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Today' s society is fast-paced, 
mobile and not as meal-centric as it 
used to be. These lifestyle changes 
have created opportunities and 
challenges for deli department 
grab-and-go programs.
    "Grab-and-go has become a 
significant portion of retailers' 
business and is growing substantial-
ly," says Eric Wangler, president of 
Jaccard Corp., based in Rochester, 
NY. "These foods are really accept-
ed by consumers."
     For further evidence of the 
grab-and-go trend, one only has to 
look at the overall space of today's 
supermarket, which shows the rapid 
expansion of the perimeter. This 
has been propelled by increased 
offerings of fresh food, including 
grab-and-go items.
    "Food is being used as a welcome 
mat, with grab-and-go offerings 
encompassing premade sandwiches, 
meals and hot and cold bars," says 
David Gacom, vice president, sales 
and marketing at Hummus Plus, 
LLC, whose parent company, Pure 
Mediterranean Foods, is located in 
Elk Grove Village, IL. "Still, about 
15 percent of shoppers have never 
purchased grab-and-go from the 
deli."
Who's Buying   
 To better understand this segment, 
it helps to know the grab-and-go 
demographic. Although much 
depends on the type of food, 
regional market and an individual 
store's customer, Millennials are the 
driving force behind this segment's 
burgeoning growth.

    According to a survey 
conducted by The Culinary 
Visions Panel and Y-Pulse, 
Millennials who purchased a 
snack from a supermarket deli 
reported higher mid-morning 
snack preferences for mini 
meals and combinations of 
foods, mini sandwiches and 
wraps, prepared salads, soups 
and chilis, vegetables, beef 
jerky, smoothies, bakery items 
and candy.

    "Millennials are on food adven-
tures," says Brenda Killingsworth, 
trade marketing manager at Reser’s 
Fine Foods, located in Beaverton, 
OR. "This group of consumers is 
more experimental and will try 
diverse/ethnic foods."
    This includes trendy ingredients/ 
foods like sriracha and chipotle 
flavors. Unique or sustainable 
packaging also attracts this group.
    Rather than target consumers by 
demographic, deli departments also 
are more apt to focus on different 
cuisine types.
    "Retailers will want to balance 
out offerings by including comfort 
foods, mainstays like sandwiches 
and salads, and smaller portion sizes 
for other consumers," says Killing-
sworth.
    With snacks now replacing meals 
more often, the grab-and-go 
segment has expanded to encom-

pass more items to broaden consum-
er appeal.
    "Everyone is snacking these days, 
and many consumers say they eat 
more often but choose smaller bites 
throughout the day," says Killing-
sworth. "The grab-and-go area is 
perfect for displaying these 
snack-like items, which many 
consumers are eating immediately 
or shortly after purchase rather than 
taking home for another eating 
occasion."
    Grab-and-go trends tend to mirror 
that of the food industry overall. For 
example, there has been an influx 
of ethnic fare positioned for those 
looking to purchase something 
quick and on-the-run.
    Although JFE Franchising Inc., a 
Houston, TX-based sushi provider, 
does not track its demographic, 
social media trends indicate many 
of its consumers are in high school 
and college.
    Familiarizing shoppers with 
unfamiliar ethnic grab-and-go fare 
can be a challenge, but one that's 
worthwhile. "Converting customers 
to sushi is a very gradual process, 
but our sales are growing steadily," 
says Joel Stark, deputy general 
manager, marketing director at JFE 
Franchising. 'The grab-and-go 
segment provides the opportunity to 
engage a variety of customers with 
sampling and target those who've 
never tried sushi."
    Stores with strong lunch traffic 
and those investing in in-store seat- 
ing are prime examples of markets 
that can capitalize on grab-and-go 
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