Put Sizzle In Summer
Merchandising

Keep summer produce sales soaring with exceptional promotions.

BY CAROL BAREUTHER, RD
T urn up the heat on produce sales this summer. While June, July and August offer only two holidays

to build sales around, the entire season is centered around grilling, light meals and even no-cook
meals, providing plenty of opportunities to sell fresh produce.

Take advantage of summer cuisine themes to promote
the bounty of just-picked domestic and imported produce.
By doing so, you can maintain the produce department's
bottom line in the face of competition from farm-stand
and home-grown product.

FATHER'S DAY
June 15

“Father's Day is a big barbecue promotion,” explains
Robert Schueller, director of public relations for Melis-
sa's/World Variety Produce, Inc., Los Angeles, CA. “Fathers
do the cooking and the highlight is foods that can go on
the grill. For produce, this means vegetables, such as
onions, potatoes, mushrooms and asparagus. Fruit is find-
ing its way on the grill, too, especially pineapple.”

Peppers are popular for grilling, adds Karen Caplan,
president of Frieda's, Inc., Los Alamitos, CA. “Bell peppers,
poblanos, and long red and yellow sweet-tooth peppers
are great to grill. So is eggplant. Pearl and boiler onions
are ideal for making shish kabobs."

Retailers should also consider special promotions for
Flag Day — June 14 — the day before Father's Day this
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year. "Crepes filled with strawberries, blueberries and
whipped cream are a popular way to celebrate this holi-
day," suggests Caplan. "While many people think of berries
when it comes to crepes, soft summer fruits like peaches
and nectarines also work well."

FOURTH OF JULY
July 4

Frieda's markets red-, yellow- and purple-skinned pota-
toes packaged in custom mesh bags and labeled as Star
Spangled Spuds. "It's a pack we introduced last season,”
notes Caplan. "The header contains a recipe for potato
salad made with parsley and crumbled blue cheese.”

Red pears are the first of the season coming out of Cal-
ifornia, notes Chris Zanobini, executive director of the Cali-
fornia Pear Advisory Board (CPAB), Sacramento, CA. "Tim-
ing this year is a little earlier than average. That means
we'll definitely have red pears available for Fourth of July
promotions, at least for retailers west of the Mississippi.”

Blueberries are one of the most popular fruits for
Fourth of July promotions due to their color and availabil-
ity. Mike Klackle, vice president of berry sales at Curry &
Co., Brooks, OR, states, "Blueberries feature prominently in
red, white and blue Forth of July-theme ads.

“The abundance of domestic berries picks up in early
June coming from the Southeast and California. Growing
areas in New Jersey, Michigan and the Northwest kick in
at the end of June and throughout July," he adds.

Jim Grabowski, marketing manager, Well-Pict Berries,
Watsonville, CA, says berries, particularly strawberries and
raspberries, tend to produce a big ring for the produce
department during summer, particularly around the
Fourth of July. “Retailers should incorporate the entire
berry patch — strawberries, blueberries, raspberries and
blackberries — into their Fourth of July promotions. They
can work with the red, white and blue concept, maybe
add some whipped cream for the white."

Retailers could also promote a flag cake kit offering
strawberries, blueberries, whipped topping and cakes from
their bakery or freezer department, suggests Cindy Jewell,
director of marketing for California Giant, Inc., Oxnard,
CA. "Promotions could also focus on large-sized packs of
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Summer Peaches Star At Retail

Locally grown Texas peaches are a big draw for consumers who shop Rice Epicurean
Markets, an 8-store chain based in Houston, TX. “We build a big, 8- to 20-foot display in
the front of the store and advertise the peaches every week or every other week while
available from May through July,” reports Mark Luchak, director of produce and floral.
“The peaches are tree ripe, picked one day and in the store the next. They're juicy and
have great flavor and high sugars.”

Taste testing has long been a part of the in-store promotion. “We'll be bringing in one
of our local growers to talk to consumers and sample product,” Luchak notes.

