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forward 

From retail support director Graham Nayior 

We are now approaching our busiest time of the year 
and it never fails to amaze me when I see the energy 
and enthusiasm with which stores tackle the 
Christmastrading period. 

I visited Pepper Hill near Dartford recently for the 
Christmas show and tell meeting. The store looked 
fantastic and we have some truly great offers. We have 
made significant improvements to our range this 
Christmas including fantastic gift lines, confectionery, 
non foods and traditional grocery. Big Teds are 
everywhere and I am confident we will clear the 
300,000 we have in stock! 

You will see many mouth-watering fresh products 
on shelf from the beginning of December. This year we 
have introduced a Christmas ordering service for 
fresh turkeys, meat and other gifting and 1 am sure this 
will be a resounding success. 

Side by side with great offers goes great service. 
We know that customers will be more likely to shop 
with us again if we provide great service. We also know 
that during Christmas we attract new shoppers from 
our competitors - it is vital they receive truly inspired 
service so they will continue to shop with us after the 
festive period. 

We are currently holding a series of checkout 
service roadshows for all store and checkout 
managers to emphasise the importance of service. 
The key activity focuses around managing gueue 
lengths, saying hello and goodbye and offering help. It 
really is that straightforward. That is why business 
centre support to stores this Christmas will focus 
around providing help and support at the checkouts. 

This year we have the added advantage of Nectar 
to attract more business and we are tremendously 
pleased with progress so far. We do, however, have a 
real challenge to convert all existing Reward customers 
to Nectar before 16 November and I know all store 
customer-facing colleagues will be focusing hard to 
achieve this and sign up new card holders as well. 

We are confident that we are well placed to beat the 
successes of last year and I thank you all in advance for 
your efforts. 
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news 

WHEAT A RESULT... 
Phil James, Steve 
Wood, Zoe Quinn, 
Sue Meakins, Tony 
Allen, Chris Ferry, 
Colin Boothroyd, 
Julie Emsley and 
Karen Jones 
(bakery manager) 
show off their award. 

Shorehead bakers on a roll 
SHOREHEAD BAKERS are hot stuff 
- and that's official! The bakery 
team won the coveted title of In-
store Bakery Team of the Year at the 
Baking Industry Awards in October. 

It's the fourth consecutive year 
that Sainsbury's has picked up the 
top prize. The Shorehead team 
heard they were through to the 
finals in July but they had to wait 
until the gala dinner at London's 
Grosvenor Hotel before the results 
were announced in true nail-biting 
Oscar style. That's when they heard 

they had beaten off stiff 
competition from both Asda and 
Safeway. 

"Sainsbury's had won the award 
for the previous three years, so we 
certainly didn't expect to win," 
said team member Julie Emsley, 
"Waiting for the verdict was nerve-
wracking but it feels wonderful to 
know that we're the best. 

"It's a great achievement and 
really shows that our quality, ^ 
freshness and service are Qr -
consistently top-notch." " ^ w 

tops for organics 

IT'S OFFICIAL - Sainsbury's has won 
the Soil Association's Organic 
Supermarket of the Year award. 

More than 1,000 consumers and 
nine expert judges voted Sainsbury's 
top supermarket for Its commitment 
to organic standards. 

The judges talked to consumers, 
suppliers and Sainsbury's-as well as 
conducting fact-finding visits to 
stores. They examined the five key 
areas of: 

• customer satisfaction 
• guallty and choice 
• the environment and animal 
welfare 
• UK trading practices 
• consumereducation. 

Sainsbury's scored top In the 
categories of consumer satisfaction, 
consumer education, the 
environment and animal welfare. The 
company's record on composting and 
food recycling as well as Its visible 
pride In organic food In-store, were all 
singled out for praise. 

The Soil Association's marketing 
director, Martin Cottingham, 
commented: "Supermarkets are 
responsible for over 80 per cent of 
organic food sales in the UK. Their 
approaches and policies on quality, 
trading relationships and the 
environment will have a huge Impact 
on the prospects for a more 
sustainable farming future." 

if I were 
i4. boss 

David Orrf rem retail change lias several 
ideas for making Sainsbury's top of the shops. 

Food retailing in the UK is now close to saturation 
point with foreign investors such as Wal-Mart 
eagerly eyeing our market and if I were the boss I 
would seek to grow the business via an appropriate 
acquisition, so that we could grow our business in 
those parts of the country where we do not have a 
major presence. 

I would also look at opportunities for developing 
hypermarkets across the UK. Wal-Mart has stores 
that provide everything anybody could possibly 
want under one roof, and such a policy offers no end 
of opportunities for us. 

We should not just look at product-based 
retailing; we could provide healthcare, dentists, 
opticians and a whole range of non-food products. 
This has already worked well for Carrefour in Europe 
and Wal-Mart in the US. 

And while on the subject of marketing, I would 
continue to develop our relationship with celebrity 
chef Jamie Oliver. The current series of ads has 
been our most impressive campaign yet. 

We should build on our success with Jamie so he 
becomes synonymous with Sainsbury's, and 
increase the humour of our ads. 

Meanwhile, we need to get back to basics with our 
stores. They should be clean and well-lit, with 
acceptable levels of availability coupled with 
unbeatable customer service. We have to keep 
moving forward, "change or d i " " ' ' " ' • ' " " • 
forget the basic principles of 
retailing. - : 

And finally, we have a 
responsibility to control " 
costs. Retailers exist to sell 
products, so I would have a 
greater focus on driy 
sales with associate! 
project groups. 
Thatshoulf"--^ 
our first af 
prime foci 
across all 
parts of 0 
business-

1^1^ 

If you agree or disagree with this month's boss, 
let the journal know, using the contact details. 
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news 

the journal's keeping an eye on the retail 
world as reported in the national, trade 
and regional press. 

• Morrisons has increased its expansion plans 
following interim figures, which revealed pre-tax 
profits of £114.5m, up 16 per cent on last year. The 
retailer had announced proposals to open seven new 
stores next year, but has now added two more, with 
a further three stores planned for 2004. Morrisons 
operates mainly in the North but is apparently now 
interested in acguiring sites in the South East. 
• Tesco plans to expand its Express stores 
programme until it has opened 1,000 outlets. 

~ Asdais 
offering flu 
jabs for sale 
to its 
customers in 
256 stores 
later this 
month. 
Shoppers will 
be given 
advice from a 
nurse before 
receiving the 
injection in a 
private 
consultation 
'oom. 

Somerfield 
is introducing 
a new non
food offer 

called "Somerfield at Home". The range will include 
limited stocks of electrical goods, including TVs and 
videos, as well as an own-label clothing range, J4. It 
will be available in 70 stores, and a further 25 stores 
after Christmas. 

With the backing of HBOS, the Barclay brothers -
whose interests include property, hotels and the 
media - have bought Littlewoods for a reported 
£750 million. The brothers intend to keep the 
Littlewoods brand and "develop the business as a 
long-term investment". 

Marks & Spencer has announced an increase of 
ten per cent in underlying sales for the period 
between July and September, between two and four 
per cent above what the City had forecast. 
• Somerf ield's chief executive Alan Smith 
resigned in October after two-and-a-half years. 
The retailer recently warned that a profits . ^ 
recovery would not materialise this year. M 
Executive chairman John Von Spreckelsen has ^ 
taken over as chief executive. 
• Budgens' new owner - Musgrave - aims to 
double the size of the business over the next five 
years to take turnover beyond Elbn. The retailer 
plans to give more resources to the Budgens Local 
franchise, and increase the new store-opening 
programme to about 20 stores a year. 

Mike 
Atherton 
opens up 
FORMER ENGLAND cricket captain 
Mike Atherton bowled over business 
centre colleagues when he visited 
IHolborn to open the gym and sign 
copies of his autobiography. 
Opening Up. 

Nearly 300 colleagues bought 
the book and gueued to get it signed 
by the man himself. Opening Up is 
also selling well in stores where 
Sainsbury's is offering £5 off the 
retail price. Sainsbury's is proving great 

value for books this Christmas. 
Other stocking fillers include Ulrika 
Jonsson's autobiography. Honest, 
Trowel and Error by Alan 
Titchmarsh, Taldngon the World by 
Ellen MacArthurand Michael Palin's 
best-seller, Sattara. 

from concept to shelf in record time 
A REVOLUTIONARY new 
collaborative product development 
system (CPD) is bringing huge 
benefits in time and money. 

The Internet-based system 
allows Sainsbury's and its suppliers 
to work on a project and update 
information in real-time from 
anywhere in the world, 24 hours a 
day, seven days a week. 

At Sainsbury's, everyone 
involved in product development 
can use the system - and that 
includes concept developers, 
packaging managers, 

quality managers, buyers, creative 
recipe writers and even suppliers. 

It begins with the project 
manager scoping out the whole 
scheme. The computer system 
then makes sure that all necessary 
information is inputted in the right 
order by the right team members. 
And whenever the project manager 
logs on to the system, he or she can 
see exactly what needs to be done 
at any time. 

"It's helping us get rid of paper 

and manage our costs better," said 
product development process 
manager Cathy Port. "And it means 
we can cut the time it takes to get 
products to shelves. As the system 
beds in, I expect it to knock about 
one third off our previous timings. 
Large projects take an average of 
43 weeks to go from concept to 
shelf but we should be able to 
reduce that to about 30-35 weeks 
in future." 

Tamara Williams is creative 
director of packaging design 
agency, ParkerWilliams.She told 
the journal: "This method of 
collaborative product development 
has been good because it stops 
mistakes at an early stage." 

The new range of gourmet 
Indian ready meals (left) is the first 
to be developed using the new 
system. They're in stores from 
mid-November, so keep an eye 
out for them - they could be the 

first paperless ready meals! 
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roicMtrticid 
out on a 
high note 
SHAW'S CHIEF executive Ross 
McLaren retired in October 
after 35 years with the 
Sainsbury Group. And he goes 
out on a high after being named 
Person of the Year by the 
Connecticut Food Association. 

Ross joined Sainsbury's bacf< 
in 1967 as a trainee meat buyer 
and guicldy rose through the 
ranl(s to become a director of 
Savacentre in the late 1980s 
and managing director of 
Homebase before moving to 
New England in August 1998. 

With Ross at the helm, 
Shaw's has grown to 187 stores 
following the successful 
integration of Star Market and 
Grand Union Stores. 

Succeeding Ross, is Paul 
Gannon who has been appointed 
President and Chief Executive 
Officer of Shaw's. 

Upon his retirement, Ross 
plans to return to his native 
Scotland, spend time with his 
family, sail boats, and enjoy life. 

charity chequepoint 
FIVE CHARITIES are now £5,000 
better off thanks to the Guardian 
Charity Awards supported by 
Sainsbury's. 

The winners came to the 
business centre in October to 
receive their awards from chief 
executive Peter Davis and Guardian 
editor Alan Rusbridger. Guest 
speaker was former Arsenal and 
England defender Tony Adams, 
who has himself set up a charity -
Sporting Chance - since retiring 
from football earlier this year. As a 
result, he knows first hand how 

demanding setting up and running 
a charity can be. 

The awards are open to small 
voluntary organisations and The 
Guardian described the five 
winners as displaying energy, 
innovation and the utter dedication 
of staff and volunteers. 

This was the second year of 
Sainsbury's sponsorship and 
entries rose by 104 per cent. If you 
know of a deserving cause for next 
year's award, look out for 
application forms which will be sent 
to all stores in April. 

the winners 
• Age Concern Norfolk for its 
Money Matters project which 
links volunteers with older 
people needing help managing 
their financial affairs 
• Bradford Nightstop which 
provides homeless young 
people with emergency 
accommodation in volunteers' 
homes 
• Kids'cookery school. West 
London, whose volunteers work 
with children to raise awareness 
of the Importance of a healthy 
diet 
• Speaking Up! whose 
Cambridgeshire branch brings 
together people with learning 
disabilities and involves them in 
shaping public services 
• West Devon Environmental 
Network which creates 
practical projects to address 
social and environmental needs 
of local people. 

let US entertain you 
WATCH OUT Amazon, Sainsbury's is looking for a share 
of the online entertainment market with the launch of a 
new entertainment web shop. 

More than 250,000 CDs, DVDs, videos, books and 
computer games are now on sale at 
www.salnsburys.co.uk - at some of the lowest prices in 
the market. On selected titles, the new shop is as much 
as 45 per cent cheaper than amazon. For example, 
Ronan Keating's latest CD, Destination Is available for 
£9.99 at Sainsbury's - that's £2 cheaper than at 
tesco.com, amazon, and a full £3 cheaper than at 
Woolworths. 

All Sainsbury's chart CDs will be available at £9.99, 
significantly cheaper than most rivals, and orders 
placed before 6pm will be dispatched the same day. 

Sainsbury's 
online director Robin Lassiter said: 

"Customers tend to start their online shopping with 
small items such as a CD or a computer game and then 
move on to larger orders such as their food shopping. 
We are confident the site's mix of low prices and a larger 
range will prove a hit with customers." 

http://www.salnsburys.co.uk
http://tesco.com


news 

trites 
TOP OF 
THESHOPS 
Sainsbury's has 
come top in the 
Grocer's 
"Storewatch" 
survey for three 
weeks running. In 
the first week, 
Sainsbury's had 
the cheapest 
basket of qoods 
and Arnison 
Centre Durham 
was praised. In the 
followinq weeks, 
Chaddesden, 
Farnham and 
Longwater Lane 
were all singled 
out for praise. 

bags better 
INTRODUCINGTHESuper-Shopper 
- a brand new reusable shopping 
bag aimed at cutting down on 
carrier bag wastage. 

