key times, including the weekend staff who are selling lottery 
tickets in the hours before the Saturday lottery draws.”

However, independent 
retailers will be hit  
with double whammy  
by government
A perfect storm of changes to National Insurance (NI) 
contributions to fund social care and minimum wage 
increases could force local stores out of business, 
National President Stuart Reddish has warned.

The increase in the national minimum wage will 
be announced by the government this autumn and 
will come on top of a 1.25 per cent increase in NI 
contributions paid by both employees and employers.

For an employee earning an annual salary of £20,000, 
the employer and employee will each pay an additional 
£130 a year in contributions.

The increase in the national minimum wage will also 
cause an increase in pension contributions being paid.

Mr Reddish warned: “While the government is taking 
steps to solve major problems in our health and social 
care, a large part of the burden of these changes will 
hit already hard-pressed retailers.   

“The cumulative effect of the NI changes, minimum 
wage increase and resultant increases in pension 
contributions will push more local businesses towards 
not being financially viable. Every store put out of 
business will have a detrimental effect on their 
local communities.  

“We can only hope that the government realises the 
dangers for the independent retail sector and takes 
the opportunity to relieve at least some of the burden 
on store owners, as part of the business rates review 
this autumn.”

NFRN 
VICTORY
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For latest news, deals and views go to:

TheFedOnline.com Future-proofing 
your business
All you need to know about the
latest legislation so you and your
business are compliant.

120 years in business for 
Northern Ireland retailers
Congratulations to a family-owned business in Co 
Down on reaching the fantastic milestone of 120 
years in retail.

Blaney’s was opened in Portaferry in 1901 by Anne 
Jane Blaney. In 1954, the shop was passed down to 
Eileen Blaney, and then later her niece Mary Murray, 
who started working when she was just 14.

After nearly 70 years behind the counter, Mary took  
a well-earned retirement in 2019, passing the reins  
to her nephew, James Murray (pictured above).

Some 120 years on, the Co Down business has opened 
a new tearoom on the Portaferry shorefront, offering 
coffee, ice-cream and freshly-made cakes to be 
enjoyed along with views of Strangford Lough.

“Blaney’s has been part of my family for longer than 
I’ve been alive,” James recently told The Irish News. 
“We’re really lucky to have such a loyal group of 
customers, which I’d like to thank for all the years of 
custom and support.

“Now as we look to the future, I’m delighted to  
open the tearoom, giving locals and tourists a place  
to relax and catch up with beautiful views of 
Strangford Lough.”

To celebrate their 120th birthday, Blaney’s hosted a 
coffee morning on Friday, August 27, with funds going 
to Air Ambulance NI and Alzheimer's Research.

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

Fully vaccinated people in England and Northern Ireland 
do not have to isolate 
People who are double jabbed or under the age of 18 do 
not have to isolate if they have been in contact with 
someone who has tested positive for Covid-19. 

The Protection of Workers (Retail and Age-restricted  
Goods and Services) (Scotland) Act 2021
Scottish Government launched a new bill on August 24, 
to protect shopworkers and ensure the seriousness of  
offending through a specific offence. 

Covid-19 Job Retention Scheme
The furlough scheme to protect the incomes of people  
unable to work because of Covid-19 ended on September 30.

Now in place

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. 

October 15: Contactless limit to increase to £100
The limit for spending on contactless cards in the  
UK rises from £45 to £100.

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

Coming up

LegislationLatest

However, independent 
retailers will be hit  
with double whammy  
by government
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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

The Scottish government and 
I recognise the important role  
that retail workers play within our 
local communities and, indeed, 
the Scottish economy. 

As such, they should be lauded 
for the important work they are 
continuing to do during these 
challenging and unprecedented 
circumstances. So, it is absolutely 
right that retail workers are 
protected by our criminal laws.

The substantive provisions in  
the Protection of Workers  
(Retail and Age-restricted Goods 
and Services) (Scotland) 
Act 2021 (“the 2021 Act”) came 
into force on August 24 2021. 

I hope this legislation will make 
the general public think more 
about their behaviour while 
interacting with retail workers 
in the future and also reassure 
retail workers that the Scottish 
Parliament takes their concerns 
seriously and that the Scottish 
government has also listened  
to their concerns.

Shop workers play a vital role in 
our community and should never 
have to endure abuse, let alone 
violence, as part of their work.

Keith Brown
Cabinet secretary for justice

Edinburgh

Giving you the 
protection you deserve

In June, the Prime Minister, business secretary and I launched the Together for 
Our Planet ‘Business Climate Leaders’ campaign. This encourages and supports 
small businesses to make a commitment to net zero, and reduce their carbon 
footprint, in the run up to November’s COP26 Climate Conference in Glasgow. 

As you know, net zero by 2050 means that at that point you are putting no 
more carbon into the atmosphere than you are taking out of it. Small businesses 
from a diverse range of industries have come forward to make their net zero 
commitment, and thousands have visited the UK Business Climate Hub  
(www.businessclimatehub.org/uk) to get advice on going green.

The retail sector is a key part of our economy and has an important role to play 
in making a net zero commitment. Working with us, you have been inspiring 
businesses to take action, and I am keen for this to continue. This can include 
encouraging more businesses like yours to sign up to our campaign. Making 
greener choices now can mean savings on business running costs, and also  
show customers the retail sector continues to be serious about sustainability 

To help businesses to do that, the government, working with industry experts, 
have developed new advice bespoke to the retail sector, to help you as you 
continue to play a vital role in cutting the UK’s carbon emissions.

From offering customers more sustainable products to removing unnecessary 
packaging, this important advice outlines the small steps retail businesses can 
take that will collectively make a big difference in helping us fight climate  
change and create a brighter and more sustainable future. This guidance is 
available on the UK Business Climate Hub.

Businesses can also take their first step on their journey to a low carbon future 
today, by committing to cutting your carbon emissions in half by 2030 and to 
reach ‘net zero’ by 2050.

By making this pledge, you will be joining an international community of 
like-minded businesses, and will be recognised by the United Nations Race to 
Zero campaign as one of thousands of ‘climate leaders’ across the country - 
companies that are acting as role models and inspiring others in the community 
to find meaningful ways to take positive environmental action. As part of this, 
you will get regular newsletters and information from the government to 
support you through your net zero journey.

UK businesses are leading the way in our efforts to save the 
planet, generating new jobs and economic opportunities in 
all parts of the UK.  For the vital part of the retail sector in 
this endeavour, I would say thank you.

Andrew Griffith MP
UK Net Zero Business Champion

London

To everyone working in the retail sector
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“Standing on stage at Torquay’s Conference  
Centre back in June 2019 during the Federation’s 
centenary year, I urged delegates to be bold, 
be strong and to embrace change so, together,  
we could lead the NFRN into a brighter and 
more secure future”

Strong, bold,  
and embracing change

Standing on stage at Torquay’s Conference Centre back in June 2019 during 
the Federation’s centenary year, I urged delegates to be bold, be strong and to 
embrace change so, together, we could lead the NFRN into a brighter and more 
secure future.

Inviting members to jump aboard, I added that the train was about to leave 
the station as the organisation embarked on the next stage of its journey.

In Bournemouth - on October 6, to be exact - my journey as your 
National President will come to an end and I will hand over the chain of office  
to my successor. However, as immediate past president, it will be my honour  
to guide, advise and support our next National President.

It hasn’t always been an easy ride - the Covid-19 pandemic saw to that  
- but we stayed on track and made huge progress. Your NFRN is now entirely 
focused on the needs of you, our members, and everything we do works in  
your best interests to help you run successful and profitable businesses.

As Stuart Reddish’s extended term as National President 
ends, he looks back at his two and a half years in office and  
picks out some of the highlights.
 

Stuart ReddishLatest

 |13
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One of the biggest changes was the relocation of our head office 
from London.

Friday February 7, 2020, marked the end of an era as, after nearly 
100 years of being based predominantly in the capital, the doors 
of our Yeoman House offices were locked for the very last time.

Three days later, it was business as usual from our smart new 
offices, with all our head office departments now housed under 
one roof in Bede House, Durham.

The reason behind this move was to sweat the Federation’s 
assets, to help provide new income streams and to minimise 
existing budgets. Significant savings have been achieved, 
allowing us to provide you with even more value for money, 
together with high quality support and services. 

This move has also given the Federation a solid foundation for 
the future.

The end of an era

For 35 years, Yeoman House was the 
organisation’s jewel in the crown, 
serving as our head office.

Under Project Awakening, and 
between November 2020 and 
March 2021, the empty building 
was refurbished to a very high 
specification. Not surprisingly, once 
complete, there was huge interest in 
occupying the building and towards 
the end of this summer it was leased 
out on a 10-year term.

Thanks to Martin Ward, the chairman 
of finance, the project awakening 
team and our head of facilities and 
special projects Stephen Burridge for 
bringing this ambitious project in on 
time and to budget.

Refurbishment of Yeoman House

With a new field force in place that is tasked with renewing 
efforts to recruit and retain members, and with our focus of 
helping independent retailers make money, save money, and 
make business easier, we are seeing membership numbers 
back in growth.

After decades of decline, and given that we have faced some 
of the toughest trading conditions ever, this positive upturn in 
membership is a remarkable achievement.

There is no secret to this success. With our clear commercial 
focus, our ability to deliver strong and relevant profit 
opportunities, and with other market-leading services and 
support including NFRN Connect and NFRN Legal, is it any 
wonder that independent retailers are clamouring to join?

Membership growth
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Stuart ReddishLatest

Refurbishment of Yeoman House

Having identified the importance of improving 
communication with the membership, The Fed 
received a new look and refreshed content to 
re-engage with existing readers and attract new 
ones, as well as continuing to inspire, challenge and 
keep you informed of all the advice and ideas that 
you need to develop your businesses.

Introducing new communication methods, our  
Fed Talks podcast provides valuable insight into the 
convenience sector, our partners, and our political 
engagement activity, while my weekly National 
President Talks vlog brings you the most up to date 
Federation news.

Since launching in July, members in their droves 
have applied to join The Fed VIP community on 
Facebook to enjoy exclusive access to unmatched 
deals and networking opportunities.

Connecting with you

Record breaking deals 

At our 2019 Annual Conference, I vowed to find new ways of 
putting more money into your tills and that has been achieved 
through a series of voucher promotions with Booker, a fantastic 
deal with Barclaycard and a new partnership with Bionic,  
enabling members to switch to the best energy, telephone, 
and broadband deals.

