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Sea Best® seafood provides a whole new way to 
be ready for the holidays, by offering a variety of  
frozen seafood products perfect for any gathering -
expected or unexpected. 

With items such as breaded seafood, specialty 
shellfish, premium fish fillets and much more,  
we make it just too easy to put on your best!
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OUT WARREN’S WAYOUT WARREN’S WAY

Warren !ayer, Editor
warren@frbuyer.com 

PL MUSINGS
Best (and worst) practices on the 
front lines of private label. 

Our cover story last month 
said that the only real path 
to growth is innovation. 

Not BOGO bingo. Not price. And 
not selling shelf space 
to deep-pocket me-
toos that consumers 
don’t care about. 

I’ve been saying for 
years that the food 
industry is a bizarre 
bazaar that might be 
run more e"ciently 
by Congress. And 
this month’s excellent 
cover story by Denise 
Leathers got me to thinking about 
the e"ciencies — and lack thereof 
— inherent in private label. 

Private label has a key place in 
the arsenal of most any retailer. It 
can provide extra profit, competi-
tive di#erentiation, a price break via 
national-brand-equivalents, extra 
choices and enhanced consumer 
loyalty. Some retailers do all this 
fairly well. Others didn’t get past 
page four in Private Label for Dum-
mies. (Okay, so I made that part up.)

It all gets down to the Golden 
Rule of business: he who has the 
gold makes the rules. And the 
retailers with the most gold are 
the ones who can a#ord to hire 
top CPG marketing talent, open 
their own private label factories 
and shake branded vendors upside 
down looking for spare change to 
fund their programs. !ese guys 
can also a#ord to do their own 
R&D and actually innovate. !at’s a 
very big deal. 

But all this begins to fall apart 
with the random unfortunate 
installation of duh! managers who 
should have gone into the storm 
door business. Generally, how-
ever, the larger retailers have more 
e"ciencies in their private label 
programs. 

Everyone else has to be a guerril-

la fighter against the gorillas (sound 
familiar?). But successful guerrilla 
fighting is possible with a smart, 
quick-acting team that partners 
well with its vendors. I can’t begin 
to tell you how many vendors have 
told me over the years that they’re 
reluctant to present really innova-
tive items to certain major chains. 
!ey’ve seen these retailers take 

on a new item, watch 
it succeed and then 
knock it o# six months 
later. “Goodbye!” 

Manufacturers aren’t 
stupid, and they often 
have long memories. If 
a retailer gets a repu-
tation as a knock-o# 
artist, they’re eventu-
ally going to pay for 
it one way or another. 

Many manufacturers have learned 
to be very sneaky over the years 
from dealing with shysters. In these 
situations, they don’t even pretend 
to go for win-win. 

UNCLE WIGGILY
Personally, I believe “win-win” 
is a pleasant little fairy tale right 
up there with the Uncle Wiggily 
stories. Win-lose, while politically 
incorrect, is reality. !e real trick 
lies in narrowing the gap between 
“win” and “lose” as much as pos-
sible, and then privately declaring 
victory within your own organiza-
tion — ideally taking credit for it. 

Denise’s cover story this month 
gets into minding another impor-
tant gap — the margin gap between 
private label and national brands. 
!ere’s good advice there, and it’s 
worth reading. 

One final thought: for retailers 
too small to have a robust private 
label program, you can still score 
major di#erentiation points by 
merchandising true variety using 
popular local vendors. After all, if 
the gorillas aren’t carrying it, it’s 
your very own private label. 
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JOHNNY HARRIS

JOHNNY’S COLUMN

JUMP ON
YEAR-END DEALS
Changing your plans to help hungry manufacturers 
make their 2013 numbers can be very good for profits! 

BY JOHNNY HARRIS

This is the season when manufacturers will often 
come to you with heavy-up deals to make their 
numbers for the year. It’s also the season when 

you probably have your plans in place through the end 
of December. 

Sometimes when I was on the desk, I’d look at the plans 
I had already put in place and then at the heavy-up deals 
just presented to me — and go with the hot deal. I was 
always surprised when some of my competitors didn’t.  

HELP EACH OTHER
After all, if the manufacturer helped me last 
year, why shouldn’t I help him this year? If 
a manufacturer o#ers me a deal to get 
extra cases during a period of time, and 

I refuse 
it, he 
might 
refuse 
me when 
I need help. 

And what’s 
more, if I don’t 
take the heavy-up 
deal, my competi-
tor will. I’ll get hurt, 
and I’ll also look like a 
dumb-ass and have to 
answer some questions 
from above. I might 
not be able to fit in the 
heavy-up deal right 
away, but I can get it in 

by the end of the year or I can take delivery to the ware-
house in December and promote in January. 

I remember a time awhile back when we needed to 
make a number on juice and it was at the end of the 
year. Our holiday plans were in place. As a company, we 
decided to make the purchase and force out the product 
to the stores due to warehouse space. We were able to 
get the product on sale the second week of January. I got 
my incentive check from the company and we were all 
happy campers.

!is needs to be a win-win. But keep in mind that at 
this time of year, manufacturers and their reps are hun-
gry to hit their sales goals. 
And if they haven’t spent all 
of their money with Account 
A and aren’t going to spend 
more with them by the end of 
the year, they want to put the 
funds somewhere that will 
promote product for them 
and move cases.   
!e only thing to be cau-

tious about here is items 
with short shelf life. You 
probably won’t have to worry 
about a lot of cheese items or 
margarine, but there can be 
exceptions. 

JUST MOVE IT!
Some manufacturers may not even care about being in 
the ad — they just want to move some cases. !ey may 

get it out there in two weeks at a reduced price, but 
there may not be lead time for an ad. So don’t 

think twice about taking advantage of the 
chance to run something at a hot price — 

jump on it before someone else does. As 
category managers, it’s your respon-

sibility to get the best deal for your 
company!
!ink it through. Are you making 

your profit targets? What’s competi-
tion doing? Will the deal give you a 

competitive advantage? Will it help make 
your volume/bonus targets? Will it negatively 

impact reclamation? Is it the right thing to do for 
your category? 
Bottom-line: don’t overlook the situation when your 

manufacturers come to you with year-end deals, but 
do make sure it makes sense for your business. 

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

HARRIS TEETER & 
CHOBANI WON, TOO! 
In the National Frozen & Refrigerated Foods Associa-
tion’s June Dairy Month Golden Penguin competition, 
Harris Teeter store #82 won a Silver Penguin award for 
Retail Supermarket Overall Store Promotion. !e assist-
ing company was Chobani. !is information was omit-
ted in our October edition due to covert sabotage by the 
Obamacare computers.  

‘If I don’t take 
the heavy-up 
deal, my com-
petitor will. I’ll 
get hurt, and I’ll 
also look like a 
dumb-ass and 
have to answer 
some questions 
from above.’



RETAIL PATRIOTS
HONORED
Awards presented for going “above and beyond the call 
of duty” in providing support to our troops, veterans 
and their families. 

Seven winners of Retail Patriot awards were hon-
ored Oct. 21 during the National Frozen & 
Refrigerated Foods Association’s convention 

in San Diego. !e awards were presented by Frozen 
& Refrigerated Buyer sales director and partner Paul 
Chapa, and Denise Leathers, executive editor. 

A silent auction run by for Food Industry Serving He-
roes (F.I.S.H.), an industry non-profit organization, raised 
$5,000, which will be used for more wheelchairs and 

service dogs for returning wounded veterans. Another 
$1,260 was raised for the Corporal Marshall Denney IV 
Scholarship Fund. !is fund was founded as a tribute to 
the late corporal, who had been hand-making paracord 
bracelets to sell with the proceeds going to aid Marines. 

Working with the magazine as event co-sponsors were 
Ruiz Foods, Lindy’s Homemade, Ready Set Cupcake!, the 
Southeast Association of Frozen & Refrigerated Food 
Councils, Cargill, General Mills, White Wave, Crystal 
Farms and Dovetail Promotion Partners. Here is a list of 
winners, and some of the support they have provided over 
the past year.

HARRIS TEETER hosts a “Support Our Troops” dona-
tion card campaign to benefit the USO and Wounded 
Warrior Project. !e company participates in Believe in 
Heroes, with customers supporting veterans by pur-

chasing select products. Harris Teeter runs a Pies for 
the Troops campaign each Fourth of July week, and has 
been a Founding Supporter of the Food Industry Serving 
Heroes Foundation’s Heroes Dinners. 

H-E-B Operation Appreciation — a campaign to honor 
service members, veterans, and their families — kicked 
o# this year with Military Partner (employee) Apprecia-
tion Week, recognizing more than 2,000 reservists and 
veterans employed at the company. H-E-B also partnered 
with non-profits that provide life-changing services and 
support to the military community. 

During the past year, the NASH FINCH COMPANY 
and its foundation have provided support to our mili-
tary in many ways, including: Providing a $30,000 grant 
for scholarships via the Fisher House Foundation, and 
another $30,000 to the Vetshouse; supporting Wounded 
Warrior Project; working with the industry to support 
HeroBox, collecting and distributing boxes to combat 

troops; and raising $12,000 at the Dan Daniel 
Charity Golf Tournament. 

SAFEWAY was awarded the Secretary of De-
fense Employer Support Freedom Award, the 
nation’s highest honor for exceptional support 
of National Guard and Reserve. More than 
10 years ago, Safeway committed to covering 
the pay di#erential and extend full benefits to 
employees in the Reserve and National Guard 
called to active duty. 

For the past six years, STATER BROS. and 
Stater Bros. Charities have hosted the Dave 
Stockton Heroes Challenge golf tournament, 
which includes seven Medal of Honor recipi-
ents and 16 PGA golf champions. !is collabo-
rative e#ort of PGA champion Dave Stockton 
and his close friend Jack H. Brown, Stater 

Bros. chairman and CEO, has raised more than $3.5 mil-
lion to support veterans’ organizations.  

FLAGSHIP FOOD GROUP donated a portion of sales 
of its new 505 Southwestern “All American Salsa” to the 
Wounded Warrior Project. In total, Flagship has com-
mitted a minimum of $100,000 to this charity. !is 
year, Flagship Logistics Group opened a state-of-the-art 
customer contact center in Indianapolis, built to exceed 
ADA handicap standards for wounded veterans. 

!e SOUTHEAST ASSOCIATION OF FROZEN & 
REFRIGERATED FOOD COUNCILS donated $25,000 
to the Food Industry Serving Heroes Foundation (FISH), 
a charity that provides veterans with wheelchairs and 
service dogs, and supports financial literacy and jobs for 
veterans within the food industry.  

From left, Frozen & Refrigerated Buyer’s Paul Chapa and Denise 
Leathers;  Peter Van Helden, president and COO, Stater Bros.; 
Marine Maj. Gen. Raymond Fox; and Marine Col. Marshall Denney. 
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NEW PRODUCTS

Turkey Chops
Garner, N.C.-based But-
terball (www.butterball.
com) introduces ready-to-
grill Butterball Every Day 
Turkey Chops with 24% 
fewer calories and 50% less 
fat than traditional pork 
chops. Made from fresh, 
98% fat-free cuts of turkey, 
the chops are available 
either unseasoned or pre-
marinated in Barbeque or 
Applewood Smoke flavors 

(under the Grillers sub-brand). Made with I-55 portioning 
equipment to ensure consistent size, they’re sold in four-
count, vacuum-skin packages for maximum freshness and 
product visibility. Butterball also debuts Every Day Chef 
Selects, a line of fully cooked, microwaveable turkey din-
ners. Ready in minutes, the 15-ounce, three-serving meals 
come in three varieties: Turkey Breast & Gravy, Turkey 
Meatloaf and Turkey Pot Roast & Vegetables. All six new 
items are sold refrigerated and typically retail for between 
$6.49 and $7.19.

Frozen Cooking 
Bases
Goddess 
Gourmet 
(www.
flavorbombs.
net), Port 
Washington, 
N.Y., launches a 
line of all-natural, 
fresh-frozen Flavor 
Bombs designed “to 
turn everyday dishes 
into gourmet meals.” Pre-cooked so consumers can use 
them to start or finish a meal, the gluten-free, recipe-
ready bases come in five flavors: Basil, Sage, Rosemary, 
Mirepoix and Soffritto. Offered in re-usable 2-ounce 
containers, each Flavor Bomb can be used to create a dish 

for up to four people. SRP 
is $5.99 to $6.99.

Artisanal Gelato
Brunswick, Maine-based 
Gelato Fiasco (www.
gelatofiasco.com) adds 
three flavors to its line of 
all-natural, artisanal ge-
lato pints, now made with 
certified organic milk 
and cream from Maine 
family farms. Like all Ge-
lato Fiasco products, the 
newcomers are free of 
artificial ingredients and 

corn syrup. They include Maine Wild Blueberry Crisp, Dark 
Chocolate Caramel Sea Salt, and Torched Marshmallow 

S-more. In addition, all 24 of the company’s hand-packed 
pints, including several dairy-free sorbettos, are now 
offered in clear, recyclable, canning jar-style containers 
featuring metal twist-top lids, monogrammed bases and 
die-cut top bands. SRP is $6.99 per pint.

Non-GMO Free-Range Eggs
Fullerton, Calif.-based NestFresh (www.nestfresh.com), a 
division of Hidden Villa Ranch, recently earned Non-GMO 
Project verification for its line of cage-free, free-range eggs. 
Billed as the first nationally distributed line to receive the 
Non-GMO Project seal, the eggs come from chickens fed a 
non-GMO diet of corn and soybeans grown on small farms. 
NestFresh Non-GMO Eggs are available in both large white 
and large brown. SRP is $3.49 to $4.99 per dozen.

Greek Yogurt-Based Dip
Lynnfield, Mass.-based HP Hood (www.heluvagood.com) 
rolls out Greek Style Yogurt Dips with a third less fat 
and 37% fewer calories than hummus. Offered under the 
Heluva Good! brand, 
the dips come in four 
flavors: French Onion, 

Herb Ranch, Southwest-
ern Chipotle and Fire 
Roasted Vegetables. 
Billed as a better-for-
you chip or veggie dip, 
the product can also be used as a sandwich spread, meat 
marinade or baked potato topping. Each serving contains 
40 to 45 calories, 2.5 grams of fat and 2 grams of protein. 
SRP is $2.99 for a 12-ounce container.

Veggie Pancakes
Dr. Praeger’s Sensible Foods (www.drpraegers.com), 
Elmwood Park, N.J., debuts a trio of all-natural, kosher-
certified veggie pancakes. Free of saturated fat, choles-
terol and trans fat, the frozen vegetarian pancakes come in 
three sea-
sonal flavors: 
Roasted Corn, 
Root Vegetable 
(vegan) and 
Zucchini & 
Carrot. All but 
the Roasted 
Corn variety 
are gluten-free. 
SRP is $4.99 
for a 12-ounce 
box of six individually wrapped pancakes. They’re available 
exclusively at Whole Foods through January.



Football Ice Cream Cake
Wilbraham, Mass.-based Friendly’s Ice Cream (www.friendlys.com) introduces a 
limited-edition football-shaped ice cream cake hand-dipped in the company’s 
chocolate truffle coating. Topped with whipped icing that mimics football stitch-
ing, the frozen dessert features peanut butter ice cream laced with swirls of Reese’s 
Peanut Butter Cups. Each 36-ounce cake serves eight to 10. SRP is $14.99.

Asian Skillet Meals
Kahiki Foods (www. kahiki.com), Gahanna, Ohio, rolls out 
frozen Asian entrees for two ready to eat in less than 12 
minutes. Offered under the Kahiki StirFresh label, the all-
natural meals come in five flavors: General Tso’s  Chicken, 
Sweet & Sour Chicken, Beef & Broccoli, Orange Chicken 
and Garlic Shrimp & Vegetables. Free of preservatives, 
artificial flavors and MSG, the entrees are packaged in space-
saving 22-ounce bags designed to fit five to a 30-inch shelf. 
SRP is $7.99.

Nutraceutical Ice Cream
Thrive Ice Cream (www.thriveicecream.com), Windermere, 
Fla., adds four flavors to its nutraceutical ice cream lineup: 
Salted Caramel, Mint Fudge, 99% Sugar-Free Vanilla and 99% 
Sugar-Free Milk Chocolate. Made with the same ingredients 

as liquid nutritional drinks like Ensure, the easy-to-swallow, vitamin- and mineral-rich 
frozen desserts contain 9 grams of protein, 3 grams of fiber and 550 mg of potassium 
per serving — plus four probiotic cultures. The gluten- and 99% lactose-free product 
is available in vertical two-cup packages that allow more SKUs per shelf. SRP is $2.99 
to $3.49 for 12 ounces. 

