
FEATURES LIST 2024

26th Jan  Breakfast and Bakery /  Vaping and Next Gen Products /  Chillers and Freezers  
   Chinese New Year  

9th Feb  Tobacco and RYO / Sports and Protein Products / Easter Treats Epos

23rd Feb  Symbol, Fascia and Franchise Report / Dairy Drinks (including -  
   cold brew and milkshakes) / Spring Cleaning and Household  
   Paper Products

8th Mar  Ramadan / Hot Beverages and Beverages To Go / Accountants and  
   Business Services and Technology  Insurance 

22nd Mar  Chocolate and Spring Confectionery / PMPs / Scotland Supplement -

5th Apr  Eid / Big Night In / Babies and Toddlers        Waste Services

19th Apr  Crisps, Snacks and Nuts / Spirits / Pet Care  -

3rd May  Bottled Water, Soft Drinks and Juices / Forecourt / Mints and Gums Security

17th May  Tobacco and RYO / Sports and Protein Products / Food and Beverages To Go -

31st May  Lager, Beer and Cider / Wines To Stock / CBD Products -

14th June  Summer of Sport (including Olympics, Euros, Wimbledon and Shopfitting   
   the Hundred) / BBQ and Summer Products / and Shelving   
   Free From and Healthy Alternatives 

28th June  World Food and Drinks / Carnival and Festivals / Wholesale -

12th July  Summer Drinks (including soft drinks and alcoholic drinks) / Chillers and Freezers  
   Chocolate and Confectionery / Ice Cream

9th Aug  Category Management Supplement / Crisps, Snacks and Nuts / Back to School ATMs

6th Sept  Big Night In  / Student Opportunities / Chilled and Frozen   Newspapers and Magazines

20th Sept  Symbol, Fascia and Franchise Report / Cocktails, RTDs and Miniatures /  - 
   Scotland Supplement

4th Oct  Hot Beverages and Beverages To Go / Sustainability / Parcel Services  
   In-Store Services and Delivery Services

18th Oct  Diwali / Hallowe’en and Bonfire / Pasta, Rice and Noodles   Banking

1st Nov  PMPs / Winter Remedies and Pain Management / Adult Soft Drinks  Merchant Services

15th Nov  Festive Tobacco (including cigars) / Festive Alcohol / Batteries -

29th Nov  Festive Snacks / Festive Chocolate and Sugar Confectionery /  - 
   Dairy and Alternatives 

13th Dec  The Year Ahead / Responsible Retailing /  Cards  
   Vaping and Next Gen Products  Wall Planner 2025 
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23rd September to 6th October 2022 The Voice of Independent Retailers

Rustlers
Saddle up

Cocktails
Every hour!

Energy crisis
Cutting costs

Volume 34 No. 911

Hot Bevs
Fave cuppa
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NICOTINE IN A VELO POUCH

WEIRD

INSTANT ENJOYMENT ANYWHERE

WONDERFUL
THE WEIRDLY WONDERFUL NICOTINE POUCH

This product contains nicotine 

and is addictive.  For adult 

nicotine consumers only.

SPEAK WITH YOUR LOCAL

BAT REPRESENTATIVE
AVAILABLE AT VAPERMARKET.CO.UK

The Voice of Independent Retailers

Lord Bilimoria
King Cobra

Data Rules
Tom Fender

Diwali
Lighting the way

Big Interview
Parfetts’ Guy Swindell

3rd November to 16th November 2023 Volume 35 No. 933
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Excellent
**WWW.NORDICSPIRIT.CO.UK

For more information go to:

nordicspirit_uk nordicspirituk

*Winner Nicotine Pouch Category, Survey of 8,000 people by Kantar. **Trustpilot rating correct as of January 2023.
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*

This product contains nicotine.
Nicotine is an addictive substance.

