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JFRONTLINE 
Christmas is coming 

One of i^y ancestors 

fell a t Waterlo. 

Re oi ly ' 
Which 
plat-form? 

From the Sainsbury's 
Monsterously Funny Joke Book. 
We look back at ten years of 
children's books. Pages 14/15. 

Yes, we're hurtling towards that time of the year again. 
When double trolley loads become the norm and gaggles of 
turkeys trot through checkouts, we know it's time to build up 
our energy levels. We're going to need it. 

Those determined to play as hard as they work will love 
our perfect competition for the party season. To launch the 
new Occasions 
party range 
we're offering 
£500 worth of 
catering. 

including £300 of Occasions party food and 
£200 of drinks and other nibbles. Just answer 
the simple questions on page 20 and send in 
your entry form straight away. • 

Tu Tu much fun 
Children, JS staff and their families in London and 
Hampshire are getting first hand experience of ballet 
through the recently launched Passport to Ballet 
sponsorship. 

Over two years the English National Ballet are 
helping with the National Curriculum dance lessons in 
two schools in the New Forest. Staff and their families at 
Hedge End, Christchurch, Nine Elms and Cromwell Road 
are also enthusiastically signing up for family days. 
During these they can join backstage tours, try out a few 
pirouettes for themselves and watch a performance by the 
ENB experts. 

Children at Nine Elms leap at the chance to try a little 
ballet at the London launch of the scheme in October. 

Photo: Bill Cooper 

Formidable success on the cards 
Texas Spend and Save card proved itself a marketing star when the millionth Texas customer registered 
for membership. 

to be optimistic about the number 
of Texas shoppers who would join 
up, but this has been something 
else! Homebase's active member-

Spend and Save manager Cliff 
Hudson told the Journal, 'The 
huge popularity of Spend and 
Save at Homebase encouraged us 

ship is currently running at 2.1 
million, which means that in four 
months at Texas, we've achieved 
half the number of members 
recruited in four years at 
Homebase. We're particularly 
pleased with the spectacular 
recruiting campaigns at Cambridge 
and Ayr.' 

Recruiting customers to Spend 
and Save doesn't just involve 
providing rewards for past 
purchases - the total database of 
over three million customers gives 
the company an invaluable means 
of communicating direct about 
special offers, promotions and new 
products. In the near future the 
combined database will be used 
for simultaneous mailings to 
Homebase and Texas customers, 
although the offer will be different 
in each case. 
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WTTTIMB 
Sainsbury's half year results, published on 
Wednesday, November 1, showed an increase in 
frofit of ' / .5% to £450.9 million. JS's and other 
food retailers' share prices fell over the next two 
days as investors recognised that price competition 
had increased substantially in recent weeks. This 
feeling was reinforced by Kwik Save's poor 
results announced on the day after Sainsbury's 
results. 

J SAINSBURY SUPERMARKETS 

The supermarkets' operating profit increased by 3.1% 
to £417.5 million. 

Over the first half of the financial year there has been 
heavy investment in improved service, range and value for 
money. Sales increased by 6.2% to £5.3 billion, with new 
space contributing 3.9% of this increase. There were only 
two new store openings in the period compared to 15 in 
the first half of the last financial year, but 63 stores were 
remodelled, compared with 22 in the first half last year. 

FAVOURITE INGREDIENTS 

JS's offer to customers was improved through the 
Everyone's Favourite Ingredient campaign, the extension 
of Savercards to just over 200 stores and the introduction 
of over 500 new own brand products, as well as the new 
Sainsbury's Economy range. Chairman David Sainsbury 
commented: 'These changes are costly in the short term 
but contribute to a sustainable basis for growing trade.' 
JS's price position continued to be extremely competitive, 
with prices 2.8% below the average for other major 
supermarkets. 

SAVACENTRE 

Savacentre's sales increased by 4.2% to £375.2 million 
and operating profit increased by 0.5% to £18.9 million. 
The 11th Savacentre, at Sydenham, opened in August and 
is trading very successfully. However, pre-opening costs 
together with the cost of remodelling existing stores held 
back profits. The Stockton store, acquired from the North 
Eastern Co-op, will open in late November. 

HOMEBASE AND TEXAS 

Homebase's sales increased by 13.2% and operating profit 
increased by 23.5% to £18.9 million. This, commented 
the chairman, was an 'excellent performance in a subdued 
DIY market'. When Texas Homecare was acquired at the 
beginning of the financial year, its sales were declining 
significantly. Texas made an operating loss of £7.5 million 
for the half year. However, management action has now 
stabilised sales and performance is steadily improving as 
Texas is integrated into Homebase. 

Chairman David Sainsbury with staff at Cromweii Road at a 
press caii on Haiiowe'en, the day before the haif year resuits 
announcement. 

SHAW'S 

Shaw's sales increased by 4.3% to $1.16 billion and 
operating profit increased by 15.4% to $41.9 million. 
Four stores were opened during the first half of the 
financial year. The first two stores in Connecticut opened 
shortly after the end of the first half and they are trading 
extremely well. 

GIANT FOOD 

Giant Food, the US company in which JS has a minority 
stake, recently reported an increase in profit before tax of 
13.6% to $65.7 million on sales up 4.2% for the 24 weeks 
to August 12. Sainsbury's share of these profits was £8 
million. 

CURRENT TRADING 

Since the half year, like-for-like sales growth in 
Sainsbury's stores has been 3%. Sales growth in 
Savacentre, Homebase and Shaw's is currently in line with 
the first half. 

LOOKING AHEAD 

The chairman commented: 'The main task for the Group is 
driving the performance of the supermarket business 
forward. We have a clear strategy to do this based on our 
core principles of providing outstanding value for money, 
quality and service. It is crucial that the stores are provided 
with the best service possible from all parts of the 
organisation over the critical Christmas period. We are 
rapidly recruiting more staff in the stores to ensure we 
provide our customers with a service that is truly head and 
shoulders above our competitors. Everyone in the 
organisation must participate to make sure each customer 
leaves with a smile and is keen to return another day.' 

Get ready to 
pin on your 
puddings 

From December 1, staff 
and customers will be 
able to sport a Christmas 
Pudding Pin Badge to 
help raise money for the 
Cancer Relief Macmillan 
Fund. 
Available from all Sains
bury's stores and petrol 
filling stations for a 
suggested donation of £1, 
the Sainsbury's/Macmillan 
Christmas Pudding Pin 
Badge is the first in a 
series of such badges being 
launched throughout 1996 
by well known companies. 

Delia Smith launched 
the badge on November 13 
in Southport, on the first 
night of the Sainsbury's 
Christmas Roadshow in 
aid of the Cancer Relief 
Macmillan Fund. 
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JS cash machine network expands 
Locksbottom, Apsley Mills 
and East Grinstead are the 
first stores to receive nevy 
cash machines in a 
programme to fit automatic 
teller machines (ATMs) 
into another 150 stores by 
mid-1997. 

Currently, 146 stores play 
host to 464 bank 'holes in 
the wall', which dispensed 
£2 billion last year. 

JS is working with 
National Westminster 
Bank, Abbey National, 
Barclays and the Royal 
Bank of Scotland. By 
installing one machine for 
each of the three main 
ATM networks, JS will be 
able to offer cash 
dispensing services 24 
hours a day to customers 
of every UK bank, and 
many international banks. 
The service is operated on 
behalf of the banks, and 
they pay JS for the service. 

New secure ATM 
rooms will be built for the 

existing stores and a new 
'Service Level Agreement' 
has been made. More staff 
are being trained to deal 
with minor faults in 
machines such as 
removing jammed notes or 
captured cards, and 
replacing receipt rolls. 

Explains Alison 
O'Mahony who is project 
managing the Retrofit 
Programme, 'Customers 
clearly want ATM 
machines at our stores and 
our partnership with the 

Royal silver anniversary 
For the first time, staff celebrating achieving their silver 
anniversary of service with JS numbered more than 200 
at the Royal Lancaster Hotel at the 25 Club dinner. 

There were more women 
than men celebrating their 
anniversary, reflecting the 
increasing success of 
women in JS over the last 
quarter century. Club 
member and district 
manager Ian Tweed gave a 
stirring speech though he 
admitted he was nervous 
of the outcome. Last time 
he made a major speech to 
JS staff the host retired the 
next day. He was referring 

to former chairman Lord 
Sainsbury of Preston 
Candover's retirement 
party. 

banks enables us to provide 
these facilities together 
with levels of availability 

which match high street 
bank sites.' 

Introducing the 
magic box 

•SS':j J& If fit >}smunY 

Customers are packing their shopping into special 
boxes instead of plastic bags in a trial at Watchmoor 
Park. 

The Smartbox system uses 
recycled plastic boxes 
purchased by customers and 
held in a new style trolley. 
The customer packs the 
groceries into the box as 
they tour the aisles, checks 
out at the front end as 
normal and re-packs their 
reusable box. They do not 
need a carrier bag but they 
do receive two Schoolbags 
vouchers or two pence for 
each filled box. 

Smartbox allows the 

customer to sort the 
shopping, protects it in the 
boot of the car and makes 
it easier to unpack at 
home. The idea comes 
from Canada, and Safeway 
are using a similar system 
in conjunction with 'self 
scanning' where the 
customer uses a hand-held 
scanner as they take the 
products from the shelf. 

At Watchmoor Park 
99.9 per cent of customers 
arrive by car. 

Paul has 
designs on 
RMIS 
Ideas based on Paul 
Taylor's winning design 
for the Retail Management 
Information System 
(RMIS) logo will be seen 
across terminals through
out the company next year. 

On October 31, director of 
retail services Hamish 
Elvidge presented the 
Upton trainee manager 
with £50. Thanks to 
Paul's success, Upton also 
becomes the first JS store 
to receive a colour printer. 

Business analyst 
Shireen Jubb told us, 'We 
wanted an identity for the 
RMIS packages so we 
asked users from stores, 
districts, regions and head 
office for their ideas. Paul 
came up with the idea for 
the "MIS-man" which was 
a clear winner.' The 
standard of the other 
entries was so good that 
the project team decided to 
give a bottle of champagne 
to three runners up too. 
They are Garming Pang, 
BOSR assistant at 
Dagenham; Beverley 
Watkins, senior clerk at 
Chichester, and Campbell 
Harris, SABRE business 
analyst. 

The MIS-man charac
ter with the department's 
slogan 'seeing it clearly' 
will be the friendly face of 
RMIS used on such 
materials as mouse mats. 
The rest of the RMIS 
identity is also inspired by 
Paul's design and will be 
used on workguides, 
posters, a newsletter and 
the system's 'splash 
screen'. 

JSJOURNAL 



JS helps tackle underachievement 
This year, three quarters of a million young people will celebrate their 16th birthday. 
In certain areas one third of them will simply join the ranks of the unemployed. 

Sainsbury's attended and 
sponsored a conference on 
October 19 that will help 
these schoolchildren make 
the most of their potential. 

Speakers at the Tackl
ing Underachievement 
event at London 's Cafe 
Royal included joint 
managing director David 
Quarmby and secretary of 
State for Education and 
Employment The Rt Hon 
Gillian Shephard MP. 

Over three hundred 
delegates from business, 

government, voluntary and 
charitable organisations 
and education attended 
and could visit display 
stands showing what can 
be done for under-
achievers. Says director of 
corporate personnel Judith 
Evans , 'This event 
i l lustrated how a wide 
range of special ly-
designed programmes can 
achieve resul ts . Good 
practice not only demon
strates good results, but 
shows the added value of 

organisations and business 
working together.' 

News in brief 
Price limit on 
petrol 

All unleaded petrol on JS 
forecourts will now be 
sold at less than 50p per 
litre. Petrol prices are 
notorious for their 
variation across the 
country and JS is the first 
petrol retailer to announce 
a nationwide maximum 
price policy. 

M&S Chinese 
starter 

M&S has set up an office 
in Shanghai, reportedly as 
a first step to expansion in 
China next year. 

Staff watchdogs 

In our July issue we 
introduced a new quart
erly feature comparing JS 
prices across the grocery 
retail industry. 
This month we look at a 
basket of goods chosen by 
staff at Alperton. Our 
undercover shoppers 
compared the JS prices on 

October 17 to prices in a 
South London Tesco. 

The result? JS took a 
slender lead at £60.36 
compared to the Tesco 
total of £61.20 - a saving 
of 84p or 1.4%. Comm
ents retail competi t ion 
deputy manager Steve 
Gotham, 'This suggested 

shopping basket reaffirms 
the pricing advantage of JS 
over competi tors like 
Tesco. A number of lines 
were the same pr ice , 
part icularly on branded 
products , but JS were 
cheaper on several own-
label products , such as 
Freshly Squeezed Orange 
Juice , single oranges , 
frozen sprouts and bleach. 
The JS savings would 
mount up on a larger 
shopping basket and, 
typically, we find Tesco to 
be 3% more expensive on 
the shopping basket 
through analysis conducted 
within the department.' 

In around three months 
we will look at a basket 
suggested by Northern 
region staff. It will be 
interest ing to see any 
regional variations in price. 

Give shelter this 
Christmas 

Shelter , the National 
Campaign for Homeless 
People, needs help to raise 
money over Chris tmas. 
For a fundraising pack -
which includes an advent 
calendar, Santa poster and 
fundraising suggestions -
simply call 0171 505 
2076. 

New depot for 
north 

The new Haydock depot 
supplying market ing 
materials to the North of 
England opened on 
November 12. 

