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“The IAA helps you  
to see your store through 
your shoppers’ eyes. Get 

involved - it’s well worth it.”
Harj Dhasee

Nisa Village Stores, Mickleton
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GREW BY
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CONVENIENCE STORE 
(PREMIER)



Increase in bread 
sales by relaying section 

using planograms
Jay Singh

MJ’s Go Local Extra

Sales increase by 
arranging categories 
by shopper missions

Anish Panchmatia
Spar Wylde Green

Monthly increase 
in hot food sales by 
investing in training

Terry Caton
Londis Chatsworth Road
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The Independent Achievers 
Academy (IAA) brings together 
a broad range of retailers, new 
to the industry or well-
established, full of ideas or 
looking for guidance on how to 
develop their business. 

Whether you’re a husband and 
wife team, a family run store or 
an employee team, the IAA helps 
us all learn from each other as 
retailers, which is why I agreed to 
be this year’s brand ambassador. 

I love the IAA because it’s 
completely independent and 
unbiased, it’s totally focused on 
improving stores like mine and 
yours. It gives retailers like us 
the guidance and framework 
to improve on our own, or by 
working with the IAA’s 
partners who support this 
brilliant programme.

We all do things around our 
stores which are different so 
benchmarking is a key starting 
point for working out where 
you’re doing well and to find 
simple improvements that can 
have a big impact on your 
business. Many of them are 
free to do and cost nothing but 
a bit of time.

Once you’ve benchmarked, the 
IAA connects you with retailers 
from different backgrounds so 
you can learn, share and benefit 
from other retailers' ideas.

The IAA not only re-motivates 
you, it helps you to see your store 
through your shoppers’ eyes. 

So get involved - it’s well 
worth it.

Why the IAA connects me to success

Harj Dhasee
Nisa Village Stores, Mickleton

The Independent 
Achievers Academy 
is a learning and 
development 

programme designed to help 
independent retailers grow 
sales and profits through 
benchmarking and 
expert advice.

The IAA is shaped by top 
retailers and leading 
suppliers so you have a 
framework for success you 
can trust. It’s built on the 
small, smart, simple things 
which, when done 
consistently over time, 
produce results.

Benchmarking helps you 
see how you’re performing 
and compare with retailers 
across the country and 
means you could be visited 
by an independent  
assessor to analyse your 
strengths and opportunities 
to improve.

“I love the IAA because it’s completely 
independent and unbiased, it’s totally 
focused on improving stores like mine 
and yours.”

betterRetailing.com/IAA  | 3

SHOP LAYOUT
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How the IAA can help you

1 Take your time
The IAA is broken down into 12 
steps. You can do it all at once or 
one step at a time, just make sure 
you do it by 8 June.

Walk your shop
This guide and our online form, 
are designed to be used while 
you walk your shop. Note things 
as you see them. Don’t be tempted 
to tick if you don’t have evidence to 
back it up.

It’s a team thing
Get your team involved. Showing 
them why you’re taking part and 
making changes helps them buy 
into your vision, embrace and 
even suggest changes.

Network with retailers 
like you
The IAA gives you access 
to a support network 
- including the leading 
suppliers that partner with 
us each year - and unique 
events which can help you 
improve or find the next great idea. 

Compare your store 
with the best
Benchmark your shop and 
you could be visited by an 
independent assessor in 
July. From this you get an 
in-depth report on how 
you’re performing. It also 
means you could make our Top 100 
and be put forward for recognition.

Start now
In this ever-changing 
world you can’t afford to 
stand still. So what are you 
waiting for? Get started today. Write 
down what you plan to improve, and let 
us know how you get on using #IAA18.

Create your own shop report
Input your results in our new 
and improved online form at 
betterRetailing.com/IAA and see 
how you compare with the ‘class of 
2017’. You can do this for up to five 
shops to create friendly competition.

The IAA is here to help you take an 
honest look at your store so you can 
see opportunities to improve which 
will grow your sales and profits. 

This guide includes real examples from 33 
independent retailers who trust and use the IAA to 
improve. They are there to show you that no 
matter what stage you are at, there are small things 
you can change which can make a big difference to 
your bottom line.

The IAA is a trusted tool for independent 
retailers to compare their performance with others 
and looks at 12 different steps of retailing. 
Everything from how to bring in new customers 
and ensure you have the products you need in 
stock, to how to create a great team and make a 
positive contribution to your local area.
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Why we love the IAA
Your time is precious so 
naturally you want to know 
you’ll get value from taking 
part. Here are just a few stories 
from other retailers who 
invested their time with the 
IAA and achieved great results 
so you know it’s worth it.

“Taking part in 
the IAA gives you 
the opportunity 
to discuss ideas 
with your staff, 
and that creates 

a real morale boost. You shout 
about it and it gives your 
customers more confidence 
in you.”

Jacqui Dales
London Road Bakery (Spar), 

Boston

“For the last 
four years I’ve 
benchmarked, 
it’s been a huge 
learning curve and 
with hindsight 

I wish we’d have started 10 
years ago. Why wouldn’t you 
benchmark? I can really see the 
benefits.”

Billy Kinder
Today’s Extra Gloucester Avenue, 

Northampton

I love benchmarking, 
it refocuses your 
mind. It’s not 
complicated and 
it’s worth the time. 
I’ve taken one of 

my new managers through the 
process so she thinks through 
why she’s doing things. I can’t wait 
to get involved again and work 
out what I’m going to improve 
next year.

Dave Hiscutt
Londis Westham Road,

Weymouth

“Thanks to the 
help from the IAA 
and its partners, 
I’ve learned new 
things about my 
business and my 

weekly turnover has more than 
quadrupled over four years.” 

David Ramsey
Best-one Byram Park Stores, 

Knottingley

“I discovered the 
Academy six years 
ago and have never 
looked back. I 
make the changes 
because I trust 

they will work. It’s about little 
steps to improve your store, your 
business and your profit.”

Bay Bashir
Lifestyle Express Belle Vue 

Convenience, Middlesbrough

“The IAA is a 
great way to 
highlight my 
staff’s hard work. 
It has helped me 
to spot problems 

I might not otherwise have 
noticed and make changes 
to improve and develop my 
business.”

Shaan Chaudry
Budgens Anker Service Station, 

Nuneaton

“The IAA is 
essential to 
development 
- everything is 
bespoke in that 
it’s personal 

to your shop. If you are 
serious about moving your 
business forward, you need 
to take part.”

