Soar Into Summer
Retail Dietitians can help Americans
hydrate smarter and grill healthier during the
hottest months of the year.

Retail Dietitians, temperature’s rising!
Relaxed ways to cool down and fuel up will be
on everyone’s minds.
The Summer Hydration & Grilling “Soar into Summer” Samplefest is important for its
sales impact and your opportunities as a Retail Dietitian:
To the store.
To shoppers – in-store, in the community, and online.
To how managers and executives think of you as a business-building professional.
To your career.

Summer Retail Dietitian programs focused on healthy hydration and
grilling help supermarkets win the summer by educating and
engaging shoppers, driving repeat trips, and enhancing loyalty.
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Soar into Summer
Fitness routines, kids’ schedules, the balance of work and vacation days – they all change
during the Summer months. As do individuals’ eating habits.
To help retail dietitians maximize the opportunity with these Summer consumption changes, the
Retail Dietitians Business Alliance and our partners are bringing you this Soar into Summer
Samplefest. Focused on two key changes to eating habits – grilling and hydration – enclosed
you’ll find consumer insights on these summer eats and drinks as well as concepts for
promoting them to the advantage of your RD programs and your retailer.
We hope you find these resources valuable in building out promotions and programs for
Summer 2018.
Phil Lempert
President & CEO
phil@retaildietitians.com

Annette Maggi, MS, RDN, LD, FAND
RDBA Executive Director
Annette@retaildietitians.com

Thank you to our Soar into Summer Samplefest Sponsors:
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Grill Healthier
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Grilling Is Always
In Season
“Barbecuing is no longer just a
pastime, but an integral part of
the North American lifestyle.
We expect consumers' passion
for flavorful food and
entertaining … to continue to
increase…into 2018.”
--Jack Goldman, president and CEO, Hearth,
Patio & Barbecue Association
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Why
People Grill

When People Grill –
Warmest Months Lead the Way
73%

July 4th
Memorial Day

72%

60%

Labor Day

58%

Father’s Day

45%

Mother’s Day

Lifestyle

52%

Entertainment

40%

34%

NFL Championship

23%

Easter
Thanksgiving

Flavor

19%
14%

Christmas/Chanukah

10%

New Year’s Eve/Day

9%

Convenience

33%

Hobby

19%

Health

18%

Flexibility

18%

Other occasions: birthday parties 49%, camping trip
24%, vacation home party 21%, sports tailgating 11%.
% of consumers who grill, 2017. Source: Hearth, Patio & Barbecue Association
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Grilling is a Widespread Activity
70%

35%

83%

40%

U.S. adults own a
grill or smoker

U.S. adults plan to buy
a new one this year.

of consumers have three
or more accessories to
customize their grilling
experiences.

of Gen Xers and
35% of Millennials
say they own at
least two grills.

Stores can cross-merchandise many common grilling
accessories at high margins:

Gas
Skewers, baskets and grates to grill thinner and delicate
foods, marinade brushes, tongs, knives, spatulas,
Charcoal
thermometers, cleaning brushes, gloves, propane tank
gauges, charcoal briquettes, wood pellets, cleaning sprays,
Electric
non-stick sprays, trays to catch drippings, aluminum foil,
matches, lighter fluid, timers, mats for grills to sit on and
Wood pellet grill
protect decks from spills.
Customers like the convenience of these displays.

64%
44%
9%
3%*

*11% of prospective buyers plan to buy one this year.

% of ownership, Figures indicate dual ownership. Source: Hearth, Patio & Barbecue Association & Weber GrillWatch Survey, 2017
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Which Grill Suits a Household Best?
Price
Flavor

Smoking

Gas

Charcoal

$500+ for a good one

$99 and up

Good for fast-cooking
foods

Superior for slow
cooks

Difficult to trap smoke

Made for smoking

Temperature
Range

Around 225°F to 600°F
(with no infrared sear
zone)

As low as you want to
1200°F and up

Temperature
Control

Very easy to set and
maintain

Fire-Up/CoolDown Time

5 to 10 minutes

About 30 minutes

Occasionally emptying
grease trap and
cleaning bars

Regularly disposing of
ash and cleaning bars

Clean-Up

Requires practice and
constant attention

The chef weighs in on:
FLAVOR –
For high-heat foods (steaks, burgers,
chops, fish, vegetables), no
noticeable difference in taste. For
long-cooking foods via indirect heat
(ribs, brisket), charcoal delivers a
smokier flavor.
LIGHTING AND CLEANING –
Much easier and quicker with gas
grills.
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Source: J. Kenji Lopez-Alt, Chief Culinary Advisor of Serious Eats, and author of the James Beard Award-nominated column The Food Lab.

Addressing Shopper Concern about Charred Meats
Your shoppers may express concern about chemicals formed when meat, fish and poultry are grilled at high
temperatures. Heterocyclic amines (HCAs) and polycyclic aromatic hydrocarbons (PAHs) are chemicals formed when
muscle meat, including beef, pork, fish, or poultry, is cooked using high-temperature methods, such as pan frying or
grilling directly over an open flame.
HCAs are formed when amino acids, sugars, and creating react at high temperatures. PAHs are formed when fat and
juices from meat grilled directly over an open fire drip onto the fire, causing flames.
While studies have shown that exposure to HCAs and PAHs can cause cancer in animal models, according to the
National Cancer Institute, population studies have not established a definitive link between HCA and PAH exposure
from cooked meats and cancer in humans. Some epidemiologic studies found a correlation between high consumption
of well-done, fried or barbecued meat and increased risk of colorectal, pancreatic and prostate cancer.

The National Cancer Institute recommends the
following tips for consumers looking to reduce
their exposure to HCA/PAH:
Avoid direct exposure of meat to an open flame or a
hot metal surface and avoid prolonged cooking times
at high temperatures.
Microwave meat and poultry prior to finishing on the grill.

Other tips to limit drippings, smoke
and PAH formation
Trim fat and use lean meats.
Marinate for at least 30 minutes.
Microwave food briefly before placing it on the grill.
Flip meats often.

Continuously turn meat, poultry and fish over on a
high heat source.

Cook at lower temperatures.

Remove charred portions of meat, poultry and fish
before eating.

Clean the grill for next time.

