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OUT WARREN’S WAYOUT WARREN’S WAY

Warren Thayer, Editor
warren@frbuyer.com 

BUYING LOCAL; 
JERRY, WE MISS YOU
An opportunity that runs counter 
to SKU rationalization; fond mem-
ories of Jerry Carter. 

BY WARREN THAYER

“Foods with a local or 
natural connotation to 
them have much more 

potency with consumers than the 
average retailer thinks. If you are 
really good at serving that up, you 
attract a fast-growing and profit-
able segment of shoppers who are 

willing to 
pay more 
for what 
they want.”

Bill 
Bishop, 
best known 
for his 
years run-
ning Wil-
lard Bishop 

Consulting and now Chief Archi-
tect at Brick Meets Click (www.
brickmeetsclick.com), was sharing 
his thoughts with me about Fred 
Meyer’s promotion of local prod-
ucts. I’d told him how the chain’s 
fliers stress local produce and 
feature photos and stories of the 
farmers who grow it.  

Bill and I agreed that more of 
this can and should be done, across 
a wide range of products. Plain 
and simple, story-telling rings the 
register, especially when it comes 
to better-for-you products made 
not far from home. Shoppers really 
want to help out family farms and 
small, local businesses.  

All this runs counter to a grow-
ing perception among some retail-
ers that only two — or maybe three 
— SKUs are needed in each cat-
egory. Economies of scale, slotting 
fees and funny money all drive the 
continued trend to SKU irrationali-
zation that plays into the hands of 
Big Vendors. 

But I’m getting a sense that some 
of the best-practice (or better-prac-

tice) retailers are getting away from 
this and starting to pay more atten-
tion to the local vendors to whom 
consumers are attracted. There’s 
certainly differentiation and loyalty 
to be gained here, and it fits into the 
needs of what my old pal Bill calls 
“a fast-growing and profitable seg-
ment of shoppers.” 

JERRY CARTER
If you never met Jerry Carter, you 
really missed something. Jerry, a 
lover of life, frozen foods and his 
God — and not necessarily in that 
order — was better at putting smiles 
on faces than anybody I ever knew. 
Over the years, he’d been a broker, 
a manufacturer’s rep and a promi-
nent, key member of the National 
Frozen & Refrigerated Foods As-
sociation. Most important, he was a 
friend. Jerry died last month at 71. 

When I attended my first Frozen 
Food Month kickoff celebration 
in Indianapolis in 1992, I didn’t 
know a soul in the room — until 
I bumped into Jerry, who took me 
around making introductions. Like 
many others, I had made a friend 
for life. 

Jerry was upright without being 
uptight. One of those solid, un-
assuming Midwesterners you’d 
easily trust with your life, but who 
never judged or preached. He led 
by example, and that was enough. 
His respected business acumen and 
industry knowledge also drew him 
many followers. 

When he’d see me at industry 
conventions, he’d smile and start 
singing Johnny Cash’s “Folsom 
Prison:” “I hear that train a’coming, 
it’s comin’ round the bend… “  He 
never got farther than that, because 
we’d both break up laughing. I 
always told Jerry that sometimes he 
sounded exactly like Johnny Cash, 
and we often joked about it. 

After his death, I learned that he 
had similar private jokes with many 
in the industry. It just can’t be true 
that he’s gone. Jerry, we miss you 
already.  
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NEW PRODUCTS

Better-for-You Frozen Soup
The Kellogg Co., Battle Creek, Mich., adds a pair of frozen 
soups to its better-for-you Kashi lineup (www.kashi.com). 
Ready in minutes, the 
all-natural soups come 
in two whole grain- 
and fiber-rich flavors. 
Vegetarian Moroccan 
Minestrone combines 
zucchini, chickpeas, to-
tomatoes, onions and 
other fresh vegetables 
with Kashi 7 Whole 
Grain Orzo Pasta, 
while Savory Chicken 
Noodle features white 
meat chicken, carrots, 
onions, celery, kale, 
red quinoa and whole grain bow tie pasta. Both varieties 
come in two-serving, 22-ounce bags with a $6.95 SRP.

New Greek Yogurt Flavors
New Berlin, N.Y.-based Chobani (www.chobani.com) 
debuts 14 new Greek yogurt flavors across four product 
lines. To its 6-ounce Flip collection, with separate com-
partments for yogurt and mix-ins, Chobani adds Blueberry 

Power, Nutty for Nana, Peachy 
Pistachio, and Tropical 

Escape. To its 3.5-ounce 
Bite lineup (sold in four-
packs), it introduces 
Honey with Ginger and 
Mint with Dark Choco-

late Chips. And to its 
kid-friendly Champions 

assortment, it adds Flyin’ 
Dragon Fruit Tubes (sold in 

eight-packs) and Blueberry and 
Strawberry 3.5-ounce cups (sold in four-packs). New to its 
flagship 6-ounce cups are three blended flavors (Low-Fat 
Coconut, Low-Fat Key Lime and Low-Fat Orange Vanilla) 
and two fruit-on-the-bottom varieties (Low-Fat Apricot 
and Non-Fat Blueberry). The company will offer several 
6-ounce cup flavors in four-packs, and it will introduce 
eight-packs of smaller 3.5-ounce cups in six flavors. SRPs 
range from $1.29 for a sin-
gle six-ounce cup to $4.49 
for a four-pack.

Bite-Size Cheese Snacks
Crystal Farms (www.
crystalfarms.com), Min-
netonka, Minn., introduces 
grab-and-go 100% real 
cheese snacks. Offered 
in single-serve, 1.5-ounce 
stand-up pouches, bite-size 
Nibblers come in four bold 
flavors: Smoky BBQ Ched-
dar, Habanero Pepper Jack, 
Chipotle Pepper Cheddar, 

and Sour Cream & Onion Monterey Jack. SRP is 99 cents.

All-Natural Greek Yogurt
Miami-based Alpina Foods (www.alpinaus.com) rolls out 
a line of all-natural, authentically strained Greek yogurt. 
Free of artificial thickeners and flavors, the 5.3-ounce col-
lection includes six non-fat flavors: Blueberry, Strawberry, 
Vanilla Bean, Mango, Peach and Black Cherry. Alpina also 
relaunches its Revive lineup, featuring certified gluten-
free granola mix-ins, 
under a new name: 
Alpina Greek with Ar-
tisan Granola. Offered 
in 6-ounce containers, it 
comes in seven flavors: 
Blueberry with Almond 
Berry Granola, Strawberry 
with Almond Berry Granola, 
Vanilla Bean with Chai Spices 
Granola, Honey with Chai Spices Granola, Mango with 
Tropical Chai Granola, Peach with Tropical Chai Granola 
and Plain with Superfoods Granola. Regular Alpina Greek 
typically retails for between 99 cents and $1.19, while 
Alpina Greek with Artisan Granola goes for $1.29 to $1.39.

Turkey Steaks
Willmar, Minn.-based Jennie-O (www.jennieo.com) 
debuts grill-ready turkey breast steaks. Sold fresh, they’re 
available plain or pre-seasoned with a garlic and red 
pepper spice blend. The company also adds a Jalapeno 
and Cheddar Jack variety to its frozen all-white-meat 
turkey burger lineup. Turkey breast steaks range from 16 
to 24 ounces and average around $7.99 apiece. Individu-
ally vacuum-sealed turkey burgers come in 
2-pound six-packs with a $9.99 SRP.

Healthy Beverages
Bakersfield, Calif.-based Bolthouse Farms 
(www.bolthouse.com) expands its “better-
choice” beverage lineup with four new 
varieties. Cherry-flavored Multi-V Good-
ness contains 100% the daily value of 12 
essential vitamins plus 8 grams of fiber; 
sweet, tropical Mango Ginger + Carrot 
Juice delivers almost four servings of fruits 
and vegetables plus vitamins A and C; and 
energizing Salted Caramel Latte delivers 7 
grams of protein for a pre- or post-work-
out boost. All three come in both 15.2- and 
32-ounce bottles. Also new: veggie-packed 
Daily Greens, in 15.2-ounce bottles.



You Provide the Store, We Provide the Sizzle.
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NEW PRODUCTS

Flavored Yogurt Cheese
Karoun Dairies (www.karoun 
cheese.com), Turlock, Ca-
lif., introduces flavored yo-
gurt cheeses (“labnes”) for 
dipping and spreading. A 
healthy alternative to cream 
cheese and sour cream, the 
all-natural, probiotic-rich 
labnes come in French Onion, 
Spicy Garden Vegetables and 
Creamy Ranch. SRP is $2.99 
for a 16-ounce container. 
The company also debuts all-
natural Spreadable Breakfast 
Cream. Similar to traditional clotted cream, it can be used 
to finish hot or cold desserts or as a flatbread spread. Of-
fered in 8-ounce cups, it’s expected to retail for $2.99 to 
$3.99. Both Kosher-certified products are made with Real 
California Milk free of growth hormones BGH and rBST.

Fruit-Flavored Yogurt 
Chicago-based Muller Quaker Dairy (www.mullerquaker.
com) expands its Muller Yogurt lineup with four addi-

tional flavors. To its 
Muller FrutUp 
collection, the 
company adds 

both Orange 
and Mango 

varieties, and to 
its Muller Greek 

Corner assortment 
it introduces Pineap-

ple Passion Fruit and Mango. 
FrutUp features low-fat yogurt 

topped with a layer of whipped fruit mousse, while Greek 
Corner combines low-fat Greek-style yogurt with add-ins 
like nuts and granola. Both products come in 5.3-ounce 
containers. SRP is 99 cents for FrutUp and $1.29 for Muller 
Greek Corner.

Guacamole Minis
Fort Worth, Texas-based 
Fresherized Foods (www.
eatwholly.com) re-
launches its 100-calorie 
Wholly Guacamole Minis 
in 2-ounce peel-top cups 
designed for dipping. The 
kosher-certified, single-serve 
spreads come in four gluten-, 
preservative- and dairy-free 
flavors: Classic Guacamole, 
Spicy Guacamole, Avocado 
Ranch and 100% Avocado. The 
all-natural refrigerated 
dips typically retail for 
between $3.99 and $4.29 
for an 8-ounce four-pack.

Ready-to-Eat Wraps
Hormel Foods (www.hormelfoods.
com), Austin, Minn., rolls out 
ready-to-eat refrigerated snack 
wraps. Made with meat and cheese, 
hand-held REV wraps come in eight 
varieties, each with at least 15 grams 
of protein: Pepperoni Pizza, Ham 
and Cheese, Peppered Turkey, Meat 
Lovers Pizza, Italian Style Ham, Hot 
Peppered Ham, Italian Style, and 
Spicy Italian Style. Designed to 
be eaten hot or cold, the 3-ounce 
sandwiches are sold singly for 
between $1.99 and $2.39 apiece. 
Pepperoni Pizza is also available in a 
three-pack; SRP is $5.49 to $5.99.

Frozen Thai Entrees
Hunt Valley, Md.-based Simply Asia (www.simplyasia.
com), maker of the Thai Kitchen lineup, makes its first 

foray into the frozen 
aisle with a collection 
of single-serve meals. 
Ready to eat in about 
five minutes, Thai 
Kitchen Frozen Entrees 
come in five gluten-free 
flavors: Chicken Pad 
Thai, Chicken Green 
Curry, Chicken Red 
Curry, Vegetable Green 
Curry, and Vegetable 
Red Curry. Made with 
rice noodles, crisp 
vegetables and sauces 

prepared with Thai-style herbs and spices, the 10- and 
10.5-ounce microwaveable meals carry a $2.99 SRP.

Wild-Caught Gulf Shrimp
Biloxi Freezing & Processing (www.biloxifreezing.com), 
Biloxi, Miss., offers wild-caught Gulf shrimp flash frozen 
immediately after sorting to lock in freshness. Now avail-
able in 1-pound retail 
packages, Louisiana 
Prime Wild-Caught 
Shrimp comes in four 
formats: 16/20 count 
per pound headless (SRP 
$10.99), 50/60 count 
per pound peeled and 

deveined ($6.99), 
26/35 count 

per pound 
peeled and 
deveined 

($7.99), and 
21/25 count 

per pound peeled 
and deveined with tail on ($11.99).



•	 Ranked	among	the	top	five	U.S.	brands	
in	Bakery/Dessert	Cakes/Frozen	
category	sales	volume	according	to	
2012	52-week	Nielsen	data

•	 The	ONLY	brand	to	post	gains	in	sales	
and	units	sold	volumes	among	the	top	
five	brands

•	 Leading	brand	for	frozen	cream	puffs	
and	éclairs	and	the	largest	producer	of	
premium	European	desserts	in	the	U.S.

•	 Aggressive	coupon	marketing	efforts	
and	trade	promotions	around	key	
holidays	and	seasons	

•	 New	packaging	and	website	enhance	
the	buying	and	selling	experience

From	an	original	Belgian	recipe	to	the	
freezers	in	your	stores,	comes	Delizza	
Patisserie,	adding	revenue	to	your	bottom	
line	through	the	best	Europe	has	to	offer.
	
Popular	with	consumers,	grocery	
retailers	know	Delizza	pastries	are	perfect	
year-round	for	meals,	snacks	and	any	
entertaining	or	holiday	occasion.	
	
Here’s why retailers across the country 
are sweet on Delizza Patisserie!

For samples and sales 
information, please contact:	

Delizza	Patisserie	
6610	Corporation	Parkway	

Battleboro,	NC		27809	
252-442-0270

Join	us	today	at	www.delizza.us

the Spot
Hits
         in Incremental

Sales and Profits



F A C T O I D S

TOP 
FROZEN

BY PETER PENGUIN
During the 12 weeks ended 

June 16, sales of frozen foods in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar 
stores combined surpassed 
$12.14 billion, a 0.9% increase 
compared with the same period 

a year earlier, according to Chicago-based 
market research firm IRI. However, units 
were off 0.1% to 3.56 billion while volume 
fell 0.9% to 5.20 billion. Volume sold with 
merchandising support expanded 1.3 points 
to 40.4%.

For the 52 weeks ended June 16, dollars 
rose 1.7% to $52.04 billion and units edged 
up 0.1% to 15.43 billion. But volume slipped 
0.4% to 22.01 billion. Volume sold with 
merchandising support increased 1.2 points 
to 38.8%.

Our chart shows the largest frozen 
department subcategories, including the 
leading brands, for the 12 weeks ended 
June 16. Data is for the brands as originally 
trademarked and may not include line 
extensions.

25.8%
Dollar gain by frozen breakfast 

handheld (to $226,133,000), 
largest by a frozen subcategory 
with at least $10 million in sales. 
Newcomer Kellogg’s Special K is 
already the segment’s third-best 

seller (and the strongest per-
former among frozen products 
in distribution less than a year). 

-17.7%
Dollar loss by frozen lemonade/
limeade concentrate, largest by a 
frozen subcategory with at least 

$10 million in sales during the 
most recent 12 weeks. Of

10 subcategories, only one, other 
vegetable/fruit juice (+4.5%), 

saw sales rise.

7
Number of shuffles required

to mix a deck of 52 cards into a 
random sequence.

THE DATABANK
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ICE CREAM  $1,241,012,000   0.8   342,718,300   1.9   1,068,082,000   (0.0)
Private Label   $266,996,000   (4.3)  83,780,670   (2.9)  316,830,200   (3.8)
Blue Bell   $132,172,700   5.5   31,752,020   0.9   91,738,550   1.7 
Breyer’s   $112,480,400   (7.2)  32,847,430   (3.5)  98,223,190   (3.2)
Häagen-Dazs   $86,871,160   19.9   21,655,650   24.9   20,785,060   22.9 
Ben & Jerry’s   $81,686,670   6.4   22,077,170   6.1   22,147,400   5.9 
Dreyer’s/Edy’s Slowchurned   $63,447,320   (4.7)  16,482,050   0.8   49,799,420   1.1 
Wells’ Blue Bunny   $60,257,420   (19.1)  14,375,880   (19.3)  59,942,290   (18.7)
Dreyer’s/Edy’s Grand   $57,150,780   56.7   15,182,950   65.1   46,201,470   67.1 
Turkey Hill   $40,881,970   (0.1)  13,861,660   2.4   41,130,470   2.5 
Breyer’s Blasts   $29,741,460   5.0   8,816,368   7.9   26,248,350   7.1

SINGLE-SERVE DINNERS/ENTREES  $1,033,215,000   (5.7)  486,566,700   (5.3)  310,298,900   (4.9)
Stouffer’s   $130,963,300   11.0   48,416,700   12.2   37,745,720   13.5 
Weight Watchers Smart Ones   $97,102,160   (0.6)  45,852,310   1.1   26,413,910   (1.8)
Banquet   $76,306,890   (9.1)  74,787,860   (8.7)  38,922,400   (8.6)
Marie Callender’s   $73,061,220   (2.4)  28,350,360   (0.1)  24,245,980   (2.1)
Stouffer’s Lean Cuisine Culinary Collectns   $59,052,840   (9.2)  21,864,300   (9.3)  12,327,660   (8.8)
Stouffer’s Lean Cuisine Simple Favorites   $55,296,210   (15.5)  26,637,450   (11.3)  16,101,330   (11.4)
Hungry Man   $30,327,010   3.4   11,392,690   4.3   11,272,810   4.1 
Healthy Choice   $29,448,370   (27.8)  13,329,470   (26.9)  7,867,359   (26.5)
Healthy Choice Top Chef Café Steamers   $26,450,480   19.2   10,011,820   19.8   6,330,559   19.6
Stouffer’s Lean Cuisine Chef’s Picks   $24,444,100   0.3   9,104,221   0.9   4,955,596   0.7 

