hen you think of bakery,
“thoughts do not naturally
' gravitate to healthy food.

Pasties and pies, while delicious and
satisfying, will earn little aplomb
from nuiritionists and dietifians while
deughnuts and gateaux wili consign all
who eot them to their sin-bin,

Hawever, cleverly throw in heqithier
options and ingredients, while making
sure you merchandise and promote them
as much ¢s possible, and you can add o
little icing to a well-run business.

Greggs, in the mainstream market,
has seen the sense of this by introducing
porridge, while artisan speciolist
Dumouchel, in Garforth, leeds, hangs its
hal entirely on the healthier aspeds of its
Lreads, patisserie, chacolgtes, ice-cream,
pastries and savounies.

However, goods that hove hedithier
attributes, as with any bakery lines, need a
good merchandising strategy to make the
most of their potential. Andrew Turnbuil,
senior lecturer in retoil marketing ot the
Aberdeen Business School and one of the
LiK's leading experts in his field, says those
who can position themselves as being the
healthy eption, while still providing
traditional goods, are on to a winner. He
says they can do this through the window
display, in-store colour schemies and
in-store leaflets. This can be backed up
with tow-prafile advertising, press releases
and developing a database of interasted
customers so they can be kept informed of
new lines.

But Turnbull, whi worked under the
legendary Calin Mitchell, marketing
director of the William Low supermarket
chain, before selling aut to Tesco for
£257m in 1954, cautions: “If you want to
get beyand the heolth freaks and the
enlightened you need to have parity in
terms-of pricing.”

In-store messaging is also crucial. He
suggests.a bakery might benefit from
having “naugity” and “nice” sections.
"That appeals fo.people; they like the'idea
of thecontradiction. Keep it simple and
everyone will understand end relote to it

Turnbull alse suggests meal-deal type
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HEALTHY PRODUCT MERCHANDISING

' Clever merchandising of a bakery range’s healthier products can pay
dividends for the craft or artisan baker, says Andrew Don

' premotions that are prevolent in

supermarkets and convenience stores.
Bakers that are near to secandary schools:
can achieve a paint of difference by
promoting a deal on.c fruit juice, a snack,
@ main course and a sweet, he says. “The:
French-are good at this— they have g
baguette as the staple which they make
up to order.”

He suggests introducing fruit and the
Innacent range of soft drinks or
gquivalents. “A healthy fruit drink, a
boguette of their chaiee followed by o
cake, o sweet ar a fruit item wauld work.
You have ta logk at what younigsters and
office workers choose for their lunch
baxes each day and gat clase to that,
while offering a point of differenee.”

Rebecca Broyson, manager of
Dumoughel, which prides itself on its
healthier approach, glways ensures that
anything new is displayed prominently on

the counter. Shelf-talkers are all well and
goad, but Dumouchel believes thot staff
should da the talking: New customers are
quided through the shop’s healthy ethos
and production methods, sa they
understand the value of the merchandise,
Brayson says people want to hear from
the staff where the products come fram,
how they are-made, where the ingredients
ore spurced ond how Dumaouchel buys
locally wherever possible.

Christine Boswe]l-Munday, regianal
director, small business community, of
The Chartered Institute of Marketing,
emphasises o sense of balance is
impartant. “Bokeries have to be sensitive
ta the range in their customer base:
while the vogue may be for low-fat
muffins, there are still traditignalists to
satisfy” She'says o three-part breakfast
deol, for example, including the
troditianal bokery breakfast fare
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HEALTHY PRODUCT MERCHANDISING

“Consumers know these fruits
are related to antioxidants and
othenthings, and it stimulates
them and adds a hdlo of
healthiness to a yummy cake™

alongside heatthier options and drinks
gives custorners the choice between hoth
worlds. “Introducing fresh fruit as an
option gives the customer a firiof healthy
purchase optian instead of the usual
flapjack or cookie choice heside the til
Boswell-Munday also recommends.
considering a twa-for-one offer on

'r.'

healthy options, or special promotion Extra health

days where haalthier lines are reducec in | messaging on

price. However, she cautions thot nio or around ftems

custormer wants to, be reprimanded for can help customers

chosing full-fat over holf-fat, so to make an
informed choice

messaging and merchandising must be
carefully worded and placed. “Colour-
coding ureas, using green as ¢
recognised symbel for the
healthier areas, is o subtle way
of signposting customers to
the right areas for their

needs” She olso.suggests
extra messaging on ar

around item cisploys to
indicate the nutritional
altributes of products can help
the customers make an informed
purchase decision.
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1
Include traditional e ‘
breakfast fare olongside

heulthier aptions

Organic hakery consultant Justin
Tunstall says counter displays are
important for getting the messoge across
¢f health benefits. “You have to get
people-to try it.” He says that if you do
have a premium pricing policy and
people ask why, tell therniitis
“regssuringiy expensive”,

Peter Wenriistrom, founder of the
Healthy Morketing Team ond co-quthor
of The.Food' & Heolth Morketing
Hondbook, says try working o the
five-o-day concept and find playful ways
of adding fruit components with almost a
tonque-in-cheek approach, such as with
cronberry muffins and pamegronate
cake. “Consumers know-these fruits are
related to antioxidants and other things
ond it stimulates consumers and adds a
holo of healthiness to yummy cake.”

He suggests loaking at the daims that
reports in-newspopers and magazines
make akout certain ingredients,
incarporate them and display the articles
on the walls. “You don't have to make
any cldims in-store. The Daify Maif is
making the claims,” he points aut.

'h_\o\ Come up with simple meal

e solutions, he says, such as filled
pitta bread so the bread
|\ becomes thé carrier. “The key
A ;.} thing is not to peint fingeys.
Don't be a government
authority. Try to connect with
b /'f what peaple ore reading”
~/ Wennistrom says. people
/' buyonimpulse, soitis
 important to stimulate the
senses. Put clive.dil or cheeses next

to the bread — extra fittle bits of
merchandise that stimulate, “You can
never pretend traditional bokery products
are healthy, but if you do cakes with
pomegranate, for example, it mokes it
more permissible. Never position yourseif
as healthy, It’s yummy first —then use o
little cranberry, pomegronate or
blueberry to make it more permissibie.”

On meol deals he advises-dlarifying the
rotionale first, such os trying te ottract
parents, “Use’itto draw the traffic to your
hakery rather than onother bakery”

Wennistrom favours displaying notural
raw materiols and ingredients people can
see ond touch, as Starbucks does with
coffee beans, “You can have different
types of grains you can touch and feel.
[t's real, it's tactiie and it will inspire
before they buy”” He says this will bring
across o naturcl imoge — the feeling of
artisan bakery even if it"s bake-off behind
@ screen.

Of course, playing the healthy card 1s
not-suited te all bukeries — even craft
bakeries. Philip Tennart, of Tennants Craft
Bakery, in Cannack, in the West Midlands,
says while his five company-owned shops
do offer a wholegrain product, the splitis
about 70:30 in favour of white. “We offer
wholemea/ granary seeded bredd, which
wie put in with the rest of the ronge. | dm
sure there is potentia! to separate them
out, but that is hot something we will do
ot the moment.”

Tennont hus good reasans for
being reticent. Cannock is an
ex-mining area ond heaithy eating is

I not top of the agenda.
wiwnw. bakeryinfo.co.uk