Coupled with more than £1.8 million worth of vouchers redeemed 
across a range of leading convenience products in Booker and 
Makro depots across the UK, never has belonging to the NFRN 
been such a compelling and value for money proposition.

Coping with Covid-19

I was immensely proud of the way that members 
responded throughout the pandemic. For many, this 
meant embracing change, and independent retailers  
the length and breadth of the UK and Ireland really 
stepped up to the mark, going above and beyond to  
keep customers safe, watered and fed.

Staff and officials played an important role too,  
ensuring a steady flow of strong and relevant 
information, coupled with practical recommendations. 

Our NFRN Covid-19 Hardship Fund was created to 
alleviate some of the financial pressures that members 
were facing. Through the generosity of districts, 
branches individual members and suppliers, the total 
rose rapidly to £250,000.

Since then, we have paid out nearly £200,000 in grants 
to hard-pressed retailers, but the fund remains open 
for applications.

Our highly successful Shop Local, Shop Little poster 
campaign captured the imagination of MPs, the national 
and regional press. 

Extending this campaign to 
recognise the outstanding efforts 
of our members going above 
and beyond to support their 
communities was a logical 
conclusion and, as this edition of 
The Fed, went to press we were 
preparing to announce our three 
Shop Local, Shop Little Heroes 
in 2021.
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There have been a number of victories within  
the news supply chain over the past two years.  
Most notable were the freezing of carriage  
charges by Smiths News, Menzies Distribution 
and News UK and the move by all national 
newspaper publishers to accompany cover price 
rises with pro-rata terms.

Another success was the decision by Smiths News 
to stop its policy of recharging magazines claims, 
while a review of the Press Distribution Charter 
(PDC) means that it is now fit for purpose and 
that members should find it easier to complain 
about poor service from their news wholesalers.

In yet another major coup for the NFRN - and 
coming off the back of the review of the PDC 
- newspaper publishers agreed to increase the 
amount they pay to retailers in restitution when 
they are responsible for papers arriving late. Any 
retailer offering home news delivery who loses 
sales because of late supplies is now reimbursed 
the retail margin plus 43p per HND copy 
impacted. The minimum award is now £6.

In the spring of 2020, our Pro Print campaign  
was created to protect and promote the printed 
copy and to support members in selling  
more newspapers. 

Here’s the good news

Having campaigned tirelessly for a change in 
the law to protect shopworkers, the NFRN was 
delighted to see that from August 24 and in 
Scotland, it became a specific offence to verbally  
or physically attack against anyone working  
in a retail store.

The Protection of Workers (Retail and  
Age-restricted Goods and Services)(Scotland)  
Act 2021 will ensure the seriousness of offending 
is highlighted through a specific offence and allow 
for tougher sentences for offenders.

Elsewhere, we stepped up our efforts to raise the 
profile of the impact that crime has on members, 
embarking recently on a series of meetings with 
police and crime commissioners.

The extension of the plastic bag charge to all 
stores in England was another success for the 
Federation and something that we had campaigned 
long and hard for over six years.

Having pointed out the unfairness and 
inconsistency of including independent retailers 
operating under a symbol banner within new 
legislation restricting the placement and promotion 
of foods high in fat, salt, and sugar (HFSS) in stores, 
we welcomed the fact that this was delayed until 
October next year.

Campaigning for you

Stuart ReddishLatest
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From recovering outstanding credits from news 
wholesalers and publishers, to cashing in on free 
vouchers to bolster your shelves, low interest loans  
and free legal advice, there is something for everyone 
to save money, make money and make it easier to 
do business. 

Here is just a selection of the exclusive benefits you  
can receive as a member of the NFRN.

Reaping the benefits 
The NFRN has a whole host of benefits available to members, and more 
and more of you are taking advantage of the fantastic deals and services 
on offer.

Members are saving up to £400 per month after 
signing up to our exclusive Barclaycard deal, which 
also includes free terminal rental for one year.

More than £50,000 in missing credits recovered for 
members from news wholesalers and publishers 
since January 2021.

Barclaycard

More than 5,000 free and BOGOF vouchers, 
on stock worth more than £2 million at retail 
value, were redeemed in our latest promotions 
in association with Booker. 

Booker vouchers

Connect

5,000+ 
vouchers

£50,000+  
in missing  
credits recovered

Up to

£400
saved per month
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Member Benefits RevisitedLatest

0.5%
dividends

Since October 2020, more than 1,000 members 
have received free legal advice on issues such as 
employment disputes, tax protection and staff 
contracts, saving an average of £100 each. Members 
can also access up to £100,000 legal expenses cover.

NFRN Legal

Members facing financial difficulties due to 
the Covid-19 pandemic have received awards 
of between £500 and £2,000, with almost 
£200,000 paid in grants.

Covid-19 Hardship Fund

Almost

£200,00
paid in grants

1,000+
members received  
free legal advice

Membership of this free magazine category 
solution has grown by 43 per cent. Retailers who 
are part of Newspro are currently performing 
13 per cent better than the national market, 
with average cash flow savings of £500.

Newspro

Members who have a share account with the NFRN 
Credit Union are expected to receive a dividend of 
0.5 per cent this year, compared to an average 0.01 
per cent with high street banks. Members can also 
apply for a loan of up to £12,500, with an interest 
rate of 1 per cent on a declining balance. 

Credit Union

Retailers performing

13%
better than  
national market
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Thanks to these meetings, the  
NFRN has significantly raised the 
profile of retail crime among police 
and crime commissioners (PCCs)  
who now recognise the extent of 
this issue. 

During discussions, the NFRN 
shared statistics from the 2020 
British Retail Consortium (BRC) 
crime survey showing that a  
shocking 450 incidents of violence, 
abuse and theft occur every day in 
the UK - with crime levels increasing 
significantly during lockdown. 

Turning the spotlight on retail 
crime with PCCs
NFRN representatives have been meeting with new and re-elected police 
and crime commissioners (PCCs) to discuss ways to protect our members 
and their local communities. The Fed explains more.

The BRC’s findings also revealed  
that only 40 per cent of retailers  
rated police response times as 
adequate, and only 6 per cent of all 
retail crime cases reached the courts.

The cost of retail crime incidents 
per year now totals £1.3 billion,  
with customer theft up £935 million 
year-on-year. 

As National President Stuart Reddish 
has said repeatedly: “No-one should 
be the victim of violence or theft 
in their workplace. Independent 

retailers are the cornerstone of 
communities, and this was especially 
apparent throughout the pandemic as 
shopkeepers went above and beyond 
to aid their customers.”

So far, NFRN officials and staff 
have met with PCCs from Kent, 
Surrey, Merseyside, Cleveland, 
Durham, Suffolk, and Avon and 
Somerset, to ensure that retail crime 
is contained within their crime 
campaigns. Calls were also made 
for quicker responses and greater 
support from police forces.

JOY ALLEN 
 DURHAM PCC

EMILY SPURRELL 
MERSEYSIDE PCC

MATTHEW SCOTT 
KENT PCC

MARK SHELFORD
AVON & SOMERSET PCC

LISA TOWNSEND 
SURREY PCC

TIM PASSMORE
SUFFOLK PCC 
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Retail CrimeLatest

What do PCCs do? 
There are 43 PCCs in England and Wales 
who are responsible for: 

1. Securing an efficient and effective 
police service for their area. 

2. Appointing the chief constable, 
holding them to account for  
running the force and, if necessary,  
dismissing them. 

3. Setting the police and crime 
objectives for their area through the 
Police and Crime plan. 

4. Setting the force budget and 
determining the precept (the policing 
aspect of the council tax budget). 

5. Contributing to national and 
international policing capabilities set 
out by the Home Secretary. 

6. Bringing together community safety 
and criminal justice partners to make 
sure local priorities are joined up.

“The NFRN learned that almost 
all police forces have an active 
online reporting mechanism to  
report non-urgent crimes 
directly, but some forces are 
working on their own apps 
or social media to allow for 
direct communication with the 
force and to share intelligence”

In every meeting, the NFRN detailed the high levels of violence 
and abuse that members suffer every day, emphasising the need 
for local police forces to do more to address such incidents and 
prevent them. 

All the PCCs heard that, in recent years, many members have 
lost faith in policing, because of these slow responses and due 
to the lack of prosecutions. Kent PCC Matthew Scott assured 
the NFRN that restoring the trust of the force was his focus, 
adding that all members should report incidences as soon as 
they occurred. 
 
His fellow PCCs also stressed the need for all crimes to be 
reported, explaining that this enabled intelligence to be built 
and areas identified where more resourcing was required.

After national deputy vice president Jason Birks (pictured 
above right) advised that 37 per cent of Durham retailers did 
not report crimes because of the poor police responses, County 
Durham PCC Joy Allen agreed to focus on improving these. 
Making businesses safer was a priority, she insisted.

Suffolk PCC Tim Passmore pledged to support tougher 
sentencing for offenders in his crime plan. But, again, he echoed 
the importance of reporting all crime - regardless of the size or 
value - for the future allocation of resources and so chief  
constables could be held to account.  
 
Lisa Townsend, the Surrey PCC, advised that 200,00 new 
police officers were to be recruited nationally, adding that there 
were more officers on Surrey’s streets than in previous years. 
Agreeing to meet regularly with the NFRN, the Commissioner 
agreed to explore ways to improve communication, including 
information sharing and working closely with members on 
prevention strategies. 
 
The NFRN learned that almost all police forces have an active 
online reporting mechanism to report non-urgent crimes 
directly, but some forces are working on their own apps or social 
media to allow for direct communication with the force and to 
share intelligence. 
 
Merseyside PCC Emily Spurrell recognised the need for local 
sergeants to be on the ground, to create a better link with local 
policing teams and the wider community. She appreciated that 
independent retailers were unable to afford security guards 
or specialised systems and spoke about the target hardening 
scheme which looks into funding for retail security.  
 
From these meetings, all PCCs now have a better understanding 
of the importance of independent retailers within their 
communities and the impact that crime can have on smaller 
businesses that do not have the same resources as bigger 
corporations. All PCCs agreed that changes in policing are 
required, and the NFRN looks forward to working closely with 
them to ensure that their plans become reality.
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Member SpotlightLatest

Member profiles revisited
Over the past year, The Fed has been shining the spotlight on members who 
have made major changes to their businesses, in order to boost profits and 
improve the services they provide to customers. We asked some of those 
retailers how things have progressed since they were featured. 

Amish Shingadia
Londis Caterways, West Sussex

Q. What are your store opening 
hours, and have they changed 
since you made changes to 
the business? 

If yes, why?