PIZZA  $973,221,900   (1.0)  305,998,300   (0.5)  308,129,400   (1.6)
Di Giorno   $224,376,700   (10.2)  40,386,560   (8.8)  66,573,100   (10.7)
Private Label   $100,439,700   0.3   32,965,830   (1.8)  35,684,900   2.1 
Red Baron   $90,663,440   (16.9)  25,673,620   (15.9)  31,926,400   (17.3)
Totino’s Party Pizza   $70,794,370   3.7   53,062,340   4.3   34,743,500   4.8 
Tombstone   $67,569,610   1.8   18,096,400   4.8   25,323,540   4.9 
Jack’s Original   $43,650,160   3.2   15,309,310   4.9   16,206,090   4.7 
Freschetta   $36,878,140   12.7   7,227,359   9.3   10,705,420   10.1 
California Pizza Kitchen   $30,110,070   (13.0)  5,948,556   (15.0)  4,596,692   (14.0)
Tony’s   $20,318,940   (15.1)  9,419,584   (14.1)  8,090,427   (14.1)
Stouffer’s   $20,079,010   (2.8)  7,243,310   1.8   5,421,883   (1.5)

NOVELTIES  $952,350,800   (4.4)  303,927,400   (5.5)  411,654,800   (5.0)
Private Label   $122,390,000   (3.1)  43,559,820   (5.1)  83,759,900   (5.5)
Nestlé Drumstick   $70,504,300   10.8   15,229,630   10.7   26,403,270   14.6 
The Skinny Cow   $51,745,530   (13.4)  12,438,560   (18.4)  14,972,260   (14.9)
Klondike   $43,497,460   (5.6)  14,224,410   (3.4)  24,331,590   (1.5)
Weight Watchers   $41,569,200   (20.1)  9,569,821   (17.0)  11,247,840   (17.7)
Popsicle   $35,109,320   (1.9)  11,035,020   (12.7)  19,040,590   (12.0)
Häagen-Dazs   $32,856,560   3.9   14,555,900   (7.6)  5,560,681   8.3 
Blue Bell   $30,014,260   11.8   7,894,915   8.0   14,556,020   7.1
Magnum   $25,598,750   (11.0)  6,807,570   (3.1)  4,288,720   (8.7)
Dreyer’s/Edy’s   $24,592,860   (61.5)  7,563,515   (54.8)  7,575,270   (58.3)

CHICKEN/CHICKEN SUBSTITUTES  $753,214,100   2.6   114,499,000   (0.5)  325,400,800   (6.0)
Private Label   $262,352,700   15.1   38,444,190   11.9   106,478,100   4.6 
Tyson   $169,867,500   3.7   22,024,930   1.0   69,885,550   (0.3)
Gold’n Plump   $30,604,400   1.2   5,420,977   (5.1)  10,319,880   (4.5)
Perdue Tender & Tasty   $27,898,680   (31.4)  4,048,459   (32.2)  13,001,330   (35.5)
Pilgrim’s   $21,880,440   73.8   3,364,807   139.8   12,198,860   61.8 
Pilgrim’s Pride   $21,878,730   (56.9)  3,990,917   (53.6)  8,265,795   (65.5)
Perdue Perfect Portions   $21,562,560   8.7   2,794,364   12.6   4,229,784   10.7 
T.G.I. Friday’s   $19,079,820   23.0   4,051,532   24.3   3,448,140   24.3 
Tyson Trimmed & Ready   $16,181,990   6.5   3,119,833   3.2   3,985,938   5.3
Perdue   $15,863,870   (2.1)  4,411,865   (10.1)  5,885,204   (0.6)

PRCSSD CHICKEN/CHICKEN SUBSTTS  $743,395,300   8.5   132,600,800   6.4   198,864,600   7.0 
Tyson   $183,482,400   1.1   27,281,960   3.9   54,063,170   (0.5)
Private Label   $144,115,600   28.4   24,439,170   19.2   38,682,910   22.9 
Tyson Any’tizers   $66,898,770   (5.3)  9,737,466   (4.3)  15,039,180   (9.6)
Tyson Grilled & Ready   $59,737,940   46.2   10,941,910   32.5   11,248,290   57.7 
Banquet   $48,944,060   (4.9)  10,519,800   (4.5)  16,194,560   (2.5)
Perdue   $45,027,100   3.6   8,485,927   0.1   14,887,940   2.2 
John Soules Foods   $19,984,480   10.5   4,822,416   11.4   3,533,755   11.6 
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1,697.7
Size in square miles of 

Anchorage, Alaska, the larg-
est U.S. city in terms of 
area. Second- and third-

largest: Jacksonville, Fla., and 
Oklahoma City, Okla.

$4,989,743
Dollar sales racked up by Wells’ 

Yoplait Frozen Yogurt during 
the most recent 12 weeks, the 
second-best performance by 
a frozen product in distribu-

tion less than a year. Its success 
helped grow the already strong 

frozen yogurt/tofu subcat-
egory 22.4%.

4.8%
Dollar gain by frozen frankfurt-

ers (to $5,828,987), despite 
double-digit losses by six of 
the top 10 brands, including 

top-seller private label. Strong 
performances by a pair of new-
comers, Nathan’s Famous and 
Applegate Naturals, already 

Nos. 2 and 3, respectively, drove 
the growth.

58.4%
Dollar gain by private label 

frozen dips (to $188,592), larg-
est by a store brand frozen 

product. Its success, combined 
with a double-digit increase by 
top-seller T.G.I. Friday’s, helped 
advance the segment 15.5% to 

$3,779,079.

-10.2%
Dollar loss by DiGiorno (to 
$224,376,700), the frozen 

department’s single largest 
brand. The pizza segment’s
No. 2 national brand, Red 

Baron, also suffered a signifi-
cant setback, but Nos. 4, 5 and 

6 posted modest gains and
No. 7 Freschetta shot up 12.7%, 

limiting overall subcategory 
losses to just 1.0%.

THE DATABANK

Foster Farms   $18,186,600   24.2   3,076,402   22.7   4,071,668   24.9 
Perdue Short Cuts   $17,594,080   (0.9)  3,852,974   (2.4)  2,329,686   (2.2)
Fast Fixin’   $11,653,270   1.1   2,691,201   5.2   5,540,071   10.8

HANDHELD ENTREES (NON-BRKFST)  $553,396,900   1.6   189,871,300   1.5   177,524,700   2.2 
Hot Pockets   $144,457,300   0.1   41,973,710   (4.8)  41,522,220   0.8 
El Monterey   $66,577,300   12.2   22,624,780   13.3   38,237,370   8.1 
Lean Pockets   $38,456,460   (2.0)  16,006,410   (4.2)  10,426,530   (2.5)
State Fair   $36,825,770   (11.5)  5,750,270   (10.2)  13,149,290   (10.5)
Foster Farms   $30,193,830   7.5   4,955,819   5.8   12,554,510   9.2 
Smucker’s Uncrustables   $29,018,120   32.8   6,010,277   21.7   5,604,270   37.9 
White Castle   $26,256,880   4.6   4,745,360   1.7   4,200,645   4.9 
Private Label   $20,520,720   (2.9)  10,319,350   25.9   6,495,915   9.6 
Amy’s   $12,229,960   12.2   4,585,773   9.6   1,666,152   9.6
José Olé   $11,321,930   (8.5)  9,118,532   5.9   3,776,098   (13.5)

FISH/SEAFOOD  $525,543,200   3.3   76,693,090   0.2   114,470,400   4.1 
For top-10 brand data, see our story on Seafood in this issue.

MEAT (NO POULTRY)  $484,910,400   5.3   66,318,160   11.4   145,747,500   4.8 
Private Label   $197,989,200   12.0   30,578,080   23.0   62,744,980   11.7 
Bubba Burger   $36,062,360   (6.6)  3,208,450   (10.1)  7,305,445   (10.6)
Jensen   $17,288,610   (10.8)  860,356   (8.8)  6,353,903   (10.2)
Silver T   $14,683,810   17.7   811,766   25.2   5,139,760   22.9 
Ball Park   $13,176,180   116.6   1,723,081   116.7   2,176,734   113.9 
Philly Gourmet   $11,803,330   0.9   1,446,575   (0.7)  3,031,256   3.2 
Steak-umm   $11,107,960   (16.5)  1,909,191   (15.9)  2,083,242   (26.3)
John Soules Foods   $10,558,530   11.8   1,626,528   22.7   1,466,978   13.5 
Casa Di Bertacchi   $9,973,522   (3.9)  666,426   (8.2)  3,998,559   (8.2)
Rosina   $6,694,369   1.9   1,042,480   12.0   1,834,030   (1.5)

MULTI-SERVE DINNERS/ENTREES  $456,684,100   (6.2)  76,987,550   (4.9)  160,335,100   (4.3)
Stouffer’s   $165,357,500   12.2   22,921,790   20.1   63,966,390   9.8 
Birds Eye Voila!   $55,569,430   4.8   12,606,360   4.8   19,846,740   6.6 
Bertolli   $39,008,700   (15.2)  6,174,743   (11.0)  9,565,330   (14.0)
P.F. Chang’s Home Menu   $25,552,540   (17.8)  3,322,393   (16.5)  4,568,291   (16.5)
Private Label   $23,141,750   (22.3)  3,443,444   (20.4)  9,155,480   (20.7)
Marie Callender’s   $19,625,630   17.7   3,382,995   14.1   7,555,888   29.2 
Michael Angelo’s   $14,781,190   2.4   1,628,976   (0.9)  3,966,200   5.5 
Banquet   $11,804,520   (8.2)  4,052,561   (10.1)  6,796,915   (9.3)
Gourmet Dining   $11,543,510   0.5   2,407,592   (1.1)  4,329,868   (6.5)
Stouffer’s Easy Express Skillets   $8,891,900   (43.2)  2,130,805   (43.6)  3,198,465   (44.5)

SHRIMP  $424,235,300   0.9   52,509,110   0.9   56,852,450   (0.2)
For top-10 brand data, see our story on Seafood in this issue.

APPETIZERS/SNACK ROLLS  $370,965,400   (2.9)  87,223,760   (1.5)  108,315,200   (0.3)
Totino’s Pizza Rolls   $102,289,600   4.8   25,708,960   7.6   38,400,140   6.2 
Delimex   $28,380,950   6.2   4,213,546   5.5   8,772,172   6.4 
Farm Rich   $24,283,350   (12.0)  4,013,084   (9.6)  7,540,551   (6.1)
Private Label   $20,921,550   (6.9)  5,099,528   (2.6)  5,267,458   (3.5)
José Olé  $17,176,440   0.1   3,493,576   0.8   4,756,533   1.8 
Ore-Ida Bagel Bites   $17,085,440   7.2   5,734,304   11.8   3,599,655   7.4 
T.G.I. Friday’s   $16,774,550   (4.3)  3,363,910   (0.6)  3,254,598   (2.5)
El Monterey   $13,470,850   (16.5)  2,054,376   (14.6)  3,594,186   (14.5)
Tai Pei   $12,437,790   (1.2)  3,089,304   (4.2)  3,566,670   (2.3)
Bagel Bites   $10,645,190   3.8   1,220,671   2.2   2,828,734   2.2

PLAIN POTATOES/FRIES/HSHBRWNS  $353,550,800   1.2   127,812,900   4.1   249,591,100   1.8 
Private Label   $121,151,500   (0.4)  50,459,150   1.7   108,611,800   (0.5)
Ore-Ida   $60,863,210   0.8   19,368,780   5.1   34,401,840   4.2 
Ore-Ida Golden Crinkles   $30,896,730   3.1   8,216,089   5.9   23,688,420   2.8 
Alexia   $21,832,650   (1.7)  6,365,673   (0.2)  8,749,306   2.2 
Ore-Ida Tater Tots   $20,259,850   5.0   6,407,677   8.5   13,051,810   7.8 
Ore-Ida Fast Food Fries   $8,449,398   (3.2)  2,490,166   1.4   4,766,559   (1.5)
Ore-Ida Golden Fries   $7,797,437   2.5   2,419,922   2.9   5,316,637   4.3 
Ore-Ida Easy Fries   $6,411,097   14.5   6,226,458   19.4   1,808,619   19.6 
Ore-Ida Crispy Crowns   $5,776,120   4.6   2,065,599   19.4   3,506,323   8.1 
McCain   $5,590,832   (14.1)  2,060,242   (10.8)  3,203,453   (12.1)

The clear choice is the Best choice 
to drive center store profits.

facebook.com/SeaBestSeafood
@seabestseafood

For more information contact a Sea Best®  
seafood expert at 866.950.2378
seabest.com

Todays seafood consumer trends are leaning more towards 
convenience, health and savings.  At Sea Best® we get that. 
Through research and insight we have created innovative, 
restaurant-quality frozen seafood entrees that offer a solution  
for shoppers to enjoy seafood at home. 

Being recognized for originality, taste and functionality, our 
newest Roasted Tomato & Herb Salmon rises to the top for flavor.
With so many Sea Best® chef-inspired options to choose from, it’s 
easy to make the clear choice to add Sea Best® to your center 
store and give your customers the Best. 
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JOHNNY’S COLUMN

F A C T O I D S

TOP 
REFRIGERATED

BY BESSIE BOVINE

Sales of dairy products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined topped $16.58 billion 
during the 12 weeks ended June 
16, a 3.1% increase compared 

with the same period a year ago, according 
to Chicago-based market research firm IRI. 
Units rose 1.4% to 6.43 billion, and volume 
jumped 1.6% to 55.31 billion. Percentage of 
volume sold with merchandising support 
edged up 0.5 points to 40.2%.

In the deli department, dollars shot up 
1.8% to $5.20 billion, while units expanded 
0.2% to 1.51 billion. Volume increased 
0.5% to 1.42 billion, but volume sold with 
merchandising support fell 1.7 points to 
38.4%.

For the 52 weeks ended June 16, dairy 
sales jumped 1.9% to $72.69 billion while 
units rose 1.3% to 28.14 billion. Volume 
increased 1.0% to 240.33 billion, and volume 
sold with merchandising support edged up 
0.2 points to 36.8%.

In the deli department, dollar sales grew 
2.0% to $22.12 billion and units expanded 
1.4% to 6.45 billion. Volume increased 
0.9% to 6.04 billion, and volume sold with 
merchandising support rose 0.5 points to 
38.4%.

Our chart shows the largest refrigerated 
subcategories (dairy and deli combined), 
including the leading brands, for the 12 
weeks ended June 16. Data is for the brands 
as originally trademarked and may not 
include line extensions.

30%
Dollar gain by juice and drink 
smoothies (to $143,547,200), 

largest by a refrigerated
subcategory with at least

$10 million in sales. Led by 
Nos. 1 and 3, Naked (+54.4%) 

and Naked Superfood (+55.4%), 
the top five brands all saw 

double-digit increases.

20
Length in feet of the average 
adult’s small intestine. The 

large intestine is only about
5 feet long.

THE DATABANK
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SKIM/LOWFAT MILK  $2,155,701,000   (1.6)  722,029,200   (3.8)  4,629,194,000   (3.8)
Private Label   $1,370,253,000   (0.9)  476,719,100   (3.0)  3,228,154,000   (2.9)
Horizon Organic   $73,311,240   4.4   16,177,440   6.2   73,741,540   5.9 
Hood Lactaid   $72,279,470   2.8   16,961,980   2.7   73,932,920   4.4 
Prairie Farms   $35,088,870   3.3   12,316,820   0.1   77,204,060   (0.5)
Dean’s   $31,250,870   2.6   11,003,970   (2.6)  69,685,340   1.6 
Land O’Lakes   $29,314,150   8.4   9,908,488   1.0   70,506,180   1.8 
Hiland   $27,736,090   44.1   9,201,595   37.9   54,791,240   38.3 
Organic Valley   $21,219,510   (3.5)  4,887,249   (4.5)  20,744,400   (3.9)
Country Fresh   $14,127,800   (4.0)  4,804,717   (6.4)  33,482,250   (4.7)
Alta Dena   $14,096,070   (7.4)  4,285,930   (12.2)  19,748,390   (9.5)

YOGURT  $1,688,610,000   10.0   1,211,951,000   5.1   796,860,600   5.3
IRI was unable to supply top-10 brand data for the Yogurt category this month.

