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COSTCO KEEPS IT SIMPLE
Low margins, limited assortments and a “hyper-focus” on 
member needs drive differentiation. 
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100% Natural 
No Added Sugar 

No Additives
No Nonsense

No Fat

FAGE Total 0% is a yogurt like no other. From its unique velvety texture  
to its unsurpassed taste, it’s the embodiment of true Greek strained yogurt.

© Copyright 2011 FAGE USA Dairy Industry, Inc. All rights reserved.

plain extraordinaryTM



OUT WARREN’S WAYOUT WARREN’S WAY

Warren Thayer, Editor
warren@fdbuyer.com 

ON BEING 
HUMBLED
It’s been a rough month, folks. 
But help me with my Kroger story, 
will you? 

Hey, it’s been a humbling 
month. Let me explain. 
Contributing editor Johnny 

Harris has gotten more fan mail 
in the past week than I have in 30 
years. Cripes, the guy probably has 
groupies. 

When I gave a speech 
last month at the 
American Frozen Food 
Institute’s convention, 
people took notes on 
my slides but didn’t 
laugh at my absolutely 
hilarious jokes. (Hey, if 
you want a cool Rene 
Descartes joke, write 
me, okay?)  

And then, when I 
was about to comment 
online about a topic 
on the Feb. 2 edition of Retailwire.
com, an old friend said what I was 
thinking so much better than I 
could that I decided against writing 
a word. Instead, I asked my friend, 
Ryan Mathews, the founder and 
CEO of Black Monk Consulting, if I 
could quote him here. 

Retailwire had posed the ques-
tion of whether or not “addictive” 
sugar should be controlled, like 
alcohol and tobacco are (sort of). 
This led to the predictable online 
rants about food police, conspira-
cies and prying Twinkies “out of my 
cold, dead hands.” 

Here are some excerpts from 
Ryan’s response: 

“I think — if it’s possible — we 
ought to try to separate politics 
from science for a moment… 
Whether ingesting sugar is truly 
addictive in a clinical sense or just 
undeniably habit forming, chronic 
over-consumption represents 
a threat to individual lives and 
public health. That said, let’s not be 

hypocrites here. Used as intended, 
tobacco products cause disease and 
death and yet, as a society, we not 
only allow their sale, we subsidize 
tobacco production! Ditto for alco-
hol. While the issue here is abuse, 
we don’t really have the social will 
to attack the problem… So, as a 
society, our cultural standard has 
been “user beware” and, if you 
don’t, the rest of us will bear the 
burden of increased public health 
costs.

“Bottom line: It isn’t about a 
nanny state or some left wing plot 
to make America into a socialist 
health farm. We, as a society, don’t 

care enough about 
public health to 
do anything about 
significant threats 
to it… The science 
is clear. Our public 
health position is 
not. We literally 
want to have our 
health and eat our 
sugar too, and my 
bet is we will keep 
on doing it until 

there is a financial disincentive to 
do so. Because — as a society — we 
may not care about our bodies but 
we sure value our money.”

Amen to that, Ryan! 

KROGER  & MARTHA
Okay, so I was humbled one more 
time last month, and I need your 
help. I love Kroger but, as was the 
case with Martha P. in high school, 
the love isn’t (wasn’t) returned. Kro-
ger will be our Retailer of the Year 
in the May issue, and although I 
have lots of friends there, the pow-
ers that be have decided to forego 
the “opportunity” of allowing an 
interview. (Ouch! And Rodney 
Dangerfield thought he had it 
rough?) Anyway, if you want to say 
some nice things about Kroger for 
the story, let me know. (Unrequited 
love is so painful.) 
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NEW PRODUCTS

Fat-Free Greek Yogurt
Johnstown, N.Y.-
based FAGE (www.
fageusa.com) 
expands its Total 
0% Greek Yogurt lineup 
with five new fruit 
flavors. Designed to 
complement the exotic 
fruit blends introduced 
last fall, the newcomers are 
Raspberry, Strawberry, 
Cherry, Peach and Blueberry. 
Offered in 5.3-ounce split cups featuring non-fat plain 
Greek yogurt on one side and fruit on the other, the 
authentic, 100% natural product typically retails for 
between $1.49 and $1.69.

Mini Tacos
Ruiz Foods (www.
elmonterey.com), 
Dinuba, Calif., adds 
microwaveable Mini 
Tacos to its El Monterey 
snack bag line, 
which now includes 
14 different 
varieties. Made 
with traditional 
corn tortillas and 
real Monterey 

jack cheese, the bite-size frozen snacks come in 
both Chicken and Cheddar Cheese and Beef and 
Cheddar Cheese flavors. Offered in resealable 
15-ounce, 15-count bags, they typically retail for 
between $6.49 and $6.79.

Organic Rising Crust Pizza
Berkeley, Calif.-based Annie’s (www.annies.com) 
debuts what it calls the country’s first organic 
rising crust frozen pizza. With 8 grams of whole 
grains per serving, the family-size pizzas come in four 
varieties: Uncured 
Pepperoni free 
of added nitrates 
and nitrites; Four-
Cheese with rBST-
free mozzarella, 
provolone, 
parmesan and 
romano cheeses; 
Supreme with 
Italian sausage, 
uncured 
pepperoni, and 
roasted peppers 
and onions; and Spinach & Mushroom featuring Anne’s 
signature garlic parmesan cream cheese with certified 
organic spinach, Portobello and button mushrooms and 
diced tomatoes. Each 11.5-inch, 23.5- to 25-ounce pie 
serves five and retails for around $9.99.

Steam-in-Bag Potatoes
Minnetonka, Minn.-based Crystal Farms (www.
simplypotatoes.com) expands its Simply Potatoes line 
with a group of refrigerated steam-in-bag potatoes 
designed to lock in 
nutrients and maintain 
fresh potato taste. Offered 
under the Steamables 
sub-brand, the “first-
of-its-kind” collection 
includes three varieties: 
Zesty Garlic Diced 
Russets, Rustic Italian 
Seasoned Russet Wedges, 
and Ranch Seasoned 
Red Wedges. Ready to 
eat in five minutes, the 
microwaveable spuds are 
expected to retail for 
between $3.60 and $3.99 for a 16-ounce, five-serving bag. 

Truvia-Sweetened Light Yogurt
Tillamook County Creamery Association (www.
tillamook.com), Tillamook, Ore., rolls out light yogurt 
sweetened with zero-calorie natural sugar substitute 
Truvia (made from the stevia plant) and free of artificial 

flavors, colors and growth 
hormones. Billed as the 
country’s first Truvia-
sweetened light yogurt, 
the line consists of 10 
flavors: Oregon Strawberry, 
Vanilla Bean, Marionberry, 
Raspberry, Peach, Mountain 
Huckleberry, Northwest 
Berry Patch, Pomegranate 
Blackberry, Lemon Squeeze 
and Dark Cherry. Each 
6-ounce cup has 110 
calories — 35% less than 

regular low-fat yogurt — and retails for around 85 cents.

Dairy-Free Ricotta and Pizzas
Tofutti Brands (www.tofutti.com), 
New York, introduces a “first-of-
its-kind” milk- and cholesterol-free 
alternative to conventional ricotta 
cheese. Offered in 16-ounce cups, 
soy-based Better Than Ricotta Cheese 
carries a $4.99 suggested retail price. 
Along with the company’s Better 
Than Mozzarella Cheese, it is featured 
in Tofutti’s new line of dairy-free 
microwaveable frozen pizzas. Also free 
of cholesterol and butter fat, the single-
serve 7-inch pies come in five kosher varieties: Greek 
Spinach Ricotta on Whole Wheat Crust, Three-Cheese 
on Thin Crust, Classic Mozzarella on Thin Crust, Apple 
Pie on Whole Wheat Crust, and Pomodoro. Each 
10-ounce package has two individually wrapped pizzas 
and carries a $4.99 suggested retail price.
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Seafood Soup for One
Baltimore-based Phillips 
Foods (www.phillipsfoods.
com) launches frozen 
single-serve seafood 
soups. Made from recipes 
developed by the chefs 
at Phillips Seafood 
Restaurants, Soup for One 
is offered in four premium 
varieties: Cream of Crab, 
New England Clam 
Chowder, Maryland Style Vegetable Crab, and Lobster 
Bisque. Ready to eat in five minutes, the soups come in 
microwaveable 10-ounce bowls.

Greek Frozen Yogurt
Orrville, Ohio-based Smith 
Dairy (www.smithsbrand.
com) adds low-fat Greek 
Frozen Yogurt to its Ruggles 
lineup. Free of preservatives, 
artificial flavors, artificial 
colors and high fructose 
corn syrup, the all-natural, 
kosher product comes in 
six flavors: Original Tart, 
Vanilla Bean, Peach, Honey, 
Blueberry and Strawberry. 

Packed with gut-friendly live and active 
cultures and at least two times the protein of 
regular frozen yogurt, Ruggles Greek is offered 
in pints ($4.99 SRP) and single-serve 4-ounce 
containers ($1.49 SRP) with their own spoon. 

Sprouted Grain Soy Burgers
Health is Wealth Foods (www.
healthiswealthfoods.com), Williamstown, 
N.J., debuts non-GMO soy burgers made with 
organic sprouted grains, which contain more 
vital nutrients than regular grains and are 

digested as vegetables rather than starches. Offered 
in three gluten-free flavors — Original, Chipotle Black 
Bean, and Mushroom & Onion — 2.5-ounce Sprout 
Burgers 
contain just 
100 calories 
and 3 grams 
of fat apiece 
and no 
cholesterol. 
Easy to 
prepare on 
the stove top, 
the baked, 
never fried 
vegan patties come in four-count, 10-ounce boxes with 
a $4.99 suggested retail price.

3460 John F. Donnelly Dr., Holland, Michigan 49424    •     616.786.0900    •    requestfoods.com

Leader of the Packs
Our new skillet meal facility boosts Request Foods co-packing to 600,000 sq. ft. of cooking, blending, freezing 
and packing capacity for your frozen entrées and side dishes. Pans, single serve and skillet meals, Request Foods 
is your co-packing partner. Give your retail, club store or national brand the consistent quality of Request Foods.

We Make Your Brand ... Better.

NEW PRODUCTS



The
Flavors

of Home

Seafood Dip
Carrollton, Texas-based Future Food Brands (www.
saladsofthesea.com) expands its ready-to-eat Salads of the 
Sea line to include its first lobster-based product. Made 
with 
lobster, 
shrimp 
and 
imitation 
crabmeat 
with lemon, 
butter and 
spices, Lobster & Seafood Dip comes 
in 100% recyclable, BPA-free resealable 
containers. Suggested retail price is 
$4.49 for 7 ounces. The company also 
adds Shrimp Salad to its bulk salads 
program. Made with shrimp, flake-style 
imitation crab, celery and dill, the 
product can be repackaged in-store or 
used to create a variety of ready-made 
dishes for sale via the deli.

Tropical Ice Cream
Ramar Foods (www.ramarfoods.com), 
Pittsburg, Calif., launches a line of 
all-natural ice cream inspired by the 

flavors of the 
Philippines, 
under the 
Magnolia 
brand. Vareties 
are: Lychee, 
Coconut, 
Mango, 
Avocado, Thai 
Tea and Ube 
(purple yam). 
All six contain 

at least 30% fresh 
fruit puree — mostly 

from fruit grown in the Philippines on 
family farms — and just 220 calories 
per serving. Packaged in colorful 
16-ounce containers, the ice cream 
retails for around $4.99 a pint.

Specialty Cheeses
Richfield, Wis.-based distributor DCI 
Cheese Co. (www.dcicheeseco.com) 
adds Fat-Free Crumbled Feta to its 
Nikos collection. Made in Wisconsin 
by Certified Master Cheesemakers, 
it’s offered in 6-ounce cups with a 
$3.99-$4.99 suggested retail price. 
To its Landana line, DCI adds Red 
Pesto, a Dutch gouda-style cheese 
with tomatoes, oregano and garlic. 
It’s available in 7-ounce wedges 
inside resealable parchment bags. 

The company will also 
begin offering select 
cheeses from two 
imported brands: 
Alexis de Portneuf 
(Le Cendrillon, Saint-
Honoré and Snow 

Goat’s Triple Cream 
Brie) and DuVillage 1860 
(Moon Dust and Sir Laurier 
d’Arthabaska). n



12 www.fdbuyer.com  MARCH 2012

GOT MILK 
(PROFITS?) 
Friendly advice on cost, private 
label and merchandising. 

BY JOHNNY HARRIS

What do you call a cow that 
has just given birth? 
(Decaffeinated!)

Warren (FD Buyer editor War-
ren Thayer) and I have something in 
common ⎯ we both worked on milk 
delivery trucks when we were grow-
ing up. I got up at 5 a.m. to meet the 
milkman and I would hop off the truck 
to deliver milk to customers’ homes. 

Then around 8 a.m. we would begin 
making our store calls. On Fridays and 
Saturdays I would ride my bike to the 
local grocery stores and pull milk from 
the back cooler. I sure did not know 
this would lead to my career in the 
dairy business! Warren, can you beat 

that? (Response from Warren: “Well, 
close. People say I’ve been slinging the 
bull for decades.”) 

Low-fat milk sales are up 6.2% in 
dollars while units are down 3.6% for 
the 52 weeks ended Dec. 25, 2011, 

according to SymphonyIRI Group, the 
Chicago-based market research firm. 
Whole milk sales are up 6.3% in dol-
lars and units are down 3.8% for the 
same time period.

Sales are up due to cost and retail 
increases. But do you know who is 
stealing your unit sales? Maybe a 
second tier will help you here. You 
also should be careful when it comes 
to cost. 

COSTING OUT YOUR MILK
1. Have your manufacturer give you 

a blended cost. If you have high 
volume in whole milk, this may be 
the way to go.

2. If you have high volume in low-fat 
milk, you may want to have your 
supplier use an average cost by 
butterfat. This is the one I would 
recommend. 

3. By using a blended cost you will 
have the same bill-out mark-up on 
each butterfat.

4. If you use the cost by butterfat, your 
bill-out mark-up and profit will be 
higher on low-fat items.

5. You will notice that some retailers 
are selling their low-fat items lower 
than their whole and 2% items. 
There is nothing wrong with getting 
the same retail for all of them.

6. Understand that organic milk costs 
are blended by most manufacturers.
When I first started in dairy, we had 

only whole and 2% gallons and half 
gallons in our private label. Over time, 
that grew to whole, 2%, 1%, ½% and 
skim gallons and the same for half gal-
lons. Low-fat items represented more 
than 70% of our volume. That is why I 
choose the cost by butterfat.

I really don’t know why retailers 
want to promote milk. This causes 
high volume for one week and a drop-
off in volume the next. It will also 
cause markdowns and throwaways in 
the days to follow.

If you do promote milk, shield your 
half gallons (promote private label and 
the brand at the same time) to maintain 
volume and profit. But make sure you 
know the milk laws by state!

PLANNING PRIVATE LABEL
When planning your private label milk 
offering, keep these things in mind: 
⎯Organic milk in half gallons and 
gallons has a higher retail; you will 
make more penny profit than on con-
ventional milk.
• Stock soy milk half gallons. 
• Stock some almond milk. 
• Stay away from whole milk, but do 

offer second-tier conventional gal-
lons to meet the low-price leader for 
the top two items only. 

MASTERFUL MERCHANDISING
• Keep in mind that you need at least 

three doors of creamers now. 
• Stock a variety of “good for you” 

items, including soy, almond and 
coconut.

• Don’t forget flavored milk and 
single-serve items. You may want to 
have a secondary location on single-
serve items.

• Stock organic milk in half gallons 
and gallons. 

• With conventional milk, put the half 
gallons on top and use three lower 
shelves for gallons. 

THREE FINAL TIPS
1. If you have doors, go with a shelf set 

that is vertical instead of horizontal. 
It’s a lot easier to rotate bottom-to-
top than across.

2. To reduce markdowns and throw-
aways, don’t have more than two 
dates at a time on display. 

3. Another good policy: Go no more 
than two deep in the well. n

Johnny L. Harris, president of Johnny 
L. Harris Consulting, LLC, Fort Mill, 
S.C., can be reached at 803-984-2594 
or cmer0002@gmail.com. 

JoHNNY HARRIS

JOHNNY’S COLUNM

There is nothing wrong with getting the same 
retail for both whole milk and 2%.
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F A C T O I D S

THE DATABANK

FASTEST
DAIRY

BY BESSIE BOVINE

In the 12 weeks ended Jan. 
22, supermarket sales of dairy 
products rose 4.8% versus the 
same period a year ago, topping  
$12.52 billion, according to 
Chicago-based market research 
firm SymphonyIRI Group. Units 

were down 3.1% to 4.91 billion, and volume 
fell 5.5% to 38.08 billion. Percentage of 
volume sold with merchandising support 
slipped 0.8 points to 38.5%.

For the 52 weeks ended Jan. 22, dairy sales 
shot up 5.8% to $50.63 billion, but units 
dipped 1.8% to 20.52 billion and volume 
tumbled 3.2% to 166.00 billion. Percentage 
of volume sold with merchandising support 
slid 2.2 points to 40.9%.

Our chart shows the fastest-growing dairy 
subcategories with at least $250,000 in 
sales over the past 12 weeks. Data is for the 
brands as originally trademarked and may 
not include line extensions. Brands with 
less than $50,000 in sales are not listed.

142.7%
Dollar gain by yogurt sub-

category leader Chobani (to 
$156,996,300), thanks in part to 

a 27.8 point jump in volume sold 
with merchandising support (to 
48.2%, highest among the top 

10). Double-digit gains were also 
posted by private label, FAGE 

and Yoplait Go-Gurt.

9
Number of natural cheese sub-
categories that saw dollar sales 

expand during the past 12 weeks, 
due partly to price inflation. 

Only shelf-stable grated cheese 
(-2.3%) remained in the red.

2
Number of 11th-seeded teams 

that have made it to the 
Final Four of the NCAA Men’s 

Basketball Tournament (George 
Mason in 2006 and LSU in 1986). 
No team ranked lower has ever 

advanced that far. But a
No. 8 seed, Villanova, did

win it all in 1985.

DINNER/SANDWICH ROLLS/CROISSANTS  $542,842   140.5   251,669   150.6   154,084   152.7 
Private Label   $501,082   191.5   237,495   198.5   147,603   183.0 

MILKSHAKES/NON-DAIRY DRINKS  $21,579,730   108.7   6,184,610   24.6   18,376,980   26.6 
Slim Fast   $11,464,970  *  1,746,955  *  5,065,373  *
Rice Dream   $3,561,792   4.5   1,040,126   5.7   4,160,504   5.7 
Hershey’s   $1,745,637   (18.4)  1,305,265   (26.1)  978,948   (26.1)
Kerns Aguas Frescas   $771,315   (6.9)  280,325   (6.4)  1,121,298   (6.4)
Yoo-hoo   $713,601   (10.4)  250,062   (17.1)  826,595   (20.0)
Chug   $524,457   (16.3)  400,007   (21.4)  300,005   (21.4)
Private Label   $456,667   (35.3)  221,510   (37.3)  1,371,614   (40.0)
Dean’s Choco-riffic   $359,675   (1.5)  150,705   (1.4)  1,080,519   (3.6)
Don Jose   $325,582   15.5   86,567   6.6   471,168   12.5 
Lala Lalacult   $197,043   41.3   104,479   39.5   359,146   39.5

NON-AEROSOL WHIPPED TOPPINGS  $123,498,500   66.2   46,322,550   61.4   35,975,050   31.7 
Private Label   $49,133,200   5.7   18,994,370   4.0   18,573,660   4.2 
Reddi-wip   $45,213,320  *  17,092,390  *  7,985,828  *
Kemps   $2,485,504   11.6   881,509   5.4   799,734   4.6 
Dean’s   $2,346,541   4.2   938,945   5.8   882,614   5.9 
Knudsen   $2,152,525   41.0   505,127   6.8   581,310   36.7 
Land O Lakes   $1,865,564   (2.4)  466,686   (12.1)  542,299   (7.1)
Horizon Organic   $1,761,235   22.6   522,456   23.7   522,456   23.7 
Organic Valley   $1,653,805   14.0   529,769   6.1   428,832   8.0 
Meadow Gold   $1,436,796   18.0   945,198   17.6   635,706   13.9 
Meadow Gold Old Style   $1,352,294   14.0   267,712   (1.1)  383,976   (0.1)

CRANBERRY COCKTAIL/DRINK  $1,082,719   36.5   362,867   19.7   15,521,130   3.9 
GTS Kombucha Synergy   $470,449   36.4   142,680   36.7   2,282,875   36.7 
Florida’s Natural   $313,148   53.7   97,730   43.6   5,766,070   43.5 
Private Label   $175,120   4.7   76,206   (25.0)  6,199,469   (26.8)

SALAD TOPPING/BACON BITS  $340,935   36.0   155,667   24.4   545,364   15.8 
Private Label   $252,861   52.7   129,687   32.4   389,062   32.4 

READY-TO-DRINK COFFEE  $3,978,596   33.9   1,316,749   33.8   32,164,110   46.6 
Bolthouse Farms Perfectly Protein   $3,402,158   22.1   1,074,733   25.1   24,082,530   21.4 
International Delight   $343,261  *  90,455  *  5,789,136  *
Upstate Farms   $143,142   3.7   107,145   1.0   1,714,311   1.0 

ALL OTHER FRUIT JUICE  $15,950,160   33.1   3,533,705   59.3   127,628,800   115.8 
POM Wonderful   $9,738,800   7.3   1,799,454   13.7   43,127,270   9.5 
Tropicana Pure Premium   $2,904,727  *  937,778  *  55,328,920  *
Bolthouse Farms   $1,019,777   38.4   103,993   39.4   5,403,126   39.3 
Dole   $480,595  *  169,472  *  9,998,839  *
Noble   $380,898   15.2   131,085   12.7   4,099,491   17.1 
Bolthouse Bom Dia   $231,680   (32.7)  36,787   (43.3)  1,127,363   (33.7)
Evolution   $194,780   2.0   47,987   (0.2)  977,439   17.5 
Zico   $173,340   20,587.4   75,848   19,816.5   1,061,877   19,816.5 
Private Label   $171,625   (46.7)  63,981   (21.1)  1,854,625   (37.9)
Bossa Nova   $93,383   (54.8)  31,922   (56.3)  319,218   (56.3)

CRANBERRY JUICE/CRANBERRY JUICE BLEND  $976,653   32.5   293,688   38.9   5,268,567   42.8 
POM Wonderful   $891,610   33.4   271,390   41.8   4,342,240   41.8 
Lakewood   $51,934   63.5   10,784   58.8   345,093   58.8 

PINEAPPLE JUICE  $3,374,780   31.1   1,136,874   29.1   67,242,910   19.4 
Dole   $2,644,627   5.1   893,163   4.0   52,770,270   (4.0)
Tropicana Pure Premium Healthy Heart   $686,218  *  224,984  *  13,274,080  *

JUICE AND DRINK SMOOTHIES  $61,380,330   28.1   18,589,530   28.9   380,903,700   31.0 
Bolthouse Farms   $15,788,330   25.1   4,395,542   25.4   119,493,200   26.7 
Naked Superfood   $15,525,430   38.9   4,045,186   33.2   93,039,080   48.9 
Naked   $9,000,734   15.4   2,773,786   15.0   45,339,360   18.4 
Odwalla Superfood   $4,444,489   410.4   1,874,448   518.0   22,493,380   387.9 
Odwalla   $4,331,411   (11.6)  1,444,909   0.1   26,164,400   (7.0)
Odwalla C Monster   $2,333,560   69.8   856,227   82.6   13,220,410   79.8 
Naked Protein Zone   $2,176,620   8.9   605,233   6.6   9,942,221   7.4 
Bolthouse Farms C Boost   $1,856,594   (7.6)  549,107   (6.1)  13,334,860   (8.2)
Naked Well Being   $1,800,107   77.0   478,176   77.4   11,517,260   99.7 
Naked Antioxidant   $1,065,610   99.7   128,951   104.6   8,252,283   104.6

JUICE/DRINK CONCENTRATE/SYRUP  $700,314   16.1   45,071   10.5   1,978,665   10.9 
Fruit Fast   $409,244  *  23,933  *  765,846  *
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The Make-N-Bake Pizza Pak is fun for the whole family to make together at dinner, for an after school snack, a kid’s 
party,  during the big game or in a college dorm room. Your customers can easily make anywhere from one to four 

pizzas at a time. The Make-N-Bake Pizza Pak contains our � nest ingredients and is uniquely packaged to get noticed 
and encourage impulse sales. 