NEW PRODUCTS



F A C T O I D S

FASTEST 
FROZEN

BY PETER PENGUIN

During the 12 weeks ended 
Sept. 8, sales of frozen foods 
in supermarkets, drugstores, 
mass merchants, military 
commissaries and select club 
and dollar stores combined 

totaled $11.92 billion, about the same as 
a year ago, according to Chicago-based 
market research firm IRI. Units were down 
0.6% to 3.50 billion while volume tumbled 
1.3% to 5.24 billion. Volume sold with 
merchandising support jumped 1.8 points 
to 41.9%.

For the 52 weeks ended Sept. 8, dollars 
rose 0.8% to $51.75 billion while units 
slipped 0.1% to 15.33 billion. Volume fell 
0.6% to 21.92 billion, and volume sold with 
merchandising support expanded 1.4 points 
to 39.2%.

Our chart shows the fastest-growing 
frozen department subcategories, including 
the leading brands, for the 12 weeks ended 
Sept. 8. Data is for the brands as originally 
trademarked and may not include line 
extensions. Only subcategories with at 
least $250,000 in sales during the period 
are listed. Brands with less than $100,000 in 
sales are not included.

-23.2%
Dollar loss by muffins (to 

$5,079,659) during the most 
recent 12 weeks, largest by a

frozen subcategory with at least 
$1 million in sales during the 
period. Despite double-digit 
losses by the top two brands, 

Nos. 3 and 4, Vitalicious and Udi’s, 
enjoyed strong growth.  

$1,168,404
Dollar sales racked up by Rader 

Farms’ Seattle’s Best frozen
coffee blends during the most 

recent 12 weeks. Described as the 
first flavored frozen coffee

beverage, it’s already the
eighth-best-selling frozen drink 
concentrate. But the rest of the 
top 10 didn’t fare so well, and 

total sales tumbled 5.1%.

THE DATABANK
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FRANKFURTERS  $5,189,054   41.8   301,490   23.8   2,663,600   25.4 
Private Label   $3,701,351   6.9   215,620   3.9   2,156,199   3.9 
Nathan’s Famous   $1,029,361  *  10,980  *  439,187  *
Applegate Naturals   $301,285   5,287.7   48,485   4,669.3   30,303   4,669.3 

PROCESSED A/O POULTRY  $1,197,292   32.4   167,342   42.3   179,847   41.3 
Aidells   $615,252   78.1   106,640   81.4   79,980   81.4 
Maple Leaf Farms   $236,449   2.9   21,395   (4.2)  18,074   (3.1)
Manchester Farms   $220,040   (9.5)  21,350   (11.1)  21,350   (11.1)
Guilotas   $111,282   63.0   16,796   53.3   58,787   53.3 

PROCESSED TURKEY  $22,485,200   22.4   4,151,608   20.3   5,311,310   25.7 
Private Label    $8,050,518   92.0   1,285,157   121.5   1,912,919   78.8 
Hormel Simple Ideas    $2,326,643  *  438,550  *  411,140  *
Shady Brook Farms    $1,707,556   (2.3)  428,526   (1.2)  347,757   (2.2)
Foster Farms    $1,404,973   (3.5)  218,926   1.0   348,718   0.3 
Jennie-O Turkey Store    $967,238   41.7   163,013   55.1   259,443   51.8 
Perdue Short Cuts    $836,562   7.8   212,817   11.9   123,545   15.5 
Jennie-O    $787,767   25.0   95,216   17.2   121,396   18.0 
Cooked Perfect    $719,866   9.6   126,357   23.4   192,560   7.4 
Armour    $521,536   (0.1)  170,980   1.0   149,608   1.0

BREAKFAST HANDHELD  $221,317,600   18.8   45,603,760   15.4   50,794,420   17.1 
Jimmy Dean   $93,413,150   7.6   13,697,960   5.8   22,158,970   8.9 
Jimmy Dean Delights   $30,669,120   59.5   4,470,089   60.1   6,418,946   53.3 
Odom’s Tennessee Pride   $21,185,380   1.5   4,049,489   (3.7)  5,064,389   0.8 
Kellogg’s Special K   $15,559,090   3,186.3   2,628,627   2,656.5   3,003,029   3,277.0 
Private Label   $12,055,880   (6.2)  3,598,340   (1.3)  3,020,213   (8.2)
Hot Pockets   $6,886,193   6.4   2,657,428   (3.2)  1,863,358   3.4 
IHOP at Home   $5,044,364   17.6   952,142   4.4   1,035,312   16.1 
Wght Wtchrs Smart Ones Smart Beginnings   $4,331,149   31.8   1,370,510   15.1   803,194   34.9 
Lean Pockets   $3,287,815   (7.1)  1,569,796   (14.8)  880,880   (3.9)
Weight Watchers Smart Ones   $2,973,092   (0.2)  1,115,064   2.3   603,584   2.3

DIPS  $3,586,624   16.2   1,096,557   27.9   551,893   26.7 
T.G.I. Friday’s   $3,033,668   15.3   943,158   27.8   471,582   27.6 
Private Label   $222,867   47.9   65,404   28.5   30,817   24.0 
Guy Fieri   $124,699  *  37,984  *  18,992  *

FRUIT  $179,581,200   14.4   40,177,370   9.5   58,858,040   13.5 
Private Label   $115,869,800   15.1   26,659,030   10.8   35,639,200   13.3 
Dole   $23,730,730   4.6   4,369,484   (0.9)  9,039,080   8.7 
Townsend Farms   $5,522,467   22.6   644,199   24.5   1,932,596   24.5 
Wyman’s   $4,054,369   17.4   895,151   14.2   1,159,558   18.0 
Dole Ready Cut Fruit   $3,488,492   (7.4)  749,873   (7.6)  1,513,200   (10.6)
Wyman’s of Maine   $3,161,786   42.7   343,322   40.2   1,029,966   40.2 
Goya   $2,974,290   7.1   1,183,664   3.2   1,043,927   3.4 
Well Pict   $2,114,178   18.4   236,330   18.6   1,181,650   18.6 
Welch’s   $1,309,662   103.8   326,017   81.0   280,122   82.6
Sunrise Growers   $1,218,794   (53.1)  277,231   (43.2)  393,201   (54.0)

TORTILLA/EGG ROLL/WONTON WRPS  $507,846   14.3   227,030   13.1   174,763   12.9 
Banh Trang   $142,973   16.0   55,020   14.8   41,265   14.8 
Simex   $122,252   1.3   41,206   3.8   34,409   3.1 

FZ YOGURT/TOFU  $93,818,900   10.4   26,290,330   10.9   58,283,930   5.7 
Private Label   $17,171,420   (1.2)  5,724,071   1.4   18,718,820   0.2 
Kemps   $8,867,495   28.1   2,385,115   26.3   7,241,697   27.8 
Healthy Choice   $8,536,452   199.5   2,472,596   133.1   2,283,386   187.0 
Ben & Jerry’s   $8,475,834   3.6   2,483,201   (2.0)  2,336,020   7.1 
Wells’ Blue Bunny   $6,229,140   22.9   1,688,540   28.7   5,909,153   28.7 
Ben & Jerry’s Froyo   $6,180,341   0.8   1,678,174   2.6   1,678,174   2.6 
So Delicious   $5,231,982   43.6   1,012,496   47.1   1,012,496   47.1 
Wells’ Dairy Yoplait   $4,525,551   26,902.5   1,460,222   27,126.7   1,460,222   27,126.7 
Dreyer’s/Edy’s Slowchurned   $3,849,272   (32.1)  985,936   (31.5)  2,963,289   (31.5)
Häagen-Dazs   $2,506,464   (11.6)  637,795   (12.4)  558,070   (12.4)

BROCCOLI  $76,313,700   7.8   40,176,380   6.4   42,614,180   9.5 
Private Label   $37,921,750   8.0   21,915,330   3.2   24,696,100   11.8 



TandoorChef.comFree Tandoor Chef Wine Pairing Tool available on 
TandoorChef.com/pairwine or TCPairing.com.

Restaurant-Quality Frozen Indian Cuisine For 
Adventurous Eaters. (And Pizza Lovers Too!)
We are the #! frozen Indian brand and represent the fastest growing 
category in the freezer aisle today. Your customers will explore the 
adventurous side of Indian cuisine ... while you’ll discover more profits. 
Contact Mike Ryan at (908) 810-7500 ext. 1157 or mryan@deepfoods.com 
to learn more about our appetizer, entrée and naan offerings.
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Birds Eye Steamfresh   $11,772,210   5.2   6,692,307   7.8   5,209,372   7.7 
Birds Eye   $8,252,432   11.0   2,528,435   9.0   4,331,867   11.3 
Green Giant Valley Fresh Steamers   $4,080,615   18.5   2,093,772   23.3   1,570,329   23.3 
Pictsweet Deluxe   $2,596,900   (4.5)  1,143,542   (5.4)  1,236,945   (6.3)
Green Giant   $2,499,567   97.6   1,241,448   117.1   973,228   136.8 
Pictsweet Deluxe Steamables   $1,047,639   6.7   717,979   17.1   448,737   17.1 
Birds Eye C&W   $808,116   (5.8)  307,218   (1.8)  281,669   (2.4)
Hanover Gold Line   $682,917   3.1   340,357   6.5   255,268   5.9 
Pictsweet All Natural   $592,908   (21.1)  278,332   (22.4)  359,154   (22.0)

A/O PASTA/NOODLES  $5,518,655   7.4   1,921,558   4.7   1,957,647   3.7 
Reames   $2,664,122   7.9   843,218   7.7   890,057   8.5 
Private Label   $684,959   25.0   231,250   23.0   235,551   12.3 
Grandma’s   $332,715   8.5   101,228   (2.5)  89,069   (1.6)
Celentano   $327,973   12.2   128,157   (0.4)  126,259   20.7 
Andrea   $198,483   (24.4)  65,252   (35.7)  81,812   (42.8)
Gina Italian Village   $148,906   6.4   77,690   9.3   74,764   10.2 
Mama Rosie’s   $146,915   (15.1)  56,508   (19.0)  73,531   (18.9)
Seviroli   $125,834   (12.1)  57,666   (19.9)  45,572   (20.2)

OTHER PLAIN VEGETABLES  $55,540,360   7.2   27,578,600   5.4   26,204,930   6.0 
Private Label   $18,365,490   0.8   11,224,190   (0.7)  10,033,910   (1.2)
Pictsweet Deluxe Steamables   $3,599,265   3.3   1,520,349   7.3   836,053   9.2 
Birds Eye Steamfresh   $3,479,063   43.9   1,472,821   43.5   940,610   37.3 
Birds Eye Steamfresh Prem. Selects   $3,440,212   6.0   1,636,841   8.5   1,227,631   8.5 
Pictsweet All Natural   $3,312,106   (2.7)  1,984,897   (2.2)  2,118,481   (1.4)
Pictsweet   $3,121,151   (2.6)  1,834,720   (1.8)  1,968,781   2.4 
Seapoint Farms   $2,419,989   9.1   493,983   11.2   1,183,579   7.2 
Fresh Frozen   $2,259,603   21.9   779,433   24.5   1,580,564   23.7 
Goya   $1,802,066   8.7   578,041   12.4   1,296,549   12.9
Pictsweet Deluxe   $1,772,831   15.2   782,732   14.0   833,536   14.3 

CHEESECAKES  $26,736,950   6.9   3,988,324   11.0   5,912,228   2.1 
Sara Lee   $9,035,088   (3.0)  1,543,150   (7.0)  2,044,388   (8.8)
Private Label   $6,938,175   40.6   693,246   38.9   1,745,307   60.5 
The Cheesecake Factory   $3,810,952   (11.9)  270,024   (20.4)  872,725   (28.5)
Lawler’s   $2,722,403   0.5   266,797   (5.9)  541,198   (2.4)
Atlanta Cheesecake Co.   $1,221,047   75.1   627,059   82.6   252,077   74.0 
Jon Donaire   $839,997   (9.2)  101,183   (27.5)  149,206   (9.0)
Edwards   $617,420   46.3   236,269   43.5   82,694   43.5 
Cheesecake Factory   $431,452   (65.1)  21,902   (71.5)  65,681   (73.4)
Arthur Paul’s   $410,104   620.3   103,033   759.4   40,087   168.5 
Patissa   $194,975   127.1   48,269   140.7   22,027   137.5

PIZZA CRUSTS/DOUGH  $4,493,914   6.8   1,483,940   9.1   1,693,306   8.0 
Private Label   $1,263,876   14.5   424,597   13.3   543,248   17.1 
Udi’s   $1,011,737   20.0   190,465   15.6   95,232   15.6 
Kinnikinnick Foods   $327,223   16.8   40,086   19.2   52,613   19.2 
Stefano’s   $241,697   94.7   121,204   74.8   121,204   74.8 
Tiseo   $180,896   8.9   104,902   8.7   104,902   8.7 
Calise & Sons Bakery   $130,983   (0.4)  87,248   (1.2)  87,248   (1.2)
Guttenplans   $128,652   55.5   95,116   99.5   95,116   99.5 
House of Pasta   $124,044   (7.3)  45,766   (8.4)  91,533   (8.4)
Against the Grain Gourmet   $108,603   77.3   15,144   74.9   11,358   74.9

WHIP TOPPINGS  $76,500,390   6.4   46,527,360   4.8   27,702,090   4.7 
Kraft Cool Whip   $50,452,590   4.4   28,601,460   4.8   16,734,100   4.7 
Private Label   $23,577,550   1.3   16,984,980   0.2   10,335,310   (0.4)
Kraft Cool Whip Frosting   $2,097,359   *   788,962   *  522,687   * 
Truwhip   $168,890   55.2   49,386   64.1   30,866   64.1 

**FISH/SEAFOOD  $494,605,700   6.2   71,014,490   3.3   107,658,000   5.7 
Private Label   $123,054,500   4.1   18,012,000   5.9   23,493,350   4.6 
Gorton’s Corp.   $63,143,120   6.8   12,215,430   6.0   13,068,820   5.8 
Fishin Co.   $41,151,020   17.5   4,765,754   13.3   12,653,440   11.5 

* Product has been in distribution less than one year.
** IRI supplies the top 10 manufacturers, not brands, in this subcategory.

75%
Percentage of men who die of 
a heart attack during sex who 
are cheating on their wives at 

the time.

92.0%
Dollar gain by private label pro-

cessed turkey/turkey substi-
tutes, largest by a store brand 
frozen. Already the segment’s 
top seller, its success helped 
drive a 22.4% advance for the 

subcategory. A pair of Jennie-O 
brands also enjoyed double-

digit growth.

49.6%
Percentage of dip volume sold 
with merchandising support 

during the most recent 12 
weeks, highest among subcat-
egories outside the ice cream 
and novelties segment. Top-
seller T.G.I. Friday’s drove the 
increase, nearly doubling the 

amount sold with merchandis-
ing support versus a year ago.

$300
Cost of a pound of the world’s 
most expensive coffee, Kopi 

Luwak. The beans are col-
lected from the excrement 
of the Sumatran civet cat, 

which roams the mountains of 
Indonesia.

-5.1%
Dollar loss by single-serve din-
ners/entrees (to $979,899,100), 
the largest frozen subcategory 
to see sales fall more than 5%. 

Top-seller Stouffer’s posted 
a 7.1% gain, but most of the 
remaining top 10 struggled.

12
Number of top 20 frozen sub-

categories that saw dollar sales 
rise during the most recent
12 weeks. Top gainers were 

handheld breakfast and fruit.



LOTZZA MOTZZA is a registered trademark, and BREW PUB PIZZA and the associated
Brew Pub design are protected trademarks of Bernatello’s Pizza, Inc. ©2013. All rights reserved.
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Sales of dairy products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined topped $16.52 billion 
during the 12 weeks ended Sept. 

8, a 3.3% increase compared with the same 
period a year ago, reports Chicago-based 
market research firm IRI. Units rose 1.2% to 
6.40 billion, but volume fell 0.5% to 56.88 
billion. Percentage of volume sold with 
merchandising support climbed 1.6 points 
to 41.4%.

In the deli, dollars shot up 3.9% to $5.53 
billion, while units grew 0.9% to 1.60 billion 
and volume jumped 1.6% to 1.51 billion. 
Volume sold with merchandising support 
tumbled 3.9 points to 39.6%.