The brighly-coloured, washable 
Super-Shopper is made of woven 
polypropylene and can carry twice 
the volume of shopping as a normal 
carrier bag as well as twice the 
weight. 

It is designed to last a lifetime 
and is now available in all stores at a 
special introductory price of 59p 
(normal price 75p). And, of course, 
it's part of the Penny Bacl< scheme. 

Free carriers are a relatively 
recent luxury and they are 
currently the subject of a global 
debate, with some countries 
banning them and others taxing 
them. 

In the UK, it is estimated that 
each year we generate a staggering 
323 bags per household and 134 
bags per person. Although 
Sainsbury's is proud of the fact that 
more than 64 million carrier bags 
are reused in stores each year, the 
company still gives away more than 
one billion plastic carrier bags. 

Packaging optimisation 
manager David Catton invited 
customers to contact him with their 
suggestionsonhowtocombatthe 
problem. Shoppers throughout the 

country were keen to share their 
ideas and one of the most popular 
suggestions was to introduce a 
heavy-duty reusable bag that 
customers could use again and 
again and which was suitable for 
storing and carrying all kinds of 
items - not just shopping. 

"As a company, we have an 
environmental target to reduce the 
total volume of our packaging by 
five per cent relative to turnover by 
2003," said David. "We are always 
keen to hear what customers think 
and listentotheir ideas." 

STEPPING OUT... 
Jim (left) and Nick 
(right) were joined 
for part of their 
journey by 
colleagues Paul 
Dennis and James 
McKechnie. 

these boots 
were made 
for walking 
TWO INTREPID store managers 
from Armagh - Jim O'Mahoney 
and Nick Fletcher - completed a 
sponsored walk with a difference 
when they spent 10 days stopping 
off at Sainsbury's seven stores in 
Northern Ireland. The event 
raised £12,000 for charity 
Heartbeat. 

Said Nick: "The support we 
have received from colleagues 
has been great. Everybody is keen 
to help this worthwhile cause." 

And Jim added: "Heartbeat 
supports families whose children 
have been born with heart 
disease. We are trying to raise 
money to buy a piece of 
eguipment vital for treating sick 
children." 

, key to successful kiosks 
|REWARD KIOSKS are now better than ever - both 
*" ' and out. Just swipe your Nectar card and see for 

!lf. 
reral new programmes have been introduced to 
re the kiosks' content, especially if customers 

•e In a hurry. For example, the new "express" option 
Hows users to print a selection of the best savings 
vailable - including ten of the strongest in-store 
ffers - in only a few seconds. 

And customers can use those offers such as extra 
points or BOGOFs as a shopping list or checklist while 
shopping. 
^ For customers who want information on food and 
.. ine, there are more delicious recipe ideas as well as 

tasting notes and recommendations for a wide variety 
of wines. 

There are also helpful tips, information and details 
of many in-store offers in the pet and baby areas. 

Even the look of the kiosks has been redesigned to 
reflect the launch of Nectar. A special Nectar button 
provides details of collection, redemption. Nectar 
partners and answers to the most f reguently-asked 
guestions. 

All these changes mean kiosks have even more to 
offer Sainsbury's customers. Remember that savings 
made from coupons received at the kiosk are in 
addition to those in-store, so swipe your Nectar card 
and enjoy the benefits. 
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Work-life balance 
-it'sall about 
getting the best 
mix for both 
colleagues and 
the company. 

In a career spanning 40 years or 
more, most people will need 
flexibility in their working lives at 
some time or anottier. Whether 
you're a student who needs time 
off for studying and exams, a 
parent of young children, or if 
you're caring for an elderly 
relative, or simply want to play 
more sport, it can be hard 
balancing the demands of home 
and work. 

That's why Sainsbury's is 
sensitive to the needs of 
colleagues who need flexibility in 
their working days. 

Glyn House, employment 
brand manager, explains: "It's 
hard to define a good or a bad 
work-life balance. At different 
stages of people's careers and 
lives, they require or tolerate 
varying balances of their work 
and home commitments. 
Wherever we can, we'll 
accommodate. It's not only good 
for our colleagues, but it makes 
good business sense to explore 
options that might allow them to 
work flexibly. That may mean 
working different hours, moving 
location or exploring different 
types of contract, to name but a 
few options. 

"Some colleagues have term-
time contracts to helpthem with 
childcare, others prefer to work 
shifts, while others like to take 
their days off during the week. In 

feature 

ii 
LIFE SAVER... 
SueHodsonand 
Simon Devitt 
changed their 
working hours to 
fit In with their 
busy lives. 

^ 

some ways, our shift patterns 
make it easier for store colleagues 
to be flexible with working hours 
but it can work in the business 
centre, too." 

Group chief executive Peter 
Davis is a founder member of the 
organisation, Employers for Work-
Life Balance, so there is support 
right at the top of Sainsbury's. 

Assistant managing director 
Sara Weller, is another proponent 
of work-life balance. 

In a recent interview with The 
Guardian, Sara said: "It's not about 
the quantity of hours you work but 
the quality of results." She says the 
key to flexible working is precisely 

that: flexibility, on the part of the 
employer and the employee. 

And Glyn House couldn't agree 
more. "The key message is, 'it's ok 
to ask,' he said. If you would like to 
explore the possibilities of flexible 
working, just ask your manager. It 
has tof it in with the business so 
sometimes it won't be possible. 
Some roles do not readily lend 
themselves to being fully flexible 
and there are some jobs that cannot 
be done from home - for example, 
you can't drive a lorry or serve on a 
deli counter at home. However, it's 
amazing what can be achieved with 
a little imagination and a 
willingness to try on both sides." 

iIWin!:iciriTiil1H 
Sue Hodson (left) works in 
personnel at Burpham store. She 
changed to a term-time-only 
contract last year because she 
found it increasingly difficult to 
arrange childcare for her three 
daughters during school holidays. 

"My husband works shifts and 
childcare became a nightmare for 
us. We got through three 
childminders in the space of a 
year and this contract has been 
the answer to our problems. It 
was the only way I could continue 
working. 

"I didn't want to leave 
^painsbury's so I talked to my 

jjersonnel manager and she was 
more than happy for me to change 
to a term-time-only contract. I 
now work from 9.30am until 3pm 
four days a week and it suits 
everyone. We're a very close-knit 
team who all help each other out." 

Project analyst Simon Devitt 
(below) is studying for a degree in 
business studies at the 
University of Westminster. He 
has negotiated to work four days 
a week at the business centre to 
fit in with his studies. 
' "I changed to a part-time 

urse this year so that I could 
continue working four days a 
week and gain experience and 
development while I study. It 
means I've got another three 
years at university but I've also 
got some extra money - and that 
helps. 

"Although my working hours 
are not the norm at the business 
centre, my senior manager didn't 
have a problem and it's worked 
out well for me. I feel quite 
fortunate to be able to balance my 
work and my studies." 

balancing ac 
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back to the future 
The youth of today are the 
leaders of tomorrow. f/7e 
yoL/rna/reveals how 
Sainsbury's is renewing its 
focus on graduates. 

Everyone knows Sainsbury's is all 
about food. But products don't 
source themselves, market 
themselves, and distribute 
themselves. Neither do stores build 
themselves nor strategies write 
themselves. 

Sainsbury's employs more than 
138,000 people, many of them 
graduates, in all manner of business 
roles. So whether your background 
is in accountancy, geography or 
biochemistry, there could well be 
something suitable for you. 

Sainsbury's graduate 
development scheme has now been 

updated and relaunched, taking a 
more co-ordinated approach across 
the business to attract, retain and 
develop the best graduates. 

As graduate programme 
manager Julie King explains: "We 
are running seven schemes - retail, 
quality and innovation, finance, 
trading, HR, supply chain, and 
marketing. 

"Before, the schemes were 
disparate, with different content 
and selection procedures. We've 
now brought them all together to 
form a more consistent process, 
structured programme and closer 
graduate community. 

"Graduates now all start on the 
same day, so they can network from 
day one. And, all the training 
programmes will have the same 
core elements, even though each 
function will still have its own 
technical training. 

"A big part of the scheme going 
forward is that graduates are going 
to be actively encouraged to move 

into other parts of the business 
throughout their careers at 
Sainsbury's." 

The first intake of graduates 
joining the new scheme went 
through their five-day induction in 
September By then, the 10,000 
applications Sainsbury's had 
initially received, had been whittled 
down to the top 114 graduates from 
20 universities. 

Gone are the days then of 
graduates shadowing people for 
months? "Graduates - and their line 
managers - were telling us they 

"The store 
placements are 
invaluable and 
I've been madei 
to feel very 
welcome." 

David Kettle - marketing scheme 

* K 

David graduated from Lancaster University in 2000 with a marketing degree. After 12 months spei 
with another company, he joined Sainsbury's - working on the Work Smart programme and then as i 
project analyst. , 

He applied for a position on the marketing programme in the usual way and Is now on the scheme, 
which lasts one year. During this year, graduates work towards the Chartered Institute of Marketing (CIM) 
qualification. 

Explaining why he applied for Sainsbury's graduate development scheme, David says: "My first impression 
'̂ ^̂ '̂ -̂'̂ ompany was very good. Being involved in the move from Blackf riars to IHolborn, I saw significant 

^ ^ changes and a vision I wanted to be part of. 
^ H "I was also attracted by the sheer size of the company, its diversity and the challenges it 
P S would offer." 

• Now David is hoping to achieve not only the CIM qualification, but also to gain a 
S comprehensive understanding of the business. He says: "I'd like to work cross-functionally so I 
^ get a good grasp of the whole business. 

"To spend 12 months developing yourself is an opportunity you'll probably only get once in 
your career." 

And he is enjoying it. "It's been really good. We had a great induction, which combined retail 
^ and business centre colleagues. I made lots of friends and It's given me some great contacts," 

he says. 
David is currently learning the ropes in-store and Is on placement at Nine Elms. He 

concludes: "The store placements are Invaluable and I've been made to feel very welcome. 
It's already expanded my knowledge of the company." 



Jemma Colston - retail scheme 
Jemma graduated from Aberystwyth University in 2001 with a BA (IHons) in European Studies and German. 

It was on the advice of a friend that she applied for Sainsbury's graduate scheme. Jemma explains: "My 
friend started the scheme six years ago and has achieved everything she wanted to - and has really enjoyed it. 
She said Sainsbury's had backed her all the way and strongly recommended the scheme." 

Now based at Canley store in Coventry, Jemma believes the programme offers a fantastic opportunity for 
her. "I realise Sainsbury's is going to back us, but the scheme is only as good as we make it. The 

_ ^ ^ ^ opportunities are there for us and I intend to take them," she says. 
^ When asked what she had to offer Sainsbury's, Jemma replies: "Commitment, 

^ enthusiasm and energy. 
• "Sainsbury's has put so much time and effort into building a good 
I structure for us that we've got to be committed to the scheme." 
f And Jemma echoes David on how good the induction was. "It was 

fantastic. The company has succeeded In Its intention to build the basis of i 
graduate community. I now have a lot of good contacts. 

"I was also very impressed with the standard of graduates chosen." 
In five years, Jemma hopes to have reached senior duty manager-level. 

"But one thing I'm very keen to achieve Is a cross-functional experience. I 
don't want to be ignorant of any departments within the business," she says. 

V / 

were hungry to start work and 
wanted more responsibility early on 
in order to show us their potential," 
says Julie. 

"Now, graduates really get stuck 
into a role. For example, the 72 

retail graduates go straight 
into stores as assistant 

managers after a few 
weeks of core training-
so they're proving 
themselves 

immediately." 
And there's a lot to 

learn in retail, especially 
for new graduates who are 

hoping to learn about the 
whole of Sainsbury's 

business. But help is at hand -
there's a wealth of experience 

withinthe business for 
graduates to draw on. 

The scheme aims to get the 
graduates into middle 
management within three years -
depending on performance. There 
is also an opportunity for those 
who show exceptional ability to be 
given the chance to enter the 
corporate leadership programme 
after their initial nine months' 
training. This programme aims to 
speed up the development of high-
performing graduates so they can 
enter middle management within 
two years. 

With greater responsibility 
comes greater expectation. Says 

"Sainsbury's has put so much 
time and effort into building a 
good structure for us that we've 
got to be committed to the scheme." 

Julie: "We do not just want 
graduates to come in and fill the 
gaps - we want them to come in and 
show their potential. And, if they do, 
continue on intosenior 
management roles. 

"But along with all the support 
that is given, there's very strict 
performance management. 
Graduates are expected to manage 
their own careers and be proactive 
about it." 

The graduate development 
scheme has full board-level support 
and assistant managing director 
Stuart Mitchell has pledged that 
graduates with exceptional 
performance should easily be able 
to achieve senior manager-level 
within five years. 

Most of those who join the 
development scheme come straight 
from university, but graduates from 
all age groups are accepted. 

"We're looking for high calibre, 
motivated, innovative, ambitious, 
confident, creative people with a 
good degree," says Julie. 

