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Wholesalers log in to benefits

Technology continues to be developed at a fast pace and offers savvy wholesalers the
ability to enhance the efficiency of their business while also improving customer service.

n a survey of website sales in the manufacturing, pro-
duction, construction and distribution industries, the
Office for National Statistics (ONS) found that the whole-
sale sector is leading the way at £59 billion, ahead of
transport & storage at £38 billion and retail at £36 billion.

The ONS E-Commerce Survey of UK Businesses showed
that total e-commerce sales by UK businesses in the non-
financial sector increased by 1.6% to £511 billion in 2016
over 2015. Although the majority of sales were to con-
sumers, £94 billion worth of sales were made to other
businesses or public authorities.

The statistics cover sales received over a website as well
as via electronic data interchange (EDI), which involves busi-
ness-to-business sales made by a small number of compa-
nies with large order volumes. However, the survey shows
that website sales have grown while EDI sales have declined.

“We believe this is mainly down to the higher cost asso-
ciated with implementing an EDI system compared to an
ecommerce website,” says Andy Pratt, ecommerce business
development executive at BCP. “As businesses continually
try to reduce operational costs and increase revenue, an
ecommerce website such as our Oporteo platform is easier
and more cost-effective to implement.”

He continues: “Ecommerce sales are becoming a more
prominent revenue stream for wholesalers. The value of
website sales alone, by businesses with 10 or more employ-
ees, as a proportion of turnover, was 8% — up from 4.9% in
2009."

Internal communications platform

Blakemore’s logistics division has launched an online
internal communications platform to help improve
communication within the business. It is accessible to
employees on both work and personal devices.
Staff simply register an email address with a nomi-
nated staff member at their local depot to gain access.
The password-protected site features divisional news,
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tors, forthcoming
events, organisational structures, job vacancies and the
latest SPAR offers. The communications hub also cele-
brates the achievements of individuals at a local level.
Additionally, staff can participate in surveys and submit
questions to senior management via the platform.
Logistics manager Marc Deakin says: “The communi-
cations hub has been developed in response to colleague
engagement surveys, which have consistently high-
lighted communication as an area for improvement.”
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For wholesalers and distributors to benefit from these
sales opportunities, investing in a suitable ecommerce plat-
form is essential, maintains BCP. “Yet despite these promis-
ing figures, many businesses in these sectors are still reluc-
tant to embrace ecommerce opportunities because of per-
ceived challenges such as lack of buy-in from senior man-
agement, integration issues or the hassle of dealing with
multiple suppliers,” says Pratt.

Oporteo is an ecommerce platform specifically designed
to help wholesalers and distributors overcome these chal-
lenges in an easy and cost-effective way.

“Oporteo’s online ecommerce platform offers a variety of
facilities to help businesses self-manage their site, which
reduces external development and consultancy costs and
provides flexibility in the development of changes and
design,” Pratt points out. “It can even be integrated with
existing ERP (enterprise resource planning) systems which
means there is no need for additional software development
to imitate complex pricing rules, etc. With Oporteo, complex
business logic is handled in real time and displayed on a
user-friendly interface.”

‘A first for the wholesale market’

Sanderson has launched a new cloud-based digital suite to
future-proof wholesale and cash & carry businesses. This
move demonstrates the company’s commitment to supply-
ing leading-edge software to help drive businesses forward
in this increasingly digital age.

Described as a first for the wholesale market, the new
cloud-based solutions work with any back office IT system,
offering optimum flexibility for all types of wholesale busi-
nesses. There are five solutions: mobile CRM, web ordering,
mobile customer app, electronic proof of delivery (ePOD)
and van sales.

The digital suite is designed to meet the demands of the
wholesale sector as more and more wholesalers are adapt-
ing their systems to maximise customer engagement. —»
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—>» Sanderson highlights a comment from the IGD report
UK Grocery & Foodservice Whaolesalfing 2017: “Driving com-
petitiveness and efficiency, while focusing increasingly on
customer loyalty and retention, will become ever more
important keys to success for wholesalers.”

Wholesale and cash & carry businesses can use one or
more of the solutions to enhance their existing IT system to
deliver increased sales and customer satisfaction. Sanderson
customers are already reaping the benefits:

Thames Cash & Carry’s Sucha Singh says: “We launched
the mobile customer app and are so pleased to have
received a great response. The app saves time for customers
as they can order on the go and it gives them instant access
to their account information. We're also maximising sales
opportunities by offering personalised promotions.”

