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ell what a terrific night was had
by all, at the Retail Excellence
awards in November, in the
beautiful Killarney, and a big

congratulations to Jean McCabe and all her
team at Willow, the 2019 National Store of the
Year, a well-deserved winner. 

ere were many deserved winners on the night,
and congratulations to you all, and as I have said
before, it is not just the winning that counts it is
the taking part and I strongly urge all of you to
enter for next year’s awards, and take the leap
into the 10 pillars of retail, you will not be
disappointed.

By the time this edition gets from the printer to
your desk, it will be 2019, so may I wish all of
you, on behalf of all the Board and the team here
at Retail Excellence, a healthy and prosperous
New Year. And I hope for those of you in the
Christmas retail business you have had a
successful trading period.

A couple of key dates for all your diaries, e
Retail Excellence Management Development
Programme, this powerful and effective initiative
kicks off on the 6th of March, it will be run over
5 days throughout 2019 and ends in May, places
are limited, so I strongly recommend you contact
Helen O’Dowd, and get your bookings in.

e most important dates in the Irish Retail
calendar will be the Retail Excellence Big
Retreat, these are “must go” dates for all Irish
retailers who want to see the future and learn
how to take practical steps to keep their business
ahead. Tuesday 21st and Wednesday 22nd May
2019, this is one thing that you must attend.

So what is in store for 2019, well if we knew that
answer! Broadly all the indicators are that it will
be another strong year for the Irish economy,
with overall growth forecast at 5% to 6%, the
Irish Construction industry continues to
perform strongly, with growth forecast of around
10%, and the much talked about residential
housing boom, is finally beginning to materialise.
Unemployment at its lowest level for nearly a

decade and employment at its highest level ever.
A double edge sword for every Irish Retailer,
more customers, but who will delight them?

So, Brexit remains the big question mark, and I
think we have all given up trying to predict what
will happen next, however the world will
continue to turn and whatever happens we will
all find ways of solving whatever comes up.

Retail continues to pose many challenges, and it
can depend on what sector you operate in, or
more critically is where your business is located.
What will always remain, is that people will
need to buy things, both on a practical and on an
emotional level, how and where they buy is
changing rapidly, so the whole area of the “Omni
channel” is here to stay. And we will all need to
be on that train, and if you are not already, you
had better start running!

ere are real signs of continued growth in Irish
retail, with many national, local and international
retail businesses planning aggressive new
openings, either with brand new concepts, or
ambitious expansion plans. We here at Retail
Excellence are passionate about retail and are
here to help you unlock your potential, I urge
you to get in touch, engage with our key events
and you will not be disappointed.

Regards

JP Kennedy
Managing Director, TileStyle
Chairman, Retail Excellence 











David Fitzsimons investigates what is
happening in retail and questions is it
really facing a long and painful death?

In my role I get to speak to a lot of retailers each and
every day. Each phone call is answered with a note of
caution and concern. Is the caller at a point of
terminal decline? At our annual Retail Retreat in
May I sat back and listened to Blaine Callard, CEO
Harvey Norman, expel the myth regarding the death
of retail. He eloquently explained that retail is not
dying, it is simply changing. Blaine pointed to how
the media interpreted the decline of Toys R’ Us as the
death of retail. And yet Smyths Toys bought the
majority of this business and will breath life and
vitality back into its frail retail footprint. e truth is
that bad retail is dying, brilliant retail is alive and well. 

To prove the point to myself, one weekend in early
September I studied our extensive membership
database. e purpose was to step back and review
what is really going on. As I surveyed the
membership from Applegreen to Zara, I realised that
the vast majority of retailers are alive and well. Yes,
there are issues, our VAT rate is too high,
Government does not support Ireland’s largest
industry enough, town centres need our love and
attention, Brexit is a concern, but when all is said and
done, there are many many retailers who will continue
to live, breath and thrive. 

