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Welcome to the Summer edition of Retail Times.
The fine weather we are currently experiencing will
be helping consumer sentiment and ultimately
sales, but as all retailers know, it is difficult to win,
there is either too much snow or too much sun!

For those of you who attended the Big Retreat, I
hope you found the new format exciting and
beneficial and took some positive improvements
to your business. On behalf of the Retail Excellence
team thank you to all our members who
contributed to a very successful event and a big
thank you to all our supply partners, big and small

and we look forward to seeing you in 2019!

The big focus for this coming quarter is the 2018 Awards and we are
delighted to be partnering with AIB Merchant Services. While the Awards
are now closed and some of the best stores in Ireland are now in the frame
for glory, this year’s process promises to deliver a real opportunity for
retailers to learn not just from best in class but also how to make good
things better and come up with real solutions to integrating digital
technology and enhancing the customer experience. I wish every one of
the entrants, a record number for the Awards, every success during this
exciting journey and I am certain you will all learn valuable insights to help
improve and support your team and business.

And to keep up with the pace of change in Digital Technology, an
important date for your September diary is the Retail Excellence eComm
Conference, where there will be a blend of work class digital specialists
and retail leaders, along with a cross section of leading Irish based experts
and retailers. 

We held a successful cross party Oireachtas meeting in May, led by our
new CEO, Lorraine Higgins, and we have been working hard to convince
policy legislators to focus on supporting Irish Retailers, particularly by
trying to have an even playing field when it comes to on line shopping,
particularly from outside of the EU and are asking for the introduction of
legislation to ensure that all VAT and Duties that are due, are legally
enforced.

Let us all look forward to continued growth in Irish Retail over the summer
months, and while things have stabilised for many retailers the growth is
modest at best and the challenges remain and the Retail Excellence team
are here to help you meet and overcome these challenges, don’t hesitate
to contact them.

Best regards,

JP Kennedy
Managing Director, TileStyle
Chairman, Retail Excellence

BOARD

JP Kennedy TileStyle, Paul Kealy Tony Kealys, Fergal Doyle Arboretum, Richard Wehrly
Wehrly Brothers Jewellers, Oonagh O’Hagan Meaghers Pharmacy Group, Luke Moriarty,
Moriarty SuperValu Group, David Myers Heatons, Michelle O’Gorman Kilkenny Group 
Jean McCabeWillow Boutiques, Darren Smyth Shannon Group, Michelle McBride Butlers
Chocolates, Joe Barrett Applegreen, David Fitzsimons Retail Excellence, Lorraine Higgins
Retail Excellence

TRUSTEE

Sharen McCabe McCabes Pharmacy Group, Kevin Jephson Ardkeen Quality Food Store,        
Keith Rogers Ecco Footwear
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Using IP camera technology, our software converts
your security camera data into a tool that unlocks
consumer insights. Insights based on security data
allow you to understand shopper behavior and make
informed decisions that improve in-store operations,
marketing, and merchandising.

For the first time, traditional bricks and mortar stores
can benefit from the same data online stores have been
benefiting from. This data includes, knowing your
footfall at any given time, correlating that exact footfall
figure to transactions to better understand your
conversion percentage and then benchmarking that
store against others in your network. If you have a non-
gender specific retail offering, what is the precise
gender mix typically visiting my store at different
stages of the day? We can now exploit some trends
that we heretofore never knew existed to make sure we
have the right messaging and offers in front of the right
audience. These insights prove to be invaluable, once
you understand the trends you can schedule and tailor
your in-store digital signage to create relevant
messaging for your audience.

Understanding instore consumer behaviour is also an
important factor when determining store layout and
floor size optimisation. By using heatmapping
technology we can illustrate areas of high activity and
areas of low activity instore and, in some instances,
even products of high interest and low interest. It is
important to understand the effect that instore design,
changes, merchandising and product placement can
have on customer flow and dwell time. 

9 out of 10 retail transactions globally are still made in
a bricks and mortar store. 

