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Independent and fair advice

for convenience retailers

I AB LE SAU c Es | Suggested Planogram for 500sq ft store

Don’t miss out on

Keep up to date

DRESSINGS & seasonal sales! with new formats
In autumn and winter condiments are Be aware of new product formats
more important as people eat more hot becoming available because it is worth
food, focus on these at Christmas and stocking squeezy packs as these new
N DI M E NT don't forget the Cranberry Sauce! In formats are popular with shoppers’.
summer make the most of the BBQ and .
salad season, by having a BBQ fixture Keep your fixture
96% of all UK households buy table sauces, dressings and Inclucing mayennalse and dressings. Stoc',(ed up
condiments', making them a key dist d top-up item f Stock best sellers Make sure you're always stocked up
' g Yy QISIress an top up Item TOr i and that products are in the right
shoppers in convenience stores. We recommend you use the & stick to brands place with the correct pricing labels
steps below as a guide to he|p to build sales in your store. 63% of customers who don't make clearly visible. Our research tells us
a purchase say it's because what that customers shopping for this
they wanted wasn't available? so we category are unlikely to replace one

Divide fixture into recommend you offer the top selling format with another, for example
product groups brands such as Hellmann’s Mayonnaise mayonnaise instead of salad cream.
and Heinz Tomato Ketchup.

Put category where
customers see it

Help boost sales by placing the Help shoppers by separating the display

category in a prominent area of your into three sub categories: Table Sauces,

store, within grocery and near other Dressings and Condiments. If space
savoury products such as stock cubes, allows include light variants as over

cooking oil, cooking sauces and pickles. 40% of consumers use these products. Mayonnaise (24%) Salad Dressings (9%)

1. Hellmanns Mayo Std 400g (31%) 1. Kraft French Low Cal 250g (9%)
2. Hellmanns Mayo Light 400g (16%) 2. Kraft Thousand Island Std 250g (4%)
3. Hellmanns Mayo Squeezy 350ml (12%)  EEHNERI eIEE o R Elalo l NeRer R24s10/-J € /Y]

Mustard (6%) Tomato Ketchup (26%)

1. Colman’s English Mustard 100g (35%) 1. Heinz Tom Ketchup Squeezy 460g (38%)
LG nE i Hy=d IS RSO I MY 2. Heinz Tom Ketchup Squeezy 570g (18%)
RO [ ET RO S ETINY TS ET M-I €)M 3. Heinz Tom Ketchup 342g (12%)

Salad Cream (11%) Condiments (15%)

1. Heinz Salad Crm Std 285g (17%) 1. Colman’s Classic Mint Sauce 250ml (16%)
2. Heinz Salad Crm Std Squeezy 425g (16%) [@slinElkRsienl @ vs P20/ KONy
3. Heinz Salad Crm Std Squeezy 260g (2%) REEE6lliEli 5o lSEE [N peasl0ln NSV

Brown Sauce (9%) Other Thick Sauces (7%)

1. HP Brown Sauce Squeezy 425g (45%) 1. HP Classic BBQ Squeezy 430g (33%)
2. HP Brown Sauce 255g (23%) 2. Tabasco Std Sauce 57g (16%)
3. HP Fruity Sauce 255g (3%) 3. Lea & Perins Worcester Sauce 325g (6%)
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Suggested Planogram for 1000sq ft store

Sources: 1. ACNielsen Panel MAT Aug 2006 2. HIM’s Convenience Tracking Programme (CTP) 2005
3. IRN/TNS Total Convenience 52 w/e 01/11/08) 4. HIM 2008
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