A. The opening hours are the 
same as before: Monday to Friday 
7am-9pm Weekends 7.30am-9pm.

Q. Number of full-time and  
part-time staff?

A. Three full-time, nine part-time.

Q. How much did you spend on 
changes to the store?

A. £45,000.

Q. Weekly turnover 
before changes?

A. £27,000.

Q. Current weekly turnover?

A. £32,000.

Q. How has the NFRN helped 
your business?

A. The NFRN has provided great 
support with suppliers.

Q. Have you introduced  
new lines?

A. Yes, 300 new lines.

Q. Which products sell better 
now compared to before the 
changes made to the business?

A. Food to go and fresh produce.

Q. Do you have HND and, if so, 
what are your delivery charges?

A. No, we don’t offer HND.

Q. Have you added or continued 
with grocery deliveries?

A. No.

Q. Are you involved in any  
community activities such as 
sponsoring local clubs, donating
to local charities or foodbanks  

If so, please give details.

A. We have a £1,000 annual budget to 
support local charities and schools.

Q. What are your top tips so 
other retailers can improve 
their business?

A. Use Epos to analyse your  
categories, use store space  
effectively, reinvest in your team -
they are the heart of the business, and 
learn from other stores to understand 
your strengths and weaknesses.
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John Vine
Newsworld, Church Stretton, Shropshire

Q. What are your store opening hours, and have they 
changed since you made changes to the business?  

If yes, why?

A. At Newsworld we have reverted to our original  
hours of 6am to 5pm, following a change to opening 
hours during Covid-19 restrictions.

Q. Number of full-time and part-time staff?

A. Four full-time and three part-time.

Q. How much did you spend on changes to 
the store?

A. £25,000.

Q. Weekly turnover before changes?

A. £18,000.

Q. Current weekly turnover?

A. £22,000 to £25,000.

Q. How has the NFRN helped your business?

A. NFRN Connect has helped with late deliveries  
from Smiths News and The Fed helped resolve 
problems with deliveries from Booker.

Q. Have you introduced new lines?

A. No.

Q. Which products sell better now compared to 
before the changes made to the business?

A. Magazines, DIY products and milk.

Q. Do you have HND and if so, what are your  
delivery charges?

A. Yes. We have 500 deliveries a day and the charge is 
£2.20 per week.

Q. Are you involved in community activities, such  
as sponsoring local clubs, donating to local charities 
or foodbanks? 

A. Yes. We sponsor a local professional boxer and a 
junior football team, who we supply with free grass 
seeds for the pitch. We also have a change collection 
box on the shop counter which goes to the local  
primary school. 

Q. What are your top tips so other retailers can 
improve their business?

A. You’ve got to love what you’re doing. Think one step 
ahead and make sure you’ve got the right stock, at the 
right price, at the right time.



WWW.THEFEDONLINE.COM  ISSUE 20 OCTOBER 2021WWW.THEFEDONLINE.COM  |27

Member SpotlightLatest

Q. What are your top tips so 
other retailers can improve 
their business?

A. Customer service is key and,  
as we are in a small village, 
supporting all local activities. 

Q. What are your store  
opening hours, and have they 
changed since you made 
changes to the business? 

If yes, why?

A. Monday to Saturday 7am-7pm, 
although on Fridays we shut at 
8pm.  Sunday 8am-4pm. No change 
in the past 10 years.

Q. Number of full-time and  
part-time staff?

A. Three full-time, six part-time. 

Q. Weekly turnover 
before changes?

A. £22,000 (before Covid-19).

Q. Current weekly turnover?

A. £25,000.

Q. How has the NFRN helped  
your business?

A. Booker vouchers and free  
legal advice on staffing.

Q. Have you introduced 
new lines?

A. No.

Q. Which products sell 
better now compared to  
before the changes made 
to the business?

A. Ready meals and local fresh 
meat, pies, etc. 

Q. Do you have HND and if so, 
what are your delivery charges?

A. No.

Q. Have you added or continued 
with grocery deliveries?

A. We’ve added online shopping 
and deliveries and purchased a 
new van to facilitate this.

Q. Are you involved in 
community activities such  
as sponsoring local clubs, 
donating to local charities 
or foodbanks? 

If so, please give details.

A. All carrier bag profits go to local 
charities. We supported the NHS 
during lockdown with boxes of 
goodies to local hospitals. 

We also sponsor our local football 
team by buying their kit and the 
local cricket team.

Wendy Howe
Cockles convenience stores in Cartmel and Flookburgh, Cumbria
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Q. What are your store opening 
hours, and have they changed 
since you made changes to 
the business?  

If yes, why?

A. Monday to Saturday 5am - 8pm, 
Sunday 7am - 8pm.

Q. Number of full-time and  
part-time staff?

A. 1 full-time, 8 part-time.

Q. How much did you spend on 
changes to the store?

A. £100,000.

Q. Weekly turnover  
before changes?

A. £11,500.

Q. Current weekly turnover?

A. £23,000.

Q. How has the NFRN helped  
your business?

A. Barclaycard and Booker  
vouchers are the main ones.  
Up to date information in 
The Fed on new things.

Q. Have you introduced  
new lines?

A. Disposable vapes have been 
popular recently. We have a larger 
range of slush in six flavours, 
which has gone down well over 
the school holidays. 

We will try most new products  
and give them space on or near  
the counter.

Q. Which products sell better 
now compared to before the 
changes made to the business?

A. All areas of shop sales have 
improved. Alcohol and fresh are 
our biggest growth areas.

Q. Do you have HND and, if so, 
what are your delivery charges?

A. Yes. We have a mix of prices 
depending how far they are away 
from shop and how often they 
want a paper.

Q. Have you added or continued 
with grocery deliveries?

A. No. 

Q. Are you involved in 
community activities, such as 
sponsoring local clubs, donating 
to local charities or foodbanks? 

A. No.

Q. What are your top tips so  
other retailers can improve  
their business?

A. If you are planning on a refit, 
do it all in one go to get the  
wow factor. 

Listen to your customers. 

Don’t stay the same - you need 
to be constantly assessing which 
bits are working and which bits 
need changing.

Martin Ward
Cowpen Lane Convenience Store, Billingham

Member SpotlightLatest
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Bulk up your sales  
with protein bars
New activity with Grenade saw NFRN members given access to a display 
stand and product at a killa price. The Fed caught up with some members 
who took up the offer to see how they got on.

Killa display tips

1. Site protein bars in impulse locations where customers are used  
to picking up treats.

2. Include a wide range of the best-selling products and flavours.

3. Help time-poor shoppers grab and go by grouping low-sugar 
chocolate alternatives like Carb Killa on the most visible shelf.

4. Shoppers are willing to pay more for products with functional 
benefits, like high-protein and low sugar snacks.

with, but they’ve been 
merchandised within my 
counter, in a hotspot.”

According to sales  
figures, Grenade Carb  

Killa Salted Caramel bar is  
the number one protein bar.  
Other best-selling flavours 
include Peanut Nutter, Cookie 
Dough, White Chocolate Salted 
Peanut, White Chocolate Cookie 
and Dark Chocolate Raspberry. 

In spring, and by signing up to the 
Grenade Trade Program, members 
received an exclusive Carb Killa  
Bar bundle containing 24 Carb 
Killa Bars displayed in a Grenade 
countertop unit.

Of the members who took advantage 
of this offer, nearly two thirds (62 
per cent) said they sold four or more 
bars a week. From the 35 per cent 
of members who had previously not 
sold Grenade Carb Killa Bars, over 
three quarters (76 per cent) said they 
would now stock them after receiving 
samples as part of the promotion. 

One of our members who participated 
was Sophie Towers, who runs Kibble 
Bank Onestop in Burnley, Lancs. She 
told The Fed that she took advantage 
of the offer after receiving an email 
about it from the NFRN. 

“We sell Grenade bars in most of my 
shops. They go pretty well, they’re a 
pretty steady product. 

“We keep our Grenade bars on the 
counter, in a counter stand. We keep 
them with our cereal bars.

“Our staff will usually talk about them 
to customers if they are on promotion, 
but I think that with this type of 
product, people know when they’re 
going to buy it. Sometimes it is an 
impulse buy. They are literally right in 
front of your face when you come to 
the counter so you can’t miss them.”

Aman Uppal, of  
One Stop Mount  
Nod in Coventry, 
also took advantage 
of this offer after 
hearing about it from 
the NFRN’s business 
development department.

Aman said: “I have Grenade bars 
displayed on the front of my counter. 
We didn’t have space for the display 
stand that the promotion came 

Protein BarsLatest
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Connect helps Sussex member with  
late newspaper returns dispute

South East

These boots were made for walking

A member from Lewes, East Sussex has been reimbursed 
to the tune of more than £800, after our Connect  
team intervened in a long-running dispute over late  
Telegraph returns.

The store owner returned a total of 480 Telegraph  
vouchers, but only received credits for 193 of them, 
as the other 287 were rejected for being received later 
than the credit end date.

The member contacted NFRN Connect, who took up  
the matter with the Telegraph. After much correspondence, 

the Telegraph agreed to process all the returned vouchers 
“as a final gesture of goodwill,” with a total payment  
of £811.86.

Connect team leader Ricky Bowman said: “Members 
are reminded that there is a three-month window from  
the date on each Telegraph voucher, within which they 
must be returned and scanned for redemption. 

“Please ensure you return your vouchers within the specified 
dates to prevent claims from being rejected. We recommend 
sending in vouchers weekly, ideally, for redemption.”

Card Company, they get their loyalty 
card stamped. When they have 12 
stamps, they get a greetings card free. 
The Bristol Card Company sponsored 
it, so they increase their sales and I get 
customers coming back to the shop 
- it’s a win-win for everyone. 

“Members need to look at doing things 
like this to increase their sales and 
share their ideas with other members. 
That’s what our meetings should  
be for.”

Life member Colin Fletcher will no 
doubt be looking forward to putting his 
feet up after walking 267 km in a month 
to raise much-needed funds for the 
charity NewstrAid.

Colin, 75, who is based in Stubbington, 
Hampshire, raised a whopping £1,200 
for the charity, which helps people who 
have worked in newspaper distribution, 
wholesaling and retailing.  

Colin, who is a NewstrAid trustee and 
volunteer, told The Fed: “I decided 
to take on a challenge for NewstrAid 
because we haven’t been able to raise 
any money for 18 months.

