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Lighting And Decor Are 
Your Silent Sales Staff 
Making the right decisions about furniture, lighting and store decor 
will allow your produce to last longer and look better. BY BOB JOHNSON 

Before the first head of broccoli, 
pound of spring mix or case of 
Fuji apples is unpacked, decisions 

" made about how to furnish and 
light the produce department can 

go a long way toward determining how 
quickly that produce moves off the shelves. 
The No. 1 question about furniture and 
lighting for the produce department is: "Will 
it sell the produce?" 

"Produce is such a visual impulse buy that 
the biggest factor is making the produce look 
good;' says Lee Rhoades, director of sales and 
marketing at Baero North America Inc., head
quartered in St. Louis, MO. "You can have all 

the energy and operational efficiency you want; 
but if it doesn't sell the produce, it won't do you 
any good." 

There is such a wealth of technical infor
mation available about lighting that it is 
advisable to remember the simple perspec
tive. "Put yourself in the shopper's 
position," says Marcy Britigan, president of 
MEl Specialty, headquartered in La Grange 
Park, IL. "Visibility, accessibility and fresh
ness are critical." 

Star Of The Show 
Produce department lighting has the job of 

letting the produce stand out as the star of the 
show. "You have to get more light on the 
product than on the surrounding area;' asSerts 
Don Knickerbocker, vice president for super
market sales at Amerlux Global Lighting 
Solutions, based in Fairfield, NJ. "It gives you 
the pop and sparkle to draw attention to the 
product." Knickerbocker suggests a three-to
one minimum contrast ratio between the light 
on the product and the light on the 
surrounding area. 

Scott Werhun, East Coast business devel
opment manager for Promolux Lighting 
International, in Shawnigan Lake, BC, Canada, 
notes, "Lighting that meets the main objectives 
of illumination, color definition and food 
integrity will generate great sales and bring 
further savings to any retail operation. In the 
long run, if the right lighting is not used, the 
retailer will incur more costs in servicing, food 
waste and poor merchandising;' 

It can be worth investing in "stage" lights 
that bring out a full range of colors if you want 
to make the produce look fresh and inviting. 

There are differences of opinion, however, on 
which kind of light is best for throwing a spot
light on produce . . For example, "LED has 
surpassed everything in popularity;' Knicker
bocker says. "It has close to zero heat output 

"-
and very low UV light so it won't green pota-
toes and other root crops." Another decided 
advantage ofLED is that they last much longer 
than the alternatives. 

Other producers, however, swear by 
lighting that brings out the full color spectrum. 
"The quality of the light and the color spec
trum make the produce look its best;' explains 
Rhoades. "You need lamps that bring out the 
red, and it's as efficient or more efficient than 
LED." Moreover, light that brings out a full 
color spectrum is two or three times more 
expensive than fluorescent, but cheaper than 
LED, according to Rhoades. 

A number of firms specialize in lighting 
designed specially for supermarket produce 
departments. "We offer light that is specifi
cally designed for the fresh food market," . 
says Werhun. "Warm white light places a 
heavy emphasis on yellow, and cool white 
light emphasizes light greens and blue. We 
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put deep blues and deep reds back into the 
light." Promolux produces more than 60 
different sizes and shapes of these lights, and 
they fit in a range of conventional fixtures. 
They have already been installed in many 
Whole Foods markets, says Werhun. 

"Color balance and low radiation are the 
keys to success;' details Werhun. "For anything 
that is colorful, the colors act as point -of
purchase material. You use the same color 
formula throughout the produce department:' 
The right color can make or break your 
produce sales. "And that decision right there is 
the 'moment of truth' - does the customer 
buy or not buy? Fresh food is naturally colorful 
and retailers throughout the world strive to 
bring that color to the attention of their 
customers. Fresh food has no fancy packaging 
to attract customers' attention. Customers 
make their purchasing decision on eye appeal 
alone;' he continues. 

These special lights are only intended for 
use very close to the produce. "Promolux isn't 
a light to be installed in the ceiling or to give 
general illumination;' points out Werhun. "It 
is a light that is specifically designed for fresh 
food merchandising - anywhere that lighting 
is in close proximity to food, such as in a 
produce case or over a produce table:' 

Cost is obviously an issue in designing or 
redesigning a produce department. "The 
energy efficiency and cost of your lighting need 
to come into play;' says Baero's Rhoades. 

The investment in the right light, however, 
is like hiring the right sales staff. "It's more 
expensive, but it does the job;' Werhun of 
Promolux says. "The right lighting is a 
merchandising tool because decisions to 
purchase fresh food are subjective. Consumers 
buy based on what they perceive to be fresh 
and what they find appealing." 

Britigan of MEl Specialty, who specializes 
in floral fixtures, puts a number on the 
extraordinary value of the right light. "You 
can double the value of a bouquet by the way 
you display it," she says. "Lighting is a key 
issue in floral because we're selling color and 
if we don't have the lighting correct, we're not 
going to drive sales." 

The right ambience is also important to 
the overall supermarket experience. "Lighting 
and store ambience are very important to 
Publix and to our customers." says Maria 
Brous, director of media and community 
relations at Lakeland, FL-based Publix Super 
Markets Inc. "As a company, we are focused 
on providing our customers with stellar 
customer service and high-quality products 
at competitive prices. Once we have taken 

great care of our core business, we need to 
merchandise and layout our stores appropri
ately and accordingly." 

Keep It Natural 
Produce not only has to look fresh, it also 

has to look natural. Thus, display furniture 
made from natural materials can go a long 
ways toward conveying the desired message. "It 
helps to use natural materials," recognizes 
Patrick Saaf, CEO of Jefferson State Forest 
Products, in Hayfork, CA. "Our wooden 
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fixtures evoke the feel that the produce is fresh 
from the field or orchard:' 

Another important design consideration is 
to have furniture that makes for layers of 
produce that almost spill over into each other, 
creating a feeling of abundance. "People would 
do well to think in terms of creating multiple 
levels of interest;' adds Saaf. "If you have layers 
spilling into each other it gives the feeling of a 
cornucopia. One popular technique is to have 
a continuous stack. You want to make sure the 
types of produce in the stack are similar." 
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