CHELSEA FOOTBALL CLUB SUPPORTERS’ CONSULTATIVE FORUM 
2018-19, MERCHANDISING MEETING MINUTES
Meeting held in the 1905 Club, Chelsea FC at 6.15pm on Wednesday 17th October 2018
Attendees



Club title/ group represented
Beard, Neil



CFCUK representative

Bell, Mark



Club Licensing Manager

Branch, Robbie


Nike Store Manager

Brown, Tracy 


Chelsea Pride/ LGBT representative

Buck, Bruce



Club Chairman

Childs, Graham


Head of Nike/ Chelsea Joint Venture

Gordon-Brown, Patrick

Chelsea Supporters Club representative

Guerra, Oscar


Nike Finance Manager

Hayden, Lisa



Accessible representative

Haynes, Katie


Nike Senior Merchandiser and Operations Manager

Johnstone, David


Chelsea Supporters Trust representative

Jones, Sarah



Club Head of Merchandising

Last, Nick



UK branch representative

Migani, Giacomo


Nike Merchandiser

Milham, Richard


Club Head of Global Merchandise

Newman, Kevin


Nike Licensed Merchandiser Manager

Reeves, Gill



Hospitality representative

Regan, Andy 


Forum Chairman

Smith, Graham 


Club Head of Ticketing and Supporters’ Liaison 

Stewart, Shaun


Family representative

Thileepan, Tila


Home Season Ticket (“ST”) holder representative

Tompkins, Sam


Nike Merchandise Manager

Townsend, Chris


Club Commercial Director
(Action points are underlined.)

Attendees introduced themselves.  The Forum Chairman thanked representatives for obtaining feedback from their fellow fans.

The Club commented that we have representatives from both the Club and Nike attending in their different capacities.  Some general issues about the Megastore and our merchandise have been discussed before at Forum meetings.  There have been changes to product lines partly as a result of those, but there are ongoing issues that fans indicated they wanted to air.  CFC UK and the Trust have put forward reports of supporters’ views, which are helpful.  This meeting would be most useful going through the headline issues that have been raised in those reports.
Nike was asked why it sells football boots at the store.  Nike thanked fans for the invitation to today’s meeting.  It understands the importance of listening to fans and making appropriate changes.  Selling boots has worked in some other stores they run.  A representative added that previously it was possible to buy key rings, mugs and smaller Club-related items.

The Club commented that it asked Nike originally about the sale of boots.  Fans may not go to the store to buy boots but will see good quality of boots on sale and may purchase them.  The Club was happy for this to be tried.

As regards smaller Club-related items, the Club agrees there could be more of these items on offer given the importance of adapting to what our fans want. 

In response to a request for the headline items from the surveys, a representative responded that the item range should be better and thanked Nike for attending.  He added that fans considered the range to be better before it was Nike-owned.  More books, DVDs and retro items would be welcome; another representative commented that last season’s Cup Final DVD isn’t available in the store.  

A representative raised the issue of shirt cost.  Fans will end up getting the shirts cheaper elsewhere.

Another commented that the store has lost its Club identity, and its sterile, though it’s appreciated that Nike has invested heavily in the Club.  The floor space is a third of what it was which suggests the store isn’t working.  Another added that the store is nicely fitted out but there is little to buy.  Fans bringing children would often visit the store in the past but there’s now little to buy that appeals, so fans don’t bother to visit anymore. Some used to arrive at stadium especially early, just to visit the store before entering ground – that doesn’t happen anymore. It’s more of a clothing store than a Club shop, unlike the Arsenal store.  Our store doesn’t even sell the programme from the last match.
Nice dress shirts with small Club logos would be welcome, as well as improved range of mugs. There are now six designs of tie on offer, which seems excessive.  In contrast we have too few scarves.  Another added that calendars, chocolate bars and birthday cards are no longer offered.  Key rings appeal to younger fans too.  There has been some progress but we need a lot more.  Mini trophies used to be on sale.  The Trust survey includes a long list of items that fans would like.

A representative raised the issue of loyalty points – why remove the scheme when there is nothing to replace it?  The Club responded that the system in place previously was only used by a very small number of fans; also, we need the right partner to implement a scheme.  Cards would be used by fans to access the stadium rather than for their loyalty point potential.

The Club is already looking at a loyalty scheme as an action point from the last Forum meeting.  It’s acknowledged that good communication must play a part in any scheme that’s rolled out. 
A representative added that the identity of the store would be more Club-based if loyalty points were reintroduced.  The Club said it takes time to set up a scheme, including the back-end operation, so it wouldn’t be imminent.

It was raised by a representative that more player appearances in the store would be welcome, which is also an action point for the next meeting.  The Club said it’s considering this but securing men’s first team players is difficult.  Junior and/ or women players may be possible.

Another representative raised the issue of women’s items on sale, as there is a very poor range and they are unrealistically small sizes for many fans.  Another added that Sports Direct has a better range in that regard.  Also, more feminine purses, wallets and mugs would be welcome.  Another representative said they were also put off visiting the store knowing the limited size range on offer across all clothing
A Nike official commented that it’s a priority for Nike worldwide to make products more appealing for women and children.