“I started out doing a 5 km walk  
every day during May and got people  
to sponsor me for £5, then one of my  
big sponsors agreed to donate £500  

if I walked 100 km during the last two 
weeks of the month.

“Other people joined me on different 
days, but I walked the whole 267 km.  
My daughter put it on Facebook and  
I have had donations from people as  
far away as Australia.” 

As well as his charity endeavours,  
Colin is keen to encourage other  
NFRN members to boost their sales  
by introducing innovative ideas.

He explained: “I keep saying at our 
meetings that we all need to bring ideas 
to the table that other retailers can use 
to increase their business.

“I started a loyalty system for my 
customers, so that when they buy a 
greetings card supplied by the Bristol 
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South EastDistrict

PCC vows to improve retail communication 
the number of bobbies on the beat.  
While Mr Scott promised 250 more 
officers in coming years, filling policing 
gaps in local communities, Mrs 
Townsend explained that there are 
more police officers on Surrey’s streets 
than in previous years. 

They also urged members to report all 
crimes. In the case of Surrey police, 
there is no minimum monetary value for 
theft and all crime can now be reported 
or intelligence shared on Surrey Police’s 
website, via Facebook and Twitter.

To contact Gwen, email  
gwen.patterson@nfrn.org.uk or  
call 07786 011098. 

Our new MDEs, meanwhile, are  
Sue Phillips-Scorah, who joined the 
NFRN in June, and Dave Webb, who 
has been in post since August.

The MDE team is currently focused 
on growing our membership base, 
by recruiting new members into the 
Federation, but the other important 
area of their role is visiting existing 
members once a year to advise and 
update them on any changes that will 
help them make money, save money 
and make business easier. 

As part of our pledge to tackle 
retail crime, NFRN representatives 
have met with the police and crime 
commissioners (PCCs) for both Surrey 
and Kent.

Both Kent PCC Matthew Scott and 
Surrey PCC Lisa Townsend were 
encouraged to press for better 
responses and higher degrees of 
support from their police forces for 
independent retailers, who do not have 
the same resources and security as the 
bigger corporations. 

There are three new faces in our 
district, with a new membership 
services manager (MSM) and two new 
membership development executives 
(MDEs) in place.

Following a department restructure, 
Gwen Patterson is our MSM. 

Gwen joined the membership services 
department in February 2020, but 
is no stranger to the industry. After 
30 years running her own retail 
business in North Down and the 
Ards Peninsula, in Northern Ireland, 
she is now devoting her time to the 
Federation - helping retailers from the 
other side of the fence.

Mrs Townsend agreed to explore ways 
to improve communication between 
independent retailers and Surrey 
police, including information sharing 
and working closely with members 
on prevention strategies. 

She also agreed to meet regularly  
with the NFRN and members to 
analyse collected data, to identify 
areas which require change and plan 
appropriate action.

Both PCCs outlined plans to boost 

Within the NFRN, Gwen was a 
national councillor and member  
of the NEC for two years and has  
a wealth of experience

As your MSM, Gwen will be 
responsible for facilitating and 
attending district meetings, 
providing support to the district 
president, taking minutes and 
encouraging the distribution of 
relevant paperwork. 

She is also responsible for keeping 
you informed of local events and 
issues and helps to source good 
news stories from the district for the 
South East pages in The Fed.

 Gwen Patterson Sue Phillips-Scorah Dave Webb

Say hello to some new faces in our district
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South East / London

Following persistent delivery 
problems in the South East 
and London, and after an 
emergency meeting  
between the NFRN and  
senior management at 
Menzies Distribution, the 
news wholesaler has vowed 
to improve its service levels.

The meeting was called after NFRN Connect saw an 
increase in the number of calls from members in both 
districts about service issues.

Concerns about late deliveries were raised by South East 
national councillor Hitesh Pandya (pictured above) at the 
July national council meeting. Mr Pandya told national 
councillors that some members in his district were not 
receiving their papers until after 10am.

At the meeting, Menzies advised that publisher lateness 
was exacerbating the issue. It reported that at both its 
Ashford, Kent and SEL depots, only half of supplies were 
arriving between 15 and 30 minutes of their cut-off times.

Bunching was a particular issue at the Ashford house, with 
statistics from the National Distribution Monitor (NDM) 
showing that on August 15, 65 per cent of supplies arrived 
15 minutes before cut-off time.

During the meeting, Menzies committed to an 
improvement plan and it was agreed that a weekly meeting 
would be held with the NFRN to monitor progress.

As part of this plan, Menzies has made some personnel 
changes and improved its packing procedures.

One of its most experienced managers, Bob Angus, has 
returned to the Ashford depot as general manager.

At Maidstone, four additional members of staff have  
been employed to improve its packing operation.  

Menzies vows to improve service for 
members in London and the South East

Additional workstations have been created in SEL  
and Ashford, and pre-weekend runs at both Ashford 
and Maidstone are being reviewed to assist with live  
news deliveries.

Tote boxes have been repaired and replaced and Menzies 
has committed to making regular checks to ensure any 
damaged totes are taken out of circulation.

All retailers who had made complaints about their service 
levels were contacted by the news wholesaler and many 
of their issues have been resolved. Menzies has agreed to 
making follow-up calls to members wanting them.

Since the emergency meeting, the number of complaints 
into NFRN Connect has fallen. Ashford’s performance 
in meeting retailer delivery times (RTDs) has improved 
but there are still reports of bunching, particularly at 
weekends, at the SEL depot.

Menzies Distribution will also be holding Zoom workshops 
to introduce retailers in the south east and London to its 
i-Menzies system.

While service levels appear to have improved, any 
members experiencing delivery issues are reminded 
to contact NFRN Connect on 0800 121 6376 or email 
connect@nfrn.org.uk.
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Wales

Ambitious leadership and bold ideas 
needed to regenerate town centres

of the high street. Wales Audit said 
that many of the problems facing 
town centres can be addressed, 
but this requires national and local 
government to deliver “integrated 
solutions and make brave decisions.”

It added that local authorities 
needed to have a clear vision for 
the future of their town centres, 
backed up by a plan for change.
However, the report went on to 
warn that the needs of towns 
were different, so there was no 
‘one-size-fits-all’ solution.

Brave decisions are needed to help 
regenerate Welsh town centres along 
with ambitious leadership, Audit 
Wales has said in a new report which 
has been welcomed by the NFRN.

Among its recommendations are 
for the Welsh government to review 
non-domestic rates and to investigate 
transport challenges including the 
cost of car parking in town centres.

In the report, Wales Audit 
acknowledged the importance 
of town centres but warned that, 

currently, in every seven shops on 
Welsh high streets are empty, the 
number of post offices has fallen by 
3.9 per cent in the last decade and, 
between 2012 and 2020, bank and 
building society branches reduced 
by 28.8 per cent - from 695 to 495.

Roughly a third of businesses (36 per 
cent) believe that local authorities 
need to become more agile in their 
decision making to help businesses 
recover, and a smaller proportion 
(15 per cent) believe authorities 
should improve their co-ordination 

A Mark of success
Cardiff retailer Mark Dudden is having to make room  
on his shelves for some extra products, after it was  
revealed that he was the winner of the NFRN’s first  
VIP Community competition.

His prize - a bumper parcel containing some fantastic 
products from best-selling brands, including Coca-Cola, 
Nestlé Beverages, Haribo, Boost, Red Bull, Grenade, and  
the team at Savewell buying group - is now on its way to  
W H Smith Local Albany Road Post Office.

Mark said: “We’re just completely overjoyed. It just  
goes to show that when you join up and take part in  
the different things the NFRN does, you’ll get something  
out of it.”

He added: “You’ve got to take part in order to get the  
most out of your membership.”

Our VIP Community group on Facebook was launched 
this summer as a new way of communicating with members 
and enabling us to quickly and easily tell you what is going 
on in the Federation, and to advise of the latest ways you 

can make money, save money and find easier ways of  
doing business.

To celebrate the launch, we ran a special prize draw.  
To enter, all retailers had to do was join the VIP  
Community group on Facebook and then recommend  
the group to fellow members, making sure they mentioned  
who referred them when they also requested to join.

All names were entered into a prize draw, with National 
President Stuart Reddish pulling Mark’s name out of  
the hat during one of his National President Talks  
vlogs in September. 

With more competitions planned, make sure you join the 
VIP Community. Like Mark, you could soon be celebrating.

Visit https://www.facebook.com/groups/
thefedvipcommunity.
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South West

New police and crime commissioner pledges 
to play part in reducing retail crime

At the meeting with Mr Shelford, 
we committed to sharing data that 
shows the number of crime incidents 
that members in Avon and Somerset 
experience, and the impact it has on 
their businesses. 

To help us gather this information, 
the political engagement team at head 

office has created a short survey for 
members to complete. By answering 
the eight questions, you will provide us 
with valuable feedback regarding the 
extent of retail crime in this region and 
how the police have responded.  

Please take time out to complete.  
By sharing the data with Mr Shelford, 

we can work together to tackle  
retail crime.

Have your say on retail crime!

To participate, visit: 
www.surveymonkey.co.uk 
/r/AvonSomersetRetail 
CrimeSurvey.

NFRN representatives laid bare 
the toll that retail crime takes on 
independent retailers when they  
met with elected Avon and Somerset 
police and crime commissioner  
(PCC) Mark Shelford.  
 
Explaining that members experience 
crime every day, the NFRN delegation 
emphasised the need for local police 
forces to do more to prevent and 
address these incidents.  
  
The NFRN will provide more data and 
information to help identify the key 
areas in which Avon and Somerset 
Police needs improvement; and looks 

forward to working with the force 
throughout the next few months.  

After the meeting, Mr Shelford 
said: “During the pandemic, retail 
workers played a huge part in keeping 
this country running with their 
entrepreneurial spirit and sheer 
courage to keep going when things 
turned dark. 

“Retailers provided a resilient service 
and one we should continue to be 
grateful for. However, sadly attacks 
against retailers increased during this 
period and now is the time for all  
of us to make it known that this  
is unacceptable.

“As PCC, I will play my part to ensure 
there is a proper focus delivered to 
all aspects of retail crime, particularly 
violent crime, by Avon and Somerset 
Police. I will continue to encourage 
retailers to report incidents to the 
police, so together, we can stop retail 
crime once and for all.”

South West national councillor and 
Weston Super Mare retailer Ray Monelle 
was one of the NFRN representatives 
present at the meeting.

