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GREAT 
NEWS!
A new editor, and a new 
columnist. Yee-ha! (Now if we 
could only fi nd a good masseuse...)

A few days after I 
was diagnosed 
with cancer three 

years ago this month, I 
grabbed my cell phone 
and took a walk in the 
woods. I call these fre-
quent walks my “woods 
baths,” and they’re 
essential. ! ings looked 
a little i" y for me, so as 
I loped along a favorite 
trail with my dog, I called Denise 
Leathers. Would she be willing 
to take over the editorship of the 
magazine, either during my treat-
ments or permanently? 

Denise has been on my sta"  
since we launched this magazine 
six years ago, and I’d also worked 
with her for nearly 10 years before 
that on other publications. She’s a 
fi ne writer and editor, and a trusted 
friend. I told her I expected to be 
okay, but that the cancer had spread 
some, and well, you never know. 
! ere was nobody else I would 
rather have running the magazine 
than her, I said, and I was happy 
when she said “yes.”

It never became necessary for 
Denise to take over. But she did go 
beyond the call of duty more than 
once near the end of my radiation 
when I was exhausted all the time. 
So now I’m healthy as a horse, the 
magazine keeps getting stronger, 
and it’s time for Denise to take over 
as editor. 

But hey, you aren’t going to get 
rid of me that easily. I’ll still be 
writing (albeit less) and ultimately 
in charge of the editorial product. 
And as “editorial director” (I still 
haven’t decided what that means) 

I’ll try not to be a control freak 
while Denise handles day-to-day 
operations. 

Of course Denise is so obviously 
ready for all this, it’s ludicrous. 
She did a great job with this issue, 
and there were considerably fewer 
bumps on the way to the printer. I 
feel superfl uous already. 

Fact is, the magazine that Paul 
Chapa and I started with our credit 
cards is stronger than ever and now 

needs more help on 
the business side. 
So now that I have 
a terrifi c editor in 
place, I can devote 
more time to sales, 
marketing and 
circulation. Am I 
happy about that? 
Darn right. It’s the 
best of both worlds; 
I continue writing, 

and also dig into helping Frozen & 
Refrigerated Buyer grow further. 

TODD HALE SIGNS ON
To make things even better, we’ve 
just added a new columnist: Todd 
Hale. Todd, the former senior vp 
of consumer & shopper insights 
for Nielsen, now heads his own 
consulting company. He’s one of the 
most respected and trusted people 
in the industry, and has been a fre-
quent speaker at events of the Na-
tional Frozen & Refrigerated Food 
Association, among others. His fi rst 
column will be in March. 

All in all it’s a great team. Johnny 
Harris, our award-winning monthly 
columnist, gets more fan mail than 
the Beatles ever did. Michael Garry 
and Keilly Witman are providing 
refrigeration insights in every issue. 
Dan Raftery’s industry expertise 
continues to draw new readers. 
And Denise and I plan on keeping 
this magazine strong, relevant and 
useful. (With the usual wiseass 
remarks sprinkled in, natch .)  



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

All-Natural Chicken Patties
Chelsea, Mass.-based Kayem Foods expands its all-natural 
al fresco lineup (www.alfrescoallnatural.com) with a trio 

of frozen, fully cooked 
chicken patties. Free 
of artifi cial ingredients, 
preservatives and fi llers, 
Gourmet Dinner Patties 
contain 50% less fat 
than beef patties and 
come in a convenient 
re-sealable pouch. Made 
from lean, skinless chick-
en meat, the gluten- and 
pork-free patties are 
offered in three fl avors: 
Charbroiled, Roasted 
Red Pepper & Asiago, 
and Spinach & Feta. Each 

18-ounce package includes six all-natural patties. Samples 
are available now and the product will begin shipping this 
month.

Seafood Singles
Jacksonville, Fla.-based Beaver Street Fisheries (www.
seabest.com) expands its value-added Sea Best Signature 
lineup with a 
collection of 
microwaveable 
single-serve 
meals ready to 
eat in as little 
as 4 minutes. 
Offered under 
the Signature 
Singles sub-
brand, the 
group includes 
Citrus Scallops and Linguini, Stuffed Clams, Black Bean 
and Shrimp Tacos, Tilapia Florentine and Spinach and 
Artichoke Flounder. Packaged in heat-and-serve trays, the 
5- to 10-ounce meals carry a $5.99 SRP.

Snack-Size Yogurt
Noosa Finest Yoghurt (www.noosayoghurt.com), Bellvue, 
Colo., rolls out snack-size multi-packs of two of its most 
popular lightly sweetened, Aussie-style yogurts. Both 

Blueberry and Tart 
Cherry are now 
available in smaller 
4-ounce contain-
ers sold in four-

count packages 
designed for grab-
and-go convenience. 
Crafted daily on-site, 

all Noosa yogurts are 
made with natural ingredients 

and milk from cows never treated with 
rBGH growth hormones. SRP is $4.99 for 16 ounces. 

Natural Single-Serve Meals 
Blake’s All Natural Foods (www.blakesallnatural.com), 
Concord, N.H., debuts a line of natural single-serve 
entrees  inspired by some of consumers’ favorite  home-

cooked meals. 
Made from 
scratch in small 
batches with 
chicken and beef 
raised without 
antibiotics, 
the minimally 
processed, dual-
ovenable frozen 
meals include: 
Meatloaf & 

Mashed Potatoes, Chicken & Mashed Potatoes, Chicken 
Parmesan with Pasta, Sunday Pasta & Meatballs, Swed-
ish Meatballs with Pasta, Three-Cheese Ravioli, Lasagna 
Bake Bolognese, Chicken Marsala with Pasta, Hearty Beef 
Stew (gluten-free), and Sausage & Mashed Potatoes. SRP 
is $3.99 for 8 ounces.

Gluten-Free Pie
The Maine Pie Co. (www.the 
mainepieco.com), Biddeford, 
Maine, offers a line of “gen-
erously fi lled” frozen Glu-
ten-Free Pies made by hand 
at a designated gluten-free 
facility. Made with fresh, 
natural ingredients, many 
of which are GMO-free and 
sourced locally, the collec-
tion includes three varieties 
available year-round (Apple, 
Wild Blueberry and Three-Berry) plus several seasonal 
fl avors. For spring, the company will add Strawberry Rhu-
barb, Peach Raspberry, Lemon Tart and a new Chocolate 
variety. Sold unbaked, the 8-inch, six-serving pies boast 
a one-year shelf life. SRP is $17.99 to $19.99 for 25 to 35 
ounces. The company also debuts frozen Gluten-Free Pie 
Crusts. SRP is $6.99 to $7.49 for two 9-inch crusts.

Sugar-Free 
Greek Yogurt
White Plains, N.Y.-based 
Dannon (www.oikos
yogurt.com) launches Oikos 
Triple Zero, a “fi rst-of-its-
kind” blended Greek yogurt 
free of added sugar, artifi cial 
sweeteners and fat. Intended 
to boost yogurt’s appeal among 
men, the “offi cial yogurt of the 
NFL” boasts 15 grams of protein per 
serving. Available fl avors include Vanilla, Coconut Crème, 
Strawberry, Banana Crème, Mixed Berry and Peach. SRP is 
$1.19 for 5.3 ounces; 16-count multi-packs are also avail-
able in some outlets.

the minimally 
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Natural Juice
The Seminole Tribe of Florida (www.nobel 
juice.com), Winter Haven, Fla., adds fi ve 
fl avors to its artisan-crafted  Naturally Pure 
Seminole Pride Nobel juice lineup. Offered 
in BPA-free 12-ounce bottles, the gluten- and 
GMO-free newcomers include Tangerine 
Ginger Pomegranate, Apple Mandarin Chai, 
100% Caribbean (also in 32-ounce bottles), 
Honeybell Blueberry and Royal Mandarin 
Greens. Created using a proprietary Low 
Energy Preservation (LEP) process, the juices 
contain no added vitamins, minerals, fl avors, 
artifi cial colors, preservatives or sugar. SRP is $2.99.

Breakfast Chia
The Chia Co. (www.thechiaco.com.au), Port Melbourne, Vic-
toria, Australia (U.S. headquarters in New York, N.Y.) expands 

its dairy- and 
gluten-free 
Chia Pod 
lineup with 
two new 
refrigerated 
breakfast 
options. 

Fiber-rich Chia Pod Oats combine whole-grain oats with 
sun-ripened chia, fruit and virgin coconut oil. Available 
fl avors include Mixed Berry, Banana & Mango, Apple Spice 
and Blueberry & Lemon. SRP is $3.49 for 7.7 ounces. Chia Pod 
Bircher Muesli features whole-grain oats, chia, shredded 

Granny Smith apples, almond milk, fruit and nuts. Flavors 
include Pistachio & Cranberry, Orange & Brazil Nut and Apple 
& Acai. SRP is $4.59 for 7.7 ounces. The company also debuts 
an eighth fl avor, Coffee Bean, of its original Chia Pods. SRP is 
$3.29 for 6 ounces.

Kids Greek Yogurt Pouches
Norwich, N.Y.-based Chobani (www.
chobani.com) introduces all-natural Greek 
Yogurt Pouches for both kids and tots. Of-
fered in 3.5-ounce packages with twist-off 
lids, Kids Greek Yogurt Pouches contain 
25% less sugar than the leading kids yogurt 
and 8 grams of protein per serving. Tots 
Greek Yogurt Pouches boast 12 mg of 
Omega-3 DHA and  4 grams of protein per 
serving. Made with milk from cows not 
treated with rBST, both are free of artifi cial 
fl avors, artifi cial colors and preservatives. 
Kids fl avors include Grape and Strawberry, 
sold singly and in mixed fl avor four-packs, 
and Vanilla & Chocolate Dust, sold only in four-packs (with 
Strawberry). Tot pouches are offered in Mango+Spinach and 
Banana+Pumpkin fl avors, available only in mixed fl avor four-
packs. SRP is $1.49 for singles and $4.99 for four-packs. Other 
new additions to the Chobani lineup include Mixed Berry 
5-Grain and Apricot 5-Grain Chobani Oats, Tropical Citrus 
and Raspberry Lemon Chobani Simply 100, Salted Caramel 
Crunch and Chocolate Haze Craze Chobani Flip Creations, 
and Dulce de Leche & Dark Chocolate and Double Chocolate 
Chunk Chobani Indulgent.

gluten-free 

two new 

options. 

NEW PRODUCTS

LEATHERS PROMOTED 
TO FR BUYER EDITOR

Denise Leathers has been promoted from execu-
tive editor to editor of Frozen & Refrigerated 
Buyer. She will be responsible for 

day-to-day editorial operations, reporting 
to Warren ! ayer, who becomes editorial 
director. ! ayer, co- founder and managing 
partner of the magazine, will continue to 
write but devote the majority of his time to 
sales, marketing and circulation. 

Leathers holds a bachelor of arts in jour-
nalism from Penn State University, and a 
master’s degree in rhetoric and communica-
tion from the University of Virginia. She is a 
former adjunct writing instructor at Dela-
ware Valley College. 

She has been editor of Private Label News, 
where she fi rst teamed up with ! ayer in 2000. Starting 
in 2001, she wrote for a variety of business magazines, 
including Private Label News, Private Label Buyer, Re-
frigerated & Frozen Food Buyer, Contract Manufacturing 
& Packaging, Frozen & Refrigerated Buyer and several 
custom publications through 2011. She was promoted to 
executive editor at Frozen & Refrigerated Buyer in that 

year, having taken on increasing editorial responsibility 
since the magazine’s founding in 2009. 

Leathers lives in Doylestown, Pa., with her husband, 
Brian Prudish, and their children, Tate, 13, and Shayne, 
11. She’s “a true Gen Xer, running my children from 
soccer practice to Girl Scouts to piano lessons while 
managing a household and working full-time at a job I 

love — exactly the woman our manufacturer 
and retailer readers are targeting.” In her free 
time, Leathers enjoys reading, playing piano 
(“poorly”), and playing Texas Hold ‘Em. 

“I’ll be working with Denise at least several 
more years as the magazine continues to grow,” 
says ! ayer. “She’s a class act and a proven 
professional who has earned the respect of the 
industry. I’m pleased and proud to have her as a 
friend and co-worker.” 

Paul Chapa, co-founder and sales director of 
Frozen & Refrigerated Buyer, adds that “Denise 
really knows how to produce a useful, readable 
magazine for our industry. She’s proven herself 

many times over the years, and we’re thrilled to have her 
on the team.”

Leathers adds, “I’m thrilled to be taking on the role of 
editor at Frozen & Refrigerated Buyer. Yes, I’ve got some 
big shoes to fi ll, but with two of the best in the business 
by my side, I’m confi dent the magazine will remain the 
industry’s go-to publication.”  

Denise Leathers



All Natural Foods
FASTEST GROWING FROZEN

BRAND IN NATURAL CHANNEL
Spins,  24  weeks  ending  12/28/14,  Frozen  Entrées,  Meat,  Seafood,  Poultry

/blakesallnaturalfoods @blakesnaturalwww.blakesallnatural.com

Made from scratch in small batches using the finest organic and natural ingredients.



F A C T O I D S

355.5%
Dollar gain by cookie dough 
(to $5,030,491), largest in the 

frozen department. Now widely 
distributed, newcomer Nestlé 

Tollhouse (+27,670.5%, off a 
small base) drove the advance, 

grabbing three-quarters of total 
category sales.

-7.1%
Dollar loss by spinach (to 

$31,509,976), largest by a frozen 
plain vegetable subcategory. 
A 5.3% jump by frozen beans 

notwithstanding, most frozen 
veggie subcategories saw their 

sales decline slightly. (We blame 
the kale phenomenon.)

1,300
Average number of miles driven  
by new parents in an effort to 

get their child to sleep.

THE DATABANK

TOP 
FROZEN

BY PETER PENGUIN

During the 12 weeks ended 
Nov. 30, sales of frozen foods 
in supermarkets, drugstores, 
mass merchants, military 
commissaries and select club 
and dollar stores combined 

totaled $11.74 billion, a 1.3% increase 
compared with the same period a year ago, 
reports IRI (@IRIworldwide), a Chicago-
based market research fi rm. However, 
units fell 2.1% to 3.39 billion and volume 
dropped 1.5% to 4.75 billion. Percentage of 
volume sold with merchandising support 
tumbled 1.9 points to 36.9%.

For the 52 weeks ended Nov. 30, dollars 
edged up 0.5% to $52.12 billion, but units 
were down 1.7% to 15.04 billion and 
volume slid 1.5% to 21.61 billion. Percentage 
of volume sold with merchandising 
support decreased 0.4 points to 39.0%.

Our chart shows the largest frozen 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Nov. 30.
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ICE CREAM  $1,098,856,832   3.5   291,521,984   0.5   866,574,976   (1.9)
Private Label   $229,593,184   (3.4)  70,441,216   (5.5)  256,611,616   (6.0)
Nestlé/Dreyers   $203,137,984   (6.1)  51,447,272   (8.7)  111,854,880   (12.6)
Blue Bell Creameries   $126,435,040   7.4   28,371,908   0.9   84,473,504   3.7 
Good Humor/Breyers   $103,730,792   14.9   27,727,712   12.4   79,727,328   9.2 
Ben & Jerry’s   $84,752,288   14.7   21,666,694   12.9   21,765,456   13.0 
Wells’ Enterprises   $73,765,048   (4.2)  16,619,690   (4.3)  80,923,840   (2.2)
Turkey Hill Dairy   $51,702,020   11.2   17,602,436   9.2   52,270,208   9.5 
Talenti   $38,519,816   74.7   8,619,412   72.6   9,001,215   77.4 
Friendly’s   $29,083,794   6.3   10,351,224   4.1   31,094,722   4.1 
Dean Foods   $21,947,214   6.6   5,126,273   3.0   25,374,214   1.9

PIZZA  $994,062,720   0.7   295,674,752   (4.4)  307,472,384   (4.1)
Nestlé USA   $416,882,944   (7.4)  92,166,160   (13.3)  114,673,784   (15.7)
Schwan’s  $210,561,024   5.5   57,116,912   (3.9)  70,861,408   0.0 
Private Label   $110,388,816   5.9   34,197,072   0.5   38,807,936   3.9 
General Mills   $90,031,800   7.1   63,227,172   2.2   44,280,800   11.1 
Bernatello’s   $19,581,112   39.5   4,957,987   16.2   5,292,302   29.1 
Palermo Villa   $17,028,108   16.1   3,765,410   (3.8)  3,943,703   3.5 
Pinnacle Foods Group   $14,881,925   (3.3)  14,862,928   (2.0)  4,954,299   (2.2)
Home Run Inn   $14,103,962   3.5   2,514,039   (5.1)  3,418,264   (6.5)
Amy’s Kitchen   $13,753,628   17.2   2,162,051   16.4   1,618,778   20.1 
Newman’s Own   $13,739,497   2.6   2,394,079   3.5   2,047,320   1.3

SINGLE-SERVE DINNERS/ENTREES  $963,036,736   (3.2)  442,045,216   (6.5)  285,200,128   (5.9)
ConAgra  $277,077,760   (4.4)  151,555,936   (6.6)  97,029,568   (4.1)
Nestlé USA   $271,492,768   (12.1)  100,296,264   (18.6)  67,566,192   (18.3)
Bellisio Foods   $92,117,048   10.3   71,355,592   3.2   39,472,764   4.4 
Heinz   $87,573,352   (12.1)  39,059,436   (11.6)  21,958,160   (12.9)
Amy’s Kitchen   $50,499,608   18.0   12,926,062   20.2   7,540,934   20.2 
Pinnacle Foods Group   $50,275,480   4.7   18,406,756   4.1   18,058,516   4.5 
Windsor Foods   $17,640,862   (4.1)  7,284,993   (8.0)  6,047,739   (7.4)
Atkins Nutritionals   $15,755,244   23.8   4,275,909   24.7   2,405,199   24.7 
Private Label   $13,679,468   (1.0)  6,450,998   (0.3)  4,059,595   (1.7)
Birds Eye   $11,735,694   13.1   6,341,066   11.3   4,270,941   9.6

CHICKEN/CHICKEN SUBST.  $737,631,680   (0.1)  112,441,968   (1.8)  309,762,912   (0.5)
Private Label   $215,253,504   5.1   30,581,364   4.0   86,094,768   5.5 
Tyson Foods   $188,203,120   (1.8)  24,044,076   (4.7)  77,619,216   (1.0)
Perdue   $58,130,832   (23.5)  9,622,242   (22.2)  21,131,922   (29.4)
Pilgrim’s Pride   $53,245,964   (6.6)  8,535,558   (8.1)  36,647,764   (1.8)
Gold’n Plump   $48,288,732   18.3   7,963,658   15.7   13,644,919   15.5 
AdvancePierre   $23,801,688   11.0   3,812,264   0.5   4,084,662   5.8 
Gold Leaf of Nebraska   $15,648,622   5.4   2,156,099   1.5   21,560,988   1.5 
Heinz   $14,465,777   (23.4)  2,884,254   (27.5)  2,577,053   (25.2)
Kellogg’s   $9,107,517   (2.4)  2,320,619   (2.4)  1,530,455   (1.9)
Harvestland   $6,734,340   54.5   947,845   120.1   1,549,282   53.6