Ian Handley
Handley’s Go Local, 

Sandiway

Christine Hope
Hopes of Longtown,

Longtown

“It’s such a useful 
tool. We’re in 
our fifth year 

of benchmarking, I used 
to think, “We’re not that 
good,” but it’s great to be 
able to see exactly where 
you are in comparison to 
other people.”

IAA 2017 Overall Best Shop



Marketing to customers is about standing 
out. Start by standing at the front of your 
shop. Look through your customers’ eyes 
and ask yourself: what message does 
your shop give?

Look for an appealing shopfront and 
exterior signage that persuades you to 
come inside. Think about your target 
customers’ needs and if your shop will 
appeal to them. Footfall is driven by 
making passers-by want to buy from you. 
Tell them how you can make a difference, 
for example, that you have the perfect 
box of chocolates for a birthday.

A loyalty scheme will help to encourage 
additional spending, but be sure to 
capture contact details so you can get in 
touch with offers or special events. Plan 
for success by having a budget for 
marketing your shop. Keep track and 
record what works so you can make your 
investment work harder next time.

STEP 1: 

Marketing to Customers

Following the visit I 
decided to switch all six 
of my shops to Spar. I 

am just sorting out my contracts 
but they should all be with the new 
symbol group within two or three 
months. They have let me know 
they can help me set up a Facebook 
page and loyalty scheme. I am very 
excited for these changes and 
wouldn’t have thought about this 
without the shop visit.

Tariq Majid
Brookside Filling Station
Academy in Action 2017

Combine traditional and new 
techniques like online leaflets in 
your strategy to market your 
shop and reach the right people.

Tailor your marketing messages 
for your customers and try new 
concepts like delivery lockers to 
access new audiences.

Don’t be afraid to try new things, 
test and drop those that don’t 
work and adapt the successful 
ones to get better results.

Making shoppers you don’t know notice you and getting 
existing customers to visit more often

6 |     

ACADEMY 
IN ACTION

1

2

3
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2017 IAA Marketing to 
Customers Category Stars Joga 

& Aman Uppal (Aman pictured 
below with Rasmus Ankersen), 
One Stop Mount Nod, Coventry

Making local people want to use your shop
Is your shopfront clean, bright and in 
good repair with no cracked glass etc?
Is your shopfront clear of clutter, 
damaged PoS, handwritten notes etc?
Is the area surrounding your shopfront 
free of litter, weeds, and graffiti?

Attracting passers-by in-store
Is your shop name and signage 
etc clear with no letters missing?
Does your signage clearly tell passers-by 
what you sell (e.g. news, fresh bread etc)?
Is your signage well-lit so it’s easy to read at 
night/in poor weather with all lights working?

Communicating your offer to your target shoppers
Do you send out leaflets or emails to 
locals with details of what you offer?
Do you advertise in the local paper, 
community newsletter or website etc?
Do you send leaflets or emails to locals more than 
once a month and advertise every three months?

Promotions and loyalty schemes to encourage spending
Do you have a way for shoppers to keep 
up-to-date with offers or news in-store?
Do you tailor your offers based on what 
your target shoppers respond to?
Do you have a loyalty scheme and use it 
to gain contact details for customers?

Planning for success and measuring it
Do you have an up-to-date plan for the 
marketing you will be doing this year?
Do you have a marketing budget detailing 
costs for things like advertising and print?
Do you record what works and make 
changes to your plans based on this?

What's working and things to fix

#IAA18in association with

& see your progress at betterRetailing.com/IAA

Tick all that you see evidence of

PARTNER ADVICE

Greg Deacon 
National Sales Manager 

Camelot

Understanding the 
different shopper 
missions and targeting 

them in the right way is key to 
unlocking sales. The most effective 
place to influence a purchase 
is the entrance, or the kiosk for 
an impulse purchase. Make your 
marketing messages eye-catching, 
relevant to your customers and 
engaging. Change them regularly 
for the time of day, weather 
conditions, and special occasions.
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Walk into your shop. Think like a 
customer; what do you see? First 
impressions matter. A bright shop sets a 
positive tone. Do your staff make eye 
contact and smile? Do they look smart?

Customer service is more than being 
friendly. It’s ensuring that shoppers feel 
looked after so they keep coming back. 
Make sure you talk to shoppers. Ask staff 
to follow your lead.

Ensure staff know what you sell so they 
can help shoppers find the items they 
need. Do you exceed expectations by 
remembering their usual purchases?

Standards need to be clear to staff. If 
they’re not written down, they won’t 
remember them. It’s important to deal 
with any complaints professionally so 
customers know they’re being listened 
to. And tell shoppers when you’ve made 
changes based on their feedback, it’ll 
make them more loyal.

STEP 2: 

Customer Service

Have a clear customer service 
process from start to finish and 
involve your staff in shaping it to 
gain buy-in.

Chart success. We have a 
“cracking service” chart to 
recognise when team members 
provide brilliant service.

Continually learn, strive to 
improve and go the extra mile 
for customers. It will set you 
apart from the multiples.

Considering your customers’ needs at every 
step of their in-store experience

1

2

3

Since the Post Office’s 
visit, we’ve taken the tips 
Peter gave us on board. 

We had a problem with customers 
complaining about long queues. To 
solve this we opened a second till 
just for parcels to prioritise them, 
and customers are much happier.  
We’ve also produced a feedback 
form – with a prize draw for a free 
bottle of wine – so customers can 
rate their visit, our staff’s friendliness 
and our availability. Paresh Vyas

Premier JND Stores
Academy in Action 2017

ACADEMY 
IN ACTION



Presenting your staff and shop professionally
Is your shop floor clean, 
presentable and well lit?
Are you and your staff dressed professionally 
with easy-to-read name badges?
Are your aisles clear of clutter, stock 
waiting to be put on shelves and rubbish?

Engaging with customers so they feel welcome
Do staff greet customers with 
eye contact and a smile?
Do staff manage queues so 
customers are served quickly?
Do staff get to know customers names 
and engage in conversation with them?

Setting the standard and sticking to it
Do you have customer 
service standards in place?
Do you share these with your staff 
so they know your expectations?
Do you check to ensure standards are 
upheld and staff are going the extra mile?

Handling suggestions and complaints
Do staff apologise and try to make things 
right when a customer complains?
Do you have a process to record customer suggestions 
or complaints including when to escalate them?
Do you make changes based on what 
customers suggest or complain about?

Anticipating and exceeding customer expectations
Do staff get to know customers’ 
needs by asking for feedback?
Do staff openly offer help to customers 
with things like packing their bags?
Do staff know what you sell so they can 
advise customers on where something is?