SLICED LUNCHMEAT  $1,210,067,000   (3.0)  394,645,300   (2.9)  286,572,000   (1.4)
Oscar Mayer   $246,252,400   (13.5)  81,469,930   (10.6)  74,645,480   (6.5)
Oscar Mayer Deli Fresh   $203,732,500   7.2   54,146,400   10.1   36,807,450   10.8 
Private Label   $178,668,700   0.9   55,802,750   (2.9)  41,272,370   1.8 
Hillshire Farm   $83,378,210   *   23,950,480   *   14,486,890   * 
Land O’Frost Premium   $66,957,180   (6.5)  16,481,260   (7.1)  16,234,400   (7.1)
Bar-S   $40,598,780   3.1   23,349,600   0.5   20,883,610   0.5 
Castle Wood Reserve   $34,524,780   (2.5)  4,427,119   (2.0)  6,322,253   (2.8)
Hormel Natural Choice   $24,876,980   2.8   7,617,113   (7.7)  3,878,648   (3.9)
Buddig   $22,448,130   (0.7)  26,931,110   (3.0)  4,691,298   0.5
Hillshire Farm Deli Select   $12,299,780   (89.6)  3,137,428   (90.4)  2,213,625   (88.8)

FRESH EGGS  $1,093,235,000   7.2   470,538,000   (2.3)  6,906,910,000   (0.9)
Private Label   $589,687,300   8.6   281,229,000   0.4   4,036,420,000   1.6 
Eggland’s Best   $139,117,700   12.8   44,015,800   10.9   571,127,900   10.5 
Great Day Farmers Market   $43,609,910   1.0   20,839,730   (4.9)  308,590,400   (5.0)
Country Creek   $30,362,920   9.4   11,116,320   (1.1)  202,732,400   1.1 
Sunny Farms   $28,403,880   14.9   12,207,730   (1.4)  194,536,500   2.2 
Cal Maine Sunup   $21,590,130   (6.8)  6,703,429   (31.5)  176,471,200   (17.7)
Land O’Lakes   $16,413,550   16.4   4,950,598   11.3   64,793,050   13.0 
Sauder’s Eggs   $12,537,360   8.7   4,304,494   (5.9)  93,707,980   (3.3)
Dutch Farms   $10,528,700   24.2   6,805,864   15.8   85,046,020   14.8 
Hillandale Farms   $9,212,312   (17.8)  4,985,192   (26.9)  63,836,190   (30.9)

NATURAL SHREDDED CHEESE  $925,436,900   5.0   303,097,900   3.1   210,568,300   3.9 
Private Label   $539,882,900   4.6   173,574,000   2.8   138,256,300   3.8 
Kraft   $173,498,100   11.1   59,365,800   10.7   33,195,040   10.4 
Sargento   $69,436,100   1.0   23,434,230   (3.9)  12,704,290   (3.7)
Crystal Farms   $25,103,250   (11.3)  9,398,852   (14.1)  5,393,361   (13.0)
Kraft Philadelphia   $21,653,040   7.5   7,758,551   2.4   4,166,727   4.7 
Borden   $16,239,820   26.3   7,085,244   28.4   3,584,997   27.9 
Sargento Artisan Blends   $7,040,145   (10.3)  2,457,200   (15.0)  980,229   (16.3)
Di Giorno   $5,885,092   (8.4)  1,321,615   (8.9)  534,998   (8.9)
Stella   $5,523,191   5.9   1,510,652   5.8   486,777   8.1
Tillamook   $5,453,514   (4.0)  1,475,875   (0.9)  915,144   (13.6)

WHOLE MILK  $869,693,800   1.3   284,078,700   (0.9)  1,806,574,000   (1.0)
Private Label   $531,341,800   1.4   178,186,700   (0.6)  1,207,268,000   (0.5)
Horizon Organic   $32,756,310   10.8   7,386,575   13.6   32,833,640   12.5 
Hood Lactaid   $18,021,650   4.9   4,077,522   4.8   18,804,180   6.6 
Hiland   $16,315,940   41.9   5,367,428   35.9   30,435,090   36.7 
Borden   $13,503,630   (2.2)  4,518,825   0.0   20,948,710   (6.6)
Prairie Farms   $11,990,090   8.1   4,111,536   3.6   24,913,080   4.9 
Dean’s   $10,245,210   4.3   3,597,574   (1.1)  22,382,510   5.2 
Oak Farms   $9,393,194   9.7   3,060,300   7.8   17,936,100   9.5 
Country Fresh   $8,269,780   (4.4)  2,592,951   (7.3)  18,713,410   (5.1)
Land O’Lakes   $8,157,392   5.7   2,719,798   0.8   20,394,100   1.3

BACON  $840,369,700   5.1   192,692,400   (3.7)  180,984,900   (2.5)
Private Label   $175,275,200   10.2   43,149,450   4.9   38,928,140   (0.2)
Oscar Mayer   $163,207,600   (7.1)  34,394,860   (16.3)  32,045,240   (4.6)
Hormel Black Label   $76,308,140   5.8   14,715,180   (5.6)  15,178,810   (5.7)
Wright   $65,303,930   22.9   7,069,837   12.4   14,568,560   10.3 
Farmland   $36,819,040   2.3   8,378,455   (11.5)  8,514,451   (11.1)
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-12.3%
Dollar loss by pudding/

mousse/gelatin parfaits (to 
$152,974,000), the largest 

refrigerated subcategory to 
register a double-digit loss.  

Although top-seller Jell-O saw 
sales tumble 18.9%, sales of 
seven of the nine remaining 

top 10 brands grew.

562.3%
Dollar gain by private label 

dinner/sandwich rolls/crois-
sants (to $1,743,809), largest 
by a store brand refrigerated 

product. Thanks to its suc-
cess and a strong showing by 
newcomer Bisquick Bakery — 
already the segment’s fourth-

best seller — subcategory sales 
jumped 313.4% to $2,019,126.

$4,637,692
Dollar sales amassed by 

handheld entree newcomer 
Hormel REV, one of the best 
performances by a refriger-
ated product in distribution 
less than a year. Already the 
segment’s second-best seller 

(after private label), it helped 
grow subcategory sales 22.3% 

to $52,791,940.

43%
Percentage of women who said 
they’d rather visit the dentist 

than spend time with their 
mother-in-law, according to a 

recent USA Today survey.

55.5%
Percentage of lemonade vol-
ume sold with merchandis-
ing support during the most 
recent 12 weeks, largest in 

the refrigerated department 
(the second- and third-highest 
were also refrigerated juices). 

Lemonade volume jumped 5.7% 
during the period and dollars 

rose 1.7% to $118,381,700.

*Number is either not available, or very high, indicative of a recent launch working off a small base.              

Smithfield   $30,268,500   8.6   6,814,617   (4.0)  6,944,934   (4.3)
Gwaltney   $23,229,310   (5.4)  6,160,501   (15.4)  5,489,646   (18.2)
Bar-S   $20,767,780   4.6   6,288,988   (6.7)  5,001,021   (9.0)
Hormel   $20,676,050   1.6   4,424,066   (2.9)  1,858,814   1.7 
Butterball Everyday   $14,672,400   1.0   6,400,271   4.5   3,754,500   2.1

NATURAL CHUNKS  $746,582,400   2.0   197,152,000   1.0   144,855,900   (1.0)
Private Label   $252,624,300   (2.5)  70,594,240   (2.9)  59,586,810   (5.5)
Kraft   $57,141,460   4.9   20,155,170   5.1   11,525,810   6.4 
Tillamook   $41,171,720   2.7   7,716,010   7.6   9,848,784   5.7 
Laughing Cow Mini Babybel   $31,075,350   19.9   6,806,449   21.4   2,810,616   29.6 
Kraft Cracker Barrel   $27,321,290   12.1   8,393,298   12.5   4,198,664   5.5 
Belgioioso   $21,761,960   7.1   4,678,664   9.3   2,625,211   6.6 
Cabot   $20,625,450   177.4   6,310,421   159.4   3,889,045   180.5 
Crystal Farms   $19,426,260   (6.2)  7,642,466   (9.4)  4,082,628   (10.0)
Cabot Vermont   $17,575,410   (36.9)  4,881,030   (39.4)  3,439,753   (34.9)
President   $10,532,020   (1.8)  1,787,936   (2.5)  941,770   0.6

UNCOOKED MEATS (NO POULTRY)  $741,547,600   12.5   116,878,100   12.0   205,493,600   8.2 
Private Label   $307,121,600   19.3   46,893,810   19.7   96,609,640   10.6 
Nobrand   $79,755,090   20.7   11,661,710   20.3   19,547,940   20.2 
Nobrand   $72,596,420   (10.7)  11,421,930   (9.4)  19,266,730   (9.7)
Tyson   $59,138,100   15.6   10,364,500   16.5   18,429,150   15.6 
Nobrand   $31,890,600   (28.9)  5,047,409   (28.4)  8,739,807   (29.2)
Hormel Always Tender   $31,714,960   0.8   4,698,973   0.7   6,468,710   0.9 
Our Certified   $24,402,060   9.1   4,969,919   (3.6)  6,931,797   3.6 
IBP   $10,485,650   (2.2)  2,610,325   1.0   3,146,184   0.2 
Smithfield   $9,118,644   21.1   1,811,259   25.8   2,142,353   27.6 
Tyson Slow Cooker Creations   $6,673,526   0.4   484,570   1.0   1,885,227   1.0

DINNER SAUSAGE  $717,204,700   (1.4)  195,957,400   0.4   216,648,500   0.5 
Johnsonville   $175,920,700   (4.8)  45,530,660   (1.1)  50,580,100   (1.8)
Hillshire Farm   $104,886,800   (5.0)  33,724,410   (5.7)  30,657,180   (5.1)
Private Label   $64,399,230   (7.1)  18,170,960   1.6   20,604,840   (3.6)
Eckrich   $47,197,630   8.5   16,028,980   15.9   16,362,870   15.9 
Hillshire Farm Lit’l Smokies   $17,139,670   5.2   4,124,351   5.8   3,876,815   7.0 
Premio   $15,949,240   12.0   3,647,038   10.3   4,747,310   17.6 
Bar-S   $15,508,650   7.0   3,504,208   6.2   8,007,969   13.9 
Aidells   $15,103,240   10.1   2,607,789   12.0   1,955,880   11.2 
Al Fresco   $9,785,947   1.2   2,123,578   1.9   1,613,905   1.0 
Jennie-O Turkey Store   $7,729,903   (6.4)  1,737,108   (8.2)  1,999,936   (8.0)

ORANGE JUICE  $714,280,700   (1.1)  214,420,400   (0.2)  14,667,670,000   0.5 
Tropicana Pure Premium   $204,009,900   (2.9)  52,743,960   (4.6)  3,551,749,000   (5.4)
Simply Orange   $148,264,600   2.3   41,160,880   (0.6)  2,466,940,000   0.9 
Private Label   $123,677,400   2.9   45,064,650   9.4   3,663,792,000   9.6 
Florida’s Natural   $81,080,460   (7.9)  22,985,730   (11.1)  1,485,238,000   (10.1)
Minute Maid Premium   $60,047,660   (12.8)  18,109,520   (12.7)  1,291,391,000   (12.5)
Minute Maid   $21,875,470   19.4   7,322,234   20.2   446,183,300   24.1 
Homemaker   $9,599,120   25.4   4,485,192   40.0   264,626,300   40.0 
Minute Maid Premium Kids Plus   $7,284,016   (13.4)  2,362,107   (12.3)  160,471,600   (12.1)
Dole   $5,902,952   166.6   2,201,110   134.3   130,316,300   134.0 
Citrus World Donald Duck   $4,224,633   9.9   1,897,561   15.3   107,023,200   9.9

FRANKFURTERS  $666,736,300   (3.6)  262,800,900   (2.6)  278,663,000   (2.5)
Ball Park   $153,221,900   (2.3)  45,645,080   (3.1)  51,954,430   (3.0)
Oscar Mayer   $133,360,700   (7.5)  47,251,620   (2.0)  50,181,330   (2.0)
Bar-S   $79,558,410   (3.3)  68,071,830   (2.4)  62,020,220   (2.3)
Hebrew National   $50,382,770   (0.5)  12,233,980   2.8   10,731,710   3.0 
Nathan’s Famous   $45,079,660   (3.4)  10,502,260   (6.9)  10,637,400   (7.2)
Private Label   $24,199,240   (11.1)  9,236,811   (13.8)  11,959,720   (9.1)
Gwaltney   $16,003,550   (7.8)  10,114,490   (2.9)  11,149,500   (1.6)
Sabrett   $8,465,013   (1.5)  1,583,558   10.7   2,096,320   (2.5)
Eckrich   $7,824,660   1.6   4,596,385   6.9   4,452,219   4.5 
Gwaltney Great Dogs   $6,292,402   (12.3)  1,662,162   (10.4)  4,490,859   (10.5)

PRCSSD/IMITATION CHEESE-SLICES  $452,592,100   (3.8)  147,194,900   (5.4)  135,269,800   (4.0)
Kraft Singles   $174,934,400   (2.6)  51,690,520   (5.0)  49,875,140   (3.5)
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Gary M. Rodkin, CEO, ConAgra, in a June 27 confer-
ence call with securities analysts: (The frozen breakfast) 
category has grown significantly over the past five years 
and frozen breakfast sandwiches have driven quite a bit 
of that growth. But frozen breakfast sandwiches are still 
an underdeveloped breakfast 
option. That’s where Marie Cal-
lender’s and Banquet come in. 
Building on capabilities we ac-
quired when we bought Odom’s 
Tennessee Pride and adding some strong culinary and 
cooking innovation, we’ve developed lines of breakfast 
sandwiches that break new grounds in terms of conveni-
ence and quality. 
Thomas M. McGough, president, Consumer Foods 
Group: We’ve improved our margins throughout the 
year and we’re seeing very positive share impact from 
our marketing investments, particularly in frozen, our 
shelf-stable and refrigerated portfolio. We continue to see 
non-measured channels grow at a much faster rate than 
the measured channels. 

Howard R. Levine, CEO, Family Dollar Stores, in a 
conference call with securities analysts on July 10:  Our 
assortment additions over the last two years have contin-
ued to make us more relevant, and we continue to gain 

market share… We 
are on target to open 
about 500 new stores 

this year, and our new store pipeline remains as strong 
as ever. Our real estate models continue to reflect an 
opportunity to double the size of the chain. In addition, 
our renovation program remains on track. This impor-
tant initiative is refreshing our brand and improving 
the customer experience. And as a result, our renovated 
stores continued to outperform the rest of the chain. By 
the end of the fiscal year, about 60% of our chain will 

reflect a much improved shopping experience, and our 
goal is to renovate the entire chain by 2016… One thing 
that’s pretty clear is that our customer is spending less in 
the overall marketplace. Fortunately, she’s spending more 
with us, not as much as we’d like, but we are improving 
market share and growing that. 

Sam Duncan, president and CEO, Supervalu, asked in a 
July 18 conference call with analysts if he’d prefer growth 
in corporate-owned versus licensed Save-A-Lot stores: I 
really don’t have a preference on which we grow first. If 
you go into an area, or an area that we are already in, and 
you look to expand stores, a lot of times it’s easier and 

smarter for us to go 
in there and open 
up corporate stores 
and then look for 

licensees either existing or potential new ones. It’s easier, 
quicker to open up corporate stores and turn them over 
to licensees eventually… But we hope that existing licen-
sees, as we gain their confidence back, will be ready to 
open up new stores and there already is some talk of that. 

Ian Friendly, exec vp and COO, U.S. Retail, General 
Mills, at July 9 meeting with analysts: In frozen food, our 
Totino’s BOLD Rolls have been a hit in the club channel. 
We’ll be expanding distri-
bution to other channels 
and adding a Jalapeno 
Popper variety. New Old 
El Paso entrees bring great 
tasting Mexican meals to 
the freezer taste. These 
eight-SKU lines start shipping in early September. And 
our Pillsbury breakfast items have been a big hit in food-
service so we’re bringing them to grocery stores. n

CHATTING WITH THE CEO
David B. Dillon, chairman and CEO, Kroger, in an interchange near 
the end of the June 27 annual meeting’s Q&A session: 
Unknown shareholder: All the years I’ve been coming, I’ve always 

wanted to call you Matt Dillon from “Gunsmoke” 
because you are the man, you are the head guy at 
the company, and I always wanted to call you Mr. 
Dillon. 

Dillon: I will tell you that my great, great grandfa-
ther’s first name was Matt. True story. He was not a marshal.

W. Rodney McMullen, president: That’s very interesting.
Unknown Shareholder: But you are the head guy at the company, and that’s all that I want to say.
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PRIVATE LABEL DOLLARS & SHARES
Nielsen data for the 52 weeks ended June 9, 2012 and June 8, 2013, for all channels including convenience stores. 

CATEGORY 2012 $ 2013 $ % CHG % CHG 2012 SHARE 2013 SHARE

FROZEN FOODS $9,908,451,868 $10,147,929,086 5.9 2.4  20.0   20.2  
Baked Goods $311,920,933 $322,640,147 5.0 3.4  14.8   15.2  
Breakfast Foods $586,641,380 $623,435,768 11.4 6.3  20.3   20.1  
Dessert/Fruit/Tops $608,553,644 $681,001,187 11.8 11.9  37.9   39.3  
Novelties  $502,020,827 $495,668,285 3.1 -1.3  11.8   11.8  
Ice  $204,480,097 $217,125,988 13.2 6.2  14.7   16.3  
Ice Cream  $1,347,768,267 $1,320,247,666 8.3 -2.0  23.7   22.7  
Juices/Drinks $158,757,220 $143,148,574 -2.1 -9.8  34.4   34.3  
Pizza/Snacks $635,645,137 $655,563,243 17.5 3.1  10.4   10.6  
Prepared Foods $1,424,746,569 $1,459,913,630 8.6 2.5  10.1   10.3  
Unprep Meat/Seafood $2,324,571,878 $2,401,263,062 -1.7 3.3  41.2   41.1  
Vegetables $1,803,345,914 $1,827,921,530 6.3 1.4  34.1   34.6  

DAIRY DEPARTMENT  $22,911,591,521 $22,597,241,284 7.7 -1.4  36.0   35.1  
Butter/Margarine  $1,256,415,550 $1,194,475,215 5.9 -4.9  31.9   31.4  
Cheese  $6,156,032,633 $6,095,092,948 12.4 -1.0  38.6   37.8  
Cot Chs/Sour Crm/Topping  $1,157,968,879 $1,092,958,832 1.7 -5.6  36.8   35.6  
Dough Products $399,153,987 $385,904,958 4.1 -3.3  19.7   18.8  
Eggs-Fresh  $2,283,461,951 $2,375,987,592 4.8 4.1  48.2   48.2  
Juices/Drinks  $628,720,812 $636,591,406 -1.3 1.3  10.7   10.3  
Meal Starters $716,749 $1,530,382 0.0 113.5  2.7   3.2 
Milk  $10,118,401,972 $9,832,974,639 6.8 -2.8  52.2   51.5 
Puddings/Desserts $19,966,702 $13,555,580 -12.3 -32.1  4.1   3.1  
Snacks/Spreads/Dip $235,325,195 $269,956,336 8.2 14.7  13.3   14.0  
Yeast $39,862 $100,333 252.1 151.7  2.4   6.0  
Yogurt  $655,387,230 $698,113,063 16.8 6.5  10.3   10.3  

PRIVATE LABEL UNITS & SHARES
Nielsen data for the 52 weeks ended June 9, 2012 and June 8, 2013, for all channels including convenience stores. 

