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Digital Home: Retailer Round Table 

IN THESE tough times, it’s more important 
than ever for electrical retailers to sell 
accessories. 

Add-on sales are crucial and accessories, such as 
headphones, TV stands, wall brackets and cables 
often command more margin than the main products. 
However, sometimes accessories are neglected and 
forgotten about.

To highlight the importance of selling accessories, 
ERT teamed up with sales agency Big Red Sales 
and two of its clients, premium headphones brand 
Sennheiser and TV wall mounts specialist Vogel’s to 
hold a retailer round table discussion. 

We invited several independent dealers to attend 
the lunchtime event at the Babylon restaurant, in 
Kensington, high up on the seventh floor, with stunning 
views of London’s skyline.

SH: Thanks for coming today. I’d like to start by 
asking the group if they think that independent 
retailers are making the most of the accessories 
market and the opportunities it can give them?

TM: We ran a sound bar promotion last autumn – 
we realised people were finding the audio quality of 
modern TVs poor. We targeted 300 to 400 of our 
customers, offering them weekend sound bar trials. 
Within six weeks, we sold 180 of them. As soon as 
you get the product into the house, it won’t leave it. 

It’s all about 
the add-ons
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You’ve got to make an effort and spend some time 
with the customer, but it’s worth it. 

SH: With the rise in portable music devices, is 
there also a big opportunity for retailers to sell 
up to premium headphones?

Peter May: Absolutely. The headphones market is one 
of three consumer electronics categories that are growing 
– it’s £150 million at retail. If you’re going to sell premium 
headphones, then you have to demonstrate them and 
allow the customer to experience them. It’s something 
that independents can do better than most.

PW: We have permanent demonstration solutions for 
Sennheiser headphones – as soon as a customer walks 
in, they can see them on display. It’s very successful. The 
only trouble with demonstrating headphones is hygiene 
– that’s the downside. 

JR: If you’re proactive, like Tim, and you encourage 
people to come into your shop, you could hear the 
beautiful music of the till ringing. Talk to your rep or the 
manufacturer about doing a promotion. 

PS: Demonstration is the key, as long as the salesman 

Colin Walker, general 
manager, Lakes TV, 
Slough, Berkshire

Sean Hannam, ERT 
editor
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TM: We were the first indie to wall mount a TV in the 
UK. It was in 1998 and it was a 42in Philips – it retailed 
for £13,000. We had an open evening and people 
couldn’t believe what they were seeing. We’ve massively 
embraced wall hanging – we even manufacture our own 
brackets. Installation is big for us.

CW: Install is incredibly big for us, too. It’s important to 
demonstrate the brackets. You have to have the bracket 
in its raw form, but also with a TV mounted on it in-store. 
Without that, the customer doesn’t know what it’s going 
to look like. 

JA: The install revenue opportunity is very big. If you’re 
in that space and you’re in people’s homes, other 
opportunities may well come up. In tough times, you’ve 
got to have your eye on lots of different ways to develop 
your business and keep your head above water. 

JR: I’d like to ask the retailers if they train their guys 
to close a sale and if they ask their customers how 
they’re going to display their TV in the house? A lot 
of people walk out of electrical stores and buy their 
bracket in a B&Q or a Homebase. 

PS: When times are good, it’s very easy to go from one 
sale to the next, but when times are hard, everyone has 
to sharpen up their act. We’ve got to sell HDMI leads and 
brackets. When things pick up, we should be a stronger 

“
“

The TV wall brackets 
category it’s growing, 

but not in the 
independent channel – 

that’s a challenge 
has heard the headphones, they ask the right questions 
and they know what type of music the customer is going 
to listen to and what headphones they’re after. 

Peter May: If we have a new range of headphones out, 
we put a stocking plan together for retailers – such as, if 
they buy five, they get one pair free. The idea is that the 
free pair is put on permanent display for demonstration. 
There is a hygiene issue with in-ear headphones, which 
we’re trying to address. We do sell spare ear buds. 
Over-ear headphones are easier to demonstrate and 
keep clean. 