Stools of learning 

From the Daily Telegraph 
October 3: 'Fossi l ised 
faeces are of considerable 

scientific interest . . . the 
oldest human specimen - a 
mere 6,400 years old -
provides some clues about 
the diet of early man. 
"Beetles and cockroaches 
were an integral part of the 
diet" concludes Dr John 
Moore of Salt Lake City. 
Concludes the Telegraph, 
'Thank God for 
Sainsbury's. 

Director turns into 
crime buster 

Joint managing director 
David Quarmby has been 
appointed chairman of the 
government ' s Retail 
Action Group for Crime 
Prevention and member of 
the new Crime Prevention 
Agency. The Group aims 
to help small retailers with 
practical guidance on 
crime prevention. If you 
know of any local retail 
crime prevention projects, 
Katharine St John-Brooks 
would like to hear from 
you on extension 7050 at 
Blackfriars. 

Staff discount on 
kitchens 

Two improvements have 
been made to the use of the 
staff discount card in 
Texas and Homebase 
stores: ten per cent disc
ount can now be obtained 
on kitchens purchased 
through Instal lat ion 
Services; your card in the 
past had to be presented at 
the customer service desk 
in Texas stores - you can 
now simply present it at 
the checkout. 

Blue Peter Appeal 
for junk mail 

The Blue Peter Junk Mail 
Appeal was launched in 
330 stores on November 8. 
Viewers of the legendary 
BBC children's show are 
being encouraged to 
deposit unsolicited mail 
and other paper in a special 
bin we prepared earlier. 
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EVANSVILLE'S NOT SO BAD 
Salnsburys recent ad for 
Indiana Gold seems to have 
caused a few ripples of 
discontent on the other 
side of the Atlantic. 

.7; 

The tongue-in-cheek 
black and white 
commercial portrays 
Evansville - the town 
where the beer is 
produced - as being 

'the most miserable place on the face of the 
earth'. This prompted Lieutenant Governor 
Frank O'Bannon to write, 'Your characterization 
of Evansville as "miserable" is more than 
demeaning, it's inaccurate!'. Even third grade 
students from the local Westside Catholic 

.Consolidated School wrote, 'We do not think it 
I is the most miserable place on earth. In fact, 

we love it here!' 
The Journal decided to get to the truth. 

Evansville Press managing editor Bob Gustin 
explained that Sainsbury's is now the talk of 

the town following the ad. What is his favourite thing about the town? 'The trees here are 
breathtaking at this time of year - we are surrounded by beautiful hardwood forest.' The ad 
also alleges, 'We make two things in Evansville: Indiana Gold and the most miserable 
tractors...' Bob tells us the main employer actually makes refrigerators. 

Frank O'Bannon's press secretary also told us that Sainsbury's is not the first to 
strike out at Evansville, 'Madonna didn't care for her stay here when she was making the film 
A League of Their Own.' She allegedly compared the town to a Turkish prison. Any other 
famous connections? Only that Abraham Lincoln spent some of his formative years 20 miles 
outside the town. Advertising manager David Noble says the ad was not so much a parody of 
Evansville as 'people who were characteristically miserable about life. They could have come 
from anywhere. They are really miserable because they cannot buy their favourite beer.' 

But hang on a minute. David also tells us that the scene was filmed in Lockhart, 
Texas, using locals. Maybe the people and town of Evansville were just too cheerful! 

• /^"'••y/,,/!'^' ' 

SAVE FO 
RAINY DAY 

Remember you have until November 23 to 

join this year's Sainsbury's Savings-Related 

Share Option Scheme. 

nk of Scotland or the 

ty. After five years, all 

^jutions will be refunded plus 

-free bonus of nine months' payments. 

ŷ can then be used to buy discounted 

s option price which has just been 

the share price rises over the next 

s, option holders stand to make a 

.ntial gain. Even if the share price falls, 

s can simply take their savings plus cash 

jonus instead. The savings limit for staff 

' ing over 16 hours per month is £200 and 

• ose with less than 16 hours per month. 

^"'"•Is have been sent to all full and 

. who have been with the Group 

, 1994. If you are eligible and 
I or have not yet received the 

' til Blackfriars on extension 6628. _ 

After almost 100 years of guaranteed price stability, retailers are now free to sell books at whatever price they choose. 

Final chapter for net book agreement 
The Net Book Agreement (NBA) brought together publishers and 
retailers in the 1960s to ensure that books were sold at a set price for the 
six months after launch. This has ensured substantial profits on hard
back books, which can sell for double the price of the paper-back version. 
All Sainsbury's own-brand books were not subject to the agreement 
because JS is both publisher and retailer, but JS sells several best sellers. 

Increased competition in the marketplace, discounting of hard-back 
books by some supermarkets and the success of self-publishing (organ
ising the printing and distribution of your own book, thus cutting out the 
publishers' fees) have served to chip away at the NBA over recent 
months. Then, in September, Penguin Books and WH Smith withdrew, 
signalling the beginning of the end of the price-fixing pact. 

Supporters of the NBA argue that it ensured diversity in UK 

publishing. Independent publishers could flourish with the stable 
pricing and large publishers could invest in new writers. Critics of the 
NBA suggest that cheaper books would increase book sales and 
increase readership. 

David Queen, senior manager in charge of book buying, sees 
mixed fortunes for the industry: 'But the biggest impact will be felt by 
hard-back books - the 'back catalogue' books will continue to sell at 
full price. A lot depends on what supermarkets choose to do with this 
new-found freedom. It may well let into the marketplace the classic 
American-style book discounter. I think the jury's out on the pros and 
cons but we are likely to see a price bloodbath in major titles.' 

As the Journal was going to press the effects of the collapse of the 
NBA became apparent. Book sales increased 47% compared with 
September last year and retailers were reportedly commanding 70% 
discounts from publishers. The future is still uncertain. 



CHEADLE 
Over 200 Mancunians got up early to see TV celebrity Ulrika Jonsson 

open the new joint JS and John Lewis development in Cheadle. The 
Scandinavian screen star may be accustomed to the rough and 

tumble of the Gladiators but nothing could have prepared her 
for the autograph-hunting fans as she cut the ribbon. 

Before the store opened, Ulrika toured the aisles with 
chairman David Sainsbury and could not resist admiring the 
First Menu baby foods display. Her son Cameron had just 

celebrated his first birthday. After talking with the 
excited customers Ulrika retreated to the relative 

tranquility of the staff restaurant where she met 
l y a • a handful of staff before leaving. 
^ jS f The large site incorporates both the JS 

and John Lewis stores, sharing the 
'm same entrance to the striking steel, 

glass and brick structure. Shared 
facilities include a coffee 
shop and upstairs 
restaurant. JS alone is 
packed with the best of the 
newly developed store 
features including a gift-
wrapping service ready for 
Christmas, pharmacy, oven 
fresh takeaway service, 
photolab, fax and photocopy 

facilities and a 100 sq m shop at 
the petrol station. 

d 1 Steve Burgess and Craig 

Hartley (kneeling) 

if^ Neil Evans goes bananas 

stocking the produce 

shelves. 

| > ^ Victoria Perry says 'stop or 

I'll shoot the carnation...' 

David Sainsbury and Ulrika 

cut the ribbon. 

1 ^ Cheadle is the plaice to be 

for fish. L to r: Carol Moss, 

Dave Clarke, Dave French 

and Josie Nolan. 

Address: Wilmslow Road, Cheadle, Greater Manchester / Opened by: Ulrika Jonsson and chairman David Sainsbury / Branch 

t manager: Brian Marsden / Staff: 380 (300 new jobs) / Sales area: 40,222 sq ft (3,737 sq m) / Car park: 1,645 shared spaces 
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Stand aside, Scout! Looks like you migi i t have 

some c o m p e t i t i o n f r o m Guy , a w i r e ha i red 

dachshund belonging t o a Mosbo rough s to re 

customer. Guy likes t o relax after a hard day's 

play wi th a can of Gio. 

n^9 

IS P E A C E 
P E R M A N E N T ? 

John Worledge, 
Veteran, Northampton 
I read tliat the company are 
to expand into Nor thern 
Ireland. I expect the experts 
who advise our company 
have said that it is safe now 
to go there, but the recent 
wavering and impasse of the 
peace talks have made me 
slightly concerned. There is 
a lot of deep religious 
feeling in the country and it 
would not take much to put 
the terrorists back on the 
streets. Have the company 
got any sort of guarantee of 
the safety of the staff and 
the stores? 

Trefor Hales, director 
of retail operations, 
replies: 
While we do not of course 
have any guarantees, the 
board have given this 
extremely careful consider
ation, and we would not be 
undertaking such a move if we 
felt it would endanger our 
staff or our customers. I can 
assure John that we have 
consulted many who are very 
close to the situation in 
Northern Ireland and we 
believe there are strong 
grounds for confidence of 
continued peace. The majority 

of staff who will work for us in 
the new stores do of course 
already work there, and I 
believe there is no shortage of 
management who are keen to 
be involved in the expansion of 
the Midland region. 

S T O R E S I N 
H O L I D A Y 
H I D E A W A Y S 

Barry Stocks, senior 
warehouse assistant, 
Ferndown 
Is it any wonder Tesco have 
taken over from us as the 
leading supermarket in the 
country? 

Having just re turned 
from a short break in the 
West Country, I feel the 
company must be losing out 
on a lot of business due to 
the fact that it's very difficult 
to find a Sainsbury's 
anywhere. 

We were staying self-
catering not very far from 
Barnstaple, but you try to 
find the local Sainsbury's 
there. On the other hand, 
Tesco is right on the main 
road going through the 
town. 

When it comes to the 
holiday season, couldn't we 
inform customers in-store 
where local holiday Sains
bury's are situated? Also, in 

the relevant towns, more 
advertising and better road 
signage could be put up to 
inform potential customers 
where Sainsbury's is. 

Mike Conolly, 
departmental director 
of operational 
marketing, replies: 
/ think it's stretching a point to 
suggest that because our 
Barnstaple store isn't on the 
main road through town it's 
very difficult to find a 
Sainsbury's anywhere. Most of 
our newer stores are built on 
highly visible sites. 

However, I do believe there 
is more we can do next 
summer to make the location 
of our stores in holiday areas 
better known to customers. 
We're looking at providing a 
leaflet in-store, with a map 
showing towns which have a 
Sainsbury's and brief details of 
how to find it. Of course, it's 
possible to do more in terms 
of advertising and signage, but 
budget constraints mean we 
have to prioritise, and this kind 
of support for established 
stores isn't always at the top 
of the list 

S T I C K I N G P O I N T 

Paula Young, 
applications 
development support, 
Blackfriars 
Does the inclusion of JS 
baby foods in the 'Non 
food' section on p I I of this 
month's Journal [October] 
confirm the rumour that 
baby food is actually made 
mostly out of wallpaper 
paste? 

The Journal, replies: 
The baby food buyer Avril 
Grover actually tells us that 
the First Menu range is 
'yummy scrummy' so clearly 
there is a difference of 
opinion. She explained to the 
Journal that all baby products 
come together under the non-
foods buying area, which we 
note does not include 
wallpaper paste. 

W H A T 
I N S U R A N C E D O 
W E H A V E ? 

Peter Wagstaff, Truro 
As an employee in a PFS at 
the Truro branch, I am very 
concerned about the legal 
position of JS and a fellow JS 
PFS worke r praised by a 
customer in her le t ter 
published in JS Journal 
August/September 1995. 

Wi th goodwill and, no 
doubt, competence, a staff 
member changed a needy 
customer's car wheel 
allowing her to drive away 
'safely'. 

However, involvement 
of that vehicle in a future 
incident could well backfire 
on the person responsible 
for changing that particular 
wheel. The eager-to-please, 
willing and able employee's 
action might have damaged 
the vehicle or, due to an 
accident, he may have been 
injured. 

What might have been 
the legal situation had things 
gone wrong at the time or 
later? 

In the same situation, I 
would suggest the customer 
calls in a suitable service to 
rect i fy the problem and 
allow them to use the 
nearest telephone, maybe in 
the kiosk, as part of the 
service. 

Dave Thurston, head of 
group legal services, 
replies: 
/ understand your concern 
about the possible liability and 
safety of our staff who volun
teer to assist a customer in 
difficulties. Our staff are not 
trained as mechanics and 
generally should assist the 
customer to contact a garage 
or motoring organisation in the 
event of a breakdown. If, 
however, a staff member is 
competent to deal with a 
minor matter such as a flat 
tyre then I would not 

H e n r y H a l l , V e t e r a n , 

W a r e 

Hav ing j us t been 

discharged f rom hospital 

after many, many weeks, 

may I, on behalf of my 

w i f e and mysel f , say a 

g rea t big thank you t o 

the wonder fu l and kind 

h o s t o f JS staff , b o t h 

veterans and those sti l l 

working. 

I have been ve ry 

touched by all your visits, 

cards and p h o n e calls 

f r o m Hoddesdon, Bunt-

ingford and Blackfr iars. 

Y o u have all been 

wonderful. 

N o w it's my turn to 

reward you by learning 

to walk. 

J S J O U R N A L 



Michael I re land, cus tomer a t N o r w i c h , Pound Lane 

I wou ld like t o place on record my grateful thanks t o members of the staff of 

Sainsbury's fo r thei r kindness and practical assistance when my invalid scooter 

broke down in the store last week. Your help in phoning Collins and providing a cup 

of coffee and a newspaper while I was waiting are much appreciated. I have related 

the incident to several people and praised your customer care. 