3rd March to 16th March 2023 The Voice of Independent Retailers

Scotland
Retail trouble

Local hero
Jenny Donaghy

Sparkly
Spring cleaning

Volume 35 No. 919

Finances
Budget time
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Perfectly suited for value seeking shoppers

9th June to 22nd June 2023 The Voice of Independent Retailers

BBQ Time
life outdoors

At Winner
Rushi fl ying High

Summer
Beer is here

Volume 35 No. 925

Game on!
Wholesalers
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The Voice of Independent Retailers

Drinkfl ation
New in beer

Snackfest
Feeling peckish?

Categories
Manage yours

Bobby Singh
Yorkshire’s fi nest

11th August to 7th September 2023 Volume 35 No. 928

STOCK UP ON
WRAY & NEPHEW 

FOR CARNIVAL

*Nielsen Scantrack, Total Coverage, 52 we 25.03.23, value sales

4TH CONSECUTIVE 
YEAR AS UK’S

FASTEST 
GROWING
WHITE RUM*

AT 11th August Cover 2023.indd   1AT 11th August Cover 2023.indd   1 8/3/2023   3:13:43 PM8/3/2023   3:13:43 PM



NEW BIRMINGHAM DEPOT NOW OPEN
Parfetts, Redfern Road, Tyseley, Birmingham B11 2BH

DEPOTS NATIONWIDE: Aintree L9 5AL • Anfield L6 5BN • Halifax HX3 6RA • Middlesbrough TS3 8AL • Sheffield S9 1XT • Somercotes DE55 4RF • Stockport SK4 2JP 

 BIRMINGHAM DEPOT  BIRMINGHAM DEPOT  BIRMINGHAM DEPOT  BIRMINGHAM DEPOT  BIRMINGHAM DEPOT  BIRMINGHAM DEPOT  BIRMINGHAM DEPOT NEWNEWNEWNEWNEWNEWNEW

Free to join
2% rebate
Access to the best 
prices and deals
A fascia format for 
every store type

TO JOIN US VISIT
PARFETTS.CO.UK

Our symbol group is 
designed for one purpose 
– to drive success and 
deliver your business 
even more margin.JOIN US TO 

GROW YOUR 
BUSINESS AND 
MAKE MORE 
MARGIN

12th May to 25th May 2023 The Voice of Independent Retailers

Ambient 
Not just music!

Toddlers
Rule the roost 

Retail workers
Hard life 

Volume 35 No. 924

Big Night In
Loving it 
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14th April to 27th April 2023 The Voice of Independent Retailers

Mints & Gum
Freshen up!

Post-budget
Outlook

Cards
Stay connected

Volume 35 No. 922

Festival
Feeling Eid

*RRP effective 16 March 2023.  Retailers are, of course, free at all times to sell JTI product at whatever price they choose.

NEW

PACK OF 10RRP

£6.00

BERRY MINT
CAPSULE

PEPPERMINT
CAPSULE

*

BERRY MINT
CAPSULE

PEPPERMINTPEPPERMINT

UP
ON 
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OF YOUR 5 A DAYADDED SUGAR & HFSS COMPLIANT WWW.JUICEBURST.COM30% RECYCLED PLASTIC

*Independent consumer taste testing | March 2023

SUMMER
FRUITS

STOCK UP NOW
�

�

The Voice of Independent Retailers

Me and My Brand
Rizla rules

Cabinets
Hot and cold

Summer drinks
Thirst quenching

Crafty
Local and artisan

14th July to 10th August 2023 Volume 35 No. 927
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17th March to 30th March 2023 The Voice of Independent Retailers

Sugar
Lower, lower! 

Chocs
Sweet as you are 

Imperial
Oliver Kutz speaks 

Volume 35 No. 920

Ramadan
Indie heaven
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The Voice of Independent Retailers

LOOTERS
On the rampage

WHOLESALE
New page!