For the 52 weeks ended Sept. 8, dairy 
sales were up 2.6% to $73.20 billion, and 
units expanded 1.4% to 28.20 billion. Volume 
increased 1.2% to 240.69 billion, and volume 
sold with merchandising support edged up 
0.5 points to 37.2%.

In the deli, sales jumped 3.0% to $22.48 
billion, and units climbed 1.6% to 6.51 billion. 
Volume rose 1.8% to 6.12 billion, but volume 
sold with merchandising support fell 1.0 
point to 37.2%.

Our chart shows the fastest-growing 
refrigerated subcategories (dairy and deli 
combined), including the leading brands, 
for the 12 weeks ended Sept. 8. Data is 
for the brands as originally trademarked 
and may not include line extensions. Only 
subcategories with at least $250,000 in sales 
during the period are listed. Brands with less 
than $100,000 in sales are not included.

8.4%
Percentage of non-aerosol 
whipped toppings volume 

sold with merchandising sup-
port during the most recent 12 
weeks — one of the lowest in 
the refrigerated department 
— and 2.2 points less than a 
year ago. Despite the lack of 
support, dollar sales jumped 

7.5% to $68,069,980.
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DINNER/SANDWICH ROLLS/CROISSANTS  $895,843   102.3   379,977   138.4   279,493   97.4 
Private Label   $377,443   69.1   162,075   65.2   117,076   62.4 
Bisquick Bakery   $267,179  *  141,540  *  80,380  *
Schwebel’s   $168,871   34.9   59,369   36.2   59,369   36.2 

PEPPERS/PIMENTOS/OLIVES  $1,584,864   66.3   445,421   30.1   219,138   62.6 
Delallo   $505,266   328.1   93,830   265.0   66,024   307.7 
Keepos   $315,851   72.1   59,304   63.4   45,593   63.4 
Private Label   $286,665   (2.8)  205,296   (4.9)  48,386   (6.6)
Norpaco   $104,613   53.4   10,815   62.2   18,989   65.9 

PASTRY/DANISH/COFFEE CAKES  $1,846,912   44.2   485,484   51.7   308,786   73.9 
Private Label   $1,433,270   18.6   379,132   29.8   239,566   43.9
Barista   $145,493  *  49,995  *  45,270  * 
Artuso Pastry   $77,952   1,275.0   5,781   1,101.3   7,897   1,450.0 

HANDHELD NON-BREAKFAST ENTREES  $62,341,060   40.0   21,572,300   53.4   10,270,930   25.1 
Private Label   $23,131,190   17.8   6,420,524   11.4   3,451,112   8.0 
Hormel Rev   $10,371,530   12,602.8   5,931,339   17,970.6   1,147,119   15,330.7 
Raybern New York Deli Style   $4,501,860   7.4   1,802,738   7.4   1,081,977   7.5 
Raybern   $2,961,695   (0.5)  1,185,853   (0.5)  667,043   (0.6)
Landshire   $2,436,586   (6.8)  1,184,183   (17.0)  463,410   (16.4)
Boar’s Head   $2,097,868   278.8   372,748   269.1   278,240   292.7 
Bagel-fuls   $1,812,354   340.6   852,745   349.1   532,965   349.1 
Owens   $889,889   (11.2)  157,101   (11.6)  174,579   (12.6)
Stefano’s   $782,849   (34.1)  151,217   (44.0)  116,849   (40.2)
Don Miguel Moe’s   $671,916   (32.0)  67,378   (32.6)  126,523   (33.4)

READY-TO-DRINK COFFEE  $51,549,000   27.7   13,568,090   21.7   718,964,000   19.1 
International Delight   $27,877,470   (13.9)  7,340,949   (12.3)  464,749,400   (14.6)
Starbucks Discoveries   $10,033,300  *  1,979,849  *  100,378,300  *
Bolthouse Farms Perfectly Protein   $4,543,651   (26.3)  1,458,849   (28.9)  32,594,200   (30.0)
Bolthouse Farms Protein Plus   $2,295,346   69.6   734,370   53.8   14,995,080   62.8 
Blue Diamond Almond Breeze   $1,813,539  *  473,786  *  30,322,310  *
Silk   $1,537,858  *  385,547  *  24,675,010  *
Private Label   $1,237,399  *  413,378  *  26,434,660  *
Bolthouse Farms   $955,454  *  343,585  *  6,297,568  *
Prairie Farms   $265,829  *  76,182  *  4,875,656  *
Upstate Farms   $187,198   (4.3)  140,777   (6.0)  2,252,428   (6.0)

SALAD TOPPING/BACON BITS  $583,601   26.8   284,256   22.2   1,048,202   22.1 
Private Label   $462,192   22.5   250,215   18.7   886,169   23.3 

VEGETABLE JUICE/COCKTAIL  $17,341,650   23.5   4,241,556   23.7   140,109,100   12.3 
Bolthouse Farms   $13,031,240   21.3   3,203,420   20.0   107,509,900   13.9 
Odwalla   $2,202,124   (12.3)  466,373   (11.9)  22,768,750   (11.5)
Evolution Fresh Essential Greens   $460,263   64.9   101,910   47.9   1,549,028   47.9 
Evolution Fresh   $412,841   764.0   91,530   717.6   1,391,252   717.6 
Naked Power Garden   $403,799  *  144,332  *  2,193,845  *
Evolution Fresh Essential Vegetable   $193,810   174.0   42,487   115.3   645,800   115.3 
Odwalla Garden Organics   $137,617   54,655.2   53,493   71,379.1   641,913   71,379.1 
Raaw   $104,545   234.8   37,968   243.2   455,613   243.2

JUICE AND DRINK SMOOTHIES  $130,999,400   22.9   36,717,580   15.3   903,746,600   20.1 
Naked   $58,772,920   51.4   15,282,850   51.0   372,002,800   61.4 
Bolthouse Farms   $33,465,220   9.2   9,033,772   2.4   262,403,100   5.2 
Naked Protein Zone   $9,683,424   45.7   2,770,725   58.2   46,734,360   52.8 
Odwalla Superfood   $8,461,518   34.6   2,737,093   6.7   53,954,880   59.4 
Odwalla   $5,474,698   (7.7)  1,997,286   (10.5)  33,012,210   (5.6)
Silk Fruit&Protein   $3,635,218   (42.0)  1,073,728   (53.7)  65,562,280   (34.0)
Naked Superfood   $2,838,794   (1.2)  640,023   (1.3)  17,570,050   2.6 
Odwalla C Monster   $2,627,443   (1.8)  970,352   (3.2)  15,566,070   0.3 
Bolthouse Farms C Boost   $2,019,528   (25.6)  628,783   (28.0)  14,805,990   (29.5)
Odwalla Super Protein   $469,499   (39.1)  191,227   (41.1)  2,294,726   (41.1)

FLAVORED SPREADS  $164,481,800   22.3   46,955,380   24.2   31,059,510   24.9 
Sabra Dipping Co.   $102,795,400   28.7   27,065,910   32.8   19,085,650   30.5 
Private Label   $13,275,320   5.9   4,277,523   2.6   2,681,483   4.3 
Tribe Mediterranean   $11,995,360   (1.4)  4,147,327   2.3   2,237,524   2.0 
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Kraft   $9,130,936   (5.4)  3,071,937   (2.2)  1,522,018   (4.9)
Cedars Mediterranean   $7,547,998   22.9   2,367,413   28.1   1,578,385   24.8 
Tryst   $3,323,292   82.5   777,869   81.6   558,981   108.7 
Garden Fresh Gourmet Salsa   $2,953,044   10.4   958,383   8.0   660,790   17.3 
Josephs Fine Foods   $2,501,525   (1.6)  790,369   1.6   540,822   (1.3)
Pita Pal Industries   $1,199,004   122.3   411,775   184.1   259,185   186.0 
Fountain of Health Foods   $1,095,977   32.2   415,586   36.6   259,500   37.5

NATURAL CHEESE ALL OTHER FORMS  $46,941,660   17.1   13,273,510   14.2   7,414,806   13.4 
Private Label   $9,692,424   (1.3)  3,477,562   (0.7)  2,236,354   (3.3)
Belgioioso   $6,571,237   24.8   1,641,993   25.5   848,183   21.2 
Land O’Lakes Snack’n Cheese To-Go   $5,117,989   5.1   1,636,552   4.0   818,164   5.3 
Kraft Cracker Barrel   $4,064,763   421.4   1,105,587   417.8   480,766   499.6 
Kraft   $3,905,576   29.6   988,977   32.2   556,299   32.2 
Galbani Mozzarella Fresca   $3,660,000   25.9   714,731   2.1   550,738   60.4 
Polly-O   $2,852,552   (4.5)  652,947   (2.6)  367,283   (2.6)
Formaggio   $1,786,569   (1.8)  218,725   (4.0)  256,405   (8.7)
Sargento   $1,435,636   1.9   785,549   2.0   294,581   2.0 
Stella   $1,231,599   7.2   349,461   7.6   109,206   7.6

UNCKD MEATS (NO POULTRY)  $837,526,000   17.0   138,998,200   18.4   239,499,400   14.8 
Private Label   $383,739,100   33.0   65,760,950   33.9   122,012,700   21.0 
Tyson   $85,806,430   27.6   15,983,860   26.9   25,738,720   38.6 
Nobrand   $78,439,580   (9.7)  12,320,420   (6.0)  21,520,840   (2.6)
Nobrand   $60,004,800   0.8   7,130,325   3.8   15,482,600   0.5 
Hormel Always Tender   $34,955,580   (2.0)  5,338,315   1.5   7,369,714   0.0 
Nobrand   $33,227,620   (30.9)  5,287,013   (27.7)  9,294,828   (27.9)
Our Certified   $23,521,490   1.8   4,958,884   (5.3)  6,956,458   3.1 
Laura’s Lean Beef   $11,124,180   100.5   1,764,886   96.0   1,787,431   92.6 
IBP   $8,840,584   1.1   2,400,583   (13.5)  3,020,366   (2.6)
Smithfield   $7,915,710   20.0   1,575,412   24.0   1,897,567   26.8

KEFIR/MILK SUBSTITUTES/SOYMILK  $266,069,100   15.6   82,611,150   17.4   327,604,300   17.3 
Silk Pure Almond   $76,526,650   45.0   23,130,780   46.0   97,695,570   50.1 
Blue Diamond Almond Breeze   $58,239,120   45.8   18,582,500   47.9   75,462,020   47.9 
Silk   $46,302,550   (19.1)  13,055,270   (17.8)  59,045,840   (18.7)
Private Label   $25,838,250   13.5   9,777,927   14.1   38,369,090   15.0 
Silk Light   $15,688,840   (20.8)  4,917,998   (20.1)  19,671,990   (20.1)
Lifeway   $13,053,430   34.5   4,040,621   42.2   7,525,195   39.7 
Silk Pure Coconut   $7,655,129   28.5   2,300,165   29.8   9,200,660   29.8 
8th Continent   $5,030,354   (21.0)  1,562,100   (24.7)  6,248,400   (24.7)
So Delicious   $3,444,535   22.3   1,039,688   24.1   4,113,691   23.5
Meyenberg   $3,344,009   8.0   776,660   7.9   1,613,030   8.6 

PRCSSD/IMTN CHE-SHRDDED  $13,330,400   14.4   6,095,194   15.2   3,216,605   12.8 
Kraft Velveeta   $6,718,603   43.8   3,163,641   46.3   1,581,820   46.3 
Private Label   $2,935,863   (1.4)  1,649,050   (3.2)  843,879   (2.6)
Go Veggie   $1,326,771  *  363,280  *  160,003  *
Borden Cheddar Melt   $454,238   43.5   204,614   42.2   102,307   42.2 
Borden Ched-O-Mate   $413,634   (18.3)  348,284   (17.7)  140,116   (18.1)
American Accent   $340,979   (20.2)  67,214   (21.7)  117,920   (20.1)
Imo’s   $281,194   5.1   85,890   6.6   42,945   6.6 
Imo’s Provel   $171,422   2.9   38,162   (3.5)  19,081   (3.5)
Whitehall Specialties   $124,251   (37.2)  22,063   (37.6)  44,126   (37.6)

MARINATED VEGETABLES/FRUIT  $2,501,670   14.2   587,484   10.0   600,989   8.0 
Kings   $697,817   5.8   141,536   4.9   123,844   4.9 
Cedar’s   $228,190   7.4   66,151   18.2   33,075   18.2 
Winter Gardens   $199,162   (3.0)  35,793   (2.3)  50,448   (3.4)
Ba Tampte   $147,499   9.6   42,501   17.6   85,002   17.6 
Jo San   $129,304   18.0   23,428   15.2   20,500   15.2 
Bueno   $106,835   (14.6)  44,195   (22.1)  88,390   (22.1)

BLENDED FRUIT JUICE  $74,261,990   13.3   23,696,250   18.5   1,222,138,000   12.7 
Dole   $22,385,900   (6.3)  7,701,131   (4.9)  454,627,600   (4.9)
Simply Orange   $20,830,330   23.0   6,117,264   25.5   351,176,900   25.2

-3.2%
Dollar loss by sliced lunchmeat 

(to $1,289,794,000), one of 
the biggest losers in the deli 

department. Both subcategory 
leader Oscar Mayer and No. 4 
Hillshire Farm Deli Select reg-

istered double-digit losses, but 
Nos. 6 and 7, Bar-S and Hormel 

Natural Choice, posted big 
gains.

122.8%
Dollar gain by private label 

milkshakes/non-dairy drinks 
(to $1,115,607), largest by a 

store brand in the refrigerated 
department. However, private 
label and subcategory leader 
Bolthouse Farms Protein Plus 

were the only top 10 brands to 
see sales rise, and total sales 

fell 3.3%.

14
Number of top-20 refrigerated 

subcategories that saw dol-
lar sales rise during the most 
recent 12 weeks. Top gainers 
were uncooked meats and 

kefir/milk substitutes/soy milk; 
biggest losers were margarine/

spreads and orange juice.

10.1%
Dollar gain by bacon (to 

$932,775,800), despite a 4.3% 
decrease in unit sales. Nine of 
the top 10 brands saw dollar 

sales rise, but only four posted 
unit gains as well. Rising com-

modity prices deserve the 
credit.

3.9%
Dollar gain by sauce/gravy/

marinade mixes (to $91,477,420), 
despite a 1.9% loss by top-

selling national brand Buitoni. 
Subcategory leader private 

label posted a 5.2% advance, 
and several mid-tier brands 

enjoyed double-digit growth.

* Product has been in distribution less than one year.
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CONSUMER PROMO

NFRA CAMPAIGN 
IS SUCCEEDING
This year’s efforts produce 111.5 million media 
impressions and measurably improve consumers’ 
views of frozen foods. 

BY SKIP SHAW 

The frozen food aisle 
has become the 
destination for real 

ingredients, chef-inspired 
recipes, vibrant flavors 
and wholesome, a#ord-
able meals. Trouble is, 
today’s consumers aren’t 
tuned in to that evolution.

A highlight from the 
recent National Frozen & 
Refrigerated Foods Associ-
ation (NFRA) Convention in 
San Diego was sharing the exciting results of our first-ever 
integrated marketing/communications program to change 
these misperceptions and ultimately purchase behavior. 
EDELMAN PARTNERSHIP
Partnering with Edelman, recently named !e Holmes 
Report’s 2013 Global PR Agency of the Year, we drew 
upon extensive research on frozen foods’ place in the 
broader food dialogue. !is allowed us to identify oppor-
tunities to inform traditional and online media stories, 
and ultimately engage consumers in positive conversa-
tions about the category. 
!e campaign kicked o# with a splash surrounding 

March Frozen Food Month with a video illustrating the 
behind-the-scenes journey of frozen food, from field to 
table, and an infographic that further illustrated frozen 
food statistics and facts. Both of these assets were heav-
ily promoted through our online channels. A “Mr. Food 
Test Kitchen Show” partnership propelled the positive 
momentum, garnering more than nine million views. !is 
was comple-
mented by 
a national 
FSI and 
consumer sweepstakes in conjunction with the release of 
the DreamWorks film, “!e Croods,” which reached 37 
million consumers. 

But we didn’t stop there. Since March, we have contin-
ued to partner with influential spokespeople — including 
moms, foodies and a registered dietitian — and media 
outlets like “!e Daily Buzz” and Cooking with Caitlin 
to tell the real frozen foods story. We’ve also continued 
a steady drumbeat of media coverage in outlets like USA 

Today, “Fox & Friends,” Shape, KCAL9, !e Captivate 
Network, SheKnows.com and Working Mother.

