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SOME RETAILERS have lost their
nerve as they face intense compe-
tition over the Christmas shop-
ping season, an analyst warned
yesterday.

As many retailers hoped for
bumper orders on Cyber Mon-
day, Dan Wagner, a retail analyst
and founder of Powa Technolo-
gies, warned that many retailers
risked making headlines for the
wrong reasons in early 2015.

Mr Wagner highlighted the fact
that a number of high-profile re-
tail names went bust after Christ-
mas last year. He warned of the
dangers of relying on a discount
day, or week, without implement-
ing alonger term strategy.

Mr Wagner said: “Retailers are
under more pressure than ever to
deliver results, having watched
major high street stalwarts like
HMYV, Jessops and Blockbusters
go to the wall earlier this year af-
ter poor Christmas trading, they
are determined not to join the
ever growing number of bank-
ruptcies on the high street.

“Retailers have lost their nerve
and cut prices much earlier in the
season than previous years, to
claw back the 8o per cent of rev-
enues they traditionally rely on
getting in these final weeks of the
year.

“Consumers have lost the ap-
petite to pay more than they need
to for goods, and empowered by
their smartphones and tablets,
they are checking prices as they
shop.

“With online retailers promis-
ing same-day deliveries, the win-
ners are those who can fulfil a
shopper’s desire as soon as they
see the item at the right price.”

A massive cash injection on a
single day cannot hide a flawed
retail strategy.

Consumer habits are chang-
ing, as mobile commerce helps
consumers look for the best bar-
gains and deals, and buy them on
the spot.

According to Leeds-based Hi-
tachi Personal Finance, shoppers
will have spent a record £1.5bn, or
more than £1m a minute yester-
day, as they tried to avoid Christ-
mas queues and stock shortages.

Cyber Monday has become the
latest American “tradition” to be
embraced by British shoppers.
But with the seemingly unstoppa-

ble rise of Black Friday, could Cy-
ber Monday become as dated and
clunky as the ZX81 computer?

Black Friday - which is the Fri-
day following Thanksgiving Day
in the US - was accompanied by
unruly scenes in Britain this year,
which caused soul-searching
about the rise of consumerism.

Cyber Monday - the first Mon-
day of December - is the day
when many people decide to shop
around for Christmas presents
online.

Lisa Harrison, head of retail
finance at Hitachi Personal Fi-
nance, believes shoppers can still
make big savings by hitting the
web before they venture on to the

high street.
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She added: “Alot of this growth
is coming from mobile channels,
with sales over smartphones and
tablets having grown by 138 per
cent in 2013, compared with the
previous year.”

The expansion of click and col-
lect services has supported the
growth of mobile commerce, with
25 per cent of multichannel re-
tail sales now using this method.
Multichannel retailers saw sales
grow by 16 per cent last Christ-
mas.

Retail analysts from Verdict
expect Black Friday to become a
permanent fixture in the UK re-
tail calendar, as consumer de-
mands continue to grow.

Verdict’s latest research also
found that 25 per cent of UK
shoppers were planning to buy
their Christmas gifts earlier this
year.

Kate Ormrod, a retail analyst at
Verdict, said that many consum-
ers had previously held out for
bigger discounts in the run up to
Christmas.

SHOPPING FRENZY: High street retailers are taking desperate measures to attract customers but online

However, her research indi-
cates that shoppers are more con-
fident that discounts will come
through earlier, which has result-
ed in spending being brought for-
ward.

Overall, Verdict expects Christ-
mas retail spending to be strong
this year, but not spectacular.
According to Verdict, an extra
£2.3bn will be spent this Christ-
mas when compared with 2013,
reaching a total of £90.7bn.
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shopping is changing our habits.

This festive spending is expect-
ed to include £53.6bn on non-
food items, and £37.1bn on food
and groceries, as retailers benefit
from an improving housing mar-
ket and rising consumer confi-
dence.

Verdict predicts that online
retailing will make up £13bn of
spending, with click and collect
accounting for £1.6bn of online
sales.

Small retailers can take heart

Retail sales rally as prices fall

RETAIL SALES staged a surprise
rally in October after shoppers
were tempted back to the shops
by the steepest fall in prices
since 2002.

Sales volumes jumped to a
better-than-expected 0.8 per
centin October, compared with
the month before when they fell
0.4 per cent, according to the
Office for National Statistics

(ONS). The key drivers were
petrol, clothing and grocery
sales, which demonstrates
that the ongoing supermarket
price war is attracting
customers.

Over the year, average store
prices fell 1.5 per cent, the
largest fall for 12 years, forced
downin part by reductions in
petrol prices.
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from research carried out by
TSB, which indicates that almost
two-thirds (65 per cent) of shop-
pers hope to buy some of their
Christmas shopping locally at in-
dependent high street shops and
markets, rather than high street
chains.

When quizzed by One Poll on
behalf of TSB, more than half (54.
per cent) of the 2,000 respond-
ents said they will shop locally
this Christmas because they want
to support their local community.

A significant number of con-
sumers are deciding to shop in
their neighbourhood because it’s
quicker and more convenient.

Andy Piggott, of TSB, said: “It
is great to see people helping lo-
cal businesses and communities
to thrive by shopping locally this
Christmas.”

It may seem that retail is head-
ing towards a virtual world, but
its worth remembering that
were still social animals who
need to feel connected to the
world beyond our smartphone.

Real retail winners are ones who are embracing digital age
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WILL THIS be a happy New Year
for Retailers?2 Matthew Lewis
and Prew Lumley, from the
Squire Patton Boggs Retail Group,
analyse retail trends.