O u r family have shopped at the store since it opened -1 hope to be able to rejoin 

them soon. Thank you again. 

'Sugar and spice and all 

th ings nice. These are 

the favourite ingredients 

my litt le girls are made 

o f , w r i t e s S t e v e 

F r y e r , r e g i o n a l sec

u r i t y a d v i s e r f o r the 

S o u t h W e s t a r e a 

office, 'and the t-shirts 

make great night shirts 

too ! ' 

discourage them from doing 
so. I can reassure you that 
they will remain covered by 
our insurances should there be 
any injury or damage whilst 
trying to provide that extra 
service which our staff 
regularly show. 

T I E ' D O U T 

Ray Simmons, project 
manager proper ty 
group East, Midlands 
area office 
Many people have said how 
dated is the 25 year club tie. 

(Maybe dated 
apparel is cor rec t 
for people who by 
definition are dated.) 
So how about the 
journal running a 
competition to find 
a replacement, with 
categories for both 
humorous and 
serious entries. 

May I offer the 
attached, kindly 
loaned by Les Cole 
of s tore format 
group (yes he really 
wears It) as an entry 
to the humorous 
section. 

Mar t in Prat t , 
employee services, 
replies: 
Yes, the design is a little old 
now - indeed one recent 
achiever of 25 years 
remembers the design being 
worked on when they first 
joined jS! So perhaps now 
would be timely for some 
alternative suggestions. We 
cannot promise to adapt any 
ideas for the future tie, there 

may be technical difficulties 
attached (i.e. expense) but 
please do forward your ideas 
to us at employee services. 

E N T I T L E D T O BE 
C O R R E C T 

Francesca Todd , 
shareholder services, 
Blackfriars 
Why does the staff discount 
card have the tit le of Ms. 
for all female members of 
staff, when all other person
nel documentation states 
the correct t i t le (ie what 
that person would like to 
be called. Miss, Ms or Mrs). 

Joanne Murphy, 
discount card project 
manager, replies: 
Not all staff discount cards 
refer to female staff as Ms. 
The following may explain 
how your situation has 
occurred. 

The staff discount card is 
managed by a computer 
system called the Card 
Management System. This 
system calculates an 
individual's entitlement to 
receive the staff discount card, 
and sends the card 
manufacturer requests to 
produce new and replacement 
cards. The Card Management 
System is fed information 
from the different group 
personnel systems. So the title 
one is given on the staff 
discount card depends on 
what information is held on 
the personnel system. The 
personnel system for jS head 
office staff operates indepen
dently from the payroll 
system, so it is possible for 

someone's title on their 
payslip to be different to their 
title on the personnel system. 

Anyone who wishes to 
change their title to Mr, Mrs, 
Miss or Ms should contact 
their dedicated personnel 
department. Once the title 
changes on the personnel 
system, a message is 
transmitted to the card 
management system and a 
request for a replacement 
card with the preferred title 
will be made. 

D O W E N E E D 
D I S C O U N T L I M I T ? 

Mrs P Gi l lman, London 
Concerning the staff dis
count of 10% for shopping, 
I wonder why it couldn't be 
Increased to say 15% or 
20% instead because 
everybody would gain, 
including Sainsbury's 

T L i t t l ewood , cus tomer a t Selby Road, Leeds 

I have a three-month-o ld daughter who decided she 

did not want t o do any shopping so cried all the way 

r o u n d y o u r s t o r e last W e d n e s d a y . As you can 

imagine, by the t ime I reached the checkouts my 

nerves were in shreds. I had no idea how I was going 

to manage t o load my goods on t o the belt, let alone 

pack them. I need not have wor r ied - within seconds 

t w o members of your staff were at my side offering 

assistance. 

There are very few stores around today that are 

children-friendly but yours actually makes it a pleasure 

t o shop w i t h t h e k n o w l e d g e t h a t c h i l d r e n are 

welcome. 

Pat Louder , cus tomer a t Far l ington 

Old fashioned service is not dead! Today I purchased 

some fresh braising steak t o make a boeuf bourgignon. 

Hav ing f r i e d t h e bacon and o n i o n s , t r a g e d y - I 

d i scove red the beef was f r ozen so l id . I rang the 

butcher at Sainsbury's, who said he would be pleased 

t o exchange i t if I cou ld r e t u r n i t t o t h e s t o re . I 

explained that I had several other pots cooking on the 

stove, which couldn't possibly be left w i thout ruining 

t hem, so the dear man jumped on his bicycle and 

delivered a fresh pack straight t o my door, explaining 

t h a t one o f t h e s t o re ' s f r idges had deve loped a 

problem. I really feel his excellent service should be 

rewarded. H o w about a new pair of bicycle clips and a 

cash bonus? 

because you would buy 
more. I have heard that 
Boots The Chemist gives 
17% discount. 

Sally W a t s o n , senior 
manager, remunera t ion 
and personnel policy, 
replies: 
In order for our staff discount 
scheme to remain a non
taxable benefit, the Inland 
Revenue require the discount 
to be less than the gross 
margin on products (which is 
why petrol cannot currently be 
puchased with staff discount). 

Some companies sell goods 
with a high gross margin and 
can therefore operate a 

higher percentage discount. 
In food retailing, margins are 
relatively low, and raising staff 
discount to 15% or 20% 
across the board would break 
the Inland Revenue rule. 
Considerable systems develop
ment would be necessary for 
JS to operate a variable rate 
of discount for different 
products and therefore our 
staff discount is currently set 
at the more generally 
applicable rate of 10%. 

On a positive note, don't 
forget that the maximum 
amount of shopping which 
can be purchased using the 
staff discount has increased 
from £1,000 p.a. to a review 
limit of £5,200 p.a. 

B e r y l F e l l , c u s t o m e r 

a t Marshal l Lake 

O n July 2 , in t h e 

confusion of fetching our 

two-day-old granddaugh

t e r f r o m h o s p i t a l , w e 

omit ted t o buy any baby 

milk! 

A t 3:50pm we made a 

f r a n t i c p h o n e cal l t o 

c u s t o m e r serv ices and 

w e r e assured y o u had 

t h e r e q u i r e d b r a n d , 

wou ld leave it ready for 

c o l l e c t i o n , a n d , if t h e 

d o o r was l o c k e d , t h e 

password was 'Claudine!' 

Many thanks and well 

done. Mother, baby and 

grandparents now doing 

fine! 

P Campsa l l , 

cus tomer a t 

W a k e f i e l d 

Since your store opened, 

my 8 3 - y e a r - o l d f a the r 

and myse l f d id o u r 

w e e k l y shop t h e r e 

e v e r y W e d n e s d a y . 

Someone would always 

help f ind anyth ing he 

couldn't see, and there 

was always t ime fo r a 

laugh at the checkout. 

He app rec ia ted t ha t . 

Some places have no 

t ime for old people and 

treat them like freaks. 

Sadly, Dad passed 

away in September. 
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Crate expectations 
store staff will be winners witli the new universal crate, since tliere will be less 
cardboard to bale for recycling. In fact, tliese crates will eventually save 20,000 
tonnes of cardboard per year. 

I hat fact has won Sains-
bury's f i rst prize in the 
Institute of Grocery Distri
butors Packaging IVIanage-
ment Environmental Competi
tion for replacing cardboard 
outer packing with the new 
crates. 

Branch and depot staff 
will already be familiar with 
the universal crate, but as 
the distr ibution division 
develops this progamme 
further, more and more 
products will be delivered in 
the reusable, recyclable 
crate. Not only are these 
crates easier to stack and 
handle than cardboard boxes, 
they also offer far more 
protection for goods, reduc
ing company stock losses 
through damage. 

The Primary Distribution 
team has been working on 
the opportunit ies for 
improving the receiving and 
delivery of stock for some 
time with supplier LINPAC. 
They are so impressed with 
JS crate development they 
have dedicated an area of 
their production site as the 

The new universal crate. 

'Sainsbury Crate Centre.' 
With over 800 different 
cardboard boxes and six 
other types of plastic crates 
already in use, streamlining 
the supply process to 
reduce the types of outer 
packaging has not been an 
easy task. At £2.50 these 
crates might appear expen
sive compared to cardboard 
boxes, which average 15p 
per box. However, since they 
can be used for many years 
they quickly pay for 
themselves, and then go on 
to save money by avoiding 
the proposed levy charged 
for waste cardboard thrown 
away. 

The new crate comes in 
two sizes which can be 
stacked together. They are 
hygienic, as they will be 
cleaned every t ime they 
return to the suppliers. 
Branch staff do need to keep 
these crates empty for the 
return journey to the 
supplier. The crates may be 
a handy size for lots of 
things but they should only 
be used for delivering 
product. 'Suppliers have 
found branch uniforms, 
rotting food, a SABRE 
handset, broken glass and 
general waste in returned 
crates,' says Mike Pratt of 
primary distr ibut ion. 'Of 

course this creates comp
letely the wrong impression 
with our suppliers and, since 
we've asked them to use 
this crate to make all our 
lives easier, it's not really 
fair to make their's harder.' 

These crates are just part 
of a whole new packaging 
and delivery system, incorp
orating new recyclable plastic 
dollies which will also be 
lighter and easier to use 
than roll pallets. 

Even if this new plastic 
equipment becomes unus
able, it can still be ground up 
into plastic chips, and 
reused to make more crates, 
dollies or bollards for roads. 
They can even be burned to 
recover energy - since 
plastic is an oil product, it 
burns at the same rate as 
oil. So oil could be made into 
a crate, used for five or ten 
years, making hundreds of 
trips to and from suppliers in 
place of cardboard boxes, 
then chopped up and made 
into a bollard and used for a 
year or so on the roads, and 
then recycled again and 
burned for fuel. Now that's 
value for money! 

SAY IT WITH FLOWERS AND WIN A 
BOUQUET 

The Sainsbury's/Interflora Fresh Flowers Delivery 
Service was launched to 
all JS stores in October. 
Sainsbury's customers 
can choose from 
specially selected 
flower arrangements 
between £15.00 and 
£25.00 which are 
delivered to the door the 
next day. Full details are in the 
in-store leaflet, which will also help 
you answer our simple competition 
question. We have ten top price bouquets 
on offer for the first ten people out of the hat 
who correctly tell us what is the Freecall 
number. 

ENTRY FORM 
The Sainsbury's/Interflora Freecall number is 

Full Name 

Work location 

Daytime contact phone number 

Send your completed entry form, in an envelope marked Flower 

I Competition, to JS Journal, Rennie House, Blackfrlars, or by Royal Malf to 
the address on page 2. Your entry must reach us by December 22. 

1 0 I Entrants must work for, or be Veterans of, one of the Sainsbury Group 
I companies. Only one entry form per employee please. 
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Betty and Jack 

Love is one of your favourite 
ingredients, as we found out when staff 

shared their love stories with us in 
just/September's romance competition. 

Choosing just one of the heartwarming tales 
was difficult but we think Jack and Betty Byrne's story 
stood out. Both are veterans from Haslemere in Surrey. 
Their prize will be a chance to rekindle their love 
courtesy of the Everybody's Favourite Ingredient co
ordinating team. They will dine at the Ritz and stay at 
the top London International Hotel, and the highlight of their trip will be a day on the British 
Pullman carriages of Orient Express. Here is Betty and Jack's story told by Jack: 
'One day in the spring of 1945, one of the waitresses at the Montgomery Club in Brussels 
complained to her supervisor, Betty, that a group of four soldiers were monopolising a table in 
the dining area and refusing to move. Singling me out as the ringleader, this 6 V2 stone slip of a 
girl simply told us to shape up or she would call in the military police and have us ejected 
forcibly. Apart from being a beauty, there was something about this girl that prompted me to get 
to know her better. 

'From then on I pestered her daily for many months. It was an uphill battle, not only because I 
was very much out of favour, but also because Betty was already engaged. In September I was 
posted to Germany, but a few weeks later returned to Brussels on a 14 day leave. During this 
time we saw each other daily, albeit sometimes only for a few minutes. I was not in the mood to 
let go as I had become very close to this girl, and thankfully my persistence paid off. 

'For the past two years we have worked side by side in the Godalming store from 6am to 
10am on weekdays, ensuring that the bread shelves are free of scraps. Personally, I consider 
myself extremely fortunate in every respect. We've had a super married life, have two loving 
daughters and four grandchildren. Could one be more lucky?' 

JSJOURNAL 



IT'S ALL TH& 
Early next year Sainsbury's will become one of the first UK super
markets to stock a food product made using genetic modification. The 
humble Caiifomian Tomato Puree Double Concenteate has caused quite 
a stir. 

I W I '̂̂  '^^^ been modifying plants 
I i T i I and animals since the dawn of 
I I i I civilisation througli selective 
• ^ • ^ • H breeding. A farmer from the era 
of William the Conqueror travelling through 
time to visit a modern farm would not 
recognise many of the crops being grown. 
Plants have been continually cross-bred, for 
example, to achieve various aims. Wheat 
yields were tripled over the Agricultural 
Revolution, the variety of apples has increased 
and their flavour improved, and cattle have 
been bred to select desired characteristics. 

Genetic modification is seen by food 
scientists as a more efficient way of achieving 
the same ends. Director of scientific services 
Geoff Spriegel explains, 'Conventional cross 
breeding is very hit and miss. You want the 
best from two strains but you can also get the 
worst along with it. Genetic modification is 
quick and precise - you can isolate the actual 
gene that makes a plant resistant to a 
disease, pick it out of one crop and put it into 
another.' 