FZ NOVELTIES  $698,802,432   2.0   208,267,024   (0.3)  278,687,552   1.4 
Nestlé/Dreyer’s   $190,982,240   3.4   52,376,956   (2.0)  52,470,360   0.4 
Good Humor/Breyers   $132,426,568   4.0   40,018,564   5.0   57,668,344   5.3 
Private Label   $83,906,000   (6.3)  28,199,448   (6.6)  55,348,736   (2.8)
Wells’ Enterprises   $75,088,856   (5.8)  18,629,560   (6.0)  24,714,860   (5.9)
Blue Bell Creameries   $32,958,008   16.3   8,453,828   16.1   15,905,941   14.9 
Mars   $30,801,324   (9.4)  8,900,642   (10.8)  6,342,153   (10.6)
Unilever Bestfoods   $20,798,876   1.4   5,261,662   3.0   3,273,945   0.6 
J&J Snack Foods   $12,101,502   5.2   3,788,296   5.6   7,893,127   6.7 
Ziegenfelder Co.   $10,087,707   5.0   4,717,199   3.9   11,259,440   1.5 
Ice Cream Specialties   $9,785,922   13.3   2,816,433   5.8   5,210,780   7.3

PROCESSED CHICKEN/CHICKEN SUB  $689,531,008   1.1   112,878,800   (2.8)  174,539,584   (1.6)
Tyson Foods   $280,505,312   (11.9)  39,456,016   (19.3)  69,902,840   (16.2)
Private Label   $142,789,008   15.2   21,962,206   8.4   37,436,632   12.1 
Perdue   $76,175,112   15.9   15,179,794   16.5   16,493,424   21.4 
ConAgra   $48,508,224   4.0   10,543,740   7.1   16,308,786   8.0 
Foster Farms   $25,237,566   23.7   4,068,311   22.3   5,761,142   27.7 



Our Morning Foods Retail team is coming to  
turn your center store into the center of attention. 
By providing eye-catching displays, effective  
promotions and innovations, our team will  
ensure you can identify and enable sales  
opportunities in your store. Look for the Kellogg 
sales representatives in your store, coming soon. 
Learn more at centerstoregrowth.com/team.
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11.2
Increase in percentage of frozen 

muffi n volume sold with mer-
chandising support (from 26.5% a 
year ago to 37.7% during the most 
recent 12 weeks). Although heav-
ily promoted Vitalicious Vitatops 

enjoyed a big gain, dollar sales 
for the subcategory as a whole 

tumbled 14% to $4,868,586.

1929
Year penicillin, a popular treat-

ment for syphilis and other vene-
real diseases, was introduced to 
the world. Ironically, it debuted 

on Feb. 14, Valentine’s Day.

12.0%
Dollar gain by pot pies (to 

($144,036,608), one of the largest 
frozen subcategories to register a 
double-digit advance during the 
most recent 12 weeks. Top seller 
Marie Callender’s (+12.3%) paced 

the growth, but look out for 
newcomer Healthy Choice Top 

Chef Café Steamers, already the 
segment’s No. 3.

$910,303
Dollar sales racked up by 

Campbell’s Reserve frozen soup, 
one of the best performers 

among products in distribution 
less than a year. Its success com-
bined with that of another new 

entry — Amy’s Organic — helped 
offset losses by the top two 

brands in the subcategory, which 
posted a 5.3% gain. 

9
Number of frozen subcatego-
ries that drove at least 50% of 

volume with merchandising sup-
port during the 12 weeks ended 

Nov. 30. Not surprisingly, the 
four most heavily merchandised 

(pies, whip topping, stuffi ng 
and prepared vegetables) are 
Thanksgiving dinner staples.

John Soules Foods   $24,417,334   44.5   5,633,911   37.2   4,084,649   46.3 
Maxi   $12,633,130   3.6   1,533,581   4.2   4,619,772   5.3 
AdvancePierre Foods Inc   $12,190,762   (9.1)  2,646,523   (10.4)  4,165,994   (12.4)
On-Cor Frozen Foods Llc   $10,863,913   10.3   2,962,668   (1.8)  4,717,914   12.3 
Pilgrim’s Pride   $4,538,740   (13.8)  648,761   (13.9)  1,352,815   (14.9)

HNDHLD ENTREES (NON-BREAKFAST)  $559,863,104   (0.1)  169,328,544   (5.1)  176,668,928   (0.6)
Nestlé USA   $187,419,424   (12.0)  58,033,048   (15.8)  52,577,516   (11.6)
Ruiz Foods   $75,891,296   9.7   24,496,170   6.9   41,373,556   8.3 
Hillshire Brands   $43,025,880   27.6   7,932,446   37.7   14,707,420   25.3 
J.M. Smucker   $36,259,064   10.0   7,290,430   7.6   7,267,041   12.0 
White Castle   $35,372,864   35.4   6,178,654   32.4   7,713,412   31.2 
Foster Farms   $23,482,872   4.1   3,867,839   5.2   10,355,140   3.7 
Private Label   $22,045,888   2.4   9,561,034   (10.7)  6,206,650   (4.5)
AdvancePierre   $18,233,340   18.1   6,702,319   6.6   4,578,217   11.0 
Windsor Foods   $17,310,294   13.0   11,695,914   19.0   5,867,994   6.8 
Amy’s Kitchen   $14,543,642   7.2   5,567,404   8.6   2,084,397   8.5

FISH/SEAFOOD  $498,119,744   2.5   68,787,072   (2.5)  103,556,208   (1.9)
IRI is unable to supply top-10 fi sh/seafood manufacturers.

MULTI-SERVE DINNERS/ENTREES  $477,597,184   (0.8)  76,014,176   (4.7)  162,570,864   (4.7)
Nestlé USA   $188,457,360   (2.7)  24,212,136   (10.6)  67,545,328   (10.0)
ConAgra   $105,263,712   (1.4)  18,791,772   1.8   30,730,304   (1.2)
Birds Eye   $63,458,940   14.9   13,658,756   11.0   22,791,728   16.7 
Private Label   $24,793,718   (15.4)  3,080,036   (24.4)  10,219,276   (11.7)
Michael Angelo’s   $17,646,730   30.0   1,805,891   20.1   4,858,746   33.2 
On-Cor   $15,263,814   (4.1)  5,344,998   (6.2)  9,207,133   (5.5)
Gourmet Express   $9,558,776   (22.6)  1,827,444   (30.9)  3,449,710   (24.3)
Newman’s Own   $8,017,295   2.5   1,174,917   2.6   1,686,774   2.2 
Ajinomoto   $7,837,639   (19.0)  811,646   (22.7)  2,431,389   (14.8)
Contessa   $3,377,427   (52.0)  611,565   (50.2)  854,126   (50.3)

SHRIMP  $422,259,200   5.9   44,150,004   (3.7)  46,223,096   (3.8)
IRI is unable to supply top-10 shrimp manufacturers.

APPETIZERS/SNACK ROLLS  $400,931,904   (2.4)  93,689,936   (3.1)  116,919,088   (3.0)
General Mills   $120,808,336   3.5   30,463,608   (1.3)  46,707,416   2.2 
Windsor Foods   $31,020,784   (4.5)  6,138,226   (9.5)  8,718,342   (3.3)
Rich Products   $30,104,236   (13.6)  4,756,616   (21.9)  8,937,684   (16.9)
Ore-Ida   $30,001,764   4.9   7,617,647   3.3   6,829,941   1.8 
Delimex   $29,626,608   (1.3)  4,659,296   (3.0)  8,556,126   (11.1)
Private Label   $25,983,588   (0.8)  6,478,850   2.1   6,154,415   4.4 
Heinz   $19,977,318   (20.3)  3,488,568   (22.5)  3,815,080   (21.2)
Schwan’s   $13,994,304   (4.7)  3,731,373   (1.2)  3,796,727   (8.5)
Ruiz Foods   $13,877,003   (3.4)  1,905,522   (4.5)  3,809,274   3.9 
ConAgra   $10,708,496   0.9   2,245,494   8.6   1,815,601   (9.5)

PLAIN POTATOES/FRIES/HSHBRWNS  $343,319,232   (0.1)  125,244,192   (0.9)  255,086,784   0.9 
Ore-Ida   $145,249,872   (5.4)  47,598,004   (9.7)  91,639,664   (4.4)
Private Label   $125,938,928   4.8   54,094,128   6.7   113,742,672   5.0 
Alexia Foods   $20,030,224   (5.5)  5,769,229   (6.9)  8,859,576   (5.1)
ConAgra   $11,710,895   57.9   4,402,708   61.7   6,310,230   59.4 
Lamb-Weston   $9,354,867   (3.0)  3,479,200   (4.2)  7,055,766   (3.9)
McCain   $7,942,390   (15.6)  2,874,563   (17.1)  4,561,338   (16.6)
Heinz   $6,218,955   3.5   339,313   2.4   10,179,384   2.4 
J. R. Simplot   $2,945,098   (0.2)  1,546,101   0.3   3,091,082   (0.2)
Mr. Dell Foods  $2,846,082   11.1   942,895   11.5   2,031,315   9.5 
Treasure Valley   $2,105,866   (1.7)  1,117,559   (15.3)  2,256,077   (5.9)

MEAT (NO POULTRY)  $329,205,056   6.1   41,081,920   (0.9)  95,614,064   (2.6)
Private Label   $97,081,840   3.6   11,176,985   (6.9)  27,325,972   (5.6)
Jensen Meat Co.   $20,598,058   101.4   905,802   80.8   6,794,680   79.2 
Eaves Packing Co.   $20,221,560   15.1   1,768,548   13.6   4,011,717   14.7 
Quaker Maid   $13,945,965   (2.0)  2,484,395   (9.5)  3,837,081   (5.0)
Home Market Foods   $13,539,877   58.8   2,317,529   51.2   4,101,670   50.9 
Steak-umm   $11,579,686   3.7   2,010,000   2.5   2,090,699   6.0
Hillshire Brands  $11,387,519   30.5   1,438,648   28.2   1,800,817   27.6  

THE DATABANK
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TOP
DAIRY

BY BESSIE BOVINE

During the 12 weeks ended 
Nov. 30, sales of dairy products 
in supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar 

stores combined registered $18.41 billion, 
a 6.4% increase compared with the same 
period a year ago, reports Chicago-based 
market research fi rm IRI (@IRIworldwide). 
However, unit sales slipped 0.2% to 6.63 
billion and volume tumbled 2.9% to 52.96 
billion. Percentage of volume sold with 
merchandising support dropped 2.5 points 
to 33.1%.

For the  52 weeks ended Nov. 30, dollars 
jumped 4.8% to $77.74 billion, while units 
were unchanged at 28.57 billion. However, 
volume fell 2.8% to 235.86 billion, and 
volume sold with merchandising support 
dropped 1.7 points to 35.8%.

Our chart shows the largest dairy 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Nov. 30.

F A C T O I D S

193.2%
Dollar gain by salad topping/

bacon bits, largest by a dairy sub-
category with at least $1 million 
in sales. New entry Dole Salad 

Companions drove the advance, 
outselling former No. 1, private 

label, by a 2-1 margin.

230
Distance, in yards, of the world’s 

longest accurate bow shot, 
achieved by Iowa archer Matt 

Stutzman, who happens to have 
been born without arms.

507
Approximate age of the oldest 
animal ever found, an Icelandic 
clam “born” in 1499. Sadly, the 
bivalve was accidently killed in 
2006 by researchers trying to 

determine its age.

THE DATABANK
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SKIM/LOWFAT MILK  $2,203,281,408   1.4   680,624,768   (5.3)  4,326,936,064   (5.9)
Private Label   $1,429,522,048   2.9   456,146,304   (4.5)  3,071,308,288   (5.0)
HP Hood   $98,820,728   5.9   24,030,600   1.5   109,115,488   2.3 
Dean Foods   $77,674,704   (6.6)  24,853,842   (12.5)  161,933,024   (13.4)
Whitewave Foods   $73,582,200   (3.0)  15,173,982   (9.1)  67,198,640   (11.8)
Prairie Farms Dairy   $40,564,840   10.2   12,876,598   1.0   79,305,296   (0.6)
Hiland Dairy   $35,763,152   4.1   10,805,921   (3.0)  62,671,892   (4.7)
Kemps   $23,313,660   (5.3)  7,796,177   (11.3)  46,824,900   (11.4)
Organic Valley   $23,204,806   11.2   4,928,401   2.5   21,422,018   3.6 
Oak Farms Dairy   $19,229,398   11.7   5,839,943   6.6   38,134,796   7.9
Borden   $18,260,208   (23.2)  5,304,984   (29.3)  25,291,822   (36.0)

CATEGORY - YOGURT  $1,642,582,144   4.0   1,133,741,440   (0.1)  735,800,000   (0.9) 
IRI is unable to supply the top-10 yogurt manufacturers.

FRESH EGGS  $1,285,512,192   9.6   496,532,256   1.8   7,298,749,440   2.2 
Private Label   $680,348,672   10.2   286,654,496   1.4   4,135,191,040   1.7 
Eggland’s Best   $193,896,832   14.2   58,948,760   11.9   775,495,680   12.5 
Country Creek Farms   $134,245,344   35.5   49,429,860   25.1   855,878,784   30.7 
Cal Maine Foods   $34,264,912   (2.2)  10,177,402   (3.0)  218,722,560   (9.2)
Sunny Farms   $17,723,504   (37.5)  7,309,701   (39.1)  115,057,200   (39.5)
Pete & Gerry’s   $13,928,725   74.8   3,503,490   67.2   38,257,480   78.5 
Dutch Farms   $12,897,745   (16.1)  6,720,888   (26.0)  87,048,520   (22.7)
R.W. Sauder   $12,696,162   (8.4)  4,690,714   4.5   83,514,400   (13.0)
Hillandale Farms   $10,585,205   (13.5)  5,065,291   (17.3)  67,543,304   (15.4)
Donner   $9,995,860   12.6   3,828,065   (4.5)  65,376,984   3.4

NATURAL SHREDDED CHEESE  $1,136,091,392   11.9   333,086,528   (0.3)  228,402,016   1.7 
Private Label   $655,770,624   11.5   186,024,944   (2.4)  143,583,824   0.0 
Kraft   $241,659,200   10.2   74,800,808   0.5   42,527,804   2.9 
Sargento   $96,039,920   2.8   28,596,428   (10.3)  15,559,234   (9.4)
Crystal Farms   $34,302,292   20.3   11,447,021   4.6   6,689,715   8.0 
Dairy Farmers of America   $24,183,270   12.8   8,928,272   (2.4)  4,746,611   (1.0)
Schreiber Foods   $16,277,080   203.2   6,223,991   231.9   4,293,609   208.2 
Saputo Cheese   $9,991,130   2.4   2,850,265   (3.2)  1,189,660   (2.4)
Belgioioso   $6,966,677   17.1   1,675,422   14.1   565,009   11.0 
Tillamook County Creamery   $6,477,616   8.0   1,558,284   (4.7)  1,094,014   (1.2)
Dutch Farms   $5,576,256   47.8   2,300,651   37.0   1,280,941   35.7

WHOLE MILK  $992,064,256   9.5   299,015,584   1.8   1,878,793,600   1.2 
Private Label   $617,250,176   10.9   190,809,680   3.1   1,282,783,488   2.6 
WhiteWave   $42,013,620   18.1   8,767,180   9.9   38,463,860   8.4 
HP Hood   $27,395,932   14.2   6,621,620   8.7   31,548,740   9.4 
Dean Foods   $26,376,872   (1.2)  8,158,719   (8.7)  54,191,948   (9.1)
Hiland Dairy   $19,906,678   2.8   5,895,301   (6.0)  32,461,532   (7.8)
Prairie Farms Dairy   $16,515,433   26.8   5,136,161   15.6   29,897,162   11.7 
Oak Farms Dairy   $15,545,168   21.9   4,797,139   16.7   30,853,956   18.1 
Borden   $15,057,520   (19.5)  4,527,248   (26.4)  22,257,766   (32.2)
Organic Valley   $10,268,630   32.4   2,174,895   22.1   9,707,750   24.1 
Garelick Farms   $8,242,065   3.5   2,783,336   (3.7)  14,215,166   (5.4)

NATURAL CHUNKS  $867,256,128   8.8   219,455,280   1.6   156,832,688   (1.1)
Private Label   $297,129,984   6.6   77,485,744   (3.1)  63,709,008   (4.0)
Kraft   $118,277,432   7.1   37,883,392   1.2   21,550,262   0.1 
Tillamook County Creamery   $56,709,240   13.9   9,670,654   5.8   11,366,777   1.4 
Cabot Creamery   $42,788,812   8.4   11,390,302   3.4   7,534,259   2.6 
Bel Brands   $35,090,060   20.5   7,572,594   20.0   3,253,452   18.0 
Lactalis   $34,923,312   5.6   7,752,067   7.6   6,474,356   10.4 
Cacique   $23,835,680   16.3   7,100,939   10.7   5,445,426   11.0 
Belgioioso   $23,416,924   9.1   4,483,589   2.8   2,443,916   (0.7)
Crystal Farms   $21,470,454   1.9   7,897,559   (7.8)  4,225,958   (6.4)
Saputo Cheese   $10,808,113   8.6   2,327,837   0.4   1,382,783   4.4

BUTTER/BUTTER BLENDS  $760,981,440   28.9   197,554,400   (2.6)  197,283,424   (2.0)
Private Label   $364,678,720   31.4   93,477,056   (6.3)  104,964,224   (3.7)
Land O’Lakes   $252,601,280   28.5   67,039,996   5.7   60,570,024   6.1 
Challenge Dairy Products   $35,935,008   35.0   9,179,379   2.7   8,408,140   2.7 
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Keller’s Creamery   $17,535,014   (6.4)  4,952,587   (33.8)  3,520,922   (41.3)
Irish Dairy Board   $12,264,216   79.0   3,513,114   83.2   1,785,716   89.1 
Crystal Farms   $11,075,977   58.8   3,057,872   26.4   2,944,950   26.2 
Tillamook County Creamery   $9,087,979   (9.9)  1,921,400   (43.7)  1,921,400   (43.7)
Cabot Creamery   $7,439,546   18.4   1,891,070   (7.7)  1,835,139   (9.8)
Darigold   $5,141,807   16.4   1,381,058   (20.0)  1,381,058   (19.1)
Dairy Farmers of America   $3,965,234   41.5   1,161,559   20.2   664,544   10.8

