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How can grocery retailers develop comprehensive, consumer-
driven approaches to health and wellness? Consumers want 
to meet all of their health-and-wellness needs in a single 
destination. That means convenience, coupled with a suf  cient 
variety of core, niche and cutting-edge products. Savvy 
retailers anticipate health-conscious shoppers’ needs and 
offer solutions-based in-store merchandising, adjacencies and 
complementary online shopping experiences.

Retailers need to be transparent and help provide answers 
to key consumer concerns, including where food comes from, 
the nature of ingredients, and how food is produced. As a 
point of differentiation, retailers should look beyond 
the path to purchase and focus instead on the path to 
healthy consumption by providing meal solutions that  t a 
healthy lifestyle.

They can showcase an authentic commitment to wellness 
via weekly circulars, store displays, healthy recipe ideas and 
prepared food offerings, better-for-you own-brand products 
and in-store samplings, and overarching messaging. This can 
be done by tapping into shopper data and tech engagement 
to target the right shopper with the right product at the right 
time. By becoming leading wellness destinations, retailers can 
ensure that they are able to better connect with the growing 
base of wellness-minded shoppers.
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Cover Story

“We are looking at open 12 new stores over the 
next three years and plan to invest over INR 
1,000 crore within the next five years”

LOTS Wholesale competes with players such as 
Walmart, Metro Cash and Carry and Reliance 
Cash and Carry, a unit of Reliance Industries Ltd.

How would you like your customers to 
perceive your store brand and what have 
been your initiatives towards fulfilling your 
customer promise and delivering on your 
brand values?
With customer centricity at the center of our 
business, our aim is to build the customer’s confi dence 
by providing a one-stop-shop solution for all their 
retail needs. As a responsible brand, our priority 
is to add value and win the customer’s trust across 
segments. We believe that for a business to succeed, 
there must be a ‘pull’ eff ect from the customer’s end, 
which can only be created if you are closely listening 
to them. At LOTS, we are committed to regularly 
taking feedback to improve our services.

Additionally, keeping our end user’s best interests 
at heart, we deliver daily on our promise to pass on 
extra benefi ts to our customers. In order to generate 
value for our audience, we have also been creating 
customized marketing campaigns that help educate 
customers on our latest deals and off erings.

LOTS Wholesale Solutions, part of the 
USD 50 billion Charoen Pokphand 
Group (CP Group) and a wholly 
owned subsidiary of Siam Makro 
Public Company Limited from 

Th ailand – which runs and manages 113 Makro 
Cash and Carry stores, 8 Siam Frozen shops and 5 

food shops in Th ailand totalling 734,713 
square metres of sales space and 1 

Makro Cash & Carry store in 
Cambodia – is celebrating 
its fi rst year of successful 
operations in India.

LOTS opened its fi rst 
store, an over 50,000 sq.ft. 
outlet in Delhi in July last 
year at Netaji Subhash Place 
in Pitampura, west Delhi 
and has since gone on to 

add two more stores – one in 
Akshardham in east Delhi and 

another in Noida. Cash & Carry, 
also known as wholesale 

trade, is fast emerging 
in India, where 

Tanit 
Chearavanont

Managing Director, 
LOTS Wholesale 

Solutions
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Industry Speak

As a champion for independent business, we welcome the Budget 2019’ focus on ease of 
business, improving livelihoods and spurring job creation at the ground level. Th e proposal to 

streamline multiple labor laws in four labor codes is an important step towards the much awaited 
labor reforms.

MSMEs and start-ups have a big role in creating mass employment generation and value creation 
as India sets course to be a US$ 5 trillion economy. Th e pension benefi t cover of Rs 3,000 per 
month will allow small kirana store owners and traders to reinvest money they were setting aside 
for their future security into growing their business. Further, loans of upto Rs. 1 lakh for MSMEs 
and Rs. 350 crore outlay under the interest subvention schemes will ease the much needed credit 
fl ow to the sector.

Measures like setting up new livelihood and technology business incubators to develop 75,000 
skilled entrepreneurs in agro-rural industries and 10,000 new farmer producer organizations and 
the Pradhan Mantri Matsya Sampada Yojana (PMMSY) scheme for fi sherman will improve rural 
livelihood.