e follow Monday morning I phoned Jim
Mulqueen, Partner Corporate Finance in Grant
ornton. I explained that Retail Excellence would
like to bring some fast-growing retailers together. I
wanted to prove that retail was not dead. Ever the
gentleman, Jim got it immediately. He offered to host
a luncheon in the brand-new Grant ornton HQ in
Dublin. I put down the phone and got to work. e
only rule which I had to abide by was that the Grant
ornton Boardroom could host a maximum of forty
people, excluding some Grant ornton and Retail
Excellence executives, I had to keep the invitation list
to thirty-five. I went back to the members database
and realised that we had way more than thirty-five
fast growing retail members. To make my task a little
easier, I decided to only include town centre focussed
retailers on the move. is would tick two boxes,
prove that retail was alive and well and would also
prove that the future of Irish towns is vibrant. 

us, on Wednesday 21st November in the Grant
ornton Boardroom thirty-five fast growing retailers
came together. Damian Gleeson and Jim Mulqueen
of GT opened the meeting and then it was my turn
to take to my feet. I surveyed the room and realised
that retail has a very bright future. I asked everyone in
attendance to tell me a little about their plans in
Ireland. Here are just a few fast-growing retailers
plans. 

THERE HAS BEEN LOTS OF RECENT MEDIA COMMENTARY ABOUT
THE DEATH OF RETAIL. DEBENHAMS, HOUSE OF FRASER, CLERYS,
SEARS AND THE LIKE. THESE BRANDS ARE REPORTED TO BE THE
CANARY IN THE MINE, INDICATING ALL OTHER RETAIL WILL SOON
DIE. THE TRUTH IS THAT THESE BRANDS ARE NOT A BELL WEATHER
OF WHAT IS FACING THE RETAIL INDUSTRY. THEY ARE SIMPLY
RETAILERS WHO DID NOT CHANGE WITH THE TIMES AND INVEST
IN THEIR PROPOSITION. 
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Jean McCabe, Willow, Jim Mulqueen, Grant Thornton and Jane Swarbrigg, Inglot
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Inglot – Jane Swarbrigg

“Inglot is a cosmetic retail company on the
move. We sell high quality make-up and
accessories. We also provide services such as
makeovers and beauty courses. We own the
Irish and UK franchise for the Inglot global
brand. I am incredibly bullish about the
future of our retail business. e beauty
sector is booming and while this brings some
challenges and new competition, my job and
that of the team is to accelerate our growth
as quickly as possible. We currently have
thirteen stores in Ireland and four in the UK
but plan many more. We are planning stores
in Manchester, Liverpool, Birmingham,
Edinburgh, Cardiff and Bristol. We also plan
significant expansion in Ireland and are
currently looking at pharmacy concessions in
such towns as Tralee, Sligo and Wexford. We
are planning for fifteen new stores over the
next three years.”

Gym+Coffee – Niall Horgan

“Gym+Coffee is an Irish owned and
designed athleisure clothing company. We
started out online in January 2017, the
company expanded quickly and we opened
two physical stores in Dublin in 2018.
Gym+Coffee was created to produce high
quality, comfortable activewear to match the
growing lifestyle in Ireland. is lifestyle
see's people becoming more active, health
conscious and social. At Gym+Coffee, we
wanted to be part of this movement and also
to encourage it further we have focused on
building a community passionate to Make
Life Richer. In 2019 we plan to expand the
business in a number of areas. Firstly, our
product range will expand, and we have some
incredible new products launching for
Spring/Summer 2019, all made by the same

manufacturer as Lululemon. We are
revamping our website and creating a new
content hub that will further demonstrate
our passion to encourage a community to
Make Life Richer. We also will continue to
expand internationally and aim to increase
our internationals sales from 16% to 25% in
2019. Finally, in 2019 we will expand further
with new Gym+Coffee physical locations.
Over the next three years Gym+Coffee plans
to open three to five more physical stores in
Ireland and two international locations.”

PitaPit – John Nevin

“PitaPit is a Canadian originated concept
started in 1995 and now has over 650 stores
in twelve countries. It’s is a quick service

restaurant who’s fresh thinking, healthy
eating ethos and community focus makes it
one of the fastest growing food franchises
worldwide. PitaPit serves freshly grilled
meats and flavour filled salads and zesty
sauces in Mediterranean style pita breads.
We own the Master Franchise for Ireland
and have opened two corporate store
restaurants in Ireland to act as flagships and
training stores. e first of these stores
opened in the Point Village, Dublin in
November 2018 and our second store opened
in December last in the Blanchardstown
Centre. With a mix of sub franchising and
further investment in our own corporate
stores we expect to open a further three to
five stores in 2019 and have twenty stores in
Ireland by 2021. We expect to grow to fifty
plus outlets by 2025.”