Available in two varieties,pepperoni and cheese and shipped ready for refrigerated or frozen merchandising 
in your deli, dairy, meat or frozen department. 

Call us today to start including the Make-N-Bake Pizza Pak in your stores
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-46.2%
Dollar loss by refrigerated grape 

juice (to $927,145), the dairy 
department’s biggest loser. Top 

brand Welch’s Healthy Start 
tumbled 52.9%, while second-
best-seller Tropicana grew by 

43.5%.

13.2
Percentage points separating 
dollar gains (+6.2%) and unit 
losses (-7.0%) in margarine/
spreads/butter blends. Eight 

of the top 10 brands saw dollar 
growth, but only Imperial saw 

unit sales expand as well.

47%
Percentage of Americans who, 
when asked whether it takes 

a day, a week or a year for the 
Earth to revolve around the sun, 
answered correctly that it takes 
a year. However, 15% said the sun 

revolves around the Earth.

9.8%
Dollar gain by refrigerated 
appetizers/snack rolls (to 

$104,692,000), despite a 20.1% 
loss by leader Southern Tsunami. 
Nos. 2 and 4, AFC and Japanese 

Food Express, put up triple-digit 
increases.

-8.6%
Dollar loss by pudding/

mousse/gelatin/parfaits (to 
$100,224,500), largest by a dairy 
department subcategory with at 
least $100 million in sales during 
the past 12 weeks. Only two top 

10 brands, Kozy Shack (+4.6%) 
and Lakeview Farms (+38.2%) 

posted gains.

8.7%
Dollar gain by refrigerated baked 
beans (to $2,049,059). Although 
private label (+3.0%) owns about 
two-thirds of sales, eight of the 

nine remaining top 10 brands 
registered advances, many in the 

double- and triple-digit range.

Cherry Ridge Juice   $158,796   15.6   8,463   (8.0)  269,783   (1.8)

KEFIR/MILK SUBSTITUTES/SOYMILK  $147,172,800   15.3   44,778,940   10.8   164,909,100   10.1 
Silk   $41,577,820   (6.8)  12,024,210   (11.1)  47,932,030   (10.3)
Blue Diamond Almond Breeze   $22,665,990   32.4   6,795,807   22.8   27,485,560   23.7 
Silk Pure Almond   $21,470,990   66.5   6,468,241   51.3   25,946,580   51.7 
Silk Light   $14,171,510   2.1   4,255,729   (3.4)  17,022,920   (3.4)
Private Label   $14,043,480   16.4   5,199,237   16.3   20,063,820   13.5 
Lifeway   $7,967,873   21.0   2,279,650   15.0   4,345,720   13.2 
8th Continent   $4,865,856   9.8   1,560,344   6.9   6,241,376   6.9 
Silk Pure Coconut   $2,893,192   1,417.6   839,056   1,373.9   3,356,225   1,373.9 
Silk Plus   $2,599,441   (18.0)  749,182   (20.1)  2,996,727   (20.1)
Odwalla Protein Monster   $2,464,937   (10.9)  978,766   2.5   772,648   (15.6)

NATURAL CHEESE-ALL OTHER FORMS  $23,170,270   12.8   7,959,195   (1.6)  4,280,163   (0.8)
Private Label   $13,508,510   12.8   6,084,994   (3.7)  3,166,875   (2.8)
Kraft Snackables   $2,469,486   12.9   513,874   4.7   289,054   4.7 
Kraft   $1,940,214   38.5   475,064   42.4   267,223   42.4 
Emmi   $1,171,279   2.2   103,529   (4.4)  90,087   (4.3)
Belgioioso   $522,899   109.8   117,218   75.1   58,609   75.1 
Gerber Swiss Knight   $457,380   (7.9)  44,126   (7.6)  38,610   (7.6)
Cabot Vermont   $369,582   151.0   115,117   138.4   42,026   135.7 
Formaggio   $339,448   34.9   59,379   29.0   40,549   28.4 
Kraft Cracker Barrel   $281,991   (46.5)  70,953   (56.6)  44,346   (56.6)
Galbani   $238,412   (2.0)  61,253   (8.3)  26,798   (8.3)

SAUERKRAUT  $12,217,970   12.5   6,094,186   (4.3)  10,820,670   (4.8)
Private Label   $2,368,701   17.2   1,519,858   0.8   2,723,316   1.8 
Silver Floss   $2,126,837   16.0   1,219,550   (2.9)  1,906,045   (4.0)
Claussen   $1,213,051   7.8   338,242   7.2   676,485   7.2 
Courtland Valley   $1,106,798   8.3   563,904   (15.7)  1,127,808   (15.7)
Brunckhorst Family   $948,947   24.7   413,374   3.1   539,241   3.7 
Krrrrisp Kraut   $940,540   6.3   369,822   (13.0)  709,033   (11.6)
Snowfloss   $562,376   66.1   368,389   39.5   736,778   39.5
Kissling   $539,894   29.3   288,641   12.8   577,282   12.8 
Frank’s   $343,793   27.3   177,159   19.6   354,317   19.6 
Sabrett   $261,495   0.9   117,949   (1.5)  146,521   (10.0)

COFFEE CREAMER  $310,249,800   12.5   112,115,900   2.9   179,168,100   3.8 
Nestlé Coffee Mate   $170,285,000   6.6   57,312,460   (3.3)  93,527,460   (3.1)
International Delight   $57,308,170   13.1   21,910,330   4.7   34,206,700   5.8 
Private Label   $24,674,570   35.7   9,805,448   23.0   18,378,160   26.5 
Bailey’s   $17,368,350   118.8   7,937,287   101.2   8,762,240   100.8 
Nestlé Coffee Mate Carb Select   $16,356,800   1.6   4,665,542   (5.7)  9,331,083   (5.7)
International Delight Coffee House Inspirations   $14,196,470   (0.9)  6,312,644   (21.0)  8,050,750   (0.4)
Silk   $3,423,360   4.0   1,510,461   (3.8)  1,785,732   (2.0)
Mocha Mix   $2,778,264   (11.4)  747,084   (22.7)  2,144,322   (20.2)
Hood Country Creamer   $945,200   (5.7)  587,971   (11.6)  1,175,942   (11.6)
La Crème   $543,773   8,761.0   236,147   3,995.8   236,147   3,995.8

ALL OTHER SIDE DISHES  $24,088,680   12.4   6,942,936   10.2   7,276,372   9.1 
Bob Evans   $8,578,672   10.2   2,435,409   7.3   2,902,009   8.0 
Private Label   $5,754,486   (8.7)  1,821,950   (11.9)  1,773,255   (11.5)
Reser’s   $1,143,934   56.5   339,309   69.4   431,042   63.7 
Reser’s Main St. Bistro   $824,471   43.3   216,607   53.2   270,759   44.7 
House Foods   $760,874   32.9   373,085   30.4   186,543   30.4 
Old El Paso   $711,184  *  226,256  *  134,351  *
Praters   $424,411   (20.0)  90,959   (20.1)  177,788   (21.6)
Food Merchants   $383,379   4.9   109,502   8.4   123,190   8.4 
Veggie Patch   $305,315   38.0   69,984   37.4   39,366   37.4 
Garden Highway   $276,741   (39.2)  58,970   (40.3)  25,937   (43.0)

CREAM CHEESE BRICK  $168,978,800   12.3   105,462,400   (4.9)  52,399,990   (5.0)
Kraft Philadelphia   $102,449,600   10.3   58,029,840   (6.8)  28,681,410   (7.0)
Private Label   $61,686,610   15.2   44,428,320   (3.6)  22,218,380   (3.6)
Crystal Farms   $2,793,390   14.8   1,792,368   6.0   896,184   6.0 
Organic Valley   $584,093   11.3   183,683   10.0   91,841   10.0 
Dutch Farms   $545,103   63.8   458,070   84.4   229,035   84.4 
Dairy Fresh   $220,599   (0.7)  154,784   (9.4)  77,392   (9.4)
Cabot Vermont   $184,025  *  128,820  *  64,410  *
* Number is not available, or very high, indicative of a recent launch working off a small base.

THE DATABANK



F A C T O I D S

THE DATABANK

FASTEST
FROZEN

BY PETER PENGUIN
Supermarket frozen food sales 

for the 12 weeks ended Jan. 22 
rose 0.6% compared with the 
same period a year ago, reaching 
$7.42 billion, according to 
Chicago-based market research 

firm SymphonyIRI Group. Units 
fell 4.7% to 2.37 billion, and volume tumbled 
4.8% to 3.11 billion. Percentage of volume 
sold with merchandising support slipped 0.2 
points to 45.1%.

For the 52 weeks ended Jan. 22, sales 
were up 1.9% to $32.45 billion, but units 
dipped 2.4% to 10.53 billion. Volume was 
down 2.9% to 14.40 billion, while percentage 
of volume sold with merchandising support 
slid 0.7 points to 46.4%.

Our chart shows the fastest-growing 
frozen department subcategories with at 
least $250,000 in sales during the most 
recent 12-week period. Data is for the brands 
as originally trademarked and may not 
include line extensions. Brands with sales 
under $50,000 are not listed.

-29.9%
Dollar loss by frozen egg substi-
tutes (to $409,523), largest by a 
frozen department subcategory 

during the past 12 weeks. Top sell-
ers private label and Egg Beaters 

both posted double-digit declines.

$10,878,750
Dollar sales racked up by Tyson 

Grilled & Ready processed frozen 
chicken, most by a frozen product 
in distribution less than one year. 
The newcomer was one of only a 
handful of winners in the subcat-
egory, which saw dollar sales slip 

1.6% to $390,427,400.

8%
Percentage of all money spent 

on sporting goods in the United 
States each year that goes toward 

the purchase of golf clubs.

BABY FOOD/JUICE/SNACKS  $684,284   121.5   342,405   133.4   76,343   128.2 
Happy Baby Happy Melts   $320,178   138.3   93,520   128.8   5,845   128.8 
Happy Tot   $263,845   238.8   226,743   253.6   59,815   253.6 

SOUP  $10,573,890   40.1   2,531,991   14.9   2,761,678   30.3 
Bertolli Meal Soups   $4,015,480  *  580,133  *  870,200  *
Tabatchnick   $1,869,063   1.3   929,316   4.3   835,960   2.9 
Stouffer’s Corner Bistro   $707,975   (46.4)  225,688   (46.7)  141,055   (46.7)
Phillips   $675,091   (10.9)  146,953   (6.5)  125,987   (7.8)
Private Label   $532,628   (20.5)  97,564   (19.4)  154,454   (18.0)
Soup Supreme   $443,991   (10.4)  29,559   (11.3)  93,792   (11.9)
Kettle Cuisine   $408,093   18.5   117,335   9.9   73,334   9.9 
Boston Chowda   $392,537   (20.7)  64,703   (20.9)  77,078   (24.5)
Reames   $192,230   (6.7)  34,015   (13.1)  42,519   (13.1)
The Original Soupman   $112,546   (61.6)  26,262   (66.3)  16,417   (66.4)

PIZZA CRUSTS/DOUGH  $2,999,415   27.9   1,052,730   16.5   1,211,212   3.9 
Udi’s   $618,867   189.8   119,323   191.8   59,661   191.8 
Kinnikinnick Foods   $312,755   (1.5)  37,256   (6.2)  48,899   (6.2)
Freschetta   $225,720  *  56,208  *  34,079  *
House of Pasta   $200,915   (12.7)  75,231   (14.1)  150,461   (14.1)
Tiseo   $173,136   8.2   100,826   8.1   100,826   8.1 
Calise & Sons Bakery   $151,862   (2.4)  101,538   (2.5)  101,538   (2.5)
Stefano’s   $129,249   (3.1)  74,026   (3.6)  74,026   (3.6)
Rhodes   $123,072   6.1   33,781   (0.2)  101,344   (0.2)
Il Fornaio   $102,387   84.2   47,345   82.9   41,427   82.9
Guttenplan’s   $91,752   46.7   55,376   54.4   55,376   54.4 

COOKIE DOUGH  $1,483,671   22.8   317,618   22.0   459,024   12.4 
Otis Spunkmeyer   $472,422   108.1   136,251   119.5   137,699   115.7 
Complete Recipe   $291,483   (21.3)  59,782   (30.9)  75,165   (31.0)
Gregory’s   $277,943   (11.7)  32,381   (35.8)  104,007   (35.9)
Sweet Martha’s   $112,373   33.2   24,286   35.5   36,429   35.5 
Pillsbury Grands   $84,189  *  19,887  *  59,413  *
French Meadow Bakery   $72,947   57.5   11,793   60.8   9,951   60.8 
600 Lbs. Gorillas   $70,378   70.6   17,312   56.3   19,476   56.3 
Private Label   $61,858   10.0   7,516   (3.5)  9,702   3.6 

TORTILLA/EGG ROLL/WONTON WRAPPERS  $262,006   21.1   142,734   10.8   115,381   9.3 
Banh Trang   $90,787   58.9   37,439   48.3   28,079   48.3 
Spring Home   $54,452   (0.5)  42,417   (7.2)  31,752   (7.3)

FROZEN YOGURT/TOFU  $40,382,080   10.5   10,267,470   2.6   27,585,380   5.1 
Private Label   $9,993,187   28.1   2,793,609   23.2   10,618,740   23.0 
Dreyer’s/Edy’s Slowchurned   $5,639,098   (8.8)  1,347,699   (21.9)  4,043,097   (21.9)
Ben & Jerry’s Lighten Up   $3,119,875   (0.5)  727,268   (14.0)  727,268   (14.0)
Häagen-Dazs   $2,685,873   (15.1)  640,426   (26.7)  560,373   (26.7)
Kemps   $2,388,365   70.0   634,929   52.3   1,904,788   52.3 
Turkey Hill   $1,884,610   4.3   601,474   (1.6)  1,804,423   (1.6)
Wells’ Blue Bunny   $1,571,313   35.3   467,293   69.9   1,119,678   16.3 
Organic So Delicious   $1,549,176   (1.0)  289,262   (4.2)  517,749   (2.2)
Kemps Live Healthy   $1,385,211   42.9   353,382   28.4   1,060,146   28.4 
Purely Decadent   $868,958   (49.7)  175,235   (50.2)  175,235   (50.2)

COFFEE CREAMER  $880,869   10.2   409,117   0.8   611,547   (6.6)
Rich’s Coffee Rich   $740,287   (6.5)  342,511   (14.9)  544,941   (16.3)
Private Label   $132,397   287,719.8   63,353   158,282.2   63,353   79,091.1 

SAUSAGE  $69,473,620   7.8   31,342,360   (3.3)  20,795,750   (4.2)
Banquet Brown ‘N Serve   $26,469,030   3.6   18,048,460   0.7   7,643,627   (6.6)
Jimmy Dean   $6,612,935   51.5   1,581,873   19.0   1,824,555   31.6 
Private Label   $5,591,370   31.7   1,712,069   1.4   1,963,361   16.5 
Jones Golden Brown   $4,751,154   6.9   2,288,935   4.9   972,133   4.0 
Hormel Little Sizzler   $3,575,318   (21.1)  2,118,271   (31.8)  1,585,226   (30.4)
Purnell Old Folks   $3,463,711   13.4   438,184   2.3   1,026,740   3.5 
Jones   $3,329,945   (4.0)  1,150,899   (4.2)  846,845   (5.2)
Tennessee Pride   $2,532,224   9.8   306,805   5.4   730,627   5.6 
Williams   $1,775,456   (14.5)  230,952   (22.7)  569,522   (26.9)
Louis Rich   $1,380,386   (1.2)  590,506   (23.7)  590,506   (23.7)

WAFFLES  $133,877,100   7.6   48,213,800   (6.0)  41,981,400   (2.9)
Kellogg’s Eggo   $67,537,300   3.6   21,658,810   (14.4)  21,241,420   (7.4)
Private Label   $26,376,640   7.3   11,963,860   (0.9)  10,431,280   0.4 
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1
Number of top 10 frozen 

department subcategories 
whose sales volume expanded 
during the past 12 weeks vs. a 

year ago. Only frozen appetiz-
ers/snack rolls saw volume 

grow (+2.2%). 

-16.3%
Dollar loss by frozen other 

breakfast food (to $33,927,760),  
the largest frozen subcategory 

to register a double-digit 
decline. Pillsbury Toaster 

Strudel, which owns 83% of sub-
category sales, fell by 14.8%. 

75
Tons of food consumed by the 
average American in his or her 

lifetime. If purchased in a single 
shopping trip, it would fill 1,511 
carts, forming a line 0.7 miles 

long at checkout.

6.0%
Dollar sales gain by the fro-

zen department’s largest 
subcategory, ice cream (to 

$776,951,400), despite a 3.5% 
decrease in unit sales. The 

impact of rising prices at retail 
is reflected in a 9.8% increase 

in unit sales of private label ice 
cream. 

89.6%
Dollar gain by frozen pudding/
mousse (to $177,417), biggest by 
a frozen subcategory too small 
to qualify for our list. Second- 
and third-best sellers private 

label and Galaxy Desserts drove 
the advance with 2,665.4% 
and 126,720.3% increases, 

respectively.

-12.1%
Decrease in frozen shrimp sales 
volume during the past 12 weeks 
vs. a year ago, thanks mostly to 
rising prices at retail. Volume 
sold with merchandising sup-
port fell 4.6 points to 61.0%. 

