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s we head into the festive season, there is an
ongoing uncertainty on many fronts for retailers.
However, there is one constant and that is the
need to adapt to changing circumstances in the
current marketplace.

From the rise of new variants in the ongoing
COVID-19 pandemic, to concerns about higher
food costs, to labour shortages and ongoing
supply challenges, several issues are facing food

retailers who need to create programs tied to the festive season.

With the impact of Covid on consumer’s eating habits and lifestyle
changes now well established, supermarkets can anticipate consumer
needs and offer practical ways to eat and drink better and bolster their
immune system.

Applying their food retailing expertise, grocers can develop holiday-
specific buying packages that match customer-specific health attributes.
Retailers can help shoppers to stay healthy this festive season by
identifying foods with vitamins C and D, zinc, healthy fats, natural fibre,
and probiotics for boosting both gut and immune health.

Forging through these challenges requires close collaboration with
partners such as CPGs, distributors and others whose successful holiday
seasons are linked with grocers’ efforts. Together, grocers and their
various partners can ascertain and respond to what consumers will be
looking for as they gear up for the holiday season.

Amitabh Taneja
Editor-in-Chief

All feedback welcome at editorpgindia@imagesgroup.in
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SOLUTIONS

BAKERY TRENDS

In the Mix

FIND OUT WHAT'S TRENDING IN BAKED GOODS
AND BAKERY INGREDIENTS.

By Lynn Petrak

aked goods have had a good run lately. From
eponymous sourdough starters during the early
days of the pandemic, to the near-rush on baked
goods for entertaining over the summer, items from
the in-store bakery and the baking aisle have been a
regular source of comfort and sustenance.

According to the Madison, Wis.-based
International Dairy Deli Bakery Association (IDDBA),
the perimeter bakery fared better in July than
in June, with improvements in breads/rolls and
morning bakery. Those categories, plus desserts
and sweet snacks, are performing strongly compared with 2020 and 2019,
IDDBA’s research found.

In the center store, there has been a leveling off of sales of breads/rolls and
desserts compared with spikes during the pandemic stock-up and stay-at-
home weeks in 2020. Still, according to data from market research firm 210
Analytics, center store breads/rolls are up 9.2% compared with the pre-
pandemic year of 2019, while sales of sweet snacks are 8.7% higher than 2019
and morning bakery items rose 16.7% compared with two years ago.

Ingredients for baking are also on the upswing. The pandemic really did
propel consumers back to the kitchen: A third of U.S. adults reported that
they were baking more often than they did before the pandemic, according to
findings from market research firm Mintel.
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Key Takeaways

» From a category perspective,
one of the more intriguing
aspects of the current bakery
market is the see-saw of sales
between the perimeter and
center store.

» Somewhere in between the
trends of health and decadence
are products that can be
enjoyed in a spirit of permissible
indulgence.

» Consumers looking to build on
their sense of culinary adventure
are fueling growth in unique
flavors and formats of baked
goods and ingredients.

From a category perspective, one of
the more intriguing aspects of the current
market is the see-saw of sales between the
perimeter and center store, which reflects
societal trends at the time. Depending on
the COVID-19 situation, consumers stayed
home more, baking and enjoying ready-to-
eat baked goods, or started to feel more
comfortable shopping the perimeter to pick
up baked goods for occasions or choosing
rolls in bulk.

“The in-store bakery has been doing
very well recently. It was a department that
had struggled, but made a tremendous
comeback. The commercial bread aisle
and bakery did better than the perimeter
last year, which made sense,” agrees Eric
Richard, industry relations coordinator for
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WITH NEARLY THREE QUARTERS ADMITTING THAT THIS TIME OF YEAR
ACCOUNTS FOR NEARLY 20-30% OF THEIR ANNUAL SALES. TO ENSURE
HAT A PIECE OF THE FESTIVE SPENDING PIE COMES THEIR WAY, BRANDS
AND RETAILERS PULL OUT ALL STOPS TO MOTIVATE SHOPPERS 10 BUY
MORE OF THEIR PRODUCTS AS GIFTS FOR FAMILY AND FRIENDS.

By Sanjay Kumar
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GROCER Festive Focus: Shopping

'Tis the
Season

Grocers planning for the holidays must
weigh a growing number of factors.

By Lynn Petrak

rocers are heading into a holiday season
filled with ongoing uncertainty on many
fronts. As the events of the past two years
have shown, one of the only constants in the
current marketplace is the need to adapt to
changing circumstances.

From the rise of new variants in the
ongoing COVID-19 pandemic, to concerns
about higher food costs, to pervasive labor
shortages and ongoing supply challenges,
several simultaneous issues are facing food
retailers that need to create programs tied
to the holiday season. Some retail experts
are projecting an earlier-than-usual start to the holidays, which places an even
greater emphasis on timely planning.

Forging through these challenges requires a balance of pragmatism and
innovative thinking, as well as close collaboration with partners such as CPGs,
distributors and others whose successful holiday seasons are linked with
grocers’ efforts. Together, grocers and their various partners can ascertain and
respond to what consumers will be looking for as they gear up for the holiday
season.

As of late summer, it's looking like a veritable grab-bag of options, all of which
can be addressed with some well-laid plans — and contingency strategies.
Notes Melanie Zanoza Bartelme, global food analyst for Chicago-based research

|\ ¥
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firm Mintel: “It really feels like that will be the
critical approach throughout — be prepared
to pivot.”

To Grandmother’s

House We Go?

Following a decidedly low-key 2020, when
consumers in many parts of the country
were under travel restrictions and sticking
close to home amid a COVID-19 surge, it
was expected that 2021 would be marked
by large-scale celebrations in both size and
scale.

Given difficulties in totally quashing the
coronavirus and the range in consumers’
personal comfort levels, it may wind up being
a holiday season that’s somewhere between
a bust and a blowout.