AS WE enter the peak of the
Christmas shopping frenzy,
the potential retail winners
and losers are already being
predicted.

Whether it is food and drink
sales, electronics or fashion, the
next few weeks will be critical
for many retailers battling to win
their share of the nation’s spend.

What has become increasingly
apparent is that the real winners
over the last few years, with

House of Fraser, John Lewis,
Next and Argos being a few
examples, have embraced the
digital age.

Christmas trading in 2014,
is predicted by many to be
“unspectacular,” and according
to Mintel there is likely to be only
athree per cent increase on last
year’s performance.

The question is, therefore, who
will be Christmas 2014 winners?
Will the new click and collect
option that House of Fraser has
launched in conjunction with
Café Nero, or the Morrisons new
Price Match loyalty card help it
gain an edge on competitors?

Will the nation sit down to
fizz, turkey and Christmas
pudding from Aldi and Lidl,
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MATTHEW LEWIS: Setting up
of anew credit union ‘is step in
right direction’.

or from Marks & Spencer and
Waitrose? High street sales have
clearly been hard hit, but bricks
and mortar retailing remains

akey part of most successful
retailers’ business.

Although there continues to
be a surge in online sales, the
large majority of sales - even over
the Christmas period - tend to be
offline via traditional stores.

What is clear is that the clever
retailers use click and collect
to make a virtue of both their
physical stores and their online
presence, and to persuade
shoppers to spend a little more
when they pop into store to
collect.

As Britain is the biggest online
shopping nation, it is no surprise
that last year over 60 per cent
of shoppers purchased some
goods or services online over
the Christmas period. There is

no doubt that people like to buy
online, but often with the proviso
that the delivery and returns
process fit in with busy lives.

What we can be sure of'is that
in January those who have failed
will, at best, be subject to the
usual market analysis and share
price slump and, at worst, head
into administration.

At our Retail Debate on
February 3in Leeds and
February 10 in London, industry
experts will review 2014, trading
and the trends from the results
of our Multichannel Survey,
which will consider changes in
retailer and shopper attitudes
to multichannel over the last 12
months.

Looking ahead, there are

changes to come next year which
will have an impact on retailers,
such as the possible demise of
pay day lenders following the
introduction of a cap on loan
rates in January, which will hit
many would-be borrowers.

However, for borrowers who
work in the retail sector, help
will be at hand with the soon-
to-be launched credit union,
RetailCURe.

Supported by the Retail Trust,
Squire Patton Boggs and many
of our best-known retailers, the
new credit union will enable
retailers to ensure that their
employees can access trusted,
safe and affordable credit,
savings and insurance products;
a step in the right direction.

Vital for
city that
sector ‘is
not seen in
isolation’

THE MAN behind the Leeds Trin-
ity shopping development is to
become the new president of a
business club.

Gerald Jennings, who is presi-
dent elect for Leeds Chamber of
Commerce and portfolio direc-
tor for the North and Scotland at
Land Securities, will act as a fig-
ure head for the Trinity Club in
the city centre.

In his role as president of Trin-
ity Club, Mr Jennings hopes to
boost collaboration between the
retail, commercial and corporate
sectors to aid business growth
across the Leeds City Region.

Inrecent years, he helped steer
Land Securities’ flagship devel-
opment, Trinity Shopping Centre
in Leeds.

Mr Jennings said: “Retail is just
one element of the regeneration
of Leeds city centre and it is im-
portant that it is not seen in isola-
tion.

“We want to support all aspects
of commerce in the city and I
want business people to feel they
have a space close to such a thriv-
ing hub where they can come to
make their contribution.”

He added: “As one element
of the commercial growth and
wealth of Yorkshire we want oth-
er strands to be at the heart of the
revival of the city.

“Centrally located, Trinity Club
adjacent to Trinity Church, Boar
Lane, offers business people a
refuge to work, meet business as-
sociates and network, while sup-
porting a good cause.”

Trinity Club was established
by Keith Madeley who previous-
ly acted as ambassador for the
Leeds Club in Albion Place.

Trinity Club which has around
90 members and is located near
the Trinity Shopping complex
was set up after the Leeds Club
decided to stop becoming a mem-
bers’ club in March of last year.

It enables businesses to dis-
cuss new opportunities, network
and use the facilities on offer,
such as wifi and meeting rooms.

Mr Madeley, who was ambas-
sador of Leeds Club for five years,
welcomed Mr Jennings’ appoint-
ment.

He said: “I'm absolutely de-
lighted, because what it does is it
gives an extra endorsement to the
business community.”

Mr Madeley told The Yorkshire
Post that members of the Trin-
ity Club - many of them small
and medium-sized enterprises
(SMEs) had already seen benefits
of Mr Jennings’ appointment.

“Lots of retail outlets particu-
larly in and around the Trinity
[shopping development] are of-
fering discounts to Trinity Club
members,” said Mr Madeley.

He added that the prime loca-
tion of the club, right next to the
shopping development was ben-
efitting both the retailers nearby
and members of the Trinity Club.

Mr Madeley said: “I want it to
be seen as a primary hub for busi-
nesses to meet and exchange ide-
as.” He believes with the London
market overheating Leeds can
benefit. “There’s so much oppor-
tunity here,” he said.

Mr Jennings will also become
president of Leeds Chamber of
Commerce in 2015.

GERALD JENNINGS: ‘Retail
is just one element of the
regeneration of Leeds city centre.’
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