
Supported by

2008 Drinks Retailing Awards
ENTRY FORM

2008 Drinks Retailing Awards
ENTRY FORM



Now in their sixth year the 

2008 Drinks Retailing 

Awards look to be bigger 

and better than ever. There 

are new categories ensuring 

that all trade sectors get a 

chance to demonstrate good 

practice. The awards continue 

to reward both independent retailers and 

the major multiples equally, thus retaining their 

position as the only scheme recognising excellence 

across the entire take-home trade.

We are looking for businesses and personalities 

that have met the needs of their customers over 

the past 12 months – but also exceeded their 

expectations. To be a winner, you will have worked 

hard to understand your market and responded 

with a service that rises above what might normally 

be expected of a business or individual in your 

sector. To sum up, we are looking for winners who 

can act as an inspiration for the drinks trade.

Entering the Drinks Retailing Awards will secure 

a platform for you to promote your business and 

your achievements and you will be showcased in 

front of an audience of industry professionals. You 

can reward the entire team, raise your profile and 

gain credibility amongst your industry peers. 

All finalists are invited to attend the awards as our 

guests. Plus for all independent finalists there is a 

paid-for overnight stay at a London Hotel and the 

winners of the independent categories also receive 

prize money of £500!

Therefore don’t miss out and don’t delay, 

entering is simple, just follow the instructions 

over the page. The awards will be presented at a 

prestigious ceremony on Tuesday 5th February 

2008 at London’s Dorchester Hotel.



We ask you to submit your type-written entry on ONE side of A4. Please note only one 
side will be passed onto the judges and all subsequent pages will be declared invalid. 

If you wish to submit photographs as supporting evidence of your entry please feel free to do so 
but please include no more that ten photographs and make sure that they are clearly labelled 
on the reverse.

In addition if you are entering an independent category, you are welcome to submit 
examples of your marketing material. Again, please make sure these are clearly labelled.

You are free to write your entry in your own words but please make sure that you give 
appropriate consideration to the criteria for our category over the page. It is likely 
that you will touch on many of the subject areas outlined in the bullet points, but 
please do not treat the lists as exhaustive or necessarily as a series of direct questions. 

You will also need to complete the Entry Form on the back page and this 
should be submitted with your written entry to us by Friday October 12 2007.

THE CATEGORIES

AWARD FOR EXCELLENCE

BEST CUSTOMER MAGAZINE OR WEBSITE

COMMUNITY OFF LICENCE OF THE YEAR

CONVENIENCE STORE OF THE YEAR

DRINKS BUYING TEAM OF THE YEAR

DRINKS WHOLESALER OF THE YEAR

HIGH STREET CHAIN OF THE YEAR

INDEPENDENT BEER RETAILER OF THE YEAR

INDEPENDENT SPIRITS RETAILER OF THE YEAR

INDEPENDENT WINE RETAILER OF THE YEAR

INNOVATION OF THE YEAR

MULTIPLE BEER RETAILER OF THE YEAR

MULTIPLE SPIRITS RETAILER OF THE YEAR

MULTIPLE WINE RETAILER OF THE YEAR

ONLINE/DIRECT SALES RETAILER OF THE YEAR

SUPERMARKET OF THE YEAR

CRITERIACRITERIA
AWARD FOR EXCELLENCE

This category is open to an individual who is employed by any type of 
drinks retailer but does not own the business. Those eligible to enter 
include off-licence managers and deputy managers, sales assistants, 
and supermarket BWS advisers. 

What is your approach to your job? How does your style go beyond what 
might normally be expected of someone in this role?

Can you give examples of incidents where you have personally 
broken sales targets or achieved unexpectedly large one-off sales?

How else do you interact with customers – aside from trying to 
persuade them to spend more money?

What training have you had? How has it helped you in your role?

Have you instigated any promotions that have been particularly 
successful? How have these affected sales, volumes and 
profitability?

A brief testimonial from a line manager would be a useful element 
in your entry.

