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Tai Pei® features the fun and delicious Asian cuisine 
your customers are longing for. And thanks to its 

exciting new package design, it’s just another reason 
they won’t be on your shelves for long.
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good fortune in every box.
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Yes, it’s been a long time 
coming, but SuperTarget’s 
aim has really improved. 
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For instant service or more information, contact us at
800-854-3255

Bridgford Foods, P.O. Box 3773, Anaheim, California 92803
www.bridgford.com

Bridgford products are simple to prepare and have that special “home-baked flavor” everyone loves!
Your customers will appreciate the convenience, as well as the exceptional quality. All Bridgford products

are supported with Free Standing Insert ads in newspapers and strong promotional programs. 

Frozen Ready-Dough®, Heat & Serve Rolls and Exciting New Monkey Bread!

048-1166 Bridgford 02_8.125 x 10.875  5/29/12  11:32 AM  Page 1



OUT WARREN’S WAYOUT WARREN’S WAY

Warren Thayer, Editor
warren@fdbuyer.com 

WELCOME 
BACK, 
RHONDA!
This month I welcome back 

Rhonda Retailer and Vinnie 
Vendor, who will now con-

tinue their fisticuffs on a regular 
basis on these pages. Yes, they 
used to be called Betty Buyer and 
Sammy Seller before I put them 
on hiatus, but those names never 
sounded right to my ear. 

You see, they were born as 
Rhonda and Vinnie 
on the pages of an-
other magazine I used 
to edit, but when Paul 
and I launched Frozen 
& Refrigerated Buyer, 
it somehow seemed 
appropriate to change 
their names. That other 
magazine is folding, 
however, so I figure it is 
okay to resurrect my old pals under 
the names I originally gave them. 

The controversial duo took nearly 
a year off because some of you felt 
they played too rough. And besides 
that, I needed to refuel the idea 
anyway. So now it’s back, and I’ll be 
welcoming ideas for their monthly 
skirmishes. It’s an easy way to 
sound off without getting your 
name in print, so please feel free to 
call 603-252-0507. Operators are 
standing by. 

 *  *  *
Moving right along… Last Au-

gust, our Getting Personal column 
at the back of the magazine fea-
tured Beaver Street Fisheries exec 
Rick Armstrong and his daughter 
Kelly, who were laying plans to 
climb Mt. Kilimanjaro in Africa, 
raising money for a charity along 
the way. Well, I got an e-mail from 
Rick saying he and Kelly summited 
Feb. 12 at 7:45 a.m. He’s back in the 
office, doing fine, albeit with the 
loss of a nail on his big toe. “Trip 

of a lifetime,” he says. Meanwhile, 
“surfer dude” Mark Hannay, the 
subject of another Getting Personal 
last April, reports that his son Josh 
is back in the frozen food business, 
working for Kellogg’s. 

 *  *  *
To avoid a duel at dawn between 

my partner, Paul Chapa, and me, I’d 
like to seek input from you gentle 
readers who surely would not want 
to see harm done to either of us. 
Paul likes cover stories on retailers 
each month. You know, Costco, Su-
perTarget, that sort of thing. Over 
the years, my stories have drawn a 

seemingly random 
mixture of praise 
and furious outrage. 

I, however, would 
prefer to do some 
cover stories on the 
issues of the day. 
You know, pricing 
strategy, promotion, 
loyalty programs, 
that sort of thing. 
Paul says he won’t be 

able to sell ads against those stories 
and what’s more, some manufactur-
ers today just hire PR agencies and 
figure they don’t have to advertise. 

Well, I’ll concede that it is a pain 
to get so darn many calls from 
gum-chewing PR children hyp-
ing the most exciting new frozen 
food in the world. But of course it 
is also a pain if these child laborers 
take the place of advertising, which 
keeps this magazine coming to you. 

But I digress. While I do want to 
stay in business, Paul says stories on 
pricing and such won’t sell adver-
tising and we have to stick with 
retailer cover stories. 

“Do not!” I said. “Do too!” he 
said. “Do not!” “Do too!” Drop a 
note and help us out, okay? But only 
if you agree with me. n

VoLuMe 4 ISSue 7
Warren Thayer
Editor, Managing Partner
warren@frbuyer.com 
603-252-0507
Paul Chapa
Sales Director, Managing Partner
paul@frbuyer.com 
913-481-5060
Mike Barr
Sales Manager  
mike@frbuyer.com 
331-999-4399 
Janet Matz
Art Director
janet@frbuyer.com
Denise Leathers 
Executive Editor
denise@frbuyer.com 
215-489-5090
Contributing Editors:
Johnny Harris, Dan Raftery, Randal 
Constant, Mike Friedman, Chef Rick 
Tarantino, and Rhonda Retailer.

EDITORIAL ADVISORY BOARD
Dan Raftery, 
Raftery Resource Network
Todd Hale, Nielsen
Bob Anderson, former vp of 
private label, Wal-Mart
Johnny Harris, 
Johnny L. Harris Consulting
Skip Shaw, National Frozen 
& Refrigerated Foods Association
Ellen Schmitz, 
SymphonyIRI Group
Kraig Naasz,
American Frozen Food Institute
Bill Hudson,
Global Cold Chain Alliance
Mathew Mandeltort,
Technomic

Published by CT Media Partners,
Postmaster: Send address changes to CT Media 
Partners, PO Box 342, Norwich, VT 05055

U.S. subscriptions $40 per year.

6 www.frbuyer.com  MARCH 2013

T. Marzetti Company      1105 Schrock Rd.      P.O. Box 29163      Columbus, OH 43229-0163
614-846-2232      Fax 614-842-4186      www.marzetti.com      www.sisterschuberts.com

C

M

Y

CM

MY

CY

CMY

K

14-4602_FDBAd2012_fp.pdf   1   September/21/12   2:11 PM



T. Marzetti Company      1105 Schrock Rd.      P.O. Box 29163      Columbus, OH 43229-0163
614-846-2232      Fax 614-842-4186      www.marzetti.com      www.sisterschuberts.com

C

M

Y

CM

MY

CY

CMY

K

14-4602_FDBAd2012_fp.pdf   1   September/21/12   2:11 PM



8 www.frbuyer.com  MARCH 2013

You Provide the Store, We Provide the Sizzle.

HUMMUS   •   SALSAS   •   FIRE ROASTED VEGETABLES   •   RICE DISHES   •   DIPS   •   SOUPS   •   PASTA BLENDS   •   SKILLET MEALS

Select Store Brands, one of the 
hottest growing manufacturers in 
the country has now gone cold

cold SaladS that iS!
If your Store Brand is in need of unique hot items, 

Cold Salads is the answer: Caribbean Rainbow, 

Greek Orzo, or even Fire Roasted Apple Wheatberry 

are just a few. 

Contact Bobby Ray at bray@SelectStoreBrands.com 

to set up a collaborative meeting. Hot or Cold our 

chef inspired ideas will make your freezer and deli 

cases SIzzLE!

1.877.980.4295  |  www.SelectStoreBrands.com

FRBuyer_SSB_MarchAd_M1.indd   1 2/20/13   2:29 PM

NEW PRODUCTS

Special K Frozen Breakfast
The Kellogg Co. (www.kelloggs.com), Battle Creek, 
Mich., introduces a pair of Special K frozen break-
fast products. A 
good source of 
fiber and protein, 
Special K Flat-
bread Breakfast 
Sandwiches 
come in three 
varieties, each 
with 240 or 
fewer calories: 
Sausage, Egg and 
Cheese; Ham, 
Egg and Cheese; 
and Egg with 
Vegetables and Pepper Jack Cheese. Ready to eat 
in 90 seconds, they come in four-count, 16.4-ounce 
boxes with a $5.99 suggested retail price. Also new: 
Special K Red Berry Waffles inspired by Special K 
Red Berry cereal. Also a good source of fiber, the 
low-fat waffles come in 10-count, 12.3-ounce pack-
ages with a $3.39 SRP.

Shrimp Spring Rolls
SeaPak Shrimp & Seafood Co. (www.seapak.com), 
St. Simons Island, Ga., introduces oven-ready frozen 

shrimp spring 
rolls. Ready 
to eat in 
less than 15 
minutes, the 
handmade 
snacks feature 
tender shrimp 
and crispy 
vegetables 
tucked inside 
crunchy 

wrappers. Ideal for snacking or a simple meal, each 
spring roll contains 170 calories and 9 grams of fat. 
Suggested retail is $9.99 
for a 20-ounce, 16-count 
package.

Greek Frozen Yogurt Bars
Boston-based Apollo Food 
Group (www.teamyasso.
com) expands its Yasso 
line of frozen Greek yogurt 
bars with three new flavors: 
Coconut, Mango and Vanilla 
Bean. Made with rBST-free 
milk, each 3.5-ounce bar 

contains 80 calories, at least 6 grams of protein and 
no artificial sweeteners. They’re also gluten-free 
and fat-free (except for coconut, which contains 0.5 
grams of fat). Offered in four-count, 14-ounce pack-
ages, the all-natural, certified-kosher bars typically 
retail between $4.99 and $5.49.

BBQ Chicken Pizza
La Jolla, Calif.-based Kashi (www.kashi.com) adds a 
sixth flavor to its line 
of frozen all-natural, 
thin-crust pizzas. 
BBQ Recipe Chicken 
features tender 
white meat chicken, 
caramelized onions, 
mozzarella and 
cheddar cheeses and 
cherrywood smoke-
flavored barbecue 
sauce atop a wood-
fired crust made 
with Kashi’s signa-
ture seven whole grains and sesame with flaxseed. 
Each 12-ounce pizza has three servings with 5 grams 
of fiber, 15 grams of protein and 10 grams of whole 
grains. Suggested retail is $5.99.

Premium Gelato
Nestlé Dreyer’s Ice Cream Co., Oakland, Calif., 
launches a line of smooth, creamy gelato under 
its super-premium 
Häagen-Dazs brand 
(www.haagendazs.com). 
Made with ingredients 
including Madagascar 
vanilla, Brazilian coffee, 
and Oregon cherries, the 
collection features seven 
Italian-inspired flavors: 
Stracciatella, Sea Salt Cara-
mel, Dark Chocolate Chip, 

Vanilla Bean, Cap-
puccino, Limoncello 
and Black Cherry Amaretto. Available 
in 14-ounce cartons, the frozen treat 
carries a $4.79 suggested retail. Sea Salt 
Caramel and Vanilla Bean are also avail-
able in 3.6-ounce cups with a $1.49 SRP.

Dark Chocolate Milkshake
Lynnfield, Mass.-based H.P. Hood (www.
hphood.com) expands its premium 
line of Hershey’s milk and milkshakes 
with a Special Dark Milkshake variety. 
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NEW PRODUCTS

Made with low-fat milk and Hershey’s 
chocolate, the drink comes in 12-ounce 
plastic bottles.

Flatbread Breakfast Sandwiches
The Hillshire Brands Co. (www.
hillshirebrands.com), Chicago, adds 
Flatbread Sandwiches to its better-
for-you Delights by Jimmy Dean 
frozen breakfast lineup. Served on 
honey wheat flatbread, the micro-
waveable sandwiches come in: Turkey 
Sausage, Egg & Cheese; Bacon, Egg & 
Cheese; and meatless Egg White with 

Spinach & Mozzarella-
Style Cheese. Ready 
to eat in less than 
three minutes, the 
sandwiches contain 
250 calories or less 
and 11 to 15 grams of 
protein. Offered in 
four-count, 12.8- to 
16.4-ounce packages, 
they carry a $6.99 
suggested retail.

Low-Cal Cheeses
Green Bay, Wis.-based Schreiber Foods expands 
its Weight Watchers cheese lineup (www.weight 
watchers.com) with three new products. To its 
string cheese array, it adds a spicy Jalapeno vari-

ety that contains 50 
calories, 6 grams of 
protein and a Points- 
Plus value of 1 per 
stick. Suggested retail 
is $4.32 for a 12-count, 
10-ounce pack-
age. The company 
also rolls out two 
flavors of reduced-
fat whipped cream 
cheese spread: Choc-
olate and Chocolate 
Raspberry. Offered in 

8-ounce tubs, both contain 33% less fat than regu-
lar cream cheese plus 2 grams of fiber, 60 calories 
and a PointsPlus value of 2 per serving. Suggested 
retail price is $2.52.

Black Cherry Chocolate Chip Pints
Cincinnati-based Graeter’s Manufacturing Co. 
(www.graeters.com) adds Black Cherry Chocolate 
Chip to its line of premium ice cream. Made by 

hand 2.5 gallons at a 
time using the tradition-
al French pot method, 
the new flavor features 
naturally flavored 
cherry ice cream packed 
blended with sweet, 
dark cherries from the 
Pacific Northwest and 
Graeter’s signature 
chocolate chips. Sug-
gested retail is $4.99 per pint.

Skillet Meals for Two
Contessa Premium Foods (www.contessa.com), 
Commerce, Calif., debuts a line of skillet meals for 
two under Ina Garten’s Barefoot Contessa brand. 
Based on the celebrity 
chef’s favorite recipes, 
Barefoot Contessa Sauté 
Meals for Two come in 
nine varieties, including 
Penne Pasta with Five 
Cheeses, Sesame Chicken 
& Noodles, Beef Stew 
Bourguignon, Tequila Lime 
Chicken, Shrimp Scampi & 
Linguine, Creamy Chicken 
Stew, Pasta Carbonara 
with Pancetta, Garlic 
& Ginger Chicken, and 
Jambalaya. Easy to prepare 
in a standard sauté pan, 
the 22-ounce dinners are 
ready to eat in about 10 
minutes. Suggested retail is $8.99.

Aussie-Style Yogurt
Noosa Finest Yoghurt (www.noosayoghurt.com), 
Bellevue, Colo., rolls out a seventh flavor of its 
all-natural Australian-style yogurt. Noosa Passion 
Fruit features whole passion fruit puree blended 
with velvety, Australian-style yogurt infused with 
Colorado clover alfalfa honey. Like the rest of 
the Noosa line, the new variety also includes the 
fruit’s fleshy 
seeds (“pips”) for 
added texture, 
flavor and nutri-
tion. Offered in 
clear containers 
so consumers 
can see what’s 
inside, the yogurt typically retails for around $2.49 
(8 ounces) and $4.79 to $4.99 (16 ounces).
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Watch the sales rise.

A l l  N a t u r a l  L e m o n a d e  •  S u n B r e w  I c e d  T e a

Contact the Turkey Hill Dairy Sales Department, 800-873-2479 
Email: trela@turkeyhill.com 
2601 River Road, Conestoga, PA 17516  |  turkeyhill.com

It’s a new day for premium drink sales. Consumers are thirsty for more natural options. 

So stock up on our new All Natural Lemonade and expanded line of SunBrew Iced Tea. 

Naturally refreshing, they light up sales like no other brand. 



F A C T O I D S

FASTEST
REFRIGERATED

BY BESSIE BOVINE
Sales of dairy products in 

supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined topped $17.79 billion 
during the 12 weeks ended Jan. 27, 
1.9% more than the same period a 
year ago, reports Chicago-based 

market research firm SymphonyIRI Group. 
Units rose 0.7% to 6.76 billion, and volume 
expanded 1.8% to 55.82 billion. Percentage 
of volume sold with merchandising support 
edged up 0.3 points to 32.8%.

In the deli department, dollar sales 
jumped 2.8% to $4.98 billion while unit sales 
grew 2.3% to 1.43 billion. Volume was up 
2.0% to 1.35 billion, and volume sold with 
merchandising support increased 0.8 points 
to 36.1%.

For the 52 weeks ended Jan. 27, dairy 
sales rose 1.8% to $71.78 billion and units 
edged up 0.2% to 27.96 billion. However, 
volume fell 1.1% to 238.46 billion, while 
volume sold with merchandising support 
expanded 0.9 points to 37.0%.

In the deli department, sales were up 
2.1% to $21.95 billion and units grew 0.9% to 
6.43 billion. Volume was down 0.1% to 6.01 
billion, and volume sold with merchandising 
support jumped 1.3 points to 38.9%.

Our chart shows the fastest-growing 
refrigerated subcategories (dairy and deli 
combined), including the leading brands, 
for the 12 weeks ended Jan. 27, 2013. 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.

11%
Dollar gain by cheesecakes

(to $56,149,530). Led by No.1-seller 
private label (+23.3%), four of 

the top five brands posted
double-digit advances.

7.8%
Dollar gain by uncooked meats-no 
poultry (to $700,346,800), largest 
by a top 20 refrigerated subcate-

gory. However, volume was up only 
1.0%, suggesting the increases were 
driven primarily by price inflation.

