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SUPPLIER
ADVICE

14

BEL UK partnered with two retailers to demonstrate how 
its new Mini Babybel Original two-pack format can help 
to drive food-to-go sales

FOCUS ON
DILIP
PATEL
Krina News Ltd, 
Whitechapel, London

DILIP is in a busy area in Whitechapel, London, 
and has a mixture of customers, from families 
to passing trade. As a result, he has to cater for 
food-to-go and snacking missions. His challenge 
is displaying his range and different formats 
effectively to capture his customers’ attention. 

MY CHALLENGE

WITH 78% of British consumers believing snacking should be part of a healthy diet1, the Mini 
Babybel Original two-pack was launched in convenience to cater to consumers looking to cheese 
and protein snacks for a grab-and-go fi x. Being the number-one cheese snack format, Babybel has 
partnered with Retail Express to introduce the new format and offer category insights to improve 
sales. We see how they got on.

Stock bestsellers: Mini Babybel Original two-
pack was introduced as it’s a beacon brand and 
will help attract shoppers to the category.

Product blocking: To improve the shopper 
experience and provide snacking options, Dilip’s 
on-the-go range was vertically blocked.

Brand recognition: Point of sale was introduced 
to highlight the addition of the new Mini Babybel 
Original two-pack and maximise sales.

CHANGES TO DRIVE SALES

GET 
INVOLVED

If you want to know how you 
can grow sales in your store, 

call 020 7689 0500

DRIVE SNACKING 
SALES

BEFORE

DILIP SAYS
“I’M really happy with how the project went 
and the sales of the Mini Babybel Original 
two-pack over the six-week trial period. The 
changes made the food-to-go section stand out 
in a way it hasn’t previously and the two-pack 
sold really well. I’ll defi nitely be keeping the 
changes in place moving forward.”

1 If you have limited space, streamline the chiller and 
prioritise your range, to make the fi xture easier to shop.

2 Hero brands like Babybel will attract more customers to the 
chiller, adding interest and boosting sales opportunities.

3 Stocking bestselling lines, like the Mini Babybel Original 
two-pack, in a highly visible location will maximise sales.

KEY LESSONS FOR YOUR STORE

AFTER

THE RESULT

£553
Predicted annual sales from Mini 

Babybel Original two-pack

BEFORE

betterretailing.com
13-26 JUNE 2023

Promotional feature

15

“IT’S fantastic that both retailers have seen such strong sales increases, 
and that Nick has seen an increase across his cheese category worth over 
£2,150 per year. Forty-eight per cent of consumers seek brands when 
looking for quality, so adding the new Mini Babybel Original two-pack, 
which was introduced to both stores, can help retailers to meet different 
snacking missions, drive interest in the category and boost sales.”

1 Making fi xtures easy to shop is key to driving sales. Grouping 
snacking products, as part of a meal deal, can help.

2 Boost visibility with PoS when available to help top-selling 
lines, such as Babybel, stand out, drawing shoppers in.

3 Consumers are looking for cheese and savoury protein snacks 
for a quick fi x, so stock convenient grab-and-go options.

KEY LESSONS FOR YOUR STORE

NICK SAYS 
“GROUPING the category products 
together has made both fi xtures much 
easier to shop. The sales increase on the Mini 
Babybel Original two-pack is great and a third of my 
sandwich lines have increased also. I’m delighted 
that the six net in the dairy fi xture has increased by 
192%, too. I’ll be keeping the changes.”

Scan the QR code to the right to 
access more advice and tips from Bel 
UK, and to find out more about Dilip’s 
and Nick’s stores

BOOST YOUR
SNACKING SALES

BEL UK’S
TOP TIPS

1 Ensure your food-to-go chiller is easy to locate and 
products are grouped to improve ease of shop.

2 Impulse buys are key, so should be displayed at eye-
level, in a prominent position to boost visibility.

3 Stock on-the-go SKUs towards the front of your store, 
and larger packs within their category.

EXPERT ADVICE
DONOVAN 
JAMES-MICHEL
National Account 
Manager, BEL UK  

AFTER

FOCUS ON
NICK
CHALKLEY
J Robarts & Son,
Codicote, Hertfordshire

FOOD to go is evolving, with shoppers seeking 
out more convenient, healthier snacking options. 
Nick’s biggest challenge is knowing what to stock 
to meet these trends. As cheese is an important 
source of protein and calcium, it meets these 
missions. What advice can Bel UK give?

MY CHALLENGE

Group products together: Lunch and snacking 
options were grouped, as well as similar cheese 
lines, to make the fi xture easier to shop.