To further increase frozen foods’ online visibility and 
relevance, we also strengthened and expanded our digital 
and social media strategy — which has netted a 1,200% 
increase in Facebook likes and more than 400% increase 
in Twitter followers since January. We even made frozen 
foods a worldwide trending topic on Twitter during a 
Foodies Night In (#FNIchat) Twitter Chat in June — 
reaching nearly 400,000 people in the process. Along-
side Twitter and Facebook, we launched a presence on 
Pinterest, and our community continues to grow as users 
engage with and share our content.

Aside from generating more than 111.5 million media 
impressions and increasing consumer awareness of fro-
zen foods’ value, versatility, quality and flavor, our 2013 
e#orts have begun to make the most important impact 
of all: improving consumers’ favorability rating of the 
department. Recent benchmarking analysis shows that 
in just nine months, overall favorability has increased — 
particularly in conversations in online forums, blogs and 
social media, where consumers are engaging with each 
other and influencing others’ opinions. 
NFRA MEMBERS KEY
But critical to continued growth of our reach and impact 
is the participation of NFRA members, as brands have the 
predominant voice 
in media coverage 
and conversation 
surrounding fro-
zen foods. While 
NFRA’s voice is 
growing through 
this outreach, our 
members have 
the power to truly 
take the campaign 
to the next level 
— helping create a surround-sound environment for the 
consumer. We will continue to provide members with the 
tools and resources they need to get involved and amplify 
our messages through their channels, which will ulti-

mately help drive positive conversation volume and 
re-shape consumer behavior toward 
the frozen food aisle. 

We were proud to present these 
results at our recent convention 

and see the positive and enthusiastic response 
from our members. Our early success is proof that our 

approach is making an impact and will fuel our plans 
for continued outreach in 2014 and beyond. For more 
information or to become involved, please go to www.
nfraweb.org or call 717-657-8601.  

Skip Shaw is president and CEO of the National Frozen 
& Refrigerated Foods Association (NFRA), Harrisburg, Pa. 

‘Our 2013 e!orts have 
begun to make the 
most important impact 
of all: improving con-
sumers’ favorability rat-
ing of the department.’ 

SKIP SHAW



Houston-based Windsor Foods (www.windsorfoods.com), 
a frozen ethnic prepared foods manufacturer with leading 
brands in both foodservice and retail, cites a variety of 
consumer research that reinforces some of the decisions 
behind its new product introductions. Mexican and Asian 
foods continue their rapid 
growth in foodservice, 
leading the way to 
successful new product 
launches in supermarket 
frozen food departments. 
Windsor Foods uses 
insights from its own 
foodservice business to 
develop successful new 
retail products.

Recent restaurant data 
shows that the number of Mexican-themed entrees in 500 
leading restaurants with varied menu concepts grew by 
11% between 2010 and 2012 (according to Technomic’s 
2012 Ethnic Food & Beverage Consumer Trend Report). 
Further, there were 38% more Mexican-themed 
appetizers and 5% more Asian appetizers on the menus 
during the two years, the report says. 

So what gives? For starters, consumers like to 

thirds say they opt for ethnic foods to try something 

according to the 
Technomic report. This 
is no news to Windsor 
Foods. 

150% INCREASE
After the Windsor 
Foods Battered Green 
Beans performed 
well in foodservice, 
Windsor Foods 
introduced them to 
the consumer market 

under the Tai Pei brand. Sales of Tai Pei Battered Green 
Beans have grown 150% in the latest 52 weeks versus the 
year-ago period. 

The company also looked at top restaurant appetizers 
and at Mexican restaurant menus and noted that nachos 
were among the top 10 appetizers across all menus but 
missing from the company’s retail lineup. Windsor Foods 

doubled in sales in the latest 52 weeks. 

at foodservice, they have the mass appeal needed for 
success in the frozen food aisle. Seeing the popularity of 
wasabi in foodservice, the company launched Ling Ling 
Ginger Wasabi Chicken Spring Rolls at retail.

The company also saw the increasing popularity of 
chipotle on menus, especially as it trickled down to 
quick-service restaurants. Accordingly, it launched José 
Olé Chipotle Burritos and a José Olé Chipotle Taquito. In 
addition, the company saw the strength of Chicken Chow 
Mein in foodservice and launched it into the retail market 
under the Tai Pei brand. Today, Tai Pei Chicken Chow 
Mein is the brand’s fastest-growing SKU in the line, with 
sales tripling in the past year. 

STRONG PORTFOLIO
What’s causing the growth in ethnic foods? Millennials 
— the 50+ million people born between 1978 and 
1994 —are leading the charge for more ethnic and 

demographic makes 
up the most ethnically 
diverse generation in our 
nation’s history — about 
19% are Latino, 13% are 
black, and 4% are Asian, 
according to food expert 
Phil Lempert (www.
supermarketguru.com). 

Millennials have an immigrant parent and one in ten have 
a parent who is not a U.S. citizen. 

With a strong portfolio of ethnic brands, Windsor Foods 
is well positioned to meet the needs of this audience and 

are showing up on mainstream menus. For example, 
sriracha, chimichurri, aioli, yuzu, queso fresco and Thai 

ethnic menus, according to Datassential, Los Angeles. 
The Windsor Foods launch of a private brand Sriracha 
Wonton is just another example of how the company has 
translated this foodservice trend into a mainstream retail 
product. 

With its thriving José Olé, Tai Pei, and Ling Ling brands, 
Windsor Foods promises to continue creating innovative 
on-trend prepared foods that provide a culinary adventure 
for our changing population.

ADVERTORIAL

Windsor Foods   

FROM MENU TO SHELF

After seeing that nachos 
were among the top 10 

restaurant appetizers but 
missing from its retail 
lineup, Windsor Foods 
added José Olé Nacho 

Bites, which have nearly 
doubled in sales during 

the latest 52 weeks.
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‘TRUST’ IS NO. 1 FACTOR
IN CHOOSING
FROZEN BRANDS
New Prosper Insights & Analytics consumer survey 
shows price and taste are second and third, respectively. 
Grocery stores are still favored channel for frozens, but 
discounters gaining. 

Shoppers most often choose frozen foods based on 
their trust in the brand, with price, taste and “what’s 
on sale” next in line. Average monthly consumer 

expenditures on frozen foods between Oct. 2012 and Oct. 
2013 have remained flat at $30.41, and grocery stores are 

still shoppers’ favorite places to buy frozen foods. 
!ese are among the findings of the latest Prosper In-

sights & Analytics Monthly Consumer Survey. !e survey, 
performed by Worthington, Ohio-based Prosper Business 
Development (www.goprosper.com), does a deeper than 
usual dive into frozen foods each October. Some 6,415 
consumers answered questions in the survey this year. 

Grocery stores are still by far shoppers’ favorite places 
to shop for frozen foods, according to the research. But 
discounters such as Walmart are gaining in popularity, 
and membership clubs also edged up a notch during the 
past year. 

Frozen categories studied include: appetizers, baked 
goods, breakfasts, chicken and turkey, dinners/entrees, 
fish/seafood, hamburger patties, ice cream/frozen yogurt, 
juice, pasta, pizza, vegetables and vegetarian alternatives. 

WHERE SHOPPERS BUY FROZEN FOODS
Channels shoppers say they use most often

when buying frozen foods. 
CHANNEL OCT. 2012  OCT. 2013
Grocery Store 44.5% 42.9%
Discount Store 23.6% 25.3%
Convenience Store 0.0% 0.1%
Drugstore 0.2% 0.2%
Membership Warehouse 3.2% 3.3%
Internet 0.1% 0.1%
Other 7.9% 7.8%
No Preference 20.5% 20.4%
Source: Prosper Insights & Analytics Monthly Consumer Survey, 
October 2013. 

REASONS FOR BRAND CHOICES
Reasons shoppers give

for selecting brands of frozen foods. 
! ! KROGER WALMART
REASON ADULTS 18+ SHOPPERS SHOPPERS
Brand I trust 47.3% 50.3% 50.5%
Price 45.0% 49.9% 50.2%
It tastes best 36.3% 41.5% 40.2%
Buy what’s on sale 33.0% 36.4% 34.9%
Have a coupon 29.4% 38.9% 30.3%
Quality 27.8% 32.1% 29.3%
Value 23.7% 26.6% 26.2%
Habit 14.7% 15.0% 16.3%
Ingredients 14.7% 15.8% 14.2%
Name recognition 14.3% 13.3% 14.9%
All Natural/Organic 10.6% 7.6% 8.6%
Gluten Free 5.1% 5.0% 4.5%
Recommended by a friend 
or relative 4.7% 4.6% 5.5%
Saw an Advertisement 4.2% 5.1% 4.8%
Other: 1.8% 2.2% 1.5%
Source: Prosper Insights & Analytics Monthly Consumer Survey, 
October 2013. Respondents checked all answers that applied to them. 

ON THE PHONE WITH THE CEO
Walter Robb, co-CEO, Whole Foods, at Wells Fargo 
Securities Retail and Restaurants Sum-
mit Conference October 2, asked about
the move to “local” foods: “!e thing
that underlies it is the cus-
tomer’s interest in knowing 
where their food’s coming 
from. Local’s getting a little 
overused and it’s in danger 
of eventually being like 
‘natural’ and not meaning
so much. Some folks are 
saying local to anything within the same state. Custom-
ers don’t think about it that way. !ere is a question of 
what the standard is. But I think (what’s best) for us is 
the transparency to the producer, the idea of celebrating 
the stories. For many cases you can go in, scan the QR 
code and go to the Web site to see the full story of the 
producer. !is is nothing short of a revolution in terms 
of the local food thing. I mean this is really serious, 
the amount of entrepreneurship, the amount of capital 
that’s flowing in.” 
Robert L. Edwards, CEO, Safeway, third quarter earn-
ings call, Oct.10:  “Our private brands portfolio contin-
ues to grow and contribute to loyalty and profitability. 
For continuing operations on a year-over-year basis 
through 36 weeks, our private brand sales compared 
to total sales, excluding pharmacy, Starbucks and fuel, 
in dollar sales is up 34 basis points to 27.8% and then 
volume up 43 basis points to 27.2%. In the third quarter, 
O Organics reclaimed the #1 organic brand position. 
Open Nature sales increased 49%. We now have over 
450 Open Nature items. We continue to expect sales in 
excess of $200 million of these products in 2013. And 
we have launched over 100 new private label brand 
items in the quarter, and on a year-to-date basis, we are 
close to 400 new items.” 

UPFRONT
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SLUGGING
IT OUT
FOR SHARE
After taking it on the chin during 
the recession, national brands are 
using innovation and promotion 
to defend against private label 
growth. But store brands aren’t 
ready to throw in the towel.

BY DENISE LEATHERS

Although the recession o"cially ended four 
years ago, the economy continues to struggle. 
Unemployment remains high, the price of 

everything from gas to health care is rising and median 
incomes have fallen for five straight years, reducing con-
sumers’ ability to spend. 

While all of that is bad news for the industry as a 
whole, it should be a positive for private label, which 
tends to do better when the economy struggles. But, while 
store brand sales across channels were 3.2% higher during 
the 52 weeks ended Aug. 31 than they were the previous 
year, that’s only slightly ahead of the 2.0% gain posted 
by all brands combined. It’s also a far cry from the 6.3% 

advance registered by private label at the end of August 
2011 or even the 4.9% it recorded last August, according 
to New York-based Nielsen. 

Given the slow economic recovery and the emphasis 
many retailers are putting on private label, “One would 
have thought private brands would be doing better than 
they are right now,” says Todd Hale, Nielsen’s senior vp of 
consumer and shopper insights. “!e fact that growth has 
really slowed is either because the economy has improved 

enough that consumers are returning to national brands 
again or because the national brands have out-innovated 
and/or out-promoted private brands.” 

PL STUMBLES IN DAIRY
According to Nielsen, store brand dollar share across 
channels edged up 0.2 points during the year ended Aug. 
31 to 17.4%. Of the 11 departments tracked by the com-
pany, private label share expanded in all but three: dairy, 
frozen foods and alcoholic beverages. 

While share losses in frozen foods and alcoholic bever-
ages were negligible, a 0.2% decrease in store 
brand dairy sales combined with a 2.9% in-
crease in branded sales shaved 0.7 points o# 
private label’s share of the department, now 
36.2% — lower than it was in 2010 but still 
store brands’ highest departmental share.
!e problem is twofold. First, many com-

modity dairy categories aren’t seeing the 
price inflation they did the past two years, so dollar 
growth just isn’t there. !at fact has been called out 
by many companies in their second quarter financial 
reports. Second, very large private label-dominated dairy 
categories like milk, margarine, eggs and cheese are los-
ing relevance as consumers switch from, say, cereal and 
milk or eggs and toast for breakfast to more convenient 
frozen breakfast options that they can eat on the run. 
Sales are down across the board, but because private 

Selling space to brands that consumers 
don’t really want creates an ine"cient 
case, which is especially problematic in 
perishables where real estate is scarce. 



label owns the lion’s share of those categories, it is im-
pacted much more significantly.

Another contributing factor is that private label doesn’t 
have much of a presence in some of the fastest-growing 
dairy categories: milk substitutes and value-added milk, 
designer and specialty eggs, refrigerated co#ee bever-
ages and, especially, Greek yogurt. Yes, store 
brand yogurt sales jumped 7.7% during 
the past year (branded sales were up 
7.5%), but private label share remained 
at around 10.2%. And in many other catego-
ries (milk, cheese, cottage cheese/sour cream, 
refrigerated dough, etc.), store brands are los-
ing not only sales but share to more innovative 
national brands.
!e same is true in the frozen department 

where both total and private label dollar sales 
rose 0.9%, though store brand share fell slightly to 
20.4%. “Generally speaking, I think the national brands 
have been out-innovating retailers,” says Hale. “Retailers 
have been very good at emulating national brand suc-
cesses, but when it comes to true innovation, very few 
have been able to do it.”

One big problem was the ice cream category, where 
national brand innovation drove a 3.7% gain in the face of 
a 3.7% loss for store brands, slicing 1.4 points o# private 
label share, now 23.6%.

“!ere’s been a shift away from low-fat and -calorie, 

better-for-you ice creams to more high-fat, gourmet 
alternatives, often sold in pints, that consumers view 
as not-too-expensive indulgences,” says Je# Weidauer, 
vp of marketing and strategy at Little Rock, Ark.-based 
Vestcom Internation-
al. “And that’s where 
the national brands 
really have the upper 
hand.” (!ink gelato, 
frozen Greek yogurt, 
artisanal or “craft” 
ice cream, etc.)

Albert Greenwood, 
director of frozen 
foods at Stamford, 
Conn.-based Day-
mon Worldwide, 
adds, “I think the 
(private label) cat-
egory was hurt by not 
having enough inter-
esting new items.” Although retailers complain about 
the logistics, “!ey really need private label in-and-outs 
and seasonal items to keep consumers interested and 
coming back to see 
what’s new,” he says.

Despite its stum-
ble in ice cream, store 
brands made up for 
the loss with a solid 
performance in frozen 

vegetables, another 
very large category 
with high private 
label penetration. 
While total dollar 
sales were flat (though 
units were up 0.7%), store brand sales rose 1.1%, adding 
0.4 points to private label’s share (34.5%).

“I think consumers are seeing the articles about frozen 
vegetables being just as good as fresh,” says Greenwood, 

‘There’s been sort 
of a race to the bot-
tom… (but) consum-
ers are looking for 
more quality, not 
less, and these pre-
mium private labels 
represent a big step 
in the right direction.’
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Safeway’s Simple Truth and Simple 
Truth Organic programs include 
450 products across 40-plus 
categories free of 101 arti#cial 
ingredients and preservatives.



citing some of the National Frozen & Refrigerated Foods 
Association’s public outreach e#orts as well. “Since that’s 
a huge category for private label, it’s going to help store 
brand sales overall.” Ditto for private label-dominated 

frozen fruit where both total (+17.7%) and store brand 
(+18.0%) sales were up double-digits, though the latter’s 
share edged up 0.2 points to 64.9%.

Greenwood also points out opportunities in growing 
categories where private label share is still relatively low. 
For example, although store brand sales slipped 1.3%, 
the frozen hors d’oeuvres and snack segment grew 5.2% 
during the most recent 52 weeks. !is reflects that snacks 
have overtaken meals as America’s No. 1 eating occasion. 
But because private label’s share of the category stands at 
just 8.3%, there’s still plenty of room for growth. 