It is important to bear in mind that 9 out of 10 retail
transactions globally are still made in a bricks and
mortar store, so there is a good deal of comfort in that.
Will this continue to be the case? I’d argue that it most
certainly will not, so the battle will be won or lost on
how retailers enhance their in-store retail experience.

An important part of this, not the only part I might add,
is in-store digital experiences. Digitally aware
consumers expect in-store digital experiences,
consumers are not going to bat an eyelid at static in-
store light box displays never mind influence their
buying decisions. By creating a degree of in-store
interactivity with a product you increase the conversion
percentage from that engagement by 33% and future
brand recognition and adhesion by 65%.

By simply creating a degree of in-store interactivity
with a product you increase the conversion percentage
from that engagement by 33% and future brand
recognition and adhesion by 65%.

One of the most effective ways of delivering digital
messaging is through digital signage. We provide
digital signage services to a range of Irish retailers such
as Diesel, Applegreen, Three, Gamestop, Fuschia,
Freshii and many more. 

Not only do we provide a network and solution to
publish digital content, but we also provide audience
measurement. Audience measurement gives retailers
the opportunity to understand the effectiveness of that
content and whether the content is improving footfall,
sales or how engaging the content is and benchmark it
against other campaigns. 

Digital signage is more affordable
than ever 

The cost of hardware and software has been reducing
steadily over the past 5 years. Digital displays,
touchscreens, media players, and application
development costs have also reduced significantly. To
help retailers digitise we are providing most of our
entire solution set as a service, so any of the cost for
hardware, software development, licensing and support
can be spread over time to reduce capital outlay and
deliver a return earlier.

Children born today will be the first true native 
digital generation, they will simply not know 

any different. Whilst older generations change the 
way they would traditionally have done things to a 
digital way of doing things, like shopping. The next

generations will use technology to navigate life, morning 
to evening, cradle to grave, retailers will need

to maintain relevancy. ”
“
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Focus on Fuschia 

Fuschia engaged with us at the 2017 retreat to help
them digitise and create some ‘WOW’ around their
flagship store in Drogheda and a new store within a
store concept with a Pharmacy chain. We installed
digital window displays in Drogheda to increase footfall
and then installed a videowall behind the till area
running makeover demonstrations. We also added
some theatre to the makeover experience so final
makeovers can be photographed and shared on
Instagram using a smart selfie mirror.

With the new store within a store concept we enable
Fuschia to get a larger share of existing footfall interest
by digitising their displays and allowing on the spot
makeover bookings via tablet devices.

“Our pharmacy trade has certainly increased and

our retail “new customer” count has increased

from Q1 2017 vs Q1 2018. Plus, the store is more

appealing and more exciting. The video wall

really showcases our product in a way we have

not been able to achieve instore previously.”

“It has definitely increased brand awareness and
increased sales. I believe this can be directly attributed
to the fact that we are more visible and that there is a
little more going on instore digitally. More and more
people are entering the store than before.” Gillian
Moore, Fuschia Owner
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Diesel 

Diesel were looking for ways to display some of the great digital content they had instore and in window to drive
footfall. Using 49” and 55” ultra-narrow bezel videowall panels we were able to transform their existing static
light box displays into multi-layered rich media video content that can be changed often and easily. We started
in Blanchardstown and are now rolling out to the remainder of their 16 store network.

What was the process like for you?

“The process was seamless. The major selling point for us was the hire purchase option. Having 17 stores,
purchasing video walls outright for stores would be a massive initial expense but having the higher purchase
option made this project achievable. 

We have definitely noticed an increase in footfall and interest in our brand and the feedback from our staff has
been extremely positive.” – Luke Murphy, Diesel Brand Manager 
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Our Commitment

We are committed to enabling retailers digitise their
retail spaces in ways that make sense to both their
offerings and indeed their customers

We begin by inviting retailers to visit our showrooms
and the connected retail lab in Baldonnell. Here we can
demonstrate the art of the possible, we can offer a
detailed and immersive exploration of different digital
technologies and how they are being adopted by
retailers here in Ireland but also in the UK and across
Northern Europe.