The new tomato puree incorporated the 
solution to an age-old problem with the fruit. 
To ensure the maximum flavour, the farmer 
needs to pick the tomato when it is ripe. But, 
after ripening, the tomato becomes squidgy. 
The mechanical method of picking tends to 
cause some damage to the fruit so a 
proportion of the crop is spoiled. ICI off-shoot 
company Zeneca came up with the solution: 
slow down the ripening process. And how do 
they do that? 

The centre of every living cell contains 
chromosomes - every human contains a unique 
combination of 23 pairs. Chromosomes act 
like the board of directors, co-ordinating all the 
complex changes and qualities of every living 
thing. But it is the twisted rope ladder of the 
DNA that ultimately determines how every 
living thing turns out. In the DNA are the genes 
that make up the code to all life. And genetic 
modification is all about tweeking the DNA 
code for the desired result. 

In the case of the new tomatoes, there is a 
gene that instructs the tomato to go mushy 
when it becomes ripe. This gene activates the 
release of an enzyme in the tomato with the 
snappy name of polygalacturonase or PG for 
short. The tomato is kept firm by pectin - the same stuff that makes 
jam set. PG breaks down the pectin. Giving the tomato an extra 
modified PG gene slows down the ripening process. Hey presto, a 

going to be of crucial 
the next 40 years and 
people without it.' 

tomato that stays firm for longer. The better 
tast ing 'Flavr Savr' tomato has been 
genetically modified to stay fresher for longer 
and the Americans have been buying it for 
years. 

A similar process has been applied to the 
tomato for the new puree. There is less 
damage when picked, and less energy is 
needed to make the puree (it needs to be 
evaporated to bring it to the right thickness) 
and less water (a prized commodity in parched 
California). The end result is a puree that is 
ten per cent cheaper for the customer but 
otherwise identical to the non-genetically 
modified version. 

Some journalists have suggested this will 
lead to a host of Frankenstein-like creations. 
It is theoretically possible to transfer genes 
between the plant and animal kingdoms: 
impossible using conventional cross-breeding. 
The grotesque visions suggested are not likely 
to happen according to Geoff Spriegel, simply 
because there is no market-led need for such 
products. Much more likely developments are 
vitamin enriched fruits and vegetables, oils 
with a healthier fat balance and disease-
resistant crops. 

Senior manager of corporate issues Tim 
Johns explains that 'if this technology is to be 
accepted by society we have to be wholly open 
and clear about the subject. We are totally 
committed to the provision of information.' 
Consequently, the new puree is clearly 
labelled as being 'made with genetically 
modified tomatoes' and JS is working with 
major industry body the Institute of Grocery 
Distribution to ensure consistent labelling. 

Two years ago Sainsbury's set up an 
independent committee to ensure it forges a 
responsible lead in the approach to the 
emerging technology. The committee includes 
people drawn from the worlds of plant science, 
consumer representatives, ethics and 
agriculture. One of them is Norfolk farmer and 
environmentalist David Richardson. David is 
sympathetic to consumer reservations about 
biotechnology but is convinced of its benefits: 
'We must be cautious. We need to be sure 
that such developments are safe and 
beneficial to both farmer and consumer. But I 
am convinced that genetic modification is 

importance: the world's population will double in 
I don't know how we are going to feed all those 
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SAINSBURY'S IS HELPING AN EXPLORER WITH A RECORD-BREAKING ANTARCTIC TREK 

POLE POSITION 
IF YOU ARE DREADING THE IMPENDING WINTER COLD, 

SPARE A T H O U G H T FOR ROGER M E A R . A T THIS VERY 

MOMENT HE IS PROBABLY MUNCHING ON CONCENTRATED 

J S BUTTER IN TEMPERATURES OF -40°C. 

n November 3, Roger Mear began a trip that could 
put him in the record books as the first man to 

I cross the Antarctic alone and unsupported. 
Sainsbury's unique sponsorship of this, the last remaining 

Roger's route across Antarctica 

great land journey, provides all Roger's food, nutritional 
advice and £25,000 towards the £150,000 operational costs. 

For the 100 days the journey is likely to take he must 
consume double the calories of an average man. That 
means he needs 5,800 calories per day. But Roger must 
balance his diet very carefully to ensure he takes in enough 
energy for the exhausting 1,700 mile trek, as well as the 
right balance of nutrients. 

Community development manager Rod Sellers is co
ordinating the sponsorship: 'There is no single right diet - it 

is all about information and understanding related to 
nutritional needs. Roger's is an extreme example and the 
diet needed for this solo walk is exceptional. But it does 
highlight the universal importance of dietary planning and 
control. Roger's adventure is a dramatic way of getting that 
message across.' 

Company nutritionist Gill Fine organised the effort to 
pull together the food in a few short weeks. She needed to 
ensure the food will provide the energy and nutrients as well 
as appeal to Roger's tastes. 'The human body is an 
amazingly complex machine and one of the most important 
aspects is nutrition and health. We all have different 
requirements and Roger's is an interesting case because of 
the stress he is putting his body through.' Roger put on 
weight in anticipation of losing it during the trek. But the 
general idea is to lighten his load. Everything will be hauled 
by sledge, most of the 250kg (around 5501b) weight being 
food. Consequently, everything is either concentrated or 
dried. To make an 'unsupported' crossing he must take 
everything he needs, but the more food he carries the more 
energy he will expend pulling it. 

Three of his favourite freeze-dried meals were 
supplied through Shaw's in the US. They will be rehydrated 
using melted snow. It is vital he consumes enough fat to 
provide sufficient energy. That is where the concentrated 
butter comes in. His daily diet will include a third of a slab 
plus a bar each of JS white chocolate and milk chocolate. 
Roger tells us that eating the butter is not as stomach 
churning as it sounds because it takes on the texture of 
cheese in the extreme cold. Salami provides more fat and 
protein - but cut into thin slices so he can still chew it when 
it freezes hard. He is also taking milk powder to provide 
vitamins and minerals. Assorted biscuits provide 
carbohydrate, fibre, protein and fat in a form easily handled 
whilst wearing gloves like mini sleeping bags. 

12 JS JOURNAL 
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Roger and nutrition co-ordinator Sara Gaiiaglier malte sure his 
120 days of rations are paclced just how he lilces them. 

Below: Roger using the parawing that will propel him 
across the icy expanse of Antarctica. 
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The diet might sound unappetising but there is just 
enough variety for Roger. He points out philosophically 
that most of the world eats rice almost exclusively so he 
can hardly complain. In fact, he tells us that those five 
minutes before his pre-determined meal times are the 
worst, when his biting hunger makes concentrated butter as 
appealing as caviar. 

The bags used to pack his daily rations are made of 
three layers of a special light plastic. When vacuum packed 
they prevent air getting in and spoiling his four months of 
supplies. The only concession made is one small JS 
Christmas Pudding. Environmentalists can be assured that 
Roger will not be littering one of the last wildernesses - he 
intends to bring back all his rubbish. 

Amazingly, the conditions of an 'unsupported and 
solo' crossing permit Roger the choice of any mode of 
transport. But the human body is such an efficient machine 
that it beats huskies, motorbikes or skidoos, which would 
all need to take their own 'fuel'. He also has his secret 
weapon which will harness the strong Antarctic winds. His 
'parawing' is a form of parachute that can pull him 40 
miles on a good day instead of the 17 he expects to cross 
by foot alone. To cut down on the friction of dragging his 
specially designed sledge, its runners are spaced to fit into 
the tracks of his skis. The aim is to minimise in every 
possible way the energy Roger expends. 

The whole expedition will clearly be physically 
exhausting. But Roger is now accustomed to the strains 
imposed by the icy wilderness: he is an experienced 
climber of Himalayan summits and he was the first to walk 
to the South Pole in 1984. Roger was actually looking 
forward to the solitude: 'Being alone for the three months 
will be so intense. You just go into your own head and live 
by your senses.' Being alone and unsupported means that 
Roger will have no contact with people for the whole 

journey. He is being tracked using a satellite transmitter that 
he activates each day. In a way, he won't be alone though, 
because people can track his progress on the Internet 
(www.the planet.net/soloantarctica/ and http://www.j-
sainsbury.co.uk/) and on BBC TV's Blue Peter programme. 

The only time Roger is likely to see civilisation is at 
the South Pole itself, a surprisingly well-populated 
settlement. In fact he is rather dreading the rendezvous: 
'That one day will disturb my psychology.' He recalls 
reaching the first road after weeks of isolation on an 
Alaskan expedition, 'There is a total absence of smell in 
such an environment, it's like sensory deprivation. I could 
smell traffic that had already passed, and there was an 
overpowering smell of the tarmac. When I get to the Pole I 
will be able to smell the plastic and diesel.' 

Despite the lack of sensory stimulation, Roger is 
unlikely to get bored. When he is not dragging the sledge he 
will be either sleeping, setting up camp, preparing his meals, 
compiling his video diary or reading for the tenth time one 
of the two books he is taking (more books would mean more 
weight). 

Sadly Brits do not have a confidence-inspiring record 
for this chilly jaunt. Sir Ranulph Fiennes failed in 1993 
having lost a third of his body weight and was airlifted out 
300 miles short of his goal. Eighty years earlier another 
Brit, Sir Ernest Shackleton, was stopped when his ship was 
crushed in the ice pack. But the most poignant failed effort 
was that of Scott in 1911, whose whole team perished on the 
ice. Then, as now, competition comes from a Norwegian. 
Former deep-sea diver Borge Ousland beat Fiennes to the 
North Pole back in 1993. Now he's attempting the same feat 
as Roger, and left a few days after Roger. But this time the 
Brit has the help of the country's leading grocery retailer. 
We will keep track of Roger in the Journal and there will be 
a full report next year. 
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A Feast for the Imagination 

1 heor 

Ten Years o£ 
Sainsbury Brand Books 
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'I Hear' was one of the 
first titles published 
back in 1985. Ten 
years later, the series 
is still going strong. 

Once upon a time, In Saet ten years ago, 
tiie idea tiiat a supennarket •woulA sell high 

quality children's books ivas so outrageous that Salnsbury's caused 
o£ protest nvhen it launched tities like Teddy's House' and 'If I inrere a Train 

Driver' on the British market in confunction 'with Walker books. 
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The protests came from booksellers who regarded 

the formidable combination of Sainsbury's and 

Walker's in creating good books which cost less as 

unfair competition. Previously, retailers' own 

brand children's books had been somewhat 

uninspiring. Walker Books had an enviable 

reputation for superbly illustrated books by top 

authors and illustrators, including Helen Oxenbury, 

Nicola Bailey and John Bumingham. The new 

series was launched in March 1985 under the 

slogan 'Now Sainsbury's feed the mind'. 

If booksellers opposed the sale of children's 

books by JS, others were in no doubt as to its 

virtues. Typical comments from consumer 

magazines were 'superb' and 'a delight', while one 

mother wrote to the Bookseller commending JS's 

initiative. 'Into this urban wasteland (Stamford Hill 

North London), has appeared a ray of culture -

Sainsbury's Walker books. These cater precisely 

for pram-bound mothers 

who cannot get to a 

bookshop.' The popularity 

of the books spoke for 

itself, with sales rising to 

two million a year, 

confirming Sebastian 

Walker's prediction that 

'the more books that are 

sold, the more will be 

required'. 

The first Sainsbury's children's books were 

aimed at the under-fives. Over the years the 

range of books has increased steadily. The 

original board books, story books and play and 

learn books have been joined by a wide range 

of other types of book, including puzzle 

books, stories for older children and fact 

*^ books. Characters such as Bramble the 

intelligent (but noisy) cow and Harry the 

technically-minded hippo have endeared 

themselves to JS's youngest loyal shoppers. In 

1990, JS broke new ground by introducing the 

Home Learning Series, helping parents to support 

their children's skills in maths, science and reading 

NowSainsl 
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MieMie t.:artlid8B, an«h« »lebi9t«l 
illuitia«* knew* hew much yew ia« iwjT 
letidybwt IB h« beiA* show'fekly Aimg 

A\ il^ thm^ "^ lik« H9 ^ ERtm hangtiig m 

W3IIIWH1H niltnin.AHi',iifitiotiwt ami Hiit»in' 
Tiiynws. 

ftimtdw hands (4to6s'eaft)iM'\fr (lui 
'fcpad II* a wniy' miige. 

liai'h l>fiok (OHwms «waal po(iyUf laiiy 
takf that an- all WayiiMiy illuniatd and 
wm|>lyKild-

Thc hoold aRawailahls iKhu and >«u 
nughf lite »lei ytntf (MWIWI knnw tfwy W wf>' 
reaiwaNvifn™ 

"ItiK>n'U>i'«i,\vi'Wi->!|iriiHi}i. 
i-w-inianKcklievki 

'Sebastian Walker had a 
vision' says David Lloyd, 
managing director of 
Walker Books. 'He was 
buying frozen peas one 
day at Sainsbury's, and 
suddenly thought 
"wouldn't it be wonderful 
if buying children's books 
was as ordinary as this?" ' 

How it all began: the advertisement which launched JS own brand books. 

through the early years of the new national 

curriculum. Non-fiction titles have included the 

Blue Peter Green Book, which was so successful 

that it went into three reprints within the first year 

after publication, fact books, like the Sainsbury's 

Book of Religions of the 

World, and most recently, a 

wildlife series published in 

conjunction with the BBC 

Natural History Unit. 