Inglot PitaPit

Gym+Coffee
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Willow – Jean McCabe

“Willow is a womenswear boutique which
prides itself on providing a customer
experience like no other. Housing brands
from all over Europe over 2 floors, Willow
has become a destination in the mid-west.
Showcasing brands like Essential Antwerp,
Ted Baker and Darling creates an eclectic
mix of collections, at varying price points.
Winner of “National Store of the Year 2019”,
the instore experience is at the heart of
Willow. Locations in Ennis & Galway city
and online @willow.ie. We plan on
expanding our bricks & mortar presence
nationally, supported by the growth of our
online platform. I’d say we will have one or
two new stores in the next couple of years.
Expansion is definitely on the horizon for
Willow.” 

Hale Vaping – Vincent Lynch 

“We set up our Vaping business in 2014 by
opening a small number of retail stores as well
as leveraging some wholesale customer

accounts to start distributing our product
range. Back then, the product range was quite
narrow and there was a lot of uncertainty in
general about vaping. We continued to open
stores and grow distribution over the years.
We are extremely proud of the fact that we
have an Irish manufactured product,

produced in our state-of-the-art ISO
standard factory in Carlow. In 2016 we
engaged Bradley Brand to help us with a
rebrand and ‘Hale’ was born.  We are now the
leading brand in Ireland with over 50 retail
locations and distributing to over 1,800
convenience and forecourt locations.”

Willow

Hale
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Limerick City and County Council were
very eager to deliver a Christmas that
enhanced footfall and spend in the city. To
that end we worked in partnership with
Limerick Chamber and Retail Excellence
Ireland to deliver the largest ever Christmas
in Limerick event for 2018. More than
20,000 people attended the city’s spectacular
Light up Limerick event when the
Christmas Lights were officially switched on
by the Mayor and cervical check campaigner
Vicky Phelan and her family.

is year the Council delivered a Christmas
programme and integrated marketing
campaign after consultation and sponsorship
from retailers across Limerick including
Limerick Chamber and Retail Excellence
Ireland. As part of its six-week Christmas
campaign, the Council funded the award
winning Toots Christmas Train which has
arrived in Limerick for the festive season.
Starting at King John’s Castle’s Magical
Christmas, Toots Christmas Train travelled
around the city centre allowing families to
experience the spectacular line up of festive
events, traditional food and craft markets,
exciting entertainment, trendy boutiques and
the impressive display of Christmas lights.

A total of 100,000 Christmas in Limerick
brochures featuring events from across
Limerick and the details of all sponsors were

delivered direct mail
to homes in the Mid-
West via An Post
with thousands more
distributed across
hotels, cafes and
restaurants in
Munster. 
ere’s lots of free
family fun contained
in the guide, with
details of Santa
experiences, a
colourful
Gingerbread Kitchen
and four free

‘Christmas Unwrapped’ shopping events
featuring local gift ideas from stores in
Limerick city centre.

Our Marketing and Communications team
organised an extensive marketing campaign
using the hashtag #christmasinlimerick.
Local retailers were also encouraged to
follow ‘Christmas in Limerick’ on Facebook,
Twitter and on Instagram and to share their
own festive initiatives with the digital team
to promote across social media. A
comprehensive Christmas in Limerick
website www.limerick.ie featuring more than
one hundred events across Limerick was also
built with specific hotel deals, shopping and
family fun sections.

We were delighted with the interest from
retailers and the success of our campaign
which showcases the very best of Limerick at
Christmas time.  Retailers promoted for free
a wide range of gift ideas as part of our four
‘Limerick Unwrapped’ shopping events
which took place on Fridays and Saturdays in
early December. With so many people
shopping online this Christmas, there’s
nothing like physically seeing an item and
getting to try before you buy it. Limerick
Unwrapped offered a great opportunity for
shoppers to see the huge variety of gift
options available in Limerick city stores in a

fun and festive environment. I’m delighted
that so many local companies have come on
board with us this year, especially Arthurs
Quay Shopping Centre, King John’s Castle
operated by Shannon Heritage, Specsavers
and Garvey’s SuperValu.
Our aim was to highlight the packed
calendar of events and the unique city centre
atmosphere that make Limerick special at
Christmas time. 