The Club was asked about the possibility of a store at Kingsmeadow to service attendees at our women’s matches.  The Club responded that until Wimbledon leave, it’s for them to manage but added there is a need to improve that aspect in the future.  There is a mobile unit that offers items for sale at Kingsmeadow now.  Could the range of souvenirs on offer there be extended? 
It was commented by a representative that some store staff are finding the limited range of products frustrating too, though staff remain very helpful in there.

The Club summarised that the range and price of products, the loyalty scheme and increased Club identity in the store appear to be the themes so far.

A representative commented that matches used to be shown on the store screens, which again reinforced the Club’s identity in the premises.

Nike commented, in response to a question, that its shop at Barcelona is the biggest tourist destination in the city.  It’s much bigger than ours, which allows more opportunity, but the issue is how we use the space we have here.  We can tap into the DNA of the Club here by use of videos and the 5th Stand at the store.  

A representative mentioned that the store can still appeal to families at present, but only if buying the strip is the intention.  Two others added there is no point visiting the store regularly, given the existing products.  Another stated that you could obtain loyalty points for buying the programme in the store previously, but that’s no longer on offer.  ST holders sitting near representatives at matches no longer seem to visit the store any more.  Another added that buying jackets in the store, for instance, is prohibitively expensive.
A representative said she’d heard from a US-based supporters club official who said their members no longer spend as much in the store on visits over.  Another added that just buying tickets and programmes from the Club, rather than merchandise, represent better value.
A representative said it would be useful if the store sold extra small sizes of adult kits.  A better size range would be helpful for larger children.  More connections with our history would be welcome, such as Gullit mugs and past players product.  Nike said there should be a good range of clothes sizes on offer.  

A representative commented that we had more disability-related items previously, such as cushions for wheelchairs, fleeces, two handle mug, overall bag which are more important now there are more disability places in the stadium.  It was possible to buy charms each match to add to a bracelet, which attracted fans to the store.  Loss-leaders can attract fans in to buy other items.   
Other items for women such as cushions, wine glasses, underwear, dressing gowns and slippers were available previously.

Nike were asked how it carries out research.  It responded that it has only owned the store since last year.  Surveys in-store are useful, as is the feedback today.  There has to be a business case for change, but it’s pointless having a store that doesn’t feel connected to the Club.

The Club was asked how long it takes to turn around products and responded that it already has extensive knowledge of what sells in the store.  However, these items have to be profitable as we have a relatively small space that has to cater to a wide audience.  As well as surveys, that history of product success is useful.  There are minimum ordering periods for many items so it takes time to change a lot of the merchandise, up to a couple of seasons in total.  Some changes can be started quickly but won’t be in place for Christmas.  It has to work on a 6 to 8-month cycle for a lot of products in the store. 

The Club said it would look to carry out a review of products quickly with Nike and added that moving the online store from Nike will also increase the range available online.
A representative asked why Nike should be involved in merchandising for fans, rather than just providing the kit.  The Club responded that it’s part of the commercial arrangement with Nike.  This meeting should focus on what can be delivered better within that arrangement.  The Club also needs to work on communicating the changes in the store.  Representatives said that the magazine, programme, App and online facilities are all important in publicising these changes.  Word of mouth amongst fans is also important.  Use of the screens in the store to publicise new products is useful.  Representatives said they missed seeing product adverts in the match-day programme.
A representative commented that Club-based smaller items will still have the Nike logo so Nike benefits from those sales beyond the initial payment.
Further to a question, Nike said it has experience of football stores at Barcelona, Inter and elsewhere.  The Club added that other European and American sports stores are so different to what fans will buy in this country.  The Barcelona shop is actually the biggest tourist attraction in Spain.  It’s a balance between profit, what fans want and fitting products in to the general direction of our Club.  We have 200,000 visitors a year here on non-match days so it’s also important to cater for them.  Those attendees are more interested in the shirts as well as smaller items, but it’s acknowledged we have to improve the appeal to match-day fans as well.  We are increasing the range already.

A representative said the Christmas range is good and should be publicised.  The Club added some players are reluctant to publicise our Christmas jumpers!  The Club is aware of the importance of social media in spreading messages about our merchandise.  It was suggested by a representative that the Club surveys supporters who leave the store empty-handed as to why they haven’t purchased.
The Club added that the mix of products has changed already.  There were complaints previously about the online store but since the change, fans seem a lot happier with that service.  A representative added there will be a feelgood factor with all these changes.  
A representative commented there used to be one new home or away shirt each season but three new shirts each season is excessive.  This is beyond the cost of many fans.  The Club responded there is still demand for new shirts to a large extent, so it was pleasantly surprised that fans were prepared to buy the £90 range.  Other retailers may use replica shirts as loss-leaders to attract customers in store.  

The Club was asked why UEFA tops aren’t available in children sizes for the third kit.  The Club responded the children’s kit that’s offered is just a trial for now.  

Nike acknowledged that word of mouth is useful amongst fans for publicising changes, particularly as Christmas approaches.  It’s a store for Chelsea fans and will focus on that increasingly.  The Club will try and announce potential product changes by the end of October.
In response to a question, the Club said that meetings about merchandising can take place again, but it may not be worthwhile having a Nike representative at every Forum meeting.  It is up to the Club, not Nike, to publicise what products are on offer to fans.

The meeting finished at 7.20pm.
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