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EDITOR’S NOTE By Amitabh Taneja

Design is one of the most important elements 
in the success of any supermarket or a grocery 
store. It is hard creative work which takes a 
lot of planning and skills to deliver perfect 
customer experience. A good store design attracts 
customers and results in increased efficiency and 
reduced operational costs, thus directly impacting 
the bottom-line.

In this edition, we announce the winners of 
the second annual Progressive Grocer Store Design 
Contest, divided into five categories. These 11 
of the industry’s most engaging and inspiring 
supermarkets – from downtown Milwaukee to a 
New Orleans neighborhood – set the standard for 
overall excellence. We profile and applaud their 
innovative and functional masterworks.

Apart from design and ambiance, there is a 
lot of action happening on supermarket shelves 
too. Take organic food, for example. An increased 
health consciousness and dietary concerns are 
prompting Indian consumers to seek better food 
options. Not surprising then is their new-found 
interest in organically produced food which is 
beginning to enjoy prominent shelf space as 
demand in India picks up. Growing at a steady 
rate of 40 percent annually, organically grown 
food is poised to become a significant segment of 
food retailing in the near future.

Talking about food, Indians are also 
taking to fresh seafood with renewed gusto. 
They, however, still prefer to buy it from the 
neighborhood fish market despite poor facilities 
and unhygienic conditions. Most Indian 
consumers ironically remain wary of the tinned 
and frozen varieties of seafood in terms of 
freshness. Our story on seafood concludes that 
only a proper infrastructure related to packaging 
and refrigeration along with an efficient supply 
chain and competitive pricing can wean Indian 
consumers away from the unorganized market in 
seafood and lead them to supermarket shelves.

More than any other nation in the world, 
India is the land of milk. However, in this 
segment too, the local milkman rules the roost, 
with his supply of fresh milk delivered at the 
consumer’s doorstep every morning. Packaged 
milk had few takers until quite recently, that 
too restricted to the metro cities. But changes 
in consumers’ dietary habits and preferences are 
seeing the demand for packaged dairy products 
picking-up, driven largely by the convenience 
factor and the increasing nutrition and health 
consciousness. The opportunity for the organized 
sector is huge as the Indian dairy market currently 
stands at a staggering $70bn. Our story “Milk-
Made Nation” notes that the sector is headed 
for some interesting times, with increasing 
participation of foreign players even as domestic 
players increase investments to take them.

Endorsing the freshness and natural factor 
in the Indian market is Dabur, one of the most 
trusted and oldest companies in India. In this 
issue, we talk to its vice-chairman Amit Burman 
who believes that the modern-day consumer is 
increasingly embracing natural and traditional 
products. He reveals the reason why Dabur 
has recently ventured into carbonated fruit-
based drinks. One thing is clear though: in the 
modern age ruled by synthetic products, the 
natural and herbal products industry – from 
organic food to natural health supplements – 
offers a vast opportunity that is just waiting to 
be tapped.

Food & Grocery commands almost two 
third share of Indian retail and the sector will 
be adequately deliberated at the ensuing India 
Retail Forum. Let us all use the forum to explore 
the emerging opportunities in the Indian market 
and bring the global best practices in Indian food 
retail and serve safe and healthy food to Indian 
consumers in the most efficient manner. Be there 
at the IRF. And be counted.

Success With Design
Winners of the Progressive Grocer Store Design Contest
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F
rom a low volume of 55 mn tonnes in 1991 to nearly 110 mn tonnes 
in 2009, milk production in India has come a long way over the 
years. The market includes nearly 75 mn rural households, for which 
it acts as an essential direct and supplementary source of income. 
This success story is primarily due to the robust supply, as India is 

home to the world’s largest dairy cattle population of nearly 115 mn.

By Varun Kumar

The $70bn Indian dairy market is seeing an upsurge 
in participation of foreign brands even as domestic 
players increase investment to take them on.

M A R K E T 

I N S I G H T 

From the beginning of the decade, 
the country has produced more milk 
than any other nation in the world, 
with production steadily rising since 
2006 at a compound annual growth 
rate (CAGR) of 4.3 percent, well 
ahead of the world average rate of 
1.3 percent. The Indian dairy market 
currently stands at a colossal $70bn, 
accounting for around 15 percent of 
global milk production.

