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EDITOR’S NOTE

ccording to a Deloitte study, grocery and food
retailers are responding to an unprecedented
demand that has strained the entire ecosystem in
COVID times. Customers from all demographics,
especially those over 50, have shifted to digital
and delivery, ushering in a new normal for food
retail that may become permanent.
This has created an environment poised for innovation, a need to realign
supply chains, redefine what parts of the food workforce are essential,
and gain a deeper understanding of how to connect with loyal customers
online.
In these trying times, there are retailers who are standing tall and who
are working to redefine the grocery experience for the COVID-19 age.
Progressive Grocer’s July 2020 e-issue brings to its readers, the story of
one such gourmet retailer – Nuts N’ Spices. The feature deep dives into
key learnings from the retailer and his brand, and how they are coping
up with changing trends – and growing their sales and revenues – during
the pandemic.
Aside from a comprehensive update of the grocery segment in India, the
issue also features 20 retailers who are redefining the grocery experience
to better adapt to the COVID-19 age. Rounding off the e-magazine is a
case study of Kroger, and how it is building on its invisible advantage.
As always, we hope you find the issue informative and useful. Log on to
our website https://www.indiaretailing.com/category/food/food-grocery/
for more features, analysis and expert opinions.

Amitabh Taneja
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MARKET UPDATE

News and Reports
Stores Recover 80 pc of Pre-COVID Sales:
D-Mart
venue Supermarts Ltd, which owns and operates retail
chain D-Mart, on Saturday said it has recovered 80
percent of its business in the stores, wherever it has
been allowed to operate unhindered. However, discretionary
consumption continues to be under pressure, especially in the
non-FMCG categories and impacting its margins, the company
said. With D-Mart online sales also growing well in Mumbai,
the company said it is now attempting to scale it up. “Wherever
stores were allowed to operate unhindered, we recovered to
80 percent or more of pre-COVID sales in most stores,” said
Avenue Supermarts in a post earning statement.

A

A

Milk Mantra Secures US$ 10 mn in
Structured Debt Financing from US DFC
airy foods company Milk Mantra on
Friday said US International Development
Finance Corporation (DFC) has committed
US$ 10 million (over Rs 76 crore) for structured debt
ﬁnancing to the company.
DFC has also approved US$ 3,71,000 (about
Rs 2.8 crore) in technical assistance to support
the company’s agriculture extension services and
ethical milk sourcing programme, according to a
statement.
“The main focus of this would be to build out Milk
Mantra’s digital ﬁnancial services platform for its
network of farmers. This platform will drive ﬁnancial
inclusion for farmers, especially women farmers,” it
added. There are nearly 100 million dairy farmers in
India with a signiﬁcant proportion being women.

D

Future Consumer Q4 Net Loss at
Rs 175.46 Crore
uture Consumer Ltd on Friday reported a
consolidated net loss of Rs 175.46 crore
for the quarter ended March 2020. The
company had reported a net proﬁt of
Rs 7.53 crore in the January-March period of
the preceding ﬁscal, Future Consumer said in a
BSE ﬁling.
According to a PTI report: Revenue from
operations slipped 8.70 percent to Rs 947.07
crore, as against Rs 1,037.37 crore
earlier. The company is engaged
in the business of sourcing,
manufacturing and marketing
FMCG and processed food
products.
“COVID-19 started impacting
the performance towards
the end of March leading
to disruptions in sourcing,
supply chain and distribution
impacted by store closures due
to lockdown,” the company said in
a post-earnings investor presentation.
Total expenses were at Rs 1,051.87
crore, up 0.77 percent from Rs 1,043.79
crore in January-March FY2019. For the full ﬁscal
2019-20, Future Consumer posted a net loss of Rs
216.50 crore. It had reported a net loss of Rs 7.18
crore in the previous ﬁnancial year.

F

Store operations and duration of operation per day continue
to remain inconsistent across cities due to strict lockdowns
enforced by local authorities from time to time.
“In addition, in certain cities, authorities are once again
insisting on selling only essential products. Hence our
future revenues continue to remain uncertain,” said Avenue
Supermarts. According to the company, unlike developed
countries where organised retailers had a surge of customers
walking into their stores, it has not happened with the same
intensity at our units.
“This was because of the strong enforcement of store
shutdowns, restrictive movement of people in general and strict
social distancing rules inside stores. While the overall lockdown
rules have softened in general, they continue with the same or
more severe intensity in certain cities and local municipalities
from time to time. Its negative impact on footfalls and sales were
signiﬁcant,” it said.
Traditional trade like kiranas had a quick recovery during the
lockdown period, it added. “They came roaring back after the
ﬁrst 2 or 3 weeks of lockdown serving the needs of an anxious
customer the way the customer wanted it – quickly over the
counter or through home deliveries. Value wasn’t top of mind for
shoppers during this time,” the ﬁrm said.
India still has a strong and resilient network of small shops and
neighbourhood stores, said Avenue Supermarts.
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COVER STORY