Wrap food in foil.

Source: https://www.cancer.gov/about-cancer/causes-prevention/risk/diet/cooked-meats-fact-sheet & “Research has suggested a link between grilled food and cancer,
but you can cut down on that risk with these simple tips for healthier grilling,” Reader’s Digest.
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Millennials Outspend
Everyone on Barbecues
and Go Healthier
“Knowing Millennials’ partialities to food
labels such as organic, local, free-range
and artisanal… for a party of ten the
Millennial host is averaging $11.91 per
guest, or just over $119 total. The
Millennial Barbecue could cost Millennial
shoppers a staggering 73% more than a
traditional barbecue.”
--Ross Colbert, Head of Food and Agribusiness Research,
Rabobank
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Americans Take Too Narrow a View
of Their Food Choices for Grilling
It’s almost like they have blinders on
Three foods consistently top the favorites list of
the nation’s tailgate grillers overall, year after year,
says the Weber GrillWatch Survey:
Burgers

71%

Hot Dogs

45%

Brats

36%

Only

8%
of tailgate grillers name
vegetables as one of their
Top 3 foods to grill.

This unimaginative consumer behavior provides opportunities for
Retail Dietitians to feature and encourage a host of nutritious and
tasty grilling options from throughout the grocery store.
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HEALTHIER GRILLING INVOLVES A
FAR WIDER ARRAY OF FOODS.
RETAIL DIETITIANS HAVE VAST
OPPORTUNITIES TO INFLUENCE
PURCHASES OF MEATS &
POULTRY, SEAFOOD,
FRUITS & VEGETABLES, HERBS &
SPICES, AND MORE.
THE FIGURES ON THE FOLLOWING
SLIDES, FROM THE FMI POWER OF MEAT
REPORT 2018, DESCRIBE AMERICANS’
RELATIONSHIP WITH MEATS & POULTRY.
LEVERAGE THESE INSIGHTS TO INITIATE
THE HEALTHIER BARBECUE
PHENOMENON OF 2018 AND BEYOND.
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Millennials Opt For
Meats Raised Better…

…and More Fresh Produce
Millennials show “an increasing appetite for fruits and vegetables as income
rises…and less animal proteins.”
--USDA Economic Research Service
Source: FMI Power of Meat Report 2018
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Millennials Mostly Choose Beef To Grill
76% of mature Millennials and 81% of mature Millennials with children grill beef most often. Their
favorites are T-Bone, Sirloin and Ribeye Steaks, and burgers.

60% of younger Millennials tend to grill burgers more than any other beef dish. Among all audiences,
traditional toppings still rule. But options like avocados and fried eggs are becoming more popular.

Millennials seek bold flavors and experiment with foods on the grill.
Nearly 75% of Millennials use rubs and marinades on steaks vs. 57% of Gen Xers and Boomers.
Millennial dads are the most excited about grilling: 72% plan to buy a grill within the next year.

Millennials Savor the Grilling Experience as Healthy, Social Fun

They see grilling as connecting
and interactive, especially when
watching or playing sports.

More than 80% of Millennials age
25+ say grilling is a favorite
summertime activity.

More than half of
Millennials also grill
year-round.

Source: The Beef Checkoff, Cattlemen’s Beef Board & National Cattlemen’s Beef Association, 2018.
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Smithfield Foods Balance

.

An online toolkit that provides resources for nutrition professionals

We feature American Heart Association Heart-Check certified recipes that your shoppers are sure to
enjoy. Try the “Grilled Fresh Pork & Veggies with Lemon” recipe for a heart-healthy meal during grilling
season.
http://www.smithfieldfoodsbalance.com/2018/01/22/grilled-fresh-pork-veggies-with-lemon/
Cooking Smithfield Fresh Pork on the grill is the perfect way to
kick-off summer. To balance out your meal try grilling your fresh vegetables
and fruit alongside Smithfield Fresh Pork. Try pineapple, peppers, onions,
sweet potatoes, or corn for a healthy addition.
Check out these grilling tips
On how to slice and grill the heart-healthy pork tenderloin to perfection.
http://www.smithfield.com/prep-school/grill-like-a-pro/how-to-slice-and-grillpork-tenderloin/
Want perfectly cooked fresh pork on the grill?
Check out these cooking tips:
http://www.smithfieldfoodsbalance.com/consumer-content-handouts/
Source: http://www.smithfieldfoodsbalance.com
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Who Grills Overall?
The Male/Female Dynamic Unfolds
Men are nearly twice as likely to be the main grillers in a household,
and 82% of men think they have better grilling skills.
Yet a formidable 61% of women think they do it best.
Some reasons why:
47% of women feel confident grilling for a large backyard party,
edging out 44% of men who feel confident.
73% of women grillers say they like to marinate and season foods
before grilling, far more than the 59% of men who say this.
62% of women grillers say they experiment with different foods and grilling
techniques out of their comfort zones, far more than the 50% of men who say this.
Source: Applegate, 2017 survey of grilling households.
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What Makes
Grilling
More Fun:
Moms Ease Up On
Eating Rules in Summer
Why not? School’s out. Staycations are on. They fire up the grills!
At classic backyard barbecues, families and friends share grilled foods, play
in the backyard, wind down and enjoy each other.
Even with spontaneous eating in summer, watchful moms still intend to
feed their families well.

They’re open to suggestions from Retail Dietitians on making
summertime meals that perfect blend of taste, health,
nutrition and fun.
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These Insights Point to a Vast Audience
Intent on Better, Smarter, Healthier Grilling
With grilling enthusiasm high among
Millennials, Moms and Dads…
And good-natured competitiveness about
who does it best…
‘Doing it best’ increasingly means
‘doing it healthiest’…
So Retail Dietitians have a large,
motivated, receptive audience for their
knowledge to make superior food choices
for healthful, tasty, inventive barbecues.
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Retail Dietitians Can Raise the Health
Quotient of America’s Grilling –
and Help Build Seasonal Productivity in Supermarkets
Guide shoppers’ grilling. Optimize their experiences.
Raise spending potential and fuller store exposure for:
Pricier cuts of meat that are low in saturated fat or options that meet shopper demand for animal
welfare (which often have higher margins)
Meat substitutes made from plant ingredients
Wild-caught, sustainably raised fatty fish, high in omega-3 fatty acids
Peak-season vegetables and fruit, and packaged salads, including organic
Herbs, spices and low-sugar condiments to replace sweet sauces and marinades
Nonfood utensils and related items that add safety and convenience
Leverage the plant-based eating trend by suggesting tofu as a grill-able option

Inspire more purchases from more parts of the store and with higher margins to raise
your profile as an effective internal business partner.
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Meat is at the Core of Store
Performance and America’s Meals
Meats and Produce Command Perimeter Sales
“While the government recommends
that adults eat 5 to 6.5 ounces of
protein daily, the USDA forecasts the
average person will down almost 10
ounces of meat and poultry each day
in 2018.”