Arvind Mediratta
MD & CEO, 
METRO Cash & Carry India

REACTIONS
BUDGET

Retail industry stalwarts share their thoughts about 
what Budget 2019-20 has for the retail sector.

To ensure better market access for farmers across the country, creation of One India Agriculture 
Market is very desirable. Faster uptake of the agricultural produce and livestock marketing 

(APLM) Act 2017 is needed at the State level as it has progressive provisions such as single levy 
of market fee, single licenses for traders and de-listing perishables from the ambit of the APMCs.

Allowing better price realization for farmers is another key objective for the growth of the 
agriculture sector. Th is can be helped through a National Agriculture Market or eNAM as it aids 
enhanced competition in terms of increased biddings. To help e-NAM perform to its full potential, 
government push is needed to create assaying, sorting and grading infrastructure at the mandis. 
Th is will help reduce variance in quality of produce from mandi to mandi, and encourage retailers 
and processors to procure through e-NAM.

Besides this, government should ensure wider adoption of electronic Negotiable Warehouse 
Receipts (e-NWRs) to help further strengthen the market. Th ese steps will enable better market 
access and remuneration for farmers across India, thereby contributing to the Prime Minister’s 
vision of ‘Doubling Farmer Income by 2022’.

Simon George
President, Cargill India
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Insight

“Pack to order” of fruits 
offers more value to the 

modern retailer
The unique selling proposition of ‘Pack to order’ is supplying produce 

as per customized format from the source itself.

By Sreekumar C Sreedhar

Pack-to-Order” concept means 
packing and supplying produce, 
majorly fruits, customized to the 
requirement of the retailer, from the 
farm source itself. It is best suited 

for fruits such as Grapes, Oranges, Pomegranates, 
Kinnow, Apple, Th ai Guavas, etc. It is a complete 
farm-to-retail model without any major investment 
in the back-end infrastructure and entails no 
manpower for the retailer. In this model, only the 
customer order quantity is harvested, which helps 
to reduce wastage and carry forward the stock at 
multiple levels of the Fruits & Vegetables (F&V) 
value chain. Also, the store gets real farm fresh stock. 

Pack-to-Order has become more relevant today 
to the modern retailer for the many advantages it 
brings, including savings in costs, time, labour, and 
resources in bringing the produce from the farms 

to the market. It reduces wastage, improves product 
quality and shelf life, thereby resulting in repeated 
buying from the customer.

In the model, temporary packaging centres are 
created in the middle of the major growing belts.  
Immediately after the harvest, the fruits are packed 
into punnets, which are again repacked in carton 
trays, and customized to a retailer’s order with 
relevant stickers and barcodes if required. Th e packs 
are then transported in a reefer van directly to the 
retailer across major cities in India. Earlier, Pack-to-
Order was applied only for exports. 

The ill effects of multiple handling & crate 
management in conventional retailing
Today, every major distribution centre of big time 
modern retailers handles an average volume of 80 
to 150 tonnes per day of fruits. During promotions, 

“
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A Growing 
Market for 

New Flavors 
Snacks

Munching of namkeen and snacks is a 
very old practice in India. Th e history of 
snacks shows that until about forty years 
ago, there were just 2-3 types of available 
namkeens in the market. But after the 

mid-80s, the varieties developed tremendously and the triple 
layer pouch packing started playing a major role/ factor in 
developing the category, extending the shelf life of products 
to six-twelve months. Today, around 1,000 snack items are 
sold in India spanning various tastes, forms, textures, aromas, 
bases, sizes, shapes and fi llings. Besides, some 300 types of 
savories are sold in our country today.

But until three decades ago, snacking meant having 
snacks that were prepared hot, sun-dried or stored in 
containers by grandmothers at home. People seldom bought 
snacks as everything was prepared at home and there was 
not much available in the market either. It was only about 
a decade or two ago that the snack market slowly started 
emerging in India and the scene became totally diff erent 
with mothers becoming busy and dependent on snacks and 
convenience foods. Th e snacking scenario has changed with 
an increased number of people consuming snacks daily 
and making it a part of their meal. Snack consumption 
has increased over the years as plenty of choices and new 
varieties are being off ered constantly. Individual snack brands 
have progressed successfully and created a brand value 
among end consumers. With the rising population and a 
growing economy, there is a steady growth in the demand 
and supply of snacks.