What's working and things to fix

in association with

Tick all that you see evidence of

betterRetailing.com/IAA  | 9

2017 IAA Customer Service 
Category Stars Paul & Gail Mather 

(below with Neil Ennis from Post Office), 
Sherston Post Office & Stores, Sherston

Peter Johnson
Deputy Director 

Network Transformation Programme
Post Office

PARTNER ADVICE

#IAA18

A friendly greeting for 
everyone, getting to 
know your customers, 

spotting a way to help before being 
asked, and preventing queues all 
cost nothing. As a business owner, 
you’ll be doing these things, but 
what about your staff? Reflect 
on your own experiences as a 
customer and take a critical look 
at your shop, then work with your 
team to agree a set of customer 
service standards that everyone 
can follow.

& see your progress at betterRetailing.com/IAA
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Consider what you’re stocking. Will it sell? 
You need the right products for your 
customers, starting with a core range that 
gives them choices for their budget.

A good range may comprise 80% 
bestsellers and 20% new lines as you 
balance sales growth with profitability. 
Identify slow sellers by analysing sales 
data, but make sure you understand the 
cause before delisting - is it the location, 
price or another reason?

Think carefully about the implications 
of removal, is there a high spending 
customer who will stop shopping with you 
if you don’t have that item? Whatever you 
replace it with should have a margin that 
moves you toward your long-term goal.

Think about your shoppers’ missions, 
make sure your range encourages them 
to return. Sense check what you stock 
with bestseller lists and by visiting 
other shops.

STEP 3: 

Effective Ranging

Collaborate with wholesalers 
and suppliers to improve your 
range but test ideas to ensure 
changes will be successful.

Know the power of data. We 
collaborate with other retailers 
to pool data and get ideas about 
what’s selling well.

Talk to customers in-store and 
online but use data to ensure 
your decisions on new products 
to stock are well-informed.

Stocking a mix of bestselling, core, niche and new 
products to satisfy your target customer

1

2

3

Our AiA visit was 
incredibly useful. On 
the back of the advice, 

we introduced no-sugar and low-
sugar drinks, including Coca-Cola 
Zero Sugar, which have been selling 
steadily since we added them. 
We’ve started selling craft beers,  
introduced more party products – 
like balloons and banners, and I’ve 
met local suppliers that sell cards 
with landscapes of the area.

Hitesh Modi
Costcutter Newsagents
Academy in Action 2017

ACADEMY 
IN ACTION



Ensuring a strong core range and reviewing it regularly
Do you have a list of everything 
in your core range?
Do you review and update your core 
range at least six times a year?
Does your core range give shoppers three 
choices e.g. value, own brand, known brand?

Analysing sales data and deciding when to delist
Do you have a way to understand 
your best and worst sellers?
Do you measure the overall margin 
on best and worst sellers?
Do you check why or what is brought 
with a product before delisting?

Identifying new and niche products to stock
Do you look for new or niche products 
to stock in trade magazines?
Do you visit other retailers to 
spot new products to stock?
Do you have a minimum percentage margin 
on a product before deciding to stock it?

Understanding customer preferences
Do you have a comments box or similar 
for shoppers to suggest new products?
Do you have a process to decide when 
to introduce a requested product?
Do staff ask customers if there is anything 
you don’t sell which they’d like you to?

Planning and measuring success
Do you encourage your team to upsell 
on key items to ensure their success?
Do you measure the stock turn of the 
products you sell?
Do you have a long-term plan for how you 
will increase your sales and margins?

What's working and things to fix

in association with

Tick all that you see evidence of

betterRetailing.com/IAA  | 11

2017 IAA Effective Ranging Category 
Star Dave Hiscutt (below with Gary Black 

from CCEP and Rasmus Ankersen), 
Londis Westham Road, Weymouth

PARTNER ADVICE
Keeping up with 
shopper trends has 
become even harder 

in recent years as consumers 
demand more. Focusing on 
offering choice and stocking 
bestsellers is key. Meet shopper 
needs, by stocking a selection of 
zero and lower calorie soft drinks 
as well as regular variants which 
could help drive a sales uplift. 
New products supported by 
marketing are an ideal way to 
achieve growth.

Tina Childs 
Category Planning Manager

Coca-Cola European Partners

#IAA18

& see your progress at betterRetailing.com/IAA
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Always having what the shopper needs 
when they need it is the next challenge. 
You need a written target that you 
regularly hit. For example, if you aim to 
have less than one in 20 products out of 
stock at any one time, your target is 95%. 
This may differ across some categories 
depending on shelf-life.

Availability is the result of good 
processes. Disappointing a shopper 
means you risk losing them. Gap checks 
and minimum stock levels help but 
perishable products, like food to go, need 
specific supervision to avoid excess waste. 

Plan ahead for seasonal events. Monitor 
the weather to have the right products in 
stock when customers need them. 
Research shows that good availability 
grows sales. Your team need to know 
patterns of demand and you need to 
work with suppliers so they alert you 
to opportunities.

STEP 4: 

Availability

Scale up your checks as you 
grow. We now do 10 gaps checks 
per day to ensure shelves are 
stocked and shoppable.

Use data to make ordering 
decisions but have backup 
suppliers in place and think on 
your feet if problems arise.

Allocate sections to staff 
members and reward great 
work. It creates competition and 
helps ensure full availability.

Monitoring sales and stock to ensure you have the products 
your customers want, when they want them

1

2

3

Since the visit we check 
our availability on a 
weekly basis. To make 

sure we know which products are 
low, we’ve set ourselves a target to 
never be out of stock of more than 
15 products. We're using EPoS to 
work out the reasons why we are 
out of stock of products, and using 
the Londis website to plan ahead 
if they announce availability of a 
certain product is low.

Vin Patel
 Wady & Brett (Londis)

Academy in Action 2017

ACADEMY 
IN ACTION



Setting availability targets and monitoring success
Do you have an availability target?

Is the target 95% or higher?

Do you regularly (5 days or more each 
week) hit or exceed your target?

Day to day management and checks
Do you have minimum stock levels 
for items in your core range?
Do you have a way of identifying your core 
range in-store to make checks easier?
Do you do gap checks every four 
hours to find any out of stocks?

Avoiding overstocking and waste
Do you have a process for rotating 
stock so the oldest products sell first?
Do you analyse data and adjust your orders 
so perishable items aren’t overstocked?
Do you perform a stock take on every category once  
a month and check it corresponds with your records?

Managing suppliers and deliveries
Do you have a calendar of when you need to 
place orders and deliveries are expected?
Do you have backup plans in place in case what 
you order is out of stock or doesn’t arrive?
Do you book everything in and persistently follow 
up with suppliers to get the items you need?

