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to include gourmet options, health-conscious choices 
and globally inspired dishes. Retailers investing in 
well-curated meal solutions – ranging from hot bar 
selections to premium deli counters – can boost 
customer loyalty and basket sizes.

Transparency in ingredient sourcing, eco-friendly 
packaging and seasonal ingredients are becoming 
key differentiators. Retailers who embrace these 
trends and collaborate with local suppliers can 
enhance their appeal and make their food service 
sections a destination rather than just a convenience.

Smarter packaging, labels, and scales
Packaging does more than protect a product – it tells 
a story, reinforces branding and influences purchasing 
decisions. With sustainability in focus, innovations 
such as compostable trays and recyclable materials 
are reshaping the industry. Labels play a crucial role, 
providing shoppers with nutritional data, allergen 
information and traceability insights. Smart labels 
and QR codes offer instant access to product 
details, recipes and sourcing information, enhancing 
consumer trust. Meanwhile, digital scales and 
AI-driven weighing systems streamline operations, 
improving pricing accuracy and efficiency.

The power  
of impulse buys
Impulse purchases remain 
a valuable revenue driver. 
Strategic placement 
of last-minute snacks, 
limited-time offers and 
eye-catching seasonal 
products can significantly 
boost sales.

Understanding consu
mer psychology is key 
– urgency, attractive 
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February marks a shift in 
the retail landscape. With 

summer still in full swing, 
shoppers seek convenient 
meal solutions, refreshing 
choices and enticing in-store 
experiences. As families settle 
back into routine after the 
holidays, retailers have a prime 
opportunity to capture con
sumer attention with offerings 

Fresh opportunities for a new season

CHICKEN

Tender n Tasty

that blend convenience, quality and innovation.
This month, we explore key trends shaping the 

supermarket industry – covering HMR, food service 
and deli, as well as advancements in packaging, 
labels, and scales and the power of impulse buys. 
Each of these segments presents exciting growth 
potential, and we uncover ways retailers can 
maximise their impact.

The rise of HMR and food service
The demand for fresh, ready-to-eat meals is at 
an all-time high, driven by busy lifestyles and the 
preference for high-quality, hassle-free dining. HMR 
and food service have evolved beyond convenience 
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promotions and complementary products influ
ence purchasing behaviour. Refreshing point-of-
sale displays, using vibrant signage and aligning 
impulse items with trends can maximise this 
opportunity.

This issue is packed with expert insights and 
forward-thinking strategies to help retailers refine 
their approach and drive profitability. We hope 
you enjoy the read!

Helen Maister
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NIQ: Omnichannel retail in 2025�  t
While growth in pure online sales in South Africa 
has steadied following an explosion in adoption 
during the pandemic, we now live in a truly 
omnichannel world. Many shopping journeys 
that start with online engagement now conclude 
in-store and vice versa. 

CGA by NIQ: Quality in hospitality scene �  t
High standards in service, quality offerings, 
and brand reputation are all essential to ensuring 
SA consumers feel they’ve had a memorable and 
worthwhile experience.

Seizing retail media’s rapid growth �  t
Retail has become a hub for digital engagement, 
offering a rich environment for personalised 
marketing and real-time consumer interaction.

HMR, Food Service & Deli �  t
These offer many opportunities to retailers and 
wholesalers, ranging from equipment that cooks 
and cleans itself, ingredients and pre-mixes that 
save time. Also the globalisation of the consumer 
driven by social media platforms requires flexible, 
agile store managers who are social-media savvy 
and ready to roll with the trends and influences 
coming thick and fast.

FEATURES

Delight your customers �  t
Aki Kalliatakis talks of Campbell’s Law: The more 
a metric is used to make social decisions, the more 
it will be manipulated and distorted. Quantitative 
social indicators used for human decision making 
and influencing people, are subject to corruption of 
the things they are supposed to measure.

COLUMNS

Packaging, label & scales 2025 trends �  t
Advancements in smart packaging, such as 
QR codes and Radio Frequency Identification 
(RFID) technology, are transforming the way 

customers interact with products and providing 
them with valuable information and personalised 
shopping experiences. The rapid shift in consumer 
preferences for sustainability, convenience and 
digital integration is placing pressure on stores and 
service providers to think ‘outside the box’. 

Impulse buys �  t
Retailers can benefit from knowing which mer
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chandising strategies 
encourage shoppers to 
make unplanned purchases 
as, in certain product cate
gories, impulse buying 
accounts for nearly 80% 
of purchases.

The French food retail environment �  t
The Hypermarket concept was first launched by 
the French, and they probably have the highest 
concentration of large format stores per 1 000 
inhabitants than anywhere else in the world. French 
hypermarkets have become the training school for 
many retailers worldwide.

Food in SA petrol station forecourts�  t
At R33 billion, this market is dominated by con
venience stores like OK Express, SPAR Express, Pick 
‘n Pay Express, Astron Freshstop and Woolworths 
Foodstop. 

