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BESTWAY
2022's focus is on retailer recruitment and supporting retailers 
to create stores that meet the need of local communities

QWhat are your retail plans/priorities 
for the coming 12 months?

2022 is about highlighting the Bestway retail 
proposition to independent retailers. !e 
acquisitions of Costcutter Super Markets 
Group and Bargain Booze and our continued 
development of best-one means we now 
have a retail solution to suit every retailer, 
regardless of size or location. 

Our new proposition enables retailers 
to scale up or down depending on their 
requirements, and become fresh- or 
impulse-led. Ensuring that our retailers’ 
o"er matches the needs of their local 
communities is essential. 

Q How do you intend to bring 
these ideas to life?

We’ve already embarked on two major 
recruitment campaigns this year and have 
more planned throughout 2022. Our new 
business and acquisition teams have visited 
more than 1,000 retailers in their stores. !is 
has not only saved retailers both time and 
e"ort, but it has provided our teams with 
the opportunity to o"er solutions based on 
individual store layout and locations. 

Q What are the biggest lessons 
your business has learned in 

the past two years?
!e last two years highlighted the importance 
of logistical planning and futureproo#ng. 
We navigated unprecedented supply chain 
disruptions thanks to our strong distribution 
network and operational infrastructure, 
never falling below 89% availability. We also 
trialled alternative modes of distribution and 
optimised our network by rolling out a dark 
hub trial to ensure stock availability. 

Q Are they any further challenges 
you foresee impacting retail 

wholesalers in 2022?
2022's regulations, such as calorie labelling 
and HFSS, means many retailers will have to 
revise their business models. !ere are also 
signi#cant in$ationary pressures that will 
have an impact on retailers. 

Q Do you have initiatives to reduce 
your business’s carbon footprint?

We ensure that our supply chain and logistics 
operations is ethical, sustainable and has a 
low carbon footprint . We constantly look at 
routing e%ciencies and have rolled out LED 
lighting across our estate, and we're switching 
print materials to a recyclable format. Last 
year, we donated the equivalent of 167,000 
meals in three months to !e Felix Project. 

We now have a 
retail solution 

to suit every retailer”

A destination for both 
alcohol and food that is 
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