Planning ahead so new and seasonal items are available
Do you plan ahead so seasonal 
items are available in good time?
Do you use previous sales to help plan 
what you will sell and order accordingly?
Do you monitor events and the weather 
so you have the items you need in time?

What's working and things to fix

in association with

Tick all that you see evidence of

betterRetailing.com/IAA  | 13

2017 IAA Availability Category Stars 
Paul & Gail Mather (below with Sarah 

Connor, JTI and Rasmus Ankersen), 
Sherston Post Office & Stores, Sherston

PARTNER ADVICE
For every retailer, 
maintaining range and 
availability is essential 

to driving sales and securing 
repeat custom. It’s particularly 
important for tobacco, where 
27% of existing adult smokers 
buy elsewhere if their chosen 
brand is unavailable, often taking 
their entire basket with them. 
Monitoring EPoS data, trends 
and avoiding out of stocks is key 
to consistent availability.

Mark Yexley 
Head of Communications

JTI

#IAA18

& see your progress at betterRetailing.com/IAA
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Next, assess whether customers find your 
shop easy-to-use. Getting the right feel 
will make shopping a better experience 
and drive additional sales. Have you 
organised everything around the shopper 
missions you want to serve?

Customers are not mind readers. Aisles, 
walls, gondola ends and signage should tell 
shoppers what’s in store. Check the mix of 
categories reflects both your current sales 
and your future potential.

Shoppers should be able to buy what 
they want without retracing their steps. 
Create a realistic shopping list, and test 
how easy it is to buy everything.

Does your shop’s layout help staff? Tills 
should have a good view of the shop, your 
fixtures should support your sales plan. 
How will you handle deliveries to minimise 
disruption to shoppers? Does your lighting 
properly highlight your products? Every 
bulb you burn should be doing a job.

STEP 5: 

Shop Layout

Focus on and tweak adjacencies 
and flow to help shoppers walk 
through different missions and 
increase spend.

Use customer feedback, but 
research options with suppliers 
and test ideas before making 
changes to your shop layout.

Don’t be afraid to try something 
different. We put in a seating 
area and it’s made us a 
destination for shoppers.

Designing your shop and co-ordinating 
categories to make it easy to shop

1

2

3

As our space is limited, 
we’re working with a 
company to install slimline 

fridges and move our soft drinks 
to the front. Once done, we’ll have 
space to install a seasonal display 
in an eye-catching location. We’ve 
also added more ‘Sue says’ signs 
around the shop, highlighting tips 
from our shop manager. Customers 
took notice and we saw about a 5% 
increase in linked product sales.

 Rishi Patel
 Premier Newsbox

Academy in Action 2017

ACADEMY 
IN ACTION



Ensuring the shop is comfortable and accessible
Are all parts of the shop easy to access?

Do you have space for shoppers to 
dwell so they feel comfortable?
Do you signpost areas of your shop to 
guide customers on their journey?

Arranging categories to guide shoppers through their journey
Do you place complimentary categories 
next to each other to guide shoppers?
Do you have offers like meal deals to 
encourage additional spend?
Do you have sales targets for each category 
and record your progress against them?

Making your layout work for you
Does your till area give your employees a 
good view of the entrance and shop floor?
Do you have a storage area for deliveries so boxes 
don’t have to be stored on the shop floor?
Do you have a plan for the journey you want 
customers to take around your shop?

Equipping your shop with appropriate fixtures and lighting
Do you have the right type of 
fixtures for the products you sell?
Are all of your shop fixtures and 
fittings clean and working?
Do all of your lights work and do 
they showcase your products?

Reviewing and improving your shop layout
Do you have an up-to-date 
drawing of your shop layout?
Do your staff walk your shop as a customer with 
a list and check how easy it is to find everything?
Do you review your layout at least twice 
a year and implement improvements?

What's working and things to fix

in association with

Tick all that you see evidence of

betterRetailing.com/IAA  | 15

PARTNER ADVICE

2017 IAA Shop Layout Category 
Star Siva Thievanaygan (below 

with Rasmus Ankersen), Nisa Local 
Fletton & Post Office , Peterborough

The route to the best 
layout starts with 
understanding your 

customers, and what they want 
you to deliver. This includes 
the missions they are on – so 
ensure your adjacencies are 
arranged in a way that your 
customers can easily shop. 
Placing your customers, and 
their journeys, at the centre of 
your business will keep them 
coming back.

Steve Denham
Associate Editor

betterRetailing.com

#IAA18

& see your progress at betterRetailing.com/IAA
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Merchandising is about how you make 
buying decisions simpler for shoppers. 
The better your items are displayed on the 
shelf, the more you will sell.

Imagine you have come into your shop 
for the first time. If you quickly find footfall 
drivers (low margin, fast-selling items), 
and your profit generators (high margin 
items) are at eye-level then your 
merchandising is working.

Facing up products regularly helps 
shoppers find what they want. The way 
you group items, having secondary sitings 
of products on offer and cross-
merchandising will influence impulse 
purchases. This is underpinned by 
dust-free shelves and clear pricing.

Get ideas from suppliers on how people 
shop. Use planograms but watch what 
shoppers do. If you see an opportunity 
based on a pattern you notice, tweak it 
but don’t lose your discipline.

STEP 6: 

Merchandising

Maximise your meal deals. We 
combined several together and 
supported it with PoS to 
increase choice and grow sales.

Follow category insight and use 
supplier and symbol group 
planograms, there’s a lot of 
useful information out there.

Come up with promotions to suit 
your shoppers. Last summer we 
did a £20 ‘Meat for a Week’ deal 
which went really well.

Promoting and pricing your products 
consistently to increase sales

1

2

3

Since our AiA visit we’ve 
introduced meal deal 
stickers – for instance 

offering fish, chips & peas for £5. 
The changes that we made in our 
chiller, including locating vegetables 
next to our meat, have helped us see 
a 25% increase in fresh food  sales. 
Secondary siting crisps and dips 
next to our beer range has helped us 
increase sales – we’re now getting 10 
boxes in each of our deliveries.

John Green 
 Premier Green End Store

Academy in Action 2017

ACADEMY 
IN ACTION



Arranging products on the shelf to guide purchasing decisions
Do you group products so shoppers can 
make quick decisions on what to buy?
Do you use planograms or guidelines to ensure 
you have the right products in the right places?
Do you put high margin items at 
eye level to maximise profit?