The Most Popular Meats, Poultry
Beef and chicken account for nearly
three-quarters of meat department
sales.
Turkey has the highest percentage
growth in pounds purchased, though
on a smaller base.

Source: FMI Power of Meat Report 2018 & “Americans will eat a record amount of meat in 2018,” Bloomberg, January 2, 2018.
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Guiding People to Healthier Grilling
Choices Still Includes Plenty of Meats
76% of shoppers make an effort to select nutritious, healthful meats and
poultry, of which 30% expend a lot of effort.

79% feel they have sufficient information to make educated decisions.

Antibiotic-free meats grew by nearly half in dollar sales this past year to
$5.1 billion. That’s more than 10% of the entire meat department.
Source: FMI Power of Meat Report 2018
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There Isn’t Yet One Practice Most People
Do Regularly to Eat Meats & Poultry Healthier

Retail Dietitians can encourage all of the smarter eating strategies on this
chart – as well as consumption of fruits and vegetables, and spices and
herbs instead of sugary sauces, for healthier barbecues.
Source: FMI Power of Meat Report 2018
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If Meat Department Labels Convey What People
Want to See, They May Buy More…

Retail Dietitians should guide different generations of shoppers
to the grilling options most suited to their health concerns.
Source: FMI Power of Meat Report 2018

23

Retail Dietitians Can Now See
Nutritional Profiles of More Than 1,500
Prepared-Meat Products
The North American Meat Institute has launched a
new Product Center resource at
www.meatpoultrynutrition.org
It details 12 kinds of prepared meat categories that
are lower in sodium or fat, American Heart
Association-certified, natural or organic.
Popular grilling foods such as hot dogs, bacon and
sausage are in its database.
Retail Dietitians can steer people intent on eating
these foods to select ones with better profiles as
well as use this resource to identify potential vendor
partners for healthy grilling options.
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Alternative Proteins Diversify
Choices for Healthier Barbecues
Cultured meats, seafood, and plant-based products could help cut the fat and saturated
fat, sodium, cholesterol and calories from barbecue meals.

40% of Americans Are
Willing To Try Cultured Meat
(% who said yes)

Vegans

60%

Meat Eaters

28%

Vegetarians

23%

Pescatarians

21%

Meat substitutes have gained attention in recent years amid concerns about the impact of a carnivorous
eating habits on health, animal welfare and the environment.
Tofu, including varieties sold by Samplefest sponsor House Foods, is plant-based and great on the grill.
Protein from plants, insects or cultured meat are a top food trend to watch, though the category isn’t
expected to significantly dent animal product sales just yet, according to a November report from CoBank.
Source: Euromonitor, Bloomberg, January 2, 2018., “Americans will eat a record amount of meat in 2018,” Bloomberg, January 2, 2018. & Ingredient Communications, conducted by
SurveyGoo, 2017. “Lab-grown meat: One in three consumers ready to try, US shows greater willingness than UK,” Food Ingredients First, March 2, 2018.
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The American Heart Association
recommends choosing fish, chicken and
beans more frequently as a protein source.
Here’s why:
Fish, chicken and vegetable proteins tend to be lower in saturated fat. Beans
are also high in fiber.
Cholesterol and saturated fat can raise blood cholesterol and worsen heart
disease risk.
Omega-3 fatty acids in fish such as salmon, trout and herring, and some plant
sources may reduce the risk of cardiovascular disease.
Beans to consider include pinto, kidney, garbanzo, soybeans, lentils, split peas
and black-eyed peas.
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Make your meat, pork and poultry choices lean or low fat:
Choose round, tenderloin or sirloin meat cuts, which are generally leanest.
Trim or drain fat from meat and remove poultry skin.
Eat leaner cuts more regularly than higher-fat marbled cuts.
Choose ground beef that is at least 92% lean, and ground chicken or turkey that is at least 90% lean.
Eat “Select” or “Choice” labeled meats more regularly than “Prime,” which usually has more fat and
calories.

What it means to be lean:
A 3.5-ounce serving of “lean” meat has no more than 10 grams of total fat and no more than
4.5 grams of saturated fat.
A 3.5-ounce serving of “extra-lean” meat has less than 5 grams of total fat and no more than 2
grams of saturated fat.

Beans can also become an easy part of your barbecue.
Choose various options to create a great-tasting veggie burger, combining with your favorite
spices, onions, green peppers and garlic, and whole wheat bread crumbs.
Source: USDA, University of California-Berkeley Wellness, Mayo Clinic
& University of California–Berkeley Wellness
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deciding factor
in purchasing
seafood, while
86% indicate
that variety/
selection is very
or somewhat
important.

Seafood-based soups

What Influences Different
Generations to Eat Seafood?
Very or Somewhat Appealing

4 0. 8%

37.0%

49.3%

3 8 .0%

41.6%

27.3%

Base: Respondents who eat seafood (414)

To what degree are each of the following factors
influential in why you consume seafood?
Total

Younger
Millennials

Older
Millennials

Gen X

Baby
Boomers

Mature/
Silent/GI

Dietary recommendations from organizations such as USDA, American Heart Association, etc.
Very or Somewhat Influential

4 4. 2%

42 .6%

3 6.0%

4 6.7%

47.4%

3 6.4%

6 8 . 5%

6 8 .0%

67. 2%

51. 8%

6 3 .6%

62 .7%

67. 2%

67.9%

72 .7%

6 3 .0%

6 6.7%

75.9%

75.9%

5 4. 5%

74.1%

76.0%

81.0%

82 . 5%

81. 8%

27. 8%

4 6.7%

4 0.1%

47.4%

3 6.4%

Desire to consume more protein
Very or Somewhat Influential

62 .3%

Desire to consume more omega-3 fatty acids
Very or Somewhat Influential

6 5.0%

5 3 .7%

General desire to make healthier dietary choices
Very or Somewhat Influential

72 .0%

Desire to add more variety to diet
Very or Somewhat Influential

79.7%

The majority
(54%) of
consumers who
eat seafood
report no change
in how often
they do so.
Among the age
groups, younger
consumers
show increased
consumption in
larger numbers;
46% of younger
Millennials
indicate that
they are eating
seafood more
often versus a
year ago, as well
as 40% of older
Millennials.

