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OUT WARREN’S WAYOUT WARREN’S WAY

Warren Thayer, Editor
warren@fdbuyer.com 

CANCER, 
SUSIE 
& JOHNNY
What none of us (including 
Johnny) knew at the 2010 
convention. 

Because any business 
is all about people, 
and because cancer 

is still taking its awful toll, 
we use a pink logo on our 
cover each October in rec-
ognition of Breast Cancer 
Awareness month. That’s 
just the type of cancer that gets the 
most attention of course. Few of 
us have had our lives untouched 
by cancer of one sort or another 
among friends and family. 

A member of our extended fam-
ily in the industry was going to be 
featured in the Getting Personal 
page in the back of this issue, but 
ultimately she found sharing her 
breast cancer survival story too 
personal and painful. So instead, 
you’ll find a story about my own 
prostate cancer survival on that 
page.  

There’s another story I want 
to share here, about Susie Har-
ris, wife of Johnny Harris, one of 
our columnists and a popular and 
prominent member of the industry.  
At 4 p.m. on Oct. 14, the day before 
the start of the National Frozen and 
Refrigerated Foods Convention, 
Susie found out she had breast can-
cer. She had a dilemma: tell Johnny, 
who was about to go to the conven-
tion and be the first person in-

ducted into the Refrigerated Foods 
Hall of Fame, or keep quiet about it 
and let him enjoy the event without 
having all the added stress. 

Susie chose silence, and flew out 
with Johnny to San Francisco the 
next day. “If I’d told him, he would 
have said we’re not going. I abso-
lutely did not want to rain on his 

parade. He had 
worked so hard 
for 36 years, and 
this was a high 
point in his life. 
There was no way 
I’d put a damper 
on that.”  

She told her 
daughter Olivia, 
and a few close 

women friends at the convention, 
but didn’t break the news to Johnny 
until they were back home. “He 
was mad for a few minutes, and 
said he wished I’d told him and we 

wouldn’t have gone to 
the convention. I told 
him that was precisely 
why I didn’t tell him.” 

On Dec. 1, Susie had 
her surgery, and began 
34 radiation treatments 
in January. After seven 
weeks of being treated 
every morning, she was 

declared cancer-free, although she 
sees her doctors every six months 
for follow-up visits. 

A SENSE OF PEACE
“As I was lying on the table during 
the biopsy, I had a sense of peace,” 
Susie recalls. “I wasn’t worried 
about myself, because I knew I’d do 
whatever had to be done. I worried 
about Johnny, Olivia and family 
more than myself. But with the 
support of Johnny, my family, my 
church family and close friends, we 
all made it through.” 
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At 4 p.m. on Oct. 14, the 
day before the start of 
the NFRA convention, 
Susie Harris found out 
she had breast cancer.
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NEW PRODUCTS

Mini Hot Dogs
Madison, Tenn.-based Tennessee Pride (www.tnpride.
com) expands its snack-size lineup with fully cooked 

mini hot dogs. Made from premium 
cuts of pork and beef, Premium 

Minis are half the 
size of a regular 
hot dog and 
come pre-
assembled with 
their own bun. 
Available both 
refrigerated 
(in four-count, 
8.23-ounce pack-

ages) and frozen (in six-count, 12.35-ounce packages), 
the snack-size dogs are individually wrapped in easy-
open, microwaveable packaging. Suggested retail price 
is $3.49 for the four-count and $4.99 for the six-count.

Microwaveable Personal Pizzas
Jane’s Dough Foods (www.janesdoughpizza.com), 
Columbus, Ohio, introduces a line of microwaveable 
single-serve pizzas ready to eat in just 2.5 minutes. Ideal 
for c-stores and other outlets that cater to on-the-go 
consumers, the Fast Break 
by Donatos collection 
includes pepperoni, 
cheese, and pep-
peroni and 
sausage varie-
ties. Offered 
in modified 
atmosphere 
packaging for 
extended shelf life, the 
product also boasts “Micro-
Grill” cooking technology to ensure exceptional crisp-
ing in the microwave. Suggested retail price is $3.49 for 
a 6.67-ounce personal pizza.

Peach Cobbler Ice Cream
Brenham, Texas-based Blue Bell Creameries (www.blue 
bell.com) adds a Southern Peach Cobbler flavor to its 
ice cream lineup. Offered in both half gallons and pints, 
the new variety features sweetened peach slices and 
flaky pie crust pieces in a peach ice cream base with 

hints of cinnamon and 
brown sugar. So instead 
of eating peach cobbler 
with a scoop of ice 
cream, consumers can 
experience all of the 
same flavors in a single 
dessert. Suggested 
retail price is $6.89 for 
a half gallon and $2.05 
for a pint.

Heat-and-Serve Twin Packs
Raybern Foods (www.raybernfoods.com), Hayward, 
Calif., debuts twin packs of its deli-style heat-and-serve 
sandwiches. Already available in single-serve and six-
count packages, the 
frozen sandwiches 
feature stacks of 
high quality meats 
and bakery-soft, 
patented-recipe 
rolls designed for 
microwave heat-
ing. Ready to eat in 
just 90 seconds, the 
sandwiches are indi-
vidually hand-wrapped in white butcher paper. Avail-
able varieties include Philly Cheesesteak, Chicken Philly 
Cheesesteak, Pastrami & Cheese, Roast Beef Cheddar 
Melt, Chicken Bacon Ranch and Southwest Steak. Sug-
gested retail price is $3.99 for an 8.4-ounce twin pack.

Rising Crust Pizza
Berkeley, Calif.-based Annie’s (www.annies.com) rolls 
out a better-for-you collection of rising crust frozen 
pizzas. Made with organic flour and tomatoes, whole 
grains, uncured pepperoni, natural white meat chicken 
and 100% real rBST-free 
cheese, the family-size 
pies come in three vari-
eties: Uncured Pepper-
oni, Four Cheese and 
BBQ Recipe Chicken. 
Easy to prepare in a 
conventional oven, 
each 11.5-inch, 22.5- to 
23.1-ounce pizza serves 
five. Suggested retail 
price is $7.99. 

Sweet Tea Concentrate
Sparta, Mich.-based Old Orchard Brands (www.old 
orchard.com) launches a pair of premium sweet teas 

in frozen 
concen-
trate form. 
Offered 
in space-
saving 
12-ounce 
PET 
cans, the 

easy-to-prepare concentrates come in both Southern 
Style (lightly sweetened black tea) and Half & Half (a 
combination of sweet tea and lemonade) flavors, each 
with about 90 calories per serving. When reconsti-
tuted, each package yields approximately 48 ounces of 
premium tea at a cost of only about 16 cents a serving. 
Suggested retail price is $1.49 per package.



www.jjsnack.com
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• Over 50% of sweet cinnamon          
   purchasers are new to frozen 
   pretzel category*         
• #1 selling soft pretzel brand
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   2012 hot snack & appetizer SKUs**  
• Line priced and promoted with                              
   entire SUPERPRETZEL brand

* Catalina Marketing Shopper Insights
** Symphony IRI
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NEW PRODUCTS

Frozen Batter and Frosting
Miami-based Ready. Set. Cupcake! (www.readyset 
cupcake) by The Piping Gourmets debuts all-natural 
frozen cake batters and buttercream frostings. 
Offered in chocolate and vanilla, both the batter 
and frosting come in their own pastry bag for easy 
cleanup. Consumers just pipe, bake and decorate — 
no measuring, mixing or mess. Each 13.5-ounce cake 
batter yields 24 mini cupcakes or one 6-inch cake; 
each bag of frosting contains 12 ounces, enough to 

ice either dessert. Both products can be customized 
with added flavors. Suggested retail is $5.99 for the 
cake batter, and $6.99 for the frosting. Coming soon: 
gluten-free chocolate cake batter.

Refrigerated Juices
Pasadena, Calif.-based Califia Farms (www.califiafarms.
com) launches 100% pure squeezed juices under 
the Cuties brand. Offered in 48-ounce BPA-free PET 
bottles, the collection includes three never-from-
concentrate varieties: Clementine Mandarin Blend 
(also available in 8- and 12-ounce sizes), Tangerine-
Orange-Mango and Tangerine-Orange-Pineapple. 
Flash pasteurized, the juices contain no preservatives 
or added 
sugar. Each 
glass pro-
vides two 
full serv-
ings of fruit 
and 150% 
the daily 
recom-
mended 
amount of 
vitamin C. 
Suggested 
retail is 
$3.99 ($1.69 
and $1.99 for the 8- and 12-ounce sizes). Also new: 
lactose-, soy- and gluten-free Pure Almondmilk. An 
excellent source of calcium, the 100% vegan bever-
age comes in Original, Vanilla, Unsweetened and 
Toasted Coconut flavors. Suggested retail is $3.99 for 
48 ounces.

Microwaveable 
Fresh Stuffing
Already Stuff-
ing (www.
alreadystuffing.
com), a division 
of New Bed-
ford, Mass.-
based Sea 
Gold, introduces heat-and-serve stuffing ready to eat 
in three minutes. Made with specially baked bread 
crumbs that resist sogginess, fresh chopped celery 
and onions and Grade AA butter, the product comes 
in microwaveable 1-pound containers with about eight 
servings. Shipped frozen and sold refrigerated (21-day 
shelf life), Already Stuffing is expected to retail for 
around $3.99 every day. Larger club store and family-
size packages are available.

Vegan Tamales
Kansas City-
based Mean 
Vegan Products 
presents Jack 
Tamales (www.
jacktamales.
com), a vegan 
version of tra-
ditional pulled 
pork tamales. 
Made with a 
soy-, gluten-, 
additive- and preservative-free jackfruit filling that 
offers the same flavor, texture and visual appeal as 
pulled pork, the microwaveable product comes in two 
cholesterol- and trans fat-free flavors: Original (with 
seasoned pulled jackfruit) and Saucy (with jackfruit 
and vegan queso). Currently merchandised primarily in 
the refrigerated deli section, the easy-to-
prepare tamales can also be sold frozen. 
Each 5-ounce package contains two ta-
males wrapped in corn husks. Suggested 
retail price is $4.99.

Drinkable Yogurts
Skyland Foods (www.skylandfoods.com), 
Washington, D.C., launches a line of 
nutrient-rich drinkable yogurts spe-
cially formulated to offer specific health 
benefits. Offered under the Ibex brand, 
the collection includes four functional 
flavors: Pure&Simple (Original), Probiotic 
(Ginger), BrainBoost with DHA (Mint 
Melon) and Recovery (Banana). Packaged in 8-ounce, 
single-serve containers, the drinks are expected to 
retail for between $1.99 and $2.49 apiece.
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F A C T O I D S

FASTEST
FROZEN

BY PETER PENGUIN
Supermarket frozen food sales 

for the 12 weeks ended Aug. 12 
topped $7.52 billion, up 0.1% 
versus the same period a year 
ago, according to Chicago-
based market research firm 

SymphonyIRI Group. Units fell 
2.5% to 2.35 billion, and volume tumbled 
3.2% to 3.37 billion. Percentage of volume 
sold with merchandising support edged up 
0.4 points to 49.0%.

For the 52 weeks ended Aug. 12, sales 
expanded 0.6% to $32.15 billion, but 
units were down 4.1% to 10.19 billion. 
Volume dropped 4.3% to 13.68 billion, 
while percentage of volume sold with 
merchandising support slipped 0.4 points 
to 47.2%.

Our chart shows the fastest-growing 
frozen department subcategories, including 
the top brands, for the 12 weeks ended 
Aug. 12. Data is for the brands as originally 
trademarked and may not include line 
extensions. Only subcategories with at least 
$250,000 in sales for the period are listed. 
Brands with less than $50,000 in sales are 
not included.

-1.7%
Dollar loss by frozen novelties (to 
$794,322,400), the largest frozen 

department subcategory to post a 
loss during the most recent

12 weeks. Second largest: single-
serve dinners/entrees, down

1.9% to $695,527,200.

2
Number of top 10 frozen subcat-
egories that saw both dollar and 

unit sales rise during the most 
recent 12 weeks. The biggest

dollar gainer among the leaders 
was chicken/chicken substitutes 
(+5.2%); biggest loser, multi-serve 

dinners/entrees (-8.7%).

6
Number of people who died try-
ing to rescue a chicken that fell 
down a 60-foot well in Egypt in 
1998. Only the chicken survived.

PIZZA CRUSTS/DOUGH  $5,091,905   125.0   1,565,618   92.7   1,651,933   73.6 
Freschetta   $1,252,833   1,096.5   309,967   1,090.7   204,441   1,119.9 
Private Label   $1,142,282   1,184.1   383,834   550.2   464,310   677.5 
Udi’s   $808,725   96.1   156,193   96.5   78,096   96.5 
Kinnikinnick Foods   $277,133   2.2   33,286   2.2   43,688   2.2 
Tiseo   $161,448   3.0   94,369   2.3   94,369   2.3 
House of Pasta   $132,044   (0.0)  49,239   (1.8)  98,479   (1.8)
Calise & Sons Bakery   $129,114   (1.0)  86,825   (0.4)  86,825   (0.4)
Stefano’s   $115,456   23.7   64,406   21.4   64,406   21.4 
Guttenplans   $82,942   (0.1)  47,354   (10.3)  47,354   (10.3)
Rhodes   $80,265   (2.4)  21,022   (2.0)  63,066   (2.0)
COOKIE DOUGH  $2,223,579   115.5   594,094   171.0   513,593   59.2 
Weight Watchers Smart Ones   $1,151,015  *  342,169  *  180,494  *
Nestlé Tollhouse Ultimate   $502,893  *  164,447  *  164,447  *
Gregory’s   $309,877   12.4   33,008   (20.0)  107,440   (19.1)
Sweet Martha’s   $68,213   (22.2)  14,025   (21.7)  18,966   (29.4)
600 lb. Gorillas   $55,150   51.2   13,015   63.9   14,642   63.9 
SOUP  $4,737,525   55.2   1,180,984   26.1   1,212,697   42.7 
Bertolli Meal Soup   $1,698,025   3,271.9   247,342   3,380.3   371,012   3,380.3 
Tabatchnick   $1,058,981   0.2   458,719   (0.6)  418,223   (0.3)
Boston Chowda   $340,768   21.3   55,849   21.6   64,917   17.0 
Phillips   $328,193   (18.6)  76,343   (4.5)  60,697   (10.8)
Kettle Cuisine   $258,931   27.4   75,036   31.3   46,898   31.3 
Private Label   $169,724   (24.3)  33,817   (25.0)  40,799   (26.3)
Tony Chachere’s   $99,302   51.8   32,067   47.4   24,050   47.4
Culinary Delights   $98,504   90.8   15,618   104.0   21,663   101.6 
BABY FOOD/JUICE/SNACKS  $273,500   36.0   69,895   16.5   12,548   39.9 
Happy Baby Happy Melts   $170,317   23.9   49,016   10.5   3,064   10.5 
TORTILLAS  $769,682   25.8   280,954   42.8   328,613   44.2 
Food For Life  $277,783   36.9   79,133   27.4   59,349 27.4 
La Popular   $139,413   88.3   62,777   86.3   47,083 86.3 
Goya   $120,262   (2.4)  22,054   (8.7)  37,123 (7.6)  
Tortilleria   $71,334   115.8   56,577   103.1   106,082 103.1  
FROZEN YOGURT/TOFU  $67,810,560   15.7   18,585,120   18.6   44,352,100   4.7 
Private Label   $15,457,970   13.5   5,131,964   27.1   16,450,070   5.9 
Ben & Jerry’s  $6,110,274   *   1,805,064   *   1,619,240   * 
Ben & Jerry’s Froyo   $5,394,126   4.9   1,453,397   2.1   1,453,397   2.1 
Kemps   $4,891,664   41.2   1,330,722   43.7   3,992,166   43.7 
Dreyer’s/Edy’s Slowchurned   $4,220,074   (24.1)  1,035,023   (27.5)  3,111,236   (27.4)
So Delicious   $2,823,490   180.0   513,997   158.5   513,997   158.5
Turkey Hill   $2,727,218   (2.9)  905,961   (4.7)  2,717,884   (4.7)
Wells’ Blue Bunny   $2,628,133   10.6   652,815   11.3   2,284,852   11.3 
Häagen-Dazs   $2,592,709   (35.4)  652,325   (37.7)  570,785   (37.7)
Dreyer’s/Edy’s Slowchurned Rich & Creamy   $2,160,137   (24.3)  515,428   (26.4)  1,546,283   (26.4)
FRUIT  $90,795,050   14.4   23,589,570   3.2   26,132,550   4.3 
Private Label   $66,027,180   11.5   16,542,650   (2.5)  19,009,980   (0.0)
Dole   $8,066,887   28.9   2,083,471   37.6   1,904,318   24.0 
Wyman’s   $3,259,887   38.4   673,736   22.7   898,691   36.8 
Goya   $2,196,328   15.3   926,109   2.8   777,197   3.1 
Cascadian Farm   $2,021,559   19.1   511,636   19.5   295,825   19.8 
Birds Eye   $979,630   (16.1)  416,475   (12.9)  236,604   (15.0)
Dole Ready Cut Fruit   $755,758   44.7   198,239   45.8   217,211   43.1 
El Sembrador   $732,271   7.5   256,094   4.4   531,573   21.2 
La Fe   $613,487   22.1   233,270   11.3   374,077   13.4 
Flav-R-Pac   $472,560   8.8   163,663   6.2   138,274   1.3
CARROTS  $4,141,625   13.4   2,741,103   6.2   2,485,904   4.4 
Private Label   $2,802,935   4.8   1,978,127   (0.7)  1,938,573   (0.3)
Green Giant   $839,207   33.3   453,885   17.3   288,441   19.3 
Pictsweet   $133,843   168.8   95,193   230.5   62,567   117.2 
Hanover Gold Line   $129,341   14.9   61,603   25.0   46,202   7.1 
Hanover Country Fresh Classics   $66,477   38.3   44,366   35.7   44,366   35.7 
DRINK/COCKTAIL DRINK CONCENTRATE  $15,210,060   12.4   7,570,763   4.7   15,219,380   (12.5)
Jamba   $3,326,020   79.1   1,139,094   70.2   1,248,399   67.2 
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Your hunger has met its match.
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*Number is either not available, or very high, indicative of a recent launch working off a small base.              

Yoplait Smoothie   $3,218,995   (30.8)  983,891   (33.9)  957,159   (33.0)
Dole   $2,670,525   5,272.2   1,340,882   5,606.3   880,020   5,606.3 
Private Label   $1,611,066   (1.6)  1,172,356   (11.6)  3,431,465   (15.8)
Welch’s   $1,489,407   (32.2)  952,252   (35.7)  2,737,726   (35.7)
Hawaii’s Own   $1,402,808   (11.1)  1,102,886   (18.0)  3,308,659   (18.0)
Minute Maid Premium   $336,459   (22.7)  216,717   (22.6)  650,151   (22.6)
Five Alive   $252,438   (8.3)  145,751   (9.9)  437,252   (9.9)
Bacardi   $160,829   (39.1)  66,015   (38.4)  165,037   (38.4)
Bright & Early   $111,511   (5.7)  105,974   (12.1)  317,922   (12.1)
MEAT SUBSTITUTES  $74,756,300   11.5   19,356,540   13.1   11,691,700   14.0 
Morningstar Farms   $28,537,480   12.3   7,317,411   16.1   4,012,821   17.5 
Boca   $8,516,174   6.5   2,386,842   9.6   1,541,784   12.0 
Morningstar Farms Grillers   $8,433,004   10.1   2,111,192   11.0   1,372,218   14.9 
Morningstar Farms Grillers Prime   $3,031,742   14.4   798,708   20.0   499,192   20.0 
Tofurky   $2,809,179   29.7   721,408   27.3   434,686   25.4 
Lightlife Smart Dogs   $2,684,041   (9.4)  667,580   (10.6)  522,032   (10.5)
Gardenburger   $2,605,268   (8.5)  680,424   (12.1)  425,265   (12.1)
Gardein   $2,459,377   75.7   598,305   66.8   370,628   76.4 
Veggie Patch   $1,509,786   16.0   342,301   13.1   195,477   13.0 
Lightlife Smart Deli   $1,327,403   (10.4)  397,472   (15.2)  135,733   (14.8)
BREADED VEGETABLES  $4,978,187   10.4   1,793,517   4.8   2,155,128   4.3 
Pictsweet   $1,128,886   9.7   532,958   9.6   683,590   7.2 
Private Label   $829,436   21.6   471,449   4.8   445,487   7.8 
Veggie Patch   $535,713   (13.5)  117,179   (14.0)  69,357   (14.2)
Farm Rich   $437,890   151.5   67,488   132.9   84,465   46.3 
Dominex   $427,396   1.7   88,494   4.6   88,986   4.5 
Stilwell   $402,890   (1.7)  133,144   (3.5)  214,641   (4.1)
Fresh Frozen   $379,598   13.9   128,088   12.3   250,245   10.4 
Today’s Harvest   $131,934   4.3   37,658   1.6   75,316   1.6
McCain Golden Crisp Fryer Saver   $116,230   (14.8)  21,115   (17.7)  42,230   (17.7)
TURKEY/TURKEY SUBSTITUTE  $169,604,000   10.2   35,159,280   (0.1)  50,767,850   1.5 
Jennie-O Turkey Store   $60,165,850   21.4   11,219,360   13.0   17,228,030   15.5 
Shady Brook Farms   $26,633,540   (6.6)  5,240,294   (14.4)  7,724,404   (15.2)
Private Label   $25,847,930   9.4   5,531,970   (2.0)  8,617,838   1.7 
Butterball Everyday   $9,568,606   145.3   2,159,692   85.8   2,844,106   114.3 
Honeysuckle White   $9,358,285   (28.8)  2,107,604   (34.8)  2,761,677   (35.3)
Foster Farms   $7,692,818   (12.6)  1,494,071   (19.5)  1,905,034   (18.3)
Perdue   $6,483,603   40.0   1,997,381   18.8   2,026,962   16.1 
Jennie-O   $6,049,779   21.6   1,348,458   18.9   1,931,728   10.2 
Plainville Farms   $3,152,170   43.0   697,524   47.7   697,524   47.7
Butterball   $2,350,114   7.5   247,364   (2.0)  621,163   3.4 
OTHER VEGETABLE/FRUIT JUICE  $1,173,887   10.1   636,962   1.4   1,906,873   1.6 
Dole    $483,879   0.3   242,974   (11.2)  728,922   (11.2)
Old Orchard    $425,656   56.4   241,185   60.7   723,555   60.7 
Private Label    $133,911   11.5   74,670   4.4   224,009   4.4 
Old Orchard Premium    $109,267   (27.1)  66,653   (40.2)  199,958   (40.2)
OTHER PLAIN VEGETABLES  $37,567,240   8.3   19,431,790   5.4   17,659,960   1.6 
Private Label    $17,013,240   (1.8)  10,591,300   (4.6)  9,361,456   (4.5)
Pictsweet    $2,580,140   4.9   1,378,689   10.1   1,470,614   9.6 
Birds Eye Steamfresh Premium Selects    $2,468,942   3.0   1,100,779   4.2   825,585   4.2 
Pictsweet Deluxe Steamables    $1,513,640   105.0   696,676   91.8   399,461   94.9 
Goya    $1,352,956   4.0   413,723   (4.9)  882,574   (5.9)
Birds Eye Steamfresh    $1,201,152   17.4   523,130   27.5   371,203   23.2 
Hanover Gold Line    $942,960   13.0   426,028   23.2   276,121   11.0 
Fresh Frozen    $862,690   (7.5)  278,517   (9.3)  588,852   (12.5)
Birds Eye    $829,714   42.3   257,579   33.4   157,729   20.5 
Green Giant Simply Steam    $646,826   (3.2)  178,129   (10.1)  100,198   (10.1)
WAFFLES  $137,935,500   8.2   50,658,990   2.6   44,094,620   3.2 
Kellogg’s Eggo   $68,773,900   4.7   23,246,600   (1.9)  22,425,230   (0.9)
Private Label   $24,386,090   (2.5)  11,269,880   (7.4)  9,939,040   (5.6)
Kellogg’s Eggo Nutri Grain   $13,700,130   (1.5)  4,157,921   (9.6)  3,424,279   (5.8)
Kellogg’s Eggo Thick & Fluffy   $7,901,862   38.4   3,002,982   25.2   2,297,512   32.1 
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24
Number of states that don’t 
allow first cousins to marry. 
(And yes, Arkansas is one of 

them.) Interestingly, the United 
States is the only Western 

nation that restricts marriage 
between cousins.