Ensuring everything is priced in a consistent way
Does every product in your shop have an 
easy-to-read price or shelf edge label?
Are price tags up-to-date, professional 
and tailored to your customer base?
Do you have a strategy to ensure every 
price makes sense to shoppers?

Promotions to encourage additional purchases
Do you use supplier promotional 
materials to highlight offers?
Do you have secondary sitings 
for items on promotion?
Do you cross-merchandise 
categories to gain linked sales?

Having appropriate checks in place to ensure excellence
Do your staff face up products and 
check sell-by dates at least once a day?
Do you have merchandising 
guidelines for staff to follow?
Do you or a supervisor conduct checks so 
you know standards are being upheld?

Research, review, and improvement
Do you watch what shoppers do in-store 
and adapt displays to grow sales?
Do you adapt the number of facings you 
allow products based on sales reports?
Do you check which adjacencies are 
working and make adjustments?

What's working and things to fix

in association with

Tick all that you see evidence of

2017 IAA Merchandising Category Stars 
Keith & Darren Tomes (Darren pictured 

below with Ayman Nasreldin, Mars Wrigley 
Confectionery & Rasmus Ankersen), 

Costcutter & The Food Shop, Swanage 

betterRetailing.com/IAA  | 17

PARTNER ADVICE
Merchandising in-
store displays to 
communicate key 

occasions in store is incredibly 
important for business. Draw 
customers with cross category 
promotions to encourage impulse 
and incremental sales. When 
merchandising for key occasions, 
focus your display on products 
that will appeal to the shopping 
mission. For example, ‘Big Night In’ 
should focus on products that are 
ideal for sharing.

Lauren George
Brand and Trade PR Manager

Mars Wrigley Confectionery UK Ltd 

#IAA18

& see your progress at betterRetailing.com/IAA
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Thinking like a customer, ask yourself if 
your displays inspire impulse purchases. 
Note what you see and sense. Consider 
where the best places to attract 
shoppers’ attention are. These will be the 
best areas to have eye-catching displays.

Add interest by creating eye-catching 
displays in high traffic areas like aisle ends 
to support local events, changing seasons 
and big celebrations. Co-ordinate with 
suppliers’ marketing initiatives (they may 
have PoS) and rotate promotions to give 
shoppers a more exciting experience.

Use sensory triggers and great theatre 
in displays to disrupt the shopper journey 
and encourage them to buy more. Set 
targets and measure your success.

New products can fail because people 
don’t see them. Consider running trials, 
tastings and product giveaways to attract 
their attention, but be disciplined about 
how many items you promote.

STEP 7: 

In-store Display

We’ve made great 
progress by putting drinks 
by the take away meal 

bags. We started out with smaller 
multi-packs but what has really 
worked was the larger sharing bottles, 
which really capture the customer’s 
imagination. We have printed out 
our own labels for our local meat and 
been in touch with our egg supplier 
to get special labels. We’ve been 
inspired and are looking at some 
big changes for the shop. Harj Gill 

 Select & Save – The Windmill
Academy in Action 2017

Inspire your shoppers’ journey. 
We have a coffee machine at the 
back and the smell brings 
customers through the shop.

Think creatively about how you 
use your displays. We have 
structural pillars and use 
impactful displays to hide them.

Make the most of seasonal 
events. We get staff to dress up 
and link customer competitions 
to increase engagement.

Using imaginative product displays to inspire 
customers to pick up extra items

ACADEMY 
IN ACTION

1

2

3



Arranging products in impactful point-of-purchase displays
Do you have impulse displays at the ends of 
aisles or by your tills that change each month?
Is the signage around your promotions 
simple to read and attention grabbing?
Do you rotate promotions around the shop 
after two weeks and change them after four?

Using theatre in displays to grab customers’ attention
Do you have inspirational 
displays in high traffic areas?
Do you use sensory triggers like 
aromas, special lighting or sound?
Do you highlight specialist products e.g. 
“Try me, I’m new!” or “Sourced locally”?

Planning in-store opportunities to maximise results
Do you create excitement by running 
trials, tastings or product giveaways?
Do you have a record of the events (e.g. world cup) which 
are important to your shoppers that you plan to support?
Do you have a budget to support 
planning and creating in-store theatre?

Working with suppliers to maximise impact
Do you co-ordinate your displays 
with supplier promotions/activity?
Do you find out what works and 
doesn’t work from suppliers?
Do you ask suppliers about products so 
you can give shoppers extra information?

Recording what works and using it to improve
Do you set targets for 
your displays?
Do you keep a record of results 
and what has worked?
Do you use the results to decide 
what to do with future displays?

What's working and things to fix

in association with

Tick all that you see evidence of
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PARTNER ADVICE

IAA 2017 In-Store Display Category Star 
Eddie Poole (below with wife Meena and 

Susan Nash, Mondelez International), 
Poole’s SuperValu Dromore, Dromore 

Great displays are 
essential to help 
maximise sales, 

that’s because around 70% of 
purchase decisions are made 
in store. There are two key 
principles to follow: make 
your display easy to shop, so 
your customers can quickly 
and easily find what they 
are looking for and inspire 
consumers to buy through 
displays that really stand out.

Susan Nash
Trade Communications Manager

Mondelez International

#IAA18

& see your progress at betterRetailing.com/IAA
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Think about the legal and ethical side of 
your business. Compliance with legislation 
and regulations is important. It shows 
staff you run a reputable business and 
shows customers they can trust you. Look 
for advice from an assured trade body.

Train staff to spot and deal with thieves 
to protect them in the event of an attack. 
Follow food hygiene guidelines and 
display certificates in a visible area to 
show you comply.

Consider donating stock nearing its sell 
by date to a foodbank instead of throwing 
it out. Reduce your impact on the 
environment through recycling and 
energy efficient equipment. Think about 
provenance – can you use a local supplier 
to reduce food miles? 

Be relentless in ensuring staff follow 
regulations like age-restricted sales and 
report illicit sales in shops. Walk your shop 
and check all your signage is up-to-date.

STEP 8: 

Responsible Retailing

Find practical ways to reduce 
theft. Our soft drinks were hit 
so we removed shelving to make 
it easier to see the fixture.

Catch up with your local PCOs 
regularly and highlight problems, 
often they can approach the 
family and help resolve it.

Keep staff up-to-date with 
regulations. We’ve enrolled staff 
in an online programme that 
tests them every six months.

Protecting staff and shoppers through standards, 
legislation and caring for the environment

1

2

3

The first thing we did 
was put up a “No ID, 
No Sale Poster”. We’ve 

since had extra training, and talked 
about preventing underage sales. I 
also began using an accident book 
immediately after the visit. I’ve 
spoken to my staff about it, keep it 
filled in if there are any issues. The 
visit was very beneficial, with a lot of 
valuable advice about complying with 
regulations and trading standards.

