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Established in 2010, A1 Retail magazine is a recognised B2B publication covering the latest 
industry news, inspiring projects, comments from leading experts, as well as trade events, 
exhibitions and awards. Celebrating over 120 issues, A1 Retail keeps you informed on the 
current trends and topics in the retail sector.  
 
Published 11 times a year as a digital edition and print edition available at industry events, 
A1 Retail reaches the key decision makers and specifiers across the retail sector.
 
Available to read on our successful website and social media channels which are updated 
daily with up-to-the-minute industry news, A1 Retail is the first place for news in your 
industry.
 
Stay one step ahead and subscribe to receive a FREE copy of A1 Retail direct to your inbox 
on the A1 Retail website today.
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Copies of A1 Retail magazine are also available at many industry 
events and exhibitions throughout the year. 

A1 Retail magazine is read across the globe by key decision makers in 
your industry.
     
   Buyers and specifiers
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EDITORIAL DESIGN EXAMPLES

FRONT COVER

base. Lighting throughout features 
lights from the Hacel Lighting range, 
including the main circle chandelier 
lights which are the Explora® Halo 
Pendant.

The back counter features 
a coffee machine, alongside an 
ingredients display, with space for 
prepping drinks and the ‘Oh So Yum!’ 
branding applied to the wall in pink 
neon. The logo marque, using just 
the ‘Y’ of the identity, also features in 
a neon illuminated sign on the right 
of the entrance wall. The waffle and 
crepe stations face forwards and can 
be glimpsed by customers, adding a 
dash of theatre to the experience.

All usable space is maximised 
with seating incorporated directly 
below the staircase that leads to the 
first floor business space.

Harpreet commented on the 
design, “Phoenix Wharf were so easy 
to work with, both in their ability to 
realise my vision for the brand and 
the way in which they worked so well 
with the existing team. I loved their 
creative concept development too, 
so that the parlour is full of clean 
lines, intelligent use of space and fun 
colour adjacencies. We’re now open, 
products are flying off the shelves 
and we’re hoping the people of 
Bradford and beyond will really take 
Oh So Yum! to their hearts!”

Phoenix Wharf 
+44 (0)1179 725153
www.phoenix-wharf.com 
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Phoenix Wharf
Oh So Yum
Bradford,

UK
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Bristol-based designers 
Phoenix Wharf have 
designed a new hospitality 
outlet for Harpreet Kaur, 

winner of this year’s BBC television 
series ‘The Apprentice’. The new 
was project funded by investment 
from the show’s host and now 
business partner, Lord Sugar. The 
new 144sqm, 55-cover, sit-down ‘Oh 
So Yum!’ dessert parlour, located 
on Bradford’s White Abbey Road, 
will become the flagship for a brand 
that Harpreet and her business co-
founder, sister Gurvinder, hope will 
become a national concern, set to 
‘take over the dessert world’. 

Two existing dessert parlours 
owned by the sisters have now 
been rebranded as ‘Oh So Yum!’ 
outlets. The new Bradford site offers 
its customers a full sit-down and 
sweet treat takeaway service. The 
concept’s new branding has been 
used (created by Halo), as well as 

Phoenix Wharf designs Oh So Yum!’s new flagship dessert parlour on White 
Abbey Road in Bradford.

unveiling a candy-coloured fantasia 
for the interior, in an immersive, 
‘wow factor’ space, inspired by 
Harpreet’s desire for a clean-
lined, Willy Wonka-style interior 
experience. 

The store will offer a range 
of sweet treats – from crêpes, 
shakes and cookies to waffles 
and ice cream - as well as 
halal, gluten-free and dairy-free 
products. An accompanying range 
of merchandise is available both 
online and in-store, including 
mugs, hoodies, aprons, tote bags, 
moneyboxes, cups, stickers and 
notebooks. The premises’ first floor 
will also serve as the company’s 
new headquarters and the packing 
centre for a growing national online 
delivery service. 

Phoenix Wharf was initially 
introduced to the client by F&B 
specialists Seed Consulting, joining 
an existing creative team on this 

quick-turnaround project, including 
build partners Equinox. Phoenix 
Wharf then created the scheme’s 
interior design, developing the 
look and feel using Halo’s brand 
guidelines – They also provided 
some graphics work on the scheme, 
including the menu design.

Emma Carter, Associate 
Creative Director at Phoenix Wharf, 
commented, “This was a really 
fast-and-fun project to work on; 
we’re delighted with the end 
result and hope it will be just 
the beginning of Harpreet and 
Gurvinder’s dessert empire!”