14.0%
Dollar gain by frozen tortilla/

eggroll/wonton wrappers. 
With sales at $242,612 during 
the most recent 12 weeks, it’s 
just short of the dollar mark 
needed to qualify for our list. 

Subcategory leader Banh Trang 
(+45.7%) deserves most of the 
credit, but several other top

10 brands saw double-digit gains 
as well.

$3,707,464
Dollar sales amassed by 

Kellogg’s Eggo Wafflers during 
the most recent 12 weeks,

making it one of the best per-
formers among frozen products 
in distribution less than a year. 
Already No. 7 among the top 10 
brands, its success helped boost 

subcategory sales
8.2% to $137,935,500.

$37,500
Amount left to a local theater 
company by Juan Potomachi 
after his death in 1955 — on

the condition it used his skull 
during performances of Hamlet. 

And he’s not the only one
seeking posthumous stage fame: 

the Royal Shakespeare Co.
has been using the skull 

of deceased pianist Andre 
Tchaikovsky for years.

-19.7%
Dollar loss by frozen sauce/

gravy/marinade (to $2,136,469), 
worst by a frozen department 

subcategory with at least
$1 million in sales during

the most recent 12 weeks.
A 23.2% decline by top seller 

Tennessee Pride drove the loss.  
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F A C T O I D S

FASTEST
REFRIGERATED
BY BESSIE BOVINE

Supermarket sales of refrig-
erated products remained at 
$11.21 billion during the 12 weeks 
ended Aug. 12, the same as a year 
ago, according to Chicago-based 
market research firm SymphonyIRI 
Group. Units fell 0.3% to 4.53 
billion and volume slid 2.1% to 

38.07 billion. Percentage of volume sold 
with merchandising support edged up 0.5 
points to 44.1%.

For the 52 weeks ended Aug. 12, 
refrigerated sales jumped 3.4% to $50.41 
billion, but units were down 2.1% to 20.09 
billion. Volume tumbled 3.8% to 161.41 
billion, and percentage of volume sold with 
merchandising support slipped 0.2 points 
to 41.9%.

Our chart shows the fastest-growing 
refrigerated subcategories, including the top 
brands, for the 12 weeks ended Aug. 12. Data 
is for the brands as originally trademarked 
and may not include line extensions. Only 
subcategories with at least $250,000 in sales 
during the period are listed. Brands with less 
than $50,000 in sales are not included.

59.2%
Percentage of natural shred-
ded cheese volume sold with 

merchandising support during 
the most recent 12 weeks (5.6 

percentage points more than a 
year ago). The added support 
helped boost unit sales 3.3% 

and dollar sales 2.0%.

-52.9%
Dollar loss by snack cakes/

doughnuts, largest by a refrig-
erated subcategory with at 
least $1 million in sales dur-

ing the most recent 12 weeks. 
A year ago, it was one of the 

fastest-growing subcategories 
in the store, thanks to Pillsbury 

Sweet Moments and Jell-O 
Temptations. But now private 
label (+55.1%) is the segment’s 

top seller.

MEAT/SEAFOOD SEASONING MIXES  $7,993,675   18,826.2   3,011,351   18,212.7   1,135,754   8,188.5 
Kraft Fresh Take   $7,945,075  *  2,989,759  *  1,121,160  *
CRANBERRY COCKTAIL/DRINK  $6,463,996   652.6   2,282,088   687.5   92,028,040   663.7 
Simply Cranberry   $5,018,763  *  1,808,325  *  75,627,030  *
GT’s Kombucha Synergy   $906,798   93.8   278,436   99.0   4,454,968   99.0 
Florida’s Natural   $279,512   90.8   87,854   88.6   5,183,414   88.6 
Private Label   $152,671   (10.8)  65,372   (11.5)  5,631,806   (10.1)
READY-TO-DRINK COFFEE  $25,058,760   468.0   7,099,815   341.2   368,639,000   1,055.5 
International Delight   $19,325,620  *  5,132,768  *  328,497,100  *
Bolthouse Farms Perfectly Protein   $4,434,543   13.5   1,427,932   12.9   31,247,890   11.2 
Bolthouse Farms Protein Plus   $899,137  *  314,981  *  5,863,103  *
Upstate Farms   $171,652   9.9   125,271   5.0   2,004,336   5.0 
Emmi   $169,455   (44.8)  84,548   (60.5)  651,018   (60.5)
No Brew   $50,228   66.6   9,395   89.6   333,702   74.1 
PEANUT BUTTER  $873,195   40.0   176,921   32.8   187,187   20.0 
Old Home   $396,067  *  102,779 * 97,394  *
Parkers Farm   $340,634   (33.6)  49,956   (56.2)  58,626   (55.0)
Private Label   $98,940   8.9   15,158   (2.4)  22,695   3.2 
GRATED CHEESE  $22,073,140   33.2   6,643,668   29.9   3,231,467   31.0 
Private Label   $10,812,440   4.2   3,730,316   3.8   1,813,062   5.2 
Kraft   $5,050,030   7,801.3   1,398,465   7,680.7   681,092   12,026.1
DiGiorno   $1,105,538   (2.1)  255,257   4.0   95,721   4.0 
Belgioioso   $678,971   2.2   171,763   1.0   53,676   1.0 
Il Villaggio   $424,871   23.4   71,356   15.5   31,218   15.5 
Fud   $332,412   63.1   89,069   64.6   65,887   65.3 
Crystal Farms   $316,202   (8.2)  91,110   (14.2)  45,555   (14.2)
Stella   $250,488   (10.6)  63,757   (16.8)  19,924   (16.8)
El Mexicano   $247,276   (2.4)  43,053   (8.2)  43,053   (8.2)
Bella Famiglia   $148,948   (26.2)  35,324   (40.9)  17,662   (40.9)
JUICE AND DRINK SMOOTHIES  $73,458,930   31.1   21,659,440   27.9   476,444,200   40.1 
Bolthouse Farms   $20,870,890   37.2   5,981,095   36.4   158,221,500   37.9 
Naked   $19,482,110   23.8   5,149,215   16.5   106,963,800   23.8 
Naked Superfood   $6,863,924   29.8   1,420,308   15.0   42,891,030   29.9 
Odwalla Superfood   $5,086,695   13.2   2,021,734   10.3   27,400,980   24.5 
Naked Protein Zone   $4,850,679   15.1   1,293,765   12.3   20,819,950   13.2 
Odwalla   $4,575,502   27.1   1,627,043   46.1   27,107,870   27.7 
Silk Fruit&Protein   $3,252,960  *  1,354,947  *  43,358,480  *
Odwalla C Monster   $2,123,712   23.7   769,485   18.5   12,410,010   39.1 
Bolthouse Farms C Boost   $1,768,285   7.1   527,035   0.9   12,684,590   4.6 
Naked Well Being   $1,264,033   29.4   243,180   10.9   7,781,739   12.8
ALL OTHER SIDE DISHES  $18,146,380   18.4   5,092,043   16.3   5,354,312   14.3 
Bob Evans   $7,038,323   7.9   1,966,832   11.0   2,365,252   11.4 
Private Label   $4,951,444   11.6   1,519,505   4.5   1,540,775   1.9 
Garden Highway Chef Essentials   $865,090   1,679.5   192,831   1,796.9   90,610   1,484.6 
Reser’s   $648,074   43.9   170,771   32.5   190,004   17.7 
Hormel Country Crock   $492,917  *  131,206  *  164,010  *
Reser’s Main St. Bistro   $474,290   23.4   112,182   13.0   140,227   13.0 
Modern Mushroom   $408,223   85.5   94,282   82.9   47,141   82.9 
Food Merchants   $391,511   11.0   110,146   12.4   123,914   12.4 
Fortune   $356,010   47.6   136,115   53.4   102,786   61.0 
Onofrio’s   $161,745   (4.5)  24,286   (3.9)  18,251   (3.9)
KEFIR/MILK SUBSTITUTES/SOYMILK  $164,198,600   16.2   50,192,230   18.1   191,346,100   18.2 
Silk   $38,027,500   (11.1)  10,842,230   (8.9)  45,379,730   (9.4)
Silk Pure Almond   $33,708,530   61.8   10,148,270   60.2   40,747,220   60.4 
Blue Diamond Almond Breeze   $31,055,300   45.0   9,624,856   48.0   38,785,580   47.6 
Private Label   $16,725,550   18.4   6,152,512   19.6   23,709,230   20.0 
Silk Light   $14,320,650   (5.7)  4,312,996   (4.1)  17,251,980   (4.1)
Lifeway   $8,827,193   7.2   2,522,200   7.7   4,935,793   7.1 
8th Continent   $5,043,690   (1.8)  1,627,364   (4.0)  6,509,454   (4.0)
Silk Pure Coconut   $4,575,273   51.7   1,348,876   54.5   5,395,504   54.5 
So Delicious   $2,814,129   37.2   822,202   28.4   3,226,605   27.4 
Meyenberg   $2,208,843   (5.8)  498,931   (14.8)  1,041,901   (13.2)
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47
Number of doughnuts downed 
by world record holder Patrick 
Bertoletti in just 5 minutes. The 

Chicagoan owns more world 
records than anyone on the planet, 

though he has yet to achieve the 
Holy Grail of competitive eat-

ing: the Nathan’s Famous Hot Dog 
record (currently 68 in 10 minutes).

7.2%
Dollar gain by refrigerated break-
fast entrees (to $5,602,786). The 
top two brands saw their sales 
decline but Nos. 3, 4 and 5 — 

private label, Jimmy Dean and 
Owens — posted 10.3%, 177.2% and 

2,076.9% increases, respectively.

-7.1%
Dollar loss by skim/low-fat milk 
(to $1,497,225,000), worst among 

the refrigerated department’s top 
20 subcategories. Second worst 

was processed/imitation cheese-
slices (-6.3%).

310 million
Money spent on Halloween 
costumes — for pets — last 

year. According to the National 
Retail Federation, close to 15% of 
Americans said they planned to 
dress their pet for the holiday.

1
Number of top 10 sour cream 

brands that saw sales expand dur-
ing the most recent 12 weeks. Only 

top seller Daisy posted a gain 
(+3.8%), not enough to pull the 

segment (-2.7%) into positive ter-
ritory. Daisy also stood out in the 
cottage cheese subcategory, regis-
tering a 23.4% advance in the face 
of a 4.4% decline for the segment 

as a whole.

-5.5%
Dollar loss by margarine/spreads/

butter blends (to $282,283,500). 
Seven of the top 10 brands saw 

sales fall, but both Land O Lakes 
(+4.7%) and Imperial (+10.6%) regis-

tered respectable gains.

VEGETABLE JUICE/COCKTAIL  $10,356,470   14.6   2,470,951   16.6   87,287,540   7.1 
Bolthouse Farms   $7,184,928   28.3   1,747,042   32.7   58,961,060   23.3 
Odwalla   $2,380,129   (18.7)  491,248   (22.9)  23,589,240   (20.6)
Evolution Essential Greens   $270,922   130.7   65,736   149.8   999,193   149.8 
Evolution Essential Vegetable   $94,022  *  27,691  *  420,906 *
Barsotti   $69,786   0.0   17,034   (1.3)  821,737   1.2 
Columbia Gorge   $66,256   86.0   18,907   86.8   302,516   86.8 
Earthbound Farm Organic   $58,111   (4.0)  12,496   (12.4)  399,885   (12.4)
BREAD  $484,716   14.5   153,403   11.6   115,831   5.8 
Mestemacher   $114,745   15.8   33,213   15.7   36,534   15.7 
Mrs. Olson’s   $99,780   (6.0)  23,405   (11.1)  16,503   (11.9)
Boghosian Valley Bread   $85,780   2.2   41,293   1.3   30,970   1.3 
Countryside   $50,654   52.3   20,456   45.0   7,690   45.4 
FRESH SOUP  $21,102,700   14.2   5,170,137   11.7   6,651,521   11.9 
Private Label   $18,450,470   8.9   4,608,991   7.5   6,072,644   8.7 
Panera Bread   $1,081,378   1,404.8   212,222   1,614.7   212,769   1,506.8 
Legal Sea Foods   $371,299   67.2   74,489   111.3   74,489   81.4 
Harry’s   $264,908   8.6   63,642   18.3   73,336   20.6 
Ivar’s   $163,251   8.4   25,331   (2.3)  29,283   (7.8)
Bob Evans   $161,048   (14.2)  51,317   (12.2)  38,488   (12.2)
Soluppa   $125,313   1.0   15,793   0.5   31,585   0.5 
Nana’s   $63,797   (14.6)  7,104   (14.6)  12,433   (14.6)
Chikara   $62,754   (19.6)  38,346   (20.6)  17,375   (20.6)
Evolution   $55,914   (28.9)  8,184   (28.7)  11,252   (28.7)
TEA  $126,861,500   12.1   61,175,020   7.1   5,202,560,000   4.9 
Gold Peak   $24,826,330   34.8   10,509,770   32.2   632,938,800   34.9 
Private Label   $22,158,190   1.8   13,269,510   (1.6)  1,406,512,000   1.0 
Turkey Hill   $17,533,330   (0.0)  9,952,358   (1.0)  738,579,500   (2.2)
Red Diamond   $15,863,390   2.7   6,617,506   2.0   743,179,800   2.6 
Turkey Hill Nature’s Accent   $8,740,585   (4.0)  4,376,747   (6.0)  375,322,300   (4.4)
Swiss Premium   $6,313,694   (12.8)  3,151,207   (19.6)  338,608,800   (14.9)
Milo’s   $5,572,200   10.9   2,025,018   5.3   231,090,500   7.5 
Bolthouse Farms Perfectly Protein   $5,185,721   16.2   1,425,712   17.4   39,415,660   14.7 
GT’s Kombucha Synergy   $4,378,201   170.8   1,335,343   177.9   21,365,490   177.9 
POM Tea   $1,389,374   4.4   646,196   1.3   10,339,130   1.3
DINNER/SANDWICH ROLLS/CROISSANTS  $356,046   11.8   139,083   16.8   116,459   3.1 
Private Label   $215,180   76.2   91,772   89.4   69,548   50.2 
Schwebel’s   $126,945   (28.7)  42,575   (32.5)  42,575   (32.5)
JUICE/DRINK CONCENTRATE/SYRUP  $1,892,949   11.5   103,874   4.6   3,752,204   3.7 
Nature Blessed   $1,100,240   5.9   50,716   1.3   1,606,714   0.3 
Fruit Fast   $452,106  *  25,747  *  823,904 *
Cherry Ridge Juice   $235,909   15.2   15,749   (3.6)  355,147   (4.6)
APPETIZERS/SNACK ROLLS  $119,101,200   11.4   17,652,270   11.2   9,557,878   5.9 
AFC   $35,144,160   124.0   5,204,608   147.7   2,809,148   97.6 
Southern Tsunami   $23,228,720   (42.1)  3,036,048   (46.7)  1,951,745   (44.5)
Japanese Food Express   $12,474,150   64.9   1,839,330   62.1   940,947   55.6 
Hissho Sushi   $8,539,036   8.5   1,223,838   (2.9)  532,012   (2.9)
Fujisan   $6,828,052   20.6   1,145,575   29.1   704,655   16.8 
Kikka   $5,698,962   5.0   847,618   2.1   328,975   2.2 
Private Label   $5,045,767   5.3   726,249   (8.5)  425,604   8.6 
Sushi Avenue   $4,235,929   67.0   611,974   59.4   332,179   61.6 
Ace   $2,250,332   (4.3)  338,804   (8.9)  162,181   (8.5)
Mr. Sushi   $2,064,004   (3.4)  294,998   (1.0)  142,107   5.1
ALL OTHER FRUIT JUICE  $10,786,910   11.4   2,175,211   25.2   57,447,890   4.8 
POM Wonderful   $8,124,386   16.5   1,606,383   47.6   35,746,740   21.3 
Bolthouse Farms   $1,113,679   51.5   123,510   68.7   5,930,699   55.8 
Noble   $370,159   3.0   118,586   (4.1)  3,656,757   1.1 
Dole   $308,448   (42.9)  106,584   (43.5)  6,288,430   (43.5)
Cuties   $251,020   696.2   94,026   647.8   1,927,285   686.8 
Genesis Today   $124,140   21.1   29,817   9.5   1,176,581   29.7
Bolthouse Bom Dia   $115,218   (61.3)  19,428   (63.3)  621,692   (57.8)
Evolution   $100,570   (50.7)  20,383   (59.4)  332,723   (62.1)
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TRIPLE GAINERS

TRIPLE GAINERS – FROZEN FOODS
Brands scoring triple-digit gains in frozen foods for the 12 weeks ended Aug. 12, 2012, according to SymphonyIRI Group, the Chicago-
based market research firm. Supermarkets only, brands with more than $100,000 in sales. Brands are as originally trademarked, and 
may not include line extensions. Data for brands with increases above 300% not included, as they generally indicate new products 
working off a small base from the prior year. 
BRAND $ SALES % CHG UNIT SALES % CHG VOLUME % CHG VOL W/MERCH % POINTS CHG
Private Label Othr Bkfst Fd  $316,282   263.4   124,666   278.2   136,226   380.6   41.43   (6.69)
So Delicious Yogurt/Tofu  $2,823,490   180.0   513,997   158.5   513,997   158.5   24.31   12.22 
Pictsweet Carrots  $133,843   168.8   95,193   230.5   62,567   117.2   50.72   21.80 
Island Oasis Cocktail Mixes  $150,602   165.5   25,752   192.1   216,094   194.0   46.42   11.92 
Udi’s Muffins  $247,457   165.2   44,765   193.3   26,839   134.5   20.69   (8.26)
Farm Rich Breaded Vegetables  $437,890   151.5   67,488   132.9   84,465   46.3   27.26   (23.74)
Butterball Evrdy. Fz/Rfg Turkey/Turkey Sbst.  $9,568,606   145.3   2,159,692   85.8   2,844,106   114.3   27.79   (20.53)
Private Label Dips  $107,600   125.8   36,603   181.0   17,314   145.7   47.98   29.87 
Bolis Ice Pop Novelties  $1,015,682   116.1   1,144,255   130.9   2,515,618   159.1   64.66   14.54 
Pillsbury Breakfast Handheld  $2,300,134   110.0   821,771   69.6   380,069   69.6   37.28   (34.94)
Pick 5 Onion Rings  $110,657   109.8   21,660   117.3   44,376   97.8   35.27   11.34 
Pictsweet Dlx. Steamables Other Pln. Vgtbls.  $1,513,640   105.0   696,676   91.8   399,461   94.9   31.62   (11.50)
Aunt Jemima Waffles  $5,285,607   104.8   2,941,737   110.1   2,263,450   109.3   67.34   2.56

TRIPLE GAINERS – REFRIGERATED FOODS 
Brands scoring triple-digit gains in refrigerated foods for the 12 weeks ended Aug. 12, 2012, according to SymphonyIRI Group, 
the Chicago-based market research firm. Supermarkets only, brands with more than $100,000 in sales. Brands are as originally 
trademarked, and may not include line extensions. Data for brands with increases above 300% not included, as they gener-
ally indicate new products working off a small base from the prior year.
BRAND $ SALES % CHG UNIT SALES % CHG VOLUME % CHG VOL W/MERCH % POINTS CHG
Kenny’s Snack Cakes/Doughnuts  $354,662   286.1   354,679   466.0   88,670   466.0   45.12   41.1 
Nestlé Coffee Mate Natrl Bliss Coff Cr  $8,860,320   213.2   3,345,194   208.6   3,546,746   227.2   30.63   3.9 
Tropicana Grape Juice  $346,744   198.0   241,872   186.4   2,902,464   186.4   31.87   3.4 
Owens Breakfast Entrees  $409,712   177.2   91,915   154.4   94,538   186.7   18.84   (4.6)
Gts Kombucha Synergy Teas  $4,378,201   170.8   1,335,343   177.9   21,365,490   177.9   13.95   (1.8)
Papa John’s HH Non-Bkfst Entrees  $348,809   154.9   95,867   155.4   57,938   208.7   19.17   18.3 
Chuckanut Bay Cheesecakes  $245,736   141.8   81,997   157.1   20,834   133.7   5.58   (9.7)
Evolution Essential Greens Veg Juice  $270,922   130.7   65,736   149.8   999,193   149.8   41.76   11.3 
AFC Appetizers  $35,144,160   124.0   5,204,608   147.7   2,809,148   97.6   0.40   0.0 
Tryst Flavored Spreads  $1,523,121   114.9  349,719   97.6   218,575   97.6   30.65   (8.1)
Tropicana Apple Juice  $253,772   112.0   175,176   102.8   2,102,116   101.6   30.18   4.1 
Schwan’s Pies (No Snack Pies)  $384,808   106.9   49,113   94.5   69,687   94.2   29.50   (15.8)
Biltmore Cheesecakes  $102,751   101.5   8,219   93.6   18,389   95.8   8.86   (22.3)

MARK YOUR CALENDAR! 
NOV. 12-13 • Private Label Manufacturers 
Association show, Rosemont Convention Center, 
Chicago. Show floor open Nov. 12 from 9-6 p.m., and 
Nov. 13 from 9-4. Event includes Idea Supermarket, New 
Product Expo, seminars/workshops and networking 
events. For info, www.plma.com or 212-972-3131.   

NOV. 13-14 • Kosherfest 2012, Meadowlands 
Exposition Center, Secaucus, N.J.  Exhibit hall open 
10-5 on Nov. 13, and 10-4 on Nov. 14.  Seminars, new 
product showcase. For info, info@kosherfest.com or 
207-842-5504.

FEB. 23-27, 2013 • American Frozen Food Institute 
Convention, Hilton Anaheim, Anaheim, Calif.  For info, 
www.affi.com or 703-821-0770. 

MAY 4-8, 2013 •IARW-WFLO Annual Convention 
and Expo, The Westin Diplomat, Hollywood, Fla.
More than 600 of the world’s leading public refrigerated 
warehousing and logistics professionals meet for educa-
tional sessions, the expo, and networking.

JUNE 2-4, 2013•American Frozen Food Institute 
Food Logistics Forum, Westin Lake Las Vegas, Las 
Vegas, Nev. For info, www.affi.com or 703-821-0770. 
 



Introducing...

ATKINS
FROZEN MEALS

the fi rst & only true
low-carb frozen meal option

ATTRACT NEW LOW-CARB SHOPPERS
TO YOUR FROZEN AISLE!

FOR MORE INFORMATION, PLEASE CONTACT: ROD FONTENOT AT RFONTENOT@ATKINS.COM

CAPTURE THIS EXCITING
GROWTH OPPORTUNITY!
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JOHNNY’S COLUMN

JOHNNY HARRIS

REFRIGERATED MILK AND CREAMERS
Supermarket sales for the 12 weeks ended Aug. 12 compared with the year-ago 
period, according to SymphonyIRI Group, the Chicago-based market research firm. 
CATEGORY $ SALES % CHG UNITS % CHG
MILK  $2,353,867,000   (5.1)  822,278,400   (2.6)
Skim/Lowfat Milk  $1,497,225,000   (7.1)  520,723,800   (4.3)
Whole Milk  $550,719,600   (6.0)  186,831,900   (3.2)
Kefir/Milk Substitutes/Soy Milk  $164,198,600   16.2   50,192,230   18.1 
Flavored Milk/Eggnog/Buttermilk  $127,655,100   0.6   58,688,820   0.5 
Milkshakes/Non-Dairy Drinks  $14,068,230   3.6   5,841,591   (3.6)
CREAMS/CREAMERS  $415,624,900   3.7   151,495,200   1.4 
Coffee Creamer  $266,105,900   6.5   89,340,430   2.5 
Dairy Cream/Half & Half  $149,519,100   (1.0)  62,154,750   (0.3)
TOTAL DAIRY  $11,205,100,000   0.0   4,529,126,000   (0.3)

MILKING
MILK PROFIT
The category is changing quickly, 
bringing both opportunity and risk. 