BNI
Bigger than ever

OTC
Remedies are here

6th October to 19th October 2023 Volume 35 No. 931

SCOTLAND
MAP Rising?
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Jan 18-Dec 18-Dec Veganuary
Jan 18-Dec 18-Dec Dry January
25th Jan 18-Jan 11-Jan Burns Night
5th Feb 29-Jan 22-Jan World Nutella Day
10th Feb 2-Feb 26-Feb Chinese New Year
13th Feb 6-Feb 30-Jan Pancake Day
14th Feb 7-Feb 31-Jan Valentine’s Day
1st March 23-Feb 16-Feb St. David’s Day
8th March 1-Mar 23-Feb International Women’s Day
10th March 1-Mar 23-Feb Mother’s Day
10th March to 8th April 1-Mar 23-Feb Ramadan
17th March 8-Mar 1-Mar St. Patrick’s Day
18th March 11-Mar 4-Mar Global Recycling Day
22nd March 15-Mar 8-Mar World Water Day
31st March 22-Mar 15-Mar Easter
10th April 3-Apr 27-Mar Eid Al-Fitr
23rd April 16-Apr 9-Apr St. George’s Day
24th April 17-Apr 10-Apr Allergy Awareness Week
21st May 14-May 7-May International Tea Day
29th May 22-May 15-May National Biscuit Day
1st June  24-May 17-May World Milk Day
5th June 29-May 22-May Sausage Roll Day
10th June 3-Jun 27-May Healthy Eating Week
16th June 7-Jun 31-May Father’s Day
18th June 11-Jun 4-Jun Royal Ascot
24th June 17-Jun 10-Jun World Refill Day
July 24-Jun 17-Jun Plastic Free July
1st July 24-Jun 17-Jun Wimbledon
5th July 28-Jun 21-Jun F1 British Grand Prix
7th July 28-Jun 21-Jun World Chocolate Day
26th July to 11th August 19-Jul 12-Jul Olympics
September 26-Aug 21-Aug Organic September
2nd September 26-Aug 21-Aug Zero Waste Week
9th Sept to 22nd Sept 2-Sep 26-Aug Fair Trade Fortnight
25th September  18-Sep 11-Sep Recycle Week
October 24-Sep 17-Sep Black History Month
1st October 24-Sep 17-Sep Coffee Day
1st October 24-Sep 17-Sep World Vegetarian Day
21st October 14-Oct 7-Oct Apple Day
31st October 24-Oct 17-Oct Diwali
5th November 29-Oct 22-Oct Bonfire Night
30th November 22-Nov 15-Nov St. Andrew’s Day
25th December 16-Dec 9-Dec Christmas Day
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Convenience stores and supermarkets have grown their share of eating out visits, finds a study by MCA Insight, a leading research agency across the foodservice and hos-pitality sectors.MCA’s Quarterly Up-date highlights that food to go purchases from c-stores and supermar-kets are making up a growing share of breakfast and lunch visits in the Eating Out market.Compared with Q3 2017, their com-bined share of break-fast visits has risen from 5 percent to 6 percent and at lunch it has grown from 9.5 percent to 10.6 percent, re-
veals the report.The study is based on 6,000 

consumer interviews every month, repre-senting UK adults aged above 18 in terms of age, gender and region, and covers every part of the day.C-stores and super-markets continue to com-
mand the largest share of the 
snacking day-part, however have 
seen their share diminish in the 
last year, falling from 25.9 per-
cent  to 23.0  percent. Coffee 

shops have closed the gap, growing their share from 15.3  per-cent  to 17.6  percent.Greta Glaveckaite, data analyst at MCA Insight said: “Year-on-year more consumers are demanding fast service at breakfast and a high propor-tion want a conven-ient location and good 
value at lunch. Supermarkets 
and convenience stores are in 
a fantastic position to satis-
fy all of these demands and 
continue to put pressure on 
foodservice operators.”“The main watch out for 

c-stores and supermarkets is 
in the snacking mission. They 
continue to command the larg-
est market share, but this has 
been eroded by the growth 
of coffee shops. With less consumers con-

Convenience stores grow share of eating Food to go purchases from convenience stores are on the increase