THE DATABANK
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CRANBERRY COCKTAIL/DRINK  $8,349,614   596.3   2,905,111   607.5   124,350,300   646.5 
Simply Cranberry   $6,708,838   185,997.4   2,343,592   156,505.0   104,390,700   206,663.2 
GT’s Kombucha Synergy   $846,943   63.3   263,869   67.0   4,221,906   67.0 
ocean Spray   $356,813  *  106,115  *  6,260,768  *
Florida’s Natural   $135,954   (59.2)  44,977   (57.4)  2,653,665   (57.4)
Private Label   $121,038   (33.3)  61,236   (22.3)  5,186,101   (18.2)
Tropicana   $87,048   10.8   55,525   25.9   666,305   25.9 

MEAT/SEAFOOD SEASONING MIXES  $9,506,541   468.1   4,001,617   460.5   1,613,866   486.6 
Kraft Fresh Take   $9,422,686   491.0   3,962,707   485.3   1,591,184   526.7 
Bloemer’s   $57,519   10.4   27,273   5.9   13,637   5.9 

DINNER/SNDWCH RLLS/CROISSANTS  $2,502,098   447.3   1,183,005   562.3   766,002   419.5 
Private Label   $2,335,749   675.1   1,143,428   695.8   722,336   568.9 
Café Valley Bakery   $75,290   (23.6)  11,822   (23.6)  19,950   (23.6)

READY-TO-DRINK COFFEE  $21,828,650   255.9   6,163,852   198.2   300,855,500   454.4 
International Delight   $15,363,460   1,873.8   3,872,417   1,888.8   252,224,000   1,805.0 
Bolthouse Farms Perfectly Protein   $4,223,556   (14.5)  1,408,124   (12.3)  31,628,730   (16.0)
Bolthouse Farms Protein Plus   $1,790,289 * 631,127 * 12,199,910 *
upstate Farms   $175,255   7.1   130,226   2.0   2,083,617   2.0 
Silk   $92,759  *  21,304  *  1,363,476  *
Private Label   $91,528  *  63,535  *  489,223 *

PRCSSD/IMITATION CHEESE-ALL OTHER  $46,103,780   106.6   9,978,113   60.4   13,297,260   240.0 
Kraft Velveeta   $23,022,450  *  3,941,347  *  8,868,029  *
Private Label   $8,117,491   (16.3)  2,448,018   (13.6)  1,890,730   (10.6)
Hoffman’s   $3,023,794   (14.2)  645,971   (23.6)  336,344   (23.3)
Pace   $1,888,129  *  468,285  *  936,570  *
Apple Smoked Cheese   $1,683,157   99.7   357,031   161.2   178,515   161.2 
Hickory Farms   $1,536,667   (5.2)  349,155   (3.6)  218,222   (3.6)
Yancey’s Fancy   $1,425,563   167.7   250,110   150.0   118,829   144.7 
Boar’s Head   $879,899   72.2   156,106   73.0   78,053   73.0 
Kraft Classic Melts   $459,899   (8.6)  178,125   (1.3)  89,063   (1.3)
el Viajero   $400,772   (25.2)  106,094   (25.2)  79,570   (25.2)

COFFEE CONCENTRATE  $565,387   50.0   82,156   44.7   2,096,359   58.3 
Cool Brew   $563,705   50.0   81,813   44.5   2,091,656   58.2 

SALAD TOPPING/BACON BITS  $565,093   39.6   251,208   31.2   1,006,076   39.3 
Private Label   $404,094   32.3   213,365   32.4   741,049   44.0 
Norpaco   $53,838  *  9,235  *  55,409  *

JUICE AND DRINK SMOOTHIES  $115,735,800   32.9   34,416,700   30.8   820,931,800   43.3 
Naked   $33,617,920   26.8   9,624,156   26.0   202,161,900   29.7 
Bolthouse Farms   $30,363,120   31.0   8,521,244   31.6   247,167,300   31.4 
Naked Superfood   $11,059,340   27.1   2,507,919   20.2   73,530,940   30.3 
odwalla Superfood   $8,821,981   63.5   2,910,236   25.3   56,747,660   103.6 
Naked Protein Zone   $6,927,345   21.9   1,964,285   22.7   33,578,970   22.4 
odwalla   $5,971,862   11.8   2,228,719   19.8   35,742,730   10.1 
Silk Fruit&Protein   $4,964,515   969.1   1,924,600   1,064.4   85,615,070   1,133.2 
odwalla C Monster   $3,451,069   25.6   1,279,530   23.3   20,757,380   32.8 
Bolthouse Farms C Boost   $3,135,970   8.8   1,011,986   11.7   24,102,690   8.2 
Naked Well Being   $2,433,312   21.6   484,343   11.0   15,873,230   13.0

LARD  $1,817,486   20.5   434,655   24.7   1,133,770   29.6 
John Morrell Snow Cap   $1,486,100   18.1   308,799   24.9   999,601   28.4 
Lundy’s   $113,669   6.7   60,000   9.1   60,000   9.1 

VEGETABLE JUICE/COCKTAIL  $13,480,970   19.2   3,208,305   20.5   117,425,000   13.4 
Bolthouse Farms   $10,134,410   24.0   2,458,249   27.3   86,862,460   17.5 
odwalla   $1,987,604   (19.6)  369,547   (31.1)  23,553,540   (6.8)
evolution essential Greens   $306,362   96.8   65,017   89.3   988,254   89.3 
evolution Fresh   $292,838  *  61,950  *  941,644  *
evolution Fresh essential Vegetable   $164,029  *  37,642  *  572,156  *
Kevita   $153,850   3,898.1   54,217   4,297.0   867,471   4,297.0 
Barsotti   $58,492   3.6   13,688   (2.6)  693,702   3.4 
earthbound Farm organic   $57,732   6.2   13,237   4.1   423,592   4.1
Columbia Gorge   $52,854   22.2   13,504   10.0   216,068   10.0 



The 
Breakfast Project

 s��� you up w��� 
ev�ryt��ng you n�ed.

Download your free Breakfast Project tools now, at gotmilksales.org

❋   Download logos for use in circulars, direct mail, 
loyalty programs and POS displays

❋   Order free a la carte Back-to-School POS and 
other free breakfast tools

❋   Find materials to design attention-getting displays 
like bunker cards or sampling banners

❋   Get social media ideas and content, plus free help-line 
access to take your efforts to the next level

Encouraging customers to eat breakfast 
at home is an $8.9 billion retail growth 
opportunity.1 And since Back to School 

means back to breakfast for kids everywhere, 
the perfect time to start driving breakfast 

sales is now. MilkPEP makes it easy, with a 
new free, fully integrated promotional campaign 

called The Breakfast Project. It’s a no-cost, turnkey program 
including everything you need to maximize sales in your store 
by encouraging breakfast at home.

Back to School is the perfect time to 
drive breakfast and sales.

¹ The NPD Group’s National Eating Trends® service, 2000-2010, 
and Prime Consulting Group analysis. NPD and Monitor Breakfast Consumption Study, 2011, and Prime Consulting Analysis.

  © 2012 America’s Milk Processors.
 got milk?® is a registered trademark of the California Milk Processor Board.

backtoschool_frozendairybuyer.indd   1 8/22/12   6:03 PM
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-10.2%
Dollar loss by cream cheese 

bricks (to $217,881,500),
the largest refrigerated

subcategory to register a
double-digit decline. On the 

plus side, the soft cream 
cheese segment rose 14.9%

(to $159,758,000), offsetting 
most of the deficit.

2,000
Number of calories in the new 

“Triple Triple,” a nine-patty 
cheeseburger just added to the 
menu of fast food chain Jake’s 
Wayback Burgers. Originally 

developed for an eating
competition (fastest time:

1 minute, 51 seconds), it’s now 
available everyday for $12.99.

$5,377,008
Dollar sales racked up by 

Smart Balance Butter, a strong 
performance by a product in 
distribution less than a year. 

Already a top seller in the 
margarine/spreads/blends 
segment, the brand recently 

cracked the butter subcatego-
ry’s top 10 as well.

693.1%
Dollar gain by private label 

bread (to $27,505), biggest by
a store brand refrigerated 
product. Second-biggest

was in the same category:
a 675.1% gain by private
label dinner/sandwich

rolls/croissants (to $2,335,749).

-0.1%
Dollar loss by Nestlé Coffee 

Mate (to $250,709,500), which 
recently surpassed Tropicana 
Pure Premium (+6.0%) as the 

largest single brand in the 
refrigerated department. 

Despite flat sales by the leader, 
the coffee creamer segment 
expanded another 5.8% to 

$470,230,500.

GRATED CHEESE  $37,922,200   18.7   11,176,110   17.2   5,974,960   14.2 
Private Label   $20,037,170   (4.4)  7,104,772   (2.4)  3,475,434   (7.1)
Kraft   $7,862,301   312.7   1,830,173   731.2   1,217,047   223.9 
Di Giorno   $1,292,712   (11.9)  288,437   (13.0)  108,164   (13.0)
Belgioioso   $1,169,017   48.3   281,559   42.3   105,944   71.3 
Argitoni   $1,050,133   149.8   71,760   149.5   143,520   149.5 
Il Villaggio   $667,333   18.2   111,838   15.9   48,929   15.9 
Crystal Farms   $568,076   28.1   169,978   25.8   84,989   25.8 
Stella   $348,868   14.3   98,351   18.9   30,735   18.9
La Chona   $339,462   22.2   72,393   26.0   69,434   20.9 
Fud   $314,514   (2.6)  85,987   (3.2)  61,172   (1.5)

ALL OTHER SIDE DISHES  $31,976,020   17.3   9,221,774   14.8   10,435,460   14.9 
Bob evans   $14,814,520   18.9   4,561,809   13.2   5,429,659   14.2 
Private Label   $6,598,434   16.9   1,947,714   14.3   1,962,948   20.0 
Reser’s Fine Foods   $1,621,870   41.7   206,436   24.5   516,090   24.5 
Reser’s Main St. Bistro   $1,064,890   91.8   261,548   78.9   326,935   78.9 
Reser’s   $1,011,512   4.9   281,693   (2.4)  329,701   (8.5)
Hormel Country Crock   $635,422   (13.1)  195,953   (10.1)  247,190   (10.9)
Garden Highway Chef essentials   $605,569   77.5   132,728   83.1   61,924   77.5 
Food Merchants   $430,220   9.9   121,264   8.8   136,422   8.8 
Fortune   $396,045   11.9   169,818   15.7   118,602   11.1
Modern Mushroom   $366,882   (0.1)  81,975   (1.3)  40,987   (1.3)

BAKED BEANS  $3,302,176   16.9   892,007   14.5   1,295,110   14.1 
Private Label   $2,467,345   8.1   696,201   6.0   1,018,809   7.0 
Melissa’s   $282,385   259.4   78,484   302.0   86,481   302.0 
Zarda   $251,779   8.2   43,225   3.6   88,616   5.8 
Del Real   $98,906   128.4   24,639   119.2   36,959   119.2 

PEANUT BUTTER  $771,296   16.0   170,890   22.5   182,270   10.0 
old Home   $402,193  *  109,604  *  103,223  *
Parkers Farm   $244,902   (52.4)  39,331   (65.2)  50,153   (61.0)
Private Label   $92,636   (21.4)  14,349   (25.1)  21,222   (30.2)

SOFT CREAM CHEESE $159,758,000   14.9   64,219,630   24.7   38,808,340   30.9 
Kraft Philadelphia   $105,970,900   15.9   39,833,040   25.0   26,337,520   36.7 
Private Label   $33,216,810   15.6   18,232,010   29.5   9,727,891   25.5 
Kraft   $4,288,477   (3.7)  1,423,386   (5.9)  444,808   (5.9)
Belgioioso   $4,199,603   3.5   957,933   5.7   516,582   8.9 
Laughing Cow Smooth Sensations   $3,824,869   1,205.8   1,326,954   3,469.1   497,608   1,106.6 
Alouette   $1,073,140   (3.7)  289,512   8.3   110,131   1.4 
Tofutti   $974,362   1.8   281,418   (3.4)  140,709   (3.4)
Vermont Butter & Cheese   $775,813   13.5   142,982   13.3   66,783   12.7 
Crystal Farms   $666,413   (11.3)  327,290   (12.7)  167,805   (13.2)
Schreiber Weight Watchers   $286,651   (53.8)  100,612   (55.4)  50,306   (55.4)

TEAS  $140,113,600   14.5   63,283,160   12.2   5,622,539,000   10.4 
Red Diamond   $24,574,050   5.2   10,306,040   8.7   1,176,468,000   10.3 
Gold Peak   $24,313,460   47.6   9,962,650   44.8   622,921,500   53.5 
Private Label   $20,162,360   8.2   11,404,710   5.2   1,188,585,000   4.1 
Turkey Hill   $14,117,540   3.4   7,299,926   4.0   559,364,700   3.0 
Milo’s   $12,023,600   14.4   4,390,658   11.6   516,156,400   14.4 
Swiss Premium   $10,372,590   (5.2)  4,957,031   (7.8)  486,999,000   (3.6)
Turkey Hill Nature’s Accent   $7,288,086   (3.4)  3,417,809   (4.1)  303,577,100   (1.9)
Bolthouse Farms Perfectly Protein   $5,781,200   (1.3)  1,656,055   0.8   45,718,650   (3.1)
GT’s Kombucha Synergy   $4,628,058   103.4   1,439,235   109.6   23,027,760   109.6 
Lipton Pureleaf   $2,332,847  *   941,580  *   55,553,190  * 

PEPPERS/PIMENTOS/OLIVES  $1,863,485   13.7   447,994   7.1   263,295   (1.5)
DeLallo   $793,621   687.5   113,424   639.8   92,332   666.4 
Norpaco   $394,321   (30.9)  35,256   (37.3)  65,845   (39.3)
Private Label   $301,290   3.1   236,740   1.2   61,070   (3.1)
DeLallo Pepperazzi   $85,792  *  12,476  *  9,357  *
Divina   $62,880   (28.6)  12,057   (31.0)  4,786   (30.1)

KEFIR/MILK SUBSTITUTES/SOYMILK  $225,283,200   13.3   69,857,390   15.8   274,894,300   16.0 
Silk   $54,659,650   (14.9)  15,612,850   (13.8)  67,792,240   (14.1)

*Number is either not available, or very high, indicative of a recent launch working off a small base.              
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F A C T O I D S

FASTEST
FROZEN

BY PETER PENGUIN
During the 12 weeks ended 

Jan. 27, sales of frozen foods in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar 
stores combined surpassed 

$11.88 billion, a 1.8% increase 
compared with the same period a year 
earlier, according to Chicago-based market 
research firm SymphonyIRI Group. Both 
units and volume edged up 0.6%, to 3.55 
billion and 4.89 billion, respectively, while 
volume sold with merchandising support 
rose 1.2 points to 37.1%.

For the 52 weeks ended Jan. 27, dollars 
jumped 1.8% to $51.72 billion, but units 
fell 1.4% to 15.39 billion and volume slid 
1.4% to 22.02 billion. Volume sold with 
merchandising support expanded 0.2 points 
to 38.3%.

Our chart shows the fastest-growing 
frozen department subcategories, 
including the leading brands, for the 12 
weeks ended Jan. 27, 2013. 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.

2.4%
Dollar gain by meat substitutes 

(to $86,594,820), despite losses by 
seven of the 10 best-selling brands, 

including the top three. Strong 
sales by Nos. 3 and 4, Gardein 

(+78.3%) and Tofurky (+29.3%), kept 
the segment in the black.

7
Months it took to cure a ham in 

pre-refrigeration days. Hogs slaugh-
tered in the fall were usually ready 
to eat by spring, which is how ham 

became the traditional Easter meal.

23.75
Weight in pounds of the largest 
newborn ever recorded. He was 

born in 1879 to Canadian giantess 
Anna Bates, who measured 7 feet 

5.5 inches when she gave birth.

