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Worth Doing Well 
GROCERS CAN BECOME POPULAR HEALTH 
DESTINATIONS BY INVOLVING THE WHOLE STORE. 
By B r i d g e t G o l d s c h m i d t 

any grocers offer in-store pharmacies, and 
a growing cont ingent now feature in-store 
nutrit ionists to counsel shoppers, but what 
can supermarkets do to make their stores 
true wellness centers? The first step Is a 
change In att i tude. 

"About six years ago, I recall driving up to 
a grocery store and seeing a huge sign out­
side that said 'wellness,' In place of a more 
familiar sign, 'pharmacy,'" recounts Susan 
T. Borra, chief wellness officer at Arl ington, 
Va.-based Food Marketing Institute (EMI) 

and executive director of the FMI Foundation. "This decision for a store to 
stake Its claim on being the destination for shoppers ' wellness needs was 
poignant to me as a registered dietitian, facilitator of the Food Marketing In­
stitute Health and Wellness Council and as a consumer. It wasn't just a sign 
on a storefront; this placard foreshadowed a movement among our food 
retail members to embrace and align their brands with wellness." 

Borra notes that such a shift in emphasis goes all the way to the top and 
requires ongoing dedication. "According to 'FMI Retailer Contributions to 
Health & Wellness,' back In 2014, we were aware of two primary leadership 
teams responsible for operationalized health-and-wellness initiatives: phar­
macy (59 percent) and nutrition (50 percent) leadership teams," she observes. 
"Today, there's an entire category of managers for health-and-wellness 
leadership, and 71 percent of these focused experts are leading the decision 
process on how programs are established and operationalized In food retail. 
We're also aware through our research that there's commitment at the high­
est corporate level, as 46 percent of companies say their president and CEO 
are involved in evaluating health-and-wellness opportunities." 

Key Takeaways 
• Ongo ing c o m m i t m e n t t o 

c rea t i ng c o m p r e h e n s i v e 
supe rmarke t hea l t h -and -
we l l ness p r o g r a m s goes 
all t he way to the t o p and 
shou ld e n c o m p a s s all 
s to re d e p a r t m e n t s . 

Groce rs are bo th 
p rov id ing the i r o w n 
b randed so lu t i ons and 
t e a m i n g up w i t h ou t s i de 
supp l i e rs to p r o m o t e 
hea l th and we l lness . 

P roduce , del i and cen te r 
s to re p r o d u c t s are j us t 
s o m e the i t ems tha t can 
exper ience imp roved 
sa les f r o m hea l t h -and -
we l l ness pos i t i on ing . 

Mos t f o o d re ta i le rs see 
s u p e r m a r k e t h e a l t h - a n d -
w e l l n e s s p r o g r a m s as 
a s i gn i f i can t bus iness 
g r o w t h o p p o r t u n i t y 
fo r t h e en t i re i n d u s t r y 
g o i n g f o r w a r d , a n d 
are i nves t i ng m o r e in 
c o m m u n i t y - b a s e d hea l th 
ca re in i t ia t i ves . 
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Store-Level Strategies 
At the store level, this all-in approach Is exemplified by the ShopRlte 
supermarket banner, operated by members of the Keasbey, N.J.-
based retailer cooperative Wakefern Food Corp. 

"There Is a greater awareness today of the connection between 
food and health, and ShopRite Is committed to sharing that message 
with our customers," says Natalie Menza-Crowe, RD, MS, director of 
health and wellness at Wakefern. "More than 100 registered dietitians 
work in ShopRlte stores and offer complimentary services such as 
personal consultations, store tours, support groups, weight manage­
ment classes, and kids' and adult cooking classes. Those dietitians 
often work with different departments In the store, including 
pharmacy staff, to coordinate care and programs and communicate 
important messages about the best ways to maintain a healthy 
lifestyle. ShopRlte's Well Everyday campaign helps reinforce those 
messages with consumer-friendly tips, recipes and In-store signage 
to Inform and educate customers as they shop throughout the store. 
Color-coded shelf tags also help consumers better understand the 
health-and-wellness attributes of products on store shelves." 

The chain plans to expand and build on the program "by pro­
viding Important information to customers in our stores — look for 
new Well Everyday signs and tips each month In grocery aisles," 
notes Menza-Crowe. 

When it comes to In-store items and services, "the most 
important thing is to provide the Information and products our 
customers need and want," she asserts. "More customers are 
seeking ways to create healthier meals, and our highly qualified 
dietitians can help provide that Information to customers right 
where they need it most — at the stores where they shop for the 
Ingredients they need to make meals for their families." 

These Items include ShopRite's private label Wholesome Pantry 
line, which debuted In 2017 and features foods made with simple, 
clean ingredients free from artificial additives, flavors, colors and 
preservatives, and packaged with easy-to-read labels, and a re­
cently Introduced line of dietitian-approved, gourmet-style meal kits 
for customers seeking affordable meal solutions that are creative, 
easy to make and prepared with better-for-you Ingredients. 

