
This is excellent news for supermarkets 

with home-meal replacement 

(HMR) departments and delis. By 

creating unique menus and supplying 

wholesome, well-prepared dishes at 

reasonable prices, retailers can supply 

a valuable service to cash-strapped 

customers.

According to research done by research 

company Thomas Opinion Research, there 

are three drivers for deli sales: perceived 

freshness of the product, safe-food 

handling and taste.

Joel Patterson, owner of Nature’s Green 

Grocer, a full-service natural food grocery 

store in Peterborough, and a former 

executive chef and restaurant consultant, 

advises on ways for retailers to increase 

traffic to their counter service.

He says retailers can improve consumer 

perceptions and increase deli traffic 

by creating unique menu items, cross 

merchandising, highlighting high-margin 

items and sampling.

Recipes such as soups, lasagna and 

chicken salad are popular with customers, 

because they are perceived as taking too 

much time to prepare at home, he said. 

To make these items stand out, Patterson 

suggests including interesting ingredients 

such as blueberries and blue cheese in 

chicken salad or creating a fig béchamel 

cheese sauce for macaroni and cheese.

He also encourages retailers to make 

high-margin items, such as pasta and grain-

based dishes, deli staples and he suggests 

retailers promote the items on the deli’s 

menu and through customer taste tests.

“If you sample it, they will eat it. If they 

eat it, they will buy it,” he said. “Sell them 

the item you want them to buy, not the 

item they want to buy.”

Thomas suggests creative strategies 

such as offering value-priced items, meal 

specials and sales to show customers that 

retailers also care about price. Rewarding 

customers through frequent buyer cards, 

promotions and in-store raffles can help 

build store loyalty.

“To maximise your benefit, you need to 

show customers that you care about the 

same things they care about,” Thomas says,

Home-meal replacements steal 
market share from restaurants
Home-meal replacements or prepared 

foods from supermarkets will continue to 

capture market share from restaurants.

A forecast by the NPD Group, a retail 

information provider for a wide range 

of industries, indicates that instances of 

prepared food purchased at retailers for 

at-home consumption will increase by 10% 

over the next decade, compared to a 4% 

increase forecast for commercial food-

service traffic.

While there is no one age group that 

takes greater advantage of the prepared-

food offerings from retail outlets, the needs 

do differ by age group.

For example, adults of 35 years and older 

are more likely than 18 to 34-year-olds 

to use prepared foods from retail to meet 

their in-home supper needs. Lunch-at-

home interests are also met by these 
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Put the focus on food services
Worldwide people are getting busier and busier  

and have less and less time to prepare food at home

By Tarina Coetzee
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retailers, especially for seniors (65+). 

Consumers between 18 and 24 are more 

inclined than others to make purchases 

from these retail outlets to satisfy their 

interest in afternoon or evening snacks. 

Younger adults are more likely than  

those older to purchase pizza, hot dogs  

and burgers to eat at home. Consumers  

of 50 years and older are interested 

in purchasing both fried and non-fried 

chicken. Younger adults are more inclined 

to order non-fried chicken than fried 

chicken. 

The home-meal replacement entrees 

purchased most frequently from retail 

outlets include chicken, pizza and macaroni 

and cheese. Sandwiches are also popular 

take-home items.

What is happening in Canada
A growing number of Canadians believe 

prepared foods and ready-to-eat meals sold 

at food retailers to be better – and fresher 

– than dishes sold at fast-food restaurants.

That’s the conclusion of a new survey by 

research consultancy Technomic.

The findings suggest that grocery and 

convenience stores should be able to take 

a bigger bite out of restaurant revenues in 

the highly competitive and fast-growing 

home-meal replacement (or HMR) sector, 

according to Technomic.

“This is a huge new area of opportunity 

for food retailers,” says Kelly Weikel, 

director of consumer insights with the 

Chicago-based consultancy.

“There is a very strong perception among 

consumers that food from grocery stores 

is better because they use fresh and real 

ingredients,” she says. “Retailers who 

deliver on freshness and innovation while 

providing an appealing experience will likely 

do very well.”

The survey, which surveyed 1 000 

Canadians online, was conducted for 

Technomic’s latest Canadian Retailer Meal 

Solutions Consumer Trend Report, which 

notably estimates retail food-service sales 

in the country grew by 3,6% in 2014.

Notable findings from the data include:

■	 75% of those surveyed bought at least 

one HMR a month, and 52% of young 

adults (18-34) bought three or more  

a month.

■	 39% said supermarkets offered “better 

overall value” for HMR, compared to only 

15% for fast food outlets.

■	 53% felt that supermarkets offered a 

greater selection of better-for-you meal 

options, compared to only 12% for fast-

food outlets.

■	Where fast-food outlets won was 

“craveability.” 38% of those surveyed said 

that restaurants have craveable items, 

compared to 21%.

■	As for which foods consumers tend to 

favour at food retailers, the survey found 

chicken, pizza and sandwiches/wraps to 

be the most popular at lunch and dinner. 

The most popular beverages at lunch and 

dinner were fountain soft drinks, hot or 

iced regular coffee and fruit juice.

In its report, Technomic said that 

it expects HMR will “grow and steal” 

restaurant share, that traditional grocers 

will maintain their dominance in the field,
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Personal hygiene and food safety 
Food handlers and food businesses have responsibilities to 

ensure that the food is not contaminated by the personal 

hygiene or health of food handlers.

A food handler is anyone who handles food or items that 

may come into contact with food, such as eating and drinking 

utensils.

