
Food-to-go departments in super-

markets are increasingly contributing 

positively to the bottomline of the 

business and opportunities for growth in 

this area are plently.

However, it is important for supermarket 

owners and managers to be in touch with 

the needs of their customers and to give 

them what they want.

According to Remco Bol, managing 

director of Unilever Food Solutions South 

Africa, one of the trends in the food 

industry all over the world is the dramatic 

increase in the importance of social 

media to the industry, which has had both 

positive and negative consequences. 

The negative impact can be seen in the 

tremendous fallout experienced by Spur 

and KFC recently. In the case of Spur, an 

isolated incident in one store sparked such 

outrage that the entire group has suffered. 

KFC experienced a similar consequence as 

a result of an incident involving an issue of 

quality, which was filmed and subsequently 

went viral. 

On the upside of the digital age we 

find ourselves in, we find examples like 

TripAdvisor where, if you deliver quality and 

good customer service you’ll be rewarded. 

Consumers today will generally base their 

buying decisions on other people’s reviews. 

Unilever’s recent Hellmann’s Burger 

Route campaign used social media to drive 

people to burger restaurants that serve 

Hellmann’s, and we saw excellent results. 

Social media will become increasingly 

important in the future, and it’s more vital 

than ever to focus on quality and customer 

service. Businesses can no longer afford to 

have a bad day. 

“Another significant trend is the 

global shift towards healthier eating. 

One of the biggest requirements for 

food manufacturers is in the reduction 

of sodium in products. The challenge 

we give our Research & Development 

team is to reduce salt, but without 

negatively impacting on the flavour. I’m 

always surprised at what they are able to 

achieve, usually by changing a part of the 

manufacturing process or by using other 

natural ingredients that can also deliver the 

flavour, so that ultimately the consumer 

doesn’t taste the difference,” he says.

The next big trend is the drive to reduce 

sugar in products.

“We believe that reducing sugar will 

have an even bigger impact on consumers’ 

health than reducing salt. I encourage 

everyone to watch That Sugar Movie, 

a documentary by an Australian who 

consumes the same amount of sugar eaten 

by the average Australian in 30 days and 

then measures the impact on his health. 

Once you’ve seen the movie you think 

twice about eating sugar. 

“Globally we are seeing an enormous 

increase in environmental consciousness, 

sustainability and awareness of the need 

to increase your intake of vegetables, as 

evidenced in the ‘Meat Free Monday’ drive 

and other healthy eating campaigns. 

“Our ultimate aim is to provide operators 

with solutions that will make their lives 

easy and convenient. We understand the 

challenges they face, such as training 

and high staff turnover, and our solutions 

are aimed at helping them to grow their 

business. At Unilever Food Solutions, we 
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in the HMr department

Remco Bol, MD of Unilever Food Solutions 
South Africa

Three tips for  
dynamic deli sales

Develop a signature programme 
Develop a specific menu that you can 

become famous for. Once you have 

done that, make sure that all your 

customers know about it through an 

aggressive marketing campaign that 

includes in-store signage, marketing.

Combine value portion-size options, 

efficiency and competitive pricing, and 

you have a winner.

Keep your merchandising as fresh 
and abundant throughout the day
Too many deli managers under-produce 

or under-merchandise after lunchtime. 

By doing this you miss out on customers 

looking for something to take home 

for dinner after work. Make sure that 

you offer fresh and innovative dinner 

options.

Accommodate the special diets  
of your customers 
If organic items are very popular in your 

store, be sure to include organic dishes 

in your food-service offerings. Also 

consider meal options for vegetarian, 

vegan, raw, wheat-free or low-sodium 

diets.

are chefs supporting chefs, and our goal is 

to free chefs to love what they do, which is 

exciting their customers,” Bol says.





petrol forecourts, to target the on-the-go 

shopper. 

“Other operators, such as Leon and 

Tortilla, are also opening stores outside 

London for the first time, to meet growing 

appetite for food-to-go outside the 

capital.”

3. An increased focus on 
“alternative missions”
“By ‘alternative missions’, we mean food-

to-go occasions beyond the classic options 

of coffee or lunch. Although many retailers 

and specialists are focusing their efforts on 

breakfast, this is a relatively small market 

and spend per trip can be quite modest. 

We’re therefore expecting to see a broader 

focus on alternative missions at different 

times of day – some of this might be for 

evening meals, but there may also be 

opportunities at other times of day, for 

With food-to-go taking a bigger 

bite of grocery markets around the 

world, Gavin Rothwell, senior retail 

insight manager at grocery research 

organisation IGD, identifies the top five 

trends he believes will shape this sector 

in the future.

1. The rise and rise of  
health and wellness
Gavin Rothwell said: “Shoppers are 

increasingly aware of health and wellness, 

and food-to-go operators are expanding 

the variety of flavours and products 

available to meet this demand. Foods that 

support active lifestyles and tick the box 

for dietary needs are performing well, 

while wearable technology and apps are 

helping shoppers to better understand the 

nutritional and calorific value of what they 

consume. 

“UK food-to-go shoppers are especially 

interested in products that suit particular 

diets, with 34% looking for a larger range 

of vegetarian products, 25% more dairy-

free products and 23% seeking more vegan 

or gluten-free options.”

2. Targeting new locations
“Many food-to-go specialists are now 

expanding to reach new types of shopper. 

For example, both Tossed and Pret are 

now present in motorway services, while 

Subway and Greggs are expanding across 

example a post-work snack or post-gym 

energy boost.

“Snacking provides a great opportunity 

for food-to-go operators. Almost half 

(45%) of UK adults have bought a snack 

on-the-go in the last month, so the size of 

the prize is huge.”

4. Further integration of 
technology
“Almost all shoppers (92%) think speed 

and efficiency of service is an important 

driver of deciding where to shop for food 

and drink, so we expect technology to 

play an even bigger role in food-to-go in 

the future. Outlets such as San Francisco’s 

Eatsa and London’s Inamo have completely 

transferred customers’ entire ordering 

experience to in-store tablets, and last year 

Starbucks introduced a remote ordering 

app – a technology we also expect to really 

grow in popularity. US salad specialist 

Sweetgreen is going one step further, 

converting most of its stores to be cashless.

5. More fusion between retail 
and food-to-go concepts
“Grocery retailers across the world are 

looking at how they can better cater for 

the food-to-go opportunity. For the likes of 

Whole Foods Market and Wegmans in the 

US, it’s already a core part of their offer. 

However, other super and hypermarket 

retailers, such as Carrefour with its Bon 

App shop-in-shop format, are also focusing 

more on this area.

“For smaller retail formats, Irish retailers 

are setting a great example in this field. 

For example, Musgrave’s Centra has been 

extremely progressive in how it delivers a 

compelling food-to-go offer, a convenience 

store and an enticing eat-in area in one 

single space. We expect more of this 

to follow in 2017 and beyond, as more 

retailers look to capture a share of the 

growing food-to-go opportunity.”
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iGd reveals top five  
food-to-go trends