Fehad Shehzad, IT manager at JW Filshill, comments: “At
Filshill we are committed to providing our customers with an
excellent service and the app is helping us to strengthen this.
Our customers are impressed with how intuitive the app is
and now use it to trade with us. The app is becoming invalu-
able already and is proving to be a powerful sales tool.”

Garry Connolly, managing director of Anzac Wines, is also
enthusiastic about the technology: “With mobile CRM, hav-
ing real-time information at your fingertips is a bonus for our
field sales team, enabling them to answer stock queries, pro-
vide quotes and capture valuable customer feedback.”

Another advantage was highlighted by Mark Windebank,
managing director of Savage & Whitten: "Following an
upgrade of our website to incorporate our new chilled & fresh
operation, web ordering now accounts for 65% of total sales.”

Sanderson’s multi-dimensional ePOD system automates
delivery processes and provides all the information the
delivery team need when they are at a customer’s site. The
system captures customer acceptance signatures and order
amendments whilst on site, improving speed of service. It
also increases delivery accuracy as paper systems and costly
errors are eliminated.

The new van sales software is a vital extension of the
sales operation as more businesses continue to expand and
the demand for field sales grows. As well as enabling staff to
maximise sales opportunities and enhance customer service,
the van sales software enables secure payments, optimises
journey routes and manages the on-the-road sales opera-
tion, from handling stock and account enquiries to confirm-
ing van-pick orders. —

Today's Group launches sales data reporting initiative

Today’s Group has partnered with specialist data house
The Whole Sale Company to launch a sales data reporting
initiative to help suppliers and members understand
market influences and opportunities. Initially, six Today's
members are involved, but the programme will be
expanded to include more members later in 2018.

The programme will give members and suppliers visi-
bility of Today’s Group sales to customers, including sales
by named members. The results will furnish
stakeholders with valuable insights, show previ-
ously unknown data and present a reliable read
on what is happening in individual categories.

John Baines, director of trading at Today’s,
says that the programme is part of the group’s
strategy to grow members’ business through
market-leading insight, product ‘gap fill' and
NPD distribution.

“Never has data been so important in under-
standing market trends, insights and influences
in order to get ahead,” he says. “Insight, together
with the ability to influence ranging and product place-
ment, is a vital support tool for all suppliers, particularly as
their traditional resource of feet on the street has shrunk in
recent years. Exploiting all opportunities quickly and deci-
sively is vital in today’s smart-technology driven society.”
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John Baine:
is a vital support tool.
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Baines adds: “We have worked closely with The Whole
Sale Company for nearly a year to create bespoke features
within its successful Alchemy programme, with the key
aim of harnessing the power of our own market trading,
alongside suppliers and members, in order to help them -
and us — continue to gain commercial advantage.

“We chose The Whole Sale Company and its Alchemy
solution as we felt this offered us a real point of difference
within the marketplace. Understanding the com-
plexities of our business was critical, and we felt
the team got right inside our skin with its own
background of industry expertise and heritage
of ‘poacher turned gamekeeper’. The results are
promising to be enormously exciting.”

Tanya Pepin, director of The Whole Sale
Company, says that Today’s investment will put
. the group in a strong forward position with cus-
GETE  tomers and suppliers, enabling visibility, trans-
parency and operational efficiency. “The pro-
gramme is simple to use and allows users to
work on mobiles and tablets, as well as PCs, in order to
provide fast, impactful reports that add real value and pro-
vide sales opportunity. It is win-win for Today’s Group, its
members and supply partners, and is all about enabling
business growth, insight and marketing excellence.”
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Smart data offers a competitive edge

Knowledge is power, insists Tanya Pepin, director of The
Whole Sale Company. “Transparency and visibility have
never been more important within wholesaling and retail as
wholesalers and suppliers look to gain a competitive edge
against the trading backdrop of squeezed margins, the con-
solidation of key players and the uncertain economic climate.