The height of the tree fruit season will produce peaches from Texas, California and
South Carolina. “We'll carry white and yellow flesh,” he adds. “It's an exciting time when
all the major growing areas are in the market — and we capitalize on that.”

Metropolitan Markets, a 5-store chain based in Seattle, WA, hosts its annual Peach-O-
Rama promotion from the last week in July through the third week in August. “We can’t
compete with the buy guys on price, so we try to differentiate ourselves,” explains Ed
Laster, produce specialist. “Peach-O-Rama is now 12 years old and so well known that
customers 50 miles away call ahead to be sure fruit is available.”

Organic peaches are sourced from California and conventional peaches from Wash-
ington. “Most commercial peaches have a brix level of 12 or under, while Peach-O-Rama
peaches have a brix level of 13 or higher,” notes Laster. The peaches are displayed in the
front lobby of each store, packed in single-layer boxes, on two to three Euro tables. A 30-
foot banner hangs overhead announcing the Peach-O-Rama promotion. At the same
time, in-store chefs regularly whip up peach creations for taste sampling and provide the
recipes to consumers. Last year, these recipes included Summer Peach Relish, Pork Ten-
derloin with Peach Chutney and Peach Kuchen. pb

excitement,” he advises. “Last year, we worked with
a retailer last year that ran a huge, white-flesh
promotion. It moved product to a huge display in
the front of the store. Same store sales tripled.”
“Plumcots have brix so high on the refractome-
ter they've become consumer favorites," notes
Melissa's Schueller. “Many retailers display and pro-
mote a variety to gain larger, incremental sales.”
Frieda's Caplan agrees, adding, “Donut peaches
are available out of California in July and Wash-
ington in August. I've seen retailers build a little
mini display of them in the middle of their com-
modity tree fruit. They're a real attention-grabber.”
Catch the eye of consumers “"with secondary
displays or creative cross merchandising,” suggests
Goforth. "Place a box of ready-to-each peaches
by the checkout. Also, build a homemade ice
cream display with fruit, salt, cream and a recipe.”
California's Bartlett pears come on strong at
the beginning of July. “We push that July and
August time frame," notes CPAB's Zanobini. “That
first of the domestic season positioning is critical.”
Promotional pricing always makes an impact,
Zanobini adds. "So does a full-category display of
pears, good positioning and good quality. With
Bartletts, which turn from green to yellow as they
ripen, it's advantageous to display them at differ-
ent stages — green, almost ripe, and ripe and ready

are no real big highs or lows. June, July and
August are all good months to promote.
“Rather than always placing on ad the same

old thing such as traditional yellow-fleshed peach-
es or nectarines, do a plumcot ad or a white
fleshed ad to break the monotony and add some

to eat. Last year, a major retail chain increased the
variety in it's displays — both by pear type and
ripeness stage — and saw a significant sales
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increase as a result."

Steve Woodyear-Smith, kiwifruit category
director, Zespri International, Ltd., Auckland, New
Zealand, expects to see increases in all three
Zespri varieties; green, gold and green organic.
“The growing season has produced a heavy crop
with a larger standard fruit size overall than last
year, when the sizes, especially green, tended on
the small side. One exciting addition to the lineup
this year is gold organic, which will be available
on a limited basis in some sizes to those retailers
who are interested in setting up a program. The
increasing popularity of the tropical-sweet flavor
of gold, combined with the climbing demand for
organics, gives retailers the ability to appeal to a
wider variety of consumers.

“June will be an excellent month for kiwi pro-
motions as volumes will be coming into full
swing," he adds.

“Kiwifruit goes great with many other popular
summer fruits, so consider building a display next
to strawberries or peaches,” adds Karen Brux,
Zespri's business development manager for North
America. “It's a great nutrition, taste and color
boost to any fruit salad. With the Olympics hap-
pening this summer, how about a special Go for
the Gold promotion for Zespri gold kiwifruit?"

Grapes are a perfect on-the-go snack food,
says Cindy Plummer, domestic trade manager for
California Table Grape Commission (CTGC), Fresno,
CA. "Research conducted in 2006 by the Perish-
ables Group [W. Dundee, IL] indicates front-page
grape ads generated triple the volume and dollar
lift of back page ads from May to August.”

