
How Retail Dietitians 
Create Value with 

Mediterranean Family 
Meals
March 9, 2021



• Nutrition nonprofit 
founded in 1990
• Mission: To inspire people 

to embrace the healthy 
and sustainable joys of the 
old ways of cooking and 
eating
• Visit us online at 

oldwayspt.org

About Oldways



• Attendees will receive an email within ONE WEEK with CPEU 
certificate, slides, and recording
• Visit oldwayspt.org/CPEU to register for upcoming webinars or 

view recordings of previous webinars
• Please submit any questions using the CHAT function in Zoom

Housekeeping



Kelly Toups, MLA, RD, LDN

Director of Nutrition, 
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Meats & Sweets
Less often

Poultry, Eggs, Cheese and Yogurt
Moderate portions, daily to weekly

Fish and Seafood
Often, at least twice a week

Fruits, Vegetables,
Grains (mostly whole),

Olive oil, Beans, Nuts, 
Legumes, Seeds, Herbs 

and Spices
Base every meal 

on these foods

Wine
in moderation

Drink water

Be physically active;
Enjoy meals with others

© 2009 Oldways Preservation and Exchange Trust • www.oldwayspt.org

Key Characteristics of the Mediterranean Diet



• Strong & correct health messaging can drive 
business
• Educate other departments on FDA Health Claims & 

what types of marketing messages are permissible
• Connect Mediterranean Diet benefits to customers’ 

values
• Affordability
• Diabetes prevention & control
• Heart disease
• Healthy aging
• Sustainability
• Visit oldwayspt.org/health-studies for more

Communicating Health Research in Retail



Help Customers Mediterranean-ize Meals



Help Customers Mediterranean-ize Meals



Help Customers Mediterranean-ize Meals



FREE Interactive Mediterranean Resources

FREE Virtual-friendly Cooking 
Demo and Tasting Party Scripts

FREE Quizzes & Trivia – Test 
Your Customers’ Knowledge

FREE printable handouts and brochures



Give Customers Ongoing Support on Their 
Mediterranean Diet Journey

Bi-weekly email 
newsletter with 
recipes & tips

Private Facebook Group to swap easy 
meal ideas, recipe challenges

Award-winning 4-Week Menu Plan 
Book ($14.99)



Retail Dietitians Create 
Value with Mediterranean 

Family Meals
Ellie Wilson, MS, RDN  Manager, Wellness and Lifestyles, 

Price Chopper/Market 32



• Regional Northeast chain of 130 supermarkets/pharmacies
• NY, PA, CT, VT, MA, NH

• Corporate RDN, Manager, Lifestyles and Wellness
• Merchandising/planning support team member

Price Chopper/Market 32 



• Fresh focus, familiar, friendly
• Google Mediterranean Diet - 172,000,000 hits/< 1 second
• Build resources/linkages for teams
• Message benefits and bounty
• Health interest is rising – immunity, sugar reduction, plant forward
• Seafood swims forward
• Family meal mandate/magic
• Solution selling
• Holistic business case

Mediterranean/Family Meal Messaging



• Consultant 
• Align with planned promotions
• Include conversion/measurement in contracts

• Corporate
• Strategy
• Capacity/Assets/Collaboration
• Execution/Measurement
• Regional

• Support execution/store team communications/sales specialist
• Store Level

• Execute/engage/educate store teams and shoppers/qualitative and quantitative 
measures as part of QI

Value of RDN Role and Capacity



• Store and internal teams
• Have families!
• Same time/taste/health and budget concerns as shoppers
• Empower them to enjoy/share meal solutions and information

• Ad/Loyalty program/industry and health calendar linkages
• Value message
• Enhance existing promotion programs

• Marketing/Media/Social Media channels
• Build brand/benefits
• Target/expand – families/wellness/time-crunched

• Public health intersections/partnerships
• Advocacy, funding, content adaptation, credibility, connection

Value of Team, Time, Tools



Example: Infographics that 
outline the full store offer help 
co-workers see the store 
differently, share solutions and 
info with shoppers. 

Handouts/graphics/messaging 
resources power marketing and 
communications.

Value of Tools 



Handout - Support Seafood 
teams in stores getting health 
and sustainability questions.

Additional uses – worksite 
wellness messaging, community 
health events, social/digital 
media.  

Tools



Cross-department recipe and 
meal solutions that include 
promotions and Own Brands.