BEST CUSTOMER MAGAZINE OR WEBSITE
This category is not designed to measure the success of online or direct 
sales, which is covered in its own category. Instead, this is a marketing-
focused category designed to reward excellent communication with 
customers. The category is open to multiples and independents alike; 
judges will be looking for strong design values but will not penalise 
less “polished” entries if they can be shown to meet the needs of the 
business and its customers.

Please supply examples of magazines/newsletters and print-outs 
of relevant web pages.

Describe your philosophy: what kind of relationship are you aiming 
for with your customers and what do you hope to achieve from it? 
Can you demonstrate that you have met your expectations, and 
those of your customers?

What resources have you put into the magazine and/or website? Has 
this resource been justified?

What feedback have you received and can you demonstrate an uplift 
in sales?

COMMUNITY OFF LICENCE OF THE YEAR
How has your business performed in the past year and what have the 
major challenges been? Have they been addressed or overcome? Can 
you quote sales figures?

Have you embarked on a refit or redesign, or any other major 
changes in the store?

What have you done to improve the morale, training, careers, safety 
and general wellbeing of your staff?

What changes have you made to your product ranges, how have 
these changes been evaluated and what launches have been most 
successful?



Have you embarked on marketing and advertising campaigns and 
how have these been evaluated?

Where do you source your products? Have you established any 
supply links outside of the major wholesalers?

What links do you have with your community? What stance have you 
taken against under-age sales?

What point of difference do you provide, in comparison with any of 
your competitors?

How has your business remained especially in the face of so much 
competition and a trend among independents towards convenience 
retailing?

What examples of innovation can be demonstrated in your 
business?

Why do you deserve to win?

CONVENIENCE STORE OF THE YEAR
This category is open to individual shops, either independent or part of 
a larger group.

How has your business performed since 2007 and what have the major 
challenges been? Have they been addressed or overcome? Can you 
quote sales figures?

Have you embarked on a refit or redesign, or any other major 
changes in the store? How important are chillers?     

Does your drinks retailing activity include anything that could be 
seen as extra special in the grocery market?

What have you done to improve the morale, training, careers, safety 
and general well-being of your staff?

What changes have you made to your drinks ranges, how have 
these changes been evaluated and what launches have been most 
successful?

Have you embarked on marketing and advertising campaigns and 
how have these been evaluated?

Where do you source your products? Have you established any 
supply links outside of the major wholesalers?

What links do you have with your community? What stance have you 
taken against under-age sales?

What point of difference do you provide, in comparison with any of 
your competitors?

What examples of innovation can be demonstrated in your business?

Why do you deserve to win?

DRINKS BUYING TEAM OF THE YEAR
Describe the activities you have been involved with during the past year.

What new products have you brought in this year? How did you source 
them?

What products have you delisted? Why has this happened and can 
you demonstrate that it was a positive move for your range? 

Have you struck any interesting exclusive-label deals? 

How have you developed your relationship with suppliers? In 
particular, can you demonstrate what benefits you are offering for 
the fees they are paying?

Have you introduced any innovative promotions?

Have you taken a gamble on a little-known product, or category, that 
has paid off in terms of sales? Or has it been a case of learning from 
your mistakes?

Are you managing to please the critics as well as your customers? 
Give details.

Why do you deserve to win?

DRINKS WHOLESALER OF THE YEAR
How does your drinks business today compare to its position in 
2005? 

Can you quote sales or market share figures?

What new services or support have you offered the retailers you deal with? 

What is your approach to planograms and merchandising? Do you 
run competitions or offer incentives for loyal customers?

What changes have you made to your drinks ranges, how have 
these changes been evaluated and what launches have been 
most successful? What product areas in the drinks category are 
performing best and why?

Have you embarked on marketing and advertising campaigns and 
how have these been evaluated?

How has your relationship with suppliers altered, especially with 
regards to issues concerning price?

How efficient has your management of the supply chain been, eg 
with stock levels and product availability?

What examples of innovation can be demonstrated in any part of 
your business?
Why do you deserve to win?

HIGH STREET CHAIN OF THE YEAR
How many stores do you operate now and how does this compare to 
2005? How has your employee count changed? Can you quote sales 
or market share figures?