Desire to cut back on meat consumption
Very or Somewhat Influential

42 .0%

Base: Respondents who eat seafood (414)

Protein, omega-3 fatty acids, and healthier eating habits are primary
Source: Progressive Grocer market research, 2017
motivators for consumers in every age group.
Source: Progressive Grocer, ProdegeMR, 2017 survey of 414 seafood eaters, released March 9, 2018.
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Fresh Seafood Sales Have Lots of Room to Grow –
An Opportunity for Retail Dietitians to Build Programs With In-Store Culinarians
That Help Customers Select, Prepare and Grill Fish Safely and Tastefully.

Annual retail sales of fresh seafood are $4.4 billion – almost 10% of meat
department sales, reports IRI.
One big reason for the gap: People lack
confidence in their seafood culinary skills.
With lighter eating in hotter weather,
grilling season is an ideal time to sample,
demo, and host classes on the great
nutrition and meal possibilities of fresh
seafood.
Once Retail Dietitians help demystify the
department, the scents of salmon and
seared tuna may soon waft over
America’s backyards.
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The Right Toppings:
Help Customers Flavor Grilled Foods with Health In Mind
Taste is the #1 reason people barbecue, so toppings are a big part of the picture.
To skip the salts and sugars as much as they can, turn shoppers into knowledgeable label readers. This helps
everyone, especially eaters with health conditions and the hosts serving them.
Also point people toward spices, herbs & condiments, which can be smarter choices than sugary sauces &
marinades. Remind them to keep condiments in a bowl of ice to keep them temperature-safe outdoors.
These categories have many SKUs. They can be complex and intimidating, especially to inexperienced grillers
who don’t want to disappoint guests or make mistakes with their expensive meats and fish.
Because toppings are high-stakes choices for customers, Retail Dietitians can be invaluable by making people
more confident in their flavorings selections – both for taste and nutrition.
There’s so much to teach that it may be more efficient to post optimal pairings at the shelf, on your website, or on
social media to nurture successful grilling occasions throughout the season.
Here are some helpful references:
Today’s Dietitian - http://www.todaysdietitian.com/newarchives/030612p40.shtml
National Food Service Management Institute, of the University of Mississippi – www.nfsmi.org/
documentlibraryfiles/PDF/20120724020727.pdf

National Cancer Institute - http://www.cancer.gov/cancertopics/factsheet/prevention/antioxidants

Flavored woods and
briquettes impart
flavor too, and can
reduce the volume of
toppings necessary.

Medical Journal of Australia - https://www.ncbi.nlm.nih.gov/pubmed/17022438
Today’s Dietitian - http://www.todaysdietitian.com/newarchives/td_020909p40.shtml
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Why Emphasize Fruits & Vegetables for
Healthier Barbecues?
Retail Dietitians already know their awesome nutritional
benefits and taste appeal.
By urging customers to grill fruits and veggies during
warmer months – when many are in peak season and
tasting their best – you’ll introduce them to flavor
combinations they may never have experienced before.
Promoting grilled fruit as a dessert option is a great way to
help shoppers increase their overall intake of fruits and
vegetables.
Produce is a top traffic driver for the store and a key
determinant in shoppers’ choice of a primary supermarket.
Help them discover new ways to enjoy it more – and they’ll
reward the store with incremental sales and loyalty.
32

People already know produce items well, so they’ll be receptive to new taste experiments such as
grilled avocado, watermelon or asparagus. Educational signs, meat and seafood recipes with
produce, tempting samples and cross-merchandise displays will inspire curiosity and
demand.
For example, the vast majority of U.S. households buy bananas and potatoes (86%), onions
(83%), citrus and tomatoes (81%), and berries (79%), lettuce (74%) and cooking vegetables
(73%), according to the United Fresh Produce Association and Nielsen Fresh FreshFacts® on
Retail Year in Review 2017 Report.
Infuse fruits and veggies with an “Oh, I didn’t think of that” vibe. It’s easier because they
have such high household penetration.
Produce represents 32% of total fresh sales and led all perishables with a 1.3% dollar sales growth
pace in 2017, the report added.
Your suggestions will pair the two most powerful perimeter departments in the store – Meat &
Produce. Buyers and category managers will appreciate your inventive thinking to build barbecue
food and nonfood sales, on which Millennials spend a lot.
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Use the Fun
Occasions of
Barbecues
to Reinforce
Healthy Eating
for Kids
When kids see mom and dad eating fruits and veggies at a barbecue, they’ll want to also. Attract
them first with Sesame Street-packaged produce items – and then model the behavior in the
backyard.
Retail Dietitians can encourage stores to participate in this ‘Eat Brighter!’ initiative between the
Produce Marketing Association, Partnership for a Healthier America and Sesame Workshop.
The program has been extended until 2021.
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New Inspiration for
Healthy Grilling Ideas
Here are some starters:
https://www.pinterest.com/pin/245798092141406667/
25 Vegan Recipes for the Grill
https://www.pinterest.com/pin/181692166196226188
Thrillist - How to Grill Every Kind of Seafood
https://www.pinterest.com/pin/573505333790691300/
Easy Balsamic Grilled Vegetables
https://www.pinterest.com/pin/360710251386664649/
Marinated Grilled Vegetables
https://www.pinterest.com/pin/556968678888391728/
18 Things You Didn’t Know You Could Grill
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Inspire Customers With
Tasty Combos Like These
Spicy ginger-scallion burgers with Sesame Spinach Not your average pork burger, this is
seasoned with scallions, ginger, soy sauce and sesame oil served on a bun topped with chili-garlic
ketchup and sesame spinach.
https://www.weber.com/US/en/recipes/red-meat/spicy-ginger-scallion-burgers-with-sesame-spinach