"We are in one of the most 

exciting, dynamic and 
fast-moving markets. It's a 
huge attraction for people 
to work for Sainsbury's and 
it's important we start 
planning for the future now." 

key points 
• the graduate development 
scheme has been relaunched 
• there are now seven schemes-
retail, quality and innovation, 
finance, trading, HR, supply chain 
and marketing 
• by starting together, graduates 
get the chance to network 
• high-performing graduates can 
enter the corporate leadership 
programme 
• performance management is a 
key part of the scheme 

how to apply 
• apply via the online application form - visit www.sainsburys.co.uk/ 
fresherthinking. If you're applying Internally then you have the chance 
to put down your store manager's or senior manager's name, who may 
be asked for a recommendation 
• call Sainsbury's graduate hotline 020 7384 7336 for more 
information or to request a brochure. People need to apply as soon as 
possible, since applications for next year are being taken already. 
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nutrition 

Imagine if you had to examine the 
ingredients of every single product on 
your shopping list. That's exactly what 
nut allergy sufferers have to deal with. 

going nuts 
A nut allergy is so serious - eating 
even small amounts of nut traces 
can be fatal - that Sainsbury's has 
produced a list of nut-free 
products to help sufferers with 
their shopping. And it's proved a 
real life-saver for people shopping 
for nut-free products, who say it's 
the most comprehensive list of any 
supermarket. 

The pink book (see right) runs to 
197 pages and lists every single 
Sainsbury's own label product 
which is nut free. 

Hazel Gowland from the 
anaphylaxis campaign works with 
Sainsbury's. She explains that as 
many as one in 50 children suffers 
from a nut allergy "Unfortunately 
for these people, there is no cure. 
They have to avoid nuts and carry 
medicines in case of emergency. 

"Life is complicated if you have 
to avoid some ingredients. That's 
why it takes 39 per cent longer to 
shop for a person with a nut allergy 

Sainsbury's has done the right thing 
in assessing and recording the risk 
and this book is a real help." 

Sainsbury's product integrity 
team gets 35-40 requests for the 
book every week and has recently 
mailed out 7,500 copies of the 
latest list. "We want to do our best 
for customers suffering such 
difficult circumstances," says 
Karen Frieze, product integrity 
co-ordinator. "These books give 
people the opportunity to live 
relatively normal lives without the 
added expense of buying specialist 
products. We also produce lists for 
gluten free, wheat free, egg free, 
milk free and vegan diets." 

book proves a 
winner with Karia 
Karia Budd from Hedge End knows 
first-hand how useful the nut-free 
product list is. Her six-year-old son 
Jonathan was diagnosed with a 
nut allergy earlier this year. 

rr 

"These books give people 
the opportunity to live 
relatively normal lives/ 

She explains: "He got a small 
piece of peanut butter on his chin 
and it started an immediate 
allergic reaction - his skin itched 
and his face swelled up." Terrified, 
Karia called the family doctor who 
administered anti-histamines and 
Jonathan was subsequently 
diagnosed with a severe nut 
allergy. 

She tells the journal: "The book 
has cut my shopping time in half. I 
check my shopping list against it 
before I visit the store so I don't 
have to check the ingredients on 
every product. 

"Jonathan is very mature -
he's taken it in his stride. He asks 
if he can eat certain products and 

he knows that avoidance is the 
only option. 

"I work on the customer service 
desk so I talk to a lot of people with 
food allergies and I know how hard 
it is for customers. I always tell 
them about the customer careline. 
It makes a real difference knowing 
there's expert help at hand." 

for allergy sufferers 
If customers come into your store asking for advice 
on shopping for people with allergies, Karen Frieze 
has this tip. "Tell them about the books, which 
are available through our customer careline on 
0800 636262," she said. 
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products 

did you know? 
• coffee was introduced into 
England in 1637 
• coffee is the most popular 
drink in the world and according to 
the National Food Survey, it 
accounts for one drinli in every 
four consumed in Britain 
• in 1997, coffee outsold tea in 
the UK for the first time 
• coffee is the second most 
traded commodity in the world 
after oil. 

pamper your little ones 
LOOK OUT for new Pampers baby 
vouchers in-store from 14 November. 

Exclusive to Sainsbury's, tfie 
vouchers are sold in the same way as 
Sainsbury's gift vouchers but will be 
redeemable solely on Pampers 
products at Sainsbury's. 

"Let's face it, having a baby is a 
huge expense and this is one way 
thatfamiliesand friends can help 
out on the basics," said Caroline 
Reynolds, category marketing 
manager, baby. "New mums spend 
an average of £800 a year on nappies 
wipes so a £100 Pampers gift voucher could cover 
of nappies for the first six weeks of a baby's life." 

Look out for our competition in the next issue of the journal 
when ten colleagues can win £50 worth of baby vouchers. 

it's in the bag 
THE FIRST fresh ground coffee bag has hit the market. 

Until now, there had never been an easy, mess-free 
way to make the perfect single cup of fresh ground 
coffee, as coffee buyer Alex Kerlogue was all too aware. 

"We know many people prefer fresh coffee to 
instant, but we've never been able to get the guality 
right with a coffee bag," he said. 

But this has all changed since the October launch of 
the coffee bag with patented Pour-Thru™ technology. 

Simon Strothers, marketing manager at Molins 
ITCM, creator of the unique Pour-Thru technology, 
explained. "The bag acts like a disposable cafetiere. Hot 
water is poured directly on to the fresh ground coffee 
and a double-chamber filter provides the maximum 
surface area for the coffee to infuse. 

"The result is a cup of coffee with the same flavour 
and quality as achieved with a cafetiere or a traditional 
coffee filter, but without the mess and inconvenience." 

^ ^ ^ ^ ^ ^ ^ ^ _ Coffee bags are individually foil 
wrapped to ensure freshness. Each 
bag contains 7.5g of coffee - around 
40 coffee beans - the same 
measure as a typical espresso in a 
coffee bar. Sainsbury's premium 
blend fresh ground coffee bags are 
priced at £1.79 for a pack of ten. 

^f' ^^Bt .^^ 

in season 

dai.^if^I Bic^'?!^,^.ii2a 

Jane Curran, food and drink editor of 
Sainsbury's Magazine talks comfort food. 

It's November and the store is full of Christmas cheer 
- or not - depending on how much of a humbug you 
are. Halloween and Bonfire Night are over, and there's 
always American Thanksgiving if you're really 
looking for another excuse to party. 

So what's in season in November? Colds, 
actually... oh the joy of sitting on the train with 
everyone around you coughing and sniffing. 

Lucky for you that satsumas and Clementines are 
at their best in November. Load yourself up with 
vitamin C from these easy-peel citrus fruits. 
Bananas may be the nation's favourite fruit, 
because they are instantly 
accessible, but even the 
laziest couch-
potato couldn't say a 
Clementine presents 
a peeling challenge. 

Meanwhile, the new 
season's leeks are now 
In prime condition. If 
you're used to eating 
leeks boiled to within an 
inch of their lives, I can't 
blame you for giving them 
the cold shoulder. But try 
tossing them in olive oil, 
salt and pepper and roasting 
them in a hot oven until 
tender. 

Or why not use these 
roasted leeks as a base for a 
leek and potato soup to help in i 
the anti-sniffle campaign. Add 
chopped peeled potato, cooked 
onion, vegetable stock, some milk, loads of seasoning 
or perhaps a grating of nutmeg, cook through, blitz in 
the blender and serve with a swirl of creme f raiche 
and chopped fresh chives. 

Delicious too when steamed whole, then wrapped 
in ham, topped with cheese sauce, sprinkle over more 
cheese and put under the grill until hot, bubbling and 
golden. 

Comfort food? Now we're talking. 

i^,ism^. 



feature 

Sainsbury's Partnership in Livestock scheme is reaping 
real benefits. Carol Trewin, former editor of Farming 
Today, has been down on the farm to see for herself. 

farminq out 
the pr • I lems 

Without Sainsbury's, life would be 
very different for West Country 
farmer Brian Brown. 

For three generations, his family 
have farmed Fenny Bridges, 
between Exeter and Honiton, in 
Devon, and his mixed enterprise, 
family-run business is typical of 
most in the area. 

Many farmers are struggling 
after five years of falling incomes -
down by an average 60 per cent -
and a series of farming disasters, 
including BSE and foot-and-mouth 
disease. 

But thanks to Sainsbury's, Brian 
is among the luckier ones. He is one 
of a growing number of farmers 
working with Sainsbury's in the 
Partnership in Livestock scheme, 
producing free-range poultry, sold in 
the Taste the Difference range. 

For a farm which is a mixture of 
grassland, cereal crops and free-
range poultry, the continuing 
downturn in virtually all farm 
sectors has created severe 

problems. So the opportunity to 
produce a high-quality, premium 
product for a guaranteed market 
has provided a real lifeline. 

The birds are reared in 
partnership with Lloyd Maunder, a 
company which has been associated 
with Sainsbury's for more than a 
century. Its agricultural division 
supplies chicks and feed. 

David Lanning is Lloyd Maunder's 
general manager He explains: 
"Quite a few farms would have gone 
pear-shaped without the regular 
income that producing these free-
range chickens provides." 

Brian is one of 45 West Country 
farmers currently rearing chickens 
underthe scheme, established in 
1996. He joined the project four 
years ago and now produces around 
23,000 free-range birds every nine 
weeks. Despite only occupying ten 
acres - from a total of 130 - this has 
become his main source of income. 

He says: "The chickens are the 
major part of the farm at present. 

producing probably 80 to 85 per cent 
of our income." 

And there are further spin-offs for 
the rural economy Each farmer has to 
invest £50,000 in the specially 
designed houses for the free-range 
chickens, benefiting the local 
economy, and the South West region is 
now producing 4.5 million birds each 
year. 

Says David: "There are real benefits 
to ancillary trades. There are the 
people who build the chicken houses, 
the equipment suppliers and a knock-
on effect for the maintenance people." 

Another bonus has been the 
development of the West Country 
Lamb range, also sold under the Taste 
ttie Difference \abei. 

Although Lloyd Maunder had been 
supplying lamb - mostly sourced in the 
South West - to the Group for decades, 
this new range is supplied by a 
dedicated group of farmers in the 

region, producing lambs to meet 
specific requirements. 

Richard Maunder, operations 
director at Lloyd Maunder, explains: 
"We have a bespoke producer group 
supplying the lambs, which are born, 
bred and finished in the region." 

farming's future 
The experiences of Brian Brown and 
other South West farmers are at odds 
with the picture regularly portrayed 
in the media that farmers and 
supermarkets are at loggerheads -
with supermarkets apparently 
playing the "bad boys" while the long-
suffering farmers are the "victims". 

However this is one of the key 
issues covered in the Curry Report, 
published earlier this year by the 
Policy Commission On The Future Of 
Farming And Food. 

The report makes a number of 
recommendations for structural 
changes to the food industry which 
would affect the entire food chain, 
from farmer and processors through 
to retailers. 

Commission chairman Sir Don 
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local enterprise 
Sainsbury's has launched a number of schemes to 
support farmers, producers and rural businesses. 
These Include: 
I the Sainsbury's Assisted Village Enterprises (SAVE) 
scheme was launched in 1999. It enables small rural 
shops to buy non-perishable products from their local 
Sainsbury's store for resale through their own premises. 

j Designed to help struggling village shops to survive, 
i SAVE is endorsed by the Village Retail Services 
I Association (VIRSA), Action with Communities in Rural 
England (ACRE) and the Post Office. There are currently 
240 village shops across Britain taking part in the 
scheme, 57 in the South West, with plans to include a 
further 600 village shops and post offices by the end of 
this year 
•*—"ver the last four years Sainsbury's has developed a 

;y of regional and local sourcing for products grown, 
Fproduced or processed in the South West, Scotland, 
Wales and Northern Ireland. This has increased the sales 
of local food in stores in each region, and has helped some 
businesses extend their markets by stocking their 
products in a number of stores outside each region. (See 
next issue for more details on how this scheme is 
developing to offer new opportunities to farmers and 
growers) 
• Sainsbury's has sponsored the National Farmers' 
Union President's Awards (now renamed Farming 
Excellence Awards) since 1999. In conjunction with BBC 
Good Food magazine, the company sponsors the annual 
Great British Food Award, won this year by Pertwood 
Organics In Wiltshire, whose organic breakfast cereals 

tow available in stores. 

"The current farming situation 
presents a great challenge to 
everyone involved in agriculture/' 
Curry, concluded one of the 
fundamental problems to be 
addressed was the way in which 
farming had become detached from 
the rest of the economy and that the 
way forward was to "reconnect our 
farming and food industry". 

In essence, he said there was a 
need to "reconnect farming with its 
market and the rest of the food 
chain; to reconnect the food chain 
with the countryside; and to 
reconnect consumers with what 
they eat and how it is produced". 

Sainsbury's has been 
instrumental in drawing up 
partnerships which do just what the 
Curry Commission recommends. 

The Partnership in Livestock 
scheme has grown from an earlier 
project set up in 1991 to develop 
partnerships between the company 
and its fresh produce suppliers, and 

to establish better communication 
throughout the supply chain. 

Although initially the scheme 
concentrated on farmers and 
processors supplying meat for 
Sainsbury's traditional beef range, it 
now covers all beef, pork and lamb 
sold by the company. In fact, 

Sainsbury's has now appointed a new 
Partnership in Livestock manager -
Jonathan Birnie - to build links and 
reconnect the supply chain. 

"The current farming situation 
presents a great challenge to 
everyone involved in agriculture," he 
says. "We want to ensure our interface 
with farmers is meaningful, 
transparent and inclusive." 

And as part of the reconnecting 
process, and to improve 
communications throughout the 
food chain, partnership groups have 

been set up with members 
representing farmers, processors 
and Sainsbury's. 

Regular visits by Sainsbury's 
colleagues to farmers and vice 
versa will improve understanding of 
how each sector operates and the 
constraints facing both. 

Sainsbury's intends to build on 
current good practices to work with 
the farming community and local, 
rural businesses, to ensure they can 
offer more, rather than fewer, 
opportunities to British farmers. 

key points ^ ^ ^ ^ ^ B 
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feature 

Sainsbury'sis 
gearing up for its 
biggest Christmas 
party yet building 
on last year's 
success. 