Have you embarked on new formats, experimental projects or 
redesigns? How have these been evaluated?

What have you done to improve the morale, training, careers, safety 
and general wellbeing of your staff?

What changes have you made to your product ranges, how have 
these changes been evaluated and what launches have been most 
successful?

Have you embarked on marketing and advertising campaigns? How 
successful have they been?

How has your relationship with suppliers altered, especially with 
regards to issues concerning price?

What research have you carried out to ensure your stores meet the 
needs of  your customers?

Is your business leading the multiple specialist fightback or merely 
managing decline? Please give details.

How efficient has your management of the supply chain been, eg 
with stock levels and product availability?

What examples of innovation can be demonstrated in any part of 
your business?

INDEPENDENT BEER RETAILER OF THE YEAR
What changes have been made to your beer offering over the 
past year? How does the range break down between various beer 
categories? Can you quote sales figures?

What emphasis have you placed on chilling?

What support have you given slower-moving products, outside of the 
major lager brands? Have you given any emphasis to micro-brewers 
or little-known brands from around the world?

Have you recruited more female beer drinkers, or accentuated the 
links with food?

Have you embarked on in-store activity, such as window displays, 
competitions or tastings, that have promoted beer?

How do you source your beers? Have you established direct links 
with brewers or specialist wholesalers?

Have you educated your customers about beer?

What examples of innovation can be demonstrated in any part of 
your beer business?

Why do you deserve to win?

INDEPENDENT SPIRITS RETAILER OF THE YEAR
What changes have been made to your spirits offering over the past 
year? How does the range break down between various spirits 
categories? Can you quote sales figures?

What emphasis have you placed on descriptive notes and tastings?

What support have you given slower-moving products, outside 
of the major brands? Have you given any emphasis to luxury and 
collectors’ items, or styles that other retailers are usually wary of?

Have you recruited younger new drinkers to any spirits category? 
How do you educate customers about spirits?

Where do you source your spirits? Have you established links with 
specialist importers or even producers themselves?

Have you established any special events, eg dinners, talks, or clubs?

What examples of innovation can be demonstrated in your spirits 
business?

Why do you deserve to win?

INDEPENDENT WINE RETAILER OF THE YEAR
What changes have been made to your wine offering over the 
past year? How does the range break down between various wine 
categories? Can you quote sales figures?

What emphasis have you placed on chilling, descriptive notes and tastings?

What support have you given slower-moving products, outside of the 
major brands? Have you given any emphasis to smaller parcels of 
wine, or styles that other retailers are usually wary of?

Have you recruited younger wine drinkers, or accentuated the links 
with food?

Where do you source your wine? Have you established links with 
specialist importers or even producers themselves?

Have you established any special events, eg dinners, talks, or clubs?

Have you established a wholesaling or corporate dimension to your 
business?

What examples of innovation can be demonstrated in your wine 
business?

Why do you deserve to win?

(Please include a copy of your wine list with your entry)



INNOVATION OF THE YEAR
This award will be made to the drinks retailing business that can 
demonstrate the most original piece of thinking in the past year. There 
are many ways a new innovation can be introduced but you may want to 
consider the following:

Have you introduced a new design to the store or stores?

Have you introduced a new approach to training or a new promotional idea?

Have there been any new retail brands on the market that you have 
bought into your store or stores?

Or is there anything else that you have introduced which represents 
some departure from the traditional way of doing things?

Judges will want to see evidence that the innovation has reaped rewards. 
Evidence of customer/staff reaction, improved profitability or better 
efficiency may all boost the chances of winning this new category, which 
is expected to attract some very different types of entry.

MULTIPLE BEER RETAILER OF THE YEAR
What changes have been made to your beer offering over the 
past year? How does the range break down between various beer 
categories? Can you quote sales or market share figures?

What emphasis have you placed on chilling, secondary siting of 
products and unusual SKUs?

What support have you given slower-moving products, outside of the 
major lager brands? Have you given any emphasis to micro-brewers 
or little-known brands from around the world?

Have you recruited more female beer drinkers, or accentuated the 
links with food?