Kellogg’s Nutri Grain Eggo   $7,448,308   (47.3)  2,330,064   (51.4)  1,791,353   (51.4)
Kellogg’s Eggo Thick & Fluffy   $6,442,807   1,412.0   2,462,331   1,209.1   1,785,190   1,209.1 
Aunt Jemima   $6,283,476   (22.3)  3,389,847   (26.3)  2,610,963   (26.3)
Kellogg’s Eggo Nutri Grain   $5,912,428  *  1,829,197  *  1,406,287  *
Van’s   $4,942,673   18.6   1,571,056   17.0   843,654   18.0 
Kellogg’s Eggo Minis   $2,532,380   5.2   954,566   (8.9)  650,346   (8.9)
Kashi   $1,920,261   1,803.2   562,370   1,649.5   355,024   1,649.5 
Kellogg’s Eggo Fiber Plus   $933,441   526.1   297,216   398.9   182,045   398.9

DRINK/COCKTAIL DRINK CONCENTRATE  $12,940,870   7.6   6,637,917   (7.5)  15,783,890   (19.6)
Yoplait Smoothie   $2,771,076   (30.7)  856,610   (34.3)  1,510,056   (32.2)
Jamba   $2,056,150   177.9   692,099   163.1   762,164   140.7 
Welch’s   $1,914,201   (24.0)  1,230,833   (29.4)  3,538,645   (29.4)
Private Label   $1,853,960   (4.7)  1,375,367   (17.2)  4,180,768   (20.3)
Dole   $1,364,412  *  683,108  *  448,324  *
Hawaii’s Own   $1,297,530   (11.7)  969,017   (26.7)  2,907,051   (26.7)
Yoplait   $506,686  *  154,057  *  146,354  *
Minute Maid Premium   $346,251   (24.3)  210,927   (30.3)  632,782   (30.3)
Five Alive   $272,284   (11.4)  157,848   (22.6)  473,543   (22.6)
Bright & Early   $131,897   10.4   126,849   (8.1)  380,547   (8.1)

OTHER PLAIN VEGETABLES  $49,230,240   7.4   26,601,070   1.9   24,467,910   (1.0)
Private Label   $24,320,870   6.0   15,528,970   (0.6)  13,725,330   (1.7)
Birds Eye Steamfresh Premium Selects   $3,419,204   4.4   1,626,978   2.9   1,220,234   2.9 
Pictsweet All Natural   $2,044,083   11.6   1,060,351   3.3   1,200,657   10.6 
Goya   $1,667,356   22.0   516,454   (0.4)  1,116,306   0.5 
Pictsweet   $1,533,624   (21.7)  862,554   (18.8)  903,559   (26.5)
Pictsweet Deluxe Steamables   $1,473,677   266.3   749,063   278.6   443,615   261.7 
Hanover Gold Line   $1,322,752   16.2   617,979   25.1   407,225   13.2 
Green Giant Simply Steam   $1,131,342   15.2   327,158   7.2   184,026   7.2
Fresh Frozen   $1,015,224   (3.7)  327,760   (4.3)  710,038   (5.6)
Pictsweet Deluxe   $952,507   (12.9)  465,049   (14.0)  468,125   (26.2)

CARROTS  $6,428,387   6.9   4,493,481   1.4   4,183,696   (1.7)
Private Label   $4,138,107   2.1   2,930,652   (3.9)  2,903,051   (4.8)
Green Giant   $1,459,409   20.0   1,065,764   17.0   666,102   17.0 
Hanover Gold Line   $181,772   3.0   87,331   8.0   69,292   (2.1)
Capac Chief   $162,531   49.7   73,708   20.3   221,125   20.3 
Hanover Country Fresh Classics   $113,459   38.0   78,823   41.1   78,823   41.1 
Pictsweet   $101,717   57.8   65,081   59.4   54,826   34.3 
Birds Eye Freshlike   $93,262   (7.5)  73,427   (9.8)  73,427   (9.8)
Flav-R-Pac   $63,300   15.7   43,581   3.4   43,581   3.4 
Westpac   $52,173   32.4   44,776   33.7   44,776   33.7 

PIES  $144,476,300   6.4   35,752,900   (1.4)  64,526,920   (1.7)
Marie Callender’s   $44,611,630   45.1   9,005,292   60.5   19,228,280   43.8 
Mrs. Smith’s   $28,521,950   (11.8)  7,855,536   (18.8)  16,302,650   (18.5)
Sara Lee   $23,188,030   (8.5)  5,649,650   (20.3)  12,602,770   (20.9)
Edwards   $22,897,960   5.1   4,005,077   5.3   7,555,464   3.6 
Claim Jumper   $6,662,821   16.3   1,139,671   11.7   2,815,472   12.2 
Edwards Singles   $4,798,287   (8.1)  1,811,118   (10.1)  623,559   (15.8)
Banquet   $3,696,406   (8.3)  4,361,785   (11.7)  1,908,281   (11.7)
Private Label   $2,754,761   (1.5)  603,923   (11.6)  1,006,413   (8.2)
Sara Lee Signature Selections   $1,826,974   (7.2)  277,143   (3.2)  681,347   4.9 
Mrs. Smith’s Soda Shoppe   $801,749   (24.7)  146,285   (23.4)  331,770   (23.3)

ICE CREAM  $776,951,400   6.0   207,534,000   (3.5)  652,423,600   (2.6)
Private Label   $206,203,300   16.3   62,638,660   9.8   244,509,700   8.2 
Breyer’s   $68,147,540   (9.5)  16,380,770   (24.3)  49,034,660   (24.3)
Blue Bell   $63,919,290   13.0   15,312,580   6.6   47,191,090   5.4 
Dreyer’s/Edy’s Slowchurned   $52,807,890   (7.9)  13,162,710   (21.7)  39,488,130   (21.7)
Häagen-Dazs   $47,882,580   1.7   10,589,720   (12.6)  11,050,550   (8.9)
Ben & Jerry’s   $39,983,200   11.2   9,442,066   (4.0)  9,503,385   (3.8)
Turkey Hill   $31,534,490   21.5   10,342,540   11.4   30,579,720   11.7 
Dreyer’s/Edy’s Grand   $27,392,610   (5.6)  7,072,126   (20.3)  21,134,400   (20.1)
Wells’ Blue Bunny   $25,165,030   9.0   5,622,246   (1.0)  21,992,060   (3.7)
Dreyer’s/Edy’s Fun Flavors   $20,115,770   (25.9)  5,195,358   (35.8)  15,586,070   (35.8)

TURKEY/TURKEY SUBSTITUTE  $154,990,900   5.6   31,980,260   (5.5)  45,748,600   (6.5)
Jennie-O Turkey Store   $47,033,170   18.0   9,285,964   7.5   11,861,470   6.3 

THE DATABANK

*Number is either not available, or very high, indicative of a recent launch working off a small base.              
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ARTISANAL
CARAMEL SEA SALT
ICE CREAM 
(and Butter) for all!
BY COURTNEY DEINES-JONES

I’m back from Fancy Food West 
in San Francisco. My foraging 
didn’t yield any specific product 

standouts. Instead, I was struck 
by several trends that could be 
summed up in a fantasy product 
called “Gloria’s Artisan Caramel Sea 
Salt Gelato, made with butter!”
 “Artisan” is the catchword of the 
hour. In dairy, it has spread from 
cheese to butter and ice cream, both 
of which were in greater force at this 
show than I’ve seen in the past. The 
premium ice creams, in keeping with 
the small batch philosophy, come in 
pint-sized retail packaging. This is 
great or not, depending on your store’s 
demographics. Small gourmet stores 
in urban centers, rejoice. But one 
Midwestern grocer lamented “More 
pints!” His family-heavy patron base 
likes new flavors but prefers the value 
and quantity of quarts. Sadly, quarts 
do not align with the artisan ethos.
 You may have read that sea salt is 
being pushed aside by tropical fruit 
flavors. From this show, though, salt 
(and it must be sea salt) is still riding 
the wave, especially in caramel sea 
salt flavor. Every ice cream, sorbet, 
and gelato seller had a sample of sea 
salt caramel at the show, with flavors 
varying from strong burnt-caramel 
to very subtle butterscotch. Vendors 
agreed the flavor does extremely 
well for them. Scott Kuehn of Jeni’s 
Splendid Ice Cream, a first-time show 
exhibitor, believes their caramel sea 
salt is a pioneer. Introduced in 1996, 
“it is still overwhelmingly our most 
popular flavor.”
 Sea salt also was evident in butter. 
Chunks of high-fat, high-end but-
ters with big flakes of salt were sliced 
up and served alongside Cheddar 
and Brie. Lactalis and Transatlantic 

Foods, both French butter importers, 
said that with exchange rates hurting 
foreign suppliers, high end sea salt 
butters fill a growing niche among 
people willing to pay a premium. As 
evidence of growth, several importers 
and domestic producers report they 
are supplying high-end European-
style and flavored butters to club 
stores, something “unthinkable” five 
years ago. Rich Martin of Straus Fam-
ily Creamery, a small dairy, told me, 
“I’m saying ‘no’ more than I say ‘yes’ 
now. There is no way I could produce 
in the quantities being asked for.”
 One producer ready to step up to 
the quantity challenge is Epicurean 
Butter, which offers sweet and savory 
flavored butters (including just-in-
troduced caramel sea 
salt) for food service 
and in 3.5 – 4 oz. retail 
tubs. Appealing to an 
American palate, they 
are spreadable and of-
fered in an expanding 
array of flavors. Owner 
Janey Hubschman says 
sales are booming. Ker-
rygold’s representative 
said their long-stand-
ing garlic and herb but-
ter is doing very well, 
as is a new spreadable 
butter that maintains 
the higher fat content 
dear to European-style 
butter lovers.
 Not everyone is 
jumping on the band-
wagon. Lurpak, a Dan-
ish import, stopped 
offering flavored 
butter several years 
ago, and doesn’t see 
enough interest to re-
introduce the product. 
Larkin, a distributor, 
and producer Cabot 
Creamery similarly 
don’t see a big change 
in butter demand. For 
Cabot, at least, that’s 
fine. “We’re already 
at full capacity. We 
wouldn’t have the 

equipment to do any more.”
 Any artisan trend is a boon for 
small stores, and this is especially true 
with butter. Being the only store to of-
fer a specific butter tells a great story, 
and there is an opportunity to forge 
exclusive relationships because of the 
small batch nature of the product. I’ll 
be watching butter over the next year, 
and anticipate my foraging will turn 
up even more size and flavor variety 
the next time around. In the mean-
time, pass the caramel sea salt. n

Courtney Deines-Jones is president 
and chief forager for MyForager, which 
specializes in helping independents and 
specialty stores find new products. She 
can be reached at cdeinesj@myforager.
com or 240-462-8426.

3 ‘FANCY FOOD’ TRENDS
Our favorite forager reports on the 37th Winter 
Fancy Food Show in San Francisco in January. 

BY COURTNEY DEINES-JONES

Three things in the frozen/dairy categories struck 
me at the Fancy Food Show:
1. The “artisan” cheese 
trend is spilling over to arti-
san butter. And everything 
has to be “artisan,” which is 
the catchword of the hour.

2. There was a *ton* of 
ice cream and ice cream-
like stuff on the show floor. 
Maybe that’s just a function 
of better shipping/storage 
technology and the fact that 
it is a winter show? But a 
woman I spoke to from Fancy 
Food & Culinary Products 
said she’s been doing the 
show for years and also 
noticed a surge, so it may be 
a real trend.

3. “Caramel Sea Salt” is 
everywhere. I’ve read else-
where that that flavor is being 
pushed aside by tropical 
fruits, but if so you couldn’t 
tell by what they were pro-
moting at the show — mostly 
in ice cream-ish products, 
but also in butter. Butter with 
big chunks of sea salt in it is 
popular.

Epicurean Butter (www.
epicureanbutter.com), Fed-
eral Heights, Colorado, 
showed its Caramel Sea 
Salt Butter, so new that 
only the lid was available 
for a photo. 

Jeni’s Splendid Ice Creams 
(www.jenisicecreams.com), Co-
lumbus, ohio, exhibited its 
new Salty Caramel flavor 
at the show. 

THE FORAGER
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KEEPS IT SIMPLE
Low margins, limited assortments and a “hyper-focus” on 
member needs drive differentiation. 

BY DENISE LEATHERS

COVER STORY

From the outside at least, it’s all pretty simple. 
Nothing Costco sells is priced more than 15% 
above cost. SKU counts are low, but shoppers 
are generally happy with variety. The Kirkland 
Signature private label is widely recognized as 
an icon of quality. 

So it should be no surprise that Costco’s 89% member-
ship renewal rate (U.S. and Canada) is the highest in the 
industry. The Issaquah, Wash.-based club store chain 
understands ⎯ better than its competitors ⎯ the need 
to give its customers value for their annual member-
ship fees, says Jim Degen, president of J.M. Degen & Co., 
Tucson, Ariz. 

“Costco has remained very true to the club store mod-
el,” confirms Ginny Valkenburgh, senior vp at Wilton, 
Conn.-based Kantar Retail, whose manufacturer-driven 

2011 PoweRanking placed Costco fourth among retailers 
nationwide in terms of “clearest company strategy.” (It 
also ranked fourth overall, behind Walmart, Target and 
Kroger). 

Beyond low margins, limited assortment also plays an 
important role in Costco’s success. While all three of the 
leading club store chains expanded their assortments 
during the past five years, Costco's grew the least, says 
Valkenburgh, and its total of about 3,950 SKUs pales in 
comparison to Sam's Club's 5,250 and B.J.'s 6,890.

LIMITED ASSORTMENT KEY
“Customers think they want more variety, but too many 
choices actually makes shopping more difficult,” she 
explains. Costco has made SKU rationalization a fine art. 

Its frozen departments carry 
an average of just 105 SKUs 
vs. 197 at Sam's and 275 at 
BJ's, its dairy departments 
offer just 69 vs. 97 at Sam's 
and 148 at BJ's. Its gourmet 
delis, which have seen the 
most growth in recent years, stock 136 items compared 
with 235 at Sam's and 230 at BJ's, according to Ware-
house Club Focus (www.warehouseclubfocus.com).

The low count helps prevent stock-outs. The new store 
we visited in Bucks County, Pa., had 110 freezer doors ⎯ 
or a little more than one door per SKU. The commodity 
cooler section contained 54 doors, while the gourmet deli 
included approximately 160 linear feet of open display 
cases.

How does Costco determine which items warrant that 
kind of space? According to Degen, “Every item competes 
with every other item in the department,” not just every 
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COSTCO AT A GLANCE
Headquarters: Issaquah, Wash.
Web site: www.costco.com
Stores: 598 (515 in the U.S. and Canada)
Members: 64.9 million 
Membership Renewal rate: 89% (U.S. and Canada)
Employees: 160,000+ worldwide
Sales: $87.0 billion in fiscal 2011 (up 14.1% vs. 2010)
Comparable Sales Growth: 10.6% in 2011 (6.9% 
excluding gas and foreign currency exchange)
Gross Margins: 10.62% (1st quarter 2012)
SKUs: 3,956
Frozen as a percentage of total sales: 5.1%
Refrigerated as a percentage of total sales: 4.2%
Gourmet Deli as a percentage of total sales: 2.1%

The new store we visited in 
Bucks County, Pa., had 110 
freezer doors — or a little more 
than one door per SKU.



Refrigerated and frozen 
cases feature large interiors 
for excess inventory so 
shelves can be restocked 
from the back.
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other item in its par-
ticular category. So, if re-
frigerated biscuit dough 
doesn't sell as 
well as, say, cream 
cheese, Costco won't 
carry it (actually, we 
didn’t see any 
refrigerated 
dough at the 
Costco we 
visited, despite 
the fact it 
warrants its 
own small section at 
most supermarkets). 
“Costco only offers what 
sells,” continues Degen, 
citing the old 80/20 rule. 
Only in Costco’s case, it 
doesn’t bother with the 
other 80%.

During our store visit, 
we found only one SKU 
of vanilla ice cream, 
under the Kirkland 
Signature label. In fact, 
the entire ice 
cream category 

had just eight SKUs; the frozen breakfast section, 
six; the frozen vegetable section, six; the frozen 
single-serve meals section, two; and the frozen 
potato section, two. Even the yogurt section, 
which has expanded in recent years, offered only 
10 SKUs, half of them Greek.

However, we counted 10 SKUs of frozen ap-
petizers (bacon wrapped dates, chicken satays, 
cocktail franks, etc.) and almost as many frozen 
snacks (mini tacos, bagel bites, mozzarella 
sticks, etc.) — no surprise given that consum-
ers planning a party often do their shopping in 
the club channel. But Costco also offers a wide 
assortment of frozen seafood — we counted a 
whopping 26 SKUs, nearly half of which were 
Kirkland Signature items — and a fair amount of 
frozen chicken, frozen ground meat and frozen 
Asian foods, from won ton soup and potstickers 
to mini egg rolls and noodles. And despite some 
manufacturers’ claims that Costco doesn’t offer 
enough natural and organic, we spied several 
options in the freezer, from natural breaded fish 
sticks to organic burritos.

In the commodity cooler, eggs/egg substitutes, but-
ter/spreads, cheese, yogurt and milk, including several 
organic items, got plenty of space along with sliced 
deli meats, bacon and hot dogs. But we saw only one or 

two SKUs of orange juice, cream cheese, sour cream, 
whipped cream and cookie dough (plus an eight-count 
package of single-serve sliced red grapefruit that seemed 
a bit out of place), and that was it — no cottage cheese, 
no pudding, no chip dips, and no non-orange juice.

The selection is a little more varied in the gourmet deli, 
where Costco stocks dozens of imported cheeses, upscale 

dips and spreads and refrigerated entrees, many of which 
can’t be found in other outlets. The refrigerated section 
also contains a wide array of value-added meats and cold 
cuts — plus an entire case of fresh soup, which highlights 
the fact that the majority of buying is done regionally 
(cold weather denizens eat a lot of soup in the winter).

REGIONAL BUYING 
Several manufacturers we interviewed say Costco’s ability 
to tailor its assortment to shoppers in specific regions is 
one of the keys to its success. But others find the process 
frustrating. 

“They’ve got eight separate buying units with eight sep-

arate needs,” explains one. And with different products 
going to different regions, “It’s hard to get adequate scale. 
But they push you for skinny margins nonetheless.” If 
buying was more centralized and product more uniform, 

Costco runs as many as 25 different demos on busy weekend 
days, many of which feature refrigerated and frozen products.

Regionalized assortments are one of the 
keys to Costco’s success, although some 
manufacturers find the process frustrating.
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“They could enjoy additional efficiencies and margins.”
The problem is exacerbated by Costco’s extremely 

short 13-week commitment to new items, adds another 
vendor, who says developing and managing Costco-
specific packaging is always risky, especially for smaller 
manufacturers. Although vendors say Costco works 

closely with its partners to 
create products it believes 
will be successful, “It’s 
also quick to eliminate a 
rotational item if it doesn’t 
immediately hit a certain 
threshold,” says another 
manufacturer. 

Costco’s willingness to 
pull the plug on items that 

aren’t performing, combined with its strong commit-
ment to innovative new products, means that, although 
SKU counts remain fairly stable, individual items are 
frequently switched out. This helps create the “treasure 

hunt” atmosphere for which Costco has become known. 
Many customers love it (“you never know what you 
might find...”) but “it can also get a little irritating when 
a product you like is suddenly discontinued,” says Paula 
Rosenblum, managing partner at Miami-based Retail 
Systems Research (RSR). In fact, just about everyone we 

talked to for this story was lamenting the disappearance 
of one item or another (for the record, Rosenblum is still 
looking for spinach pie, while Degen misses his favorite 

maple bacon).
Costco has long been known for its demos. On most 

weekdays, the chain runs 10 to 15; on Saturday and Sun-
day, 20 to 25. Some vendors say that demos at BJ’s and 
Sam’s “are purely a profit center and don’t sell product,” 
but note that they see big spikes in volume at Costco 
demos, especially on weekends. 

The majority of prod-
ucts being demonstrated 
are refrigerated and 
frozen, which are often 
packaged for utility, not 
appearance. As a result, 
“It’s hard for consumers 
to ‘eat with their eyes’ in 
those departments,” says 
consultant Dan Raftery 
of Antioch, Ill.-based 
Raftery Resource Net-
work. “So the ability to 
taste those items in particular really helps drive sales.”

Costco also gets high marks for how it stocks its 
frozen and refrigerated cases from the back rather than 
the front. Since everything comes in self-merchandising 
shippers, there’s no labor to stack shelves. And most 
locations feature massive drive-in freezers and cool-
ers — filled once or twice a day — whose interiors house 
rolling shelves full of excess inventory. When one shelf is 
emptied, stockers simply move a new one into its place, 
keeping the aisles clear and the doors full. 

A handful of Costco locations also offer high-volume 
dairy products like milk and eggs in walk-in coolers simi-
lar to the chain’s much-vaunted produce fridges. So far, 
however, the chain has resisted calls to create a secondary 
display near the entry for grab-and-go shoppers. 

“During the recession, consumers made more fill-in 

Regional buying means assortments can be tailored to 
the local population; store layouts are also left to the 
discretion of individual warehouse managers.

To keep SKU counts low, Costco avoids duplication. In 
fact, it offers only one brand of vanilla ice cream, under 
its own Kirkland Signature label.
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Costco’s 89% 
membership 
renewal rate is 
the highest in 
the industry. 

Although SKU
counts remain
fairly stable
at Costco,
individual items
are frequently
switched out.



At Crystal Farms® we choose to do things better by insisting on using only the highest 
quality ingredients and then testing and retesting against a wide range of criteria such 
as taste, purity and texture.  
That means when you choose Crystal Farms, you can be certain you are choosing 
delicious foods of the very highest quality that your shoppers will love. To learn more 
call 1-877-CRYSTAL or visit crystalfarms.com.

©2011 Crystal Farms

Choose Crystal Farms.®
Choose Better.™
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and quick trips, buying just what they needed at the 
time,” explains Valkenburgh. “The question is whether 
that behavior will continue post-recession,” in which case 
Costco may need to make some adjustments.

One area where the chain is already up to speed, how-
ever, is the health and wellness segment. “A lot of retailers 
‘took a break’ during the recession because while shop-
pers wanted healthy alternatives, they couldn’t always 

afford them,” says Valkenburgh. But because its members 
are generally older, more affluent and better educated 
than other consumers, their interest in health and well-
ness never waned, and neither did Costco’s, putting the 
company ahead of the curve.  n

CRAIG ESPELIEN

KIRKLAND
IS ‘ONE OF THE BEST’
A private label expert offers insights into what makes 
Kirkland Signature tick. 

Costco’s private label program ranks as one of the 
best in the business, according to Craig Espelien, 
vp of Consumer Products Inc., a subsidiary of Fort 

Worth, Texas-based Marketing Management Inc. Not 
because its share is particularly high (it hovers around 
20%, a little less than the industry average) or because 
it encompasses thousands of products under several 
labels (it includes about 300 SKUs, all under the Kirkland 

Signature brand) or even because 
it’s the least expensive option on 
the shelf (it may not be, though 
it’s almost always the best value, 
observers say). 

