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 RETAILER PRINT & DIGITAL PROGRAMS

All Taste for Life programs include:
• �A custom-branded cover imprint
• �The Retail Approach e-newsletter previewing upcoming 

content with the “Retailer Insights from INFRA” article for 
marketing tips (includes a monthly magazine staff quiz)

• INFRA “Trends & Friends” monthly article highlighting 
trend insights and retailer snapshots

• �4 annual posters:
July – Annual Adult Vitamin Chart
August – Annual Kids’ Vitamin Chart
September – buyorganic! poster
October – Mushroom Wellness

• �A display rack for your magazines

• Expert Insights digital link�
Educational tools for retail stores to share with  
their customers.

• �QR in-aisle Shelf Talkers on a variety of topics

All remedies programs include:
• �A custom-branded cover imprint
• �The Buyers Edge e-newsletter previewing upcoming 

content with the “Retailer Insights from INFRA” article for 
marketing tips (includes a monthly magazine staff quiz)

• INFRA “Trends & Friends” monthly article highlighting 
trend insights and retailer snapshots

• �A display rack for your magazines
• Expert Insights digital link�
• �QR in-aisle Shelf Talkers on a variety of topics

Promotional rates for new customers:
100 copies 200 copies 300 copies 500 copies 800 copies 1,000 copies 2,000 copies

$55 (55¢ each) $100 (50¢ each) $135 (45¢ each) $220 (44¢ each) $344 (43¢ each) $420 (42¢ each) $800 (40¢ each)

Promotional rates for new customers:
100 copies 200 copies 300 copies 500 copies 800 copies 1,000 copies 2,000 copies

$50 (50¢ each) $90 (45¢ each) $120 (40¢ each) $195 (39¢ each) $304 (38¢ each) $370 (37¢ each) $700 (35¢ each)
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Creating a Customer-Centric 
Wellness Department
Creating a customer-centric wellness 
department is essential for meeting 
customer needs and maximizing sales 
potential. In this article, I’ll outline 
a few steps you can take to create a 
customer-centric wellness department, 
including improving the layout of your 
wellness section, addressing staffing 
challenges, and using brand blocking 
to your advantage. By taking these 
steps, you can help your customers feel 
heard while boosting your wellness 
department sales. Let’s get started! 

One key consideration is whether to 
layout your department by structure 
and function or by brand. When 
products are organized by structure 
and function, customers can navigate 
the space more easily. For instance, 
grouping supplements by health 
concern (e.g., digestive support, 
immune health, stress relief) creates 
an intuitive shopping experience. This 
type of layout also presents a great 
opportunity for educational initiatives, 
benefiting both customers and staff.

Structure and function merchandising 
also supports staff development. 
Staffing challenges are unfortunately 
prevalent for many independent 
natural food and wellness stores, but 
by making the layout more intuitive, 
even newer team members can quickly 
familiarize themselves with product 
categories and offer customers better 
recommendations. 

Brand blocking can also be an 
effective strategy in certain situations. 
For example, grouping similar products 
such as herbs, essential oils, or tinctures 

by brand can provide clarity for customers 
who may be loyal to a specific brand or are 
seeking consistency in their purchases. In 
these cases, brand blocking can create a 
more cohesive shopping experience.

Lastly, implementing 
daily department walks is 
essential for maintaining 
standards. Ensure that 
shelves are stocked, clean, 
and inviting. It’s also 
beneficial to ask regular 
customers for their honest feedback. Are 
they able to find what they need easily? 
Do they feel supported in their shopping 
experience? This feedback can offer 
valuable insights into how your layout and 
product offerings could be improved to 
serve customer needs.

By implementing these small changes, 
you can create a customer-centric 
wellness department that truly serves your 
customers’ needs. 

I hope that these suggestions have sparked 
ideas for improving your wellness department 
and perhaps inspired an upcoming reset or 
two. If you’d like to continue the conversation, 
don’t hesitate to reach out!