THE DATABANK
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COOKIE DOUGH  $8,069,019   310.2   1,902,871   298.4   3,495,891   575.2 
Pillsbury   $3,361,723  *  449,486  *  2,107,909  *
Nestlé Tollhouse ultimate   $1,963,428  *  749,621  *  749,621  *
Weight Watchers Smart ones   $1,470,756   343.9   471,265   366.3   248,592   366.3 
Gregory’s   $457,502   72.1   50,818   65.7   164,145   66.8 
Complete Recipe   $364,709   (0.9)  76,485   (5.3)  96,187   (5.3)
Nestlé Tollhouse   $171,522  *  46,236  *  52,016  *
600 lb. Gorillas   $61,739   (11.9)  14,496   (15.1)  16,308   (15.1)
Sweet Martha’s   $61,098   (46.9)  12,832   (48.4)  16,420   (56.0)

TORTILLA/EGG RLL/WONTON WRPRS  $1,063,666   117.7   295,425   25.5   376,044   107.4 
Tai Pei   $544,837  *  54,639  *  191,236  *
Simex   $154,366   (0.6)  50,521   (0.8)  42,500   (1.4)
Bestaste   $110,953   0.2   56,469   (8.6)  38,822   (8.6)
Banh Trang   $107,704   13.1   42,626   8.3   31,969   8.3 
Spring Home   $50,908   0.5   36,545   (4.1)  27,363   (4.0)

TORTILLAS  $962,019   40.5   359,778   48.2   489,857   67.7 
Food For Life  $243,051   22.3   70,324   13.9   52,743   13.9 
La Popular   $196,353   163.0   84,835   145.7   63,627   145.7 
Goya   $159,212   8.0   29,961   4.3   52,113   10.3 
Lobo   $79,056  *  40,524  *  113,060  *
Tortilleria   $71,667   46.8   57,494   45.1   107,801   45.1 
el Sembrador   $50,220   (5.4)  30,839   (8.7)  30,795   (8.8)

PIZZA CRUSTS/DOUGH  $6,287,220   37.9   1,955,073   32.4   2,346,552   53.3 
Private Label   $1,488,340   1,828.4   472,684   978.4   558,105   1,143.3 
Freschetta   $1,045,974   (37.5)  257,838   (40.0)  399,512   40.0 
udi’s   $956,531   50.8   184,484   51.3   92,242   51.3 
Kinnikinnick Foods   $306,682   (2.6)  37,625   0.5   49,382   0.5 
House of Pasta   $208,513   2.3   77,572   1.7   155,145   1.7 
Stefano’s   $196,945   49.4   110,440   46.3   110,440   46.3 
Tiseo   $173,188   (1.7)  103,096   0.5   103,096   0.5 
Calise & Sons Bakery   $160,522   3.5   106,964   3.1   106,964   3.1 
Portesi   $152,310   24.7   30,391   14.8   41,787   14.8
Delimex   $139,323  *  31,350  *  32,332  *

FROZEN YOGURT/TOFU  $62,597,490   35.0   17,346,840   47.8   37,489,220   18.3 
Private Label   $11,682,600   15.4   3,755,730   30.7   11,987,200   10.6 
Healthy Choice   $6,344,237  *  2,066,423  *  1,702,780  *
Ben & Jerry’s   $4,654,957  *  1,428,975  *  1,175,450  *
Ben & Jerry’s Froyo   $4,232,509   (0.7)  1,046,070   2.3   1,046,070   2.3 
Kemps   $3,591,469   15.3   976,489   17.2   2,930,599   17.2 
Wells’ Blue Bunny   $3,166,397   11.9   756,552   13.2   2,647,931   13.2 
Dreyer’s/edy’s Slowchurned   $2,717,525   (33.0)  713,472   (27.6)  2,145,935   (27.4)
So Delicious   $2,570,002   55.0   469,221   47.2   469,221   47.2 
Häagen-Dazs   $2,223,543   (25.0)  576,138   (19.1)  504,120   (19.1)
Turkey Hill   $1,862,376   (4.5)  599,138   (4.0)  1,797,415   (4.0)

BREAKFAST HANDHELD  $218,965,500   18.0   46,444,660   17.9   50,782,140   16.3 
Jimmy Dean   $92,011,780   11.9   13,681,490   8.7   21,528,000   12.7 
Jimmy Dean Delights   $24,772,270   1,370,015.2   3,804,943   880,451.2   5,526,537   1,741,733.3 
odom’s Tennessee Pride   $15,534,320   16.1   2,965,033   27.1   3,517,232   16.1 
Kellogg’s Special K   $14,492,400  *  2,502,158  *  2,854,304  *
Private Label   $14,327,290   12.7   3,975,971   52.4   3,633,904   4.3 
Hot Pockets   $7,064,538   8.2   3,083,714   9.3   1,905,175   10.2 
Wght Wtchrs Smrt Ones Morning Express   $7,009,682   (19.5)  2,445,270   (17.4)  1,351,296   (16.4)
Tennessee Pride   $5,887,792   (21.8)  1,276,583   (14.7)  1,570,799   (23.6)
Pillsbury   $3,294,124   (42.0)  1,270,459   (41.7)  587,587   (41.7)
Jimmy Dean D Lights   $1,108,698   (93.9)  189,803   (93.1)  221,406   (94.7)

FRUIT  $186,497,600   15.0   44,129,480   7.8   60,079,090   14.0 
Private Label   $120,760,500   14.1   28,932,060   7.6   36,789,990   12.4 
Dole   $24,066,780   3.6   4,690,653   (5.7)  8,522,651   7.9 
Wyman’s   $7,232,584   19.9   1,367,793   12.4   2,222,719   19.5 
Townsend Farms   $5,623,226   32.2   653,696   33.4   1,961,088   33.4 
Dole Ready Cut Fruit   $3,566,079   2.4   730,414   (4.0)  1,628,109   2.7 
Sunrise Growers   $3,494,030   1,137.5   738,577   536.7   1,152,852   983.9 
Goya   $3,132,184   17.7   1,293,743   14.6   1,168,142   14.9 
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*Number is either not available, or very high, indicative of a recent launch working off a small base.              

Cascadian Farm   $2,820,026   24.8   741,916   22.1   426,292   21.6 
Birds eye   $2,004,439   (14.6)  1,051,996   (15.0)  487,079   (17.8)
Well Pict   $1,723,198   23.8   192,495   10.4   962,474   10.4 

CHILI  $5,498,809   14.9   1,623,564   15.6   1,900,758   10.8 
Skyline Chili   $935,063   (1.3)  264,915   (13.6)  239,579   (13.0)
Bueno   $870,997   20.6   267,363   18.8   337,324   21.2 
Gold Star Chili   $846,737   25.7   346,772   28.9   227,587   28.9 
Dolores   $564,305   16.0   116,941   0.5   146,177   0.5 
Chili Bowl   $543,113   1.5   68,786   (2.3)  332,755   (2.0)
Bueno Autumn Roast   $295,592   10.4   92,224   9.2   74,932   9.2 
Albuquerque   $219,030   17.4   55,450   55.0   99,066   (1.7)
Baca’s   $164,037   21.2   78,193   29.4   73,002   27.6 
Tabatchnick   $118,397   0.4   58,441   3.1   54,788   3.1 
Private Label   $101,024   196.6   64,191   178.6   60,178   178.6

TURKEY/TURKEY SUBSTITUTES  $256,858,000   13.1   50,621,150   5.5   76,303,600   6.1 
Jennie-o Turkey Store   $79,818,750   7.3   14,020,380   (0.0)  21,373,250   3.1 
Shady Brook Farms   $34,205,960   8.8   6,791,967   3.5   9,978,596   4.2 
Private Label   $33,003,030   33.0   6,594,766   20.3   10,532,060   17.5 
Honeysuckle White   $24,477,680   22.0   4,945,518   15.4   7,940,129   14.2 
Jennie-o   $15,930,430   35.2   3,507,133   28.3   5,587,436   21.5 
Butterball everyday   $13,494,470   14.4   3,107,729   6.6   4,261,842   5.4 
Butterball   $13,229,530   13.3   1,265,127   8.4   3,729,777   5.3 
Perdue   $9,567,560   24.3   2,661,133   17.0   2,891,833   10.5 
Foster Farms   $8,969,485   (12.4)  1,639,388   (22.8)  2,129,674   (20.6)
Harvestland   $4,704,054   9.9   1,135,432   (5.1)  1,206,190   (3.4)

OTHER VEGETABLE/FRUIT JUICE  $1,794,385   11.1   1,055,354   7.7   3,153,503   7.9 
Dole   $833,902   (11.4)  484,379   (18.2)  1,453,138   (18.2)
old orchard   $666,979   77.3   401,888   89.3   1,205,663   89.3 
Private Label   $138,833   22.5   76,549   17.1   229,646   17.1 
old orchard Premium   $123,426   (10.6)  75,017   (10.4)  225,051   (10.4)

POT PIES  $126,194,500   10.4   75,840,820   4.4   49,811,120   3.5 
Marie Callender’s   $69,404,180   5.6   22,650,620   7.5   24,796,460   3.0 
Banquet   $41,957,250   22.7   47,707,500   6.9   20,872,030   6.9 
Stouffer’s   $5,906,982   8.3   2,039,933   11.0   1,624,013   10.7 
Willow Tree   $1,762,802   33.1   331,486   26.2   473,230   31.6 
Swanson   $1,690,567   (23.4)  1,737,682   (29.8)  760,236   (29.8)
Amy’s   $1,383,903   3.9   381,905   (0.3)  180,147   (0.4)
overhill Farms Boston Market   $1,226,141   10.1   410,819   9.3   410,819   9.3 
Blake’s   $662,346   14.0   135,704   15.0   174,735   13.2 
Private Label   $415,690   (62.0)  60,311   (95.2)  135,154   (77.3)
Natchitoches   $187,719   (6.9)  36,731   (10.3)  35,756   (9.6)

CARROTS  $8,504,386   10.3   5,992,263   8.0   5,533,379   5.7 
Private Label   $4,834,629   (1.7)  3,795,265   1.7   3,719,881   1.1 
Green Giant   $2,593,294   46.7   1,598,342   25.2   1,035,401   29.8 
Hanover Gold Line   $221,239   21.3   106,659   21.9   79,994   16.3 
Del Monte   $210,900   5.9   35,893   5.9   260,226   5.9 
Pictsweet   $187,922   21.6   137,304   22.5   108,504   10.6 
Hanover Country Fresh Classics   $134,054   21.6   91,385   19.4   91,385   19.4 
Birds eye Freshlike   $97,246   3.6   78,834   6.7   78,834   6.7 
Flav-R-Pac   $65,446   5.7   48,977   17.4   48,977   17.4 
Westpac   $57,028   7.8   48,076   6.6   48,076   6.6 

PRCSSD CHICKEN/CHICKEN SBSTTTS  $755,310,100   9.3   134,630,600   7.5   204,678,000   7.3 
Tyson   $188,074,200   (0.3)  28,378,430   5.6   55,495,390   (1.2)
Private Label   $145,724,500   39.3   25,646,650   32.8   40,698,100   38.8 
Tyson Anytizers   $78,576,740   2.0   11,045,300   (2.8)  17,437,430   (7.9)
Banquet   $53,276,140   (20.8)  11,247,530   (21.7)  17,729,610   (19.7)
Tyson Grilled & Ready   $51,368,450   37.4   9,605,312   33.6   10,012,320   49.6 
Perdue   $46,523,680   4.1   8,630,821   (2.9)  14,877,110   1.1 
Foster Farms   $18,301,890   31.4   3,070,518   35.0   4,299,886   38.9 
Perdue Short Cuts   $16,856,450   (1.7)  3,728,417   (5.0)  2,212,749   (4.2)
John Soules Foods   $14,764,050   (3.1)  3,703,376   0.3   2,581,756   (0.8)

-28.8%
Dollar loss by frozen coffee 

creamer (to $632,997), largest 
by a frozen subcategory with 
at least $500,000 in sales — 
and a stark contrast to the 

product’s stellar performance 
in the refrigerated depart-

ment. Rich’s owns 99% of cat-
egory sales.

$2,446,651
Dollar sales amassed by Kraft’s 
new Cool Whip Frosting dur-
ing the most recent 12 weeks, 
one of the best performances 

by a frozen product in dis-
tribution less than a year. 

Already the third-best seller, 
behind regular Cool Whip and 
private label, it helped expand 
total whip topping sales 2.2%.

5.6%
Dollar gain by frozen dips

(to $5,590,784), thanks mostly 
to subcategory leader T.G.I. 

Friday’s 7.1% advance. But keep 
an eye on celebrity chef
Guy Fieri’s new entry in

the segment, already the 
fourth-best seller.

$40,668
Amount paid for Justin 

Bieber’s shorn locks after 
he changed his trademark 

hairstyle in 2011. The singer 
presented the clippings to talk 

show host Ellen DeGeneres, 
who later auctioned them off 
on eBay to raise money for a 
charity that rescues abused 

animals.

40.4%
Dollar gain by private label 

frozen breaded vegetables (to 
$995,094), one of the biggest 

advances by a store brand 
frozen product. Its success, 

combined with strong growth 
by Crunchtables (+651.3%) 

and Michael Angelo’s (+74.7%) 
helped the subcategory 

expand 2.6%.
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JOHNNY’S COLUMN

JOHNNY HARRIS

5 TIPS oN
MERGERS
Been there, done that. I’ve also seen countless mergers 
over the years. Here are a few things I’ve learned.

BY JOHNNY HARRIS 

As I write this, it 
seems possible 
that Harris Teeter 

will be sold in the not 
too distant future. For 
several reasons, I don’t 
wish to comment on 
that, but I would like 
to set forth some of my 
thoughts on consolida-
tion in general. 

Based on what I’ve 
seen over the years in the 
supermarket industry, consolidation can be good and bad. 
On the plus side, you get more buying power. Years ago, 
before Harris Teeter bought Food World, we were buying 
half trucks. Afterward, we were buying full truckloads, so 
we got better cost and more leverage with the manufac-
turer. 

On the minus side, lots can go wrong. This doesn’t have 
to happen, but it usually does. I wish both sides would 
go in with a better handle on what to expect and how to 
resolve issues. Here’s my checklist of issues. 

1. Make decisions, and move on. 
Being careful is one thing; being paralyzed is another. All 
too often, people are trying to score points at meetings 
or are afraid of change, so nothing gets done. This is an 
important time, and your com-
petitors are watching you. Keep 
moving. 

2. Have a plan for marrying 
up the IT systems of the two 
companies. 
That’s a struggle that pretty 
much every company goes through during a merger, 
and fumbles here are common.  My advice to anybody 
going through this is simple: Don’t rush things to meet 
an arbitrary timeline. Communicate, and get input from 
everybody who’s involved. That’s important. For example, 

if you miscommunicate any of the code numbers of the 
products you order, you’re going to have out-of-stocks, 
and that’s trouble. 

3. Don’t be in a rush to change the name on 
your storefronts or your private label packaging. 
Shoppers have built loyalty to the stores they shop, so 
keep that equity. If the company being acquired has been 
doing well, consider just leaving it alone without impos-
ing a lot of changes. Don’t tick off the shoppers by delet-
ing some of their favorite items, or forcing in a bunch of 
new items from a different region. Survey your shoppers 
about their concerns. I bet they’ll tell you they like their 
store the way it is, and are afraid that the variety and 
selection will change. Finally, if you do decide to change 
over your store brand, give your suppliers plenty of notice 
so they don’t print any more labels. 

4. Meetings are better than memos when you 
are going through a merger. 
Involve middle management, and get their input. Don’t 
just keep everything at the top management level. Middle 
managers should also get input from their direct reports. 
Memos are open to interpretation and the rumor mill, 
and they can get passed around too easily, especially if 
they are e-mailed. 

5. Do your homework if you want to keep your job. 
You may be re-interviewed for your job, so be prepared. 
Know your business and the numbers behind it. Have a 
specific plan of how you are going to increase the busi-
ness of the two merged companies. Maybe you have 
ideas on how to reset the planograms and combine them. 
Whatever it is, think it all through and be ready to talk 
about it. 

* * *
Last month’s column about win-win got lots of good 

feedback from readers, for which I’m grateful. One re-
tailer said that if a broker or manufacturer presents new 
items or programs, then he or she should follow up on 
them.  “Many of times, I never hear back from them,” he 
told me. I agree that this is an excellent point. 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. He is a retired Harris Teeter 
executive and a former chairman of the National Frozen 
& Refrigerated Foods Association. 

You may be re-interviewed for your job, so be pre-
pared. Know your business and the numbers behind 
it. Have a specific plan of how you are going to in-
crease the business of the two merged companies.



CAN WE PARTNER?
We need to really work together if we’re going to succeed. 

BY VINNIE VENDOR
Rhonda, we’re going to be working really hard this year on partnering with retail-
ers like you. Here’s a brochure from our president that explains what we have in 
mind and how we might achieve new synergies together. 
But it’s not been easy partnering with you, and I’d like to take a moment and 
explain why that is. First, and you know this has been a problem for years, your 
slotting fees are out of control. We vendors could significantly reduce the national 

deficit if we put all the slotting fees into a pot and gave it to the government. 
Second, your demands for market development funds and street money don’t 
get us anywhere because you don’t use it to promote. It goes straight to the 
bottom line. Can’t we take some of these funds and fees and use them to 
move product? Some of the best retailers work dead-net and don’t ask us to 
guess what’s behind Curtain No. 1. 
I know you have pressure from Wall Street, and have to keep your eye on 
what’s happening each quarter. But so do we! It seems like you guys are 
always looking for the next nickel, and don’t do any long-term planning. 

So why don’t we let our hair down and confront the cultural and process is-
sues that divide us, and make a serious effort to be partners. Okay? 

PARTNER, SCHMARTNER! 
Show me the money, Vinnie! 