Have you embarked on marketing and advertising campaigns for beer 
and how have these been evaluated?

Do you offer guest beers, run competitions for brewers, or support 
the brewing industry in other ways?

What own-label activity have you carried out?

Have your promotions added value to the market or contributed to a 
general downturn in margins?

How efficient has your management of the supply chain been, eg with 
stock levels and product availability?

What examples of innovation can be demonstrated in any part of your 
beer business?

MULTIPLE SPIRITS RETAILER OF THE YEAR
What changes have been made to your spirits offering over the 
past year? How does the range break down between various spirits 
categories? Can you quote sales figures?

What emphasis have you placed on descriptive notes and tastings?

What support have you given slower-moving products, outside of the 
major brands? Have you given any emphasis to luxury and collectors’ 
items, or styles that other retailers are usually wary of?

Have you recruited younger new drinkers to any spirits category? How 
do you educate customers about spirits?

Where do you source your spirits? Have you established links with 
specialist importers or even producers themselves?

Have you established any special events, eg dinners, talks, or clubs?

What examples of innovation can be demonstrated in your spirits 
business?

Why do you deserve to win?

MULTIPLE WINE RETAILER OF THE YEAR
What changes have been made to your wine offering over the 
past year? How does the range break down between various wine 
categories? Can you quote sales or market share figures?

What emphasis have you placed on chilling, secondary siting of 
products and unusual SKUs?

What support have you given slower-moving products, outside of the 
major brands? Have you given any emphasis to smaller parcels of 
wine, or styles that other retailers are usually wary of?

Have you recruited younger wine drinkers, or accentuated the links 
with food?

Have you embarked on marketing and advertising campaigns for wine 
and how have these been evaluated?
What discoveries have your buyers made this year? How do you 
encourage such discoveries?

What links do you have with the wine world and how do you support 
its activities?

What own-label activity have you carried out?

Have your promotions added value to the market or contributed to a 
general downturn in margins?

How efficient has your management of the supply chain been, eg with 
stock levels and product availability?

What examples of innovation can be demonstrated in your wine 
business?

ONLINE/DIRECT SALES RETAILER OF THE YEAR
In what way has your business evolved over the past year?

What new products or services have you launched?

Can you prove that these launches have added value to your business?

What steps have you taken to ensure you trade responsibly and that 
your products are not obtained by under-18s or people using illicit 
credit or debit cards?

Can you supply examples of your catalogue, wine list or print-outs of 
your website and explain how this literature meets the needs of your 
customers?

How quickly can you deliver to your customers, and at what price?

How many customers are on your database and what is their average 
spend?

How do you maintain a relationship with existing customers?

SUPERMARKET OF THE YEAR
What changes have been made to your beers, wines and spirits 
offering over the past year? Can you quote sales or market share 
figures?

Have you embarked on new formats, experimental projects or 
redesigns within the drinks aisles? How have these been evaluated?

What plans do you have for specialist drinks advisers in stores and 
what other training have you offered?

What changes have you made to your drinks ranges, how have 
these changes been evaluated and what launches have been most 
successful?

Have you embarked on marketing and advertising campaigns and 
how have these been evaluated? What online activity do you offer for 
drinks?

How has your relationship with drinks suppliers altered, especially 
with regard to issues concerning price?

Have you carried out customer research and if so, in what form?

Can you demonstrate that your business has done more than just 
perpetuate a drinks price war among multiple grocers?

How efficient has your management of the supply chain been, eg with 
stock levels and product availability?

What examples of innovation can be demonstrated in any part of your 
Beers,Wines, and Spirits business?



2008 Drinks Retailing Awards ENTRY FORM

Have you completed the entry form

Have you typed your written entry on no more than ONE side of A4

Have you included any supporting photographs or marketing material and is this clearly labelled on the 
reverse?

Have 

Have you typed your written entry on no more than ONE side of A4

Have you included any supporting photographs or marketing material and is this clearly la
reverse?