Sarah Super  
ssuper@infretailers.com
Wellness Strategist. INFRA

Sarah Super is the Wellness Strategist at 
INFRA. Sarah got her start in the natural 
industry about 20 years ago in retail at food 

coops. Her roles included front end manager, 
HR manager, and general manager. She then 

joined INFRA as a Wellness Category Manager and 
found her passion supporting independent health food 
stores. Before landing back in her current role at INFRA, she 
spent several years working with brands with focus on the 
independent health food stores. In her spare time, you can 
find her spending time with her family, enjoying nature, and 
finding cool new restaurants with her husband.

ssuper@infretailers.com 
www.naturalfoodretailers.com
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Supporting independent natural  
food and wellness retailers since 2005.

The indulgent meals, rich desserts, and family feasts 
are what make the holiday season so special, but they 
can also be a little tough on our digestive systems. 
That’s why November is the perfect time to visit your 
local health food store and prepare your gut for what’s 
to come.

Emily Ehinger, General Manager of Organic 
Marketplace in Gastonia, NC, has seen customers 
increasingly turn to digestive support before the 
holiday splurges begin. “Enzymedica Digest Gold, 
papaya enzymes, and Vital Planet probiotics have 
been hot items,” she shares. “People are coming in 
with concerns about bloating, gas, and irregularity, 
but they’re also realizing how digestion aff ects mood, 
energy, and overall wellness.”

One standout new arrival is Enzymedica’s Dinner Duos—convenient two-capsule packs 
combining enzymes and probiotics for on-the-go support. “It’s a great option for folks 
who forget to take their supplements daily,” says Ehinger.

For customers new to digestive health, she recommends starting with a high-quality 
probiotic. “I love Vital Flora’s probiotics—they contain a diverse range of clinically studied 
strains that help balance the gut microbiome and support long-term digestive relief.”

Her personal favorites? “Vital Flora Probiotics and Enzymedica Digest Gold. I don’t leave 
home without them!”

As the holiday season approaches, consider supporting your digestive health with the 
same care you give your holiday menus—your gut will thank you.

See you in the aisles!

Emily Ehinger, General Manager, 
Organic Marketplace, Gastonia, NC

Digestive Wellness for the Holiday Season
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https://tasteforlife.com/qr/aloe

Scan here 
to see the 
benefits 
of Aloe

Contact me today to discuss your new or existing program:
Anna Johnston  |  Vice President – Retail Sales & Strategic Partnerships  |  603.831.3795  |  Anna.Johnston@tasteforlife.com
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RETAILER PRINT & DIGITAL PROGRAMS 

Sister rates start at only $39 a month or $69 a month 
individually, with the $149 set-up fee waived. There is 
NO LONG-TERM CONTRACT (3 month revolving) and  
NO ADS (unless you decide to post them).

MONTHLY FEES SISTER RATES*

Digital Content Library: $69 $39

Syndicated Content Pkg: $79 $49

Website — Web Smart: $99 $69

Website — Web Support: $129 $99
*for current print customers

SPECIAL  
PROMOTION
$149 set-up  
fee waived!

$30 DISOCUNT ON 
DIGITAL PROGRAMS 

WITH A PRINT 
PROGRAM (SISTER 

RATE)

Digital Content Library
Content provided through a microsite 
library link for your website.

➤ https://tasteforlife.com/clarks

Natural Wellness 
E-newsletter
A customizable monthly content-
rich MailChimp email marketing 
and newsletter template for 
your use.

➤ https://tasteforlife.com/nw1

Syndicated Content
Content provided in a zip folder for you 
to upload onto your own website.

➤ https://tasteforlife.com/bhblog

Partner Websites
Lets you communicate with customers better than ever. Complete 
with marketing tools, content support, and educational editorial.

OR

PLUS, you get:Choose your Digital Content:

Custom Websites:

Contact me today to discuss your new or existing program:
Anna Johnston  |  Vice President – Retail Sales & Strategic Partnerships  |  603.831.3795  |  Anna.Johnston@tasteforlife.com


