Fresh Food

Budget Impact

Retailer Profile

Five ways to boost your perimeter sales in
store this year
Page 20

New policy incentives that will provide further
impetus to the retail sector
Page 54

Brand vision of NCR-based bakery retail
chain Angels in my Kitchen
Page 58

February 2019
Volume 13 Number 2 • Rs 100
www.indiaretailing.com

INDIA EDITION

Page 22

KEY TAKEAWAYS,
PERSPECTIVES,
INSIGHTS, AND
EVERYTHING
IN BETWEEN

www.indiaretailing.com

February 2019 • Volume 13 • Number 2 • Pages 70

What can you expect at a gathering that attracts the most
eclectic bunch of cognoscenti from the Food Retail industry?
As is customary at the annual India Food Forum (organised
by IMAGES Group and publisher of Progressive Grocer), the
Conclave this year rippled with energy and its usual share of
heat and light that the conferences, workshops, exhibitions,
live shows and networking sessions radiated. Industry mavens
who spoke on different themes and topics at the numerous
panel discussions threw up interesting insights on the F&G
industry. Discussions also led to information on trends,
emerging product categories, understanding consumer
behaviour, and on marketing and in-store promotion strategies
– all of which, as everyone agreed, require joint efforts of both
manufacturers and retailers.
Pages 22 to 52 of this issue of the magazine offers a
conspectus of the action at the India Food Forum. For those
who were not there, we bring you interesting bytes and loads
of information exchanged at the Forum. Turn to pages 42 to 52
to Ànd out the achievers who won the Coca-Cola Golden Spoon
Awards powered by Kissan for excellence in grocery retail
across multiple categories. My congratulations to the winners
and my heartfelt thanks to all the participants at the Forum for
making the show a great success.
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Fresh Food

Freshening Up
Here are 5 ways to boost your perimeter in the new year.
By Jim Dudlicek

F

rom produce to prepared foods, the
perimeter is where the action is. But
as competition heats up from all
directions, grocery retailers will need to
constantly look for new ways to keep
their fresh areas distinctive. While fresh produce,
meat and seafood, and prepared foods still give brickand-mortar stores an edge over the looming threat of
online shopping, retailers will need to be proactive to
make sure that they’re unique, solution-focused and
worthy of repeat visits.
Here are a few ways that retailers and observers
say that grocers can keep the fresh perimeter fresh in
the coming year:

1

Our focus is to
get produce
out of the
traditional aisle
and incorporate
it into other
departments.
— John Griesenbrock
Hy-Vee

20

Solution destinations: More often than not,
consumers are shopping for meals or occasions, not
random items. Create solution destinations offering
value-added products cross-merchandised with
complementary products to maximize convenience.
“Chopped and ready-to-eat fruits and vegetables
are an easy sell, especially if by other ingredients,”
says John Griesenbrock, VP of produce and
HealthMarkets for West Des Moines, Iowa-based
grocer Hy-Vee Inc. “Items such as sliced squash,
peppers and other vegetables are an easy sell in our
meat departments, merchandised with steak, chicken
or pork. A lot of customers have a hard time deciding
on the main course, so when they decide that chicken
breast is going to be the main dish, the easy sell
is the side dish, so a container of cut-up squash
is the perfect accompaniment. Many stores that
merchandise the side dishes next to the main dishes
see no shrink — it’s all extra sales and profit.”
Eric Richard, education coordinator for the
Madison, Wis.-based International Dairy-DeliBakery Association, notes three factors in play: “First,
consumer interest in fresh prepared foods continues
to grow (3.8 percent growth over the last four years);
away-from-home food spending has surpassed athome food spending, illustrating consumers’ desire
for already-prepared meal options; and continued
evolution of meal occasions and rituals, as some no
longer adhere to the Sunday dinner and three-meals-
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a-day mindset, and whereby snacking is now part of
the daypart model.”
Winning retailers will understand and implement
current trends in shopper eating patterns, according
to Richard. “Food is an emotional experience for
many consumers,” he observes. “Retailers can appeal
to these shoppers by marketing meal solutions in
their in-store delis and focusing on how they can help
families better connect through eating occasions.”

Richard’s suggestions:
• Employ in-store messaging, advertising and social
media that position the store as the best option for
prepared food solutions.
• Offer a variety of prepared-meal dinner options
that are quick, convenient and innovative.
• Focus on messaging that reminds shoppers of meal
occasions with families and friends, and how a
store’s foodservice options are the perfect solution.
Additionally, eating healthy is increasingly top of
mind, Griesenbrock observes. “Our focus is to get
produce out of the traditional aisle and incorporate it
into other departments,” he says, suggesting berries
with yogurt (dairy case) or angel food cakes (bakery).
Consumers are increasingly turning to readyto-eat meals and meal kits, notes Michael Falck,
co-founder and U.S. president of Atlanta-based
retail-planning firm Relex Solutions. “Grocers
seeking to pull shoppers into their stores should focus
on offering healthy and convenient meal options,
including in-store restaurants,” he says. “Convenience
offerings are a great way for traditional grocery
retailers to compete with online grocers and meal
delivery services.”