Grilled Pork Cutlets With Cilantro Peanut Pesto This herb sauce has a bold-flavored Asian flair,
seasoned with tangy lime, ginger, garlic and toasted sesame oil. Here, it is paired with grilled lean
pork cutlets.
https://www.washingtonpost.com/recipes/grilled-pork-cutlets-cilantro-peanut-pesto/15970/?utm_term=.b80cbdaef06f

Grilled Scallops With Lemon-Herb Drizzle Plump scallops are threaded onto skewers with
scallions that, once grilled, mellow in flavor, soften and frizzle beautifully.
https://www.washingtonpost.com/recipes/grilled-scallops-lemon-herb-drizzle/15865/?utm_term=.70aacb84470e

Blend finely chopped mushrooms with ground meat to enhance flavor and nutrition, suggests a
study from the Culinary Institute of America and University of California-Davis, published in the
Journal of Food Science.

These are just a few ideas people can keep handy on their mobile devices or
iPads while preparing for their healthy barbecues.
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Mushroom-Blended Burgers
Are Rising in Schools,
Cafeterias and Restaurants
Stanford University serves only blended
burgers in its cafeterias.
Google offers a 50-50 mushroom-beef blend
in tacos in employee cafeterias.
Sodexo, the foodservice company, serves blended
burgers in Kindergarten-to-Grade 12 cafeterias –
where 85% of students prefer them in tests – and in
office and university cafeterias.
Sonic recently became the first fast-food restaurant
to offer a blended burger, now at all of its 3,500+
locations. “It’s all about all of the flavor and none of
the guilt,” says Lori Abou Habib, chief marketing
officer for the chain.

Source: “Now you can get Sonic’s part-mushroom part-meat burger everywhere,” Fast Company, March 5, 2018.
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Help People Cook Safely
With Temperature Guide Handouts
Follow these USDA guidelines:

Lift meat with tongs
so you don’t pierce it,
and horizontally slide
in an instant-read
thermometer to
accurately gauge
temperatures.

Source: https://www.fsis.usda.gov/wps/wcm/connect/625d9435-4f14-46fe-b207-5d6688cb4db5/
Safe_Miminum_Internal_Temperature_Chart.pdf?MOD=AJPERES

39

THIS PAGE INTENTIONALLY LEFT BLANK FOR COPYING REVERSE SIDE

40

These Online Mavens Built Followings
Around Barbecue on Facebook–
Retail Dietitians Can Create a Presence Too

McCormick Grill Mates
1.3 million followers

Hey Grill, Hey by Susie Bulloch
550K followers

Nothing Like BBQ
116K followers

I Love Grilling Meat
330K followers

The BBQ Bible
610K followers
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A Successful Kroger Grilling Promotion
Kroger stores in Louisville, KY, ran a “100 Days of BBQ” summer event in 2016 with grill
manufacturer Weber and Austin, TX, beverage company Big Red.
Stores exceeded their event’s sales growth goal by 50% - and the soda brand’s unit volume
grew 20% during the campaign, said The Shelby Report.
Key elements:
Weber Mobile Grill Academy classes included 25
sessions of “5 steps to burger brilliance.” These classes
covered topics from grilling basics to new recipes using
the soda to grill onions to a sweet, caramelized taste.
Merchandise prizes and a grand prize of a three-day trip
to visit iconic barbecue eateries in Austin.

Make campaigns even more compelling. Retail Dietitians can add healthier twists to
classes and recipes – and reinforce how stores help inspire customer wellness
during the less-disciplined summertime eating period.
Source: “Big Red, Kroger and Weber Kicked Up Summer Sales,” The Shelby Report, January 19, 2017. & Photo from: http://www.theshelbyreport.com/
2017/01/19/big-red-kroger-weber-summer-promotion/
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Have Good-Spirited Fun:
Host a Guys vs. Ladies ‘Who Grills It Best’ Competition
Most men think they have the top skills to cook with high heat.
Most ladies believe they do it better.
Welcome to the (insert your chain name) Barbecue Throwdown.
Rules:
•
•
•
•
•
•
•

Platform – Instagram, Facebook or Twitter.
Grill competitors will each send in photo of their healthy grill
dish, with recipe.
People will vote for their favorites – vote tally will determine
who wins.
Maybe give out a few prizes. Top prize might be a gift card for
the supermarket. Other prizes might be aprons, coolers, bbq
tool kits or related merchandise provided by brand sponsors.
Maybe give the top 3 winning recipes a trial in the store’s
prepared foods department, fully crediting the winner with
name and photo signs.
Host a mini-award event at the store - Promote it with local
media and social media.
Consult your store’s attorney for contest rules in your
jurisdiction, including rights to recipes, etc.
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Host a Healthy Grilling Club
or Community
Stoke customer enthusiasm with active sharing of healthy recipes, tips, and new
nutrition-rich products that suit barbecues throughout the four-month season.
Involve store chefs and other culinarians in your content.
Post instructional healthy-grilling videos.
Raise awareness of new healthy-grilling displays and promotions in the stores, and share
entertaining ideas for Memorial Day, Fourth of July and other peak grilling occasions.
Offer coupons within the community.
Incentivize purchases at certain thresholds to create more heavy users, who are most
valuable to your store’s grilling performance.
Partner with buyers and category managers, so they know to inform you of upcoming
displays and promotions.
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Set Up Healthy, Easy Grilling Displays
Family barbecuers and party hosts may lack the time or skill to make the careful food
decisions they should, or prepare foods the way they envision them in their minds.
Give them the most convenient solution:
Healthy, easy grilling displays of pre-assembled proteins and
vegetables, pre-seasoned and marinated, on aluminum trays in
see-through clamshell tops, in a refrigerated case.
Label them as Retail Dietitian-approved, with your name and
head shot.
These sales are high-margin, and reinforce freshness and wellness.
Use prominent signage to attract impulse sales.

