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The Petim family is at again! Brothers 
Mario, Dino, Marco and José Petim have 

opened yet another Food Lovers Market.  
This time in Hermanus in the Cape.

The family has been featured in the pages 
of Supermarket & Retailer before, when both 
FLM Eatery’s in Cape Town and Sandton were 
discussed.

The latest venture incorporates all the best 
features from their previous experience, plus 
some new novel ideas to extend the ‘theatre 
of food’ concept that this group has become 
known for. 

Opened in November 2018, the store, 
has a trading area of 1 700m2 and is in the 
lower level of the new Whale Coast Mall, 
a location that avoids the town’s CBD parking 
nightmare. The mall allows shoppers the 
opportunity for an outing and to browse many 
national and local retailers, while enjoying 
a meal or a cup of coffee.

Freshness
As is usual with the Food Lovers model, the 
bulk of the floor space is allocated to fresh 
and service departments (see pictures for 
more detail), but the store also displays 
dry groceries, cleaning aids and toiletries, 
to complete the outing as a one-stop 
experience.

Food Lovers Market Hermanus
The Food Lovers entrance cannot be missed in the lower level of the mall. Wide and welcoming, it says “Welcome to freshness”

Next to the entrance is a compact Seattle Coffee Shop which also opens up to the parking lot

Groceries are dominated by the FLM private 
and confined labels, which include exclusive 
imports of pasta, olive oil and many other 
products.

Open seven days a week from 8am  
to 7pm, the store employs 140 people and 
is serviced by 14 checkouts, with the typical 
snake queue in place. The queue is loaded 

with impulse lines from both the perishable 
and grocery areas. 

Theatre of food
The brothers have taken this theme to 
a new level of execution. Freshness and 
quality are evident throughout the store. 
The colour blocking of the displays entices 

By Hippo Zourides



STOREWATCH

April 2019 Supermarket&Retailer  19

Food Lovers is famous for its excellent 
pricing on fresh produce and this end-
display ensures that every shopper’s basket 
has at least three mangoes in it

The 14 checkouts follow a snake queue and ensure a quick exit for customers

On entering the store, a bulk section with lots of value-for-money  
deals catches the shopper’s attention

The chilled perishable range is limited to fast sellers, which makes  
the visual merchandising display appealing to the eye

Colour blocking is 
a trademark of the 
produce displays 
at Food Lovers and 
the customer can 
easily differentiate 
between the 
product ranges

l The colour blocking of  
the displays entices shoppers to  
each part of the store

l The latest development is the 
incorporation of selected sounds  
in different parts of the shop.  
For example, in the fresh fish section, 
the ‘market feel’ of the display is 
enhanced by the sound of sea gulls 
and a ship’s horn

THEATRE 
OF FOOD
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shoppers to each part of the store and the 
latest development is the incorporation 
of selected sounds in different parts of the 
shop. For example, in the fresh fish section, 
the ‘market feel’ of the display is enhanced by 
the sound of sea gulls and a ship’s horn. 

The dairy section includes a moving cow’s 
head that ‘moos’ every few minutes. The fresh 
produce department has some hay stacks and 
a farmer figurine with a pitchfork to remind 
shoppers that the produce is farm-fresh.

Every service department includes 
interesting twists to amplify the ‘theatre’ 
aspect of the displays. In a butchery corner, 
in a glassed-off section, the blockman is busy 
cutting prime cuts into steaks or sosaties; 
in the take-away section, oriental chefs 
prepare sushi; in the fresh produce section 
or the bakery, staff offer the shopper tasty 
samples; while the fishmonger cleans and 
fillets fish, to the customer’s request

Adequate space has been allocated to the health 
corner to give the shopper a wide choice of product

Space above the fridges and shelving has been cleverly used to 
create a sense of theatre in the store. Here in the fresh produce 
department it is used to highlight that the products are farm fresh

This corner is dedicated to self-service for nuts, dried fruit and sweets 
which has become a trademark of most Food Lovers’ stores

The fresh fish department appeals to the eye while the customer is also drawn to 
it by the harbour sounds of ship horns and seagulls emanating from the bulkhead

This display fridge sells both berry products 
and a variety of ‘take home’ snacks and drinks
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Freshly-cooked fish (grilled or fried) is available for 
take away or consumption in the in-store sit down area

Fresh meat has both a self-service and a serviced area. Here the cut-to-order 
meat offering is displayed under glass with appropriate meat-enhancing lighting

The butchery is also fitted with a ‘theatre’ area where 
the blockman can be seen performing his duties

These pyramid displays, made out of stainless steel, display the 
various sausages made in-store and do not require a large amount 
of stock to achieve the required effect

Clear advice is given  
to the meat consuming public  

with great visuals and simple wording

The hot and cold prepared foods take-away 
island is located in the middle of the store. 

Here Sushi is prepared and sold for both take 
away as well for in-store consumption
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Back-up and support
The Petim brothers have not skimped on the back-
up areas either. Every department has been fitted 
with the latest equipment to ensure the staff can do 
their job properly. At about 1 200m2 the area is well 
sized. Each department has its own refrigeration 
set at the correct temperature. Separate cold  and 
freezer rooms are allocated to the butchery (fitted 
with rails to ensure proper stock rotation), to the 
bakery, the deli and prepared foods and to the 
frozen and chilled food departments. There is no 
danger of contamination and every department is 
able to grow its sales with adequate fridge space for 
back-up stock to cover peak sales periods.

Management was evident throughout the store 
and many personal conversations with customers 
were taking place when we visited the store.

Although both Checkers and Woolworths are 
located in the same mall, the Food Lovers  
offering is bound to be a favourite of both 
the town’s residents and visitors to Hermanus.

Fresh doughnuts are a destination 
for mothers with kids

The Food Junction takes the form of a red bus and the shape of a street 
vending spot. Here items such as burgers and schwarma are sold

The ready-cut fruit salad bar is complemented by a juicing area 
where the customer’s selection of fruit and veg is juiced to order

The bakery corner has mouth-
watering displays mostly on a self-
service basis. The cake display 
fridge is restricted to only one row 
of cakes to ensure freshness
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The salad bar (with a sneeze guard) allows self-service selection and is replenished throughout the day

Children are 
catered for 
with miniature 
trolleys
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Hot prepared foods and pizza continue the convenience 
factor throughout the store

On the way to the snake queue and the checkouts, the shopper is 
attracted to a low-level bank of fridges loaded with convenience items

The dry grocery range is comprehensive, and the gondola 
ends are well used to display the current special offers

Dry grocery displays are dominated by the Food Lovers own 
brand ranges and include the brand leaders in each category

The ‘theatre’ displays are included in the dairy section with the cow above 
calling ‘Moo’ every now and then, while moving its head

Garlic bread (made in store) is obviously 
a great seller in Hermanus


