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A
t Bridgford Interiors, directors 
continue to take a hands-
on approach, with an active 
involvement in delivering projects, 
managing quality control and 

retaining personal relationships with clients. 
Managing director, Paul Cockle, comments: 

“Our people are our most valuable asset – 
they genuinely get excited about their work. 
The majority of our people are from a trade 
background and understand the issues that are 
faced on site, having learnt the business from 
the bottom up.”

Alan Palmer, business development director 
at Bridgford, adds, “Our ability to plan, organise 
and deliver projects in a professional manner 
has led to a high proportion of repeat business, 
which is true testimony to performance.”

The company’s quality standards have led 
to a number of accreditations from industry 
organisations such as National Association 
of Shopfitters’ (PAS82 Shopfitting Standard); 
the Considerate Constructors Scheme, and 

Safecontractor. Having experienced another 
successful year, the busiest since its formation, 
Bridgford has maintained its existing client base; 
18 clients, which accounts for approximately 
85% of turnover, whilst nurturing new business 
opportunities, with brands such as Calzedonia, 
Intimissimi, Food Secrets from Italy and Pumpkin 
Patch from New Zealand.

Palmer says, “The volume of interiors projects 
undertaken in 2008 rose by 20% as a result of 
a concentration on the core retail market and 
attention to customer requirements.

“We have noticed that project volumes are up 
on previous years and have also identified a shift 
in our workload towards refit or refurbishment 
schemes.”

The workload generated from clients has seen 
over 200 projects undertaken across the UK 
for the following companies: TK Maxx, Tesco 
Express, O2, Orange, Screwfix Trade Counters, 
M&S Outlets, Starbucks, Westfield London, 
Toys ‘R’ Us and Vue Cinema. In addition, 24 
projects have been undertaken for 15 new 

clients, including UK high street brands such as 
Alliance Boots, PC World, Currys, La Senza and 
the Early Learning Centre.

“The strategy for the future has got to be ‘more 
of the same’,” says Palmer, “Strengthening 
existing relationships and winning new business 
in this key sector, whilst looking to secure 
premium work through recommendation and 
in complimentary sectors. A focus on longer-
term agreements and preferred contractor 
status has been key to our success. That 
said, frameworks are likely to be a casualty of 
the downturn as retailers adopt the cheapest 
price mentality. No longer are clients looking for 
a simple commitment to time, cost and quality 
- their challenge is to identify their position as 
a global brand, service the community, provide 
a bespoke innovative environment to enhance 
the customers loyalty, whilst providing value, 
and complying with social and environment 
standards, using sustainable energy.”

“Let us not forget the wise words of Mahatma 
Ghandi,” concludes Palmer. “A customer is 
the most important visitor on our premises. 
He is not dependent on us, we are dependent 
on him. He is not an interruption in our work, 
he is the purpose of it. He is not an outsider 
in our business, he is part of it. We are not 
doing him a favour by serving him, he is doing 
us a favour by giving us an opportunity to  
do so.”
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Bridgford Interiors talks about how it is overcoming this tough economic client  
to stay above competitors whilst still providing a quality service to its clients