Sainsbury'sput little promotional 
effort behind its Christmas party 
lines last year. It didn't need to, they 
took off largely of their own accord. 
So if that's the case - the reasoning 
goes - with a bit of push behind 
them this time around, they should 
perform even better. 

Santa for Christmas this year is 
Stuart Machin, general manager 
for seasonal events and 
promotions. He says: "Party lines 
may have done well last year, but 
we didn't fully exploit new trends 
among our customers. 

"We did some market research 
and it seems people are 
entertaining casually more and 
more nowadays. Nearly half the 
people we questioned held a 
gathering of some sort once a 
week or more, mostly for four 
people or less. 

"They may not be the big, noisy 
occasions we tend to think of as 
parties, but they take place more 
often, are relaxed, and people want 
food and drink which is easy to 
prepare. And this is why we believe 
we're on to a winner with this year's 
party lines," says Stuart. 

Bigger gatherings, usually for 
special occasions, are surprisingly 
frequent as well. Again, nearly half 

The merries 
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your best party ever 

"We believe we're on to a winner 
with this year's party lines" 

the people surveyed held parties for 

four to nine people between two 

and six times a year. And they also 

held parties for ten or more people 

just as frequently 

How on earth do they keep 

going? 

Says Harriet Lowden, party 

project brand manager: "One 

insight we had was that while 

people wanted to enjoy 

themselves, they found parties 

could be hard work and stressful. 

"Perhaps that's not so 

surprising, but it's good to have 

oursuspicionsconfirmedby 

research. It meant we could 

key points 
• by exploiting the potential of 
party lines, Sainsbury's plans an 
even better Christmas this year 
• Sainsbury's has a three-tier 
offering - standard, standard plus 
and accessories 
• check outthe/f'sT/me To 
Party brochure - in-store now -
for party ideas 

develop three propositions which 

would help remove the stress from 

party planning." 

Those propositions were: 

• Sainsbury's range makes it 

easy to be a great host, whatever 

the occasion 

• great value food for sharing 

with friends and family 

• food for home entertaining in 

style. 

What that means in practical, 

products-on-the-shelf terms is a 

three-tier offering covering all 

home entertainment occasions. 

In the standard tier is food for 

sharing, buffet-style, with the 

emphasis on quantity. These 

include hot and spicy goujons, 

ham platters, mini cheesecakes 

and mini pavlovas. 

The next level up is the 

standard-plus tier, which offers 

more style. It includes fancy 

canapes, pre-dinner nibbles, share-

and-tear breads with dips, chicken 

satays with peanut dip and most of 

the Occasions range. 

The third tier is associated 

PARTY 
PLANNERS... 
Romford colleagues 
Diane Finch, Sue 
Selfe and Chris 
Kayehelpa 
customer's party 
go with a swing. 

services, which means essential 

accessories, such as a drinks-

ordering service, glass hire, deli 

platters and flowers to brighten up 

the winter gloom. 

"We're really going all out to 

show that Sainsbury's is a one-stop 

shop for all home-entertainment 

needs," adds Harriet. "We've got 

around 100 food and drink ideas 

designed for sharing and 50 

products that are easy to heat and 

serve. 

"And combined with our other 

services, such as drinks-ordering, 

Sainsbury's has got everything to 

make the party go with a swing." 

istmas yet 

There's no finer sight when you arrive at a party than a 
spread of colourful food and drink. 

And publishing executive Lorna Davis should know. 
i» JIB She has spent the last few months working on the 

It's Time To Party! brochure that's in stores now. 
'—^ ' t certainly made our mouths water several 

»s over," says Lorna. "It's worth taking a 
look at because it features many of the hero 
lines customers will be asking about over the 
next few weeks. You could get a few ideas 
from it for your own party too." 

When guests walk into the room, they go 
round meeting and greeting, so something 
light and easy to handle should be the 

„,»!'•*?..,.». theme. Try a selection of fresh fruit and 
nuts, Bombay mix, Turkish delight and 

chocolate ginger. 
Then, when everyone has settled in, it's time to 

start getting serious. Cooking food in bulk can be tricky 
and time-consuming and, unless you're Jamie Oliver, it 
never seems to look quite right. And you soon run out of 
plates to display them on. 

Sainsbury's range of party food is designed to feed 
the masses with little preparation and to taste and look 
good too. Try the meat feast slab or the frozen Party 
range of gateaux, which serve 16 good-sized portions. 

Add some colourful salads, cold meats and cheeses 
from the dell counter and you've got an appetising 
display which is also nutritionally well balanced. 

Want your party to make a real impression? Then 
think about the Occasions range of canapes and mini 
desserts. Mini pavlovas, 
Mediterranean mezze, 
Indian snacks, chorizo dips 
and Parmesan bites are " 
designed to serve strain 
from the pack, 

if you have a 
little more time, ring 
the changes by sprinkli 
grated cheese over 
Sainsbury's tortilla chips a 
flashing them under the grill. 

And as for the drinks? Tr 
livening things up with a few 
thought-out cocktails. You can get 
your cocktail-making se 
Sainsbury's, complete 4 
traditional cocktail shake?~i 
and measuring glass. 

Line up the Juices, tt̂  
Bacardi, Tia Maria and 1. 
Cointreau and you're all Wi- < 
set to go. 



news 

sister cities 
It's Braintree's turn for the sister cities treatment 
this month, f/ie/ourna/compares life in Braintree 
Massachusetts and Essex. 

Braintree, Essex 
According to store 
manager Mervyn 
Chilvers, it's the people 
at Braintree who make 
the difference. "We've 
always delivered great 
customer service and 
we're an integral part 
of the community," he 
toldf/ie/ourna/. 

That community 
has grown massively in 
recent years-due 

mainly tu neai by Stansted airport. As the airport 
grows, surrounding towns are expanding to 
accommodate the growing workforce. 

And as far as the community is 
concerned, Mervyn and the team are 
keen to get involved. "Whether it's 
schools, community groups, charities 
or the local Brownies, we're working 
hard to foster close co-operation," said 
Mervyn. 

PEOPLE 
POWER... Above, 
Dicey Galloway 
at work in the 
Massachusetts 
store. 
Left,just a couple 
of examples of 
Braintree, Essex, 
store's work in the 
community. 

fact file 
opened: March 1981 
checkouts: 23 
coKeagues: 350 
size: 26,000 sq ft 
reinvigoratlon: August 2001 

Braintree, Massachusetts 
Ten miles south of Boston, Braintree Massachusetts has 
a long, rich history. Two US Presidents - John Adams 
and John Quincy Adams - were born in Braintree. As 
were John Hancock, signatory of the Declaration of 
Independence and General Sylvanus Thayer, the 
founder of the United States Military Academy at West 
Point, New York. 

When customers tell checkout department 
associate William "Dicey" Galloway 
he should be a professional singer, 
he just laughs and tells them he was 
-and still is. 

Dicey was inducted into the 
Doo-Wopp Hall of Fame along with 
his former bandmates in The 
Harptones on 29 March 2002 at 
Boston's Symphony Hall. 

When Doo-Wopp was big, Dicey's 
group was one of the most popular 
on the East Coast though The 
Harptones never made the national 
charts and the big money of some stars. In the 1950s 
the guintet released 29 singles and had a big regional 
hit in 1954 with / Want A Sunday Kind Of Love. 

Dicey doesn't travel with the group 
any more but joins them whenever 
they are in the Boston area. At 
Shaw's, though, he continues to 
entertain customers and co-workers 
with his singing. 

fact file 
opened: June 1992 
checkouts: 11 
coKeagues: 135 
size: 31,109 sq ft 
reinvigoration: the store was 
partially remodelled in 
December 1998 

Shaw's sends 
customer to Iceland 
IT'S NOT often stores send a customer home, but that's 
what Shaw's did in October. 

Shaw's marketing department held an in-store 
promotion for customers to win a trip to Iceland when 
they bought Icelandic Water. 

The winner was overjoyed since she is Icelandic and 
now has the opportunity to go back to her homeland 
and visit friends and relatives. 

outstanding 
donor award 
SHAW'S WAS awarded an 
Outstanding Donor Award by the 
Rhode Island Community Food 
Bank at a recent ceremony. The 
award recognises Shaw's 
contribution of food weighing 
more than one million pounds 
donated over the last year, as well 
as its financial support via the 
Food Industry Crusade Against 
Hunger. 
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oh baby, you're a winner 
win books for 
yourbaby 
We've got a copy of each of the five 
shortlisted booits in the 
Sainsbury's Baby Book Award -
including a signed copy of Annie 
Kubler's winning book - to give 
away to a colleague. 

If you'd like to win, just put your 
name and work location on a 
postcard and send it to: the journal 
baby book awards, J Sainsbury pic, 
33 Holborn, London EC1N 2HT. 
Entrants must work for or be 
retired from the Sainsbury Group. 
Only one entry per person. 
Photocopies are acceptable. See 
entry conditions on page 2. 
Entries to arrive no later than 
13 December. 

•f' 

-f/ 

THEWINNER of this year's 
Sainsbury's Baby Book Award is 
Annie Kubler's beautifully 
illustrated and fun baby book, 
Head, Shoulders, Knees and Toes. 

Gaby Roslin, TV presenter and 
celebrity mum presented Annie 
with her award of a trophy and 
cheque for £2,000 at London's 
Tate Modern art gallery. 

Published by Child's Play, 
Head, Shoulders, Knees and Toes 
provides a great introduction to 
books through the well-known 
nursery song and interactive text 
with bright and colourful pictures 
of adorable babies and fun actions 
for baby, toddler and adult to act 
out together. 

Annie is thrilled to have won the 
award. She said; "I thoroughly 
enjoyed working on Head, 
Shoulder, Knees and Toes and I 
hope the babies and parents who 
read the book get just as much 
pleasure out of it as I have in 
producing it." 

Chairofthejudging panel 
Wendy Cooling said: "It demands 
participation. No baby will be able 

to sit still during the 

singing, or reading of this book -
it is perfect to introduce babies 
to the sheer pleasure of books." 

Gaby Roslin agreed. "Sharing 
books with babies doesn't just 
help them learn, it's also great 
fun," she said. 

news 

Gaby's good 
book guide 
the journal caaqhtup 
with Gaby to find out how 
important books are to 
herand her baby. 

journal: how old is your baby? 
Gaby:16 months. 
journal: what books do you read 
with her? 
Gaby: her favourites at the 
moment are The Gruffalo, We're 
Going On a Bear Hunt, Everybody 
Hide From WibblyPig, Deer Zoo. 
journal: when did you start 
reading to her? 
Gaby: when she was five days old. 
journal: do you think introducing 
books to young children benefits 
them? 
Gaby: it's very important. She is 
now obsessed with books and has 
them all around her room. 
journal: what do you think are the 
most important aspects of a 
successful baby book? 
Gaby: I think it's important for 
babies to be able to join in while 
the book is being read so texture 
and colour are great - in fact, 
anything that makes the book 
interactive. 
journal: what books did you read 
asachild? 
Gaby: Peter Pan and Alice In 
Wonderland were favourites. 
journahdo you read much now? 
Gaby: not as much as I'd like as I 
don't get the time but I loved 
reading as a child. 



have some fun 

fresh flavours 
fromLurpak 
New to Sainsbury's this 
winter comes a deiicious 
new range of Lurpak 
flavoured butters created to 
add life to your cooking. 

Lurpak with Mediterranean 
Herbs, Lurpak with Lime & 
Chilli and Lurpak with Crushed 
Garlic, have been designed to 
spice up everyday dishes with 
virtually no effort. 

And to celebrate, Lurpak has 
teamed up with the journal to 
offer one lucky reader the chance , 
to win £500 in cash. 

The new range, using real herbs, 
lime and chilli and garlic, is ideal for 
creating something special in the 
kitchen, in extra quick time. 

Celebrity chef Paul Merrett has 
developed a series of mouth-watering 
recipes, using the three flavours, 
which he believes will tempt the taste buds of all foodies. 

Spread the flavoured butters on to bread for the same great 
Lurpak taste. Stir into pasta, potatoes, or add to an omelette to 
spice up a simple meal. Or use the range to transform almost 
any meat or fish dish. 

For your chance to win £500, answer the question below. 

RWBB entry form: Lurpak 
What are the three new flavours in the Lurpak range? 

answer: 

name: , 

address: 

wordsearch 

work location: 

contact tel no: 

Entries to: Competitions, the journal, J Sainsbury pic, 33 Holborn, 
London, ECIN 2HT, to arrive no later than 13 December. Entrants must 
work for or be retired from the Sainsbury Group. Only one entry per 
person. Photocopies are acceptable. See entry conditions on page 2. / 

y 
July/August competition winners 
Winning the £25 crossword is Terence Hope, at Taplow. The £10 wordsearch 
goes to Caroline Allen, at Haverhill. 

For a list of the winners in the rest of the competitions featured in the 
July/August issue, please send an SAE to the journal at the address on page 2. 

pop quiz answers 
t: Eternal Flame 2: Pretenders 3: John Lennon 4: David Bowie 5: You Can't Hurry Love 6: / Cot You 
Babe 7: David Bowie 8: Never Conna Give You Up. 9: Bee Gees 10: Especially For You. 

solutions to October wordsearch 
and crossword 
Across: 1 Mistakes; 5 Seem; 
9Afar;10Scorched;nTrain; 
12 Chianti;13 Forget oneself; 
18 Reprisal; 19 Eats; 20 Dreamed; 
21 Staid; 22 Gash; 23 Wanderer. 