Raymond Farrell
 The Paper Chase

Academy in Action 2017

ACADEMY 
IN ACTION



Following the Think 25 scheme to eliminate underage sales
Do you have signage around the  
shop about age-restricted products?
Do your staff ask for proof of age, keep a log of 
refusals and do you check and sign it weekly?
Do you carry out refresher training for your team 
every month and have a signed log of this?

Minimising theft and ensuring staff feel safe
Do you keep high-value products in 
secure or highly visible locations?
Do you have visible CCTV or a robust 
security system like security tagging?
Do you train staff on how to spot and deal 
with thieves and have checks to support this?

Obeying legislation so staff and customers are protected
Do you have a food hygiene rating (if you 
are not exempt) of four or more?
Do you know your local police and/
or trading standards officers?
Do you have written records of the regulations 
you comply with like accident books?

Reducing shop waste effectively
Do you have a price reduction procedure to 
sell items instead of throwing them out?
Are you creative (use as ingredients or donate) 
with items nearing their sell by date?
Do you know your waste percentage 
and do you monitor it once a month?

Limiting your impact on the environment
Do you separate rubbish from recyclables 
like cardboard, plastic and food waste?
Do you have energy efficient equipment 
like LED lights or fridges with doors?
Do you help customers reduce their impact 
through things like recycling facilities?

What's working and things to fix

in association with

Tick all that you see evidence of
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PARTNER ADVICE

2017 IAA Responsible Retailing 
Category Star Alpesh Shingadia (below 
with Rasmus Ankersen and Linda Sood, 
NFRN), Shingadia’s Londis Southwater 

& Post Office, Horsham

Whether it’s getting 
up-to-speed with 
new legislation, staff 

training, product freshness, or 
reporting anti-social behaviour or 
illicit tobacco activity, the ability 
to take personal responsibility 
is a mainstay of successful 
independent retailing. This 
important category benchmarks 
retailing excellence and recognises 
your key role in supporting your 
wider community.

James Hall
Anti-Illicit Trade Manager

Imperial Tobacco

#IAA18

& see your progress at betterRetailing.com/IAA
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As a business leader, you need to think 
about how you create and maintain a 
strong team. It starts with processes. Do 
you have up-to-date job descriptions for 
each role so you know what skills 
matter? Do you have a list of everything 
that needs to happen each day and 
whose responsibility it is to carry these 
tasks out?

Things can go wrong when staff don’t 
understand what’s expected. Share your 
vision and challenge poor performance. 
Teach staff about what you sell, how to 
handle complaints and to upsell. Have 
an induction plan for new staff.

Staff are the face of your business 
and need to know your values so they 
can uphold them. Good people are 
motivated by responsibility and need to 
be developed so you can get the best 
from them. Set the framework and give 
them the freedom to make it their own.

STEP 9: 

Staff Development

Train your staff constantly, 
whether it’s digital, NVQs or free 
government training, it creates 
loyalty and empowers them.

Make staff retention fundamental 
to your strategy and have clear 
development paths to show 
future opportunities.

Be open to creating bespoke 
roles. We created a social media 
and marketing role and it’s really 
lifted the business.

Training, developing and rewarding 
staff to create a great team

1

2

3

As Shelagh from P&G 
advised, staff have 
written their own job 

descriptions. Having a formal job 
description in writing has helped 
our staff stay focused and improved 
team spirit. I’ve also been doing 
regular reviews with key members 
of staff. It’s helping me keep an eye 
on wastage, especially in fresh and 
baking . Following staff feedback, I’m 
saving £140 a week.

Sue Nithyanandan
Costcutter Epsom

Academy in Action 2017

ACADEMY 
IN ACTION



Having the correct paperwork so staff know what’s expected
Do you have rotas to assign staff to 
general tasks around the shop?
Are basic processes like temperature checks, 
cashing up etc. documented?
Do all staff have up-to-date job descriptions 
which your staff buy into?

Training and inductions to ensure staff can fulfil their roles
Do you teach staff the importance of 
things like body language and upselling?
Do you train staff on your range, bestselling 
products, and customer profiles?
Do you have an induction plan covering H&S, 
age-restricted sales, and food hygiene?

Rewarding and recognising staff to get the best out of them
Do you watch staff so you can notice 
things they do well and praise them?
Do you have a process to reward staff for 
great performance or customer service?
Do you encourage staff to come up with 
ideas and introduce the best ones?

Reviewing and developing staff to fulfil their potential
Do you review staff performance and 
provide feedback every six months?
Do you have development plans in place 
for staff so they learn new skills?
Do you invest in professional training like 
NVQs so staff can progress their career?

Day to day processes to ensure smooth operations
Are your rotas planned with four 
days’ notice for staff?
Do you cross-train staff so you have cover 
in periods of absence?
Do you have daily check-ins and handovers 
between shifts?

What's working and things to fix

in association with

Tick all that you see evidence of
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PARTNER ADVICE

2017 IAA Staff Development 
Category Star Dave Hiscutt, (pictured 

& below with Olivia Huges, P&G) 
Londis Westham Road, Weymouth 

Staff development and 
the right training are 
vital in any industry, 

particularly retail. It’s not just the 
owner of a convenience shop that 
needs to be knowledgeable, but 
their staff too. Like we say on our 
trade website, it’s important to 
expand your team’s knowledge 
base, boost their confidence and 
your team morale, and you will 
begin to see profit increases.

#IAA18

Sandeep Hegde 
Director for Convenience,  

Wholesale and Club Channel
P&G

& see your progress at betterRetailing.com/IAA
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As an independent business you need to 
review how you support your local 
community. It will increase awareness of 
your shop. Do you offer services for free 
and can this information be found online 
so new people will discover your shop?

Ask customers what matters to them 
and support things that fit your passions. 
Can you engage with local charities and 
good causes to create positive 
recommendations? Think about offering 
support to a local school or organisation 
though donating product or your time.

Can you run events in-store or 
somewhere locally to thank customers? 
Work with suppliers and write down 
objectives to ensure success.

Have a plan for what you will do over the 
year. Keep track of what gets the biggest 
response and learn from it. Share your 
hard work with local newspapers to get 
free press, and put photos on social media.

STEP 10: 

Service to the Community

Support what’s important to you. 
We promoted two local Welsh 
titles and they were very grateful 
when sales increased. 

Centre yourselves in the 
community. We donated £2,000 
and worked with the local council 
to help build a playground.