Millennials choose  big brandsWhen it comes to purchasing 
groceries, 18 to 24-year-old shoppers 
would rather fill their cupboards with 
big brand names that are perceived as 
cool and more innovative, leaving local 
brands on the shelves, finds the latest 
European Shopper Survey by IRI.While there is an increasing 

demand for local or national manufactured products across the 
region, the latest IRI survey identifies 
an underlying contrast when 
segmenting shoppers by age.Personal and beauty care 

products were a particular favourite 
with 65 percent of young millennials 
compared to just 9 percent opting for 
local products, the survey reveals.Co-op bans 

comprehensive kidsCo-op has issued an apology after its 
store in Combe Down, near Bath, 
restricted entry of students from a 
nearby comprehensive school while 
freely allowing private school students.

Last month, the store had said in a 
sign at the front that it would allow only 
two students from state comprehensive 
school Ralph Allen in at a time. However, 

there was no such restriction placed 
on students of Prior Park College, 
an independent Catholic school 
closer to the store than Ralph Allen.

The restriction has since been changed to allow only two 
students from any school in the 

store at one time.

Over 10,000 PayPoint One devices installedOver 10,000 PayPoint One devices 
have now been installed across the 
UK, the company has reported.Even when they are not physically 

in their stores, retailers can access full 
front and back office functionality 
remotely through any internet-
enabled device. PayPoint One users 
can also see real-time sales, edit products, update shelf-edge labels and manage stock orders and deliveries through the free mobile app. The PayPoint One app is currently available on 

The CMA has cleared the proposed acquisition by Post Office of the bill payments systems business of Payzone.Payzone Bill Payments Limited will operate as a subsidiary of Post Office after the completion of the deal.
The move will add around 13,000 payment outlets, along with their bill payment technology, to Post Office’s present network of over 11,500 branches across the UK.Bill payments are a core part of the Post Office’s retail offer, and with over 500 million bill payment 

transactions across the UK last year, it is a market which presents a strong growth opportu-nity for both the Post Office and Payzone networks, the firm said in a statement.Debbie Smith, chief executive of Post Office Retail, commented: “We’re thrilled to welcome Payzone’s bill payments network into the wider Post Office group.“This deal allows us to more than double our bill 
payment 

network. Through our combined reach of 25,000 bill payment outlets we are now in an even stronger position to compete for new and bigger bill pay-ment contracts, helping to bring in more customers for Post Office branches and Payzone retailers alike.”Post Office said it has no current plans to change the Payzone brand. Payzone Card Payment business will continue to use the 

CMA clears Post Office  purchase of Payzone 

National Federation Of Retail 
Newsagents (NFRN) has called 
upon MPs to support an amend-ment to the Offen-sive Weapons Bill that will make it an offence to obstruct or threaten a retailer who is enforcing the age restric-

tions on the sale of corrosive 
or bladed items.The Bill, which follows on 

from more wide-ranging legis-
lation in Scotland, will restrict 
sales of acid and outlaw postal 
sales of knives, requiring cus-
tomers to prove in person they 
are over 18.

The amendment, proposed 
by Delyn MP David Hanson, is 

being discussed in the House 
of Commons.“It’s not the police who will 

enforce these new laws but shop 
workers,” Hanson told the Sun-
day Mirror.

“And if they are going to be 
put in the front line then they 
ought to be protected.”The proposed change will 

make obstructing or threat-
ening a worker carrying out 
age verification on corrosive 

or bladed products an aggra-
vated offence.There have been over 13,437 

incidents of violence against 
shop workers reported over 
2017 according to the Associ-
ation of Convenience Stores’ 
2018 Crime Report.In a letter to MPs, Mike 

Mitchelson, NFRN National 
President, wrote: “Across the 
range of age restricted prod-
ucts, from tobacco and alcohol 
to the sale of blades, it is the 
ID challenges and refusals of 
sale that trigger the most prob-
lems, with physical and verbal 
abuse being the all too com- mon 
outcome when re-tailers simply do what the law re-quires.

