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B&M European Value Retail plc is a leading European discount retailer with B&M United Kingdom (UK) being the biggest of its businesses. The corporation began in 1978 and has expanded to become a big retail chain with a number of store brands. B&M UK operated 799 stores and made £4.615 billion in revenue in financial year 2026 (FY2026) with 32,480 employees. The entire group recorded revenue of £5.775 billion (B&M European Value Retail plc, 2026a). The business model of B&M is founded on direct sourcing, limited assortment of fast-moving consumer goods (FMCG) and general merchandise, everyday low pricing and a low-cost way of operating. B&M also has plans to expand to approximately 1,200 B&M stores in the UK in the long term (B&M European Value Retail plc, 2026a).
The Business Development Proposal (BDP) will target B&M UK since its recent performance reveals that the high-value offer of the company does not necessarily translate to improve like-for-like sales and profit. B&M UK revenue expanded by 2.9% in FY2026 and like-for-like sales were almost flat at -0.1%. Adjusted earnings before interest, taxes, depreciation and amortisation (EBITDA) decreased to £395 million (in comparison with £545 million) and adjusted EBITDA margin decreased to 8.6% (in comparison with 12.2%). The management has indicated that the initial B&M model had “drifted” in the UK, particularly in pricing, promotions, product ranges and on-shelf availability. B&M thus came up with its Back to B&M Basics programme in order to enhance execution and restore the UK business to sustainable like-for-like growth (B&M European Value Retail plc, 2026a).
The problem is still important in FY2027. In the first quarter to 27 June 2026, B&M UK revenue growth was only 0.3%, with like-for-like sales dropping by 2.3%. It was also reported by the management that FMCG like-for-like sales were still under pressure and stock-keeping unit (SKU) rationalisation and range improvement were still being implemented throughout the UK store network (B&M European Value Retail plc, 2026b). It implies that there is a definite business-development rationale to research how B&M can enhance store-level retail execution without increasing the cost of its business model or diminishing the value that it delivers to customers.
The project will be based on three related areas: on-shelf availability, assortment discipline and store-level execution. B&M calculated that the availability of the best sellers of FMCG had been estimated to be 86%, as opposed to a best-practice level of 98%. Following pilot work and modification of store routines, availability went to approximately 94%. The company also began to roll out sharper FMCG ranges, and hopes to improve sales with approximately 20% less range on shelf (B&M European Value Retail plc, 2026a). Empirical studies in retail operations indicate that missed sales due to stockouts, poor assortment decisions and poor coordination between shelf space and replenishment may result in poor performance (Steeneck, Eng-Larsson and Jauffred, 2022; Hübner and Kuhn, 2024). This indicates that there is business value and academic support for the topic.
[bookmark: _Toc241695799][bookmark: _Toc241695968]1.1 Aim
To evaluate B&M UK’s current retail execution and identify practical improvements to product availability, assortment management and store-level operations that could support sustainable like-for-like growth.
[bookmark: _Toc241695800][bookmark: _Toc241695969]1.2 Objectives
1. To evaluate B&M UK’s current market and competitive position in the UK value-retail sector.
2. To analyse the main retail-execution problems linked with on-shelf availability, assortment discipline and store-level performance.
3. To assess whether possible improvements are strategically, operationally and financially realistic by using relevant business analysis models and secondary evidence.
4. To develop evidence-based recommendations that could strengthen B&M UK’s customer value proposition and support sustainable growth.
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The project will involve secondary research based on available quantitative and qualitative evidence. This is appropriate as B&M publishes annual reports, trading statements, investor presentations and financial statements. Official statistics, industry reports and academic studies are also available in the UK retail market. Secondary research is able to provide answers to new questions based on existing data; however, the quality of the sources and researcher bias should be checked carefully (Cheong et al., 2023; Baldwin et al., 2022).
The majority of the evidence will be from 2021–2026 to ensure that the analysis can be as up-to-date as possible. Older sources will be utilized only in the case of well-known concepts or the history of the company. The primary company sources will be the Annual Report and Accounts 2026 of B&M, the first quarter (Q1) FY27 Trading Statement and previous reports where necessary to compare trends. Outside sources will involve Office for National Statistics (ONS) statistics, UK government reports, industry reports, competitor reports and peer-reviewed research.
These four rules will be used to select the sources: they must be relevant to B&M UK and the suggested area of improvement; the first priority should be given to audited, official and peer-reviewed evidence; the most recent information should be used to represent the current conditions; and important claims should be cross-checked when possible. This will minimize the use of promotional or incomplete information. This also facilitates the process of selection of the sources and makes it easier to repeat.