BY RHONDA RETAILER

You know, Vinnie, I don’t need more partners. I need more profits. If I see one 
more piece of glossy paper with a picture of your president’s smiling face and a 
bunch of graphs, I’m going to throw darts at it. 
This constant yammering about partnering reminds me of the boys in high school 
who couldn’t work up the courage to invite you to the prom. What are you trying to 
say, really? Just come out with it. But don’t talk to me about win-win unless you actually 
believe in the Easter Bunny. Then I’ll just feel sorry for you. 
So can we quit pretending we’re going to the prom and, who knows, we’ll live together 
happily ever after if I let you put your hand on my knee? How about we just make a 
plan to move X number of cases at Y margin in Z timeframe? Short and sweet. We 
can do it Vinnie, if you’ll just quit pretending you want to marry every retailer in 
America. Do you actually think we believe you? 
Want to be my partner, Vinnie? Here’s what you do. Bring me consumer insights 
that I can use with all my loyalty card data to help increase my sales and profits. 
Specific stuff that works, Vinnie, not whether left-handed women buy more 
cupcakes on Tuesdays when it rains. 
Try communicating honestly, without beating around the bush because you’re 
terrified you’ll lose a sale. And bring me deals that help both of us, not just you. 

Rhonda and Vinnie are pseudonyms for retailers and vendors who wish things 
could work better. Got a comment or idea? Write to warren@frbuyer.com.  
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Here’s a view of the 
Intelleflex RFID tag for 
temperature monitoring.

GOT TEMP 
CONTROL?
Trailer-level monitoring isn’t state-of-the-art anymore. 

If you track temperatures of frozen and refrigerated 
food deliveries at the trailer level, you may be missing 
key information that could shorten shelf life, cost you 

money in shrink and even endanger the health of your 
shoppers. 

That’s the word from Kevin Payne, senior director of 
marketing at Intelleflex (www.intelleflex.com), Santa 
Clara, Calif. Payne says you can’t assume that everything 
is consistent inside the trailer, since some product may 
have been exposed to improper temperatures either be-
fore it was shipped or during the shipping process. 

Payne’s company markets RFID devices that track tem-
peratures at the pallet and even the individual bin level, 
and managing the data in the cloud. This is important, he 

says, because of the need 
for traceability back to 
the source, and potential 
impacts of the Food Safety  
Modernization Act.  

Intelleflex’s first work was in the produce business. 
Here, the company found that product picked at the 
grower level was often subjected to varying degrees 

of temperature abuse 
somewhere along the line 
before it left the distribu-
tion center. The result? 
Tomatoes that rotted 
early, and fuzzy strawber-
ries found by consumers 
at breakfast. The problem 
was costing retailers and 
vendors many millions of 
dollars each year.  

Payne says that the 
company soon found 
similar problems with 
spoiled meat and poul-
try, and with French fries 
that turned black dur-
ing the cooking process 
at fast-food restaurants. 
Using visual inspection 
to predict shelf life is like 
playing three-card Monte, 
he says. 

The Intelleflex devices 
track product temperature 
throughout the entire 
supply chain, according to 
Payne, identifying prob-
lem spots at every step. 
This allows vendors and 
retailers to take action 
such as rerouting trucks so 
that endangered product 
is shipped faster. n

PRIVATE LABEL SHARE
Private label share for all outlets combined for the 52 weeks ended Jan. 19, 2013, 
according to Nielsen. Categories with sales under $2 million not included. 
CATEGORY $ SALES % CHG % SHARE PT. CHG
TOTAL STORE 109,250,365,636  3.1  17.3  0.1
FROZEN FOOD DEPT. 9,725,175,423  2.5  20.5  0.2
Baked Goods  314,473,712  2.4  14.9  0.1
Breakfast Foods  444,494,517  5.2  16.3  -0.2
Dessert/Fruit/Tops  643,030,208  11.1  38.7  0.6
Novelties  489,262,273  0.7  13.5  -0.2
Ice  190,769,473  2.6  25.9  0.0
Ice Cream  1,291,790,475  1.3  24.5  -0.3
Juices/Drinks  150,189,439  -6.9  34.6  0.2
Pizza/Snacks  617,503,369  4.1  10.4  0.5
Prepared Foods  1,413,222,215  4.6  10.1  0.4
unprep Meat/Seafood  2,376,745,956  1.2  41.2  -0.6
Vegetables  1,793,693,779  0.6  34.2  0.4
DAIRY DEPT.  22,096,128,677  -1.4  36.5  -0.9
Butter & Margarine  1,182,963,985  -7.7  31.4  -1.1
Cheese  6,062,784,749  1.5  38.3  -0.3
Cot Chs/Sour Crm/Topping  1,106,835,580  -5.5  36.1  -1.7
Dough Products  388,867,466  -1.5  19.2  -0.3
eggs-Fresh  2,260,973,212  -2.1  48.1  -1.9
Juices & Drinks  590,540,961  -3.9  10.8  -0.7
Milk  9,574,811,308  -2.3  57.0  -0.7
Puddings/Desserts-Dairy  15,535,178  -30.7  3.5  -1.0
Snacks/Spreads/Dip-Dairy  250,460,919  9.7  13.6  0.1
Yogurt  661,006,965  8.5  10.2  0.2
DELI DEPT.  2,622,721,162  9.1  27.4  1.4

EXPRESS LANE



Eggs lead the flock in dairy, 
but milk varieties have strong 
showings as well. For the full 
list,  go to our digital edition 
at www.frbuyer.com. 

Fresh eggs had by far the most 
Hot Brands — 53 — scor-
ing double-digit gains in both 

dollars and units within the dairy 
department last year. 

The data, for all channels includ-
ing Walmart for the 52 weeks ended 
Nov. 4, 2012, is from SymphonyIRI 

Group, the Chicago-based market 
research firm. 

Other segments didn’t even come 
close, which shouldn’t be a surprise 
since eggs have so many small, 
regional vendors. Skim and low-fat 
milk had 30 Hot Brands, followed by 
whole milk (28), flavored milk, egg-
nog and buttermilk (27). You could 
combine the milk segment together 
and come up with a number greater 
than 53, but you’d be counting quite 
a few of the brands twice or even 
three times.  

As a whole, the dairy department 
finished with a dollar gain of 2.8% to 
$71.3 billion, but units dipped 0.5% 
and volume was off by 2.6%. Several 
subcategories posted dollar and 
unit gains all by themselves, includ-
ing meat/seafood seasoning mixes, 
flavored spreads, grated cheese, milk 
substitutes/soymilk, cranberry cock-
tail/drink, juice/drink smoothies, 
vegetable juice cocktail, coffee 
concentrate, all other side dishes and 

ready-to-drink coffee. 
But nearly every segment — even 

those posting big losses — had shin-
ing stars. For example, both skim/
low-fat milk and whole milk posted 
losses in both dollars and units, but 
nearly led the pack with the number 
of Hot Brands. 

DATA CAVEATS
Keep in mind that some of the 
brands listed haven’t done as well 
in the most recent 12 weeks. Others 
that are doing great now but weren’t 
in distribution for the full year are 
not included. No, life isn’t fair.  

Rankings of the brands here are 
not totaled brand listings (i.e., all 
UPCs or brand extensions rolled up 
into a single figure such as Breyers 
ice cream), but are rather individual 
brand listings. 

Finally, keep in mind that category 
definitions vary and that all data, 
always, is subject to interpretation, 
consternation and indignation. n

HOT BRANDSXXXXXSPOTLIGHT: BREAKFASTSTHE DATABANKHOT BRANDS

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.
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Okay, so I’m the guy who a few years ago did 
a story on Target, and what I showed on the 
cover was a target with lots of arrows missing 

the bullseye. By a lot. 
Yeah, really creative. I know. I wasn’t the first to do 

that, and I don’t expect 
I’ll be the last. It’s an easy 
visual wisecrack that, right 
or wrong, has had staying 
power. Except that today it 
misses the mark. 

Quite a few vendors — a 
clear majority, in fact — have 

been telling me lately that Target, 
specifically SuperTarget and its 
Pfresh remodels, have been doing a bang-up job on the 
food side. Yes, there are critics, as always. But I was told 
repeatedly that Target had finally found the bullseye. 

Skeptical, I got hold of 
a copy of Kantar Re-
tail’s 2012 PoweRanking 
report, expecting to find 
Target halfway down the 
list of retailers ranked by 
leading vendors on differ-
ent attributes. It’s one of 
my industry Bibles. 

In “The Best of the Best” compos-
ite listing, 48.1% of vendors surveyed 
ranked Target as one of their top three 
choices for the honor. Walmart came 
out on top, at 51.9%. Kroger came in af-
ter Target, at 35.1%, followed by Costco, 
at 22.1%. 

Target came in second on Clearest 
Company Strategy, first on Best Job 
of Branding Stores and second (again 
behind Walmart) on Projected To Be 
Power Retailers in the Next 15 Years. 
There were other attributes, and I could 
go on, but you get the idea. It appears 
that Rodney Dangerfield got more re-
spect than Target does sometimes. 

So I e-mailed the good folk in Target’s 
public relations office and asked them a 
few questions and shamelessly begged 
to visit a SuperTarget with my camera. 
They were okay with both, although they 
found some of my questions too propri-
etary or perhaps just too nosy. (Moi??) 

As my deadline approached, Target 

SUPERTARGET
     HITS THE 

     BULLSEYE
Yes, it’s been a long time coming, but 
SuperTarget’s aim has really improved. 

BY WARREN THAYER

In the ‘Best of the Best’ composite 
listing, 48.1% of vendors ranked 
Target as one of their top three 
choices for the honor. 

The typical SuperTarget has about 25% of its space taken up by 
groceries. Frozen and refrigerated foods account for 30% to 35% 
of that. 



answered some of my questions for use as background, 
but not quotes. I was a tad confused by that, but here’s 
some background for you. 

There are more than 250 SuperTarget 
stores across 22 states. (None of them are 
anywhere near my home in Vermont, so 
I bought a plane ticket to Washington, 
D.C., so I could visit my daughter at the 
same time.) 

SuperTargets are typically about 
186,000 square feet. Groceries take up 
about 25% of that, or 46,500 square feet. 
Refrigerated and frozen items make up 

about 30% 
to 35% of 
total gro-
cery space 
(some-
where 
between 13,950 and 
16,275 square feet). Of 
that space, 40% is frozen 
and 60% is refrigerated. 
Let’s just say we’re talk-
ing about 15,000 square 
feet of space, so it’d be 
around 6,000 square 
feet of frozen and 9,000 
square feet of refriger-
ated. (Phew! I did all 
the math on that. Now, 
if Walmart can paint 

a fence in two hours and if Costco can scan     
$1 million per minute, what time will the 
train reach Minneapolis?)

Okay, back to background. Target doesn’t 
participate in National Frozen Food Month or 
any other promotions involving the National 
Frozen & Refrigerated Foods Association. (Will 
somebody please lean on them about that?)

To help grow its food business, SuperTar-
get makes use of circulars, in-store sampling, 
multiples pricing (10 for $X), “buy something 
get something” and its GiftCard promotion. 

Enough background? Thought so. Now let’s 
head to Leesburg, Va. 

THE STORE VISIT
It’s just past suppertime on a Wednesday night, 
and I’m walking a SuperTarget in Leesburg, Va., 
not far from Washington, D.C. The parking lot 

was full enough that I had to park a couple hun-
dred feet away, and inside, traffic is decent. 

Target’s public relations people have given 
me permission to take photos in the frozen and 

refrigerated departments, and in return I’ve promised 
to avoid focusing on out-of-stock conditions. But I’m 

not prepared for what I see when I turn the corner and 
approach the dairy department. 

Milk, eggs and OJ look like there was a famine this af-
ternoon. Yes, you can still buy any of them, and restock-
ing is underway, but the day’s stampede of shoppers 
have left them a jumbled mess. Of course I’d promised 
not to photograph out-of-stock conditions, so you’ll just 
have to take my word for it: SuperTarget does get a lot of 
shoppers over in food. 

Over in frozen, there are four three-door endcaps: 

TARGET
AT A GLANCE
Headquarters

Minneapolis
Web site

www.target.com
2012 sales

$72.0 billion
Total U.S. stores

1,778
SuperTargets

250+

Archer Farms sorbettos that caught our eye: blood 
orange, left, and cranberry lime. 

During our store visit, just after suppertime, store associates 
were busy either checking inventory or restocking shelves.
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Growing the category 
...and your Profi ts!

Fresh • Authentic • Convenient

Contact Circle Foods, LLC 
call 1-800-752-8100 

customerservice@tortillaland.com
www.tortillaland.com

QRSPIN.COM TLTRADE

TORTILLALAND TRADE ADVERTISING

QR CODE IDENTIFIER: 1016123005

MANUAL CODE: TLTRADE

ORGANIZATION: Circle Foods

CAMPAIGN: Product Packaging

Percepticon Corporation    percepticon.com    qrspin.com    925.937.9000

Made with 5 simple ingredients 
0g saturated and 0g trans fats 

0% lard, 0% cholesterol 
No preservatives 

 Gluten free
 No preservatives
 0% cholesterol
 0g trans fat

Exclusively found in the refrigerated section.

17469 p4c FD v10.indd   1 2/26/13   3:49 PM

TARGET, COSTCO & WALMART
We chatted with Don Stuart, COO of Kantar Retail (www.kantarretail.com), 
Wilton, Conn., about Target: 

Target is not getting hit as hard as Walmart, since the slow economy is dis-
proportionately hitting those with $50,000 or less income and Target is more 
upscale… The food effort at Target needs refinement, to build more traffic and 
frequency. They don’t have the penetration of food that Walmart has, but they 
do a great job of branding their stores… Does Target see Walmart or Costco 
as a bigger competitor? You could look at that two ways. Target and Walmart 
are both strong in the middle of the country, and Costco is more bi-coastal, so 
Target stores probably overlap more with Walmart. But Costco and Target both 
share more of the same customer demographic. So Target overlaps customer 
profiles more with Costco, but in geography it battles Walmart. Target probably 
keeps more of an eye on Walmart. 

“

”

Pizza, Lean Pockets types, and Smart Ones; Healthy 
Choice, Ore-Ida and Alexis, with a bit of Lean Cuisine 
thrown in for good measure; Smart Ones, appetizers 
and pizza; and Eggo, Toaster Strudel, and Birds Eye 
Steamfresh. Dairy has an open multi-deck of yogurt, 
mostly Greek. 

I love count-
ing frozen 
doors, and 
there are plenty 
to count: 23 
doors for din-
ners and en-
trees, plus two 
for kids’ meals 
and three more 
across the aisle 
for Banquet 
and Micheli-
na’s; 13 doors 
for pizza; 12 for 
ice cream; 10 
for novelties; 7 
for breakfasts; 
7 for snacks 
and appetizers; 

6 for veggies; 6 for seafood; 4 for desserts; 3 
for meat-free; 3 for potatoes; 2 for bread; 2 for 
Hot Pockets and White Castle; 2 for fruit; 1 for 
smoothies; and a few indecipherable notes of 
mine that I couldn’t read anymore. 

Memorable 
takeaways: The 
store is spotless 
and easy to shop; 
there is a price 
scanner and ser-
vice phone on the 
side of a yogurt 
endcap; seafood 
had beaucoup 
signage about 
sustainability, 
certifications and 
health; and pri-
vate label wasn’t 
overpowering but 
had some truly 
cool unique items 
(like Archer Farms Ultimate Cheesecake Se-
lection on page 28, and blood orange mimosa 
sorbetto).  

The red and white signage (Eat Well, Pay 
Less, for example) is everywhere without 
making the shopping experience seem too 
busy, and it helps to brand the store. All in 

all, a good shopping experience. 
After I left, I ran across the parking lot to check out 

the traffic inside Costco. Okay, this is anecdotal, and 
it could have just been a bad night for Costco, but the 
place was empty. n

Private label 
wasn’t over-
powering but 
had some truly 
cool unique 
items, like 
Archer Farms 
Ultimate 
Cheesecake 
Selection. 

Some folk say that SuperTarget doesn’t have enough selection, 
but this family found plenty to choose from in 12 doors for ice 
cream and 10 for novelties. 
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WHY THEY 
SHOP

TARGET
Consumer data from Prosper 
Insights & Analytics show how 
grocery shoppers perceive Target 
versus Costco, Walmart, Meijer and 
the national average.  

Shoppers who say Target (or 
SuperTarget) is their first 
choice for buying grocer-

ies rank the chain ahead of the 
national average when it comes to 
key differentiators such as price, 
location, selection and quality. 
The data in the chart below comes 
from last August’s consumer survey 
by Prosper Insights & Analytics 
(www.prosperdiscovery.com), 
Worthington, Ohio. 

Before going any further, however, 
we should share two caveats. First, 
the data is for Target as a whole, and 
not just SuperTarget — as it is for 
Walmart, and not Walmart super-
centers. Target has added food to 
many of its stores that are not Super-
Targets, but the data here covers both 
types of outlets. Second, the sample 
sizes are in some cases rather low: 
Target, 134; Costco, 126; Walmart, 
2,091; and Meijer, 206. (But 9,426 
adults 18 and older made up the 
national sample.) 

INTERESTING DIRECTIONS
So we’d consider the numbers di-
rectional when it comes to Target, 
Costco and Meijer. But there are 
certainly some interesting directions 
here. Target comes out on top for 
its advertising, and Costco wins on 
organic/whole foods. Meijer comes 
out way ahead of the pack on selec-
tion and Walmart wins on prepared 
meals but not price. 