BY JOHNNY HARRIS 

I’ve visited more than 500 stores 
since January, and I can tell you 
that retailers are definitely cut-

ting back their space for conven-
tional milk. (And you thought I was 
“retired,” right?) Part of 
the reason for the shift 
is the need to give more 
space to specialty milks, 
soy milks, and milk 
substitutes. 

Just check out the 
chart below. Soy milk 
and such were up by 
16.2% in the 12 weeks 
ended Aug. 12, while the 
entire milk category was 
down by 5.1%. And if you 
think that’s a big increase 
but off a small base, 
think again. Kefir/milk 
substitutes/soy milk do about 11% 
of the volume that skim and low-fat 
milk do. When I left Harris Teeter, 
we had two almond milks, and I 
could not believe the volume. They 
took off from day one.  

REALLOCATING SPACE
So reallocating space isn’t a bad idea, 
since you can make a heck of a lot of 
profit off these items. But be careful 
what you put in that milk section, 
since your space is so limited. Some 
new items being introduced 
just don’t belong there; just 
make sure you have what the 
customer really wants. 

I’d start off a 24-foot milk 
section with better-for-you, 
organics and specialty milks first. 
Let customers see them first — you’ll 
make more money off them than con-

ventional milks. 
You’ve got to 

be competitive on 
price in the entire 
milk category, in-
cluding the grow-
ing segment with 
soy milk, almond 
milk, coconut 
milk and so on. 
Part of the reason 
you see units 
down so much 
in conventional 
milk is the loss 

of sales by supermarkets to Walmart, 
club stores, C-stores and dollar stores, 
which aren’t included in the Sympho-
nyIRI figures here. 

Of course you aren’t going to lose 
milk sales to dollar stores over a 
dime, but if shoppers are in a dollar 

store they will buy milk on impulse 
to save a visit to the grocery store. 
You have less to worry about on pric-
ing when it comes to organic milk, 
since shoppers for those higher-ring 
items have less price resistance. 

Households with big families will 
be shopping price for gallon milk, 
however, and you run the risk of 
losing trips to convenience stores if 
your pricing is too far out of line with 
them. So do your price research on 
all channels, not just supermarkets. 

If you’re going to promote milk, 
put your half gallons on sale at the 
same time. And if you have a three-
brand strategy, make sure you put all 
three on sale. Some retailers have a 
low-price brand to compete with dol-
lar stores, but put out only a couple of 
facings. 

SHIELD THE PL
Make sure you shield your low-end 
private label milk. By that I mean 
that if you have a $3.79 everyday 
retail on milk, but have a private label 
milk at $2.99 to compete with dollar 
stores, bring the other prices down a 
little, too. You don’t want your low-
end to take all the business while the 

higher-price milk just sits there.  
Most retailers have a blended 

on all butterfats when they deal 
with dairies for private label. But 
negotiating a price per butterfat 
will be the best way to go because 
your skim gallons will cost you 
less than your whole milk gallons. 
I always pushed more and more 
to skim because we made more 
money off it. And when we adver-
tised, we showed the skim versus 
the whole milk. n  
Johnny L. Harris, president 
of Johnny L. Harris Consult-
ing, LLC, Fort Mill, S.C., can 
be reached at 803-984-2594 or 
cmer0002@gmail.com.  

Kefir/milk substitutes/soy milk 
do about 11% of the volume 
that skim and low-fat milk do.
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DISPLAY CASES

HUSSMANN OPENS
‘GLOBAL HUB’
New retail innovation center will help retailers attract 
consumers, reduce operational costs and create unique 
customer experiences in-store. 

Bridgeton, Mo.-based Hussmann Corporation 
(www.hussmann.com) held the grand opening of 
its retail innovation center, known as the Global 

Hub, at its offices on Sept. 20. The new center is billed 
as the industry’s most comprehensive client-collabora-
tion center for learning and strategizing. Food retailers, 
trade professionals and suppliers were on hand for the 
event at the company, a leading manufacturer of refrig-
erated display merchandisers and refrigeration systems 
for customers worldwide.  

The center will be used by Hussmann and its retail 
customers to find ways to attract consumers, reduce op-
erational costs and create a unique customer experience 
in-store. With the opening of the Global Hub, Hussmann 
expands its capabilities to partner with retailers to turn 
trends into opportunities with solutions tailored to their 
specific needs.

“This new Global Hub is an industry first,” says Den-
nis Gipson, CEO of Hussmann Corporation. “There is no 
other company that can bring together more than 100 
years of knowledge and experience into a hands-on, high-
tech space with the goal of providing game-changing 
solutions for our customers.” 

The structure of the hub, with 13 interactive, comput-
er-based and physical venues featuring touch-pad tech-
nology, is a strategic resource for creative and conceptual 
thinking that will evoke ideas and solutions to unleash 
the potential in food retailing, according to the com-
pany. Retailers visiting 
the Global Hub will learn 
about and discuss:
Evolving industry trends 
and events that affect 
the present and future 
of food retailing. Visi-
tors can select topics of 
interest from Hussmann’s 
“Video Magazine” to learn 
more about critical indus-
try news and trends. 
Futuristic displays and 
point-of-sale approaches to stimulate creative plan-
ning. Recently released products and future concepts are 
designed to push the limits of conventional thinking. Huss-
mann and its retailer partners will focus on the future of 
food retailing and how new technologies, innovations and 
ideas will impact the industry.

New technolo-
gies that can help 
improve sales 
and operations. 
In addition to 
hands-on opportu-
nities, guests can 
navigate through 
Hussmann’s new-
est equipment and 
technologies via 
the Hussmann App 
table. Visitors will 
also have the oppor-
tunity to learn more 
about and collabo-
rate with employees 
from Hussmann’s 
four plants in the 
United States and 
Mexico, where the 
equipment is manu-
factured.
Retail food strate-
gies and attract-
ing customers. 
In the Central Hub, retailers will have the opportunity 
to discuss their challenges, brainstorm solutions and 
develop strategies.
Merchandising and design ideas from global retail 
outlets. Creative thinking will be sparked by a virtual 
tour of retail outlets around the world while hands-on 
merchandising displays let retailers experience the power 
of visual merchandising. 

“The design strategy behind the Global Hub was to cre-
ate an environment where we could bring food retailers, 
industry trendsetters and thought leaders together in an 
open, collaborative space to talk about issues, challenges 

and opportunities,” says Mike 
Higgins, senior vp, marketing, 
strategic planning and business 
development. “Our goal is to 
build long-lasting partnerships 
with food retailers enabling them 
to build strong, successful busi-
nesses for today and the future.” 

In addition to the 5,600-square-
foot Global Hub, several areas of 
the existing building space on the 
first floor of the Hussmann facil-
ity underwent concurrent renova-

tions. These included a new open layout for office space, 
conference rooms, training rooms, an innovation room 
and Harry’s C-Store Cafeteria that utilizes Hussmann’s 
ISLA island, Freedom Line Reach-in, Freedom Line Multi-
deck and self-contained glass door cases.  n
— Warren Thayer

Control panel in foreground can 
be used to adjust lighting intensity 
and the white color spectrum on 
individual shelves in the display case. 

Suppliers and retailers turned out in strength for 
the opening of Hussmann’s Global Hub on Sept. 20. 
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DISPLAY CASES

PACKAGING ‘POPS’
WITH NEW LEDs
New LEDs do much more than simply save energy. 
Hussmann exec discusses visual merchandising, display 
case technology and consumer trends.  

BY WARREN THAYER

During our visit to Bridgeton, Mo., for the Sept. 20 
opening of Hussmann Corporation’s new retail inno-
vation center, the Global Hub, we spent some time 

chatting with Mike Higgins, the company’s senior vp of 
marketing, strategic planning and business development.

From your perspective as 
a refrigerated display case 
manufacturer, where is the 
low-hanging fruit for gro-
cery retailers today? 
Many retailers have looked at 
LED lighting for some time 
as an opportunity for saving 
energy. But now, with new 
technology, LED offers op-
portunities to enhance mer-
chandising through lighting. 
This is really powerful, and 
we see it as the next big thing 
in display cases. 

In dairy, the combination 
of new lighting and doors 
is exciting. Historically, 
merchandisers feared that 
doors would create a barrier 
between the product and the 
shopper. But they also knew 
they could save 70% of energy 
costs by adding doors.  

New technology lets you 
minimize the frame and make doors almost seem to 
disappear. And when you combine that with powerful 
lighting that highlights products and makes them pop, 
you have a win-win. You have much stronger visual mer-
chandising plus energy savings. The doors also give you 
warmer aisles, which increase linger time by shoppers. 
That is always good for the retailer. 

Doors also help airflow, especially when retailers are 
trying to achieve maximum packout. In an open case, if 
you block the air curtain somewhere, you can run into 
problems with product temperature, food safety and shelf 
life. In doored cases, even if you deflect some of the air-
flow, it will matter less because the air still stays inside. 

There’s another nuance here worth mentioning. In 
some supermarkets, we’ve seen shelving come so close 
to the door that traditional vertical lighting doesn’t have 

enough space to throw. As a result, product is not lighted 
well. LED lighting, however, has come a long way, so there 
is much more diffusion today even when there is a short 
distance between the shelf and the fixture. 

What do you see that’s new in store design? 
We are seeing a lot more small-format approaches being 
taken by retailers. This can be anything from big retailers 
like Walmart experimenting with small formats to dollar 
stores, c-stores and drugstores. As baby boomers get older 
they are not going to want to navigate a 150,000-square-
foot store. With some of the smaller formats, we are 
seeing smaller fixtures and display cases, different signage 
and ways to communicate with shoppers and layouts and 
environments that are more shopper-friendly. It all gets 
down to understanding the consumer. Our first conversa-
tion with retailers always focuses on asking them about 

their shoppers. What is 
their product mix? What 
environment do they 
want to create? Every-
thing has to fit together, 
so we can work together 
and build out from 
there. 

What consumer trends 
do you see in the mar-
ketplace today?
We see the uncertainty 
in the economy continu-
ing, and it’s already led 
to many changes such 
as smaller packages, dif-
ferent price points and 
different merchandising. 
Widespread use of tech-
nology by shoppers is 
also having a significant 
effect. It’s interesting to 
note that while many 
consumers have diffi-

culty paying for groceries, many of them also have smart-
phones. And people around the world are using those 
smartphones to help them make buying decisions even in 
grocery stores, although this is happening more often in 
frozen foods than in produce or meat, for example. Infor-
mation about products and pricing in competing stores is 
becoming more accessible all the time on the Internet, and 
this is definitely impacting sales. 

We are also watching home delivery, including Ama-
zon’s grocery delivery initiatives, now mostly confined to 
the Pacific Northwest. Amazon has been looking at home 
delivery of perishables longer than most people know. 
They have studied everything from trucks to totes to opti-
mum delivery times. This has the potential to put further 
pressure on traditional supermarkets, so it is essential to 
stay on top of things like this and be proactive. n

Hussmann’s Mike Higgins 
arranges a display in the 
company’s Global Hub 
retail innovation center.  
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CONSUMER INSIGHTS

WHAT’S DRIVING
CONSUMER TRENDS?
Todd Hale, Nielsen’s senior vp of consumer and shopper 
insights, discusses categories, private label, promotion 
and the perimeter’s effect on center store. 

BY WARREN THAYER

Just prior to the 
National Frozen & 
Refrigerated Foods 

Association convention 
in Washington, D.C., 
we chatted with Todd 
Hale about pretty much 
everything, including the 
weather… 

What factors have been 
contributing to the sales 
slump in supermarkets 
lately? 
Inflationary pressures and the resulting declines in 
promotional support have led to softness in many 
categories. We’ve seen 32 consecutive four-week pe-
riods of price gains in consumer packaged goods, but 
promotion remains spotty. As the cost of goods has 
risen, both retailers and manufacturers have generally 
been passing along price increases rather than squeez-
ing their margins further. Faced with higher prices and 
fewer/shallower promotions, consumers have naturally 
cut back. As a backdrop to this, keep in mind that in the 
12 months ended in August, the consumer price index 
rose by 1.5% for at-home food, and by 2.8% for food away 
from home. 

How have frozen and refrigerated departments fared 
during this time? 
At retail, dollar volume was up an average of 3%. Some 
departments have been affected more than others. Infla-
tion has driven dollars up by 8% in fresh meat, 5% in 

dairy, 3% in packaged meat and 2% in both frozen foods 
and deli over that same period. 

But consumers are making tradeoffs or buying less. In 
that 12-month period I just mentioned, unit volume of 

fresh meat was flat, while packaged meat and deli were 
off by 1% and both frozen foods and dairy unit volume 
slipped by 2%. Commodity prices in dairy have been 
coming down somewhat, so dollar growth there is slow-
ing and units are recovering. Storewide, unit volume 
was off by an average of 1%. Sales of alcoholic beverages 
traditionally do well in poor times, and they were up by 
6% in both dollars and units during the course of the year. 

All in all, it’s clear that we have serious headwinds 
slowing overall consumption in the market, including 
shrinking incomes and people paying off debt.

Can you discuss recent changes in category trends? 
I mentioned earlier that dairy prices are coming down. In 
the 52 weeks ended Aug. 6 of 2011, half of the ten-fastest 
dollar growth categories in the entire store were from the 
dairy department: snacks/spread/dips, up by 12.8%; but-
ter/margarine, up 12.3%; yogurt, up 9.3%; fresh eggs, up 
9.0%; and milk, up 8.8%. But in the 52 weeks ended this 
Aug. 4, only two dairy categories made the top-ten list: 
yogurt, up 9.5% and snacks/spread/dips, up 9.4%. 

Any other more subtle factors in the equation here?
Unusual weather has also had an adverse impact on 
several categories. Frozen pizza and canned soup, for ex-
ample, are traditionally consumed more in cold weather. 
Because this past winter was relatively warm, their sales 
were off. Both of the past two summers have been warm, 
so there has been less year-over-year impact on summer 
seasonal items in recent months. 

What trends do you see in private label? 
In both branded and private label, manufacturers and 
retailers need to collaborate on whether space alloca-
tions and product selections are appropriate. Private label 
especially should be studied carefully, as it has not really 
done all that well in the aggregate over the past few years. 
In our expanded all-outlet view across the food/drug/
mass channels, including Walmart, and new views from 
the warehouse club, dollar store and military retail chan-
nels, private label had a 20.7% unit share and 16.1% dollar 
share of sales in 2009. So far this year, private label has 
a 20.9% unit share and a 17.1% dollar share.  Inflationary 
pressure and innovation in higher-priced more upscale 
store brands is driving the dollar growth here, but brands 
are doing a good job of holding their own. 

How does this break out by department? 
Store brand dollar share in dairy, which has so many 
commodity products, is the highest at 37%, but it actually 
lost a tenth of a share point over the past year. Deli is next 
at a 27% share, up by a share point over the prior year. 
And frozen foods are third, with a 20.4% share, up by 0.4 
share points. 

Of course this varies greatly by chain. Some retailers 
are doing well with their store brands, but others have 
issues with choosing the right items to introduce into a 

We’ve seen 32 consecutive four-
week periods of price gains in 
consumer packaged goods, but 
promotion remains spotty.
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CONSUMER INSIGHTS

category, and whether these items should be stocked in 
all stores or just in selected markets. Brand-leveraged 
insights are needed in many cases to guide attempts at 
store-brand innovation. 

Is price becoming more or less important? 
We’ve seen the trend toward low prices and the value 
equation, but to achieve new and incremental growth the 
focus can’t be entirely on price.

In fact, many of the innovations that have won out over 
the past three to five years have come from brands deliv-
ering on something other than price. They’ve delivered on 
a promise to the consumer for something new, like added 
convenience.

Look at Chobani yogurt, for example. It offered some-
thing unique to consumers, and took business away from 
cereal, milk and other breakfast foods. Consumers saw 
Chobani as a new solution to meet that eating occasion. 

What sort of consumer promotion could be done more 
in the frozen department? 
Manufacturers and retailers may be missing an oppor-
tunity to promote frozen foods as healthy alternatives to 
fresh goods. Freshness is locked in by freezing right after 
vegetables are harvested, for example. This freshness can 
be lost in items trucked across the country and sold in 
perimeter perishables departments. This is a message the 
industry could play a little louder than it has been lately.  
What about the frozen and refrigerated departments 
themselves? Where are there some opportunities?
Most retailers have already gone down the path of find-
ing energy savings. They’ve made their departments as 
energy-efficient as possible. But some upscale retailers 
have achieved real differentiation by taking the extra step 

to make their departments more attractive with bet-
ter lighting, improved shelving design and real wood or 
wood finishes. They’ve provided a unique and different 
look that is more appealing. This is not going to work in 

an Aldi or a discount store, but doing this 
can make the shopping experience much 
more attractive for more affluent customers. 

How big a threat is growth by fresh 
perimeter departments? How can frozen 
and refrigerated compete better for con-
sumer dollars? 
Everyone thinks the perimeter is doing 
a lot better these days, but those depart-
ments are going through the same issues 
as the center store. Pricing is a problem. 
Fresh meat sales are up 3% in dollars, but 
volume is off 3%. This basic trend is true 
across most perimeter departments. There 
are two significant exceptions: Prepared 
deli foods are up 9% in dollars and 6% in 
volume, and deli cheese is up 7% in dollars 
and 2% in volume. 

But in other perimeter departments, 
dollar volume has been up and volume has 
been either flat or down. Fresh seafood 
is up 5% in dollars but down 1% in units. 
Fresh meat, deli meat and fruits have all 

lost volume. There are bright spots, of course. Sushi, deli 
pizza and breakfast foods have seen double-digit volu-
metric growth. 

All this has to be taking a toll on center store. 
Retailers are trying to differentiate by adding more fresh 
meal items, and different-sized items, in meals, snacks 
and desserts. The goal is to take business away from 
restaurants, but all this has had an impact on center store 
volume. Let’s say the consumer picks up a deli pizza and 
not a frozen pizza. Who wins? And what about margins 
in the perimeter, with its high labor costs and shrink? All 
this needs to be considered. Why not take some frozen 
desserts and put them in the fresh-prepared meals sec-
tion? This gives consumers more choices. Coca-Cola has 
done something similar to this, with carbonated displays 
around prepared meal areas. 

There are many opportunities to look at how you 
provide a more broad-based solution for your shoppers. 
One retailer moved everything related to a picnic right 
up close to the meat department—paper plates, napkins, 
charcoal, lighter fluid and so on. Shoppers could buy eve-
rything for the entire picnic occasion all in one area. 

Another group of retailers bundled refrigerated meal 
items all together in one location. Without even a price 
promotion, the stores saw strong sales increases from 
those displays because they delivered on making a com-
plete meal, rather than forcing the shopper to walk the 
whole store.  n

'Everyone thinks the perimeter is doing a lot better these days, but 
those departments are going through the same issues as the center 
store,' Hale says.   
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MORE GOLDEN
PENGUINS: DAIRY
At this month’s conven-
tion, June Dairy Month 
penguin winners will strut 
with their awards. 

The National Frozen 
& Refrigerated 
Foods Association 

(NFRA) has announced 
winners of the 10th annual 
June Dairy Month promo-
tion. Partnering with the 
Twentieth Century Fox 
movie, Ice Age: Continental 
Drift, the “Dairy Keeps 
Your Herd Healthy” theme 
reminded consumers of the 
healthy options in the dairy 
aisle. 

NFRA awarded 24 Gold 
Penguin and 31 Silver 
Penguin awards for mer-
chandising excellence. Four 
companies received Amber 
Penguins for having won 
three consecutive Gold 
awards in the same cat-

egory. Gold winners receive 
their penguins at the NFRA 
convention; silver awards 
are presented at local as-
sociation meetings. Here’s a 
list of the gold winners:  
Local Assn. Over 50 Members 
Frozen & Refrigerated 
Food Council of Northern 
California, Hollister, Calif.
*Frozen & Refrigerated 
Foods of Central Florida, 
Riverview, Fla.
*North Florida Frozen & 
Refrigerated Food Associ-
ation, Fleming Island, Fla.
Military Commissary 
Best Endcap Display 
McGuire AFB, 
McGuire AFB, N.J.
Assisting Company: General 
Mills, Ocean City, N.J.
Military Commissary 
Overall Store Promotion 
Fort Leonard Wood, 
St. Charles, Mo.
Assisting Company: 
Dunham & Smith Agencies, 
Prince George, Va.

Manufacturer Brand 
Sargento Foods, 
Plymouth, Wis.
Manufacturer Private Brand 
Stremick’s Heritage Foods, 
Santa Ana, Calif.
Retail Sales Agent 
*Co-Sales Phoenix 
Division, Phoenix
Retail Corp. Chain or 
Div. 10-50 Stores 
FoodMaxx, Turlock, Calif.
Harmons Grocery, 
West Valley, Utah
Kings Supermarkets Inc., 
Parsippany, N.J.
Retail Corp. Chain or 
Div. Over 50 Stores 
Safeway, Inc., 
Pleasanton, Calif.
*Jewel Osco, Itasca, Ill.
Weis Markets, 
Sunbury, Pa.
Retail Supermarket 
Best Endcap Display 
Albertsons, LLC #985, 
Phoenix
Assisting Company: 
Co-Sales, Phoenix

Albertsons, LLC #997, 
Chandler, Ariz.
Assisting Company: 
Co-Sales, Phoenix
Retail Supermarket 
Best Department Display 
Pick N Save - 
Menomonee Falls, 
Menomonee Falls, Wis.
Assisting Company: Kemps, 
Cedarburg, Wis.
Retail Supermarket 
Overall Store Promotion 
Chris’ Food Center - 
Pine City, Pine City, Minn.
Assisting Company: 
Land O’Lakes, Esko, Minn.
Chris’ Food Center - 
Sandstone, 
Sandstone, Minn.
Assisting Company: 
Land O’Lakes, Esko, Minn.
Corporate Wholesaler 
Bozzuto’s, Inc.,
 Cheshire, Conn.
Supervalu Inc., 
Pleasant Prairie, Wis.
*Will receive an Amber Penguin.

GOLDEN PENGUINS: 
ICE CREAM & NOVELTIES
There were 34 penguin 
award winners in the 
annual display contest.   

Golden Penguin win-
ners in June and 
July’s Summer 

Favorites Ice Cream and 
Novelties promotion 
have been announced 
by the National Frozen 
& Refrigerated Foods 
Association, Harrisburg, 
Pa. The most inspired 
and resourceful ice cream 
and novelties displays in 
six regional categories—
Northeast, Southeast, East 
Central, West Central, 
Southwest, and Pacific/
Western — were rewarded 
with 15 Gold and 18 Silver 
Penguin Awards.

This year, the pres-

tigious Amber Penguin 
Award will be presented to 
a three-time consecutive 
Golden Penguin winner 
in the Northeast division: 
Wegman’s #89, assisted 
by Nestlé DSD. The Gold 
awards will be presented at 
the Grand Awards Banquet 
during NFRA’s convention 
in Washington, D.C., on 
October 9. Silver awards are 
typically presented at the 
local level at frozen food 
association meetings. 