Kid/family-friendly and familiar 
meals with quick 
prep/tasty/healthy twists. Value 
of family time, healthful 
ingredients, ad savings –
multiple value elements . 

Value of Time



Recipe partnership with Oldways 
and Seafood Nutrition 
Partnership(@Seafood4Health) –
adapted recipes with Own 
Brands and linked to retailer 
nutrition tag program

Leverage and Lift



• The Family Meals page drove unit sales for all featured items, 
some over 15% increase over LY or prior ad sales.
• Easy recipes/serving suggestions support sales and family meal 

messages.
• Kits (salad kits) and kid-friendly suggestions (tacos and nachos) 

with a healthy twist are a good way to drive sales through family 
meals and wellness messaging.

Value of Metrics 



• https://www.pricechopper.com/familymeals
Content Connections

• Kitchen skills – Cooperative Extension 

• Commodity Board partners – USAPears

• Promotions/pairings – California Walnuts/Chobani

Tactics - Link promotions and solutions year-round

https://www.pricechopper.com/familymeals


Tweet Tweet – Bite Size Ideas

Spt 27-Oct 3

Breakfast for dinner -kid favorite! Let them 
help in the kitchen and create good 
memories. #familymealsmonth 
#familymealtimesmatter

Tip: Have children help with meals. Kids 
who cook eat what they make! 
#familymealsmonth 
#familymealtimesmatter

Home-cooked meals nourish the spirit, 
brain and health of all family members. 
How awesome is that?! 
#familymealsmonth 
#familymealtimesmatter

Spark a conversation with family. What is 
your favorite food? #tabletalk 
#familymealsmonth 
#familymealtimesmatter

Hey New York! We’ve teamed up with 
Cornell Cooperative Extension to talk 
about #FamilyMealtimesMatter – visit 
upstate stores Saturday to get the 
handouts and talk with educators on 
easy family meal ideas!

Oct 4-10

Share breakfast, dinner or a snack to bring 
your family together. #familymealsmonth 
#familymealtimesmatter

Kids who eat with family 3x/ week are 
less likely to be overweight and more 
likely to eat healthy. #familymealsmonth  
#familymealtimesmatter

What was your favorite meal growing 
up? Make it & celebrate Family Meals! 
#familymealsmonth 
#familymealtimesmatter

Tip: Cook once, eat twice -use leftovers to 
create a second meal #familymealsmonth 
#familymealtimesmatter

Hey Capital Region kids - check out the 
#FamilyMealtimesMatter Times Union 
writing contest for grades 2-6 – winners 
get a $25 Price Chopper gift card. Get 
writing!

Oct 11-17

Family meals are linked to higher grades, 
better self-esteem & less risky behavior for 
children. #familymealsmonth 
#familymealtimesmatter

Eating meals together promotes better 
social skills for children. 
#familymealsmonth   
#familymealtimesmatter

Good things happen when we share a 
meal with family. Share any games you 
play at the dinner table! 
#familymealsmonth 
#familymealtimesmatter

Fresh cut produce, hot entrees and sides 
at Price Chopper help make family the 
focus of dinner. #familymealsmonth 
#familymealtimesmatter



• Evaluate strategy and options to execute
• Engage across departments 
• Include associates in wellness messaging
• Enhance planned promotions with nutrition merchandising and 

messaging
• Partner with trade and aligned organizations for content 

resources 
• Drive and measure solutions that include wellness as part of 

value 

Take Away



How Retail Dietitians 
Create Value with 

Mediterranean Family Meals
Heather Lieber, RDN, CD



• Dietitian representation and interactions 
from corporate down to consumer

• Dietitians Choice tagging program
• Criteria based on Dietary Guidelines for 

Americans 2020-2025 and more 
recent research

• Helps consumers and employees to easily 
find more nutrient-dense options

• Take the following ideas, find how you 
can create value within your unique role

About Harmons Grocery



• Collaboration with departments

• Leveraging digital channels

• Removing barriers through budget-friendly, convenient solutions

Outline



Collaboration with 
Departments



• Create relationships
• Make your expertise, value, and skillset known

• The earlier on in the process you work together, the better

• People are more invested in things they help create

Collaboration with Departments



• Support pre-existing, relevant 
marketing campaigns, don't 
compete!

