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As coronavirus cases continue to rise across the world including 
in India, shoppers are advised to exercise caution in their 
daily interactions with others to stem the spread of the illness. 
Grocers and supermarkets can do their bit to allay public fears 
with regard to COVID-19 by choosing to address the concerns of 
customers directly. 
To begin with, they can diligently focus on the stores’ hygiene 
and cleanliness standards even more so until the coronavirus 
passes. Stores should spend more time cleaning commonly 
used areas more often, such as checkout lanes, credit card 
terminals, conveyor belts and cleaning shelves when restocking. 

In addition, retailers should encourage sick employees to 
stay home with paid sick leave via the company’s Paid Time Off 
(PTO) policy, whereby associates amass PTO banks that can be 
used to cover time away from work. 

Additionally, they should ask customers to purchase only 
necessary items and not to hoard products, so that “all people 
can  nd the products they need to support their health and the 
health of their families.” 

To successfully navigate this outbreak, retailers will need to 
think about how they can best restore consumer con  dence and 
meet changing consumer buying patterns as the virus potentially 
spreads. Hopefully, they will prove equal to the challenge by 
focusing on some of the initiatives talked about here.
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Moddy’s Chocolates in Ooty, Tamil Nadu, started out as a kid’s goodies store in 
1951 before taking an evolutionary leap as a landmark grocery outlet specializing 
in chocolate, confectionery, bakery, ice cream and assorted products.

MURALIDHAR RAO
Managing Director, 
Moddy’s Confectionery 
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Industry Talk

How 
Coronavirus 
May Affect Grocery 
Shopping Habits
Grocers must assure shoppers that they’ll be 
safe shopping in their stores or receiving food 
deliveries from them

By Bridget Goldschmidt

With fears about the spread of 
COVID-19 coronavirus on 
the rise as various U.S. states 
reveal their fi rst confi rmed cases, 
consumers may seek to limit 

their exposure to infection by making use of grocers’ 
existing ecommerce programs. Th is may present 
certain challenges to food retailers, however, as they 
struggle to keep pace with an uptick in online orders.

“As evidenced by both public concern and stock 
market performance, the spread of coronavirus 
is one of the most serious and challenging 
developments that retailers have had to cope with 
in a very long time,” affi  rmed Kelly Lynch, retail 
solutions manager at ActiveViam, a retail pricing 
platform provider with offi  ces in London, Paris, 
New York, Singapore and Hong Kong.

“To successfully navigate this outbreak, retailers 
need to think about how they can best restore 
consumer confi dence and meet changing consumer 
buying patterns as the virus potentially spreads. Th is 
includes making sure that their online infrastructure 
is strong enough to cope with an infl ux of online 
orders in aff ected areas, making delivery strategy 
changes, and just simply providing customers with 
clear, concise information about any changes that 
may impact the buying experience. Th is type of 
dependable approach will provide a little additional 
peace of mind for shoppers, while retailers consider 
any overarching changes that need to be made.”

Winning consumer confidence
Grocers shouldn’t just focus on upping their 
delivery game, however. “Home delivery and 
click-and-collect could be equally eff ective in 
serving consumers wishing to avoid infection 
from close contact when visiting stores, so 
long as consumers take the recommended 
hygiene precautions,” said Ratula Chakraborty, 
a professor of business management at the 
University of East Anglia in the United 
Kingdom. Th ese precautions include frequent 
handwashing, using hand sanitizer, and covering 
sneezes or coughs. By minimizing close human 
contact in these ways, food retailers “could win 
the confi dence of nervous consumers during an 
outbreak,” she adds.

What happens once the immediate danger 
is past, though? According to Business 
Insider in December 2019, only 10% of U.S. 
consumers regularly shop online for groceries, 
but that could change rapidly under certain 
circumstances.

“Such events as outbreaks of illness could 
lead to a permanent change in shopping habits,” 
Chakraborty acknowledged. “It is entirely 
possible that once consumers start to trial 
ecommerce with home delivery or click-and-
collect then they might not revert back to store-
based shopping if the service is good and proves 
to be convenient.”

Home delivery 
and click-and-

collect could be 
equally effective 

in serving 
consumers 

wishing to avoid 
infection from 

close contact 
when visiting 

stores. 