He said: “I thought it was a really good 
meeting. They listened to what we 
were saying and I relayed some of the 
experiences I’ve had in my shop in  
terms of retail crime. They seemed  
very understanding and interested  
in what we had to say.

“We have yet to see the proof in the 
pudding, but the impression I got was 
they are concerned, very interested and 
keen to follow things up.”
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South WestDistrict

Two years on from our newspaper  
summit, have deliveries into the  
south west improved?
Nearly two years ago - on November 25 2019 to be 
exact - the NFRN, along with our district president 
Derek Cook, organised an industry round table meeting 
with publishers, news wholesalers and retailers coming 
together at the Smiths News depot in Taunton to 
discuss urgent newstrade issues.

Ongoing late arrivals into the south west of England 
were top of the agenda, as these were having a dramatic 
effect on retailers’ home news delivery (HND) 
operations and sales were being lost.

Chairman of the Press Distribution Forum John 
Howard (pictured right), who is also circulation 
director of newspaper publisher Reach, rallied his 
colleagues from other newspaper publishing companies 
to attend this important meeting.

Speaking at the time, Mr Howard said: “This type of 
initiative is a good opportunity for us publishers to 
meet up with retailers face-to-face and listen to their 
problems, and we can take any necessary action to 
improve service. This can only help everyone in the 
supply chain, from publishers down to the readers.”

Turnout was good, with representatives from Reach, 
News UK, the Telegraph, the Mail and the Guardian in 
attendance, along with Smiths News and several local 
NFRN district delegates.

An open and honest discussion took place, with all 
parties contributing to the debate.

NFRN members Andrew White and Roy Crawford, who 
are both large roundsmen, shared their experiences of 
the additional workload when a title or titles arrived 
late at the news wholesaler.

All publishers acknowledged this, taking on board the 
detrimental effects of lateness, as customers do not 
go back to a shop if their chosen newspaper is not 
available. They heard that not only did this mean the 
paper sale is lost, but the basket spend within the shop 
would decrease too.

Following the meeting, Mr Howard spoke to The Fed, 
advising: “We, the publishers, have listened to our retail 

colleagues and understand the problems. We will  
all go back and review our distribution plans into 
this part of the country to try and improve.”

Since that time, the country was hit by Covid-19  
and went into lockdown. During this time, delivery to 
news wholesalers was unquestionably the best it has 
ever been. This was especially the case when football 
matches were halted for a short period of time.

Since coming out of lockdown, there has been a 
noticeable improvement in publisher arrivals into  
the south west, which indicates that the publishers 
have made the changes promised. 

That said, the thorny issue of cut-off extensions has 
been prominent in 2021, particularly in our district. 
South West members can remain assured that we 
urge all publishers to reconsider their decision-
making when agreeing to these extensions into news 
wholesaler depots, as the knock-on effect to HND 
retailers is both catastrophic and costly, with little  
to no extra sales being achieved.

Mr Howard said: “In the spirit of this, and given 
everything we have been through over the past 18 
months, it would be great to set up a face-to-face 
reivew meeting.” If you think strongly about delivery 
times or cut-off extensions and the impact they have 
on your business, contact NFRN Connect on  
0800 121 6376 or email connect@nfrn.org.uk.
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South WestDistrict

Our MDE is back on the road

Demand for south west convenience 
stores currently outstripping supply

seek advice about, please contact our 
Connect team, who will be only too 
happy to help.”

To contact Connect call 0800 121 
6376 or email connect@nfrn.org.uk.

Now that Covid-19 restrictions have been 
lifted in the UK, our local membership 
development executive (MDE) Mike 
Cassar is back out in the field.

Mike (pictured right), who joined the 
NFRN in July, is currently focused 
on growing our membership base, 
by recruiting new members into 
the Federation. However, the other 
important area of his role is visiting 
existing members once a year to advise 
and update them on any changes that  
will help them make money, save  
money and make business easier.

Logistically, and to make the best use 
of his time, Mike uses a route planning 

New entrants to retailing and existing operators looking  
to expand means there is currently a shortage of newsagent 
and convenience store businesses for sale within the south 
west region.

Despite the pandemic and lockdowns, there has continued 
to be substantial levels of sales activity and for anyone 
thinking of selling their shop, there has never been a better 
time, said Michael Taylor, of business sales specialists EMF.

Demand is currently outstripping supply, with newsagents 
and convenience stores particularly attractive, said Mr 
Taylor, a director in EMF’s Devon office. Buyers attracted 

tool based on geography, to ensure 
all members in the district are visited 
each year.

His line manager, head of field 
operations Phil Jaggard, said: “Of 
course, just like with deliveries, this 
means there will always be members 
who are visited first and others will  
be visited later in the year, as we  
work through the visit schedule. 

“Please be patient and rest assured 
that you will receive a one-to-one  
visit from Mike at some stage.

“However, if you have any problems 
or issues that you want to discuss or 

by the south west’s desirable coastline and resorts are 
interested in both leasehold and freehold properties,  
with or without accommodation. Those businesses 
enjoying higher levels of sales are proving to be 
particularly attractive. 
 
The market is proving so competitive that when stores 
come to the market, there is considerable interest and 
sales are quickly agreed, with premium prices often 
achieved. Many properties are not even hitting the open 
market, due to waiting lists of buyers, Mr Taylor added.

Among businesses recently sold are Cleave’s 
Convenience store, based in Newton Abbot, which  
is a freehold property with accommodation, and was 
bought by a local resident for an asking price of £345,000. 
A leasehold McColl’s store in Hamworthy, Poole, with 
accommodation, sold for the asking price of £39,995 and 
was purchased by an existing operator expanding their 
portfolio of stores.

If you are thinking of selling your business, EMF will 
provide a free, no obligation market appraisal. Should 
you go ahead and sell, why not take advantage of the 
members’ deal available through the NFRN? For more 
details, see page 2.
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AwardsLatest

After a short break, our Community Champions awards, in association  
with newspaper publisher Reach, are open for entries. We want to  
know what you are doing to make your community a better place.

Once again, we are looking for community spirited members from all 
corners of the UK who go that extra mile to assist their customers or  
throw themselves into initiatives that make a real difference to their local 
areas. Every quarter, we will be recognising and rewarding those 
independent retailers who are truly committed and enthusiastic about 
making their communities better places to live. 

These awards are exclusive to NFRN members, and trophies are  
awarded to retailers in four regions across the UK - the Midlands, Wales, 
South and North. An overall Community Champion of the Year will be 
announced at the NFRN Awards on January 25. 

You can either nominate yourself, a deserving colleague, or your customers 
can put you forward. To help drive nominations, there are posters to display in 
your stores. If you would like one, please email circulation@reachplc.com.

Don’t keep your community involvement to yourself

If you believe that you could be one of our Autumn winners, we want to  
hear from you.  Simply fill in an application form at www.TheFedOnline.com  
or send an email to circulation@reachplc.com, including your name and 
store details, together with the reasons why you feel you should win a 
regional award.

They’re back - Could you  
be a Community Champion?

Pro Print

Summer
Midlands Stuart Morris,  
    Cheadle Post Office,  
    Cheadle, 
    Stoke 

North    Ahmed Amin,  
    Premier Value Centre,  
    Shiremoor,  
    Newcastle upon Tyne 

South    Sarah and Aftaab Hamid,  
    Mina Road  
    Post Office & Stores,  
    St Werburghs, Bristol 

Spring
North    Mathew McCarton,  
    L&S McCarton & Son,  
    Failsworth,  
    Manchester 

South    Pav Garcha,  
    Central Stores, 
    Salisbury

Wales    Chris Sheppard, 
    Chris News,  
    Colwyn Bay 
   

Meet our latest winners
With plenty of strong entries,  
picking our spring and summer 
winners was no easy task but after 
some deliberations they are:
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As we move closer to the big day, Newspro retailers 
will get the opportunity to get their tills jangling 
by promoting Christmas TV listings publications, 
which still represent a massive income stream for 
all within the magazine category. 

To help Newspro retailers maximise sales of  
these festive publications, a limited supply of 
display units will be available on a first come first 
saved basis. If you would like to take advantage  
of this offer, don’t delay, and register now  
at newspro@nfrn.org.uk.

If collectables sell well in  
your store, you will, no  
doubt, be benefitting from 
sales of the latest edition  
of the official Premier League 
Adrenalyn XL trading cards 
from Panini. In the run up to 
Christmas, and to complement 
your trading cards sales, why 
not promote the Premier 
League Adrenalyn XL Advent 
Calendar or gift tins to  
your customers?

Pro Print

With summer now a distant memory, attention 
turns to the next big sales opportunity within 
Newspro stores. The Fed explains how  
Newspro retailers can capitalise by  
selling Christmas specials.

Christmas comes early within the magazine 
category with seasonal specials appearing on 
shelves long before the festivities begin.

These are special editions, providing readers with 
a host of ideas on the latest trends, ranging from 
home décor to food and drink, and to gift ideas to 
make the perfect Christmas. Invariably, these are 
companion titles to regular monthly bestsellers 
and so provide retailers with triple the opportunity 
for extra sales. Firstly, this comes from regular 
readers of the monthly variant snapping up the 
festive issues. Secondly, there will be sales from 
new purchasers who are interested specifically in 
the Christmas title and its features. Finally, these 
special festive publications are on sale for an 
extended period.

To enable Newspro members to enjoy an extra 
income stream in the run up to December 25, the 
NFRN’s magazine category solution will be teaming 
up with publishers of some of the top selling titles 
for some special Christmas promotions. 

Among these, Newspro will 
be working with Ideal Home’s 
Complete Guide to Christmas, 
which is now in its 20th year of 
publication. On sale until  
December 29, 2021 and priced at 
£4.99, it is dedicated to inspiring 
its readers to create the perfect 
Christmas at home, from magical 
decorations to festive food treats.

Get your tills jangling this 
Christmas with Newspro
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NewsproPro Print

If you are not already a part of this fantastic free 
member benefit, don’t delay. 

Joining is easy, just follow the link below to 
register Newspro Agreement - Website Version 
- Formstack or contact Newspro@nfrn.org.uk 
or 0800 121 6376 quoting Fed October.

• Average £500 cashflow saving.

• Customised magazine range.

• Store Manager Choice facility.

• Improved availability.

• No more unwanted titles.

• Regular promotions.

• Best practice advice.

• Fewer early returns and lost credits.

• Home news delivery support available.

• Dedicated service and support.

Join Newspro:

Newspro Benefits:

Calculating your home delivery costs

For those Newspro members who operate a home news 
delivery service, promoting these Christmas specials by 
using the option of delivery can also be a lucrative  
revenue stream.