ORANGE JUICE  $689,758,976   (3.8)  201,477,024   (7.6)  13,515,710,464   (8.6)
Tropicana Dole Beverages   $200,654,848   (7.3)  53,232,748   (10.2)  3,370,989,824   (13.1)
Simply Orange   $150,818,608   1.3   40,822,384   (2.8)  2,434,947,584   (2.6)
Private Label   $119,216,336   (2.6)  40,810,964   (7.6)  3,300,498,944   (8.5)
Citrus World   $89,816,720   (4.9)  25,826,694   (10.5)  1,679,842,688   (9.0)
Coca Cola   $83,961,056   (3.9)  25,598,680   (6.9)  1,738,913,792   (7.3)
Sweeney Enterprises   $8,207,706   (5.0)  3,281,905   (6.9)  193,632,400   (6.9)
Johanna Foods   $3,873,903   5.1   1,754,663   1.4   102,047,320   1.1 
Dean Foods   $3,369,478   (3.8)  1,165,103   (2.5)  90,263,840   (4.4)
Odwalla   $2,430,968   (28.6)  324,397   (48.6)  24,022,506   (30.2)
Hiland Dairy  $2,304,502   (11.0)  888,886   (14.3)  66,417,784   (13.9)

COFFEE CREAMER  $518,362,688   5.6   172,347,680   1.7   327,021,248   6.8 
Nestlé USA   $295,461,824   4.9   92,377,720   2.5   181,234,304   5.7 
WhiteWave   $145,848,608   10.3   49,844,776   6.5   92,273,784   12.5 
Private Label   $42,673,248   7.0   16,665,487   1.9   33,767,440   7.6 
HP Hood   $26,621,508   (9.4)  10,687,533   (19.9)  15,101,910   (8.5)
Turtle Mountain   $3,334,558   42.4   1,317,718   38.5   1,422,920   46.2 
Bay Valley Foods   $2,059,305   (11.1)  583,523   (11.6)  1,628,493   (10.4)
Shamrock Foods   $1,105,034   (30.3)  415,292   (32.9)  830,583   (32.9)
Darigold   $706,599   (17.9)  222,163   (27.3)  444,327   (25.3)
Hiland Dairy   $201,692   (0.4)  91,173   (0.7)  91,173   (0.7)
Borden   $122,725   226.2   48,292   211.7   96,585   211.7

PRCSSED/IMITATION CHEESE-SLICES  $447,172,416   4.3   127,521,896   (5.9)  117,531,920   (6.1)
Kraft   $253,575,504   5.1   64,980,080   (5.0)  62,200,648   (4.5)
Private Label   $121,883,136   0.4   36,909,672   (11.6)  35,321,240   (11.9)
Dairy Farmers of America   $38,255,408   3.0   16,064,717   (3.3)  11,835,175   (4.0)
Land O’Lakes   $6,354,687   12.8   947,866   2.1   1,260,749   4.8 
Crystal Farms   $5,741,883   0.8   1,490,091   (15.2)  1,439,559   (12.9)
Schreiber Foods   $3,922,311   140.8   1,492,749   215.8   1,227,431   200.0 
Galaxy Nutritional Foods   $2,890,946   (10.2)  863,782   (10.5)  393,633   (10.5)
Bongards’ Creameries   $1,862,522   21.2   216,179   3.5   453,784   1.4 
Boar’s Head/Brunckhorst   $1,754,766   41.6   287,059   30.1   143,530   30.1
Great Lakes Cheese   $1,679,604   (3.2)  1,120,303   7.1   837,771   (4.6)

NATURAL SLICES  $437,640,352   14.9   126,888,056   5.6   66,837,772   5.1 
Private Label   $178,846,336   15.0   56,304,320   4.2   30,215,084   4.2 
Sargento   $114,036,160   12.4   34,232,228   2.1   16,001,279   1.7 
Kraft   $44,329,952   12.8   14,456,664   5.7   6,943,160   6.3 
Tillamook County Creamery   $16,039,059   20.3   3,146,245   19.0   2,389,217   11.9 
Crystal Farms   $12,579,050   27.4   3,500,654   24.4   1,929,253   19.6 
Belgioioso   $9,605,622   10.5   1,468,650   2.6   1,404,903   (3.6)
Dairy Farmers of America   $8,384,579   22.9   3,004,941   11.4   1,349,414   9.8 
Boar’s Head/Brunckhorst   $6,151,334   33.3   961,855   22.5   471,594   22.5 
Land O’Lakes   $4,562,723   2.6   1,066,502   (3.2)  497,796   (3.2)
Alpine Lace   $3,648,756   (9.7)  727,955   (13.3)  388,932   (12.6)

MARGARINE/SPREADS  $383,910,304   (1.5)  174,166,160   (3.1)  238,078,432   (1.9)
Unilever Bestfoods   $222,710,656   2.0   87,859,008   1.3   132,954,176   1.3 
ConAgra   $72,391,488   (1.9)  49,664,964   (4.7)  60,361,512   (2.9)
Boulder Brands   $37,280,276   (16.2)  11,175,780   (19.2)  12,564,246   (16.3)
Private Label   $19,546,384   (8.8)  11,995,759   (10.2)  17,915,010   (9.1)
Land O’Lakes   $10,438,643   (8.6)  4,921,611   (10.0)  4,881,686   (10.2)
Earth Balance   $8,994,795   28.2   2,164,318   26.7   1,939,563   25.7 
Ventura Foods   $4,481,826   0.1   3,248,533   4.0   4,665,515   1.6 
Olivio   $4,074,076   (2.6)  1,745,009   (2.5)  1,504,452   (2.7)
McNeil Consumer Healthcare   $2,013,501   (12.4)  429,693   (15.4)  214,846   (15.4)
Heart Light   $732,157   (10.2)  301,479   (10.0)  301,479   (10.0)

-32.4%
Dollar loss by refriger-

ated breakfast entrees (to 
$10,203,802), largest among 

dairy department subcatego-
ries with at least $5 million 

in sales. Newcomer Rev from 
Hormel made a strong debut 

(it’s already No. 3), but it wasn’t 
enough to offset top-seller 

Jimmy Dean’s 64.9% shortfall.

30.1%
Dollar gain by almond milk (to 
$196,647,072), one of the larg-

est dairy subcategories to enjoy 
double-digit growth. However, 

the product it replaced in 
many households, soy milk, 

saw its sales tumble 12.4% (to 
$70,007,704), making it one of 

the largest subcategories to reg-
ister a double-digit loss.

31.5
Percentage points separat-
ing butter dollar sales gains 
(+28.9%) and volume losses 

(-2.6%), as prices near all-time 
highs. Surging exports — and 
new research that proves but-

ter’s not so bad for you after all 
—  deserve much of the blame.

$3,597,646
Dollar sales racked up by 

Pillsbury Dessert Melts cookie 
dough, one of the best perfor-
mances by a refrigerated prod-
uct in distribution less than a 

year. Its success combined with 
double-digit gains by a couple 
of other Pillsbury sub-brands 

(and private label) helped grow 
the subcategory 2.8%.

3%
Percentage of pet owners who 
give Valentine’s Day presents 

to their furry friends. Average 
amount spent: $4.52.
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TOP
DELI

BY DELANO DELI

Sales of deli products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined topped $5.78 billion 

during the 12 weeks ended Nov. 30, an 8.8% 
increase compared with the same period 
a year ago, reports IRI (@IRIworldwide), a 
Chicago-based market research fi rm. Units 
rose 1.8% to 1.52 billion, but volume was 
down 0.1% to 1.39 billion. Percentage of 
volume sold with merchandising support fell 
1.2 points to 33.7%.

For the 52 weeks ended Nov. 30, dollars 
jumped 8.1% to $24.91 billion, while units 
climbed 1.6% to 6.70 billion. Volume 
expanded 1.0% to 6.25 billion, but volume 
sold with merchandising support dropped 
1.9 points to 34.7%.

Our chart shows the largest deli 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Nov. 30.

F A C T O I D S

3.6%
Dollar gain by refrigerated pasta/
noodles (to $82,554,055), thanks 
mostly to No. 2 Giovanni Rana’s 
136.1% jump. A strong debut by 

newcomer Three Bridges (already 
No. 6) didn’t hurt either — and 

highlighted growing demand for 
natural, organic and gluten-free 
options in the deli department.

-18.8%
Dollar loss by peppers/pimentos/
olives (to $1,658,876), largest in the 
deli department. Top seller private 

label’s 97.6% gain wasn’t enough 
to offset defi cits by the remaining 
top fi ve, including No. 2 DeLallo’s 

50.2% shortfall.

1928
Last time a Republican (Herbert 

Hoover) won the presidency
without either a Bush or a Nixon 

on the ticket.
 

SLICED LUNCHMEAT  $1,271,162,752   6.2   381,864,384   (1.8)  274,098,752   (2.4)
Kraft  $461,822,016   4.3   126,938,064   (3.1)  107,036,280   0.2 
Private Label   $231,435,264   10.0   59,182,416   0.2   43,312,544   (6.9)
Hillshire Brands  $151,098,736   8.9   39,472,292   (3.4)  24,794,068   3.0 
Land O’Frost   $97,012,152   (2.7)  24,602,226   (10.0)  20,753,296   (11.9)
Bar-S   $43,810,852   4.3   24,836,062   1.1   22,107,478   0.2 
Carl Buddig & Co.   $36,579,600   14.0   29,503,124   3.2   7,611,625   8.8 
Hormel Foods   $29,259,836   10.2   8,698,936   12.3   4,460,531   8.6 
Armour Eckrich Meats   $26,112,636   10.9   10,422,579   12.9   7,321,323   9.7 
Applegate Farms   $22,960,292   37.9   4,285,241   38.6   1,665,590   37.5 
Greenwood Packing   $13,085,285   (1.6)  8,396,056   (13.1)  3,927,220   (13.7)

UNCOOKED MEATS (NO POULTRY)  $1,036,271,744   21.5   139,998,352   (2.1)  235,474,240   (3.7)
Private Label   $523,318,400   30.7   72,783,936   3.7   128,315,264   (0.1)
Cargill Meat   $119,053,584   13.4   14,935,714   (15.8)  26,360,300   (8.2)
Tyson Foods   $108,923,840   6.7   15,251,997   (12.3)  24,502,558   (17.5)
Tyson Fresh Meats   $87,232,992   37.3   10,017,392   9.1   18,695,558   12.6 
FPL Food   $36,511,292   11.2   4,518,101   (12.9)  7,641,002   (14.2)
Hormel Foods   $32,140,856   (8.8)  4,249,499   (21.0)  5,781,375   (19.4)
Laura’s Lean Beef   $20,108,740   13.3   2,759,742   0.3   2,809,900   1.5 
Interstate Meat   $12,146,565   17.6   1,698,973   (0.7)  2,641,467   (2.0)
National Beef   $8,586,524   3.1   749,624   (23.8)  2,134,172   (28.6)
Meadow Buffalo   $7,719,587   6.7   795,512   5.0   820,936   5.2

SLICED BACON  $1,014,328,064   4.9   218,950,304   7.9   204,643,408   9.3 
Private Label   $229,680,784   9.5   52,258,408   13.0   50,113,976   16.6 
Kraft   $190,931,360   0.8   37,517,572   1.9   31,115,296   3.9 
Hormel Foods   $110,159,232   (4.2)  18,871,076   (6.1)  16,586,628   (5.9)
Wright Brand   $75,700,408   (6.4)  7,234,490   (9.1)  15,290,468   (9.9)
Smithfi eld   $56,652,308   40.6   14,175,567   52.4   14,592,856   60.8 
Farmland Foods   $50,577,024   3.2   11,224,620   5.5   11,035,644   4.8 
Gwaltney of Smithfi eld   $28,408,928   0.8   8,186,056   8.5   7,008,507   6.2 
Tyson Foods   $27,131,990   32.4   7,801,827   47.1   6,872,247   52.5 
John Morrell & Co.   $23,374,728   1.0   6,735,448   (1.8)  5,159,430   1.5 
Bar-S   $22,006,586   (15.7)  6,351,782   (14.6)  5,040,513   (14.5)

DINNER SAUSAGE  $733,903,360   11.1   184,827,808   2.9   197,581,968   2.2 
Johnsonville Sausage   $142,658,768   8.6   32,553,484   (2.3)  34,550,884   (1.4)
Hillshire Brands   $141,415,968   6.6   39,374,704   0.3   36,819,644   0.6 
Private Label   $76,955,520   19.3   17,538,042   (0.2)  19,956,024   4.8 
Armour Eckrich Meats   $58,180,428   23.6   19,019,222   20.3   19,072,976   17.8 
Premio   $19,975,216   8.4   3,435,286   (11.0)  4,751,780   (13.7)
Aidells   $17,973,488   20.5   3,069,173   18.6   2,301,880   18.6 
Bar-S   $13,725,123   18.1   2,785,514   10.6   6,385,888   11.9 
Conecuh Sausage Co.   $11,213,880   28.4   2,160,661   15.4   2,580,374   18.9 
Kayem Foods   $10,849,874   19.8   2,350,798   17.6   1,798,087   16.7 
J&B Sausage Co.   $8,593,854   24.7   2,256,808   23.5   3,042,676   21.1

FRANKFURTERS  $505,140,480   3.8   187,673,984   (2.0)  194,858,736   (2.5)
Hillshire Brands   $119,212,064   4.7   29,798,010   (2.2)  32,309,234   (8.2)
Kraft   $95,901,136   (2.0)  29,321,470   (8.4)  30,406,724   (10.1)
Bar-S   $72,164,968   5.2   58,601,952   0.5   53,939,964   1.8 
ConAgra   $37,375,444   5.0   6,843,360   (10.9)  6,371,711   (7.4)
Nathan’s Famous   $32,490,764  *  7,018,908  *  6,787,024  *
Private Label   $16,328,563   (5.0)  5,092,905   (22.1)  7,457,005   (12.5)
Gwaltney of Smithfi eld   $14,777,649   (3.8)  8,335,885   (0.4)  11,029,914   4.5 
Armour Eckrich Meats   $10,656,831   18.7   6,050,015   20.8   5,327,426   21.3 
Kayem Foods   $5,921,782   2.1   943,284   (8.3)  1,271,125   (11.0)
Specialty Foods Group   $1,244,047   (96.4)  677,643   (91.9)  574,746   (93.0)

BREAKFAST SAUSAGE/HAM  $417,670,208   8.9   111,817,728   (3.8)  100,563,400   (3.7)
Hillshire Brands   $137,341,264   1.2   32,320,698   (15.1)  30,553,152   (12.9)
Johnsonville Sausage   $46,226,056   22.1   12,728,502   12.8   9,473,424   11.7 
Bob Evans   $44,916,716   (1.0)  11,354,364   (18.1)  10,810,299   (16.1)
Private Label   $38,683,016   26.3   12,344,088   12.8   10,187,546   13.4 

* Product has been in distribution less than a year.
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Part of the Trion® Shelf Works® System of Cooler and Storewide Merchandising Solutions.

Built-in Manual Feed
Optional Label/Flag Holder

Adjustable Width
Breakaway Lengths

Built-in Handles
Built-in Ventilation

Paddle Extenders
Sidewall Extenders

Proudly Made in the U.S.A.

Trion® Cooler Merchandising

AMT™ Adjustable 
Merchandising Tray

Organize Chaos, Increase Sales

Built-in Manual Feed

Designed for yogurts; dips; spreads; puddings, gelatins 
and snacks; ice cream and sherbet; instant soup cups; 
microwave single-serves; food-to-go offerings, tubs, 
bottles and other diffi cult to organize products.

 Small AMT adjusts from 211/16" to 35/16" wide for
4-6 ounce yogurt cups and similar small products.

 Medium AMT adjusts from 35/16" to 315/16" wide for
5-6 ounce greek yogurt cups and mid-range offerings.  

 Large AMT adjusts from 4" to 45/8" wide for tub, pint, 
11/2 pint, ice cream and large containers.

 Width adjusts in 1/8" increments and locks in place.
Two breakaways allow easy adjustment in the fi eld 
from standard 22" length to 20" and 18."

 Built-in manual feed allows trouble-free forwarding 
and facing of products for increased sales and profi ts.

 Trays lift out for rear restocking and proper rotation.

 Durable, easy-clean plastic construction for long-life, 
even under heavy use and in harsh environments.

 Optional plain-paper label, sign and fl ag holder 
provides a protected home for product and price 
information and improves promotional opportunities.
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REFRIGERATION

THE GREAT 
DIVIDE
Are you looking in the right places 
for unbiased opinions about your 
systems and refrigerants? 

BY KEILLY WITMAN

One of the first things I 
learned about refrigerants 
and supermarkets is that 

there is never one right answer, 
regardless of the question.

Doors on cases? It depends on 
lots of factors, including the case 
contents, the types of shoppers that 
frequent your store, how old the 
cases are, and, perhaps most im-
portant, how much deference your 
management gives to your merchan-
dising people.

Best type of refrigeration system? 
It depends in part on the layout of 
the store, the location of the store, 
the amount of money available, and, 
it seems, a lot of hearsay about the 
downfalls and dangers of the various 
types of systems that you yourself 
have never tried.

I could go on and on. You name 
an issue in commercial refrigera-
tion, and I’ll tell you that the answer 
depends on X, Y, and Z.

TWO MAIN CAMPS
One of the most polarizing issues 
in our industry is the right strategy 
for approaching the environmental 
harm caused by refrigerant emis-
sions. !ere are two main camps: 
those who believe that the answer 
to this problem is leak tightness and 
those who believe that the answer 
lies in environmentally friendlier 
refrigerants.

!e leak tightness camp proclaims 
readily and willingly that the refrig-
erant is not the problem. It doesn’t 
matter if a specific refrigerant harms 
the ozone layer or if it is the most 
potent global warming gas on the 

planet. If the refrigerant doesn’t leak, 
it doesn’t cause any harm. !erefore, 
we shouldn’t regulate refrigerant 
type; we should install commercial 
systems that never leak and make 
sure that service techs are trained in 
best practices.

!e people who believe that the 
answer to the harm caused by refrig-
erant emissions lies in using refriger-
ants that are not harmful will tell you 
that there is no such thing as a leak-

tight system. !ey point out that re-
frigerant emissions are often outside 
of human control. Components fail 
without warning. Natural disasters 
result in catastrophic leaks. Copper 
theft can cause a store to lose its en-
tire charge overnight. !ey also refer 
to human error. I myself am fond 
of mentioning the inattentive high 
school forklift driver who bangs into 

a display case. I have no idea whether 
high schoolers are even allowed to 
drive forklifts in supermarkets, but 
I keep using this example because I 
think it gets the point across. 