All winning displays were 
honored for their presenta-
tion of the 24 sponsoring 
brands’ ice cream and nov-
elty products. Consumer out-
reach included a VIP Coupon 
and Freezer Giveaway on the 
Easy Home Meals Facebook 
page and a partnership with 
Mr. Food that extended the 
messaging to his TV and 

online audiences.
Golden penguin winners 

are listed below. For a list of 
silver winners, go to www.
nfraweb.org and click on 
“Resources and Media.”
East Central
Elmer’s County Market
#180085, Escanaba, Mich.
Assisting Company: Kemps, 
Two Rivers, Wis.
Northeast
*Wegman’s #89, 
West Seneca, N.Y.
Assisting Company: 
Nestlé DSD, Corfu, N.Y.
Pacific Western
Save Mart #94, 
Lathrop, Calif.
Southeast
Publix #890, 
Riverview, Fla.
Assisting Company: 
Unilever, Riverview, Fla.
Southwest

Ft. Leonard Wood 
Commissary, 
Ft. Leonard Wood, Mo.
Assisting Company: 
Dunham & Smith, 
Prince George, Va.
HyVee #1552, 
St. Joseph, Mo.
Assisting Company: 
Blue Bunny, St. Joseph, Mo.
West Central
Brink’s Market, 
Chicago City, Minn.
Assisting Company: Wells 
Enterprises, Buffalo, Minn.
Chris’ Food Center, 
Sandstone, Minn.
Assisting Company: 
Kemps, Lindstrom, Minn.
Pick N Save 
Menomonee Falls, 
Menomonee Falls, Wis.
Assisting Company: 
Kemps, Cedarburg, Wis.
*Will receive an Amber Penguin.



UNSALEABLES

NEW GUIDE FOR 
MANAGING
UNSALEABLES
Expert advice is here on improving 
reverse supply chain collaborations 
between trading partners. 

Unsaleables (also known as 
returns, spoils, damages, 
expireds, discontinueds, etc.) 

have been around since the first 
packaged food was shipped and 
crushed. You’d think by now that 
retailers and manufacturers would 
have figured out how to deal with 
them. (Actually, the problem is deal-
ing with each other).

Turns out that some have. And 
more could shortly. Dan Raftery, a 
leading consultant and a contributing 
editor at this magazine, has just pub-
lished a quick-read guidebook which 
should help increase the number 
of successful trading partner col-
laborations on reverse supply chain 

improvement. The title is “The Hybrid 
Program Principles: A New Way to 
Manage Unsaleables for Manufactur-
ers of Consumer Products.”

A Hybrid Program, for the uniniti-
ated, incorporates the best parts from 
the three methods traditionally used 
in manufacturer policies on unsalea-
bles – the JIR policy, the adjustable 
rate policy, and swell allowances.  

“I wrote it for the often hapless 
mid-level manager in a CPG com-
pany because he or she sits in the 
unsaleables hot seat and also has 
the potential to make the greatest 
impact,” Raftery says. “But I have not 
omitted the retailer perspective. In 
fact, one of the key principles focuses 
on retailers’ positive acceptance of a 
company’s new Hybrid Program. 
(After all, I was a retailer for 18 years 
before going into consulting).”

The guidebook contains an outline 
of a new strategy plus the key steps 
needed to implement that strategy 
inside a manufacturer and with 
retailers. It comes from Raftery’s ob-
servations of industry trends and his 

experiences as an unsaleables man-
agement consultant for 24 years. 

Here’s the guidebook’s outline:
• Preparations: Background material 

and conceptual foundation for the 
Hybrid Program.

• The Vision: The five principles of 
the Hybrid Program.

• The Work: Guidelines for five imple-
mentation projects, including how 
to develop a reimbursement rate, 
communicate the Hybrid Program 
and sell it up the organization.

• Bibliography: Must reads and use-
ful references. 
“As is always the case, each manu-

facturer will come up with their own 
program. Programs that follow these 
guidelines are likely to be easier for 
retailers to deal with and will defi-
nitely be committed to reducing this 
waste in the supply chain and the as-
sociated strains on it,” Raftery notes.

For more information, contact 
Raftery at Dan@RafteryNet.com or 
847-838-1177.   n



LISTENING IN

ON THE PHONE 
WITH THE CEO
Random outtakes from conference calls with securities 
analysts last month. 

ConAgra
Gary M. Rodkin, CEO and president: We anticipated 
that the pricing actions for Banquet, our largest Consum-
er Foods brand, would negatively impact volumes. And 

in this situation, we chose 
favorable mix and margins 
over volume, and the actions 
have resulted in net profit 
growth for the brand as we 
intended… Another example 
of mix improvement at Lamb 

Weston is our focus on the higher-end consumer at retail 
through our Alexia brand, which we’ve grown to more 
than a $100-million brand in just a few years. 
André J. Hawaux - President of Consumer Foods: 
We still provide a high-quality protein, a starch and a 
vegetable, in many cases for a $1 meal, and that’s unbe-

lievable value. As you recall, a year ago, though, it was 
being sold for $0.88, and that was unsustainable from a 
margin perspective… So I think we feel very good about 
the decisions we’ve made on Banquet…  It’s still infla-
tion that we’re dealing with. It’s certainly more moderate 
than it was a year ago, but it’s still inflation…  We will 
watch where the categories go and where the competitive 
landscape takes us. But we don’t see right now a need to 
be rolling back prices. We have a strategy across the full 
year… We’ll be looking at the commodity markets and 
determining what our posture is. 

General Mills
Kendall J. Powell, chairman 
and CEO: The first quarter 
sales decline for our U.S. 
yogurt business overall masks 
some good progress made in 
this period. Our Greek yogurt 
business turned in a good per-
formance, led by our multipack items. Our Greek retail 
sales increased 85%, and we picked up nearly a full point 
in market share in the Greek segment this quarter… 
Across our U.S. yogurt business in total, we launched 
35 new items in the first quarter. These new items have 
been well accepted by our customers and shipments are 
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building. In addition to Yoplait Greek 100, this includes 
expanded distribution of our Mountain High brand and 
the beginning of a phased U.S. rollout of Liberté…  In 
yogurt, for instance, we promoted more aggressively 
in the first quarter. We saw sequential improvement in 
core movement over the course of the quarter, and we 
think that those core brands will continue to improve 
as we get uptake on that activity, and then we’ll add 
new products to that… Our expectation for the Greek 
segment as it really becomes mainstream and there’s 
capacity and scale is that those prices will come down 
over time. And I think that we’re seeing that. I think 
that’s sort of natural, in a way, almost inevitable. Having 
said that, we love those typically over $1 price points on 
average for Greek. They look really good to us, especially 
compared with many other yogurt prices, which are 
kind of $0.50, $0.60, $0.70. 

Kroger
David B. Dillon, chairman 
and CEO: In the second quar-
ter, Kroger’s corporate brands 
represented approximately 
26.3% of grocery department 
sales dollars. Grocery department corporate brand units 
sold were 33.5%... These results continue to show im-

provement since the 
economic downturn began. 
The mix between national 
brands and corporate brands 
fluctuates 
in any given 
quarter, but 
corporate 
brands 
continue to 
gain share 
over time… 
Yogurt is 
another 
popular 
and high-
growth 
category 
with great 
potential. Kroger self-manufactures most of our yogurt 
selection. We recently added 15 new varieties, includ-
ing new flavors such as Blueberry Pomegranate, Caramel 
Spice Cake and Vanilla Bean. For toddlers, our new Com-
fort Yogurt Bites are great and full of vitamins A, C and 
E. And I can tell you on the new yogurt flavors, they taste 
great, and I’ve tried over half of them already. n



Shoppers love them. Many vendors 
don’t. A look at the industry icon that 
is also an enigma. 

BY WARREN THAYER

THE WONDER OF
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“Shoppers love Wegmans. Vendors hate 
it. (But most respect it.)”

No. That’s way over the top and just not 
right. Let me try again. 

“It’s the best of stores, it’s the worst of stores.” No, 
that’s not right either and besides, Dickens wrote some-
thing like that back in 1859. 

Boy, this is hard. I’m just going to wing it. Okay, so 
Wegmans is one of my favorite stores on the planet. I love 
their sit-down food, their merchandising, the shopping 
experience, their Web site, their blogs, their charity work 
— pretty much everything. They deserve and win a gazil-
lion awards, and have loyal, happy shoppers. 

But more than a few in the vendor community — both 
private label and branded — are not fond of them. They 
say that as an account, Wegmans is high-maintenance, 
too wedded to an overgrown private label program and 
sometimes just plain arrogant. As one vendor put it, “It’s 
a sensational supermarket, but a very frustrating ac-
count. They only carry national brands when they feel 
they have to — the Wegmans brand means everything 
to them.” And that was a relativerly mild critic, obviously 
from the branded side, although I spoke with private 
label vendors also.  

Now of course I see Wegmans folk regularly at conven-
tions and all, and they’re really fine people. So it’s difficult 
for me to write things that aren’t particularly pleasant, 

but I write what I get. A few years back, I ticked off a 
Wegmans PR woman with my level-

best effort at fair 

reporting. I’m sure I burned a bridge. (Sigh.) 
Okay, enough. I just wanted to get that out front. This 

story is pretty ticklish for me, and I confess to carrying 
personal biases just like any other feral writer. But I try. 
With that, I now return to my previously scheduled story. 

Besides being a supermarket icon, Rochester, N.Y.-
based Wegmans Food Markets does good volume for a 
regional chain. Ranking at No. 55 in Forbes’ annual list 
of the largest private companies in the country, it rang 
up $6.2 billion last year, with 80 stores. That works out to 
about $15 million a week per store, with stores ranging 
from 80,000- to 140,000-square feet.  

There are 46 stores in New York, 15 in Pennsylvania, 
seven in New Jersey, six in Virginia, five in Maryland and 
one in Massachusetts. That last store opened late last 

year, and it’s the one I visited with my wife, who had nev-
er seen a Wegmans before. She’s the self-described “food 
snob” whose observations appear a few pages ahead. 

We both loved the store, in Northborough, Mass., but 
as I was setting up my tripod to take the cover shot for 
this issue, a store associate came out to ask me if I needed 
any help, which I took as his polite way of saying “Just 
what the heck do you think you’re doing out here?” 

We wound up in a friendly chat, and he told me that the 
clock tower on the stores is the result of a Wegmans fam-

ily member’s travels to Europe, and fall-
ing in love with the 

Last year Wegmans received more 
than 4,400 requests from people 
asking the company to open a 
store in their community. 
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architectural feature. When I begged 
him to open a Wegmans near me in 
Vermont, he told me that the chain 
had some pretty aggressive expansion 
plans, and that New Hampshire and 
Vermont might be on the list for new 
stores someday. I was thrilled. 

As a matter of fact, last year Weg-
mans received more than 4,400 
requests from people asking the 
company to open a store in their com-
munity, according to the company’s 
Web site. Another 6,400 wrote fan 
mail to Wegmans, saying how much 
they love the stores 
and the associates. 
As new stores open, 
Wegmans sometimes 
has thousands of 
people camping out 
the night before in 
sleeping bags and pup tents. (I do love 
Walmart, but I don’t suspect the same 
thing happens to them often.)

So what’s all the fuss about Weg-
mans? Well, it consistently ranks 
at the top in surveys by Consumer 
Reports magazine. If you look at our 
chart on page 46, you’ll note that 
shoppers rank Wegmans higher 
than HEB or Publix (but not WhoIe 

Foods). Wegmans stocks 70,000 
products, which is way more than the 
average store. I don’t dare guess what 
percentage of them are private label. 
Several branded vendors told me 
“well over half.” Some private label 
vendors told me 40%. But suffice it to 
say that there is very heavy emphasis 
on private label here. 

I counted advertised items in the 
store flier I picked up in Northbor-
ough, and came up with a total of 
92, with 76 of them being Wegmans’ 
brand. The flier notes in fairly small 

type (compared with others I’ve seen) 
that the store doubles manufacturer 
coupons with a face value of 99 cents 
or less. 

So how is pricing at Wegmans? 
Pretty good, according to most 
sources. It is touting a price freeze 
this year on 60 “staple seasonal 
products, ranging from fresh produce 
and chicken to fish, pasta — and yes, 

peanut butter.” The list varies season-
ally, and from what I could see, it’s 
made up mostly of private label items. 
The program, called Wegmans Con-
sistent Low Prices, began last year in 
response to rising commodity prices. 
It was renewed this year with spring, 
summer and fall programs. 

I’ve found over the years that 
comparing prices among competing 
retailers is akin to interpreting the 
Bible. Things go on and off sale at 
different times, and lots of reasons 
get in the way of fair apples-to-apples 

comparisons. Most 
people I spoke with said 
Wegmans is within a 
few pennies of Walmart 
on most items, and that 
it even beats the Darth 
Vader of the industry 

here and there. 
This seems a good time to segue 

into my interviews with vendors 
and consultants about what makes 
Wegmans unique, and whether what 
it does can be replicated by others. 
People with direct business connec-
tions to Wegmans didn’t want to be 
quoted, and considering what some of 
them said, I’m not surprised. My hope 
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I counted advertised items in the store 
flier and came up with a total of 92, with 
76 of them being Wegmans’ brand. 

Here’s the floor plan for the new Wegmans store in Northbor-
ough, Mass. The wifi-equipped Market Cafe and prepared foods 
areas, to the right, have their own registers. Much of a flier 
about the new store focuses on “Chef-prepared, ready to go” $6 
meals (with one entree and two sides), and many other prepared 
meals. “The options are nearly endless,” according to the flier. 
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is that you’ll find inspiration here and 
there, and perhaps a few ideas you 
can use. 
 
WHAT MAKES 
WEGMANS UNIQUE?
Don Stuart, chief operating officer, 
Kantar Retail, Wilton, Conn.: Weg-
mans does the best job of branding 
their stores to consumers. It’s more 
than a slogan to them, it’s what they 
do with their brands and 
their internal and external 
communication. Their 
merchandising and mar-
keting is also innovative. 

For example, their 
price freeze program 
that changes by season is 
more than just a thought-
ful gesture in light of the 
economy, it helps them 
differentiate with value 
and savings for its cus-
tomers. Wegmans also 
isn’t afraid to try new 
things. They are also 
adapting to a smaller footprint when 
they need to in some markets. 

Their private label covers the wa-
terfront from one end of the store to 
the other. They manage their Na-
ture’s Marketplace (a section of the 
store with better-for-you items) like 
a second business within the busi-
ness. And they cut back on frequency 
on their traditional store fliers. Put 
it all together, and it just shows that 
they’re willing to try new and differ-
ent things. That’s very positive.  

Vendor: Wegmans is an enigma, 
what I would call “Traders Joe’s” 
on steroids. It is the best shopping 
experience for the consumer and one 
of the most difficult accounts to do 
business with as a national manufac-
turer. They put full support behind 

their private label and eliminate as 
much direct competition to their PL 
items as possible. I believe they have a 
model that works for them as long as 
national manufacturers continue to 
entice the consumer to try new prod-
ucts or new uses for current items. 

Wegmans offers its brand at a 10-
20% discount to capture the consum-
er and I believe they have as much as 
50% private label in many categories. 
The one thing that disappoints me 

as a sales manager is their lack of 
respect for what we do to build our 
brand and the awareness of a category 
which gains them their consumers. 

The buying staff 
continues to com-
pare their PL cost 
to ours and tells us 
we are “overpriced,” 
even threatening 
to discontinue 
SKUs or refusing 

new product offers that compete with 
their PL. It’s all strong-arming to get 
manufacturers to strengthen their 
trade offers. By the way, I have cut 
many of the Wegmans brand items 
and found most to be a very poor 
substitute for the national brand. 

David Livingston, owner, DJL Re-
search, Pewaukee, Wis.: Wegmans 
doesn’t do things on the cheap. Eve-
rything they do is first class. They put 
customers and employees first over 
concerns for the bottom line. Other 
retailers are more concerned about 
making a profit.  Wegmans is not 
controlled by Wall Street or greedy 
owners. They grow slowly and remain 
privately held, not going into debt to 
see how many stores they can build. 

This makes them 
almost impossible to 
compete with.

Vendor: Wegmans 
does an excellent 
job of SKU ration-
alization. In many 
categories, they carry 
only the No. 1 or No. 
2 national brand, 
which is of course 
heavily complement-
ed with many varie-
ties of the Wegmans 
brand. They also do a 

very nice job of utiliz-
ing secondary display 
locations, which drives 
incremental purchases. 
Since they are more of 
an EDLP operator, their 
refrigerated endcaps do 
not have to be switched 
every week to reflect 

their ads. Therefore, they can build 
themed full-revenue endcaps that 
may feature breakfast items such as 
eggs, bacon, cheese, juice, all mer-
chandised together to drive incre-
mental purchases.

Despite being a large operator, 
they maintain that small town store 
charm by utilizing blackboards and 
chalk to highlight prices in many 
sections of the store. With virtually 
no ad opportunities, 13-week TPRs 
are the main promotional vehicle for 
national brands at Wegmans.

Other retailers are continually 
relying on the slotting dollars of new 
items as a revenue stream. Wegmans 
is willing to sacrifice slotting revenue 
in order to create more space in their 
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‘Wegmans is not controlled by 
Wall Street or greedy owners… 
They don’t go into debt to see 
how many stores they can build.’ 



sets for Wegmans brand products.
Wegmans tends to try and dictate programs to the 

vendors, continually challenging them about other hi-
lo retailers and their promotional price points despite 
the fact that Wegmans claims to be an EDLP operator. 
Obviously, they are a great customer and can sell a lot 
of product but they are very high maintenance com-
pared to other retailers. Other retailers are not copying 
Wegmans because they cannot sacrifice the revenue 
stream that ad fees and slotting provide. Also, many 
retailers are nervous about trying to force-feed private 
label products to their customers in every category.
Pete Deeb, founding partner, Deeb MacDonald & 
Associates, Williamsburg, Va.: Wegmans does a 
great job of live food presentation in their stores. The 
cooking demonstrations, the sushi bar where you can 
interact with the sushi chef and then sit and eat is 
something most retailers do not come close to dupli-
cating. You see sushi cases and chefs in many retailers 
but they are takeout not eat-in. 

Wegmans chooses locations based on demographic 
potential and does not saturate new markets. They 
also have over the years kept their stores fresh by 
remodeling or closing old stores and replacing them 
with their latest versions.
Vendor: Wegmans can be very demanding, pushing 
for aggressive pricing when they aren’t the biggest fish 
in the pond. They can be too big for their britches. But 
if you can find a middle ground with them, they are 
fair and supportive. 

They’ve been cutting back on various items, and 
consumers are noticing and are not happy. They’ve cut 
sizes or brands across multiple categories, from the 
standpoint of both SKU rationalization and private 
label. This can be a case of limiting flavors or varieties 
from regional suppliers, for example. 

Wegmans is also trying to compete better against 
clubs, but is struggling with it. They’re getting their 
lunch handed to them on some categories. But on the 
flip side of this, if you go to Wegmans on a Sunday it’s 
a mob scene. People can criticize Wegmans’ merchan-
dising philosophy all they want, but the stores are 
jammed, so who cares? 

Their demos are great, and attract a lot of attention. 
They have highly trained, skilled demo people who 
are proficient at what they are doing. The difference is 
night and day against their competitors. 

It’ll be interesting to see what happens when Trader 
Joe’s opens in the same plaza as their premier Pittsford 
(N.Y.) store. 
Michael Sansolo, president, Sansolo Solutions, 
Washington, D.C.: Wegmans has managed to build 
an incredibly focused identity that is reinforced eve-
rywhere. Even the trucks say “Great meals made easy.” 
Plus, the displays, the well-trained personnel and the 
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store’s entire atmosphere make for an 
inviting experience. Wegmans makes 
a strong price statement by clearly 
explaining their ongoing policies 
on everyday low pricing and their 
seasonal promise to hold the prices 
firm on a number of key areas. The 
communication is clear and consist-
ent. (The communication continues 
online. They use Twitter wonderfully 
to talk about price and menu ideas.) 
In addition, Wegmans’ outstanding 
logistics enable them to cut costs. 
It shocks shoppers to discover that 
Wegmans is the prettiest store they 
shop, offers the best service and fresh 
foods AND has extremely competi-
tive pricing. Family ownership makes 
a difference. Wegmans takes a delib-
erate approach to store openings and 
training. It is dedicated to using new 
technologies to improve efficiency, 
and has a progressive way of market-
ing food and meals. 
Vendor: Wegmans has done a good 
job of not being drawn into the 

“BOGO Wars” that 
so many retailers are 
choosing as a price 
strategy. Their club 
pack program I think 
reaches the customer 
in terms of quality, 
value and the ever-im-
portant quantity, that 
BOGOs provide other 
retailers. They have 
always been willing to ask for their 
preferred retails and have no problem 
netting items down without relying on 
the price-multiple strategy. In a day 
and age where the Everyday Low Price 
operators seem to be almost extinct, 
they seem to be shining through it.

Their PL programs are second 
to none in terms of quality, value 
and customer recognition. I think 
all retailers would like to have their 
PL programs thought of in higher 
regards than the national brands. 
(This seems to be the actual case, no 
matter what retailers say.) 

The best thing they have done is 
made shopping at a Wegmans an 
event. Maybe an afternoon or even-
ing, a coffee, a bite of this or that, 
or lunch. This is something that is 
reserved for very few of what I would 
call “conventional retailers.” But 
Costco, BJ’s and Sam’s have done a 
decent job with this. 

Of course, service and the associ-
ates to perform the service are key 
in helping create the “event atmos-
phere.” Many other retailers make 
attempts, with extensive remodels 
etc., but there has to be a total com-
mitment to staff the department, 



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.

train the associates, manage 
the results and hold people account-
able — not just for numbers, but for 
the true results of building “an event 
shopping experience.” Wegmans does 
this as well as anyone. 
Vendor: Wegmans has done an 
amazing job building the organic 
and gluten-free categories. They have 
committed specific merchandising 
and assortment strategies to promote 
the growth of these segments and 
consumers are well aware that they 
can buy these segments at Wegmans. 
Vendor: Wegmans prefers the perim-
eter, but happens to sell some grocer-
ies in the center store. They prefer 

to have their high-income loyal 
customer base shopping outside of 
the center store. This speaks volumes 
about why they are so dependent and 
demanding to have a strong PL busi-
ness (for the margins on center-store 
private label). 

As for trade relations, I believe 
they do a great job working with us 
through the NFRA (National Frozen 
& Refrigerated Foods Association).  
Ken Cassara (vp of frozen and dairy) 
is always present and is involved in 
the industry. 

On private label, they are im-
mersed in creating the best out there 
and always ask “can we get this in 
PL?” They are obnoxious about it and 
this seems to be a turnoff for most of 
us. If they had their way they would 
rather sell very high-margin PL prod-
ucts to maximize income based on 
their credibility as a unique and very 
different place to buy food. Heck, you 
can even sit down now and get a glass 
of wine there. 

Frank Dell, president, Dellmart 
& Co., Stamford Conn.: Wegmans 
excels in store presentation. Custom-
ers feel like they are in a food market 
with strong focus on fresh, semi-pre-
pared and prepared food, not a row of 
gondolas.

This presentation leads to a highly 
favorable shopping experience. Weg-
mans’ associates are a key differen-
tiator. They take pride in their work.  
They enjoy engaging with customers.  
Too many supermarkets are only 
concerned with cost and filling a po-
sition, not the customer interaction.  
Vendor: Wegmans is a haven for 
“foodies.” If you want that exotic fruit 
you can’t find anywhere else, you 
can find it at Wegmans. Hungry? Go 
to Wegmans and you can find what 
you want to eat NOW, or for dinner 
tonight. Wegmans is at the forefront 
of innovation and food safety, as they 
pioneered irradiated ground beef. 
Wegmans is a theater and classroom 
all rolled into a grocery store. n  
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A FOOD SNOB
Visits WEGMANS 
A skeptic is won over on a trip to Wegmans’ new store 
in Northborough, Mass. 

BY TONI APGAR 

I admit it takes a lot to 
impress me in a grocery 
store. I’ve seen good 

ones and REALLY good 
ones. So I stepped inside 
my first Wegmans with a 
bit of a “dare ya to impress 
me” swagger. 

I’ve written award-win-
ning (as in James Beard 
Award-winning) cook-
books and been a foodie 
for a long time. As I said, it takes a lot to impress me. 