Cover Story India Food Forum 2019

India Food Forum 2019

concludes on a resonant note
By Aliya Jamal

A

s the 12th edition of India Food
Forum got up and running from
5th-6th Feb. at the Renaissance
Hotel Mumbai, it once again shone
the spotlight on a ground breaking
agenda geared to reframe our understanding of the
trends shaking up modern food retailing. Through
an innovative format of Conferences, Exhibition and
Awards, India Food Forum 2019 brought into play a
powerful and cutting edge agenda that set an exciting
tenor for two days of knowledge sharing and exchange
of ideas among industry stalwarts.
The theme of the Forum this year – Charting the
growth map for food grocery, food service and food
startup in this fast, tech-savvy, digitally connected,
demanding consumer-driven era – was aimed at
building the roadmap for food retail business to
accurately read the underlying opportunities and
predict future consumption paths that the Indian
consumer will tread. Offering unique opportunities
for networking and business ideas, and for exploring
growth opportunities in the dynamic world of food
retail, the Forum gathered with the mission to
“accelerate food retailing excellence by generating
ideas, insights, innovation and opportunities for
profitable growth.”
With twelve years of stellar track record as India’s
pre-eminent knowledge and business networking
platform for food retail, India Food Forum 2019 once

22
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again brought together key decision makers from
every part of the food retail eco-system. Chaired by
Krish Iyer, President & CEO, Walmart India, India
Food Forum 2019 was power-packed with interactive
and focused panel discussions, workshops, exhibition,
Master-classes, product launch pads, awards and an
array of other highlights.
The activities at the Forum this year had a
thoughtfully curated and designed five structured
zones – Food & Grocery Forum India, India Food
Service Forum, India Food Retail Tech, Food Start-ups
Innovation Convention, and the Golden Spoon Awards
for excellence in Food and Grocery, Foodservice and
for demonstrating innovation in the Food Start-up
category. To keep the delegates connected with the next
big innovations in food retailing, HoReCa and food
technology, the Forum featured a line-up of powerful
conferences and eminent industry experts as speakers.
This year, the stellar cast at the Forum spawned over
3,000 participants, including 100+supermarkets
& grocers, 100+ restaurateurs & chefs, 300+ Food,
FMCG & HoReCa professionals, 100+ global brands
& retailers, 100+CIOs/CTOs/CXOs besides an
impressive line-up of startups, investors and other
principals from the Food Retail universe.
In his keynote address, Krish Iyer, Chairman,
India Food Forum, and President & CEO, Walmart
India said, “Retailers need to look out for the middle
class India – this segment of the population is going

Cover Story India Food Forum 2019

The challenges and opportunities of

‘Phygital Era’
In a session at the India Food Forum titled “Food and Grocery Retailing in the
Phygital Era – Transformations in the Food Economy and Implications for Policy
Making,” moderator Sadashiv Nayak, CEO, Food Business, Future Group, was joined
by other titans of the industry who drew on their decades of experience to offer
critical insights along with pertinent answers on the contours of India’s evolving food
retail market, emerging trends, growth strategies, challenges and opportunities for
innovation in a growing Indian economy coupled with the rapidly evolving consumer
demands in the decade ahead.
By Aliya Jamal

T

echnology has brought about
phenomenal changes in our ways of
living and it has disrupted several
industries and markets, including
food retail. Even though technology
application is in its nascent stage in the food industry,
it is nevertheless tremendously impacting the
business in the sector. Technology has transformed
the way people shop and buy. In this technologydriven era where everything is customized according
to individual choices, it has become a challenge
for brick-and-mortar retailers to compete with
online retailers. The explosion of social media and
its widespread reach among the younger generations
has hit the food retail sector front and centre. There
is now unlimited access to information irrespective
of your location at the touch of a screen or a simple

26
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click. Today’s social media and technology-driven era
has become the biggest challenge for the retailers. The
availability of user customization to the people at large
has increased the level of demand for customization
and its acceptance among people. “Each and everything
is tapped and observed by millions of people online. A
single mistake could lead to bad publicity among the
consumers and target audience. It becomes the deciding
factor of the future of the business and judgments are
drawn based on that,” remarked Sadashiv Nayak.
This generation is hooked to the Internet
and nearly all of them (92.6%) are connected to
the Internet through mobile devices. There are
approximately four billion people accessing the net
daily. Technology has become part of the life and
these are the aspects – accessibility to the Internet,
mobile technology, and an expanded range of digital