Come up with creative ways to 
help. To celebrate our 115th 
anniversary we donated £115 to 
a different charity each month.

Making a positive contribution to your local area 
to increase awareness and drive loyalty

1

2

3

I’ve got to know my local 
paper editor and have 
been featured a few 

times. Customers have taken notice 
and come in to chat about it. I went 
to a Booker social media workshop 
and my posts have been shared 
much more and people come into 
the shop to see my craft beer range 
as a result. I’ve also asked what’s 
missing from my shop, many said 
hot food-to-go so I’m looking at 
making space for it. Robert Kirkwood

Premier Express The Corner Shop Convenience
Academy in Action 2017

ACADEMY 
IN ACTION



Offering services to make you a one-stop-shop
Do you offer free services like mobile  
top-ups, bill payments or home delivery? 
Do you offer premium services like  
gift wrapping or a free-to-use ATM?
Do you work with other businesses to offer services 
like parcel pick up/drop off or dry cleaning?

Being generous through charity work and fundraising
Do you collect donations for  
local charities/good causes?
Do you or your staff take part in community 
fundraising events like fun runs?
Do you work with suppliers to organise 
or donate product to local events?

Supporting and promoting local initiatives or campaigns
Do you promote local initiatives 
through a community notice board?
Do you regularly support a local  
school, club, society or organisation?
Do you or your staff volunteer their time 
to help local organisations or campaigns?

Planning and budgeting to ensure success
Do you have a plan for the events, 
initiatives, and campaigns you will back?
Do you have processes in place for how 
you will contribute to your community?
Do you have a budget to support local 
events, initiatives, and campaigns?

Sharing successes so your hard work is noticed
Do you share how much you raised in-store 
and thank people for their generosity?
Do you share photos and videos of the 
events you take part in on social media?
Do you get free coverage in local papers  
or websites by sharing what you’ve done?

What's working and things to fix

in association with

Tick all that you see evidence of

betterRetailing.com/IAA  | 25

PARTNER ADVICE

2017 IAA Service to the Community 
Category Stars Meryl & David Williams 

(David pictured below with Daniel 
& Martyn Parkinson, Booker), Pike’s 

Newsagents, Porthmadog

Making your shop 
a vital part of the 
community should not 

be underestimated.  Being actively 
involved in what matters, be it 
through events, fundraising or 
social media, will help you engage 
with shoppers and increases 
loyalty, sales and profits. Ask 
shoppers what local issues and 
good causes are important to 
them and get involved – it really 
will benefit your business.

Martyn Parkinson,
Brand Director

Premier 

#IAA18

& see your progress at betterRetailing.com/IAA
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Think about how you use technology to 
enhance the shopper experience online 
and in-store. Start online. Your shop 
needs to be easy to find on Google for 
new and existing customers. Information 
needs to be up-to-date and give 
customers confidence in your shop.

Social media is a free tool. Choose the 
right platform and branch out once you’re 
confident. Posts should be engaging - 
share the benefits of a new product 
instead of just special offers. Use photos.

New technologies will constantly come 
up and you need to decide what’s right for 
you. Can contactless payment reduce 
queue time? Can online ordering and 
in-store collection increase sales? Can 
interactive technology like screens help 
attract more shoppers in-store?

Data helps you understand your 
business. Use it wisely and it can help with 
your strategy and unlock future profits.

STEP 11: 

Digital Engagement

Adopt flexible payment systems 
to appeal to younger customers. 
We introduced Apple Pay and 
Android Pay. 

Make digital services work for 
you. To connect to our free Wi-Fi 
shoppers need to share details 
so we can market to them. 

Be visible online. We added 
ourselves on Google Business, 
it’s free and allows people to see 
things like our opening times.

Using technology, data and digital tools 
to keep up with the modern consumer

1

2

3

The whole AiA process 
has been really, really 
useful. Our Facebook 

page is up and we budget £20 per 
month for advertising. We’re reaching 
2,000 people with our messages, 
which is a lot better and cheaper than 
leafleting. We’ve joined a WhatsApp 
group for retailers in the area, we can 
all share thoughts or advice and I have 
found some good ideas to consider 
so far.

Muhammad Rana
Premier Poplar Stores
Academy in Action 2017

ACADEMY 
IN ACTION



Ensuring customers can easily find out about you online
Can your shop name, address, a brief description 
and your opening hours be found easily online?
Are there positive reviews of your shop from 
customers on sites like Google or Trip Advisor?
Are there recent news articles and high-
quality photos of your shop online?

Connecting with customers and suppliers with social media
Do you post on sites like Facebook, Twitter, 
Instagram or LinkedIn every day?
Do you post engaging content and photos 
in order to start conversations?
Do you have a strategy of who you 
want to engage with and how?

Offering alternative options and simpler ways to buy
Do you have express payment facilities 
like contactless or Apple Pay?
Can customers buy online or over the phone 
with you for collection or delivery?
Do you have an app where customers can 
view and buy from your range?

Enhancing the shopping experience
Do you offer free Wi-Fi for your 
customers and tell them about it?
Do you use beacons to send targeted 
messages to mobile phones?
Do you use interactive technology like screens 
or electronic badges to showcase offers?

Understanding your business and customers with data
Do you collect data on your customers?

Do you analyse the data so you can better 
understand them?
Do you use this information to make 
decisions about the strategy of your shop?

What's working and things to fix

in association with

Tick all that you see evidence of
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PARTNER ADVICE

2017 IAA Digital Engagement Category 
Stars Joga & Aman Uppal (Aman below 

with Steve O'Neill, PayPoint and Rasmus 
Ankersen), One Stop Mount Nod, Coventry 

The world of retail 
is ever-changing 
and customers are 

increasingly demanding a 
seamless in-store experience. 
Using digital platforms and 
EPoS is crucial to remaining 
competitive and relevant. 
Utilising social media and 
offering contactless payments, 
including Apple Pay and Android 
Pay, can improve service and 
optimise your customers’ 
experience.

Steve O’Neill
Group Marketing Director

PayPoint

#IAA18

& see your progress at betterRetailing.com/IAA
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Finally, think about how you implement 
new ideas or make brave decisions to add 
value. Great innovations are the lifeblood 
of great businesses, but they must be 
planned to ensure success. What 
opportunities are there and what do you 
hope to gain?

Think about why you’re making the 
change and how you will test it. Don’t 
take a risk before knowing it’s worth it. 
Have a long-term vision, set goals so you 
can see progress and specific targets to 
stretch you and your team.