The main unit of analysis will be B&M UK. Group figures will be used purely in context or where UK-only figures are not available and will be clearly marked. Trend and comparative analysis will be used to analyse quantitative data like revenue, like-for-like sales, margins, store numbers and cash generation. The qualitative data will be analysed in terms of themes, using reports issued by companies, strategy updates, industry sources and scholarly research. The Business Model Canvas, Political, Economic, Social, Technological, Legal and Environmental (PESTLE), Strengths, Weaknesses, Opportunities and Threats (SWOT), competitor analysis, Porter’s Five Forces and the Ansoff Matrix will also be used in the final BDP to relate the operating problem with the business model, market and growth strategy of B&M. The idea is to answer a definite business question with the help of each model, not merely to describe the company.
Interviews, surveys, observation or confidential company records will not be used in the project. It will only be based on secondary information, which is publicly accessible or legally accessible through academic databases. The risk of ethical issues is thus anticipated to be low since no human participants will be involved and no private personal data will be collected. Nevertheless, all the sources will be cited in University of Wales Trinity Saint David (UWTSD) Harvard style, copyright will be taken into consideration, and the study will not guess or state anything that is confidential business information. The ethics form and the BDP outline will remain consistent, and the same secondary-data method will be mentioned in the ethics application.
[bookmark: _Toc241695802][bookmark: _Toc241695971]3. Market Research and Validation
The UK retail market provides a good rationale for this study. According to the data provided by ONS, retail sales volumes increased by 0.6% in second quarter (Q2) of 2026 and by 2.8% compared to the previous year. In June 2026, online sales constituted 29.4% of retail spending (Office for National Statistics, 2026). According to PricewaterhouseCoopers (PwC) (2026), eight out of ten consumers in the UK were intending to reduce their expenditure in the short term and more customers were shifting to lower-end brands and retailers. The British Retail Consortium (2026) also reported continued discounting and strong competition. These factors are significant to B&M since it relies primarily on brick-and-mortar stores, where value and product availability are crucial to sales. This forms a market where value retailers are forced to compete based on price and reliable product availability.
It is also important to consider cost pressure. The National Living Wage rose to £12.71 per hour from April 2026, increasing by 4.1% per year (Low Pay Commission, 2026). With over 32,000 employees, B&M UK may face higher operating costs due to higher wages. Any improvement plan must not therefore add a lot of store labour. It must enhance replenishment, availability and range discipline, maintain costs in check and safeguard the Everyday Low-Cost model of B&M.
B&M possesses good features as well that can be used to grow in future. It is based on its model of direct sourcing, narrow and concentrated product range, everyday low prices, extensive distribution facilities and good supplier relations (B&M European Value Retail plc, 2026a). The expansion of stores is still significant. In the long term, B&M expects to have approximately 1,200 stores in the UK, as compared to 799 stores at the end of FY2026, and over 99% of the current estate contributed positively to the margin (B&M European Value Retail plc, 2026a). This renders store productivity significant prior to additional growth.
The financial performance also indicates the reason why there should be an improvement. Group revenue rose by 3.6% to reach £5.775 billion in FY2026; however, adjusted EBITDA dropped by 25.9% to reach £459 million. In B&M UK, the increase in revenue was 2.9% and adjusted EBITDA decreased by 27.6% to £395 million, and the margin was down by 360 basis points to 8.6% (B&M European Value Retail plc, 2026a). The group continued to generate cash from operations amounting to £801 million as opposed to £784 million in FY2025. B&M is not thus distressed. The question is how the UK growth and execution can be enhanced.
There is a lot of support for the project in the operating evidence. B&M claimed its model in the UK had “drifted” in terms of price, promotions, range and availability. The Back to B&M Basics programme is based on the test-and-learn approach. B&M estimated that the key FMCG best sellers were only available in selected stores about 86% of the time. Following the testing of new store routines, availability rose to approximately 94% and numerous lines tested recorded double-digit sales recovery. B&M is currently expanding the strategy and introducing automated, store-specific availability alerts (B&M European Value Retail plc, 2026a). This demonstrates that the issue can be quantified and improved by making changes in operations.
Availability is closely related to product-range complexity. The model of B&M is founded on a narrow range and not maximum choice; however, management discovered that some of the ranges in the UK had become less clear. Seven FMCG category pilots tried to find out whether the reduction of product lines could help to achieve better sales. B&M is currently launching sharper ranges with an aim of improving sales while having approximately 20% less range on shelf (B&M European Value Retail plc, 2026a). This strategy is backed up by research. Heger and Klein (2024) identify assortment optimisation as a key demand-management concern, whereas Hübner and Kuhn (2024) demonstrate that assortment, shelf space and replenishment have to work together. Steeneck, Eng-Larsson and Jauffred (2022) also associate poor on-shelf availability with lost sales and poor inventory decisions.