So what’s the answer? I’d like to 
say “it depends.” But this is an issue 
where “it depends” doesn’t really 

work. It boils down to your funda-
mental world view, similar to wheth-
er you believe that guns kill people 
or that people kill people, or perhaps 
more aptly, whether the answer to 
our energy future lies in renewables 
or cleaner fossil fuels. Needless to 
say, though I’m saying it anyway, 
there is a lot of money at stake in all 
of these areas. 

Not surprisingly, many chemi-
cal manufacturers and the associa-
tions that represent them belong to 
the camp that professes that the 
refrigerant is not the problem. As 
the EPA focuses more on low GWP 
refrigerants, this camp will become 
more vocal about the need to better 
communicate best practices for leak 
tightness and leak prevention, the 
need for more training, and better 
enforcement of Section 608 of the 
Clean Air Act. !ey don’t want to 
seem blind to the problem, so they’ll 
focus the blame for the environmen-
tal harm somewhere other than on 
the refrigerant.

CHOOSING SIDES
Also not surprisingly, many envi-
ronmental organizations belong to 
the camp that believes that refriger-
ants will always leak, so the industry 
needs to move to refrigerants that 
do not harm the environment when 
emitted. !is camp often makes 
broad, sweeping pronouncements 
about what everyone in the indus-
try is doing wrong, without o"ering 
much in the way of concrete solu-
tions to the hurdles that stand in the 

way of adopting environmentally-
friendlier refrigerants.

!ough I find systems manufac-
turers to be more agnostic, their 
agnosticism mainly comes from their 
desire to sell to all end-users regard-
less of their own opinions. Most of 
these manufacturers will, however, 

End-users trying to !gure out what is best for 
their stores gather information from people 
who are trying to sell them something.

Keilly Witman
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REFRIGERATION

One of the most polarizing issues 
is the right strategy for dealing 
with refrigerant emissions.

suggest that you try to reduce your HFC charge as much 
as possible and that you invest in a system that prevents 
HFC refrigerant leaks. ! ey o" er refrigeration systems 
that reduce the amount of HFC refrigerant needed by 
anywhere from 75%-90%. ! ey also o" er systems that use 
only natural refrigerants. Depending on how they posi-
tion themselves in the market, they will focus more or 
less on these attributes as the key for your preparation for 
future regulations and market developments. However, 
if an end-user comes to these manufacturers wanting 

the leakiest type of system that uses the most 404A they 
can pump into it, most will also gladly sell that type of 
system. ! ey might even take this end-user out to dinner 
and gladly agree that all this environmental nonsense is a 
load of hogwash.

If you get the impression that I feel this is an area 
where beliefs have a lot to do with money, you’d be ab-
solutely right. Cynical? Maybe. I prefer the term bluntly 
realistic. ! e term “cynical” suggests that I feel there is 
something wrong with all parties in this industry try-
ing to make a living. I don’t 
see anything at all wrong 
with that.

! e problem in this situ-
ation is when end-users, in 
trying to fi gure out what is 
best for their stores, gather 
information from people who 
are trying to sell them some-
thing and never ask them-
selves whether they are being 
presented with the whole 
picture. What ba#  es me is 
that these end-users are usu-
ally the types of people who 
consult Consumer Reports or 
some other neutral source of 
information before purchas-
ing a fl at screen TV. ! ey ask 
their friends who have fl at 
screen TVs for their opin-
ions on the pros and cons of 
various models. ! ey under-
stand that the fl at screen TV 
salesperson may be trying to 
push one particular model or 
another based on the amount 
of commission he or she 
stands to earn. Yet when it 

comes to million-dollar decisions related to refrigerants 
and refrigeration systems, decision-makers rely on infor-
mation from people who have a vested monetary interest 
in their decisions. 

GREENCHILL: A GOOD SOURCE
! e best source of neutral, user-friendly information 
that I know of is the EPA’s GreenChill Partnership. Lest 
you think that this organization escapes my cynical 
or bluntly realistic viewpoint, I readily admit that this 
neutrality is mostly due to the competitors that belong 
to the partnership keeping each other honest. ! e vari-
ous best-practice guidelines, for instance, are written by 
groups of competitors. Any hint that a team member is 
trying to swing the document in his or her company’s 
favor is gleefully pointed out by multiple parties. Yes, 
there are situations where a whole group of competitors 
have the same economic interest, but the guidelines are 
peer reviewed by end-users and other industry stake-
holders, too. ! ey then go through a lengthy process of 
EPA review, where the pressure to eliminate anything 
that resembles a defi nitive statement is great. Neverthe-
less, the result of this whole process is a set of pretty 
good guidelines. ! e guidelines don’t answer all of your 
questions on any one topic, but they do point out the 
questions that you should be asking yourself and anyone 

who is trying to sell you 
something.

As long as end-users 
rely on salespeople for the 
information they use to 
make million-dollar deci-
sions about which system 
to install in a new store or 
which refrigerant to use as 
their standard, this whole is-
sue will, in fact, boil down to 
“it depends.” Unfortunately, 
in this case, the factors in 
the “it depends” equation are 
who you get your information 
from, what they are trying to 
sell you, and how much of it 
they are trying to sell. 

Keilly Witman (keilly@
kwrms.com, 202-817-4430) 
is the owner of KW Refriger-
ant Management Strategy 
and former head of EPA’s 
GreenChill Partnership, which 
she launched in 2007 and 
led until 2013. She is a con-
tributing editor at Frozen & 
Refrigerated Buyer. 

FOR MORE
INFORMATION… 

The GreenChill Partnership’s best practice 
guidelines on R-22 retro! ts, leak preven-
tion and repair, and installation leak tight-
ness are available at http://www2.epa.gov/
greenchill/reports-guidelines-and-tools. 
Other useful tools include the GreenChill 
Financial Impact Calculator for Supermar-
kets, which calculates how many gallons of 
milk you have to sell to pay the cost of your 
refrigerant leaks, and GreenChill’s Refriger-
ant Receiver Level Tracking Chart.



carolinacoolfoods.com
For more information contact Joe D’Alberto at (704) 227-7447 or jdalberto@acosta.com

The Southeastern Frozen & Refrigerated Conference 
is a Comprehensive Event including:

• Retailer Business Meetings with Manufacturers
• Emerging Trends Expo

• New Item Sampling Gala and Café
• Informal Meeting Opportunities

April 29 – May 2, 2015

S O U T H E A S T E R N

C O N F E R E N C E
Frozen & Refrigera!ed

Navigating the 
Changing Landscape
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JOHNNY’S COLUMN

ARE YOU IN FAVOR OF
PLANOGRAM
EXECUTION? 
Not getting it right can cost you sales and profi ts. 

BY JOHNNY HARRIS

Following yet another Tampa Bay Buccaneers loss 
in its 0-14 inaugural season, a reporter asked Coach 
John McKay what 

he thought of his team’s 
execution. “I’m in favor 
of it,” he said. 

Creating plays and 
planograms is one thing. 
Executing against them is 
quite another. Fact is, not 
having good planogram 
compliance can cost you 
lost sales and gross profi t. 
So… how good a job are 
you doing? How do you 
measure it? How accu-
rately, and how often? 

As with football you 
need to get it right everywhere at once — whether your 
planograms are store-specifi c, regional or the same across 
the whole chain. A lot of time, money and e" ort go into 
creating planograms to max out sales and profi ts. But 
it’s all about execution, and that’s where many retailers 
fumble inside the 10-yard line. 

Here’s a little advice based on what I’ve experienced 
over the years. I hope it helps. 

1. Keep basic store layouts the same across the chain. 
Customers get used to knowing where to fi nd the 

cheese, the produce and the frozen food aisle. If they 
visit another of your stores 20 miles away, don’t give 
them a magical misery tour. 

2. Understand that when your tra$  c fl ows to the right 
your planograms should be opposite from those 

found in stores where tra$  c fl ows to the left. And by 
the way, check your planograms in-store against what 
the space management folk worked out. It’s amazing how 
often shelf sets can be exactly backwards compared with 
what’s on the planogram. 

3. If something just seems dumb to you, bring it up 
with those space management folk. Ask about the 

numbers on sales velocity and profi ts and facings. ! ey 

aren’t always right, but don’t just go freelance and change 
planograms because of what you think you know. Sam 
Walton once said that your biggest danger is not in what 
you don’t know, but in what you think you know but isn’t 
true. So…. ask! In my early days we didn’t have the luxury 
of data — we pretty much fl ew blind and I recall going 
out to stores with a pencil and a sheet of paper to draw 
up planograms mostly o"  gut instinct. We should all be 
happy we’re past that! 

4. Be as consistent as possible about where you mer-
chandise private label. I always liked to have my 

private label seen fi rst in the tra$  c fl ow. Others like it 
between two brands, or to the right or left of the leading 
brand. You can still give your set team leaders the author-
ity to move things around occasionally, like when private 
label seems to be hidden in a blind spot. Never say never. 
Flexibility is required sometimes, so don’t micromanage. 

5. If you’re doing regional or chainwide planograms, 
don’t force the same number of facings of a given 

SKU if it doesn’t make sense. Can’t tell you how many 
times I see three facings of, say, boysenberry yogurt, when 
one will do. ! e only thing overstocking like that will do 
is run up reclaim.   

6. Don’t let vendors or brokers decide what your 
planogram should look like. ! ey can make recom-

mendations, and be truly helpful with good insights. But 
don’t let them have the fi nal say. ! ey may say “I give you 
huge amounts in slotting and promo money,” but the 
fi nal decision is yours. Vendors and brokers just naturally 
have a bias to their own products, and I don’t fault them 
for that. But I’m aware of it, and do what’s best for us and 
our customers. No planogram ever went out to the stores 
without my signature on it. 

7. Work with vendors and brokers if they can help get 
you speed to shelf. ! at’s important to everybody. 

Nothing justifi ably irritates vendors more than paying for 
100% shelf compliance on a new product, and then seeing 

Nielsen numbers saying you achieved 80%. Store labor 
is always  a problem. Even though cycles for resets and 
category reviews are getting shorter, doing a quick fi x on 
a planogram to cut in a new item shouldn’t take an act of 
Congress. 
Johnny L. Harris, president of Johnny L. Harris Consult-
ing, LLC, Fort Mill, S.C., can be reached at 803-984-2594 
or at cmer0002@gmail.com. 

JOHNNY HARRISJOHNNY HARRIS

Check your planograms in-store 
against what the space management 
folk worked out. It’s amazing how often 
shelf sets can be exactly backwards.
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TOP DOGS SPEAK

TOP 
DOGS 
SPEAK
Selected out-takes from 
recent conference calls with 
securities analysts, courtesy 
of SeekingAlpha.com. 

KROGER  
From Dec. 4 third quarter conference call. 
Mike Ellis, president & COO: In natural foods… you’re 
fi nding more and more products in the dairy category. 
We just introduced a new line of Simple Truth lunch-

meats. ! ere’s a lot of activity and we’re 
still fi nding so many of our custom-

ers that didn’t shop natural foods are 
beginning to migrate over to that busi-
ness, which has been really, really good 
for us… Our customers are very clear 

they don’t want to have to pay a premium 
for natural and organics. And we’re trying to 

make sure that we have where they can get a good quality 
product at a price that’s comparable to the non-organic 
brands and in some cases actually the same price.
Mike Schlotman, CFO, senior vp: 
We are really pleased with private label sales… all the dif-
ferent brands really performed well, whether it’s Simple 
Truth or Private Selection. Kroger brands in the third 
quarter represented 27.3% of total units and 25.8% of 
sales dollars. ! at’s without fuel and pharmacy.

UNITED NATURAL FOODS 
From Dec. 4 fi rst quarter conference call. 
Steve Spinner, president & CEO:  Another signifi cant 
driver of our gross margin decline was continued high 
levels of supplier out-of-stocks… representing approxi-

mately $20 million in lost sales. 
! ese issues occurred primarily 
across the chilled category with 
organic milk and milk byprod-
ucts driving most of the chilled 
increase. ! e chilled category 
represented approximately 40% of 

our total increase in out-of-stocks during the quarter… 

Higher out-of-stocks also resulted in higher inbound 
freight expense… If we contract for a full truckload 
of freight to be picked up from a supplier which is say 
45,000 pounds and we send that truck… and there are 
only 28,000 pounds but we’ve already committed to pay 
a 40,000 pound rate, we are paying for that full truck 
whether there are 18 pallets, or 12 pallets. We will obvi-
ously change some of our practices to prevent that from 
happening in the future.

SUPERVALU
Jan. 7 second quarter conference call. 
Sam Duncan, president & CEO, in response to a ques-
tion about how Supervalu will respond to the Delhaize’s 
sale of 66 Bottom Dollar Stores to ALDI in Pennslvania:  
We compete very well with ALDI. We 
will gladly take 
them on any-
time anyplace. 
! at’s not an issue with us. ! ose Bottom Dollar stores, 
a lot of those were very high rents. We were looking at 
some of those locations before Bottom Dollar and we es-
tablished our rate that we would pay and then they came 
in above us and paid some very high prices. So we’ll see 
how that all unfolds but we’ll gladly take them on.

COSTCO
Dec. 10 fi rst quarter conference call.  
Richard Galanti, CFO, asked about the potential 
growth of organic and natural: I think we can do a lot 
more. ! e supply chain is improving and increasing 

everyday not 
just for us… In 
two years (the 
United States) 
has gone from 

about $1.4 billion to close to $3 billion in organic and 
that’s with supply constraints… ! ere are a couple of 
positives for our view.

One is it’s not always a substitute sale… ! e fi rst $25 
million of fresh organic ground beef we did a year and 
a half or so ago on a multi-hundred million dollar fresh 
ground beef program… 80% of it was to existing mem-
bers that historically didn’t buy ground beef from us 
because they buy organic. And so that was added sales. 
! e other positive is generally in the retail business. Or-
ganic is high — it was always a higher price point. But it’s 
also generally the higher margin items… We can gener-
ally make a little bit better margin and save the customer 
more and have a higher price-point item. So again it’s 
growing. It’s a $3 billion business. I can’t tell you how 
quickly it will grow, but it’s growing certainly faster than 
our topline overall.

meats. ! ere’s a lot of activity and we’re 
still fi nding so many of our custom-

they don’t want to have to pay a premium 

We compete very well with ALDI. We 



“Quite possibly, the most 
delicious and convenient gluten 
free snack ever to hit the frozen 

foods section.”
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CONAGRA
Dec. 18 second quarter 
conference call. 
Tom McGough, president, 
consumer foods: ! e overall 
(frozen) category has been 

down… ! ose declines have 
been concentrated primarily 
in the nutrition segment. ! e 
premium and value segments 
are relatively stable and that’s 
where our two largest brands 
are positioned… We captured 
the No. 1 share position in 
single-serve meals last quarter 
and we actually extended our 
share of leadership this quar-
ter… ! is second quarter we 
posted the highest profi t we 
ever have in the second quar-
ter on our frozen portfolio… 
We continue to invest to grow 
Marie Callender’s and we’ve 
achieved great results not only 
in our single-serve meals but 
in the other platforms. We 
had a great holiday season on 
frozen desserts and our frozen 
multi-serve platform contin-
ues to grow… ! e nutritional 
segment is challenged and 
we are building share in that 
segment with Healthy Choice. 
We’re posting very strong 
gains on Café Steamers and we 
continue to build our busi-
ness around that platform. We 
introduced a line called Simply 
Steamers this quarter… made 
with no artifi cial ingredients 
and 100% all-natural chicken. 
And it’s really on trend with 
the desire from consumers of 
minimally processed foods. 
We also price those at a higher 
price point, and that resonates 
with the consumer despite the 
higher price point. 

GEN Y STILL LIKES  CENTER STORE
Millennials haven’t written off frozen and refrigerated 
foods. Not by a long shot. But work needs to be done. 

Who says frozen and refrigerated foods are on the 
downswing with Millennials? Of the top 20 cat-
egories where a greater percentage of Millennial 

households make purchases versus their Boomer counter-
parts, seven are in the frozen and refrigerated sector. 

“! at’s pretty remarkable in and of itself,” says Todd Hale, 
principal of Cincinnati-based Todd Hale LLC. Hale, former 
senior vp of consumer and shopper insights with Nielsen, 
adds that “When you consider the trouble grocers have with 
center store, driving trips and connecting with di" erent gen-
erations, this is an opportunity to fi gure out how to leverage 
those categories to draw in shoppers who are going to be with you for a long time.” 

Hale created a chart using Nielsen content outlining the di" erences in pur-
chase behavior among the Greatest Generation (65+ years), Boomers (50-64), 
Generation X (35-49) and Generation Y (18-34). ! e chart, shown here, high-
lights the di" erences between Boomers and Generation Y in the categories with 
the greatest gaps. For comparison, the chart also includes data for all 20 catego-
ries and all four age groups. 

It’s important to note that Millennials are eating fewer at-home meals than 
other generations, according to Hale. He cites data from NPD Group showing 
that this is especially true for breakfast and dinner meals, where at-home meal 
frequency is highest. 

Unfortunately, supermarket format innovation is largely ignoring the center 
store, Hale notes. He suggests that it may be time to convert some trade spending 
to capital expenditures on fi xturing and merchandising, to add excitement and 
draw more shoppers. 

Categories with Stronger Buyer
Attraction for Millenials than Boomers 

Difference in percent of segment population buying category annually.  
 U.S. GREATEST    DIFF
CATEGORY HOUSEHOLDS GEN BOOMERS GEN X GEN Y Y VS. B
Sanitary Protection 46.7 30.7 35.1 64.9 67.3  32.2
Disposable Diapers 16.7 7.1 11.3 18.0 35.5  24.2
Baby Food 13.2 6.9 10.4 13.8 24.1  13.7
Fruit-Dried 64.7 60.3 61.0 67.2 74.4  13.4
Breakfast Foods 78.0 63.6 74.8 86.9 87.2  12.4
Shaving Needs 61.7 44.8 59.4 69.7 71.8  12.4
Baby Needs 29.5 22.7 27.2 29.9 39.6  12.4
Family Planning 5.5 1.0 2.4 7.1 14.4  12.0
Yogurt 80.0 73.1 76.9 84.4 87.9  11.0
Juices/Drinks-Refrig 74.0 66.8 71.0 79.4 80.8  9.8
Cosmetics 56.8 53.1 53.4 61.4 62.8  9.4
Grooming Aids 60.9 49.8 59.0 66.5 67.9  8.9
Soft Drinks-Non Carb 65.0 49.9 63.0 74.1 71.7  8.7
Gum 55.0 38.3 52.8 65.9 61.5  8.7
Pizza/Snacks-Froz 79.7 70.2 77.4 86.0 86.0  8.6
Breakfast Foods-Froz 64.4 57.9 61.6 70.7 69.6  8.0
Juices/Drinks-Froz 22.5 17.4 20.4 25.7 27.7  7.3
Meal Starters-Refrig 8.7 4.0 6.7 11.3 14.0  7.3
Dough Products-Refrig 68.7 60.2 66.9 73.7 73.9  7.0
Deodorant 74.0 58.7 72.8 82.1 79.7  6.9
Source: Nielsen, 52 weeks ended Dec. 28, 2013

Todd Hale



As if it weren’t enough that Blount Fine Foods has 
more than quintupled its sales in the past dozen 
years to dominate the refrigerated fresh 

soup category, it is expanding. Again.  
This year, Blount will add another 

50,000 square feet of production space 
at its Fall River, Mass., headquarters. It is 
also seeking production and distribution 
space in the Southwest to better serve its 
West Coast customers. This comes after a 
tripling of production space in 2004, and 
another doubling of space in 2011. 