Down: 2 Inferno;3Turning; 
4 Encyclopaedia; 6 Enhance; 
7 Midriff; 8 Arrive; 13 Firedog; 
14 Repress; 15 Enigma; 16 Sceptre; 
17 Lattice. 
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Can you identify the 
radio code words for 
the letters listed below? 
You'll find the answers 
in the grid written 
eltherverticallyor 
horizontally. 

E 
G 
S 
H 
B 
0 
T 
R 
K 
V 

E 
K 
U 
B 
R 
A 
V 
0 
D 
D 

A 
1 
V 
R 
B 
L 
1 
C 
R 
R 

S 
P 
E 
A 
R 
E 
C 
H 
0 
1 

T 
A 
N 
G 
0 
P 
T 
E 
M 
P 

R 
S 
V 
A 
T 
H 
0 
T 
E 
L 

E 
K 
0 
B 
A 
E 
R 
0 
0 
F 

S 
1 
E 
R 
R 
A 
N 
G 
0 
D 

S 
L 
0 
1 
B 
T 
K 
0 
1 
L 

P 
0 
S 
c 
A 
R 
A 
L 
N 
V 

Y 
B 
E 
K 
G 
Y 
M 
F 
K 
1 

quick crossword 

ACROSS 
1. Promotion (11) 
9. Survive (7) 

10. Contact (5) 
11. Of the country (5) 

12. Shorten (7) 
13. Safe (6) 
15. Away (6) 
18. Ennlnent conductor (7) 
20. Kingly (5) 
22. Tend In sickness (5) 
23. Insanity (7) 
24. Plight (11) 

DOWN 
2. Speak (5) 
3. Towed vehicle (7) 
4. Tennpt(6) 
5. stage player (5) 
6. Bravery(7) 
7. Sustenance (11) 
8. stamp collector (11) 

14. Less obscure(7) 
16. Ennui (7) 
17. Of the universe (6) 
19. Tendency (5) 
21. Unripe (5) 

J 

entr<7i6nn: wordsearch & rittssword 
Please attach your completed crossword and/or wordsearch to this form 

name: 

address: 

work location: , 

contact tel no: 
Entries to: Competitions, the journal, J Sainsbury pic, 33 Holborn, London ECIN 2HT, to arrive no later 
tfian 13 December Entrants must work for or be retired from the Sainsbury Group. Only one entry per person 
Photocopies are acceptable. One entry will be drawn from tiie hat for 1 he crossword and one for the 
wordsearch. See entry conditions on page 2. k 
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one for 
the family 

Five colleagues and their families could be 
enjoying a day out at eittier Drayton Manor Family 

Ttieme Park or Legoland in Windsor, ttianks to 
Robinsons - the UK's number one squash 

brand. 
Robinsons - part of the Britvic Soft 

Drinks company-is sponsoring Disney's 
animated film Ulo& Stitch. 
Set in the tropical island surroundings of Hawaii, 

lonely girl Lilo adopts a dog called Stitch, unaware that ; 

^r-S*" '*^9fffP™iwB|P* 

X 

her new pet is a genetic experiment and is the ultimate 
fighting machine from an alien planet. Featuring an Elvis 

soundtrack, the film is one for all the family, making it an 
ideal fit for Robinsons. 

An exclusive Disney's Lilo & Stitch on-pack 
promotion is featured on more than 25 million 

packs of Robinsons Original, Special R and 
Fruit & Barley one, two, three and four-litre 
packs. 

the journal has three family passes for 
Drayton Manor Family Theme Park in 
Staffordshire and two family passes for 

Legoland in Windsor to give away. Twenty runners-up 
will also get a Robinsons/L/to & Stitch beaker. For your chance 
to win, answer the question below. 

I entry form: Robinsons/Lilo & Stitch 
Lilo & Stitch features a soundtrack from which singing legend? 

answer:. 

name:... 

address: 

work location: 

contact tel no: 

Entries to: Competitions, the journal, J Sainsbury pic, 33 Holborn, 
London, ECIN 2HT to arrive no later than 13 December. Entrants must 
work for or be retired from the Sainsbury Group. Only one entry per 

\ person. Photocopies are acceptable. See entry conditions on page 2. 
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babylicious^ 
weekend treat 
Babylicious is launching an innovative new range of 
frozen baby food into Sainsbury's in November. And to 
celebrate, one lucky reader can win a two-night break at 
Luxury Family Hotels' MoonFleet Manor in Dorset. 

BABYLICIOUS FROZEN BABYFOOD is a real 
alternative to jars or making baby food yourself, and isj 
new concept in frozen baby food, promising 
little ones delicious meals which 
are highly nutritious,., 
to eat in minutes, and 
virtually waste-free, since. 
food is sold in small frozen 
portions. '^ 

It is as good as home-made 
without the effort. 

Babylicious is the first range 
of frozen baby food suitable from -
initial weaning, containing no 
artificial additives or salt, and " '"'^ 
using only high-quality 
ingredients that you would find i 
your own kitchen. The first '• 
products to be launched into Sainsbur 
organic, with more to follow soon. Visit 
www.babylicious.co.uk for more details. i 

For your chance to win a family two-night holidayto"" 
MoonFleet Manor in Dorset, answer the question below. 

TT*"' 

Terms and conditions 
One family room, Including breakfast and dinner for the adults - drinks 
not Included. Children pay for all meals and drinks. Travel not Included. 
The offer must be taken up Sunday to Thursday, non-peak times. Subject 
to availability, for more Information call 01305 786948 or visit 
v»ww.luxuryfamllyhotels.com 

JL . entry form: B a b y l l C l O U S 

cfh' What is the new range of frozen baby food called? 

' answer: 

1 name: 

I address: 

I 
I 
I work location: 

, contact tel no: 

' signature (I am over 18): 

Entries to: Competitions, the journal. J Sainsbury pic, 
( 33 Holborn, London, ECIN 2HT to arrive no later than 
, 13 December. Entrants must work for or be retired from the 

Sainsbury Group. Only one entry per person. Photocopies 
are acceptable. See entry conditions on page 2. 

http://www.babylicious.co.uk


your letters 

9 express yourself T | 

boxing clever 
Dee Barker, admin mani 
Christchurch: 
Our store has been nominated to 
open on Boxing Day. Does the 
company not agree that the 
trading hours we operate at 
present -7am until midnight -
give our customers enough time 
to manage their shopping for 
Christmas? 

As a store, we work ourselves 
into a "burn-out" state over the 
two weeks of Christmas and New 
Year trading, and look forward to 
having the two days - Christmas 
Day and Boxing Day - off for 
mental and physical recuperation 
- and the only time we get to 
spend with family and friends. 

If we open Boxing Day, can we 
be assured that we will receive 
deliveries, and that they will come 
on time? Will goods be available? 
And who will stock the shelves 
when we close on Christmas Eve? 

With the company being so 
aggressive in its task to save 
money on consumables, labour 
costs, utilities, etc, does it not feel 
that Boxing Day will be something 
of an expensive day to cover, for 
the minimal amount of customers 
we will have in? 

Most sensible people will be at 
home enjoying themselves, or at 
the sales on Boxing Day, not going 
out for a loaf of bread. 

When senior people make 
these decisions about stores, 
don't they realise how they affect 
morale? It is at an all-time low at 
present, and this will do nothing 
to help. 

What has happened to the 
value of our colleagues'family 
lives? Is it only profit that matters 
now? Merry Christmas for 2002... 

Graham Naylor, retail support 
director, replies: 
Thank you for your letter, raising 
your concerns about opening 
stores on Boxing Day. 

Christmas trading hours can 
sometimes be an emotive issue 

r M 
for colleagues. However, the 
decision to trade in certain stores 
is not taken lightly, and I hope my 
reply will explain the rationale 
behind ourdecision. 

As you alluded to, profitability 
is a factor when making the 
decision to trade, but there are 
other key drivers that must be 
considered when we are in such a 
competitive market. Factors such 
as the competition, and meeting 
the expectations of customers. 

I appreciate the hard work and 
commitment you and all 
colleagues demonstrate over our 
busiest trading period of the year, 
and also understand the 
importance of being with family 
and friends over Christmas. In 
stores which are trading on 
Boxing Day, I would expect store 
managers to ensure that the 
store is manned inline with their 
takings predictions and that 
working schedules are reviewed 
to ensure colleagues are given 
the longest break possible. 

To address your guestions 
regarding product availability 
and replenishment, there will be 
no deliveries on Boxing Day 
although sufficient product will 
be carried over to ensure we 
have a "good" offer for 
customers. 

You can be assured that the 
decision to trade on those days 
was not taken lightly. Following 
the success of last year -
demonstrated by the level of 
customer interest - the number 
of stores trading was increased 
for both Boxing Day and the New 
Year. 

We will obviously monitor 
demand carefully this year, and 
colleague feedback will also be 
taken into consideration. 

going green 
Anne Davison, customer and 
trading support, Chesterfield: 
Two of our colleagues, Lisa Taylor 
and Shirley Rauer, have taken it 
upon themselves to initiate 
recycling in our store. With their 
enthusiasm they have been 
successful in getting virtually 
everyone involved. 

Since this was started we have 
managed to reduce our skip 
collection by half, therefore 
saving cash and also helping the 
environment. 

With this in mind and knowing 
that coloured plastic cannot be 
recycled, would it not make more 
sense to use clear or white plastic 
for all packaging? A prime 
example being some ranges of 
meat delivered to our meat 
counter on black trays as opposed 
to white trays. The white ones can 
be recycled whereas the black 
ones cannot. 

Colleagues at our store are 
giving this 100 per cent and would 
appreciate your help in this 
matter. 

Terry Robins, packaging 
innovations manager, replies: 
Congratulations to these two 
colleagues on their valiant efforts 
to recycle material. Cutting waste 
by half is great news, as this not 
only helps the environment but 
cuts the cost of skip collection and 
landfill tax. One small point is that 
there is no reason why you cannot 
recycle coloured or even black 
plastics. The reason that many 
plastic items are black, such as 
buckets etc, is that they have 
already been recycled. What you 
can't do is to remove the colour so 
when a coloured plastic is 
recycled it needs to go darker in 
its next life. The meat trays are 
chosen to be black as it shows off 
the meat to its best advantage and 
selling product is what we are all 
here for. 

r.15 
seal like meat 
Alice RImmer, customer service assistant, 
Chester: 
Is there any reason for chicken and turkey products 
to be so flimsily wrapped in cling film? It seems to 
me, it would be more hygienic if they were properly 
sealed, like other meats. This would stop leakage 
and make it unnecessary to put them into meat 
bags - speeding up the number of items through 
tills nationwide. 

Terry Robins, packaging innovations manager, 
replies: 
I agree, the film around some poultry is totally 
unsatisfactory, but is about to be changed to a 
sealed pack. 

However, this means materials and the tray type 
also have to change. As this is more costly, we need 
to ensure we have the best material and equipment 
available before we make the change. 

With this in mind, machinery for whole-bird 
packaging is being made and will be tested during 
November. 

Please keep up the great work 
and cascade it to other stores as a 
challenge. 

James McKechnie, recycling 
manager, also replies: 
Well done to Lisa, Shirley and all 
the others at Chesterfield involved 
with this. Saving as much plastic as 
possible for recycling not only 
saves on the store waste bill, it also 
saves on the packaging tax we now 
pay which is aiming to get 
businesses like ours to recycle as 
much as possible. As well as saving 
space in landfill, each bale of 
plastic saves the equivalent of two 
baths of oil (while one bale of 
cardboard saves a tree!). 

The bales, however are a 
product we are selling into what's 
currently a buyers' market and 
clear polythene and clear/semi 
transparent trays for products like 
yoghurts, creams, some soups etc 
currently geta higher value than 
coloured plastics which the 
recyclers regard as contaminant. 
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BP/Safeway garages 
C Maton, veteran: 
Can you tell me why the new Nectar 
card is not accepted for petrol at 
BP/Safeway garages, even though 
the BP Premiercard has now been 
cancelled? 

Many people I have spoken to are 
unhappy with BP over of this. 
Nothing in the instruction book says 
anything about BP/Safeway. Can 
you explain? 

Chris Benham, Nectar business 
deployment manager, replies: 
Thanks for your guery. There is a 
total of 71 BP sites which are not 
involved in the Nectar programme. 
This means customers will not be 
able to earn points in these 
locations. The reason is that they 
are privately owned, and some of 
them are on land that belongs to 
Safeway. 

BP has advised us that the 71 
stations not involved in the Nectar 
programme are easily identifiable 
because they will not be displaying 
Nectar promotional materials, 
while all other BP stations will. 

Nectar customers will be able to 
receive two pence per litre off their 
fuel at non-Nectar participating BP 
sites. This will be indicated via point-
of-sale material at the pump and in-
store. 

sweet Nectar for youth 
Glad Baker, payroll clerk, East 
Filton: 
Nectar has been very well-received 
by most of our colleagues, but what 
about our under-18s? 

Unlike the old Reward Card 
system, where any colleague, 
regardless of age was able to collect 
and redeem points, with the new 
Nectar launch, under-IBs are not 
allowed to be the primary 
cardholder, which means they 
cannot claim thel.OOO-point 
incentive. 

Surely there is some way we can 
give our under-18 colleagues the 
same advantages as others? 

Chris Benham, Nectar business 
deployment manager, replies: 
I am pleased to say this is not the 
case. Under-IBs are eligible for the 
incentive and their store Nectar 
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champion should have all the 
details. 