According to Greenwood, retailers like Price Chopper 
and Stop ‘n Shop have jumped into the category in a big 
way, dedicating whole freezer doors to store brand snacks. 
“So instead of being scattered around the department, all 
the private label o#erings are in one place, which boosts 
visibility but also conveys a sense of confidence around 
the program, which consumers will pick up on.”

OPPORTUNITIES IN BETTER-FOR-YOU
Greenwood also cites opportunities in struggling frozen 
categories where innovative private label products could 
help move the needle. For example, store brands gained a 
little ground in the frozen prepared foods segment where 

overall sales fell 0.7% but store brands rose 0.5%, adding 
a tenth of a point to private label share, now 10.1%. While 
it’s hard for private brands to compete in the single-serve 
entree arena “because they often can’t get to the outra-

geously low price points o#ered 
by many national brands,” says 
Greenwood, “they’re starting to 
nibble around the edges,” espe-
cially on the better-for-you front. 
“I think there’s real opportunity 
there, particularly in segments like 
gluten-free, because no national 
brand dominates that niche and no 
one has the economies of scale to 
under-cut everyone else on price.”

In the meantime, many retail-
ers are jumping on the “simple” 
trend, rolling out store brands that 
tap into demand for basic, natural 
fare free of additives, preservatives 
and other ingredients consum-
ers can’t pronounce. Launched 
last fall, one of the first to market 
was Kroger’s Simple Truth and 
Simple Truth Organic lineups. 
Free of 101 artificial ingredients 
and preservatives consumers have 
said they don’t want in their foods, 
the two collections include more 
than 450 products across 40-plus 
categories. Included are frozen 
fruit and vegetables, pizza, burg-

ers and meat substitutes, as well as fresh meat and poultry 
and a full complement of dairy products. An additional 75 
items are expected this year and next. In an early March 
conference call 
with investors, 
Kroger presi-
dent and COO 
Rodney Mc-
Mullen called 
Simple Truth a 
“home run” and 
said sales for 
fiscal 2012 had 
exceeded the 
company’s inter-
nal goal by 33%.
!is summer, Target debuted a similar line called 

Simply Balanced, a better-for-you spin-o# of its high-end 
Archer Farms collection. It includes about 250 items 
across various fresh, frozen and shelf-stable categories, all 
free of artificial flavors, colors and preservatives. Several 
products are also gluten-free, some are organic, and ap-
proximately three-quarters are GMO-free. !e company 
has pledged to eliminate GMOs from the line entirely by 
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‘There’s real opportunity 
in segments like gluten-
free because no national 
brand dominates that 
niche or has the econo-
mies of scale to under-cut 
everyone else on price.’

Safeway’s new Marcela Valladolid line of Mexican food products is designed to 
appeal to Hispanics as well as mainstream shoppers looking for more authentic 
Mexican fare.





the end of 2014.
“I think these retailers are going down the right path,” 

says Hale, citing the emphasis on quality rather than 
just price. “!e less-is-more approach to food is allow-
ing them to really connect with consumers in a new but 
meaningful way.”

In the frozen department in particular, adds Green-

wood, “!ere’s been sort of a race to the bottom, which 
has brought us all down. Indications are consumers are 
looking for more quality, not less,” and these premium 
private labels represent a big step in the right direction.

Another sign that quality is becoming more important 
to all consumers comes from — of all retailers — low-
cost leader Aldi, which recently debuted its first pre-
mium private label line. First launched in Europe, where 
many of the retailer’s own brand products enjoy a de-
voted following, the Specially Selected program includes 
a variety of gourmet products — from premium meats 
and cheeses to German co#ee — available periodically 
throughout the year.

“Each Specially Selected product was developed 
with exceptional taste at an excellent value, helping to 
meet our customers’ increasing demand for premium, 
quality food at a#ordable prices,” said Aldi president 
Chuck Youngstrom, in a press release.

VALUE TIER EXPANDS
While premium private label programs 
are clearly gaining steam, there’s also been 
a lot of activity in the value tier, which re-
flects a growing divide between the haves 
and have-nots, both of whose ranks are 
expanding. 

According to Jon Hauptman, a partner 
at Barrington, Ill.-based Willard Bishop, 
“Value private brands are a great way to 
neutralize the advantage of price-based formats — limited 
assortment stores, dollar stores and mass merchants — 
that derive much of their competitive edge from strong 
opening-price-point products.” While retailers may not 
sell as many value-tier as national brand equivalent items, 
simply o#ering them strengthens the store’s price-value 
image, encouraging consumers to shop the aisles more 
intensively because they know good values can be found. 

In addition, says Hauptman, value-tier programs allow 
retailers to price their mid-tier store brands more ap-
propriately since they no longer have to pull double-duty 
as national brand equivalent and opening price point 
option. He adds, “Retailers often tell me that value-tier 
items won’t sell in their stores. My response is that it 
doesn’t matter. It’s critically important to have those 
products available to prevent shoppers from going to 
value formats.” 

Because once there, they’re likely to find other items 
that are perfectly acceptable but less expensive than at 
their regular supermarket (consider what Aldi’s doing 
with Specially Selected). In fact, says Hauptman, retailers 
that have di"culty sourcing lower-cost, value-tier items 
should consider taking lower margins in order to add that 
to the mix anyhow. 

Yes, a value tier may require some investment, he adds, 
but once those items are on the shelf, “Retailers invariably 
find that they sell a lot more than they ever imagined.”

One of the biggest value-tier success stories is Ahold’s 
Guaranteed Value lineup. By studying loyalty card data, 
the retailer discovered which products and categories 
were most important to consumers who favored the 
brand. !ose insights led to the introduction of 150 new 
items and the elimination of dozens of others. Value-tier 
sales reportedly jumped 19% as a result, pushing Ahold 

closer to its goal of 40% private label share.
Despite all the emphasis on value and premium, 

many retailers are also creating new private label lines 
in categories like hair care, pet food, beverages and ice 
cream that require a more targeted, brand-centric ap-
proach. One segment that’s grabbed marketers’ atten-
tion in a big way is the Hispanic foods category. Safeway 
recently became the latest retailer to launch a Hispanic 
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Many retailers are jumping on the 
‘simple’ trend, rolling out store 
brands that tap into demand for 
basic, natural fare free of additives, 
preservatives and other ingredi-
ents consumers can’t pronounce.

Low-cost leader Aldi expands its reach with a line of limited-
availability gourmet items o!ered under the Specially Selected label.





line of its own, cre-
ated in conjunction with 
celebrity chef Marcela 
Valladolid, for whom the 
line is named. !e brand 
encompasses dozens of 
products across the store, 
including ready-to-cook 
meats, corn and flour tor-
tillas and snack chips.

Although prevailing 
opinion suggests Hispan-
ics aren’t as interested in 
private label as other con-
sumers, Hale says that’s 
simply not true, though 
they may do more shop-
ping in small neighbor-
hood stores where private 
label isn’t as available. At-
titudinally, though, they’re 
actually more connected 
to store brands than other 
groups — and their num-
bers are growing rapidly.

PRICE GAP NARROWS
While multiple tiers allow 
retailers to better price 
their private brands, Hale 
says there’s still room for 
improvement. !e good 
news is average national 
brand-private label price 
gaps are narrower in the 
deli (16% less than national 
brands), frozen food (20% 
less) and dairy (43% less) 
departments than in other 
departments across the 
store (general merchan-
dise, dry grocery, HBC, 
etc.). And compared to the 
same four-week period in 
2010 (ending Aug. 14), the 
gaps in those three depart-
ments have tightened up 
even further, while gaps in 
several other departments 
have widened. Still, says 
Hale, “!ere are oppor-
tunities for retailers to 
narrow the gaps in certain 
categories.” He adds that 
every one-cent decrease 
in the price gap across 
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PRIVATE LABEL SCORECARD
Private label sales across all outlets combined for the 52 weeks ended Aug. 31, according to 
Nielsen. Percent change is versus the same period a year earlier. Categories and subcategories 
with less than $1 million in sales are not listed.      
CATEGORY $ SALES % CHANGE UNITS % CHANGE $ SHARE CHANGE
TOTAL PRIVATE LABEL $111,589,584,991  3.2 43,872,718,911 0.7  17.4  0.2
DAIRY DEPARTMENT  $22,268,291,956  -0.2 8,901,453,486 -1.2  36.2  -0.7
BUTTER & MARGARINE  $1,204,601,136  -1.2 452,234,156 -2.0  31.8  0.1
Butter  $1,099,177,976  -0.2 386,699,219 -0.2  50.2  -1.9
Margarine  $105,423,160  -10.1 65,534,937 -11.4  6.6  -0.2
CHEESE  $6,084,242,393  -0.7 2,121,784,075 -0.8  37.9  -0.8
Shredded/Grated  $2,713,122,768  1.8 894,358,787 1.6  56.5  -0.9
Natural  $1,990,075,628  -1.0 642,772,924 -0.6  37.6  -1.1
Processed-Sliced  $584,709,365  -10.2 209,460,058 -10.3  29.8  -1.8
Cream Cheese  $451,241,869  -2.4 265,565,251 -1.9  32.1  -0.8
Specialty/Imported $249,352,259  3.7 80,988,270 2.5  16.1  -0.2
Processed-Other  $95,740,505  -0.4 28,638,785 -2.9  9.4  0.0
COT CHSE/SR CRM/TOP  $1,086,693,189  -4.4 517,421,924 -2.4  35.6  -1.1
Cottage Cheese  $419,628,846  -7.3 173,652,716 -5.1  38.4  -1.7
Sour Cream  $308,713,733  -6.5 207,596,316 -2.6  28.9  -1.5
Toppings  $277,693,843  1.3 108,830,562 2.2 41.9  -0.3
Ricotta/Farmers Cheese  $80,656,767  0.9 27,342,330 -0.7  34.9  1.1
DOUGH PRODUCTS  $383,243,489  -3.6 237,156,069 -4.2  18.7  -1.0
Biscuits  $146,223,181  -5.4 122,154,508 -5.1  25.7  -1.9
Dinner Rolls  $81,872,294  0.2 43,722,346 -2.0  22.3  -1.3
Remaining Dough Products  $68,831,244  -1.8 29,032,947 -2.4  24.1  0.2
Sweet Rolls  $49,658,031  -4.3 26,333,171 -5.2  15.4  -1.1
Cookies/Brownies  $36,658,738  -6.5 15,913,097 -5.4  7.2  -0.6
EGGS  $2,378,138,824  5.3 1,123,182,987 1.7  48.5  0.2
JUICES & DRINKS  $607,512,589  1.7 225,990,614 4.8  10.8  -0.2
Orange Juice  $537,080,166  1.6 197,283,721 5.7  17.0  0.3
Remaining Juices  $60,243,088  2.9 24,929,535 -1.6  2.7  -0.1
Grapefruit Juice  $9,041,819  1.9 3,277,218 -0.7  10.5  0.4
MEAL STARTERS  $1,689,034  88.9 322,008 343.4  3.8  1.4
MILK  $9,533,193,545  -1.4 3,345,060,440 -2.4  56.8  -0.5
Fresh Milk  $497,423,690  2.5 224,845,641 5.2  44.1  1.3
Flvrd Milk/Btermilk  $255,593,975  3.3 112,092,922 3.4  29.4  1.1
Eggnog Shakes & Drinks  $140,074,918  3.2 52,954,051 2.7  11.7  -0.9
PUDDINGS/DESSERTS  $12,763,369  -31.1 5,405,341 -20.0  3.0  -1.0
SNCKS/SPRDS/DIP-DAIRY  $275,321,213  15.6 86,402,604 12.7  14.0  0.8
Dip $135,947,714  6.8 52,127,344 6.4  21.0  1.2
Snacks  $74,169,196  19.7 12,475,676 7.0  17.0  2.2
Spreads $65,204,303  33.3 21,799,584 35.9  7.4  0.8
YOGURT  $700,792,394  7.7 786,468,912 -2.1  10.2  0.0
FRZN FOODS DEPT  $9,752,524,952  0.9 3,081,537,582 -0.0  20.4  0.0
BAKED GOODS  $324,458,228  3.4 128,955,031 1.8  15.3  0.4
Bread/Dough Prods.  $162,264,887  4.9 75,319,822 4.4  28.6  2.0
Remaining  Baked Goods  $74,219,129  -5.4 30,755,859 -3.1  23.2  -0.5
Biscuits/Rolls/Muffins  $42,360,598  7.9 13,749,792 3.4  10.2  0.7
Cheesecake   $26,194,633  26.0 2,891,718 6.4  21.5  1.7
Dessert Cakes   $7,999,771  -14.7 1,288,253 -26.0  7.2  -1.2
Bagels    $5,837,007  3.1 3,605,563 2.4  22.7  2.9
Pies   $4,190,337  -5.5 1,016,424 -15.9  0.8  -0.1
Brkfst Cake/Sweet Rolls  $1,391,865  15.0 327,600 9.0  4.9  1.1
BREAKFAST FOODS  $446,925,397  2.0 177,351,113 5.3  15.6  -0.8
Wffl/Pancake/Frnch Toast  $235,040,513  0.3 109,444,231 1.4  19.3  -0.3
Breakfasts  $211,884,884  4.1 67,906,882 12.2  12.9  -0.9
DESSERT/FRT/TOPS  $697,789,397  12.1 223,343,757 6.2  39.7  1.3
Fruits   $551,552,806  18.0 131,474,692 12.8  64.9  0.2
Toppings   $102,575,305  -3.1 77,234,579 -1.5  28.6  -1.4
Desserts   $43,661,286  -10.8 14,634,486 -4.7  7.9  -1.0
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Nielsen-measured depart-
ments would generate an 
additional $439 million in 
sales for the industry.

While there are still 
those retailers who 
determine prices using 
a cost-plus model (i.e. 
adding a flat 20% or 25% 
profit margin to their 
costs), that approach of-
ten creates a wider-than-
necessary gap, says Craig 
Espelien, vp of Consumer 
Products Inc., a subsidiary 
of Fort Worth, Texas-
based Marketing Manage-
ment Inc. Ditto strategies 
that price every private 
label X% less than the na-
tional brand equivalent. 

A better approach is 
to look at each category 
individually and deter-
mine the most appropriate 
private label price within 
an acceptable range — 
anywhere from, say, 15% to 
25% less than the national 
brand, he explains. “And 
in the premium segments, 
the gap should be even 
narrower because a 20% 
gap on a $5 product is $1, 
and that’s too much. Once 
you get over 50 cents in 
certain categories, the con-
sumer starts to question 
the quality.” At that level, 
he adds, “Buying decisions 
are often made on attrib-
utes other than price.”