If bringing quality 

books to a wider audience 

was not sufficient 

achievement, JS has also 

made some real 

'discoveries'. Nick 

Sharratt, whose first books for JS were two 'lift the 

flap' books published in 1991, has attracted a huge 

following as a result of the six toddler books which 

he has written and illustrated for JS. Says Caroline 

Royde of Walker Books: 'Sainsbury's books have 

given Nick much wider exposure than he would 

have had through bookshops. As a result, he has 

achieved something of a "cult" status.' 

Selling own brand books in a supermarket 

setting presents special challenges which no other 

retailer has addressed as successfully as JS. David 

Lloyd, managing director of Walker Books, 

believes that 'Sainsbury's long-term commitment 

and understanding of the creative process place it 

Now Shaw's Feeds the 
Mind. On 1st November 
1995, Shaw's became 
the first food retailer in 
North America to 
publish a range of 
exclusively developed 
own brand children's 
books. The series of 
32 titles is published in 
conjunction with 
Candlewick Press, 
Walker Book's sister 
company in America. 
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Above: Chairman David 
Sainsbury seeks 
guidance from the 
experts in cutting the 
calce at JS's boolc 
birthday party. 

Left: The wildlife series 
published with the BBC 
Natural History Unit. 
Right: From the 
Sainsbury's Monsterously 
Funny Joke Book. 

"What 3i<3 the policerrion 
Say to his t u m n y ? 

beyond competition.' 

From commissioning a title to delivery can 

take up to two years. Says Jane Wakeling, JS book 

buyer: 'We have to fit in with top authors' busy 

schedules, research time (you could actually build 

a house with Harry the hippo's book!), as well as 

having the patience and commitment to get each 

book right.' 

If buying books differs from other own brand 

products, selling them does not. Says Jane: 'As 

with other grocery shopping, people make 

decisions very fast. They don't have time to 

browse, so you have to make it easy for them to 

know what a book's about and whether it is 

suitable for their child. Price is also crucial - our 

books are an amazing bargain: for 99p you can buy 

a real work of art - that's less than the price of a 

comic' 

Coloured banding along the spine of each 

book, attractive covers, and guidance over the age 

group for which a book is suitable, are all features 

which JS has introduced to make choosing books 

Even the height at which books 

are displayed is carefully 

considered, as many parents 

encourage children to choose their 

own. Thus board books tend to be 

placed, at trolley-seat height, and 

those for slightly older children are 

displayed on the lower shelves. 

Jane explains: 'The reason why 

we have so many titles is partly the 

difference in age groups and subject 

areas we need when catering for 

children aged 0-11, but it is also that 

we are constantly rotating and 

refreshing our displays. So we won't have all titles on 

display at one time, but will rotate them so that a child 

can choose Teddy's House on one visit, and then 

move on to further adventures with Teddy. We know 

that a lot of people collect our books. We aim to draw 

kids into reading by looking for the next title in a 

series.' 

Ten years is a long time in a child's life, and over 

the period that JS has been selling children's books, 

several of its titles have 'come round' several times, 

so that the youngest members of a family can share 

the enjoyment of buying and reading titles which their 

older sisters and brothers discovered back in 1985. At 

a rather special birthday party on October 3, authors, 

publishers, JS people and their children (to say 

nothing of Noddy, Pingu and Postman Pat) celebrated 

in style. 
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ICHECK THIS OUT 
Advertisers love Sainsbury's 

Shirley shows 
her class 
Shirley Smith from Bury St. 
Edmunds store recently won the 
Suffolk Ladles 2 Wood Singles. 
Competing successfully is nothing 
new for Shirley, who has been 
lawn bowling for about eight years, 
and is also an active netball 
player. At one time she even 
played football! She says, 1 hung 
up my boots after I was married, 
but I still love to compete!' In 
August she went to Skegness to 
take part in the bowling national 
finals, but with two to three 
thousand spectators looking on, 
she found the pressure a bit too 
much and lost. She played well, 
though, and looks forward to 
competing again next year. 

Local advertising on till receipts 
is reaping rewards according to 
Archer Road store in Sheffield. 
The manager of a local hotel who 
uses this advertising wants to 
promote Sainsbury's in his hotel 
with a photographic display in the 
hotel foyer. Alison Chandler, 
VIkki Wilson and Jill Wells are 
featured in the photo along with 
the manager of the Beauchief 
Hotel. 

It's not every day that children ask 
to go shopping, but that's exactly 
what they did over the school 
holidays in Hertfordshire. Haverhill 
store offered a free play area to 
keep children occupied while 
parents got on with the shopping. 
Members of staff with various 
child care qualifications kept 
children amused with art 
activities, a ball pond and a 
bouncy castle. 'The scheme was a 
brilliant success,' deputy manager 
Adrian Cousins told the Journal. 
'Most customers wanted to pay 
for the service - and were 
delighted when told it was free! 
We'll definitely run the programme 
again next summer.' 

Ian Summers, customer services assistant (left) and an employee from 
Shoe City keep an eye on the children. 

That's entertainment 
The retail park at Colton held a 
bonanza of events over the 
August Bank Holiday in an effort 
to increase trade and really put it 
on the map. Entertainment at the 
Selby Road store located in the 
park included a magician and 
balloon twister, a jazz band, a 
drama workshop, and a bouncing 

castle for the younger children. 'It 
was certainly a success from our 
point of view,' says senior deputy 
manager Adrian Roebuck. 'Of all 
the branches we ended up having 
the best trade increase over the 
holiday weekend - despite 
inclement weather.' 

Sign up for the league 

East Ham are setting up a football 
team and are looking for skillful, 
dedicated and committed players for 
all positions. They've already secured 
sponsorship and will be playing in the 
Corinthian Sunday League. Players 
who'd like to strengthen the squad 
are invited to contact Jason Zammit 
or Glen Starkey at East Ham on 
0181 503 4997. 
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Lion's share of fun 
Ashford store invited the Lion King over to 

boost sales for tine launcli of the Lion King 

video. Children were able to watch the video 

while parents shopped, and everyone enjoyed 

the Lion Bar handouts from the King himself. 

Sue Bradley, customer services assistant, 

entertained children in store as 

the lovable lion. 
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Fosse Park Pirates left to right, bacl( - Dave IVIoore, Luke 
Stretton, Steven O'Hare, Paul Spence, Craig Williams. 
Front - Sharon IVIoore, Karan Biggs, Fiona Hollamby, 
Jayne Hawthorn, Liz Prosser. 

Victory alioy! 
It's been a knockout season for 

Fosse Park, who won the district 

It's A Knockout competition in 

August. Not satisfied, they 

entered the Grocers Benevolent 

Competition on September 10, 

and despite rain and new team 

members, won that as well! 'Lots 

of fun was had by all,' says 

personnel manager Jayne 

Hawthorn, 'although our arch rival 

Belgrave Road may disagree on 

this!' 

\AA-Arumm 

staff at the South East regional office had 
a nasty shock on September 8 when a 
rotting tree crashed down and damaged 
cars in the car park of the Bromley offices. 
Four cars, all owned by Sainsbury's staff, 
were damaged in the accident. 

review 
THE SIGHTS AND SOUNDS OF CHRISTMAS 

Christmas is the busiest time of year for audio 
and video, and the home entertainments departments 

are gearing up for the rush. 

An exclusive range of seven classical music CDs 

developed in conjunction with the Classic FM 

radio station is being launched on November 20. 

Themed titles only available in JS will include 

Gregorian Chants and Classical Spectacular, all 

at the spectacular price of only £7.99. Other new 

CD releases for November include Queen - Made 

in Heaven; Beatles - Anthology 1; Enya -

Memories of Trees; Cher - It's a Man's World 

and Meatloafs Welcome to the Neighbourhood. 

Last month we looked at the latest developments under the Sound 

and Vision image, launched at Banbury. Basic elements of the 

Sound and Vision image have now been incorporated into all 

stores with home entertainment. Marsh Mills has just received the 

full Banbury Sound and Vision treatment and Hedge End gets the 

make-over at the beginning of December. 

This month we take a look at some of the new music and film 

releases. One of the big video releases will be Miracle on 34th 

Street which is now in most JS stores. A remake of the classic 

black-and-white movie, this time Richard Attenborough is Father 

Christmas. Santa is in the dock, trying to prove he really exists, 

and the very magic of Christmas is on trial. 

I Bexhill personnel assistant John 
Chapman reviews the film for the 
Journal: 

is definitely no action film. It is very 
stable, a real feel-good movie - the 

sort of thing your mother would love. 
Though it is not my sort of film, I must 

; admit I really liked it. By the end I was 
really rooting for Santa. It is not so much 
a kids' fi lm, more a family emotional 

drama.' 

Five new videos for November include Interview with the 

Vampire, The Specialist, Junior, Nightmare Before Christmas and 

Batman Forever. 

If you would like to review a video in the Journal, send in a review 

of your favourite film to the address on page 2 or through e-mail. 

The review should be no longer than 50 words, typed, including 

your full name, work location and daytime contact telephone 

number. 
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STORES AT LARGE 
Y O U R A C T I V I T I E S IN T H E C O M M U N I T Y 

Screaming for 
the childrei 

Blackhall creates excitement for the children. 

Awareness grows 

r/5^ 

! • 
Green faces were the order of the day when staff at 
Bletchley store went rollercoaster crazy in an attempt 
to raise funds for the 1995 Children in Need Appeal. 
They set a British record for the largest number of 
different rollercoasters ridden over a 36 hour period. 
Staff visited 12 parks in total, taking 51 rides on 
October 28 and 29. The Royal IVlail agreed to supply 
transport to the parks, and they've arranged for the 
event to be videotaped and broadcast on one of the 
advance Children in Need Appeal programmes, leading 
up to the big event on November 24. 
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Bright and busy 
To coincide with the 
launch of the Schoolbags 
scheme, Middlesbrough 
store held a Fun Quiz for 
children. They were 
asked to complete an 
entry form by answering 
15 questions about 
products in the store. 
Every child who handed 
in a completed entry form 
received a small prize. 

and every correct entry 
received 100 Schoolbag 
vouchers for their school. 
The correct entries were 
also put into a main prize 
draw, and lucky winners 
Andrew Hughes and 
Antonia Connorton, 
pictured here with store 
manager Nick Allcock, 
rode away brand new 
mountain bikes! 

Sainsbury's Disability 
Awareness programmes 
are not only forging ahead 
at many stores, they are 
also attracting attention 
from the disabled 
community. Some 
profoundly deaf children 

IVIerry Hill's Zoe Guest helps out Jean Bonser who cannot 
bend down. 

Answering a desoerate need 

Julie Meacham (second left) and Becky Vernon (second 
right) getting a send off for their Croatian adventure from 
(l-r) Julie Pike, David Bridger and Jackie Ward. 

'Very scary, but really worthwhile,' is how 
describes her trip into war-torn Croatia in 

September. She was joined on her mission by Becky 
Vernon who works with Julie at the Poplars store in 
Steven.) , and Rob Tucker, a driver from Buntingford 
depot. Supplies were gathered through fundraising 
ventures at the store, and staff chose Becky and Julie 
to represent them as part of a larger aid convoy. While 
in Croatia they visited a children's hospital, described 
by Julie as 'quite upsetting,' and several refugee 
camps. 'You could see that the supplies were really 
needed and that you were making a difference.' 

from Heathlands School in 
St. Albans requested a 
visit to their local store, 
which they made on 
October 10. Impressed 
with the minicoms and 
sign language training 
programme, they sent 
posters celebrating their 
visit and thanking staff for 
their efforts. Twelve year-
old Shafiq Waiji, wrote, 'If 
you want more signing, do 
not worry, you are 
welcome to Heathlands 
School. We can teach you 
more signs.' 

• Joining a number of 
other stores. Merry IHIIi 
has launched a disability 
awareness team with 
resounding success. It has 
featured in local media 
and met with good 
response from their 
disabled and housebound 
community. Various 
services are available. For 
instance, once a week IVIrs 
Bonser has half of her 
shopping done by IVIerry 
Hill staff, mainly tins from 
the bottom shelves and 
other heavy items, and 
then is able to finish the 
rest herself, selecting her 
own meat and vegetables. 

• And finally, Noel's 
House Party took on a 
different meaning on 
September 23, as 
Biackhail store partici
pated in an exciting charity 
event for disabled children 
hosted by Noel Edmunds 
at Dalmeny House near 
Edinburgh. A Classic Cola 
Challenge with sweets for 
winners and losers, Mr. 
Blobby, and helicopter 
rides for disabled people 
attending the event were 
among the entertainments 
provided. 

18 JSJOURNAL 



'M 

ill - iLS 

^ s § 
U 5) Q. 

T S O 

^ 2. o 
» = ^ 
2. cr 3 

c c Q) 

III 
O CD g 

O CD 
O Q. O-

SSA members can take advantage of the following fun-filled 
offers that are available over the next few months. 

Treat yourself and your family to a relaxing holiday in one of five 
Forte Posthouses In the New Forest area. The hotels in 
Southampton, Southampton/Eastleigh, Fareham, Havant and 
Portsmouth are offering dinner, bed and breakfast for just £30 
per person per night for a twin or double room. The offer is 
avai lable from now unti l March 3 1 1 9 9 6 , but excludes 
Christmas, New Year and half term and is subject to availability. 