Light Up Limerick kicked off more than a
month of festivities and family friendly
events across the city which include:

Toots Christmas Train - Hop on board the
award winning ‘Toots the Train’ and travel
through the heart of the city and experience
the festive sights and sounds and the
Christmas lights!
King John’s Castle Magical Christmas - Why
not visit Santa Claus and all his friends who
have come to live within the magnificent
castle walls for their weekends in December
The Gingerbread Factory and Santa’s Postbox
at the Hunt Museum.  You can make your
own gingerbread while enjoying a hot
chocolate before writing your all-important
letter to Santa and posting it in the Big
Green Post Box
Limerick on Ice at Arthur’s Quay is a firm
family favourite, so you can get out and
practice your skating
Christmas at the Milk Market and the
Christmas Market on Cruises Street – Soak
up the atmosphere with local artisan traders
showcasing the wonderful handmade craft,
art, horticultural produce and seasonal treats
Musical Treats sponsored by Savins. Bedford
Row will be filled with festive cheer as
colourful street performers and musicians
entertain live from the vintage caravan stage
Limerick Unwrapped – Join Celia Holman-
Lee for some inspiration and gift ideas
showcasing the best of fashion, jewellery,
accessories and gifts from local Limerick
stores.
Winter Busking Competition on Upper
William Street.  Sample some of the best
sounds around as musicians and bands
compete for one afternoon only.

As part of Christmas in Limerick hundreds
of additional free car parking spaces were
also provided with Park & Strides and Park
& Rides available around the city.  New sites
this year include the Irish Rail Depot, Great
National South Court Hotel in Raheen and
University of Limerick.

rough collaboration Limerick enjoyed its
most successful Christmas to date!

CHRISTMAS IN LIMERICK 2018 WITNESSED A
UNIQUE COLLABORATION RESULTING IN THE
DELIVERY OF THE BUSIEST AND BEST CHRISTMAS
YET. LAURA RYAN, HEAD OF MARKETING AND
COMMUNICATIONS AT LIMERICK CITY AND
COUNTY COUNCIL EXPLAINS HOW
COLLABORATION WITH KEY STAKEHOLDERS
WORKED SO WELL.  



PART OF A RETAILER’S REMIT IS DEALING WITH PROPERTY MATTERS SUCH AS RENT REVIEWS,
COMMERCIAL RATES AND DAY TO DAY PROPERTY MAINTENANCE.  IT IS IMPORTANT TO BE AWARE OF

THE TERMS OF YOUR LEASE AND ANY LEGISLATION SURROUNDING PROPERTY.

RENT REVIEWS
e introduction of legislation in 2009
prohibited upward only rent reviews in leases
entered into after the 28th February 2010.
Today, leases generally incorporate rent
review clauses every five years.  In theory,
rents on review from this date are to market
rent and therefore may not necessarily be
higher than the passing rent. At this stage,
we are well past the first round of rent
reviews which took place in 2015.  At that
point in time, however, the retail market was
slowly coming out of recession.  Landlords
and tenants may have allowed rent reviews to
pass as informal abatements or concessions
granted during the recession were removed.
Roll onto 2018 and we are still coming across
numerous cases where rent reviews are not

being triggered.
Retailers, perhaps having
been used to upward
only rent reviews in the
past, are sometimes
focused on business and
allowing rent review
dates to pass if notices
are not received.  In our
experience, landlords are
very familiar with the
rent review process.
ey take advice on
current market rental
values in advance of rent
reviews.  If no notice has
been served, it can be
assumed that it is the
landlord who is
choosing to ignore it.
erefore, there may
well be a case for a
reduction in the rent on
review.

RENT REVIEW NOTICE
If you are due a rent review or if a rent review
date has recently passed, with no notice from
your landlord, we strongly recommend that
you take the time to review your lease.  Each
lease is drafted by a solicitor and therefore
various nuances apply which may prevent the
rent review from taking place.  Following the
introduction of the legislation, some
solicitors representing landlords purposely
worded leases in such a way as to prevent
tenants from serving notices.  e other
important point to note is if “Time is of the
Essence”.