Another way retailers 
can boost private label 
sales is to better man-
age their assortments, 
says Espelien. Although 
it’s tempting, “Retailers 
need to resist the siren 
call of national brand 
dollars.” Selling space to 
brands that consumers 
don’t really want creates 
an ine"cient case, which 
is especially problematic 
in perishables where real 
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CATEGORY $ SALES % CHANGE UNITS % CHANGE $ SHARE CHANGE
FROZEN NOVELTIES  $482,601,256  -1.1 167,229,509 -3.6  13.8  0.2
ICE  $185,012,905  -2.1 78,557,239 -5.5  26.4  0.5
ICE CREAM  $1,260,816,107  -3.7 399,959,993 -2.6  23.6  -1.4
Ice Cream  $1,115,717,049  -4.2 347,857,859 -3.1  22.9  -1.0
Ice Milk/Sherbet/Yogurt  $145,099,058  -0.2 52,102,134 1.1  31.0  -7.4
JUICES/DRINKS  $136,814,267  -12.1 90,752,184 -12.6  34.1  -0.4
Orange Juice   $76,103,311  -14.0 45,771,247 -13.7  57.4  -0.3
Fruit Drinks & Mixes   $41,796,433  -7.1 31,625,653 -8.3  23.4  0.7
Apple Juice   $11,754,512  -16.0 8,975,514  53.2  -2.5
Grape Juice   $4,500,780  -16.3 2,782,924 -22.4  19.9  -1.1
Grapefruit Juice   $1,467,361  -3.2 929,815 -4.1  84.4  6.2
Remaining Juices & Drinks  $1,191,872  0.3 667,031 -2.4  2.8  0.2
PIZZA/SNCKS-FRZN  $610,784,123  0.4 197,907,971 1.7  10.2  -0.1
Pizza  $459,346,284  1.0 159,453,416 1.5  11.0  0.1
Hors D’oeuvres/Snacks  $151,437,838  -1.3 38,454,555 2.8  8.3  -0.5
PREPARED FOODS  $1,405,242,986  0.5 307,017,643 -1.7  10.1  0.1
Entrees-Poultry  $610,220,745  0.7 103,627,338 -1.1  15.5  -0.5
Remaining Prepared Foods  $326,869,887  7.9 92,071,177 8.0  26.1  1.7
Entrees-Meat  $203,522,261  1.0 35,186,108 -5.1  15.2  -0.5
Entrees-Italian  $97,927,937  -15.6 22,014,726 -13.7  3.8  -0.3
Entrees-Mexican  $48,017,831  4.0 18,708,912 7.2  4.3  0.2
Entrees-Seafood  $47,880,052  9.1 8,172,481 13.2  7.2  0.2
Entrees-Oriental  $45,105,034  -18.8 16,233,941 -17.6  4.7  -0.7
Entrees-Remaining  $18,770,519  31.6 8,600,978 16.0  2.8  0.6
Dinners  $4,007,597  -24.1 1,890,419 2.3  0.4  -0.1
Pot Pies  $2,921,123  -54.4 511,563 -91.4  0.6  -0.8
UNPREPARED MT/SFD  $2,379,479,193  1.5 304,881,447 0.1  40.8  -0.5
Shrimp  $923,712,403  5.2 114,077,960 7.2  56.3  0.7
Poultry  $639,953,535  -0.1 84,496,961 -6.3  44.6  -1.2
Fish  $412,848,510  -0.6 64,411,057 -0.4  25.5  -1.0
Meat  $354,362,423  -1.1 34,983,067 -2.4  37.0  -0.4
Remaining Seafood  $48,602,323  -6.4 6,912,402 -7.3  26.0  -3.3
VEGETABLES  $1,822,601,087  1.1 1,005,581,693 1.2  34.5  0.4
Potato  $612,403,890  -0.5 251,957,769 1.7  28.9  -0.3
Mixed  $331,228,464  5.5 196,078,125 1.9  43.6  2.1
Remaining Vegetables  $203,701,478  -2.8 140,467,587 -2.8  41.3  -2.5
Corn/Corn on the Cob  $190,801,252  -0.2 106,086,169 1.0  42.8  0.9
Broccoli  $180,660,249  7.9 108,377,112 4.4  49.4  0.5
Peas  $121,425,819  -0.6 82,843,645 3.0  44.9  0.4
Green Beans  $100,747,184  7.4 69,255,826 4.6  50.6  3.3
Lima Beans  $36,039,774  -7.0 21,965,233 -7.1  43.6  -0.9
Carrots  $17,053,461  -2.7 13,948,983 0.3  73.0  -9.1
Onion Rings-Breaded  $15,125,704  -6.5 6,382,448 -4.8  25.5  -1.0
Formulated/Brded Vegetables  $13,413,812  -18.5 8,218,796 -13.0  2.9  -0.4
DELI DEPARTMENT  $2,800,197,554  10.1 634,582,258 12.0  28.5  1.2
Remaining  Items  $1,975,775,584  10.5 440,306,100 10.1  32.5  1.2
Pizza   $270,267,414  4.1 40,436,341 5.7  77.5  2.6
Sandwiches   $251,926,352  3.9 82,571,898 18.7  12.8  0.2
Fruit/Fruit Salad   $247,622,890  21.7 52,864,903 27.7  25.7  2.9
Sandwich Spreads   $32,115,081  13.4 9,284,998 10.9  51.4  4.0
Salad Dressing   $12,390,649  2.4 3,840,523 5.7  4.0  -0.2
Sauerkraut   $9,045,222  12.0 4,691,362 -4.0  18.5  1.3
Horseradish   $1,054,362  4.0 586,133 1.3  2.3  0.1
FRESH MEAT DEPT  $966,016,043  31.5 171,130,937 27.5  18.7  3.2
PCKGD MEAT DEPT  $2,440,009,926  5.8 743,563,400 4.7  13.9  0.5
Sliced Lunchmeat  $941,936,707  4.0 315,391,876 3.0  15.0  0.7
Bacon   $870,012,194  11.9 218,343,889 8.7  22.6  0.8
Sausage   $486,221,966  2.1 145,295,781 8.9  10.4  -0.1
Frankfurters   $141,249,269  -2.6 63,984,874 -7.2  5.3  -0.1
Source: The Nielsen Co.





estate is scarce to begin with. More importantly, though, 
it takes space away from private label, decreasing the 
brand’s visibility and recognizability. “It creates a shadow 
e#ect: the opposite of the halo e#ect,” he says.

In categories like shredded cheese, butter, sour cream, 
cottage cheese, frozen plain vegetables, even “traditional” 
yogurt (not Greek), continues Espelien, one national 

brand, one regional brand (if necessary, not 
just because it’s got deep pockets) and the 
retailer’s private label would meet the needs 
of most consumers — and boost store brand 
sales considerably. “In many of these cat-
egories, consumers are concerned about the 
quality of the product, not the brand,” so why 
stock so many di#erent versions of the same 
product? Instead of all that duplication, he 
says, retailers should add SKUs that extend 
consumers into new sizes and flavors of the 
few brands it o#ers, preferably private label.

LEVERAGE BRANDED PROMOTIONS
While proper pricing and assortment are 
key, they only take a private brand so far. 
Marketing and promotion are critical too. 
“!e ‘If you build it, they will come’ strategy 
doesn’t work for private label,” says Hale. “If 
you want to build share you have to treat it 
like a national brand.” Ironically, national 
brands provide one of the best vehicles for 

store brand promotion. “We think there are opportuni-
ties to drive category growth by promoting a private 
label product at the same time as a national brand 
product in that same category, as long as they target 
di#erent consumers.” (So, premium private label frozen 
pizza when a value brand is on sale or vice versa). !at 
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A better-for-you spin-o! of its high-end Archer Farms 
collection, Target’s new Simply Balanced lineup includes more 
than 250 items free of arti#cial $avors, colors and preservatives. 
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way, you’ve got something for everyone.
Another way retailers can leverage national brand pro-

motions is to add complementary private label products 
to national brand endcaps or displays. Doing so o#ers a 
better solution for shoppers (now they don’t have to trek 
down the frozen aisle for garlic bread to go with their 
lasagna), builds the shopping basket (they may not have 
bought garlic bread at all if hadn’t been right there) and 
maximizes limited display space, says Espelien.

Another simple but oft-overlooked store-level strategy 
is the compare-and-save shelf tag, which highlights the 
savings o#ered by the private label alternative. While 
tagging every store brand item would be too much, 

Haupt-
man says 
sprinkling 
the tags 
throughout 
the store 
is enough 
to remind 
shoppers 
that store 
brands can 

save them money. “Many retailers use them e#ectively,” 
he says, citing H-E-B, Publix and Mariano’s as examples.

But Weidauer thinks shelf tags can be used to com-
municate much more than savings. “What shoppers 

want is informa-
tion: Why your 
private label is 
better, what’s in it, 
where and how it’s 
made, whether it’s 
more nutritious, 
etc. So use that 
space to educate 
consumers who 
are already there 
in your store.” 
He adds that new 
research shows 72% 
of shoppers learn 
about a new item 
— private label or 
national brand — in-store. “So even if you’re Coca-Cola 
and spend a gazillion dollars advertising on TV, only 
59% of consumers will hear about your new product that 
way. !e majority will see it in-store.”
!e second most common way consumers learn about 

new items is through demos and freebies, another great 
strategy for private label, says Weidauer, citing Whole 
Foods’ recent giveaway of 365 Everyday Value products to 
mark the opening of its 365th store. “If you truly believe 
your private label product is better, you’ve got to get it into 
the hands of shoppers. It’s a worthwhile investment.” 

Every one-cent decrease 
in the private label-na-
tional brand price gap 
would generate an ad-
ditional $439 million in 
sales for the industry.

Using loyalty card data, Ahold 
recently revamped its Guaranteed 
Value lineup, adding 150 new items 
and eliminating dozens of others.

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

We Make Your Brand ... Better.
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OVENS HEAT UP 
FOR BREAD/DOUGH
As the baking season begins, frozen bread and dough is 
spotty, with stronger numbers in refrigerated. 

BY DAN RAFTERY

Frozen bread and dough dipped 1.2% to $199.4 mil-
lion during the 12 weeks ended September 8 versus 
the same period last year, according to Chicago-

based IRI. On the refrigerated side, sales rose 0.7% to 
$339.9 million. 
!e trend toward gluten-free is producing a subtle 

shift in results posted by both brands and categories. A 
June 2013 survey of 2,000 adults by London-based Mintel 
(www.mintel.com) found that 12% eat gluten-free prod-
ucts for reasons other than celiac disease or intolerance. 
Most (65%) of these consumers said they thought gluten-
free was healthier and another 27% believed weight loss 
e#orts were helped by gluten-free products.

Mintel predicts that U.S. sales of gluten-free food and 
beverages will hit $10.5 billion in 2013 and grow another 
48% by 2016. Turning to the foodservice sector, where 
changes in restaurant menus often foreshadow new retail 
product o#erings, Technomic, the Chicago-based restau-
rant consultant, said “essentially non-existent as a health 
claim on mainstream menus just two years ago, there are 
now hundreds of LSR (limited service restaurant) menu 
items described as gluten-free.”  (“Healthy Eating Con-
sumer Trend Report,” January, 2013).

Recently, Dr. Schar USA, Inc. (www.drschar.com), 
Lyndenhurst, N.J., introduced 
two new gluten-free breads 
to the freezer case — Hearty 
White and Hearty Grain.

“Already the sales leader in 
shelf-stable gluten-free bread, 
Schar is committed to serv-
ing those consumers hoping 
for gluten-free bread in the 
freezer,” says Roberto Cruz, 
marketing manager. “We ex-
pect to continue to build the 
freezer portfolio with items 
like Italian-made pizza (cheese and veggie are currently 
on the market) and other frozen entrees.”  

!e new bread items are made with a technology devel-
oped recently by Schar in Italy. “!e result is a structure, 
moisture and appearance very similar to traditional bread 
containing gluten,” says Cruz.

“Both items were preferred in terms of taste to the 
respective frozen bread brand sales leader this past sum-

mer by members of our 
core gluten-free consumer 
target,” says Cruz. !e 
new items have been 
taken on by retailers in 
outlets on the East Coast, 
with national distribution 
in progress.

Boulder Brands (www.
boulderbrands.com), 
Boulder, Colo., is so con-
vinced that gluten-free is 
an expanding market that 
it has invested in a new 
state-of-the-art bakery in 
Aurora, Colo., to meet the 
expected demand. Its current gluten-free brands — Udi’s 
and Glutino — are making a big push into national fast-
food chains, according to CEO Steve Hughes. 

NEW FROZEN ITEMS
Ken Farnsworth, CEO of frozen dough category leader 

Rhodes Bake ‘N Serve (www.rhodesbread.com), Salt Lake 
City, says that “More and more people are baking at home 
using frozen dough, not just those who are value-orient-
ed.” His company’s new Hawaiian Rolls, Mini-Baguettes 
and Monkey Bread are par-baked to fit this target market. 

“!e Midwest is the biggest area where we see this 
trend,” notes Farnsworth. “Larger metro areas are going 
for the warm-and-serve products, too.”

Pepperidge Farm is launching Pu# Pastry Cups — a 
miniature version of its Pu# Pastry Shells — supported 
by a multi-million dollar marketing program. !e new 
product is designed to provide a simple solution for peo-
ple looking to create bite-sized sweet or savory dishes.

Each pack has 24 mini cups that 
are baked for 20 minutes and then 
filled with sweet or savory fillings. 
!e product is expected to retail 
for $3.88.
!eresa Miller, brand manager, 

frozen desserts and seasonal, notes 
that “the product was created to 
attract new users to the category by 
o#ering a simple, easy-to-prepare 
solution for people wanting to add a 
little ‘wow-factor’ to their meals or 
celebrations.”

“When it comes to entertaining, hosts want delicious 
and impressive dishes,” she adds. “!ese bite-sized Pu# 
Pastry Cups are simple to prepare and provide a blank 
canvas on which people can get really creative with 
flavors and ingredients.”  Pepperidge Farm o#ers filling 
ideas at www.pu#pastry.com. 

Pepperidge Farm is doing a limited test of refrigerated 
dough items at Walmart. !e 11 items include four sweet 

Rhodes’ new Monkey Bread, 
Hawaiian Rolls and Mini-
Baguettes are all par-baked. 

Pepperidge Farm is launching Pu! Pastry 
Cups — a miniature version of its Pu! 
Pastry Shells. 
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rolls, with flavors such as Pecan Cara-
mel and Chocolate Chip Cinnamon, 
three varieties of crescents and four 
biscuits. !e retail prices across the 
range are expected to be: biscuits $1.88, 
crescents $2.28 and sweet rolls $3.68.

STOCK-OUT WATCH-OUT
With the holidays fast approaching, 
freezer and dairy cases feel the pres-
sure of volume surges. Here are a few 
suggestions for avoiding out-of-stocks. 

“Fresh-baked breads and rolls 
always enhance meals, especially at 

family gatherings and holiday parties,” 
says Dan Yost, senior vp, Bridgford 
Foods Corp. (www.bridgford.com.), 
Anaheim, Calif. “To help stores stay 
on top of the extraordinary increase 
in demand,” he suggests “retailers 
should consider inventory ‘plus-outs’ 
to their stores.”

Rhodes’ Farnsworth agrees with the 
inventory push recommendation and 
adds “!e item that seems to run out 
most often is the top-selling 36-count 
white dinner roll. Demand around 
the holidays can be 10 times normal 
volume.” His company plans to run 
FSIs nationally to help stimulate the 
demand for dinner rolls this season.

“!ere’s always the chance of bad 
weather,” Farnsworth also notes, “so 
it doesn’t hurt to have two to three 

days of extra inventory for these items 
just in case supply trucks are tied-up.”

Both Yost and Farnsworth say in-
store displays will help prevent out-of-
stocks on frozen bread and dough as 
shoppers look for that extra something 

special for their holiday meals. 

Dan Raftery is president of Raftery 
Resource Network and a trumpet 
hobbyist. He can be reached at 
Dan@RafteryNet.com.