20   |   Progressive Grocer   |   Ahead of What’s Next   |   March 2020

Equipment & Design Seasonal Displays

By Bob Ingram

Wheels and Deals
Mobile merchandisers and display equipment can make for happier retail holidays.

Key Takeaways
 Supermarkets’ seasonal sales can 

be highlighted by the use of mobile 

merchandisers and display equipment. 

 These items’ small footprint, easy 

construction, convenience and versatility 

make them must-haves for retailers that 

wish to spotlight items or cross merchandise 

product throughout the store.

 Many suppliers work directly with retailers 

on customized solutions.

SPC Retail offers 

a modular holiday 

lineup of mobile 

merchandisers.

The seasons of celebration are perfect 
opportunities for supermarkets to 
drive incremental sales, making mobile 
merchandisers and display equipment a 
strategic investment for grocery retailers.

“We have had success with seasonal meal planning 
that makes it convenient for our customers to purchase 
several meal options merchandised together,” says Terri 
Bennis, chief marketing offi  cer at Woodbury, Minn.-
based independent grocery chain Kowalski’s Markets. 
“Our customers look for these meal solutions and 
sometimes even call the stores to ask what is on display 
in the merchandisers during that week.”

For example, Kowalski’s might team up Skuna Bay 
salmon in a display with a Korean kalbi marinade, a 
side dish and a salad.

Kowalski’s recently started building all of its 
produce fi xtures on wheels, which Bennis says provides 
“a ton of fl exibility” for seasonal merchandising and 
special events like the retailer’s farmers’ market. 

“We also introduced a mobile hot unit for our 
hibachi program,” she says of the program that 
allows shoppers to order a customized entree 
from their choice of protein, vegetables and sauce. 
“Th e customer can build their own [entree] and 
wait [for it to be prepared], or grab one from 
the hot unit that is ready to go. We have seen 
a signifi cant increase in sales by having them 
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Cover Story

Nestled amidst the lush Nilgiris in the picturesque hill station of Ooty in the 
southern State of Tamil Nadu, Moddy’s Chocolates aka Modern Stores started 

out as a kid’s goodies store in 1951 before taking an evolutionary leap as a 
landmark grocery outlet specializing in chocolate, confectionery, bakery, ice 

cream and assorted products.

“Moddy’s – The Nilgiris’ 
Emblematic Chocolate Retailer”
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Muralidhar Rao, Managing 
Director, Moddy’s 
Confectionery Pvt. Ltd., 
speaks to Roshna Chandran 
Stonebridge about the brand’s 
evolution as a full-fledged 
confectionery and grocery 
business and how it has come 
to acquire its credentials 
for quality consistency and 
retailing ingenuity.

Muralidhar Rao
Managing Director, 

Moddy’s Confectionery 

Pvt. Ltd.

In 1951, Mangalore born Janardhan Rao invested 
Rs.3000 to set up a 40 sq.ft. store in the Nilgiris hill-
station of Ooty. He named the shop Modern Stores 
and it started out selling speciality products, imported 
cigarettes, candles and chocolates.

Ooty was then a typical British regimental town with a very 
distinct culture. Flanked on all sides by the rolling Nilgiris, the 
small town had a profusion of missionary educational institutes 
and a sizable British settlement.

Th e town’s demographic profi le proved to be a right fi t for the 
up-and-coming Modern Stores. Th e Western clientele served as 
the right target audience for the fl edgling store. It managed to 
generate suffi  cient custom, which prompted a fresh expansion of 
the shop across 400 sq. ft. of retailing space at Ooty’s Ettines Road.
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A world of spices to 
tickle the tastebuds

The spices category is a growth leader in the food industry. Spices form an 
important part of virtually all recipes in all cultures, not only for their flavor and 

seasoning of foods but also for their numerous medicinal values.

By Sanjay Kumar
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Expert Speak

At the India Food Forum 2020, retailers, manufacturers, distributors and supply 
chain experts were part of a round table discussion on meeting the challenges of 

higher profitability in Tier I, II & III cities.

