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innovative thinking . 

Getting the most from 
your suppliers 
John Reddington, director and fonnder of 
Big Red Sales, discusses what to look out 
for when searching for reliable suppliers 

W
ith such a plethora of brands 
and products in the consumer 
electronics marketplace, finding 

the best goods to stock and sell can be 
a headache. Basically you need to find 
good quality products sold by a company 
which has integrity, reputation and a good 
knowledge of the market. And one that 
doesn't indulge in too much bureaucracy. 

And you should ask yourself: "Are they in it 
for the long term?" Look at their t rack record 
and ask if they mirror the way market trends 
are moving. It's no use launching a steam 
engine if everyone else has diesel. 

So, how do you make these choices? Well, at 
grass roots level if you have reps who call each 
month and whose policies are consistent and 
stable, they probably mirror their employer. If, 
on the other hand, they are selling a baker's 
dozen on Monday, six for the price of five on 
Tuesday, and the products are discontinued on 
Wednesday, there's a clear indicat ion that there 
are problems within their marketing policies. 

Here at Big Red Sales, we have had to make 
the same choices. And over the past five years 
we have very carefulJy selected brands with 
whom we want to position ourselves. It's a 
bit like a jigsaw puzzle. All the parts have to 
interlink to form the whole picturs, forged 
together w ith the right'chemistry'. 

Another question to ask is: does your 
supplier offer t raining? When I worked at 
Mars, they used to preach" No sell in without 
sell out'. You can have the best salesperson 
in the business for selling product in; but if 
no action was taken on the shop floor, that 
product won't move out. So without sales and 
product t raining combined with the myriad of 
other helpful marketing ploys such as display 
competitions, sales motivation schemes and 
so on, the job is only half done. 

Under the Big Red umbrella, li nsar works 
closely with our sales agents and trains in the 
field. Sennheiser and Yamaha are also very 
good at their own product and sales training. 
As smaller companies with fewer resources, • 

Vogel's and Otone work closely with the Big 
Red team to achieve the same objectives. 

Morphy, the largest company of all our 
brands, is slightly different in that its products 
are additionally driven by consumer demand/ 
distress purchases. So it also offers training on 
the USPs of its product over the competition. 

What about sales incentives? In my opinion, 
these are perhaps not as ethical, as they can 
compromise product integrity and means 
the consumer ends up with a product which 
doesn't exactly suit their needs. 

Another thing to check is: does the 
manufacturer offer sample stock? This is a 
practice that Big Red brands thoroughly 
endorse. We have always encouraged 
our agents to demonstrate the product, 
particularly in hi-Ii and the more esoteric areas. 
You can't expect a consumer to pay £2,000 
- £3,000 for a Yamaha A/V receiver just by 
looking at a pretty picture. 

Certainly all the Big Red brands loan 
samples to our agents and encourage them to 
demonstrate in store. If required, the samples 
can then be left with the dealers for further 
demonstrations. Because we are handling 
products in a very sophisticated consumer 
electronic market, we ensure that our retailer 
customers are as comfortable with the sound 
and vision of the product as a consumer 
would be. In the case of lin sar, it offered a 
five-year guarantee at the beginning of its 
campaign to woo the independent. This gave 
additional comfort and confidence both to 
retailers and consumers that the product was 
as good as they claimed. 

Look out too for manufacturers who invite 
retailers to visit their premises. This is a very good 
practice since 85% of information reaches the 
brain via the eyes. I remember from my t ime with 
Armour Home the success they had attracting 
retailers to their excellent demonstration/training 
facilities in Bishops Stortford. 

A.good example of a company'gett ing it 
right' is Panasonic. They built a business on 
stable and orderly marketing, good ethics and 
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integrity, together with excellent products. 
Too many companies, both UK and global, 
only think short-term. They are only driven 
by that six letter word: profit. Perhaps they 
don't consider the retailers' outgoings such 
as business rates, lease rentals and staff 
costs, which are continually rising. It's getting 
increasingly difficult for retailers to make 
money as margins are constantly being 
eroded and the internet, while a necessary evil, 
continues to have a negative effect. How often 
do you see consumers checking out products 
in your shops before they go off and buy from 
someone operating an internet site from a 
bedroom in Blackburn? 

Retailers need reliable product, profit margin, 
brochures and other promotional material 
together with stable marketing - and not all 44 

.stores in the town selling the same product! 
Good back-up and reliable service if a 

.product goes wrong are also essential. People 
don't want to deal with a complicated push 
button phone routine before they get to speak 
to a human. And if a call back is promised at a 
certain time, it should happen. 

Finally, it's a very good idea to utilise 
the great networking facilities that trade 
organisations such as retra and OH offer. They 
are an excellent way for you to find out from 
other retailers and manufacturers about what's 
happening in the industry. 

• Big Red Sales is a national sales team working 
within the electrical industry 

March2014 