Milk-Made 
Nation
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The demand for this high level of 
production in the country is chiefly 
due to its population of 1.2 bn people, 
for whom milk is an integral part of 
their diet. Since a large section of the 
country’s population is vegetarian, 
milk serves as an important source 
of protein. Furthermore, milk is a 
popular ingredient for use in tea 
and coffee, and in making dahi 
(Indian yogurt). Indian parents often 
encourage their children to consume 
milk due to its high nutritional value.

Although milk production has 
grown at a rapid pace during the last 
three decades, the organized dairy 
processing market is still very small. It 
is estimated that as little as 10 percent 
of all milk in India is delivered to 
dairy plants for processing.

Local doodhwalas still 
leading the market

The dairy market in the country 
has traditionally been unorganized, 
with this channel having a share in 
the market of about 75 percent. The 
doodhwalas (milkmen) essentially 
drive the unorganized channel. Milk 
is collected by the doodhwalas from 
farmers and then sold to restaurants or 
halwais (an ethnic group involved in 
sweet making) for further processing, 
and these then sell consumers value-
added processed milk products. 
The doodhwalas also sell and supply 

milk directly to consumers at the 
doorstep. The organized channel of 
the market is mostly associated with 
dairy cooperatives and private and 
government dairies. These dairies 

acquire, process, and market dairy 
products, acquiring milk directly 
from village collection centers and 
then supplying it to various milk 
parlors or retail outlets.

Dairy has also been a focus area 
for government proposals. Several 
government initiatives have provided 
a boost to the dairy market. Notable 
examples among these include 
foreign contribution amounting up 
to 51 percent in dairy processing, 
and full waiver of excise duties in 
dairy processing machinery. These 
initiatives by the government have 
provided a boost to the organized 
market, most significantly by inviting 
foreign participation in selling dairy 
products in the country.

Nutrition and health 
consciousness is 
cultivating demand for 
processed offerings

The Indian consumer has 
historically held a preference for loose 
milk because of its perceived freshness. 
Loose milk is typically unpasteurized 
and is carried in large metal cans on 
bicycles and motorcycles from farms 
to homes in India.

Of late, however, the demand 
for processed dairy products has 
gained momentum, driven primarily 
by increasing urbanization and a 

Consumers

Unorganized market Organized market

Milkman/Doodhwala

Restaurants/Mithaiwalas

Cooperative collection centers

Processing center

Retail outlets

Private dairies Co-operatives Government
dairies

Household supplying milk

SOURCE: DATAMONITOR ANALYSIS
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Grocery Retail
The Changing Tides

Seen against the backdrop of rising retail prospects in India, the food and grocery 
retailers are leaving no stone unturned to make the best out of it for the Indian 

consumers as well as for the country’s growing retail industry.

A
ccording to PwC estimates, India’s retail sector is worth $350 
bn, has an organized retail penetration of 5 to 8 percent and a 
CAGR of 15 to 20 percent. Some of the world’s largest retailers 
and brands (across categories and prices) have entered India, 
undeterred by the fact that the retail sector has yet to be fully 

liberalized. Over the past few years, we have also seen some of India’s largest 
business houses setting aside between $2 to 5 bn to launch major retail 
initiatives in jewelery, eyewear, footwear, consumer durables and electronics, 
fashion, food and grocery, and many more segments. Food and grocery is 
interesting to observe and according to the Images Retail Report 2011, this 
category accounts for 67.6 percent of India’s total retail market (the largest 
category in retail); in organized retail penetration terms, food and grocery 
accounts for 12.5 percent (the second-largest category in organized trade).