Snacks: Current Market Scenario
Today, more than ever before, eating occasions are now 
overwhelmingly linked with snacks. Be it ready-to-eat 
popcorn, veggie chips or nuts, snack items considered 
better-for-you options are driving sales growth in snack food 
categories. Analysts attribute this trend to the rise in urban 
population, increasing per capita income, busier lifestyles, 
higher disposable income and a need for convenience 
arising out of the fast-paced lifestyles and a growing cultural 
tradition of snacking between meals.

Busy shoppers view snacks as mini-meals and they are 
snacking more than ever before. Consumers looking for 
healthy alternatives to classic fried potato chips are sampling 

By Sanjay Kumar
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Category Watch Snacks

Bringing the goodness of Japanese snacks 
to the Indian market

Snacking is a very exciting 
category, which is growing 

at a very fast pace. A 
growing work force with 

decent income and changes 
in our lifestyles are leading 
to higher customer demand 

for healthy and premium 
packaged food options. 

– Ritesh Arora
Business Head, LT Foods Limited

Company and brand profi le: 
Daawat-Kameda (India) Pvt. Ltd., 
founded in 2017, is a JV between 

Indian food conglomerate LT Foods 
Limited and Kameda Seika of Japan. LT 
Group is owner of popular Basmati rice 
brand Daawat and has varied business 
interests in rice, organic food & snacks.

Kameda Seika is the leader in Japanese 
rice cracker market with about a 30% 
market share. Daawat-Kameda, under the 
brand name Kari Kari, is an initiative to 
sell rice-based snacks in India and it will 
off er the crunchiest snack in the Indian 
market in four diff erent unique fl avors.

Th e new company will locally produce 
and sell rice crackers towards the 
expanding Indian snack market. Th e entry 
into the premium snacks market is part 
of the company’s aim of becoming global 
speciality Food Company and making 
an impactful presence in the INR 30,000 
crore Indian snacks market.

Consumer segments and demographics: 
Health is a key area of concern and it has 
already pervaded the space of snacking 
due to the success of health-centric 
snack options like multigrain, baked 
snacks, sugar-free CSDs, diet versions of 
traditional Indian snacks, low fat energy 
bars, etc. Th e brand is targeting the 
millennial consumer who is young, urban, 
modern, very well-travelled and exposed 
to global trends.

Brand’s USP and diff erentiators: Kari 
Kari is a very unique and modern snack 
and it is inspired by the famous Kameda 
Crisp, a favorite rice snack in Japan. Th is 

Retailing strategy: Modern trade is 
going to be the focused channel for the 
Kari Kari brand. Th e brand shall have a 
presence in all MT formats across target 
markets. It has seen a strong demand from 
E-tailers/ E-Grocers in the category and 
this channel shall play a vital role for the 
brand. As far as GT is concerned, the 
brand shall be launching special SKUs 
for GT and will be tapping all high-end 
and stand-alone GT outlets across target 
markets. As there is a huge consumption 
of snacks on-the-go, the brand will 
also leverage alternate channels such as 
HoReCa and vending machines.

Future plans and roadmap ahead: Th e 
brand has already set up a state-of-the-
art manufacturing facility in Sonipat 
(Haryana). It is being constructed with 
the same standards as of Kameda’s Japan 
manufacturing units and is going to be 
one of the best facilities in India. Some 
new products are in the pipeline and will 
be launched soon. Th e brand plans to 
enter Modern Trade and E-commerce by 
the end of this year and GT, stand-alone 
and alternate channels by 2021.

premium Japanese snack off ers an exciting 
and irresistible new taste of crunch. Light 
and crispy, these savory rice crackers are 
mixed with peanuts to make a hearty, 
wholesome snack with a delicious tangy 
twist. Th ese are baked, rich in protein 
and contain no trans-fats, giving you a 
healthier snack that is perfect for every 
moment – when you are at party, on-the-
go, in offi  ce or even on the couch.