Cover Story India Food Forum 2019

Glorious
launches
@

India Food Forum
Launching a new product at a trade show is the best way to maximize
exposure and connect directly with the consumers. Over the years, India
Food Forum has emerged as the preferred launch vehicle for many food
products. That’s because the platform offers the opportunity for a live,
captive audience, and an ideal way to showcase the product in the hands
of a targeted consumer demographic. This year at India Food Forum,
seven products were launched and three brands made presentations
under the theme “Seven Minutes of Glory”.

MCCAIN
McCain Foods Pvt. Ltd. is a renowned brand. It’s the producer of French fries and
d
d
different ranges of potato variants. McCain’s products are used by leading fast food
chains, hotels, restaurants, catering companies, and in-home consumption.
McCain brings an entirely new and innovative product- McCain Sure Crisp
- fries that stay crisp five times longer than regular fries. While regular fries
stay crisp for 5-8 minutes on an average, Sure Crisp maintains its crispiness for
over 25 minutes. This is why they are better suited for delivery than regular fries.
With a longer hold time, Sure Crisp fries are also a perfect side dish for burgers,
sandwiches and a super snack for long conversations, casual dining and events.
Moreover, the crispiness is superb for buffets, in-room dining, and banqueting.

BIZOM
Retail distribution is on the brink of
undergoing a massive overhaul in the coming
years. This process is being accelerated with
evolving cloud & mobile technologies.
As retailers get digitally empowered and
consolidated distribution systems are put in
place, consumerism will move from pushbased to demand based.

36
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Awards

HONORING
THE BEST IN FOOD RETAIL

T

he Coca-Cola Golden Spoon Awards powered by Kissan is the crowning highlight
of the Forum every year. Launched in the year 2008 to acknowledge the rising
importance of modern food & grocery retail, and its crucial role in the evolution
of effective marketing and distribution of food and grocery brands in the country. The
Award, given away for Excellence in Different Categories of Food Retail, is recognised as
India’s most prestigious honour for food and food service retailers.
The Coca-Cola Golden Spoon Awards powered by Kissan, at India Food Forum 2019 saw
trophies being presented to brands, personalities and concepts; for exceptional initiative,
outstanding/focussed performance, setting efficiency benchmarks, innovation, and
broader impact to industry.

India’s most innovative, successful and revered brands and professionals across food
retailing were presented with the awards this year. The awardees were selected by an eminent
jury that comprised Amitabh Taneja, Chief Convener India Food Forum; Ajay Macaden,
Executive Director, Nielsen India; Ankur Shiv Bhandari, Founder & CEO Asbicon Group;
B. S. Nagesh, Founder, TRRAIN; Harminder Sahni, Founder & Md Wazir Advisors;
Professor Ravi Dhar, Yale School of Management; Lara Balsara Vajifdar, Executive
Director, Madison World; Ajay Kaul, Senior Director, Everstone Group; Debashish
Mukherjee, AT Kearney Partner & Co-Head; Amit Lohani, Convenor FIFI; Anand
Ramanathan, Partner, Strategy & Operations Consulting, Deloitte India; Sreedhar
Prasad, Partner Kalaari Capital; Samir Kuckreja, Founder & CEO, Tasanaya Hospitality
Pvt. Ltd; Nitin Puri, Senior President & Country Head, Food & Agri Strategic Advisory
& Research, Yes Bank; Pankaj Karna, Managing Director, Maple Capital Advisors;
Dr. Prabodh Halde, President – (AFSTI) Head – Regulatory, Marico Ltd.
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Budget

BUDGET

REACTIONS

The Budget will help to push the government’s vision of propelling India into becoming a US$10
trillion economy, which can be realized in the next eight years. The vision of a healthy India with
focus on organic farming, coupled with initiatives for farmers and traders will spell growth for the
retail and cash and carry sector. Better infrastructure will aid efficient supply chain management
whilst continued efforts towards digitisation of five lakh villages will make e-commerce a household
way of consumption in rural areas. The additional direct income for farmers, incentives to develop
fisheries and benefits for animal husbandry will help reduce the stress on the sector, and uplift the
grocery retail segment. The increased sourcing from SMEs will promote indigenous businesses
whist the GST reduction from 18% to 6% for traders with a turnover under Rs. 50 lakh will make
it more sustainable for them to expand their business in the country.
Tanit Chearavanont
Managing Director,
LOTS Wholesale Solutions