Use discretionary space by the Retail Dietitian area for this display. It is a
highly visible place where you’re likelier to be available to answer questions.
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Give Customers a ‘Healthy Information’ Head Start
With Grills They Buy from Your Store in Summer
Supermarkets typically sell inexpensive grills during the summer.
Attach a sheet of healthy barbecue hints to the outer carton of each one.
Title the sheet ‘Helping You Grill Healthier,’ with the store’s logo and Retail
Dietitian’s name and head shot.
These abbreviated tips could run one page, both sides, and cover proteins, sides,
herbs and spices, safe temperatures, and more.
The sheet should include a link to your store’s Healthy Grilling Club.
Even better, prepare a short e-book of tips using insights from this Samplefest.
Include a link to the e-book on this informational sheet.
Retail Dietitians may make easy connections to new grillers in the neighborhood
through these one-pagers.
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Market to Local Youth Athletic Leagues
with Healthy Grilling Packages
Sports and tailgating go hand in hand.
Youth sports leagues seemingly have no shortage of Millennial Dads,
the nation’s most fervent grillers.
Retail Dietitians have a huge opportunity to turn these dads into Healthy Heroes and let them
focus on the game action on the field, rather than sweat out all the prep necessary for team
barbecues.
Each package sold would be a large transaction to feed 30 or more people.
Score points with moms too, who may well prefer healthier choices for themselves and be glad
that everyone has smarter eating options available.
Network locally to reach league administrators and team managers.
Partner with in-store chefs and category managers to develop attractive barbecue packages.

Retail Dietitians can show internal partners at the store their resourcefulness to develop
incremental high-margin sales of pre-prepped healthful foods for large gatherings.
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Hydrate Smarter
Smart Hydration in the Hottest Months of the Year
Keeps People Healthier, Alert, Productive, and Ready
To Enjoy Summertime Fun to the Max

Retail Dietitians Can Say,
“Let’s Drink to That, in a
Healthy Way!”
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Beverage Aisles Take On New
Importance During Summer
Fluid needs can escalate with
higher heat and humidity, activity
and perspiration.
Retail Dietitians can guide customers to the
right amounts of fluids and electrolytes – so
they can make savvier selections for their
wellness and lifestyles.
Empowered by this knowledge, they can be
safe while active – and they’ll see your stores
as more strategic resources for health during
the outdoors season.
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Drinking, With Health in Mind
People may drink with little thought beyond their thirst triggers
or the tastes they want at the moment.
They may not be fully aware of the body’s fluid and electrolyte
requirements – especially during hotter months, which can be
more taxing.
This Samplefest suggests multiple steps Retail Dietitians can
take in-store and online to spread knowledge and keep people
in all ages and lifestyles properly balanced.
Feel free to print and share the following slides as handouts to
customers. Reference materials come from the National
Academies of Health and Medicine.
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What Consumers Want From
Their Healthy Beverages
46%

64%

68%

say they avoid buying products
from companies after learning
their business practices
weren’t environmentally
responsible.

reported changing what
they buy to reduce
exposure to chemicals in
beverage or food
packaging.

of grocery shoppers say it is
“very important” to shop at
a grocer that makes it easy
for them to make healthy
choices.

Shoppers increasingly embrace healthy, clean and sustainable beverages and
foods, and the packaging they come in.
They associate health for their bodies with sustainability for a healthy
environment.
Retail Dietitians can urge that their store’s private-label beverages shift more toward
healthy varieties in both ingredients and packaging.
Source: “Four Trends Shaping the Food and Beverage Industry in 2018,” Evergreen Packaging EcoFocus Trend Study of more than
4,000 grocery shoppers, January 31, 2018.
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What Consumers Want From
Their Healthy Beverages
86% of grocery shoppers and 87% of Millennials believe some
types of packaging can leave undesirable chemicals in
beverages. They say cartons and glass containers are the least
likely to do so – and that cartons and glass best protect
freshness without preservatives.

Store-brand beverages on the leading edge of health
and packaging sustainability will meet consumers
where they are heading, reinforce the store’s ‘caring for
you’ image, and deliver higher margins.
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Source: EcoFocus Trend Study, January 2, 2017.

What Consumers Want From
Their Healthy Beverages
Demand for natural and organic drinks increases as consumers gravitate toward healthier
options, with natural beverages driving 40% of dollar growth in the industry.
The most desirable nutritional attributes for healthy beverages:
63%

Of grocery shoppers seek a good source of calcium
Want a good source of fiber

61%

Want reduced sugar

61%
60%

Seek a good source of antioxidants

57%

Want increased protein

55%

Seek a good source of omega-3
Want probiotics

46%

These findings are a road map for Retail Dietitians, who can make healthy-beverage shopping so
much easier for a wide, receptive audience. Shelf tags pointing out drinks with these traits can help
simplify the beverage aisle, differentiate the store, and take the tedium out of buying.
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Source: BevNet, as cited in EcoFocus Trend Study, January 2, 2017.

Optimize Intake of Fluids and Electrolytes
Recommendations from the National Academies of Health and Medicine
Women who appear to be adequately hydrated consume an average of 91 ounces of total water
(from all beverages and food) each day. For men, 125 ounces. These are Adequate Intake (AI)
levels for the expected needs of healthy, sedentary people in temperate climates.
People who are “very physically active or live in hot climates” may need to consume more.
80% of people’s total water comes from drinking water and beverages; food provides the other 20%.

“We don’t offer any rule of thumb based on how many glasses of water
people should drink each day because our hydration needs can be met
through a variety of sources….While drinking water is a frequent source for
hydration, people also get water from juice, milk, coffee, tea, soda, fruits,
vegetables, and other foods and beverages as well.”
--Lawrence J. Appel, MD, MPH,
Professor of Medicine, Epidemiology and International Health,
Johns Hopkins University

Retail Dietitians can dispel the myth that all fluids come from beverages by
building cross-merchandising displays of healthier beverages along with fruits and
vegetables that are high in fluids.
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Electrolyte Needs
Healthy 19- to 50-year old adults should consume 1.5 grams of sodium and 2.3 grams of
chloride each day. That’s 3.8 grams of salt to replace the amount lost daily on average
through perspiration. A tolerable Upper Intake Level (UL) is 5.8 grams of salt (2.3 grams of
sodium) per day.
Older individuals, African-Americans, and people with chronic diseases such as
hypertension, diabetes and kidney disease are especially sensitive to the blood pressureraising effects of salt, and should consume less than the UL.
Among American adults ages 31 to 50, more than 95% of men and 75% of women
regularly consume salt in excess of the UL.
Adults should consume 4.7 grams of potassium daily to lower blood pressure, blunt the
effects of salt, and reduce the risk of kidney stones and bone loss. But most American
women age 31 to 50 consume no more than half of this recommended amount, and men’s
intake is only moderately higher.