“I hold Costco out there as one 
of the top private label retailers be-
cause they know exactly what they 
want to do with their store brand 
program,” says Espelien. “They use 
it very judiciously and for a very 
specific purpose.” Many retailers 
use their private label programs 
to boost margins or differentiate 

themselves from their competitors, he explains. But for 
the most part, Costco has been able to achieve its goals in 
those two areas with help of its national brand suppliers. 

Only when it can’t does it look to private label to fill the 
gap. For example, the company couldn’t find a national 
brand manufacturer that could give it everything it need-
ed to create a frozen seafood section that would stand out 
from the rest (larger sizes, individually wrapped portions, 
etc.), so it opted to create a private label program — now 
regarded as one of the best in the country. 

Limited space keeps SKU counts low, so even in high-
volume categories where Costco does sell both a national 
brand and a private label, the two SKUs always differ in 
size, flavor or some other attribute. Kirkland Signature is 
not a national brand equivalent label program. “It’s not 
quite premium but definitely at the upper end of aver-
age,” says Espelien. 

“Costco differentiates Kirkland Signature on two 
parameters: quantity, offering more product for the same 
price, and quality, offering a better product for the same 
price,” he explains. Espelien says that Costco, unlike 
many top retailers, won’t compromise quality to get to a 
better price point.  

While Kirkland Signature’s penetration in frozen and 
dairy tends to be a little low, Espelien says that’s because, 
except for seafood, there just aren’t many categories where 
a national brand can’t meet customers’ needs. In addition, 
Costco is less likely to put its name on a refrigerated or 
frozen product that, if not handled properly throughout 
the cold chain, might disappoint the consumer.

Costco has been building its presence storewide via co-
branding ⎯ partnering with national brands it believes 
have more equity and credibility in certain categories 

than Kirkland Signature. Among the co-branded refriger-
ated and frozen items we saw on a recent visit were Foster 
Farms Chicken Bakes, Rader Farms Three Berry Blend 
and Blount Lobster Bisque. 

However, in some cases, Kirkland Signature was help-
ing the co-brand more than the co-brand was helping it, 
which speaks to the strength of the Costco brand overall, 
Espelien says. Now, he continues, the company is using 
co-brands more to test the waters in certain categories, to 
see if consumers will accept a private label there. If it finds 
they will, it may eventually let those co-brands go.  n

‘Unlike many top retailers, 
Costco won’t compromise quality 
to get to a better price point.’  

Costco has been building its presence storewide via 
co-branding — partnering with national brands it 
believes have more equity and credibility in certain 
categories than Kirkland Signature.



• Broccoli Beef, Teriyaki Chicken, Teriyaki Beef, 
Orange Chicken and Sweet & Sour Chicken

• Orange Chicken, Korean BBQ, General Tso’s 
Chicken, Tangerine Beef and Teriyaki Chicken

The Proven Asian Culinary Favorites
Your Customers Love Most…

Discover New Profits
with Fastest Growing Brands in the Category!

• Full line of authentic 
potstickers or “Gyoza”– 
chicken, shrimp, 
vegetable, pork & beef

• Premium restaurant 
quality proteins and 
vegetables

• Authentic “Silk Road 
Inspired” sauces   
and flavors

• Heat n’ Serve 
convenience

(800) 329-5331Day-Lee Foods, Authentically Asian – made in the USA  •  www.Day-LeeFoods.com  •  (800) 329-5331



WHY THEY SHOP

COSTCO
Consumers say price and quality are their primary 
motivators, according to BIGinsight. 

Consumers buy groceries at Costco for two main 
reasons — price and quality. The chain scored 
significantly higher than average on both key 

measures and outperformed its main competitor, 
Sam’s Club, according to Worthington, Ohio-based 
BIGinsight’s (www.biginsight.com) August 2011 
Monthly Consumer Survey.

Shoppers also selected Costco for its selection (pre-
sumably because it’s got the right products rather than a 
wide variety), its one-stop shopability and, interestingly, 
its location, though significantly fewer shoppers chose to 
shop at Costco for that reason than they did other stores.

At the departmental level, a higher than average num-
ber of consumers selected Costco for its fresh produce, 
meat/seafood and bakery offerings as well as its prepared 
meals and organic/whole foods. Fewer than average chose 
it for its ethnic food offering and deli department.

According to BIGinsight senior analyst Dianne Kremer, 
Costco members purchase organics more frequently than 
the average consumer. They also shop for groceries much 

more often than Sam’s Club members, “which suggests 
they’re more focused on fresh items that require frequent 
replenishment.”

“Costco does seem to attract a more affluent and 
educated shopper,” who’s also slightly more confident in 
the economy and less likely to reduce spending as a result 
of fluctuating gas prices, continues Kremer. That profile 
is reflected in the other places Costco shoppers bought 
groceries during the past 90 days. While lots shopped at 
Walmart, Target, Safeway and Albertson’s, the chain they 
visited next most frequently was upscale Trader Joe’s.

Costco shoppers spend an average of $307.14 on 
groceries per month — about $30 more than the aver-
age shopper — but only 44.6% said they regularly make a 
shopping list before heading to the store, perhaps because 
their budgets aren’t as tight and the assortment at Costco 
isn’t as fixed. n

How likely is it that you would 
recommend this store for groceries 
to a friend or colleague? 
Scoring Group Avg.  Costco  Sam’s Club
Detractors 20.3% 13.6% 13.0%
Passive 28.1% 23.7% 28.5%
Promoters 51.6% 62.8% 58.5%
Net Promoter Score 31.3% 49.2% 45.5%

Net Promoter, NPS and Net Promoter Score are 
trademarks of Satmetrix Systems, Inc., Bain & Co., 
and Fred Reichheld
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Costco’s membership skews older and more affluent 
than Sam’s Club’s, but the chain doesn’t attract as 
many small business owners.

KEY ATTRIBUTES USED 
FOR CHOOSING STORES
BIGinsight asked shoppers why they buy their groceries 
where they do. Highlighted numbers show where 
Costco scored above average.
GENERAL Avg. Costco Sam’s Club
Price 73.1% 94.8% 86.3%
Selection 54.9% 54.2% 54.7%
Location 70.5% 44.3% 46.4%
Quality 45.5% 63.6% 60.2%
one-Stop Shopping 30.7% 43.1% 48.2%
Service 26.5% 20.9% 25.3%

DEPARTMENTS 
Bakery 15.7% 19.5% 21.6%
Deli 17.2% 13.1% 16.5%
Ethnic Foods 5.4% 4.3% 8.8%
Fresh Produce 31.8% 40.1% 31.9%
Meat/Seafood 25.1% 35.8% 43.1%
organic/Whole Foods 7.6% 14.1% 10.2%
Prepared Meals 8.0% 16.0% 15.2%

SERVICES
Knowledgeable Staff 11.3% 11.6% 15.1%
Store Layout 21.3% 20.4% 27.1%
Store Appearance 20.2% 16.2% 24.8%
Wide Aisles 12.9% 27.9% 19.8%

Percentages add up to more than 100% because respondents 
can select more than one answer.



®



Cheesecakes  $125,283,000   8.6   19,829,610   24.4 
Atlanta Cheesecake Co  $6,146,886   38.5   810,747   35.7 

Pudding/Mousse/Gelatin  $502,667,700   (9.2)  205,888,400   (8.5)
Raymundo’s  $2,986,889   29.4   1,482,360   21.5 
Jelley Brown  $2,723,217   40.3   4,963,171   40.8 

Sauce/Gravy/Marinade Mixes  $272,334,800   4.3   78,672,980   3.2 
Garden Highway  $7,573,936   28.2   2,491,632   37.6 
Wholly Salsa  $3,654,421   49.0   1,275,160   23.0 
Fiesta Garden  $3,419,769   24.6   789,414   22.8 
Julio’s  $2,835,719   11.0   968,538   10.2 
Cibo Naturals  $2,493,623   15.8   434,516   15.5 

BRAND $ SALES % CHG UNITS % CHG BRAND $ SALES % CHG UNITS % CHG 

XXXXXSPOTLIGHT: BREAKFASTSTHE DATABANK
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HOT BRANDS

Price inflation in key commodities helped dairy foods 
score double-digit dollar gains in 2011, but you’d think 
that would depress unit sales. Not for the brands listed 
here, which also had unit gains above 10%.  

BY WARREN THAYER

Hundreds of “hot” dairy food brands turned in 
double-digit gains in both dollars and units in 
supermarkets last year. 

That’s quite an accomplishment, when you consider 
that for the year, dairy dollars rose only 6.0%, with units 
dropping by 1.3% and volume down by 2.6%, according to 
SymphonyIRI Group, the Chicago-based market research 
firm. By comparison, supermarket frozen food dollars 
averaged a gain of only 2.3%, with units off by 1.8% and 
volume down by 2.4%. 

It’s worth looking at the big picture here also. Last year, 
the consumer price index for food-at-home rose by 4.8%, 
according to the United States Department of Agricul-
ture’s Economic Research Service. This year, assuming 
normal weather and no shocks to major commodities, 
that figure should dip down to between 2.5% and 3.5%, 
according to the USDA.  

The food away-from-home CPI rose 2.3% in 2011, and 
should rise 1%–3% this year, USDA says. Most industry 
people I speak with think all these numbers are some-

what low. For example, I hear retailers I trust 
saying that food inflation ran at about 6% last 
year. But on the plus side, most people do 
expect a continued easing of food price infla-
tion for the rest of 2012. 

Brian Todd, chairman and CEO of The 
Food Institute (www.foodinstitute.com), 
Upper Saddle River, N.J., tells me that most 
of the gain seen in supermarket sales last 
year was the result of retailers finally passing 
along higher prices to shoppers. By and large, 
he says, supermarkets had been absorbing 
higher prices at wholesale for the past 18 
months. No more. 

How much all this will affect next year’s 
Hot Brands list is anybody’s guess. But it is 
safe to say that some commodities look to 
be ready for some cooling off. Egg sales in 
supermarkets rose by 10.8% last year. USDA 
says egg sales overall were up by 9.2% in 

2011, and it expects this year’s price increase to be in the 
range of 1.2%. 

Now here come the caveats about the data. It’s for the 
52 weeks ended Nov. 27, 2011, and includes supermarkets 
only. Some of these brands haven’t done as well in the 
most recent 13 weeks. Others that are doing great now 

but started with relatively low numbers aren’t here. For 
space reasons, the charts do not include brands under 
$2 million, or subcategories under $100 million. I did not 
include private label here. Since it’s combined data from 
all different retailers’ brands, it didn’t seem appropriate to 
list here. 

SymphonyIRI always likes to have us note that rank-
ings of the brands here are not totaled brand listings (i.e., 
all UPCs or brand extensions rolled up into a single figure 
such as Breyers ice cream), but are rather individual 
brand listings. 

Finally, keep in mind that category definitions vary and 
that all data, always, is subject to interpretation, conster-
nation and indignation. 

The food-at-home consumer price 
index rose 4.8% last year; this year, it’s 
expected to rise by only 2.5%–3.5%. 
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Flavored Spreads  $403,398,400   10.8   117,440,100   8.7 
Sabra Go Mediterranean  $208,803,200   23.7   53,674,590   22.1 
Tribe Origins  $4,015,545   151.1   1,227,490   167.5 
Basha  $3,582,436   14.1   1,289,169   18.7 
Fountain Of Health  $2,716,173   122.4   910,303   116.6 

Dinners/Entrees  $537,257,600   4.0   93,801,050   6.1 
Hormel Country Crock  $19,680,220   855.1   5,276,862   855.7 
Jack Daniel’s  $16,566,590   27.3   2,227,006   28.8 
Sweet Baby Ray’s   $6,201,561   190.3   1,172,655   204.0 
Harris Ranch   $5,921,010   11.7   835,508   17.5 
Del Real   $5,147,820   29.9   762,683   26.4 
Plumrose   $4,518,961   31.8   488,564   29.3 
Weight Watchers   $3,284,666   45.1   1,146,436   63.3 
Homemade Brands Food   $3,140,657   14.5   517,679   26.6 
Butcher’s Prime   $2,811,714   205.3   459,063   159.9 
Lloyd’s Woodfire Barbeque   $2,219,028   1,945.2   392,853   1,997.2 
Stone Ridge Ranch   $2,069,418   54.7   317,567   48.1 
Sadler’s Smokehouse   $2,068,845   135.6   274,267   141.3 

Fresh Soup  $125,693,300   8.9   31,166,280   7.9 
Harry’s Fresh Soup  $2,134,741   67.7   546,562   58.0 

Handheld Non-Bkfst Entrees  $110,611,500   3.1   30,864,680   3.8 
Del Real $3,446,390   68.1   514,735   58.4 

Appetizers/Snack Rolls  $464,241,400   10.8   70,040,230   4.8 
AFC  $55,693,550   529.5   7,329,179   488.2 
Hissho Sushi  $32,376,950   29.2   5,162,745   25.3 
Japanese Food Express  $29,641,640   94.1   4,476,412   84.8 
Sushi Avenue  $10,628,040   14.2   1,594,268   13.2 
Fujisan Chef  $7,835,683   45.8   1,243,637   45.4 
Asian House  $2,015,350   1,701.5   298,271   1,684.3 

Potato Side Dishes  $288,606,800   6.4   96,279,380   1.5 
Reser’s  $6,325,386   20.8   2,603,847   26.5 
Simply Potatoes Diner’s Choice  $3,784,814   157.0   1,252,426   166.3 

Prepared Salad/Fruit  $594,039,900   1.2   246,399,300   2.2 
Sundia True Fruit  $9,573,656   26.1   7,266,889   31.7 
Del Monte Superfruit $4,567,829   12.6   3,748,415   35.2 
Dole Fresh Favorites  $2,844,179   13.2   1,657,527   16.1 
Papa John’s  $2,627,898   17.5   727,740   16.0 

Butter  $1,481,369,000   16.7   470,368,600   0.2 
Kerrygold  $11,098,280   17.0   3,105,297   15.1 
Kate’s  $5,651,160   38.6   1,685,161   29.5 
Plugra  $5,396,730   26.7   1,805,308   24.2 
Dairy Fresh  $4,747,620   30.4   1,604,126   15.7 
Clover Stornetta  $3,088,689   61.6   768,360   41.2 
Walnut Creek $2,548,063   103.9   818,078   77.6 
Falfurria’s  $2,386,356   27.5   723,071   11.7 

Marg./Sprds./But. Blends  $1,375,020,000   5.6   627,447,200   (3.8)
Earth Balance $13,108,130   33.5   3,076,859   27.6 
Bestlife  $10,176,700   82.8   5,035,863   62.1 
Challenge  $7,588,198   36.1   2,820,535   36.0 

Shedd’s Country Crock Churn Style $4,865,559   26.9   2,265,805   12.2 

Cottage Cheese  $847,895,000   2.2   332,046,100   (3.9)
Daisy    $30,900,720   29.1   10,301,110   26.1 
Land O’Lakes    $12,062,480   16.9   4,359,082   14.7 
Organic Valley    $2,155,497   15.8   485,620   15.9 
Clover Stornetta Farms    $2,063,292   22.6   603,714   15.4 

Coffee Creamer  $1,160,543,000   12.1   420,410,400   7.6 
Int’l Dlght Cff Hou Insp    $61,396,220   28.4   29,727,210   15.8 
Bailey’s    $49,542,270   202.6   22,987,270   185.8 
La Creme    $3,126,961   43,858.0   1,249,187   19,250.6 

Dairy Cream/Half & Half  $690,432,800   6.0   287,071,700   (0.2)
Organic Valley  $17,090,270   14.6   5,996,890   13.8 
Upstate Farms    $12,422,030   25.0   4,957,564   23.0 
Tuscan Dairy Farms    $3,273,364   35.6   1,187,495   27.2 
Land O’Lakes Mini Moos    $3,271,585   31.0   1,021,049   38.4 
Farmland Special Request Skim +    $2,374,145   39.1   919,345   37.0 
Oakhurst    $2,177,296   42.6   817,470   37.4 

Aerosol Whipped Toppings  $215,060,600   (13.2)  79,592,210   (15.5)
Land O’Lakes $2,362,516   42.0   681,020   38.2 
Classic Cream $2,123,338   25.4   1,036,159   24.2 

Non Aerosol Whip Toppings  $272,050,900   22.4   99,333,850   12.3 
Organic Valley  $5,596,960   24.4   1,870,899   21.3 
Horizon Organic  $5,273,989   13.4   1,505,678   17.3 
Shamrock Farms  $2,205,323   14.7   653,304   12.5 

Sour Cream  $807,771,200   7.5   444,360,400   (1.5)
Hood  $8,537,802   35.8   4,924,135   19.5 
Land O’Lakes  $3,907,295   17.5   2,266,963   11.8 
Yoder’s  $2,957,698   14.0   1,454,279   12.7 
El Mexicano  $2,616,869   43.7   942,206   53.4 

Biscuit Dough  $385,101,500   3.8   282,850,000   (0.8)
Pillsbury Simply  $2,915,673   113.6   1,553,894   108.4 

Cookie/Brownie Dough  $347,236,200   (2.2)  122,185,400   (3.8)
Immaculate Baking Co  $5,845,728   23.0   2,054,932   25.9 

Dough (Bread/Rolls/Bun)  $279,582,300   6.2   130,427,000   2.3 
Pillsbury Simply  $5,517,434   136.8   1,874,347   128.5 

Dips  $477,744,200   4.1   183,316,500   (1.0)
Wholly Guacamole    $28,327,920   19.9   7,466,052   14.8 
Wholly Guacamole Classic    $8,588,270   26.4   3,032,494   11.6 
Gordo’s    $5,663,053   14.6   1,220,147   10.9 
Avo Classic    $5,171,977   47.6   1,147,789   28.7 
Marzetti Otria    $5,106,143   919.2   1,627,101   920.9 
Pancho’s    $2,746,766   10.9   667,627   11.6 
Ole Mexican    $2,146,561   25.6   407,819   22.7 
Cabo Fresh    $2,008,299   124.3   503,129   97.6 

Egg Substitutes  $211,867,200   (0.4)  64,097,270   (2.0)
Crystal Farms All Whites  $3,667,471   1,943.8   1,331,038   2,296.2 

BRAND $ SALES % CHG UNITS % CHG BRAND $ SALES % CHG UNITS % CHG 



Eggs  $3,183,818,000   10.8   1,502,941,000   1.0 
Eggland’s Best    $342,931,900   15.4   114,978,600   14.0 
4 Grain    $24,715,770   25.7   9,196,294   19.1 
Born Free    $16,708,650   14.4   5,454,873   12.8 
Sparboe Farms    $14,549,900   40.1   6,758,338   27.8 
Pete & Gerry’s    $12,487,370   11.5   3,667,723   13.8 
Rocky Mountain    $10,545,780   52.3   3,871,805   20.5 
Country Eggs    $8,144,523   34.0   4,253,120   31.9 
Trafficanda Egg    $8,008,581   42.8   3,222,397   51.2 
The Country Hen    $6,855,369   13.8   2,188,095   14.6 
Nobrand    $6,590,137   62.3   3,708,456   63.0 
Hickman    $4,863,914   50.7   2,070,126   29.5 
Nature’s Design    $4,732,835   24.0   1,756,060   20.2 
Fulmer    $4,264,757   82.7   2,877,835   76.8 
Nature’s Yoke    $4,141,898   25.3   1,184,436   22.0 
Dutch Farms    $4,106,915   1,331.5   2,026,452   1,985.7 
Sauder’s Egg    $4,032,113   45.6   1,695,424   49.8 
Davidson’s Safest Choice    $3,938,486   96.5   1,293,624   91.8 
Wilcox Family Farms    $3,869,720   35.2   1,058,899   27.7 
Nelms    $3,729,818   24.8   2,131,647   25.6 
Phil’s    $3,719,480   21.1   1,188,258   12.7 
Chino Valley Ranchers    $3,476,117   20.9   886,248   23.5 
Hidden Villa Ranch Smart Balance    $2,941,859   46.5   1,048,089   41.6 
Clover Organic Farms    $2,847,346   36.5   680,975   38.9 
Tasty Fresh    $2,782,777   29.6   1,739,098   21.8 
Nature’s Best    $2,530,289   29.8   1,518,785   11.2 
Garrett    $2,409,827   53.4   1,211,912   44.6 
Farmer John    $2,352,387   57.7   1,264,771   41.5 
Crystal Spring Farm    $2,300,883   37.5   1,168,758   26.3 
California Farms    $2,300,212   76.7   1,077,427   56.9 
Country Daybreak    $2,295,340   24.0   2,191,201   21.3 
Rogers    $2,276,758   59.0   1,417,561   35.8 
Freshland    $2,160,540   16.9   1,477,527   14.1 

Soft Cream Cheese/Spreads  $418,645,700   12.2   164,191,700   1.6 
Belgioioso Soft  $11,129,710   20.2   2,412,354   16.6 

Natural Chunks  $2,507,751,000   3.9   693,011,100   (1.9)
Laughing Cow Mini Babybel    $69,364,700   13.4   17,920,160   10.4 
Boar’s Head    $37,430,490   15.0   6,235,467   10.3 
Mozzarella Fresca    $30,680,860   47.2   6,307,567   53.5 
Cacique    $19,997,360   15.2   6,371,238   14.5 
Tropical    $16,481,200   19.8   4,077,167   18.5 
Dofino    $16,267,540   20.4   3,053,688   16.2 
Cabot    $9,776,200   18.7   3,162,034   14.6 
Borden    $9,737,548   32.2   4,431,938   28.2 
Bandon    $8,951,215   27.2   2,049,197   27.9 
Golden California    $8,313,434   21.6   1,910,718   12.3 
Apple Smoked Cheese    $7,316,563   23.3   1,256,621   21.2 
El Mexicano Casero    $7,233,962   133.3   2,695,108   146.1 
Gold Rush Creamery    $4,694,495   16.4   1,032,847   10.2 
La Bonne Vie    $4,674,686   22.9   870,574   21.1 
Emmi Le Gruyere    $3,444,407   130.4   344,325   119.4 
Grand Cru    $3,083,796   18.4   644,586   20.2 