Simon George
President, Cargill India

54

There is quite a strong rural economy and agri push in the Interim Budget. We are particularly
optimistic about the Central Govt. sponsored PM Kisan Yojna, the Direct Benefit Transfers
to small holder farmers. Though a lot more can be done but nevertheless a good move that will
help farmers align better with the market. Many more initiatives including market reforms like
implementing the model APMC Act, Essential Commodity Act, etc., are required to achieve the
objective of doubling farmers’ income by 2022. The interest subvention scheme of 5% to famers
engaged in animal husbandry and fisheries is also a positive development, and will help farmers
through lower interest rates. Additionally, the MNREGA outlay increase to Rs. 60,000 crore will
result in higher rural employment and infrastructure growth.
The Budget gives more money in the hands of the farmers and consumers through tax reforms,
which will provide further impetus to the economy’s growth. It is good to see the Indian government
look at promoting the use of renewable power and becoming a world leader in transport revolution.
Cargill as a global company also focuses on sustainable practices that can support the environment.
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Health & Wellness

Eat a healthy

diet to beat the depression blues
Addi appropriate
Adding
i t edibles
dibl to
t your diet
di t along
l
with
ith an adequate
d
t amountt off sleep
l
is
of prime importance for maintaining good mental health. But you must understand
which foods encourage mental health and which ones send an alarm to your limbic
system (emotion center), causing irritation. Consuming the right kind of diet will
definitely make you feel more emotionally strong and less susceptible to the impact
of stress and mood anxieties.
Dr. Siddhant Bhargava

A

host of lifestyle aspects can lead to
depression, but the one factor that’s
often unnoticed is the kind of food
you are feeding your mouth with.
Needless to say, that a nourishing
diet plays a huge role in driving away sadness. Do
you desire to eat sweet, salty, and fatty foods during
the times you are feeling blue? Fret not, you are not
alone, but if we consume better foods like whole
wheat, lean proteins, and fresh fruits and vegetables,
we automatically tend to short-circuit the junk food
longings and have higher levels of energy and sharper
psychological focus.
Adding the right kind of produce, seeds, and
nuts to your daily diet will prove to be great mood
boosters, thus keeping the unwanted anxiety at bay.
Below mentioned are some of the foods that you
can consider eating every day to feel good. These
will surely provide the essential nutrients that your
body needs to fight off brain inflammation, which
leads to depression.
Include dark green leafy
vegetables: They are nutrient-dense
inflammation fighter. If you are keen
on refining your diet to maintain a
healthy brain growth, you must never miss out on
consumption of the rich in nutrient green leafy
vegetables like kale and spinach. The greens,
mushrooms, beans, are considered to be the foods
with the most powerful immune-boosting and
anticancer properties. Adding them to your diet
regimen facilitate in preventing the cancerous
alteration of normal cells and is known to keep the
body equipped and ready to attack any precancerous
or cancerous cells that may later develop. According
to various studies that have been conducted, it has
been found that cases of grave depression are
associated with inflammation of the brain. Leafy
greens have a capacity of combating against all
kinds of swelling, and are the richest sources of
vitamins A, C, E, and K, minerals,
and phytochemicals.
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Sustainable
Visions
Helping the environment has become
a key part of grocers’ CR platforms.
By Bridget Goldschmidt

T

hese days, it isn’t enough for a
company just to do business – it has
to conduct itself as a responsible
corporate citizen.
A growing number of consumers
and prospective employees want to know that a
company doesn’t just make money, but that it also
helps make the community, region and country in
which it operates a better place.
Along with traditional philanthropic causes,
sustainability has increasingly become a corporate
responsibility priority for grocers.
For instance, at SpartanNash, local products
serve several purposes.
“A key component of our corporate responsibility
(CR) is providing a ‘local flavor’ in our stores
whenever possible, because we understand that
locally grown and produced items travel fewer
miles to store shelves, which improves quality and
reduces the product’s environmental footprint,”

64
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explains Meredith Gremel, VP, corporate affairs and
communications at the Grand Rapids, Mich.-based
retailer and distributor, and executive director of the
SpartanNash Foundation. “At SpartanNash,
we are passionate about supporting local farmers
and food businesses, and are dedicated to helping
them succeed through merchandising opportunities
in our stores.”
Adds Gremel: “Th is also strengthens our
relationship with the communities we serve, which is
a key focus of our corporate responsibility programs.”
All of this is set in motion, she points out, by the fact
that “customers have a growing appetite for locally
grown items.”
These objectives are in keeping with the grocer’s
“corporate responsibility 2017 dashboard [that]
includes both environmental sustainability and social
responsibility initiatives,” she points out. “On the
environmental side, our key initiatives are waste and
energy reduction.”