Maximise visibility: PoS materials, such 
as shelf-edge barkers, were introduced 
to boost sales and improve visibility.

Stock the right formats: The new 
Mini Babybel Original two-pack 
was introduced to meet snacking 
missions, complementing the six net.

CHANGES TO DRIVE SALES

In partnership with

THE RESULT

£815
Predicted annual increase from

the two Bel UK products

1YouGov, British Nutrition Foundation’s Healthy Eating Week Research

NEWTRADE INSIGHT

INSIGHT
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NEWTRADE INSIGHT

INSIGHT

RN    4 August 2023 // betterRetailing.com

COSTA COFFEE’S TIPS
FOR YOUR STORE

GET INVOLVED For more advice and tips, and to see more of Savita and
Ratnum’s stores, go to betterretailing.com/drive-chilled-coffee-sales

“It’s brilliant that both retailers have seen such strong 
sales as a result of the changes we’ve made, and that they 
are predicted to keep growing sales. To make sure retailers 
are capitalising on the RTD chilled coffee segment’s full 
potential, retailers should ensure their range is sited in the 
soft drinks chiller and is organised by need state to appeal to 
as broad a range of shoppers as possible.”

FOCUS ON
RATNUM 
SUGU
The Pied Piper, 
Kingsbury, London

Merchandising: Ratnum has had trouble 
merchandising his fixture and ensuring key 
categories are separated.
Demographics: Ratnum serves a lot of 
younger customers who are key to driving 
RTD growth – he needs to make sure they’re 
aware of his range.
Growth: Ratnum recognises the opportunity 
in RTD chilled coffee and wants to get more 
out of the category.

Product grouping: Products are now 
grouped by occasion and coffee intensity to 
improve ease of shop. There was also space 
in Ratnum’s store to introduce a secondary 
siting to interrupt the shopper.
Need states: Ratnum’s range now includes 
additional lines, such as Costa Coffee’s double 
shot Flat White and indulgent Frappés, to 
cater for more shopper needs. 
Increase the space: There is now more 
space dedicated to RTD chilled coffee to 
recognise the segment’s strong growth 
and improve visibility.

“Organising the range to make sure the 
products are grouped by brand and occasion 
has been a great help, making the category 
much easier to shop. Adding extra lines such 
as the double shot Flat White and Frappés 
has also made my range stand out more, and 
attracts more shoppers, who now have more 
choice depending on how they’re feeling. 
My RTD chilled coffee sales have more than 
doubled, so I will keep the range like this.”

1 Organise fixtures by sub-category and, if there’s space, 
add secondary sitings to boost sales.

Give top-selling, popular brands priority to help the 
category stand out and meet shoppers’ varied needs. 

Increase space for RTD chilled coffee and clearly 
signpost from other soft drinks.

Key lessons for your store

DRIVE SALES IN 
YOUR STORE

If you want to grow RTD chilled 
coffee sales and improve the 

performance of your store, call 
0207 689 0500

THE EXPERT
MATTHEW
O’HAGAN
Senior portfolio execution 
manager FMCG UK&I, Costa Coffee

CHALLENGES

CHANGES TO DRIVE SALES

 Ratnum recognises the opportunity 

additional lines, such as Costa Coffee’s double 

Key lessons for your store
RATNUM SAYS

   
1. Keep RTD coffee in one chiller within soft drinks so it’s easy to shop.

2. RTD coffee caters to different need states – design your range
to reflect this.

3. Increase the space devoted to RTD coffee on-shelf to reflect its growth.

4. Secondary sitings help interrupt shoppers and drive incremental
purchases.

2
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In partnership with
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£517   
Predicted annual RTD

chilled coffee sales increase
by following Costa

Coffee’s advice 

THE RESULT

THE RESULT
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CATEGORY ADVICE
Drive chilled 
coffee sales
RN catches up with Savita 
Pindolia and Ratnum Sugu 
to find out how Costa Coffee 
and Coca-Cola Europacific 
Partners’ (CCEP) advice has 
improved sales in their 
ready-to-drink (RTD) chilled 
coffee ranges

Customers: Savita has regular and passing 
trade – two key customer groups who need 
to be able to find and shop her range easily.
Location: Savita was unsure about where 
RTD coffee should belong in her store, 
splitting it between dairy and soft drinks.
Ranging: The RTD chilled coffee category 
is getting more diverse; Savita wanted 
to understand shoppers’ different 
requirements and the products that 
meet them.