Basically, they should register 
as an additional cardholder on 
their parents' or guardians' Nectar 
account. Their card number 
should be passed to the Nectar 
champion for registration so they 
are able to receive the 1,000-point 
incentive after three uses of the 
card. 

Alan Homer, veteran: 
My wife and I have been retired 
from the company for almost five 
years, and although we always 
receive the journal - together with 
veteran news - it is always nearly a 
month late. September's edition 
arrived this morning (4 October). 

We both enjoy keeping in touch 
with our friends from Sainsbury's, 
not only by phone and letters on a 
regular basis, but we also like to 
keep up to date with what's going 
on in the company. 

I am sure other veterans 
besides us would like to receive the 
journal at the same time as store 
colleagues receive theirs. Why is 
this not possible? 

Irene Bradford, veterans support 
officer, replies: 
the journal, plus veteran news, has 
been late on this occasion due to 
some unfortunate circumstances 
with our printers and mailing 
company, for which we apologise. 

Under normal circumstances the 
yourna/-incorporating veteran 
news - is delivered as soon after 
yourna/deliveries as possible. Once 
veteran news has been printed, 
copies, plus the journal and any 
other literature sent from the 
veterans group, are despatched to a 
mailing company. All literature is 
then hand-collated and film 
wrapped before mailing can be 
completed. 

The second delay to the service 
is because the mailing goes out as 
second-class post, which can take 
up to five days to deliver. 

The veterans group understands 
this operation is not as speedy as 
we would all like, but we hope 
veterans can appreciate the 
processes and time involved. We will 
monitor the next few despatches in 
order to establish timescales and 
look to see if any improvements can 
be made. 

salient points 
waistbands and badges 
Maria Dean, customer service assistant. East Ham: 
I, and my fellow female cashiers who either wear skirts 
or trousers, think we would be more comfortable if 
these were elasticated around the waist. I have to sit for 
four-and-a-half hours without a break. 

Also, the badges we wear are cheaply made and 
dangerous. After awhile they break or come loose. 
The badges are sharp and mine can scratch, causing 
me to bleed. 

I get moaned at for not wearing my badge, but I'm 
fed up with being hurt by it, and have lost my 
confidence to wear it. 

Ian McGinty, national account manager -
Dimensions Corporatewear, replies: 
Your first issue has been looked at previously during 
extensive wearer trials of the existing uniform, and 
while obviously adding to the cost of the garment, it 
was thought by many colleagues that elasticated 
clothing would look old fashioned and unflattering. 

With regard to name badges using a pin fasten, 
there are no statistics relating to any accidents while 
using this product and many thousands are in 
circulation. However, a new type of name badge is 
currently being tested and your comments will be 
taken into account when evaluating this product. 

grate to scrape 
Ann Eldridge, night shift replenishment assistant, 
Crayford: 
We sell grapefruit all year and often have it on a special 
offer. Thirty years ago, I bought some grapefruit 
spoons with serrated edges at the bottom, which make 
it easy to cut the fruit into segments and remove. 

I also use these spoons to scoop out things such as 
tomatoes or chillies when they need deseeding. 

We sell packs of teaspoons on the tea aisle so why 
not accompany them with grapefruit? 

Deborah Whinn, cook shop buyer, replies: 
Having spoken to suppliers, there is not a huge demand 
for grapefruit spoons. They are a niche product and 
mainly sold through department stores and specialist 
cook shops. 

However, after speaking to our grapefruit buyer 
regarding grapefruit sales - we have a 40 per cent 
market share - this is something we will look to trial In 
January/February next year, when grapefruit sales 
peak and the fruit is at its best. 

have your say 
if you have an idea you want to 
share with the world or you just 
want to get something off your 
chest, drop a letter or e-mail to 
thejoumal at the address on 
page 2. 

Each issue, star letters will 
be highlighted and the author of 
each sent £10. 

The editor reserves the right 
to edit letters and replies for 
publication. 

I 
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When Christine Foster, a member 
' of the bakery team at NEWPORT, 

gave birth to baby Rhyan earlier 
this year, her colleagues penned a 
poem in his honour: 
Dough it may be a long time before 
Rt)yan, 
Who is barley out of nappies, is in 
training, 
He is baking a good start of life, 
And hopefully he will rise to the top 
of his class. 

THORNE ROAD s customer 
• service manager Amy Callinan 

went back to school to help local 
sixth form students with their A-
Level coursework for business and 
customer management. The 
exercise was so successful that 
Sainsbury's has been asked to do it 
again next year. 

Someone else who has been 
singing Sainsbury's praises-well, 
especially the efforts of two 
drivers from HEMPSTEAD 
SAVACENTRE - is customer Mrs 
Frawley from Kent. She wrote in to 
pass on her thanks to the drivers 
who (0ine to her rescue after she 
had aJTiinor accident in her car, 

" j just left the store. She 
te: "They managed to change 

I wheel which I had punctured 
he spare, followed me to the 

petrol station to get air, and then 
offered to fol low me home to make 
sure I got there okay. If I ever have 

the route of your 
I ? marvellous home-delivery 

'• -^rivers. 
Three colleagues who 

definitely weren't running into 
# trouble were Karen Hiller, Julia 

Hilton and Sue Brown from 
PUTNEY who raised £543 by 
"">ning the 5k-Flora Light 
_ Jlenge for Women in Hyde 
Park. The trio donated the funds to 
"^National Asthma Campaign, 

Alzheimers ^ . 
, Society and Macmillan 

Cancer Relief, , ^ _ ^ _ j ' , 
;̂; respectively. M M ^ ^ \ 
*| And ta lk in (^ r -7 ' A ^ ^ ^ 
i fundraising, \ ^^ 

colleagues at 
MARSH MILLS ha> 
donated almost £500 to' 
Hearing Dogs for Deaf 

'f'eople - the store's new 
chosen charity. 
Colleagues are aim 
raise £2,000 which will 
pay for the training ofa / 
hearing dog. 

down your way 

Put your store on the map 
/ 

If your store 
isn't on the 
map, why 
not write to 
thejournal 
with your 
news? 

going that 
extra mile 
FOUR COLLEAGUES from occupational 
health at Holborn business centre 
Walked The Walk and raised more than 
£1,180 for Cancer Research UK. 

The event - one of many taking place 
across the country throughout the year -
was to raise money for research into 
breast cancer care. All four completed a 
13-mile course. The marathon started at 
midnight, with walkers wearing 
decorated bras. 

bankin uccess 
A SMART new Mazda is wheely pulling in the crowds at Marsh Mills - to 
the delight of the banking team (pictured). It is on display at the store to 
help promote Sainsbury's car insurance - and is the top prize in the 
store's promotional competition. 

Sainsbury's 
does time 
BULLWOOD HALLS Prison in Essex 
was the latest venue to benefit from 
an introduction to the benefits of 
Sainsbury's Be Good To Yourself 
range. Rayleigh Weir's food sampler, 
Wendy Oakley (pictured left), and 
Carol Linge, store trainer, gave out 
free samples and answered 
guestions from staff and prisoners 
on both the range and healthy eating 
in general. Sainsbury's was among a 
number companies which supported 
the prison's third annual health fair, 
designed to promote healthy eating 
and lifestyle within the prison 
environment. 

L#< 

challenging times 
THREE TEAMS from Sainsbury's - two from Holborn 
business centre (from trading and finance) and one 

retail team from region 31 - battled it out against 
57 other teams from ten countries across 

Europe to take part in the Cisco Euro 
Challenge in Limerick, Ireland. 

\i, __ The event attracted representatives 
from companies such as Nestle, 
Barclays, VW and WH Smith who battled 

jk it out for two days in a series of physical 
m and mental challenges. 

The trading team was proud to finish 
overall tenth, while finance came 25th and 

retail 32nd. 

TEAM EFFORT.... 
The retail team 
members celebrate 
their achievement. 



the winning 
team c 
WHEN BRAMINGHAM PARK 
decided to sponsor a local footi 
team it had no idea just how I 
successful the outcome woul(M 

Founded in April this year, t l 
Ramsey Youth FC-with the | 
support of team manager Terri 
Murphy (pictured) - have aire 
won the Chiltern Junior Seven 
U9s League Cup and the Bedfi 
Town U9s Tournament. 

light 
relief 
COLLEAGUES AT 
Harlow raised almost 
£2,500 when they 
organised a tombola 
to raise funds for 
Comic Relief. The 
event coincided with a 
non-uniform day 
which saw colleagues 
donning either 
something red or 
clothing fromtheir 
schooldays. 

SPREADINGTHE 
WORD.... (from 
left) Brian was 

joined by Shirley 
Remos{BP), 

Graham Peasley 
(store manager), 

Darryl Carter 
(Debenhams), 
David O'Leary 

(BP) and Michelle 
Hogg (Barclays). 

W^l 

let's hear 
it for nectar 
SHOPPERS AT Newbury heard the 
message about the launch of Nectar ioud 
and clear - thani<s to town crier Brian 
Sylvester. Brian, a regular customer at 
the store, offered his services for free to 
marli the occasion. 

He was joined by representatives 
from fellow sponsors Debenhams, BP 
and Barclaycard. 

pure and sample 
INSTEADOF waiting 
for customers to 
cometothem, 
colleagues at 
Wakefield decided to 
take their products to 
the public, by holding 
free sampling events 
at local venues. 
Freefrom and Be Good 
To Yourself were 
amongtherangeson 
offer at a local gym 
and nearby stately 
home Nostell Priory. 

Pictured at the 
gym are (from left) Ann Claven, customer service trading 
support; Jamie Baker, checkout manager; and Pat Edwards, 
food adviser. 

Ted strikes gold 
WHEN TED Hurdle is not working 
as a trainer at Newhaven, he is 
likely to be found at a wrestling 
match - either coaching or 
refereeing.Andhis 
achievements have just 
landed him a gold award for 
50 years' service to the sport. 

The award - the first of its 
kind in the country-was 
presented by the International 
Wrestling Federation. 

The surprise accolade was given 
to Ted at the recent Commonwealth 
Games in Manchester, where he 
acted as a referee. 

Sincegualifyingasan 
international official in 1972, Ted has 
refereed at the Moscow Olympics in 
1980, five Commonwealth Games 
and the Wrestling World Cup, as well 
as numerous other international 
tournaments. He has also run a local 
wrestling club for the past 12 years. 



delivering great service 

illilMii, 

t ^ m 

return of the heroes 
The Great Service 
Hero Awards-after 
their success last 
year-are back for 
this Christmas. 

The rules are simple: all colleagues 

should be on the look-out for 

examples of great service, no 

matter how big or small, during the 

Christmas trading period. And the 

awards are available for team and 

individual achievements, for 

consistent performance and one-

off achievements - you can't lose! 

Last year, there were more than 

500 nominations and 24 colleagues 

won cash prizes. 

The scheme this year is much 

the same. There will be gold awards 

of £500 each, silver awards of 

£300 and bronze awards of £100 

plus a top prize of an extra £500 -

so you could win up to £1,000 just 

for delivering great service. 

And there are plenty of 

opportunities to win. There will be 

three gold, silver and bronze 

winners in each zone while the top 

three non-store nominations will 

also receive awards. 

And if you nominate a colleague, 

you could be a winner, too. There are 

three prizes for nominators. If you 

nominate a gold winner, you will 

receive £150, silver nominators will 

receive £100 and bronze 

nominators will get £50. 

Prizes will be presented at a 

ceremony at the business centre in 

February and heroes' stories will be 

recalled in ffiey'ourna/. 

Stuart Mitchell, assistant 

managing director, says: "The Great 

Service Hero Awards show we 

appreciate and reward great 

service. It's important to deliver 

great service every day but 

especially so at Christmas. This is 

our way of celebrating the 

achievements of colleagues who go 

that extra mile for customers. 

"I'm looking forward to even 

more nominations this year." 

how to apply 

Leatherhead checkout manager Jean Brookwell (above left) organised an open evening for 
customers who had registered a complaint with the store over the year. The evening was a 
huge success and Jean won a gold award for her efforts. "I had no Idea I had been nominate! 
until my manager asked to see me at 8.30am one Monday morning. Winning the award tun 
our store around - it was a real boost for the whole team," she says. 

Andrew Williams (above centre) from Swansea petrol station got a holiday-to-remembe 
Ibiza last year thanks to his gold award. He helped a distressed mother change a wheel on tl 
forecourt of the petrol station in the pouring rain. The story made the front page of the Sovi 
Wales Evening Post and made Andrew's father very proud. "He didn't know I could change aj 
wheel," jokes Andrew. 

Mercedes Mogado's friendly approach won her another gold award. "I really didn't do 
anything different," protests Mercedes (above right). "I give all my customers a smile and ^ 
pack their bags - even if they have only bought a few Items. It shows you care about them."" 

If you think your colleague deserves recognition 
and would like to nominate him or her, just log on to 
Connect from mid-November: 
• log on to Connect 
• click on the Great Service Heroes module on the 
main corporate front page 
I fill in details of your best practice story, stating 
how it fits in to the service promise and what impact 
it had on customers, colleagues and the business 
• orjust ask your manager. 

don't forget the turke^^^ 
Salnsbury's is offering a complete Christmas 
^ordering service this year Customers can order 
their turkey, wine or gifts at Sainsbury's. It's a great 
^ay to take some of the stress away from 
^Christmas shopping and guarantee that customers 
will get the turkey they want. 