Spice up displays with that something differ-
ent, suggests Melissa's Schueller. "Champagne
grapes or red and green muscato grapes offer
something in addition to the commodity product.”

Mel Nass, owner of Venture Vineyards, Lodi,
NY, notes, “We'll get into the market sooner this
year with Concord grapes. Last year, a freeze at
Easter wiped out the Arkansas crop that typically
comes in the second week of August. The Concord
is a unique grape. Its aroma pulls consumers into
the display.”

When Concord grapes are cross-merchandised
with Thompson or Crimson seedless, three things
can happen, Nass notes. “Since Concords sell for a
higher price than regular California grapes, con-
sumers see the comparison and buy twice as much
of the lower-priced California varieties, or they
can say they want premium grapes, buy the Con-
cords and the retailer gets an incremental ring."

People are gravitating toward grilling. Accord-
ing to the 19th Annual Weber GrillWatch survey
commissioned by Weber-Stephen Products Co.,
Palatine, IL, 31 percent of American grill owners
are grilling more than they did a year ago because
they're trying to eat more healthfully. More than
one-third of survey respondents reported they are
grilling leaner meats (39 percent), more vegeta-

Locally Grown Produce A Hit With Consumers

Jungle Jim's International Market, Inc., of Fairfield, OH, a single unit retailer known for its
produce, hangs signs that read Ohio Grown over displays of fresh fruits and vegetables. "During
the summer, we get a lot of corn, beans and melons in from the Amish farmers in the area,”
reports Dave Brossert, general manager for produce and floral. “It's all put in the No. 1 merchan-
dising positions — on the in-and-out tables — and we sign it so consumers know it's something
special and something they'd better buy now because it might not be available next week."

In June, trucks from nearby farms will deliver ultra-fresh loads of vegetables, fruits or berries
that were picked earlier in the day to the 70 stores owned by Wegmans Food Markets, Inc., based
in Rochester, NY. This produce will be displayed and merchandised as part of the chain's Home-
grown Program, a partnership with nearly 800 local growers it has cultivated over decades. “Local
growers have a market for their fruits and vegetables they can depend on," explains Kelly Schoe-
neck, produce group manager. “Several sell their entire harvest to Wegmans."

Produce managers in each store are in contact with growers daily about which crops will be
ready, in order to place orders that are delivered by noon the following day. “Consumers feel good
about supporting growers who live and work nearby. They feel that it helps the entire communi-
ty prosper, and it does," explains Schoeneck.

Corn is probably the most popular Homegrown crop, Schoeneck says, “but strawberries, blue-
berries, peaches, melons and heirloom tomatoes are also eagerly awaited and snapped up. Some
local growers take special pride in offering new or unusual varieties, like a purple or orange cau-
liflower or baby vegetable-size sweet peppers.”

At Acme Markets, a 134-store chain based in Malvern, PA, and owned by Supervalu, based in
Eden Prairie, MN, consumers love to buy locally grown produce, notes Jay Schneider, produce
assistant sales manager for the eastern division. "Each August we'll run a full-page locally grown
ad in our coupon book that features photos of several local farmers. At the same time, we'll build
4- to 6- or 8-foot displays of locally grown produce in the front of our stores and sign it as such."

Farmer's markets are popular and traditionally draw customers away from supermarkets dur-
ing the summer. However, Schneider states, "We've found that carrying a large selection of
locally grown items and displaying them in a farm-market theme is convenient for time-starved
consumers. After all, it makes us a one-stop shop, and they can still enjoy purchasing fresh local-

ly grown fruits and vegetables."

bles (38 percent), more poultry (34 percent) and
more fish (22 percent) than they did a year ago.
Six percent are grilling more meat substitutes,
such as veggie burgers and tofu, and 5 percent
are grilling more fruit. Women are more likely
than men to grill more vegetables (43 percent
versus 33 percent) and more fruit (7 percent ver-
sus 4 percent). The implications for the produce
department are huge.