BREAD & DOUGH
Key category and subcategory sales in supermarkets, drugstores, mass merchants, military commissaries 
and select club and dollar stores combined for the 12 weeks ended September 8, 2013, according to IRI, the 
Chicago-based market research firm. Percent change is versus the same period a year ago. Data is for the 
brands as originally trademarked and may not include line extensions.    
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FZ BREAD/FZ DOUGH TOTAL  $199,363,100   (1.2)  69,325,150   (2.8)  77,573,460  -0.7
FZ FRSH BKD BRD/ROLL/BSCT  $152,450,800   (2.4)  56,127,380   (3.5)  51,468,680  -2.2
Private Label  $39,132,780   (0.4)  17,190,520   (3.2)  16,854,540  2.1
New York  $36,885,020   (1.3)  12,811,560   (0.6)  9,621,249  0.2
Pepperidge Farm  $20,764,060   (11.8)  7,719,152   (11.3)  5,358,362  -11.8
Sister Schubert’s  $16,971,900   (0.9)  4,468,416   (0.7)  4,824,810  -7.7
Cole’s  $11,561,470   (5.5)  4,909,625   (7.2)  3,922,070  -8.2
Pillsbury Grands  $6,131,614   (13.2)  1,682,420   (14.8)  3,502,311  -11.6
Mary B’s  $2,845,126   20.4   1,028,711   28.8   1,695,554  16.8
Mamma Bella  $2,401,500   (4.3)  768,383   1.2   568,083  2.7
Furlani’s  $1,957,360   17.2   1,157,510   7.2   705,430  19.1
Joseph Campione  $1,841,393   (10.9)  725,806   (14.7)  509,308  -14.6
FZ BREAD/ROLLS/PASTRY DGH  $41,753,960   (2.2)  12,242,130   (1.8)  23,802,980  -3.4
Pillsbury Grands  $9,772,464   (1.3)  2,865,720   (3.5)  5,276,425  1.6
Mary B’s  $7,288,004   3.3   1,933,232   1.9   4,592,216  3.2
Rhodes  $4,837,604   5.2   1,071,056   (1.3)  3,783,092  3.7
Private Label  $3,614,590  0  1,180,184   4.3   2,500,598  0.2
Rhodes Bake N Serv  $2,723,841   (3.4)  691,478   (5.8)  1,890,886  -6.2
Goya  $2,376,785   5.3   1,180,562   4.9   1,164,519  4.6
Athens Foods  $1,547,000   (6.5)  388,543   (9.6)  385,945  -9.5
Rhodes Warm N Serv  $1,125,203   (9.2)  436,473   (8.8)  304,290  -9
Bridgford  $1,020,714   0.5   278,100   0.2   638,311  0.7
Pillsbury  $754,840   (65.8)  109,012   (70.5)  742,109  -62.1
RFG DOUGH/BISCUIT DOUGH  $339,881,000   0.7   167,376,500   2.3   142,725,600  1.8
RFG BISCUIT DOUGH  $104,894,100   1.6   74,014,160   3.9   65,508,530  5.2
Pillsbury Grands  $53,630,980   7.4   33,882,910   14.7   32,700,380  15.7
Private Label  $27,744,320   (7.5)  23,739,280   (6.9)  18,989,690  -7.2
Pillsbury Golden Layers  $11,655,660   3.2   10,069,410   4.3   5,760,604  4.7
Pillsbury  $9,299,466   (1.5)  4,232,510   (4.1)  6,824,456  -1.1
Pillsbury Golden Homestyle  $1,763,672   (9.9)  1,638,465   (8.8)  827,434  -11
Pillsbury Simply  $166,300   (53.2)  89,889   (52.7)  67,417  -52.7
RFG DOUGH (PSTRY/DMPLNG)  $84,139,370   0.7   33,994,860   0.2   28,060,730  0
Pillsbury  $51,341,190   4.9   21,830,950   4.7   16,711,100  4.6
Private Label  $17,637,890   (5.4)  7,898,778   (7.3)  6,794,835  -7
Pillsbury Grands  $10,859,740   (0.4)  2,940,445   (0.7)  3,216,257  -0.7
Pillsbury Grands Flaky Supreme  $2,727,277   7.7   733,416   8.0   802,210  8
Immaculate Baking Co.  $750,158   32.1   218,283   28.9   228,074  31.3
Pillsbury Hershey’s  $451,018   72.7   211,336   71.6   163,785  71.6
RFG COOKIE/BROWNIE DGH.  $83,981,880   (2.4)  28,856,980   -    32,041,450  -3.3
Nestlé Tollhouse  $28,804,430   6.1   9,100,933   10.1   11,222,560  7
Pillsbury  $13,403,130   (5.9)  4,203,813   1.5   5,162,636  -16.1
Pillsbury Ready To Bake  $12,936,920   (0.5)  4,756,492   0.1   4,678,519  0.3
Private Label  $7,902,155   3.4   3,442,697   4.9   3,582,430  4.7
Nestle Tollhouse Ultimate  $7,825,997   (27.7)  2,808,265   (25.9)  2,808,265  -26
Pillsbury Ready To Bake Shape  $1,220,380   (21.9)  489,281   (19.8)  336,381  -21.5

Dr. Schar USA has introduced two 
new gluten-free frozen breads — 
Hearty White and Hearty Grain. 



SPOTLIGHT: SOUP

BRANDS
DRIVE
SOUP GAINS
Although the frozen segment loses 
ground, refrigerated soup sales jump 
12.6%.

BY DENISE LEATHERS

Thanks to strong performances 
by several national brands, the 
refrigerated soup category con-

tinues to heat up. During the 12 weeks 
ended Sept. 8, sales topped $31.16 
million across channels, a 12.6% 
increase versus the same period a year 
ago, reports Chicago-based market 
research firm IRI.

Although private label claims two-
thirds of fresh soup sales, store brand 

dollars rose just 2.8% during the pe-
riod. !e real driver behind the seg-
ment’s growth is No. 2 Panera, up by 
48.2% to a 23.8% share. Produced by 
Fall River, Mass.-based Blount Fine 
Foods (www.blountfinefoods.com), 
the restaurant brand’s success has 
lifted the entire category by bring-
ing new energy and excitement to 
the segment, says sales and market-
ing vp Bob Sewall. “A lot of retailers 
added the Panera brand and saw no 
decrease in their private label sales. 
!ey can charge a higher price for 

the national brand, which helps them 
make their margins, but it also high-
lights the value o#ered by the private 
label alternative. So 
it’s a win-win.”

To further broad-
en the product’s 
appeal, the company 
recently intro-
duced a 10-ounce 
size with a 70-day 
shelf life designed 
for consumption 
away from home. 
Easier to pack in a 
lunchbox than the 
standard 16-ounce, 
the smaller size 
also combines well 
with grab-and-go 
sandwiches and 
salads o#ered by in-store delis. “Now, 
supermarkets hoping to compete 
with restaurants can o#er lunchtime 
combos or deals like a cup of soup for 
99 cents with a sandwich,” says Sewall, 
who believes a lot more consumers are 

picking up lunch in the prepared foods 
section of their local supermarket.

FROZEN STUMBLES
While the smaller frozen soup seg-
ment hasn’t fared as well as refriger-
ated (sales were down 2.9% to $6.82 
million during the most recent 12 
weeks), the subcategory is still nearly 
twice as big today as it was two years 
ago, prior to the introduction of top-
seller Bertolli Meal Soups (www.villa 
bertolli.com), now owned by Omaha-
based ConAgra. !e company added 

two varieties, Italian Style Wedding 
and Ricotta and Lobster Ravioli in 
Seafood Bisque, to its original four 

late last year. 
!e subcategory’s 

No. 2 brand Tabatch-
nick (www.tabatch 
nick.com), Somerset, 
N.J., is also expanding 
its o#erings, adding 
Minestrone and Tus-
cany Lentil to its re-
duced-sodium lineup. 
Although shelf-stable 
soups are often criti-
cized for their sodium 
content, owner and 
CEO Ben Tabatch-
nick points out that 
even the company’s 
“regular” frozen soups 

contain a third to a half less sodium 
than canned soups, making them a 
good choice for the growing number 
of health-conscious consumers. Add 
to that the public’s increasing aware-
ness that foods frozen at the peak of 

freshness are just as nutritious as 
fresh, and you’ve got a recipe for 
success, he remarks.

Category newcomer Kashi (www.
kashi.com) from Battle Creek, 
Mich.-based Kellogg’s is also tar-
geting the better-for-you shopper, 
introducing a pair of all-natural 
frozen soups for two this past sum-
mer. Both Savory Chicken Noodle 
and vegetarian Moroccan Min-
estrone provide at least 6 grams of 
fiber, 27 grams of whole grains and 
11 grams of protein per serving.

Gluten-free represents another 
in-demand product attribute, says 

Moe Cheramie, sales and market-
ing vp at Watsonville, Calif.-based 
Culinary Delights (www.culinary 
delightsgourmetmeals.com), which 
hopes to add several gluten-free va-
rieties to its multi-serve Cajun Style 
Selections lineup next year. !e com-
pany will also begin testing a pair 
of Spanish-style soups that comple-
ment its traditional Creole o#erings. 
“Ethnic flavors, particularly Cajun, 
remain popular with consumers 
seeking bolder, more exotic flavors,” 
says Cheramie. 

REFRIGERATED & FROZEN SOUP
Total U.S. multi-outlet sales (supermarkets, drugstores, mass market retailers, military commissaries and 
select club and dollar retail chains) for the 12 weeks ended Sept. 8, 2013, according to IRI, the Chicago-
based market research firm. Brands with sales of $100,000 or more only. Data is for brands as originally 
trademarked, and may not include line extensions.     
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
REFRIGERATED SOUP  $31,155,380   12.5   6,752,894   7.9   8,781,093   5.1  
Private Label  $20,776,960   2.8   4,937,840   (0.6)  6,362,644   (2.7) 
Panera Bread  $7,416,380   48.2   1,250,561   55.8   1,710,078   39.6 
FROZEN SOUP  $6,824,185   (2.9)  1,558,405   (3.5)  1,868,050   (0.6)
Bertolli  $1,921,563   537.3   318,933   582.2   478,400   582.2 
Bertolli Meal Soup  $1,759,542   (42.7)  280,680   (43.4)  421,086   (43.4)
Tabatchnick  $1,118,614   (1.2)  505,355   (3.3)  460,727   (3.6)

Designed for consumption 
away from home, Blount’s 

new 10-ounce soups can be 
combined with store-made 

sandwiches and salads.
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MEXICAN 
ENTREES
INCH AHEAD
Frozen Mexican entrees are flat, 
with some bright spots in hand-
helds. But the snack and appetizer 
segment has some real stars.  

BY WARREN THAYER

Frozen Mexican entrees rose by 
0.2% to $1.128 billion in the 52 
weeks ended Aug. 31, according 

to Nielsen, New York. Units climbed 
0.8% to reach 434,714,198. 

While brands still own 95.9% of 
dollar sales and 95.7% of units, pri-
vate label made inroads o# a small 
base, gaining a fraction of a percent-
age point in each case. 

HOT BRANDS
Several Mexican brands turned in 
solid results in U.S. supermarkets, 
drugstores, mass market retailers, 
military commissaries and select 
club and dollar 
retail chains 
for the 12 
weeks ended 
Sept. 8, accord-
ing to IRI, the 
Chicago-based 
market re-
search firm. 

In the frozen 
appetizers 
and snack 
rolls category, 
Delimex saw 
sales rise 11.5% 
to $30.449 mil-
lion, with José 
Olé gaining 
3.6% to $2.849 
million. El Monterey jumped by 
10.6% to $67.889 million in frozen 
handheld entrees (non-breakfast) 
with José Olé up 7.0% to $13.397 
million. 

During the same period, refriger-
ated tortillas were down by 5.2% to 
$25.958 million, with units o# by 
9.4% to 12.875 million, IRI said. But 
there were significant bright spots 
here. Tor-
tilla Land 
(Circle 
Foods, 
San Diego, 
www.circle 
foods.com), 
soared by 
83.0% to 
$3.008 mil-
lion, with 
units ahead 
by 103.9% 
to 1.021 
million. 
Private label 
gained 5.3% 
to $4.463 million, with units up 1.9% 
to 2.854 million. 
!ere are several key points af-

fecting frozen snack consumption, 
and therefore frozen Mexican snack 
and appetizer consumption, ac-
cording to a May 2013 report from 
London-based Mintel, says Rachel 
Cullen, president and CEO of Ruiz 
Foods, maker of the El Monterey 

brand (www.
elmonterey.
com), Dinuba, 
Calif.
!e re-

search shows 
that frozen 
snack con-
sumption is 
fairly evenly 
split between 
consumption 
as a part of 
a meal, as a 
replacement 
for a meal, and 
as a snack be-
tween meals. 
!is points to 

the opportunity for growth across 
a variety of product formats. While 
small snack o#erings can meet the 
needs of those looking for something 
to tide them over until the next meal, 

more substantial choices can be in-
corporated into meals themselves.

Cullen adds that beyond snacking, 
lunch is a popular occasion for fro-
zen snack and appetizer consump-

tion, according 
to the Mintel 
research. Some 
30% of respond-
ents eat products 
from the snacks 
and appetizer 
category while 
on the go. Indi-
vidually wrapped 
selections are 
preferred be-
cause they can 
be warmed and 
taken on the go.

She notes 
that El Mon-

terey Burritos, Taquitos and Shell 
Shockers are meeting the needs of 
the consumers, citing Nielsen data 
showing that during the last 26 
weeks the brand is driving 50% of 
total snacks and appetizers growth. 
“At this rate,” Cullen says, “El Mon-

terey will soon become the No. 3 in 
the $4.6 billion snacks and appe-
tizer category.” 

Houston-based Windsor Foods 
(www.windsorfoods.com), added 
José Olé Nacho Bites after noting 
that nachos were in the top 10 appe-
tizers in restaurants. !e products 
have been a great success, recently 
expanding distribution and nearly 
doubling sales in the latest 52 weeks 
compared with a year ago. 

El Monterey’s Shell Shockers 
Taquitos, available in Nacho Cheese 

Brands still own 
95.9% of dollar sales 
and 95.7% of frozen 
Mexican entrée units, 
but private label 
made inroads o! a 
small base. 

El Monterey’s Shell Shockers Taquitos, 
available in Nacho Cheese and 
Jalapeno Ranch $avors, have driven 
incremental growth in the category. 

Windsor Foods’ José Olé Chicken & 
Cheese Nacho Bites have seen sales 
nearly double in the latest 52 weeks.   
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and Jalapeno Ranch 
flavors, were launched 
recently and have driv-
en incremental growth 
in the category, she 
states. With a flavored 
corn taquito on the 
outside and juicy 
chicken on the inside, 
the first-of-their-kind 
snacks carry a sug-
gested retail of $6.99. 

Categorized as 
snacks and appetizers, 
El Monterey Burritos, 
Taquitos, and Shell 

Shockers are ideally 
merchandised in an El 
Monterey brand block 
in the frozen snacks 
and appetizers sec-
tion, Cullen says.

Other new product 
launches have been 
plentiful in the seg-
ment. For example, 
Red’s All-Natural 
(www.redsallnatural.
com), Fairfield, Conn., 
has debuted 5-ounce 
snack burritos in 
Chicken & Cheese 
and Steak & Cheese 
varieties. 

MATHEW’S MENU MEMO:
MEXICAN FOOD
BY MATHEW MANDELTORT

Time was 
when 
American 

diners believed 
all Mexican 
food fell into 
one of three 
categories: 
Tacos (beef 
or chicken 
only), Burritos 
(same) and 
Doritos. Today, 
American palates have become much 
more adventurous and sophisticated. 
!at’s largely due to the influence of the 
growing number of Hispanic immigrants 
and a greater exposure to the universe 
of regional Mexican cuisine. For the lat-
ter, you can thank celebrity chefs like 
Rick Bayless and the Food Network. As 
a result, even in a category as mature as 
this, the breadth and depth of Mexican 
ingredients and flavors on menus contin-
ues to grow.

Along with the influx of Hispanics in 
the United States (up 43% since 2000) has 
come a proliferation of Mexican restau-
rants. A census of the four most-populous 
states reveals there are 18,611 Mexican 
restaurants. (Compare this with an es-
timated 10,259 Asian restaurants in the 
same states.)

Mexican Restaurants By State
California 8,643
Texas 6,733
Florida 1,661
New York 1,574
Total: 18,611

Given the vast footprint that Mexican 
cuisine occupies in the United States, it 
should come as no surprise that Mexican 
ingredients and condiments (both old fa-
vorites and new ones) continue to increase 
in popularity on menus. !e following 
three charts cite data from the Technomic 
Menu Monitor. !ey work from a base of 

958 restaurant menus for the periods of 
January to March in 2013 and 2012. 

Menu Incidence
of Top Mexican Chiles

Across U.S. Menus
Type of Chili 2013 2012 % Chg.
Jalapeno Pepper 1,488 1,289 15.4%
Chipotle 636 587 8.3%
Poblano Pepper 226 210 7.6%
Habanero 189 135 40.0%
Pasilla 70 60 16.6%
Serrano 69 63 9.5%

Menu Incidence
of Top Mexican Condiments/

Sauces Across U.S. Menus
Condiment/Sauce 2013 2012 % Chg.
Salsa 1,892 1,723 9.8%
Sour Cream 1,764 1,681 4.9%
Pico De Gallo 1,190 1,025 16.0%
Crema 168 152 10.5%

Lastly, foodservice operators are evolving 
menu descriptors to highlight regional 
Mexican cuisine.

Menu Incidence
Of Regional Mexican Cuisines 

Across U.S. Menus
Region 2013 2012 % Chg.
Mexico City 295 269 9.7%
Oaxaca 159 180 (11.7%)
Veracruz 152 166 (8.4%)
Yucatan 67 64 4.7%
Jalisco 45 41 9.8%
Northern Mexico 21 25 (16.0%)

You’ll note how quick operators are to 
shift focus from one region (e.g. Oaxaca, 
down 12% year-over-year) to another (e.g. 
Mexico City, up 9% year-over-year) to keep 
pace with the ever-evolving mindsets and 
tastes of consumers.

Peter Allen, the late Australian song-
writer and$entertainer, penned the song 
“Everything Old is New Again” for the 
soundtrack of the film$All !at Jazz$in 
1979. Seems today, Mexican flavors and 
ingredients, both old and new, are still all 
that jazz. 