BARCODES vs QR codes�  t
GS1, the global organisation maintaining barcode 
standards, has announced their ‘Sunrise 2027’ 
initiative, designed to replace the one-dimensional 
barcode with the multi-faceted QR code.



• Exciting innovation from
 an old SA favourite

• Modern re-sealable
 packaging

• Pre-cooked convenience

• Premium quality local product

• Perfect to oven bake
 or air fry

CHICKEN NACHOS
A CHEESY, CRISPY, AND FLAVOURFUL DELIGHT, THESE HOMEMADE 
CHICKEN NACHOS ARE THE PERFECT PARTY APPETISER OR  
WEEKNIGHT DINNER.

Johannesburg 011 206 0600, Cape Town 021 505 8000, Durban 031 563 3661

www.astralchicken.comFollow us on

INGREDIENTS:

1 Tbsp (15ml) oil
1 ½ cups (200g) mixed tomatoes, quartered 
1 onion, diced
1 garlic, minced
1 chilli, sliced
250g corn tortilla chips
12 pieces chicken strips
2 cups (200g) mozzarella and cheddar mix 
 
2 avocados, mashed
2 lemons, juiced
1 tsp (5ml) cumin
1 tsp (5ml) coriander
2 tsp (10ml) salt
1 tsp (5ml) white pepper
2 tsp (10ml) fresh coriander
1 spring onion diced 
1 red onion, thinly diced
 
1/

3
cup (80ml) red wine vinegar

1 tsp (5ml) sugar
 
½ cup (125ml) sour cream

METHOD:

Preheat the oven to 180°C.

To make your tomato salsa, heat olive oil in a pan over 
medium heat. Add onion and tomatoes, cook for 5-8 minutes 
or until softened. Add garlic, chilli, salt, and a tablespoon of 
water. Cook for 2 more minutes, then remove from heat.

In a deep ovenproof dish, assemble your nachos with a layer 
of tortilla chips followed by tomato salsa, chicken strips and 
finally cheese. Bake for 15 minutes.

To make your guacamole, in a bowl, combine mashed 
avocado, lemon juice, cumin, coriander, salt, pepper, fresh 
coriander, and spring onion. Mix well.

To make pickled onions, heat vinegar and sugar in a sauce-
pan until the sugar dissolves. Pour the mixture over the red 
onions and let it sit for at least 30 minutes.

Serve nachos with guacamole, sour cream, and pickled red 
onions.

RECIPE Prep Time: 20min   |   Cook Time: 20min   |   Serves: 4
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How behavioural economics 
and ‘being human’ affects 
your business.

DELIGHT YOUR CUSTOMERS

â
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By Aki Kalliatakis

Rory Sutherland of Ogilvie 
UK tells a beautiful story 

about a pizza shop whose 
owner decided to do some 
‘marketing’. So he printed 
a bunch of vouchers giving 
customers 20% off and sent 
his staff out onto the  
streets outside the store  
to promote the deal. 

The owner kept track of which staff were able 
to convert the vouchers best, and found that 
some came back with 20%, 30%, 40% customer 
conversion. But one waiter seemed to be particu
larly successful, and the metrics showed that 
he managed to convert 100% of customers. Every 
voucher he gave out resulted in a customer sale.

Intrigued, the owner said, “This is genius! What 
did you do to achieve this.” 

“Oh it was easy,” replied the waiter, “I just waited 
outside until a queue formed and gave everyone 
20% off.”

It may be an amusing story, but I see this 
every day in my work with customer experience 
and customer loyalty. We are so focused on 

The dark side of measuring  
the wrong things

www.aroundealing.com/

Rory Sutherland

measurement and metrics, and we lose sight of 
what we’re trying to achieve.

In fact, this practice even has a name: Campbell’s 
Law, which was developed by Donald T. Campbell, 
a psychologist and social scientist who often wrote 
about research methodology. It is an adage which 
states that … 

The more a metric is used 
to make social decisions, the 
more it will be manipulated 
and distorted. “
“

Thus the more any quantitative social indicator 
is used for human decision making, and influencing 
people, the more subject it will be to corruption 
pressure and the more likely it will be to distort the 
precise things it is supposed to measure.

Here’s another example. Many years ago a muni
cipal manager responded to constant complaints 
by citizens that the garbage was not being collected  
properly and on schedule. So he proposed that at 
the end of every trip the trucks would be weighed 
to ensure that the collectors were doing their job. 

You can guess what 
happened. The number 
of collection points 
didn’t increase, but the 
mass did. The collectors 
were going past 
construction sites and 
other places where the 
loads were heavier, and 
indeed they even used 
the fire hydrants to 
water down what had 
been collected.

The metrics showed 
that the mass increased, 
but customers were still 

Donald T. 
Campbell



"The perfect companion for your toast, pancakes, and waffles—drizzle it over yogurt, 
stir it into tea, or enjoy it straight from the spoon!"

â














































































































