Each hotel has leisure facilities with gym, pool, sauna and 
sunbed, movie channel and ensulte rooms. (Single rooms are 
not available with this offer). 

Also, the Forte Posthouse in Wakefield, West Yorkshire is 
offering £29 for dinner, bed and breakfast for a Saturday and 
Sunday. (Minimum two night stay). Call 01924 276388 and 
mention the SSA. 

You've seen the movie, watched the tv show and now they're 
here in the flesh: the Mighty Morphin Power Rangers! 

We have tickets for four 2.30pm shows. See the Rangers In 
Birmingham at the NEC on Saturday December 12 and Sunday 
December 3 1 , or in Wembley on Tuesday January 2 and 
Wednesday January 3. For further details contact Express Events 
on 0171 439 2333. Prices are £17 for adults and £11.50 for 
children (this includes a booking fee). 

Enjoy a winter football tour of Wembley Stadium and see QPR 
versus Middlesbrough on Saturday December 2 or QPR versus 
Bolton on Saturday December 16. Prices are just £38.50, or 
£29 for those under 15. The tour includes transport by luxury 
coach from Victoria Station, a tour of Wembley Stadium, a three 
course lunch with coffee at the Crockers Folly Inn, transport to 
Loftus Road, tickets to the match and a return coach ride to 
Victoria Station. For further details contact 0171 439 2333. 

OCH AYE THE NOO YE 
Hogmanay in Scotland > > ^ 

December 30,1995 - January 3,1996^ 

p Say farewell to the old year and welcome 

i new In true Scottlsl 

SSA members are offered a delightful package at one of their 

favourite hotels, The Highlander. The self-drive price is normally 

£ 2 3 2 but SSA members will receive a 10% discount making it 

£209 per person. Included in this amazing price is: four nights in a 

twin/double room with private faci l i t ies, dinner on four nights 

(including five course banquet on New Year's Eve), full Scottish 

breakfasts on four mornings - PLUS: punch reception on arrival, 

varied live entertainment every night, fancy dress party, ticket to 

see Jack and the Beanstalk, treasure hunt and much more! And we 

have it on good authority that the superb Scottish malt whisky can 

help to add to the festivities, (hie!) SSA members that have used 

the Highlander Hotel in the past have always commented on its 

friendly atmosphere. 

• Children 5-14 years half price when sharing room with adults. 

• Children under 5 years of age free accommodation - meals 
charged as taken. 

• Selected pick-up points throughout Britain (upon request) will 
be covered by luxury coach - SSA member price £229 
(normally £254) . 

• Single room supplement 

SSA offers are 

Monday MAY 2 7 to 

Wednesday MAY 2 9 ' 9 6 

You can never say that being an SSA member is 

dull especially if you take up this wonderful offer 

of a two night special party cruise aboard the 

magnificent Splendour Of The Seas, the newest 

vessel of the Royal Caribbean Cruise Line Fleet. 

Expansive glass offers panoramic views from the 

dining room. It features a solarium pool and stunning 

crystal canopy which by day admits the sun and by night 

closes to create a magical effect as you dance beneath 

it. 

Prices are f rom £ 1 9 5 (which inc ludes UK port 

charges) plus insurance of £15 .95 per person. This 

charge includes all meals taken whilst on board. The 

cruise departs from Hanwich at 5.00pm (Mon) arriving in 

Amsterdam 7.00am (Tues). 

All cabins include en-suite facilities. You can, if you 

wish, up-grade your cabin at an additional cost (prices 

available upon request at time of booking). To secure 

your place on this one-off, never-to-be-forgotten luxury 

cruise, telephone International Travel Club on 0 1 4 8 4 

4 5 0 1 1 1 . 

NB A deposit of £100 Is required upon booking. All bookings 
subject to availability. 

A similar package is available over the Christmas period from 
December 23-27, 1995. For more details and a full 

itinerary of this great offer please contact Tourplan 
on 01540 673751. 

negotiated on behalf of our 
members. Details of joining the 

SSA and the new membership card 
are available from your personnel 

manager. A list of SSA offers is now 
available on e-mail under 

'bulletin boards'. Texas SSA 
members are now able to take 

up the advertised offers. 

DAY SHOPPING TRIP TO FRANCE 
W i t h f r e e b o t t l e o f sp i r i t 

stock up for Christmas and enjoy a day trip to France into the bargain on a 
Sunday before New Year. Sail from Dover to Calais and shop until you drop, 
with a visit to the nearby town centre, where you will have time for a few 
drinks and perhaps a meal in one of the many bistros. The savings you make 
on your shopping could pay for this great day out. You can book any Sunday 
from Nov 26-Dec 3 1 , 1995 (minimum numbers are 35 adult paying 
passengers). Sail from Dover to Calais return for just £14, which includes a 
litre bottle of spirit for every passenger over the age of 17. Children under 14 
years of age sail for £9. 

For further information and to secure your booking telephone J.Z.E. 
01753 548582. 
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Treai yourself on Occasions 

VV-S^VV^c ^ 1 ^ 1 ^ ^ ENTRY F O R M l̂ : 

Win £500 worth of party catering 
What is/are 

Crostini: 

Dim Sum: 

Filo: 

(Please circle) 

a. pastry 

a. pastry 

a. pastry 

b. 

b. 

b. 

pasta 

pasta 

pasta 

c. bread 

c. bread 

c. bread 

Full name 

Work location 

Daytime contact tel no 

Getting the nibbles and snacks together for a party is always a chore. But the 
new Occasions range makes entertaining much simpler. The prepared party 
foods range contains old favourites and more exotic choices, all ready in 
minutes. There are canapes, vol au vents, potato wedges and nachos. Sink 
your sweet tooth into a banoffee pie, a pastry shell filled with fresh banana, 
toffee sauce and fresh cream, or mini chocolate cups. Take your taste buds on 
a tour of the east with the Dim Sum or Indian Snack selections, or treat your 
kids to mini hot dogs and cheese and tomato pizza squares. Christmas fare 
includes cocktail cranberry pork pies, smoked salmon appetizers or mini 
mincemeat filo parcels. Now every special occasion can have a simple solution, 
with Sainsbury's Occasions. 

Our competition gives you chance to try £500 of party catering for yourself. 
We will provide £300 of Occasions food of your choice from your local store 
plus £200 of drinks and other nibbles so you can throw your Christmas party in 
style. 

Simply answer the easy-as-pie questions and 
your name will be entered into the draw. 

Send your completed entry form, in an envelope clearly marked Occasions 
Competition, to IS Journal, Rennie House, Blackfriars, or by Royal Mail to the 
address on page 2. Your entry must reach us by December 15. Entrants must 
work for, or be Veterans of, one of the Sainsbury Group companies. Only one 
entry form per employee please. Lemonade with bite ti 
Tops for teeth 
Smiles are for everyone, and so is 
the new range of dental care 
products just launched. The Total 
Oral Protection System, or TOPS as 
it is known, is the most exciting and 
comprehensive dental range on the 
market, with over 90 products in the 
range. All existing Sainsbury's 
products with the exception of 
Economy will be discontinued. 
TOPS pulls together a variety of 

different products into an all-
inclusive range. New designs of 
toothbrush, new flavours of 
toothpaste, mouthwash, and even a 
denture bath provide every family 
with all they need for healthy teeth 
and gums. Best of all, almost every 
item in the line has been examined 
and approved by the British Dental 
Health Foundation, assuring 
customers of quality and value for 
money with every purchase. 

SAINSBURTS 

' ALCOHOLIC ' 
T L E M O N A D E f' 

Just when you thought it was 
safe to go back to the 

supermarket. Piranha bites 
back! Sainsbury's is first into 
the water with an own brand 

alcoholic lemonade. The drink 
was originally developed in 

Australia when a glut of lemons 
were fermented to produce a tart 

new thirst-quencher. This 
fashionable alternative alcoholic 
drink took off over the long, hot 

summer - so much so that initial 
brands launched could not fulfil 
demand. Piranha swam into all 

stores on November 6 at 79p 
per can. MOST STORES. 
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To long life 
Cold brewed beer, ice filtered vodka, 
frozen schnapps; seems like there is a 
fashion for all things cold. And now 

Sainsbury's is first off the mark to 
lower the temperature on non
alcoholic products. First in a new 
range of Longlife Premium Juices, 
Sainsbury's Long Life Premium 
Orange Juice delivers a fresh taste 
that avoids the processed aftertaste 
usually associated with longlife 
juices. 

Developed exclusively for JS the 
juice is 'cold filled' after 
pasteurisation, giving it not only a 
four month shelf life but keeping the 
original flavour of the juice that 
maybe destroyed when bottled hot. 

Launched at the end of October, 
this premium orange juice is being 
supported with an 89p introductory 

offer and a series of in-store 
demonstrations during November, and 

Snacks 
you can't 
eat... 

will be followed in January 1996 by Premium 
Longlife Apple and Grapefruit Juices. 

Everything on, 
and hold the fat 

Pasta packing mama 
As all Italian chefs know, traditional pasta is never 
refrigerated. In the days before ice boxes and freezers, 
pasta had to be dried and then boiled back to life, but now 
fresh pasta can be yours without cooling or drying. Pasta 
Fresca, the new Sainsbury's own label range of long life 
fresh pasta has a shelf life of up to six months, requiring no 
refrigeration until after you've opened the pack. Take your 
pick of filled pastas like 4 Cheese Tortelloni, Spinach and 
Ricotta Tagliatelle Verdi, or Prosciutto Tortelloni. Or try one 
of the non-filled lines, like Salmon Tagliolini or Spaghetti alia 
Chittara with a sauce of your own. 

Available in most stores, this new line is being introduced 
with a special offer of 99p per 250 gram pack. 

without ruining your appetite 
Searching for a snack sensation, but don't 
have time to whip up a new food fantasy? 

Never fear, new Sainsbury's Fillers are here! 
Fromage frais and cottage cheese blended 

with a variety of tasty ingredients, Fillers can 
be used in several ways. Stuff a pitta bread 

with the Tuna and 
Sweetcorn Filler for a 

light lunch, toss 
some pasta with the 

Ham and Mustard 
variety, or let the 

yumminess spill over 
from a scrumptious 

baked potato 
smothered with the 
Cheese and Onion 

mix. Coming into 
selected stores. Fillers 

provide an easy 
answer to the everyday 

question of what to 
have for lunch, dinner 

or a tasty snack. They 
retail for £1.19 for a 

200g tub. 

Counting calories is out, but 
counting fat grams for health 
and fitness is in, and 
Sainsbury's makes it easy with 
new Reduced Fat Sandwiches. 

Just out in selected stores, 
Sainsbury's Reduced Fat 
Sandwiches are just like the 
regular Sainsbury's sandwich 
products, except they contain 
up to 45 per cent less fat. 

Choose from a range of 
favourites like Egg and Bacon, 
Prawn and IVIayonnaise, 
Ploughman's, or Egg and 
Cress. Varying in price from 
85p to £1.39, they're sure to 
be popular with busy, health-
conscious customers. 

All wrapped up for Christmas 
Ah, Christmas. Chestnuts roasting on an open fire, Jack Frost n 
your nose, tree decorations, friends and relations, and the 
work in the kitchen just grows and grows 
Yes, Christmas is fun, but 
sometimes life is just too 
short to stuff a turkey. 
Luckily this year 
Sainsbury's gives 
customers a choice. The 
Frozen Lattice Turkey Breast 
Joint with a Sage and Onion 
Stuffing in light puff pastry is 
ideal for busy families during 
the Christmas season, and 
is attractively packaged and 
priced at £4.99 for 650g. 

pping at 
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FELINE 

^ 

Look into my eyes 
'When I count to three, you will open your eyes, 

and be a health inspector...one...two...three.' 

hypnosis and he performs regularly 

he girl opens her eyes and on stage are just practical jokes," he 

leaves the stage, heading out into the says. "Any reputable hypnotist wouli 

audience. Reaching the first row, she never suggest anything too extreme. 

starts examining people's hair. Fully 

entranced, she is unperturbed by the 

raucous laughter around her, and 

feels no embarassment over her odd 

actions. After the hypnotist has 

recalled her to the stage and released 

her from this hypnotic suggestion, 

she remembers nothing of what has 

occurred, nor does she know how 

much time has elapsed, but she feels 

relaxed and refreshed. 

Incidents such as these may sound 

spooky, but when orchestrated by a 

reputable practitioner, like Cromwell 
Road's Ricky Cox, hypnosis can be 

a relaxing and peaceful experience. 

It can even be used to help people to 

quit smoking or build confidence. 

'Most of the things I get people to do 

Ricky is tall and well-built, he has 

a natural grace and seems buoyed by 

self belief. His eyes are warm and 

enveloping, and his hands shape the 

air expressively as he speaks. "I see 

what I do as something very 

people listening would slip into a 

light trance, exhibiting the same 

characteristics as people who had 

been hypnotised. Around the same 

time he saw a hypnotist perform in a 

pub: "I didn't believe in it," he says 

now, 'that's partly why I decided to 

try it myself." 

After some initial success and 

he says. "Of course there is more research he was soon positive, he says. "Or course there is 

the show business aspect, but on a 

personal level I feel I can really help 

people, both to overcome particular 

problems, and by providing a 

positive example for other young 

people who would like to do 

something a little out of the 

ordinary.' 

Ricky began hypnotising people 

when he was 14. He used to talk 

incessantly, and often in a monotone. 

