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We all know how competitive Christmas can be for
retailers. However, in the shadow of recession con-
sumers can perhaps be expected to rein in spending
for a second consecutive year. Indeed, Retail Week
recently reported that a third of consumers intend to
spend less this Christmas than they did last. Conse-
quently, with contrasting comments abounding re-
garding the speed at which the consumer market will
pick up, the battle this Christmas could be fiercer than In short then, smaller retailers have the un-
ever before. doubted ability to deliver a far superior and a
Excellent customer service is perhaps more important more intimate service, which will keep the con-
than ever. Traditionally consumers loosen their purse  sumer coming back far beyond the New Year VAT
strings for Christmas. However, even in the face of hike.

these contrasting claims of how quickly the consumer al N] & 9 { LISy OSNRa { G dz

market will pick up, we can see no reason why many  Christmas, although we may well experience a
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What retailers cannot be 50 sure .of is whgre onsum- & e Ny Fr Al GKS YH Ny SO N
ers spend this money. Whilst having the right product P o

at the right price are the basics, this does not neces- Y2 Nb OZ Y [isrefdre) ekcalignDodstomer
sarily mean profit and greater turnover. In this busi- ~service provided by small-mid scale retailers
ness, the margin for error is tiny. could be the difference between a merry Christ-
Small-mid size retailers as well as independent retail- mas and a happy New Year and being a Christ-
ers can take a battering from discount-happy large  mas turkey that might be lucky to see the cold
multiples at this time of year. It is more than likely
many multiples will begin sales well before the tradi-
tional New Year period. Admittedly promotional feats
and price cuts will assist in this battle in an attempt to
encourage spending and counter any blow caused by

winter ahead.
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However, this is of little use to smaller retailers, who - Page 2
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effective method to the lure holiday shoppers. It is Page 3
our view that smaller retailers need to maintain and B s o e e o ceocnecnsee e aasanane
expand on current customer bases by keeping them Page 3
away from big national chains that can offer these B e ¢ e cacecareacsane B Telels s s s 00 nse
bargains. This is far simpler and much more possible if Page 4
retailers use a major asset they have over these e e e e e 0 cccccosocccse Selelele cconnass

Page 4

chains: the ability to develop one on one personal re-
lationships that they have with their customers.
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Insight Retail are pleased to announce a working partnership
with Dutch retail network House of Retail. Working for fast
moving brand manufacturers, retailers and independent store
owners in the Netherlands, House of Retail are a complete re- g
tail service. \. 9 ®
HOR create store concepts that enable manufacturers and re-
tailers to maximise the potential of their relationships and gen- OF
erally make stores more successful. ;
Insight Retail and House of Retail are joining forces to benefit :
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into relevant trends and gaining insights before your competition does.
The programme consists of trend trips, insight reports and pressure cooker workshops. In early October
House of Retail visited New York to study On the Go & Living Green. The Insight update on these trends
will be available in the November Insight Newsletter.
l'Yy20KSNJ G22¢ GKFG | hw 6Af ¢ aKI NB ¢
gramme is meant as a quick assessment of store performance and the potential
@ | for the area the store caters to as well as giving direct and pragmatic advice for
TRAI L improvement. In the Netherlands over 500 independent stores have been given
advice via Store Wars.
For more information contact Martin Bloom at m.bloom@insightretail.com

Ethical Recession C The Green,
Green Shoots

So the economic recession is over, arguably. So what of ethics in retail, a
term so eagerly banded about before the recession began. The true effect of

‘-‘_"."_‘;.:_ ___ ii the recession on ethics is still yet to become apparent and there is no com-

parison; ethical consumerism during previous recessions was insignificant.
However, the early signs of the effect on ethical trading do not seem positive.
The Guardian reported in July that British con-
sumers are now turning their back on buying ethical in favour of cheaper
shopping bills. This is a trend that some feel is likely to be long term, as three
in five shoppers plan to continue cutting back on ethical goods after the
downturn.
So what now for ethical consumerism as we come out of recession? Despite
the gloomy figures for those with an ethical conscience, it is not all bad. We
feel many retailers (and indeed consumers) have and will stay loyal to their
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cal consumerism as hard as first thought, with 72% of UK consumers considering that the ethical produc-
tion of clothing is still important. Although caring is not the same as spending, we argue that having ethical
values is still as important for retailers now as much as it was before the recession, if only to maintain credi-
bility.
Not only does it provide good business sense but it is important to maintain ethical consumerism, to make
sure retailers source and buy products in a responsible way and be sure that those people involved are
treatedwel. C2NJ bSg [221 [/ KFEANXYIY t KAf 2NRARIfSe SGKAC
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and may take longer than other industries to recover, but ethics is still a major factor in consumerism.
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Scary Business!