As the nights draw in and we get closer to the clocks 
going back, now is an ideal time to review your delivery 
service charges. Newspro can make this onerous task 
easier by providing members with the home news delivery 
profit calculator. This simple tool can be accessed via the 
Newspro section on TheFedOnline.com. It allows you to 
enter your current income and costs, calculates the profit 
made from your newspaper deliveries and provides you 
with an estimate of your annual return. 
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The Telegraph’s new retail subscription packs for autumn and winter provide 
the perfect opportunity to convert existing casual and HND non-subscriber 
customers into subscribers and earn significant extra income in the process.

Winning and retaining newspaper customers remains  
the backbone to many independent stores and news  
delivery specialists.

“Locking in new print subscribers to your store or home  
news delivery (HND) business increases frequency of purchase, 
provides greater long-term revenues from newspapers and 
ensures that together we maximise and retain our print 
customers,” explained the Telegraph’s national sales  
controller Paul Reeves.

“Research shows that those customers that have taken out 
a Telegraph subscription in conjunction with their local 
retailer remain extremely loyal to the store, either visiting 
most days each week or taking up HND,” he added.

NFRN head of news Brian Murphy added: “The Telegraph 
offers a retail incentive of £50 for converting a customer to 
a seven-day subscription. Members across the country are 
earning extra cash from this scheme as well as maintaining 
their existing profit margin, while keeping their customers 
happy via the excellent subscription discounts. The future  
of retail subscriptions is set to grow.”

Generating customer loyalty 
through subscriptions

Pro Print

The Telegraph will work with you to:

•  Drive print subscriptions, helping support your  
business and maintaining loyalty to your store.

•  Help you retain your regular casual customers  
and increase frequency of purchase.

•  Help you to maximise Telegraph  
newspaper revenues.

• Protect the printed newspaper for the future. 

You can order the Telegraph’s new Autumn / Winter  
retail sales pack from NFRN Connect by calling  
0800 121 6376 or direct from the Telegraph by  
emailing retailsupport@telegraph.co.uk. 

Within the pack you will find help and advice on how  
to grow your Telegraph sales and subscriptions. 
A supply of subscription offer leaflets and wallet cards 
is also included, along with a fantastic selection of the 
Autumn / Winter eye-catching promotional materials 
including posters, wobblers, and shelf talkers.

To read more about how to better merchandise your 
newspaper display in store, turn to our merchandising 
masterclass feature on pages 52-53.

Looking to build your Telegraph  
retail subscriptions?
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Pro Print

In June, Times Radio celebrated its first birthday, 
broadcasting live from News UK HQ. Its programme 
director, Tim Levell, explains what you can expect 
from the station, its mission to drive sales and 
subscriptions for The Times and The Sunday Times, 
and how to join the most exclusive club in radio.

At Times Radio, we set out to do things a little differently 
to other TV and radio stations. We provide intelligent 
news and warm conversation 24 hours a day, delivered 
in an expert-led, witty way. We are grounded in the 
journalism of The Times and The Sunday Times and 
pride ourselves on giving guests space to speak without 
interruption. This means we have a proper grown-up 
debate on the radio, which results in a better listening 
experience for all. 

Times Radio is totally free to listen to and can be found 
on DAB Digital Radio, online, via smart speaker or via 
the free Times Radio app. Our daily podcast Stories of 
our Times is another channel for us to reach a potential 
new audience segment and engage them with leading 
columnists, thought leaders and journalists from The 
Times and The Sunday Times. 

We have a roster of talent on the station, from Stig Abell & 
Aasmah Mir at breakfast to Mariella Frostrup, John Pienaar 
(pictured below), Michael Portillo and Times regulars Giles 

Coren, Hugo Rifkind and Matt Chorley (pictured below). 
They cross promote their columns on air across the schedule, 
landing big interviews with leading politicians, celebrities and 
thought leaders daily. 

While we have attracted more than 30 show sponsors to the 
station, our whole model is based around being a free-to-
access marketing channel for potential new Times readers, 
so they can sample Times content on air. We want to convert 
these new listeners into our readers - and your customers.

This model works every week, with significant numbers of 
Times subscriptions generated from listeners who we have also 
converted into print. This continues to build at a steady pace, as 
we use our platform to drive The Times brand in new ways. 

In terms of listeners, we are audited by RAJAR (Radio Joint 
Audience Research), but that hasn’t been reporting through 
the pandemic. We can’t disclose exact numbers, but we are 
performing above expectations both in terms of reach and 
hours listened.

We’ve also found a following amongst a number of retailer 
listeners who tune in early in the morning when they prepare 
the papers for the day ahead!

How Times Radio plans to 
drive new audiences to print 
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Times RadioPro Print

Win a PRS Licence to play 
Times Radio in your store

To create what Mr Spencer describes 
as an “immersive Times experience,” 
News UK is running a prize draw  
for NFRN members. Up for grabs 
is the chance to win a PRS Licence 
allowing your store to play Times 
Radio in store.

“This will work particularly well in 
Times branded stores to create a 
holistic brand experience and drive 
sales,” Mr Spencer added.

“To be in with a chance of winning, 
simply email growsales@news.co.uk 
with the subject ‘Times Radio PRS 
Licence competition’ and your  
store name. 

We are also giving away free Times 
branded signage or Times branded 
display units whilst stocks last at 
growsales@news.co.uk.” 

Join the club!

Retailers have joined Calum Macdonald’s booming Early Breakfast Club in 
strong numbers, which is made up of listeners to his 5am show on Times 
Radio. It’s what he likes to call the most exclusive club in The Times.

Calum (pictured above) explained: “Tuning in at 5am every day is no mean 
feat - and it deserves rewards. Early Breakfast Club is a community of early 
morning risers, and retailers are very much a part of that. So, we came up 
with the idea of a fun Early Breakfast Club. The more listeners tune in and 
text or email in, the more loyalty points they stack up.

“Recently, we were able to dish out hundreds of face masks to our most 
loyal members - just doing our bit to maintain PPE supplies across the 
nation. I’m looking forward to hearing from more NFRN members on 
my show - the people who make the news go round!” 

News UK retail director Neil Spencer said retailers could piggyback 
on the success of Times Radio and bring the experience to life in their 
stores. He explained: “Times Radio is a significant investment by News 
UK and The Times into acquiring new readers and that will bring 
benefits to retailers. 

“There are opportunities to leverage Times Radio to grow incremental 
sales and subscriptions. We always recommend you engage with 
customers on content from our papers and Times Radio too, to build 
habits and engage them with the brand.”

Listen to Times Radio on DAB, online, 
via the Times Radio app or via smart 
speaker. Become a member of Calum 
Macdonald’s exclusive Early Breakfast 
Club by tuning into Times Radio from 
5-6am on weekdays and texting in live, 
or emailing earlybreakfastclub@
times.radio anytime.

“Times Radio is a significant investment 
by News UK and The Times into 
acquiring new readers and that will 
bring benefits to retailers” 
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Raising a cup to help 
combat cancer
Throughout August and September, members have been hosting  
coffee mornings to help raise money for Macmillan Cancer Support.   
The Fed went along to two members' stores to find out more.

In 2020, despite the pandemic preventing people from 
getting together, more than £10 million was raised for 
Macmillan from coffee mornings with the money going 
towards helping to provide emotional, physical and 
financial support to people who have been diagnosed  
with cancer. 

This year, Nestlé is sponsoring the event and the  
original Nescafé coffee has been parking up outside  
shops and at wholesale depots to lend support.

Many readers of The Fed will know that West Midlands 
president Julie Kaur is a frequent fund-raiser so it will  
come as no surprise that she hosted a Macmillan coffee 
morning on Saturday August 14. 

With the Nescafé coffee morning van in attendance, Julie,  
who owns Jules Convenience Store in Telford, managed  
to raise over £400. But her efforts did not stop there, 
and she continued to collect donations through  
August and September.

Also hosting a coffee morning and the Nescafé coffee 
morning van - this time on Friday, September 3 - was Lynne 
Kinnersley, who owns The Bluecorn Bakery in Stockton.

Lynne told The Fed: “Over the last year we have had 
a lot of support from the local community. Their custom 
has really helped to get us through the pandemic. It has 
been a very challenging time for us, especially since we 
opened our new café in May which is something we’ve  
never done before. So, we really like to give back.

Macmillan Coffee MorningFeature

“Macmillan is an amazing charity, unfortunately cancer 
affects a lot of people so it’s great that they can be there 
for some many people.”

During the coffee morning, Lynne held a raffle with a 
variety of prizes that had all be donated. She said: “Our 
suppliers have been so generous in donating prizes for this 
event. We’ve received a meat hamper from a local butcher, 
flowers from a local florist. Leaders Paper Merchants, the 
people who provide all our packaging, gave us some free 
supplies for the event. After we said it was for Macmillan, 
they were all more than happy to help.”

From both the coffee morning and the raffle, Lynne 
managed to raise over £800 for Macmillan.

Speaking at the beginning of September, Nestlé customer 
business manager - wholesale and convenience Daisy 
Thompson said: “We have been blown away by the support 
shown for our Macmillan and Nescafé Original campaign 
this year, involving the entire wholesale and convenience 
channel, including many NFRN members. Our travelling 
roadshow has been met with an amazing welcome at every 
stop and so far has raised a whopping £2,010.34, with many 
more stops still to come this month. Thank you so much 
for raising vital funds for this brilliant cause!”

“Macmillan is an amazing charity, 
unfortunately cancer affects a lot of  
people so it’s great that they can be  
there for some many people”
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NFRN AwardsFeature

Previous recipients have all said that winning an NFRN  
award has really helped their business to flourish.

Bay Bashir, who owns Belle Vue Convenience Store, in 
Middlesborough, and is pictured below, said: “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.”

Deadline extended  
for NFRN Awards entries
With the deadline for entries fast approaching, now is your last chance to tell 
us about your highlights and achievements over the past two years and put 
your business forward for a prestigious NFRN Award.

Meet our latest sponsor

Scandinavian Tobacco Group UK is sponsoring the Symbol Convenience 
Retailer of the Year category which looks to recognise symbol group 
operators who are making a difference by being actively involved in their 
local community.

STG UK country director Alastair Williams said: “Our relationship with the 
NFRN and its members continues to go from strength to strength and we are 
delighted to be playing a small part in supporting these prestigious awards. 

“Convenience retailers are hugely important to the cigar category, and we 
try to support them in as many ways as possible, whether it’s through our 
sales force, the trade media or our new trade website. 