Early research affirms that possibility.
“While consumers are eager about the
upcoming holiday celebrations, 49%
of consumers are still anticipating that
COVID-19 will impact their plans in some
way,” notes Sarah Hughes, senior product
marketing manager at Winston-Salem, N.C.-
based Inmar Intelligence, which conducted a
holiday consumer survey in June 2021.

“It’s still very fluid,” agrees Dave Anderko,
supervisor, consumer insights and innovation
at Hormel Foods, in Austin, Minn. “Some
consumers are likely to go back to the big
holiday parties and meals, as they’ve missed
them. Others will continue with smaller
gatherings that are less stressful [and] easier
to manage, and keep gatherings more
intimate with their family and friends. Some

Key Takeaways

» Difficulties in totally quashing
COVID-19 and consumers’ varying
comfort levels may lead to a
holiday season that’s somewhere
between a bust and a blowout.

» In this fluid environment, grocers
should offer a mix of products
and portions catering to different
levels and kinds of celebrations.

» In addition to spotlighting sale
prices for budget-conscious
consumers, retailers can get
creative with assortments and
promotions.
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Proqressive COVE R-STO RY
GROCER Retailer

Retailer with a Rural Heart and a
Business Model Studied Globally
and Taught at lIM-A

THE HEARTY MART CHAIN OF 16 RURAL GROCERY STORES ACROSS THE
NEIGHBORHOOD AND SUPERMARKET FORMATS HAS BEEN PROVIDING
A MODERN RETAIL EXPERIEENCE TO THE BOTTOM-OF-THE-PYRAMID
CONSUMERS IN SEMI-URBAN AND RURAL MARKETS IN GUJARAT SINCE 2004.

TS UNIQUE FRANCHISE MODEL HAS HELPED TURN ASPIRING RURAL
ENTREPRENEURS INTO SUCCESSFUL SUPERMARKET OWNERS, BESIDES
CREATING A NURTURING ECO-SYSTEM FOR SUPPORTING NEW RETAIL
VENTURES AND OPENING UP NEW ENTREPRENEURIAL AVENUES FOR RURAL
COMMUNITIES.

TS MUCH-ACCLAIMED FRANCHISE MODEL HAS EARNED HEARTY MART
WIDESPREAD KUDOS, NATIONALLY AND GLOBALLY. THE MODEL HAS
BECOME A LEARNING MODULE AND A CASE STUDY IN PREMIER B-SCHOOLS,
INCLUDING THE IIM-A, AND IS ALSO TAUGHT OVERSEAS FOR HELPING AND
HAND-HOLDING RURAL RETAILERS WITH THE RIGHT GUIDANCE AND SKILLS-
SET TO BECOME MODERN SUPERMARKET OWNERS.

APART FROM TS FOOD AND GROCERY RETAIL FRANCHISE BUSINESS, HEARTY
MART HAS ALSO DIVERSIFIED INTO OTHER SECTORS OF THE FOOD BUSINESS
AND HAS SUCCESSFULLY CREATED AND BUILT 9 MICRO-ENTERPRISES BY
PARTNERING WITH MICRO ENTREPRENEURS OF VILLAGES.

By Sanjay Kumar

NADEEM JAFRI

FOUNDER & CHIEF MENTOR
HEARTY MART




AGRITECH

FARM SOLUTIONS

Set to Drive
the New Green
Revolution

THE UBIQUITY OF MOBILE PHONES IS HELPING
INDIAN FARMERS TO REACH OUT TO NEW WAYS
OF GET THEIR PRODUCE TO THE MARKET BESIDES
ALLOWING THEM TO REAP THE BENEFITS OF
TECH SUCH AS SATELLITE IMAGERY, SOIL HEALTH
AND LAND RECORDS, CROPPING PATTERNS

AND FREQUENCY, ETC., ALL OF WHICH HAS THE
POTENTIAL TO SIGNIFICANTLY IMPROVE OUR
AGRICULTURE'S VALUE CHAIN.

By Nishant Rathi

he Indian agriculture environment has long
since advanced from being state-based to
swiftly gaining the potential to become the
‘food bowl of the world” with the country
on its way to becoming a major global
food producer. While its rise has been
promising, the industry took a massive hit
with the global pandemic, just like all other
industries of the world.

As the demand-and-supply chains were
momentarily paralyzed, agriculturists and farmers
sought new ways to get their produce to the market
which resulted in giving a huge boost to technology
and for numerous e-commerce platforms.

The recently witnessed growth in the AgriTech
sector is owing to its massive unrealized potential.
As mobile phones have penetrated into the most
remote areas and internet facilities are becoming
easier to access and afford, many farmers have
now been exposed to the possibilities of technology,
bringing about a new Green Revolution.

Role of AgriTech

At its roots, this sector is focused on improving
the roots of agriculture — crops — and at the
same time empower farmers to not just improve
their yield but also the efficiency and profitability
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‘Reimagining Architecture
& Design for Stores of the
Futu re GURUGRAM-BASED SYNC DESIGN STUDIO — WHOSE FOUNDING TEAM

COMPRISES A YOUNG, SELF-MOTIVATED GROUP OF ARCHITECTS — HAS
BEEN RAISING THE BAR FOR RETAIL ARCHITECTURE OF THE FUTURE.

THEIR COMMITMENT TO CONSUMER-CENTRIC ARCHITECTURE LAYERED
WITH A COLLABORATIVE AND HOLISTIC APPROACH CAN BE SEEN IN
THEIR DESIGN AESTHETICS FOR SUPERMARCHE, A BESPOKE, EXOTIC
GROCERY AND ESSENTIALS STORE IN LUDHIANA.

By Urvashi Vasishtha
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