CHECKLIST

AWARD FOR EXCELLENCE

BEST CUSTOMER MAGAZINE OR WEBSITE

COMMUNITY OFF LICENCE OF THE YEAR

CONVENIENCE STORE OF THE YEAR

DRINKS BUYING TEAM OF THE YEAR

DRINKS WHOLESALER OF THE YEAR

HIGH STREET CHAIN OF THE YEAR

INDEPENDENT BEER RETAILER OF THE YEAR

INDEPENDENT SPIRITS RETAILER OF THE YEAR

INDEPENDENT WINE RETAILER OF THE YEAR

INNOVATION OF THE YEAR

MULTIPLE BEER RETAILER OF THE YEAR

MULTIPLE SPIRITS RETAILER OF THE YEAR

MULTIPLE WINE RETAILER OF THE YEAR

ONLINE/DIRECT SALES RETAILER OF THE YEAR

SUPERMARKET OF THE YEAR

CATEGORIES
Please tick the category you are entering (Please note you may enter more than one category)

CONTACT NAME
POSITION
COMPANY NAME
COMPANY ADDRESS

          POSTCODE
TEL
FAX 
EMAIL

William Reed Publishing will use this data for the purpose of administering the Awards and may also use it to send you information about its 

other products and services. If you do not wish this to happen please tick the appropriate box. Mail       Fax       Email       Telephone 

I agree to the submission of this entry and am aware of the conditions of entry

SIGNATURE        DATE

YOUR DETAILS
Please complete clearly and in CAPITAL letters

For further information on the awards please contact the Events Team on 01293 867654
or email stephanie.smallwood@william-reed.co.uk

PLEASE SEND YOUR ENTRY TO:
The Drinks Retailing Awards 2008, William Reed Events,

Broadfield Park, Crawley, West Sussex  RH11 9RT
By Friday 12 October 2007

TERMS & CONDITIONS  1. The Organiser of The Drinks Retailing Awards (the “Awards”) is William Reed Publishing Ltd, Broadfield Park, Crawley RH11 9RT.  2. By entering the Awards the Entrant will be 
deemed to have read and understood these terms and conditions and to be bound by them. These terms and conditions include any instructions set out with the Entry Form.  3. The Organiser reserves the right 
at its absolute discretion to reject any entry that it deems inappropriate.  4. Entry forms and any supporting material must be sent by prepaid post or courier to arrive no later than 5pm on Friday 12th October 
2007. Proof of posting will not be deemed to be proof of delivery.  5. Entries will only be accepted if they are submitted on the Entry Form completed in full and accompanied by the required photographs.  6.
Entries must be signed by the person responsible for submitting the entry and to whom all correspondence concerning the Awards should be addressed.  7. Responsibility cannot be accepted for any lost, 
late or mislaid entry and any entry which is damaged, defaced, illegible or incomplete, or which otherwise does not comply with these terms and conditions may be deemed invalid in the sole discretion of 
the Organiser.  8. The Awards will be judged by a panel of judges selected by the Organiser.  9. The judges will select 3 finalists from each category on 28 October against the criteria set out in the Entry Form. 
Finalists will be notified BY POST within fourteen days. “Independent” category finalists only will be offered two complimentary places at the at the Awards dinner taking place at the Dorchester, on Tuesday 
5th February 2008. There will be one Award winner selected from the finalists in each category and announced at the dinner.  10. The judges may decline to make an award for any category if in their opinion 
there are insufficient entries of a winning standard.  11. The Award finalists will each receive a certificate with overall winners receiving a trophy  12. Details of the winners will be published in Off Licence News 
on 8 February 2008  13. The Organiser reserves the right to change the catorgories and judging panel without prior notice to entrants.  14. The decision of the Chairman of the judges on all matters affecting 
this competition is final and legally binding.  15. No correspondence will be entered into.  16. Winners may be required to take part in some post-event publicity and consent to their name and photograph being 
used for such purposes.  17. Entrants consent to the publication by the Organiser in connection with the Awards of any of the documents or materials constituting their entry.  18. Any winner may publicise the 
Award provided the year in which it was won is stated. The Organiser licences any winner to use the Awards logo in connection with its award until 31st January 2009.