“We wish all entrants the best of luck and I can’t wait for the awards 
ceremony in January and to have the chance to congratulate who I know will 
be an extremely worthy winner.”

The original deadline of October 15 has been moved to 
Friday, October 29 to give you more time to get your 
entries in - but please don’t leave it until the last minute! 

Entering the NFRN Awards is a great way to profile your 
store and your successes. What’s more, it’s free to enter  
and you can apply for as many categories as you like.

An independent panel of judges from across the 
industry will review the applications. Finalists from  
each category will receive an all-expenses-paid trip to 
the glittering awards ceremony which, once again,  
is taking place at the Royal Lancaster Hotel in London  
on Tuesday January 25 2022.

Winning one of the 10 retail awards - or even being 
shortlisted - is a huge achievement and can have real 
business benefits in terms of media attention, staff 
motivation and attracting new customers.

Entry forms can be downloaded from the NFRN’s website, TheFedOnline.com, where you can also find tips to help 
you impress the judges. The deadline is 4pm on Friday, October 29. Good luck!
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It may only be October, but with Christmas looming, 
now is the time to optimise your displays and clear out 
your stock cupboard, before they are filled with advent 
calendars and Christmas crackers!

As Cambridgeshire member Amit Puntambekar was the 
2021 Independent Achievers Academy (IAA) Effective 
Ranging star, as well as being named as a finalist in the 
Merchandising category, The Fed went along to his store 
to discover about the secrets of his success.

On merchandising, Amit, of Ash’s Shop in Fenstanton, 
near Huntingdon, said: “Simply put, if your customer 
can’t see it then how can they buy it?

“On a deeper level, your merchandising standards are 
reflective of your attitude towards the business. If I 
go to a shop and I see lots of products that are pushed 
backwards and empty shelves, you might be busy with 
customers, but I’ll think that it seems like a bit of 
laziness,” he continued.

“I saw it in my store on Monday morning and I thought, 
what were my staff doing on Sunday? Then I realised we 
were three people short, so they didn’t have the time to 
stay on top of things. 

“With our merchandising, we’re trying to move 
a bit more towards automation. So, in one of our 
confectionery categories, we invested in automated 
pushes from HL Display. And similarly, in small soft 
drinks, which is a bit more widely done, we went to a 
company called POS Tuning. Once you have that kind of 
system in place you start to think ‘Oh my God! How did 
we ever do fill up before?’

“On the ambient side, we’ve got a couple of younger 
members of staff. They come in, they fill a couple of 
sections, and then they do a full shop face up. Then 
in the evening, we try and get the evening staff to face 
up their section. Basically, if anyone’s ever not doing 
anything then they should be facing up. That’s what we 
try to encourage in terms of mentality.”

While keen to introduce new product categories into the 
shop, Amit admits that this can prove challenging.

He explained: “Adding new products into our established 
ranges can sometimes be a nightmare. We’re not 
2,000 sq ft or 2,500 sq ft. We’re 1,400 sq ft, so the way 
we’ve designed the building, everything on the shelf 
has to be churning a certain volume, per week, per 
month, per quarter. So sometimes making the decision 

Forget spring cleaning, it’s 
time for an autumn spruce up!
Now that summer has ended, it is the perfect time to re-organise and 
merchandise your store to ensure you are reaching your maximum 
earning potential. The Fed finds out more.
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is very difficult, because we know most things on our 
shelves sell. If we ever have to get rid of something, we 
must weigh it up and think is this short term? Is this 
long term? What’s the net gain? Will we bring back the 
products we swapped out? 

“We’ll listen to customer responses because around 90 
per cent of our trade is regular. If we take something off 
and customers miss it, they will definitely let me know!”

Amit recently had a refit in his store to help him 
optimise the space. He says: “The refit has helped our 

merchandising quite a lot as, pre-refit, most of the shop 
was ambient-led and we only had about seven metres of 
chill. Now we have about 24 metres of chill in our store. 
That became the main focal point. As we have fewer 
ambient shelves than before, we know that every single 
ambient product needs to earn its place. 

“To ensure this, before the refit, I scanned every product 
that we had on our shelves. I looked at all the data over 
a five-year period, just analysing any trends like the 
sales differences on season, promo, everything. Literally 
everything we have in our business I know sells.”

Merchandising MasterclassFeature
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Mondelēz International  
trade communications 
manager Susan Nash

“The most important confectionery display is 
the main fixture, as industry data shows that 45 
per cent of confectionery products are picked up 
from here. The fixture needs to be clean, tidy, and 
ordered to allow shoppers to find what they’re 
looking for and inspire additional purchases too. 
Pricing should be clear - consider price-marked 
packs to help demonstrate value.”

A masterclass in merchandising

When it comes to effective merchandising, knowing where 
to start can sometimes be a struggle. Below are some top 
tips to help you ensure you are making the most out of the 
space in your store. 

Amit Puntambekar,  
Ash’s Shop in  
Fenstanton Huntingdon

“I would say that visibility is so, so important. 
We also noticed that there are often places in the 
store where the customer slows down. Keep your 
eyes on where they walk a little bit slower because 
that’s where you can really grab their attention. 
If you have any points in the store where they 
must go a bit slower, have you thought about 
introducing a display? Something that grabs their 
attention, make it nice and colourful.”

Coca-Cola Europacific 
Partners (CCEP) senior trade 
communications manager  
Amy Burgess

“Forty one per cent of soft drink shoppers are on a  
food-to-go mission, so place soft drinks alongside 
complementary categories like snacks or sandwiches 
to drive linked purchases. And don’t forget meal 
for tonight - now the third biggest shopper mission 
in convenience. Merchandising larger packs of soft 
drinks, like Coca-Cola Zero Sugar and Fanta, next to 
chilled meals provides the perfect solution and is a 
great way to increase basket spend.”

One Stop lead display manager 
Jonathan Powell

“The key responsibility of the merchandising team 
is to ensure that the store is tailored to the customer 
type, factoring in the macro and micro space to 
enable us to have the right customer offer and 
ensure that the store is operationally efficient. From 
a display perspective, we ensure that the fixture is 
both aesthetically pleasing and easy to shop. This is 
done by merchandising the right product in the right 
location to aid ease of purchase.”

Promoting National Lottery games and Scratchcards 
in store with point of sale material is crucial in 
maximising sales. Site POS items as soon as they 
arrive so customers are aware of upcoming big 
jackpots and special draws.

This also reminds shoppers to play if they intended 
to but had forgotten to purchase a ticket. Scratchcard 
POS can help customers decide which game to play.

Camelot’s in-store standard’s 
programme, Site, Stock, Sell echoes this 
advice and provides retailers with guidelines 
to maximise National Lottery sales. By advertising 
events, campaigns and Scratchcards with 
Playstation POS, window posters and Scratchcard 
dispenser POS, you could boost your sales by up 
to 5 per cent and be in with a chance of scooping 
up to £10,000 in Camelot’s quarterly prize draws!

Camelot retail director Jenny Blogg
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Telegraph Media Group  
national sales controller  
Paul Reeves 

“News display space is an extremely  
valuable commodity within your store.  
You should present an attractive, functional 
news display that enables your customers  
to make informed choices.

“Visual impact forms a large part of this 
decision making, in the knowledge that this 
will influence consumer impulse purchases. 
To maximise your casual sales, you should 
regularly review your in-store ‘hot spot’ 
positions. You will know the counter till 
point is the focal point of your store, as all 
purchasing customers eventually arrive here.”

Merchandising MasterclassFeature



WWW.THEFEDONLINE.COM | 54  ISSUE 20 OCTOBER 2021



WWW.THEFEDONLINE.COM  ISSUE 20 OCTOBER 2021WWW.THEFEDONLINE.COM  |55

It may only be October but now is the time to be thinking 
about your Christmas spirits. No, we don’t mean Jacob 
Marley from A Christmas Carol! We are talking about 
the wine, beers and spirits that keep Santa rosy-cheeked  
and merry.

Darren Given works at Swift’s Eurospar in Lisnaskea, 
Northern Ireland. Swift’s Eurospar won silver in the 
best off-licence category in the Irish News High Street 
Heroes awards.

“The sales from our off-licence are a key part of our 
business throughout the year, but it really comes into  
its own in the run-up to Christmas.

“From September we start to plan what we are going to do 
and then we task the off-licence teams with source pricing 
and ranging for the coming season. 

“With this in mind, we set about designing our off-licence 
brochures to have them ready for the start of November. 

“When we have the agreed pricing and everything else 
in place, we then start to look at where we are going to  
display key deals, bulk displays and where we can  
highlight any new lines.”

Darren continued: “We tend to start Christmas displays 
near the start of November, especially for gifting. People 
seem to start buying gifts earlier, possibly to spread the cost 
of Christmas, so we like to have our stall set out for this.

“We are very much a store that tries new products, and this 
has helped us become recognised as the go-to off-licence. 
Trusted brands were once new on the market. We often  
try to be the first store to have the new products, giving  
us an edge with marketing.”

Wines and SpiritsFeature

Putting the merry  
into Christmas!
Award winning retailers tell The Fed how they make the 
most out of the alcoholic beverage category during the 
festive season.
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Last Christmas was unlike any other. However, as the 
restrictions have now eased, we asked Darren if his store 
was planning any events for the festive season.

“Before Covid-19 we used to always organise tastings 
for our customers. We used suppliers, agencies, and our 
own staff. These were very successful, especially  
for premium products.

“This year should allow us to get more involved with 
customers in-store. If there are further lifts in restrictions, 
then we will be able to focus on pairing foods with alcohol, 
giving the customers more choice and educating them on 
what we have.

“Our off-licence is becoming a destination for premium 
wines and spirits. We have worked hard building our 
customer base and these customers trust us to provide 
them with the best products and service. We have 
collectors who ask us to source products for them and 
suppliers who work with us on this. Our off-licence 
manager here in Lisnaskea has a real interest in bringing in 
quality and range and is the real driving force behind the 
uptake in premium spirits.”

Samantha Coldbeck, (pictured below) who runs the 
Wharfedale Premier in Hull, was the Responsible Retailing 
star in the 2021 Industry Achievers Academy (IAA) run by 
our subsidiary company, Newtrade Media. 

She said: “We start by double or even triple facing the 
really popular lines, making sure that everything is marked 
at promotional prices, where we can. We’ll probably put 
a little bit of theatre around, so Christmas bunting or 
decorating the shelves. We will also use social media as 
much as possible. We want to put it into people’s minds 
that spirits are a really good gifting idea.