By NV Sivakumar Food and grocery retailers offer 
a range of products that include 
fresh, frozen and processed food, 
personal care, skin care, home 
care, home linen, hair care, and 
so on. A large middle class, rising 
disposable incomes and new product 
launches are just some of the factors 
influencing India’s food and grocery 
landscape. Some of these factors can 
be discussed as below:

Consumer confidence

Consumers are earning increased 
incomes due to the growth of capital 
markets, the emergence of new 
industries like telecommunications, 
information technology and real 
estate, overall economic buoyancy, 
and such other factors. Some 
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studies have confirmed that Indian 
consumers are amongst the most 
confident in the world; their 
confidence is the result of higher 
incomes coupled with optimism in 
the direction of the economy, their 
employment prospects and the state 
of their personal finances. Consumer 
confidence has manifested itself 
in increasing consumption and 
purchasing activities occurring in 
both non-food and food (imported 
cheeses, non-carbonated beverages, 
tetra-pack milk, ready to eat foods). 
Consumers are willing to try new 
products, buy new brands, trade 
up in some categories, spend more 
on non-essential products, trade 
down in some (this makes private 
labels particularly attractive to value-
conscious Indian consumers).

Convenience

Convenience is an emerging 
theme that is affecting food and 
beverage brands and food and 
grocery retailers. Consumers want 
to use food and beverage items 
that make their lives easier in terms 
of both the preparation of and 
consumption of food. Products in 
this category include packaged foods, 
ready to eat foods, frozen foods, 
processed foods, cooking purees 
and sauces, marinated deli items. 
Food and grocery retailers are, in 
turn, responding to the consumers’ 
demand for convenience in terms 
of strengthening their operations in 
urban centers, entering tier II and 
III cites, establishing outlets in new 
regions, using a mix of hypermarkets 
and supermarkets and so on in order 
to create a strong pan-India presence, 
given that room to grow exists in 
organized trade for this category.

New products

Food and beverage brands have 
been increasing manufacturing 
capacity and launching new products 
that they believe will delight Indian 
consumers. Indian brands are 
entering new categories like easy to 
prepare breakfasts, noodles, cereals, 
and such others. Global brands are 
increasingly introducing some of 
their best sellers overseas into India 
banking on the fact that Indian 
consumers are not too different from 
their counterparts overseas in that 

price, quality, taste and convenience 
are key purchase drivers.

Choice encourages 
experimentation

By launching a range of SKUs, 
FMCG (food and beverage, personal 
care, skin care, hair care, home care, 
etc) are giving Indian consumers 
increased choice with which they 
purchase products. In this way, 
consumers can be tempted to try 
a competitor’s brand since it is 
available in a smaller size and at a 
lower price point, reducing their risk 
in experimenting between products, 
brands and categories. Trying out 
new products has never been easier, 
for the Indian consumer!

These factors are helping shape 
India’s modern grocery landscape in 
several ways as enumerated below:

1. Offering consumers a diverse 
mix of products and brands: 
Indian consumers with their 
increased exposure levels (access to 
international magazines and TV 
shows, travels abroad, awareness 

of the importance of health and 
wellness) are demanding access to 
new products and brands, whether 
domestic or imported. Urban 
customers especially are asking for 
niche products, such as imported 
olives, sun-dried tomatoes and Thai 
cooking pastes. Food and grocery 
majors are responding by stocking 
their shelves with products that 

they believe will meet the needs of 
consumers in a catchment area.

And it does not stop at food 
items. Indian consumers also 
want access to non-food items like 
imported personal care items, home 
care items, some home goods items 
(for example, towels, bath mats), 
and so on. Food and grocery majors 
take into account the considerations 
of the local markets and catchment 
areas in which they have stores since 
the merchandize mix may vary 
between 8 to 15 percent, even in the 
same state!

2. Creating a pan-India presence: 
Most food and grocery operators 
want to create a strong pan-India 
network of stores. Some food and 
grocery operators, after having 
built a strong presence in cities and 
states near their headquarters, are 
now looking to establish stores in 
other regions. As the retail market 
evolves, we are likely to witness 
smaller chains being acquired by 
larger chains, thereby establishing 
a stronger foothold in the market. 
Most modern grocery operators are 
looking at using supermarkets and 
hypermarkets as their formats of 
choice.

3. Focusing on supermarket 
and hypermarket formats: We 
observe that most of India’s modern 
grocery chains are using a combination 
of both supermarkets and 
hypermarkets.

Location, freshness of produce, 
access to imported items, adequate 
parking and the availability of 
lifestyle items (ready to eat meals, 
processed foods, etc) are some of the 

Convenience is an 
emerging theme that 
is affecting food and 
beverage brands and 
food and grocery 
retailers.
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lower price point, reducing their risk 
in experimenting between products, 
brands and categories. Trying out 
new products has never been easier, 
for the Indian consumer!