The store layout led me to the prepared foods section. It 
all looked palatable, but I opted for the dim sum, figuring 
if they did that well I’d already be impressed. What was I 
thinking? You can barely get good dim sum in Chinatown 
and this IS a grocery store. Skip the dim sum. 

On to the bread and bakery section: OK. Bigger than 
most I’ve seen, lots of variety, but nothing akin to the 

crusty baguettes I 
can get at my nearby 
(excellent) bakery, the 
ones that explode and 
make a mess when 
you cut into them 
because they are so… 
crusty and perfect.  
BTW, I picked out the 
location of our home 
based on its proxim-
ity to good bread and 
cheese selections.

It wasn’t until I 
got to the cheese 
counter(s) that I was 
in full-tilt, jaw-drop-
ping mode. I thought: 

Let’s just SEE what they offer in washed rinds, for in-
stance. OMG. But wait, do I see Wegmans’ own brand of 
brie, in four different flavors? (I’m a sucker for brie — I 
know, plebeian. Whatever.) Shall I try the Buttery Brie, 
yes of course. But wait, what about the Earthy? Oh yes. 
The milky? Maybe, but I can’t figure out what Milky Brie 
would taste like, while I can imagine the others. BUT 

WAIT…. There’s TRIPLE CREME? Of course. And in 
fact, it is quite good. Like eating butter with a sour kick. 
And what’s that pearly 
white goat cheese with 
the vegetable ash running 
through it?  Jeune Autize 
and it puts my former 
favorite, Humboldt Fog, 
to shame, I am sad to say.  
Not to compare a domestic 
with an import, but hey, I 
don’t care about the terre, I 
just care about the flavor. 

DICED PANCETTA 
Next, (and I don’t know 
what section I was in, 
they might call it heav-
en)… I ran across diced pancetta. Had to buy it but don’t 
know exactly what I am going to do with it. Perhaps use 
it as a base for a zucchini and cherry tomato sauté I’m 
preparing tonight. (Dice one zucchini. Heat two table-
spoons diced pancetta with one crushed clove of garlic. 
Add zucchini and sauté until the white of the zucchini 
starts to turn brown, stirring often. Add a handful of 
cherry tomatoes fresh from the garden, and just warm 

through. Serve to appreciative spouse). I served this 
along with the grilled bacon-wrapped shrimp from the 
meal solutions section. Followed by green apple sorbet. 

But all of that pales in comparison to what I saw next. 
Finishing butters. Truffle. Shallot Thyme. Chipotle Lime. 
Okay, I have made my own flavored butter in the past, but 
am I going to go out and buy some truffle shavings and 
put them in softened butter, chill and then melt it over 
fresh asparagus? No I am not. I am going to BUY some 
truffle butter. Or I might put a bit of it on beef tenderloin 
just before serving. 

I returned to the bakery section. (I always return to the 
bakery section). While I wouldn’t trust their baguettes I 
did try their marble rye and it was quite good.

I WILL cook with most of the specialty foods I bought 
in Wegmans (not the Baba Ghanouj spread, it expired 
four days after I bought it).  Then I will decide if it is 
worth a 3-hour drive to go back. 

(Two weeks later). Yeah, it is.  n
 

Toni Apgar is married to Frozen & Refrigerated Buyer 
editor Warren Thayer. 

‘But wait, do I see Wegmans’ 
own brand of brie, in four differ-
ent flavors? (I’m a sucker for brie 
— I know, plebeian. Whatever.)’

TONI APGAR

The 3.5-ounce package of truf-
fle finishing butter, ‘great with 
beef, poultry or vegetables,’ 
sells for $2.49. 

This wedge of Wegmans 
triple creme brie, made in 
France, was $6.12. 
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SELECTION IS #1
A shopper survey has Wegmans coming 
out ahead of HEB, Publix and Whole Foods 
on product selection. The chain also gets 
high marks for one-stop shopping and 
prepared meals. 

BY WARREN THAYER

Somehow I didn’t expect to see “selec-
tion” as the most frequent reason people 
choose to shop at Wegmans. I expected 

“quality” or “service” to win out. 
But it makes sense. SKU counts seem 

higher than the norm in the frozen and 
refrigerated departments in both branded 
and private label. Besides, if you happen to 
want truffle finishing butter or frozen es-
cargot, where else could you go and expect 
to find them? 

Exactly. Sure, a lot of it’s theater. Noth-
ing wrong with that. And some of the more 
exotic items probably don’t move anywhere 
near a case a month. But they all build 
loyalty and mystique for Wegmans, which, 
despite the lousy economy, is healthy and 
growing. 

Some of the reasons behind that growth 
show up in research by Worthington, Ohio-
based BIGinsight’s (www.biginsight.com) 
August 2012 Monthly Consumer Survey. 
Our chart on this page shows Wegmans 
perceived as being ahead of the average in 
nearly every measure. And it comes out on 
top – beating fellow grocery industry icons 
HEB, Publix and Whole Foods – not only on selection but 
on one-stop shopping, prepared meals, double coupons, 
frequent-shopper card, open 24/7, and wide aisles. 

Service? Publix came out on top there. Quality? Both 
Whole Foods and Publix were seen as ahead of Wegmans 
in the BIGinsight analysis. You could argue these anec-
dotally all day long, and it’s worth noting that the sample 
size for Whole Foods was small enough to be more direc-
tional than something you could go to the bank on. But 
the numbers seem basically on target to me.  Publix and 
HEB don’t compete in the same markets as Wegmans, 
but Whole Foods does. About 7% of Wegmans shoppers 
report also shopping at Whole Foods.   n
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Key Attributes Used for Choosing Stores
BIGinsight asked shoppers why they buy their groceries where they do. 
Highlighted numbers show where Wegmans scored above average. 

GENERAL Adults 18+ Wegmans HEB Publix Whole Foods
Price 76.3% 68.9% 84.7% 61.1% 26.0%
Selection 56.1% 77.6% 64.9% 68.0% 56.0%
Location 71.9% 72.9% 79.5% 79.5% 46.9%
Quality 47.1% 71.6% 56.3% 73.8% 81.5%
Service 28.9% 45.5% 34.7% 57.4% 23.4%
Advertising 10.9% 6.6% 11.9% 17.5% 8.8%
One-Stop Shopping 28.7% 33.7% 25.4% 17.7% 15.4%

DEPARTMENTS
Bakery 19.3% 25.0% 22.8% 35.5% 28.1%
Deli 20.4% 29.2% 22.0% 36.2% 30.3%
Ethnic Foods 6.7% 13.8% 10.4% 8.6% 21.0%
Fresh Produce 34.8% 55.9% 46.4% 49.1% 59.0%
Meat/Seafood 26.5% 32.7% 36.7% 36.5% 38.3%
Organic/Whole Foods 9.6% 28.8% 16.5% 11.1% 76.0%
Prepared Meals 9.9% 26.5% 13.6% 11.2% 16.0%

SERVICES
Double Coupons 13.4% 34.8% 10.7% 9.3% 9.1%
Fuel/Gas Rewards 15.9% 1.4% 11.8% 3.4% 2.4%
Frequent-Shopper Card 18.0% 32.0% 6.4% 3.3% 4.9%
Knowledgeable Employees 11.9% 18.9% 12.4% 23.6% 18.2%
Trustworthy Retailer 21.9% 29.0% 31.5% 37.2% 32.3%
Open 24/7 18.8% 24.4% 12.5% 1.0% 2.4%
Store Appearance 20.2% 40.8% 24.3% 42.9% 35.0%
Store Layout 21.7% 35.9% 24.5% 30.4% 32.5%
Unique Products 7.3% 18.4% 13.6% 6.3% 43.1%
Wide Aisles 12.7% 22.8% 15.8% 17.8% 10.9%
Percentages add up to more than 100% because the respondents can select 
more than one answer.  Breakout of number of shoppers surveyed: total, 9,426; 
Wegmans shoppers, 71; HEB, 164; Publix, 394; and Whole Foods, 46. Whole Foods 
numbers should be considered directional only. 

How likely is it that you would recommend this 
store for groceries to a friend or colleague?
Wegmans beats out Publix and HEB on the net promoter score, which 
measures how likely a shopper is to recommend their stores to friends 
and colleagues. Whole Foods scored highest, but the respondent 
sample for them is small. Shoppers are asked how likely they would be 
to recommend a retailer on a scale of one to 10. “Detractors” are those 
offering a score of six or below, “passives” rate the stores in question at 
seven or eight, and “promoters” give the stores a nine or a 10.  As you 
can see, Wegmans is strong here, and has lots of promoters!  

Scoring Group Avg. Wegmans HEB Publix Whole Foods
Detractors 20.1% 7.2% 14.3% 9.5% 1.7%
Passives 27.3% 19.5% 20.0% 21.8% 17.7%
Promoters 52.6% 73.4% 65.7% 68.7% 80.5%
Net Promoter Score* 32.5% 66.2% 51.4% 59.2% 78.8%
*Net Promoter, NPS and Net Promoter Score are trademarks of 
Satmetrix Systems, Inc., Bain & Company, and Fred Reichheld.

Demographics/Shopper Profiles
Criteria Adults 18+ Wegmans HEB Publix Whole Foods
Monthly Spend 
on Groceries $238.76 $301.38 $291.33 $291.48 $339.75
Male 48.5% 42.3% 53.4% 48.3% 56.4%
Female 51.5% 57.7% 46.6% 51.7% 43.6%
Married 49.5% 50.2% 46.3% 53.2% 34.5%
Avg. Age 45.5 46.4 42.5 48.5 40.4
Avg. HH Income $56,488 $64,291 $53,612 $61,907 $69,949
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OTHER CHANNELS
EAt sUPERs’ LUNCH
And dinner, too. In fact, dinners and 
entrees are doing better away from 
supermarkets than in them. Here 
are some reasons why, and what you 
might be able to do about it.  

BY WARREN THAYER 

Frozen dinners and entrees have 
been growing slowly but 
steadily in retail channels as 

a whole, taking share away from 
supermarkets. 

In the 52 weeks ended Aug. 4, 
according to Nielsen, dollar sales of 
frozen prepared foods gained 1.6% 
in food, drug, mass merchandiser 
(including Walmart POS data), mili-
tary and select club and dollar stores. 
Branded dollars climbed 1.1% to a 
90.1% share of the category. Private 
label dollars grew by 6.0%, although 
off a small base.  

SymphonyIRI Group reported a dif-
ferent story for supermarkets, with 12-
week dollars down by 3.2% for the pe-
riod ended Aug.12. (see charts within 
this story). Single-serve dinners/en-
tree dollars were down by 1.9%, with 
non-breakfast handheld entrees off by 
1.8%. Multi-serve dinners and entrees 
cratered, down by 8.7%. 

So what gives? Plenty, according to 
a recent study by Mintel Group Ltd., 
the London-based market research 
firm that also has offices in Chicago. 
Mintel expects inflation-adjusted de-
clines in dollar sales of frozen meals 
in the United States through 2016. 

38%? WOW! 
This may be partly because only 38% 
of frozen meal users 
consider the products 
to be an easy way to 
get a healthy meal, 
the company says. To 
generate real growth 
in the category, 
Mintel says, there will likely have 
to be a focus on “innovations that 
capture the imagination of consum-

ers, possibly in terms of new flavors, 
preparation methods, nutritional 
benefits, etc.” 

According to Mintel, dollar sales 
in the pot pie segment — up by 8.2% 
— grew fastest in the frozen meal 
category last year. (Keep in mind here 
that category definitions and chan-
nels covered vary by data provider. 
There’s no fair apples-to-apples 
comparison of data from different 
research firms.) 

Mintel believes that single-serve 
frozen meals will be down by 2.9% 
this year, and then achieve nominal 

annual gains through 2016. It expects 
to see multi-serve meals dip by 1.1% 
this year, followed by “notable annual 
growth” from 2013-2016. 

Could supermarkets be shooting 
themselves in the foot when it comes 
to the frozen dinner and entree cat-

egory? One Heinz executive thinks 
so, based on comments he made to 
securities analysts in May. 

“Both Kantar (Kantar Retail, the 
research firm with offices in Wil-
ton, Conn.) and Nielsen confirmed 
that at least in the United States, 
the volumes are not shifting to 
private label,” according to William 
R. Johnson. executive chairman 
of Heinz. “Rather, volume is shift-
ing at the perimeter of the store or 
being eliminated entirely. While 
this behavior has affected unit sales 
across the store, it has been particu-
larly unfavorable and challenging for 
frozen food volumes. Retailers have 
adapted to, or in some cases, helped 

foster these shopping habits through 
changes in store layouts designed to 
emphasize the perimeter, a trend that 
has clearly impacted center of store. 
I’m directing our team to better 
understand and address the implica-
tions of this trend, which I suspect 
will continue.”

Johnson went on to say that “Fro-
zen meals are the most cyclical of the 
major food categories we compete 
in. Strong and good times and weak 
and recessionary times...The category, 
however, has never seen such a pro-
tracted period of decline.”

It should therefore be no surprise 
that Heinz sold its T.G.I. Friday’s and 

Many store layouts now steer shoppers along the perimeter, 
pulling traffic from the center store. 

Only 38% of frozen meal users 
consider the products to be an 
easy way to get a healthy meal. 
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Boston Market frozen meals busi-
nesses, and exited six frozen food 
factories around the world in the past 
year. “We will continue to look for 

ways to improve returns from our 
frozen business,” Johnson said.

But, Omaha, Neb.-based ConAgra 
has been moving in the opposite di-
rection. It closed on the purchases of 
Bertolli and P.F. Chang’s from Uni-
lever for $267 million in late August, 
and added Odom’s Tennessee Pride 
frozen breakfasts to its portfolio 
earlier this year.

FOCUS ON HEALTHY
It’s clear that ConAgra (Healthy 
Choice), Nestlé (Lean Cuisine). Heinz 
(Weight Watchers) and other brands 
are focusing a lot of attention on 
healthier meals. It’s an uphill battle, 
according to Mintel. (Remember that 

statistic about how only 38% of fro-
zen meal users consider them to be 
an easy way to get a healthy meal?)

As many Americans seek healthier 
diets, the industry must 
offer products that meet 
this need, since better-
for-you attributes are 
important to a majority 
of frozen meal users, 
Mintel notes. 

“These consumers are 
particularly interested 
in high-fiber and high-
protein products and 
whole grains, while at 
the same time consider 
reduced sodium to be 
a primary concern,” 
the research firm says. 
Unfortunately, there’s 
more: “Some 51% also 
feel that frozen meals 
do not provide enough 

food for the money, so consumers are 
interested in seeing improvements 
in both the fiscal and physical frozen 
meal characteristics.”

So who is the frozen meal consum-
er? According to Mintel’s research, 
there are so many sizes, flavors and 
price points available that they ap-
peal to a broad demographic range. 
Among the most likely users? Young 
adults aged 18-24, households with 
incomes lower than $25,000, one-
person households and households 
with three or more children. You’ll 
also find heavy users among His-
panic households (especially with lots 
of kids) and Asian families (seeking 
better-for-you). 

While we’re on factoids, it’s inter-
esting to note that 61.1% of house-
holds are made up of only one or two 
people. That number is growing, and 
it should help out sales of smaller-
portioned frozen meals, Mintel says. 

CONSUMER REPORTS 
REPORTS
Last December, Consumer Reports 
advised shoppers that “You can’t just 
shop by brand. Contessa’s Sesame 
Chicken is the best Asian chicken 
dinner we tested, but its MicroSteam 
Chicken Florentine is the lowest-
rated Italian chicken dinner. And 
although P.F. Chang’s makes a very 
good Shrimp Lo Mein, its Sweet and 
Sour Chicken is just OK.” (We’re 
sure the manufacturers in ques-
tion have reformulated any varieties 
needing it!) 

The magazine pointed out some 
sins on the nutritional front: “You’ll 
have to choose carefully to avoid 
loads of fat and sodium. Bertolli 
Chicken Florentine & Farfalle, for 
example, has 31 grams of fat per 
serving (17 of those are saturated fat) 
and 1,070 milligrams of sodium (the 
recommended daily limit is 2,300 
milligrams).”

But Consumer Reports also had 
praise for items with very good taste, 
moist and tender chicken or shrimp, 
crisp veggies and flavorful sauce. And 
there was some other good news: 
“Prices per package range from $3.84 
to $8.09. Per serving, meals cost 
$1.28 to $4.05, definitely cheaper 
than takeout.” 

Based on all this, and considering 
the higher margins 
frozen foods enjoy 
compared with the 
perimeter, retail-
ers might benefit 
from steering a bit of 
traffic to the frozen 
department, promot-
ing healthy items and 
advertising the cost 
savings consumers 
can find with frozen 
foods versus takeout. 
Just sayin’. n

Growth in perimeter departments has made fro-
zen aisles pretty lonely, even with hot pricing. 

FROZEN PREPARED FOODS
All outlets*, according to Nielsen, for the 52 weeks ended Aug. 4, 2012, for branded and 
private label.

TOTAL CATEGORY $$ % CHG BRANDED $$ % CHG % SHARE PL $$ % CHG % SHARE 
$14,001,078,732  1.6 $12,614,484,612  1.1  90.1  $1,386,594,121  6.0  9.9

TOTAL CATEGORY UNITS  % CHG BRANDED UNITS % CHG % SHARE PL UNITS % CHG % SHARE 
4,366,605,908  -2.6 4,056,366,418  -3.1 92.9 310,239,490  4.6  7.1 

* Total U.S.— Food, drug, mass merchandiser, military, and select club & dollar stores. Includes 
Walmart point-of-sale data, excludes convenience stores. UPC-coded items only. 
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Demand is particularly 
strong from some retail-
ers seeking private label 
BFY items to help differ-
entiate their offerings.

VENDOR 
NEWS & VIEWS
Three vendors discuss what’s new, and what trends 
they are seeing in the dinner and entree category. 

BY SHANDRA MARTINEZ

REQUEST FOODS 
Holland, Mich.-based Request Foods (www.requestfoods.
com), a co-packer of frozen entrees, side dishes and skillet 
meals for both national brands and private label, is focus-
ing on meeting the growing demand for healthy products 
that taste good. 

Consumer desire for better-for-you (BFY) foods has the 
company’s R&D team thinking out of the box and work-
ing harder to find ingredients that can improve health-
fulness and flavor, says Jeff Gehres, director of sales and 
product development.

“I think that you 
will see that many 
of the products 
being introduced 
into the market 
now contain less 
sodium,” accord-
ing to Gehres. “It 

wasn’t long ago 
that we were taking the trans fats and MSG out of 
products.”

The firm’s product development team has been cre-
ating products with all-natural ingredients and less 
sodium, sugar and fat, Gehres notes. Demand is par-
ticularly strong from some retailers seeking private 
label BFY items to help differentiate their offerings. 

Gehres reports that this summer’s drought has 
some food prices climbing, especially for corn-related 
products. The company is seeing an uptick in apple 
and cherry prices related to early spring frosts that 
wiped out most of Michigan’s supply. Beef prices also 
continue to rise.  n

PINELAND FARMS
After launching a variety of entrees in the freezer 
lineups, Pineland Farms Natural Meats (www.pineland 
naturalmeats.com), New Gloucester, Me., is returning to 
the basics. Well-established in the natural beef segment, 
the company’s initial foray into the frozen case was a 
raging success at some retailers, and only so-so at oth-
ers. It’s now targeting more of its frozen products to the 
meat depart-
ment.

“We want 
to step back 
and focus on 
what we are 
really good 
at,” says Ali-
cia Depatsy, 
marketing 
director. 
Pineland’s 
success in 
the meat 
department 
is often private labeled by 
the retailer, so it loses brand 
awareness. But Depatsy notes 
that some retailers are mak-
ing use of the Pineland name. 

This plays into the trend of 
consumers wanting to know 
“Who are those farmers 
behind those private labels?” 
Part of the challenge is edu-
cating customers that frozen 
products can feature fresh, 
natural beef. For example, 
Pineland Farm’s frozen 
beef patties are fresh when 
frozen. And the company’s 
frozen patties, sliced steak, 
hot dogs and meatballs 
do well across all grocery 
formats when sold in meat 
department cases.  n

Pineland Farms is returning to the basics, 
and marketing many of its products in the 
frozen meat case. 

On-Cor Frozen Foods, Aurora, Ill., has 
launched two new family-size entrees: 
Chicken Fettuccine Alfredo with white 
meat chicken and fettuccine pasta in a 
creamy cheese sauce, and Brown Gravy 
with Noodles and Beef, with beef tips 
and homemade egg noodles. 

Fred Martino, vp of sales, notes that 
the new items offer value to consum-
ers seeking to feed a family on a budget, 
without sacrificing quality. Both tap 
into a shift toward less expensive meals 
featuring more pasta and less protein. 
On-Cor is continuing its focus on com-
fort foods.  

The company’s products are often 
featured in Every Day with Rachel Ray 
magazine, along with recipes for side 
dishes. The company’s Web site, www.on-

cor.com, includes information on all the 
company’s products, with suggestions for 
side dishes and serving for each. n

Chicken Fettuccine Alfredo 
is one of two new family-size 
entrees introduced by On-Cor.

ON-COR FROZEN FOODS



 

deliciously
meat-free!

deliciously
meat-free!

high in protein  •  vegan
no cholesterol  •  award-winning taste!

 

www.gardein.com

new
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FROZEN DINNERS/ENTREES
Supermarket sales for the 12 weeks ended Aug. 12, 2012, according to SymphonyIRI Group, the Chicago-based market research 
firm. Percent change is versus the same period a year ago. Data is for brands as originally trademarked and may not include 
line extensions. 

