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S5.C., market, sells local stores

Walgreens offers new urban solution:
Expanded grocery set for ‘food deserts’

By Jua FREDERICK

DEERFELD, . — In such big urban cen-
ters as Chicago, the problem posed
by a lack of full-fledged supermar-
kets and decent nutritional options to
some lower-income neighborhoods
has become so acute that those areas
have their own designation — local
politicians and community activists
call them “food deserts.”

more grocery options in parts of
Chicago largely barren of food store
choices, the chain has developed a
store-within-a-store concept to pro-
vide local residents with an expand-
ed mix of groceries, including perish-
ables, frozen foods and baked goods.

Walgreens took the wraps off its
first expanded food concept on May
29 in a 2-year-old Walgreens drug
store at the corner of Madison and
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GVS opens Beauty360 No 3

RIDGEFIELD, Conn. — CVS
Caremark opened its
third Beauty360 depart-
ment at an existing CVS
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feature a technol- |
ogy called the |
“Virtual Mirror,” M
an IBM kiosk that
runs an applica-
tion from EZface
that allows cus-
tomers to try on
cosmetics virtual-
ly. The three kiosks are
integrated into the shelves
where L'Oréal, Revlon
and CoverGirl brands are
located. Customers look
into the digital mirror,
which sits flush with the
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Walmart is featuring a “Virual Mirror” in the
beauty departments of two stores, allowing cus-
tomers to try on cosmetics virtually.

The system measures
skin tone, facial features
and product color to pro-
duce a realistic simula-
tion of a makeover, and
has the capability to
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Aura Cacia eco air freshener ‘naturalizes’ odors

By Mg Dure

Air fresheners were conceived to counter
unpleasant aromas, but in the age of aro-
matherapy, they have to do more for the sensi-
tive consumer with demand shifting to prod-
ucts that offer healthier and more soothing
home environments.

With the recession prompting consumers to
do more around the house, products that make
the domestic routine more pleasant have found
favor, including such atmospheric enhance-
ments as home air fresheners, which enjoyed a
2.6% lift in dollar sales over the past year

despite falling into the discretionary spending
category at a time when many such products
have sales declines.

Within the category, a discernable change is
taking place toward air fresheners that address
concerns beyond the basic one of making a bad
smell go away. Odor-neutralizing products that
kill bacteria as they work have enjoyed success,
but a shift continues as such authoritative
sources as the United States Environmental
Protection Agency — which issued reports
about fragrances from household products caus-
ing injury to marine life — and as popular as
WebMD call into question the safety of synthet-

ic fragrances.
Naturally, manufactur-

ers have stepped in to
provide consumers with
air fresheners that calm
chemical concerns, in-
cluding Aura Cacia,
which has launched its
first all-natural essential
oils electric air freshener.

The new Aura Cacia
Electric Aromatherapy Air
Fresheners line uses only

Home air fresheners
BRAND SALES® = % CHG 1
CATEGORY TOTAL $1456 | 2.6%
GLADE PLUGINS 2.7 39
AIRWICK BY WIZARD FRESHMATIC 139 -73
FEBREZE NOTICEABLES 102 | -10.1
FEBREZE AIR EFFECTS 102 38
GLADE 76 73
LYSOL NEUTRA AIR 6.7 14.9
PRIVATE LABEL 6.6 722
AIRWICK BY WIZARD 6.0 211
ousT 53 -19.6
RENUZIT LONGLAST 52 125

* In millions

Source: Information Resources Inc. for the 52 weeks ended April 19
across food, drug and mass (excluding Walmart)

100% pure essential oils to provide fragrance
Product packaging includes a full ingredient
deck to assure consumers that only natural
ingredients contribute to fragrance formulas.
Aura Cacia oils come in four aromas — laven-
der, lime and grapefruit, bergamot and orange,
and spices and clove.