So what’s up? The short answer is that the 
company has repeatedly delivered on a key 
promise to customers: if they’d upgrade their 
soups to premium Blount products, they’d 
sell more. And Blount has delivered with 

premium quality soups  — 

shipments. 
Rarely does a single vendor 

so dominate a category that 
it accounts for more than 
half of all sales at retail. But 
with its Panera and Legal 
Sea Food brands, along 
with its Blount soups and 
private label products, the 
company has done just 
that. And it is growing at a 
pace about 10 times ahead 
of the category average. 

There are good reasons why 
this is happening, and why 
more retailers and foodservice 
operators rely on Blount for 
not only premium soups but 
side dishes as well. For starters, 

its customers rather than Wall 

directors. That’s key. 
Bob Sewall, exec vp of sales 

and marketing, made it a habit starting 20 years ago to 
listen to what his customers’ needs were instead of just 
talking up existing products. He’d ask Todd Blount, then 
product manager and now president, to come up with 

The company, until then known as a regional 
seafood chowder maker, slowly built a reputation for 

collaboration, leadership and innovation. 
Soup sales grew. Sewall and Blount 
took risks, focused relentlessly on 
R&D to innovate, and built customer 
relationships. 

It’s been a winning recipe. In 
recent years, there have been strategic 

Blount Fine Foods has become known 

development company. 
It’s also become known as a leader in 

sustainability, supply chain management 
and conservation, among others. Let’s take a look at 

a few of these individually. 

Sustainability. In addition to recycling 250 tons of 
cardboard and paper each year, Blount’s energy 
management programs have installed variable 

solar power and variable speed drives that provide 
energy savings of more than 392,000 kwh per year. Its 

programs reduce green house gas emissions by more 
than 300,000 pounds annually. 

Supply chain management. As part of its SQF (Safe 

greater transparency and accountability of its 
suppliers, especially those providing food ingredients. 
It maintains strict standards for all suppliers and puts 
key vendors through audits to ensure compliance. 

Conservation. Blount ensures that its clams are 
managed by one of the most successful federal 
Individual Transferable Quota systems, based 
completely on a sustainable science model. The 
company is a member of the Ocean Trust and 
company vice president Steve Blount served as 
chairman of the National Fisheries Institute’s Clam 
Committee that focuses on sustainability. 

Blount to Expand (Again)
Award-winning company will expand main plant

and seek production & warehousing in the Southwest. 

ADVERTORIAL

Bob Sewall

Todd Blount

years to dominate the refrigerated fresh 

West Coast customers. This comes after a 
tripling of production space in 2004, and 

So what’s up? The short answer is that the 
company has repeatedly delivered on a key 
promise to customers: if they’d upgrade their 
soups to premium Blount products, they’d 

collaboration, leadership and innovation. 
Soup sales grew. Sewall and Blount 
took risks, focused relentlessly on 
R&D to innovate, and built customer 
relationships. 

recent years, there have been strategic 

Blount Fine Foods has become known 

development company. 
It’s also become known as a leader in 

sustainability, supply chain management 

Blount has repeatedly delivered on a 
key promise to customers: if they’d 
upgrade their soups, they’d sell more.

Blount Fine Foods



28 www.frbuyer.com  JAN/FEB 2015

Car manufacturers know it. So do mak-
ers of tablets and laptops. Even the 
ex-mayor of New York City is on board, 

though his plan to outlaw super-size soft drinks 
was eventually rejected. Add Walmart to the 
list of companies that have all come to the same 
conclusion: bigger isn’t always better. 

Coming o"  seven straight losing quarters, the 
Bentonville, Ark.-based retail giant posted its 
fi rst comparable-store sales gain at the end of the 
third quarter Oct. 31. ! e modest 0.5% increase 
was driven largely by a 5.5% jump in sales at the 
company’s small-format Neighborhood Markets, 
which have enjoyed positive comps for three 
consecutive quarters (fourth quarter results will 
be released this month). 

In fact, the “small-mart” format has proven so 
successful, the company doubled its expansion 
plans for fi scal 2015. ! e 600th Neighborhood 
Market opened its doors Jan. 28 in Monroe, 
La., one of 100 opened in less than four weeks. 
Rollouts will continue in fi scal 2016 at a pace 
similar to or 
slightly ahead of 
this year (180 to 
200 new units). 
However, for-
mer Walmart 
U.S. CEO Bill 
Simon said at 
the company’s 
annual meet-
ing last sum-
mer that it has 
a “clear vision” 
for up to 2,000 
Neighborhood 
Markets.

While super-
centers will re-
main Walmart’s 
bread and 
butter, smaller 
formats help 
meet rising 
demand for 
“more conveni-
ent value,” especially in the face of growing 
challenges to the chain’s price leadership. As one 
executive explained recently, a savings of just 
10% may not be worth the hassle of driving to a 
supercenter and standing in a long check-out line 
when there’s a dollar store closer to home that’s 
still pretty cheap. So better locations, the ability 
to get in and out quickly and improved customer 
service are all part of the plan.

Walmart
Wins... Small
After third-quarter comps rose another 5.5%, 
Walmart opened 100 new Neighborhood Markets 
in a span of just four weeks. But could these small 
formats be doing even better?

BY DENISE LEATHERS

In the frozen department, large, 
open endcaps provide secondary 
display space for promotional items.
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But beyond convenience, “People simply want a more 
intimate shopping experience,” says Minneapolis-based 
marketing strategist Craig Espelien, who claims the phe-
nomenon isn’t unique to grocery. Best Buy, Sears, Target 
— they’re all struggling. “Among big-box retailers, only 
Costco is really enjoying any success. It’s partly 
a cyclical thing,” he explains, “but I really 
think that 20 years from now, we’re going to 
look back and see that 2015 was the year really 
large formats died.” 

Convenience aside, smaller formats also 
give Walmart a way to enter communities that 
are either too small to support a supercenter 
or have enacted zoning laws (a.k.a. Walmart 
laws) that prevent their construction. “!ere 
are only so many places you can build a su-
percenter, and that market is saturated,” says 
retail analyst Nikki Baird, managing partner 
at Miami-based Retail Systems Research. “So 
Neighborhood Markets are really Walmart’s 
only vehicle for growth in the U.S.”

LIKE A TRADITIONAL SUPERMARKET
Neighborhood Markets average about 43,000 
square feet, including a pharmacy (see sidebar 
for information about smaller stores). !ey 
also sell fuel. Although early stores (the first 
opened in 1998) were more like mini super-
centers heavy on general merchandise and 
housewares, the newest iteration is much more 
like a traditional supermarket, with the em-
phasis on edibles — but without some of the 
bells and whistles you’d see at other outlets. In addition 
to the usual shelf-stable, dairy and frozen items, Neigh-
borhood Markets o"er fresh produce, fresh baked goods 
and service delis, all of which are targeted for improve-
ment under a key initiative announced at a meeting of 
investors last October. “Our focus now is on optimizing 
this format... 
[including] 
improving the 
customer o"er 
particularly in 
fresh and par-
ticularly around 
bakery, produce 
and deli,” said 
former execu-
tive vp Judith 
McKenna at the 
company’s annual investor meeting Oct. 15 (she was re-
cently promoted to COO in a major executive shake-up).

A visit to the Neighborhood Market at 906 S.W. Re-
gional Airport Road in Bentonville confirmed that those 
sections could use some attention. Although the produce 
section looked surprisingly good, perhaps due to increased 

application of the chain’s “Would I Buy It?” scale, there is 
no in-store bakery — so no aroma of fresh-baked bread to 
attract consumers to the section — and the unexpectedly 
small service deli can only be described as “basic.”

In fact, that’s a term used by many industry observers 
to characterize 
the refriger-
ated and frozen 
assortments as 
well. Which is 
ironic because 
the store we 
visited had sur-
prisingly large, 
well-main-
tained sections, 
including two 
and a half aisles 
of frozen food. 
But because a 
single core buy-
er determines 
what goes into 
distribution 
centers, they 
were filled with 
the same top-
10 brands you’d 
find at your 
local Walmart 
supercenter. So 
in the yogurt 

case, for example, there’s plenty of Dannon, Yoplait and 
Chobani. But no Noosa, Wallaby or Maia. And forget 
even smaller, specialty brands like Smari or Iggy’s. Same 
in frozen pizza: Top-10 brands DiGiorno, Freschetta, 
Tony’s, Red Baron, Jack’s and California Pizza Kitchen 
are all represented. But not Newman’s Own, American 

Flatbread or Palermo’s.

A MISSED OPPORTUNITY?
While some observers think that’s 
just fine, citing the old 80/20 rule, 
Baird believes Walmart is miss-
ing an opportunity to really hit it 
out of the park. In an increasingly 
competitive retail landscape, “!e 
cookie-cutter approach to di"er-
ent markets just isn’t successful,” 
she explains. “!e way regional 

chains have survived is by localizing their assortments. 
Walmart hasn’t done that with Neighborhood Markets.”

Indeed, one manufacturer we talked to says Neigh-
borhood Markets in certain regions where his brand is 
especially strong carry only five of his SKUs while com-
peting supermarkets of a similar size carry 15 to 20. !e 

‘There are only so many places you 
can build a supercenter, and that 
market is saturated. So Neighbor-
hood Markets are really Walmart’s 
only vehicle for growth in the U.S.’

A refrigerated island at the Bentonville store 
holds all the ingredients consumers need 
to make fajitas. Another one is packed with 
refrigerated breakfast items.
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two chains may have the same number of SKUs overall, 
he says, but the brand mix isn’t always right in Neighbor-
hood Markets.

On the plus side, Baird says she’s starting to see some 
progress toward more tailored assortments. For example, 
at a new Denver store she visited recently, Baird noticed 
a large bank of refrigerated, grab-and-go prepared foods 
near the entrance that targets the needs of the location’s 
heavy lunch-time crowd. “! at tells me Walmart is pay-

ing attention to how consumers use the store, which is 
something I haven’t seen from it in the past.” 

! e move also highlights the fact that many consum-
ers want to buy di" erent types of products at their local 
supermarket than at their supercenter. At the former, 
home meal replacements, fi ll-in products like milk and 
bread, and fresh, perimeter items are more important; at 
the latter, where consumers go to stock up, it’s all about 
value sizes, pantry fi llers and frozen foods.

“! e variety at 
Neighborhood Mar-
kets should be wildly 
di" erent from the 
commodity-focused 
stu"  at a Walmart Su-
percenter so they can 
appeal to a slightly 
di" erent consumer 
—  not necessarily an 
upscale consumer but 
an aspirational con-
sumer,” says Espelien. 
“But right now, I just 
see a slightly smaller 
assortment of what’s 
at a supercenter.”

FROZEN WELL-
REPRESENTED
! e good news for 
frozen manufactur-
ers is that Walmart 
supercenters have 
traditionally o" ered 
a pretty high ratio of 
frozen foods on the 
supermarket side. 
So, however mis-
guided some may 
fi nd it, Neighborhood 
Markets have lots of 
frozen, too. And in 
the stores we visited, 
they’re merchandised 
quite well. In the 
18-month-old Region-
al Airport Blvd. store, 
for example, frozens 
fi lled two and a half 
aisles, each with 
about 30 doors per 
side. Most items were 
in standard, upright 
doored freezers with 
energy-saving motion 
detectors to control 
lighting and easy-to-

Included among Walmart’s 600 
Neighborhood Markets are 22 former 

Walmart Express outlets, even-smaller 
stores that average around 12,000 square 
feet, though they carry similar assort-
ments. After learning that consumers 
were using the two formats in similar 
ways, the company announced last 
fall that it was eliminating the Express 
banner. Existing Express stores were 
renamed Neighborhood Markets, and all 
new small stores, regardless of size, have 
opened under the Neighborhood Market 
banner.

“! e fl exible size of Neighborhood 
Markets is helping us grow by bringing 
our everyday low prices to new commu-
nities and by creating new ways to shop 
Walmart in areas where we have an exist-
ing presence,” says Mike Moore, president 
of small formats for Walmart U.S.

But Walmart is testing an even smaller 
convenience-store format. ! e fi rst (and, 
so far, only) Walmart to Go store opened 
last March along Walton Blvd. in Ben-
tonville. Although it’s got gas pumps 
out front and c-store staples like a soda 
fountain, sandwiches to go and tobacco 
products, the store also boasts some 

unique features that make it more of a 
hybrid. Among the most intriguing: a 
quick-serve meat counter, operated by lo-
cally owned Bentonville Butcher & Deli, 
at the back of the store that serves ribs, 
barbecue brisket, smoked chicken and 
various side dishes by the plate or pound. 
! e store also o" ers fresh take-and-bake 
pizza and other refrigerated entrees in 
sizes designed to feed a family, not just 
individuals stopping by for lunch on the 
run. Shoppers can also pick up a bottle 
of wine to go with dinner — or a case of 
beer from the walk-in cooler. 

! e frozen department features four 
doors, two of which are devoted to ice 
cream. Oddly, though, there aren’t many 
single-serve novelties, though we did spot 
multi-packs of Skinny Cow and Edy’s 
Outshine — not what you’d expect in a 
format that generally skews more male. 
Similarly, there’s only one frozen burrito 
option, but it’s organic.

“It’s interesting to see a c-store going 
after dinnertime,” says one manufac-
turer, though he’s not sure the idea will 
catch on among consumers. “But I give 
Walmart credit for thinking outside the 
box.”

Walmart takes the c-store concept in a new direction with its To Go format, which 
o" ers family-size meal solutions, too.

EVEN SMALLER MARTS?



read digital temperature gauges. But at the end of two of 
the aisles, several cases were removed in favor of large, 
open, co$  n-style display cases. While some of that space 
is permanently dedicated to products like bagged shrimp, 
a lot of it is used for secondary display of promotional 
items. Promotional items not on display are called out 
with “rollback” signage, temporarily attached to freezer 
doors with suction cups, that can be seen from either end 
of the aisle.

To make fi nding specifi c items a little easier, every 
door features a slide-out strip at the bottom identifying 
exactly what’s inside: Breakfast, Entrees, Convenience 
Meals, Snacks & Appetizers, etc. And four doors full of 
appetizers, wings and 
party-size entrees were 
labeled Parties & Gather-
ings. But there were some 
missed opportunities 
as well. For example, all 
of the Asian meals were 
combined into two doors, 
but they weren’t labeled as 
such, making it di$  cult 
for consumers craving 
Chinese — or Mexican 
or Indian — to fi nd what 
they’re looking for. Simi-
larly, a single door of meat 
substitutes, gluten-free and made-with-organic items was 
lumped in with nine other doors of Healthy Entrees, not 
particularly helpful to the gluten-free or vegetarian con-
sumer. Which highlights another short-coming: Despite 
Walmart’s claim that it’s boosting its organic o" erings, 
precious little was available at any of the Bentonville 
stores we visited, particularly in frozen.

One thing the store did feature, however, was a lot of 
housewares — not in the housewares aisle, but hanging 

Frozen doors are clearly labeled and rollbacks are 
highlighted with signage that can be seen from the 
ends of the aisle. But some manufacturers think all the 
clip strips are overkill.

The ‘small-mart’ 
format has prov-
en so successful, 
the company 
doubled its ex-
pansion plans 
for ! scal 2015.

Refrigerated    Frozen    Service Deli    Private Label

Custom Pizza Manufacturing
Since 1967

over 350,000,000 pizzas made…
& still counting

For over 47 years S.A. Piazza has been producing 
custom solutions for our clients. We manufacture a 
full range of frozen and refrigerated pizza products 

for your deli and private label programs—from 
value, to NBE to premium tier. S.A. Piazza has the 
experience and the creativity to help you maximize 

the pro!ts on your private label pizza and deli 
programs. Please contact us today to learn more 

about how we can exceed your goals.

*12” 3 pack*15”

*5” 4 pack
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from clip strips attached to every 
third or fourth freezer door. While 
cross-merchandising complemen-
tary items is usually a great idea, 
one manufacturer complained that 
all the pot holders, ice cream scoop-
ers and pizza cutters clipped to the 
middle of freezer doors obstructed 
consumers’ view of the products 

behind the glass. Moreover, some of 
the cross-merchandised items were 
only loosely related to products in 
the freezer (think dried pineapple 
slices with ice cream). And is a strip 
of Nexium hanging on a door of bar-
becue chicken wings really sending 
the right message?

A better approach to cross-mer-
chandising was found in 
the wide refrigerated aisle, 
which featured three very 
large, open island displays 
fi lled with complementary 
items. One was stocked 
with taco fi xings — ground 
beef, shredded cheese, sour 
cream, salsa, guacamole 
and sliced chicken. And 
another contained refriger-
ated breakfast items like 
orange juice, hash browns, 
cinnamon roll dough, eggs 
and bacon.

Although the store of-
fered only a small section 
of refrigerated grab-and-go 
meals — in the back corner 
near the service deli — a 

well-placed, well-signed “E" ortless 
Meals” endcap at the front was fi lled 
with take-and-bake Marketside piz-
zas. Bundled with a 2-liter soda, it 
was selling for $8.48.

IN-STORE EXECUTION 
IMPROVING
Despite Walmart’s well-publicized 
problems with in-store execution, the 
location we visited was very clean, 
well-stocked and adequately sta" ed. 
Yes, the Regional Airport Blvd. store 
is only a few miles from Walmart 
headquarters — so it probably always 
look good in case company executives 
decide to drop by. But observers say 
Neighborhood Markets as a whole 
seem to be doing a better job execut-
ing in-store than supercenters, partly 
because it’s just easier in a smaller 
format where even a bare-bones 
crew can get the job done. And that’s 
critical to success, says Don Stuart, 
managing partner of Wilton, Conn.-
based Cadent Consulting Group. 
To compete in the grocery space, he 
explains, “! ey absolutely, positively 
have to address issues around fresh-

A front-end “E" ortless Meals” endcap 
features stacks of take-and-bake Marketside 
pizza, bundled with 2-liter soda for $8.48.
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ness, in-stocks, presentation, customer service, check-
outs, etc. Otherwise, the Neighborhood Market concept 
will remain ‘under evaluation’ for years to come.”