TIME IS OF THE ESSENCE
If time is of the essence or deemed to be so,
then you must adhere to the time limits

specifically set out in the lease.  Rent reviews
therefore may not be triggered if the rent
review dates defined by the lease have passed.
If time is not of the essence, the right to
review the rent usually continues indefinitely
until that right time is called upon or the
lease expires.  

Even if you have been advised that there is a
nil increase, it is worth triggering the rent
review in order to agree a nil increase with
the landlord and ensure both parties sign a
rent review memorandum.  

MARKET EVIDENCE
In a stagnant or falling market, landlords
may wish to wait for more positive
comparable evidence to become available
before triggering the rent review.  

ere may be only a tight window within
which to agree a nil increase or decrease
before new, more positive market evidence is
created and used to assist their case for uplift
in rent. 

CHANGING TRENDS
e prohibition of upward only rent reviews
has resulted in landlord’s taking a much more
cautious approach to lettings.  Increasingly,
landlords will not agree long term lettings if
they will negatively impact pending rent
reviews.  So while shops may appear fully let,
retailers are often holding short term licence
agreements while landlords wait for new
market evidence to be created which can be
used in future rent reviews.  All of this is
changing the nature and length of leases.
ere may be a greater place for more shorter
or pop-up licence agreements in the future
providing retailers the flexibility to try out a
location before fully committing to a long
term lease.
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L I S N E Y
TO REVIEW OR NOT TO REVIEW

Emma Coffey, Divisional Director, Lisney
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DE-RISK
WHILE MAXIMISING BUSINESS VALUE

RECENT FIGURES RELEASED BY THE CENTRAL STATISTICS OFFICE (CSO) SHOW THAT RETAIL SALES IN
IRELAND CONTINUE TO INCREASE WITH VOLUMES AND VALUES IN SEPTEMBER 2018 UP 6.5% AND

5.8%, RESPECTIVELY, WHEN COMPARED TO THE SAME PERIOD IN 2017.  AT A TIME WHEN CONSUMER
SENTIMENT IS RELATIVELY STRONG, IT MAY BE TIME FOR RETAILERS TO LOOK INTERNALLY TO BUILD ON
THIS POSITIVITY WITH A VIEW TO TURNING IT INTO REAL VALUE AND POTENTIALLY DEVELOPING AN
EXIT STRATEGY FOR THE BUSINESS.  WHAT ARE THE KEY PRE-TRANSACTION ACTIVITIES WHICH A

BUSINESS OWNER CAN UNDERTAKE TO ENHANCE VALUE AND AT THE SAME TIME POTENTIALLY DE-
RISK THE TRANSACTION FROM A PURCHASER’S PERSPECTIVE? 

In the absence of a known purchaser it is
difficult to address all of the potential
concerns that a purchaser may have.  In
practical terms, determining an exit strategy
is a means of running the business in a
manner which will maximise value, achieve
the owner’s personal and financial goals while
delivering a potentially higher return for a
purchaser.  In the first instance, a
comprehensive and honest review of the
business is required to understand its key
components and how they impact on or
contribute to value.  In addition, an
assessment of where the business stands
relative to comparative companies who are
perceived to be “best in class”, or where the

company is compared to the market in
general, is important.  It may be difficult for
an owner to be objective in this assessment
and independent advice may be of benefit.

Regarding valuation, an owner’s perception
of value compared to actual value achievable
may be very different so in assessing how to
enhance exit value it is important to
understand the value of the business today
and how that typically gets realised in a sale
of the business.  is will highlight the areas
to focus on to de-risk an exit and enhance
ultimate value. Each business will have to
adapt its strategies to suit its own particular
circumstances but specific focus areas

include:

Contracts – where
relevant ensure there are

signed contracts in place in
relation to key relationships,
particularly to do with suppliers,
agencies, franchising, etc.
Determine if there are onerous
clauses which may become
enforceable if the business is
sold, what consents may be
required and a clear strategy on
how to best deliver such
consents.  

