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Supermarket Lessons
Grocery stores help customers streamline mealtime solutions.
BYAMANDA BALTAZAR

e've seen the research
and heard the reports.
Because ofa tough econ-
omy and less discretion-

ary spending, more consumers are
dining at horne. This rnealtime trend has

created an exciting retail environment
for grocery stores - a trend easily trans-
lated into the convenience channel.

Grocery stores have explored and ex-
ploited several avenues to service their
time-starved and rr,'ell, hungry clrstom-
ers. For some ofyou, these tricks ofthe
trade aren't necessarily nerv ideas, but
they are puttingdollars into the register.

BOLD BUNDLING
Packaging or merchandising foods to-
gether makes shopping convenient and
easy for shoppers.

In its produce section, specialtygrocer
Trader Joe's makes available a small bag

of avocados, tomatoes, a chili pepper, an

onion, garlic and lime for customers who
don't have time to figure out all of the in-
gredients that make a killer guacamole.

Amigos, a Hispanic grocery store in
Plainview, Texas, features "little sec-

tions in the store to show what's for din-
ner," said Juan Enchinton, business
manager of inirovation.

Amigos recently put together a meal-
time section called the Menudo Meal
Deal, featuring all of the ingredients
for the authentic Mexican stew. "It's
really resonating frvith customers] to
have suggestions," said Enchinton.
"It's a lot of work to think of what's for
dinner, especially for dual-income
famiiies."

The grocery store also displays extra
items customers may need, such as pa-
per plates, napkins, beverages, salt and
pepper or charcoal. "It's the incremental
sales u'e're lookingfor," he pointed out.

Meal solutions could be made even
simpler for convenience stores, accord-
ing to Jim Hertel, managing partner of
Willard Bishop consultancy in Bar-
rington, I11inois. Convenience retailers
cor-rld offerbundles of a sandwich, chips
and a drink, which, he said, is likely "to
be reflective of trip behavior."

CROSS MERCHANDISING
In the past ferv years, grocery stores
have become much rnore inventive
with moving products across depart-
ments. This works well for both the
shopper, who finds something he or
she may not have thought about, and
the store, which experiences a rise in
incremental sales.

"lL's nll about crerring a conveuience
for your customer," said Pat Hensley, as-

sistant vice president of operations for
West Des Moines, Iowa-based Hy-Vee.

Hy-Vee stores feature, for example,
Reddi-wip with fresh strawberries in
the produce section; meat thermome-
ters and turkey basters in the pouitry
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Savvy supermarkets employ a few "tricks"
to satisfy customers and put dollars in the register.
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department; corkscrews and wine gift
bags in the wine section; and disposable

cameras and scotch tape in the gift aisle.

One of the most overlooked areas is

the pharmacy, said Hensley. HY-Vee

dispiays vitamin C pills in the orange
juice section, cold medications near the

tissues, and toothbrushes near cereal or
candy. "You're gettingthese people back

into your store more often because

you're making things convenient," Hen-

sley pointed out.
Cross merchandising is particularly

appreciated during the holidays, when
shoppers are oftentimes busy and

rushed. For Delta, British Columbia-
based Choices Market, the holidays are

indeed a key selling time, noted Jon

Janower, manager of retail operations.
For Valentine's Day, Choices Market

displays chocolates in the floral depart-
ment and vice versa. A "sweetheart
package" of chocolate and a sparkling
beverage also entices customers.

TASTE TESTING
Shoppers armed with a list can still be

convinced to buy a new product - if
they're given the opportunity to sample.

Dorothy Lane Markets in Dayton,

Ohio, finds success with product tast-
ings and recipe cards for customers to
take home. But most importantly, all of
the ingredients are available for shop-
pers to easilygather.

"We have found out that if you don't
have the products within a few feet fof
the tasting], you lose the sale," said Ed
Flore, store director at Dorothy Lane

Markets.
ATPCC Natural Markets inSeattle, it's

the children who drive the tastings
through the chain's Kids' Picks program.

Every child who visits one of the chain's

nine stores can choose a free single serv-

ingof afruit or avegetable.

"This program encourages kids to try
a new fresh fruit or vegetable," said

spokeswoman Diana Crane. 'And it
makes kids want to come to PCC, be-

cause it makes them feel like a shopper.

Their parents appreciate the program

because it helps to entertain their chil-
dren while shopping [and] opens the
door to talking with them about food
choices and nutrition."

PRIVATE-LABEL PROMISE

Grocery stores are also luring customers

with privateJabel products, which of-
tentimes are just as good (if not better)
and less expensive than national brands.

Sales of privateJabel products have

seenhuge growth inthe pastyear, due in
part to the tough economy and consum-
ers' search for value. In fact, accordingto
Nielsen data, sales ofprivate label prod-

ucts grewby 5.9 percent for the year end-

ingSeptember 5,2OO9.

"Private label can lead to brand loy-
alty," said Hertel, "and there are lots of
fconvenience stores] that should be

looking at how they could make it work
forthem."

Furthermore, a successful private-
label line doesn't skimp on product
quality and attractive packaging. "If
you attempt to use anything that's infe-
rior to the comparable national brand
you're dooming your product to fail-
ure," said Brian Sharoff, president of
the Private Label Manufacturers Asso-
ciation, adding that convenience retail-
ers must decide which products to
carry, which are most important to cus-

tomers in a particular market and

which private-iabel products will per-
petuate the image ofthe store.

And once the private-label product is

launched, shout it out! "One thing you

don't want to do is put the product on the
shelf and expect it to sell itself," advised

Sharoff.
So go visityour local supermarket and

see what they're doing. Chances are

you'll pick up more than provisions for
dinner - and it will hopefully translate
into higher sales atyour stores. NKXI

Amanda B altazar is a freelance j ournal-
ist. You can s e e her w ork at www.
chaterink.com.
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Breakfast Trends
for 201O

7. Ethnic-inspired
items
(e. g., A si an-flav or e d sy r up s,
chorizo s cramble d egg s,
coconutmilkpancakes)

2. Traditional ethnic items
(e.g., huev o s r ancher o s,
shak shuk o., d sht a., J ap ane s e)

3. Freshfruititems
4. Seafooditems

(e.g., smoked salmon,
oysters, crab cake)

5. Prixfixebrunches

(Source: National Restaurant Association's Chef 5urvey:

What's Hot in 2010)
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