Digging further into the survey, 
let’s look at what shoppers spend 

on groceries each 
month at the 
different stores: 
Costco, $321.20; 
Target, $293.33; 
Walmart, $287.42, 
national average, 
$283.76; and Mei-
jer, $280.05. 

Target gro-
cery shoppers are 
more likely female 
(62.3%), versus 
Meijer (56.9%), the 
national average 
(51.5%), Walmart 
(51.0%) and Costco 
(42.6%). It could be 
that the men like 
to buy groceries at 
Costco so they can 
sneak over to the electronic gadgets 
and tools, while women like to buy 
groceries at Target so they can sidle 
over to look at the fashions. 

Grocery shoppers at Target are the 
youngest of the lot, with an aver-
age age of 38.5. That compares with 

Walmart (43.4), 
Costco (45.0), the 
national average 
(45.5) and Meijer 
(48.9). 

There’s also a 
good spread in 
average household 
income: Costco, 
$74,443; Target, 
$69,931; Meijer, 
$56,773; national 
average $56,488; and 
Walmart, $49,265.  

We found quite a 
bit of cross-shopping 
going on. Among 
Target grocery 
shoppers, 52.3% 
said they’d also 
bought groceries at 

Walmart in the past 90 days. Some 
46.6% of Costco shoppers and 51.3% 
of Meijer shoppers did the same 
thing. As for Walmart shoppers, 
24.9% of them — the highest number 
of any among our group — also re-
ported buying groceries at Target. n

Key Attributes Used for Choosing Stores
Responses of shoppers of different chains, asked why they buy their 

groceries where they do. 
GENERAL Avg. of Adults 18+ Target Costco Walmart Meijer
Price 76.3% 78.5% 90.4% 90.2% 88.8%
Location 71.9% 72.4% 39.9% 67.3% 76.0%
Selection 56.1% 56.4% 54.9% 56.9% 79.5%
Quality 47.1% 47.6% 66.7% 34.0% 57.5%
Service 28.9% 23.3% 23.1% 19.3% 29.1%
One-Stop Shopping 28.7% 40.6% 31.1% 49.7% 50.9%
Store Layout 21.7% 19.7% 13.4% 21.0% 28.1%
Store Appearance 20.2% 23.9% 11.7% 16.3% 27.0%
Frequent Shopper Card 18.0% 12.3% 9.6% 3.3% 3.0%
Double Coupons 13.4% 10.9% 4.7% 4.5% 20.4%
Wide Aisles 12.7% 12.6% 16.9% 14.9% 18.2%
Advertising 10.9% 16.7% 4.0% 8.8% 15.5% 
Unique Products 7.3% 9.4% 17.4% 5.6% 5.2%

DEPARTMENTS
Fresh Produce 34.8% 22.6% 41.3% 28.5% 52.5%
Meat/Seafood 26.5% 12.4% 29.6% 21.4% 27.1%
Deli 20.4% 16.9% 12.4% 21.0% 20.9%
Bakery 19.3% 13.6% 21.7% 21.1% 17.4%
Prepared Meals 9.9% 8.5% 10.6% 11.6% 6.4%
Organic/Whole Foods 9.6% 10.5% 16.8% 7.5% 8.6%
Ethnic Foods 6.7% 7.7% 8.9% 6.1% 5.8%

 Target has been promoting 
price with its 5% off REDcard.
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PL PORTRAITS

1. Here’s 
Target’s Market 
Pantry butter 
($2.79) and its 
upscale kin, 
Archer Farms 
organic butter 
($4.79). We 
liked the Market 
Pantry packaging 
better. 

2. This 40-ounce 
Archer Farms 
‘Ultimate Cheesecake 
Collection’ rang up at 
$14.99 and was just 
phenomenal.

3. One-pound 
packages of 
peaches from 
Archer Farms 
($3.29) and 
Market Pantry 
($2.39). This 
time, we liked 
the Archer Farms 
packaging better. 

4. Archer Farms Triple Chocolate 
Gelato, all 30 ounces of it 
imported from Italy, was $4.99. 
We loved the see-through top. 



Frozen & Refrigerated Buyer’s Retail Patriots event, held 
each year during the National Frozen & Refrigerated 
Foods Association convention, honors retailers that go 
“above and beyond” in support of our troops and veter-
ans. In January, the event was named as an award winner 
in two international competitions for the publishing/
media industry. 

This year for the first time, the Retail Patriots competition 
will also be open to two non-retail companies associated 
with the trade, allowing us to recognize manufacturers 
and brokers that have also gone “above and beyond.” 

Also for the first time this year, FR Buyer will have mul-
tiple sponsors for the non-profit event, which will be run 
under a new 501 C-3 corporation named FISH (Food In-

dustry Serving Heroes). Through tax-deductible donations 
from sponsors, it is our hope to purchase wheelchairs 
for service members now at Bethesda Naval Hospital. 
Proceeds will also be used to continue the Retail Patriots 
event during the NFRA convention, raising awareness of 
the plight of injured veterans and building participation in 
“Heroes Dinners” held throughout the country. 

Please consider becoming a sponsor and supporting the 
men and women in uniform who have sacrificed so much 
for us. 

For details on how your company can participate, 
contact Paul Chapa, sales director and managing partner 
of Frozen & Refrigerated Buyer, at 913-481-5060 or 
paul@frbuyer.com.                                           — Thank you. 

Join us for the 5th Annual Retail Patriots Awards
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FROZEN 
SEAFOOD 
UP 2.4%
National brands outgain private 
label with value-added options that 
help consumers overcome their fear 
of at-home seafood preparation.

BY DENISE LEATHERS

Frozen seafood sales across all 
formats topped $997.06 mil-
lion during the 12 weeks ended 

Jan. 27, a 2.4% increase compared 
with the same period a year earlier. 
Frozen fish sales shot up 2.9% to 
$480.61 million while shrimp sales 
jumped 1.9% to $516.45 million, 
according to Chicago-based market 
research firm SymphonyIRI Group. 
In both subcategories, however, 
volume was up 
even higher — 
4.7% in fish, 
5.2% in shrimp 
— which sug-
gests moderat-
ing seafood 
prices may 
have brought 
some shoppers 
back to the 
category.

In addi-
tion, “The cost 
of chicken, 
pork and beef 
at retail rose 
between 4% and 9% during the same 
period, which gave consumers anoth-
er incentive to move over to seafood,” 
says Denis Brunotte, sales manager at 
New York-based newcomer Delimar 
USA (www.delimar-seafood.com). 

VALUE-ADDED GAINS
However, he points out, consumers 
seem to be gravitating more toward 
national brand rather than private 
label options. Although it still owns 
the No. 1 spot in fish and, especially, 

shrimp, store brand sales in the two 
segments were down 0.1% and 2.0%, 
respectively. Manufacturers say the 
decrease could suggest a shift from 
private label-dominated commod-
ity products to value-added national 
brands intended to help overcome 
the No. 1 obstacle to 
seafood consumption 
at home: consumers’ 
uncertainty over how 
to cook it.

Jacksonville, Fla.-
based Beaver Street 
Fisheries (www.
beaverfish.com) 
jumped on the value-
added trend early, 
rolling out a line of 
pre-seasoned and 
pre-marinated fillets 
in 2011, followed by a 
collection of restau-
rant-quality entrees 
last year. In fact, reports regional 
sales manager Rick Armstrong, the 

company just added an 
eighth variety, Roasted 
Tomato and Herb 
Salmon, to its Signa-
ture Selections lineup, 
now vacuum-packed 
in microwaveable trays 
topped with a special 
film that vents out 
steam when the prod-
uct reaches a certain 
temperature.

New packaging 
technologies play an 
important role in the 
growth of value-added 
seafood because they 

allow consumers to achieve results 
not possible with traditional micro-
wave cooking. Last year, Turners 
Falls, Mass.-based Australis Aquacul-
ture (www.thebetterfish.com) rolled 
out a line of barramundi-based meals 
for two packaged in patented paper 
pouches designed to retain moisture 
for more uniform cooking. This year, 
Pasadena, Calif.-based Yihe Seafood 
(www.yihecorp.com) is debuting a 
collection of seafood entrees under 
its Oceanside Cuisine label that 

feature the manufacturer’s patented 
StrataPack microwave steam system. 
Another company, U.K.-based High-
land Farms (www.highlandfarms.
co.uk) is offering bake-in-the-bag 
salmon portions under the Simple 
Salmon label.

Convinced 
value-added 
represents 
the future of 
the category, 
Delimar is en-
tering the U.S. 
market with 
three ready-
to-cook meals 
that Brunotte 
says “go beyond 
what’s been 
available for 
years.” They in-
clude Sole Fillet 
Provencale, 

Wild Salmon Fillet with potato crust, 
and Salmon Lasagna with spinach 
and béchamel sauce.

“Many Americans admit to eating 
the same type of seafood time after 
time,” he says. “They’d like to try 
something new,” but lack the skills 
to prepare unique items at home. 
“We’ve seized upon that opportunity 
with unique, restaurant-quality meals 
that go directly from freezer to oven.”

SOUTHERN STYLE
Another hot seafood category trend 
is Southern-style recipes. “Ten years 
ago, trying to sell Southern-style 
food in Connecticut would have been 
unthinkable,” says Mike Ketchum, 
director of retail sales at New 
Orleans-based New Orleans Fish 
House (www.nofh.com). “But thanks 
to all of the cooking shows on TV, 
consumers everywhere are clamoring 
for Cajun.” The company partnered 
with celebrity chef Emeril Lagasse 
to create a line of eight single-serve 
seafood gumbos, jambalayas, etou-
fees and bisques made in the United 
States with locally sourced ingre-
dients. Offered under the Emeril’s 
Creole Creations brand, the product 
is now shipping all over the coun-

Chicken of the Sea taps into two 
important seafood category 
trends — snack-size products 
and Asian flavor profiles — with 
its new Tempura Shrimp Bites.

One of the first to jump on the 
value-added trend, Beaver 
Street Fisheries adds an eighth 
variety, Roasted Tomato and 
Herb Salmon, to its Signature 
Selections lineup.



Creole Creations

KICK IT UP A NOTCH! BAM! HAPPY HAPPY! OH YEAH BABE! 

New Orleans Fish House
921 S Dupre St.

New Orleans, LA 70125
www.NewOrleansFishHouse.com

For Sales & Marketing
Contact: Michael Ketchum

504-827-7369 o�ce
504-915-9057 cell
mike@nofh.com

Chef Emeril Lagasse named 2013 Humanitarian of the Year
  By the

N E W  O R L E A N S
F I S H  H O U S E

• Clam Chowder
• Corn & Crab Bisque
• Seafood Jambalaya
• Seafood Pasta
• Seafood Gumbo
• Craw�sh Etou�ee
• Shrimp Etou�ee
• Lobster Bisque

Bold Flavors Heat & Enjoy

CREOLE CREATIONS
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try, and plans to expand the line are 
already in the works.

Watsonville, Calif.-based Interna-
tional Frozen Foods also offers a line 
of Cajun-style skillet meals under 
its Culinary Delights label (www.
culinarydelightsgourmetmeals.com). 
The company recently added a ninth 
variety, French Quarter Shrimp Lin-
guini, to the shrimp-based collection, 
offered under the Cajun Style Selec-
tions sub-brand, according to sales 
and marketing vp Moe Cheramie. 

Biloxi, Miss.-based Gulf Pride 
Enterprises (www.gulfprideenter 
prises.com) is also tapping into the 
Southern food trend with Shrimp 
and Grits, a low country classic now 
available in convenient frozen form. 
Another company, Salisbury, Md.-
based Handy International (www.
handycrab.com), puts a slightly 
different spin on the dish, offer-

ing Shrimp & Grits Cakes under its 
Gastropub Collection brand. Both 
products will be featured in the New 
Product Showcase at the Boston Sea-
food Show this month.

Another major seafood category 
development is the influx of snack-
size items. “One report showed that 

over 50% of eating occasions by 
American consumers are snacks, 
and we consume them at least twice 
a day. As a result, a lot of companies 
are examining how they can trans-
late their current seafood offerings 
into snacks,” according to Bryan 
Rosenberg, president/CEO of San 
Diego-based Chicken of the Sea 
Frozen Foods (www.chickenofthesea.
com). For its part, Chicken of the Sea 
recently rolled out Tempura Shrimp 
Bites in both Sriracha and Wasabi 
flavors, allowing it to tap into another 
hot category trend: Asian flavor pro-
files. (The company also debuted Tom 
Yum Soup with shrimp wontons.)

Handy International is introduc-
ing Wasabi Shrimp & Crab Dip Bites, 
featuring spoonfuls of creamy sea-
food dip wrapped in a crispy coating. 
SeaPak Shrimp & Seafood Co. (www.
seapak.com), St. Simons Island, Ga., 

is going in a similar 
direction with its new 
ready-to-bake frozen 
Shrimp Spring Rolls.

Already a popular 
take-out option, “This 
introduction fills 
a consumer desire 
for delicious shrimp 
spring rolls full of 
coastal flavor that 
can be prepared and 
enjoyed at home,” says 
director of marketing 
Daryl Miller.

NEW DIRECTIONS
While 2012 saw the in-
troduction of burgers 
made with everything 
from shrimp and tuna 
to mahi-mahi and 
salmon, manufactur-
ers seem to be taking 
seafood in several 
new directions this 
year. Among the items 
included in the New 
Product Showcase at 
the Boston Seafood 
Show are seafood sau-
sage, seafood-stuffed 
potatoes, seafood 

Blount Fine Foods, maker of 
the Legal Sea Foods and Panera 
brands, adds gluten-free, Omega 
3-fortified Maryland Crab Soup to 
its seafood soup lineup.

SEAFOOD
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Jan. 27, 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. Only subcategories 
with at least $1 million in sales during the period are listed.

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG

FZ SEAFOOD  $997,060,200   2.4   133,867,500   1.9   173,826,900   4.9 

FZ FISH/SEAFOOD  $480,614,700   2.9   71,392,900   (0.2)  103,620,400   4.7 
Private Label   $116,323,700   (0.1)  17,510,240   0.1   22,605,970   2.5 
Gorton’s   $68,720,460   (1.1)  13,319,000   (6.8)  14,314,460   (3.0)
Pinnacle Foods   $32,995,280   8.4   6,707,317   15.5   8,025,582   11.3 
Fishin’ Co.   $31,976,080   33.8   3,748,779   24.1   10,055,840   31.7 
Beaver Street Fisheries   $29,457,490   5.7   3,457,641   4.0   8,519,519   2.7 
Odyssey Enterprises   $23,296,950   2.1   1,985,609   (1.4)  4,353,034   (1.1)
High Liner Foods   $16,084,710   3.4   2,618,703   8.3   4,313,884   2.8 
Atlantic Trading Co.   $11,384,110   24.9   633,290   46.2   1,665,500   44.8
Quirch   $11,056,250   138.2   1,387,644   117.9   3,661,847   156.8  
Great American Seafood   $10,601,140   (3.1)  1,341,668   2.4   2,759,250   8.1 
FZ SHRIMP  $516,445,500   1.9   62,474,650   4.5   70,206,500   5.2 
Private Label  $289,307,000   (2.0)  35,224,400   1.6   39,455,310   3.2 
Rich-SeaPak  $32,782,720   13.9   4,816,751   15.2   5,458,582   14.5 
National Fish & Seafood  $22,384,040   22.0   3,499,451   29.9   3,199,194   17.1
Maple Leaf  $14,551,400   71.4   839,298   64.2   1,654,974   69.0
Aqua Star  $14,460,960   17.9   2,118,644   28.4   1,931,854   12.0 
Tampa Bay Fisheries  $13,989,830   (3.3)  769,420   (3.8)  1,079,930   (12.6)
Chicken Of the Sea  $11,762,810   82.0   2,053,030   121.6   1,709,059   93.8
Beaver Street Fisheries  $11,301,350   6.1   1,677,302   5.5   1,739,048   11.6
Gorton’s  $9,100,463   (21.4)  1,522,833   (27.3)  1,135,099   (26.7)
Tastee Choice  $9,024,285   (19.7)  1,009,021   (9.3)  1,129,018   (14.5)



BOOST SALES WITH 
AMERICA’S TOP-SELLING 
RESTAURANT SEAFOOD BRAND.
Created in our legendary seafood restaurants, 
Phillips frozen seafood line is the #1 way to hook 
more upscale customers.

P H I L L I P S F O O D S . C O M  •  8 8 8 . 2 3 4 . C R A B  ( 2 7 2 2 )

©
 2

01
3 

P
hi

lli
ps

 F
oo

ds
, I

nc
. A

ll 
R

ig
ht

s 
R

es
er

ve
d.