Country Harvest    $2,841,583   15.3   451,474   13.8 
La Vaca Feliz    $2,159,888   76.9   302,148   104.1 

Natural Crumbled Cheese  $241,689,300   7.0   69,647,830   1.4 
President  $27,087,550   21.7   6,018,729   20.0 
Odyssey  $3,502,914   98.1   1,063,476   112.7 
Montchevre  $3,181,964   18.6   699,070   14.6 

Natural Shredded Cheese  $2,698,123,000   9.0   972,785,700   1.7 
Borden    $47,819,930   16.7   20,742,400   14.3 
Kraft Philadelphia    $38,843,310   1,108.1   14,668,690   951.1 
Tillamook    $25,821,900   16.8   8,950,527   14.7 
Belgioioso    $16,991,980   22.1   4,360,594   20.5 
Dutch Farms    $10,186,090   26.6   4,603,202   15.2 
Great Lakes    $6,502,049   44.2   1,194,875   23.7 
Daiya    $2,274,528   542.0   460,781   550.1 
Miceli’s    $2,250,087   51.8   1,114,385   47.1 

Natural Slices  $994,752,700   5.8   311,915,500   3.1 
Boar’s Head   $6,833,114   52.4   1,214,113   40.1 
Sara Lee Fresh Ideas   $4,989,225   2,839.3   1,133,052   2,759.6 
Dofino   $4,681,793   34.4   938,065   26.4 
Borden   $4,519,148   118.2   1,975,647   107.9 
Cache Valley   $3,224,550   20.9   1,190,957   14.3 
Dairy Fresh   $2,037,545   40.4   944,414   34.7 

Natural String Cheese  $640,657,900   7.8   195,999,900   (3.3)
Sargento    $98,305,940   20.5   21,419,010   11.9 
Kraft    $21,424,290   280.9   5,076,181   277.4 
Schreiber Weight Watchers    $16,561,440   13.6   4,008,499   13.6 
Kraft Polly-O    $14,919,200   47.5   2,139,079   49.1 
Crystal Farms Cheezoid    $10,863,850   17.4   2,919,525   14.3 
Kraft String-Ums    $7,021,120   253.5   1,633,970   235.9 

SS Grated Cheese  $264,158,300   0.6   76,425,700   0.8 
4C Homestyle SS Grated Cheese  $6,676,353   21.8   1,816,416   22.8 
Crystal Farms SS Grated Cheese  $3,647,792   13.4   1,284,546   13.1 

Proc. Cheese Spreads/Balls  $389,307,300   7.5   103,276,300   5.5 
Laughing Cow    $105,127,500   16.9   32,125,060   19.0 
Boursin    $28,896,650   43.2   5,399,302   47.3 
Palmetto Cheese    $8,826,608   58.9   1,512,429   59.9 
Merkts    $8,501,257   12.5   2,191,362   15.5 
Parkers Farm    $3,144,628   45.2   1,012,176   40.3 
Vermont Butter & Cheese    $2,658,757   31.4   595,984   28.8 
Weight Watchers    $2,283,238   86.1   843,116   86.0 
Ballard’s Farm    $2,023,240   20.1   631,766   25.1 

Proc./Imit. Cheese-Loaf  $284,097,400   5.0   58,852,030   (2.3)
Kraft  $32,416,790   14,244.0   5,517,004   36,638.2 

Proc./Imit. Cheese-Slices  $1,306,988,000   1.3   464,786,900   (4.0)
Kraft    $58,909,260   4,212.8   22,246,340   20,160.7 
Borden Sandwich Mate    $9,188,223   10.7   8,995,781   12.7 
Borden Singles Sensations    $7,126,387   37.1   3,625,321   39.6 
American Accent    $4,173,372   89.3   4,174,802   87.4 
Borden Singles    $3,904,000   239.4   1,776,336   226.6 

BRAND $ SALES % CHG UNITS % CHG BRAND $ SALES % CHG UNITS % CHG 
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Copyright © 2011 Zero Zone, Inc. All Rights Reserved.

CASE CLOSED    800-247-4496  |  Zero-Zone.com

When you give your customers warmer aisles and cold, fresh product,

you won’t just increase sales and reduce shrink. You’ll also save yourself
up to 84% in annual energy costs. If you choose cases other than Crystal, 

you’ll need to increase your sales by as much as $5,000 a week to offset

the higher energy costs and maintain your profi t margin.

Tired of money going out the window? Try shutting the door.

“THE ENERGY SAVINGS ARE
ASTOUNDING. WE’VE SAVED

84% IN ANNUAL ENERGY COSTS.”
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Borden Fat Free    $3,479,143   31.3   1,351,635   24.0 

Flavored Milk/Eggnog  $704,736,600   (0.4)  320,024,800   (7.8)
Horizon Organic   $16,480,510   20.9   3,958,591   16.9 
Borden   $9,829,022   15.0   3,612,613   13.9 
Dean’s TruMoo   $5,780,152   11,828.2   2,445,997   15,247.3 
Marburger   $3,752,137   24.2   1,514,696   16.6 
Oakhurst   $2,892,844   16.6   1,342,061   18.8 
Hershey’s   $2,586,588   50.2   2,104,730   45.9 
Shamrock Farms Rocking Refuel   $2,563,313   29.6   2,144,078   26.0 
Darigold Old Fashioned   $2,302,429   25.6   609,817   21.0 

Soymilk/Kefir/Milk Subst.  $617,354,600   15.2   189,394,700   13.0 
Blue Diamond Almond Breeze $88,997,930   67.5   27,502,220   59.1 
Silk Pure Almond   $71,854,980   84.0   22,404,350   76.6 
Lifeway   $33,902,450   28.9   9,744,067   26.8 
So Delicious   $8,390,741   79.9   2,610,893   102.8 
Bolthouse Farms   $6,302,400   543.1   1,939,007   598.3 
Lifeway Organic   $3,662,420   45.2   882,815   36.3 
Evolve   $2,103,888   77.4   597,199   79.8 

Skim/Lowfat Milk  $7,023,790,000   6.0   2,432,968,000   (3.4)
Smart Balance   $31,540,110   25.7   9,350,310   25.7 
Reiter   $15,414,360   40.6   5,949,731   19.6 

Clover Stornetta   $14,230,280   19.9   5,096,810   14.4 
Alpen Rose   $12,061,050   119.6   4,406,446   104.3 
Dairy Fresh Land O’Lakes   $10,962,530   23.7   3,252,112   13.9 
Clover Organic Farms   $9,410,804   19.0   2,053,728   16.3 
Farmfield   $8,917,496   267.5   2,659,427   248.1 
Baremans   $8,820,590   97.6   3,423,328   82.3 
Toft’s   $7,705,618   44.1   2,877,644   34.5 
Arp’s Dairy   $7,530,789   14.0   3,485,022   10.1 
Schroeder   $7,479,165   22.2   2,664,937   13.0 
Country Milk   $7,300,839   176.3   2,254,756   156.4 
Byrne Dairy   $5,757,882   30.8   2,283,175   20.5 
Turner’s   $5,631,039   21.5   2,135,445   14.4 
Sun Up   $5,399,734   45.2   1,791,323   30.7 
Smart Balance Heart Right   $4,786,919   57.4   1,381,585   58.3 
Borden Viva   $4,713,907   799.4   1,390,343   518.5 
Marburger   $4,142,254   74.5   1,528,037   62.9 
Bestever   $3,965,831   91.1   1,338,274   64.4 
Coleman   $3,665,292   20.3   1,199,660   13.1 
Sarah Farms   $3,346,063   128.7   1,485,907   104.4 
Dairy Belle   $3,248,444   35.9   951,258   22.8 
Dean’s Value Pak   $2,524,116   41.1   779,494   27.1 
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Whole Milk  $2,594,648,000   6.2   879,765,100   (3.7)
Organic Valley   $23,738,240   15.4   5,746,268   15.3 
Elmhurst Dairy   $20,307,410   122.9   7,969,707   87.9 
Farmfield   $9,892,125   294.7   3,005,029   271.6 
Swiss   $6,630,377   36.3   2,038,298   20.5 
Country Milk   $5,779,255   233.6   1,742,194   208.0 
Oakhurst   $5,647,839   16.5   2,007,209   11.2 
Sun Up   $5,018,240   34.1   1,633,987   17.5 
Fieldcrest   $3,208,470   26.5   990,663   13.8 
Coleman   $2,933,209   27.5   907,209   15.1 
Clover Stornetta   $2,919,929   21.9   1,102,926   15.4 
Reiter   $2,886,415   35.3   1,096,683   16.2 
Bestever   $2,554,729   95.6   856,863   62.4 
Clover Organic Farms   $2,320,254   31.8   510,687   27.7 

Blended Fruit Juice  $260,073,600   (11.7)  85,361,220   (12.4)
Simply Orange  $52,956,720   13.8   15,646,910   11.2 
Bolthouse Farms  $7,373,974   57.2   2,043,342   51.2 
Welch’s Healthy Start  $3,498,072   75.1   1,046,403   69.7 

Fruit Drink  $671,936,700   6.0   334,066,100   2.7 
Trop50   $113,145,100   28.1   36,761,000   22.1 
Tropicana   $48,248,510   22.2   33,419,560   22.9 
Bright & Early   $21,322,450   52.6   20,216,260   54.1 
Dole Sensation   $13,619,370   65.5   5,761,845   60.0 
Gts Kombucha Synergy   $7,523,418   12.1   2,251,476   11.9 
Good Belly   $2,649,029   30.7   668,527   31.6 
POM Wonderful   $2,287,337   45,578.6   1,035,935   45,134.2 
Bolthouse Bom Dia   $2,187,100   1,793.9   837,595   2,139.6 

Juice & Drink Smoothies  $244,441,200   20.5   74,386,000   19.7 
Bolthouse Farms   $66,238,010   24.2   18,676,150   23.4 
Naked Superfood   $57,759,300   34.3   15,177,190   28.8 
Naked   $37,556,120   14.7   11,397,870   12.8 
Odwalla Superfood   $14,060,490   232.8   5,797,650   282.2 
Naked Protein Zone   $9,408,765   14.6   2,574,679   11.2 
Odwalla C Monster   $7,633,011   31.8   2,853,551   49.9 
Naked Well Being   $5,924,848   80.9   1,509,330   81.8 
Naked Antioxidant   $3,261,714   44.4   395,752   46.3 

Lemonade  $324,141,000   3.6   157,853,700   (3.3)
Turkey Hill  $25,145,450   16.9   13,342,250   15.1 
Tropicana  $3,117,108   26.5   2,187,544   28.9 
Swiss Premium   $2,292,479   71.4   1,238,669   69.4 

Orange Juice  $2,418,556,000   1.0   755,114,000   (2.8)
Minute Maid   $44,637,180   228.7   11,630,880   275.3 
Florida’s Natural Growers Pride   $9,484,621   13.7   4,232,093   12.7 
Land O’Lakes   $7,671,693   21.4   3,059,382   22.8 
Min Maid Prem Heart Wise   $5,873,558   5,567.6   2,150,834   5,264.1 
Naked Just Juice   $3,887,792   12.9   715,815   16.8 
Uncle Matt’s   $2,676,235   19.0   564,164   20.5 
Knudsen   $2,261,822   49.9   660,921   45.1 

Teas  $413,760,700   10.0   201,166,500   5.1 
Gold Peak  $63,033,470   76.6   26,039,760   73.8 

Milo’s  $19,477,850   15.6   7,465,047   12.2 
Bolthouse Farms Perfectly Protn  $18,749,440   16.0   5,069,148   17.6 
GT’s Kombucha Synergy  $6,136,786   47.9   1,818,358   48.6 

Pourable Salad Dressing  $254,997,100   5.4   73,213,620   2.6 
Marzetti Simply Dressed  $13,908,700   5,745.9   4,300,673   5,831.0 
Bolthouse Farms  $13,314,040   16.6   3,865,012   12.5 

Fresh Cut Salad  $2,816,139,000   2.8   1,057,379,000   0.6 
Dole   $242,869,000   19.7   111,990,600   14.8 
Ready Pac Bistro   $83,488,340   18.6   23,804,690   18.6 
Organic Girl   $45,315,840   54.8   10,545,920   53.2 
Olivia’s Organics   $35,331,130   23.2   8,420,342   18.4 
Fresh Attitude   $27,396,850   26.1   9,145,134   28.2 
Taylor Farms   $15,732,950   83.5   4,992,149   136.6 
Pacific   $12,310,220   584.8   4,049,521   499.3 
River Ranch   $6,755,400   34.2   3,971,047   26.8 
Eat Smart   $4,552,542   15.3   2,330,119   18.4 
Dandy   $2,729,656   329.9   1,081,902   337.2 
Taylor Organic   $2,104,715   127.6   517,059   124.1 
B & W   $2,015,990   19.3   688,330   20.6 

Yogurt  $4,369,657,000   7.5   3,872,616,000   (2.2)
Chobani   $520,160,500   138.9   383,031,300   139.9 
Fage Total   $174,030,800   36.7   84,676,340   47.8 
Yoplait Go Gurt   $131,922,400   14.0   45,955,000   10.3 
Dannon Danimals  Drinks  $93,110,600   13.6   33,049,770   12.0 
Oikos   $62,190,600   20.1   27,918,760   18.5 
Yoplait   $52,866,320   84.0   45,425,220   69.7 
The Greek Gods   $47,740,620   66.6   15,326,670   49.2 
Yoplait Splitz   $18,856,630   123.6   8,037,938   121.7 
Tillamook   $18,583,300   30.0   28,706,050   17.9 
Yakult  Drinks  $15,755,150   10.7   5,135,548   12.1 
Breyers YoCrunch Fruit Parfait   $14,881,560   261.2   6,778,878   308.8 
Cabot   $12,922,850   141.8   3,315,451   110.3 
Voskos   $11,051,990   132.1   8,550,145   156.0 
Stonyfield Farm Squeezers   $10,994,520   37.3   3,269,455   37.5 
Athenos   $10,345,250   3,155.8   8,548,221   3,258.6 
Stonyfield Farm Yokids   $9,724,706   23.9   2,832,301   23.7 
Chobani Champions   $9,112,673   882.9   2,821,709   922.1 
Stonyfield Farm Yotoddler   $8,149,978   256.6   3,099,294   260.5 
Liberte   $5,432,159   164.3   5,009,392   179.1 
Anderson Erickson   $5,199,211   36.5   6,943,699   21.9 
Yo Gusto  Drinks  $4,418,467   17.2   1,016,100   19.9 
Dannon Activia Dessert   $3,668,970   34.3   1,664,023   35.1 
Liberte Mediterranee   $3,627,534   509.6   3,488,340   558.9 
El Viajero Bio Salud  Drinks  $3,608,235   44.3   3,795,134   44.3 
So Delicious   $3,119,820   32.9   1,772,247   31.5 
Cacique Yonique  Drinks  $2,856,331   82.8   4,461,406   82.1 
Voskos Yo Greek   $2,464,811   4,255.1   1,637,859   4,088.2 
Noosa   $2,434,054   982.4   999,247   924.0 
Clover Organic Farms   $2,417,190   61.4   1,994,981   85.7



There’s one brand of frozen pizza that continues to be 
a hot seller in the freezer section. Palermo’s. No one 
is more passionate about great pizza. Our obsession 
with the details, big and small, makes Palermo’s the 
perfect choice for pizza lovers. It’s no wonder we’re 
helping retailers increase frozen pizza sales.

To find out how to share in this remarkable growth 
and fire up your category sales, call Don Ostergren, 
our VP of Sales, at 800-800-7912.

Visit us online at stockpalermos.com

© Palermo Villa Inc. 2012
*Nielsen NITRO Total U.S. Food $2MM+ for the 52 weeks ending 12/24/2011

With sales this hot, your cashiers 
might Want to put on oven mitts.

2011 Frozen pizza growth

value
-1.5%

premium
+1.3%

mainstream
-6.3%

+11.8%
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SPOTLIGHT: SEAFOOD

SEAFOOD $$ UP 0.2%
But rising prices push units and volume down, 
particularly in shrimp. 

BY CRAIG ESPELIEN

Supermarket sales of frozen seafood climbed 0.2% 
to $568.2 million in the 12 weeks ended Jan. 22, 
according to SymphonyIRI Group, the Chicago-

based market research firm. Units dipped 5.8% and vol-
ume fell by 7.2%, however, as prices rose. Volume sold 
with merchandising support dropped by 4.2 points, to 
51.1%.  

Shrimp took the biggest hit, down by 1.4% to  
$314,277,600. This was despite having 61.0% of volume 
sold with merchandising support. Private label shrimp 
saw 70.2% of its volume sold with merchandising support, 

but had larger declines in dollars, units and volume than 
the subcategory average. 

The fish/seafood subcategory fared better. Dollars 
rose 2.3% to $254.0 million, with units and volume both 
down by 2.7%. Volume sold with merchandising support 
dipped 3.0 points, to a relatively sane 43.1%. Unlike with 
shrimp, private label fish/seafood outpaced the averages 
for the brands.  

Despite recent fluctuations, seafood remains popular 
because it is widely perceived as healthy. With 84% of all 
U.S. seafood imported, American palates are exposed to 
many more types of seafood than ever before. 

KEEPING UP SALES
Keeping seafood sales strong requires careful planning 
that includes consumer education. “We’ve seen several 
things that have worked well in driving volume,” says 
James Berger, director, sales & marketing, Beaver Street 
Fisheries, Jacksonville, Fla. “Displays in high traffic areas 
that get seafood in the shopper’s line of sight have long 
been known to help increase sales. In addition, we find 
that providing recipes and preparation ideas are benefi-
cial. Oftentimes, consumers are timid when it comes to 
seafood preparation and offering some sort of inspiration 
at shelf ⎯ whether that’s a shelf sign or recipes ⎯ helps 
to overcome that challenge. We also find that it’s always 
helpful to work with the individual retailer to determine 
the best tool for its specific shopper,” he notes.

Over the years, I’ve found placards, recipe cards and 
a knowledgeable staff to be your best allies in providing 
consumer education. It’s important to have a staff that can 
provide shoppers advice on seasoning, cooking and serv-

ing. Consumers want to speak with someone who knows 
– not just someone who sells. Here are some basics:  
⎯Seasoning Seafood: Start with a good seasoning 

rub – apply liberally and then add a light coating of a 
neutral oil (grapeseed works best – high flashpoint and 
does not add the Mediterranean flavor that olive oil does). 
This allows the seafood’s pores to absorb the spices when 
the meat hits the heat! Also, most mild fish fillets can 
benefit from the addition of a sauce.  If you go to the Food 
Network’s website (http://www.foodnetwork.com/rec-
ipe-collections/seafood/index.html) you can find many 
wonderful sauces and other recipes.
⎯Cooking Seafood: This is perhaps the least un-

derstood area as cooking differs by varietal (salmon, as 
an example, is extremely oily and needs to be cooked 
differently than tilapia) and varies based on your grill, 
stove or oven. Start with high heat ⎯ always a good thing 
for proteins. Place the fish on the rack and constantly 
move it around. This keeps burn marks from forming and 

provides a more uniform crust to the fish. Flip 
once and cook until the fish becomes translu-
cent – avoid overcooking! All proteins continue 
to cook after they have been removed from the 
heat. It is easy to overcook fish and shrimp. For 

the best shrimp, heat up your pan to high heat, season 
your shrimp, take your pan off of the heat and cook the 
shrimp with just the heat of the pan, flipping once. This 
will give you the best shrimp you have ever eaten! Here 
is a website you may want to visit: http://www.aboutsea-
food.com/cooking/by-seafood 
⎯Serving Seafood: Only one tip here – make sure 

you bring a good bottle of wine. Ignore the old saying of 
serving white wine with fish – serve any wine you like. 
Several reds are good with fish as well. Here is a site to 

get a bit of knowledge on how to pair wines with seafood: 
http://fishcooking.about.com/od/howtochoosefreshfish/
tp/wines_and_fish.htm 

CROSS-MERCHANDISE!
Just like other center-of-plate items, seafood is a great way 
to drive basket size ⎯ most seafood items are accompa-
nied by all of the other fixings for an entire meal. Mer-
chandise as many of these support items in and around 
the seafood case to maximize the total meal solution. 
Accompaniments can include spices, rubs, oils, pasta, 
rice, greens (arugula is great with seafood) and beverages. 
(Did I mention the wine?) 

Here’s an interesting side note. The vagaries of global 
demand can produce some surprises. For example, in 

Shrimp was down by 1.4% despite 
having 61.0% of volume sold with 
merchandising support.

‘Consumers want to speak with someone 
who knows – not just someone who sells.’
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A Beaver Street Fisheries Brand

Catch more customers. And keep them.

Sea Best™ offers a variety that is 
sure to please everyone. When 
your customers try our high-quality, 
frozen-at-their-freshest seafood 
products, they’ll be hooked.

Contact your Sea Best sales 
representative at 800.874.6426.
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FROZEN SEAFOOD 
Supermarket sales for the 12 weeks ended Jan. 22, 2012, according to SymphonyIrI Group, the Chicago-based market research firm. Percent 
change is versus the same period a year ago.  data is for the brand as originally trademarked and may not include line extensions. 