Driving Retail Shelves to 
Higher Profitability

Following a period of unprecedented 
change, the retail industry is facing 
an environment where margins are 
increasingly under pressure from 
rising costs, lower pricing power and 

the need to invest in digital transformation. At the 
India Food Forum 2020, retailers, manufacturers, 
distributors and supply chain experts were part of a 
round table discussion on meeting the challenges of 
higher profi tability in Tier I, II & III cities.

Th e discussion was moderated by Dheeraj Arora 
VP- MT, Ecom and IB, Unilever and Kamaldeep 
Singh, President, Food LOB, Future Group. Th e 
other experts in the panel included:  
• Amitabh Singh, Head- Modern Trade & 

Enterprise Business, Dabur
• Arshdeep Singh, CEO & MD, Allied Natural 

Products 
• Dipti Gupta, Head-Organised Trade, Pepsico 

Foods
• Harshita Gandhi, Director, Tree of Life
• Kabir Gossain, Customer Director- Modern 

Trade, Unilever 

• Rohit Mehrotra, CEO, Organic Tattva
• Saurabh Makhija, Head- Modern Trade, Nestle 

India 
• Avinash Joshi, VP & Business Head- F&V, 

Reliance Retail 
• Ganesh Mishra, Head- Non-Food, Product- 

Packaged Goods, Trent Hypermarket
• Manan Gada, Director, Society Stores
• Manu Bansal, Business Head- Staples, Reliance 

Retail 
• Rajiv Sharma, Group Head- Staples, Future 

Value Retail 
• Seshu Kumar, National Head – Buying and 

Merchandising, Big Basket  
Dheeraj Arora VP- MT, Ecom and IB, Unilever 

kickstarted the session by introducing the topic, 
‘Driving Retail Shelves to Higher Profi tability’. 
“Th e objective of the roundtable discussion is 
profi tability in retail which is directly linked with 
how modern trade has evolved in the last 15 
years. We have seen the footprint expansion in 
metros, Tier I & II towns, and with the advent of 
e-commerce four-fi ve years ago, we have seen a 
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India Food Forum

By Virat Bahri

Riding  the juggernaut

An august panel of F&B leaders deliberated on some of the most exciting 
evolutions in the Indian F&B landscape and their strategic approach in this 

inaugural session of India Food Forum 2020.

A lot of talk of India’s potential is 
currently obscured by the slowdown 
in the economy, which is also 
linked to global turmoil. However, 
experts assert that this is only a 

temporary blip on the radar, and India’s long term 
promise is far from breached. Presently a US$ 3 
trillion economy, India is targeting a GDP size of 
US$ 5 trillion by 2025, which undeniably means 
tremendous upside for businesses.

Consumption is the most critical bulwark of 
this growth, with the Indian consumer market 
projected to grow from US$ 1.9 trillion in 2019 
to US$ 3.6 trillion by 2025. While it took 20 
years to reach a size of US$ 1 trillion, it would just 
take 6-7 years to add the next trillion dollars. Th e 
prospects are particularly bright for the food & 
FMCG industry, as it is known to best refl ect the 
growth in lifestyle aspirations and consumption 
with growing affl  uence. Moreover, the industry has 
managed to penetrate well beyond the top six-
seven metros. In fact a number of major retailers 
are reporting rich dividends from Tier II and Tier 
III towns. Th e prognosis is only bound to get better 

of the Indian F&B market

with the promise of 100 smart cities and associated 
infrastructure with planned growth. More and 
more affl  uent as well as young working people 
will be attracted to settle in these cities, thereby 
driving growth in food, grocery and outdoor dining. 
Beyond this, online retail has penetrated far deeper 
into the Indian hinterland, precipitating growth 
rates that are among the fastest in the world. Online 
retail has been the game-changer by penetrating 
the entire geographic reach of the country and the 
growth rates are amongst the fastest in the world. 
With 65% of the population under 35 making it the 
world’s largest youth demographic, the consumption 
story looks even more promising.