Employees – every
business has key

employees who are critical to the
successful operation and growth

of the business.  On an exit, key management
have to be incentivised and motivated to
deliver the necessary growth in the business
which will ultimately enhance value.  is
can usually involve an enhanced role in the
business going forward and potentially a
share in any earn-out arrangement aligned
with the owner’s exit ambitions.

Financial information – ensure that
financial information highlighting

the performance of the business is readily
available and in the right format.  If you
cannot demonstrate that you have a good
control on the financials of the business, it
will delay the process.

Move fast – deals are taking longer,
diligence is more detailed, and

funding approvals can be protracted.  e
longer it takes to complete the deal process,
the riskier a successful outcome becomes.

Attractiveness – work out what
makes the business attractive to a

purchaser.  Scale is critical and will lead to a
higher value and a wider potential purchaser
base.  Appeal to an international audience
will also drive value.  

Business owners know better than anyone
else the ins and out of the business, however
sometimes it can take someone independent
of the business to identify where all the value
enhancement opportunities exist.
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Jim Mulqueen,
Partner – Corporate
Finance, Grant
Thornton
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Becci Harrison, Fishers of
Newtownmountkennedy and

Jean McCabe, Willow with
An Taoiseach Leo Varadkar

at the launch of Small
Business Saturday
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In this article, Peninsula’s HR expert Moira
Grassick takes a look at the 4 most
important employment law and HR issues to
look out for in 2019.

BREXIT

e nature of Ireland’s future trading
relationship with the UK post-Brexit remains
unclear. Employers across the island of
Ireland will be hoping for a smooth
transition period with minimal disruption
and uncertainty to protect both business and
employment. If there is a Brexit-related
downturn in business, employment law risks
surrounding termination of employment are
likely to increase both north and south of the
border.   

PAYE MODERNISATION

From January 1st, 2019 employers will have

to engage in real-time reporting of PAYE
which means employee pay and deductions
need to be calculated and reported as they are
paid. PAYE modernisation may represent a
particular challenge for rural employers with
limited broadband. Revenue expects to
increase its tax take by up to €50 million
through PAYE modernisation.  Accountancy
body ACCA has called for the extra revenue
to be distributed to SME employers to help
with software and training costs. 

HARASSMENT IN THE
WORKPLACE/#METOO

e recent walkout by Google employees
reflects how movements such as #MeToo
and #TimesUp are putting pressure on
employers to adhere to their stated values.
Pay inequality and discrimination are simply
no longer tolerated in the contemporary
workplace. Modern employees, particularly in

times of low unemployment, demand a
commitment from their employers to adhere
to values the organisation professes to hold.
is trend may represent an opportunity for
employers with a strong commitment to
social and environmental values to
differentiate themselves in an increasingly
complicated employment market.

NEW EMPLOYMENT
LEGISLATION ON THE WAY

e Employment (Miscellaneous Provisions)
Bill 2017 (the Bill) was passed by the Dáil
during the summer. If enacted in its current
draft, the new law would require employers
to provide core terms of employment within
5 days of employment commencing. A
breach of this requirement will be a criminal
offence. e proposed introduction of
‘banded hours’ contracts will impact any
employer who employs part-time or variable
hours’ employees. Employers may also face
criminal liability if they incorrectly designate
an employee as self-employed. e expansion
of criminal liability for employment law
breaches is the most worrying aspect of the
Bill. Peninsula is actively lobbying to have
criminal liability removed from the Bill as it
now passes through the houses of the
Oireachtas. If the Bill is enacted, employers
will need to review their employment
practices and adjust them where necessary
once the Bill becomes law.     

Need advice on how to prepare your
workplace for the challenges ahead
in 2019? Get started by calling the
Peninsula 24-hour advice line on
1890 300 010 (ROI) or 0800 917 0771
(NI).

EMPLOYMENT LAW
AND HR ISSUES

1

Peninsula is a trusted Retail Excellence partner which has been providing employment law, HR

and health & safety advice to small businesses since 1983. While Peninsula’s first specialism

was employment law, the company’s services have since expanded to include HR, health &

safety, insurance and employee wellbeing. Peninsula partners enjoy the peace of mind that

comes with having 24-hour access to a team of HR experts. 

Maura Grassick,
Associate Director, Peninsula
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