“I would, therefore, urge 

MPs urged to support amendment 
to the Offensive Weapons Bill

The Bill will restrict sales of acid to under-18s

Nisa hails model storeNisa has hailed a flagship store at the 
York University as its first ‘Model 
Store’ on integrating Co-op own label 
range.

The York University Nisa Local 
store on the Heslington East Campus 
opened in February this year and is 
currently stocking some 700 lines 
from the Co-op.

Nisa is asking other stores to use 
the university store as a benchmark.

“The York University store is a 
brilliant example of a modern, 
independent convenience store. 
Working together with the team at 
York we have been able to showcase 
our vision and exhibit a living example 
of best practice,” said Darren May, 
head of format and development at 
Nisa.

Londis virtual store tourLondis has created a 360° virtual tour 
of its store at Woodhouse Street in 
Leeds following a recent brand 

refresh. The symbol group said the 
digital tour is now available to all 
retailers.

The tour at Leeds store fo-
cuses on new and updated elements of the store such as 

imagery, food to go, new trends, 
bakery promotions and the eye 
catching yellow and black point of 
sale.

Additional information points 
highlight theses key drivers as well as 
showcasing the outstanding value 
available.

The tour is accessible through 
mobiles, laptops, tablets or even VR 
headset and enables navigation 
around the store 360° at any point.Philip Morris anti smok-ing pitch goes awryMarlboro cigarette maker Philip 

Morris International drew accusations 
of hypocrisy after using a four-page 
newspaper advertisement to urge 
smokers to quit cigarettes.The wraparound advertisment 

covering the Daily Mirror is part of 
Philip Morris’s £2 million ‘Hold My 
Light’ campaign, in which the world’s 
biggest international tobacco 
company is pushing a 30-day 
challenge for people to give up 
smoking.

The campaign also features a 
video and a website where smokers 
can sign up for the challenge and gain 

New West End Company, which represents business-es around Bond Street, Oxford Street and Regent Street, has launched a new initiative combining police, security and outreach workers to tackle crime and anti-social behaviour in London’s West End.The collective comprises Metropolitan Police officers, Westminster Council city inspectors, homeless charity outreach workers and the New West End Company private security team, who will work together exclusively in London’s West End & Mayfair including Bond, 

Oxford and Regent Street, to combat crime.The partnership will help tackle issues such as begging, rough sleeping and busking as well as criminal activities and other anti-social behaviour by providing an increased visible presence on the streets,  said the lobby group.Dee Corsi, chief operating officer, 

New West End Company, said: “For the first time ever, public services, private sector and chari-ties have come together to provide a tailored, innova-tive service for London’s number one shopping and leisure destina-tion.
“With the busy festive period approaching, ensuring the safety and comfort of the hundreds of thousands of Christmas shoppers in the West End is a top priority for New West End Company. That’s why we have driven this new collaborative approach which we hope will set the blueprint to tackle crime 

London’s West End retailers launch new 
initiative to fight anti-social elements
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   Make this Halloween a screaming 

success with GBs No.1 Flavoured Carbs brand*

   Worth £58m in convenience and up 9.5%, Fanta accelerates 

at Halloween and grew by 23% during Halloween 2017** 

   Ghoulish pack designs and a haunting Snapchat on pack offer 

with exclooosive filters & lenses 

   Supported by a multi-million pound, great 

tasting campaign you can’t escape!
Get in contact to find out more at connect@ccep.com or call 0808 1 000 000

STOCK UP NOOOOOW!

#FANTAHALLOWEEN

Sources: *Nielsen, Total Coverage, MAT to 02.06.18.  **Nielsen, Total Impulse, MAT to 02.06.18. 

Exclooosive snapchat filters & lenses snap to unlock 03/09/18 – 11/11/18 GB 16+ for full T&Cs see Fanta.co.uk/Halloween

©2018 The Coca-Cola Company. All rights reserved. FANTA is a registered trademark of The Coca-Cola Company.    

