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AND ANOTHER 
THING… 
Of the “consumer” as “child,” 
and mystery addresses 

I interrupt my serene life on a 
Vermont hillside to bring you 
these special bulletins, which 

you ignore at your peril. 
First o" , why 

do food manu-
facturers so of-
ten take pater-
nalistic stands 
against con-
sumers? ! ey 
treat shoppers 
like children too 
dumb to under-

stand how the food business really 
works, so they work hard to keep 
them uninformed. ! ese gravi-
tas, suspender-wearing hot shots 
always fi gure “We know best.” 
(Never trust a suspender wearer 
unless he’s a farmer.)

I’m no expert on GMOs; damned 
few people are, and I’m suspicious 
of most of them on both sides of 
the question. But, whether they’re 
nuts or not, many people want to 
know if their food contains GMOs. 
Some states want to require GMO 
labeling on products sold within 
their borders. 

So along comes Congress with 
a dandy idea: Let’s subject new 
food products to an FDA review, 
and where the FDA fi nds instances 
where the GMOs pose a risk, those 
new products will carry a “Con-
tains GMOs” warning on the label. 

Now, I agree that some sort of 
uniformity across the country is a 
good idea. Economies of scale, less 
confusion, less paperwork and all 
that. But if enough lobbyists were 
involved, the FDA wouldn’t fi nd 
risk in skydiving with a Superman 
cape instead of a parachute. So 
despite all the bluster, no GMO 
products would be labeled, and 

consumers would be treated to 
opaqueness, once again, provided 
by the best Congress money can 
buy. 

Second, and on a lighter note, 
why have company locations 
become a state secret? I wandered 
the Expo West show in Anaheim 
last month, and picked up a pile of 
brochures to use in writing up the 
new products in this issue. When I 
got home, I realized most of them 
listed no address.

Now, when I was in knickers 
back in the last century, it would 
have been an extreme ga" e, per-
haps worthy of fi ring that young 
intern if she weren’t so cute, to 
omit the company address on a 
brochure. But perhaps Congress 
has passed a law (could it be?), re-
quiring the omission of addresses 
and phone numbers on promo-
tional literature. 

Yes, the brochures have Web 
site addresses, but you won’t fi nd a 
company’s location online, ei-
ther. ! ey require you to fi ll out 
a form with your name, address, 
phone, email, and grandmother’s 
shoe size. And if you try to call 
the phone number listed on the 
brochure, you are introduced to 
everything but “If you want to 
hear a duck quack, press 7 now.” A 
company did that very thing, years 
ago, in Boston. I used to call all the 
time, just to hear the duck quack. 

YOU’VE BEEN WARNED
Anyway, I had a helluva time writ-
ing up the Expo West new prod-
ucts, since it is common journalist 
policy to include a company’s city 
and state. I’m starting to rethink 
that. On some occasions, it took 
nearly an hour to track down 
the headquarters location, and I 
considered giving up and writing 
Roswell, N.M., just for spite. Hey, 
you’ve been warned. 
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NEW PRODUCTS

Single-Serve 
Goat Cheese
Saputo Specialty 
Cheese (www.saputo 
specialty.com), Rich-
fi eld, Wis., adds 1-ounce 
Goat Cheese Medal-
lions to its Joan of Arc 
lineup. Made with fresh 
goat milk collected 
from independent 
family farms, the single-
serve rounds feature a 
mild, tangy fl avor with 
a “noticeably fresh” 
aftertaste. Designed 
for on-the-go con-
sumption, the portion-
control snacks come in 
fi ve-count, 5-ounce bags. SRP is $4.99 to $5.99.