These factors are helping shape 
India’s modern grocery landscape in 
several ways as enumerated below:

1. Offering consumers a diverse 
mix of products and brands: 
Indian consumers with their 
increased exposure levels (access to 
international magazines and TV 
shows, travels abroad, awareness 

of the importance of health and 
wellness) are demanding access to 
new products and brands, whether 
domestic or imported. Urban 
customers especially are asking for 
niche products, such as imported 
olives, sun-dried tomatoes and Thai 
cooking pastes. Food and grocery 
majors are responding by stocking 
their shelves with products that 

they believe will meet the needs of 
consumers in a catchment area.

And it does not stop at food 
items. Indian consumers also 
want access to non-food items like 
imported personal care items, home 
care items, some home goods items 
(for example, towels, bath mats), 
and so on. Food and grocery majors 
take into account the considerations 
of the local markets and catchment 
areas in which they have stores since 
the merchandize mix may vary 
between 8 to 15 percent, even in the 
same state!

2. Creating a pan-India presence: 
Most food and grocery operators 
want to create a strong pan-India 
network of stores. Some food and 
grocery operators, after having 
built a strong presence in cities and 
states near their headquarters, are 
now looking to establish stores in 
other regions. As the retail market 
evolves, we are likely to witness 
smaller chains being acquired by 
larger chains, thereby establishing 
a stronger foothold in the market. 
Most modern grocery operators are 
looking at using supermarkets and 
hypermarkets as their formats of 
choice.

3. Focusing on supermarket 
and hypermarket formats: We 
observe that most of India’s modern 
grocery chains are using a combination 
of both supermarkets and 
hypermarkets.

Location, freshness of produce, 
access to imported items, adequate 
parking and the availability of 
lifestyle items (ready to eat meals, 
processed foods, etc) are some of the 

Convenience is an 
emerging theme that 
is affecting food and 
beverage brands and 
food and grocery 
retailers.
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An overview of seafood business in India

T
his report examines fishery hubs and consumption of seafood across different states, 
imports and exports of seafood, and the challenges within this vast industry. Despite 
a thriving industry, organized 
retailing of seafood is a dismal 3-5 
percent, with the unorganized sector 

dominating the consumer market. In view of the 
fact that consumption of seafood is increasing 
across the country, a ‘sea of opportunities’ exist in 
the Indian seafood retail market, provided retailers 
put in place a proper infrastructure to ensure 
quality and an efficient supply chain to wean away 
consumers from the unorganized fish sellers.

• High preservation costs  – High costs for preservation of fi sh due to lack 
of mechanized refrigerated systems. An average wholesaler spends up 
to `6,000 daily on ice for preserving fi sh stock from damage.

• High labor cost – Daily wages for co-workers are fairly high than in any 
other trade due to the nature of work. This is another reason for raise in 
internal costs.

• Tight margins – Returns on Investments are fairly low.
• Improper facilities in markets  – Poor facilities & unhygienic conditions in 

fi sh markets prevail across the country.
• Unstable prices  – The prices vary from state to state. Moreover, the 

price depends on the quantity of the category catch which fl uctuates on 
a daily basis.

  Barriers in Domestic Fish & Seafood Market

Retailing of seafood in India can be divided into two 
segments: unorganized and organized. The unorganized 
retailers are fish mongers, roadside stalls/kiosks and small 
to medium size shops in traditional markets. The organized 
retailers include hypermarkets, supermarkets, food and 
grocery stores. The unorganized local retail markets account 
for more than 97-98 percent of the total sales. One of the major 
apprehensions in the minds of the consumers is regarding 
the freshness, taste and quality of seafood stocked in the 
organized retail outlets, and hence these consumers rely on 
the local vendors for their daily consumption needs. Branded 
seafood in the packaged form is a relatively new concept for 
the Indian market, which is now taking-up shelf space in the 
high-end organized retail outlets.