To create a totally immersive 
customer experience, permission 
was granted to paint the external 
fascia. The brickwork shopfront 
surround is now painted candy 
pink, with branding in pink and 
white lettering including the store 
name and ‘dessert parlour’, to 
clarify the new concept on purple 

Oh So Yum!Oh So Yum!

A1
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“This was a really fast-and-fun project to work on; we’re 
delighted with the end result and hope it will be just the 
beginning of Harpreet and Gurvinder’s dessert empire!”

A1 PROJECTS
signage located over the entrance 
and adjacent windows. Additional 
advertising banners feature on the 
building’s upper floor for maximum 
visibility. The three windows at the 
front of the building all feature 
lightboxes for product photography 
and brand messaging.

The candy colourway continues 
inside the store and is used for not 
only furniture and joinery, but for 
all surfaces. The space features 
flooring tiles from Marmoleum, 
the Forbo Eternal in lavender and 
coral, together with Polyflor Polysafe 
Ultima in iron ore, whilst the ceiling 
is painted in a deeper shade 
of purple. The all-pink furniture 
is a mix of bespoke-designed 
banquettes, upholstered in faux 
leather, and loose chairs - the 
New Edition Stylix Chair - in a pink 
matte metal with white tips to the 
legs. Tables were manufactured 
by Equinox, using tops by Egger. A 
warm peppermint green is used 
sparingly as the third colour in the 
main palette. Pink has also been 
used on the walls, creating constant 
visual interest and allowing for easy 
segregation into different seating 
areas and zones.

The first zone is a waiting area 
immediately to the right of entry, 
with a banquette seat, partially 
inset into a peppermint green 
recess, servicing both takeaway 
customers and those waiting to 
be seated. High-level shelving 
allows for display and storage 
of merchandise - with further 
merchandise areas set into the 
walls elsewhere. All merchandise 
is displayed with a QR code to 
encourage online purchasing, but 
customers can also purchase in-
store if they prefer.

The counter area, where 
customers order, is situated 
directly opposite the entrance and 
showcases the food display and 
ice-cream cabinet. Low backs to 
the bench and banquette seating 
ensure clear sight lines. The counter 
front is pink and underlit at its 

Photography credit: 
Gary Britton.

Emma Carter, Associate Creative Director, Phoenix Wharf.

context. Leveraging relevant insights 
with technology puts brands in the 
best position to succeed.

 Software learning and artificial 
intelligence (AI) enables retailers 
to identify correlations and trends 
that benefit both the business 
and the consumer. Utilising data 
for full visibility across in-store 
and online browsing, companies 
can optimise their production and 
stock to deliver on the market’s 
demands. Customer profiles, 
informed by key data and analytics, 
define shoppers’ behaviours and 
enable organisations to tailor their 
offerings.

 Away from data and analytics, 
ensuring the customer’s journey 
in-store is as frictionless as a visit to 
a website is just as crucial. After all, 
not everyone will shop online and 
leave a digital trail. 

“Brands can no longer focus 
solely on transactions; they must 
prioritise customer experiences. 
The approach is simple – elevate 
each customer journey with a 
personalised approach. This is 
particularly important to keep 
the balance between physical 
and digital spaces in the age of 
eCommerce.

 Phygital – which is the blending 
of physical and digital experiences 
– involves bringing together all the 
touchpoints customers go through, 
in a seamless way. Customers 
want to experience spaces and 
don’t want to be sold product after 
product. Retailers must offer a point 
of uniqueness and connection.  

To do this, brands need to 
harness customer data from 
digital spaces to understand their 
audience and interpret that in store 

November 2022

A faster checkout process, loyalty 
programmes and member’s cards 
add value to each transaction 
and make a returning client more 
likely. Flexibility with returns and 
exchanges can also improve the 
interactions with a brand and 
simplifying touchpoints can be 
game changing tactics. 

Brands must connect with 
consumers on a more personal 
level, show they understand their 
audience, and enhance customer 
journeys. In a time of economic 
crisis, price wars can only take 
companies so far. Prioritising and 
personalising customer experiences 
is the ticket to success.”

Merkle
+41 71 228 67 77
www.merkle.com 

Image courtesy of Unsplash. 
Photo credit: Blake Wisz. 
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A1 CUSTOMER EXPERIENCE

frustrated. This gets worse when the 
volume of incoming requests spikes 
at times such as the peak shopping 
period. However, automation-
enabled contact centres ensure 
that as demand fluctuates, agents 
can seamlessly transition to where 
they are needed most. With staffing 
optimised across all channels, 
customers get timely interactions 
when and how they want.