SH: Let’s talk about TV wall mounts. I’d like to 
ask James Attfield from Vogel’s what are the 
opportunities in that sector and the challenges 
of demonstrating those types of products?

JA: When you look at the TV wall brackets category, 
yes, it’s growing, but not necessarily in the independent 

channel – that’s a challenge. It’s becoming a much more 
own-brand category and a lot of the market share is 
moving to the mass merchandisers – they have over 50 
per cent of the market. This is a concern, but I believe 
independents still have a chance to hold on to it. The 
fact of the matter is there’s still in excess of nine million 
TVs being sold in the UK and the independent channel 
still has a very good share of those TVs – especially in 
the larger screen sizes. 

For me, the independent channel has to take an 
interest in the wall bracket category and they have to 
understand what motivates people. People need to 
be able to touch and feel what they buy. They want to 
be confident that the bracket will hold up their TV, is 
designed well and is good quality. Fewer than five per 
cent of the brackets were sold online in January this 
year. Independents aren’t selling brackets hard enough – 
they’re not, metaphorically, rugby tackling the consumer 
before they leave their store and making sure they’re 
selling them a bracket. 

and a better industry as a result. 

SH: So, what are the manufacturers doing to help 
retailers sell accessories in-store?

Peter May: The important thing is giving the retailer the 
opportunity to demonstrate the products – particularly 
when we’re selling on sound quality. We have invested 
in retail display units, which give the customer the 
opportunity to listen to a working pair of headphones. 
We need to do more training – it’s on our agenda for 
this year. We’re investing in an external training agency 
and we’ll be doing a number of store visits to brief staff 
on the products. 

We’re also working on channel management, to make 
sure the products we sell into the independents aren’t the 
ones that you will see in Tesco. We have to differentiate 
our ranges to give retailers the opportunity to make some 
money – the margins are great. We have to make dealers 
aware of the opportunities in the headphones category ››

018-021-ERT_Round Table.indd   19 13/4/12   11:20:14



20 April 2012 · 21 ERT· www.ERTonline.co.uk

Digital Home: Retailer Round Table 

and make sure we support them with the right ranges, 
the right p-o-s, marketing and demo kits.  

Paul Mead: Not wishing to be negative, but the 
Sennheiser website fails at pushing consumers to 
independent retailers. I think the dealer locator service 
should be improved. If you type in ‘Bedford’, it directs 
people to PC World. We’ve put in a wall of Sennheiser 
headphones and we’re doing customer trials with 
cordless models, particularly for our older clients. 

Peter May: You’re absolutely right. We’re currently 
involved in a major project to improve our ‘Where To Buy’ 
part of the website – anyone who stocks our product 
will feature on it.

Paul Mead: Good. It’s so frustrating when you go to a 
manufacturer’s website and it’s telling consumers to buy 
products from Comet or Currys – you rarely see Retra 
or Euronics dealers mentioned. Independents are more 
difficult to manage. 

JA: We run bespoke promotions for independents and 
we train them as hard as we can, to try and demystify 
the brackets category. We’ve tried to simplify it, so 
consumers know what functionality they need [from a 
bracket] and what size TV their bracket is for. Our raison 
d’etre is to make things simple. 

knowledge. But after doing all that, we don’t want to find 
that the customer can go online and buy the products for 
50 quid less. That’s not how we’re going to survive. We 
need you guys to support us with premium products. 

PW: It’s also about having a good relationship with the 
manufacturer. It’s nice to have reps that come in often 
and show their face – that says a lot about the brand. 

SH: Do the retailers get enough support from 
consumer electronics manufacturers?

PW: It varies – it’s right across the board. Some reps 
have a new approach and some are old school. They’re 
very different. The reps we see the most are the ones 
we work with the most. 