Ease of shop: The entire RTD chilled coffee 
range in Savita’s store is now located in the 
soft drinks chiller to improve stand out.

Cater to shopper needs: Savita’s fixture 
now covers all the key need states from treat, 
to everyday, to higher intensity. 

Maximise space: RTD chilled coffee is 
enjoying huge growth, so Savita now has 
an increased amount of dedicated space to 
maximise the opportunity.

FOCUS ON
SAVITA 
PINDOLIA
Shreeji Stores, New 
Moston, Manchester

Keep your RTD chilled coffee range in 
the soft drinks chiller to drive sales. 

Arrange it by need state so shoppers 
can find what they need.

Make sure the category has as much 
space as possible to reflect its growth.  

RTD chilled coffee is worth £276m, 
having grown by £45.5m in the past 
year1. In June, Matthew O’Hagan 

from Costa Coffee – whose RTD range is 
manufactured and distributed by CCEP – 
visited two retailers to help them capitalise 
on the category’s rapid growth. We find out 
how it’s impacted their sales.

“I’m really happy with how the project went 
and that my RTD chilled coffee sales have 
almost trebled after remerchandising my 
fixture. Making these changes has helped 
the products stand out on my shelves and 
has shown customers how varied the range 
is, without being overwhelming. Shoppers 
are also drawn to the fixture because they 
can easily identify which product they want 
depending on their needs. I’ll definitely be 
sticking to the changes.”

CHALLENGES

CHANGES TO DRIVE SALES
SAVITA SAYS

Drive chilled 

1

2

3

Key lessons for your store

After

Savita has regular and passing 
trade – two key customer groups who need 
to be able to find and shop her range easily.

Savita was unsure about where 

splitting it between dairy and soft drinks.
The RTD chilled coffee category 

SAVITA SAYS

Before

£3,127   
Predicted annual RTD

chilled coffee sales increase
by following Costa

Coffee’s advice 

THE RESULT

RN Costa after - 2019 Template.indd   18RN Costa after - 2019 Template.indd   18 28/07/2023   10:1328/07/2023   10:13



36  |  NEWTRADE MEDIA  |  ADVERTORIAL BOOKLET 2026

TESTIMONIALS
FROM OUR CLIENTS
“Advertorials are a very important part of our trade strategy. 
They offer us another way of communicating with the inde-
pendent and convenience retailers we’re aiming to reach. We 
can tailor our messages to the audience and make sure they 
have all the information to make an informed choice on the 
new product ranges and partner brand we’re putting in front 
of them.”
Chris Smith, Partner Brand Manager, World of Sweets

“We choose to partner with Newtrade Media due to the 
quality of its publications, the relevance of the content and its 
engagement with retailers. The advertorial options available 
provide easy-to-follow, clear templates, enabling us to pull 
together content that is most going to benefi t the readers. 
 “The process is very clear, with briefs and requirements 

provided well in advance and critical path outlined from the 
offset to keep everyone on track. 
 “I really like the layout of Newtrade Media advertorials – by 

keeping them visual with limited copy, the content is easy to 
follow and more likely to be actioned by retailers.” 
Hannah Corker, Customer Marketing Manager, 
BrewDog

“Advertorials play a key role in our clients’ trade communica-
tions plans as a way to impart targeted, concise messaging 
in more detail. It gives us a platform to explore a brand or 
company’s news, advice or key messages in more depth 
and include retailer testimonials or other added content – 

and generally acts as an important complement to the paid 
and earned building blocks of our campaigns. Working with 
the Newtrade Media team is a breeze – they are always 
agile, insightful and effi cient in helping us achieve our clients’ 
goals together.”
Hannah Haslam, Hanover (on behalf of Lucozade)

“I have worked with the Newtrade Media team for more 
than four years on behalf of one of our FMCG clients. 
Jasper and Lisa in particular have been great to work with 
– both in terms of communication and organisation, as well 
as their guidance of what opportunities might be of interest 
or be best suited to us. We look forward to continuing our 
work with Newtrade Media and publishing more great 
content together!”
Joanna Haeger, Another Word Communications

“When it comes to helping brands engage with their 
customers in the independent convenience channel, the 
Newtrade Media advertorial team are one of our go-to 
partners. There are plenty of opportunities to amplify key 
business messaging, while delivering the all-important 
advice, education and thought leadership that retailers seek 
out. What sets Newtrade Media apart is the team’s willing-
ness to work collaboratively to develop high-quality content 
which satisfi es brands’ marketing objectives while meeting 
the needs of their engaged readership.”
Sam Wells, Account Manager, Fleet Street