We have 120 people dedicated to digital technologies
and our support which is delivered from our network
operation centre in Baldonnel and 9 regional offices
countrywide. Retailers large and small have access to
enterprise grade support and assistance.

Should any of the technologies and solutions be in line
with a retailer’s digital strategic objectives then we
offer pilots and proof of concepts to allow retailers
assess the benefits and build business cases off the
back of actual data.

We are working extremely hard to establish ourselves
as a retail technology partner of choice for the Irish
retail industry, to order do this, we need to build lasting
relationships with all our clients. Digital retail strategy
adoption and excuse the cliché is a journey so we
would welcome all retailers irrespective of size to take
some time to visit us in Baldonnell, apart from your
time it’s absolutely free to do and we look forward to
talking to you at some stage.

Keith Hanley
Connected Retail Lead
khanley@mjf.ie
0877413295
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When it comes to securing your financial future, there
is no ‘one size fits all’ approach - whether it’s investing,
provision for retirement or inheritance planning, no two
people are the same. We work with clients to provide
proper, tangible advice to create a long term financial
plan for you and your family, detailing how to create
and manage your wealth to best fit your needs.

Whether you are starting a business, planning an exit
strategy, or need to paint a clearer picture of the years
to come, creating a long term financial plan is the best
way for you to make informed decisions with your
finances in mind.

As individuals require advice tailored specifically to
their own needs, the vast majority can sum up their
feelings towards wealth and finances with the following:
“The most important thing for me is to achieve a
'work-life' balance and have enough in retirement to
live comfortably". The typical financial worries and
goals most individuals have are summarised below.

THE PROCESS
Nobody can give you the best advice without truly
understanding what is important to you and what you
are trying to achieve. This is a core principle of our
philosophy and one which prioritises you, rather than
your wealth and financial products. In order to develop
our understanding of your needs and possible
requirements, we follow a three step process which
develops your story and in time allows you to choose a
financial path which is right for you.

Three step process

MANGING YOUR WEALTH
Throughout the course of your life, you are likely to
have multiple income streams and acquire various
assets, but you will also have a wide range of expenses
and liabilities.

Assets and income:            Liabilities and expenditure:

• salary;                               • mortgage;

• bonus;                               • pension contributions;

• rental;                               • children’s education;

• pension;                            • short term saving;

• investments;                     • new home;

• savings; and                     • household and motor; and

• inheritance.                       • lifestyle.

At times, this can be hard to manage and trying to
make sense of it all can seem like a lot of work.  As part
of the life and financial planning steps of our process,
we will identify the most efficient way to manage your
current and future streams of income and expenditure.

MAKING SENSE OF IT ALL
Identifying your needs
Once an overview of your current financial situation has
been created, you will fall under one of three
categories:

Although there may be only three categories for you to
fall into, the way you manage your wealth to change
your position in the future will be unique to your needs
and ability to create or manage wealth over time.  This
is where our advice and planning abilities will help you
change your current outlook and adapt to your needs,
objectives and life goals.  Once we have agreed the
necessary changes required for your financial plan, we
will assist with the implementation of any saving,
investment, retirement provision and protection needs
to get you on your way.

REGULAR REVIEWS
As we all know, life changes constantly. Without having
an initial plan in place, it is impossible to know how
changes in your life will impact you financially.  This is
why it is so important to review your financial plan
every six to twelve months.  Sometimes the biggest
change in your life might not require any changes from
a financial perspective, whereas others may require

some tweaking over a shorter or
longer term.  It is having a plan in
place that gives you the peace of
mind required to embrace your
changing circumstances without the
added pressure of not knowing the
financial implications.

Liam Naughton
Grant Thornton Financial Counselling 
E liam.naughton@ie.gt.com
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