To help make sure that doesn’t happen, Walmart 
recently created a separate division to support small 
formats. “I believe this will make a significant di"erence 
in our ability to focus on this format and deliver global 
optimization plans,” says McKenna. Made up of more 
than 60 market managers, the new division is headed up 
by Walmart veteran Mike Moore, previously president 
of the central business unit. 

New division aside, being a part of the Walmart 
family remains one of Neighborhood Market’s biggest 
assets. Obviously, Walmart’s buying power generates 
the low prices that allow it to compete in the grocery 
space in the first place. But there are other perks, too. 
For example, says Moore, “A customer can shop millions 
of items on Walmart.com and have them shipped for free 

to their local Neighborhood Market [for pick-up]. !is 
helps provide more customers, many who may live in 
areas with limited retail, access to our expansive assort-

ment and everyday 
low prices.” Neigh-
borhood Market 
shoppers can also 
use the company’s 
Savings Catcher 
receipt compari-
son tool and take 
advantage of its Ad 
Match Guarantee, 
he adds.

While those 
kinds of programs 
help separate 
Neighborhood 
Markets from its 

competitors, Espelien believes more is needed. “I think 
what they’re missing is those points of di"erentiation,” 

he explains. “!ey really don’t o"er much 
that’s di"erent from everyone else.” !e 
customer service isn’t as good as in many 
supermarkets, the product mix certainly 
isn’t unique, you can’t get through them 
as quickly as you can a limited assort-
ment store, and they don’t o"er one-stop 
shopping like a mass merchant that sells 

groceries. Yes, the prices are good. “But there are lots of 
places that sell cheap food,” says Espelien. “So that leaves 
Neighborhood Markets kind of stuck in the middle.” 

Both in- and outside the store, 
Walmart reminds customers they 
can have items purchased online 
shipped free to a Neighborhood 
Market for pickup.

Request Foods is your copacking partner. With 600,000 sq. ft. of cooking, blending, freezing and packing 
capacity, we are your one-stop resource for R&D and processing. Our team of top culinary chefs creates 
custom entrées, side dishes, heat ‘n’ serve portions, and a whole lot more - every meal in every size. Give your 
retail, club store or national brand the consistent quality of Request Foods. We Make Your Brand ... Better.

‘Walmart absolutely, positively has to address 
issues around freshness, in-stocks, presenta-
tion, customer service, check-out, etc.’
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NATURAL
& ORGANIC
FROZENS UP 15.7%
Could products not just better for you and the environ-
ment — but animals and producers, too — hold the key 
to a frozen department turnaround?

BY DENISE LEATHERS

While total frozen department dollar sales in 
conventional channels edged up only about 
half a percent during the past year — thanks 

mostly to price infl ation — sales of natu-
ral and organic frozen products in those 
same channels shot up 15.7% to more 
than $3.22 billion, reports Schaumburg, 
Ill.-based SPINS (www.spins.com). In 
the refrigerated department, meanwhile, 
natural and organic sales jumped 10.0% to 
$7.71 billion. 

“While conventional products are in 
decline, natural and organic dollar sales 
continue to escalate and are fueling the 
modest gains the conventional channel 
is experiencing,” notes SPINS in a recent 
TrendWatch report. Moreover, “! ey 
represent an increasing percentage of total 
conventional channel dollar sales each 
year” —  close to 6% at the end of 2014.

UNDER-REPRESENTED IN FROZEN
While natural and organic products have carved out 
ample space for themselves in the dairy case, they’re still 
under-represented in frozen, perhaps because health-
minded consumers typically avoid the section. One way 
to get them back is to o" er natural and organic products 
that challenge the 
perception that frozen 
foods aren’t good for 
you. If they don’t, says 
Jack Acree, executive 
vp at Stamford, Conn.-
based American Halal, 
maker of the Sa" ron 
Road lineup (www.sa" ronroadfood.com), “! ey risk their 
frozen section becoming irrelevant to a whole generation 
of consumers,” i.e. Millennials and other younger shop-
pers who have been raised on natural and organic foods. 

“Research shows that Millennials, who have become 
the largest consumer group, will buy frozen if it’s the 
right product,” adds Anthony Renna, national director 
of organic/natural sales for Austin, Texas-based Michael 
Angelo’s (www.michaelangelos.com). “! ey’re also willing 
to spend a larger share of their income on...brands with 
organic and natural attributes.” But which attributes do 
they prefer?

Renna says organic is becoming more important, partly 
because products labeled as such must meet certain 
criteria established by the USDA. So consumers know 
exactly what it means. But natural is a di" erent story, and 
the term is regularly misused by unscrupulous marketers 
to dupe consumers into believing products are better for 
them or for the environment than they really are. In fact, 
even legitimate companies are avoiding using the term for 
fear they’ll be sued or, at a minimum, accused of mislead-
ing shoppers. It’s no surprise, then, that organic frozen 
foods (+22.3%) outgained natural frozen foods (+14.0%) in 
conventional outlets.

“We’ve been using 
some organic ingredients 
for years,” says Renna, 
“but we recently decided 
to take a big step for-
ward with a new line of 
meals made with at least 
70% organic ingredients 
(though many items have 
more). Luckily for us,” he 
adds, “Michael Angelo’s 
has always had a clean 
and simple label without 
the additives and pre-
servatives found in other 
frozen meals. As we’ve 
grown, we’ve been able to 

slowly integrate more organic ingredients.” 
O" ered in microwaveable single-serve trays, the QAI-

certifi ed collection includes nine items: Lasagna with 
Meat Sauce, Eggplant Parmesan, Vegetable Lasagna, 
Chicken Parmesan, Turkey Sausage Lasagna, Baked Ziti 
with Turkey Meatballs, Four Cheese Lasagna, Chicken 
Alfredo and Stu" ed Manicotti.

Renna says the new meals 
are made with hormone-
free proteins like grass-fed 
beef and chicken and turkey 
raised without antibiotics — 
all attributes consumers look 
for in the absence of organic 
proteins, which are often 

too expensive for frozen entrees. Other sought-after 
protein attributes include humanely raised, free-range 
and pasture-raised, which highlights shoppers’ growing 
interest in products that aren’t just good for them but 

Sa" ron Road introduces a line of halal-
certi! ed frozen Mexican entrees made 
with humanely raised chicken and beef.

‘Retailers that don’t add natural 
and organic options risk their fro-
zen section becoming irrelevant to 
a whole generation of consumers.’
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NATURAL & ORGANIC SALES
Sales of UPC-coded natural and organic (70%+) foods and 
beverages in conventional outlets, including Walmart, for the 
52 weeks ended Nov. 30, 2014, according to Schaumburg, Ill.-
based SPINS, a leading information provider for the natural and 
specialty products industry.   

CATEGORY $ SALES % CHG
All Natural & Organic $25,616,301,149 10.9%
Organic (70+%) $8,711,411,611 12.8%
Natural $16,904,889,538 10.0%

Natural & Organic Frozen $3,220,091,422 15.7%
Organic (70+%) $667,057,085 22.3%
Natural $2,553,034,337 14.0%

Natural & Organic Refrigerated $7,713,627,518 10.0%
Organic (70%+) $2,404,554,486 11.1%
Natural $5,309,073,032 9.5%
Source: SPINSscan Conventional, a joint service through SPINS and 
IRI Worldwide

good for the animals they’re derived from.
Similarly, says Ryan Black, founder and CEO of San 

Clemente, Calif.-based Sambazon (www.sambazon.com), 
“Consumers are growing more conscious of the envi-
ronmental and social impact of their purchasing deci-
sions and are 
looking to do 
right by not 
only their 
own families 
but families 
around the 
globe.” As 
a result, all 
Sambazon 
acai products 
are both cer-
tifi ed organic 
and Ecocert 
Fair Trade 
certifi ed. ! is 
spring, says 
Black, the 
company will introduce Sambazon 100, “the fi rst 100% 
juice line with 100 calories per bottle and a fraction of 
the sugar found in other premium juices.” Flavors include 
Acai Berry; Strawberry, Lemon and Acai; and Pineapple, 
Coconut and Acai. 

SPECIFIC ATTRIBUTES OVER ‘NATURAL’
With natural losing some of its cachet and organic too ex-
pensive in some categories, many consumers are instead 
looking for products with specifi c attributes that line up 
with their personal priorities. Outside of protein, says 
Acree, gluten-free continues to gain momentum as does 
non-GMO. In fact, more 
than 10% of new products 
launched in 2014 were 
tagged non-GMO, mak-
ing it the fastest-growing 
food label claim, according 
to Mintel’s Global New 
Products Database.

“All of Sa" ron Road’s 
vegetarian dishes are 
either already verifi ed 
non-GMO by the Non 
GMO Project or in the 
verifi cation process,” 
Acree reports, citing the 
importance of third-party 
verifi cation for any label 
claim. Upcoming additions 
to the company’s vegetar-
ian lineup include Vegeta-

ble Pad ! ai and Palak Paneer; non-vegetarian newcom-
ers include Chicken Vindaloo and Teriyaki Chicken with 
Soba Noodles.

Sa" ron Road is also rolling out four frozen Mexican 
entrees, its fi rst foray into Hispanic cuisine. Made with 

unique, on-trend fl avors like poblano and chipotle 
for a more modern twist, the collection includes 
Achiote Roasted Chicken, Beef Chile Colorado, 
Enchiladas Al Chipotle and Chicken Enchiladas 
Poblano. Like all Sa" ron Road meals, the new ad-
ditions are halal certifi ed, an increasingly popular 
attribute. In fact, a just-released report from dunn- 
humby USA, calls food prepared in accordance 
with religious standards, especially halal, one of the 
fi ve biggest food trends of 2015.

Another natural frozen entree manufacturer call-
ing out specifi c attributes in its new line is Blake’s 
All Natural (www.blakesallnatural.com), Concord, 
N.H. Expected to hit the shelves in another month 
or so, the single-serve meals aren’t even labeled 
“natural,” even though they meet most consumers’ 
defi nition of the term. Instead, the entire left side 
of the package’s front panel lists specifi c attributes, 

such as “raised without antibiotics,” “no preservatives 
or artifi cial fl avors/colors,” “minimally processed” and 
“no artifi cial ingredients.” A separate call-out claims the 
meals are “made from scratch,” an increasingly popu-
lar attribute that taps into growing demand for simple, 
homemade, comfort foods. Available varieties include 
Chicken Parmesan with Pasta, Lasagna Bake Bolognese, 
Swedish Meatballs with Pasta, Meatloaf & Mashed Po-
tatoes, Sunday Pasta & Meatballs, ! ree Cheese Ravioli, 
Hearty Beef Stew, Chicken Marsala with Pasta, Chicken & 
Mashed Potatoes and Sausage & Mashed Potatoes.

“While these better-for-you meal options have a higher 
price point than conven-
tional brands, consumers 
understand the benefi ts 
associated with this up-
graded choice,” says Blake’s 
president and CEO Chris 
Licata. ! e proof is in the 
numbers. “Legacy brands 
are in decline while natu-
ral and organic entrees are 
experiencing double-digit 
growth” — without the 
marketing budgets for big 
national campaigns. Still, 
he says, they could use 
a little help from retail-
ers, who can also help 
themselves in the process. 
“Retailers [should] dedicate 
more space in their frozen 

Michael Angelo’s new single-serve 
line is made with at least 70% organic 
ingredients and hormone- and 
antibiotic-free proteins.



set to natural and organic brands, even if those brands 
are smaller.” Smaller, innovative brands are driving cat-
egory growth and are likely to become the big brands of 
tomorrow, he explains. “Retailers that add more natural 
and organic frozen food options now will not only retain 
existing customers but also attract shoppers from com-
petitors that haven’t yet reacted to the opportunity.”

SMALLER BRANDS LEAD
But be careful not to give too much of that space to 
private label options, cau-
tions Michael Angelo’s Renna. 
While natural and organic 
store brands from Kroger 
(Simple Truth), Target (Sim-
ply Balanced), Aldi (Simply 
Nature) and others have 
enjoyed phenomenal success, 
highlighting demand for more 
reasonably priced better-for-
you fare, “We still see most of 

the innovation coming from smaller, more nimble start-
ups,” he remarks. “A combination of branded and private 
label o" erings will be necessary for continued growth in 
the natural and organic space.”

What else can 
retailers do to help 
grow the category? 
“I suggest they waive 
slotting fees,” says 
Carl Jorgensen, 
director of global 
consumer strategy-
wellness for Stamford, 
Conn.-based Daymon 
Worldwide (www.
daymon.com). “Put them on the shelf and let consumers 
vote with their dollars to determine what stays.”

He also suggests an integrated/segmented approach 
to merchandising that places groups of natural and 
organic items in each section of the frozen department, 
clearly called out with blades, wobblers and di" erentiated 
shelving. In larger stores, he continues, retailers could 
also create a natural and organic store-within-a store. 
“! e combined approach captures both the core con-
sumer who prefers one-stop shopping and the new-entry 
consumer who now has an opportunity to fi nd organic 
options within each category.” 

Like all its acai products, 
Sambazon’s new 100-calorie 
juices are organic, non-GMO 
and Fair Trade certi! ed.

‘Millennials are 
willing to spend a 
larger share of their 
income on...brands 
with organic and 
natural attributes.’
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BREAD/DOUGH
RISES 0.6%
But beyond the cookie dough segment, it’s still a strug-
gle. More convenient, clean label and restaurant-style 
products may help heat things up.

BY DENISE LEATHERS

Thanks to growing 
distribution of 
Nestlé’s new fro-

zen cookie dough, the 
frozen bread and dough 
category posted a mod-
est 0.6% gain across 
channels during the 12 
weeks ended Nov. 30, 
reports Chicago-based market research fi rm IRI (@
IRIworldwide). However, sales in the segment’s two 
largest subcategories, fresh baked bread/rolls/biscuits 
(-0.2%) and bread/rolls/pastry dough (-2.9%), were 
down once again, highlighting a continued shift away 
from bread as an at-home meal accompaniment.

O" ering ideas for new uses is one solution (Texas 
toast for sandwiches, bread dough for pizza, etc.). But 
the real key to growing the category is to communicate 
to consumers the advantages of frozen over fresh, says 
Kenny Farnsworth, president of Salt Lake City-based 
Rhodes Bake-N-Serv (www.rhodesbread.com). “Com-
mercially baked bread that sits on a shelf all day — and 
often for several days thereafter in the consumer’s home 
— becomes stale unless a preservative is added to slow 
staling or inhibit mold growth,” he explains. “But a fro-
zen par-baked or dough item requires no preservatives 
and can be enjoyed hot and fresh right from the oven.”

MILLENNIALS GET THE MESSAGE
! e good news is, consumers, and particularly younger 
consumers, are starting to get the message. In fact, 
recent research by Jacksonville, Fla.-based Acosta Sales 
& Marketing found 30% of Millennials and 21% of Gen 
X shoppers said they purchased more frozen foods in 
the past year than the year before. “! at suggests more 
consumers recognize that fresh items stay fresh in the 
freezer for longer periods of time,” says Sharon Stenger, 
business director-frozen at Norwalk, Conn.-based Pep-
peridge Farm (www.pepperidgefarm.com). Despite the 
quality advantage,  frozen bread doesn’t o" er the same 
convenience of fresh, a fact that spurred Pepperidge 
Farm’s creation of a new microwavable variety ready to 
eat in less than 4 minutes.

Debuting this month, Pepperidge Farm Microwav-
able Loaf comes in two fl avors, Garlic and Mozzarella. 
Patented QuiltWave technology allows the product to 
brown, crisp and cook evenly in the microwave. “Now 
time-constrained consumers can enjoy warm, crunchy 
bread without preheating an oven or waiting 30 minutes 
for it to cook,” says Stenger.

Other companies are exploring microwavable options 
as well. For example, Pennsauken, N.J.-based J&J Snack 
Foods (www.jjsnack.com) recently debuted fully cooked 

pretzel rolls ready in seconds. Of-
fered in eight-count, 12.75-ounce 
bags, SuperPretzel Bavarian Pret-
zel Rolls and Sticks bring a trendy 
foodservice item to the frozen aisle 
for the fi rst time, creating the kind 
of excitement needed to jumpstart 
growth.

Bold new fl avors can have the 
same e" ect, says Paul DaRe, sales 
and marketing vp at Mississauga, 
Ontario-based Furlani (www.

furlanis.com), whose new Cheddar Biscuits continue to 
gain distribution. “! ey’ve got a fresh, bold fl avor profi le 

suggestive of many 
restaurant o" er-
ings,” he explains. 
And though not 
microwavable, 
“! ey’re conveni-
ent because they’re 
fully baked — the 
consumer just has 
to heat them for 8 
minutes.”

Even small 
improvements can 
have an impact on 
sales, according to 
Farnsworth. For ex-
ample, he attributes 
a fourth quarter 
uptick in Rhodes’ 

frozen cinnamon roll sales to the addition of an easy-
open tear notch and pour spout on the frosting packet.

CLEAN LABELS KEY
Beyond convenience and fl avor, another important 
growth vehicle is better-for-you. In particular, “Consum-
ers are asking for products with cleaner labels, includ-
ing hormone-free milk, GMO-free ingredients and zero 
trans fat,” says John Crocco, director of bakery category 
insights for Stamford, Conn.-based Daymon Worldwide 
(www.daymon.com). As a result, natural options are 
beginning to appear not just in the natural channel but in 
conventional supermarkets as well.

Ready to eat in less than 4 minutes, Pepperidge 
Farm’s new Microwavable Loaves come in both 
Garlic and Mozzarella # avors.

J&J Snacks’ SuperPretzel 
Bavarian Pretzel Rolls and Sticks 
bring a popular foodservice item 
to the frozen aisle.



by designby design
DELICIOUSDELICIOUS

www.furlanis.com

Innovation  Inspiration  Value 



SPOTLIGHT: BREAD & DOUGH

40 www.frbuyer.com  JAN/FEB 2015

One of the fi rst comes from Columbus, Ohio-based T. 
Marzetti (www.marzetti.com), which recently debuted 
GMO-Free Garlic Toast under the new Mamma Bella’s 
label. Also free of preservatives, artifi cial fl avors, high 
fructose corn syrup, synthetic colors, trans fat and rBST/
rBGH, the product comes in three fl avors: Original Garlic, 
! ree-Cheese Garlic and Multigrain Garlic. Each reseal-
able 11.75-ounce package contains nine individual slices.

Within the better-for-you segment, gluten-free is per-
haps the fastest growing subdivision, with companies like 
Udi’s and Dr. Schar posting big gains quarter after quar-
ter. Although some manufacturers think gluten-free is 
only a trend — much like the sugar-free movement of the 
1970s — it shows no signs of slowing just yet, and manu-
facturers continue to roll out new products. Boulder, 
Colo.-based Rudi’s (www.rudisbakery.com) introduced 
Gluten-Free Ciabatta Rolls in both Original and Rose-
mary Olive Oil fl avors last year, reports senior marketing 
manager Denise Day. ! is spring, it’s reformulating its 
Gluten-Free Sandwich Breads (Original, Multigrain and 
Cinnamon Raisin) to create a softer texture and boost 
fi ber content. “It now has twice as much fi ber as before 
and more than any other gluten-free sandwich bread on 
the market,” says Day.