Produce for Kids teams with Meijer on displays featuring child-
friendly recipes in the retailer's produce departments twice a year. 

Consumers are 
stressed for time, and 
successful grocers understand 
that they can be a thoughtful 
resource to their customers." 

— S u s a n T. B o r r a , FMI 

Barrier-Breaking Partnerships 
In addition to marketing their own brands, food re­
tailers can join forces with outside manufacturers to 
promote health-and-wellness Initiatives. 

"Our experiences with the Gold Plate Awards and 
National Family Meals Month campaign [In September] 
demonstrate how food retailers can collaborate with 
suppliers to deliver mealtime solutions to the customer," 
notes Borra. "The business of food retail has always 
been grounded In community, so FMI members can 
ultimately serve a greater societal good by helping fami­
lies meet both wellness and togetherness goals." 

"With health and nutrition being top of mind for today's 
shoppers, it only makes sense to collaborate efforts 
across departments to drive plan development," points 
out Amanda Keefer, director, marketing communica­
tions at Orlando, Fla.-based Produce for Kids (PFK), an 
organization that develops programs Involving retailers 
and produce companies. "Creating merchandising that 
brings together like-minded healthy brands across de­
partments will provide meaningful and relevant resource 
areas for shoppers. The barrier oftentimes boils down 
to internal logistics of departmentalizing a grocery store 
that has been strictly departmentalized for many years." 

Some of the ways that PFK has helped to break 
down this barrier is through programs such as a We 
Heart RDs kit distributed to 400-plus retail dietitians at 
more than 50 U.S. and Canadian retailers, containing 
seasonal recipe Ideas, a What's in Season counter 
card, stickers for shoppers, and information on in-sea-
son commodit ies, and a partnership with Meijer stores 
to deploy recipe standees In the chain's produce 
department twice a year. 

Outside of these programs, Keefer suggests "a 
'What's for Dinner' cooler case near the front of the 
store. We know every family struggles with this question. 
Why not make It easy for a mom or dad running from 
work to home with everything In the front of the store, 
ready to go, simple, and, of course, with some sort of 
nutritionally sound stamp of approval and recipe card?" 

This kind of approach Is heartily endorsed by Borra: 
"Consumers are stressed for time, and successful gro­
cers understand that they can be a thoughtful resource 
to their customers." 
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Other convenient solutions Keefer mentions are 
meal kits like those carried by ShopRite — "Offering 
healthy versions of these kits In a grab-and-go space 
in the store makes a lot of sense today for today's busy 
shopper" — and, during summer, placing water bottles 
for infusing fruits above a berry display, with signage 
explaining to shoppers how to infuse their water. 

What it all comes down to for retailers, she asserts, 
Is "being a resource and listening to their shoppers," and 
she believes that the Internet provides a valuable point of 
connection. "Social media platforms offer a direct way to gain 
Insight from shoppers," observes Keefer. "Oftentimes, shoppers in store 
are hard to capture, but when consumers are logged into their social 
outlets during their own downtime, they are more likely to offer thoughts 
and Ideas on what they'd like to see In store. Millennial live on platforms 
like Instagram, where grocers [are] yet to have a strong presence." 

It's not just produce that stands to benefit from such col labo­
rations, however. 

Rldgefield, N.J.-based Toufayan Bakeries, for Instance, has been 
developing various better-for-you items, among them gluten-free 
options such as wraps, pita chips, cookies (under the Goodie 
Girl brand name), and pizza crust; Non-GMO Certified products; 
and natural/organic breads such as a line of whole wheat sprout-

ed-gralns wraps, pitas, Smart Pockets and naan. 
Future innovations may include breads made with 
high-nutrition flour, according to the company. 

"Since 'healthy/wellness' solutions have become 
mainstream, these products should be merchandised 
with all the regular dell breads, to ensure that consum­
ers will find these options more easily, and recognize 
that eating well Is a broadly accepted notion, not an 
isolated specialty product or niche item," advises VP 
of Marketing and Sales Karen Toufayan. 

"With medical solutions now deriving from food 
and specialty diets, retailers have an Incredible oppor­
tunity to build a section in their stores that caters to the 
many digestive health needs," notes Steven J. Singer, 
founder and CEO of Montreal-based Fody Foods, 
whose products are designed to be low In FODMAPs, 
short-chain carbohydrates that can trigger symptoms in 
people with Irritable bowel syndrome (IBS). "Taking their 
already impressive gluten-free offerings and expanding 
to low FODMAP, probiotlcs and more will allow con­
sumers to shop with confidence, knowing their needs 
are being taken care of. By addressing the many 
sought-after wellness solutions, retailers will benefit 



SOLUTIONS 
Health & Wellness 

from increased loyalty to their stores." 
Adds Singer: "From bars to pasta sauces, ketchup to salsa, 

salad dressings to spice blends, the business already caters 
to many eating occasions. In the future, new products that ad ­
dress other eating occasions such as snacking, breakfast and 
mealt ime will be coming out, ensuring more happy customers." 
The company recently Inked a distr ibution deal with West Des 