At the time of writing Christmas seems to be a long way off, al-
though this did not stop it becoming our main feature for this
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However, there is the frightening matter of Halloween before the
arguably scarier annual price war that is Christmas. Halloween is
the second largest party season after New Year and in 2007 was
estimated to be worth £140 million. In 2008, as recession began to
take hold, this figure grew to nearly £200 million. As media reports
are abound that we have
exited the recession it is the
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' enced since economic confi-
dence has risen. Therefore,
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loween to be worth even
more.
So how can retailers make
the most of Halloween?
While some larger fashion
and electrical multiples may largely ignore the All Saints feast,
Tesco, despite the figures showing growth of the industry to nearly
£200 million last year, claim that it is an industry worth over £100
million for its stores.
We believe that Halloween is a spectacle not to be missed for re-
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promoting the idea of originality and uniqueness. For small-mid
size retailers Halloween is a perfect opportunity to take advantage
of this idea.
Holding event days, inviting customers on the mailing list to spend-
ing scary money off vouchers and creating a friendly but frighten-
ing atmosphere in store provides huge incentives and attractions
for consumers to spend money.
Decorate your outlet, dress up in ghoulish outfits and give best
dressed prizes to stores or individual staff members. Provide party
food and even apple-bobbing. Provide customers with spooky free
gifts and incentives to return.
All this, coupled with good customer service, can make a huge dif-
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over. It also attracts more custom and as we said last month, this
quirkiness and uniqueness encourages brand commitment.
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afraid, capital-
ise on the new
trend to go all

out for scary
parties and em-
brace Hallow-
een. This is no
trick and could

be your treat.

Insight Team Grows!

Insight Retail is pleased to an-
nounce the recent growth of its
property team.

We have recently been joined by
Kevin Conibear MRICS, who joins
from King Sturge as an associate.
Originally from the ever sunny North
Devon, Kevin spent his formative
years working in the South West for
both national and
agents. In his previous role at King
Sturge Kevin specialised in the pub-
lic house and, leisure sector an an
agency and professional basis.

In his spare time Kevin thinks he can
play football, but at least supports a
decent football team in Man United!
Kevin also plays the guitar, which he
also thinks he is pretty impressive
at. Thankfully for everyone, he has-
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international

At Insight he is looking to develop

the. public house; restaurant and
leisure sectors.

Please contact Kevin on 0117 934
0961 or email:
k.conibear@insightretail.com

Also joining the team is Raj Manek
MRICS, who cut his teeth in prop-
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years experience in commercial ac-
quisitions, industrial and high street
retail disposal and rent review and
lease renewal work.

Out ‘of’work Raj-takes regular’trips
to IKEA where he buys things he
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our resident food connoisseur, so if
you need any advice regarding
where to eat or drink in Bristol or
Bath, he is your man.

Raj has recently assisted with the
acquisitions for a fashion retailer. At
Insight he is looking to further de-
velop on his retail agency and pro-
fessional background.

Please contact Raj on 0117 934
0964 or email:
r.manek@insightretail.com
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Customer Insight Update

Lounging About!

Insight Retail are proud to be working as
retained property consultants for Loung-
ers Cafe/Bar on their acquisitions pro-
gramme.

Originally founded in Bedminster, Bristol
in August 2002, the Loungers chain now
includes 12 bar/cafes stretching from Car-
diff to Reading and up to Birmingham.
Loungers bars/cafes boast a relaxed, com-
fortable and in my opinion, unique at-
mosphere.

It is not often | write a piece about what
is easily one of my favourite places to so-
cialise, relax and unwind. Admittedly |
KF 98y Qi
should make that my mission! However,
one of my regular haunts and favourite
Loungers, mainly because of its close

proximity to my humble abode, is the
Deco Lounge in Cotham.
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serves my favourite cider (although this
does give it a certain appeal). Rather, it is
the food, the drink, the people and the
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quite get elsewhere. The Loungers chain
caters for all; the young professional, the
eager business man, school run mums,
professional dads and even their cool lit-
tle ones and yet retains an informal, re-
laxed neighbourhood cafe/bar atmos-
phere.

It seems to serve everything from all-day

breakfasts, proper-job burgers to restau-
rant style dishes, marshmallow covered
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LOUNGERS

café bar

hot chocolates and amazing chocolate
brownies.

The laid back atmosphere is enhanced by
the slightly eccentric use of reclaimed and
antique furniture. Having worked for the
retailer White Stuff previously, whose simi-
larly eccentric stores are reminiscent of a
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is what the fashion retailer would look like
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a cross between a French European bar and
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play With and Books™t8 read urlng your
visit, maintaining the feeling that you are
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bring an old book in and swap it with one of

their own.
Thawe e alsg gives off a Iayful rela
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playing cards with interesting facts about
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each one.
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really sociable evenings when the sun goes
down or a place to wallow and recover on a
Sunday from the Saturday night before!
Everyone is welcome at Loungers, which
makes it the perfect local, neighbourhood
bar/cafe. L T g2dz I NBy Qi
have visited a Loungers bar/cafe yet then
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For more information visit www.thelounges.co.uk
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Understanding the importance of excellent customer service is one
thing. But with multiple outlets and channels to monitor it can be diffi-
cult to ensure that a customer service culture is thoroughly embedded

at every level.

Unlike standard mystery shopping, our Customer Insight programmes
do not simply passively monitor customer service.
closely with clients to provide bespoke programmes tailored to their
unique needs. If you would like more information about Customer In-
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or csm@insightretail.com.

34 Frogmore St, Bristol BS1 5NA, Tel: +44(0)117 930 4536

IRC provide a professional con-
sulting service to the retail,
leisure and hospitality sectors.
Our areas of expertise include
mystery shopping programmes,
market & consumer research
and international expansion
alongside our property function
who undertake retail and lei-
NJ FNBY |sure property acquisitions, oz
property management, fran-
chising & joint ventures.

Our team works
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