An august panel of industry leaders gathered 
at the India Food Forum 2020 for an insightful 
panel discussion on the topic, “Serving Th e Fastest 
Changing Consumer Market Of Th e World”. Th e 
panel gave its views and engaged with the audience 
on the ongoing dynamics in the food retail, FMCG 
and restaurant businesses, as well as the challenges 
and growth prospects in these sectors. In particular, 
the discussion focussed on the impact of foodtech 
cos, emerging trend of experiential eating, challenges 
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Europe’s leading sports and nutrition brand Myprotein 
has launched new festive fl avoured whey proteins on the 
occasion of Holi. Th e company has introduced two new 
fl avours, keeping in mind the traditional delicacies of the 
festival – Th andai and Coconut. Th e new range also comes 
with the off er of a specially curated snack box. Th is is an 
essential fi tness supplement kit for any health 
lover. Th ere are protein brownies, protein 
fl apjack, baked cookie, skinny brownie, and 
IWP samples in Mango and Strawberry 
fl avours. Th e company also organised a big 
Holi sale from 4th till 6th March 2020 
during which the brand lovers were able 
to snag Myprotein products at a much-
discounted price along with free gifts. 
Th is festive-sale featured popular items 
from Myprotein such as healthy nutrition 
supplements, bars, snacks, cookies, gym 
wear, sports accessories and a lot more. 

    Myprotein introduces its special range of 
products to coincide with Holi

    Kwality brings its ice-cream mix range 
for summer

    Marico’s Saffola Fittify Gourmet launches convenient pack sizes of its healthy range of soups

Marico’s one-of-a-kind healthy gourmet brand – Saff ola Fittify Gourmet has 
introduced a convenient pack size of its nutritious Hi-Protein Soups that has 
up to 4X the protein v/s regular powdered soup. Th ese one minute instant soups, 
which are an ideal evening healthy snack, have been crafted by nutritionists and 
curated by celebrity chef Kunal Kapur to combine the best of taste with health.

Th e new range of Saff ola Fittify’s Hi-Protein Soups brings together 4 
delicious and exotic fl avors namely Spanish Tomato, Italian Mix Veg, Mexican 
Sweet Corn and French Mushroom Garlic that have no added preservatives, no 
artifi cial colors, no MSG as well as no animal extracts. Th is healthy and tasty 
serving also contain fi ve superfoods – moringa, quinoa, buckwheat, amaranth and 
turmeric that add nutrition to your food and fl avor to your life. Th ese small size 
packs of soups range are convenient for everyone to make besides being healthy, 
nourishing, tasty with a variety of fl avours. 

With summer just around the 
corner, what is best way to spend 
the days ahead with a scoop of 
goodness? Look no further than 
brand Kwality, which has launched 
ice-cream mix ranges that are a 
perfect mix of creamy and delightful 
ice-creams. Th ese ice-cream mixes 
come in exciting fl avours and can be 
prepared very hygienically and easily 
at home.  It takes just three easy 
steps to prepare Kwality ice-cream: 
Dissolve the ice-cream; mix with 
milk; boil and freeze it. Th e brand 

has also launched a “buy 1 get 1 free 
special summer off er”. Th e range comes 

in 7 fl avours – pineapple, strawberry, mango, pista, 
vanilla, chocolate and butterscotch – and is available at 
general stores, modern trade outlets and e-commerce.

    Tea Culture of the World introduces its tea range in new packaging

Tea Culture of the World has reintroduced its ranges with new packaging for both retail and for gifting. Th e brand is 
a strong advocate of daily wellness and has widened its wellness off erings and also developed sustainable packaging 
for its tea bags. Th e brand’s wellness range includes Detox, which combines fi ne green tea with liquorice, burdock, 
dandelion, lemongrass and ginger. It’s a refreshing cup for the well-being of your system, leaving it detoxifi ed and 
strengthened. Another product is Tulsi, a signature curative blend that detoxifi es, builds immunity and vanquishes 
coughs and colds. Th e brand has also created a power-packed blend called 
Easy Digest, which has green tea, ginger, liquorice and fennel. Th is refreshing 
tea with potent ingredients soothes and strengthens the digestive system.

 Tea Culture of the World’s selection of teas include the fi nest green teas, 
black teas, wellness teas and its signature blended teas. Th e range off ers 20 
fl avours starting at INR 199 onwards. To know more about the brand its 
range, go to www.teacultureoftheworld.com