ALSO #1 SELLING 
CRAB MEAT BRAND

PFI13-03 FroRefBuyer_C8125x10875-M1.indd   1 2/15/13   11:13 AM



SPOTLIGHT: SEAFOOD

34 www.frbuyer.com  MARCH 2013

tortellini, and seafood mac and cheese. The event also 
features a growing number of seafood soups, which are 
finding a second home in many retailers’ seafood sec-
tions. While cream-based clam chowders and lobster 
bisques are standard, many of the newcomers are lighter 
or boast better-for-you attributes.

Fall River, Mass.-based Blount Fine Foods (www.
blountseafood.com), maker of the Legal Sea Foods and 
Panera brands, is rolling out a Peruvian chupe, a spicy, 
Latin American seafood stew that’s also gluten-free, ac-
cording to executive vp of sales and marketing Bob Sewall. 
It’s also fortifying its Maryland crab soup and Manhattan 
clam chowder with Omega-3s and offering a gluten-free 
version of its traditional clam chowder.

“A lot of people are making a conscious effort to 
eat healthier. If there’s an all-natural or gluten-free or 
lower-cal option that still tastes great, they’ll go for it,” 
says Sewall. n

LEADING 
THE SUSTAINABILITY CHARGE
Many seafood companies source products only from fish-
eries committed to sustainability, but few are willing to 
help those that fall short of the mark become sustainable. 
Baltimore-based Phillips Foods (www.phillipsfoods.com) 
is the exception.

“When we find a fishery that, with some improvements, 
could be sustainable, we stick with it and help it get where 
it needs to be rather than abandoning it,” confirms vp for 
sustainability Ed Rhodes. “It’s not just the right thing to 
do, it’s good business.” 

But Phillips’ interest in sustainability goes beyond just 
the fisheries it does business with. A couple of years ago, 
the company gathered all of its competitors in Indonesia, 
the world’s largest crab producer, and successfully pitched 
the concept of sustainability for every fishery. Using an 
assessment by the Sustainable Fisheries Partnership as 
a blueprint, the group eventually developed a fisheries 
improvement plan that would help it achieve its ultimate 
goal. But additional research was needed, as well as a 
source of funding. 

Phillips took the lead once again, convincing a group of 
20 stateside importers — now known as the Crab Council 
— that it was in their own best interest to help their trad-
ing partners achieve sustainability. “Basically, we decided 
to ‘tax’ ourselves based on our import volume to the 
U.S., putting 1.5 cents per pound into a fund to support 
sustainability programs in Asia. This type of industry-led 
self-assessment model for sustainability funding is really 
unique,” adds Rhodes, who was recently asked to share 
the concept at a meeting of the Sustainable Fisheries 
Partnership in Atlanta.

While products sourced from fisheries supported by 
the Crab Council are not yet certified by a third party 
like the Marine Stewardship Council, they do carry the 

National Fisheries Institute Crab Council logo, which says 
“Committed to Crab Sustainability.”

Since the first group of fisheries formed in Indonesia 
several years ago, similar organizations have sprung up 

in the Philippines, Thailand, Vietnam, Sri Lanka and, 
most recently, India, all supported by the Crab Council. 
Recently, the Walton Family Foundation donated mon-
ies for an on-the-ground representative in Asia dedicated 
to helping the associations continue working toward 
sustainability.

“We’re fortunate in this industry because we know 
what sustainability looks like and how to get there,” says 
Rhodes. “If we do it right, we can get the same amount of 
fish out of the ocean for the next 1,000 years.” n

THE POWER OF LENT!
McDonald’s averages 2.22 million fish sandwiches per day 
during Lent, versus 637,500 per day the rest of the year. 

BY MATHEW MANDELTORT

In the Lenten season (Feb. 13-March 30 this year), restau-
rant chains’ thoughts turn to seafood and finfish menu ad-
ditions and limited-time offers. McDonald’s was one of the 
first restaurant chains to introduce a Lenten option when 
the Filet O’ Fish sandwich debuted in 1963. By comparison 
Wendy’s put fish on the menu in 2005, with KFC following 
in 2006 and Burger King in 2008.

As an aside, KFC actually tried to get Pope Benedict XVI 
to bless the Fish Snacker Sandwich back in 2007. To further 
illustrate the power of Lent, in 2010, McDonald’s sold 296 
million Filet-O-Fish sandwiches in the United States. How-
ever, a full 30% of those sandwiches were sold during the 
40 days of Lent (which is about 11% of the calendar year). 
Put another way, McDonald’s averages 2.22 million fish 
sandwiches per day during Lent and only about 637,500 fish 
sandwiches per day the rest of the year.

But Lent is not the only time restaurant goers seek out 
seafood and finfish on the menu. Since 2011, menued 
entrées featuring seafood at casual-dining restaurants rose 
9.1%. And in the fast-casual restaurant segment, the num-
ber of seafood entrées on menus rose 14.8% in 2012, despite 
fewer chains menuing seafood.

So what is driving this growing interest in seafood? 
Commodity price pressures on “the big three” (beef, pork 
and chicken) make seafood potentially more appealing to 
operators. The fast-casual segment is a major influence on 
other categories and menu segments, so we see a culinary 
version of “monkey see, monkey do.” Finally, today’s diners 
are looking for new and different items on menus. Fish and 
seafood are fitting the bill. 
Mandeltort is a senior consultant with Chicago-based 
Technomic (www.technomic.com), a leading consulting and 
research firm serving the food industry. 
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DIPS/SPREADS 
GO GREEK
Greek yogurt has added zip to dips 
and helped them recover, and it’s 
now finding its way into the red-hot 
flavored spreads segment. 

BY DENISE LEATHERS

Greek yogurt has been adding 
zip to dips for awhile now, 
breathing new life into 

what has been a stagnant category. 
Refrigerated dips rose 1.9% to 
$163.69 million across all channels 
during the 12 weeks ended January 27 
(compared with the year-ago period), 
according to SymphonyIRI Group, 
the Chicago-based market research 
firm. Units and volume also climbed. 

Top-seller private label (+2.8%) 
deserves much of the credit, fol-
lowed by a group of smaller-volume, 
guacamole-based products, includ-
ing Wholly Guacamole, Yucatan 
and Calavo, which 
underscores the 
growing popularity 
of Mexican dips.

The newest 
player in the Greek 
yogurt-based dips 
segment is Ward 
Hill, Mass.-based 
Cedar’s Mediterra-
nean Foods (www.
cedarsfoods.com),  
which recently 
launched a line 
under the T.G.I. 
Friday’s label. 
“There are consumers that haven’t yet 
transitioned into Mediterranean dips 
and spreads, and there are consum-
ers that have transitioned but are 
unaware of the health benefits of new 
ingredients such as Greek yogurt,” 
says vp of sales Dominick Frocione. 

“To help speed up that transition, 
we chose to partner with an interna-
tionally recognized company, T.G.I. 
Friday’s, that will help us build a 
bridge over to those late transition-
ers,” he says. 

Offered in 
11-ounce contain-
ers, the T.G.I. 
Friday’s lineup 
includes four 
bold, restaurant-
inspired flavors 
— Buffalo Blue 
Cheese, Signa-
ture BBQ with 
Roasted Red 
Pepper, Loaded 
Baked Potato and 
Jalapeno — and 
two mainstays, 
French Onion and 
Ultimate Spinach 
with Three Cheeses. 

Cedar’s will roll out the rest of 
its T.G.I. Friday’s lineup, including 
flavored wraps, pita chips, hummus, 
fresh bruschetta and ready-to-serve 
snack packs at the International 
Dairy-Deli-Bakery Association Show 
in June. But don’t expect the same-
old, same-old, says Frocione. “Instead 
of, say, original hummus, look for 
Spicy Buffalo, Wasabi and BBQ. It’s 

all about big, 
bold, trendy 
flavors true to 
T.G.I. Friday’s 
restaurant roots.” 
He adds, “We 
constantly hear 
from retailers 
that, aside from 
hummus, the 
dip category has 
been boring and 
stagnant. Well, 
not anymore!”

Cedar’s, by 
the way, recently 

became the first manufacturer in 
the country to earn both Non-GMO 
Project and Gluten-Free Certified 
verifications for its dips and spreads 
program.

One of the first to jump on the 
Greek yogurt-based dip trend was 
Columbus, Ohio-based T. Marzetti 
(www.marzetti.com), which rolled 
out Otria Greek Yogurt Veggie Dips 
in 2010. Now available in five flavors, 
including new Roasted Red Pepper 
and Caramelized Onion, the Omega 

3-fortified 
product has 
only 60 calories 
per serving. 

Marzetti re-
cently expand-
ed the Otria 
brand into 
the fruit dip 
category where 
it debuted two 
Greek-yogurt 
based flavors: 
Mixed Berry 
Medley and 
Sweet Vanilla 
Cinnamon, 

reports Mary Beth Cowardin, direc-
tor of marketing. “Consumers are 
choosing foods that are part of a well-
balanced diet while still offering great 
taste, variety and value,” she says. 

SPREADS JUMP 10.1%
Already a consistent gainer, the 
refrigerated flavored spreads segment 
expanded another 10.1% during the 
12 weeks ended Jan. 27 (compared 
with the same period a year ago), 
racking up more than $117.87 million 
across all channels. The increase was 
driven by Sabra (+15.4%), which owns 
more than 60% of total sales. No. 2 
private label (+6.4%) also posted a 
modest gain, but the rest of the top 
five saw their sales fall.

Vendors are introducing a wide va-
riety of new products as the segment 
continues to surge. Sabra Dipping Co. 
(www.sabra.com), White Plains, N.Y., 
recently added a third option, Asian 
Fusion, to its Garden Variety lineup. 
The company also introduced a pair 
of new refrigerated salsa flavors: 
Roasted Garlic and Mango Peach.

In addition, reports brand manager 
Janice Greenwald, Sabra recently 
expanded its Grab N Go snack-pack 
line with its first salsa and tortilla 
chip variety, featuring Tostitos brand 
bite-size rounds and Sabra’s own 
homestyle salsa. “Since their initial 
launch, Grab N Go cups have been a 
customer favorite, and our fans have 
been clamoring for even more snack 
options that don’t require prepara-
tion. Sabra salsa was the natural 

In an effort to reinvigorate 
the hummus category, Tribe 
introduces its first ‘Limited 
Batch’ flavor, Everything (like 
the bagel), this month.

T. Marzetti recently expanded its 
Greek yogurt-based Otria brand 
into the fruit dip category.



advertorial

Cedar’s Mediterranean 
Foods has become 
the industry’s prime 
source of high-quality 
branded and private 
label Mediterranean 
products.  

A leading producer 
of hommus, dips, 
flavored wraps and 
more, Cedar’s just 
launched six bold 
restaurant-inspired 
dips under the T.G.I. 
Friday’s banner. And 
at the International 
Dairy-Deli-Bakery 
show in June, it will 
debut T.G.I. Friday’s 
bruschetta, hommus, 
wraps, pita chips and 
grab-and-go snack packs. 

The licensing agreement with the internationally 
recognized restaurant chain will help bring new flavors 
(and profits) to retailers. Already, the T.G.I. Friday’s 
11-ounce Greek yogurt-based dips, infused with favorite 
flavors from the restaurants’ menus, are moving well at 
retail. 

At the same time, Cedar’s’ branded, 
co-packing and private label business 
is growing rapidly. To handle the 
increased volume, the company 
is building a 100,000-square-foot 
distribution center across the street 
from its plant in Ward Hill, Mass. The 
existing state-of-the-art plant, with 
88,000 square feet, was built only a 
few years ago. 

‘WE NEED THE ROOM!’
“We need the room, which is great!” 
says Dominick Frocione, vice 
president of sales. “The hommus and 
Mediterranean category is still on fire, 
and we’re expanding into other areas 
of the store. Our focus has been on the 
deli, but with the T.G.I. Friday’s lines, 
we’ll also 
be getting 

into dairy — there are broker 
opportunities in some markets.” 

During the past year, the 
Cedar’s brand has returned to 
its original roots of marketing 
all-natural products without 
preservatives. Further, Cedar’s 
is now the only manufacturer 
in the country to have Non-
GMO-Project verified items and 
Gluten-Free certified items. 

“Consumers are becoming 
more educated on how 
products are labeled and 
which ingredients should not 
be accepted in their everyday 
products, and by communicating 
these certifications on the Cedar’s 
label we are gaining their trust 
in knowing our labels are clean 
and our ingredients are whole,” notes Aimee Tsakirellis, 
director of marketing.  

With its new T.G.I. Friday’s line of Greek yogurt-based dips and its growing offering of 
branded and private label hommus, flavored wraps and more… 

Cedar’s Is Your Solution
for Mediterranean Foods

Cedar’s Mediterranean Foods
Ward Hill, Mass.     •     www.cedarsfoods.com  978-372-8010

Snack packs are part of 
Cedar’s growing line of 
Mediterranean foods 
for branded and private 
label distribution. 

Cedar’s has launched six Greek yogurt-based dips 
under the T.G.I. Friday’s label: Buffalo Blue Cheese, 

Signature BBQ w/ Roasted Red Pepper, Loaded 
Baked Potato, Jalapeno Artichoke Cheese, French 

Onion and Ultimate Spinach w/ 3 Cheeses.

Recently, Cedar’s became the first manufacturer in the 
country to earn both Non-GMO Project and Gluten-Free 
Certified verifications for its dips and spreads program. 
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DIPS & SPREADS
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Jan. 27, 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
RFG DIPS  $163,686,600   1.9   61,076,780   1.3   52,671,480   1.4 
Private Label   $32,790,240   2.8   11,660,050   5.5   10,777,710   5.6 
Marzetti   $20,387,890   (0.7)  5,924,277   (3.2)  5,345,276   (3.3)
Heluva Good   $15,755,730   (0.9)  7,909,817   (1.5)  6,627,075   0.5 
Dean’s   $15,710,490   (2.4)  8,785,832   (1.4)  7,975,947   (0.7)
Wholly Guacamole   $11,477,360   7.8   2,724,822   10.9   1,970,754   9.8 
Yucatan   $3,414,375   40.6   808,587   41.8   700,281   44.2 
Wholly Guacamole Classic   $3,385,600   17.5   962,210   18.6   643,141   25.4 
Kraft   $3,226,998   (11.0)  1,591,038   (7.9)  1,396,082   (9.0)
Fresh Food Concepts   $2,757,329   32.7   787,045   47.9   930,105   30.7
Calavo   $2,404,484   3.1   585,348   11.7   437,183   0.9 

RFG FLAVORED SPREADS  $117,867,300   10.1   33,597,910   11.8   22,401,380   12.2 
Sabra  $71,549,530   15.4   18,563,700   20.2   13,310,410   21.1 
Private Label   $9,745,000   6.4   3,245,436   8.1   2,177,979   1.4 
Tribe Mediterranean Foods   $9,597,123   (8.5)  3,181,264   (9.5)  1,728,117   (11.5)
Kraft   $7,970,402   (4.4)  2,779,001   (9.9)  1,411,515   (9.8)
Cedar’s   $5,338,105   (14.8)  1,623,360   (10.0)  1,116,388   (15.9)
Garden Fresh Gourmet   $2,238,144   5.0   729,944   6.0   498,973   15.6 
Joseph’s Fine Foods   $2,144,205   13.6   659,768   15.6   455,602   20.5 
Tryst   $1,759,848   117.8   435,611   131.9   272,257   127.1 
Pita Pal   $1,422,058   1,419.3   549,125   1,985.1   346,184   2,004.1
Fountain of Health   $865,197   52.1   339,647   65.6   209,448   65.7 

choice for the snack packs,” she says.
Along with authenticity, flavor 

innovation is also key to the con-
tinued growth of refrigerated salsa, 
says Bobby Ray, vp of retail and store 
brands at Ontario, Calif.-based Select 
Store Brands (www.selectstorebrands.

com). In fact, he reports, the compa-
ny’s R&D team recently developed 17 
new flavors that consumers may have 
sampled at leading restaurants but 
can’t find on the shelves of their local 
supermarket.

But the flavored spreads category 
continues to be domi-
nated by hummus in 
ever-increasing varie-
ties. Bob Ferraro, vp 
of sales for Alpharetta, 
Ga.-based Tryst Gour-
met’s Eat Well Enjoy 
Life brand (www.
eatwell-enjoylife.com), 
notes that the brand’s 
sales shot up 117.8% 
during the most recent 
12 weeks (though it 
still owns less than 2% 
of total flavored spread 
dollars).

While Eat Well 
Enjoy Life’s flagship 
hummus line has 
eight non-chick pea 
varieties, the com-
pany recently rolled 
out a low-fat hummus 
collection made with 
Greek yogurt. Offered 
in five flavors and three 
sizes, the product has 
half the fat and a third 

fewer calories 
than the leading 
national brand. 
“And the yogurt 
gives it a super 
smooth, creamy 
texture,” says Fer-
raro. 