CATEGORY 2012 UNITS 2013 UNITS % CHG % CHG 2012 SHARE 2013 SHARE

FROZEN FOODS  3,244,340,332  3,272,225,319  1.7 0.9  20.7   21.0  
Baked Goods  126,467,945  129,186,417  1.4 2.1  18.8   19.5  
Breakfast Foods  238,162,301  257,406,882  6.2 8.1  25.1   26.0  
Dessert/Fruit/Tops  210,214,164  220,540,558  3.7 4.9  40.4   41.0  
Novelties  189,074,599  178,392,829  -4.7 -5.6  12.5   12.2  
Ice  90,807,181  93,201,788  9.9 2.6  15.0   16.5  
Ice Cream  423,474,881  416,404,231  -0.7 -1.7  27.3   26.2  
Juices/Drinks  107,030,809  95,331,197  -9.5 -10.9  41.2   40.8  
Pizza/Snacks  214,910,114  222,566,103  12.4 3.6  11.5   11.7  
Prepared Foods  337,108,173  339,441,619  11.2 0.7  7.6   7.7  
Unprep Meat/Seafood-Frz  304,959,770  308,890,287  -7.6 1.3  39.6   40.1  
Vegetables  1,002,130,394  1,010,863,406  1.4 0.9  40.5   40.8  

DAIRY DEPARTMENT  9,207,047,300  9,110,451,062  -1.4 -1.0  36.2   35.5  
Butter/Margarine  461,969,718  455,762,682  2.6 -1.3  30.7   30.8  
Cheese  2,152,951,001  2,151,616,404  2.3 -0.1  42.5   41.8  
Cot Chs/Sour Crm/Topping  537,798,755  521,970,291  -7.8 -2.9  40.5   39.3  
Dough Products 249,932,448  239,045,204  -4.4 -4.4  25.6   24.2  
Eggs-Fresh  1,123,502,907  1,128,179,469  -4.2 0.4  52.8   53.5  
Juices/Drinks 235,082,170  244,786,082  -6.2 4.1  11.3   11.4  
Meal Starters-Refrig  59,284  248,098  0.0 318.5  0.6   1.3  
Milk  3,555,405,951  3,481,043,684  -2.5 -2.1  52.2   51.8  
Puddings/Desserts 7,356,886  5,463,436  -17.3 -25.7  4.1   3.0  
Snacks/Spreads/Dip 77,009,509  85,844,869  -3.3 11.5  14.9   15.5  
Yeast 10,270  24,299  256.2 136.6  1.5   3.9  
Yogurt  805,968,401  796,466,544  4.0 -1.2  16.6   16.1
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Johnny Harris

JOHNNY’S COLUMN

CASE HISTORY
Here’s a look at how display cases have evolved, and 
how to make the best strategic use of them today. 

BY JOHNNY HARRIS

When I first started with Harris Teeter in the 
mid-‘70s, most of our stores had Hill three-
deck dairy cases. You could get only three 

shelves in these relatively short cases — 8, 10 and 12 
inches deep — so you couldn’t get much product in or 
have real variety. 

Today, most retailers have six-deck dairy cases, with 
20-inch shelves all the way down. That gives you lots of 
holding power, but in 
my opinion, six feet 
may be too tall for 
some of the shoppers. 
It’s a trade-off you have 
to consider — if you 
haven’t got enough floor 
space, but you want va-
riety, how high do you 
go and how will that 
affect customer satis-
faction and sales? 

There’s a trend to-
ward retrofitting dairy 
cases with doors. This 
should cut down on the 
power bill and complaints from customers about the aisle 
being too cold. But once again, there’s a tradeoff. It takes 
longer to work the shelves with doored cases, and every 
day you have to clean the glass on the doors to keep them 
looking right. 

MAKINGS OF A CIRCUS
All in all, however, doors on dairy cases are good. Most 
milk products are now in doored cases. Customers say it’s 
not as cold in the aisle, and they like the lighting better. 

Retrofitting with LED lighting when doors are added is 
pretty simple. I love how the lights go on automatically 
when you walk into a dark aisle. All you need now is some 
colored lights and you’ll have the makings of a circus!

In my early days, most frozen lineups were coffins all 
in a row, and they were God-awful to merchandise. They 
would not hold the proper temperature for ice cream, 
and we’d lose a lot of product. At night, we’d cover the 
cases with cardboard or metal plates. The last person 
who left the store every night had to cover  the ice 
cream. Coffins have improved over the years, and they’re 
still good for bulky items in the meat department, but 
most everything 
now is behind 
doored upright 
cases, and that is 
good. Those little 
push-up racks like 
Trion has, to keep 
product moving 
forward, help with 
merchandising.  

But once again, 
you have a poten-
tial tradeoff on 
height and even on shelf depth. To cut in-store inven-
tory at Harris Teeter, we went from 22-inch shelves to 
20-inch in some sections. Some retailers dummy up the 
back of the shelves with boxes. 

It’s important to keep inventory in mind if you are forc-
ing products out into the stores. There may not be enough 
room in some stores, so the back of the shelf can wind up 
with overstock from somewhere else, or you may have to 
store some of it in the backroom.    

I’ve always loved spot merchandisers, so long as you 
can find a place to put them where there’s a power source 
nearby. But I’ve never liked them if they have a company’s 
name painted on them. 

SPOTS FOR MEAL DEALS
Lately, a lot of retailers are putting spot merchandisers 
up at the front of the store for meal deals. I honestly don’t 
think they sell a lot of product out of them. They’ll have 
one section for refrigerated and one for frozen, but you 
never see much product there, with facings often just 
one-deep. 

They are not stocked with real impulse items, and 
shoppers go back further in the store for other things 
they need anyway. Sometimes, product is just rotated 
in and out of these spot merchandisers. A pound of 
hamburg may sit there all day in a meal deal set, and get 
changed out the next morning with fresh product from 
the meat department. 

Strategic use of your display cases takes time and ef-
fort, but it always pays off. n

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

It’s a trade-off you 
have to consider. 
How high do you 
go with your cases, 
and how will that 
affect customer sat-
isfaction and sales?

A lot of retailers are putting spot 
merchandisers up at the front 
for meal deals. I don’t think they 
sell a lot of product out of them. 



Nominations for Retail 
Patriots are now open. 
Please send the company 
names of your nominees to 
Frozen & Refrigerated Buyer, 
to the attention of Paul 
Chapa (paul@frbuyer.com, 
913-481-5060) or Warren 
Thayer (warren@frbuyer.
com, 603-252-0507). 

Nominations Open for

This marks the fifth year that Retail Patriots will be honored 
during the annual convention of the National Frozen & 
Refrigerated Foods Association. Retail Patriots have gone 
“above and beyond the call of duty” in supporting our troops 

and veterans. Photos on 
this page show a few of 
the past winners.

h

h
A Marine Corps. color guard 
opened the award ceremonies. 

Dollar Tree’s team, from left, John Jones, 
Deborah Duncan and Dan Doerflein.

2009

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

2011

Kim Ruiz Beck of Ruiz Foods, the 
Retail Patriots co-sponsor, with Nate 
Fisher of Ingles and Marine Maj. Gen. 
Raymond Fox. 

2012

Veterans attending the event were asked to come for-
ward to be recognized, and to receive signed copies of 
Gen. Tommy Franks’ book, American Soldier.  

2010

At this October’s 
ceremonies in 
San Diego, 
honorees 
will include, 
for the first 
time, two 
non-retailers 
as well. 

Marine Col. Marshall Denney 
thanks retailers for their sup-
port of our military. 
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CONSUMER TRENDS

NEXT ON THE 
RETAIL MENU?
Here are some strong restaurant 
entrée trends that may soon arrive 
in supermarkets. 

BY MATHEW MANDELTORT

Frozen dinners/entrees are the 
No. 1 category in the frozen 
department, accounting for 

upwards of $9.1 billion in sales. 
Restaurant 
menus often 
lead the way 
with new 
items and 
cuisines, 
which gain 
consumer 
familiarity 
and accep-
tance before 
moving to the 
frozen food 

aisle. Chains offering retail versions 
of entrees and appetizers include:

TGI Friday’s, P.F. Chang’s, Cali-
fornia Pizza Kitchen, Boston Mar-
ket, El Pollo Loco, 
Bob Evans, White 
Castle, Romano’s 
Macaroni Grill, 
Uno Chicago Grill, 
Frontera, Hooters, Joe’s Crab Shack, 

Legal Sea Foods, 
Margaritaville, Ma-
rie Callender’s, Na-
than’s, Panera Bread, 
Phillip’s Seafood, 
Skyline Chili, Stir 

Crazy, Taco Bell, Wolfgang Puck.
So what’s hot on the center of the 

plate and what soon might be frozen 
as well? Here’s a look at some of the 
restaurant 
entrees that 
are catching 
fire, based on 
Technomic 
MenuClips, which provides monthly 
information about menu items and 
trends, and Technomic Menu Moni-

tor. The percentage listed beside each 
segment below reflects the increase 
in number of entrée menu mentions 
since 2010. 

QUINOA — 1,375%
—P.F. Chang’s Summer Vegeta-
ble Quinoa ‘Fried Rice, wok-tossed 
quinoa with 
sunburst 
squash, mango, tomatoes and snow 
peas, topped with a sunny-side egg.
—Seasons 52’s Triple Grain Quinoa 
with watermelon and dried cherries.
—First Watch’s Summer Cherry 
Chicken Quinoa Bowl, tossed with 
roasted zucchini, dried cherries, 
white-meat chicken breast, herbed 
goat cheese, sliced almonds, herbs 
and balsamic dressing for $8.79.
—First Watch’s Quinoa Power Bowl 
with quinoa, kale, carrots, house-
roasted tomatoes, grilled lemon chick-
en, basil pesto sauce, feta and herbs.

KOREAN — 1,000%
—P.F. Chang’s Korean BBQ Chicken 
Stir-Fry featuring sweet and spicy 
red chili sauce with red peppers, 
onions and green beans, topped with 
kimchi slaw.
—Pei Wei Asian Diner’s Korean 
Steak Lettuce Wraps feature wok-
seared marinated steak and vegeta-
bles drizzled with a Korean red chile 
sauce.
—Duffy’s Sports Grills’ Korean beef 
tacos.
—Elephant Bar Restaurant’s Korean 
BBQ Steak and Lobster.

PORK CARNITAS — 73.1%
—Del Taco’s shredded pork carnitas, 
slow-braised pork that is simmered 
in small-batch kettles, available for 
a limited time. The line includes 
Carnitas Taco al 
Carbon, Carni-
tas Combo Bur-
rito and Carni-
tas Loaded Fries, which are new this 
summer. Off-menu items available by 
request are Macho Carnitas Burrito, 
Primo Carnitas Burrito and Carnitas 
Macho Nachos.

—El Pollo Loco’s pork carnitas en-
trées: Taco Trio, Burrito and Stuffed 
Quesadilla.

PULLED PORK — 53.3%
—Burger King’s Mem-
phis BBQ Pulled Pork 
Sandwich, featuring 
pulled pork smothered 
in Memphis barbecue 
sauce, topped with sliced onions and 
a sweet Southern dressing, served on 
a warm toasted artisan-style bun.

—Quiznos’ Spicy 
BBQ Pulled Pork Sub 
and Southern BBQ 
Pulled Pork Sub.
—Togo’s Sandwiches’ 

BBQ Pulled Pork Sandwich with 
pulled pork, Sweet Baby Ray’s bar-
becue sauce and coleslaw atop baked 
white bread.
—Dickey’s Barbecue Pit’s Racetrack 
Sandwich with tender beef brisket, 
slow-smoked pulled pork, barbecue 
sauce and coleslaw atop Dickey’s 
signature bread.
—McAlister’s Deli’s BBQ Pulled 
Pork Sandwich with pulled pork, 
barbecue sauce and coleslaw atop 
toasted ciabatta bread. n

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

HOW ‘TV DINNERS’ STARTED
Once upon a time, Swanson Frozen 
Foods had a problem: What to do 
with 260 tons of turkeys not sold 
during Thanksgiving. Using an idea 
an employee had seen while traveling 
on Pan Am airlines, they packaged 
turkey, corn bread stuffing, peas and 
sweet potatoes into compartmental-
ized aluminum trays and hung their 
advertising campaign on the newest 
craze to hit the nation — TV. That 
year, Swanson sold more than 25 mil-
lion TV dinners to hungry Ameri-
cans, at 98 cents each. Frozen TV 
dinners were born. n

Mathew Mandeltort



Fall River, Mass.,-based Blount Fine Foods offers foodservice, retail 
and restaurant customers gourmet soups, sauces, sides and entrees 

nationwide. From traditional favorites to innovative sensations, Blount 
is the creative, collaborative culinary force behind retail brands such 
as Panera and Legal Sea Foods and innumerable private label foods — 
all of which generate wows from consumers and profits for clients.
The family-owned company has been processing food since 1946, 
and is the largest manufacturer of lobster bisque in 
America. Blount Fine Foods produces more than 
350 proprietary soup recipes, including 75 varieties 
of clam chowder alone. Its product lines include 
fresh and frozen gourmet soups, premium sauces 
and a wide range of side dishes and entrees.
Blount operates production facilities at its Fall 
River, Mass. headquarters and in Warren, R.I. 
The company is managed by an innovative and 
collaborative management team and supported by 
a well-trained and empowered production team 
that generates more than 60 million servings of 
handcrafted gourmet soups each year.

BLOUNT’S, PANERA BREAD,
LEGAL SEA FOOD
& PRIVATE LABEL

Blount’s gourmet soups and specialty foods are 
marketed under the Blount, Panera Bread and 
Legal Sea Foods names — as well as private label. 

All are made 
with the finest 
and freshest 
ingredients, 

handcrafted by a 
dedicated team 

through unparalleled 
customer 
collaboration. 
For years, Blount 

Fine Foods has made 
handcrafted soups for 

many of the finest restaurants in the country. In an 
effort to upgrade America’s soup experience, many 
of its favorite recipes are now available to retailers 
nationwide. 

ADVERTORIAL

BLOUNT FINE FOODS 
SALES CLIMB
Company expands innovative offerings, leverages 
restaurant expertise with gourmet foods. 
Sustainability initiatives build consumer
trust and loyalty. 

Panera Bread products available to retailers include:
• All-Natural Butternut Squash Soup • Low Fat Chicken Noodle Soup
• Baked Potato Soup • Lobster Bisque
• Beef Chili With Beans  • New England Clam Chowder
• Broccoli Cheddar Soup • Organic Tomato Bisque
• Creamy Tomato • Vegetable Quinoa Chili
• Lemon Chicken & Orzo Soup • Vegetarian Black Bean Soup
• Low Fat Chicken Tortilla Soup

Legal Seafood offerings available to retailers include:
Soups Entrées
• Lobster Bisque • Gumbo
• New England Clam Chowder • Shrimp Carbonara
• Maryland Crab Soup
• Shrimp & Corn Chowder 

SUSTAINABLE PRACTICES
Blount Fine Foods earns trust and loyalty through its widespread use of 
sustainable practices. More customers than ever want to know the “what, 
where and how” of the food they eat and the sustainability practices of 
the companies that produce it. Blount Fine Foods:
• Sources local, organic ingredients as much as possible. 
• Offers a wide menu of all-natural and organic foods.
• Generates solar electricity at its headquarters/production facility.
• Uses high-efficiency electrical, refrigeration and lighting systems, high-
speed doors and a heat-deflecting white roof, as well as other energy 
efficiency measures. 
• Employs eco-friendly systems for water filtration, biological processes 
and heating/cooling.   
• Uses recycled packaging material and recycle packaging (including 
100-plus tons of cardboard annually).
• Recycles organic waste, producing roughly 3,500 tons of compost 
materials annually.
• Supports conservation organizations such as the Rhode Island Audubon 
Society. 

Blount Fine Foods
Fall River, Mass  •  774-888-1300  •  www.blountfinefoods.com  •  E-mail: info@blountfinefoods.com  

Blount and Private Label products 
are available in a wide variety of 

flavors and pack sizes.



Why the Kroger division keeps gaining share 
in nearly every market where it operates. 

BY WARREN THAYER
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Fred Meyer — or “Freddy,” as it is known to its 
loyal customers — is gaining share practically 
everywhere it operates. 

Parst of that is because the Portland, Ore.-based divi-
sion of Kroger is adding and remodeling stores at a steady 
clip. You can get a feel for that by looking at our chart 
on page 28, which shows that Fred Meyer gained share 
in eight out of 10 key markets during the past year. In its 
largest market (Seattle/Tacoma/Bellevue, Wash.), it added 
four stores and gained 2.6 share points. 

21 OUT OF 24
But there are plenty of other reasons for the share gains 
besides the addition of stores. Fred Meyer comes out 

ahead of the national average in 21 
out of 24 criteria that are impor-

tant to shoppers, according to 
consumer research by Prosper 
Business Development (www.
goprosper.com), Worthington, 

Ohio. And in 14 of those criteria, Fred Meyer beats out 
Safeway, 
Costco and 
Walmart. 
In fact, 
Fred Meyer 
is at least 
9 points 
ahead of 
all these 
competi-
tors when 
it comes to 
consumer 
perceptions 
of selection, 
produce, 
store layout, 
frequent-
shopper 
cards and fuel/gas rewards.

There’s far more detail on page 30, and it’s well worth 
your while to go through each of the 24 points listed and 
evaluate how you believe your own stores stack up. The 
chart is an excellent checklist to help you consider your 

Fred Meyer’s shopper 
rewards program is tied 
to the one developed by 
dunnhumbyUSA for Kroger. 

CLIMBS HIGHER
FredMeyer

Observers credit Fred Meyer with doing 
an excellent job with its private label, 
using its value-price tier to compete with 
Walmart and Winco.
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performance in areas that are vital in determining where 
consumers shop.  