All customers have to do is order their turkeys 
In-store or call the Christmas orderline on 0845 
^300 0592, take a note of the reference number and 
pick up their order from one of Sainsbury's 350 
larger stores - it couldn't be simpler! 

re's a ten percent colleague-discount on ~ 

next issue out in December 
To contribute to a future issue call 020 7695 7949, or see the e-mail, fax and mail details on page 2. 



feature 

back to the future 
The youth of today are the 
leaders of tomorrow, the 
yourna/reveals how 
Sainsbury's is renewing its 
focus on graduates. 

Everyone knows Sainsbury's ts all 

about food. But products don't 

source themselves, market 

themselves, and distribute 

themselves. Neither do stores build 

themselves nor strategies write 

themselves. 

Satnsbury's employs more than 

138,000 people, many of them 

graduates, in all manner of business 

roles. So whether your background 

is in accountancy, geography or 

biochemistry, there could weli be 

something suitable for you. 

Sainsbury's graduate 

development scheme has now been 

updated and relaunched, taking a 

more co-ordinated approach across 

the business to attract, retain and 

develop the best graduates. 

As graduate programme 

manager Julie King explains: "We 

are running seven schemes - retail, 

quality and innovation, finance, 

trading, HR, supply chain, and 

marketing. 

"Before, the schemes were 

disparate, with different content 

and selection procedures. We've 

now brought them all together to 

form a more consistent process, 

structured programme and closer 

graduate community. 

"Graduates now all start on the 

same day, so they can network from 

day one. And, all the training 

programmes wil! have the same 

core elements, even though each 

function will still have its own 

technical training. 

"A big part of the scheme going 

forward Is that graduates are going 

to be actively encouraged to move 

into other parts of the business 

throughout their careers at 

Sainsbury's." 

The first intake of graduates 

joining the new scheme went 

through their five-day induction In 

September. By then. thelO.OOO 

applications Sainsbury's had 

initially received, had been whittled 

down to the top 114 graduates from 

20 universities. 

Gone are the days then of 

graduates shadowing people for 

months? "Graduates - and their line 

managers-were telling us they 

"The store 
placements are 
invaluable and 
I've been made 
to feel very 
welcome." 

David Kettle - marketing scheme 
David graduated from Lancaster University in 2000 with a marketing degree. After 12 months spent 
with another company, he joined Sainsbury's - working on the Work Smart programme and then as a 
project analyst. 

He applied for a position on the marketing programme in the usual way and is now on the scheme, 
which lasts one year. During this year, graduates work towards the Chartered Institute of Marketing (CI . 
qualification. 

Explaining why he applied for Sainsbury's graduate development scheme, David says: "My first impression 
of the company was very good. Being involved in the move from Blackf riars to Holborn, I saw significant 

^ changes and a vision I wanted to be part of. 
1 "I was also attracted by the sheer size of the company, its diversity and the challenges it 

would offer." 
Now David is hoping to achieve not only the CIM qualification, but also to gain a 

comprehensive understanding of the business. He says; "I'd like to work cross-functionally so I 
get a good grasp of the whole business. 

"To spend 12 months developing yourself is an opportunity you'll probably only get once in 
your career." 

And he is enjoying it. "It's been really good. We had a great induction, which combined retail 
and business centre colleagues. I made lots of friends and it's given me some great contacts," 
he says. 

i David is currently learning the ropes jn-storeand is on placement at Nine Elms. He 
\ concludes: "The store placements are invaluable and I've been made to feel very welcome. 

It's already expanded my knowledge of the company." 

Jemma Colston - retail scheme 
Jemma graduated from Aberystwyth University in 2001 with a BA (Hons) in European Studies and German. 

It was on the advice of a friend that she applied for Sainsbury's graduate scheme. Jemma explains: "My 
friend started the scheme six years ago and has achieved everything she wanted to - and has really enjoyed it. 
She said Sainsbury's had backed her all the way and strongly recommended the scheme." 

Now based at Canley store in Coventry, Jemma believes the programme offers a fantastic opportunity for 
her. "I realise Sainsbury's is going to back us, but the scheme is only as good as we make it. The 

.«'^~\ opportunities are there for us and I intend to take them," she says. 
^~~- When asked what she had to offer Sainsbury's, Jemma replies: "Commitment, 

^ enthusiasm and energy. 
• "Sainsbury's has put so much time and effort into building a good 
I structure for us that we've got to be committed to the scheme." 
f And Jemma echoes David on how good the induction was. "It was f 

fantastic. The company has succeeded in its intention to build the basis of a 
graduate community. I now have a lot of good contacts. 

"I was also very impressed with the standard of graduates chosen." 
In five years, Jemma hopes to have reached senior duty manager-level. 

"But one thing I'm very keen to achieve is a cross-functional experience. I ^ 
don't want to be ignorant of any departments within the business," she says. 

:s? 

were hungry to start work and 

wanted more responsibility early on 

in order to show us their potential," 

saysjulie. 

"Now, graduates really get stuck 

into a role. For example, the 72 

retail graduates go straight 

into stores as assistant 

managers aftera few 

weeks of core training-

sothey're proving 

themselves 

immediately." 

Andthere'salotto 

learn in retail, especially 

fornew graduates who are 

hoping to learn about the 

whole of Sainsbury's 

business. But help is at hand -

there's a wealth of experience 

within the business for 

graduatestodrawon. 

The scheme aims to get the 

graduates into middle 

management within three years -

depending on performance. There 

is also an opportunity for those 

who show exceptional ability to be 

given the chance to enter the 

corporate leadership programme 

after their initial nine months' 

training. This programme aims to 

speed up the development of high-

performing graduates so they can 

enter middle management within 

two years. 

With greater responsibility 

comes greater expectation. Says 

"Sainsbury's has put so much 
time and effort into building a 
good structure for us that we've 
got to be committed to the scheme." 

Julie: "We do not just want 

graduates to come in and fill the 

gaps - we want them to come in and 

show their potential. And. if they do, 

continue oninto senior 

management roles. 

"But along with all the support 

that is given, there's very strict 

performance management. 

Graduates are expected to manage 

their own careers and be proactive 

about it." 

The graduate development 

scheme has f uil board-leve! support 

andassistant managing director 

Stuart Mitchell has pledged that 

graduates with exceptional 

performance should easily be able 

to achieve senior manager-level 

within five years. 

fwtost of those who join the 

development scheme come straight 

from university, but graduates from 

ail age groups are accepted. 

"We're looking for high calibre, 

motivated, innovative, ambitious, 

confident, creative people with a 

good degree." says Julie. 

"We are in one of the most 

exciting, dynamicand 

fast-moving markets. It's a 

huge attraction for people 

to work for Sainsbury's and 

it's important we start 

planning for the future now." 

key points 
• thegraduatedevelopment 

scheme has been relaunched 

• there are now seven schemes-

retail, quality and innovation, 

finance, trading, HR, supply chain 

and marketing 

• by starting together, graduates 

get the chance to network 

• high-performing graduates can 

enter the corporate leadership 

programme 

• performance management is a 

key part of the scheme 

how to apply 
• apply via the online application form - visit www.sainsburys.co.uk/ 
fresherthinking. If you're applying internally then you have the chance 
to put down your store manager's or senior manager's name, who may 
be asked for a recommendation 
• caff Sainsbury's graduate hotline 020 7384 7336 for more 
information or to request a brochure. People need to apply as soon as 
possible, since applications for next year are being taken already. 
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feature 

Sainsbury's Partnership in Livestock scheme is reaping 
real benefits. Carol Trewin, former editor of Farm/ng 
Today, has been down on the farm to see for herself. 

farming out 

local enterprise 

thepr • I lems 
Without Sainsbury's. life would be 

very different for West Country 

farmer Brian Brown. 

For three generations, tiis family 

have farmed Fenny Bridges, 

between Exeterand Honiton, in 

Devon, and his mixed enterprise, 

family-run business is typical of 

most in the area. 

Many farmers are struggling 

after five years of falling incomes -

down by an average 60 per cent -

and a series of farming disasters, 

including BSE and foot-and-mouth 

disease. 

But thanks to Sainsbury's, Brian 

is among the luckier ones. He is one 

of a growing number of farmers 

working with Sainsbury's in the 

Partnership in Livestock scheme, 

producing free-range poultry, sold in 

the Taste the Difference range. 

For a farm which is a mixture of 

grassland, cereal crops and free-

range poultry, the continuing 

downturn in virtually all farm 

sectors has created severe 

problems. Sotheopportunity to 

produce a high-quality, premium 

product for a guaranteed market 

has provided a real lifeline. 

The birds are reared in 

partnership with Lloyd Maunder, a 

company which has been associated 

with Sainsbury's for more than a 

century. Its agricultural division 

supplies chicks and feed. 

David Lanning is Lloyd Maunder's 

general manager. He explains: 

"Quite a few farms would have gone 

pear-shaped without the regular 

income that producing these free-

range chickens provides." 

Brian is one of 45 West Country 

farmers currently rearing chickens 

under the scheme, established in 

1996. He joined the project four 

years ago and now produces around 

23.000 free-range birds every nine 

weeks. Despite only occupying ten 

acres - from a total of 130 - this has 

become his main source of income. 

He says: "The chickens are the 

major part of the farm at present. 

producing probably 80 to 85 per cent 

of our income." 

And there are further spin-offs for 

the rural economy. Each farmer has to 

invest £50,000 in the specially 

designed houses for the free-range 

chickens, benefiting the local 

economy, and the South West region is 

now producing 4.5 million birds each 

year. 

Says David: "There are real benefits 

to ancillary trades. There are the 

people who build the chicken houses, 

the equipment suppliers and a knock-

on effect for the maintenance people." 

Another bonus has been the 

development of the West Country 

Lamb range, also sold under the Tasfe 

t/ieD/7ference label. 

Although Lloyd Maunder had been 

supplying lamb - mostly sourced in the 

South West - to the Group for decades, 

this new range is supplied by a 

dedicated group of farmers in the 

region, producing lambsto meet 

specific requirements. 

Richard Maunder, operations 

director at Lloyd Maunder, explains: 

"We have a bespoke producer group 

supplying the lambs, which are born, 

bred and finished in the region." 

farming's future 
The experiences of Brian Brown and 

other South West farmers are at odds 

with the picture regularly portrayed 

in the media that farmers and 

supermarkets are at loggerheads -

with supermarkets apparently 

playing the "bad boys" while the long-

suffering farmers are the "victims". 

However this is one of the key 

issues covered in the Curry Report, 

published earlier this year by the 

Policy Commission On The Future Of 

Farming And Food. 

The report makes a number of 

recommendations for structural 

changes to the food industry, which 

would affect the entire food chain, 

from farmer and processors through 

to retailers. 

Commission chairman Sir Don 

i ne curreni farming situation 
presents a great challenge to 
everyone involved in agriculture. 
Curry, concluded one of the 

fundamental problems to be 

addressed was the way In which 

farming had become detached from 

the rest of the economy and that the 

way forward was to "reconnect our 

farming and food industry". 

In essence, he said there was a 

need to "reconnect farming with its 

market and the rest of the food 

chain; to reconnect the food chain 

with the countryside; and to 

reconnect consumers with what 

they eat and how it is produced". 

Sainsbury's has been 

instrumental in drawing up 

partnerships which do just what the 

Curry Commission recommends. 

The Partnership in Livestock 

scheme has grown from an earlier 

project set up in 1991 to develop 

partnerships between the company 

and its fresh produce suppliers, and 

to establish better communication 

throughout the supply chain. 

Although initially the scheme 

concentrated on farmers and 

processors supplying meat for 

Sainsbury's traditional beef range, it 

now covers all beef, pork and lamb 

sofd by the company. In fact. 

/ ; 
key points 
• Sainsbury's Partnership in 
Livestock scheme is a partnership 
between Sainsbury's, local farmers 
and Lloyd Maunder 
• it grew from a previous scheme 
to develop partnerships with fresh 
produce suppliers 
• the scheme benefits the local 
economy as well as farmers 
• this year's Curry Report on 
the future of farming and food 
recommends structural changes 
that would affect the entire 
food chain 
• commission chairman Sir Don 
Curry recommends reconnecting 
the farming and food industries. 

I%"1 

Sainsbury's has launched a number of schemes to 
support farmers, producers and rural businesses. 
These include: 
I the Sainsbury's Assisted Village Enterprises (SAVE) 
scheme was launched in 1999. it enables small rural 
shops to buy non-perishable products from their local 
Sainsbury's store for resale through their own premises. 
Designed to help struggling village shops to survive, 
SAVE is endorsed by the Village Retail Services 
Association (VIRSA), Action with Communities In Rural 
England (ACRE) and the Post Office. There are currently 
^40 village shops across Britain taking part in the 
scheme, 57 in the South West, with plans to include a 
further 600 village shops and post offices by the end of 
Ithls year 
"• — r the last four years Sainsbury's has developed a 

of regional and local sourcing for products grown, 
oduced or processed in the South West, Scotland, 

fales and Northern Ireland. This has increased the sales 
of local food in stores in each region, and has helped some 
businesses extend their markets by stocking their 
products in a number of stores outside each region. (See 
next issue for more details on how this scheme is 
developing to offer new opportunities to farmers and 
growers) 

Sainsbury's has sponsored the National Farmers' 
Union President's Awards (now renamed Farming 
Excellence Awards) since 1999. in conjunction with BBC 
Good Food magazine, the company sponsors the annual 
Great British Food Award, won this year by Pertwood 
Organics in Wiltshire, whose organic breakfast cereals 

—V available In stores. 

Sainsbury's has now appointed a new 

Partnership in Livestock manager -

Jonathan Birnie - to build links and 

reconnect the supply chain. 

"The current farming situation 

presents a great challenge to 

everyone involved in agriculture," he 

says. "We wanttoensure our interface 

with farmers is meaningful, 

transparent and inclusive." 