“It's a fact of life — and indeed a common misperception
held by many suppliers — that sales success is measured by
what the wholesaler ‘buys in". But, what if that product sits in
a depot not being given
recognition or exposure
through correct marketing
focus? Or if that product is
simply not reaching the
sectors that the supplier
g o ; wishes to penetrate?

Yoo “All of these challenges
can create short-termism
when it comes to sales,
and the success that is
highly sought after and
anticipated once a product
has been listed can easily

Mike McGee and Tanya Pepin
draw on their experience to
deliver leading solutions.

slip through the fingers if
not guided with the wisdom of knowledge and insight.”

According to Pepin, trade marketing is the door to achiev-
ing commercial advantage, and central to success is “knock-
ing on that door with correct marketing focus and insight”.
She adds: “The acquisition of knowledge is key when it
comes to getting under the skin of wholesalers and whole-
salers’ own customers, and that’s before the end consumer
even comes into the equation.

“It starts with measuring and understanding what whole-
salers are selling out to their customers across diverse
market sectors, way ahead of a product reaching the end
consumer. With customers in retail and foodservice — from
municipal cost-sector catering through to fine dining - it is
these central forces who are dictating which customers will
purchase a product and are the first indicator that a product
will succeed in independent retail or in catering markets.”

She continues: “All too often we see suppliers leaping
straight to consumer marketing — which is utterly pointless if
you have not understood the fragmented customer audience
and convinced wholesalers and retailers to stock and get
behind the product. The whalesaler and retailer must be on
board first to achieve NPD success.”

Pepin maintains that data critical to success is not just
about the ‘who’ and ‘how’. “Increasingly, smart wholesale

operators are looking to move beyond simply measuring

sales volume and looking to deliver logistical efficiency and
drive down cost. This includes how quickly the product is
going out of the door, speed of order rates, minimising stock
holding (something which the multiples are very adept at
achieving) and just-in-time delivery.”

Efficiency of supply, closing ‘gap-fill” and optimising every
day in terms of restocking and NPD distribution can make the
difference between success and failure in achieving forward
volume and targeted sales, she insists.
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“The good news is that we are seeing a culture shift, with
suppliers and wholesalers waking up to the transformative
advantages that smart data can provide,” she says. “And in
an era where the numbers of ‘feet on the street” are shrink-
ing and giving way to smart technology and mobile apps,
suppliers cannot afford to be left behind. Exploiting opportu-
nities quickly and decisively is becoming a requisite to gain-
ing commercial advantage.”

Suppliers and wholesalers are increasingly looking to
choose their data partners carefully as ‘one size does not fit
all’ and bespoke programme development and features are
central to success. The Whole Sale Company is focused on
wholesale, retail and foodservice and works with leading
wholesale brands and suppliers. In addition to Pepin, its
highly experienced team includes Mike McGee, former
managing director of Landmark, and they both draw on their
hands-on experience within the market place to deliver lead-
ing solutions that support commercial advantage.

Last year, Erudus, the food industry’s solution to sharing
allergen and nutritional information via cloud-based soft-
ware, doubled the number of wholesalers using the system
from 48 to 96 and developed relationships with foodservice
buying groups including Country Range, Confex, Landmark,
and Caterforce.

The data in Erudus is provided directly by the manufac-
turers, and caterers can access it immediately on site.
Wholesalers therefore save time not only on inbound data
requests but also on updating or adding new product speci-
fications.

Erudus recently joined forces with Nielsen Brandbank,
which is used by 98%
of UK FMCG suppliers,
to provide wholesalers,
caterers and manufac-
turers with an unprece-
dented data pool of
product information.

Jon Shayler, chief
operating officer of
Erudus, claims that the
partnership will revolu-
tionise food industry data: “Wholesalers often supply both
retail and foodservice. Brandbank takes care of the retail side
of things, while Erudus focuses on foodservice. And for
those wholesalers who are already using Brandbank, Erudus
is available for a reduced fee and it's as simple as clicking a
button to share all product data from one to the other.”

Over the next 12 months, Erudus is seeking to cement its
position as the “go-to software for food industry data”. As
part of this, it plans to hold a ‘showcase event’ for whole-
salers and suppliers (date and venue to be confirmed). [EZd

For further information:

BCP 0161-355 3000

Erudus (0333) 121 8999
Sanderson (0333) 123 1400
The Whole Sale Company (01908) 920602
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