The challenges and issues faced by the retailers in this 
market segment are:

An average retailer is able to sell up to 200 kg of fish daily in 
the peak season which is lower than the consumption in other 
countries.
• Consumers prefer to buy fresh fish in small quantities which 

can be consumed completely by the end of the day.
• The stock purchased by large retailers does not last for 

more than 3-4 days, whereas a small retailer purchases 
stock on an everyday basis as they cannot afford the high 
stocking / refrigeration costs.

• Lack of adequate storage facilities in traditional markets is 
another major constraint.

Research and analysis by

Marine Drive
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Fish production has increased 
at a higher rate compared to food 
grains, milk, eggs and many other 
food items generally, but the 
consumption of fish among fish 
eating population still remains at 
about 9 kg per capita per annum. 
The country has currently 429 Fish 
Farmers Development Agencies 
(FFDA’s) and 39 Brackish water 
Fish Farms Development Agencies 
(BFDA’s) for promoting freshwater 
and coastal aquaculture. Along with 
food fish culture, ornamental fish 
culture and high value fish farming 
are gaining importance in the recent 
past. With over 2.4 lakh fishing 
crafts operating in the coast, 6 major 
fishing harbors, 40 minor fishing 
harbors and 151 landing centers are 
functioning to cater to the needs of 
over 3.5 mn fisher folk.

India is the seventh largest country 
and has an important seafood market 
in the world. India consists of 35 
states and union territories, of which 
there are 9 maritime states and 4 
maritime union territories along with 
Andaman and Nicobar Islands in 
the Bay of Bengal and Lakshadweep 
in the Arabian Sea respectively. The 
Indian Seafood industry is developing 
with near double-digit positive levels 
of growth posted consistently year-
on-year since the beginning of the 
decade. Marine capture, mariculture, 
brackish water aquaculture, freshwater 
aquaculture, cold water aquaculture 
and inland capture fisheries are some 
of the key modes of fish farming 
in India. India is a leading country 
in aquaculture production and is 
expected to cross 2 mn tonnes of 
production by 2025.

 SEAFOOD IN INDIA

Marine Capture Fisheries

Mariculture fisheries

Brackish water / Coastal
aquaculture Freshwater aquaculture

Cold water fisheries &
aquaculture

Inland Capture Fisheries

• India ranks amongst the top 10 producers of marine and inland capture 
fi sh, according to FAO.

• The country had seen 80.8 percent growth in inland capture fi sheries 
produce between 2004 and 2008, to 9,53,106 tons, and continued to 
be among top 10 producers with 4.3 mn tons produced in 2008.

• India experienced a CAGR of 7.1 percent in aquaculture production 
during 1990-2008, from 10,17,000 tons to 34,79,000 tons.

• India contributes 15.7 percent of the world’s carp freshwater fi sh catch.
• Being home for more than 10 percent of the global fi sh biodiversity, the 

country ranks third in the world’s total fi sh production of nearly 7.3 mn 
metric tons per annum.

• Producing about 4.4 percent of world’s fi sh, India trades to the extent 
of 2.4 percent in the global fi sh market (source: Handbook of Fisheries 
and Aquaculture, 2006).

• In the year 2007, the marine fi sh landings of India were nearly 2.88 mn 
tons showing an increase of about 6.3 percent as compared to the 
previous year.

• India ranks third in global fi sh production, contributing over 1 percent of 
the total GDP and nearly 5.3 percent to agricultural GDP (as per CSO).

  Key Facts

Table I

State
Coastal 
Length 
(Km)

No. of 
Landing 
Centers

Fishing 
Villages

Active Fisher folk

Full-Time Part-
Time Occasional

Gujarat 1600 123 263 68956 10185 4181

West Bengal 158 44 346 50924 15630 4196

Tamil Nadu 1076 352 581 185603 15954 5351

Orissa 480 57 641 74980 34315 11987

Maharashtra 720 152 406 54901 12484 4689

Goa 104 34 39 1511 817 187

Andhra 
Pradesh

974 271 498 109644 13008 15962

Karnataka 300 88 156 32274 4152 1206

Kerala 590 178 222 124103 10488 5631

Pondicherry - 26 28 9503 401 437

Others 2127 7 22 5600 194 74

Total 8129 1332 3202 717999 117628 53901

SOURCE: CENTRAL MARINE FISHERIES INSTITUTE COCHIN, KERALA

Fish Production Share% Over the Years

61%

1990-91 2000-01 2003-04

Share% of Marine Share% of Inland

2004-05 2005-06 2006-07 2007-08 2008-09

39%
50% 53%

47% 44% 44% 41% 38%

62%59%56%56% 58%

42%50%

SOURCE:- DEPARTMENT OF ANIMAL HUSBANDRY, DAIRYING AND FISHERIES
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imports and exports of seafood, and the challenges within this vast industry. Despite 
a thriving industry, organized 
retailing of seafood is a dismal 3-5 
percent, with the unorganized sector 