Retail Dietitians can focus recommendations on beverage
choices that help customers achieve the proper daily intake of
water, salt and potassium.
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Do You Know
What Water Does
Keeps body temperature normal
Lubricates and cushions joints
Protects the spinal cord and
sensitive tissues
Eliminates wastes through urination,
perspiration and bowel movements

When Bodies Need More Water
In hot climates
More physically active
Running a fever

Summer is a time to stay more
conscious of your fluid and
electrolyte needs – especially when
exercising, playing sports, working
in construction, landscaping or
other outdoors professions. You
may tire, get headaches, or
perform sub-optimally if you don’t
stay adequately hydrated.

Having diarrhea or vomiting

Source: CDC
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How to Know if You’re Dehydrated and Should Drink More
Healthy adults typically hydrate enough by drinking at meals and whenever they
feel thirsty.
But the elderly and people with chronic ailments such as diabetes who take
medications may not feel thirsty until they’re already dehydrated.
Infants and children are especially vulnerable to dehydration for several reasons:
they may be too young to express thirst or obtain a drink on their own; they may
vomit or have diarrhea; they lose a higher share of their fluids from fever or
burns, says the Mayo Clinic.
Urine color shows how well hydrated you are. Urine that is clear, pale yellow
and odorless shows proper hydration. Darker urine signals dehydration – that
your kidney is retaining liquids for your body to perform normal functions. The
darker the color and the stronger the odor, the more severe is the dehydration.
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Dehydration Symptoms May Vary By Age
Infant or young child
Dry mouth and tongue
No tears when crying
No wet diapers for three hours
Sunken eyes, cheeks
Sunken soft spot on top of skull
Listlessness or irritability

Adult
Extreme thirst
Less frequent urination
Dark-colored urine

Dehydration Risks
Heat injury – From mild heat cramps to more
severe heat exhaustion to potentially lifethreatening heatstroke.
Prolonged or repeated dehydration can
cause urinary tract infections, kidney stones
and kidney failure.
Seizures – Out-of-balance electrolytes can
lead to involuntary muscle contractions and
loss of consciousness.
Shock – Low blood volume can cause drops in
blood pressure and the amount of oxygen in
the body.

Dizziness

To help prevent dehydration, drink enough
fluids and eat foods high in water content such
as fruits and vegetables.

Confusion

Source: Mayo Clinic

Fatigue
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Foods With HighWater Content

Food
Lettuce
Cucumber
Celery
Coconut Water
Tomatoes
Zucchini
Watermelon
Broths and Soup
Bell Peppers
Cauliflower
Cabbage
Strawberries
Skim Milk
Cantaloupe
Peaches
Oranges
Grapefruit
Plain Yogurt
Cottage Cheese

% Water
96%
95%
95%
95%
94%
94%
92%
92%
92%
92%
92%
91%
91%
90%
89%
88%
88%
88%
80%

Source: “19 Water-Rich Foods That Help You Stay Hydrated,” Brianna Elliott,
RD, Healthline, August 9, 2017.
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All Beverages Hydrate, But There Are Differences
All provide water. Some include vitamins and minerals, and may also provide
energy (calories). Some have sugar, and could be acidic too.
Here are some highlights:

Dietary Guidelines for Americans 2015-2020
Water

Has no calories or sugar.

Tea or
coffee

Can contain caffeine, which should be
limited to 400mgs a day for a healthy
adult

Milk

Has many essential nutrients. Suggest
whole milk (4%) for children 1- to 2years old, then can gradually introduce
2% milk through the age of 5. The 1%
and fat-free milk varieties have less
Vitamin A and are lower in calories.

Smoothies

Can be high in sugar and contain
vitamins, minerals and fiber from fruit.

Soft drinks

If sweetened with sugar, can be highcalorie and damage teeth.

Source: What We Eat in America (WWEIA) Food Category Analyses for the 2015 Dietary Guidelines Advisory Committee. Estimates based on day 1 dietary recalls
from WWEIA, NHANES 2009-2010., National Academies Press Dietary Reference Intakes & https://www.fda.gov/ForConsumers/ConsumerUpdates/ucm350570.htm
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Bob’s Red Mill Nutritional Boosters
The warm months of summer are a great time to reach for a cold, refreshing smoothie as a
meal replacement or workout recovery.
With Bob’s Red Mill Nutritional Boosters, shoppers can enjoy 20g of plant protein per serving,
along with prebiotic fiber, omega-3’s, and probiotics. Our Nutritional Boosters are sweetened
with monk fruit, keeping sugar content at just 1-3g of sugar per serving.
Because the probiotics are temperature-resistant, the Nutritional Boosters are also great for
making healthful protein popsicles while still enjoying the benefits of the probiotics – perfect for
hot summer afternoon snacks.
Visit BobsRedMill.com for recipe ideas and start cooling off and powering up with Bob’s Red
Mill Nutritional Boosters today!