• DON'T try to promote watermelon picnic 
recipes the week of Christmas

• DO highlight Mediterranean-inspired recipes 
including citrus if there are already plans to 
promote citrus

• Strong, unified messages

• Signage in-store
• Hard copies aren't completely obsolete

Marketing



• Product development

• Product reformulation
• Reduce sodium, added sugar, and saturated fat,

• Increase fiber, whole grains, fruits, and vegetables

Fresh Departments



• High visibility areas
• Entryways, endcaps, check stands

• Curated displays

• Supporting signage from marketing

• Cross-merchandise with kitchenware 
items

Store Schematics



• Week-long display from prior slide included tzatziki

• 86% increase in sales from prior week

• Chicken fajita blend recently promoted through 

displays and social media for a week

• 83% increase in sales from prior week

• Chicken stir fry blends were highlighted in a similar 

week-long Family Meals Month display

• 39% increase in sales from prior week

Evaluate Metrics to Measure Value



Curated Displays in High Visibility Areas



Leveraging Digital 
Channels



• 7 weeks of meal plans

• Meal plan was linked in a newsletter via email, 
that week viewed 3x more than non-
promoted weeks.

• A recipe tutorial from plan was posted as an 
Instagram story, that week viewed 5x more 
than non-promoted weeks.

Social Media



Cooking Demonstrations



• Feature recipes, products, shopping lists

• Dietitians' contact information

Website Visibility



• There's always something 
new

• Digital channels are always 
expanding and evolving

• Continued communication 
with marketing can keep you 
in the know with upcoming 
opportunities

Keeping Up With Digital Channels



Convenient, 
Budget-Friendly 

Solutions



• Remove as many barriers as possible between consumers and the 
Mediterranean diet

• Promote a variety of brands

• Promote a variety of foods within a given category (i.e. nuts)

• Ingredients in recipe development

• Store schematics
• Evaluate products in high visibility areas or curated displays

• Make sure there is a variety of price points

Budget-Friendly Strategies



$0.34 per oz

Price Comparison: Olive Oil

$1.36 per oz​

4x



$2.18 per oz

Price Comparison: Nuts

$0.59 per oz​

3.7x



$0.20 per oz

Price Comparison: Seafood

$1.56 per oz​

7.8x



• Promote solutions for those short on money, but also short on time

• One less barrier between the consumer and Mediterranean diet

Convenient Solutions



• Collaborate with departments in true Mediterranean 
fashion...work together!

• Leverage digital channels to increase visibility of information to 
consumers

• Highlight budget-friendly and convenient options to increase 
accessibility and decrease barriers to the Mediterranean diet

In Summary



Retail Dietitians Create Value with 
Mediterranean Family Meals

Krystal Register, MS, RDN, LDN
Director of Health & Well-being at FMI



National Family Meals Movement

FMI Foundation
Focus on WHY family meals 
are important

Retailers, Suppliers and 
Community Collaborators
Focus on HOW to achieve 
more family meals
https://www.fmi.org/family-meals-movement

2020 Campaign
Stay Strong with Family Meals

https://www.fmi.org/family-meals-movement


Improved Family Functioning

Robson S, McCullough M, Rex S, Munafo M, Taylor G. Family Meal Frequency, Diet, and Family 
Functioning: A Systematic Review with Meta-analyses. JNEB. 2020; Vol 52, p553-564.



Increased Fruit & Vegetable Consumption

Robson S, McCullough M, Rex S, Munafo M, Taylor G. Family Meal Frequency, Diet, and Family 
Functioning: A Systematic Review with Meta-analyses. JNEB. 2020; Vol 52, p553-564.



of households with 
children saw National 
Family Meals Month

Of those, 97% report NFMM 
has impacted their shopping 
and consumption habits

57%

97%

Impact on Shopping and Eating Habits

Measurement by: 



Home Cooking Trends

Source: FMI Home Cooking in America, 2020



Home Cooking Trends

Source: FMI Home Cooking in America, 2020



The Power of Seafood

Source: FMI The Power of Seafood, 2021



More Frequent Seafood Consumers

Source: FMI The Power of Seafood, 2021



Seafood Sales Growth in 2020

Source: FMI The Power of Seafood, 2021



The Seafood Shopper

Source: FMI The Power of Seafood, 2021



• Staples / Pantry Items on Hand 
• Produce: Fruits & Vegetables 
• Canned Beans / Canned Vegetables
• Frozen Fruit & Vegetables 
• Hummus
• Olive Oil

Consumer Purchase Trends 



Opportunity to Build Healthy Habits



Questions? 

Thank you for joining us today!  
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