dominating the consumer market. In view of the 
fact that consumption of seafood is increasing 
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quality and an efficient supply chain to wean away 
consumers from the unorganized fish sellers.

• High preservation costs  – High costs for preservation of fi sh due to lack 
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to `6,000 daily on ice for preserving fi sh stock from damage.

• High labor cost – Daily wages for co-workers are fairly high than in any 
other trade due to the nature of work. This is another reason for raise in 
internal costs.

• Tight margins – Returns on Investments are fairly low.
• Improper facilities in markets  – Poor facilities & unhygienic conditions in 

fi sh markets prevail across the country.
• Unstable prices  – The prices vary from state to state. Moreover, the 

price depends on the quantity of the category catch which fl uctuates on 
a daily basis.
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Retailing of seafood in India can be divided into two 
segments: unorganized and organized. The unorganized 
retailers are fish mongers, roadside stalls/kiosks and small 
to medium size shops in traditional markets. The organized 
retailers include hypermarkets, supermarkets, food and 
grocery stores. The unorganized local retail markets account 
for more than 97-98 percent of the total sales. One of the major 
apprehensions in the minds of the consumers is regarding 
the freshness, taste and quality of seafood stocked in the 
organized retail outlets, and hence these consumers rely on 
the local vendors for their daily consumption needs. Branded 
seafood in the packaged form is a relatively new concept for 
the Indian market, which is now taking-up shelf space in the 
high-end organized retail outlets.

The challenges and issues faced by the retailers in this 
market segment are:

An average retailer is able to sell up to 200 kg of fish daily in 
the peak season which is lower than the consumption in other 
countries.
• Consumers prefer to buy fresh fish in small quantities which 

can be consumed completely by the end of the day.
• The stock purchased by large retailers does not last for 

more than 3-4 days, whereas a small retailer purchases 
stock on an everyday basis as they cannot afford the high 
stocking / refrigeration costs.

• Lack of adequate storage facilities in traditional markets is 
another major constraint.
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at a higher rate compared to food 
grains, milk, eggs and many other 
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consumption of fish among fish 
eating population still remains at 
about 9 kg per capita per annum. 
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In-depth assortments and effective merchandising buoy supermarket beauty sales.

A
supermarket can’t wear “just a lit-
tle lipstick” if it wants to be suc-
cessful in beauty. It must car-
ry almost every SKU and make 
 impactful merchandising statements 

in cosmetics, hair care and other key categories. 
Otherwise, beauty is generally not worth the 
 bother.

By Debby Garbato
merchandising, fixtures, packaging 
and lighting. Frequently, beauty is 
separated from in-line categories in 
its own corner or  department. 

“For the most part, grocers 
haven’t paid a lot of attention to 
personal care or beauty,” says John 
Coyle, director of in-store vis-
ibility at Englewood Cliffs, New 

Beauty Begets 
Beauty

In recent years, some grocers 
have decided that beauty involves 
too many SKUs and too much 
space. Those that remain in the cat-
egory, however, understand these 
commitments. They also understand 
that beauty departments must look 
beautiful to stand out. This can in-

volve special 
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Jersey-based Unilever. 
“Much business has 
gone to drug and 
mass. The challenge 

for supermar-

kets is to make consumers aware 
that they have these products. 

Some, like Meijer, H-E-B 
and Safeway, have dedicated 
space to beauty and made it 
look different. It’s all about 

the shop-
ping expe-
rience.”

B e a u t y 
can help 
supe rmar -
kets dif-
f e r e n t i a t e . 
And com-
p r e h e n s i v e 
departments 
move the cat-
egory beyond 
the realm of 
low-end im-
pulse purchas-

ing. Supermar-
kets also have 
an advantage 
in that many 
shoppers visit 

weekly; this isn’t so with mass and 
drug  retailers.

