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WILL RETAILERS BE FORCED TO REALIGN THEIR BUSINESS
MODELS AS CONSUMERS MOVE DOWN THE VALUE CHAIN?

Leading North West business figures reveal their apirions on a hot topic of the moment

POWERTEN

CHRISTINE HEWSON,

REGIONAL HEAD OF RETAIL, KPMG

“Consumers are making purchasing c2cisicns based
on a desife o better manag2 Lzir sperding, reduce
treir znvironmental impact and improve the't qualty
ot bte. In resporse, setarers ne2d Lo shel Inom

a position where they try Lo setve 3 geTeric mass
marnet 10 applying distint business madels L
target explicitly definad groups of customers”

SUE BENSON, MANAGING DIRECTOR,

THE MARKET CREATIVE

“This depends ¢ te strength of the retaller’s

4 brand. Moving comn of v the value cheinis
cifficult and there have been some natable failures
- Yroglworths and MH B3d 3 velug propeson
o would expect to Uuive in 3 recession
lrresoective of 132 climate, saceessiul relaflers
e constantly adapting their dusitess modsls”

NINA DAR, MANAGING DIRECTOR, CHEEKY
MONKEY BUSIKESS SOLUTIONS

“Retzilers will necd to drive Lowar prizes theaugh
consistent valug chain improvemerts and caree

out 2 relzvant propasition thal delivass censislency
againet the rew consumer vale parameters.

They will nzed a crystal clear vélue profesition, anc
1o Secome d2mand ariven, agile and responsive.”

ALAN W0ODS, DIRECTOR,

WOODS SQUARED ACCOUNTANTS

“if all yau are ofering your customer 'S a product
and twere is ro naticeablz dilference o your
competitss in Fow it is delvered then yes. But f
you g2l tha same product dut the valve to the tus-
lormer is clearer the retader will be in a mach
strenger pesitian 10 stay e ta ther existing
busimess medel”

LEN COLLINSON, LEADER, PRIYATE SECTOR
PARTNERS NORTH WEST

“Spending power i squeszed. Consumers will make
cifficall choices about prirtias énc the tightaning
of belts. Frofil margins will be under more pressure
UELHUSE G an DUy o padd i L3158 i
transport and bought-in prices o 10 customers,
Fincing a~d maraging effectve cranges bas o

B! become a wey of life now”

JOHN JONES, PARTNER,

BEEVER AND STRUTHERS

"It survival of the fittest on tha fiercely competiie
high street. Retzilers ar on the hionl live
| for every sale, and Ve adage that the customer
b3 w3 DA was Nevel DEca fiael alaglii]
to chang ng market conditions has a.vays bera
essertal 2ad enly those delivening what the
‘ custmes wants wil thive”

SHARON FRASER, HEAD OF AUDIT )
FOR THE REGIONS, DELOITTE
& “The retail envrcament 's teugher than ever, with

il economic prassures and technalogical advances
combining 1o shift the batance of power in faows
of the consumer, Tne smart shopper now focuses
keenly on vale for mosey while demancing greater
qality of product end customer service.

MARK BARKER, PARTHER

AND RETAIL SPECIALIST, COBBETTS
"Consumer spencing has shifted significantly
towiards valug products over the past 18 menths.

mar<et

themse.ves fren :
censumer axpetience of product.”

STUART ROPER, SENIOR LECTURER IN
MARKETING, MANCHESTER BUSINESS SCHOOL
“The sucess of Primark and Aldi may paric ralaiers
and brands inta thinkng that 2!l consumaes want
Y s the checpest altermatve, But the key area of
stateqy i 13 know what your bre
| znd that it has velues that rztate to coney
Iwes. Selfridg Yiatrese haven
great brands by piling bigh and selli

1

PHIL SMITH, REGIDNAL CHAIR,

INSTITUTE OF DIRECTORS

“The forure s abaat cho'ce and e belance of

a competitively priced offer - value for money on @
Fromaticaal

valye chain wouid rat satisfy consumess nee
far cho'ce so the balance is matz about etaining
ard targetirg consumess witkn cach sector”
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