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG % MERCH* POINTS CHG
TOTAL DINNERS/ENTREES  $1,225,513,000   (3.24)  476,059,500   (5.34)  368,838,800   (4.83)  44.36   1.07 
Single-Serve Dinners/Entrees  $695,527,200   (1.89)  314,196,300   (4.98)  199,957,400   (3.38)  48.75   2.58 
Stouffer’s  $88,289,760   (5.21)  32,377,670   (5.81)  24,864,000   (2.07)  57.04   7.18 
Weight Watchers Smart Ones  $52,732,300   (2.29)  23,372,790   (1.46)  13,894,070   (1.45)  49.49   (2.79)
Banquet  $51,115,210   (15.73)  48,980,760   (19.70)  25,473,150   (19.60)  39.41   0.53 
Marie Callender’s  $49,806,130   8.08   18,037,500   6.97   15,655,350   7.98   54.74   2.01 
Stouffer’s Ln Cuisn Culnry Collct  $45,149,940  * *  16,805,780  * *  9,478,130  * *  60.87  * *
Stouffer’s Ln Cuisin Smpl Favorts  $40,492,100   71.88   17,864,380   72.93   10,823,390   71.87   57.44   7.22 
Healthy Choice  $24,937,620   (3.64)  10,807,700   (3.46)  6,334,491   (1.92)  46.57   3.95 
Hungry Man  $20,736,010   (14.06)  7,411,422   (10.65)  7,345,700   (11.19)  49.82   5.28
Weight Wtchrs Smrt Ones Bstr Slc  $16,148,090   (20.13)  6,069,839   (23.24)  3,532,878   (23.29)  51.76   (5.93) 
Stouffer’s Lean Cuisin Caf Cuisin  $4,978,153   (85.85)  1,856,621   (85.88)  989,922   (86.45)  60.33   0.54 
Handheld Entrees (Non-Breakfast)  $294,858,000   (1.75)  121,519,400   (3.81)  89,841,740   (2.24)  38.74   (2.12)
Hot Pockets  $76,542,100   1.55   27,905,290   0.05   20,979,500   1.87   53.61   1.74 
El Monterey  $26,590,220   6.76   8,105,577   (2.30)  13,758,640   0.48   24.31   (15.84)
Lean Pockets  $25,399,580   (3.99)  11,683,300   (2.58)  6,848,542   (1.96)  59.52   0.89 
State Fair  $17,319,110   11.14   3,027,811   9.35   5,176,383   12.99   31.72   7.24 
Foster Farms  $15,801,110   (3.90)  2,628,265   (9.86)  6,055,404   (9.62)  33.79   (11.83)
White Castle  $13,099,900   (1.63)  2,297,920   (9.53)  2,029,821   (7.12)  19.61   1.54 
Smuckers Uncrustables  $10,562,660   12.51   2,786,713   10.27   1,857,519   11.92   28.92   7.02 
Private Label  $10,335,550   30.23   6,165,591   64.44   3,462,612   28.45   34.17   10.99 
Amy’s  $8,487,658   17.02   3,142,843   12.18   1,138,591   12.95   15.74   (0.74)
Tina’s  $7,473,884   3.61   17,048,250   (5.12)  4,575,253   (1.53)  14.21   (13.97)
Multi-Serve Dinners/Entrees  $235,127,900   (8.70)  40,343,850   (12.12)  79,039,700   (10.90)  39.61   0.55 
Stouffer’s  $77,928,740   (0.63)  10,538,080   (5.48)  29,345,760   (6.14)  37.02   (0.59)
Birds Eye Voila  $31,585,770   1.58   7,327,155   (0.01)  11,013,610   2.82   51.45   8.30 
Bertolli  $19,999,630   (15.67)  2,865,413   (16.39)  4,312,591   (16.37)  33.75   (10.23)
P F Chang’s Home Menu  $16,555,070   13.20   1,999,708   15.71   2,749,604   15.71   35.93   3.87 
Private Label  $12,353,320   (5.93)  1,739,636   (13.16)  4,222,643   (8.15)  43.40   9.27 
Marie Callender’s  $8,258,686   (16.08)  1,394,166   (34.26)  2,702,371   (22.53)  35.11   3.00 
Gourmet Dining  $6,809,220   5.22   1,322,003   5.80   2,491,120   5.71   40.23   (0.00)
Banquet  $6,019,930   (4.51)  2,011,484   (20.14)  3,342,106   (21.19)  33.20   (9.75)
On-Cor Traditionals  $5,227,260   (11.82)  2,061,154   (12.09)  3,648,226   (12.00)  42.06   5.15 
On-Cor Classics  $3,533,870   (47.25)  1,087,895   (47.60)  1,897,693   (47.91)  33.62   0.73 
BREAKFAST ENTREES  $84,661,420   2.06   30,849,950   0.09   23,062,860   (2.50)  32.17   (1.39)
Aunt Jemima  $15,896,970   (6.00)  7,538,079   (10.39)  4,788,967   (10.05)  42.75   (1.75)
Jimmy Dean Breakfast Bowls  $12,015,590   6.33   4,367,459   7.91   1,926,211   (5.12)  26.20   4.31 
Jimmy Dean  $10,031,650   (8.70)  1,650,438   (12.87)  2,224,794   (8.89)  12.55   (5.39)
Private Label  $7,733,213   11.52   3,903,382   13.64   3,461,748   10.19   37.38   1.30 
Kellogg’s Eggo  $5,146,823   6.68   1,848,789   (2.37)  1,828,403   (2.06)  34.67   (5.29)
Weight Wtchrs Smrt Ones Mrnn Exp  $3,621,061   (14.10)  1,331,122   (17.15)  518,306   (14.47)  42.69   (2.10)
Kellogg’s Eggo Minis  $3,341,378   8.01   1,179,258   0.31   1,039,280   0.31   33.13   (2.79)
Jimmy Dean Skillets  $2,972,217   (18.09)  613,477   (20.28)  690,162   (20.28)  14.49   (11.37)
Krusteaz  $2,569,354   (9.74)  869,580   (15.34)  869,587   (14.73)  37.47   7.45 
De Wafelbakkers  $2,535,319   30.80   825,312   27.44   1,209,798   27.41   33.06   (3.40)
BREAKFAST HANDHELD  $88,039,540   3.24   20,563,250   (0.49)  18,557,400   1.10   27.71   (2.28)
* Percentage of sales with any merchandising support, such as temporary price reductions or ad features. 
* * Number is either not available, or very high, indicative of a recent launch working off a small base.
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YOGURT UP 
ANOTHER 5.0%
Manufacturers rush to cash in on 
the Greek phenomenon with new 
low-cal, dessert-type and kids’ 
varieties, but lack of space remains 
an obstacle to growth. 

BY DENISE LEATHERS

Thanks to the continued 
growth of the Greek segment, 
now about 35% of total dol-

lar sales, yogurt remains one of the 
dairy department’s biggest winners. 
Supermarket sales reached $1.07 bil-
lion during the 12 
weeks ended Aug. 
12, a 5.0% increase 
compared with 
the same period a 
year ago, according 
to Chicago-based 
market research 
firm SymphonyIRI 
Group. However, 
volume expanded 
just 0.1% while 
units edged up 
0.2%, a discrep-
ancy that stems 
primarily from 
Greek yogurt’s 
higher cost com-
bined with the 
increasing avail-
ability of labor-
saving multi-packs. 

And if that news wasn’t good 
enough, manufacturers say the cate-
gory is just getting started. “Per capita 
yogurt consumption in the U.S. is 
only about 13 pounds per year,” about 
half that of Canada and a third or less 
of many European countries, reports 
Michael Neuwirth, senior director of 
public relations at White Plains, N.Y.-
based Dannon (www.dannon.com). 
“But we believe that figure will double 
within the next few years.”

To achieve that lofty goal, many 
manufacturers are tapping into the 
popularity of Greek yogurt with prod-

ucts designed to expand its appeal 
beyond current buyers. For example, 
both Dannon and Minneapolis-
based General Mills (www.yoplait.
com) recently rolled out the cat-
egory’s first low-cal Greek yogurts, 
Dannon’s under its Light & Fit brand 
and General Mills’ under the new 
Yoplait Greek 100 brand. The Yoplait 
offering is the only Greek yogurt 
endorsed by Weight Watchers.

“We’ve heard from calorie-
conscious consumers that there is a 
need for Greek yogurt with less than 
150 calories, and we’re thrilled that 
we can answer that call,” says Yo-
plait marketing manager Liza Dopp.

But not everyone shares her 
enthusiasm. Because Greek yogurt 

is already so inherently 
healthy, “We don’t think 
calories are a barrier to 
entry,” says vp of retail 
sales Tim Seaton of Agro 
Farma-owned Chobani 
(www.chobani.com), 
Norwich, N.Y., who 
worries that newcomers 
to the segment will be 
turned off by artificially 
sweetened low-cal op-
tions that don’t really 
represent Greek yogurt.

To bring in new users, 
Chobani is focusing on 
expanding usage occa-
sions. To promote the 
use of Greek yogurt as a 
snack — or even a dessert 
— the company recently 

introduced a new sub-brand called 
Flip that pairs Greek yogurt in one 
compartment with fruit in another 
(consumers “flip” the fruit into the 

yogurt when they’re ready to dig in). 
Available in two flavors — vanilla 
chocolate chip with raspberries and 
honey with bananas — the product 
mirrors what many consumers are 
already doing with yogurt at home. 

“We’ve just made it more convenient 
and portable,” says Seaton.

NEW PLAYER
Another manufacturer looking to 
fill the yogurt-for-dessert niche is 
category newcomer Müller (www.
mullerquaker.com), a German com-
pany bringing its European-style 
yogurts to the United States for the 
first time via a joint partnership with 
PepsiCo’s Quaker Oats unit. Rolled 
out this summer in the Northeast 
and mid-Atlantic regions, the line 
includes 16 flavors across three dif-
ferent sub-brands: Müller Corner and 
Müller Corner Greek, both of which 
include a separate compartment for 
add-ins such as caramelized almonds, 
choco balls and  “crispy crunch” 
cereal clusters, and Müller FrutUp, 
low-fat yogurt topped with a layer of 
fruit mousse. 

“Unlike anything on the market 
currently... (the line will) help meet 
historic U.S. consumer demand for 
premium yogurt,” says PepsiCo’s chief 
scientific officer Mehmood Khan.

But dessert isn’t the only occa-
sion manufacturers are 
targeting. For example, 
Dannon recently intro-
duced a new Activia sub-
brand designed to steal 
even more share from 

cereal. Offered in larger 6-ounce 
cups for a more substantial meal, Ac-
tivia Breakfast Blends feature yogurt 
combined with added protein and 
oats, says Neuwirth. Varieties include 
apple cinnamon, banana blend, ma-

Chobani recently introduced two dual-
compartment Flip varieties, featuring 
yogurt on one side and fruit on the oth-
er. More flavors are expected in 2013.

With its new Simplait 
lineup, General Mills taps 
into growing demand for 
cleaner, simpler prod-
ucts made with natural 
ingredients.

Given the current space 
crunch, “me-toos” are the last 
thing the category needs.
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ple and brown sugar and vanilla.
The kids’ segment is also rife with 

possibilities, particularly on the 
Greek yogurt side where Chobani 
Champions is the only game in town. 
“Close to 50% of the yogurt eaten by 
kids is actually for adults, not chil-
dren, which leads us to believe there’s 
a real opportunity there,” especially 
for mom-approved products that are 
truly nutritious, says Seaton. “Cur-
rent kids’ yogurts speak more to kids; 
ours speak more to moms.”

SIMPLE & BETTER-FOR-YOU
General Mills is taking a step in that 
direction with a new Yoplait line 
called Simplait, “crafted from a com-
bination of six simple, all-natural 
ingredients.” Offered in four flavors, 
the line taps into growing demand 
for clean, simple ingredient lists, 
says associate marketing manager 
Rachel Ringel. The company also 
introduced a pair of double-the-fruit 
yogurt flavors under the new Fru-
plait sub-brand, and it increased the 
amount of fruit in original Yoplait by 
10%. In addition, it eliminated high 
fructose corn syrup from Yoplait 
Light, which now contains just 90 
calories, earning it an endorsement 
by Weight Watchers.

While other manufacturers look 
to fill different niches within the cat-
egory, Johnstown, N.Y.-based FAGE 
(www.fageusa.com) continues to 
expand its flagship line with unique, 
on-trend flavors with better-for-you 
features. According to the company’s 
research, “Consumers want true 
variety, not another flavor already 
available under a different brand,” 
says vp of sales David Freedman. He 
adds that given the current space 
crunch, me-toos are the last thing the 
yogurt category needs. This January, 
he continues, FAGE will roll out four 
zero-fat varieties, including cinna-
mon apple raisin, orange cinnamon, 
passionfruit with kiwi and papaya, 
and clementine with passionfruit, all 
in the company’s standard dual-com-
partment packaging.

In addition to unique new flavors, 
FAGE is also focusing on ways to 
increase consumers’ use of plain 

yogurt, which it believes is one of the 
keys to increased per capita con-
sumption here in the states. “Because 
of the way our product is strained,” 
explains Freedman, “it won’t separate 
during cooking,” which permits all 
kinds of additional uses for the prod-
uct as an ingredient. It can also be 
used as a topping, in marinades and 

dips, to make smoothies, etc.
To boost awareness of alterna-

tive uses, Chobani recently began 
placing recipes on its multi-serve 
products, says Seaton. And this past 
July, it began offering six of its most 
popular blended fruit flavors in 
16-ounce packages. “Fifty-four per-
cent of Americans consume yogurt 
as a snack,” he explains. “So clearly, 
there are significant opportunities to 
expand its use. We have to build the 
category through additional usage 
occasions versus just putting out 
another 6-ounce variety.”

SPACE STILL TIGHT
Strengthening sales through in-
creased use of existing products rath-
er than through the addition of more 
products also helps ease a significant 
shortage of space, which manufactur-
ers say is by far the biggest obstacle 
to continued category growth. For-
tunately, most retailers are already 
taking steps to provide more space 
for the category by adding doors or 
taking space from underperforming 
adjacencies.

In the interim, many manufactur-
ers have started offering labor-saving 

multi-packs that help prevent out of 
stocks. For example, Dannon offers 
both its Oikos and Light & Fit Greek 
yogurts in multi-packs while Choba-
ni recently debuted six-packs of five 
of its best-selling varieties.

Another popular stop-gap meas-
ure is secondary display, particularly 
for promoted items that tend to sell 

out quickly. But manufactur-
ers would like to see them used 
more often to promote alterna-
tive uses for yogurt. For exam-
ple, says Seaton, Chobani tried 
placing portable coolers full 
of its multi-serve product in 
the produce sections of several 
supermarkets to promote the 
use of yogurt as an ingredient 
in veggie dips. Conversely, says 
Freedman, retailers could place 
a display of pita chips, fresh 
fruit or vegetables in the yogurt 
section to give consumers 
additional ideas about how to 
use the product. “Some retail-

ers sometimes put complementary 
products in the same display cooler 
as yogurt,” he adds.

Another secondary display pos-
sibility for yogurt is the creation of a 
grab-and-go healthy foods kiosk near 
checkout for shoppers who prefer 
fresh fruit and yogurt to candy bars 
and soda. “C-stores like Wawa in the 
Northeast have created those kinds 
of sections, and they’ve been really 
successful,” says Seaton. “Grocery 
stores could easily do it, too.”

While manufacturers are keen on 
secondary display, they’re a little less 
enthusiastic about frequent promo-
tion, particularly for Greek yogurt. 
Given the product’s rapid growth 
during one of the worst recessions in 
decades, “It’s clear that price hasn’t 
been a barrier to entry,” says Seaton. 
And while he supports regular pro-
motion, he cautions against turning 
Greek yogurt into a commodity by 
offering too-frequent or too-deep 
deals. According to SymphonyIRI, 
38.2% of yogurt volume was sold with 
merchandising support during the 
most recent 12 weeks, up 2.0 percent-
age points versus the same period a 
year ago. n

Dannon was one 
of the first to introduce 
low-cal Greek yogurt, creating a whole 
new subcategory in the segment. Light & 
Fit Greek is only available in multi-packs, 
another important category trend.
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ICE CREAM 
HEATS UP!
On the rebound after a couple of 
difficult years, the category gets a 
boost from naturally better-for-you 
frozen yogurt. But over-promotion 
remains a concern.

BY DENISE LEATHERS

After a couple of difficult 
years, the ice cream and 
frozen novelties categories 

are on the upswing once again. 
Supermarket sales of ice cream/
sherbet hit nearly $1.15 billion dur-
ing the 12 weeks ended Aug. 10, 

a 1.6% increase versus the same 
period a year ago, according to 
Chicago-based market research 
firm SymphonyIRI Group. And 
although frozen novelty sales slid 
2.2% to $881.10 million 
during the most recent 
12 weeks, sales were up 
0.8% for the year.

“Part of the trend can 
be explained by consum-
ers tired of succumbing 
to economic pressures 
demonstrating that 
they’re ready to start 
spending again on the 
indulgences they love,” 
explains a July 2012 
report from London-based market 
research company Mintel. “Addi-
tionally, (national) brands as well as 

retailers’ private 
labels are building 
out their product 
lines.”

But not every 
segment — or 
every brand — 
experienced the 
same level of 
success. In ice 
cream/sherbet, for 
example, the ice 
cream subcategory 
posted a 1.0% gain. 
However, there’s 
some evidence that 
products that carry 
health claims have 
seen their sales slip, while “regular” 
ice cream sales continue to expand. 
No, interest in better-for-you prod-
ucts hasn’t waned, but many of those 

consumers are 
now opting for 
“real” frozen yo-
gurt over “diet” 
ice cream.

Although it 
represents only 
about 6% of 
total ice cream/
sherbet dollars, 
frozen yogurt 
sales shot up 
15.7% to $67.8 

million during the past 12 weeks, 
thanks largely to the rapid spread 
of self-serve frozen yogurt shops 
that helped build awareness of the 
product (see sidebar). The segment 

has also gotten a boost from the 
introduction of Greek frozen yogurt 
from brands like Stonyfield (Oikos), 

Ben & Jerry’s and, 
most recently, 
ConAgra, under 
its Healthy Choice 
label. Greek yogurt 
is also making 
inroads in frozen 
novelties where 
companies like 
Ciao Bella (Adonia) 
and Yasso are of-
fering single-serve 
Greek yogurt-
based treats in bar 
or stick form.

Again, the 
growing avail-
ability of naturally 

better-for-you frozen novelties that 
provide added protein and probiot-
ics seems to be taking sales from 
artificially sweetened diet products 
that remove fat and calories without 
adding anything beneficial. In fact, 
two of the category’s biggest losers 
during the most recent 12 weeks were 
The Skinny Cow (-16.5%) and Weight 
Watchers (-3.0%).

DESSERT FLAVORS POPULAR
Aside from Greek frozen yogurt, the 
ice cream and novelties categories 
have welcomed a plethora of new 
items recently. On the ice cream side, 
dessert-inspired flavors remain popu-
lar, prompting several manufacturers 
to roll out new varieties reminiscent 
of consumers’ favorite baked goods. 
For example, Lynnfield, Mass.-based 
Hood (www.hood.com) recently 
added a Whoopie Pie flavor to its 
New England Creamery collection, 
while Le Mars, Iowa-based Wells 
(www.bluebunny.com), maker of the 
Blue Bunny brand, debuted 24 Karat 
Carrot Cake and Cup O’ Coffee Cake 
varieties, both part of a new line 
inspired by master cake baker Chef 
Duff Goldman.

“Desserts often make a perfect 
cross-over to an ice cream flavor,” 
says director of marketing Carl Breed 
of Brenham, Texas-based Blue Bell 
Creameries (www.bluebell.com), 
which recently added Strawberry 
Banana Pound Cake, Red Velvet 

The percentage of ice cream/
sherbet volume sold with 
merchandising jumped 2.3 
points from a year ago to 
62.0% — more than any other 
category in the frozen food 
department.

Mars Ice Cream will debut 
three new flavors of its Dove 
ice cream pints this December, 
all featuring chunks of Dove 
chocolate.

Ice cream bars like Good Humor’s new Mounds va-
riety allow manufacturers to transfer brand equity 
from one category into another.
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Cake, Summer Strawberry Pie and 
Southern Peach Cobbler varieties to 
its lineup (a fifth new flavor will be 
announced later this month). “But 
what starts as a common dessert 
often turns into a total different ice 
cream concept.”

Manufacturers also continue to 
churn out new 
flavors packed 
with cookies, 
candies and 
other popu-
lar add-ins, 
including 
branded snacks 
that often 
bring instant 
name recogni-
tion. For exam-
ple, Englewood 
Cliffs, N.J.-
based Unilever 
(www.breyers.
com) added 
six new varieties to its now 18-flavor 
Breyers Blasts collection, includ-
ing Chocolate Reese’s, Golden Oreo 
Cookies & Cream, Oreo Birthday 
Blast, Klondike Krunch, Banana Split, 
and S’mores.

Hackettstown, N.J.-based Mars Ice 
Cream (www.mars.com) is moving in 
a similar direction, expanding its Dove 
ice cream pints program with three 
new flavors featuring chunks of Dove 
chocolate. Scheduled to hit the shelves 
in December, the newcomers include 
Unconditional Chocolate (with dark 
chocolate chunks), Vanilla Chocolate 
Chunk, and Mint Chocolate Chunk.

BARS AND MINIS HOT
On the frozen novelties side, Mars 
recently added a Milky Way variety 

to its line of chocolate candy-inspired 
ice cream bars. Unilever took a 
similar step, adding both Mounds 
and York Peppermint Pattie ice 
cream bars to its Good Humor lineup 
(www.goodhumor.com).

Ice cream bars are a great way 
to transfer brand equity from one 

category to 
another, ac-
cording to Mars 
general manager 
Craig Hall. And 
single-serves give 
consumers the 
ability to control 
portion size. But 
a full-size bar is 
still too much 
for those watch-
ing their weight. 
So the company 
recently intro-
duced snack-size 
“minis” that 

contain just 60 to 90 calories apiece. 
“Consumers can control (calories) by 
limiting how many pieces they eat, 
without sacrificing flavor,” says Hall. 
“Minis are also a great way for con-
sumers to share an ice cream snack 
with a lot of people at once.”

One of the biggest 
trends not just in ice 
cream but in other 
categories, snack sizes 
are cropping up under 
other brands as well. 
For example, Unilever 
recently rolled out 
a mini version of its 
Magnum ice cream 
bars (www.magnum 
icecream.com), avail-
able in both Classic 
and Almond flavors, 
which debuted nation-
wide last summer and 
already owns the No. 
9 spot on the list of 
top-selling novelties. 
(Sales were up another 
11.5% during the most 
recent 12 weeks.) The 
company also added 
two new varieties of 

regular-size Magnum ice cream 
bars — Mint and Mochaccino — and 
expanded distribution of two existing 
flavors — White and Dark — to the 
entire country.

The other big gainers in frozen 
novelties were Nos. 7 and 10, Popsicle 
(+15.3%) and Blue Bell (+12.7%). Pop-
sicle (www.popsicle.com) launched 
a new sub-brand called Yosicle that 

combines traditional pops and non-
fat yogurt, while Blue Bell added a 
Coconut variety to its fruit bar lineup 
plus a trio of low-fat, kid-friendly 
pops — Cotton Candy, Banana and 
Sour — the latter of which is made 
with real fruit juice.

Although manufacturers recog-
nize that the ice cream and novelties 
categories are very dynamic and 
thus driven by new products, they 

worry retail-
ers aren’t giv-
ing newcomers 
enough time to 
establish them-
selves before 
moving on to the 
next big thing. 
“The level of 
turnover in the 
category may 
catch consumers 
off guard,” says 
Hall. In frozen 
novelties, for 
example, “There 
can be 200 to 
250 items or 
more to choose 
from, yet the typ-
ical household 
will purchase the 
category just sev-
en or eight times 

ConAgra’s new Healthy 
Choice Greek frozen yogurt 
comes in single-serve 
cups, offering both portion 
control and better-for-you 
attributes.

Red Velvet Cake is one of four 
dessert-inspired flavors introduced 
by Blue Bell Creameries this year.

Interest in better-for-
you products hasn’t 
waned, but many con-
sumers are now opting 
for ‘real’ frozen yogurt 
over ‘diet’ ice cream.

Products that carry 
health claims have 
seen their sales slip, 
while ‘regular’ ice 
cream sales continue 
to expand.
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a year. Consumers may tell a friend 
about a great new product they tried, 
but when the shopper looks for it the 
next season, it’s gone.”

OVER-PROMOTED?
Of course, one of the keys 
to the success of new 
items is promotion. But 
too much ice cream and 
novelties promotion over 
the past several years has 
significantly eroded brand 
loyalty by training con-
sumers to buy whatever’s 
on sale. In fact, a recent 
Mintel survey revealed 
that, although flavor (94%) 
remains the most impor-
tant factor consumers 
consider when making an 
ice cream or novelties pur-
chase, price (83%) and pro-
motion or “what’s on sale” 
(72%) rank second and 
third, respectively — ahead 
of both brand (68%) and 
high quality ingredients 
(67%). “This puts private 
label at an advantage and 
could prevent brands from 
being successful at moving 
away from price promo-
tions,” says Mintel. So far, 
it appears to be right.

According to Sympho-

nyIRI, percentage of ice cream/sher-
bet volume sold with merchandising 
support during the most recent 12 
weeks jumped 2.3 points from a year 
ago to 62.0% — more than any other 
category in the frozen food depart-
ment.

One of the reasons why price 
promotion is so prevalent is because 
consumers don’t perceive much dif-
ference between competing brands 
beyond price. Despite manufacturer 
efforts to differentiate their products, 
many shoppers believe brand A’s 
French vanilla tastes a lot like brand 
B’s. So why wouldn’t they choose 
the one on sale? Retailers can help 
eliminate those sorts of trade-offs 
by cutting down on unnecessary du-
plication. If brand A is the only one 
that offers a shopper’s favorite flavor 
(remember, flavor is the most impor-

tant determinant), she’ll choose it 
whether a competing brand is on sale 
or not.