Source: https://www.bobsredmill.com
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Be Mindful of the Calories You Drink
People who hydrate smartly achieve the proper balance of water and electrolytes
without excessive calories, sugars or saturated fats.
USDA’s specific recommendations:
Daily total caloric intake
For 2- to 8-year-old children consuming:
1,000 calories a day
1,200 calories a day
1,400 calories a day
For 9-year-olds through adults consuming:
1,600 calories a day
1,800 calories a day
2,000 calories a day
2,200 calories a day
2,400 calories a day
2,600 calories a day
2,800 calories a day
3,000 calories a day
3,200 calories a day

Added sugar/
Saturated fat %

Added sugar/
Saturated fat calories

15%
8%
8%

150
100
110

8%
9%
14%
13%
15%
15%
14%
16%
19%

130
170
270
280
350
380
400
470
610

Source: USDA Dietary Guidelines, Appendix 3.
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Calorie Counts of Popular Beverages
Type of Beverage

Calories in 12 ounces

Calories in 20 ounces

Chocolate milk (1% low-fat)

237

395

Fruit punch

192

320

100% apple juice

192

300

100% orange juice

168

280

Lemonade

168

280

Regular lemon/lime soda

148

247

Regular cola

136

227

Sweetened lemon iced tea
(not homemade)

135

225

Fat-free milk (unflavored)

135

225

Regular ginger ale

124

207

Sports drink

99

165

Unsweetened iced tea

2

3

Diet soda (with aspartame)

0*

0*

Carbonated water

0

0

Water

0

0

*Some diet soft drinks can contain a small number of calories that are not listed on the nutritional facts label.
Source: USDA National Nutrient Database for Standard Reference
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Calorie Counts of Popular Beverages
Use these resources as helpful guides to make consistently wise choices.
Here are some tips for capping calories when hydrating:
Occasion

Instead of…

Calories

Try…

Calories

Morning coffee
shop run

Medium café latte
(16 oz.) made with
whole milk

265

Small café latte
(12 oz.) made with
fat-free milk

125

Lunchtime combo
meal

20-oz. bottle of
non diet cola with
your lunch

227

Bottle of water or
diet soda

0

Afternoon break

Sweetened lemon
iced tea from the
vending machine
(16 oz.)

180

Sparkling water
with natural lemon
flavor (not
sweetened)

0

Dinnertime

A glass of non-diet
ginger ale with
your meal (12 oz.)

124

Water with a slice
of lemon or lime,
or seltzer water
with a splash of
100% fruit juice

0 calories for the
water with fruit
slice, or about 30
calories for seltzer
water with 2 oz. of
orange juice

Total beverage
calories:

796

125-155

Source: USDA National Nutrient Database for Standard Reference
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The Beverage Business
Flows Fast in Summertime
Dollar sales in these categories rise during the hottest months of the year
Retail Dietitian programs can support sales lifts by making stores memorable with events
and information helpful to maximizing health and fun under the blazing sun.
$7,000,000
CARBONATED
BEVERAGES

$6,000,000

BOTTLED WATER
$5,000,000
SPORTS DRINKS
$4,000,000

ENERGY DRINKS

$3,000,000

CANNED JUICES SHELF STABLE
ASEPTIC JUICES

$2,000,000
TEA/COFFEE
READY-TO-DRINK

$1,000,000

RFG TEAS/
COFFEE

$-

2/26/17 3/26/17

4/26/17

5/26/17

6/26/17

7/26/17

8/26/17

9/26/17 10/26/17 11/26/17 12/26/17

Source: IRI, a Chicago-based research firm (@iriworldwide). Latest quad-week periods, retail sales data. Total U.S. Multi-Outlet with C-Store
(Grocery, Drug, Mass Market, Convenience, Military and Select Club & Dollar Retailers).
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Leverage Beverage
Add Customer Knowledge
Become known as the local beverage authority:
Host Healthy Hydration classes in the store at night. Families want to
learn simple, safe approaches that support their hot-weather activities.
Clip and hand out reference materials from this Samplefest at the classes
– and do the same the summer-long at your work area in the store.
If your store has a grocerant, it may be a good place where people could also
sample healthy beverages such as plant-based waters and kombucha.
Gain a local media presence with an interview or guest column in the
community newspaper.
Blog hydration tips on your retailer’s platform.
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Leverage Beverage
Add Flavor to a Seasonal Play
Partner with in-store culinarians. Suggest winning ways to pair beverages
with grilled foods for great, healthful taste experiences.
For example, enlist your produce manager to talk about lemons, limes,
cucumber and berries to add healthful pizzazz to water. Mocktails, including
the ones provided by Samplefest sponsor RedBull, are a great way to add
fun and flavor to summer celebrations and events.
Make any presentations a sales magnet for the beverages you’ll discuss.
Arrange for temporary displays to capture incremental sales.
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Leverage Beverage
Add Impulse with Refrigerated Door Stickers
Messages on frozen-food and dairy-case
glass doors - where beverage multipacks
are displayed – can inspire impulse
purchases with good-natured reminders
of drinking occasions. Phrases like
“Stock Up For the Hot Week Ahead,” or
“Refresh Your Guests. Keep Enough
Drinks on Hand,” can help move many
cartons into shopping carts.

People buy a lot of chilled beverages from coolers in and near checklanes.
These single-serve drinks are the biggest sellers of all merchandise at the
front-end – and they sell at higher margins than multipacks. This is beverage
gold – help induce impulse sales with stickers that message “It’s Hot Outside.
Grab a Cool Drink Now.” Partner with Merchandising to ensure healthier
options are included in these coolers.
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Leverage Beverage
Add Customer Convenience
As much as people love to quench their thirst, they hate lugging heavy bottles from the
store. More people buy bulky multipacks online. Win that business back with initiatives that
make it easier to buy, such as click-and-collect, curbside pickup, or home delivery.
Offers like these could get sales flowing:
“We’ll take it to your car for you.”, “We’ll deliver.”
and “We’ll chill your drinks and bring extra ice.”
People who picnic, barbecue, go to the
beach, play ball or watch their kids
compete in youth sports leagues are
prime to buy beverages for many
people at a time – maybe even on their
way to the event. Arrange a curbside
pickup service for chilled and roomtemperature multipacks. Be sure to
include some Healthy Hydration tips
from this Samplefest with each order.
77

Leverage Beverage
Add Margins

Maximize the sales impact of consumers’ high interest in beverages during the summer.
Cross-merchandise related high-margin nonfoods items: coolers, can openers, cups, hydration
backpacks, napkins, insulated and stainless steel cups for cars, re-freezable ice packs, plastic
trash bags, thermal carriers, refillable water bottles for bike frames, bags of ice.
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Leverage Beverage
Be a Good Community Citizen

Set up a free Hydration Station outside
the store – maybe near the secure bottle
return area - where neighborhood
bicyclists and runners can fill up with free
tap water.
Tempt them to buy with healthy beverage
and snack vending machines there too.
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Retail Dietitians Business Alliance
3015 Main Street, Suite 320
Santa Monica, California 90405
(310) 392-0448
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