Okay, what all this data says to me is that Fred Meyer 
(like other Kroger divi-
sions) is a terrific block-
and-tackle retailer. It has 
a relentless and methodi-
cal focus on identifying 
and meeting the needs 
of shoppers. That long-
standing discipline is rare, 
and the technological 
add-ons in recent years 
have made it even more 
formidable. 

In my book, Walmart was the first to start adopting 
technology a generation ago in the days of the long-lost 
Efficient Consumer Response movement. And Walmart 
still does a terrific job. But when Kroger teamed up in 
2003 with London-based dunnhumby to form dunn- 
humbyUSA, the game began to change. 

It’s taken awhile to get things really rolling, but most 
would agree that Kroger and its divisions are now tops 
when it come to strategic consumer insights, driven in 
good part by its loyalty program. Yes, you knew that. 
Unfortunately, not much else is ever talked about when it 
comes to dunnhumbyUSA, as if the people there were all 
geeks locked in a cave with boxes and boxes of Cheetos 
and algorithms. But that’s far from reality. 

This seems a good time to introduce my old pal Bill 
Bishop, known over the years as the head of Willard Bish-
op Consulting but now Chief Architect at Brick Meets 
Click (www.brickmeetsclick.com), Barrington, Ill. 

“All the work with dunnhumby has revolved around 
Kroger’s drive to put the customer first. Detailed demo-
graphics are fine, but when you really focus on serving 
the customer, you change the way things are done inside 
and that makes a major difference,” he says. 

50% LESS WAIT TIME
I ask for an example, and Bishop notes that Kroger 

divisions are using an innovative system to reduce wait 
times by as much as 40% or 50% at the front end. 

“The stores have monitors in the ceiling that forecast 

when lines are going to build up. Someone watches the 
data, and calls in a person in reserve, who then goes to 
the front end to speed things up. Customers get to know 

these people, who often have dynamic personalities, and 
they’re really happy to see them. 

“It probably doesn’t affect labor costs, but a program 
like that dramatically reduces one of the impediments to 
going to a store. I 
think it’s certainly 
a factor in Fred 
Meyer’s growing 
market share, and 
I’m amazed that 
nobody else seems 
to be following 
suit,” Bishop says. 

Of course Fred 
Meyer’s mar-
ket share is also 
benefiting from 
synergies with 
Cincinnati-based 
Kroger, which took 
the company over 
in 1998. And Fred 
Meyer is perhaps a 
good case study for 
those who wonder 
how Kroger will 
handle its proposed 
“merger” with Har-
ris Teeter. 

Don Stuart, 
COO of Kantar 
Retail (www.
kantarretail.com), 
Wilton, Conn., 
says Kroger has done a good job with Fred Meyer — let-
ting the brand survive, market itself and operate as it 
had been. 

“They’ve been able to add synergies from an operating 
perspective without really toying too much with the mar-
keting and merchandising formula that made Fred Meyer 

Fred Meyer’s gas rewards program is seen by 52.9% of its shoppers as a 
reason why they shop the stores. Nationally, an average of only 15.9% 
of shoppers see these programs as a reason to shop their stores.

Some observers think Fred 
Meyer has a challenge 
communicating with shoppers 
in its fliers since the type of 
products carried ranges so 
widely. 



a success in the first 
place. Fred Meyer 
remains dominant in 
the Northwest, and 
it is one of the pio-
neers on the one-stop 
shop,” Stuart says. 

He adds that Kro- 
ger’s private label fac-
tories have been a strong 
plus for Fred Meyer. Ac-
cording to Kroger’s 2013 
10-K report, the company 
has 37 manufacturing 
plants — primarily baker-
ies and dairies — which supply about 40% of private label 
brand units sold in its stores. 

One market observer says Fred Meyer does a particu-
larly good job with Kroger’s value line of economy private 
label, helping it reinforce its value position in the mar-

ketplace and compete better with the likes of 
Walmart and Winco. 

Stuart adds that Kroger has not tried to 
shift the behavior of Fred Meyer shoppers 
overnight. “They’ve followed a kind of logi-
cal incrementalism, and it’s served Kroger 

well,” he notes.  

WHAT ABOUT HARRIS TEETER?
So will we see a carbon copy of all this if and 
when Kroger acquires Harris Teeter? For 
its part, Kroger says it plans to leave Harris 
Teeter pretty much alone, although this claim 
has met with cynicism in some circles. Yet 
most observers point out that Kroger has al-

ways given Fred Meyer significant autonomy — far more 
than Safeway 
gave to some of 
its rockier acqui-
sitions in recent 

years. 
In fact, 

one Fred 
Meyer 
vendor I 
spoke with 
says the 
relation-
ship with 
Kroger 
head-
quarters 
is taking 
some new 
twists, 
some of them pretty interesting. 

“In the Kroger of old, when things were first 
centralized, the company was always looking to 
develop concepts near headquarters in Ohio and 
Kentucky, and push them out West,” the vendor 
notes. “Now, they’re looking at new concepts in 
the West, and pushing them back East. From my 
perspective, that’s a good thing — new trends often 
start on the coasts and move to the center, and the 
Midwest can be slower to pick up on things.” 

Kroger headquarters execs are reportedly visit-
ing the divisions with more of an open mind to 
learn new ideas, rather than forcing down new 
rules out of Cincinnati. What’s more, this vendor 
notes, division execs are visiting other divisions 
more to share ideas and learn from each other. 

Observers say you see this in everything from 
merchandising tactics to the taking on of Fred 
Meyer jewelry in Kroger-bannered stores in Indi-
ana, for example. Another example: a remodeled 
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Kroger, Fred 
Meyer’s parent, has 

37 manufacturing plants that 
supply about 40% of private label 

brand units sold in stores.

FAST FACTS ON FREDDY
Fred Meyer stores average 165,000 square feet and 
operate in the Pacific Northwest and Alaska. The 
128 stores (end of 2012 figure) comprise Kroger’s 
“multi-department store” format, and bill themselves 
as “a collection of several specialty stores under one 
roof.” Basically, that translates into food, apparel and 
home/sporting goods/automotive. Most units offer 
jewelry, and more than half have fuel centers. 

 “Take care of the customer; everything else will take 
care of itself.” — quote from Fred G. Meyer (1886-
1978), who founded the first store in 1922. Prior 
to that, he sold coffee from a horse-drawn cart to 
workers at farms and lumber camps.

Last December, Lynn Gust was promoted from senior 
vp of operations to president of Fred Meyer. He 
began his career at the company as a parcel clerk in 
1970, while still in high school. 

Some 64.8% of Fred Meyer shoppers regularly 
make a list before heading off to buy groceries. 
That compares with 58.0% for shoppers at Walmart, 
56.4% for Costco, 53.4% for Safeway and the national 
average of 58.3%, according to Prosper Business 
Development. And 51.2% shop Fred Meyer for 
groceries more than twice a week, compared with 
40.3% for Safeway, 32.0% for Costco, 28.2% for 
Walmart and the national average of 31.5%. 

Fred Meyer is not known as the low-
price leader in the markets where it 
operates, but its offers are credible 
with hot private label pricing.



At Palermo’s, excellence is a way of life. But even excellent 
is never good enough. Watch for new tastes and new looks, 
coming soon.

For more info, visit stockpalermos.com or call 800-800-7912.

( 12", to be precise. )
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10 KEY MARKETS
Here are the 10 largest markets where Fred Meyer operates. Yellow highlights show where it has gained share in the past 
year. Below each market, we list the 2012 total market dollar sales, average household income, and median age.  

Source: 2013 Chain Store Guide Grocery Industry Market Share Report. 

 2012  2011 
RETAILER STORES % SHARE STORES % SHARE

1. SEATTLE/TACOMA/BELLEVUE, WASH. 
($10.81 billion; HH income, $90,052; median age, 37)  

Safeway 90 22.4% 89 22.7%
Fred Meyer 36 17.1% 32 14.5%
Quality Food Center 54 14.2% 60 15.5%
Costco 15 14.1% 15 14.5%
Walmart Supercenter 10 4.2% 10 4.4%

2. PORTLAND/VANCOUVER/HILLSBORO, ORE.-WASH.
($6.88 billion; HH income, $79,277; median age, 37) 

Fred Meyer 36 26.8% 36 26.1%
Safeway 59 23.1% 56 22.9%
Costco Wholesale 8 11.8% 8 12.3%
WinCo Foods 13 10.2% 13 10.9%
Walmart Supercenter 7 4.6% 7 4.9%

3. BOISE CITY/NAMPA, IDAHO
($1.49 billion; HH income, $68,852; median age, 35)

Fred Meyer 7 24.1% 6 20.7%
Walmart Supercenter 6 18.2% 5 16.6%
WinCo Foods 5 18.1% 5 19.9%
Albertsons 20 14.4% 20 18.1%

4. SPOKANE, WASH. 
($1.40 billion, HH income, $66,878; median age, 37)

Safeway 11 21.1% 11 20.5%
Costco 2 14.5% 2 14.1%
Walmart Supercenter 4 12.9% 3 9.5%
Fred Meyer 3 11.0% 4 13.3%
*Huckleberry’s Natural Market 7 9.9% 8 11.5%
*Includes Rosauers Food & Drug Center

5. ANCHORAGE, ALASKA
($1.25 billion; HH income, $94,595; median age, 34)

Carr’s Quality Center; Safeway 14 30.1% 14 30.7%
Fred Meyer 7 28.6% 7 27.3%
Costco Wholesale 2 16.2% 2 16.6%

 2012  2011 
RETAILER STORES % SHARE STORES % SHARE

6. EUGENE/SPRINGFIELD, ORE.
($986.1 million; HH income, $61,704; median age, 39)

Safeway 8 21.9% 8 21.3%
Fred Meyer 4 20.8% 4 18.9%
Walmart Supercenter 3 13.7% 3 13.6%
WinCo Foods 2 10.9% 2 10.9%

7. SALEM, ORE.
($979.5 Million; HH income, $66,097; median age, 36) 

Safeway 9 24.8% 9 24.7%
WinCo Foods 3 16.5% 3 16.8%
Fred Meyer 3 15.7% 3 14.6%
Walmart Supercenter 3 13.8% 3 14.0%
Costco Wholesale 1 10.4% 1 10.4%

8. OLYMPIA, WASH.
($908.7 million; HH income, $80,609; median age, 39)

Safeway 8 23.7% 8 23.4%
Costco Wholesale 2 22.3% 2 22.0%
Walmart Supercenter 3 14.9% 3 14.9%
Fred Meyer 2 11.3% 2 10.4%
WinCo Foods 1 5.9% 1 6.0%

9. BREMERTON/SILVERDALE, WASH.
($756.0 million; HH income, $78,092; median age, 39) 

Walmart Supercenter 3 17.9% 2 14.2%
Safeway 5 17.8% 5 20.9%
Fred Meyer 2 13.6% 2 14.8%
Costco Wholesale 1 13.4% 1 15.8%

10. YAKIMA, WASH. 
($663.0 million; HH income, $56,904; median age, 32)

Safeway 7 28.4% 7 29.0%
Walmart Supercenter 3 20.4% 3 21.1%
Costco Wholesale 1 15.3% 1 15.6%
Fred Meyer 1 7.7% 1 7.4%
Wray’s Food & Drug 3 5.0% 3 5.2%

Fred Meyer store in the Hawthorne district of Portland, 
Ore., with upscale and innovative approaches to prepared 
foods, some involving kiosks. 

VERBATIMS: 
SHOPPERS & VENDORS
So what do Fred Meyer shoppers think? Most of the ones 
I spoke with perceive the stores as clean, well laid out and 
easy to shop. Perspectives of shoppers sometimes surprise 
me, so allow me to share a few verbatims: 

•	 “The bath-
rooms are 
clean, which is 
pretty surpris-
ing for a super-
market.” 

•	 “Once I or-
dered balloons 
for an event a few days early, but when I got there, they 
weren’t ready. The manager came over and apologized, 
and gave me a price break. He suggested next time I 
order them the same day I’m picking them up, so it’d be 
less likely to happen again. The cashiers seem to care 
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more, too.” 
•	 “Not many things are out of stock. 

Sometimes things on sale aren’t 
there, but it’s rare.” 

•	 “You can find the brand you want 
more often, and signs make it easy 
to find things. The layout of the 
store makes more sense. Once I 
searched a Safeway for five min-
utes trying to find peanut butter.” 

•	So where could Fred Meyer im-
prove? Here are some verbatims 
from vendors: 

•	 “Fred Meyer doesn’t communicate 
its price-value message as well as 
the other Kroger divisions. It’s not 
as crisp or as clear.”

•	 “One challenge of operating a store 
as large and diverse as Fred Meyer 
is you often get a lot of marketing 
communication noise. I know you’ve got soup to nuts to 
bicycles, but somehow the message isn’t as coordinated 
as it could be.” 

•	 “Too many decisions are being taken away from the 

local guys at Fred Meyer. They’re going to lose what has 
made the stores so special. One buyer asked me recent-
ly, ‘What are you even here for? You should be calling 
on (Kroger headquarters in) Cincinnati.’”

•	 “Perishables could be more aggressively restocked.” n

Fred Meyer does an impressive job with its “buy local” 
efforts, particularly in produce. One observer says many 
retailers have little idea of the potent effect using local 
brands and products has on consumers.
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WHY THEY SHOP FRED MEYER
Fred Meyer comes out ahead of the average retailer nationwide in 21 out of 24 
criteria — including price, location, selection and quality — in our list below. And 
in 14 out of 24, it also beats out Safeway, Costco and Walmart. It ties with Costco 
for having the wide aisles that shoppers prize.  
To illustrate all this, we’ve put a yellow tint on the numbers where Fred Meyer is 
ahead of the average, and an asterisk beside the criteria where the company has 
beat out — or tied — competitors. 
The data is from the Prosper Insights & Analytics Monthly Consumer Survey, done 
last August using a large national sample. “The deep patterns of consumer loyalties 
among grocers tend to hold for 8 to 12 years. Leaders, like Fred Meyer, place deep 
cultural and execution roots throughout their organizations, and those hold the 
importance of customer loyalty as a high priority.” according to Roger Saunders, 
managing director at Prosper Business Development (www.goprosper.com), 
Worthington, Ohio. 
We found that the responses reported here ring true today, in our own research of 
the market and in conversations with shoppers. In the Prosper survey, consumers 
were asked for the reasons they buy groceries at the store they visit most often. 
Respondents could check more than one criteria. The message for all of us . . . 
never take customers for granted.  Obviously, Fred Meyer continuously focuses on 
the principle of taking care of their customers.
Criteria Average Fred Meyer Safeway Costco Walmart

GENERAL 
Price 76.3% 81.4% 69.8% 90.4% 90.2%
Location 71.9% 75.3% 84.6% 39.9% 67.3%
*Selection 56.1% 72.8% 62.8% 54.9% 56.9%
Quality 47.1% 61.0% 55.8% 66.7% 34.0%
Service 28.9% 27.6% 34.5% 23.1% 19.3%
*Trustworthy Retailer 21.9% 33.4% 23.7% 30.1% 17.2%
DEPTS./VARIETY
*Fresh Produce 34.8% 51.1% 37.6% 41.3% 28.5%
*Meat/Seafood Department 26.5% 35.5% 31.6% 29.6% 21.4%
*Deli 20.4% 24.3% 21.2% 12.4% 21.0%
Bakery 19.3% 23.1% 23.8% 21.7% 21.1%
*Prepared Meals 9.9% 15.4% 12.0% 10.6% 11.6%
*Organic/Whole Foods 9.6% 17.9% 10.0% 16.8% 7.5%
Ethnic Foods 6.7% 8.1% 4.4% 8.9% 6.1%

SERVICES
*One-Stop Shopping 28.7% 57.5% 26.8% 31.1% 49.7%
*Store Layout 21.7% 31.1% 20.7% 13.4% 21.0%
*Store Appearance 20.2% 28.1% 20.8% 11.7% 16.3%
Open 24/7 18.8% 10.7% 14.5% 0.0% 40.4%
*Frequent-Shopper Card 18.0% 51.4% 39.5% 9.6% 3.3%
*Fuel/Gas Rewards 15.9% 52.9% 26.7% 16.1% 5.2%
Double Coupons 13.4% 5.3% 10.8% 4.7% 4.5%
*Wide Aisles 12.7% 16.9% 8.5% 16.9% 14.9%
*Knowledgeable Employees 11.9% 22.4% 15.5% 8.9% 7.3%
*Advertising 10.9% 17.3% 13.7% 4.0% 8.8%
Unique Products 7.3% 14.5% 4.8% 17.4% 5.6%

You can get a pretty clear 
idea of why shoppers choose 
to buy their groceries at 

Fred Meyer by looking at the chart 
on this page. But that loyalty can 
also be measured with what’s called 
a Net Promoter Score, a trademark 
of Satmetrix Systems, Inc., Bain & 
Co., and Fred Reichheld. 

NET PROMOTER SCORE: 48.3
Prosper Business Development 

provided us with Net Promoter 
Score for Fred Meyer (48.3%), 
which was well above the national 
average (33.5%), Safeway (21.6%) 
and Walmart (24.8%). Costco came 
out on top at 56.0%. High scores 
indicate strong customer loyalty. 

So how do you compute the Net 
Promoter Score? First, you ask 
customers to rate, on a scale from 
0 (not at all likely) to 10 (extremely 
likely) the probability they would 
recommend their store of choice to 
friends. 

10 and 9 responses indicate 
Promoters; 8 and 7 responses are 
Passives; 0 to 6 are Detractors. To 
get the Net Promoter Score, you 
subtract the percentage of Detrac-
tors from the percentage of Pro-
moters. 