CATEGORY $ SALES % CHG UNITS % CHG VOLUME % CHG % W/MERCH* % POINT CHG
TOTAL FROZEN SEAFOOD  $568,249,200   0.2   76,552,080   (5.8)  88,833,770   (7.2)  51.1   (4.2)
SHRIMP  $314,277,600   (1.4)  33,076,220   (9.6)  39,810,250   (12.1)  61.0   (4.6)
Private Label  $189,402,900   (4.9)  19,177,500   (14.8)  23,209,930   (17.8)  70.2   (5.0)
Tastee Choice  $11,064,660   78.8   1,091,249   78.4   1,310,610   72.5   20.6   (3.4)
SeaPak  $9,706,846   (14.1)  1,449,753   (20.6)  1,323,812   (16.9)  47.6   (5.5)
Aqua Star  $9,239,571   34.4   1,076,063   12.6   1,304,154   22.6   56.2   (6.1)
Gorton’s  $8,394,313   3.9   1,515,171   9.8   1,115,918   10.9   53.8   8.8 
Cape Gourmet  $8,253,409   (5.0)  499,343   (4.3)  950,038   (9.2)  21.7   (8.0)
Sea Best  $6,610,914   (5.5)  877,729   (18.3)  1,014,777   (19.5)  53.5   (0.7)
Censea  $4,431,474   2.1   322,352   (12.8)  514,260   (8.6)  60.2   8.0 
Seamazz  $3,927,992   (3.0)  319,347   (0.9)  436,892   (13.4)  62.9   4.3
Great American  $3,774,403   (33.8)  315,968   (38.4)  605,993   (37.1)  62.9   3.8 
FISH/SEAFOOD  $253,971,600   2.3   43,475,860   (2.7)  49,023,520   (2.7)  43.1   (3.0)
Private Label  $74,478,690   4.5   10,630,760   (3.8)  12,832,970   (2.4)  48.1   (1.9)
Gorton’s   $41,416,360   4.4   8,328,962   2.7   8,018,295   5.3   45.6   4.5 
Van De Kamp’s   $13,205,480   (7.6)  2,298,628   (12.4)  2,906,602   (14.0)  39.3   (1.8)
Great American   $10,292,370   (23.1)  1,219,082   (25.4)  2,369,534   (30.8)  53.2   (15.2)
Mrs. Paul’s   $8,255,438   (11.1)  1,532,258   (22.0)  1,881,099   (18.6)  41.4   (7.0)
Sea Best   $7,324,564   13.6   1,155,506   4.9   1,712,628   9.3   40.8   1.1 
Great Fish   $6,963,032   55.7   995,674   24.6   1,880,778   32.8   29.3   (9.8)
Cape Gourmet   $3,984,551   18.6   482,390   19.2   836,933   25.9   69.7   (2.3)
ocean Eclipse   $3,563,251   (14.0)  1,537,955   (27.0)  687,507   (27.3)  46.7   (8.9)
Fishin’   $2,656,877   (30.6)  393,652   (25.8)  708,457   (28.8)  36.0   0.5 

*Percent of volume with merchandising support, such as an ad feature or special display. 

SPOTLIGHT: SEAFOOD

January a Bluefin tuna was sold for 
$736,000 ($1,200 per pound or over 
$100 per bite). This sounds like a great 
thing for the industry ⎯ until you 
dig deeper and find out that this high 
price has only increased the over-fish-
ing of this variety and has led to the 
decimation of the bluefin population 
(the South Atlantic Bluefin is now 
thought to be completely gone).
Finally, here are some websites you 
may find useful: 
http://www.alaskaseafood.org/infor
mation/facts/

http://en.wikipedia.org/wiki/Fish_
farming

http://www.nrdc.org/oceans/sea
foodguide/

http://fishcooking.about.com/

Craig Espelien is vp of Consumer 
Products, Inc., a sales and marketing 
group that helps small- to mid-size 
branded and private label manufac-
turers build retail sales and com-

mercialize new products. He can be 
reached at cespelien@trustcpi.com. 

WILL SHOPPERS 
PAY MORE FOR 
‘$USTAINABLE?’ 
Will consumers pay more for sustain-
able seafood? Skeptics may abound, 
but recent research says consumers 
are willing to pay a premium. 

Prof. Cathy A. Roheim (croheim@
uidaho.edu), head of the Department 
of Agricultural Economics and Rural 
Sociology at the University of Idaho, 
has done extensive research on this 
subject and is a frequent speaker at 
seafood industry events. 

“Research by and large indicates 
that consumers are willing to pay 
more for sustainable seafood, but 
this result depends upon education 
of the consumers on issues related to 
sustainability of fisheries or aquacul-
ture and a definition of sustainabil-
ity,” she says. 

She and several other experts have 
done research on consumers’ willing-
ness to pay for sustainable seafood in 
the United States, Europe and Japan, 
although not all at the same point in 
time. 

“The clear result we’ve seen is that, 
once informed of the meaning of an 
eco-label and the environmental is-
sues, a significant portion of consum-
ers do prefer sustainable seafood as 
indicated by the eco-label and are will-
ing to pay a premium for it, in all three 
regions,” she says. “To back that up, 
in a recent study we completed in the 
United Kingdom, we found that con-
sumers were actually paying about 14% 
on average more for Marine Steward-
ship Council-labeled frozen processed 
pollock products (holding other prod-
uct attributes constant), than similar 
non-labeled pollock products.”

You can read more about Dr. Ro-
heim’s research, and that of others, 
at the Marine Stewardship Council’s 
website, www.msc.org.  n
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ASIAN 
ENTREES 
CLIMB BY 4.6%
But the real gains have come from 
secondary brands. Vendors urge 
dedicated sections within the 
lineups. 

BY WARREN THAYER

Frozen Asian entrees climbed 
4.6% to $935.2 million in the 
52 weeks ended Dec. 24, 2011, 

according to New York-based 
Nielsen. By comparison, Italian 
entrees rose by only 0.5% while 
Mexican entrees went up by 0.7%. 

The data covers the food, drug 
and mass merchandiser channels, 
including Walmart. Nielsen said 
frozen Asian entrée units were up 
by 4.8% to 310.4 million during the 
period. Dollar volume sold with any 
feature or display dipped by 0.5 per-
centage points 
to 17.8%. 

The real 
surprise here 
has been the sig-
nificant declines 
posted recently 
by Unilever’s P.F. 
Chang’s Home 
Menu and Gen-
eral Mills’ Wan-
chai Ferry, ac-
cording to data 
from Sympho-
nyIRI Group, the 
Chicago-based 
market research 
firm. In the 12 
weeks ended 
Jan. 22, 2012, 
P.F. Chang’s su-
permarket sales 
were down by 
13.2% to $18,769,380 compared with 
the same period a year ago. Wanchai 
Ferry posted a 29.9% decline in su-
permarket sales, to $6,292,923. 

BIG CHANGE IN A YEAR!
A year ago, both brands were 
seeing strong gains. P.F. Chang’s was 
too new to have year-ago numbers to 
compare, but Wanchai Ferry was up 
by 51.2%. The brands had stormed 
onto the scene with much fanfare, 
rising to the top 10 in the multi-serve 
frozen dinners/entrees category 
within months of their launches. 

One industry observer tells me 
that the brands sport high shelf 
prices that may have scared some 
consumers off in the tough economy. 
Over the 12-week period reported 
by SymphonyIRI, P.F. Chang’s sold 
for an average of $8.15 per unit, 
with Wanchai Ferry’s average price 
at $7.24. This observer adds that 
more promotion is needed, along 
with some new item entries to keep 
consumer excitement 
alive. He seems confi-
dent that new items are 
coming, but worried 
about promotion plans 
by the manufacturers.  

New products are 
coming from several manufacturers. 

For example, InnovAsian 
Cuisine (www.innovasian
cuisine.com), Tukwila, 
Wash., is adding three new 
items to its lineup: Car-
melized Ginger Pork (the 
company’s first pork entrée), 
Black Pepper Chicken (its 
first non-battered chicken 
entrée) and Jasmine Brown 
Rice. The latter two items 
are designed to appeal to 
consumers wanting healthi-
er options. 

“We are seeing a lot more 
activity in the Southeast 
Asian area like Indian, Thai, 
Vietnamese and Korean,” 
notes Mark Phelps, president 
and CEO of InnovAsian.  
He adds that his company 
is working on new product 
ideas in this area. 

Day-Lee Foods (www.day-lee.
com), Santa Fe Springs, Calif., is 
introducing some Udon type noo-
dle items in Purely Asian, Teriyaki 

flavor and Yakisoba flavors, accord-
ing to James Johns, assistant vp of 
processed foods. The company is also 
looking at some Sweet Chili flavors 
in chicken and beef options.

Johns notes that “Consumers are 
always looking to try new things.  
Spicy is definitely one avenue. How-
ever, at the end of the day, the tried 
and true flavors like Orange Chicken, 
General Tso, and Teriyaki still lead 
the pack.  This is probably because 
our products, especially at Costco 
and the clubs, tend to be more for 
family consumption.” 

DEDICATED SECTIONS
Observers agree that dedicated Asian 
sections in the frozen lineups are 
paying off for retailers adopting this 
strategy. 

“Definitely the retailers that are 
displaying all Asian offerings (multi-
serve, single-serve and appetizers) 
together seem to be enjoying better 
success,” says Phelps. “We are seeing 
retailers slowly changing to move in 
this direction.” 

Day-Lee’s Johns agrees. “There are 
a few markets such as the independ-
ents in Salt Lake City and Northern 
California who have taken this direc-
tion.  Proportionately, they seem to 

P.F. Chang’s and Wanchai Ferry 
have both posted significant 
declines in the recent 12 weeks.

P.F. Chang’s supermarket 
sales fell by 13.2% in the 
12 weeks ended Jan. 22. 
Wanchai Ferry, another 
brand that quickly 
grabbed share, was 
down by 29.9%.  

Private label now accounts for 
6% of frozen Asian entrees dollar 
sales, according to Nielsen. 
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be doing better as a result,” he says. 
“The majors like Kroger, Safeway, 

etc., are far from this concept and 
seem to be doing less per ACV in 
Asian. But then, there is also the 
fact that main frozen companies like 
Nestlé and ConAgra are increasing 
their Asian varieties — which do not 
get merchandised in Asian sections, 
of course,” Johns adds.  

Manufacturers say that Asian foods 
are growing faster than most frozen 
categories, and have been chronically 
underspaced. They note that Chinese 
food is second only to pizza as the 
country’s most popular takeout food, 
according to Chicago-based Tech-
nomic (www.technomic.com). 

Another research firm, Mintel 
International Group (www.mintel.
com), also in Chicago, is bullish 
about further growth in Asian foods. 
It says that its optimism is partly 
based on a growing trend in Asian-
inspired cuisine at the restaurant 
level “that will likely spell future con-
sumer interest in home preparation.” 

“Consumer interest in health and 
wellness is a boon to the segment, 
which utilizes vegetables and soy 
proteins over refined sugars and 
fats,” says the January 2012 report 
from Mintel. “As is seen in Fre-
quency of Ethnic Food Preparation 
at Home, Mexican and Chinese cui-
sines receive the greatest percentage 

of once per month preparation,” ac-
cording to results of Mintel’s custom 
consumer survey.

Mintel says there is opportunity 
for retailers to increase purchase 
frequency of Asian foods, perhaps 
along the lines of “taco night” pro-
motions of Mexican and Hispanic 
cuisine. “Asian food marketers have 
not followed such an approach, but 
should take these efforts into consid-
eration for future sales growth,” the 
report says. 

THREE OF FIVE! 
Asian-inspired cuisine is increasingly 
popular in restaurants. Mintel’s Menu 
Insights database shows that three 

of the five most popular 
ethnic cuisine menu items 
in restaurants at the end of 
the third quarter last year 
were Chinese, Pan-Asian 
and Japanese. 

The study reports grow-
ing interest in Vietnam-
ese food among product 
manufacturers that might 
contribute to a jump in 
sales in the coming years. 
“This may not only spell 
growth in sales of Viet-
namese food, but will help 
expand consumer percep-
tion of Asian food as being 
made up of just Chinese 
and Japanese offerings. 
Growth in Asian-inspired, 

fast casual restaurants could work to 
expand this interest as well,” accord-
ing to Mintel.

The research firm went on to say 
that leading Asian food brands have 
recently posted declines while pri-
vate label and secondary brands have 
contributed most to segment growth. 

Age and income have strong 
bearing on the preparation of Asian 
food at home, Mintel notes. Here are 
the percentage of households where 
ethnic foods were reported as having 
been prepared within the previ-
ous month (from a survey done last 
October): Asian, 51%; Chinese, 46%; 
Japanese, 18%; Thai, 15%; Korean, 
10%; Vietnamese, 9%; and Filipino, 

8%. The Mintel research was based 
on responses from 2,000 internet us-
ers aged 18 and over. 

Respondents aged 18-34 indicate 
preparation of all cuisine types with 
greater frequency than do older re-
spondents, the research says. “Young-
er respondents might be more open 
to adventure and trying new things. 
They are also more likely to have 
grown up in a more global world, with 
regular access to the internet and 
food programming that brings distant 
lands into the home,” Mintel says. 

By comparison, older respond-
ents are more likely to have health 
concerns, and be wary about sodium 
levels in Asian foods. Marketers 
would be wise to offer healthier items 
and promote them as such, according 
to the study. 

The research also notes that re-
spondents with two children under 
18 in the household are the most 
likely group to say they prepare eth-
nic food at home. This suggests that 
many high-frequency ethnic food 
preparers will be making meals for 
multi-person households. 

BIGGER PORTIONS? 
“Here, room exists for creating 
larger-portion recipes or family packs 
of packaged products. Promotional 
efforts would do well to focus on the 
family-friendliness of products and 
flavors,” the Mintel study says.

 Households earning $79,000 to 
$99,000 report the highest frequency 
of ethnic food preparation, but 
types of cuisine prepared varies only 
slightly across income groups. Re-
spondents in the Northeast indicate 
the highest frequency of ethnic food 
preparation compared with other 
regions in the United States, but cui-
sine type centers largely around the 
demographic of the families buying 
the food. 

While Midwesterners report 
preparing ethnic meals less often 
at home, they are inclined to have 
shelf-stable and frozen ethnic dishes 
on hand in the house — perhaps 
because of anxiety over preparation, 
Mintel says. n

InnovAsian Cuisine has launched carmelized 
ginger pork, its first pork entree. Also new 
is black pepper chicken, the company’s first 
non-battered chicken entree, appealing to 
consumers wanting ‘healthier’ items. 



Killer Taste
Your hunger has met its match.

Orange Chicken | Chicken Chow Mein 
Chicken Fried Rice | B� f and Broccoli

Ajinomoto Frozen Foods U.S.A., Inc.
7124 North Marine Drive, Portland, OR 97203 

Phone:    503.505.5783
Fax:    503.734.1531

info@ajifrozenusa.com
ajifrozenusa.com
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GREEK 
GRABS 25% OF

SALES
The still-expanding segment helps 
drive a 9.9% increase in total yogurt 
dollars, though volume was down 
slightly. 

BY DENISE LEATHERS

With its share of total sales 
now in excess of 25%, 
Greek yogurt remains the 

category’s hottest seller. Its success 
helped yogurt rack up more than 
$955.0 million in supermarket sales 
during the 12 weeks ended Jan. 22, 
up 9.9% vs. the same period a year 
ago, reports Chicago-based market 
research firm SymphonyIRI Group. 
However, volume was off 1.4% while 
unit sales tumbled 4.1%, due in part 
to a shift toward multi-packs.

“Consumers are moving out of 
typical American yogurt and trading 

up to Greek,” says marketing direc-
tor Russell Evans of Johnstown, N.Y.-
based Greek yogurt manufacturer 
FAGE USA (www.fageusa.com), 
whose sales jumped 26.0% during 
the past 12 weeks to $40.2 million. 

“It’s been a massive shift, and we 
expect it to continue.”

Because labor costs associated 
with handling and stocking the cat-
egory are high, “More dollars from 
fewer units isn’t a bad thing,” adds 
Tim Seaton, vp of retail sales at Agro 
Farma-owned Greek yogurt manu-
facturer Chobani (www.chobani.
com), Norwich, N.Y. Chobani’s sales 
during the past 12 weeks shot up 
142.7% to $157.0 million, making 
it the category’s single best-selling 
brand.

Other winners among the top 10 
were private label (+14.2%), which 
is moving into Greek in a big way, 
and Yoplait Go-Gurt (+24.5%). Most 
of the remaining top 10 brands saw 
sales decline, a few in the double-
digit range. 

“If you take Greek out, the catego-
ry would be down,” says Seaton. “It’s 
been a real shot in the arm — and a 
great way to bring profitability back 
to the section.”

GOING GREEK
Greek’s success has prompted more 
manufacturers to enter the segment. 
For example, American Canyon, 
Calif.-based Australian-style yogurt 
maker Wallaby Yogurt Co. (www.
wallabyyogurt.com) just launched 

six SKUs of organic low-
fat Greek yogurt. And 
Miami-based Alpina 
Foods (www.alpina.com) 
rolled out four SKUs of 
Greek yogurt combined 

with granola. Meanwhile, 
already-established Greek 

yogurt brands are expanding 
their assortments. 
FAGE just added five flavors to 

its Total 0% line, bringing the count 
to 10, according to Evans. Like the 
rest of the collection, which debuted 
last fall, the newcomers come in 
5.3-ounce split cups, featuring plain 
fat-free Greek yogurt on one side and 
fruit on the other, so consumers can 
tailor the product to their own tastes. 

Chobani added three flavors at the 
beginning of this year: Blood Or-
ange, Apple Cinnamon and Passion-

fruit. Two 
of the three 
new flavors 
are fat-free, 
while Pas-
sionfruit 
is low-
fat (2%). 
Although 
Chobani 
has got-
ten some 
requests 
for full-
fat Greek 
yogurt, 
currently 
available 
primarily at natural food stores, “The 
bulk of the category is in 0% right 
now,” says Seaton, citing continued 
demand for lower-calorie options.

One manufacturer is approaching 
low-cal in a different way. Tillamook, 
Ore.-based Tillamook County Cream-
ery Association (www.tillamook.com) 
recently debuted light yogurts it says 
are the first sweetened with zero-cal-
orie natural sugar substitute Truvia. 
As a result, says the company, it 
contains about 35% fewer calories per 
serving than regular low-fat yogurt 
but nothing artificial.

FEWER INGREDIENTS
Other companies are also tapping 
into the trend toward simple, natural 
products with fewer ingredients. 
White Plains, N.Y.-based Dannon 
(www.dannon.com), just introduced 
a “first-of-its-kind” product called 
Dannon Pure “made with just seven 
to nine simple, natural ingredi-
ents that are easy to recognize and 
understand,” according to senior 
director of public relations Michael 
Neuwirth. However, he continues, 
“We know that value is top-of-mind 
for many consumers,” so the prod-
uct is “right-priced” at $1.99 for a 
six-pack of 4-ounce cups. “Although 
consumers are willing to spend on 
premium yogurt, especially Greek 
style, new products like this that 
target cost-conscious consumers 
will help bring new people into the 

Dannon Pure has ‘just 
seven to nine simple, natural 
ingredients that are easy to 
recognize and understand.’

Yoplait (General Mills) is 
rolling out a lactose-free 
collection, the first from a 
major national brand. 



CHOBANI.COM

Available in 6 oz. Cups, 16 and 32 oz. Multiserve, 
and Chobani Champions for Kids.

CHOBANI.COMCHOBANI.COM
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Supermarket sales for the 12 weeks ended Jan. 22, 2012, according to SymphonyIRI Group, 
the Chicago-based market research firm. Percent change is versus the same period a year 
ago. Data is for the brands as originally trademarked and may not include line extensions.

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
YOGURT  $955,002,000   9.94   791,420,900   (4.13)  458,396,500   (1.40)
Chobani   $156,996,300   142.66   121,990,800   162.02   50,875,460   157.36 
Private label   $92,364,030   14.18   143,024,200   7.86   71,048,700   4.08 
Yoplait light   $80,487,460   0.89   100,936,300   (21.23)  43,921,320   (13.66)
Yoplait original   $72,132,700   (9.07)  81,012,320   (26.53)  42,627,380   (15.38)
dannon light & fit   $52,736,850   (12.62)  39,823,250   (40.80)  33,840,010   (17.19)
dannon activia   $48,803,690   (7.95)  17,334,370   (9.33)  20,802,240   (9.39)
faGe total   $40,196,850   26.04   21,877,020   45.16   10,656,340   44.88 
Yoplait Go-Gurt   $32,842,350   24.47   10,957,700   19.14   14,067,340   22.89 
dannon activia light   $25,598,750   (2.34)  8,826,896   (8.88)  11,045,990   (2.56)
Stonyfield farm   $22,502,080   (19.70)  11,176,590   (33.19)  11 ,031,590   (19.50)

SPOTLIGHT: YOGURT

yogurt category,” he says.
Other manufacturers are also 

considering better-value multi-
packs, which retailers generally 
favor because they help reduce labor 
costs associated with stocking the 
yogurt section. Seaton says Chobani 
is testing single-flavor six-packs in 
the Northeast, while Minneapolis, 
Minn.-based General Mills (www.
yoplait.com) recently added two new 
flavors (Coconut and Cherry Pome-
granate) to its Yoplait Greek four-
packs, both of which are available 
only in that particular package. 

Yoplait is also rolling out a lactose-
free collection, the first from a major 
national brand, according to spokes-
woman Melissa Levy. (Sebastopol, 
Calif.-based Green Valley Organics 
offers an organic lactose-free line). 
Offered in four flavors, Yoplait Lac-
tose Free is 99% fat-free and contains 
50% of the recommended daily value 
of calcium and vitamin D, two nu-
trients lactose-intolerant consumers 
often struggle to get enough of.