Of course 
Greek yogurt isn’t 
the only way to 
make hummus 
even-better-for-
you. For example, Ferndale, Mich.-
based Garden Fresh Gourmet (www.
gardenfreshsalsa.com) is preparing 
to launch the first in a line of “super-
food” hummus varieties: Sweet Potato 
Hummus with Curry. 

20% PENETRATION
And there’s still lots of room for 
growth in the hummus segment, ac-
cording to Adam Carr, president and 
CEO at Taunton, Mass.-based Tribe 
Mediterranean Foods (www.tribe 
hummus.com). He notes that house-
hold penetration remains at only 

about 20%, and the 
gap between light 
and heavy users is 
significant. 

His solution? 
A “limited batch” 
program that will 
introduce a new 
flavor every couple 
of months. “New 
flavors drive excite-
ment,” Carr explains, 
“so it’s important 

to continue to innovate in that area, 
especially when there’s so much white 
space around new ingredients. We 
think limited edition, seasonal flavors 
will keep consumers engaged in the 
category and that they’ll keep coming 
back to see what’s new.”

Set to debut this month, the first 
limited batch flavor is Everything, in-
spired by the ever-popular Everything 
bagel. Consumers are invited to share 
their thoughts on the new variety on 
Tribe’s Facebook page, where they 
can also share ideas for other limited 
edition flavors. n

Sabra adds a salsa and tortilla variety 
to its Grab N Go snack-pack lineup.

www.frbuyer.com

Cedar’s hopes its partnership 
with T.G.I. Friday’s will bring new 
users to the Greek yogurt dip 
segment.
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YOGURT 
JUMPS 5.4%
Greek yogurt, up by 41%, now has 
more than 40% share of category 
sales. 

BY DENISE LEATHERS

Yogurt sales topped $1.42 bil-
lion during the 12 weeks 
ended Jan. 27, a 5.4% increase 

compared with the same period a 
year ago, according to Chicago-based 
market research firm SymphonyIRI 
Group. Unit sales were up just 0.3% 
and volume expanded 1.6%, high-
lighting a continued shift to labor-
saving multi-packs and higher-priced 
Greek varieties.

In fact, one syndicated data pro-
vider reports Greek yogurt sales shot 
up more than 41% during the period, 
pushing its share of total yogurt dol-
lars past 40% for the first time. In an 
effort to claim a bigger piece of the 
fastest-growing pie, manufacturers 
are rolling out a slew of Greek yogurt 
options designed to fill gaps in their 
offerings. 

To complement its split-cup 
FAGE Total collection, Johnstown, 
N.Y.-based FAGE 
(www.fageusa.
com) just launched 
a line of blended 
yogurts in seven 
flavors, including 
vanilla, a first for 
the company. “The 
purists enjoy our 
FAGE Total split 
cups that allow 
them to introduce 
the fruit into the 
yogurt themselves, 
but there are also a lot of people who 
want our authentic strained Greek 
yogurt in a round cup with blended 
fruit,” says vp of sales David Freed-
man. “We want to offer something 
for everyone.”

Norwich, N.Y.-based Chobani 

(www.chobani.com) 
is going in the oppo-
site direction, rolling 
out a line of split-cup 
yogurts as a foil for 
its flagship blended 
line. Available na-
tionwide beginning 
this month, the Flip 
collection includes 
six different combina-
tions of Greek yogurt 
and fruit, nuts, cereal 
or chocolate, giving 
consumers mix-it-
yourself options for breakfast, lunch, 
dessert and snack-time.

EXPANDING USAGE 
Instead of just putting more products 
on the shelves, “We’re purposefully 
trying to expand usage occasions and 
create dynamic flavor combinations,” 
says chief communication officer 
Nikki Briggs.

It’s the company’s interest in 
boosting yogurt-as-a-snack con-
sumption that prompted its rollout of 
the Chobani Bite line, which includes 
four flavors: Caramel with Pineapple, 
Coffee with Dark Chocolate Chips, 
Fig with Orange Zest and Raspberry 
with Dark Chocolate Chips. Packaged 
in snack-size, 3.5-ounce cups, Bite is 
sold in four-packs.

Chobani is also 
expanding its kid-
friendly Champions 
sub-brand with a 
collection of hands-
free portable yogurts. 
Squeezable Cham-
pions Tubes come 
in four fun flavors 
(Jammin’ Strawberry, 
Rockin’ Blueberry, 
Chillin’ Cherry and 
Swirlin’ Strawberry 
Banana), sold in 

eight-count packages. “We wanted 
to make it easier for parents on-the-
go to feed their kids an all-natural 
snack,” says Briggs.

Minneapolis-based General Mills 
(www.yoplait.com) is also establish-
ing a presence in the kids’ Greek yo-

gurt segment. It 
recently debuted 
a Yoplait sub-
brand for tweens 
called Pro-Force 
Greek. “We 
know moms are 
looking for high-
er protein of-
ferings for their 
active kids,” says 
a spokesperson. 
“Yoplait Pro-
Force contains 
two times more 

protein than the leading kids’ yogurt. 
And it’s made without high fructose 
corn syrup.” Offered in 3.5-ounce 
cups sold in four packs, Pro-Force 
is available in Strawberry Blast and 
Mixed Berry Burst flavors, both 
intended to overcome some kids’ dis-
like of Greek yogurt’s taste.

On the traditional kids’ yogurt 
side, General Mills is extending its 

Yoplait GoGurt line with a sub-brand 
called GoGurt Twisted that pairs 
flavors like strawberry and mango. 
It’s also introducing Yoplait Baby, a 
whole-milk yogurt made with just 
five ingredients and only natural 
colors and sweeteners. 

Londonderry, N.H.-based Stony-
field (www.stonyfield.com) is also 
looking for a bigger piece of the chil-
dren’s market, recently rolling out its 
first drinkable yogurt for kids. Made 
with real organic fruit and veggie 
puree, 3.1-ounce YoKids Smoothies 
come in two flavor combinations, 
Strawbana and Very Berry, both sold 
in six-packs. 

Intended to expand usage 
occasions, Chobani’s new Flip 
lineup features Greek yogurt 
in one compartment and add-
ins like fruit, nuts and cereal in 
the other.

To complement its split-cup 
offering, FAGE introduces 
Fruyo, a collection of 
blended Greek yogurt in 
seven flavors.

Dannon adds 
two low-cal flavors 
to its Light & Fit Greek lineup, both 
offered in increasingly popular 
multi-packs.



REAL MAKES 
EVERY LITTLE 
BITE A VERY 
BIG DEAL.

Introducing Chobani Bite—the tasty little snack that satisfies! 
We blended our deliciously creamy yogurt with real ingredients 
to give your customers something they can sink their teeth into. 
With only 100 calories and 8g of protein, it's the perfect Bite. chobani.com 
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For adults, the com-
pany is adding blended 
yogurt, replacing its 
Smooth & Creamy line 
with organic Stonyfield 
Blends. Made with 
organic milk, fresh fruit 
pieces and fruit pu-
rees, it boasts a thicker 
texture than its prede-
cessor. “With the rising 
popularity of Greek 
yogurt, the trend is toward thicker, 
tastier, more satisfying varieties,” 
says senior brand manager Lindsay 
Hardie. Although they’re not strained 
in the Greek style, “Blends are the 
perfect combination of thick, creamy 
yogurt and delicious real fruit.”

MORE LOW-CAL GREEK
Manufacturers are also expanding 
their presence in the low-cal Greek 
segment, which exploded last year 
with the introduction of 
Yoplait Greek 100 and 
Dannon’s Light & Fit Greek 
(www.lightnfit.com). 

General Mills’ research 
showed a need for a Greek 
yogurt with less than 150 
calories. The only Greek 
yogurt endorsed by Weight 
Watchers, Yoplait Greek 
100 is said to offer thicker 
texture, higher protein con-
tent and simple ingredients. 
Recently, Tropical Fruit and 
Lemon were added to the 
line.  

White Plains, N.Y.-based 
Dannon (www.dannon.com) 
is expanding its Light & 
Fit Greek portfolio as well, 
adding Pineapple, Peach and 
Raspberry varieties, reports 
senior director of public 
relations Michael Neuwirth. 
All three come in four-packs 
(Pineapple and Peach are 
also sold singly), under-
scoring the regularity with 
which consumers are eating 
Greek yogurt, he remarks. 
“Multi-packs are also a 
high-value ring for retailers 

and require 
less labor 
to stock, so 
it really is a 
win-win.”

But not 
every Greek 
yogurt con-
sumer is wor-
ried about fat 
and calories. 
In fact, 

manufacturers point to a slow but 
sure trend back to fuller fat varieties. 
According to the folks at Stonyfield, 
emerging research suggests small 
amounts of dairy fat may have some 
health benefits, prompting the com-
pany to debut a line of 1.5% fat Greek 
yogurt under its organic Oikos brand 
last fall.

One full-fat brand that’s been 
particularly successful is Bellevue, 
Colo.-based Noosa Yoghurt (www.

noosayoghurt.com), which recently 
added a seventh whole-milk flavor, 
Passion Fruit, to its all-natural line-
up. Its popularity highlights increas-
ing demand for other “international” 
style yogurts — Australian, Swiss, 
German, etc.

In fact, a pair of German compa-
nies have already made significant 
inroads here in the states. Brattle-
boro, Vt.-based Ehrmann USA 
(www.bavariangoodness.com) 
debuted five flavors of its split-cup 
Bavarian yogurt in East Coast stores 
in 2011. Last summer, Chicago-based 
Müller Quaker Dairy (www.muller
quaker.com), a joint venture between 
PepsiCo and Germany’s Theo Müller 
Group, presented two lines, Mül-
ler Corner and Müller FrutUp, to 
consumers in Northeast and Mid-
Atlantic states.

But all of these new yogurt intro-
ductions are exacerbating an existing 

space crunch. “We believe 
the most pressing issue in 
the dairy aisle is the in-
creased space that should 
be allocated to yogurt,” says 
Neuwirth. “Current space 
constraints are limiting 
growth and creating fre-
quent out-of-stocks.”

Although larger sections 
are the preferred long-term 
solution, FAGE’s Freedman 
says secondary display is 
critical, particularly in sup-
port of promotion. However, 
“Full-revenue, non-promot-
ed secondaries can be a ter-
rific profit vehicle for many 
retailers,” he adds.  

Manufacturers also sug-
gest cutting back on unnec-
essary promotional activ-
ity since many brands are 
selling themselves. Accord-
ing to SymphonyIRI Group, 
yogurt volume sold with 
merchandising support fell 
1.1 points to 29.8% during 
the most recent 12 weeks, 
which suggests manufactur-
ers are, indeed, cutting back 
a bit. n

With twice as much protein 
as the leading kids’ yogurt, 
General Mills’ new Yoplait Pro-
Force targets the tween crowd.

BREAKFAST, YOUNG 
ADULTS DRIVE GAINS
New research from The NPD Group, Port Wash-
ington, N.Y., reveals two of the primary drivers 
behind yogurt’s stellar growth over the past 
decade: yogurt for breakfast and young adults.

According to NPD, three-fourths of all yogurt 
consumption occurs in the home, and in-home 
yogurt consumption has increased at all eat-
ing occasions — breakfast, lunch, dinner and 
between meals. However, 39% of incremental 
yogurt-eating occasions during the past five 
years have been from its consumption at break-
fast, followed by 20% from between-meal snacks 
and 19% from lunch.

NPD also found that over half of yogurt’s 
growth at breakfast could be attributed to con-
sumers in the 18-to-34 and 45-to-64 age groups. 
According to the study, 18- to 34-year-olds have 
been eating breakfast in the home more often 
during the past five years, and more of them are 
choosing yogurt over other alternatives. Moreo-
ver, the number of 18- to 34-year-olds in the 
United States has grown by about 6% since 2007. 
That combination translated into approximately 
200 million additional yogurt-eating occasions 
among young adults during the past five years.
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SPOTLIGHT: ASIAN

ASIAN
GoeS

MAINSTREAM
The segment includes not just 
Chinese foods but surging Thai, 
Korean and Vietnamese cuisines. 
Merchandising it well is a challenge.

BY DAN RAFTERY 

Many Asian foods are show-
ing impressive cross-
channel performances as 

the cuisine becomes increasingly 
mainstream. For example, the Tai Pei 
brand posted a 41% dollar share of 
the frozen tortilla/egg roll/wonton 

wrappers segment in the 52 weeks 
ending December 2, 2012, accord-
ing to Symphony IRI Group, the 
Chicago-based market research firm.

Among the top 10 brands in this 
same subcategory, half are Asian 
food brands and half are Mexican. 
Private label is conspicuously absent 
from the top 10.

Tai Pei also grew by 19.3% in dol-
lars in frozen appetizers/snack rolls 
during the same 52 weeks. Frozen 
Asian foods have also reached criti-
cal mass. Consider that P.F. Chang’s 

Home Menu is the No. 4 dollar seller 
in multi-serve frozen dinners/entrees. 

MURKY DATA
But because Asian foods are spread 
among so many categories, and line 
extensions from some large brands 
can make the data murky, it’s hard 
to get a handle on the segment as a 
whole. 

True, some Asian brands are 
stand-alones; you won’t be mistaking 
Tai Pei or P.F. Chang’s for Mexican 
cuisine. And several smaller brands 
focus on delivering the Asian taste 
experience, often bringing true prod-
uct innovation to the segment. 

New products from Asian-focused 
suppliers are generally a result of the 
company’s desire to stay true to the 
Asian taste experience. In compa-
nies looking to expand the range of 
tastes available under a big legacy 
brand name, the taste experience 
can wander.

Consider also that today’s con-
sumer decision process runs along 
the lines of  “I feel like Asian tonight. 
Let’s go to China Bowl” rather than 
“Let’s go to Applebee’s and see what 
Asian entrée they have on the menu.”

There’s an analogy here with 
the frozen food aisle. If you have a 
clearly-defined Asian food section, 
you might help shoppers find the an-
swer to “What Asian meal should we 
eat tonight?” But there are no hard 
and fast rules. Many retailers report 
success with integrating Asian foods 
into mainstream sets by category. 
The suggestion here: Try both ways 
and see which works better for you.  

YEAR OF THE (SKU) RAT?
Well, not really. We’re actually in 
the Chinese Year of the Snake, but 
it might also be a good year for SKU 
rationalization. Try digging into the 
performance of Asian SKUs, regard-
less of where they sit in the freezer 
case. Just how many Chicken Chow 
Meins do you need?  

It’s been decades since FMI 
published the “Variety or Duplica-
tion” research, but the issue of SKU 
proliferation has accelerated to warp 

speed. It’s worthwhile reviewing the 
basics from that report: 
—Less duplication equals more sales. 
Dropping substitutable SKUs makes 
space for high volume SKUs, which 
are at high risk for being out-of-stock. 
Proven result: more sales from the 

same space with fewer SKUs.
—Fewer SKUs can mean more 
perceived variety. Probably because 
they could more easily find things, 
shoppers interviewed in the aisle dur-
ing this research more often said they 
thought the SKU count was higher 
after SKUs were chopped.

So how many Sweet & Sour Chick-
ens do you need? The answer is not 
a number, but a direction of change. 
You probably need fewer SKUs than 
you have now — just make sure 
they’re the right ones. n
Dan Raftery is president of Raftery 
Resource Network and a trumpet 
hobbyist. He can be reached at Dan@
RafteryNet.com.

A BETTER-FOR-YOU 
ASIAN LINE
Linda Pollack, vp marketing, Wind-
sor Foods (www.windsorfoods.com), 
Hayward, Calif., is closely watching 
test markets for eight new Asian 
dishes marketed under the Tai Pei 
label. “Called Asian Gardens, these 
products are the first better-for-you 
single serves in the Asian freezer,” 
says Pollack.

Her research shows that “these 

Windsor Foods (www.windsor 
foods.com) is testing eight new 
better-for-you single serves under 
the Tai Pei label. 

San Francisco-based Feel Good Foods 
(www.feel-good-foods.com) has 
introduced what it calls the world’s first 
gluten-free dumpling and egg roll. 
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items will appeal to people conscious 
about their health, with a consumption 
target of lunchtime.” The health appeal 
includes calories, fat, salt and fiber.

“Although this is not a diet brand,” 
explains Pollack, “when consumers do 
the Weight Watchers points calculation, 
the numbers are very good.”  She notes 
another positive in the packaging that 
looks like an Asian take-out pail: “It takes 
up only about half of the width of a typi-
cal frozen entrée.” 

Look for broader U.S. distribution of 
Tai Pei Asian Gardens after test markets 
are completed.  n

CONAGRA’S PLANS 
FOR P.F. CHANG’S
Comments by Gary M. Rodkin, President and CEO, Con-
Agra Foods (www.conagra.com), Omaha, Neb., at the 2013 
Consumer Analyst Group of New York conference, Feb 19: 

 “We purchased Bertolli and P.F. Chang’s frozen busi-
ness last August. The purchase provides us access to tre-
mendous equities that appeal to a high-end demographic, 
expanding our reach in the frozen aisle. We plan to lever-
age these brands in combination with our technology 
platforms, such as baked-from-the-microwave, to deliver 
new products that we believe rival any prepared meal you 
would buy.