As you can see, Fred Meyer did 
extremely well. When we did a 
cover story on the company’s par-
ent, Kroger, early last year, Kroger’s 
Net Promoter Score was a 42.1%. 
(You can bet there’ll be some teas-
ing going on when both sides read 
this!)

Loyal shoppers don’t change 
stores that often. And, in fact, 
Prosper’s data bears this out. Fully 
17.9% of Fred Meyer shoppers have 
made the chain their first choice 
for 10 years. The 10-year national 
average? 13.7%. Numbers are also 
lower for Fred Meyer competitors 
Walmart (17.0%), Costco (14.3%) 
and Safeway (11.5%).  n   

MEASURING LOYALTY TO ‘FREDDY’
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Client: Old Orchard     Pub: Frozen & Refrigerated / Aug. 24
Agency: Grey Matter Group  616-458-8750  www.greymattergroup.com

Juice. It’s in our DNA.
For 30 years Old Orchard has been producing the best tasting, highest 
quality juices at an affordable price. Our portfolio of unique blends and 
trend-forward flavors are perfectly suited to the changing needs of 
today’s consumer. And our vast experience and category insights 
can help you to profitably advance  
your business. If you are looking for  
a partner that offers exceptional  
products and unmatched service,  
give us a call.  

100% Juice. Juice Blends. Reduced Sugar Juice Cocktails.   Info@oldorchard.com   |   www.oldorchard.com   |   616-887-1745

OldOrchard_Frozen_Refrigerated_KL1.indd   1 8/23/12   8:32 AM
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LATINO FOODS 
POISED TO GROW
Are you ready for the new Latino shoppers who want 
more frozen and refrigerated meal solutions?

BY DAN RAFTERY

Hispanic foods are growing rapidly, and 
the frozen and refrigerated 
departments can partici-

pate in the upcoming surge. Here’s 
expert advice you can use.  

TARGET YOUNGER LATINOS
Nancy Lopez-Pedroza, regional 
marketing manager, Unified Grocers 
(www.unifiedgrocers.com), Commerce, 
Calif., sees similarities between main-
stream and Hispanic shoppers, at least to 
a degree. 

“Latino shoppers, like mainstream shop-
pers, look for convenience and value as well 
as health-oriented frozen and refrig-
erated products,” says Lopez-Pedroza. 
She sees successful products hitting 
all of those sweet spots.

“This shopper segment is buying 
more frozen waffles/pancakes and 
frozen vegetables,” she notes, based on trends showing 
up in Latino stores supplied by Unified Grocers. “Mom 
doesn’t have to give up tradition to get convenience when 
she can put scrambled eggs on the plate with frozen waf-
fles, or add frozen veggies to her chicken salad. Products 
that allow consumers flexibility to enhance a snack or 
meal with their own flavor touch makes the dish feel 
more home prepared.”

Lopez-Pedroza notes that “Here in Southern California, 
the Latino segment is primarily Mexican. On the East 
Coast it is a combination of Caribbean and South Ameri-
can. Taste preferences are different across the coasts. 
Manufacturers need to decide which segment is their 
primary target, so they can adjust the flavor profile to that 
group’s preference, without losing other segments that 
they want to also attract.” 

She also advises manufacturers to “Make the second-, 
third-, and even fourth- generation Latinos a priority in 
meal solution product development.”  Since these later 
generations are more open to introducing convenience 
foods into their homes, she thinks that frozen and re-
frigerated SKUs are particularly appealing, especially for 
working moms.

These words are more than advice for Lopez-Pedroza. 

They are being put into action right now at Unified 
Grocers. “Unified has made a deep dive with key vendors 
on our Hispanic shoppers. We plan to roll out new pro-
grams for 2014 that are better aligned with our current 
Hispanic shopper trends,” says Lopez-Pedroza. The new 
programs will leverage Unified’s vendor partner assets 
and drive topline sales for the retailers Unified services.  

New programming will be revealed September 2013.
David Morse, president and CEO of 

New American Dimensions 
(www.newamerican 
dimensions.com), Los 
Angeles, has studied 
consumer segments for 

more than two decades 
and offers a few thoughts 

about the Hispanic market.
“The second-generation 

Hispanic shopper is the target 
for most of the new Hispanic 
products coming into the freez-

er case,” says Morse. “Since they 
were born in the U.S., younger 

Latinos are use to supermarkets 
and frozen foods versus their 

parents who still gravitate to more 
traditional Latino markets 
and who shy away from 
frozen products,” he says.

The generational differ-
ences are even more obvi-
ous in the home.  “Latinos 
don’t use ovens. They don’t 

bake. And you never see Hispanics put something in a 
microwave. Everything is cooked on the stove.”  Second-
generation Latinos are more comfortable with ovens and 
microwaves, according to Morse.

“However, second-generation Latinos behave like their 
parents when it comes to regarding meal time as an im-
portant family event,” he notes.

Morse thinks some “canned-food manufacturers” are 
looking at new product options in the frozen food aisle. 
“Refrigerated products might have better acceptance,” he 
cautions, “because they would have less resistance, espe-
cially from first-generation Latinos.”

NEW FLAVORS ARE BOLD
Anne Nelson, brand manager, CPG, Windsor Foods 

(www.windsorfoods.com), Houston, agrees and notes 
that spicier, bolder flavor profile products are a top trend 
across many categories. In April 2013, Windsor rolled out 
José Olé Chicken & Cheese Nacho Bites nationally. “As 
one of the top 10 most-menued restaurant items, nachos 
are familiar to consumers but unique to the frozen snack 
category,” says Nelson. José Olé Nacho Bites are offered in 
16-ounce packages and feature real ingredients like white-

Circle Foods recently launched TortillaLand 
Oh-Mega3! Uncooked Tortillas, featuring 
720 mgs of omega 3 with chia and flaxseed 
visible in the product.
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meat chicken, real cheese, and crunchy corn tortillas.
Windsor Foods has developed a new national ad cam-

paign to go along with the new product launch. Two meal 
occasions are targeted: after-school and between-meal 
snacks. “Within our consumer research we’ve found that 

teens crave a 
more substan-
tial snack than 
typical chips, 
popcorn, string 
cheese, etc. The 
Mexican cat-
egory is particu-
larly fitting for 
this occasion 
as the segment 
inherently offers 
hot, protein-rich 
items with bold 
flavors that can 
better satiate 
this voracious 
appetite. A 
30-second TV 

spot can be seen by keying in “José Olé commercial daily 
routine” on YouTube.    

Ruiz Food Products, Inc., Dinuba, Calif., recently 
launched two new Mexican frozen snack SKUs under the 
El Monterey label. Shell Shockers Taquitos are available 
nationally in Nacho Cheese and Jalapeño Ranch flavors.  
“Both flavors are the first of their kind in the frozen food 
category,” says Rachel Cullen, president and CEO. SRP is 
$6.99. Each 24-count carton holds two inner bags of 12 
taquitos.

“Although total U.S. retail sales of frozen grew 13% 
from 2007 to 2012, according to Mintel’s Frozen Snacks 
– US – May 2013 report,” Cullen notes, “the category 
posted slow year-over-year increases in the wake of the 
economic downturn. However, the category benefits from 
consumer interest in snacking, convenience and a percep-
tion of affordability. As a result, further sales growth is 
forecast through 2017.”

“Frozen snack consumption is fairly evenly split be-
tween consumption as part of a meal, as a meal replace-
ment and as a snack between meals,” says Cullen. “This 
points to the opportunity for growth across a variety of 
products.” 

To meet growing demand for “better-for-you” foods, 
San Diego-based Circle Foods (www.circlefoods.com) 
recently launched TortillaLand Oh-Mega3! Uncooked 
Tortillas, featuring 720 mgs of omega 3 with chia and 
flaxseed visible in the product. The bolstered nutrition 
item is wheat-based and has 26 grams of fiber. 

It is part of the company’s uncooked “fresh” product 
trio, which also includes TortillaLand Flour (all natural) 
and TortillaLand Corn (gluten-free). TortillaLand Tortil-

las have clean ingredient profiles (made with five simple 
ingredients) and no preservatives. 

“Hispanic foods are growing in popularity, but not 
just for Hispanic customers,” says Charlene Richardson, 
director of marketing, Circle Foods. “Tortillas, especially, 
are an essential part of American cuisine. The Latin food 
market is expected to increase 31% by 2017, according to 
Hispanic Market Weekly.” 

Via cross-couponing and recipe ideas, TortillaLand 
Tortillas is partnering with Cacique (www.caciqueinc.
com) cheese to build the refrigerated section and help 
consumers enhance creativity in the kitchen. It also 
promotes meal solutions through its “Wanna Easy Meal 
Tonight?” campaign, using placement near rotisserie 
chickens. Now in the works: a new blog featuring a recipe 
using TortillaLand tortillas, cheese, and deli meat to cre-
ate the “New Grilled Cheese,” and a promotional tie-in 
with the California Milk Advisory Board.

A category manager friend, who has long held his 
finger on the pulse of the Hispanic market in several 
regions of the U.S., says “Cacique continues to be No. 1 
in queso fresca, LALA (www.lalafoods.com) continues 
to be No. 1 in yogurt, and depending on the region, there 
are several companies that have the lion’s share of the 
chorizo business.”  

“There are several companies with frozen products but 
it seems Goya’s share of market continues to grow with 
not only Carib-
bean Hispanics, 
but Mexican 
Hispanics as 
well,” observes my 
category manager 
friend.

Recipes could 
be one of the 
reasons for 
Goya’s popularity, 
according to Ste-
phen Hutchings, 
director of pricing 
and marketing, 
Lowe’s Market 
(www.lowes 
market.com), Littlefield, Texas. “Customers are coming 
into the stores with recipes that include Goya items,” he 
says. Other hot Hispanic product categories for Lowe’s 
are ice cream novelties and frozen vegetables, according 
to Hutchings.

According to my buddy, the No. 1 and No. 2 Hispanic 
SKUs in frozen between November 1 through New Year’s 
Day are frozen guava and mango fruit used to make holi-
day beverages. n
Dan Raftery is president of Raftery Resource Network 
and a trumpet hobbyist. He can be reached at Dan@
RafteryNet.com.

Ruiz’s new El Monterey Shell 
Shockers Taquitos are available 
nationally in Nacho Cheese and 
Jalapeño Ranch flavors.

In April, Windsor Foods rolled out 
José Olé Chicken & Cheese Nacho 
Bites nationally.
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SMOOTH 
SAILING
Rising prices at retail limit frozen 
shrimp gains, but fish/seafood sales 
jump 3.3%.

BY DENISE LEATHERS

Total seafood dollar sales rose 
2.57% between 2008 and 2012, 
topping out at more than 

$14.7 billion last year, according to 
a new report from Rockville, Md.-
based Packaged Facts. But despite 
dollar growth in almost every seg-
ment, says the company, “Unit and 
volume sales were down for the 
majority of categories and for the 
fish and seafood market as a whole.” 

Fortunately for frozen seafood 
manufacturers, the frozen category 
proved to be the exception as units 
jumped 6.0% during the period while 
volume shot up 10.9%. Both frozen 
fish/seafood and frozen raw shrimp 
registered double-digit gains in both 
measures, but 
frozen cooked 
shrimp saw its 
sales tumble.

The frozen 
seafood seg-
ment contin-
ued to buck 
the category 
trend through 
the first half of 
2013. Dur-
ing the 12 
weeks ended 
June 16, total 
frozen seafood sales expanded 2.2% 
across channels to $849.78 million, 
according to Chicago-based market 
research firm IRI. Units and volume 
rose 0.5% and 2.6%, respectively. 
However, the advance was driven 
primarily by the fish/seafood sub-
category, where sales jumped 3.3% 
to $525.54 million and volume shot 
up 4.1%. Shrimp sales rose just 0.9%, 

while volume slid 0.2%, 
thanks in part to rising 
prices at retail. In fact, 
one source reports white 
shrimp prices were up 
27% in July versus the 
same period a year ago. 

BRIGHT FUTURE 
FOR FROZEN

Packaged Facts 
expects the frozen raw 
fish/seafood segment to 
experience the seafood 
category’s biggest gain 
between 2012 and 2017 
(4.34% CAGR). It fore-
sees the frozen prepared 
segment  expanding an average of 
1.48% during each of the next five 
years. The shelf-stable segment is 
seen growing at an annual average of 
1.05% during the period. 

As a result, many seafood suppliers 
are looking to enhance their presence 
on the frozen side. But perhaps the 
biggest move recently is San Diego-
based Bumble Bee Foods’ (www.
bumblebeesuperfresh.com) entry into 
the segment.

“We saw a big opportunity in fresh-
frozen premium 
seafood, beauti-
fully seasoned 
and oven- or 
skillet-ready,” 
says Bumble Bee 
Frozen Foods 
general manager 
Suzanne Stites. 
“For most of 
us, enjoying sea-
food at home is 
a challenge. We 
don’t know how 
to buy it, store 

it, prep it or cook it with the same 
confidence we do chicken.” And while 
frozen prepared seafood entrees are 
plentiful, Stites says consumers want 
more premium options. 

Accordingly, the SuperFresh collec-
tion is cleaned, cut and flash frozen 
within hours, then vacuum-sealed to 
preserve freshness. It’s made with a 
short list of all-natural ingredients, 

and fillets come 
with their own 
parchment baking 
bag to seal in flavor 
and juices.

Designed to go 
from freezer to 
table in 20 min-
utes or less, the 
preservative- and 
gluten-free lineup 
includes Spicy 
Shrimp Romesco; 
Lemon Shrimp 
with Garlic & 
Herbs; Salmon 
with Garden Pesto; 
Salmon with Gar-

licky Black Pepper & Extra Virgin Ol-
ive Oil; Tilapia with Lemon, Pepper 
& Herbs; and Tilapia with Garlic & 
Extra Virgin Olive Oil. Available only 
in the Northeast (though a national 
rollout is expected), each package 
contains two servings and retails for 
between $8.99 and $9.99.

Another company tapping the 
selling power of the baking bag is 
Gloucester, Mass.-based Gorton’s 
Seafood (www.gortons.com), whose 
Simply Bake fillets come with a pro-
prietary Bake Perfect Oven Bag de-
signed to lock in moisture and flavor. 
The line includes tilapia — available 
nationwide — as well as salmon and 
haddock, available regionally. 

“We’ve taken the guesswork out 
of restaurant-quality seafood,” says 
director of consumer marketing 
Zach Soolman. “With no prep and no 
mess, Simply Bake makes it easy to 
enjoy seafood at home.”

NEW PACKAGING
TECHNOLOGIES
Another manufacturer looking to im-
prove frozen seafood quality through 
improved packaging/cooking tech-
nology is Pasadena, Calif.-based Yihe 
Seafood (www.yiheseafood.com). 
New to the value-added segment, the 
company recently debuted micro-
waveable single-serve seafood entrees 
that steam-cook in a patented two-
bowl StrataPack. This promotes more 
even cooking and keeps the protein 

Better known for its shelf-
stable tuna offerings, 
Bumble Bee Foods 
debuts a line of fresh-
frozen, premium seafood 
meals for two under the 
SuperFresh brand.

Beaver Street Fisheries adds a ninth 
variety, Flounder Florentine, to its 
ready-to-cook Sea Best Signature 
lineup.
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and starch separate from the sauce. 
Every item in the five-SKU Oceanside 
Cuisine collection includes a 2-ounce 
whole muscle fillet — a category first, 
according to the company.

Jacksonville, Fla.-based Beaver 
Street Fisheries (www.beaverstreet 
fisheries.com) recently added a ninth 
variety to its Sea Best Signature 
lineup (www.seabest.com), a collec-

tion of fully 
prepared, 
ready-to-
cook seafood 
dishes for 
two. New-
comer 
Flounder 
Florentine 
features 
sweet, mild 
flounder 
fillets topped 
with spin-
ach and a 
blend of 
heavy cream, 
herbs, olive 
oil and three 
cheeses. It’s 

available only at select Costco stores, 
in six-serving, family-size packages.

When shopping for frozen seafood, 
“Consumers continue to look for in-
novative new flavor profiles,” says di-
rector of marketing Bluzette Carline. 
Yes, convenience and good nutrition 
are essential, “But consumers 
want options that wow them with 
flavor as well.”

Variety is also important, adds 
Caroline Tippett, vp of market-
ing and strategic development at 
Baltimore-based Phillips Foods 
(www.phillipsfoods.com).  “Retail-
ers enjoying the highest spikes in 
seafood sales are those that have 
broadened their portfolios of fro-
zen and refrigerated seafood offer-
ings.... There’s an untapped market 
of retail consumers that want qual-
ity, innovative seafood products 
and expect more than traditional 
breaded seafood offerings.”

To help meet that demand, 
Phillips recently debuted a line 
of ready-to-heat refrigerated 
(never frozen) seafood meals that 

allow consumers to 
enjoy some of its most 
popular menu items 
at home. Crab Cakes 
and Crab Cake Minis 
were the first addi-
tions to the Phillips to 
Go lineup; additional 
items are expected 
this summer.

Phillips also rolled 
out a trio of regional 
favorites intended for 
specific markets: Pa-
cific Coast Crab Cakes 
with Dungeness Crab 
for the West Coast; 
Steamer Soft Shell 
Clams for the Northeast, and Buffalo 
Shrimp Dip for markets outside the 
Mid-Atlantic.

BEYOND CENTER-PLATE
Seafood is moving well beyond 
entrees. Seafood soups are grabbing 
more sales, especially in stores that 
merchandise them in the seafood 
department as well as the deli. The 
refrigerated soup category is up 
double digits this year versus last, 
“so seafood soups represent a great 
way for seafood departments to play 
in one of the fastest-growing seg-
ments in the store,” says Bob Sewall, 
exec vp of sales and marketing at Fall 
River, Mass.-based Blount Fine Foods 
(www.blountfinefoods.com), maker 

of the Legal Sea Food 
soup lineup.