The probiotic segment also remains 
strong, though category leader Activia 
has struggled in recent months (dol-
lar sales of Activia and Activia Light 
were down 8.0% and 2.3%, respective-
ly, during the past 12 weeks). Accord-
ing to Neuwirth, Dannon recently 
introduced a new Activia sub-brand 

called Activia Harvest Picks, 
which comes in four flavors. 
It will eventually replace the 
Activia Selects sub-brand, which 
is being phased out. 

SECONDARY DISPLAY IS KEY
Despite the yogurt category’s tre-
mendous growth in recent years, 
finding enough space to accommo-
date it remains a challenge. As new 
stores are constructed, retailers are 
adding more linear feet for yogurt. 
In fact, says Seaton, the new Weg-
man’s in Boston features a 56-foot 
yogurt section. In more established 
stores, however, “A lot of retailers 
are looking to steal additional space 
from slower-moving categories,” such 
as butter/margarine or refrigerated 
dough. He adds that it’s important for 
retailers to get a handle on the out-
of-stock situation now because the 
category will only continue to grow 
as U.S. yogurt consumption catches 
up with the rest of the world’s.

In the interim, says FAGE’s Evans, 

secondary displays during promo-
tional periods have proven success-
ful for many retailers. They’re also a 
good way to boost incremental sales, 
says Seaton, whose company recently 
tried placing coolers full of 32-ounce 
packages of Chobani in the produce 
section of one chain. Though it’s still 

evaluating results of the test, “The 
idea wasn’t as much to decrease out-
of-stocks as it was to increase con-
sumption” by encouraging consumers 
to try Greek yogurt with fresh fruit 
or as the basis of a healthy veggie dip. 
“That’s why yogurt consumption is so 
much higher in Europe,” he explains. 
“Consumers there use it in a lot more 
ways than they do here.” 

But complementary items 
don’t necessarily have to be 
merchandised side by side. 
They can also be put together 
in ads, in recipes, in meal 
deals and a myriad of other 
ways. For example, Weg-
man’s included a recipe for 
broccoli soup that calls for a 
container of Greek yogurt in 
the winter issue of Wegman’s 
Menu magazine. And Trader 
Joe’s February Fearless Flyer 
suggests mixing its non-fat 
plain Greek-style yogurt with 
fresh or frozen fruit and a 
little granola “for a hearty 
breakfast.”

Although some manufac-
turers prefer brand blocking, 

most recommend a segmented set 
anchored by Greek on one end and 
proactive health on the other.  Ob-
servers say promotions should run 
year-round, not just from January to 
September, and that multiple price 
points drive more sales than single 
price points.  n

Chobani’s sales during the past 
12 weeks shot up 142.7% to 
$157.0 million, making it the 
category’s No. 1 brand.



Kroger, Winn-Dixie, Nash Finch, Hy-Vee, Harris Teeter, Safeway
and BJ’s Wholesale Club have been past winners.  

Frozen & Dairy Buyer magazine and Ruiz Food 
Products are accepting nominations for winners of 
the Retail Patriot Awards to be presented this October 
during the convention of the National Frozen & 
Refrigerated Foods Association in Washington, D.C. 

Nominations Open for

From left, Frozen & Dairy Buyer’s Johnny Harris and Paul Chapa, Jud Wells of Kroger (with award), 
Navy SEAL and keynote speaker Eric Greitens, and Frozen & Dairy Buyer’s Warren Thayer. 

Marcus Adair, left, and Coler Ambrose accept 
Retail Patriots award on behalf of Winn-Dixie. 

‘The event this 
evening is Ruiz 
Foods’ way of saying 
thank you to all who 
have served or are 
serving in the armed 
forces.’ — Fred Ruiz. 

Vietnam 
veteran Gary 
Spinazze of 
Nash Finch, 
welcomes 
veterans in 
the audience 
to come to 
the stage for 
recognition. 

If you can suggest 
a nominee, or 
would like to 
nominate your 
own company, 
please send your 
information to 
Frozen & Dairy 
Buyer, to the 
attention of either 
Paul Chapa 
(paul@fdbuyer.com, 913-481-5060) or Warren Thayer 
(warren@fdbuyer.com, 603-252-0507).

Nominees should be retailers that have 
gone “above and beyond the call of duty” 
in supporting our troops and veterans. 
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HUMMUS 
STILL RULES
Get ready for line extensions, 
new flavors and more natural 
ingredients, as well as packaging 
innovation. 

BY COURTNEY DEINES-JONES

Hummus — with its healthy, 
low-fat image — continues 
to drive the flavored spreads 

subcategory, according to data from 
SymphonyIRI Group, the Chicago-
based market research firm. 

Supermarket sales of flavored 
spreads climbed 5.4% to $88.9 mil-
lion in the 12 weeks ended Jan. 22, as 
units and volume grew by 3.7% and 
2.4%, respectively. Volume sold with 
merchandising support fell by 3.9 
points to 31.0% during the period. 

The 52-week numbers were a little 
stronger — suggesting some possible 
maturity coming to the segment, 
which has been growing like wildfire 
since hummus took off a few years 
ago. Sales for the 52 weeks were up 
8.7%, with units and volume rising 
7.2% and 7.6%, respectively. Merchan-
dising support dropped by 1.2 points 
to 33.6% during the period. 

Elsewhere in the category, meat 
spreads posted 9.8% dollar growth in 
both 52- and 12-week periods. Horse-
radish posted a 2.5% 12-week and 
1.0% 52-week decline for the periods 
ended January 22. 

SMALL-SIZE OPTIONS
For the year ahead, hummus man-

ufacturers plan more line extensions 
and new packaging options, including 
more small-size options. Natural in-
gredients have helped spur sales, says 
Jerry Goldner, vp of North American 
sales for Tribe Mediterranean (www.
tribehummus.com), Taunton, Mass. 
He asserts that Tribe remains “the 
only leading brand that is entirely 
natural,” a distinction he believes at-
tracts and retains customers.

In 2011, Tribe introduced a “green 
lid” tub to reinforce this natural im-

age. Tribe has fo-
cused on improv-
ing creaminess 
and developing 
“new culinary-
inspired flavors 
unique to the cat-
egory” that stick 
to an all-natural 
ingredients base.

Cedar’s Medi-
terranean Foods 
(www.cedars 
foods.com), Ward 
Hill, Mass. will 
be returning to 
all-natural in the 
majority of its 
accounts, according to Dominick Fro-
cione, vp of sales. Cedar’s is upgrading 
packaging color themes and labeling 
to emphasize the all-natural products.

HEALTHIER & ETHNIC SHIFT
Brady Miller, director of projects 
and sales coordination, Future Food 
Brands (www.futurefoodbrands.
com), Carrollton, Texas, sees “a 
significant shift in the market toward 
healthier and ethnic products.” The 
company is “working to reduce calo-
ries in new products and clean up our 
ingredients decks” for both its Santa 
Barbara Bay and Salads of the Sea 
brands, says Miller.

Similarly, “We find organic prod-
ucts are a sweet spot,” says Herb Hel-
ler, director of finance and business 
development, of private label leader 
Hot Mama’s (www.hotmamasfoods.
com), Springfield, Mass. “Most cus-
tomers want an all-natural product,” 
he notes.

Bobby Ray, vp of retail and store 
brands at Select Store Brands (www.
selectstorebrands.com), a division of  
Haliburton International Foods, On-
tario, Calif., finds variety is the spice 
of life. “The more unique the better,” 
he says. “Retailers demand a flavor 
profile that can excite the consumer.”

For Bob Ferraro, vp of sales of 
Eat Well Enjoy Life (www.eatwell-
enjoylife.com), Castle Rock, Colo., 
gluten-free is critical. “Gluten-free is 
such a priority with our retail part-
ners and consumers that we always 

consider this when 
developing new items,” 
he says.

In packaging, small 
is big. Ferraro at-
tributes this to “the 
growing number of 
baby boomers out 
there watching what 
they eat.” Smaller 
households and more 
calorie-conscious con-
sumers in all demo-
graphics may also be 
driving this trend.

Heller reports new 
demand for grab-and-
go combo packs from 

Hot Mama’s private label clients. “If 
I’d suggested a hummus snack pack 
even two years ago, my customers 
would’ve told me to pack my things 
and go home. Now, it’s just a logical 
line extension.” 

Cedar’s is using single-serve snack 
packs to reach more convenience 
customers, and Future Food Brands 
has introduced a smaller size for its 
deli dips. In a twist on the trend, 
Eat Well Enjoy Life is introducing a 
three-compartment packaging line 
this spring to offer smaller quantities 
with more variety.

TOPPERS TAKE OFF
Ten-ounce “toppers” are another rel-
atively new hummus trend. Both Eat 
Well Enjoy Life and Cedar’s report 
strong consumer interest in these 
products, which feature a salsa or 
complementary mixture nestled into 
the top of the hummus. Window-top 
packaging displays both hummus and 
topping. Showing the contents may 
help drive sales. As Miller explains, 
savvy consumers often believe that 
“you may not always be getting what 
the picture shows.”

Versatile and eco-sensitive packag-
ing abounds. Future Food Brands and 
Tribe have introduced eco-friendly 
containers; Future Food’s is micro-
wave-safe. At the Fancy Foods West 
show, firms demonstrating recycla-
ble and heat-in-package containers 
reported strong consumer interest in 
these packaging options, especially 

With hummus increasingly 
popular, new flavors have 
been added by many manu-
facturers.



ALL NATURAL

GREEK YOGURT DIP
WITH LIVE & ACTIVE PROBIOTIC CULTURES
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for bean and cheese dips.
Product placement for hummus 

has expanded into seafood, produce 
departments, and the snack aisle. 
“Progressive retailers are expanding 
the section to maximize category 
growth,” notes Tribe’s Goldner. Says 
Future Food’s Miller, “Best-practice 
retailers know their shoppers’ traffic 

patterns and display dips where they 
attract attention.”

For some, this means building 
on the popular Mediterranean diet. 
“Creating a Mediterranean destina-

tion is still what the successful retail-
ers are doing. Mediterranean salads, 
olives, and items like pita chips 
should always be incorporated in the 
sets,” Cedar’s Frocione recommends.

PLEASE DON’T!
One no-no? Front-facing displays for 
see-through containers. “The big-
gest error we run into is when our 
(toppers) products get merchandised 
vertically, says Eat Well’s Ferraro. The 

product and toppings slide down, 
resulting in a very unappealing 
look. These products are de-
signed to lay flat, so customers 

can look in to the product and 
topping.”
Whatever the packaging type, 

support remains key. “Regular 
promos are important,” says Cedar’s 
Frocione. “Retailers must keep bring-

ing new customers into the 
category, increasing unit sales 
52 weeks a year.” 

Future Food’s Miller recom-
mends promoting dips as com-

plements to other products during 
special occasions, “whether it’s the 
Final Four or the Fourth of July.” 

Ferarro suggests that cross-promo-
tions with crackers/dippers partners 

“work extremely well if properly exe-
cuted.” Tribe’s Goldner recommends 
promotional activity in the digital 
space, “a very strong consumer match 
for the category.”

Hot Mama’s Heller notes that 
despite broad, cross-demographic 
acceptance, some consumers are still 
confused about hummus, which has 
only 20%-25% household penetration 
nationally. He recommends in-store 
tastings for staff as well as customers. 

There are two kinds of people, 
“those who like hummus and those 
who haven’t tried it,” Heller believes. 
“Someone will tell me, ‘I don’t like 
hummus,’ and I’ll say ‘here, try this 
cilantro-lime,’ and the next thing 
I know they’re a customer for life. 
Demos are critical.”

HUMMUS BARS?
Select Store Brands is encouraging 
retailers to consider the ultimate in 
tasting opportunities by installing 
deli department-based hummus bars. 
Explains Ray, “When people see all 
those colors together, maybe a black 
bean next to a creamy hummus, next 
to a red pepper, they think it’s beauti-
ful and want to try it.”

While nobody thinks King Hum-
mus will be knocked off the throne 
soon, manufacturers are not neglect-
ing other category areas. 

Eat Well Enjoy Life is adding dips 
made from beans ranging from eda-
mame (soybeans) to black beans. Far-
ther afield, both Cedar’s and Future 
Food are expanding their Greek-style 
and tzatziki yogurt dips and spreads. 
“Yogurt has been enjoying sub-
stantial growth for similar reasons, 
it’s healthy and great tasting,” says 
Cedar’s Frocione.

Future Food believes appealing 
to health-conscious consumers is 
key, says Miller. To maximize health 
benefits, Santa Barbara Bay’s yogurt 
dips contain probiotics and active 
yogurt cultures. Santa Barbara Bay’s 
sour cream-based Tater Toppers 
line, introduced in 2011, has been 
well received as “a delicious and very 
convenient way to add flavor beyond 
a traditional sour cream topping,” 
reports Miller.   n

REFRIGERATED SPREADS
Supermarket sales for the 12 weeks ended Jan. 22, 2012, according to SymphonyIRI 
Group, the Chicago-based market research firm. Brands with sales of $1 million and 
over. Percent change is versus the same period a year ago. Data is for the brands as 
originally trademarked and may not include line extensions. 

CATEGORY $ SALES % CHG UNIT SALES % CHG
TOTAL CATEGORY $112,805,200   5.4   33,445,660   2.7 
FLAVORED SPREADS  $88,892,210   5.4   25,923,090   3.7 
Sabra Dipping Company  $47,643,040   14.0   11,991,100   12.9 
Tribe Mediterranean Foods  $9,689,100   (0.5)  3,118,856   (0.6)
Kraft Foods  $8,273,699   (14.9)  3,006,938   (15.7)
Private Label  $7,946,829   40.1   3,388,558   31.3 
Cedar’s Mediterranean Foods  $5,064,590   (17.4)  1,417,907   (22.4)
Garden Fresh Gourmet  $2,140,500   (7.3)  708,550   (8.5)
Joseph’s Fine Foods  $1,823,499   (3.0)  554,125   (6.8)
HORSERADISH/HORSERADISH SAUCE  $7,250,378   (2.5)  3,384,592   (4.9)
Silver Spring Gardens  $2,278,429   (1.9)  974,907   (5.0)
Gold Pure Food Prod.  $1,591,215   1.8   892,525   (1.3)
MEAT SPREADS/SALADS  $16,611,350   9.8   4,128,909   4.0 
Private Label  $8,784,707   15.6   2,273,698   7.2 
Pates & Quiches Inc   $1,190,145   20.7   141,203   21.8
Reser’s Fine Foods  $1,181,046   9.0   360,819   1.5 

It’s not all about  hummus. Future Food Brands 
has launched all-natural Greek yogurt dips that 
contain probiotics and active yogurt cultures.
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LOTS COOKING
WITH BREAD
AND DOUGH
Health, convenience, quality, glu-
ten-free, artisan-style and interde-
partmental warfare are all working 
their magic. 

BY WARREN THAYER

Supermarket sales of frozen 
bread, rolls and biscuits 
climbed by 3.8% to $141.1 mil-

lion in the 12 weeks ended Jan. 22, 
according to SymphonyIRI Group, 
the Chicago-based market research 
firm. Units also inched ahead, by 

0.6% to 51.3 million, although vol-
ume dipped by 0.3%.  

Leading the charge were Colum-
bus, Ohio-based T. Marzetti’s New 
York (No. 1) and Sister Schubert’s 
(No. 3) brands, along with private 
label (No. 2). Recent launches by 
Marzetti (www.marzetti.com and 
www.sisterschuberts.com) include 
Soft Pretzel Rolls and Mini Ba-
guettes under the Sister Schubert’s 
label, and Garlic Knots under the 
New York brand. 
The Garlic Knots item has just been 
announced as Product of the Year 
(www.productoftheyearusa.com) in 
the specialty foods category, based on 
voting by 60,000 consumers. Awards 
are based on product innovation. 

While frozen garlic bread is still 
hot, and represents nearly two-
thirds of total frozen bread volume, 
it’s also clear from the most recent 
numbers that gluten-free and arti-
san-style offerings are really taking 
off. Denver-based Udi’s Gluten Free 
Foods (www.udisglutenfree.com) 
roared into the No. 6 position in 
the 12-week period, with an amaz-
ing 102.8% increase. (And who said 
gluten-free was a fad?) Meanwhile, 
Alexia Foods (www.alexiafoods.
com), Eagle, Idaho, saw its artisan 
bread rise by 14.9% to take the No. 9 
position in the segment.  

PROMOTIONS SURGE
There’s been aggressive promo-
tion in the subcategory ⎯ volume 
sold with merchandising support 
rose by 7.5 points to 45.0% in the 12 
weeks studied. (Just as an aside here, 
garlic bread has always been a strong 
seller when cross-merchandised with 
Stouffer’s lasagna. Amazing results.)   

The frozen bread/rolls/pastry 
dough subcategory dipped by 3.3% to 
$60.7 million. This is despite consist-
ently strong showings by Salt Lake 
City-based Rhodes Bake-N-Serv 
(www.rhodesbread.com), which has 
three of the top 10 brands accounting 
for a nearly 20% share. The com-
pany has been aggressive with new 
products. 

“Rhodes Warm-N-Serv Sour-
dough Rolls were launched in a few 
markets in 2011 and we continue 
to ‘roll’ them out into new markets 
this year,” quips Ken Farnsworth, Jr., 
chairman. Each bag, containing six 
two-ounce par-
baked sourdough 
rolls that are 
ready to serve in 
eight minutes, 
retails at about 
$2.49. 

Rhodes re-
cently updated packaging for two of 
its products. Warm-N-Serv Rolls in 
pans (Buttery White, Garlic Butter, 
Multigrain and Sticky Buns), sell for 
about $2.49 for nine pull-apart rolls. 
Three-pound packages of Rhodes 

Pizza Dough now depict pizza on the 
front. The dough, which can be used 
for pizza crust, calzone, Stromboli 
and more, retails for about $3.49. 

Rhodes traditional dinner rolls 
continue to increase in sales “as 
consumers love their flavor and value 
especially when many are watching 
their pennies,” Farnsworth says. He 
adds that Rhodes Cinnamon Rolls 
and Warm-N-Serv products have 
had double-digit increases compared 
with last year as well. 

NEW FROM BRIDGFORD
Bridgford Foods (www.bridgford.
com), Anaheim, Calif., is introduc-
ing two new heat-and-serve prod-
ucts, according to Dan Yost, senior 
vp. The first item is a fully baked 
heat-and-serve white roll (sweet 
yeast roll) which can be heated in 
either the oven or the microwave. 
Also new from Bridgford: a fully 
baked, heat-and-serve buttermilk 
biscuit, which also can be heated in 
the oven or microwave. 

To keep frozen dough and bread 
sales strong, Farnsworth urges retail-

ers to rotate product regularly so 
that quality stays high, noting that 
all Rhodes products have open code 
dates. Extra displays always help 
during baking events such as Easter, 
Thanksgiving and Christmas, he says. 

Frozen garlic bread is still hot, 
and represents nearly two-thirds 
of total frozen bread volume. 

T. Marzetti’s New York brand Garlic 
Knots recently won Product of the Year 
honors in the specialty food category. 

Rhodes new Warm-N-Serv par-baked 
sourdough rolls continue to “roll” out 
in new markets.  
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VARIETY NEEDED
As for variety, Farnsworth states that 
“Consumers want more than white 
bread and rolls. So stock a good 
variety of breads, rolls and sweet rolls 
such as cinnamon rolls, orange rolls, 
caramel rolls, etc.”

The Rhodes chairman has three 
tips about display of his company’s 
products: 
1. Sweet rolls should not be stocked 
on the top shelf since they thaw more 

easily due to sugar content.
2. Doors usually hold the product 
frozen better than air screens or cof-
fin freezers.
3. Bread should be stocked on lower 
shelves since the bags are heavier.  

Growth in the frozen bread/
dough category has been hampered 
by display space constraints and 
the growth of fresh bakery, with its 
artisan breads and sense of theater, 
says Minneapolis-based Craig 
Espelien (cespelien@trustcpi.com), 
vp of Consumer Products, Inc., Fort 
Worth, Tex.

He notes that retailers he has spo-
ken with say frozen bread and dough 
gets less attention because its quality 
does not compete with fresh bakery, 
and because current merchandising 
activity has produced inadequate lift. 

Some retailers, Espelien adds, be- 

lieve some frozen suppliers have 
used rising commodity costs to take 
higher price increases than is appro-
priate or fair. This is leading them to 
put even more focus on fresh bakery 
⎯ a problematic spiral of decline that 
will not be easily reversed, he says. 

WAR IN THE STORE
Interdepartmental warfare inside 
the store has long been a fact of 
life. The question now is how to 
get consumers to transfer some 
sales from the bakery to the frozen 
department, while still delivering 
the best overall sales and margin 
opportunities for the retailer, 
Espelien notes. 

It should be okay to switch a 
budget-conscious consumer to 
a frozen dough product, he says, 
because the consumer gets the 
“semi-homemade” buzz of caring 
for their family and the retailer 
gets a higher margin here than 
from mass-produced shelf-stable 
bread. 