Alan Kleinman, sales manager for Gourmet's
Finest, Kennett Square, PA, says, “Portobello
mushrooms are a big grill feature. They're a great
meat substitute for vegetarians and they go well
with steak. In fact, portobellos, as well as the
white and brown mushrooms, are great to cross-
merchandise in the meat department.”

Create a sweet corn display in the meat
department, advises Nichole Towell, marketing
manager for Duda Farm Fresh Foods, Inc., Oviedo,
FL. “This should tie into most retailers grill promo-
tions for the summer months and provide a great
opportunity for consumers to buy sweet corn
when they come in to buy meat for grilling at
their summer get-togethers."

“Share recipes on how to grill corn in the
husks. Chef demonstrations always create excite-
ment for products,” she adds.

Supersweet corn is harvested in Georgia and
Carolina in June, in the Carolinas in July and in
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northern Colorado, New Jersey and New York in
July and August, according to Jason Stemm,
spokesman for the Fresh Supersweet Corn Council,
Maitland, FL. “Corn is often advertised as a loss
leader in front-page supermarket ads during the
summer. You'll see blowout pricing of five ears for
$1 or 10 ears for $2."

Kiwifruit is a great fit for grill-outs or barbe-
cues, reports Brux. “Include a display of green or
gold kiwifruit, along with recipes for kiwifruit
salsa, guacamole or fruit kebabs. Green kiwifruit is
a great meat tenderizer, so some retailers have
included it in the meat counter."

Frieda's Caplan recommends, “Just as some
retailers feature a variety item of the week or
month, during the summer, it's a wonderful idea
to promote a grill item of the week."

Sarah Wangler, marketing manager, Green
Giant Fresh/The Sholl Group II, Inc, Eden Prairie,
MN, notes, “Stir-fry vegetable mixes are a fast and
easy way for consumers to have a meal on the
table in less than 15 minutes without having to
heat up the kitchen.

“The best place to merchandise these is in the
kit or meal solution area with salads," she adds.
“Or, they can be cross-merchandised in the meat
department since any type of meat or poultry can
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Summer’s Bounty On Promotion

Cherries are the No. 1 impulse buy of the summer, reports Mike McGuire, director of
produce at DeMoulas/Market Basket, a 60-store chain based in Tewksbury, MA. “They're
the No. 1 contributor to produce department sales when they’re available. We'll build
big, front-of-the-store displays, group cherries with other tree fruit and hang a banner over
top. We'll also make cherries a front-page ad feature.”

Beyond cherries, McGuire points out, “We'll rotate ads all summer long that highlight
what's fresh, newly available and seasonal. That could be tree fruit, melons, grapes,
tomatoes, you name it.”

Jungle Jim’s International Market, Inc, a single unit retailer known for its produce in
Fairfield, OH, runs a big promotion on corn each summer. The corn is displayed in large
bins in its 1-acre produce department. “Second to strawberries, fresh sweet corn is one of
our biggest early summer items,” notes Dave Brossert, general manager for produce and
floral. “We set up plastic garbage bins next to the display so consumers can shuck their
own corn. About 90 percent of our consumers like to shuck on the spot. In fact, we've
had up to 40 to 50 consumers shucking at once during peak season.” pb
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be added to make a customized meal."

Summer is an active time for families, notes
Towell. "Kids are out of school and the warm
weather entices people to host barbeques, attend
picnics and take trips to the beach. Convenient,
fresh, healthful produce needs to fit easily into this
active lifestyle. Some ideas to consider include
promoting different fruits and vegetables every
week, keeping the department fresh with rotating
promotions and offering fresh ideas to keep cus-
tomers in the produce department in a treasure
hunt-type atmosphere.

"Cross-merchandising shares customer excite-
ment throughout the store and helps showcase
new ways to utilize the same products,” she
explains. “Consider bringing cheese-based dips or
spreads to display in the produce department next
to fresh-cut vegetables. Be sure to provide recipes
and tasting events centered on your theme.  pb
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