Hand washing
It is important to regularly wash and dry hands thoroughly and 

especially:

■	 before starting food preparation

■	 after handling raw meats or eggs

■	 after using the toilet

The need for thorough drying of your hands should not be 

overlooked. If hands remain damp it is easy for moisture, which 

can contain harmful bacteria or viruses, to be transferred to 

food or food-contact surfaces.

Food businesses are responsible for ensuring that appropriate 

hand washing facilities are available for use.

Health
Many food poisoning incidents are caused by food handlers 

who have continued to handle food after falling ill themselves.

You should not handle food if you:

■	 know you are suffering from food poisoning

■	 are a carrier of food poisoning (someone who does not show 

any symptoms, but is still ill)

■	 have any symptoms of food poisoning.

If you do handle food, it is possible for you to pass it onto 

others. It is best not to handle food for a further 48 hours after 

symptoms have ceased as you could still be spreading large 

numbers of the food poisoning causing bacteria.

Personal hygiene
When preparing or cooking food for others, it is recommended 

to take precautions to ensure that food or surfaces that come 

in contact with food are not contaminated by your body or 

anything that you are wearing. Examples include hair, saliva, 

mucus, sweat, blood, fingernails, clothes, jewellery or bandages.

Gloves can be worn as a way to help ensure food is not 

contaminated by bare hands. It is important to remember that 

gloves should be changed as often as you would wash your 

hands. Also, you should still wash your hands before handling 

food even though you are wearing gloves. http://www.sahealth.
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With over eighty years of experience, Cape Gate is the  
recognised market leader of South Africa in the steel 
wire industry.

We manufacture a wide range of quality shopping 
trolleys and carts that meet the particular requirements 
of wholesalers and retailers throughout Africa.

With sizes ranging from 85 litre to 235 litre capacity 
we fulfill the needs of the largest cash and carry as well 
as the smallest supermarket.

Quality Trolleys for
RETAIL AND WHOLESALE

100% SOUTH 
AFRICAN

QUALITY WIRE PRODUCTS 
SINCE 1929

Shopping Trolleys 
180L & 210L

160L Duplex Shopper

85L Galaxy

Flexi-Shopper & 
Flexi-Shopper Deluxe

Mini-Shopper
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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.

“Don’t just tell the 
customer it’s fresh.  

Show them.”
Retailers must pay close attention to 

packaging and to proper food handling, 

Eardley says.

“Proper chilling, reheating, and storing 

of time- and temperature-sensitive foods 

can really impact their quality, appeal, and, 

more importantly, their safety,” he said. 

“Retailers should monitor their products 

from the shoppers’ point of view. Step 

outside and walk through the department. 

What looks good and what doesn’t?”

The answers to those questions can 

have serious business implications. When 

asked to take the problems they had into 

consideration, 81% of customers who 

experienced no problems in the deli were 

likely to shop for prepared foods there 

again, while only 48% of those who had 

problems with the product said they 

would be back for more, according to the 

Tyson survey. When asked if they would 

recommend the deli to others, a similar 

drop-off was seen between the satisfied 

customers and the ones who experienced 

problems.
“Retailers need to know and understand 

their customers and their competition,” 
says Eardley. “If they’re getting beat out by 
a made-to-order place down the street and 
they’re not offering made-to-order, their 
freshness image could take a hit.”

The Tyson survey found that some food 
retailers are doing deli better than others.

Pittsburgh-based Giant Eagle, for 
example, together with its Market District 
banner, came out at the top of the survey.

that in-store, prepared-food opportunities 

will increase, and that demand for 

convenient, healthy food options will grow. 

Make sure it’s fresh
A study conducted Tyson Foods found 

that in the preceding three months nearly 

half of consumers experienced at least 

one problem when purchasing prepared 

chicken from their supermarket deli. And 

for many of the 48% who noted a problem, 

their grievance related to the quality and 

freshness of the product.

According to the Tyson study, which 

surveyed 4 000 deli customers, 70% 

percent of the respondents who had a 

problem cited issues with the product itself. 

About 24% said the chicken was too dry, 

and 16% said the product did not appear 

fresh.

At a time when consumers are 

gravitating toward fresh solutions in 

the supermarket, a lack of attention to 

freshness in the deli can doom operators’ 

efforts to attract these shoppers.

Mike Eardley, president and CEO of 

International Dairy-Deli-Bakery Association 

(IDDBA), said retailers need to put 

themselves in their customers’ shoes to 

understand how their deli departments are 

perceived.

“Freshness is truly in the eye of the 

beholder,” he said. “It can mean made-to-

order or made within the past couple days. 

It can mean picked yesterday or arrived in 

the store yesterday.

“No matter what concept you’re striving 

for, products need to be appealing,” he said. 

“They need to look good, smell good, and 

taste good.”

Jannah Jablonowski, a spokeswoman 
for the chain, said the retailer’s deli 
departments distinguish themselves with 
their emphasis on freshness. 

“We are dedicated to delivering Giant 
Eagle and Market District customers high-
quality food and the best overall value,” she 
says. “A focus on freshness and quality  –  
highlighted by unique offerings like Market 
District House Roasted Meats and our “Deli 
in a Hurry” freshly sliced, pre-proportioned 
meats  –  is one of our main points of 
differentiation in the deli department.”

The company’s “Fresh Every Day” 
programme ensures that deli meats are 
sliced fresh on the day they are purchased.

“This practice best exemplifies our 
commitment to fresh, and has helped us 
to earn the trust and satisfaction of our 
customers,” Jablonowski says.

“Don’t just tell the customer it’s fresh. 
Show them.”
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