THE PRODUCE NEWS

FOUMIMEDD 1M NYC = 1897

JECAT D L 00§ Al FTR

MECERT nEASLIWES

AMAEETS & THRENH S

LI PR P P RAA A DT PRIRT LR

COMPRNY FRLOPLES

A TP TRET CLIHE T L PbJTT AL

FEOFLE DOrTmES vaESL CONTADY LE

In the Trenches: The illogical decrease of potato displays

BY ROM PELGER | SEPTEMBER 14, 2020

W hat ifyou were told in 2 sales meeting not to make a profit by
the CEQ, president or compamy owners?

What ifyour boss said, “We're making too much money. Cut
back on profit”

What ifyour merchand sing and markeding vice president tokd
youtomake 2 percent less gross profit next week instead of
asking for 2 percent more?

Wake up. The dream s ower, That ust doesn’t happen —or
does it?

Every produce director or produce manager knows what the
leading gross profit items ane in the department. For example:
onions, camots, apples, o@nges and especially potatoes
deliver a hegh gross profit Above all, potatoes contribute

an exceptionally high profit magin to produce depatment
performance.

Would it make any sense Lo take one of those categones,
notably potatoes, amd actually dec mase the ds play space?
the potato category contributes and sup ports the majority of
the bottom Line for the department and company, wiy would
any retailerwant o out it back? In many i nstances, ths is
actually happening in some produce depadments

In making my mounds 0o Su par markets, it has bacome appament
that some potatod splays have been decreased. 5o me 1o res
have reduced hag sections to only three feet.

Please understand that not every single supermarket p rogram
has takenthis step. To be very dear, there are many retalers
thatare displaying some nice, full attractive potato sectionsof
allwarnieties.

Everyone iscompeting for a chunk of the consumers” dollar
todsy. @ doesn’t matter what level of the produce industny your
compamy falls it must make consistent profit To ac hieve that
goal, you have tosell the produce lems that delwer the most
in sales volume and profit dollars,

if the potao dspley space iscut back & simply dec reases
sales and obviously reduces the profits. [fthe potato categorny
generabes up to 50 percent profit mangm, wiy in the wodd
would any compamy want to give that up by reducing the
display size?

“What happened to the produce gross?™ That is the most
uncomioriable guestion a produce director ever wants to
hear from up per management executives. But if the potato
display that carries 40 to 50 percent margin is reduced insize
allocaton, that could be a big reason for part of the loss.

Consider advertised specials. If strawberries are featu red

on the front page of an ad with an extremely low margin,

it will need high gross profit items to help offset it A brge
apgressive potatodisplay at40 to 50 percent gross can sup port
the strawbemes and the profit mix But if the potatoes are
represantad by a scmwmi-sioed d 5 play, the o mwbeiries lose
that bia lking. That merchandising structune alone will place the
produce gross profit in danger,

The potats catepory provides some very strong pefomance
and benehts, such ax

= Potatoes generate up to50 percent gross profit

= About B6 percent of consumer households
purchase potatoes

+ Potatoes are more indemand since the COVID-19
pandemic ememged,

= The shopping basket dollar amount averages o nly
43without a potato purc hase:

» The shopping basket dollar amount averages 477
when potatoes are purchased;

= A secondary potato display can increase sales by
22 percent;

= Potatoes account for 25 percent of all vegetable
volume and 12 percentof all vegetable dollars.

Looking back to March when the COVID-19 panic shopping
period began; potatoes wene the most popular item consumers
purchased

| made it & point Lo wit ness the consumer shopping act mty.
Maost potato displays went from totally empty to fully s tocked
when product arived. Produce managers placed pallets of
potatoes directly on the floor in theirdepartments. Almast in a
flash, customers were ripping open the bales and despertely
grabbing several bags.

The COVID-19 shopping period proves how i mpoartant potatoes
are to Consumers.

Isn't this a good enough masonto make it a menchand se
practice to display potatoes the way theywene meant to be
sokd — massively aggressive?
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