11th May 2009

For those of you who attended, thanks for coming to Summit09 on 30th April.  For those who didn't, my advice is not to listen to me imploring you to attend next year (I would, wouldn't I) but to ask someone who did attend whether it's a worthwhile day.  All the feedback we have had has been excellent.
 

But cutting through the general enjoyment of a job well done, I think there are two over-riding themes that emerged from Summit09.  I would even go so far as to say that these ways of viewing our market at the moment would define successful and progressive retailers, so it's important to think a little bit about them.
 

The first is differentiation.  We heard at Summit from a wide range of retailers who have been successful because they have invested in a customer offer that is different to the competition.  The key point here is that they all did this not by randomly picking a USP that they hoped would work, or by following their own personal interests.  They all did this by listening to their customers and having the courage to change.
 

So the first key challenge that came out of Summit09 was: are we truly developing and delivering on a point of difference, and is this the offer that our customers want?
 

The second challenge is around a state of mind.  Let's be absolutely clear, the convenience sector is not recession proof, as many commentators have suggested.  What we are is resilient, able to respond to change quickly, and concerned with essential products and services that people need whatever the economic position.  That gives us a better chance than most, and the retailers I spoke to at Summit09 were upbeat about their prospects.
 

So the second lesson is to see the glass half full.  That's not to say there aren't massive challenges facing us as the multiples continue to expand, costs continue to go up and consumer spending remains tight.  But the retailers I'm backing to win are those who are looking for opportunities rather than excuses to fail. 

