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NEWSNEWS PRODUCTS

 Tracy West
Retail commentator  

My local Jet garage is switching to Esso fuel.  
I asked a member of staff whether that 
meant prices would go up and he said ‘no’ 
and if anything they’d be cheaper. I asked 
him the reason for the switch and he said 
they needed to drum up more trade (there is 
new competition in the area) and Esso, with 
its link to the Tesco Clubcard, was expected 
to be a crowd pleaser. We’ll have to wait and 
see. But all this got me thinking about the 
power of the fuel brand.

A very inexact, non-scientific survey (done 
by me) found that lots of people avoid 
supermarket-branded fuel (particularly 
Tesco) thinking it is not as good as a big 
brand. Some even think Sainsbury’s fuel is 
better than Tesco’s. I must say I do question 
supermarket fuel’s quality even though 
experts say all diesel and petrol has to meet 
certain standards and so should be no 
different quality-wise.

Mr West is not keen on Jet – ever since he 
had trouble with his van one winter. He rang 
the dealership to query the problem and 
they immediately said it could be the fuel 
and asked him if he got it from our local Jet 
garage – which he did. He since boycotts 
them during the winter months.

A lot of people like BP but many think it’s 
expensive. A colleague of mine prefers BP 
and says that if he’s feeling flush he’ll put the 
better grade of petrol in his beloved Audi. 

We’ve also got an Applegreen site where I 
live but it’s unbranded. It took over what was 
historically the cheapest forecourt in town 
and has maintained the low prices. It’s not 
that easy to get to – it’s on a ring road so you 
can only get to it if you are going in one 
particular direction. Again Mr West won’t 
use this. Firstly because it’s tricky to get to 
but secondly because he says it’s too cheap!

I used to like Esso – but mainly because of 
the link to the Tiger. I say ‘used to’ because 
we haven’t had one locally... but will soon.

Regarding that aforementioned switch 
from Jet to Esso, I am not sure whether it will 
lead to extra sales as there’s been a lot of 
bad press about loyalty cards recently. On 
some you don’t get as many points as you 
used to and Tesco has had to delay changes 
to its rewards systems after complaints. 
Perhaps loyalty cards have had their day?

SHOP TALK

SUPREME LAUNCH
Head & Shoulders 
Supreme is the brand’s 
first ever premium 
range for women. 
Pearlescent packaging 
reflects the premium 
quality product inside.  

BLUEBERRY MUFFIN BAR
The latest flavour to 
join the Nakd range is 
Blueberry Muffin. Made 
with 100% natural 
ingredients, it counts as 
one of your five-a-day and 
is suitable for vegans. 

Two more Oreo products 
join Cadbury line up 

Wolf Blass limited 
editions celebrate rugby 
Wolf Blass is 
once again 
launching a 
limited-edition 
range of labels to 
celebrate 
international 
rugby. Last year, 
in grocery alone, 
the labels led to 
a 37% uplift in 
sales versus a 
normal Wolf 
Blass promotion. This year the labels 
feature on fi ve Yellow Label SKUs 
(Cabernet Sauvignon, Chardonnay, 
Malbec, Shiraz and Sauvignon Blanc) and 
focus on six core values that celebrate 
rugby: triumph, passion, teamwork, 
respect, discipline and determination. 

020 8843 8400 
www.tweglobal.com

Tangerine brings back 
Barratt sweetie brand 
Tangerine Confectionery is bringing back 
the Barratt brand meaning that eight out 
of the company’s 10 best-selling SKUs 
will now sport the Barratt name. These 
eight lines include top seller DipDab 23g 
which is being joined by a new Sour Apple 
fl avour DipDab.

The return of Barratt is supported with 
an initial investment of more than £1.5m 
including a new website, full redesign and 
TV advertising.

01977 692500
www.tangerineuk.net

Lift Action Boost 
added to Fairy Liquid

Cadbury and Oreo 
are coming 
together (again)
with two new 
sharing products.
Building on the 
success of 
Cadbury Dairy 
Milk (CDM) Oreo 
in tablets, there’s 
a new CDM Oreo 
Sandwich, with 
chocolate 
sandwiched 
between mini Oreos. The second new line 
is Cadbury Oreo Bites – bags of Cadbury 
pieces with an Oreo fi lling. Rrp is £1.49 
for the tablet and £1.99 for the Bites.

The Cadbury/Oreo link up will be 
supported by a £2.5m campaign. 

0870 191 7343 
www.mondelezinternational.com

Fairy washing-up liquid 
has been reformulated 
with more surfactants 
(which help to fi ght 
grease) and ‘Lift 
Action Boost’ 
technology to cut 
through grease 
better. A TV 
campaign 
supports the 
relaunch, 
showcasing the 
cleaning power of 
new Fairy 
Original 
alongside a 
competitor 
product.  

01932 896000
www.fairy-dish.co.uk/en-gb
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