EXCLOOOSIVE SNAPCHAT

FILTERS & LENSESduring Halloween last year!**

COC1022 Fanta Halloween 2018 Ad_A4+Weave_spreads_AT_AW2.indd   5-6

01/10/2018   14:58

Perfectly suited to the sharing 

occasion, ‘More to Share’ bags 

from Mars Wrigley Confec-

tionery are the ideal accompa-

niment, whether watching a 

scary film in the cinema or at 

home.
With this in mind, Skittles 

will be taking consumers back 

to the dark side for the fourth 

year running. Containing five 

frightening flavours: (Forbid-

den Fruit, Midnight Lime, 

Blood Orange, Pomegranate 

and Dark Berry), Skittles 

Darkside is available in funsize 

format, alongside Skittles 

Fruits – both 

of which are 

perfectly 

suited to the Trick or Treat 

occasion. 

Expected to deliver over 

£6m in sales, including across 

the Halloween period, Mars 

Wrigley Confectionery has 

also launched limited-edition 

M&M’s Crunchy Caramel. 

Designed to combine the 

second most popular 

What to stock

Matthew Grenter, Sales Manager, Brioche Pasquier, 

says stores should be sure to include the following 

items for Halloween and Bonfire Night:

 Sausages – both meat and vegetarian – for hot dogs.

 Rolls for hot dogs. Brioche Pasquier’s Pains au Lait are the perfect   

 choice as they are soft and perfectly sized to hold a sausage. The   

 slight sweetness and soft texture of the brioche complements the   

 sausages perfectly and is very popular with children. 

 Condiments – ketchup, mustard, salsas etc.

 Basic easy costume fixes such as black capes, masks and witches   

 hats.

 Lots of options for trick and treat – confectionery, chocolate etc.   

 Our Family Panel approved PITCH filled brioche products are ideal   

 as they come in packets of four or six which can be opened and   

 distributed easily as each one is individually wrapped. There are two types both of   

 which are delicious straight from the packet  - one has a seam of soft chocolate running  

 through the centre of the brioche roll, and the other is sprinkled with chocolate chips   

 throughout. Most importantly – children love them. 

 Items which will help theme a Halloween or bonfire party such as spray cobwebs, orange  

 napkins and trick or treat goodie buckets.

flavour in the bitesize choco-

late category with the world’s 

number one confection-

ery brand, the 

chocolate is 

available in 

pouches, treat bags and 

singles – perfect for the 

Halloween occasion. 

Dan Newell, Fruity Confec-

tionery Portfolio Director, 

commented: “Halloween 

presents a fantastic opportu-

nity for retailers looking to 

drive confectionery sales. Our 

internal research shows that 

not only can retailers increase 

consumer confection-

ery spending with 

Halloween themed 

sharing bags and 

twistwraps, but the 

event also helps to 

boost sales of confec-

tionery overall, as 

consumers look to 

stay in and celebrate 

the event with a 

spooky movie or 

party.
“Our range of Halloween 

themed confectionery and 

perfectly portioned Funsize 

packs, are fantastic for any 

retailer looking to extend their 

seasonal offering. Whether 

consumers are looking for a 

sharing bag to enjoy with a 

spooky movie, or confection-

ery for Trick or Treaters, Mars 

Wrigley Confectionery is able 

to help.”

New mix
Haribo, the UK’s leading gums 

and jellies brand, has updated 

top selling Supermix to offer a 

new mix, focusing on four 

iconic shapes available in more 

vibrant colours and creamier 

flavours.

Appealing to consumers 

that prefer Haribo’s mix of soft 

to eat treats, Supermix will 

now offer lemon meringue and 

peach flavoured Little Jelly 

Men, with delicious vanilla 

also featuring in the sheep and 

ice cream sweet pieces. These 

jelly and foam treats will also 

be available in popular flavours 
second most popular 

boost sales of confec
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No.1 sweets manufacturer

 #1 Halloween Sweet SKU*

Stock up on scarily good     treats this Halloween!

putting experiential elements 
of the campaign on hold while 

social distancing measures are 
in place.”