Based on the results of a recent 
Mars study, that’s how consumers 
shop the novelties category where 
differentiation and, therefore, brand 
loyalty are much higher. Accord-
ing to Hall, the study supports a 

BACK TO THE ’80S?
BY MATHEW MANDELTORT

Like many retail trends, the recent surge in supermarket frozen yogurt sales can 
be traced to the foodservice sector where frozen yogurt shops are among the 
fastest-growing QSR (quick-service restaurant) chains in the country. Between 

fall of 2010 and fall 2011, the number of retail frozen yogurt shops in the United 
States grew from 3,624 to 4,765, a 31% jump. And new ones are cropping up every 
day. But if you’re feeling a sense of déjà vu, you’re right, we have seen this before.

When fro-yo (first) peaked in 1989, TCBY operated 1,582 units nationwide; by 1992, 
it controlled 45% of the frozen yogurt segment. In fact, the tallest building in Little 
Rock, Ark., was the 
TCBY Tower. But 
then the cone began 
to melt because, let’s 
face it, frozen yogurt 
just wasn’t the indul-
gence ice cream was.

Fast forward 20 
years, and the very 
issues that threatened 
to sink the category 
in the past — fro yo’s 
tart flavor and better-for-you attributes — are fueling its resurgence. And anyone who 
still doesn’t like the taste can mask it with the not-so-good-for-you toppings available 
at most self-serve outlets. Even TCBY is back, though it’s no longer the No. 1 frozen 
yogurt seller (it’s No. 3 behind Pinkberry and Yogurt Land).

Mathew Mandeltort is a senior consultant with Chicago-based Technomic 
(www.technomic.com), a leading fact-based consulting and research firm serving 
the food industry for more than 45 years.

FASTEST-GROWING FRO-YO CHAINS 
(with sales under $200 million)

Chain ’11 Units ’10 Units ’09 Units % Growth
Menchie’s 138 64 32 431.0
Red Mango 151 118 60 251.0
Yogurt Land 145 99 61 237.0
Pinkberry 155 107 80 193.0

Source: Technomic.

Tapping into one of the biggest 
trends in the novelties category, 
Unilever recently introduced 
snack-size versions of its hot-sell-
ing Magnum bars.

One of the biggest 
trends not just in ice 
cream but in other 
categories, snack 
sizes are cropping 
up under other 
brands as well.
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ICE CREAM & FROZEN NOVELTIES
Supermarket sales for the 12 weeks ended Aug. 12, 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. Brands with less than $1 million in sales are not listed.
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
ICE CREAM/SHERBET  $1,148,150,000   1.6   323,695,500   0.6   997,525,600   (0.4)
Ice Cream  $1,032,519,000   1.0   288,215,600   (0.3)  914,593,700   (0.5)
Private Label   $260,483,600   0.7   80,593,940   0.4   324,402,800   (0.8)
Breyers   $93,759,950   (8.9)  26,458,640   (7.8)  79,168,870   (7.6)
Blue Bell   $87,436,990   2.7   21,223,690   0.8   64,322,040   (2.3)
Ben & Jerry’s   $60,896,800   0.5   16,692,150   (1.9)  16,737,550   (2.0)
Häagen-Dazs   $60,315,080   7.4   14,207,340   2.0   14,179,140   2.3 
Dreyer’s/Edy’s Slowchurned   $59,320,980   (6.1)  14,780,000   (10.5)  44,637,350   (9.9)
Wells’ Blue Bunny   $49,103,080   19.7   12,496,810   22.9   48,411,090   17.4 
Turkey Hill   $48,470,980   8.1   16,813,590   7.9   49,808,540   8.6 
Fz Yogurt/Tofu  $67,810,560   15.7   18,585,120   18.6   44,352,100   4.7 
Private Label   $15,457,970   13.5   5,131,964   27.1   16,450,070   5.9 
Ben & Jerry’s   $6,110,274   *   1,805,064   *   1,619,240   * 
Ben & Jerry’s Froyo   $5,394,126   4.9   1,453,397   2.1   1,453,397   2.1 
Kemps   $4,891,664   41.2   1,330,722   43.7   3,992,166   43.7 
Dreyer’s/Edy’s Slowchurned   $4,220,074   (24.1)  1,035,023   (27.5)  3,111,236   (27.4)
So Delicious   $2,823,490   180.0   513,997   158.5   513,997   158.5 
Turkey Hill   $2,727,218   (2.9)  905,961   (4.7)  2,717,884   (4.7)
Wells’ Blue Bunny   $2,628,133   10.6   652,815   11.3   2,284,852   11.3 
Sherbet/Sorbet/Ices  $47,820,730   (2.6)  16,894,780   (1.4)  38,579,850   (3.0)
Private Label   $19,990,660   0.2   8,161,780   1.0   21,567,580   (2.9)
Häagen-Dazs   $6,621,422   (10.5)  1,687,827   (14.5)  1,476,849   (14.5)
Blue Bell   $2,263,040   0.9   863,889   0.3   1,543,147   (0.8)
Dreyer’s/Edy’s   $2,061,209   (10.9)  511,626   (12.5)  1,534,878   (12.5)
Ciao Bella   $2,022,062   (4.0)  530,985   (12.9)  530,985   (12.9)
Kemps   $1,836,425   4.5   632,942   5.5   1,680,189   2.2 
Wholefruit   $1,340,392   (18.9)  420,250   (20.5)  420,250   (20.5)
Prairie Farms   $1,276,513   (5.0)  412,344   (6.4)  1,299,737   (5.0)
FZ NOVELTIES  $881,098,300   (2.2)  296,324,500   (4.4)  440,134,500   (5.0)
Fz Novelties  $794,322,400   (1.7)  272,189,400   (3.8)  357,619,800   (5.5)
Private Label   $105,930,700   (3.1)  40,899,340   (11.0)  77,477,300   (9.1)
Dreyer’s/Edy’s   $53,063,890   (2.0)  14,188,010   (4.0)  15,045,690   (7.7)
Nestlé Drumstick   $48,113,160   6.7   10,442,710   1.9   17,364,800   2.4 
The Skinny Cow   $42,077,500   (16.5)  10,454,730   (19.6)  11,053,680   (19.4)
Weight Watchers   $41,867,950   (3.0)  9,678,152   0.3   11,323,890   0.2 
Klondike   $37,306,510   (3.6)  12,560,750   (3.5)  20,416,490   (3.5)
Popsicle   $32,048,530   15.3   11,771,520   16.8   20,375,300   10.6 
Häagen-Dazs   $27,923,220   (0.6)  14,471,110   2.7   4,657,643   0.9 
Fz Ice Cream/Ice Milk Dssrts.  $48,719,320   (7.6)  3,332,853   (36.6)  9,807,090   (6.5)
Carvel   $23,556,290   0.7   1,203,376   (0.0)  4,652,330   0.2 
Jon Donaire   $6,522,259   23.0   386,802   37.4   984,424   19.8 
Private Label   $5,090,135   (12.0)  275,216   (14.1)  891,254   (15.6)
Friendly’s   $4,003,815   (10.8)  410,554   (3.1)  1,329,232   (4.0)
Celebration Foods Oreo   $3,819,594   10.1   266,849   2.1   795,194   4.1
Ice Pop Novelties  $38,056,630   (5.2)  20,802,210   (3.5)  72,707,540   (2.0)
Private Label   $14,603,780   4.3   6,165,753   (3.7)  33,580,920   8.7 
Fun Pops   $4,398,798   (24.1)  2,048,727   (17.2)  8,861,192   (24.2)
Fla-Vor-Ice   $3,129,897   1.1   1,762,879   10.7   4,134,429   (3.3)
Frootee Ice   $2,460,536   (16.4)  1,115,893   (21.1)  4,311,962   (22.4)
Pop Ice   $1,946,987   (22.0)  568,657   (26.5)  3,297,086   (27.5)
Otter Pops   $1,550,054   32.1   416,453   20.6   2,122,784   27.6 
 * Number is either not available, or very high, indicative of a recent launch working off a small base.

c-store-type approach 
to novelties assortment, 
i.e. offering top sellers 
from different brands 
rather than a broad set of 
products under a single 
manufacturer’s exclusive 
set. In fact, he continued, 
“The study revealed that 
28% of consumers will 
leave the category and 
11% will leave the store if 
the retailer doesn’t have 
the (specific) item they’re 
looking for.” n

n n n

The most ice cream 
scoops balanced 
on a cone is 26, 

accomplished by 
Terry Morris of New 
Zealand on the set 
of Zheng Da Zong 

Yi - Guinness World 
Records Special in 
Beijing, China, on 

May 20, 2010.
n n n

Wegmans Green Apple 
Sorbet was one of our 
favorites from among 
dozens of the chain’s 
private label products 
we purchased at one of 
its stores in September. 
This pint sold for $2.49. 
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HOW SWEET
IT IS!

The frozen and refrigerated cake and 
pie segments are on the rise once 
again, thanks in part to a prolifera-
tion of single-serve options, accord-
ing to a new report from Mintel.

BY DENISE LEATHERS

A new report from London-
based Mintel reveals strong 
growth in the U.S. frozen and 

refrigerated cake and pie segments. In 
food, drug and mass merchandise out-
lets (excluding Walmart), sales jumped 
4.8% to $492.0 million between May 
15, 2011 and May 13, 2012. In the fro-
zen and refrigerated cheesecake cat-
egory, sales expanded 1.7% to approxi-

mately $190.0 million.
“The convenience offered by 

frozen and refrigerated cakes and 
pies, especially for the majority of 
consumers who have been dining 
in to save money during the slow 
economic recovery, has helped spur 
sales of these items,” says Mintel. 
“Additionally, consumers appear to 
perceive refrigerated cakes and pies 
in particular as fresher than shelf-
stable items,” whose sales during the 
period did not increase as much.

But perhaps the most important 
growth driver is the proliferation 
of single-serve desserts that allow 
consumers less and less interested 
in “light” or low-fat snacks to enjoy 
a small serving of the real thing — 
and with a lower price tag to boot. 
Single-serves also open the category 
up to small households in particular, 

which are sometimes reluctant to 
purchase a whole cake or pie that 
they won’t be able to finish before 
it goes bad. They’re also helping 
transition the category from special-
occasion to everyday.
SINGLE-SERVES DRIVE GAINS
It’s no surprise, then, that the seg-
ment’s biggest winners over the past 
year were those brands that have 
moved into single-serves in a big way. 
In frozen and refrigerated cakes, for 
example, ConAgra’s frozen Marie 
Callender’s (+36.8%) and Kraft’s 
refrigerated Jell-O Temptations 
(+107.9%) brands, both of which offer 
single-serves, led all gainers. Con- 
Agra’s Claim Jumper brand (+10.0%), 
acquired along with Marie Callen-
der’s in 2010, also posted a double-
digit advance, boosting the compa-
ny’s share of the segment a whopping 
5.1 percentage points in just one year 
(to 27.9%). Although much smaller, 
Kraft’s share nearly doubled from 
1.9% in May 2011 to 3.7% a year later.

Strangely, although it started the 
single-serve refrigerated snack cake 
trend, General Mills’ Pillsbury Sweet 
Moments brand posted a 66.4% loss 

One of the frozen dessert category’s 
biggest winners dur-
ing the most recent 12 
weeks, Delizza Patisserie 
offers a full line of mini 
Belgian pastries, in-
cluding a new 40-count 
“sampler” that includes 
10 each of four different 
bite-size desserts.

WHAT’S NEW?
The frozen and refrigerated desserts category has welcomed many new 
items recently, including those offering portion control, improved quality 
or better-for-you attributes. Here are a few of them… 
Atlanta Cheesecake Co.: Italian Mascarpone Torta that combines cake and 
cheesecake in a crumbled cookie crust.
Eli’s Cheesecake Co.: Red Velvet and Salted Caramel flavor cheesecake plus 
a line of square single-serve cheesecakes.
Delizza Patisserie: 40-count mini pastry “sampler” that includes 10 each of 
four different bite-size desserts and a single-variety, 15-count gusseted bag 
(in select markets).
Ready. Set. Cupcake!: all-natural frozen cupcake batter and buttercream 
frosting, both in chocolate and vanilla flavors (a gluten-free chocolate bat-
ter is coming soon).
Sara Lee: Individually wrapped slices of frozen pound cake in six-count 
packages.
Pepperidge Farm: Key Lime Pie flavor frozen cake.
Crave Foods: a line of all-natural, gluten-free frozen pies in both 5- and 
9-inch sizes.
Wholly Wholesome: all-natural, gluten-free 9-inch pie shells.

Wholly Wholesome rolls out all-natural, 
gluten-free frozen pie shells, the first in 
a new collection of gluten-free desserts.
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FROZEN & REFRIGERATED DESSERTS
Supermarket sales for the 12 weeks ended Aug. 12, 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.  Brands 
with less than $500,000 in sales are not listed.

SUBCATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FZ WHIP TOPPINGS  $58,902,900   (3.6)  36,018,070   (4.9)  20,644,890   (5.1)
Kraft Cool Whip   $40,624,170   (4.6)  22,841,080   (7.9)  13,055,400   (7.4)
Private Label   $18,023,930   (1.3)  13,073,820   0.6   7,519,639   (0.8)
FZ PIES  $58,448,720   4.8   13,917,500   0.6   18,517,150   4.6 
Marie Callender’s   $19,572,150   32.3   3,717,167   56.3   6,842,857   34.2 
Edwards   $14,007,170   1.0   2,043,805   1.4   3,837,125   (0.0)
Sara Lee   $5,419,742   18.6   951,433   10.3   1,818,700   0.9 
Edwards Singles   $5,373,245   (20.2)  2,050,612   (23.0)  745,851   (21.8)
Mrs. Smith’s   $4,976,382   (11.0)  859,915   (14.3)  1,937,138   (12.5)
Banquet   $2,894,821   (0.7)  3,299,258   (8.1)  1,443,425   (8.1)
Claim Jumper   $1,363,678   (1.3)  192,637   2.0   494,671   1.1 
Claim Jumper Rstrnt.   $1,323,255   9.0   187,901   12.5   415,177   12.6 
Private Label   $1,175,211   (6.4)  216,081   (25.2)  379,933   (15.1)
Sara Lee Sig. Slctns.   $553,627   (57.9)  72,758   (63.9)  166,720   (62.9)
FZ SWT. GOODS-NO CHSCKS.  $39,465,320   (2.3)  8,963,898   (4.2)  10,556,130   (0.6)
Sara Lee   $7,721,594   (9.7)  1,737,399   (11.0)  1,414,927   (13.1)
Ppprdg. Farm Three-Layer Cake   $6,855,625   (3.5)  2,035,870   (2.1)  2,493,939   (2.1)
Private Label   $6,585,026   0.5   1,081,600   5.2   2,068,375   10.2 
Pepperidge Farm   $5,710,323   12.1   1,700,689   12.6   1,705,934   15.2 
Delizza   $4,782,527   8.7   867,938   9.0   774,787   7.9 
Mrs. Smith’s   $1,968,076   (9.0)  386,097   (13.0)  772,199   (13.0)
Marie Callender’s   $1,021,549   3.4   177,182   (0.5)  354,363   (0.5)
Weight Watchers Smart Ones   $698,139   (4.8)  216,251   (28.6)  118,789   4.8 
Jon Donaire   $506,491   (13.1)  41,734   (15.9)  61,816   (21.2)
FZ PIE/PASTRY SHELLS  $18,941,930   1.4   6,028,709   (2.4)  4,508,955   (2.3)
Private Label   $6,538,643   0.2   2,638,964   (2.3)  1,861,292   (2.0)
Pepperidge Farm   $5,146,980   4.7   1,022,276   (1.0)  1,026,627   (0.9)
Pillsbury Pet Ritz   $3,227,870   (2.4)  1,059,096   (3.6)  740,560   (3.7)
Marie Callender’s   $1,324,732   8.1   347,040   2.3   347,040   2.3 
Athens Foods   $871,158   5.4   420,016   0.4   49,898   0.4 
Mrs. Smith’s   $656,653   (0.5)  187,388   (4.6)  187,388   (4.6)
FZ CHEESECAKES  $11,832,750   (5.9)  1,935,452   (9.6)  2,452,038   (7.4)
Sara Lee   $7,107,996   (5.1)  1,253,616   (9.3)  1,674,691   (7.0)
Private Label   $2,526,129   4.9   295,249   (2.0)  418,647   (0.7)
Jon Donaire   $844,662   (18.6)  104,776   (21.6)  147,245   (18.7)
RFG CHEESECAKES  $25,741,750   1.9   3,499,127   (1.9)  4,203,661   0.1 
Private Label   $10,081,500   9.2   1,263,642   0.6   1,572,151   5.9 
The Father’s Table   $9,027,458   3.1   1,206,637   (1.1)  1,595,837   1.9 
World’s Best   $2,153,101   (11.5)  283,467   (10.7)  317,421   (10.4)
Atlanta Cheesecake Co.   $1,583,125   7.3   214,517   8.8   283,360   5.0 
Eli’s   $688,301   (22.5)  75,183   (28.0)  87,316   (27.1)
RFG CAKES (NO SNCK/CFF. CAKES)  $22,023,190   (2.1)  2,348,990   (6.7)  4,175,232   (2.8)
Private Label   $18,859,870   (1.8)  1,957,321   (6.1)  3,615,653   (2.0)
The Original Cakerie   $612,246   18.9   73,216   12.5   79,939   19.7 
RFG PIES (NO SNACK PIES)  $6,037,448   9.9   1,108,754   4.0   1,217,526   2.4 
Private Label   $2,975,602   (1.1)  477,733   2.0   611,121   (7.0)

during the period, all but 
ceding the subcategory to 
Jell-O Temptations, which 
has invested heavily in ad-
vertising and promotion.

The Schwan Co. also 
saw its sales decline dur-
ing the period (-1.2%), 
shaving 1.8 percentage 
points off  its share (now 
29.8%, but still highest 
in the category). While 
Edwards Singles held 
their own (-0.2%) and the 
flagship Edwards brand 
posted a 5.4% gain, the 
company couldn’t over-

come an 8.4% loss by its 
Mrs. Smith’s lineup.

The story was much the 
same at Sara Lee Corp., 
where sales of the Sara 
Lee frozen pie brand and 
several smaller brands 
tumbled 8.7%, reducing 
its share from 11.5% a 
year ago to 10.0% today. 

Although few retailers 
have moved their store 
brands into single-serves, 
private label cake and 
pie sales were up 1.4%, 
though its share de-
creased slightly to 19.5%. 
According to Mintel, “Its 
performance underscores 
the value shoppers see in 
store brands,” even when 
they’re slow to jump on 
key trends.   n

Eli’s Cheesecake Co. taps 
into the portion-control 
trend with a new line 
of square single-serve 
cheesecakes designed for 
everyday consumption.



Delizza Patisserie 6610 Corporation Parkway, Battleboro, NC 27809, 252-442-0270

The Taste of 
the Good Life
The largest producer of premium 
European desserts brings Delizza 
European-style pastries to the U.S.

Prepared from an original Belgium recipe, 

Delizza Patisserie pastries are enormously 

popular with consumers. Backed by a 

strong coupon marketing effort, along 

with aggressive Trade promotions, new 

packaging and web site, Delizza is sure 

to help drive your sales and profits. 

Join the good life with  
Delizza Patisserie! 

www.delizza.us
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SEAFOOD NETS 
3.1% GAIN
A wave of new products offers value-added features, 
better-for-you attributes and ease of preparation.

BY DENISE LEATHERS

Although unit sales were down slightly com-
pared with the same period a year ago, super-
market sales of frozen seafood jumped 3.1% 

to $499.93 million during the 12 weeks ended Aug. 
12, according to Chicago-based market research 
firm SymphonyIRI Group. At the subcategory level, 
shrimp sales shot up 4.0% to $252.96 million (units 
were up 2.3%), while fish/seafood sales expanded 2.1% 
to $246.97 million (units were down 2.8%). Private 
label (+11.8%), Sea Best (+9.0%)  and Mrs. Paul’s 
(+8.4%) were the primary drivers behind fish/seafood 
gains, while Tastee Choice (+35.8%), Great American 
(+12.4%) and Cape Gourmet (+11.4%) paced the 
shrimp segment.

GOOD CONSUMER RESPONSE
Despite rising prices at retail, consumers have responded 
well to a variety of new introductions that offer ease of 
preparation, better-
for-you attributes and 
a whole host of value-
added features.

A consumer panel 
recently convened by 
Jacksonville, Fla.-based 
Beaver Street Fisher-
ies (www.beaverfish.
com) confirmed that 
shoppers are moving 
away from traditional 
breaded seafood to 
other value-added 
items. “But people 
often order those 
dishes at a restaurant 
and think, ‘There’s no 
way I could make that 
at home,’” says regional 
sales manager Rick Armstrong. 

To make preparation of those products a little less 
daunting, the company recently debuted a pair of sub-
brands under its Sea Best label. Sea Best Seasoned 
Selections includes pre-marinated filets as well as shrimp 

scampi and new mesquite shrimp skewers, a category 
first, according to Armstrong. “They can go in the oven, 
in the microwave or on the grill,” so consumers can 
choose whatever method they’re most comfortable with, 
he says.

The Sea Best Signature line, on the other hand, features 
seven hand-crafted, chef-inspired dishes “similar to what 
you’d see at a white tablecloth restaurant,” says Arm-
strong. Now vacuum-packed in microwaveable trays, the 
meals are topped with a special film that vents out steam 
when the product reaches a certain temperature. As a 

result, “Stuffed clams in a shell actually taste better out of 
the microwave than the oven.” The newest addition to the 
line is Spinach & Artichoke Florentine.

Another company tapping into the power of the 
microwave through new packaging technology 
is Turners Falls, Mass.-based Australis Aqua-
culture (www.thebetterfish.com). Its all-natural 
barramundi-based meals for two come in 
patented unbleached paper pouches designed 
to retain moisture for more uniform cooking. 
From Seafood Pomodoro to Seafood Teriyaki, 
the line includes seven different dishes, all ready 
to eat in less than eight minutes.

While microwave meals are getting a lot of 
interest from consumers, skillet meals continue 
to sell well among consumers who want to feel 
like they “cooked” for their families — even if 
all the preparation is done for them. Watson-
ville, Calif.-based International Frozen Foods, 
maker of the Culinary Delights lineup (www.
culinarydelightsgourmetmeals.com), recently 
added a ninth variety, French Quarter Shrimp 
Linguini, to its shrimp-based Cajun Style Selec-
tions skillet meals. 

The company also debuted space-saving new packag-
ing that allows retailers to fit up to six items across a 
30-inch shelf, according to vp of sales and marketing 
Moe Cheramie.

Competing skillet-meal manufacturer Contessa took a 

Beaver Street Fisheries expands its Sea Best 
Seasoned Selections line with Mesquite Shrimp 
Skewers, believed to be a category first.

Many retailers are grabbing incremental 
sales by selling seafood soup from the 
seafood department where consumers 
picking up shrimp or salmon for dinner 
are open to adding on clam chowder or 
lobster bisque.



Let Sea Best™ Give Your Sales A Push.

Branded seafood guides new customers to the 
category and increases purchases throughout the 
store. Studies show frozen seafood shoppers spend 
more on groceries (an average of $349 a month), 
and are more likely to try new products and explore 
the entire store.*
Set sales to a new level with Sea Best™.
©2012 Beaver Street Fisheries

Set A Course for Success.

Contact your Sea Best™ sales 
representative at 800.874.6426.

seabest.com
facebook.com/SeaBestSeafood
* Acosta Insights ShopperF1rst Study, 2010
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similar step recently, moving its 22- to 24-ounce meals for 
two into coffee bag-type packages that also fit six to a shelf.  

“Stores aren’t giving frozen seafood more space,” 
explains one manufacturer. “So the only way to get more 
product in is to decrease bag size.”

Another new item designed for stovetop cooking is 
Gloucester, Mass.-based Gorton’s (www.gortons.com) 
new lightly coated tilapia fillets. Offered under the Skillet 
Crisp sub-brand, they come in both Classic and Garlic & 
Herb flavors and are designed to go directly from freezer 
to skillet without defrosting. The entire Gorton’s lineup, 
including Skillet Crisp, recently underwent a packaging 
upgrade. Nutritional information is now displayed on the 
front panel, while the back panel includes clear, easy-
to-read cooking instructions as well as the address for 
Gorton’s new recipe Web page.