Another company working to improve the nutritional 
profi le of its gluten-free breads is Corona, Calif.-based 
Food for Life Baking Co. (www.foodforlife.com), which 
recently introduced what it believes is the industry’s fi rst 
gluten-free sprouted seed bread. Made with chia, quinoa 
and millet, organic Sprouted for Life bread comes in four 
varieties: Original, Flax, Almond and Raisin.

REFRIGERATED SEGMENT STUMBLES
Like the frozen segment, refrigerated bread dough has 
also struggled in recent months. Sales fell 2.0% to $529.65 
million across formats during the past 12 weeks, with only 
the pastry/dumpling (+1.6%) and cookie/brownie (+2.8%) 
segments registering gains. Sales of biscuit dough tumbled 
7.4%, while sales of bread/roll/bun dough slid 5.5%.

“Refrigerated dough is a mature category with very lim-
ited new product activity to invigorate it,” says Daymon’s 
Crocco. But lack of excitement isn’t the only problem. 
“Retailers need to manage this category better,” especially 
around the holidays when limited space combines with 
high demand to create frequent out-of-stocks. Better 
management would also allow chains to o" er in-and-out 
seasonal products like, say, cranberry biscuits around 
! anksgiving, that could deliver a badly needed boost. 

“Clearly defi ned 
planograms and sign 
programs would also 
help ensure consum-
ers aren’t frustrated 
or confused when 
shopping this cat-
egory,” Crocco adds. 
“! ey need to be able 
to quickly fi nd what 
they’re looking for” — 
and easily spot new 
items. 

Among them, Pep-
peridge Farm’s new 
refrigerated dough 
collection, originally 
sold only at Walmart 
but now available eve-
rywhere. To the initial 
lineup, Stenger says 
the company recently 
added fl avored crois-
sants in Strawberry, 
Chocolate and Apple 
Cinnamon. “Consum-
ers will enjoy rolling 
out the refrigerated 
dough and apply-
ing the fi lling that’s 
included in the pack-
age,” she adds. 

FROZEN BREAD & DOUGH
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Nov. 30, 2014, according to IRI (@iriworldwide), 
a Chicago-based market research fi rm. Percent change is versus the same period a year ago. 
Only manufacturers with at least $1 million in sales during the period are listed.   

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
FRSH BKD BRD/RLL/BISCUIT  $187,913,440   (0.2)  67,834,632   (0.7)  64,239,148   0.3 
T. Marzetti   $80,873,640   4.8   25,829,240   5.4   23,786,372   7.9 
Private Label   $43,705,656   (0.3)  19,305,690   0.3   18,729,496   0.4 
Pepperidge Farm   $19,995,470   (13.3)  7,504,210   (13.8)  5,020,107   (16.5)
Cole’s   $12,312,919   (5.0)  5,230,676   (4.7)  4,175,676   (6.0)
General Mills   $8,895,803   (1.7)  2,409,486   (2.9)  5,340,385   (1.1)
Homade Foods   $3,579,849   7.9   1,142,024   (0.5)  2,051,300   6.3 
Furlani’s   $3,032,355   2.6   1,589,235   11.9   966,271   (9.5)
Joseph Campione   $2,094,279   3.2   892,313   7.2   630,187   8.2 
Alexia Foods   $2,082,934   (21.0)  591,936   (24.2)  443,313   (23.4)
Bridgford Foods   $1,705,192   10.8   509,836   10.8   506,852   11.3 

BREAD/ROLLS/PSTRY DGH  $62,800,440   (2.9)  18,357,452   (3.4)  37,632,024   (3.7)
Rhodes  $21,407,990   (2.2)  5,575,679   (3.3)  15,042,105   (1.2)
General Mills   $12,193,957   (3.3)  3,716,625   (1.9)  7,082,273   (5.2)
Homade Foods   $8,383,301   (5.4)  2,204,941   (7.9)  5,079,373   (7.7)
Private Label   $5,112,009   (9.5)  1,649,784   (7.7)  3,888,942   (8.1)
Goya   $2,843,565   5.9   1,406,301   5.5   1,385,108   5.9 
Athens Baking Co.   $2,553,273   (4.8)  690,721   (3.3)  688,006   (3.2)
Bridgford Foods   $2,043,224   (13.1)  638,143   (11.9)  1,321,734   (11.3)
Pepperidge Farm   $1,892,390   (4.3)  572,619   (5.3)  501,042   (5.3)
Harvest Time Foods   $1,720,584   6.1   448,806   3.7   650,473   2.6 

COOKIE DOUGH  $5,030,491   355.5   1,240,320   759.8   1,571,114   325.4 
Nestlé   $3,813,113   27,670.5   1,050,828   24,005.4   1,182,182   24,005.4 

For instant service or more information, contact us at
800-854-3255

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

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

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

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

Connect with Bridgford Foods on social media!
Facebook.com/bridgfordfoods ~ Pinterest.com/bridgfordfoods ~ Twitter and Instagram: @bridgfordfoods
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SPOTLIGHT: MEXICAN

MEXICAN 
PULLS AHEAD
Innovative fl avors, cleaner ingredi-
ent decks and consumers’ growing 
interest in protein have helped the 
category outperform the frozen 
department as a whole.

BY CHRISTINE BLANK

While overall sales of fro-
zen entrees, pizza, side 
dishes and appetizers/

snacks declined slightly in 2014, 
sales of frozen Mexican entrees 
soared 4.2% to $1.2 billion across 
formats for the 52 weeks end-
ing Dec. 20, according to Nielsen. 
Similarly, frozen Mexican snack/
appetizer sales, including burritos 
and tacos, rose 
1.3% to $827.5 
million.

Manufactur-
ers say innova-
tive fl avors, high 
protein products 
and natural and 
organic options 
have helped the 
category outper-
form the frozen 
department as 
a whole. Boul-
der, Colo.-based 
EVOL’s new 
Street Tacos (www.evolfoods.com), 
for example, bring unique, non-
traditional fl avors to the category, 
including Uncured Bacon, Potato 
& Poblano Pepper; Sweet Potato, 
Black Bean & Goat Cheese; Shredded 
Chicken  & Caramelized Onion; and 
Korean-Style Beef & Kimchi. Sold 
two per box in a portable tray, they 
hit the shelves in select Target stores 
in September, and distribution has 
expanded to Target stores nationwide 
along with Meijer stores.

“! ere’s consumer demand for 
street tacos and a huge gap in the 
market,” says EVOL founder Phillip 
Anson, also chief innovation o$  cer 

at Boulder Brands, which acquired 
EVOL in late 2013. “! ey’re really on-
trend with mobile eating, food trucks, 
ethnic food and fusion mash-ups. ! is 
concept is at the center of all these 
things we see happening in quick-
serve restaurants and food carts.”

! e natural, high quality ingredi-
ents featured in products like Street 
Tacos are also driving sales, says An-
son. “Frozen brands like EVOL, Amy’s 
and our natural brethren are doing 
better with the ingredient decks,” 
which more and more consumers are 
reading. “If we can get the ingredients 
right…people can feel good about the 
convenience [frozen] o" ers.”

Mike Adair, founder and CEO 
of Franklin, Tenn.-based Red’s All 
Natural (www.redsallnatural.com), 
agrees, noting that Red’s products 
are made with non-GMO ingredients 
and meat raised without antibiot-
ics. “We anticipate that, in the next 

10 years, 
natural and 
organic will 
represent 
the major-
ity of the 
freezer 
section. As 
consum-
ers become 
more and 
more edu-
cated about 
natural and 
organic op-

tions, they will continue to gravitate 
towards these products, which are 
frozen at the peak of freshness with-
out added preservatives.”

Red’s recently launched an Or-
ganic Chicken & Cheese Burrito, 
which is now available nationally 
at Sam’s Club. Other organic varie-
ties in the pipeline include Beef with 
Rice, Quinoa & Spinach and Chicken, 
Cilantro & Lime.

Red’s is also adding new fl avors to 
its fl agship all-natural line of 5-ounce 
burritos, including Spicy Chipotle 
Beef & Bean; Bean & Cheese; Turkey 
Sausage, Egg & Cheese; and Canadi-
an-Style Bacon, Egg & Cheese. ! ey 
typically retail for $2.49 to $2.99 each.

At the other end of the size spec-
trum, EVOL recently added two 
new fl avors — Sriracha Chicken and 
Carnitas —  to its 10- to 11-ounce Big 
Burritos lineup, which is especially 
popular among male Millennials. 
“! e feedback we have gotten is that 
the 6-ounce burrito isn’t big enough, 
especially for men. Plus, the darker 
packaging appeals to male Millenni-
als,” says Anson. 

At $3.49 to $3.99 apiece,  Big Bur-
ritos also represent more profi t for 
retailers than smaller burritos. In 
addition,  according to Anson, “! e 
consumer gets a better value. Plus, 
they reshape the perception that 
frozen products need to be cheap and 
can’t be premium.”

THE PUSH FOR PROTEIN
Another top trend infl uencing frozen 
and refrigerated Mexican food pur-
chases is higher-protein diets. Origi-
nally, only athletes and dieters were 
interested in protein-heavy lifestyles 
such as Paleo; now, consumers of all 
types are hopping on board. “Con-
sumers know that protein helps them 
feel full longer, so they’re reaching for 
high-protein foods, especially in the 
morning or for snacking occasions,” 
says Rachel Cullen, president and 
CEO of Dinuba, Calif.-based Ruiz 
Food Products (www.elmonterey.
com).

As a result, several of the high-
protein products the company 
introduced recently have gotten o"  
to strong starts, including those in its 
El Monterey Signature PM Burrito 
and El Monterey Breakfast Bur-
rito lineups. In fact, reports Cullen, 
El Monterey frozen burritos (not 
including its breakfast burritos) saw a 
3.4% increase in unit volume during 
the 52 weeks ending Dec. 27, accord-
ing to Nielsen. 

Sold singly and in 12-packs, El 
Monterey Signature PM Burrito 
fl avors include Shredded Steak and 
Cheese Chimichanga, Chicken and 
Monterey Jack Cheese, Shredded 
Steak and Cheese, Southwest Chi-
potle and Jalapeno Bean and ! ree-
Cheese. Breakfast Burrito fl avors, 
also available in four-count packages,  

Red’s All Natural debuts an Organic 
Chicken & Cheese Burrito at Sam’s 
Clubs.
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include Egg, Sausage, Cheese 
and Potato; Egg and Bacon; 
Egg, Sausage and Cheese; and 
Jalapeno, Egg and Cheese.

For consumers who prefer 
to make their own burritos, 
frozen tortillas are becom-
ing a viable option in many 
markets. While refrigerated 
tortilla sales were down 3.9% 
to $23.9 million during the 12 
weeks ended Nov. 30, frozen 
tortilla sales shot 
up 21.1%, al-
beit o"  of a small 
base, reports 
Chicago-based 
market research 
fi rm IRI (@
IRIworldwide). 
Corona, Calif.-
based Food for 
Life Baking Co. 
(www.foodforlife.
com), which owns 

the lion’s share of the subcategory, drove the 
gain with its gluten-free and specialty o" er-
ings, but once critical mass is achieved, watch 
out for private label. At the PLMA Show last 
November, Boise, Idaho-based foodservice 
tortilla supplier Fresca (www.frescamex.com) 
was talking up its new preservative-free fro-
zen tortilla o" ering for retail.

BOWLS CATCHING ON
Although handheld frozen Mexican foods 
are enjoying strong growth, there’s more to 
the category than just burritos. In fact, bowls 
made popular in fast-casual Mexican eater-
ies are starting to appear in the frozen aisle 
as well. Chino, Calif.-based MegaMex Foods 
(www.megamexfoods.com) got things started 
in 2014 with a line of 10 frozen Mexican 
bowls o" ered under the Herdez Cocina 
Mexicana brand. It recently debuted two 
new fl avors: Pollo Asado and Carne Asada. 
Minneapolis-based General Mills (www.
generalmills.com) soon jumped on the bowl 
bandwagon as well, adding a pair of bowls 
— Carne Asada Steak and Honey Chipotle 
Chicken — to its Old El Paso collection 
late last year. Adair says Red’s will roll out 
all-natural Burritos Bowls, which he calls “a 
frozen aisle fi rst,” in the fi rst quarter. “! ey’re 
everything consumers love about a Red’s bur-
rito without the tortilla,” he remarks. 

New formats aside, manufacturers say 

continued growth will also come from consumers’ grow-
ing desire for ethnic foods in general and Mexican in 
particular. “I think it’s refl ective of Hispanic population 
growth and the fact that Mexican food and culture are 
continuing to become more mainstream outside of urban 
epicenters,” says Anson.

Cullen adds, “From jalapenos to chipotle, taco picante 
to red and green chili, consumers love Mexican food for 
its unique fl avors, textures and various heat levels.” Add 
in the convenience of frozen and better-for-you options 
and “We believe the consumer’s a$  nity for Mexican food 
will remain strong for many years to come.” 

Thanks to growing 
consumer interest in 
protein-rich foods, 
particularly at breakfast, 
Ruiz Foods’ El Monterey 
burritos have enjoyed 
strong growth recently.

MEXICAN: ETHNIC 
FUSION FAVORITE
BY ADRIENNE NADEAU

Mexican food is a 
large part of 
America’s restau-

rant culture — from quick 
service restaurants like 
Taco Bell to upscale dining 
establishments such as Rick 
Bayless’ Fontera Grill. And 
now that Mexican food has 
become a staple, it is evolv-
ing into a key component of ethnic fusion. 

More cultures are introducing their unique dishes and fl avor 
profi les into a diverse restaurant landscape. To ease the transition, 
chefs are using more familiar Mexican foods, such as empanadas, 
burritos and tacos, as a delivery system for lesser-known ethnic 
o" erings. Due to their mild fl avor, several cuisines are fi nding that 
Mexican ingredients are ideal for innovative ethnic fusion o" erings. 

Full service restaurants are leading the way, with o" erings like 
! ai Burritos (! ai-Mexican), Velvet Tacos (Korean Tacos) and 
Mexique (Mexican-French). Chefs at businesses like Dragon Loco 
and Don Chow in California are embracing the trend by combining 
the familiar fl avors of Mexican and Chinese foods to create some-
thing entirely unique (think “juan tons”). Chefs say new cuisines 
are often o" -putting for customers, as they aren’t sure if they will 
enjoy the new cuisine or the fl avors. Customers are more willing to 
experiment with fusion fl avors, and tend to believe that they will 
enjoy the dish. 

Mexican fusion restaurants are mostly independents and small, 
regional chains focused in urban areas. However, the trend is 
spreading to the grocery store as well and is leaving its mark on 
the frozen and refrigerated aisles. EVOL o" ers Street Tacos with 
Korean ingredients. Red Baron’s, Totino’s and Tombstone all o" er 
Mexican Pizzas that feature authentic Mexican proteins or more 
spice than traditional pizza o" erings. Even Jamaican fl avors are be-
ing introduced with El Sembrador’s Jamaican-style empanadas.  
Adrienn e Nadeau is a consultant with Technomic, Inc. (www.tech 
nomic.com), the Chicago-based consulting and research fi rm.

ADRIENNE NADEAU
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DIPS, SPREADS AND 
SALADS SIZZLE 
But these aren’t your mother’s recipes! 

BY DAN RAFTERY

Flavored spread sales rose 
another 11.5% to $165.0 million 
in the 12 weeks ended Nov. 30, 

according to IRI (www.iriworldwide.
com), the Chicago-based market 
research fi rm. ! e refrigerated dips seg-
ment also gained a healthy 8.1% (to $164.1 
million) while prepared salad/fruit/coleslaw 
grew 3.4% to $152.7 million. Manufacturers say innova-
tive new products and fl avors and better-for-you nutri-
tional profi les deserve much of the credit.

“Unique fl avor profi les like sriracha and beet are hot 
right now,” reports Aimee Tsakirellis, director of market-
ing at Ward Hill, Mass.-based Cedar’s Mediterranean 
Foods (www.cedarsfoods.com), which recently debuted 
Non-GMO Project Verifi ed Beet Scallion Hommus. “Us-
ing ethnic or regional ingredients as a main fl avor profi le 
or call-out in Mediterranean foods has been trending as 
well,” she says, citing products like Tuscan White Bean 
Dip. Cedar’s is also experimenting with sweet fl avor 
profi les in otherwise savory dips (think pumpkin spice 
hummus).

Flavors with regional appeal, particularly those that 
deliver a bit more “heat,” are another important trend, 
says John Leonardo, senior brand manager for Elk Grove 
Village, Ill.-based Grecian Delight Foods (www.grecian 
delight.com). For example, “Our Cat Cora’s Kitchen 
Lemon Hummus, which contains a jalapeno topping, is 

[doing well] in places like Texas.”
On the ingredient side, swapping out conventional in-

gredients for unexpected ones is becoming more common: 
edamame beans for chickpeas in hummus or kale for more 
traditional greens in salads, for example. “And Greek yo-

gurt, broadly recognized as better-for-you, continues to 
be a popular alternative to sour cream, cream cheese 

and mayonnaise in dips,” says Tsakirellis.
Leonardo agrees. “While staples such as 

French onion dip and spinach dip will always 
be popular, new better-for-you versions with 
healthier ingredients are emerging.”  But it’s not 
all about fat and calories. “Consumers also want 

no artifi cial ingredients or preservatives.” 
“Consumers today are more conscious of what’s in 

their food,” agrees Mary Beth Cowardin, senior brand 
manager at Columbus, Ohio-based T. Marzetti (www.
marzetti.com). “! ey’re reading labels and studying the 
ingredients.”

She notes that Marzetti’s Simply Dressed line of refrig-
erated salad dressings, which posted a 9.3% gain during 
the most recent 12 weeks, according to IRI, is made with 
simple, easy-to-understand ingredients like extra virgin 
olive oil, canola oil and sea salt. 

VARIETY KEY TO GROWTH
To grow dips and spreads even more, Cedar’s’ Tsakirel-
lis suggests retailers “create a destination on the shelf by 
o" ering a wide variety of SKUs.... An expanded category 
helps boost awareness of dips and spreads and inspire 
consumers to try something new.” However, retailers 
should avoid stocking too many of the same fl avors and 
products from di" erent vendors. “By promoting new 
fl avors and items and expanding true variety on the shelf, 
consumers will be more motivated to purchase multiple 
SKUs rather than just their staple items.”