 In addition, automation 
allows brands and retailers to 
take customer support that bit 
further. Beyond improving the 
experience of reaching an agent, 
these technologies can reduce 
the necessity for customers to call 
in the first place. Using real-time 
automation proactively, that is 
identifying when incoming calls 
are low and prompting agents to 
make outbound calls or switch to 

“In the digital era, a huge part of 
the customer experience is directly 
linked to contact centres and 
the customer’s ability to get their 
queries answered in real time. 
Automation can help any brand 
or retailer to do just this. When 
customers reach out to them, 
intelligent automated technologies 
enable the contact centre managers 
to see where their agents are 
needed most. 

 Contact centres are 
unpredictable environments by 
nature and retail is no different 
as customers prefer different 
communication channels at 
different times and for different 
types of queries. If the customer 
service agent has to manually 
shift between multiple channels, 
the response time gets longer, 
and customers are likely to get 

chat and messaging channels to 
update customers on the status of 
their order, retailers can decrease 
the volume of incoming customer 
support requests and improve first 
call resolution. 

 We have all come to expect 
immediate service as consumers, 
meaning brands and retailers must 
think differently when it comes to 
their contact centre strategy, or 
they could risk falling behind in this 
competitive industry. Automation 
technologies are now instrumental 
in improving contact centre 
operations, which translates to 
effortless interactions and results in 
a top tier customer experience.”

Intradiem
+44 (0)1279 721887
www.intradiem.com

Matt Rumins, European Head of Customer Success at Intradiem:Benoit Soucaret, Chief Experience Officer at Merkle Experience & Commerce, UK:

 “We have all come to expect immediate service 
as consumers, meaning brands and retailers must 

think differently when it comes to their contact centre 
strategy, or they could risk falling behind in this 

competitive industry.”

We investigate some of the technology 
available to help retailers and brands 
provide top tier customer experience 
to shoppers in-store and online – and 
ultimately keep them coming back.

The customer 
comes first  

Image courtesy of Pexels. Photo credit: Andrea Piacquadio. Supplied by Intradiem.

Matt Rumins, European Head of Customer Success, Intradiem.
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Contact us now to discuss your warehousing requirements

Rhenus Warehousing Solutions Lutterworth Limited,
Vulcan Way, Magna Park, Lutterworth, Leicestershire, LE17 4XR

01455 200700  //  wslutterworth@rhenus.com  //  www.rhenus.group/uk

Sustainable Warehousing
B2B & B2C Fulfi lment
Value Added Services
Effi cient Returns

Always 
in fashion.

Delivering your 
style sustainably.

Our extensive knowledge of logistics and our centrally-located, market leading 
warehouses, ensure we are ideally positioned to tackle the high demands of the 
fashion industry. At Rhenus we provide fashion retailers with sustainable and 
innovative warehousing, resulting in a reduced carbon footprint. //

FOR YOUR COMPLETE SUSTAINABLE
WAREHOUSING SOLUTION
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to handle peak volumes, with the 
added benefit of support regarding 
their sustainability goals. 

How are you offsetting your impact 
on the environment? 
Rhenus prioritises sustainability 
in all its endeavours, and the 
brand new ‘Rhenus Campus’ is a 
testament to this.

The site will consist of two 
warehouses totalling one million 
sq ft, the equivalent of 36 football 
pitches. One will complete this year 
and the other in early 2023.

The development will be 
certified BREEAM Outstanding upon 
completion and will fully adhere 
to the UK Green Building Council 
(UKGBC) net zero operational 
carbon framework, following on 
site generation from solar panels, 
air source heat pumps and provide 
a car park fitted with electric car 
charging points. 

Rhenus is also leading the 
way with its focus on biodiversity 
and recycling felled trees, by 

How can you help brands to 
optimise their supply chain?
Rhenus Warehousing Solutions 
UK is a logistics specialist that 
provides sustainable warehousing, 
fulfilment and returns processing to 
both online and high street retailers 
across a range of sectors.

At Rhenus, emerging technology 
and new innovations in automation 
are embraced to benefit the logistics 
provider’s customers. The upcoming 
‘Rhenus Campus’ in Nuneaton, 
Warwickshire will be fitted with the 
most up to date advancements in 
artificial intelligence (AI), automation 
and warehouse management 
systems, meaning that retailers will 
benefit from flexible solutions and 
easy control of the supply chain.

Rhenus is able to handle the 
demands of peak seasons with 
ease by using the latest innovations 
in IT and automation, in addition 
to its flexible and dynamic labour 
resource planning systems, that 
ensure sufficient capacity is always 
available. This careful planning 
means that customers receive 
the same high standard of service 
regardless of the time of year.

Can you tell us more about your 
warehousing solutions?
Rhenus helps its clients to meet 
the ever-increasing demands 
of consumers by providing a 
warehousing solution that goes 
beyond the typical, paid for, 
fulfilment service.