Espelien believes too many re-
tailers segment their frozen and 
dairy items from other depart-
ments. “If the consumer wants 
solutions, why not put a frozen/
refrigerated dough item next to 
those center-of-plate proteins in 
the ad?” he asks. “The consumer 
has clearly asked for more solu-
tions, and here is a way to drive 
basket, value and margin all 
through a slight bending of the 
ad rules.”    n

FROZEN BREAD & DOUGH
Supermarket sales for the 12 weeks ended Jan. 22, 2012, according to SymphonyIRI 
Group, the Chicago-based market research firm. Brands with sales of $1 million and over. 
Percent change is versus the same period a year ago. Data is for the brands as originally 
trademarked and may not include line extensions. 
CATEGORY $ SALES % CHG UNIT SALES % CHG
FRESH BAKED BREAD/ROLL/BISC.  $141,072,000   3.8   51,312,780   0.6 
New York   $29,239,110   9.2   9,848,170   1.8 
Private Label   $27,791,180   2.2   12,709,980   4.8 
Sister Schubert’s   $22,852,960   9.4   7,569,544   6.9 
Pepperidge Farm   $20,054,990   (6.2)  7,215,778   (10.1)
Cole’s   $12,172,490   (0.1)  5,340,290   1.3 
udi’s   $5,495,920   102.8   1,044,447   105.2 
Pillsbury Grands   $4,009,220    1,352,309  
Mamma Bella   $3,163,697   (16.0)  867,376   (24.4)
Alexia Artisan Bread   $2,628,930   14.2   744,257   12.1 
Joseph Campione   $2,177,115   (1.1)  925,147   (8.4)

BREAD/ROLLS/PASTRY DOUGH  $60,664,460   (3.3)  18,678,230   (6.0)
Rhodes  $12,206,600   3.7   3,513,833   2.6 
Pillsbury Grands  $7,971,845   (19.7)  2,541,629   (21.6)
Mary B’s  $6,886,186   (5.1)  1,908,541   (10.0)
Private Label  $6,872,709   (2.8)  2,269,723   (8.4)
Rhodes Bake-N-Serv  $5,154,294   4.6   1,338,331   0.3 
Bridgford  $3,805,354   (5.3)  1,245,504   (9.2)
Athens Foods  $3,106,031   (3.7)  856,974   (2.7)
Pepperidge Farm  $2,110,696   18.6   660,375   18.4 
Goya  $2,023,580   15.8   1,070,680   5.2 
Rhodes Anytime  $2,010,947   1.3   491,145   (3.2)

COOKIE DOUGH  $1,483,671   22.8   317,618   22.0 

Sweet rolls should 
not be stocked on the 
top shelf — they thaw 
more easily due to 
sugar content.

Bridgford Foods has launched two 
products — buttermilk biscuits and 
white rolls — that can be prepared 
in both conventional ovens and 
microwaves. 
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SPOTLIGHT: DISPLAY CASES

CASE
DEMAND RISES
Energy efficiency makes new units 
more affordable over the long 
haul; innovative designs help with 
merchandising. 

BY MICHAEL FRIEDMAN

Retailers today want it all. 
They want their stores to be 
sustainable and energy effi-

cient, and they expect innovative 
designs and unique merchandising 
options in display equipment.

Display case manufacturers have 
responded to this challenge, spurred 
in part by new standards from the 
U.S. Department of Energy that 
went into effect Jan. 1 for equipment 
manufactured for sale in the United 
States or imported to this country. 
The new standards, which have 
established energy levels that must 
be achieved, apply to all commercial 
refrigerated and frozen foods dis-
play cases used in food stores, both 
remote and self-contained, except 
for closed-door self-contained cases, 
which were required to be in compli-
ance on Jan. 1, 2010.

The DOE estimates that the new 
regulations will save approximately 
1.035 quadrillion Btu of energy from 

2012 to 2042, which is the equivalent 
of the energy consumed by more 
than five million American house-
holds per year.

Retailers are more receptive to in-
stalling new display cases in remod-
els mainly because of the improved 
performance of today’s equipment, 
according to George Parsons, di-
rector of case engineering for the 

Columbus, Ga.-based Kysor/Warren 
brand (www.kysorwarren.com) of 
Heatcraft Worldwide Refrigeration. 
“The payback periods can be less 
than five years due to reduced energy 
consumption,” he says.

“More of our customers are under-
standing that investing in new refrig-
erated display cases is key to getting 
the most return from a remodeled 
store,” says Robert Tanner, director of 
product management, case division, 
of Conyers, 
Ga.-based 
Hill PHOE-
NIX (www.
hillphoenix.
com).

Display 
case manu-
facturers 
report an 
increase 
in retailers 
specifying 
glass-door 
reach-ins, 
not only 
for frozen 
foods and 
ice cream 
but for medium-temp applications as 
well, and this applies to both remod-
els and new store construction.

“Closed-door cases provide signifi-
cant energy savings, with doors on 
medium-temperature cases reducing 
refrigeration energy by 65% compared 
with open cases,” says Terry Koerner, 

senior prod-
uct leader, 
multi-decks, 
of Hussmann 
Corp. (www.
hussmann.
com), Bridge-

ton, Mo. Also, he points out, LED 
lighting (depending on the type) can 
provide energy savings of up to 75% 
or more over fluorescent lights. 

While traditional supermarkets still 
account for the majority of their busi-
ness, discount retailers, C-stores and 
drugstores are the fastest-growing seg-
ments, according to manufacturers.

Craig Weiskerger, director of sales 

and marketing, Trion Industries, 
Inc. (www.triononline.com), Wilkes-
Barre, Pa., says his company’s sales of 
merchandising tray fixtures for low- 
and medium-temperature display 
cases were strong in 2011, with fur-
ther growth expected in 2012. “Su-
permarkets seem to be where we are 
seeing the most use of our systems. 
This could be due to the high level 
of price competition that segment is 
seeing from other grocers, as well as 

the increased 
food offer-
ings in other 
retail seg-
ments, such 
as C-stores 
and drug-
stores,” he 
says.

“It will be 
increasingly 
important 
for equip-
ment manu-
facturers 
to consider 
these type 
retaiers 
when de-

signing refrigeration solutions (for 
example, developing smaller cases 
that still provide efficient and effec-
tive merchandising capacity and vis-
ibility),” says Kysor/Warren’s Parsons.

Lynn Burge, advertising and 
promotions manager of Master-Bilt 
(www.master-bilt.com), New Al-
bany, Miss., says the hottest trends 
continue to be LED lighting, motion 
detectors to turn on lighting, as well 
as a move to self-contained mer-
chandisers over those with remote 
refrigeration systems.

Hill PHOENIX’s Tanner says that 
the higher color-rendering index 
provided by LED allows merchandis-
ers to showcase their products in a 
truer, cleaner light. “And the cost of 
ownership for LED lighting continues 
to drop, making it an even more at-
tractive technology. LED has become 
the standard for low-temp cases with 
doors, and demand is rising for LED 
lighting in open multi-deck cases, 

New STRATUS reach-in cases from Kysor/
Warren feature an electrical drop-down 
raceway for easy serviceability.

Demand for systems using green 
refrigerants such as carbon dioxide 
and glycol is growing rapidly.
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SPOTLIGHT: DISPLAY CASES

such as for dairy and prepared foods. 
Requests for retrofit LED kits con-
tinue to rise as well,” he points out.

In 2011, 70% of Zero Zone’s (www.
zero-zone.com) case sales included 
LED lighting, according to Carl 
Petersen, marketing and advertis-
ing manager of the North Prairie, 
Wis.-based firm. “With the new DOE 
regulations now in effect, we expect 
that percentage to increase to 100% 
for our U.S. sales and to continue to 
inch up a bit for our international 
sales. The 2012 DOE energy regula-
tions are virtually mandating LEDs 
in glass-door reach-ins due to their 
effect on overall energy consumption, 
when considering the cumulative 
energy efficiency of all case compo-
nents,” he says.

Howell Feig, director of sales, 
AHT Cooling Systems USA (www.
ahtusainc.net), Hanahan, S.C., says 

that by mid to late summer all AHT 
USA cases will be standard with 
LED lighting.

Hill PHOENIX’s Tanner points out 
that demand for systems using green 
refrigerants such as carbon dioxide 
and glycol is growing rapidly. “Until 
recently, it was thought that to get 
the benefits of emerging technologies 
such as carbon dioxide and glycol-
based systems, one had to sacrifice 
merchandising flexibility. That is no 
longer the case. Investment in sus-

tainable refrigeration is no longer the 
sole purview of large, national super-
market companies. Family-owned, 
single-store operators and middle 
market, regional chains are investing 
in sustainable system technologies as 
well,” he says.

Travis Lumpkin, Hussmann’s 
director of sustainability and refrig-
eration product 
leader, says that 
with growing 
concerns around 
Global Warm-
ing Potential 
(GWP) and continued pressures from 
U.S. government agencies, alternative 
refrigerants will play an important 
role in 2012. “The most widely used 
direct expansion HFC alternative 
refrigerant today is R-407A because 
of its lower GWP, compared with 
some of its predecessors. A number 

of retailers 
are express-
ing interest 
in second-
ary refrig-
erants, such 
as carbon 
dioxide, 
which 
is 100% 
natural, 
non-toxic, 
inexpensive 
and has a 
GWP of 
1. Am-
monia and 
propane are 
also 100% 
natural and 
boast a low 

GWP, although ammonia can be tox-
ic and flammable, and propane has 
explosive properties. A2Ls are a new 
classification of refrigerants with low 
GWP (150-300) that offer properties 
similar to HFCs,” says Lumpkin.

Zero Zone’s Petersen says there 
continues to be buzz surrounding 
ammonia and some emerging interest 
in DuPont’s DR33, a replacement for 
R404A in large DX (direct expansion) 
systems. “As with any alternative 
refrigerants, retailers are carefully 

evaluating the potential environmen-
tal benefits in relation to the potential 
for energy savings,” he notes.

“For more than 15 years AHT has 
been involved with propane (R290) as 
a refrigerant, with hundreds of thou-
sands of placements in other parts of 
the world and recently tested in the 
North American market. It is antici-

pated that it will become a possible 
standard option, based on recent EPA 
communications,” says Feig. This 
would result in an approximately 20% 
increase in energy efficiency, he adds.

Here is what’s new at some of the 
display case firms:

AHT Cooling Systems will begin 
offering the company’s Vento model 
for the North American market later 
this year. It is a plug-in, modular mul-
ti-deck cooler that does not require 
any rack or copper pipe runs.

Hill PHOENIX has expanded its 
line of medium-temp door cases for 
dairy, deli and beer applications. Two 
new merchandisers are available in 
different heights, with one featuring 
an integrated fascia above the doors 
to support point-of-sale signage. 
The other has an overall height of 69 
inches, which decreases the im-
pact on center store line-of-sight in 
smaller footprint stores.

Kysor/Warren has launched a 
new series of reach-in door cases for 
both low- and medium-temperature 
applications, providing a 60% energy-
savings compared with open cases 
and 15% more efficiency than its 
recent reach-in model, according to 
the company.

Hussmann’s new Freedom line 
reach-in offers the merchandising 
capabilities of a full-size merchan-
diser in a plug-and-play solution 
that includes a field-installed con-
densing unit and heated condensate 
pan on top. Its EcoVision doors and 
EcoShine LED lighting solutions are 
providing significant energy savings, 
the company says. n

Doors on medium-temperature 
cases reduce refrigeration energy 
by 65% compared with open cases.

Zero Zone’s RVZC30T2, 
with 72-inch doors, 
maximizes packout 

by offering five inches 
more of vertical 

display area.
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LOGISTICS

ADDING 
AUTOMATION?
More new technology in the DC can be 
a real competitive differentiator, so 
long as you know how to plan for it. 

BY DAN RAFTERY

Adding more automation to 
your distribution center is 
a complex move that will 

impact not just your DC operations, 
but also your upstream (supplier) 
and downstream (stores). 

This was one of the key points 
made by two University of Wiscon-
sin professors speaking recently 
in Orlando at the Supply Chain 
Conference sponsored by the Food 
Marketing Institute and the Grocery 
Manufacturers Association. 

ACHILLES HEEL?
Professor Raj Veeramani and Associ-
ate Professor Ananth Krishnamurthy 
asked attendees whether their cur-
rent distribution network and opera-
tions strategy would serve them well 

in the future, 
or prove to be 
their Achilles 
heel. 

“Workforce 
dynamics are 
driving many 
companies 
to consider 
some form of 
automation,” 
said Veeram-
ani. “These go 
beyond labor 

costs, which are certainly signifi-
cant. They include an unprecedented 
aging of the warehouse labor pool 
and a very real problem in attracting 
replacement labor.”

What’s more, “The food distribu-
tion business is increasingly com-
plex,” he added. “On one hand, item 
proliferation continues to increase, 
while on the other, customers’ expec-
tations for product availability and 
service levels are growing.”

Research continues to show that 
food distributors and their suppli-

ers are not making much headway 
in reducing store-level out-of-stock, 
generally considered the most impor-
tant supply chain key performance 
indicator. Driven by these factors and 
others, many operators are seek-
ing new solutions from automation, 
especially in the cold chain. 

“Distributors can think about how 
and where to automate by segmenting 
inventory into logical groups,” advised 
Veeramani. Those are: fast-movers, 
regular SKUs, slow-movers, piece 
picks, frozen food, pharmacy, health 
and beauty care, general merchandise, 
perishables and bulky items.

DC automation can have signifi-
cant impact on store operations, the 
professors said. They noted that focus 
is generally on improving warehouse 
efficiency, with little consideration 
for any effects on the store. Besides 
looking at basic metrics such as deliv-
ery frequency and service levels, they 
advise operators to consider how pal-
lets are built/stacked and the order in 
which they are loaded on the truck.

STORE-FRIENDLY PALLETS
“Automation systems offer the prom-
ise of store-friendly pallets,” said 
Veeramani. “If the automated DC 
produces pallets which are built and 
loaded more closely aligned with the 
store layout, then re-stocking time 
can be positively impacted by fewer 
wasted steps in the store aisles and 
store-level damages will decrease.”

Successful use of automation can 
be a very large competitive dif-
ferentiator, the professors noted, 
adding that DC automation should 
be viewed in the context of a compre-
hensive supply chain integration/op-
timization initiative. Basic questions 
you should be asking include whether 
your current distribution network 
is optimized, and whether SKUs are 
optimally allocated to your DCs. 

It is common, the professors said, 
to consider marketing’s goal as in-
creasing sales, and the goal of supply 
chain management as reducing costs. 
Instead, they explained, both market-
ing and supply chain management 
should focus on the common goal of 
fulfilling the customer value proposi-

tion. The value proposition includes 
large product variety, high qual-
ity, low price, guaranteed product 
availability and superior service. DC 
automation can be a key enabler in 
helping you meet these goals, Veer-
amani and Krishnamurthy said. 

The professors stressed that a 
comprehensive analysis framework 
is needed in order to strategically 
plan new 
automation 
systems. The 
costs (includ-
ing one-time 
reallocation 
costs, and 
one-time 
investment 
costs) must 
be balanced 
against 
benefits such 
as higher 
truck utilization, stock-out reduction, 
damage reduction, inventory savings 
and labor savings in both the DC and 
stores. 

Automation systems are unforgiv-
ing and small things can make a big 
difference, the professors warned. 
Accordingly, product suppliers/man-
ufacturers and distributors/retail-
ers need to be partners. Cases need 
to be sturdy enough for automated 
handling, and data provided by the 
supplier regarding dimensions and 
weight of product need to be accurate 
for every SKU. 

MEETING CHALLENGES
They added that upgrading and 
updating warehouse automation 
systems can provide competitive dif-
ferentiation and also meet business 
challenges faced by both suppliers 
and retailers: 
•	 DC labor shortages and high labor 

costs. 
•	 More SKUs, and more complex 

DC operations. 
•	 The need to reduce out-of-stock at 

stores. 
•	 The need to reduce the carbon 

footprint and energy costs. 
•	 Increasing transportation costs. 

PRoF. KRISHNAMuRTHY  

PRoF. VEERAMANI
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Veeramani and Krishnamurthy pointed out that 
automated DCs require considerably fewer people to 
operate. Other positive impacts include: 
•	 Efficient handling of fast-moving (pallet loads) and 

slow-moving SKUs (layers), requiring less inventory. 
•	 Higher storage density. 
•	 Ability to pick, pack and ship product more quickly 

and accurately, with less damage. 
•	 Higher throughput through the DC, enabling more 

store order fulfillment. 
•	 Demand visibility allows for efficient staging of 

orders and timely fulfillment. 
•	 Higher truck cube utilization is possible. 
•	 Pallets delivered in the right sequence to the loading 

docks, thus minimizing loading time. 
•	 Carbon footprint reduction due to less use of fork-

lifts, lighting in storage areas, HVAC, etc. 

The full presentation by the professors (and those of 
other speakers at the conference) is available online at: 
http://www.gmaonline.org/forms/meeting/Microsite/
supplychainconference,1)   n
Dan Raftery is president of Raftery Resource Network 
and a trumpet hobbyist. He can be reached at Dan@
RafteryNet.com.

LOGISTICS LEDGER
The 121st annual Convention & Expo of the Global 
Cold Chain Alliance (www.gcca.org) and the Inter-
national Association of Refrigerated Warehouses 
(www.iarw.org) will be April 21-26 in Tucson, Ariz. 
More than 700 public refrigerated warehousing and 
logistics professionals worldwide are expected to be on 
hand for the educational sessions, expo, and network-
ing opportunities. For info, go to either website or call 
703-373-4300… The Food Logistics Forum, co-hosted 
by the Global Cold Chain Alliance and the American 
Frozen Food Institute (www.affi.org), is set for June 
3-5 at the Royal Sonesta Hotel in New Orleans. For 
more info, go to the website of either organization… 
Atlanta-based Americold (www.americold.com) 
names Jeffrey M. Gault president and CEO, succeed-
ing Jos Opdeweegh, who resigned. Gault, a director at 
Americold, is an architect and environmental planner 
with more than 40 years of experience in leading and 
developing successful business enterprises… Rob 
Doyle joins Commercial Warehousing (www.com
mercialwarehousing.com), Winter Haven, Fla., as vp 
of business development. Separately, the company is 
named “Warehouse of the Year” by The HoneyBaked 
Ham Company for 2011….  Interstate Warehousing 
(www.tippmanngroup.com), Ft. Wayne, Ind., report-
edly plans to invest $26 million to add 140,000 square 
feet to its 428,000-square-foot warehouse in Franklin, 
Ind. The addition is set to be in use by July.   n
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GETTING PERSONAL

PLAYING FOR
THE PROS
Tom Lavaty was a college football 
standout, and even made it (briefly) 
to the Chicago Bears. 

BY WARREN THAYER

Tom Lavaty, business manager 
in the Charlotte, N.C., offices 
of Advantage Sales and 

Marketing, would like to be known 
for his long and distinguished career 
in the frozen food business — and in 
fact he is. But few people know that 
Tom was a star defensive end for 
the University of Minnesota football 
team and that 
he even played 
professionally 
for the Chicago 
Bears. 

“My story 
in college was 
much more fun 
than the pros,” 
he says. “I got 
hurt about six 
games in with 
the Bears. And 
that was that.” 

His brief pro career suddenly 
over, Lavaty picked up on old food 
industry contacts he’d made while 
working at his father’s country club 
in high school. Leadership positions 
at Heinz, ConAgra and Gold Bond 
Ice Cream eventually followed. But 
we wanted to know about Tom’s 
football days. 

How’d you get started in football?
I grew up in the suburbs of Chicago, 
and happened to be a really good 
football player in high school. I didn’t 
know I was that good, or that our 
team was that good, until I got offers 
to play at Notre Dame, Nebraska and 
20 others. But I wound up at Min-
nesota. I turned down Notre Dame 
in their prime, but the idea of going 
there kind of scared me. Besides, 

Minnesota’s head coach was 
Murray Warmath, and he 
was particularly renowned. 
At Minnesota, I got to be All 
Big 10 and was All American 
in grades. We won the Big 
10 championship in 1967 as 
well. 
 
Any particularly interest-
ing memories of the 
college days?
We played against the 
University of Southern 
California, which had O.J. 
Simpson. They were No. 1, 
and we were No. 2. In an 
effort to slow down O.J., 
the coach let the grass grow 
long, and watered it. There 
were no regulations on how 

tall the grass had to 
be on the field. But 
O.J. still ran for 228 
yards and scored three 
touchdowns. In the last second 
of the game, he went in over the 
top and beat us. I was player 
of the week my senior year 
versus Northwestern, at Dyche 
Stadium (now Ryan Field). I 
was really pumped up with my 
whole family there. That game 
is probably when I got noticed 
by the Bears.  

What was it like getting offered 
a job with the Bears?
I got a letter from George Halas, the 
head coach, telling me to show up at 
camp. I still have it, framed on my 
wall. The letterhead says “Chicago 
Bears Football Club.” It was the 1970-
1971 season, and my pay was $7,500. 
Back then, a really good guy made 
$10,000. Butch Nash had been my 
coach in Minnesota, and he trained 
me well, so I made the team. The bad 
news was that the Bears had been 1 
and 13 the year before.  

What was it like playing pro 
football?
We used to play at Wrigley Field in 
Chicago. Most people don’t know 
that the Bears played there for 50 

seasons before moving to Soldier 
Field in 1971. I was there with my 
mom and dad and grandparents. We 
had a pretty lackluster team, but we 
did have Dick Butkus, who went on 

to the Hall of Fame. Ross Brupbacher 
was on the team, but he eventually 
quit and went to law school because 
he wasn’t making any money. Bobby 
Douglass was our quarterback, and 
set the quarterback rushing record, 
only to be eclipsed by Michael Vick 
a couple years ago. Butkus used to 
call me “boy,” just like he called 
everybody else. One player told me 
to make sure I looked around to see 
where the TV cameras were. That 
way, when you got in a pileup for a 
tackle, you could roll out toward the 
cameras when you got up so that 
your number showed up on TV.   n

Lavaty played for the University of Minnesota 
before joining the Chicago Bears. 

TOM LAVATY

One player suggested 
rolling out toward the 
cameras when getting 
up from a pileup, so 
your number could be 
seen on TV. 
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