SEAFOOD BURGERS ARE HOT
Microwave and skillet meals aside, the biggest trend in 
frozen seafood is the advent of the seafood burger, now 
available from several different manufacturers in varieties 
ranging from shrimp to mahi-mahi. Seattle-based Trident 
(www.tridentseafoods.com) offers three flavors, including 
both salmon and new teriyaki salmon. The burgers have 
finally achieved critical mass in a couple of key markets, 

prompting the rollout of a 
multi-media advertising cam-
paign in both the Tampa and 
Minneapolis/St. Paul areas, 
according to vp of marketing 
Randy Eronimous. 

“About two-thirds of 
households are open to regu-
lar seafood consumption, and 
many are aware of salmon’s 
health benefits,” he explains. 
But a lot of them still don’t 
know about salmon burgers. 

Through radio spots, digital 
ad banners, coupons, out-of-
home ads in Gold’s Gym and 
other such venues, on-line 
recipes and a variety of other 
mediums, the new campaign 
aims to boost awareness of 
the product’s nutritional ben-
efits, versatility, and ease of preparation.

In addition to better-for-you attributes, many frozen 
seafood manufacturers are also highlighting the fact 
that their products are sourced in a socially responsible 

manner. But ac-
cording to Kurt 
Burmeister, vp of 
category manage-
ment and import-
ing at Warren, 
Mich.-based KLT 
Global, distribu-
tor of the Wholey 
Seafood brand 
(www.wholey-
seafood.com), 
“Most consumers 
have no clue what 
MSC stands for 
or what Monterey 
Aquarium ratings 
mean.” Until the 
industry develops 
a single standard 
for sustainabil-
ity, he continues, 
companies like his 
are focusing on a 
designation that 
most consumers 
do understand: all-
natural.

“All natural 
frozen seafood is 
hot,” says Bur-

FROZEN SEAFOOD
Supermarket sales for the 12 weeks ended Aug. 12, 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

FROZEN SEAFOOD  $499,933,300   3.1   68,183,420   (0.8)  80,943,440   1.6 

Fish/Seafood  $246,971,500   2.1   40,646,340   (2.8)  48,366,000   1.4 
Private Label   $80,954,580   11.8   11,053,460   7.5   14,374,390   16.0 
Gorton’s   $34,909,460   0.6   6,559,006   (5.6)  6,405,398   (6.1)
Great American  $10,871,910   (14.3)  1,267,608   (20.5)  2,685,743   (14.4)
Van De Kamp’s   $10,345,720   (4.5)  1,901,444   0.7   2,438,662   4.1 
Sea Best   $8,655,576   9.0   1,348,034   9.8   2,073,878   4.7 
Mrs. Paul’s   $8,347,025   8.4   1,641,969   9.8   1,929,151   12.6 
Great Fish   $7,028,571   (9.9)  1,023,340   (12.1)  1,949,783   (8.5)
Cape Gourmet   $3,936,524   (2.5)  500,535   (3.2)  816,918   (4.5)
Ocean Eclipse   $3,563,816   (12.6)  1,521,934   (20.7)  667,349   (18.7)
Fisher Boy   $2,907,577   (22.3)  702,377   (20.1)  1,126,395   (21.9)

Shrimp  $252,961,800   4.0   27,537,080   2.3   32,577,430   2.0 
Private Label   $152,586,900   4.4   16,411,950   5.5   19,343,260   3.7 
SeaPak   $9,662,284   (0.6)  1,428,622   (7.1)  1,336,408   (0.1)
Tastee Choice   $9,457,201   35.8   1,087,429   25.7   1,150,488   34.4 
Sea Best   $6,909,842   (5.6)  919,492   (11.2)  1,075,043   (12.0)
Cape Gourmet   $6,689,120   11.4   394,025   15.9   785,241   23.5 
Gorton’s   $6,094,095   (5.0)  990,261   (4.9)  740,764   (4.6)
Great American   $5,517,518   12.4   487,550   13.4   871,450   7.4 
Aqua Star   $5,448,463   (15.8)  703,926   (11.5)  730,259   (27.5)
Seamazz   $2,731,434   (1.5)  220,625   16.4   319,022   9.2 
Censea  $2,334,228 (8.4) 174,073 (8.8) 264,138  (9.8)

A new line of all-natural 
shrimp from Wholey 
Seafood is free of poly 
tri-phosphates, often 
added to enhance water 
retention and weight.



meister. “But at a recent show, we were amazed by how 
many buyers don’t know that their shrimp is treated with 
poly tri-phosphates so it will retain moisture for added 
water weight.” As a result, the company recently launched 
a seven-SKU, chemical-free shrimp program that’s al-
ready getting lots of buzz. 

SOUP’S ON! 
But seafood burgers, bagged shrimp and value-added 
filets aren’t the only products being sold out of the 
frozen seafood section. “Better retailers are selling fresh 
seafood soups out of the seafood department as well,” 
says Bob Sewall, exec vp of sales and marketing at Fall 
River, Mass.-based Blount Fine Foods (www.blountfine-

foods.com), maker of the Legal Sea Foods soup lineup 
as well as its own brand. “Consumers already buying a 
seafood meal are very open to adding on a seafood soup 
as well,” but retailers have to get the product in front 
of them, he explains. “It’s a great opportunity to get an 
incremental sale and boost basket size. Fresh soup sales 
are through the roof, and the seafood department needs 
to get in on it.”

Although clam chowder and lobster bisque are the cat-
egory’s top sellers, Sewall says Blount plans to roll out a 
couple of non-cream-based, gluten-free varieties fortified 
with Omega-3s in the spring. It will also debut 10-ounce 
single-serve packages with a lower price point than its 
current 16-ounce offering.  n

CONSUMER PANEL DATA: FROZEN SEAFOOD & SHRIMP
Totals are for U.S. supermarkets, excluding Walmart, for the periods ending Sept. 9, 2012. 

              % HH BUYING         PRODUCT TRIPS       TRIPS PER BUYER                $$ PER TRIP                  $$ PER BUYER
TIME PRODUCT CURRENT % CHG % CHG CURRENT % CHG CURRENT % CHG CURRENT % CHG
LAtEst 12 WKs tOtAL CAt. 20.6 -0.2 -2.1 1.6 -1.3  $9.36  3.5  $14.91  2.1
 FisH/sEAFOOD 14.7 -0.6 -4.8 1.5 -1.3  $7.86  3.6  $11.65  2.3
 sHRiMP 9.1 0.3 3.3 1.4 -0.4  $10.82  1.6  $14.90  1.2

LAtEst 52 WKs tOtAL CAt. 48.7 -1.6 -3.5 3.4 -0.6  $9.10  1.9  $30.77  1.3
 FisH/sEAFOOD 39.6 -1.2 -3.1 2.8 -0.4  $7.65  2.5  $21.64  2.1
 sHRiMP 26.4 -0.8 -4.3 2.3 -1.6  $10.50  1.4  $24.34  -0.3

Source: SymphonyIRI Group. Percent change is compared with the year-ago period.

For more information, call Tampa Maid Foods at 800-462-5896, ext. 350 or visit us at www.tampamaid.com. You can also learn more about Margaritaville Seafood at www.margaritavillefoods.com.
Margaritaville is a registered trademark of Margaritaville Enterprises, LLC and is used under license.

Each bite is a
trip to paradise!

“Tidal waves out on the sea. I don’t know where I am gonna go when the volcano blow.”
 Margaritaville Calypso Coconut Shrimp Plump butter� y shrimp rolled in 
breadcrumbs and shredded coconut and served with a tropical mango chutney 
dipping sauce straight from the islands. Fun appetizer or easy meal.

 Margaritaville Jammin’ Jerk Shrimp Plump Peeled and deveined shrimp  
seasoned with authentic Caribbean jerk spices. Quick, easy skillet preparation. 
Serve alone, over rice, on a salad or in a wrap.
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LOGISTICS

MAKiNG MORE 
FROM LTL
Less-than-truckload orders are a 
necessary evil in the cold chain. 
How can retailers improve efficien-
cies of handling so many small 
deliveries?

BY DAN RAFTERY 

In last month’s logistics column 
we offered advice on best prac-
tices in inventory management 

from public refrigerated warehouse 
(PRW) executives. They all liked 
multi-vendor consolidation (MVC), 
so we went back for more details 
and any other ideas for improving 
LTL efficiencies.

BOTH PARTNERS BENEFIT
“In the world of LTL transporta-
tion there are a host of inherent 
issues due to the very nature of the 
LTL business model,” says Steve 
Tippmann, executive vice president, 
Tippmann Group/Interstate Ware-
housing (www.tippmanngroup.com), 
Ft. Wayne, Ind. “Manufacturers and 
retailers alike can realize significant 
transportation savings by participat-
ing in a multi-vendor consolidation 
program where it makes sense.”

“MVC providers typically have set 
delivery schedules with dedicated 

contract carriers,” says Tippmann. 
“Benefits to retailers for tapping into 
these routines include easier freight 
coordination and fewer total number 
of truck deliveries resulting in less 

congestion and fewer turn require-
ments for dock doors.” Additional 
benefits include more on-time de-
liveries, reduced demurrage costs, 
shorter lead times, increased order 
fill rate and lower inventory costs, 
according to Tippmann.

He recommends that retailers 
and suppliers look into a potential 

MVC provider’s information systems 
investments and see if they offer 
“best-in-breed” business applica-
tions. Their systems and applications 
should integrate seamlessly with the 
various business platforms at both 
the supplier and retailer. 

Tippmann also points out that 
best-in-breed MVC providers now 
offer Vendor Managed Inventory 
programs that support both retailer 
purchasing activity and supplier 
logistics. So that would be a good 
indicator to use when evaluating a 
potential MVC provider.

“Retailers and suppliers should ask 
for savings projections that will flow 

from MVC services,” he adds. “PRWs 
can provide specific data on avail-
ability of space and freight rates by 
shipping lane.” You may need more 
capacity than is available in a par-

ticular lane. Or you may already have 
freight rates which are competitive.

YOURS OR THEIRS?
Retailers have two basic options for 
MVC programs, according to Andy 
Janson, president, Hanson Logistics 
(www.hansonlogisticsgroup.com), St. 
Joseph, Mich. “Retailers can tie into 

existing MVC programs where sup-
pliers supply several retailers with the 
same or similar items. Or a retailer 
can develop their own MVC program 
by placing inventory pools in exist-
ing PRW space which is located near 
production facilities of several suppli-
ers,” he says.

Janson stresses that “It is way more 
efficient to schedule one trailer with 
multiple orders than it is to schedule 
multiple trailers each delivering one 
order.” He points out that the benefits 
include: Lower landed cost of goods, 
higher order fill rates, higher on-
time delivery performance and lower 
receiving costs.

But he cautions that “Other costs 
like transportation or the cost to car-
ry larger inventories than needed can 
actually increase if a retailer pool has 
too few supplier participants and one 
of two things occurs – consolidation 
level on trucks is low and therefore 
transportation costs/unit are higher, 
or the automatic replenishment 
process increases order sizes well 
beyond a retailer’s defined economic 
order quantities.” The solution is a 
large enough vendor pool in which 
the opposing goals of economic order 
size and transportation efficiencies 
are each managed to an acceptable 
equilibrium.

Janson agrees with the other ex-

 ‘You must have dependable 
three-way collaboration 
between supplier, the PRW 
consolidator and the retailer.’ 
–Andy Janson

 ‘Retailers and suppliers 
should ask for savings 
projections that will flow 
from MVC services.’ 
–Steve Tippmann
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perts in advising the engagement of a 
solid PRW partner in order to make 
MVC work. “In addition to that,” 
he says, “you must have dependable 
three-way collaboration between 
supplier, the PRW consolidator and 
the retailer on schedules, automatic 

replenishment process, order-to-
delivery lead times and standardized 
delivery costs, to name just a few of 
the critical conversations.”

What are some other options 
besides MVC for improving ef-
ficiencies of LTL deliveries? Janson 
says, “Frankly, I am aware of only 
two situations in which an MVC 
is not the best option. First, if 
volume is large enough to warrant 
full truckload delivery (MVC is 
good, but it cannot compete with 
FTL). Second, if the temperature 
requirements are so divergent that 
items cannot ride at normal frozen 
or refrigerated temperatures. In 
those cases, there could be some 
potential for improved efficien-
cies, if a retailer could find an 
LTL common carrier. But at some 
point, if volume grows enough, 
there should be justification for 
an MVC program to be developed 
around that group of temperature-
sensitive items.”

MISSED OPPORTUNITIES
“Some retailers don’t even explore 
MVC,” says Dan DiDonato, vp 
sales, Preferred Freezer Services 
(www.preferredfreezer.com), 
Chatham, N.J. He sees that happen 
often in larger companies where 
cross-department communication 
may be limited. Rather than just 

buying at the best price and letting 
logistics figure out how to get the 
merchandise, “They need more col-
laboration between the buyers and 
the logistics departments,” he says, 
“to understand the opportunities 
from a MVC program.”

“One advantage that big retailers 
have,” says DiDonato “is their ability 
to backhaul from an MVC location. 
Today everyone is working very hard 
to reduce their number of empty-
truck miles, but this opportunity can 
sometimes be overlooked.”

“In fact, for some retailers with 

robust backhaul programs, MVC 
may be their only way to further 
reduce empty-truck miles,” according 
to DiDonato. His suggestion: If you 
run some empty miles now, why not 
explore backhauling from multiple 
vendor locations?

But don’t be surprised if some 
suppliers are less than eager to talk 
about this. “MVC can be a cost chal-
lenge for some suppliers,” cautions 
DiDonato. “Some have their own 
delivery consolidation networks 
which could be disrupted by carving 
out a few critical SKUs for an MVC 
program.” The deal-killer for both 
trading partners would be an exces-
sive increase in cost of goods for the 
total assortment.

DiDonato’s key to a successful 
MVC program echoes that of the 
other experts: “Partnering with the 
PRW operator with the right facili-
ties, in the right location, with up-
to-date technology support.” Then 
he adds an interesting tag: “People 
who can make it happen when things 
don’t go as planned.”

What could go 
wrong? Ship a wrong 
item, a wrong pallet 
or an entire wrong 
truck to name just 
three types of goofs. 
“A solid PRW partner 
will figure out how to 
retrieve the mis-ship 
and will own the cost, 
if it’s their mistake,” 
says DiDonato.

DiDonato finds 
potential suppliers for 
his company’s MVC 
program by research-
ing order processing 
records. His location 
near the Port of New 
Jersey gives him access 
to most seafood ship-
ments through that 
port, for example. He 
takes his research find-
ing to retailers, who 
in turn will talk with 
suppliers to set up an 
MVC program. n

‘For some retailers with robust 
backhaul programs, MVC may 
be their only way to further 
reduce empty-truck miles.’ 
–Dan DiDonato 

Hanson Logistics’ Janson stresses that ‘It is way more 
efficient to schedule one trailer with multiple orders 
than it is to schedule multiple trailers each delivering 
one order.’
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WEGMANS’ LINK
TO KEYNOTE IACSC 
John Link, plant engineer/capital 

projects manager of Rochester, 
N.Y.-based 

Wegmans Food 
Markets, will 
be opening key-
note speaker at 
the International 
Association for 
Cold Storage 
Construction 
(IACSC) 
Conference & Expo, 
being held Nov. 
7-10 at the Waldorf 
Astoria Orlando, 
Orlando, Fla. 

He will lead a discussion centered 
on the innovative techniques Weg-

mans has embraced in the areas 
of automation, refrigeration and 
distribution. Over the course of 
his 34-year career with Wegmans, 
Link has worked on several design 
teams that led to advancements in 

the industry, including 
the Grocery Mechanized 
Distribution System, the 
1984 Grocery Hi-Rise ASRS, 
and the frozen foods and 
the fresh foods distribution 
centers.

The conference and expo, 
in its 32nd year, is the big-
gest cold storage construc-
tion, maintenance, and 
design event of the year. 
More than 200 attendees 
discuss and learn about the 
latest trends, regulations, 

and technologies impacting cold 
storage construction via educational/

technical sessions, networking events, 
and access to the industry expo.

Highlights include Link’s presenta-
tion Nov. 9 at 9:15 a.m., and sessions 
on roofing, OSHA, dock design, the 
new IACSC-IARW Design, Mainte-
nance, and Modernization Manual, 
the Latin America market, retrofit-
ting dry space and retail distribution. 
There will be a retail distribution 
facility tour Nov. 10 at 2:30 p.m. 

For more information, go to www.
gcca.org (Global Cold Chain Alli-
ance, Alexandria, Va.) and click on 
IACSC, or call 703-373-4300. n

LOGISTICS

JOHN LINK

LOGISTICS LEDGER
Alternative low global warming potential (GWP) re-
frigerants will be on the agenda at the ASHRAE/NIST 
2012 Refrigerants Conference: “Moving toward Sus-
tainability,” Oct. 29 – 30, 2012, at the National Institute 
of Standards and Technology (NIST), Gaithersburg, Md.

Papers from leading global experts will be presented on 
refrigerant alternatives and technologies, environmental 
effects of refrigerants, new refrigerant performance con-
siderations and natural refrigerants. 

The conference is designed to provide new information 
needed to accommodate the imminent phase-down of 
high-GWP refrigerants. This is the fourth jointly spon-
sored refrigerants conference organized by ASHRAE 
(the American Society of Heating, Refrigerating and Air 
Conditioning Engineers) and NIST (the National Institute 
of Standards and Technology).
Ingles Markets has a new 840,000-square-foot cli-
mate-controlled distribution facility on a 46-acre site 
in Black Mountain, N.C. Features include: 770,000 square 
feet of cooler and freezer space, temperatures ranging 
from 55F to -20F, a 20,000-square-foot ice facility that 
produces 75 tons of ice per day, 84 dock stations with full 
vertical levers, 20,000 storage rack positions, an engine 
room housing a 2,700-ton ammonia refrigeration system, 
11 banana ripening rooms and office space. 
Preston, Md.-based Choptank Transport has opened 
its newest regional office in Denver, with Brian Carr 
as office manager. In 2010 the company opened its first 
satellite office in Franklin, Tenn., and an Atlanta office 

was launched a year later. Carr has worked for Schneider 
National Inc., RWI Transportation and M2 Logistics. 
United Natural Foods, Inc., Providence, R.I., plans to 
consolidate its four existing Denver-based distribution 
facilities into a new state-of-the-art, 535,000-square-foot 
facility at Gateway Park in Aurora, Colo. The new facility 
is expected to begin operations in the summer of 2013. 
Situated near I-70 in the Denver International Airport 
corridor, the new facility will serve as a distribution hub 
for retailers in the Rocky Mountain region of the United 
States as well as Kansas, Nebraska, New Mexico, Utah 
and Wyoming. It will be leased from The Pauls Corpora-
tion, Denver. The new facility will have about 160,000 
square feet of refrigeration and freezer space, including 
an expanded cold dock, and more than 42,000 square 
feet for employee offices and workspaces. Environmental 
design plans will focus on resource and energy conserva-
tion, use of sustainable and recycled-content building 
materials and exceptional indoor air quality for the build-
ing occupants.  
Interstate Warehousing has completed the Phase IV 
expansion of its Indianapolis (Franklin), Ind., cold 
storage facility. The 140,000-square-foot expansion 
brings the total size of the facility to 568,000 square feet. 
The building, originally built in 2005, went through ex-
pansions in 2008 and 2010 prior to the current addition, 
which is now operational. The company’s Chicago (Joliet), 
Ill., facility recently expanded its freezer capacity with an 
addition of more than 100,000 square feet of space. This 
expansion increased the size of that facility to 346,000 
square feet. n
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GETTNG PERSONAL

I’M A CANCER
SURVIVOR
Not getting tested nearly cost me 
my life. Get screened. This can 
happen to you. 

BY WARREN THAYER

When my doctor told me in 
February that I had pros-
tate cancer, my mind 

raced to those months 30 years ago 
when I watched my father wither 
from the disease, dropping from 180 
pounds to 110 before dying. And 
just a few weeks ago the uncle of my 
business partner Paul Chapa also 
lost his battle with prostate cancer. 

‘NO BIG DEAL’ 
I wasn’t too worried at the time. 
There’s been a lot of progress in treat-
ment over the years, and the papers 
are full of stories about how prostate 

cancer is no 
big deal, 

and 

that 
if 

if you get it, you’ll probably die of 
something else anyway. 

But that line of reasoning hadn’t 
worked out for my father or for Paul’s 
uncle. Besides, my cancer had gone 
undiscovered for several years, so sur-
gery was no longer an option. Simply 
removing the prostate might leave 

bad cells behind, which could 
spread to my lymph nodes and 
ultimately kill me. So I began 
two and a half months of daily, 
high-dose radiation, along with 
meds I’ve just finished. 

Early on, I didn’t anticipate 
much difficulty. That changed 
quickly. My meds essentially 
put me through the equivalent 
of female menopause, with 
hot flashes and mood swings. 
Roomfuls of doctors, nurses 
and medical students witnessed 
my introduction to procedures 
involving the stirrups women 
so hate in their gynecologi-
cal exams. Things hurt. A lot. 
Women friends joked with me: “Now 
you know how we feel!” I got little 
dotted tattoos by my hip joints to help 
guide lasers during radiation. Parts of 
my anatomy that I thought only my 
wife should be handling now seemed 
semi-public. 

I made new friends. There 
was an instant bond with other 
patients in the waiting room. 
Occasionally, I’d see an old friend 
there – “I never knew you had 
cancer, too!” During my 44 radiation 
treatments, I brought M&Ms to my 
therapists every day. They see lots of 
fear, pain and death, and tend to burn 
out quickly. I wanted to cheer them 
up. We joked as they arranged me 
on the table before leaving the room 
so they could set these gigantic Star 
Wars pieces of equipment rotating 
around my body, blasting radiation. I 
brought my iPod, and they played my 
music for me – Beatles, Willie Nelson, 
Guns ’N Roses, Bob Marley. Loud! 

Things got rough in about six 
weeks. Radiation kills cancer cells, but 
it also raises havoc with everything 
else. Not only my prostate, but my 
bladder, urethra and intestines were 
getting fried. Everyday bodily func-
tions became excruciatingly painful, 
and sometimes just impossible. There 
was a 2 a.m. emergency room visit 
where a catheter was inserted, and I 
wound up having to self-catheterize a 
few times a day for two months. 

I drove myself to the treatments 

until the final two weeks, but by then 
the radiation and lack of sleep had 
left me exhausted. It was one of the 
lowest points of my life, and I will 
always remember the friends who 
quickly volunteered to drive. A few 
weeks after my radiation ended July 

10, I began feeling better, and today 
I’m hiking my beloved trails again, 
cancer-free. 

LESSONS LEARNED
Believe it or not, much good came 
of this. I have learned to cherish 
everyday things about how my body 
works – things I used to take for 
granted. I have come to appreciate, 
like never before, that my time here is 
finite and that how I use my time to 
help others is more important than 
anything else. And I have an espe-
cially deep desire to help people who 
have cancer, keenly aware that at my 
darkest moment, a sunrise was soon 
coming, while for others, like my dad 
and Paul’s uncle, the darkness would 
soon be forever. 

Please get yourself screened for 
cancer. Don’t put it off. If you are a 
man over 50, get your PSA checked 
every year. I let it go three and a half 
years, and it nearly killed me. It hap-
pened to me. It can happen to you. n 

I got little dotted tattoos by 
my hip joints to help guide 
lasers during radiation.

At Warren’s ‘Adios, Cancer!’ party, 
catered by one of his radiation ther-
apists, everyone got a pin to wear. 

After his 44th and final radiation treatment, 
Warren got a ‘diploma’ for having gone 
through it all. Here he is on the radiation 
table, with one of his therapists. 