Trends and developments in the 
category: Th e snacks food industry in 
India is highly competitive and evolving. 
Consumers are always tempted to change 
their choices and preferences whenever 
new products are launched. Th e changing 
taste and preferences in consumer demand 
is leading to several innovations in 
product formats as well as in packaging. 
Th e demand for tasty snacks with healthy 
ingredients like fox nuts, popcorns, and 
quinoa puff s, etc., is growing very rapidly. 
Today, consumers are very particular when 
it comes to snacking. Th ey choose snacks 
according to their consumption occasion/
location. Snacks consumption is also 
associated with one’s status. Th e demand 
for international fl avors like wasabi, peri 
peri, etc., and for international snacks like 
nachos, is also increasing.

Market outlook and opportunities: 
Premium & healthy snacks are still in a 
nascent stage with a market size of INR 
900-1000 crore, and growing at 22-
25% p.a.. Th e premium snacks category 
is dominated by several indigenous 
and international fl avoring snacks. Th e 
high growth rate is also attracting new 

entrants in 
the industry. 
Th e Kari 
Kari brand is 
targeting a 5% 
market share 
in its fi rst 
three years of 
launch and 
an 8% market 
share in the 
next fi ve years.
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All’s Wellness

31%
One in three consumers 

(31 percent) say that 

they always or often 

snack twice a day.

Source: 2018 Food & Health 

Survey, International Food 

information Council 

Foundation

Healthy Snacking 
Registers at Retail

Nutrition, convenience and taste are key.

By Diane Quagliani

There’s no question that America is 
a nation of snackers. One in three 
consumers (31 percent) say that they 
always or often snack at least twice a 
day, and another 39 percent say that 

they sometimes do so, according to the 2018 Food 
& Health Survey, from the International Food 
Information Council Foundation.

Th e appetite for “healthy” snacks in particular 
is on the rise. A trends report by Hexa Research 
projects the U.S. market size for such snacks to 
rise from $3.58 billion in 2017 to $5.3 billion by 
2025. Th e report defi ned healthy snacks by just fi ve 
categories, however — cereal and granola bars, nuts 
and seeds, meat snacks, dried fruit, and trail mix 
— which means that the market size for healthy 
snacks is considerably larger after factoring in other 
popular choices.

 Just a few examples are individual servings of 
cheese, yogurt, yogurt drinks and cottage cheese; 
vegetable and legume-based chips and crackers; 
hummus and other dips; nut butter packets; fresh-
cut fruits and vegetables; smoothies and fruit cups; 
and snack boxes with combinations like fruit, cheese 
and nuts.

Putting Healthy Snacks Front and Center
Factors fueling the demand for healthy snacks — 
especially among Millennials — are busy lifestyles, 
the need for convenience and portability, an interest 
in health and wellness, and the desire for nutrition 
attributes such as protein, fi ber, probiotics and no 

added sugar. “Clean” ingredient lists, non-GMO, 
and being free from artifi cial colors and fl avors 

are also important. In sourcing such 
products, however, don’t forget the 

always important attributes of 
great taste and enjoyment.

To meet the demand for 
more nutritious snacking, 
some retailers are swapping 
out traditional front end 

power categories like candy 
and soft drinks for dedicated 
checkout lanes of health-

focused, easy-to-grab choices 
such as fresh fruits, protein bars, nuts 

and seeds, trail mix, multigrain chips, and meat 

Diane Quagliani, MBA, RDN, LDN, specializes in nutrition 
communications for consumer and health professional 
audiences. She has assisted national retailers and CPGs 
with nutrition strategy, web content development, trade 
show exhibiting, and the creation and implementation of 
shelf tag programs.

snacks, and adding coolers with plain, sparkling and 
coconut waters; unsweetened teas; and 100 percent 
juice boxes.

As one example, West Sacramento, Calif.-
based Raley’s has implemented better-for-you 
checkstands throughout its stores. Th e initiative 
removed all artifi cially sweetened sodas from the 
checkstand cold cases, enlarged off erings such as 
granola bars and nutrition bars, and improved the 
quality of certain candy options.

Healthy Snacks Have Their Day
Beyond the front end, retailers can cater to shoppers 
who consume snack foods at main meals, a growing 
trend among Millennials and Gen Zs, according 
to Th e NPD Group. Fresh fruit and yogurt are 
popular mealtime choices, but this trend also off ers 
an opportunity to promote portable mini versions of 
prepared sandwiches, quiche, sushi, pizza and other 
main-dish items. 