Hummus with Chicken
Pure Mediterranean Foods (www.puremediterranean 
foods.com), Elk Grove Village, Ill., introduces Hummus 
Plus, a hummus and chicken combination that offers up 

to 28 grams of 
protein and 12 
grams of fi ber per 
serving. Billed as 
a “one-of-kind” 
product, the 
spread comes in 
fi ve fl avors free of 
artifi cial fl avors 
and colors: Tra-
ditional Hummus 
+ Oven Roasted 
Chicken Breast, 
Garlic Hummus 
+ Garlic Herb 
Chicken Breast, 

Roasted Red Pepper Hummus + BBQ Seasoned Chicken 
Breast, Sun-Dried Tomato Hummus + Oven Roasted 
Chicken Breast, and Garlic Hummus + Chipotle Chicken 
Breast. Offered in microwaveable 8-ounce packages that 
come with both a utensil and napkin, the grab-and-go 
hummuses are expected to retail for $4.99 to $5.99.

Premium Ice 
Cream Pints
In partnership with 
golf legend Jack 
Nicklaus, The Schwan 
Food Co. (www.the 
schwanfoodcompa 
ny.com), Minneapolis, 
debuts premium ice 
cream pints. Of-
fered under the Jack 
Nicklaus brand, the 
line includes seven 

fl avors made with real ingredients: Warm Spiced Butter 
Pecan, Chocolate Peanut Butter Swirl, Salted Caramel 
Toffee, Strawberry Lemonade, Triple Chocolate, Coffee 
and Donuts, and Homemade Vanilla. A portion of the 
profi ts will be used to support children’s charities. SRP is 
$1.99 per pint.

Greek Frozen Yogurt
White Plains, N.Y.-based 
Dannon (www.dannon.
com) expands its Oikos 
Greek Frozen Yogurt 
lineup with three new 
fl avors: Salted Caramel, 
Mint Chocolate Chip 
and Cookies & Cream. 
Like the fi ve original 
fl avors, the newcomers 
contain half the fat of 

regular ice cream, 140 to 160 calories and 6 to 7 grams of 
protein per serving. SRP is $3.99 for 16 ounces.

Sriracha Appetizers
Santa Fe Springs, Calif.-
based Day-Lee Foods 
(www.crazycuizine.com) 
adds a pair of sriracha-
fl avored frozen appetizers 
to its Crazy Cuizine lineup. 
Sriracha Chicken Potstick-
ers offer a bold, Thai-
inspired kick while the 
honey in Honey Sriracha 
Chicken Bites moderate 
the spiciness for consum-
ers who prefer a little less 
heat. Fully cooked and 
ready to heat, both snacks 
go from freezer to table in 
20 minutes. SRP is $7.99 for a 20-ounce package.

Shrimp Snacks
New Orleans-based New Orleans Fish House (www.
neworleansfi shhouse.com) launches frozen Shrimp 
Snacks made with wild-caught American shrimp. Easy to 
prepare in a deep 
fryer or conventional 
oven, the .75-ounce 
par-fried appetiz-
ers come in fi ve 
varieties: Shrimp, 
Spinach & Artichoke 
Poppers; Shrimp & 
Artichoke Poppers, 
Shrimp & Pepperon-
cini Poppers, Creole 
Shrimp Florentine 
Croquettes and 
Seafood Boil Bites. 
Each 6-ounce package includes eight appetizers. SRP is 
$4.99 to $5.99.
Each 6-ounce package includes eight appetizers. SRP is 

regular ice cream, 140 to 160 calories and 6 to 7 grams of 
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WALKING EXPO WEST

WALKING
EXPO WEST
New products, new trends and a new attendance record.  

BY WARREN THAYER

New products abounded at the 35th annual Natural 
Products Expo West March 6-8 at the Anaheim, Calif., 
convention center. Attendance grew by 7.2% to a record 

71,000+ for the show, the world’s largest natural, organic and 
healthy products event. 

Produced by New Hope Natural Media, the show drew more than 
2,700 exhibiting companies and 634 fi rst-time exhibitors. New Hope 
identifi ed fi ve major trends at the event: 
1. Advancements in transparency and traceability of products. 
2. New levels of minimal food processing, featuring short lists of 
nutrient-dense ingredients. 
3. Increased prevalance of Paleo-positioned o" erings in every        
category. 
4. Innovations in packaging, including advancements in sustainabil-
ity, consumer education and shelf stability. 
5. More protein in pretty much everything.  