PS: We get more support from the smaller brands than 
the larger ones. The large brands seem to be pulling 
back from product training because they’re trying to 
cut their costs. 

JR: Round this table, we’ve got guys who are very good 
independent retailers – that’s why they’re here. The 
problem we’ve got is that there are an awful lot of retailers 
out there that don’t do the sort of things that the guys in 
this room do. It’s frustrating for us to try and get them to 
see the opportunities that are out there. It’s about being 
proactive, enthusiastic and passionate. The independent 
sector in the UK is stronger than anywhere else in Europe, 
but we could make it even stronger.

TM: As products get more complicated, the indies are so 
strongly placed to sell them. That’s what we do best.

SH: But some independents need to learn about new 
technologies like home networking and streaming. Some 
haven’t even got wireless networks set up in their stores. 
They need to see the bigger picture.

PW: Retailers have to have a genuine enthusiasm for 
home networking. I don’t think that will come from 
training. Some retailers are scared of home networking 
– they don’t understand terminology like DLNA and 
UPnP. I don’t know how you’re going to overcome that 
hurdle. I’ve got a genuine passion for the technical side 
of things. 

CW: Many independents forget about firmware updates 
on products such as networked Blu-ray players. You’ve 
got to mention that to customers when you’re talking to 

them about home networking.

PS: That’s where the independents can benefit – you 
wouldn’t get that kind of information from Amazon. But 
don’t blind them with science or too much jargon.

PW: As an industry, we can baffle people with 
technology. 

SH: How are the retailers finding the market as a 
whole as a moment? What are your big issues?

PM: Footfall – without a shadow of a doubt. Brown 
goods are very poor – we’re fortunate that our other 
arm is white goods. 

PS: We didn’t use to do white goods until recently 
– we’ve got into it at the right time. Once you’ve got 
people into your store, you’ve got half a chance to sell 
to them. 

SH: Why aren’t people coming into stores?

PW: Our entire town is dead – no one wants to come 
to New Malden, because we’ve only got an Oxfam, a 
McDonalds and a Korean restaurant. We need to reach 
out to the customer more, rather than just expecting 
them to turn up. We actively promote ourselves, but 
towns are becoming dead because there are no shops 
in them. That is a massive problem.

SH: What do you think of the Mary Portas report and 
the Government’s plans to save the high street?

CW: The high street’s been and gone – it’s too little, too 
late. Out-of-town shopping centres are the biggest issue. 
They’re driving people away from the high streets and 
the independents suffer. 

PM: People can trust independent retailers. There’s a 
lot of uncertainty out there at the moment. We’ve got 
to play on our service angle more than ever – it’s what 
we’re good at. 

SH: Thanks to everyone for attending. To sum 
up – selling accessories is key and the growth of 
new technology brings with it great opportunities 
for add-on sales. It’s also vital to demonstrate 
the products and their benefits. Specialising is 
important and retailers need to team up with 
premium and trusted brands. ERT

“

“

It’s so frustrating when you go to a manufacturer’s website 
and it’s telling consumers to buy products from Comet or 

Currys – you rarely see Retra or Euronics dealers mentioned 

“
“

We were the first indie in to 
wall mount a TV. It was in 
1998 – it was a 42in Philips 

that retailed for £13,000

SH: I’d like to ask Peter May how independents 
can make the best of the headphones category.

Peter May: They should stock products that aren’t in 
the multiples and have features and benefits that need 
explaining. They should also get their staff enthused 
about the headphones category. Demonstrate – and then 
sell – wireless headphones with a TV. It’s a no-brainer. 
Retailers need to have the confidence to stock the 
category in-depth, but not like the multiples, who have 
what I call a ‘wall of confusion’, with too many brands 
and products.

JR: The most difficult job a retailer has is picking his 
brands – there are so many out there. 

TM: As collective retailers, we want to pick our brands, 
safe in the knowledge that we’ve invested in them and 
that we’ll demonstrate the products and offer specialist 
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