Seafood soups also 
help create incre-
mental sales among 
consumers who might 
not think of adding a 
soup course to their 
seafood meal if it 
wasn’t merchandised 
right next to the 
commodity fillets and 
shrimp.

Although lobster 
bisque and clam 
chowder represent the 
lion’s share of seafood 
soup sales, Sewall says 

limited-time-only seasonal varieties 
help build excitement around the cat-
egory. For fall, Blount will introduce 
a Crab and Butternut Squash variety 
under the Legal Sea Food brand.

Franklin, Tenn.-based CBS Foods 
(www.chefbigshake.com) recently 
debuted Chef Big Shake’s Lobster 
Mac & Cheese, while SeaPak Shrimp 
& Seafood Co. (www. seapak.com), 
St. Simons Island, Ga., introduced 
Shrimp Spring Rolls earlier this year.

Gorton’s is also moving into the 
appetizer category with fish and 
shrimp snacks. Available in select 
markets, Snack-its Fish Bites come in 
Original and Tortilla Crunch varie-
ties, while Shrimp Bites are offered in 
Original and Buffalo flavors. n

SEAFOOD
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club 
and dollar stores combined for the 12 weeks ended June 16, 2013, according to IRI, the 
Chicago-based market research firm. Percent change is versus the same period a year ago. 
Data is for brands as originally trademarked and may not include line extensions. 

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FZ SEAFOOD  $949,778,500   2.2   129,202,200   0.5   171,322,800   2.6 
FISH/SEAFOOD  $525,543,200   3.3   76,693,090   0.2   114,470,400   4.1 
Private Label   $129,810,200   4.8   19,480,840   9.3   25,432,690   9.3 
Gorton’s   $73,088,970   2.7   14,229,380   (0.2)  14,798,580   0.5 
Fishin Company   $40,141,690   13.6   4,723,359   10.3   12,715,950   10.0 
Beaver Street Fisheries   $34,781,670   14.5   4,138,764   6.3   10,004,520   9.0 
Pinnacle Foods   $30,262,550   (10.1)  6,124,080   (15.2)  7,704,206   (9.6)
SHRIMP  $424,235,300   0.9   52,509,110   0.9   56,852,450   (0.2)
Private Label  $238,733,600   (1.2)  30,101,710   1.3   31,608,150   (2.3)
Rich-SeaPak  $30,078,100   (1.0)  4,205,086   (4.4)  5,048,531   (0.6)
National Fish & Seafood  $18,898,750   (15.1)  3,061,172   (7.0)  2,674,437   (15.9)
Aqua Star  $14,492,530   72.7   2,106,688   80.1   2,013,391   72.2 
Beaver Street Fisheries  $12,287,990   25.0   1,617,480   10.7   1,825,700   23.4 

Phillips offers Maryland 
Crab Cakes and Crab 
Cake Minis under its 
new Phillips to Go 
brand of ready-to-heat 
“refrigerated, never 
frozen” seafood entrees.

To build excitement 
in the fast-growing 
seafood soup category, 
Blount will debut 
a Crab & Butternut 
Squash variety under 
the Legal Sea Foods 
brand this fall.
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FROZEN
BREAKFAST
UP 9.3%
The handheld subcategory’s 25.8% 
advance led all gainers, but the 
waffle, entree and “other” segments 
saw their sales grow as well.

BY DENISE LEATHERS

The frozen breakfast category 
continues its meteoric rise, 
topping out at $674.88 mil-

lion across channels during the 12 
weeks ended June 16, a 9.3% gain 
compared with the same period a 
year ago, reports Chicago-based 
market research firm IRI. While all 
four of the segment’s top-selling 
subcategories saw dollars rise, the 
biggest gainer was handheld break-
fast, whose sales shot up 25.8% to 
$226.13 million. 

While traditional handheld sand-
wiches that consumers can heat in 
the microwave and 
eat on the go continue 
to sell well, better-for-
you options are doing 
even better. In fact, 
reports Amy Grabow, 
vp of marketing 
for Jimmy Dean, 
at Chicago-based 
Hillshire Brands 
(www.jimmydean.
com), the company’s 
better-for-you frozen 
“protein breakfast” 
portfolio is growing 
at more than twice 
the rate of its regular 
frozen protein break-
fast lineup (whose 
10.9% gain is nothing 
to sneeze at)! The most significant 
driver is Jimmy Dean Delights Flat-
bread Sandwiches, a new item whose 
early success helped drive up sales 

of the better-for-you 
sub-brand a whopping 
302.9% during the 
most recent 12 weeks, 
according to IRI.

More consumers 
than ever recognize the 
importance of eating 
breakfast, says Grabow. 
But in addition to 
convenience, they want 
healthier options, “so 
these new flatbreads 
really hit the spot.” 
Available in three flavors, including 
an Egg White, Spinach and Cheese 
variety, Delight Flatbreads are ready 
to eat in minutes and contain at least 
11 grams of protein per serving. All 
are 250 calories or less.

Another company jumping on the 
flatbread trend is Battle Creek, Mich.-
based Kellogg’s (www.kelloggs.com), 
whose Special K Flatbread Breakfast 
Sandwiches debuted in February. 
They’re already the handheld subcat-
egory’s third-best seller, racking up 
nearly $21.6 million in sales during 
the most recent 12 weeks. Available 
in three flavors, including a meatless 
option, the microwaveable sand-
wiches contain between 180 and 240 

calories apiece 
and are good 
sources of 
protein and 
fiber.

The latest 
to join the 
flatbread fray 
is private label 
manufacturer 
Bylada Foods 
(www. bylada.
com), Moon-
achie, N.J. Its 
version comes 
in Bacon, Egg 
& Cheese 
and Sausage, 
Egg & Cheese 
flavors. “Kel-

logg’s Special K brand is bringing a 
lot of new consumers to the hand-
held breakfast category,” says nation-
al sales manager Meade Bradshaw. 

“I hope retailers take advantage of 
that by adding private label flatbread 
sandwiches earlier than they did 
regular breakfast sandwiches. The 
category is growing significantly, so 
now is the time to act.” Although 
private label handheld breakfast 
sales were up 7.2% during the most 
recent 12 weeks, the gains lagged 
behind the subcategory as a whole.

But flatbreads aren’t the only hand-
held breakfast items making news. 
In the waffle subcategory, for exam-
ple, Kellogg’s continues to expand 
its Eggo Wafflers lineup. Designed 
for portability, the tear-apart waffle 
“bars” are pre-flavored, eliminating 
the need for syrup. A third flavor, 
Chocolatey Chip Muffin, debuted 
last month. Total waffle sales were 
up 3.0% during the most recent 
12 weeks, and Eggo Wafflers sales 
jumped 7.3%.

MEAT-FREE AND MINIS
In addition to meatless flatbread 
sandwiches, manufacturers are roll-
ing out meat-free versions of other 
popular frozen breakfast options. For 
example, Hillshire Brands recently 
added a meatless variety to its flag-
ship Jimmy Dean breakfast sandwich 
lineup. It features eggs, red peppers, 
onions and pepper jack cheese on a 
croissant. Also new: a Garden Blend 
Bowl under its Delights label with 
scrambled egg whites, diced potatoes, 
peppers, onions and cheddar cheese.

“We’re seeing more demand for 
meatless varieties in frozen break-
fast and that’s driving a lot of our 
new product development efforts,” 
says Grabow. But the company also 

Just in time for back to school, 
General Mills introduces 
single-serve Pillsbury Heat-N-
Go! Mini Pancakes and Waffles.

Kellogg’s expands its handheld Wafflers lineup 
with a third flavor: Chocolatey  Chip Muffin.
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continues to expand offerings at the 
other end of the spectrum where 
many of its long-time consumers 
seek heartier breakfast options. In 
January, it added a Biscuit & Gravy 
variety to its Jimmy Dean Breakfast 
Bowl lineup. A Meat Lovers variety 
launched a year earlier already ranks 
as its second-best selling bowl.

Another hot category trend is 
mini-size breakfast foods that not 
only offer portion control but elimi-
nate waste since small children can’t 
always eat a full-size serving. 

North Little Rock, Ark.-based De 
Wafelbakkers (www.dewafelbakkers.
com) is preparing to launch a line 
of mini pancakes later this month. 
Minis are already the fastest-
growing format in De Wafelbak-
kers’ frozen breakfast portfolio, 
according to vp of retail sales Bob 

Savage. The new 
line will feature 
“more consumer-
friendly” packag-
ing and unique 
flavors developed 
in conjunction 
with a retailer 
partner. “Our 
research revealed 
that consumers 
use mini pan-
cakes in multiple 
day parts — as 
an after-school 
snack, for des-
sert, etc. — so 
that opens up 
additional flavor 
options,” he explains.

Also jumping on the bite-size 
bandwagon: Parsippany, N.J.-based 

Pinnacle Foods 
(www.auntjemi 
mafrozen.com), 
which rolled out 
Aunt Jemima 
Lil’ Griddles in 
March. The kid-
friendly line in-
cludes Original 
and Blueberry 
Mini Pancakes 
and Cinnamon 
French Toast 
Sticks, offered 
in 14.5- and 
12.5-ounce 
multi-packs, 
respectively.

Minneapolis, 
Minn.-based General Mills (www.
generalmills.com) recently rolled 
out a similar product, but its Pills-

bury Heat-N-Go! Mini Waf-
fles and Mini Pancakes come 
in microwaveable single-serve 
pouches that retail for about 
99 cents apiece. In addition, 
“The flavor is already baked 
in, giving you and your family 
a delicious, mess-free break-
fast option in seconds,” says 
the company. Mini waffles 
come in Maple Madness, 
while pancakes are avail-
able in either Maple Burstin’ 
or Blueberry. Each serving 
provides 14 grams of whole 
grains, 0 grams of trans fat 
and no high fructose corn 
syrup.

Beyond pancakes and waf-
fles, minis are also appear-
ing in other frozen breakfast 
segments. For example, Bylada 
Foods recently rolled out a 
pair of Mini Breakfast Bis-
cuits, topped with either Sau-
sage, Egg & Cheese or Bacon, 
Egg & Cheese, while Rogers,  
Ark.-based CCF Brands (www.
ccfbrands.com), maker of the 
Great Day lineup, debuted 
Pancake and Sausage Minis 
earlier this year. n

To meet rising demand for 
meatless frozen breakfast options, 
Hillshire Brands debuts Jimmy 
Dean Delights Garden Blend Bowl.

FROZEN BREAKFAST
Sales in supermarkets, drugstores, mass merchants, military commissaries and select 
club and dollar stores combined for the 12 weeks ended June 16, 2013, according to IRI, 
the Chicago-based market research firm. Percent change is versus the same period a 
year ago.  Brands are as originally trademarked and may not include line extensions. 

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FRZE BREAKFAST FOOD  $674,878,100   9.3   207,000,200   7.5   192,867,200   7.8 
BREAKFAST HANDHELD  $226,133,000   25.8   45,974,160   20.6   51,499,340   22.4 
Jimmy Dean   $91,043,710   11.3   13,233,730   6.8   21,385,210   11.7 
Jimmy Dean Delights   $27,080,050   302.9   3,981,086   317.1   5,699,044   288.0 
Kellogg’s Special K   $21,592,760  *  3,694,086  *  4,170,096  *
Odom’s Tennessee Pride   $14,682,660   8.8   2,721,563   11.3   3,327,139   8.9 
Private Label   $12,390,990   7.2   3,703,398   40.3   3,138,818   4.6 
WAFFLES  $210,697,900   3.0   74,490,460   3.7   71,308,680   4.0 
Kellogg’s Eggo   $111,959,000   2.9   35,149,120   2.2   39,680,730   4.1 
Private Label   $35,238,800   (2.3)  16,274,330   (0.6)  14,456,560   (1.9)
Kellogg’s Eggo Nutri Grain   $20,808,350   (5.0)  6,170,259   (4.3)  5,479,146   (3.9)
Kellogg’s Eggo Thick & Fluffy   $10,873,190   23.1   4,152,862   23.0   3,244,075   25.7 
Van’s   $7,780,003   10.3   2,557,677   11.7   1,385,568   12.9 
BREAKFAST ENTREES  $157,365,000   1.7   55,364,070   2.5   43,220,980   (1.4)
Jimmy Dean Breakfast Bowls   $28,149,980   23.4   11,662,590   28.4   5,227,131   29.9 
Jimmy Dean   $24,214,590   (1.0)  3,690,044   (5.8)  6,168,237   (0.7)
Private Label   $19,472,480   8.7   8,950,168   11.6   7,141,421   2.5 
Aunt Jemima   $17,122,040   (12.1)  8,191,470   (15.9)  4,963,212   (19.1)
De Wafelbakkers   $9,093,978   4.1   2,758,690   4.7   3,728,051   4.6 
OTHER BREAKFAST FOOD  $67,715,640   6.6   26,035,420   14.1   22,863,100   14.3 
Pillsbury Toaster Strudel   $42,931,620   3.2   18,111,250   13.8   14,167,340   12.9 
Pillsbury Toaster Scrambles   $5,413,153   7.6   2,068,446   9.7   1,292,779   9.7 
Private Label   $5,150,997   32.3   1,799,916   46.9   2,858,891   18.6 
De Wafelbakkers   $2,981,808   55.6   852,787   55.6   1,636,351   60.9 
Pillsbury   $2,309,265   36.4   320,398   38.2   731,062   10.5 

* Product has been in distribution less than one year.



®, ™, © 2013 Kellogg NA Co.
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BREAD/DOUGH 
RISES BY 1.5%
Category is sparked by tiny but skyrocketing cookie 
dough segment. 

BY DENISE LEATHERS

Thanks to a triple-digit gain by the tiny frozen 
cookie dough segment, the frozen bread and 
dough category rose by 1.5% to $229.44 million 

during the 12 weeks ended June 16 compared with the 
year-ago period, according to Chicago-based market 
research firm IRI. The two leading subcategories slipped 
slightly due to increased competition from in-store 

bakeries and 
an improving 
economy that 
allows more 
dining out.

According 
to one source, 
the fresh baked 
subcategory has 
suffered from a 
dearth of 
truly new 
products 
recently. 
The gar-
lic bread 
segment, 

for example, hasn’t seen any real innovation since 
garlic knots debuted a couple of years ago. In addi-
tion, deep discounting and frequent BOGOs have 
kept margins and prices low and trained consum-
ers to wait for deals. 

But new products show promise. For example, 
Clackamas, Ore.-based S.A. Piazza & Associates 
(www.sapiazza.com) recently introduced three 
flavors of Wild Mike’s filled bread sticks while 
Grand Rapids, Mich.-based Cole’s (www.coles.com) 
is offering Twisted Breadsticks.

GLUTEN FREE JUMPS 46.7%
Sales of frozen gluten-free bread jumped 46.7% 
last year to $132.6 million, and the category 
shows no signs of stopping, according to Roberto 
Cruz, marketing manager at Lyndhurst, N.J.-
based Dr. Schar USA (www.drschar.com). “Celiac 
disease has a diagnosis rate of only about 10%,” he 
explains. But as awareness grows, the number of 

people diagnosed and likely to follow a gluten-free diet 
is expected to skyrocket. “Gluten-free is neither a fad 
nor a niche opportunity,” says Cruz, citing a booming 
European gluten-free market as an example of what’s to 
come here. 

The company offers frozen 
gluten-free Plain and Cin-
namon Bagels, and this 
month it will begin shipping 
frozen gluten-free  Hearty 
White Bread and Hearty 
Grain Bread. Hearty White 
is fortified with B vitamins 
while Hearty Grain is a good 
source of fiber, two nutrients 
gluten-free diets often lack.

Gluten-free clearly rings 
the register. Denver-
based Udi’s (www.
udisglutenfree.com) 
already ranks as the 
sixth-best seller in 
the frozen fresh baked 
bread/roll/biscuit subcat-
egory, and its sales jumped 
another 35% during the 
most recent 12 weeks.

On the refrigerated side, 
General Mills-owned Pillsbury (www.pillsbury.com), 

Minneapolis, recently introduced a 
trio of gluten-free dough products: Pie 
and Pastry Dough, Chocolate Chip 
Cookie Dough and Thin-Crust Pizza 
Dough. The company expects to roll 
out as many as three more gluten-free 
products in the next year or so.

But gluten-free isn’t the only better-
for-you attribute being touted by new 
frozen bread items. For example, 
Mississauga, Ontario-based Furlani’s 
Food Corp. (www.furlanis.com) re-
cently rolled out a pair of all-natural 
garlic toasts under its new Trattoria 
sub-brand. Available in both regular 
and whole wheat and flax flavors, the 
artisan-style offerings are designed 
to appeal to more health-conscious, 
higher-end consumers. 

And Yorkshire, England-based East 
Riding Farm (www.eastridingfarm.
com), debuted traditional English 
Popovers in the United States. Offered 
in three sizes, the all-natural rolls fea-
ture a central depression so consumers 
can add their favorite fillings. 

For organic shoppers, Boulder, 

Already known for its biscuits 
and dumplings, Hom/Ade 
Foods introduces Mary B’s 
Dinner Yeast Rolls.

Pillsbury rolls out gluten-free 
refrigerated Pie and Pastry, 
Chocolate Chip Cookie and 
Pizza Dough.

Dr. Schar USA has 
launched four 
SKUs of frozen 

bread and a thin 
crust cheese pizza 
— all gluten-free. 



www.furlanis.com

Innovation • Inspiration • Value 

Your Frozen Bread Program withYour Frozen Bread Program with
DecommoditizeDecommoditize



SPOTLIGHT: BREAD & DOUGH

46 www.frbuyer.com  AUGUST 2013

Colo.-based Rudi’s Organic 
Bakery (www.charterbaking.
com) just launched Organic Soft 
Pretzels, available in both Plain 
and Multigrain. Free of artificial 
ingredients, GMOs and high-
fructose corn syrup, the high-
protein snacks are available at 
select natural food stores.