Mathew Mandeltort

Tortilla Land tortillas, 
from San Diego-based 
Circle Foods, soared 
by 83.0% to exceed 
$3 million in the most 
recent 12 weeks. 
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CEOS AT 3PLS
EYE GROWTH 
Penske Logistics survey reveals expected growth of 
14.6% over next three years. 

Despite a slow economy, CEOs of North American 
third-party logistics providers expect their com-
panies to increase revenues by an average of 

14.6% in the next three years. 
!at’s one of the key findings of the just-released 20th 

annual survey sponsored by Penske Logistics, Reading, Pa. 
!is year, 3PL CEOs, surveyed in North America, Eu-

rope and the Asia-Pacific regions, are generally optimistic 
about company and industry growth prospects in the 
next one- and three-year periods. !is story will focus on 
North American CEOs. 

Asked to project regional 3PL industry revenue growth 
rates for the next three years, the North American group 
projected average regional revenue growth rates of 8.29%.  

Fully 87% of the North American CEOs reported pro-
viding third-party logistics services in Mexico, generating 
an average of 9.3% of their revenues in the United States. 
!is number is projected to increase to an average of 
12.5% in three years. 

“As companies begin shifting their product origins to 
local regions, they will look for a third-party logistics 

provider that can strategically 
navigate through the new nor-
mal in the supply chain indus-
try,” says Joe Carlier, senior vp of 
sales for Penske Logistics. “!is 

includes the shift in supply chain length, changes in speed 
and demand for warehousing and transportation along 
trade corridors.”

Here are some key supply chain and logistics industry 
trends and insights, according to the study: 

Talent Management: Finding and keeping tal-
ent, specifically managers, has ranked as one of the 
industry’s most significant challenges during the past 
20 years. 3PL providers must be competitive across 
multiple dimensions when it comes to hiring, and try 
to understand what the new generation of employees 
want in an employer.
Forecasting Revenue: With slow economic growth 
continuing, North American 3PL CEOs expect more 
emphasis on developing new financial and economic 
indicators to provide better revenue projections. 
Sustainability: !e 3PL industry continues to get 
“greener,” with 56% of companies launching new 
sustainability initiatives during 2012. However, these 
initiatives have not yet been linked to attracting or 
keeping customers. 
Retail/ E-commerce: Shifting dynamics in the global 
retail economy towards omnichannel retailing has led 

to an expansion of reverse logistics activities in North 
America. 
Healthcare: 63% of respondents provide third-party 
logistics services to customers in the healthcare 
industry, and many cited increasing regulations of the 
industry as being a major challenge in their e#orts to 
grow business in that vertical.

!e survey was presented Oct. 21 at the Council of 
Supply Chain Management Professionals (CSCMP) An-
nual Global Conference by survey author, Dr. Robert Lieb, 
Professor of Supply Chain Management at Northeastern 
University’s D’Amore-McKim School of Business, and 
Penske’s Carlier. 

BIFULCO USING 
MAVES SOFTWARE
Bifulco’s Four Seasons Cold Storage, Pittsgrove, N.J., has 
selected Maves International Software’s ViewPoint Logis-
tics system to manage its warehouse operations. Toronto-
based Maves is a leading 3PL software provider. 

With more than 75,000 square feet in cold storage 
and warehouse space, and divisions in farming, Bifulco 
sought a warehouse management system that could ac-
commodate its produce operations by focusing on their 
rework process, as well as provide RF support and Web 
visibility to meet their clients’ growing demands. Bifulco 
is implementing MAVES ViewPoint Logistics™ for its 
robust 3PL-centric functionality and ability to deliver 
their clients real-time data access throughout the entire 
inbound to outbound process. 

YUMA DC ACQUIRED
New York-based Gramercy Property Trust Inc., a real 
estate investment trust, has acquired a 220,000-square-
foot food-grade cold storage and DC in Yuma, Ariz., for 
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$17.85 million in cash in a sale leaseback transaction. !e 
building is 100% leased through September 2033 to “the 
leading organic food company in North America.”

Yuma County has the nation’s longest growing season 
and is where 90% of the country’s leafy vegetables are 
grown from November through March. 

DANFOSS IN NEW 
ROLE WITH GCCA
!e Global Cold Chain Alliance, Alexandria, Va., names 
Danfoss Industrial Refrigeration as its strategic spon-
sor to support policy and trends information to the cold 
chain industry. !e Denmark-based company has U.S. 
o"ces in Baltimore. 

As a global leader of energy-e"cient industrial and 
commercial refrigeration equipment, HVAC controls, 
and variable frequency drives, Danfoss provides thought 
leadership and expertise in areas including refrigerants, 
controls, energy utilization, and OSHA regulations. 

“We are pleased to be working with the GCCA on a 
range of initiatives to keep its members apprised of cur-
rent policy, trends and issues that a#ect their businesses,” 
commented John Forsyth, Marketing Manager, Danfoss 
Industrial Refrigeration. 

GCCA President and COO Corey Rosenbusch added 
that “Our members are always concerned about poli-
cies a#ecting their industry and maintaining regulatory 
compliance.” 

RLS LOGISTICS
SAVING ELECTRICITY
RLS Logistics, Newfield, N.J., has completed a major 
sustainability project at its Pittston, Pa., logistics center. 
Its new SmartLighting system, designed and installed by 
SmartWatt Energy, Ballston Lake, N.Y., is estimated to 
save 678,931 kWh of electricity per year. !is reduction in 
energy will have an equivalent e#ect on the environment 
as removing 795,872 pounds of carbon dioxide or plant-
ing 117 acres of trees, according to U.S. Environmental 
Protection Agency calculations.

“One of the things our customers ask us constantly is, 
‘What are you doing to cut your costs? To help us save 
money?’ A lot of the bigger retailers want to work with 
a company that is heavily involved with sustainability,” 
explained Anthony M. Leo, CEO and president of RLS 
Logistics.

With an eye to saving money and increasing safety, 
SmartWatt replaced existing T-12 fluorescent and metal 
halide lighting systems with more e"cient technolo-
gies. It also installed high-performance T-8 fluorescents 
throughout o"ce space and LEDs throughout 16 refrig-
erated and freezer warehouse rooms and four loading 
dock areas. Motion controls were added throughout 

the facility. Due to the superior performance of the new 
lighting system, SmartWatt was able to install fewer 
lighting fixtures, further reducing RLS Logistics’ energy 
consumption and environmental impact, while providing 
a better quality and quantity of light. !e project resulted 
in a dramatic reduction in lighting and refrigeration 
energy costs and substantial maintenance cost savings, 
while increasing the safety of the facility. 

HUB GROUP REVENUE UP
Hub Group, Chicago, reported income of $18.6 mil-
lion for the third quarter ended September 30. Revenue 
increased 10% to $883 million. 
!e Hub segment’s revenue increased 10% to $679 

million. !ird quarter intermodal revenue increased 
5% to $467 million on a 5% increase in volume. Truck 
brokerage revenue increased 1% to $88 million this 
quarter.  !ird quarter Unyson Logistics revenue 
increased 42% to $124 million.  !e Hub segment’s 
operating income was $25.4 million. 
!e Mode segment’s revenue increased 9% to $217 

million.  Operating income was $5.9 million, an increase 
of 18% compared with the prior year period. Hub Group 
ended the quarter with $92 million in cash. 

LOAD DELIVERED 
OPENS L.A. OFFICE
Chicago-based Load Delivered Logistics, a technology-
enabled third-party logistics (3PL) provider, has opened 
o"ces in Los Angeles after experiencing a 28% increase 

in shipments from its 
Western customers. 

As a response to the 
continued growth of the 
e-commerce industry, 
the West Coast o"ce is 
entering the final mile 

delivery market in the area, the company says.
 “!e busy West Coast ports and fast-growing e-com-

merce businesses make southern California a key location 
for Load Delivered,” according to Robert Nathan. “It is an 
important distribution point to our customers and posi-
tions us to strategically scale in high-growth markets.”

As Load Delivered continues to develop niche expertise 
in the food and beverage industry, the West Coast has be-
come an integral part of its operations. According to the 
U.S. Department of Agriculture, the Western 11 (states) 
account for more than 25% of the nation’s agriculture 
receipts, and California itself leads the nation in produc-
tion of 78 crop and livestock commodities, including rice, 
lettuce, and milk.

Michael Cherney, director of West Coast Operations, 
will oversee the new location at 12950 Culver Blvd, Suite 
150, Los Angeles.  



PARACORD 
BRACELET SALES
HELP WOUNDED
MARINES
Proceeds go to support the Marshall 
Denney IV Scholarship Fund. 

Many industry members 
purchased paracord brace-
lets for $20 during the 

Retail Patriots Award Ceremonies at 
the National Frozen & Refrigerated 
Foods Association convention last 
month in San Diego. All proceeds 
(including the $10 manufacturing 
cost) went to support the Marshall 
Denney IV Scholarship Fund, which 
provides scholarships to returning 
wounded warriors.

F.I.S.H. DONATIONS
!e bracelets were sold at the event 
by the non-profit Food Industry 
Serving Heroes (F.I.S.H.) Foundation, 
which provides aid to troops, veter-
ans and their fami-
lies. (F.I.S.H. recently 
presented Marine 
Cpl. Mark Litynski 
with a TrackChair to 
help him stay mobile 
after an improvised 
explosive device de-
stroyed both legs and 
an arm.) 
!e late Marine 

Corporal Marshall 
Denney IV had been 
making paracord 
bracelets to raise 
funds to support 
wounded troops re-
turning from battle. 

“!is is a trib-
ute in memory of 
a fine young man,” 
says Paul Chapa, 
president of F.I.S.H. 
and the sales direc-
tor and managing 

partner of Frozen & Refrigerated 
Buyer. “!e generosity of people at 
the convention was wonderful, and 
we would like to help continue Cpl. 
Denney’s work.” 

All proceeds from bracelets 
ordered at www.
ruggedapparel.com/
marshalldenney/ will 
go toward the scholar-
ship fund and be used 
to assist Marines in 
their education and 
certification quests. 
!e Web site tells the 
story of the young 
Marine for whom the 
scholarship is named.

Corporal Marshall 
Adam Denney IV, 
USMC, was born on 
February 21, 1986 in 
Richmond, Ky., and passed away 
peacefully in his sleep on March 18, 
2012. Marshall honorably served 
from 2004 to 2009, and saw combat 
in Iraq. Following his honorable 
discharge in 2009, he served in the 
reserves until 2011. However, this 
does not tell the complete story of 

his service to country. 
His service began as a small child 

due to the service of his parents, 
Marine Colonel Marshall and Re-
nessa Denney III. Marshall grew up 
understanding service to country 

and had a passion to 
serve even as a small 
child. !roughout high 
school, he participated 
in JROTC and enlisted 
in his senior year. Dur-
ing his initial training, 
he su#ered a knee 
injury that required 
multiple surgeries and 
eventually forced him 
to separate from the 
military. Many veter-
ans would have moved 
on, but Marshall 
moved to San Anto-

nio, and took a position as a civilian 
contractor — work which he contin-
ued after moving to Hawaii. He also 
eventually became a male military 
spouse in support of his wife.

FAMILY DIDN’T KNOW
!e family knew of the su#ering he 

experienced for years 
prior to his passing, 
but was not aware that 
during this time he was 
making paracord brace-
lets to sell at motorcycle 
rallies and other events. 
He planned to donate 
the proceeds to raise 
funds to help others 
also su#ering. Gra-
ciously, his widow gifted 
these bracelets to family 
members upon Mar-
shall’s passing, sharing 
his story of passion for 
the wounded warriors 
and veterans return-
ing home. Marshall 
left behind a legacy of 
selfless service upon 
his passing and F.I.S.H. 
hopes to honor him by 
continuing his devotion 
to those who serve.  
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F.I.S.H.

WHAT’S PARACORD?
Paracord bracelets are cool, but what’s Paracord? 

Paracord originated in World War II as (you guessed it) 
the suspension cord paratroopers used in their parachutes. 
Parachute cord (aka paracord or 550 cord) is a lightweight 
nylon rope with 
multiple layers of cord 
and nylon string that 
can hold up to 550 
pounds. 

Once in the field, 
paratroopers found 
this cord useful for 
many other tasks. 
Despite the historic association of paracord with airborne 
military units, virtually all U.S. military branches and units 
have access to the cord because of its many uses. After the 
military authorized its use by the general public, outdoor 
enthusiasts around the world quickly realized the versatil-
ity of the paracord. In more recent times, 550 paracord was 
even used by astronauts during the second Space Shuttle 
mission to repair the Hubble Space Telescope in 1997.

Marshall Denney IV
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GETTING PERSONAL

GROWING UP 
WITH

ICE CREAM
A life in the ice cream business, 
from “lid man” to CEO. 

Richard Graeter started in his 
family’s small-batch ice cream 
business as a “lid man” when 

he was a kid. Now the president and 
CEO of Cincinnati-based Graeter’s 
Manufacturing Co., he’s done every 
job at the factory, and enjoyed shar-
ing the “magical transformation” his 

artisan products bring to people. 
And even though all the ice cream is 
still made in 2.5-gallon French pots, 
it’s available in major chains nation-
wide. We chatted. 

What was it like growing up in 
a family that makes ice cream?
It’s always been a part of my life, so 
I never knew anything else. From an 
early age, as soon as people heard my 
name, they’d smile and launch into 
a story about the ice cream, or their 
favorite flavor. Even when I took my 
kids to pre-school when they were 
small, everyone wanted to talk with 
them when they heard the name 
Graeter. It’s like a magical transfor-
mation. 

What are some of your earliest 
memories of the business?
 My first job when I was a kid was 

as a “lid man,” stamping the lids of 
the ice cream pints after they were 
packed. It was before the laws for 
labeling, and we just had plain white 
pint packages. I’d press the stamp 
into a blue ink pad and stamp the lids 
with Vanilla, Chocolate, Strawberry 
or whatever, then put them away. 
!e packers always liked having a kid 
there to do that, so they could just 
keep packing without interruption. 

What were some other jobs 
you did?
I worked about every job in the 
factory at one time or another. We 
used to make our ice cream mix in 
10-gallon milk cans, and we did egg 
custard in 12-gallon copper ket-
tles. We’d swing the kettles out on 
an arm over a burner, and turn the 
gas on. When you sparked it, a huge 
flame came out. If I cooked it too 
long, I made scrambled eggs and my 
grandpa was not happy with 
me. You had to get it just right 
and cool it down, then mix 
everything together, all in the 
same room with the French 
pots. By the end of the day, 
my grandpa, my father and I 
would be covered in choco-
late, strawberry and vanilla. 
Our freezer was small, so we 
didn’t carry much inventory 
and had to make a little of 

each flavor every day. It was 
always great working with 
family. My grandfather died 
in 1991 when he was 91, but 
my father is 83 and still comes 
in to check on things once or 
twice a week. My two kids are 
the fifth generation, and I hope 
that one or both follow in the 
family business. 

Small batches have always been a 
big di!erentiator for you. 
Yes, we grew by adding to the num-
ber of batch freezers. Most people 
go from batch machines to continu-
ous process, but we never wanted 
to do that. Our French pot process 
is explained on our Web site (www.
graeters.com). It makes 2.5 gallons 
of finished product per batch, and 
is an extremely low overrun process 
— much lower than any standard 

continuous flow process machine. 
And continuous flow ice cream is 
about 22 degrees when it comes out, 
like a cold foam. It has to go through 
a hardening step. When ice cream 

comes out of the French pots, it is 13 
degrees and thick. You get a cream-
ier, smoother, denser mouth feel. 
For our chocolate chip ice cream, 

we remove the blade that scrapes ice 
cream from the side of the French 
pot and pour in gourmet chocolate 
and mix it, which gives us amazing 
chocolate chunks. 

When you’re not making ice 
cream, what do you like to do?
We scuba dive in the Caribbean 
every year. I like to play golf, read and 
we go to the opera in Cincinnati in 
the summer. I also love to cook — 
from meat loaf to !ai and Vietnam-
ese dishes. 

It was time to celebrate when the 
company made its #rst trade promo 
deal with all divisions of Kroger. 
Graeter is holding the front page of 
the $ier. 

All in the family — to the left of Rich Graeter is 
his cousin Bob, and to his right is Bob’s brother 
Chip. All are co-owners of the company.

Regina and Louis Graeter married in 
1900 and began making ice cream 
in a back room, selling it in the front 
and living upstairs. 
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