Retailer Speak

Secret to Success:

Gourmet Brand
Nuts ‘N’ Spices
Records 18%
Growth In
Pandemic Times
IN A FREEWHEELING CHAT WITH PROGRESSIVE
GROCER, SUNIL SANKLECHA, OWNER NUTS ‘N’
SPICES, TALKS ABOUT THE KEY LEARNINGS FROM
HIS BRAND, AND HOW HE AND HIS BRAND ARE
COPING UP WITH CHANGING TRENDS IN THE FACE
OF THE PANDEMIC…
By Charu Lamba

N

uts ‘n’ Spices was founded in June 1999
with its first store measuring 600 sq.ft.
in Nungambakkam, Chennai. With over
three generations of experience in the
food and grocery business, the retailer
currently operates a chain of 33 outlets.
The current owner of Nuts ‘n’ Spices, Sunil Sanklecha,
had envisioned a store that had a lucrative business in the
country considering the evolving consumer behaviour.
Though he had thought of the idea of a specialty store
during the early 1990s, his vision only became reality by
1999. Once he knew what he wanted to do, Sanklecha
launched a specialty store, choosing to move away from
the traditional grocery business model established by his
ancestors.

The Inventory
Besides nuts, dry fruits and seeds, Nuts ‘N’ Spices also
offers a range of herbs and seasonings such as oregano,
basil, thyme, parsley, mixed herbs, etc. The varieties of spice
powders and condiments include Kashmir chilli powder,
coriander seeds powder, cardamom, clove, cinnamon,
nutmeg, among others. The store also stocks syrups and
juices from International and Indian brands. From Pringles
to Doritos to Mumbai’s sukhi bhel, low calorie namkeens,
oil-free papads, mixtures and other diet snacks for the
fitness freaks, the store serves as a one-stop destination for
a whole lot of snacking ideas.
12
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RETAIL FOCUS

Kirana Stores

Kirana Stores:
The New Heroes
of Indian Economy
During COVID-19
INDIA HAS MORE THAN 6.65 MILLION KIRANA
STORES ACROSS THE COUNTRY ACCORDING
TO NIELSEN. UNLIKE THE WEST, GENERAL TRADE
STORES IN INDIA FORM NEARLY 90 PERCENT OF
THE COUNTRY’S TOTAL TRADE
By – Prem Kumar, Founder & CEO, Snapbizz
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K

irana stores have had many
makeovers and growth
variations in the last couple
of years. With the sudden
emergence of e-commerce
solutions and multinational
online retail players, who
offer various easy pay and
delivery options, the next-door
grocery stores have been
put to various tests and have
had to face immense competition and the fear of
being run out of business. But in reality, India has
more than 6.65 million Kirana stores across the
country according to Nielsen. Unlike the West,
general trade stores in India form nearly 90 percent
of the country’s total trade. The overall contribution
of supermarkets and organized grocery stores
remains a meagre 10 percent. Although these
numbers are slowly changing, in recent times belief
in the Kirana stores has been reinforced due to the
global pandemic.

REPORT

Packaged Food

T

he two-month+ COVID
pandemic lockdown
period is a disruptor for
many industries including
the Indian Packaged
Food Industry. Due to the
lockdown, changes in
Indian consumer habits
and their behaviour will
result in changes in
demand and needs in
comparison to the pre-lockdown period. The
changes will dictate a new norm and outlook
for the post-lockdown decade of the Indian
Packaged Food Industry in the following ways:

Demand for Packaged Foods/
Commodities Will Surge

New Outlook
& Pivot for
Packaged
Food Industry
THE NEEDS OF CONSUMERS HAVE CHANGED
POST-COVID AND THESE CHANGES IN HABITS WILL
RESULT IN CHANGES IN DEMAND IN COMPARISON
TO THE PRE-LOCKDOWN PERIOD. THESE CHANGES
WILL DICTATE THE NEXT DECADE OF THE PACKAGED
FOOD INDUSTRY IN INDIA…
By P. Rajan MATHEWS, Chief Brand Mentor,
NEXT Food and Beverage Brands
18
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With the fear of viral infection and the need for
good food and health foods, consumers will
demand more packaged food products. These
may not be processed foods but commodities
that are generally packed hygienically and well
labeled. As on date today most of the packaged
foods are in loose formats. Consumers are
being converted from the unorganised loose
food products and commodities which will
see a faster conversion. Most of the food
commodities/ product categories are dominated
by the unorganised loose categories such as
rice, wheat, and wheat products such as atta,
maida, suji etc., cooking oils, spice powders/
masalas, tea, whole spices etc. Private labels
in modern trade will rule this category growth
and regional food manufacturers/ players will
dominate the general trade across the country.
The penetration across the lower SECs will gain
momentum as consumers begin to be less price
conscious as the lockdown has given them the
experience of being healthy is priceless.