C-stores should also 
continue attracting younger 

shoppers through the medium 
of social media by promoting 

Hallowe’en deals and offers 
online encouraging them to 

stock up in time.Not only will this encourage 
people to look forward to the 

day but will promote all the 
must-stock products to a huge 

digitally savvy audience.Sweet treats are made of theseWhether you are a rookie or a 
veteran in the retail industry, 

confectionery and Hallowe’en 
is an absolute must know to 

boost footfall in the lead up to 
October 31. Sweets and chocolate 
remain number one when 

it comes to the best-sell-
ing items for this event, 

and both categories grew 
by almost £60 million in 

sales alone last year [Kantar].
Even more promising, the 

big day falls on a Saturday this 
year, so c-stores should still 

expect sales to perform very 
well ahead of the weekend.

Confectionery giant 
Mondelēz International says 

their top tricks for convenience 
owners to maximise sales is to 

get into the spirit of things by 
decorating stores.Research shows more 

shoppers buy Hallowe’en-
themed confectionery than 

standard packs as the excite-
ment for the thrilling themed 

event gets under way.

More than half (51 per cent) 
of incremental sales at Hallowe’en come from the 

chocolate confectionery catego-
ry [Worldpanel Plus Survey], so 

anything sweet is sure to sell.
Susan Nash, trade communi-

cations manager at Mondelēz 
International, says their 

company’s range of self-eat and 
sharing covers chocolate and 

candy SKUs, offering products 
for consumers the chance to 

share or self-indulge.She said: “Confectionery 
sales over the Hallowe’en period 

in 2019 reached £48 million, 
with candy being a key 

contributor of sales growth 
[Snackchat].“Within the segment, chew 

products, which grew by 7.2 per 
cent during last Hallowe’en, and 

is the third biggest format after 
mixes and jellies [Neilsen Value 

Sales data]”Returning again following 
successful sales last year is 

Maynards Bassetts Dead Chewy 
(162g, RRP: £1) each bag 

containing individually 
wrapped sweets in a variety of 

fruity flavours.Fans of Cadbury Creme Eggs 
will receive a hair-raising 

surprise in the form of Cadbury 
Goo Heads (RRP, 55p, case size: 

48) which contains the same 
white fondant as that within its 

famous  but non-scary cousin.
“This year sees the return of 

the popular Cadbury Goo 
Heads, available in Creepy 

Skeleton, Pumpkin, Franken-
stein, Dracula or Werewolf 

variants,” says Nash. “The 
strikingly-packaged Cadbury 

Goo Heads are available 

individually or in a pack of five, 
offering value and convenience 

to customers. Previously named 
Goo Heads, the revamped 

product now has five Hallowe’en themed characters 
for customers to choose from, 

guaranteeing repeat purchases 
among shoppers who enjoy 

collecting.”Interestingly, market 
research discovered that 82 per 

cent of consumers claim they 
look out for Cadbury when 

shopping for confectionery 
[Nielsen ], so making sure 

shelves contain consumer 
prime choices during October is 

vital.
Crowd favourite Cadbury 

Oreoooo (RRP: £1) will also 
return for Hallowe’en 2020 in 

the form of 82g bag of Oreo Mini 
Filled Eggs, designed specially 

to further drive impulse 
purchases on themed sharing 

products. 

FEATURE

HALLOWE’EN AND BONFIRE NIGHT

FEATURE
HALLOWE’EN AND BONFIRE NIGHT

Create spooky POSSusan Nash, Trade Communications Manager at 
Mondelez International advises 
on how to get scarily good Hallowe’en sales

 Drive sales by focusing on products that help shoppers  

 cater for the self-eat opportunity
 Dress up in store to get customers excited about the  

 season: theatre sells! Candy is the biggest driver of sales growth, so make  

 sure you stock a strong Hallowe’en candy range: why  

 not try out Cadbury Oreooooo, Maynards Bassetts  

 Dead Chewy or Cadbury Goo Head!
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