He beaan to notice that sometimes 

entertaining at local parties. After 

honing his craft for six years, he 

began to develop an interest in 

magic and started working it into his 

act. He also took vocal classes and 

now has an act that incorporates 

music, magic and hypnosis. 

Ricky's self assurance belies his 

21 years, and already he has 

performed at the Hippodrome in 

London. He has his own private 

Clients seeking help through 

summer engagements in theatres 

and to work with underprivileged 

children in a summer camp. 

He started working at 

Sainsbury's in Lewisham pushing 

trolleys when he was 17. look some 

time off to develop his act. and 

then returned to Sainsbury's, this 

time as senior checkout supervisor 

at Cromwell Road branch. Ricky 

says, smiling, 'People don't 

understand why I still work at 

Sainsbury's, since I can support 

myself financially with hypnosis 

and magic. I really feel that it keeps 

me in touch with the community 

and the people living there, and it 

gives me the opportunity to give 

something back by being a positive 

role model for other young people. 

I learn a lot working at 

Sainsbury's, mainly about 

communicating with other people, 

which of course is very important 

in hypnosis and other .stage work.' 

Meeting Ricky was magical. 

Having graduated from the more 

outrageous aspects of his craft 

(such as eating lightbulbs!), he 

seems well on the way to an 

exciting career as an illusionaire 

extraordinaire! 

Ricky performs regularly at the 

Hackney Empire and is looking 

forward to entertaining staff at a 

Christmas event at Cromwell Road. 

If you want help with dieting, 
stopping smoking, confidence-
buiiding, or if you'd like some 
unusual entertainment for a party, 
caii Ricky's manager, Jacky 
Nottingham on 0171-259-5376. 
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PEOPLE 
WEDDINGS 

PHILLIP RAMSEY, customer 

services assistant, and JACKIE 
NEWTON, produce assistant, of 
Streatham Common tied the 
l<not on July 8. Botin sheltered 
placennent employees, Phillip 
and Jackie met about three 
years ago at the store, and 
decided to get married only 
18 months later. A sunny day 
with lots of friends and family 
combined to create a lovely 
occasion and a great 
beginning. 

After a four year courtship, 
Basingstoke store's CAROL 
BROWN, assistant manager in 
training (administration), and 
SPENCER ROSE, assistant 

manager in training (produce), 
were married on August 19 at 
Basingstoke Registry Office. 
After a reception at a local 
hall, they took off for the 
English Riviera, spending their 
honeymoon in Torquay. 

BERIN JONES, senior deputy manager, and SARAH PONT, senior 
clerk, both of the Bit teme, Southampton store, were married on 
August 19 at Romsey Abbey and were then whisked away to 
their reception at the Botley Park Hotel Golf and Country Club by 
helicopter! Sarah's mum, knowing how Sarah loves to fly, 
arranged for a Bell JetRanger to fly them there as a surprise. 
This couple just kept going after that, zooming off to Africa for 
their honeymoon before coming back to settle in Botley. 

KEVIN RUSSELL, deputy 

garden centre manager at 
Romford Homebase, 
married SANDRA DRABBLE, 

DIY manager at 
Homebase Ipswich, in 
Colchester on August 26. 
The couple met when 
they were both working at 
Basildon Homebase. 

LONG SERVICE 
Employees who have 
completed 25 years' service: 
ANTHONY BAKER, driver, 

Buntingford depot. JOE BEVIS, 
returns, Basingstoke depot. 
VAL BUTCHER, checkout 
assistant, Tonbridge. JOHN 
CHANDLER, warehouse 
assistant, Watford. RAY 
CHANDLER, perishables ware
house assistant, 
Basingstoke depot. CAROL 
DAVIS, checkout 
replenishment, East 
Grinstead. PAMELA DAY, 
checkout replenishment, 
Brentwood. JOHN FARRIN, 

project manager, property 
services, Blackfriars. DEREK 
HAMMOND, perishables ware
house assistant, 
Basingstoke depot. GEOFFREY 
INGREY, transport supervisor, 
Buntingford depot. MAUREEN 
IzzARD, restaurant assistant, 
Crawley. VINCENT JOYNER, 

driver, Buntingford depot. 
ELIZABETH JONES, meat 

replenishment assistant, 
Walton-on-Thames. CHRISTINE 
NEVILLE, meat replenishment 
assistant, Wellingborough. 
BRENDA PARDOE, senior 

checkout assistant, 
Cheltenham. GEORGE PEARSON, 

senior butcher, Winchmoor 
Hill. GRAHAM OSBORN, non-

pehshables warehouse 
assistant, Basingstoke 
depot. DAVID SEBER, ware
house supervisor, Bunting
ford depot. DOUGLAS SMITH, 
driver, Buntingford depot. KEN 
WEAVING, perishables ware
house assistant, 
Basingstoke depot. 

RETIREMENTS 
ROBIN ANDERSON, warehouse 

operative, Buntingford depot 
(26yrs). SUE BWMPIEL, battery 
charger, Basingstoke depot 
(ISyrs). PAT BOLTON, works 
engineer, Buntingford depot 
(19yrs). DENNISTOUN BURNEY, 

trolley collector. Bishop's 
Stortford (15yrs). STAN 
CHAPMAN, chargehand, 
Buntingford depot (25yrs). 
DEREK C U R K , hygiene 

operative, Buntingford depot 
(8yrs). FRED CLAYDEN, 

warehouse operative, 
Buntingford depot (27yrs). 
JOAN COFFIN, cashier, Lyons 
Farm (19yrs). MAURICE COOKE, 
office clerk, Wakefield 
Homebase (8yrs). FRANK 
DoNOHOE, chargehand, 
Buntingford depot (18yrs). 
ELLEN DUFFIN, canteen 

assistant, Buntingford depot 
(23yrs). TOM DUNKIN, 
warehouse operative, 
Buntingford depot (28yrs). 
MAVIS EDWARDS, operations 

clerk, Buntingford depot 
(22yrs). ERIC FAIRBROTHER, 

non-perishables supervisor. 

Buntingford depot (38yrs). 
JOHN FIELD, warehouse 

operative, Buntingford depot 
(27yrs). COLLEEN FOWLER, 

hygiene operative, Bunting
ford depot (9yrs). RON GINN, 
hygiene operative, Bunting
ford depot (9yrs). ALF 
HAMMOND, hygiene operative, 
Buntingford depot (9yrs). 
DAVE HARBER, chargehand, 

Buntingford depot (26yrs). 
ALF HARDING, works engineer, 
Buntingford depot (27yrs). 
RON HARRISON, works 
engineer, Buntingford depot 
(24yrs). BETTY HOLLEY, bakery 
counter assistant, Basing
stoke depot (26yrs). IRENE 
HUGHES, office clerk, Lough
borough ( l l y r s ) . MARGARET 
(PEGGY) JENNINGS, fresh food 
replenishment assistant, 
Harpenden (15yrs). PAT KING, 
canteen assistant, Bunting
ford depot (21yrs). JOHN 
LAYZELL, driver, Buntingford 
depot (23yrs). JACK LEE, 
works engineer, Buntingford 
depot (27yrs). ROY LEE, non-
perishables supervisor, 
Buntingford depot (28yrs). 
JOHN LEWIS, works engineer, 
Buntingford depot (16yrs). 
DEREK MACAREE, chargehand, 

Buntingford depot (40yrs). 
BARRY MARTIN, warehouse 

operative, Buntingford depot 
(25yrs). BOB MATTHEWS, 
warehouse operative, 
Buntingford depot (27yrs). 
GEORGE MEDCALF, warehouse 

operative, Buntingford depot 
(27yrs). DAVE MILNE, hygiene 
operative, Buntingford depot 
(18yrs). JOHN PENALVER, 

warehouse operative, 
Buntingford depot (25yrs). 
TERRY PENNINGTON, works 

engineer, Buntingford depot 
(ISyrs). TONY PERRY, 

chargehand, Buntingford 
depot (26yrs). BOB PHEBY, 
warehouse operative, 
Buntingford depot (27yrs). 
ALAN PIGGOTT, warehouse 

operative, Buntingford depot 
(20yrs). GILL PIGGOTT, staff 
restaurant assistant, 
Buntingford depot (21yrs). 
STAN PILKINGTON, warehouse 

operative, Buntingford depot 
(SOyrs). CHARLIE PINNER, 

storekeeper (works 
engineer), Buntingford depot 
(18yrs). JOHN PORTER, 

warehouse operative, 
Buntingford depot (20yrs). 
KIT QUINN, staff restaurant 
assistant, Buntingford depot 
(20 yrs). FRED SHIPP, 

warehouse operative, 
Buntingford depot (27 yrs). 
AUDREY STACEY, operations 

clerk, Buntingford depot (23 
yrs). BEAT STONE, staff 

restaurant assistant, 
Buntingford depot (20 yrs). 
BRIAN TAYLOR, perishables 

supervisor, Buntingford depot 
(27 yrs). SHEILA THORNTON, 

staff restaurant assistant, 
Buntingford depot (17 yrs). 
DoREEN THOROGOOD, Staff 
restaurant assistant, 
Buntingford depot (25 yrs). 
ALAN TOKELY, warehouse 

operative, Buntingford depot 
(26 yrs). J IM TURNHAM, 

perishables supervisor, 
Buntingford depot (27 yrs). 
JAKE WALKER, warehouse 

operative, Buntingford depot 
(25 yrs). MALCOLM WARDLE, 

battery charger, Basingstoke 
depot (14 yrs). TONY WATSON, 

chargehand, Buntingford 
depot (23 yrs). PETER WEBB, 

depot services manager, 
Buntingford depot (27 yrs). 
FRANK WEEKS, warehouse 

operative, Buntingford depot 
(28 yrs). DES WILLETT, hardtex 
foreman, Buntingford depot 
(26 yrs). DAVE WOOD, works 

engineer, Buntingford depot 
(13 yrs). MARGARET WOODING, 

checkout/replenishment 
assistant, Coventry (10 yrs). 
SID WYATT, warehouse 
operative, Buntingford depot 
(30 yrs). JOE ZAMBONINI, 

transport supervisor, 
Buntingford depot (34 yrs). 
LiLL ZAMBONINI, staff 
restaurant assistant, 
Buntingford depot (20 yrs). 

OBITUARY 
Length of service appears in 
brackets. 

DEL GARRAGHAN, bakery 
assistant at Warren Heath, 
aged 23, died as a result of 
a car accident on August 29. 
(7yrs). 

PAM MCKEEVER, health and 
beauty assistant at 
Altrincham, aged 28, died 
after a short illness on 
October 6. (7yrs). 
JOYCE NICHOLSON, checkout 

assistant at Bromley, aged 
54, died suddenly on June 
12 (13yrs). The Journal 
apologises for the late 
inclusion of this obituary. 

MESSAGES 

Happy lOOth birthday to 
MARGARET HADEN from STEVE 

NuTE, LEATHERHEAD store 
manager. Margaret has been 
shopping at LEATHERHEAD 
since it opened and has been 
loyal to JS for half a century. 
Margaret's grandson, 
CHRISTOPHER JONES, and his 

wife both work at POOLE JS. 

A REMINDER: The 

re t i rements and long serv ice 

sec t ions are comp i led f rom 

in fo rmat ion received 

centra l ly . You shou ld not i fy 

t he JS Journal d i rec t if you 

wou ld l ike us t o fea tu re a 

wedd ing (both par tners m u s t 

work for JS), an obi tuary or 

m e s s a g e s o f congratu la

t i o n s . Congra tu la t ions can 

be for a fe l low m e m b e r o f 

s ta f f who has passed an 

e x a m , had a baby, or for any 

major persona l 

ach ievemen t . Our con tac t 

de ta i l s are on page 2 . 
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ARCHIVES 

C E R E A L STORY 

The recent acquisition of a pack of 

Sainsbury's Broadacres Breakfast Food 

encouraged the Archives to look at the early 

days of breakfast cereals. 

1930s own brand cereal 

^ • ^ ^ ^ 1 reakfast cereals first became popular in 
I ^ ^ • Britain during the interwar years, when 
I ^ ^ ^ the American fashion for a lighter (and 
I ^ffM less fattening) alternative to traditional 
^ l ^ ^ ^ l cooked breakfasts began to catch on. 
They originated, however, in the concern of mid-
nineteenth century American religious sects for the 
role of healthy eating in promoting physical and 
mental well-being. 

BREAKFAST CEREALS 

BROADACRBS per packet ^Jd 

SELSA Cornflakes . 

Force . . . . 

Port Toasties. . 

Kellogg*s Com Flakes 

Stredded Wheat 

Ryvita Crispbread . 

Vita-Weat . . . 
per packet lod 

II II l o d 

4d 

6d 

8d 

x/6 

1/6 

One of the sects that was active in America at the 
time were the Seventh Day Adventists, a movement 
which had adopted a semi-vegetarian diet in the 
belief that, amongst other things, alcohol and 
butchers' meat were associated with illness of body 
and soul. Their preoccupation with diet may also be 
accounted for by the poor eating habits of much of 
the population, who frequently suffered from 
stomach disorders and other illnesses. One member 
of the Kellogg family in 1834 described their 
breakfast - 'Our morning meal was almost 
invariably hot pancakes with bacon fat and 
molasses'. 