“Retailers are differentiating in 
a competitive market while driv-
ing loyalty and gaining that extra 
trip,” says Henry Hendrix, senior 
brand manager, winning in-store, 
at Scottsdale, Arizona-based Henkel 
Consumer Goods Inc. “While price 
is still important, leading grocery re-
tailers are competing on a different 
level where price isn’t necessarily the 
principal factor. They are delivering 
comprehensive solutions by enhanc-
ing their experience and driving that 
extra item in the  basket.”

Locations and adjacencies of 
beauty departments are crucial. Un-
like drug stores, supermarkets are 
not “grazing” channels. “The con-
sumer has a list of things they want,” 
says an anonymous bath products 
supplier. “It’s not like CVS, where 
people browse. If beauty is too out 
of the way, the shopper won’t bother. 
She’ll pick up what she needs at the 
drug store.”

End Caps Entice
End caps can play a major role 

in attracting new consumers at the 
point of purchase. At Walmart, Uni-
lever’s Master Brand end caps are 
part of an 18-month-old initiative 
with this goal. “We’d spend money 
on ads, but we never used those dol-
lars to communicate to consumers in 
stores,” says Coyle.

Leading Beauty Merchandisers

• H-E-B’s SKU-intensive department leads the pack with 
brands like Bare Essentials, Burberry and O.P.I. These names 
aren’t usually carried by grocers. Overhead signage and TV 
advertising reinforce H-E-B’s aggressive price positioning. In 
170 stores, H-E-B staffs sections with “beauty advisors.” Clad 
in black smocks, advisors help customers with problems like 
matching skin tones. They also give the department a serious, 
professional look.

 San Antonio-based H-E-B is serious about micromarketing. 
“H-E-B may have 10 different planograms.” says Jeff Rogers, 
president of Physicians Formula. “They understand each store 
and its customers, whether they are Asian, Hispanic or urban.”

• Giant-Carlisle operates “mini drug stores” in 73 locations. 
The two-aisle section employs 84-inch-high gondolas on 
each side and two 60-inch-high gondolas in the center. The 
department is broken into 20-foot linear sections. Overhead 
signage and in-line lighting attract attention. “By having lower 
gondolas in the center, they create a ‘valley’ within the store,” 
says John Coyle, director of in-store visibility, Unilever. “By 
breaking up sections, they have more end cap space to 
showcase new products.”

 Rogers says the Carlisle, Pennsylvania-based Ahold USA 
division’s beauty merchandise performs two or three times 
better than in traditional supermarkets. Physicians Formula 
uses its own 4-foot fi xtures. With prices of $10 to $15, the brand 
requires more ambiance than others. Physicians Formula’s 
high-end fi xtures are also used in Pleasanton, California-based 
Safeway. Shelf labels showcase color ranges.

• Giant Eagle has expanded the HBC department in 
its fl agship Market District store in Robinson Township, 
Pennsylvania. On-site certifi ed aestheticians and nutritionists 

help shoppers navigate natural and organic cosmetics, vitamins 
and supplements. They also make recommendations from the 
Pittsburgh-based retailer’s selection of bulk handcrafted soaps, 
bathing salts, scrubs, oils and French-milled soaps.

• Walmart’s “mini-supercenters” place beauty adjacent to fresh 
food. Wooden fl oors and a dozen wide, diagonal aisles call out 
the department. Comprehensive offerings include about 16 feet 
of L’Oreal hair color and 20 feet of Maybelline cosmetics. Ample 
space is devoted to Cover Girl’s brands as well. A Super Stay 
section segments color cosmetics by ethnicity and race. Other 
features of the Bentonville, Arkansas-based mega-retailer’s 
beauty offering are two aisles of shampoo and conditioner as 
well as 8 feet of salon-style products.