Cross-merchandising with complementary items is 
also important. For ex-
ample, Marzetti recently 
extended the Simply 
Dressed line to include 
nine fl avors of Super 
Grains Baked Croutons, 
which it calls a category 
fi rst. It also debuted ad-
ditional fl avors of Salad 
Accents and a new line 
of Tortilla Strips, both of 
which can be merchan-
dised alongside its dress-
ings. 
Dan Raftery is president 
of Raftery Resource Net-
work and a trumpet hob-
byist. He can be reached 
at Dan@RafteryNet.com.

DIPS, SPREADS & SALADS
Sales in supermarkets, drugstores, mass market retailers, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Nov. 30, 2014, according to IRI (@iriworldwide), a 
Chicago-based market research fi rm. Percent change is versus the same period a year ago.   

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
FLAVORED SPREADS $165,013,168  11.5   47,567,544   12.2   31,354,056   12.1 
Sabra Dipping Co. $101,861,616  10.8   27,126,148   11.9   18,839,920   9.8 
Private Label $16,805,728  18.3   5,624,348   20.8   3,617,385   27.2 
Tribe Mediterranean Foods $11,223,140  5.1   4,151,093   8.9   2,173,418   7.3 
Cedar’s Mediterranean Foods $7,014,034  10.9   2,285,727   15.7   1,586,908   20.9 
Kraft Foods $5,626,400  (21.6)  1,878,540   (23.0)  911,831   (22.5)

DIPS $164,054,048  8.1   56,038,456   2.0   46,526,512   1.1
Private Label $29,836,528  6.2   9,972,692   (1.4)  8,795,235   (2.3)
T. Marzetti $17,896,152  1.6   5,269,448   0.6   4,230,957   1.1 
Fresherized Foods $17,792,124  14.8   4,363,524   9.4   2,861,709   0.8 
Ventura Foods $15,043,806  8.5   8,121,358   7.1   7,555,905   8.3 
Heluva Good Cheese $12,742,770  (6.1)  5,972,030   (9.1)  5,064,823   (7.9)

PRPD SALAD/FRUIT/CLSLW $152,652,128  3.4   52,224,244   2.1   68,517,696   3.0 

But these aren’t your mother’s recipes! 

ted dips seg-
ment also gained a healthy 8.1% (to $164.1 

gurt, broadly recognized as better-for-you, continues to 
be a popular alternative to sour cream, cream cheese 

and mayonnaise in dips,” says Tsakirellis.

no artifi cial ingredients or preservatives.” 

their food,” agrees Mary Beth Cowardin, senior brand 
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SOUP’S ON!
Organic and natural options are driving signifi cant 
growth in the category, which recently welcomed some 
major new players.

BY DENISE LEATHERS

Although refrigerated 
and frozen soups rep-
resent less than 5% of 

the soup market, they regis-
tered the highest gains of any 
category — +24.8% — between 
2011 and 2013, reports London-
based Mintel. More recent fi g-
ures indicate the segment is still 
gaining steam, despite low household penetration. 

During the 12 weeks ended Nov. 30, fresh soup sales 
jumped 3.6% to $65.2 million across channels, reports 
Chicago-based market research fi rm IRI. Private label 
still owns more than half of all refrigerated soup sales, but 
growth was driven by No. 2 Panera (+38.2%). Many of the 
remaining top 10 manufacturers saw their sales fall, but 
No. 6 Blount Foods (www.blountfi nefoods.com) posted a 
whopping 2,034.2% gain, thanks to its October rollout of a 
new organic soup line — the fi rst sold under its own brand 
rather than a licensee’s.

“People want to know what they’re putting into their 
bodies,” says Bob Sewall, executive vp of sales and market-
ing for the Fall River, Mass.-based company. “! ey want 
clean labels with simple, easily identifi able ingredients.” Of 
course, he adds, nothing’s 
cleaner than organic. “Or-
ganic products are no longer 
just a niche. ! ey’ve made it 
to the mainstream.”

! e line debuted with 
four varieties: Vegetable 
Chili, Minestrone, Tomato 
Bisque (gluten-free) and 
Lentil & Chick Pea. New 
additions include Tuscan 
Vegetable and Carrot Broc-
coli. Although the soups 
are o" ered primarily in 
16-ounce cups, multi-packs 
with four 10-ounce cups 
are also available in club 
stores. Great for lunchboxes 
and briefcases, “! ey’re also 
the right size for snacking, 
which is big among Millen-
nials,” says Sewall.

In terms of fl avors, 

ethnic-inspired varieties are hot. Vegetarian and gluten-
free options are also popular, and several of the new 
Blount soups are one or the other, if not both. Another 
top-10 manufacturer, Mukilteo, Wash.-based Ivar’s (www.
ivarschowder.com), is also jumping on the gluten-free 
trend, rolling out three all-natural, gluten-free varieties 
last year: Clam Chowder, Butternut Squash Bisque and 
Loaded Baked Potato.

M’M, M’M GOOD...FOR FROZEN
Frozen soup is also making news. Despite losses by the top 
two manufacturers, dollar sales jumped 5.3% to $10.80 
million during the most recent 12 weeks. No. 3, Pitts-
burgh-based H.J. Heinz, saw sales of its Weight Watchers 
Smart Ones (www.eatyourbest.com) skyrocket 24.4%, 
thanks to growing distribution of four new single-serve va-
rieties: Fire Roasted Vegetable, Loaded Potato, Southwest-
Style Vegetable and Spicy Black Bean. But the subcategory 
got an even bigger boost from newcomer Campbell’s 
Reserve from Camden, N.J.-based Campbell’s Soup Co. 
(www.campbellsoup.com).

Spotted on the shelves at Walmart stores in several 
states, the 24-ounce multi-serve collection includes six 
fl avors: Chicken and Dumpling, Creamy Broccoli Cheese, 
Loaded Baked Potato with Applewood Bacon, Lobster 
Bisque, Rotini Bolognese with Sausage, and Santa Fe-Style 
Chicken Enchilada.

According to Blount’s Sewall, savvy retailers know that 
their competition comes not only from the supermarket 
down the street, but the restaurant. So it’s important to 
keep an eye on foodservice trends. “Soup has overtaken 
salad as the No. 1 appetizer in limited service restaurants,” 
he reports, citing a recent Technomic study. So supermar-
kets need to o" er a robust selection. 

SOUP Sales in supermarkets, drugstores, mass merchants, military commissaries and 
select club and dollar stores combined for the 12 weeks ended Nov. 30, 2014, according to 
IRI (@iriworldwide), a Chicago-based market research fi rm. Percent change is versus the same 
period a year ago. 
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG

RFG FRESH SOUP  $65,200,160   3.6   12,358,680   (1.1)  17,657,920   1.8 
Private Label   $34,745,468   (4.2)  8,019,804   (5.6)  10,611,208   (3.4)
Panera    $25,204,276   38.2   3,485,253   25.3   5,859,460   36.8 
Legal Sea Foods   $1,988,512   (8.3)  261,058   (5.4)  437,521   (5.9)
Ivar’s   $408,092   (38.6)  66,734   (30.3)  82,170   (46.2)
Soluppa   $403,791   38.1   45,155   34.1   90,310   34.1 
Blount   $385,595   2,034.2   43,388   857.5   102,527   3,520.0 

FZ SOUP  $10,799,157   5.3   2,804,715   6.0   2,992,802   6.0 
ConAgra   $3,256,599   (22.8)  537,802   (18.5)  806,703   (18.5)
Tabatchnick   $1,439,939   (4.4)  671,939   (4.0)  612,923   (3.9)
Heinz   $1,221,800   12.6   615,100   7.9   307,550   7.9 
Campbell’s   $910,303  *  152,354  *  228,531  *
Boston Chowda   $471,983   1.6   83,853   (1.3)  94,336   (1.3)
Private Label   $459,673   4.7   95,378   10.7   115,273   (6.2)

*Product has been in distribution less than a year.

last year: Clam Chowder, Butternut Squash Bisque and 
Loaded Baked Potato.

M’M, M’M GOOD...FOR FROZEN
Frozen soup is also making news. Despite losses by the top 
two manufacturers, dollar sales jumped 5.3% to $10.80 
million during the most recent 12 weeks. No. 3, Pitts-
burgh-based H.J. Heinz, saw sales of its Weight Watchers 
Smart Ones (www.eatyourbest.com) skyrocket 24.4%, 
thanks to growing distribution of four new single-serve va-
rieties: Fire Roasted Vegetable, Loaded Potato, Southwest-
Style Vegetable and Spicy Black Bean. But the subcategory 
got an even bigger boost from newcomer Campbell’s 

category — +24.8% — between 
2011 and 2013, reports London-

ures indicate the segment is still 
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VISIT US AT THE NATURAL PRODUCTS EXPO WEST 

IT’S NOT WHAT WE PUT IN...
... IT’S WHAT WE DON’T

No wheat. No barley. No rye. No gluten anything. Blount uses wholesome, 
premium ingredients to offer soups that are delicious and gluten-free. For your 

customers with celiac disease as well as those sensitive to gluten, that’s the 
assurance they need to place Blount soups in their shopping carts.

To learn more about our artisan crafted gluten free soups, contact us 
at 800.274.2526. blountfi nefoods.com/buildsales
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LOGISTICS

LINEAGE ACQUIRES 
COLUMBIA COLSTOR

Lineage Logistics, a warehousing 
and logistics provider backed by 
Colton, Calif.-based Bay Grove, 

has acquired Columbia Colstor, 
the Moses Lake, Wash., third-party 
warehousing and 
logistics company. 

Founded in 1983 by 
president Don McGraw, Columbia 
has more than 52 million cubic feet 
of temperature-controlled storage 
capacity, making it the 11th largest 
in North America according to the 
International Association of Refriger-
ated Warehouses (IARW), Alexan-
dria, Va. Primarily located in Eastern 
Washington’s robust 
agricultural region, 
Columbia serves 
processors of potatoes, 
fruits, and other veg-

etables grown in the Columbia Basin 
as well as seafood customers near 
the western Washington and Oregon 
border.

“! e acquisition of Columbia 
— combined with the imminent 
Tacoma, Wash., facility expansion 
— positions Lineage as the leading 
cold storage provider in the Pacifi c 

Northwest,” 
said Kevin 
Marchetti, 

managing director of Bay Grove.
! e deal doubles Lineage’s leading 

presence in the Pacifi c Northwest to 
11 locations. ! e company’s national 
footprint now tops 600 million cubic 
feet across 111 facilities in 21 states. 
! is makes it the world’s second-larg-
est refrigerated warehouse network, 

according to IARW data.  
 “By joining Lineage, we can access a 
national network of facilities and of-
fer additional logistics solutions that 
will allow our business and custom-
ers alike to continue to thrive,” said 
McGraw. He will remain active in 
the combined company as an inves-
tor and advisor. 

MEXICAN TRUCKERS
OK; TARIFFS LIFTED

The federal Department of 
Transportation intends to 
make permanent the three-

year Mexican Cross Border Truck 
“Test Program.” ! e policy change 
is expected to result in the perma-
nent termination of more than $2 
billion in annual retaliatory tari" s 
on United States goods, including 
frozen corn and frozen potato prod-
ucts, according to the American 
Frozen Food Institute, McLean, Va. 

By moving this program from 
a “test program” to a permanent 
program overseen by the Federal 
Motor Carrier Safety Administra-
tion, the country will be in com-
pliance with the North American 
Free Trade Agreement (NAFTA) 

and remove the threat of associ-
ated retaliatory tari" s on exports to 
Mexico, AFFI said.

! e three-year Mexican truck 
“test program” was created in 2011 
to satisfy Mexico’s complaints that 
barring Mexican carriers from 
United States highways was in 
violation of NAFTA. ! e 2011 “test 
program” allowed Mexican carri-
ers to haul goods beyond the border 
zones. ! e renewed “test program” 
prompted Mexico to roll back the $2 
billion in annual tari" s on exports 
of U.S. agricultural, personal care 
and manufactured products it im-
posed following a similar program’s 
defunding in 2009. 

More information is available from 
AFFI director of 
government a" airs 
Gordon Speed at 
(703) 821-0770 or 
gspeed@a$  .com. 

SAVE THE DATE! The Food Logistics Forum 
of the American Frozen Food Institute will be May 31-June 2 at 
the Hyatt Regency Lake Tahoe, Incline Village, Nev. 

ULDRICH TO KEYNOTE
IARW/WFLO IN APRIL

Jack Uldrich, a renowned global futurist, 
speaker, and author of 11 books, will key-
note the 124th International Association of 

Refrigerated Warehouses (IARW) and World 
Food Logistics Organization (WFLO) 
Convention & Expo, set for April 26 – 29 
in Orlando. 

He will discuss his book, Foresight 
20/20: A Futurist Explores the Trends 
Transforming Tomorrow, and explore what 
the world of 2020 might look like. His focus 
will be on how cold storage companies can 
respond to coming business changes.

“No one can predict the future, but under-
standing rapidly emerging technological trends can help companies and their 
executives prepare for it,” Uldrich says. “We live in an era of unparalleled 
change, and I look forward to providing critical foresight needed to create a 
successful future.”

Corey Rosenbusch, president and CEO of IARW and WFLO, notes that 
“Our convention theme is ‘Delivering Value,’ and Uldrich’s insights are criti-
cal to helping cold chain logistics companies ensure that they continue to 
provide value during the coming decade. We look forward to hearing this 
analysis of emerging trends and how our industry can prepare for them.”

! e IARW-WFLO Convention & Expo is the world’s largest public refrig-
erated warehousing and logistics event and regularly attracts 700 attendees 
worldwide. Nearly 100 companies will display their products and services.

To register or learn more, visit www.iarw.org/convention. 

Jack Uldrich



DEDICATION SETS LINEAGE APART
Lineage Logistics is a warehousing and logistics 
company built to deliver sophisticated, customized 
and dependable cold chain solutions.  Lineage has 
one of the largest facility networks in the U.S. 
forged through the combination of entrepreneurial 
companies with long histories and strong reputations. 
We are a company of creative people dedicated to 
getting the job done and absolutely committed to 
customer service.

COMPLETE COLD CHAIN SOLUTIONS

PUBLIC 
 WAREHOUSING

PORT-CENTRIC 
WAREHOUSING

ON-SITE FOOD
PROCESSING

TRANSPORTATION

LOGISTICS
CONSULTING

DRY
WAREHOUSING

DEDICATED 
DISTRIBUTION FACILITIES

MANUFACTURING HIGH-PRESSURE 
PROCESSING

RE-DISTRIBUTION PACKAGING CUSTOMS 
BROKERAGE

 

Alabama
California
Colorado
Georgia
Illinois

Iowa
Kansas 
Kentucky
Maryland
Mississippi

lineagelogistics.com        1 (800) 678 7271

National Reach, Local Connections

Missouri
Nebraska
North Carolina
Ohio

Oregon
Pennsylvannia
Tenessee
Texas

Utah
Virginia
Washington
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GETTING PERSONAL

OF SPAM, ALI
& SAGE ADVICE
Dan Horan shares memories — and 
advice to newcomers — from a life in 
the industry. 

BY WARREN THAYER

I couldn’t resist asking Dan Horan 
what it had been like selling SPAM 
early in his career.  
“Oh, yeah,” he said. “’Dan Horan the 

SPAM salesman.’ Selling SPAM was actu-
ally a lot of fun. It is such a cultural icon 
and it was always a conversation starter. 
It’s how I met my wife. She thought I was 
kidding when I told her I sold SPAM. 
Who would kid about such a thing?”

Indeed. ! e fact is, a conversation with 
Horan is never dull, once started. I only 
wish there was room to print it all. Now 
the vp-sales and marketing at Plover, 
Wis.-based Intevation Foods, Horan 
shared some of his favorite memories.
Do you remember your fi rst day in 
the food industry?
I was just out of college in 1981, 
working for Hormel in San Antonio. 
My fi rst day was less than inspiring, 
but perhaps the most appropriate 
baptism. I worked in the o$  ce all 
day, but then that night I attended my 
fi rst reset at 11 p.m. in an HEB store. 
Cleaning shelves, stacking cans, and 
enjoying the glamor that this indus-
try o" ers! I ended up doing plenty of 
resets over my time there and made 
some good friends. What was funny 
was how competitive the reset was 
then — that was true throughout my 
career. Hand-to-hand combat. You 
had to argue your point of view (be-
fore scan data) and sell hard on why your jar of pigs’ feet 
should be at eye level. Nothing like I thought it would be. 
You once met Muhammad Ali at the FMI show. 
I was with Gay Patterson — Hormel had just bought her 
Aussie Pie business — and we were walking the show 
along with one of her employees, who was dressed in 
a giant koala bear suit. We came upon a booth selling 
potato chips, and none other than Muhammad Ali was 
there signing autographs. ! e champ eyed us and got a 
big smile on his face, then he came out and shadow boxed 

with the koala. We laughed — it was perfect. Flash forward 
to another FMI when I was with Anchor Foods, and (pro 
golfer) John Daly was at the SOBE soda booth across from 
us, looking tired. Chris Carroll and I grabbed a big basket 
of POPPERS and cheese sticks and walked in front of the 
huge line of people waiting to meet him. ! e guys from 

SOBE were like, “What are 
you clowns doing?” We told 
them Daly had asked us 
for some snacks, and when 
he saw us, I said “John, 
here are the POPPERS you 
wanted.” He walked over 
and said “I don’t know how 
to thank you guys for the 
break. I’m bored to death. 
How about a quick photo?” 
You’ve pioneered some 
hot products over the 
years. What advice can 
you o! er to people start-
ing out? 
If you’re with a small 
company, you need to bring 
something di" erent and 
relevant — be it in brand, 

product, approach, 
promotion, whatever. 
Stay focused on the 
niche you’re target-
ing, and put your 
money on product 
quality that empha-
sizes strong fl avor and 
texture. Our business 
is all about repeat 
and depth of repeat. 
Basically, it is always 
about quality and 
taste. Always. 

Make sure your 
customers taste your 
product. I can’t tell 
you how many times 
I’ve seen sales calls 
approached without a 

product cutting being front and center. 
Collaborate with the trade and your brokers. You will 

not succeed without the trade providing a helping hand. 
When you’re turned down, don’t take it personally. Move 
on and stay alert to opportunities. ! ey always tend to 
come from where you least expect it. We lost the Sam’s 
cheese stick business in 2000. It was about $25 million. 
But they took the potato skins we’d just added, which 
were about the same dollar volume. Weird stu"  happens 
all the time — you’ll never be able to explain most of it. 

Horan early in his career with an enormous SPAM display.

fore scan data) and sell hard on why your jar of pigs’ feet 

relevant — be it in brand, enormous SPAM display.

Pro golfer John Daly takes a break with 

Dan Horan, l., and Chris Carroll, r., during 

an FMI show a few years back.
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For information contact Dave Wheeler: 800-695-0122 / DaveW@RhodesBread.com
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Back To

Fall back into baking with  Rhodes Bake-N-Serv™. 
The frozen bread and rolls that make oven fresh easy.

In the freezer