Rhenus provides sustainable 
warehousing, systemic pick and 
pack, B2B and B2C order fulfilment 
and value added services, and 
expertly deals with the increasing 
rates of returned items, which is 
quickly becoming one of the most 
significant challenges for retailers.

Retailers can gain from 
increased efficiency, guaranteed 
speed to market, and the ability 

Kerry Delaney, Regional Managing Director – Europe North & West at 
Rhenus Warehousing Solutions UK talks to A1 Retail about their services 
and sustainability goals.  

making them into bat and bird 
boxes, hedgehog homes and 
habitat boards. Other local wildlife, 
including bees, will be catered for 
through the installation of log piles, 
a pond, wildflower grassland and 
meadow.

What’s next for Rhenus 
Warehousing Solutions UK?
Rhenus has committed to reducing 
its direct emissions by 60 percent 
by 2030. This is the first step on its 
journey to achieving net zero carbon 
emissions, which is a Rhenus Group 
initiative to achieve by 2045.

Rhenus also aims to become 
more competitive by reducing costs 
through embracing technological 
innovation, careful labour planning 
and constantly improving its 
processes to make them more 
efficient.

Rhenus Warehousing Solutions UK
+44 (0)1455 200700
www.rhenus.group/uk/ 

Image courtesy of 
Rhenus Warehousing 

Solutions UK. 
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As a retailer, you’re likely 
finalising your Black Friday 
plans while feeling slightly 
apprehensive about how 

the economy may impact your 
campaign. 

During a cost of living crisis, 
brands should take care not to 
perpetuate Black Friday’s already 
infamous reputation. Sales signs 
and stress-inducing deadlines might 
drive immediate sales, but they’ll 
also irrevocably damage consumer 
trust for the years ahead. 

That said, the economic 
situation means consumers want 
cost-saving deals from brands more 
than ever, and simply ignoring Black 
Friday seems a wasted opportunity 
for retailers. That raises the 
question: how can you participate in 
Black Friday in a way that nurtures 
– rather than harms – customer 
relationships? 

Avoiding bad profit   
Brands running Black Friday 
campaigns should take steps to 
avoid ‘bad profit’ this year. Coined by 
inventor of the NPS Fred Reichheld, 
bad profit extracts – rather than 
creates – value from customers 
(think unexpected shipping costs, 
or paying to update your booking). 
While it drives immediate revenue, 
it damages customer relationships 
and stunts long-term growth.  

You need only to scan the 
countless headlines questioning 
the legitimacy of Black Friday deals 
to know it’s notorious for bad profit. 
Striking the balance between driving 
revenue while delivering genuine 
value is essential for brand success. 
Treating your customers well isn’t 
just the right thing to do; it makes 
them more likely to buy again, 
spend more and recommend your 
brand to friends and family.  

Andy Cockburn, CEO of Mention Me talks to A1 Retail about Black Friday in the 
cost of living crisis, and how brands must think advocacy first for long-term success. 

September 2022

through referral. And these are 
valuable shoppers. On average, 
our Customer Advocacy Gap report 
revealed that referred customers 
spend 11 percent more on their first 
order and are five times more likely 
to refer onwards. 

As we hurtle towards Black 
Friday in the midst of a cost of 
living crisis, brands should double-
down on putting their customers 
at the heart of everything they do. 
Looking beyond short-term sales to 
provide genuine value that nurtures 
customer love is what will determine 
the businesses that win in the years 
ahead. With the right approach, 
you can transform customers into 
your best marketers, sparking a 
referral chain reaction that keeps 
on growing your business – during 
these tough times and beyond.

Mention Me
+44 (0)20 3813 4460
www.mention-me.com 
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A1 OPINION

Black Friday in the 
cost of living crisis 

A1

A customer centric approach 
Instead of cold, hard sales this 
Black Friday, brands should focus 
on customer advocacy. Offer your 
best deals to referring customers 
and reward them when their 
introduction converts into a new 
shopper. Instead of shouting about 
slashed prices, showcase what 
makes your brand different. One of 
our clients, a vegan meal delivery 
service, rebranded to ‘Green 
Friday’ and planted trees for every 
successful referral. 

It’s also worth remembering 
that Black Friday isn’t the only 
occasion worth celebrating. Some 
retailers ran dedicated referral 
promotions for the lesser-known 
International Friendship Day in 
July, promoting a sentiment that 
feels far more sincere than some 
other well know sales days. Last 
year, brands running International 
Friendship Day promotions acquired 
75 percent more new customers 

Image courtesy of 
Mention Me.
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