NEW IN FROZEN DOUGH
The frozen dough category 
has also welcomed a number 
of new products. Salt Lake 
City-based Rhodes Bake-N-
Serv (www.rhodesbread.com) 
shipped its first frozen dough 
biscuits last month. According 
to company president Kenny 
Farnsworth, Rhodes South-
ern Style Biscuits and Buttermilk 
Biscuits fill a void in its roll-heavy 
lineup. But its version is hardly a 
me-too. 

“What sets our biscuits apart is 
their size: 2.2 ounces versus the 
standard 2.08 ounces. We think the 
finished result is superior to smaller 
biscuits not only in appearance but 
in texture,” he says. Designed to 
go directly from freezer to oven, 
the biscuits come in 12-count, 
26.4-ounce packages.

Pensacola, Fla.-based Hom/Ade 
Foods (www.homadefoods.com), a 
division of J&J Snack Foods Corp., 
recently introduced frozen Dinner 

Yeast Rolls. The new rolls “deliver 
the same great quality, homemade 
taste, ease of use and value price as 
Mary B’s biscuits and dumplings,” 
according to vp of sales and market-

ing Tony Hess. Offered in 10-count, 
15-ounce bags, the heat-and-eat 
rolls go from freezer to table in less 
than 10 minutes.

Anaheim, Calif.-based Bridgford 
(www.bridgford.com) recently added 
its first fully baked frozen bread 
products. Heat & Serve White Rolls 
and Buttermilk Biscuits help meet 
growing demand for convenience 
among consumers who don’t always 
have time to thaw and proof frozen 
dough products, says senior vp Dan 
Yost. The two fully cooked items can 
be heated in either the microwave 
or the oven, thanks to a proprietary 
technique Bridgford developed for 
its Monkey Bread. n

Rhodes debuts Southern Style 
and Buttermilk Biscuits in a 
larger 2.2-ounce size.

FROZEN BREAD & DOUGH
Sales in supermarkets, drugstores, mass merchants, military commissaries and select 
club and dollar stores combined for the 12 weeks ended June 16, 2013, according to IRI, 
the Chicago-based market research firm. Percent change is versus the same period a 
year ago. Only brands with at least $1 million in sales are listed. Brands are as originally 
trademarked and may not include line extensions. 
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FZ BREAD/FZ DOUGH  $229,442,800   1.5   77,689,810   (0.3)  87,831,750   2.7 
FZ FRSH BKD BRD/RLL/BSCT  $168,566,400   (0.3)  60,440,430   (1.3)  54,477,430   (0.7)
Private Label   $38,531,720   0.5   17,172,870   0.0   16,387,660   1.9 
New York   $38,486,030   0.1   13,606,620   1.8   10,064,270   1.7 
Pepperidge Farm   $22,489,440   (7.3)  8,281,879   (7.3)  5,809,176   (6.8)
Sister Schubert’s   $20,313,920   0.1   5,472,399   (2.6)  6,105,905   (4.5)
Cole’s   $11,538,510   (9.7)  4,887,931   (10.2)  3,923,356   (10.4)
Udi’s   $8,712,930   32.8   1,694,236   35.0   1,270,677   35.0 
Pillsbury Grands   $6,387,433   (8.8)  1,766,818   (10.2)  3,661,163   (6.7)
Mamma Bella   $2,642,114   (8.9)  857,276   0.6   638,745   1.5 
Joseph Campione   $2,230,255   1.8   916,850   1.6   657,102   2.7 
Mary B’s   $1,804,756   40.2   676,194   51.7   1,089,168   24.1
FZ BRD/RLLS/PSTRY DGH  $54,114,270   (0.1)  15,781,830   (0.5)  30,506,940   1.4 
Pillsbury Grands   $9,876,608   (0.5)  2,915,521   (2.9)  5,375,721   2.7 
Mary B’s   $8,430,612   1.9   2,333,210   1.3   5,241,300   2.0 
Rhodes   $6,940,518   7.6   1,617,907   2.8   5,542,171   7.6 
Private Label   $4,250,033   3.2   1,403,672   9.3   2,986,278   4.3 
Rhodes Bake-N-Serv   $3,831,042   0.4   1,002,051   (1.3)  2,701,069   (0.9)
Sister Schubert’s   $3,619,842   (10.9)  927,789   (9.9)  992,931   (10.1)
Rhodes Warm-N-Serv   $2,495,798   (5.0)  996,885   (4.8)  720,142   (4.7)
Goya   $2,319,911   10.7   1,163,582   7.8   1,150,813   11.4 
Pillsbury   $1,894,990   (17.1)  315,874   (19.9)  1,728,707   (13.3)
Athens Foods   $1,709,358   (12.4)  438,573   (16.3)  435,604   (16.1)
FZ COOKIE DOUGH  $6,762,180   137.0   1,467,534   87.5   2,847,385   405.2 
Pillsbury  $3,035,524  *  405,908  *  1,903,546  *
Weight Watchers Smart Ones  $1,707,535   (17.6)  513,696   (18.9)  270,975   (18.9)
Nestle Tollhouse Ultimate  $1,169,516   1,347.2   417,531   1,487.9   417,531   1,487.9 
*Number is either not available, or very high, indicative of a recent launch working off a 
small base. 

Furlani hopes its new Trattoria 
Artisan-Style Garlic Toasts will help 
fill a void in the premium segment.



 Over 30 years of experience and world class R&D, manufacturing, and packaging expertise  
 make Dr. Schar #1 for Gluten-Free
     • #1 overall in Europe
     • #1 in shelf stable bread in USA*
 To best serve all segments, Schar focus is now on the fast-growing frozen segment +46.7%  
 in retail sales vs YAG*
 The new recipe for our 2 new breads was developed in Europe using a next generation technology  
 to achieve the elasticity, structure, moisture, and appearance very similiar to traditional bread.
 Meeting the needs of those with Gluten-Free Diets: Hearty White is Fortified with Vitamin B  
 and Hearty Grain is a good source of Fiber
*Source: 2012 SPINS All Outlet Gluten-Free Bread Retails Sales Data

Also Available in Frozen: Bonta d’ Italia Cheese Pizza, and Plain & Cinnamon Bagels

For sales information contact Don Braun at don.braun@drschar.com Learn more at drschar.com & schar.com

The USA leader
in shelf stable,
gluten-free
bread is
expanding into 
the freezer.

NEW Frozen Hearty White & Hearty Grain Bread

World leader in gluten-free

The Next Generation in gluten-free bread...
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LOGISTICS

PREFERRED’S THIRD
MIAMI DC UNDERWAY
Chatham, N.J.-based Preferred Freezer Services ex-
pects to complete construction next March on a 
118,000-square-foot cold storage facility in Hialeah 
Gardens, Fla. It will be the company’s third cold storage 
facility in the Miami area. 

The new facility will boast a 20,000-pallet capacity, 12 
dock doors and Lithonia Proteon LED lighting. Proteon 
LED lighting provides sustainable thermal management, 
reducing operating temperatures in cold storage ware-
houses while enhancing visibility. The company plans to 
implement LED lighting in all 34 of its facilities in the 
United States and China. n

CROWN DEBUTS SP 4000 SERIES
New Bremen, Ohio-based Crown Equipment Corpo-
ration has introduced the Crown SP 4000 Series — a 
36-volt, battery-powered stockpicker capable of handling 
capacities up to 3,000 pounds and reaching a lift height 
of 366 inches. 

The forklift features a regenerative lowering system that 
captures lost energy and returns it to the battery. It has 
an AC traction system that offers responsive control and 
smooth directional changes, and offers an AC lift system 
with a variable lift/lower feature for precise operation. 

Maximum travel speed is 7.5 miles per hour. Lift speed is 
100 feet per minute and lower speed is 80 feet per minute. 

“Our customers are looking to us for ways to save costs 
and increase efficiencies. One of the most direct ways to 
accomplish this goal is to gain throughput in the ware-
house by enabling operators to do their jobs faster,” said 
Tim Forlow, marketing product manager. n  

LOGISTICS LEDGER
Sheetz Convenience 
Restaurants, Altoona, 
Pa., broke ground July 11 
on a 250,000-square-foot 
distribution and production center in Burlington, N.C. 
Opening of the $32.8 million facility is set for the fall 

of 2014. Sheetz has 450 C-stores/
restaurants, 56 of them in North 
Carolina. It plans to open at least a 
dozen more locations in the state 
in the next few years, making a 
Southern point of distribution a 
necessity… Hillsboro, Ore.-based 
Henningsen Cold Storage, now 
celebrating its 90th year, names 
Jason Neddaf general manager of 
its Twin Falls, Idaho warehouse 
operations. He will direct day-to-Jason Neddaf

USCS EXPANDS 
FRESNO (AGAIN)
It’s the third expansion since the 
facility opened in 2007. 

Six years after its opening, the 
United States Cold Storage 
(USCS) warehouse in Fresno, 

Calif., is expanding for the third 
time. Officials at Voorhees, N.J.-
based USCS expect by mid-August 
to add another 4.5 million cubic feet 
with another 20,000 pallet positions. 
Upon completion, USCS Fresno 
will span 14 million cubic feet with 
65,000 pallet positions and 60 truck 
dock doors.

“We have expanded many of our 
capacities to handle growing demand 
for services,” says John Bodden III, 
USCS Fresno general manager. “With 
this phase, we will add four rail dock 
doors, for a total of eight, to serve 
our customers’ rail and intermodal 
needs. With additional blast capacity, 

we also will be able to blast freeze 
customers’ product at -55F. USCS 
Fresno also is creating a USCS 
trucking service. Soon, US Cold 
Transport also will pick up and 
deliver product for our customers.”

Dave Arnett, USCS Western re-
gional engineer, notes that Fresno 
already boasts one of the industry’s 
most effective and energy-efficient 
refrigeration systems, a CO₂/NH3 
cascade unit. He says the addition 
also will be fitted with the industry’s 
latest energy-efficient LED lighting 
fixtures. Arnett notes, too, that USCS 
Fresno still has more than 20 acres of 
adjacent property for future expan-
sions.

“Since our original Phase 1 opened 
in 2007, business has been con-
sistently growing,” says Rod Noll, 
USCS vp and area manager-Western 
region. “Many of our customers have 
increased in annual production. Our 
core Fresno accounts have shown 
consistent, year-over-year growth 
and have urged us to grow with their 

needs. With our business develop-
ment and regional strategies, we also 
have been able to attract many larger 
accounts that have helped to keep 
many of our Central Valley locations 
busy.”

Noll concludes, “We have been at a 
high occupancy for a couple of years. 
With new space, we will be able to 
continue to provide high quality 
services in a state-of-the-art facility. 
With the completion of Phase III, 
we can continue to offer a regional 
solution, along with our other USCS 
California locations to many of our 
shared accounts.” n

By mid-August, USCS expects to add 4.5 
million cubic feet with another 20,000 
pallet positions to its Fresno, Calif., facility. 



day operations of the facility, which 
has more than 12 million cubic feet 
and more than 55,000 pallet posi-
tions. Most recently, Neddaff had 
been supply chain business manager 
at Schreiber Foods, Green Bay, 
Wis….  New hours of service rules for 
the Federal Motor Carrier 
Safety Administration 
went into effect July 1, ac-
cording to the Global Cold 
Chain Alliance, Alexan-
dria, Va. The changes limit 
34-hour restarts to once 
per week and adds certain 
restrictions. A driver’s av-
erage maximum allowable 
hours of work per week are 
reduced from 82 hours to 
70 hours. Industry is concerned that 
the new rules will have a dramatic 
impact on the industry’s ability to 
operate in an efficient and cost-effec-
tive way without having a significant 
impact on improving safety. For 
details, go to www.gcca.org… Madi-
son, Wis.-based Central Storage & 
Warehouse Co. has added 1.2 mil-

lion cubic feet of frozen food storage 
to its Pleasant Prairie warehouse. The 
$4 million, 37,000-square-foot facility 
represented a 55% expansion to the 
site’s existing 2.2 million cubic feet 
of cold storage. The company has 17 
million cubic feet of warehouse space 

in seven locations in 
five cities… Americold, 
Atlanta, has named 
Keith Goldsmith exec 
vp and chief commercial 
officer, reporting to Jef-
frey M. Gault, president 
and CEO. Most recently, 
Goldsmith had been 
senior vp of business 
development for Dutch-
based CEVA Logistics, 

which has offices worldwide. Earlier, 
he was a member of the board of 
management and group chief infor-
mation officer for TNT Logistics, 
a predecessor company to CEVA… 
Grand Rapids, Mich.-based Dematic, 
a global supplier of logistics systems 
for factory, warehouse and distribu-
tion centers, is expanding its West 

coast operations to address custom-
ers’ needs. Pat Fitzpatrick was ap-
pointed general manager, responsible 
for managing the sales and engineer-
ing efforts in eight states: California, 
Oregon, Washington, Idaho, Nevada, 
Arizona, Alaska and Hawaii. Fitzpat-
rick was most recently Western 
region general manager of FANUC 
Robotics America, Rochester Hills, 
Mich. Dematic is also adding 10-20 
engineers and 
support jobs at 
the new office in 
Orange, Calif… 
Choptank 
Transport, 
Preston, Md., 
has named Paul 
Ayers gen-
eral manager 
of its Nashville, 
Tenn., office, 
responsible for  new business devel-
opment and acquisition, carrier rela-
tions, recruiting for new logistics and 
sales positions, as well as overseeing 
daily operations. n   

Keith Goldsmith 

Paul Ayers 
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GETTING PERSONAL

JERRY CARTER
A celebration of a friend who loved the industry — 
and life.   

It’s hard to imagine that Jerry Carter, one of our 
industry’s beloved giants, is gone. Jerry’s illustri-
ous career spanned years in the brokerage business 

before he joined the manufacturer side with InnovAsian 
Cuisine, Tukwila, Wash. He passed away July 13 at 71 
following a lengthy illness. 

Besides holding leadership positions at the National 
Frozen and Refrigerated Foods Association over the 
years, he was a deeply respected and cherished friend to 
many. Here are thoughts from a few of them. 

u Gary Spinazze, 
 Nash Finch:
“Jerry and I were out in California for one of the NFRA 
mid-year meetings, and we rented Harleys. We rode with 
our wives from San Diego to San Juan Capistrano, and 
that night solved all the problems of the industry and the 
world, sitting in a hot tub with a six-pack of Bud. We were 
late getting back to San Diego the next day for our meet-
ing, and walked in with leather vests, jeans and leather 
caps on backwards. We had good times, but Jerry was al-
ways a true gentleman, very professional, very caring and 
very spiritual. He took me under his wing at my very first 
NFRA meeting, and made me feel welcome and comfort-
able, just like family.” 

u Ray Tarnowski, 
 Philadelphia Warehouse & Cold Storage: 
“Jerry was such a special person — his energy, his passion 
for everything and the way he lived to include everyone. 
He was a sports fan, a Harley guy, a photographer, a very 
good golfer, and a regular Midwesterner, not a big city guy. 
Everybody who met him was touched in a positive way.” 

u Skip Shaw, 
 NFRA:
“Jerry was a tremendous contributor not only to NFRA 
but to the entire industry. I often saw him being a mentor 
to many young executives just entering the business. His 
wife Mary, his daughters and the entire Carter family 
should take comfort in knowing how many people loved 
Jerry and how much he did for all of us.”

uDan Maloney, 
 Woodland Partners, formerly of Publix: 
“There were times you had to wonder — did Jerry ever 
have a bad day? He spread enthusiasm and laughter 
everywhere, and it was contagious. He was always excited 

about life. He took really great candid pictures of people 
at NFRA events and sent them all out. Jerry was one of 
the best.” 

u Joe Kent, 
 InnovAsian:
“When the ‘Hon-
ey Badger’ video 
was going viral 
a couple years 
ago, I forwarded 
it to Jerry and 
said it reminded 
me of him. It 
became a stand-
ing joke, and we 
even bought the 
t-shirts! From 
that point on I 
called him Honey 
Badger, he called 
me ‘Honey Badg-
er Junior’, and 
when Mary (his 
wife) answered the phone at their house, she’d say ‘This is 
Mrs. Honey Badger.’ He even started signing his e-mails 
‘HB.’ He definitely had the tenacity of a Honey Badger in 
everything he did in life. Just 10 days before he passed, 
he’d been on a mission trip to Haiti with his grandson. No 
illness was going to slow him down. Selfless, caring, funny 
and always at full speed. That’s the kind of guy he was.” 

u Johnny Harris, 
 Johnny L. Harris Consulting: 
“At my first NFRA board meeting, I didn’t know many 
people and I was snapping pictures. Jerry came over, 
looked at my name badge, and told me to put my camera 
away. “I’m the official photographer of the NFRA,” he 
said, and scared the living crap out of me. Well, I knew 
he was kidding, but it was my first meeting, and Jerry was 
a past chairman and all. He was a super guy, honest and 
regular. I must have 100 pictures from him taken of me 
and my wife over the years.” 

u Paul Chapa, 
 Frozen & Refrigerated Buyer:
“Last year, when we golfed together in Hilton Head, my 
right eye closed shut because of the pine pollen. Jerry told 
me to just place a wet towel on my eyes for a few holes, 
and he would carry us, which he did. He was always ready 
to carry the load.” 

To add your own thoughts to Jerry’s online memorial 
book, go to www.flannerbuchanan.com and click on 
“obituaries and guestbook,” and key in Gerald Carter. 

Jerry Carter





In Your Grocer’s Freezer

Stock And Display For The Fall Baking Season
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For information contact Dave Wheeler: 800-695-0122 / DaveW@RhodesBread.com
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