50 Years of Toufayan 
PIONEERING MANUFACTURER 
REACHES MILESTONE 
Tou fayan Bake r i es , one of t h e l a rges t f a m i l y - o w n e d 
c o m m e r c i a l b a k e r i e s in A m e r i c a , is c e l e b r a t i n g 50 y e a r s 
in b u s i n e s s in t h e U n i t e d S ta tes . B a s e d in R i d g e f i e l d , 
N.J. , w i t h a d d i t i o n a l m a n u f a c t u r i n g f a c i l i t i e s in P lan t C i t y 
a n d O r l a n d o , Fla., t h e c o m p a n y , w h i c h p r o d u c e s m o r e 
t h a n 100 v a r i e t i e s of b r e a d s a n d b a k e d g o o d s , h e l p e d 
k i c k - s t a r t t h e l o n g - r u n n i n g p i ta t r e n d a n d i n t r o d u c e U.S. 
c o n s u m e r s t o e t h n i c b r e a d s . 

Har ry Toufayan, w h o g r e w up w o r k i n g in his f a the r ' s 
baker ies overseas , opened the f i r s t Toufayan Bakery in the 
Un i ted Sta tes in West New York, N.J., and d i scove red an 
eager marke t for his p r o d u c t s in t h i s coun t ry . 

"We f o u n d ear l y s u c c e s s se l l i ng t r a d i t i o n a l b r e a d s 
w i t h i n t h e e t h n i c c o m m u n i t y , " n o t e s Tou fayan , n o w in h is 
m id -70s . " B u t at s o m e po in t , j u s t a f e w yea rs a f te r w e 
o p e n e d , I w a s p i c k i n g up a de l i o r d e r at t h e l oca l s u p e r ­
m a r k e t a n d t h o u g h t , w o w , t h i s w o u l d be a g rea t p l ace 
f o r p i ta b r e a d , w h i c h w a s ve ry h a r d t o f i n d in t h o s e days . 
I r e f o c u s e d ou r a t t e n t i o n o n g r o c e r y s t o r e s , a n d s o m e 
f o r w a r d - t h i n k i n g buye rs b i t a n d p l a c e d o r d e r s . Together , 
w e i n t r o d u c e d A m e r i c a n s t o p i ta b r e a d s , w r a p s a n d o t h e r 

Moines, Iowa-based Hy-Vee, which is carrying Fody 
products in more than 100 of Its stores across the 
Midwest. 

What 's on the horizon for health and wellness In 
supermarkets? 

PFK's Keefer predicts such strategies as coupons 
support ing sales of fresh produce Items alongside 
CPGs, cooking classes and educat ion sessions, 
and even a mobile app "that ties back to stores and 
offers deals and Ideas." 

"According to our research, 81 percent of the food 
retailers ... currently view supermarket health-and-
wellness programs as a significant business growth 
opportunity for the entire Industry in the years ahead," 
notes Borra, whose organization has just published a 
best-practices guide for food retailers and suppliers In 
this area with regard to all of the fresh departments. 
"What do we expect to see? More. Food retailers are 
genuinely Interested in their customers' vitality through 
food and how that relates to their health." 

She also singles out growing Investment in com­
munity-based health care programs, adding that 
"many retailers are exploring how their stores can be 
a true health care provider. It is an exciting time in 
food retail, and I'm confident our members will invest 
In the people, processes and technologies to help 
their businesses lead In health." PG 

s p e c i a l t y b a k e d g o o d s t h a t have n o w b e c o m e 
c o m m o n p l a c e in h o u s e h o l d s n a t i o n w i d e . " 

In a d d i t i o n to a c q u a i n t i n g A m e r i c a n s h o p p e r s 
w i t h t r a d i t i o n a l b reads , Toufayan Baker ies w a s 
one of t h e f i r s t m a n u f a c t u r e r s to o f fe r s h o p p e r s 
s u c h hea l thy o n - t r e n d o p t i o n s as t h e S m a r t 
Bage l , a v e r s i o n of a " s c o o p e d - o u t " bage l w i t h 
f e w e r ca lo r i es , and a l ine of g l u t e n - f r e e w r a p s in 
va r ie t i es l ike S p i n a c h , Ga rden Vege tab le , Savory 
Toma to a n d Or ig ina l . The c o m p a n y ' s la tes t p r o d ­
u c t s i nc lude G lu ten Free Pi ta Ch ips , O rgan i c 
S p r o u t e d Pi ta B read , a g l u t e n - f r e e t h i n - c r u s t f o r 
p izza , and w h a t ' s b i l led as t h e c o u n t r y ' s f i r s t Or­
gan ic Naan . A lso a m o n g i ts o f f e r i ngs a re vegan , 
n o n - G M O , o rgan i c , l o w - c a r b and koshe r i t e m s . 
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