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Like a marriage, today’s

on two key contributors working in concet
dry grocery/nonfoods and perishables.

supermarket depends for its success

Yet when it comes to modern category management,

random-weight perishables have been of decidedly

unequal status. But new initiatives are

signaling thar this is

about to change—and that, with billions in added volume

allegedly available, it’s time to get with the program.

BY CAROL FEMSHOLT

fonly beef, poultry, pork

and produce came with a

UPC code.

Today, these and other

random-weight perish-
ables—seafood, bakery, deli, pre-
pared foods—account for at least a
third of total supermarket sales—
and more of its profits.

And in the selling equation
their significance exceeds even
these solid contributions, for ran-
dom-weight perishables are the
means by which 1oday's success-
ful supermarket sets itself apart.
Perishables are the industry's
o “line in the sand,” 50 o speak, in
regard Lo other trade classes.

Thus, here especially "ECR"”
must mean not just Efficient Cost

uv - alisy

Reduction bul Exceptional Con-
sumer Response.

Yet in many stores, the make-
or-break perishables departments
are still characterized by category
unmanagement—unmanagement
at least by today's sophisticated,
scan data-based standards,

For even il you know what
today’s consumer wants—difficult
to determine under any circum-
stiunces—ito pvl where you want Lo
20, you must first know where
you are. In random-weight cate-
gories such as fresh meal, many
operators still don't.

Why? For good reason, many
have been otherwise occupied:
they've been cutting their category
management teeth elsewhere in the
supermarket. After all, by compari-
son category management of other
store sections is simple. In dry gro-
cery and nonfoods, virtually all
products are UPC source-coded.
The direct cost of sales is simple to
figure—essentially, it's the cost of
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