As advocates of healthy living, the Seventh Day 
Adventists found a willing audience, and in 1866 
opened a sanatorium in Battle Creek, Michigan, to 
educate the populace of the benefits of a healthy 
diet. A keen, young member of the Adventists, 
John Harvey Kellogg, was selected to train as a 
doctor, and run the institution, which manufactured 
a range of its own health foods. In 1895, wheat 
flakes made their debut at an Adventists' 
conference in Battle Creek. They were made from 
a local grain using machinery which at that time 
was not sufficiently strong to flatten corn. By the 

established the Kellogg's company and placed his 
signature on the first packet of cornflakes. 

Sainsbury's entered the market with own brand 
breakfast cereals around 1930 at a time when the 
company was increasing its range of own brand 
groceries with sub-brands such as Selsa and 
Broadacres. Alongside the proprietary brands such 
as Kellogg's and Force, customers could purchase 
Selsa Cornflakes or Broadacres Flaked Oats. In 
1965, a new packet was introduced for Sainsbury's 
Cornflakes which was in marked contrast to the pre
war design, and created a great deal of interest in its 
day. The design featured stylised representations of 
cornflakes, and is a classic example of Sainsbury's 
graphic style of the day which was described in 
design magazine Direction in 1990 as 'ruthlessly 
minimal'. At the time, the pack featured in many 
packaging and design magazines, and received 
severe criticism from American magazines in 
particular, who said it would never sell. They were 
proved wrong, however, and the new pack was 
immediately popular with Sainsbury's customers. 
The company received numerous requests from 
children and schools for the packet, since the 
decorative circles made excellent counters! 

CORN 
FLAKES ^ w ^ c e««r5i 

m^ 

crisp and mildly flavoured 1/3 

The changing 
face of 
Sainsbury's 
cereal, 
1965-1995. 

early 1900s, a large number of similar breakfast 
foods were marketed by other companies, and 
included Force, Shredded Wheat and Elijah's 
Manna. The latter was manufactured by C.W. Post, 
an ex-patient of the sanatorium, and appeared in 
Britain as Post Toasties. Dr Kellogg himself rather 
lacked business know-how, and it was his son 
William who, in the face of such competition. 

Early own brand display includes breakfast cereals. 

This pack was replaced in 1973 by a new design 
dominated by a representation of a warm benevolent 
sun smiling down on a field of ripe maize. A press 
notice at the time described the pack as 'both 
pleasing and informative. It injects a touch of 
warmth into the breakfast gloom, and points out a 
little known fact that cornflakes are made from 
maize, and not the corn grown in our English fields.' 

JS continued to develop its position in the breakfast 
cereal market, with innovations such as Breakfast 
Bran in 1980, produced by an American technique of 
extruding the mixture into little sticks. 

Dr Kellogg himself continued his work until his 
death in 1943, and at the age of 91 displayed 
sufficient energy to tire a team of reporters as he 
cycled endlessly around his lawn - which could 
explain why cornflakes are still the top selling 
breakfast cereal! 

NEXT MONTH 

• Equal opportunities special 
• Your Children in Need activities 

• Win a £5,000 QE2 cruise 
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Stand aside, Scout! Looks like you might have

some competition from Guy, a wire haired

dachshund belonging to a Mosborough store

customer. Guy likes to relax after a hard day's

play with a can of Gio.

IS PEACE
PERMANENT?

John Worledge,
Veteran, Northampton
I read that the company are
to expand into Northern
Ireland. I expect the experts
who advise our company
have said that it is safe now
to go there, but the recent
wavering and impasse of the
peace talks have made me
slightly concerned. There is
a lot of deep religious
feeling in the country and it
would not take much to put
the terrorists back on the
streets. Have the company
got any sort of guarantee of
the safety of the staff and
the stores?

Trefor Hales, director
of retail operations,
replies:
While we do not of course
have any guarantees, the
board have given this
extremely careful consider-
ation, and we would not be
undertaking such a move if we
felt it would endanger our
staff or our customers. I can
assure John that we have
consulted many who are very
close to the situation in
Northern Ireland and we
believe there are strong
grounds for confidence of
continued peace. The majority

of staff who wilt work for us in
the new stores do of course
already work there, and I
believe there is no shortage of
management who are keen to
be involved in the expansion of
the Midland region.

STORES IN
HOLIDAY
HIDEAWAYS

Barry Stocks, senior
warehouse assistant,
Ferndown
Is it any wonder Tesco have
taken over from us as the
leading supermarket in the
country?

Having just returned
from a short break in the
West Country, I feel the
company must be losing out
on a lot of business due to
the fact that it's very difficult
to find a Sainsbury 's
anywhere.

We were staying self-
catering not very far from
Barnstaple, but you try to
find the local Sainsbury's
there. On the other hand,
Tesco is right on the main
road going through the
town.

When it comes to the
holiday season, couldn't we
inform customers in-store
where local holiday Sains-
bury's are situated? Also, in

the relevant towns, more
advertising and better road
signage could be put up to
inform potential customers
where Sainsbury's is.

Mike Conolly,
departmental director
of operational
marketing, replies:
/ think it's stretching a point to
suggest that because our
Barnstaple store isn't on the
main road through town it's
very difficult to find a
Sainsbury's anywhere. Most of
our newer stores are built on
highly visible sites.

However, / do believe there
is more we can do next
summer to make the location
of our stores in holiday areas
better known to customers.
We're looking at providing a
leaflet in-store, with a map
showing towns which have a
Sainsbury's and brief details of
how to find it. Of course, it's
possible to do more in terms
of advertising and signage, but
budget constraints mean we
have to prioritise, and this kind
of support for established
stores isn't always at the top
of the list

STICKING POINT

Paula Young,
applications
development support,
Bl.ickfn.ir s
Does the inclusion of JS
baby foods in the 'Non
food' section on pi I of this
month's journal [October]
confirm the rumour that
baby food is actually made
mostly out of wallpaper
paste?

The Journal, replies:
The baby food buyer Avril
Grover actually tells us that
the First Menu range is
'yummy scrummy' so clearly
there is a difference of
opinion. She explained to the
Journal that alt baby products
come together under the non-
foods buying area, which we
note does not include
wallpaper paste.

WHAT
INSURANCE DO
WE HAVE?

Peter Wagstaff, Truro
As an employee in a PFS at
the Truro branch, I am very
concerned about the legal
position of JS and a fellow JS
PFS worker praised by a
customer in her letter
publ ished in JS journal
August/September 1995.

With goodwill and, no
doubt, competence, a staff
member changed a needy
customer 's car wheel
allowing her to drive away
'safely'.

However, involvement
of that vehicle in a future
incident could well backfire
on the person responsible
for changing that particular
wheel. The eager-to-please,
willing and able employee's
action might have damaged
the vehicle or, due to an
accident, he may have been
injured.

What might have been
the legal situation had things
gone wrong at the time or
later?

In the same situation, I
would suggest the customer
calls in a suitable service to
rectify the problem and
allow them to use the
nearest telephone, maybe in
the kiosk, as part of the
service.

Dave Thurston, head of
group legal services,
replies:
/ understand your concern
about the possible liability and
safety of our staff who volun-
teer to assist a customer in
difficulties. Our staff are not
trained as mechanics and
generally should assist the
customer to contoct a garage
or motoring organisation in the
event of a breakdown. If,
however, a staff member is
competent to deal with a
minor matter such as a flat
tyre then I would not

Henry Hall, Veteran,
Ware
Having just been

discharged from hospital

after many, many weeks,

may I, on behalf of my

wife and myself, say a

great big thank you to

the wonderful and kind

host of JS staff, both

veterans and those still

working.

I have been very

touched by all your visits,

cards and phone cal ls

from Hoddesdon, Bunt-

ingford and Blackfriars.

You have all been

wonderful.

Now it's my turn to

reward you by learning

to walk.

Michael Ireland, customer at Norwich, Pound Lane

I would like to place on record my grateful thanks to members of the staff of

Sainsbury's for their kindness and practical assistance when my invalid scooter

broke down in the store last week. Your help in phoning Collins and providing a cup

of coffee and a newspaper while I was waiting are much appreciated. I have related

the incident to several people and praised your customer care.

Our family have shopped at the store since it opened - I hope to be able to rejoin

them soon. Thank you again.

'Sugar and spice and all

things nice. These are

the favourite ingredients

my little girls are made

of, writes Steve

Fryer, regional sec-
urity adviser for the

South West area

office, 'and the t-shirts

make great night shirts

too!'

discourage them from doing
so. / can reassure you that
they will remain covered by
our insurances should there be
any injury or damage whilst
trying to provide that extra
service which our staff
regularly show.

TIE'D OUT

Ray Simmons, project
manager property
group East, Midlands
area office
Many people have said how
dated is the 25 year club tie.

(Maybe dated
apparel is correct
for people who by
definition are dated.)
So how about the
Journal running a
competition to find
a replacement, with
categories for both
humorous and
serious entries.

May I offer the
attached, kindly
loaned by Les Cole
of store format
group (yes he really
wears it) as an entry
to the humorous
section.

Martin Pratt,
employee services,
replies:
yes, the design is a little old
now - indeed one recent
achiever of 25 years
remembers the design being
worked on when they first
joined JS.' So perhaps now
would be timely for some
alternative suggestions. We
cannot promise to adapt any
ideas for the future tie, there

may be technical difficulties
attached (i.e. expense) but
please do forward your ideas
to us at employee services.

ENTITLED TO BE
CORRECT

Francesca Todd,
shareholder services,
Blackfriars
Why does the staff discount
card have the title of Ms.
for all female members of
staff, when all other person-
nel documentation states
the correct title (ie what
that person would like to
be called. Miss, Ms or Mrs).

Joanne Murphy,
discount card project
manager, replies:
Not all staff discount cards
refer to female staff as Ms.
The following may explain
how your situation has
occurred.

The staff discount card is
managed by a computer
system called the Card
Management System. This
system calculates an
individual's entitlement to
receive the staff discount card,
and sends the card
manufacturer requests to
produce new and replacement
cards. The Card Management
System is fed information
from the different group
personnel systems. So the title
one is given on the staff
discount card depends on
what information is held on
the personnel system. The
personnel system for JS heod
office staff operates indepen-
dent/y from the payroll
system, so it is possible for

someone's title on their
payslip to be different to their
title on the personnel system.

Anyone who wishes to
change their t/t/e to Mr, Mrs,
Miss or Ms should contact
their dedicated personnel
department. Once the title
changes on the personnel
system, a message is
transmitted to the card
management system and a
request for a replacement
card with the preferred title
will be made.

DO WE NEED
DISCOUNT LIMIT?

Mrs P Gillman, London
Concerning the staff dis-
count of 10% for shopping,
I wonder why it couldn't be
increased to say 15% or
20% instead because
everybody would gain,
including Sainsbury's

T Littlewood, customer at Selby Road, Leeds

I have a three-month-old daughter who decided she

did not want to do any shopping so cried all the way

round your store last Wednesday. As you can

imagine, by the time I reached the checkouts my

nerves were in shreds. I had no idea how I was going

to manage to load my goods on to the belt, let alone

pack them. I need not have worried - within seconds

two members of your staff were at my side offering

assistance.

There are very few stores around today that are

children-friendly but yours actually makes it a pleasure

to shop with the knowledge that children are

welcome.

Pat Louder, customer at Farlington

Old fashioned service is not dead! Today I purchased

some fresh braising steak to make a boeuf bourgignon.

Having fried the bacon and onions, tragedy - I

discovered the beef was frozen solid. I rang the

butcher at Sainsbury's, who said he would be pleased

to exchange it if I could return it to the store. I

explained that I had several other pots cooking on the

stove, which couldn't possibly be left without ruining

them, so the dear man jumped on his bicycle and

delivered a fresh pack straight to my door, explaining

that one of the store's fridges had developed a

problem. I really feel his excellent service should be

rewarded. How about a new pair of bicycle clips and a

cash bonus?

because you would buy
more. I have heard that
Boots The Chemist gives
17% discount.

Sally Watson, senior
manager, remuneration
and personnel policy,
replies:
In order for our staff discount
scheme to remain a non-
taxable benefit, the Inland
Revenue require the discount
to be less than the gross
margin on products (which is
why petrol cannot currently be
puchased with staff discount).

Some companies sell goods
with a high gross margin and
can therefore operate a

higher percentage discount.
In food retailing, margins are
relatively low, and raising staff
discount to 15% or 20%
across the board would break
the Inland Revenue rule.
Considerable systems develop-
ment would be necessary for
JS to operate a variable rate
of discount for different
products and therefore our
staff discount is currently set
at the more generally
applicable rate of 10%.

On a positive note, don't
forget that the maximum
amount of shopping which
can be purchased using the
staff discount has increased
from £1,000 p.a. to a review
limit of £5,200 p.a.

Beryl Fell, customer

at Marshall Lake
On July 2, in the

confusion of fetching our

two-day-old granddaugh-

ter from hospital, we

omitted to buy any baby

milk!

At 3:50pm we made a

frantic phone call to

customer services and

were assured you had

the required brand,

would leave it ready for

collection, and, if the

door was locked, the

password was 'Claudine!1

Many thanks and well

done. Mother, baby and

grandparents now doing

fine!

P Campsatl,
customer at

Wakefleld
Since your store opened,

my 83-year-old father

and myself did our

weekly shop there

every Wednesday.

Someone would always

help find anything he

couldn't see, and there

was always time for a

laugh at the checkout.

He appreciated that.

Some places have no

time for old people and

treat them like freaks.

Sadly, Dad passed

away in September.
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