New Age Grains / Nutri-Cereals
Will Gain Momentum
Millets comprising of sorghum, pearl millet,
ﬁnger millet, minor millets i.e. foxtail millet, proso
millet, kodo millet, barnyard millet, little millet and

SOLUTIONS

Functional Foods

On the Move
NUTRITION BARS AND BE VER AGES AREN’T
’T
JUST FOR DEDICATED ATHLE TES, BUT ALSO
LSO
FOR ANYONE WHO WANTS TO E AT BE T TER.
ER.
By Bridget Goldschmidt

he coronavirus pandemic
c has
been tough on everyone, but
for those committed to regular
egular
physical workouts, the situation
has had its own particular
challenges.
“There is no doubt about
it: The pandemic has made it
more difﬁcult for Americans to
exercise, especially with gyms
and health clubs closing,”
asserts Aryn Doll, RDN, nutrition education specialist at Lakewood,
Colo.-based Natural Grocers by Vitamin Cottage. “Despite this,
many are ﬁnding creative solutions to stay moving and continue
their exercise regimens at home, which has helped to maintain and
potentially even grow sales in the sports and performance products
arena.”
According to Doll, the retailer offers a range of high-quality and
affordable sport- and performance-speciﬁc products, along with
foundational supplements, and among its top-selling categories
are collagens, whey and plant proteins, MCT oils, electrolytes, and
pre- and post-workout formulas. During the pandemic, Natural
Grocers saw its performance nutrition category increase by 3.2%,
the protein category rise by 10.8%, and collagens soar by 19%.
The company provides customers and its good4u Crew with
free nutrition education on a quarterly basis about a different
supplement that can aid their health, and has on staff highly
trained nutrition experts, also known as Nutritional Health Coaches
(NHCs), to help customers achieve their ﬁtness goals, notes Shelby
Miller, Natural Grocers’ manager of scientiﬁc affairs and nutrition
education.
Beyond its effect on hardcore athletes, the public health
crisis has made a lot of consumers reconsider their approach to
wellness. Doll observes that “many Americans are recognizing
the importance of getting back to our roots — including eating
healthier and exercising more — for maintaining health and immune
resiliency. In other words, consumers are looking to engage
in healthier behaviors, which means greater interest in healthpromoting products that retailers have to offer.”

Crossover Goals
Obviously, for most people, the specialized sports nutrition
products consumed by elite athletes wouldn’t be appropriate, but
the wide variety of functional bars and other foods on the market

20
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Key Takeaways
The COVID-19 public health
crisis has made athletes and
general consumers alike
reconsider their approach to
wellness.
The opportunity exists to
market functional foods and
beverages to a wider range of
shoppers, with an emphasis on
convenience, product bundling,
value pricing and omnichannel
strategies.
Retailers and manufacturers
can also offer products that
meet nutritional goals while also
satisfying consumers’ need for
indulgence.

3.2

%

The percent rise
in the performace
nutrition category
at Natural Grocers

can be marketed to appeal to consumers
who aren’t necessarily in training for a
marathon.
“Athletes are an extreme example of the
broader health-and-wellness movement,”
explains Brenden Schaefer, founder and
CEO of Los Angeles-based Bright Foods,
maker of refrigerated Clean Protein and
Whole Veggie & Fruit Bars. “People want to
eat healthier — but they want products that
are simply a better version of what they’re
already consuming today. And, of course,
they have to taste great.” Those types of
items can be “dually merchandised in a
sports nutrition [section] and in grab-andgo sets where people are looking for great
better-for-you options,” he suggests.
Additionally, Schaefer notes: “Athletic
consumers aren’t always in a sports
nutrition frame of mind — they’re looking to
eat healthy food through the day to support

FEATURE

Future of Retail

What Innovation
Means Now
20 RE TAILERS ARE REDEFINING THE GROCERY
E XPERIENCE FOR THE COVID-19 AGE.