And as part of the reconnecting 

process, and to improve 

communications throughout the 

food chain, partnership groups have 

been set up with members 

representing farmers, processors 

and Sainsbury's. 

Regular visits by Sainsbury's 

colleagues to farmers and vice 

versa will improve understanding of 

how each sector operates and the 

constraints facing both. 

Sainsbury's intends to build on 

current good practices to work with 

the farming community and local, 

rural businesses, to ensure they can 

offer more, rather than fewer, 

opportunities to British farmers. 

12 13 
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Sainsbury'sis 
gearing up for its 
biggest Christmas 
party yet, building 
on last year's 
success. 

Sainsbury'sput little promotional 

effort behind its Christmas party 

lines last year. It didn't need to, they 

took off largely of their own accord. 

So if that's the case - the reasoning 

goes - with a bit of push behind 

them this time around, they should 

perform even better. 

Santa for Christmas this year is 

Stuart Machin, general manager 

for seasonal events and 

promotions. He says: "Party lines 

may have done well last year, but 

we didn't fully exploit new trends 

among our customers. 

"We did some market research 

and it seems people are 

entertaining casually more and 

more nowadays. Nearly half ttie 

people we guestioned held a 

gathering of some sort once a 

week or more, mostly for four 

people or less. 

"They may not be the big, noisy 

occasions we tend to think of as 

parties, but they take place more 

often, are relaxed, and people want 

food and drink which is easy to 

prepare. And this is why we believe 

we're on to a winner with this year's 

party lines," says Stuart. 

Bigger gatherings, usually for 

special occasions, are surprisingly 

frequentaswell. Again, nearly half 

"We believe we're on to a winner 
with this year's party lines" 

the people surveyed held parties for 

four to nine people between two 

and sixtimes a year. And they also 

held parties for ten or more people 

just as frequently. 

How on earth do they keep 

going? 

Says Harriet Lowden, party 

project brand manager: "One 

insight we had was that while 

people wanted to enjoy 

themselves, they found parties 

could be hard work and stressful. 

"Perhaps that's not so 

surprising, but it's good to have 

our suspicions confirmed by 

research. It meant we could 

key points 
• by exploiting the potential of 
party tines, Sainsbury's plans an 
even better Christmas this year 
• Sainsbury's has a three-tier 
offering - standard, standard plus 
and accessories 
• check out the/f's7/me To 
Party brochure - in-store now -
for party ideas 

develop three propositions which 

would help remove the stress from 

party planning." 

Those propositions were: 

• Sainsbury's range makes it 

easy to be a great host, whatever 

the occasion 

• great value food for sharing 

withfriendsandfamily 

• food for home entertaining in 

style. 

What that means in practical, 

products-on-the-shelf terms is a 

three-tier offering covering all 

home entertainment occasions. 

In the standard tier is food for 

sharing, buffet-style, with the 

emphasis on guantity. These 

include hot and spicy goujons, 

ham platters, mini cheesecakes 

and mini pavlovas. 

The next levelupis the 

standard-plus tier, which offers 

more style. It includes fancy 

canapes, pre-dinner nibbles, share-

and-tear breads with dips, chicken 

satays with peanut dip and most of 

the Occasions range. 

The third tier is associated 

PARTY 
PLANNERS... 
Romford colleagues 
Diane Tinch, Sue 
Selfe and Chris 
Kayehelpa 
customer's party 
gowithaswinq. 

services, which means essential 

accessories, such as a drinks-

ordering service, glass hire, deli 

platters and flowers to brighten up 

the winter gloom. 

"We're really going all out to 

show that Sainsbury's is a one-stop 

shopforall home-entertainment 

needs," adds Harriet. "We've got 

around 100 food and drink ideas 

designed for sharing and 50 

products that are easy to heat and 

serve. 

"And combined with our other 

services, such as drinks-ordering, 

Sainsbury's has got everything to 

make the party go with a swing." 

.^^•^.,,^^' 

your best party ever 
There's no finer sight when you arrive at a party than a 
spread of colourful food and drink. 

And publishing executive Lorna Davis should know. 
"*' ~ has spent the last few months working on the 

Time To Party! brochure that's in stores now. 
"It certainly made our mouths water several 
mes over," says Lorna. "It's worth taking a 

^̂  look at because it features many of the hero 
lines customers will be asking about over the 
next few weeks. You could get a few ideas 
from it for your own party too." 

When guests walk into the room, they go 
round meeting and greeting, so something 
light and easy to handle should be the 

„«* , theme. Try a selection of fresh fruit and 
nuts, Bombay mix, Turkish delight and 

colate ginger. 
, ..eii, when everyone has settled in, it's time to 

start getting serious. Cooking food in bulk can be tricky 
and time-consuming and, unless you're Jamie Oliver, It 
never seems to look quite right. And you soon run out of 
plates to display them on. 

Sainsbury's range of party food is designed to feed 
the masses with little preparation and to taste and look 
good too. Try the meat feast slab or the frozen Party 
range of gateaux, which serve 16 good-sized portions. 

Add some colourful salads, cold meats and cheeses 
from the deli counter and you've got an appetising 
display which is also nutritionally well balanced. 

Want your party to make a real impression? Then 
think about the Occasions range of canapes and mini 
desserts. Mint pavtovas, 
Mediterranean mezze, 
Indian snacks, chorizodipl J ^ 
and Parmesan bites are all | 
designed to serve straiqfit 1 
from the pack. 

If you have a 
little more time, ring 
the changes by sprin 
grated cheese over 
Sainsbury's tortilla chips and 
flashing them under the grill. ^ 

And as for the drinks? Try 
livening things up with a few 
thought-out cocktails. Yo 
your cocktail-making set 
Sainsbury's, complete wl. 
traditional cocktail shaker 
and measuring glass. ^ 

Line up the juices, the & 
Bacardi, Tia Maria and the ^ 
Cointreau and you'reall i 
set to go. '''' 

The merriest Chr istmas yet 
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have some fun 

fresh flavours 
fromLurpak •--
New to SaJnsbury's this 
winter comes a delicious 
new range of Lurpak 
flavoured butters created to 
add life to your cooking. 

Lurpak with Mediterranean 
Herbs, Lurpak with Lime & 
Chilli and Lurpak with Crushed 
Garlic, have been designed to 
spice up everyday dishes with 
virtually no effort. 

And to celebrate, Lurpak has 
teamed up with thej'ournaf to 
offer one lucky reader the chance 
to win £500 in cash. 

The new range, using real herbs, 
lime and chilli and garlic, is ideal for < 
creating something special in the 
kitchen, in extra guick time. 

Celebrity chef Paul Merrett has 
developed a series of mouth-watering 
recipes, using the three flavours, 
which he believes will tempt the taste buds of all foodies. 

Spread the flavoured butters on to bread for the same great 
Lurpak taste. Stir into pasta, potatoes, or add to an omelette to 
spice up a simple meal. Or use the range to transform almost 
any meat or fish dish. 

For your chance to win £500, answer the guestion below. 

entry form: Lurpak 
What are the three new flavours in the Lurpak range? 

answer: 

wordsearch 
Can you identify the 
radiocode words for 
the letters listed below? 
You'llfindtheanswers 
in the grid written 
either vertically or 
horizontally. 

1. E 
2. G 

S 
H 

work location;. 

contact tel no: 

Entries to; Competitions, the journal. J Sainsbury pic, 33 Holborn, 
London, ECIN 2HT, to arrive no later than 13 December. Entrants must 
work for or be retired from the Sainsbury Group. Only one entry per 
person. Photocopies are acceptable. See entry conditions on page 2. 

July/August competition winners 
Winning the £25 crossword i5 Terence Hope, at Taplow. The £10 wordsearch 
goes to Caroline AHen, at Haverhill. 

Tor a list ot the winners in the rest of the competitions featured in the 
July/August issue, please send an SAE to f/ ie/ourna/at the address on page 2. 

pop quiz answers 
1:f!(ernafrJame2:Pretenaefs3: JohnLennon4:DavidBowie5;V'ouC3n'IHurr>'Lot'e6:fGol Vou 
Babe T. David Bowie 8 Never Gonna Give You Up. 9: Bee Gee%\0: Especially For You. 

solutions to October wordsearch 
and crossword 
Acrau: 1 Mistakes: 5 Seem: 
9 Mar. 10 Scorched; tl Train; 
12 Chianti: B Forget oneself; 
l8Reori5al:l9Eat;; 20 Dreamed; 
21 Slaid; 22 Gasti; 23 Wanderer 

Down: 2 inferno; 3 Turning; 
4 Encyclopaedia; 6 Enhance; 
7 Midriff; 8 Arrive: 13 FiredOQ; 
l4Repress;15 Enigma; 15 Sceptre; 
17 Lattice. 
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fare comment give your lamb a bit of a kick with... 

"Ojamh Pepper 
' ^ K j f IMED 
^Ur ONION INTO 

i A M i i CUBES 
ANP SAUTE IN urns 

OU^OIL UHTIL 
0!¥QOB. 

/^UT3O0G-LAMB\<^P(JCS TOUDW 

N tABAT 
BROWNS, APP 

2.50N\L REP W/NE, 
1 T$P CHOFf^EP &AKUC 
•i-zm^pf?iBp 

Of?B€r-l ^ > W ^ - ^ « 

CORNS. - W ^ W ^ ^ 
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lO? '.TBSP FLOUR 
'WTH3TB5F x^ 

f^EPWINEfiNP A , * 
APPTDSTEW 
7p THICKEN. 

m IMMBK FOR 
10 MINS THEN 

APP too a-
iOUR CRBAM, 5ALT 
•rWHITE PEPPER 
TO TASTE. 

\NtSH WITH 
'FRESH TMffAB 

3PRI^S..,f*, 

one for 
the family 

Five colleagues and their families could be 
enjoying a day out at either Drayton Manor Family 

Theme Park or Legoland in Windsor, thanks to 
Robinsons-the UK's number one squash 

brand. 
Robinsons - part of the Britvic Soft 

Drinks company - is sponsoring Disney's 
animated film L/ZoSSt/fch. " T 
Set in the tropical island surroundings of Hawaii, / 

lonely girl Lilo adopts a dog called Stitch, unaware that 
her new pet is a genetic experiment and is the ultimate 

fighting machine from an aiien planet. Featuring an Elvis 
soundtrack, the film is one for all the family, making it an 

ideal fit for Robinsons. 
An exclusive Disney's L/'/o<S Stitch on-pack 

promotion isfeatured on more than 25 million 
packs of Robinsons Original, Special Rand 
Fruit & Barley one, two, three and four-litre 
packs. 

the journal has three family passes for 
Drayton Manor Family Theme Park in 
Staffordshire and two family passes for 

Legoland in Windsor to give away. Twenty runners-up 
will also get a Robinsons/Li/oS SWc/i beaker. For your chance 
to win, answer the guestion below. 

, entry form: Robinsons/Lifo & Stitch 
/.//oiSSf/fch features a soundtrack from which singing legend? 

work location: 

contact tel no: 

Entries to; Competitions, the journal, J Sainsbury pic, 33 Holborn, London ECIN 2HT, to arrive no later 
than 13 December. Entrants must work for or be retired from the Sainsbury Group. Only one entry per person. 
Photocopies are acceptable. One entry will be drawn from the hat for I he crossword and one for the 
wordsearch. See entry conditions on page 2. 

work location: 

contact tel no: 

Entries to: Competitions, the journal. J Sainsbury pic, 33 Holborn, 
London, EC1N 2HT, to arrive no later than 13 December. Entrants must 
work for or be retired from the Sainsbury Group. Only one entry per 
person. Photocopies are acceptable. See entry conditions on page 2. 

babyliciou^ 

Babyticious is launching an innovative new range of 
frozen baby food into Sainsbury's in November. And to 
celebrate, one lucky reader can win a two-night break at 
Luxury Family Hotels' MoonFleet Manor in Dorset. 

BABYLICIOUS FROZEN BABYFOOD is a real 
alternative to jars or making baby food yourself, and i 
new concept in frozen baby foi 
little ones delicious meals whi 
are highly nutritious, re 
to eat in minutes, and 
virtually waste-free, sini 
food is sold in small frozen 
portions. 

It is as good as home-made 
without the effort. 

Babylicious is the firs^ 
of frozen baby food suita>^ 
initial weaning, containir 
artificial additives or salt, 
using only high-quality 
ingredients that you would finil 
your own kitchen. The first 
products to be launched into Sainsbury's 
organic, with more to follow soon. Visit 
www.babytJctous.co.uk for more details. 

For your chance to win a family two-night holiday to 
MoonFleet Manor in Dorset, answer the question below. 

Terms and conditions 
One tamily room. Including breakfast and dinner lor the adults - drinks 
not included. Children pay for all meals and drinks. Travel not included. 
The offer must be taken up Sunday to Thursday, non-peak times. Subject 
toavallability.Formoreinformationcalt 01305 786948 or visit 
www.luxurvfamilyhotels.com 

r —" 
JL , entryform: B a b y l l C I O U S 

cfo' What is the new range of frozen baby food called? 

' answer: 

name: 

address: 

work location: 

contact tel no: 

signature (i am over 18): 

•• Entries to: Competitions, the journal. J Sainsbury pic, 
1 33 Holborn, London, ECIN 2HT, to arrive no later than 
, 13 December. Entrants must work for or be retired from the 

Sainsbury Group. Only one entry per person. Pbotocopies 
are acceptable. See entry conditions on page 2. 

file:///NtSH
http://www.babytJctous.co.uk
http://www.luxurvfamilyhotels.com