“We have a really good range of spirits in our store.  
We’ve actually put all the cigarettes we sell into drawers 
below the spirits so there is an awful lot of space to be  
able to display them.”

“We just focus on making the most of the season,  
ensuring availability is perfect. We ask customers if 
there is anything that we don’t stock that they would like 
to see in our shop. Warninks made a comeback last year 
which was quite a surprise because I retailed in the 70s 
and 80s and it was massive back then. It was funny to see 
something like Advocaat come back, and people actually 
asking for it. We had to make sure that when they do  
walk through the door, that we’ve got it.”

Wines and SpiritsFeature

“This year should allow us to get more involved 
with customers in-store. If there are further 
lifts in restrictions, then we will be able to 
focus on pairing foods with alcohol, giving the 
customers more choice and educating  
them on what we have”
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Samantha continued: “We don’t start our Christmas 
displays too early. We’re probably going to start more 
towards the end of October. That’s when we really start 
to advertise the fact that the stock that we’ve got is 
for Christmas. Then probably about the first week in 
December, we’ll make sure that we’ve got our Christmas 
trees set up and lit outside of the shop and decorate 
the shop as much as possible. I think if you go too early, 
everyone gets a little bit bored.”

While Christmas is a time for tradition, it can also be a 
time for people to try something new, Samantha said.

“We definitely like to try out new products at this time 
of year. There are two that come to mind and those are 
Lamb’s Spiced Rum and Jamerson Orange. They’re really, 
really strong lands with us because they are new. You’re 
not always going to get the repeat purchases, but I think if 
you’ve got it from the beginning of the season, and people 
are aware that you’ve got it, then they’re going to come 
to you to buy it. And the people who really like it, they’re 
going to make it a repeat purchase.

“Flavoured gins are still huge and flavoured rum is 
becoming just as popular. We try to ensure that we are 
following trends and sometimes even leading the trends. 
We like to be the first place in our area to get a new spirit  
or a new range.”

After the struggles of the last year, Samantha is sure that 
this Christmas is to be one to remember for convenience 
stores and independent retailers.

She said: “After all the lockdowns we feel as though this 
Christmas will be about giving confidence to people. Making 
sure they feel safe to come into the store, making sure that 
we’re as welcoming as we possibly can be. It’s finding that 
balance. We don’t want to be seen to be too frivolous as I 
think a lot of people are still wary, so caution is still needed. 

“I think this Christmas will probably be one of the best ones 
that we’ll have for a long time to be honest, because people 
have the confidence to celebrate with family and friends at 
home, but they don’t want to go full throttle and potentially 
get Covid-19 from being in an overcrowded pub.”

“Flavoured gins are still huge and flavoured 
rum is becoming just as popular. We try to 
ensure that we are following trends and 
sometimes even leading the trends.  
We like to be the first place in our area  
to get a new spirit or a new range”

Wines and SpiritsFeature
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Failure to look after your premises can also cause major 
issues such as electrical fires or flooding, resulting in 
damage to the building, contents, and stock, and increasing 
the likelihood of employees, customers or other visitors 
suffering an injury and making a claim against you. 

For the next couple of editions of The Fed, we have  
pulled together information about what you need to  
know as a commercial property owner, landlord and/or 
tenant, from your legal responsibilities to how to make  
sure your premises are safe, secure and a welcoming 
haven for staff and customers.

Maintaining your  
business premises
As a local shop, newsagent, or convenience store owner, it is important to 
make sure your building is regularly maintained. Cutting back on maintenance 
costs may seem like a way to save money but it can mean increased bills in 
the long run, warns the Retail Mutual.

Some of the information below has been taken from 
guidance provided by the Commercial Tenants Association 
(CTA) and the National Residential Landlord Association 
(NRLA). Please note it is important to always check 
current legal requirements with your solicitor or real 
estate agent or refer to an industry organisation for the 
latest information and advice for landlords and tenants.

As a commercial property owner or landlord, you have 
a duty to make sure your business property is safe for 
anyone who uses it, including your tenants if it is 
rented out.
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1. Health and safety

While the responsibility for health and safety usually 
falls on the tenant, as a commercial landlord you are 
responsible for complying with Fire Safety Regulations and 
for providing a workplace with a reasonable temperature, 
adequate lighting, space and ventilation, safe equipment, 
drinking water, toilets and washing facilities.

2. Fixtures and fittings

As a commercial property owner or landlord, you are 
responsible for all the fixtures and fittings you own 
and you must ensure that they are installed safely and 
maintained properly. If you rent out your premises, you 
may agree with your tenant that additional fixtures and 
fittings can be installed. In the event of a claim, these 
would be the tenant’s responsibility. It is a good idea to 
include reference to this in the lease. 

3. Gas and electricity

If you are the commercial property owner or landlord, 
you are responsible, by law, for ensuring your property’s 
electrical system is safe. You should have an Electrical 
Installation Condition Report (EICR) carried out by a 
registered electrician before letting out the property  
and the installation should be inspected every  
five years. 

Gas safety may be the responsibility of either you or 
your tenant depending on the terms you lay down in 
the lease. However, you will usually be responsible for 
the safety of both electrical and gas installations in any 
communal areas. 

4. General maintenance

Generally, as a commercial property owner or landlord, 
you are responsible for structural repairs (floors, roofs, 
foundations, and major walls) while your tenant should 
take care of maintenance and repairs of things such as 
internal plumbing or air-conditioning systems. You should 
ensure that the lease clearly sets out these responsibilities 
to avoid any ambiguity.

Commercial landlords are encouraged to follow the 
code for leasing business premises in England and 
Wales. Published by the Royal Institution of Chartered 
Surveyors (RICS) in consultation with various regulatory 
and trade bodies, while not legally binding it sets 
out recommendations relating to lease negotiations, 
management, rent guarantees and deposits, rent reviews, 
break clauses and renewals, alterations and changes  
of use, assignment and subletting, and insurance.  

Handy hints for commercial property owners 
and landlords

Retail MutualFeature
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Whether you are a landlord, property owner or a tenant, 
it is important that your premises are protected against 
perils such as fire, theft, and natural disaster. The lease 
should make it clear who is responsible for arranging  
and paying for cover. Below are the most common types  
of cover you will want to consider as a landlord or 
property owner.

1. Building’s cover

Building’s cover is usually the responsibility of the 
property owner and covers a building’s structure and 
things such as underground service repairs and removal 
of debris following a covered event. It is important to 
ensure that a building is sufficiently covered to enable 
it to be brought back to the condition it was in before 
the event occurred. This is known as the rebuild value 
or reinstatement value. You may consider obtaining a 
professional valuation to assist with this. 

TIP: It’s important to make sure you are not 
‘underinsured’. The cost of building materials has 
increased and, more than likely, so too has your rebuild 
cost. It’s important to ensure your limits are correct 
to protect you and your bricks-and-mortar asset in the 
event of a claim. 

2. Property Owners’ Liability cover

Property Owners’ Liability is designed to cover you if a 
person is injured, or their property is damaged because  
of your negligence as a property owner and decides 
to bring a claim against you. All property owners and 
landlords should consider Property Owners’ Liability, 
but it is particularly important if you let out commercial 
premises as higher footfall will increase the chances 
of an accident occurring. Typical events might be a 
roof tile or signage from your fascia falling and injuring  
a member of the public or a customer tripping on  
poorly maintained steps at your property entrance. 

3. Loss of rent cover

As a commercial landlord, you will be expecting a  
certain level of revenue from your property, and indeed 
you may be financially reliant on it. Loss of rent cover 
may protect you if you are unable to collect rent due to 
an event, such as a fire or flood, making your property 
temporarily unusable. 

4. Contents cover

Contents cover protects the fixtures and fittings 
in a business premises. As a landlord you will need to 
ensure any contents in communal areas are protected,  
as well as fixtures such as shelving, display cabinets  
or other items if you let your premises out in a  
furnished condition. 

Generally, most tenants will invest in their own  
fixtures and fittings when they take a lease on a 
commercial property and should take out their own 
cover for contents as well as any stock they hold on 
the premises.

5. Legal expenses cover

As a landlord, if you have a dispute with your  
tenant you may need to seek the advice of a trained  
legal professional. Legal expenses can cover the  
costs of bringing legal action or defending yourself  
against it. While some disputes are settled quickly  
and easily, others can be long, drawn out and costly, 
with devastating consequences. 

It’s important that as a property owner or landlord,  
you are clear about your own responsibilities to 
protect your bricks-and-mortar asset. If you have  
any questions about 
a lease, talk to a legal 
professional and if 
you have any questions 
about your cover, speak 
to your provider. 

Call. Quote. 
Covered.

If you want a stronger business for a stronger  
future, choose The Retail Mutual as your 
business cover provider. We have been 
protecting independent businesses since  
1999 and offer cover solutions for your 
commercial property as an owner, landlord 
or tenant. 

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.

What kind of cover should you have for your 
commercial premises?

Retail MutualFeature
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For more information 
about each event visit: 

TheFedOnline.com

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

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 
Cricket Australia v England Five 
Test Ashes Series
Ireland district council meeting
Thanksgiving Day
Black Friday
Small Business Saturday
Hanukkah starts
Cyber Monday
North West district  
council meeting 
Wales district council meeting  
St Andrew's Day (Scotland)

01
02

03

04

05
09

10

11
13

16

27
26
25
24

23

15
14

November 2021 December 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)
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
Autumn Budget
Entries close for 2022  
NFRN Awards
Halloween
British Summer Time ends

03
04

05

06

09

13

18

19

20

23

31

26

29

October 2021

Halloween Bonfire NightOCT NOV
31 5

Annual ConferenceOCT
4-6

South West district  
council meeting 
NEC meeting
NEC meeting
Joint NEC/NFC meeting
NFC meeting
South East district  
council meeting
Winter Solstice 
Christmas Day 
Boxing Day
Bank Holiday in lieu of 
Christmas Day
Bank Holiday in lieu of 
Boxing Day
New Year’s Eve

02

07
08

21
25
26
27

28

31

13

27
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Menzies Distribution plays a critical role in the newstrade 
end-to-end supply chain, distributing 29,000,000 
newstrade products weekly to retailers across the UK and 
Ireland. As a future-focused business, it is committed to 
delivering sustainable routes to market for our customers.

www.menziesdistribution.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 

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

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.

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/ 

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

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

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

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

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

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

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

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

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
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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.
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