The latest trading indicates that the opportunity still exists. B&M UK like-for-like sales declined by 2.3% in Q1 FY2027, while B&M France recorded growth of 5.3%. Part of the UK outcome was due to challenging seasonal garden comparisons, said B&M, though FMCG was still weak and SKU rationalisation was underway. The management indicated that the French outcome showed what can occur when the B&M model is implemented consistently (B&M European Value Retail plc, 2026b). The markets are not the same and thus this comparison should be made with caution, but at least it indicates that there is a difference in the quality of execution.
The issue is more important due to competition. B&M competes with Home Bargains, The Range and Poundland; Aldi, Lidl and the major supermarkets, specialist retailers and online sellers also compete for some of the same household expenditure. The strategy of B&M acknowledges the fact that it has to remain competitive when it comes to key-value products and its FMCG basket (B&M European Value Retail plc, 2026a). Poor availability may be expensive in a market where customers are trying to save money since shoppers can easily shop elsewhere if a product has not been stocked.
In general, the initial indications are that the project is applicable and feasible. B&M has a big network of stores, good cash generation, a distinct value proposition and potential for expansion. Nevertheless, weaker like-for-like sales, decreased margins and apparent execution issues have also been experienced by B&M UK. The existing company reports, external market data and scholarly studies provide sufficient information to conduct a strong secondary-data study. The project will examine how B&M UK can enhance availability, range choices and store performance while safeguarding its low-cost and everyday-value model. The overall evidence will be used to make the final recommendation, as opposed to relying on a single statement by a company or a single business model.
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The primary risk associated with the research is reliance on secondary data. Public reports are helpful evidence of the strategy and financial performance of B&M; however, specific store-level profit and customer information, replenishment measures and specific implementation costs are not available publicly. The research will thus identify the assumptions in a clear manner and apply ranges or scenarios where precise numbers cannot be verified. Company claims will also be compared with official statistics, academic studies or other credible sources where possible. This will assist in keeping the findings realistic and avoiding exaggeration.
The second limitation is that the recovery programme by B&M is still being introduced. It might be too soon to see the full impact of Back to B&M Basics, and existing evidence might not reflect the final result. The analysis will distinguish between the results that have been achieved and the management activities and expectations for the future. The Q1 FY2027 update will be viewed as an early performance indicator, as opposed to an indicator of long-term success or failure.
Any future recommendation also has associated risks. Excessive reduction of the range may decrease valuable customer choice. The introduction of new availability systems might entail investment in technology, training and improved data, and store employees might need to undertake additional work during the change. Shortages can also be caused by supplier issues and seasonal demand. These risks will be taken into consideration through pilot testing, gradual implementation, store segmentation, clear performance measures and sensitivity analysis.
The study can also experience changes in market conditions. A recommendation can be influenced by consumer spending, inflation, wage costs and competitor prices, which can affect whether it remains attractive. The project will thus be based on the latest evidence available and will indicate the date of critical assumptions.
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The outline and ethics documents will be completed by the Week 5 deadline of 9 October 2026. This will be followed by work in stages until the final BDP deadline of 4 January 2027 at 2pm. The analysis will proceed alongside the collection of evidence to allow any important new information to be added. The project will move from company, market and competitor analysis to strategic models, financial assessment, recommendations and reflection, followed by reference checking, proofreading and final submission checks.
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	Activity
	By 9 Oct
	12-25 Oct
	26 Oct-8 Nov
	9-22 Nov
	23 Nov-6 Dec
	7-13 Dec
	14-20 Dec
	21 Dec-4 Jan

	Finalise topic, ethics and source protocol
	●
	
	
	
	
	
	
	

	Literature and secondary-source collection
	●
	●
	●
	●
	●
	
	
	

	Company, market and competitor data collection
	
	●
	●
	
	
	
	
	

	Market and competitor analysis
	
	
	●
	●
	
	
	
	

	Strategic models and Business Model Canvas
	
	
	
	●
	●
	
	
	

	Financial analysis and feasibility assessment
	
	
	
	
	●
	
	
	

	Develop recommendations and implementation plan
	
	
	
	
	
	●
	●
	

	Integration, reflection and final drafting
	
	
	
	
	
	
	●
	

	Referencing, proofreading and submission checks
	
	
	
	
	
	
	●
	●
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