Call on your retail dietitian for expertise in 
promoting the nutrition, ingredient and functional 
attributes of snacks through social media channels, 
as well as via in-store events and signage. When 
planning healthy-snack promotions and media 
outreach, bear in mind that just about every snack 
has its day — or month.

Consider fun commemorations such as 
International Hummus Day (May 13), National 
Trail Mix Day (Aug. 31), National Bittersweet 
Chocolate with Almonds Day (Nov. 7), and, of 
course, National Snack Food Month (February).

For more ideas throughout the year, check out 
Progressive Grocer’s In-Store Events Calendar in 
every issue. PG
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Technology Contextual Commerce

Just Say It and 
It’s Yours

Brands must embrace contextual commerce across a 
number of devices to make the sale.

By Abby Kleckler

Consumers no longer want to search for 
you to make a purchase. Th ey believe your 
business should be where they are.

From buy buttons to messaging bots and 
voice assistants to scan-and-bag apps, the grocery 
industry has been embracing contextual commerce, 
although there’s much more to the technology than 
the industry has seen so far.

 Whether it’s referred to as contextual, 
connected, voice or conversational commerce, the 
key element is convenience.

 “It’s about bringing the brand closer to the 
consumer where they are and where they prefer 
to be,” says Mariam Reza, VP global enterprise 
solutions for AI-powered messaging platform 
LivePerson, based in New York. “It’s a conversation 
between the brand and the consumer, rather than 
just an interaction or a transaction.”

Voice-Enabled Shopping
An estimated $40 billion will be spent through 
voice commerce by 2022, up from $2 billion in 
2017, according to research from global strategy 
consultancy OC&C.

Walmart, Target and Th e Kroger Co. all have 
voice-enabled shopping through Google Assistant, 
while Amazon-owned Whole Foods Market can 
connect through consumers’ smart appliances and 
encourage voice-enabled shopping through Alexa, 
just to name a few grocery adopters.

“Many people fi nd it easier to navigate the 
online world and make purchases using their 
voice rather than typing on a keyboard or clicking 
around with a mouse,” says Stacy Caprio, founder of 
Chicago-based Accelerated Growth Marketing. “It 
is much more convenient to speak to navigate the 
web and make purchases, which I think will be the 
main reason for voice search and purchases rising 
in popularity.”

Another large advantage of contextual commerce 
is immediacy. Consumers don’t have time to rethink 
their purchase, leave it sitting in their digital cart or 

abandon it completely when they can’t fi nd their 
credit card or don’t want to exert the eff ort.

Take, for example, restaurant chain TGI Fridays, 
where customers can place an order through 
a conversation with a voice assistant and use a 
stored mobile payment or digital wallet service 
to complete the transaction. Th e relationship, 
however, doesn’t stop at a single transaction. TGI 
Fridays looks at patterns in the way consumers 
are purchasing and reaches out around the time 
someone is most likely to order again.

“Th ey’re being proactive with what they’re 
learning,” Reza notes. “I get proactively asked if I 
want to re-order that same order again. Now you 
won’t lose me as a customer if I forget or if another 
company approaches me.”

Th is example is a restaurant chain, not a retailer, 
but the conversion rates speak volumes. TGI 
Fridays saw a 74 percent lift in orders when it was 
proactively communicating with consumers in a 
timely manner specifi c to each individual customer.

TGI Fridays’ innovation and partnership with 
AI-powered personal assistant bots also allow the 
brand to communicate to consumers in its own 
brand voice, using phrases such as the tagline 
“In Here It’s Always Friday,” or personalizing 
comments about menu items.

Building sticky customers is great for your 
business, and these features help tremendously. 
Again, convenience is key, and making the process 
as simple as possible is what contextual commerce 
is all about.

“Taking away all friction with one-word 
voice ordering completely takes away the entire 
abandoned-cart issue and will be a profi table 
game-changer for all ecommerce stores who adopt 
the technology,” asserts Caprio. “Right now, so 
many ecommerce stores lose sales from people who 
abandon their items in carts, due to a high-friction 
checkout process with many steps and points to 
reconsider the purchase, or simply open a new tab 
and start doing something else.”

Many people 
find it easier to 

navigate the 
online world and 
make purchases 

using their 
voice rather 

than typing on 
a keyboard or 

clicking around 
with a mouse.

— Stacy Caprio
Accelerated 
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