Once you’re happy your innovation is 
working, think about how you tell the 
story to your staff and customers. 
Sharing your journey will generate 
interest and momentum, helping others 
to learn and you to stand out to suppliers.

Think about what you’ve achieved over 
the past year and use the five headings in 
the right hand column to describe it.

STEP 12: 

Retail Innovation

Don’t be afraid to take risks. We 
stock a range of vegan, gluten 
free and healthy products 
including dairy free cheese.

Create your own talking point. 
We introduced locally roasted, 
bean-to-cup coffee with organic 
milk prepared by baristas.

Make your shop a destination. 
We integrate events like our 
shop quiz and serve draught beer 
that can also be taken home.

Implementing a new product, service, process or tool to add 
value for customers or improve how you operate

1

2

3

I started rewording my
social media posts to 
make recommendations 

personal, such as “what works for 
me...”. Most notably I have leafletted 
B&Bs and local camping grounds 
about my welcome hampers and 
got a great response. I had £300 
of orders, just in the first weekend! 
This has helped build a relationship 
with the camping grounds and I’m 
setting up a regular delivery service 
to their visitors. Vince Malone

Premier Express Tenby Stores & Post Office
Academy in Action 2017

ACADEMY 
IN ACTION



Innovations and new ideas

in association with

Tick all that you can share details of

betterRetailing.com/IAA  | 29

PARTNER ADVICE

2017 IAA Retail Innovation 
Category Star Mital Morar 

(below with his team & Rasmus 
Ankersen), Ancoats General 

Store, Manchester

Innovation is about 
predicting what your 
customers will want in 

the future and coming up with 
ideas to meet those needs. It 
doesn’t need to be complicated 
or cost lots of money - think 
about your competitors 
and local supermarkets or 
discounters – what are the 
events, services, processes or 
tools you can use to set your 
shop apart in the eyes  
of shoppers? 

Linda Sood
National President

NFRN

#IAA18

& see your progress at betterRetailing.com/IAA

Recognising the opportunity 
Did you see a brilliant idea, find evidence 
to support it and make it your own?

Understanding the potential gains 
Did you use your judgement, research it 
and test it with customers and/or staff?

Having a plan to achieve it 
Did you write down tasks and deadlines, involve your 
team and suppliers and have a clear long-term vision?

Setting targets and hitting them 
Did you set targets, were they specific, measurable and 
achievable with a deadline and did you hit or beat them?

Sharing your success 
Have you told customers and staff, discussed your 
experience with other retailers and suppliers and shared 
the detail of how you achieved it with peers?

This category is all about how you innovate, as well 
as what you’re changing. So instead of a checklist, 
we’re asking you to tell us in no more than 500 
words how your shop is catering for the customer of 
the future or improving how you operate, using the 
below headings.



30 |     

Next steps
1 Use the tools on betterRetailing.com/IAA

2 Follow the Academy in Action visits

3 Engage with us and our partners

MARCH 8
JUNE

ACADEMY IN ACTION 
COVERAGE

BENCHMARKING 
CLOSES

IN-STORE 
ASSESSMENTS

ACADEMY IN ACTION  
FOLLOW UP COVERAGE

Add these dates to your diary!

TO 2 TO 20
JULY

JUNE
TO

AUGUSTJUNE

4 BENCHMARK YOUR SHOP  
online, on mobile or by phone

Visit betterRetailing.com/IAA/benchmark to 
complete our new and improved online form, or email 
iaa@newtrade.co.uk with your name and number and 
we’ll call back to help you benchmark over the phone.

NOT READY TO 
BENCHMARK YET?

We know you might not be 
ready just yet, so why not 

register at betterRetailing.
com/IAA/register and we’ll 

remind you!

Download this guide, read 
about how other retailers 
have made changes to 
increase sales and profits 
and use checklists to 
improve your processes.

Search #IAA18 and follow 
@IAAcademy for inspiration 
and updates throughout 
the year. Visit our partners’ 
websites and follow them 
to get in touch or gain ideas. 
Their details are listed 
opposite.

Find out how our partners are 
helping retailers like you to 
improve their shops and work 
out what you can improve 
by reading the coverage 
on betterRetailing.com/
academy-in-action

#
@



13
AUGUST

10
SEPTEMBER

4
OCTOBER

22
NOVEMBER

TOP 100 LOCAL  
SHOPS RECOGNISED

 SHORTLIST
ANNOUNCED

CATEGORY FINALISTS 
ANNOUNCED

IAA GALA 
DINNER

@IAAcademy
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Camelot
national-lottery.co.uk

@TNLUK

Imperial Tobacco
imperial-trade.com
@ImperialTobacco

P&G
shelfhelp.co.uk

@PGUK

Coca-Cola European Partners
cokecce.co.uk
@CocaColaEP

Mars Wrigley Confectionery UK Ltd
mars.com

@MarsUKnews

Booker Wholesale
booker.co.uk

@BookerWholesale

Mondelez International
deliciousdisplay.co.uk

@MDLZ

Post Office
runapostoffice.co.uk

@PostOffice

PayPoint
paypoint.com

@PayPoint

JTI
jtiadvance.co.uk

@UKJTI

NFRN
nfrnonline.com
@NFRN_Online

betterRetailing.com
betterRetailing.com

@betterRetailing

This guide was written by 
Samantha Gunston.

We would like to thank all the 
IAA trade partners for their 
support in developing the Retail 
Profit Guide this year and for 
providing feedback on the 
benchmarks for each category 
over the past year. The content 
and benchmarks have been 
developed with support from 
Nick Shanagher, Stefan Appleby, 
Tom Mulready, Steve Denham and 
Stephanie Rice. We are indebted 
to Harj Dhasee, Bay Bashir, Vip 
Measuria, Narinder Kaur, Adam 
Hogwood, Linda Sood, Julian and 
Jackie Taylor-Green, Samantha 
Coldbeck, Paul & Gail Mather, 
Ramesh Shingadia, Ray Monelle 
and Meryl Williams for testing 
the benchmarks and sharing 
their ideas and suggestions for 
improvements over the last year. 
Thank you to the 2017 IAA stars 
and finalists for sharing their 
secrets of success and to our 
Academy in Action retailers for 
sharing what they have gained 
from taking part.
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Celebrate success with top 
retailers and leading suppliers 

at the IAA Gala Dinner on 
22 November at the East 

Wintergarden, London

Resources



“Being recognised has improved 
staff motivation, increased 

footfall and given us the edge 
over competition.”

Dave Hiscutt
Londis Westham Road, Weymouth

IAA 2017 Overall Best Shop
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