• The Whole Body department at Austin, Texas-based Whole 
Foods employs a wood-paneled color cosmetics test counter 
with recessed lighting. Inventory from suppliers like Zuzu, 
Gabriel and Primitive is kept in cabinets. Nearby, wooden 
shelving showcases multicolored bulk bath salts in aluminum 
buckets. Two round wooden displays hold shampoo, and 
bar and hand soap. Opposite these fi xtures, an 18-foot-long 
wooden wall shelf is divided into 2- and 4-foot sections that 
display more soaps, along with aromatherapy oils, shower 
gels and other items. An in-line section holds additional 
merchandise.

• Jacksonville, Florida-based Winn-Dixie relies on aspirational 
graphics, enhanced lighting and POP materials to educate 
shoppers. “One of the top purchasing infl uencers is family and 
friends; the other is browsing,” says Michael Matulis, SVP sales 
and category management at Pacifi c World Corp. “When you go 
beyond opening price points, you need that educational element.”

An end cap in a Meijer store 
displays Dove products from 
Unilever that shoppers otherwise 
might not know about.

SMNFB_Beauty Begets Beauty_September_2011.indd   103 8/26/2011   4:36:54 PM



118 • PROGRESSIVE GROCER • SEPTEMBER 2011 AHEAD OF WHAT’S NEXT WWW.PROGRESSIVEGROCER.COM

For A Luxuriating Bath

ITC’s leading 
personal 
care brand, 
Vivel, has 
introduced a 
new range of 
soaps under 
the brand 
name of 
Vivel Luxury 
Crème. The 
product is 
available in 
two variants – Shea butter and Olive butter. The soaps are 
infused with essential oils like cedarwood, pine and clove. 
Priced at `25 for 100gms pack, Vivel Luxury Crème Soaps 
range is available across all the retail outlets.

Sugar-free Indulgence

One of the Australia’s leading biscuit 
and cookie manufacturer Unibic has 
introduced Sugarfree Cookies in India.

Unibic Sugarfree Cream Cookies will 
be available in three flavors –Orange, 
Pineapple and Vanilla.

The newly launched product will 
be retailed through all leading 
supermarkets, pharmacies and other 
leading retail stores. Priced at `30 the 
cookies will come in a pack size of 
67gms.

Intoxicating Raga

Good Earth Winery has introduced two new wines 
under its Raga Collection. “Taal” is a red wine 
based on Cabernet Sauvignon grapes of the Nashik 
Valley. The wine is matured for at least six months 
in the best oak barrels. “Tarang” is also a barrel-
matured red wine, made mostly from Shiraz grapes. 
The company says that the taste profiles of these 
wines are designed to complement and enhance 
Indian cuisine, both traditional and modern. Taal 
is an ideal accompaniment to milder curries and 
biryanis, both vegetarian and non-vegetarian. 
Tarang is designed as an accompaniment to the 
spiciest Indian and Asian cuisines. Both Taal and 
Tarang are priced at `975 per 750 ml bottles.

Fine Blends

With an aim to cater to 
the growing demands for 
gourmet food, BRU has 
launched Bru Exotica. 
These are the world’s finest 
coffee blends that have 
been sourced from the 
most exotic coffee growing 
regions of the world like 
Brazil, Colombia and 
Kilimanjaro. These coffees 
come from a unique method 
of processing called freeze-
drying. This process keeps 
the sanctity of the coffee taste and aroma intact to such a high 
degree that the coffee served seems farm-fresh.

Premium Grains

Best Foods has launched three variants of 
rice namely, the Premium, Select and Special 
Basmati rice. Preferred for its longer, whiter, 
finer grains and a distinct aroma, basmati rice is 
light and fluffy 
when cooked. 
Priced at 
`180, `140 
and `120 
respectively, 
the new 
varieties 
would be 

available in all modern retail 
formats all across the country.

Spiced Up

Amalgam Speciality Foods (India) has 
launched a range of herbs, spices and 
seasoning under their brand Keya. Amalgam 
Foods has been exporting these spices 
to gourmet brands and the gourmet food 
industry globally and is now launching the 
range in India. The company markets its 
products under two brands Keya and Hale 
& Hearty. With 55 SKUs, the range includes 
herbs, whole spices and seasonings for 
Chinese, Thai and Italian cooking. The brand 
has also come out with a range of tabletop 
grinders with different varieties of peppercorns. This 
range will have products like chai masala powder, 
vanilla sugar and green pepper in brine.
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