“We have additional plans for additional innovation 
with Bertolli and P.F. Chang’s that will expand our frozen 
reach even further.” n

SPICING UP ASIAN SALES
BY CHEF RICK TARANTINO, MS

Asian influence in the restaurant industry is growing, es-
pecially for cuisines such as Thai, Korean and Vietnamese, 
according to the Sterling-Rice Group (www.
srg.com), Boulder, Colo. These segments are 
bringing new, bold and spicy flavors to the 
table. 

Here are some of the sauces that help give 
these foods their special appeal: 
• Sriracha is a hot sauce made from chili 
peppers, distilled vinegar, garlic, sugar, and 
salt. Sriracha is a dipping sauce, particular-
ly for seafood, and a condiment or topping 
for Vietnamese cuisine. 
• Hoisin sauce is a flavorful condiment for 
pho, the Vietnamese dish. It can be added 
into a bowl of pho or used as a dip for the 
meat. A popular glaze for chicken, it is 

typically accompanied by Sriracha 
sauce. 
• Kalbi (or galbi) is a popular Korean 
BBQ dish made with a special mari-
nade that is sometimes also called 
Kalbi. Key ingredients of the mari-
nade are soy sauce, garlic, and sugar, 
although some variations include 
sesame oil, rice wine or hot pepper 
paste. It is great on ribs, beef, pork, 
or chicken.
• Fish sauce is to many Southeast 
Asians what salt is to Westerners 
and soy sauce is to the Chinese. This 
strong-flavored and salty liquid, ex-
tracted from the fermentation of fish 
with sea salt, can range in color. It is 
featured heavily in Cambodian, Phil-
ippine, Thai, and Vietnamese cuisine.

To sell these condiments and educate shoppers about 
Asian cuisine, offer free recipes and discount coupons 
when possible. Cook with the sauces and try sampling 
them with stir-fried chicken or beef.  n

ASIAN FOODS ARE ON TREND
Asian cuisine will be hot in 2013, according to food ex-
perts. For example: 
• ShopHouse (www.shophousekitchen.com), a casual 
dining chain with locations in Washington, D.C., and 
Santa Monica, Calif., features a menu inspired by street 
food from Singapore, Kuala Lumpur and Hanoi. “The 
new flavors of the year won’t come from the kitchens of 
chefs trained at Le Cordon Bleu,” says NPR food com-
mentator and American Food Roots editor Bonny Wolf. 
“More likely, they’ll trickle up from Asian street foods.”  
Source:  www.blisstree.com, posted by Elizabeth Nolan 
Brown on 1-25-13. 

• Asian influences are infil-
trating American comfort 
food. The fresh, spice-
forward flavors of Thailand, 
Vietnam and Korea will 
work their way into our 
menus. Expect to walk into 
a classic American diner 
and see options like Viet-
namese chicken sandwiches, 
Sriracha mayo or Korean-
glazed pork ribs. Source:  
Sterling-Rice Group (www.
srg.com), Boulder, Colo., 10 
Cutting-Edge Dining Trends 
of 2013.  n

As Asian foods achieve greater 
critical mass, more retailers are 
adding private label varieties. 

Innovasian Cuisine (www.inno 
vasiancuisine.com) is a strong 
regional player rapidly gaining 
national distribution. 
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MILLARD EXPANDS
DC IN ALABAMA
Omaha-based Millard Refrigerated Services (www.
millardref.com), has expanded its distribution center 
in Attalla, Ala., following the signing of a multi-year 
contract with a national food manufacturer. Millard’s 
construction unit designed and built the new space, and 
the company added 16 employees during the building and 
is adding seven more now that it is completed.

Millard added 110,000 square feet and 22 truck doors, 
giving the facility a total of 307,000 square feet and 51 
doors. There are two new rail doors, for a total of 10. A 
mechanic’s shop for forklifts and other systems and a 
conference room have also been added.

The Attalla facility, which opened in 1991, features a 
two-stage ammonia refrigeration system, five blast freez-
ers with a combined capacity of 520,000 pounds daily, 
equipment to handle all varieties of frozen and refriger-
ated products and automated order pick services. Located 
within a few hours of most of the Southeastern United 
States, the building also has exporting and packaging 
services and a USDA-approved inspection room.   n

JOHN TIPPMANN, JR., 
IS PROMOTED 
Chuck Tippmann has retired as president after more 
than 30 years with the Tippmann Group.
John Tippmann, Jr., has succeeded Chuck Tippmann as 
president of Fort Wayne, Ind.-based Tippmann Group/In-
terstate Warehousing (www.tippmanngroup.com), upon 
the latter’s retirement. 

Chuck, 60, was an integral part of the success and 
growth of the Tippmann Group for more than 30 years, 
including 21 years as president. 

“I have wholeheartedly enjoyed all of the years here… 
and will especially cherish the 
friendships and relationships that I 
have developed,” said Chuck. 

Chuck began his career at 
Tippmann Group in 1980 as a 
project manager and worked his 
way up to the position of president 
when he took over the day-to-day 
operations from Tippmann Group 
owner (and President at the time) 
John Tippmann, Sr., in 1992.

The transition to the next gen-
eration of the Tippmann family 

has been part of a long-term plan for the family with the 
ownership of the company. John Jr., 46, has been involved 
with Tippmann Group since starting working as a ware-
house supervisor at 20. He has since been involved in all 
aspects of the businesses, including warehouse opera-

tions and development, real estate 
management and construction 
operations.

 “I’m excited about the oppor-
tunity to follow in the footsteps 
of Chuck and my father, John Sr., 
as president of Tippmann Group/ 
Interstate Warehousing,” said John 
Jr. “They have both been excellent 
leaders and mentors, and it’s both 
an honor and privilege for me to 
carry the torch for the Tippmann 
name in the years to come.”   n

MARK YOUR CALENDAR!
Energy and sustainability are focus of 122nd 
IARW-WFLO Convention & Expo May 5-8 
in Hollywood, Fla. 
There’s still time to register for the 
next convention and expo of the 
International Association of 
Refrigerated Ware-
houses (IARW) 
and the World 
Food Logistics 
Organization 
(WFLO). 

After labor 
costs, energy is 
the second-largest 
expense for public 
refrigerated ware-
houses, according 
to the 2012 IARW Productivity and Benchmarking Re-
port. And clearly, sustainability is closely linked to profit 
in today’s industry. 

IARW and the WFLO will explore the dynamic rela-
tionship between sustainability and the bottom line at 
the gathering, which this year has the theme “Profitable 
Sustainability.” The annual event is the world’s largest 
public refrigerated warehousing and logistics event in the 
world and regularly attracts 700 attendees globally. 

Educational and breakout sessions will wrap around a 
100-booth expo dedicated to the PRW industry. To regis-
ter or learn more, visit www.iarw.org/convention.n

OUR MISTAKE!
To the Editor: 

On Page 60 of the January/February issue there is a pic-
ture of our facility in Gaston, S.C., just south of Columbia. 
Thank you! The text below describes the facility as belong-
ing to USCS. It would seem Mark Lorion (of USCS) will 
stop at nothing in his quest for world domination.

I think a cover story of our expansion in your next edi-

Chuck Tippmann

John Tippmann, Jr.



tion should clear things up. We open 
the expansion May 1 and already 
have new customers rolling. 

Hey Mark you owe me a drink.
Bob Dernbach
Southeast Frozen Foods, Miami

LOGISTICS LEDGER
Atlanta-based Americold (www.
americold.com) has 
named Fred Boehler as 
the company’s exec vp 
and COO. He will be 
responsible for United 
States operations, 
reporting to Jeffrey M. 
Gault, president and 
CEO. Most recently, 
Boehler was senior vp 
of supply chain with 
Supervalu, Minneapo-
lis… Quebec-based 
Congebec Logistics 
(www.congebec.com) has acquired 
Westco MultiTemp Distribution 
Centres (www.westco.ca), Win-

nipeg, Manitoba. These purchased 
assets consist of four temperature-
controlled warehouses located in 
Manitoba, Saskatchewan and in Al-
berta, having a total area of 610,000 
square feet and includes more than 
12 acres of prime land in Calgary 
available for future expansion. With 
this acquisition, Congebec now has 
12 warehouses strategically located 

across Canada, includ-
ing eight in Eastern and 
four in Western Canada, 
giving it a total storage 
space of 46,500,000 cubic 
feet and approximately 
185,000 pallet positions. 
Congebec is now the 
12th-largest public refrig-
erated warehousing com-
pany in North America 
and 15th in the world 
among member compa-

nies of IARW… Crowley Maritime 
Corp. (www.crowley.com), Jackson-
ville, Fla., and Customized Brokers 
(www.customized brokers.net), the 

company’s Miami-based customs 
brokerage company, have opened a 
new cold storage warehouse facil-
ity, Crowley Fresh, in Miami. The 
facility features multiple humidity 
and temperature-controlled coolers 
and is open 24/7 to store and handle 
perishables arriving from Latin and 
South America, the Caribbean, Eu-
rope, Asia and the Far East in South 
Florida for import and export... 
Bellingham Cold Storage (www.
bellcold.com), Bellingham, Wash., 
was recognized as a winner of the 
2013 Premier Employer Award at 
the Northwest Food Processors 
Association’s Annual Expo and 
Conference Jan. 14-16 at the Oregon 
Convention Center. The award rec-
ognized 11 companies nominated 
for innovative employee engagement 
practices that promote economic 
opportunities for lower-income 
employees. Hillsboro, Ore.-based 
Henningsen Cold Storage (www.
henningsen.com) was also recog-
nized at the event. n

Fred Boehler

on Cold Storage Warehousing and Construction
The AuThoriTy
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• Blast freezing with Interstate Warehousing’s QFR Zone® system
• Cold storage warehousing & distribution
• Exclusively focused on cold storage distribution facilities
• Customized distribution solutions at Interstate Warehousing
• Owner/Operators of more than 90 million cubic feet of frozen &
 refrigerated warehouse space
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A LIFE IN
THE FOOD BIZ
Scott Poole got his start in the business when he was 
16, bagging groceries. 

Most people 
know Scott 
Poole from his 

days running the frozen 
and dairy departments 
at Walmart, and from 
his time as chairman 
of the National Frozen 
& Refrigerated Foods 
Association. 

But then, around 2007, 
Scott sort of dropped out 
of sight. Lately, he’s been 
showing up at NFRA 
meetings again, catching 
up with old friends. So 
where’d he go? What’s he been up to? And as we love to 
ask, “Would you tell us a bit about yourself?” 

What’s been happening with you since 2007? 
In 2007 I moved over to dry grocery for Walmart, and 
two years later I became vp of small format implementa-
tion, working with Neighborhood Markets. But I decided 
to leave Walmart in 2011. 

How come? 
I thought I would move back toward home, so I joined 
Food City in Virginia. My parents are still alive, and my 

wife Beth and I both 
have all our fam-
ily back there. But 
it became obvious 
soon enough that 
“home” had become 
northwest Arkansas, 
where we’d been for 
20 years. So I moved 
back to Arkansas 

and was fortunate enough to land back in Bentonville at 
Premier Concepts. 

What do you do there?
I’m the vp of business development, fighting for the same 
business as Advantage, Acosta and Crossmark. We’re a 
broker that helps companies grow their sales and profits 

at Walmart. It’s the other side of the desk for me, but 
there’s really just a fine line between buying and selling. 

How’d you get into the grocery business?
I was born and raised in Salisbury, N.C., home of Food 
Lion or as it was called back then, Food Town. I was bag-
ging groceries when I was 16, and I guess I got the fire in 
my belly for the business. I knew I’d get back to it after I 
finished school. 

What was high school and college like for you? 
Play a lot of sports?
I played a lot of baseball (center field) and basketball 
(point guard) in junior high and high school, and I still 
love golf, though today I watch sports more than play 
them. But I’m sort of a sports nut. I’ve always been a die-
hard Carolina basketball fan. Because of our 20 years in 
Arkansas, I’m a Razorback fan as well. I went to Appala-
chian State in Boone, N.C., and got my B.S. in business 
administration in 1984. My wife and I met there — we’ve 
been married now for 29 years and have five kids. 

What was your first job after college?
I went into the management training program at Food 
Lion, and ran a store in Morristown, Tenn., just outside 
of Knoxville before getting into purchasing at the home 

office. Back then everything was driven by brokers, and 
when I met with them I’d be buying everything from 
mops and brooms to yogurt. I was fortunate to have 
worked for Joe Hall — he taught me a lot.  

Then Duane Wilson, who ran marketing and 
merchandising at Food Lion, left to run perishables at 
Sam’s Club. Besides working together, we’d gone to the 
same church, and one day he asked me if I’d like to move 
to Arkansas to buy frozen foods at Sam’s. I said “no,” but 
he asked me to just come out anyway, and Beth and I 
were like, “Wow! This is a nice area!” So that’s how I got 
into Walmart after 10 years at Food Lion.   

Got a favorite charity?
Beth and I have been involved for the past 10 years with 
the Single Parent Scholarship Fund of Northwest Arkan-
sas (www.spsfnwa.org). Along with the NFRA, it’s the 
greatest group of individuals I’ve ever been associated 
with. The group gives scholarships to male and female 
single parents, so they can further their education and 
better themselves and their families. When you hear the 
recipients and the children talk about how it’s changed 
their lives, it’s just amazing. n

‘One day he asked 
me if I’d like to move 
to Arkansas to buy 
frozen foods at Sam’s. 
I said no, but... ‘ 

‘I’ve always been a diehard Carolina bas-
ketball fan. Because of our 20 years in 
Arkansas, I’m a Razorback fan as well.’

SCoTT PooLe



advertorial

Pittsburgh-based Summit GPO has an offer you 
shouldn’t refuse. At no cost to you, it will scout for 
group purchasing deals that can save your company big 
money. We spoke with Joe Ford III, vp of procurement 
and supply chain management, and Jon Schlegel, vp and 
general manager. 

How does Summit GPO save money for mid-sized 
packaged goods companies?
By aggregating purchases in key areas, we get them more 
buying power and better service from suppliers. This 
helps them compete with 
larger players who enjoy 
a lower cost of goods. The 
money we save for them 
goes straight to the bottom 
line. Members are often 
surprised by how much 
we can streamline their 
purchasing and improve 
their margins. It’s not 
unusual to cut members’ 
costs by 10% to 20%. 

Members? 
The GPO in our name 
stands for Group 
Purchasing Organization. 
There’s no cost for members 
to join, since we get our 
revenue from supplier 
companies. Suppliers pay 
the GPO 4.75% on overall volume. So it’s a supplier-
paid service. Member customers get a guaranteed cost 
reduction for all core consumable purchases, from 
packaging to proteins to IQF veggies. 

Has this concept been around awhile?
Yes. We’ve been doing it for 45 years, starting out with 
the soft drink and newspaper industries, but we just 

added packaged goods recently. Actually, large vendors 
with strong purchasing power have been teaming up 
for years. The buzzword is “horizontal collaboration.” 
Nestlé and Ocean Spray, for example, collaborate on 
purchasing and warehousing. 

So why did you get into packaged goods?
Because for mid-level producers, particularly in frozen 
and refrigerated foods, there’s been nobody working to 
find synergies and aggregating volume for better costs 
and terms. 

What are the names of some companies you’ve worked 
with in this industry?
We’ve saved significant sums on packaging for Kahiki 
Foods and Jane’s Dough Foods, for example. And we’ve 
worked for many years with independent bottlers of 
Coca-Cola, saving them money on materials they buy. We 
provide all members with full-time employees who are 
experts in creative purchasing and contract negotiation. 

Do you displace the incumbent supplier? 
Our purpose is not to displace the incumbent supplier, 
although that may be the outcome. We don’t dictate 
anything. We call together vetted suppliers, including 
the incumbent, and get their best prices and terms on 
the specs. We explain to the suppliers how we can 
bring them new customers without them having any 

cost of sales. But it’s up to 
the member to choose which 
GPO vendor will be their 
supplier. 

How would you sum up your 
offering? 
We look for an unfair 
competitive advantage for 
our members. Don’t get me 
wrong — we operate at the 
highest ethical standards. 
But in negotiation, you 
often hear “I can give you 
a competitive price.” Well, 
anyone can get a competitive 
price. We want an unfair 
competitive advantage — 
something that gives our 
members a better chance 
against the big players. If we 

can help members control costs, fend off price increases 
and compete better, we’re happy. Summit GPO is an 
organization which enables its members to increase their 
competitive advantage.

Summit Group Purchasing Organization
Pittsburgh, Pa. • 412-968-1168
www.summitsave.com

 GROUP BUYS SAVE YOU $$$
Want to save as much as 20% on packaging and raw materials?

Jon Schlegel, left, and Joe Ford III at the American 
Frozen Food Institute convention last month in Anaheim. 

SAVINGS ON AVERAGE WITH SUMMIT GPO
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