Before the pandemic, in-store
dining rooms (restaurants, food
halls, etc.) dominated the focus
of retail foodservice projects.
Today, the pandemic has
forced retailers to rethink that
focus. In June, Wegmans Food
Markets permanently shuttered
its Pub restaurants.

By Gina Acosta and Mike Troy
hange was happening at a rapid pace
throughout the retail world prior to the COVID-19
outbreak. But when the virus happened, food
retailers gained a new perspective on what an
accelerating pace of change really looks like.
Health ofﬁcials imposed new policies that altered
the lifestyle and behavior of every American,
while essential retailers acted with ingenuity,
instinct and a sense of purpose to serve
shoppers and maintain safe operations under
extraordinarily challenging circumstances. It was
a display of innovation unlike anything the food
retailing industry has ever seen, and it highlighted the speed at which retail
leaders are capable of moving, especially when lives are at stake. COVID-19
revealed how innovation has become, or must become, a core competency
for every retailer that hopes to be successful in the future. However, it tended

24
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to be a reactionary type of innovation.
Moving forward, as COVID-19 hopefully
soon fades, retailers will resume the more
purposeful and strategic type of innovation
that was gaining traction throughout the
industry.
What that means can vary widely from
retailer to retailer, but rest assured that
innovation is alive and well, and happening
faster than ever, as grocers transform their
operations and the way that Americans
discover, shop, buy, consume and
experience food. Here are 20 retailers
that are meeting the pandemic innovation
challenge head-on, and staying ahead of
what’s next.

FEATURE

Marketing Innovation

Kroger Builds on its
Invisible Advantage
THE GROCER IS SE T TING A NE W STANDARD FOR
PRECISION AND ACCOUNTABILIT Y.
By Mike Troy
f all of the ways that innovation is
happening in retail, some of the most
profound changes are occurring in
how retailers and brands engage with
and inﬂ uence shopper behavior. These
marketing innovations, unlike a splashy
new ad campaign, are happening
in less visible ways that involve data
capture, analytics, personalized
offers, measurement, integration and
optimization. They’re also happening
against a backdrop of huge changes in
the way that brand budgets are allocated
against new and existing media types. This is due to a quiet revolution
happening in the marketing world, in which retailers have emerged as
media platforms — networks, in essence. This revolution hasn’t been all
that quiet for those involved in marketing, but it’s poised to gain traction
in the second half of 2020 and beyond as digital grocery accelerates.
Retailers large and small now realize the value of their shopper
audiences in an increasingly digitally engaged world where everything
is becoming clickable and shoppable. In such an environment, brand
marketing budgets are being put to use in new, interconnected and highly
measurable ways.
“As shoppers are changing their buying behaviors, and there is an easier
connection between an advertisement and inﬂuencing the buy, the reality is
the days of historic silos in media investment choices are all starting to blur,”
says Cara Pratt, VP of commercial and product strategy for Kroger Precision
Marketing (KPM) at 84.51°.

Key Takeaways
In marketing, retailers have
emerged as media platforms,
with more realizing the value
of their shopper audiences in a
digitally engaged world.
Kroger Precision Marketing
(KPM), a cross-channel media
solution, can help brand
marketers make sense of
spending behaviors upended
by the coronavirus.
KPM new hire Nancy Winé,
who’s leading advertising sales
across all regions and clients,
is eager to create new ways
to build baskets and drive
impulse in e-grocery.

Those silos consist of brand investment
dollars spent against awareness and
consideration tactics, shopper marketing
activities in store, or trade investment dollars
used for price promotions at shelf. The
fourth silo now involves spending related to
digitally engaged shoppers interacting with
e-commerce.
“We’ve gone from three relatively clear
lines of investments on behalf of a CPG
advertiser to four potential verticals,
which are starting to blur the line,” Pratt
notes. “The path to purchase is no longer
linear, and there are new ways to create
shoppable moments that are not as distinct
as before, when standing in front of a shelf.”

The Rise of KPM

This is a unique milestone
moment for many brand
marketers to think through how
they protect who they have and
how they retain who is newly
inˌuenced in engaging with their
portfolio. We have a unique
opportunity to leverage our
audience intelligence to help
them deliver against the brand
objectives they may have.”
—Cara Pratt, Kroger Precision Marketing at 84.51˚
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Kroger recognized this shift
sooner than most, when, in
the fall of 2017, it created
KPM, powered by its
data science subsidiary
84.51°. KPM functions
as a cross-channel
media solution focused
on precise, personalized
communication to
customers, with one distinct
advantage: It taps into
ﬁrst-party purchase
data from 60 million
households that
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