Natural Products Expo East will be Sept. 16-19 at the Baltimore, 
Md., convention center. Expo West returns to the Anaheim conven-
tion center next year from March 11-13. Here’s a look at some of the 
new items we found at last month’s show. 

Gluten-Free Croissants
Dr. Schar USA (www.
schar.com), Lyndhurst, 
N.J., launches gluten-free 
European-made croissants 
in four-count packages 
in both plain (7.8 ounces 
per bag) and hazelnut 
cream-fi lled (9.2 ounces 
per bag) varieties. The 
introduction stemmed 
from the discovery that 
a small amount of wheat 
starch, processed to remove 
gluten, added a durability 
to the dough that was key 
to achieving the croissant’s 
trademark fl aky crust. 

Consumer research by the company shows 
that croissants are the No. 1 requested item 
on the gluten-free new product wish list. 

Cold Brew Coffee
Califi a Farms 
(www.califi afarms.
com), Bakersfi eld, 
Calif., introduces 
Concentrated Cold 
Brew Coffee with 
60% less acidity 
than hot brewed 
coffee. The 32-ounce 
recyclable Tetra 
package makes eight 
strong cups when 
mixed with the user’s 
choice of liquid 
beverage and can be 
customized to be 
served dark, light, 
hot or iced. Also 
new: three ready-
to-drink Cold Brew 
Single Serve (10.5–ounce) Iced Coffee with 
Almondmilk fl avors: Triple Shot Cold Brew, 
Mocha Mexíca Cold Brew and Dirty Chai 
Cold Brew. All Califi a Farms coffee drinks 
are soy-free, dairy-free, gluten-free and non-
GMO, and have less sugar and calories than 
competing products.  

Organic Hummus/Dips
La Terra Fina (www.laterrafi na.com), Union 
City, Calif., adds new certifi ed organic ranch 
dips and hummus to its line. All are gluten-
free and contain no nuts or trans-fats. 
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Made with Greek yogurt, the 
organic ranch dips come 
in Classic Ranch, Cracked 
Black Pepper Ranch and 
Chipotle Ranch. All have 
50 calories per serving 
and contain live active 
cultures. The company’s 
new organic hummus 
includes organic fl ax seed 
oil to increase its Omega 3s. It 
comes in Classic, Roasted Red Pepper 
and Roasted Garlic. All are USDA-certifi ed organic. The 
packaging is made from 35% recycled PET materials. 
Suggested retails are $4.99-$5.99. 

Gluten-Free 
Tamales
CedarLane 
Natural 
Foods (www.
cedarlanefoods.
com), Carson, 
Calif., rolls out 
a line of all-
natural, gluten-

free frozen tamales wrapped in corn husks. A good 
source of protein and fi ber, the microwaveable tamales 
come in four vegetarian fl avors: Chile & Cheese, Roasted 
Vegetable, Spinach & Feta Cheese and Sweet Corn. SRP is 
$4.49 to $5.49 for a two-count box.

Burritos, Entrees & More
Good Food Made Simple (www.goodfoodmadesimple.
com), Wellesley, Mass., has added items containing no 
artifi cial preservatives, fl avors, colors, sweeteners or 

hydrogenated oils. New are: 7-ounce Breakfast Bowls 
(SRP $3.99-$4.39) with cage-free egg whites (spinach 
scramble, and turkey sausage) and with cage-free eggs 
(uncured bacon and eggs, and uncured ham and eggs); 
5-ounce spinach scramble Breakfast Burritos with cage-
free egg whites (SRP $1.99-$2.79); 6.2-ounce Café Wraps 
with cage-free egg whites in chicken chorizo and huevos 
rancheros varieties (SRP $2.49-$2.99); 8.8-ounce Pancake 
Puffs in banana and original fl avors, (SRP $3.49-$3.99; and 
a line of 6-ounce Entrée Burritos (SRP $2.59-$3.29) in 
nine varieties — spicy Southwest chicken, Rueben, root 

beer BBQ pulled pork, Cajun beef, shredded beef & black 
bean, chicken & black 
bean, Buffalo chicken & 
blue cheese, meatball 
mozzarella and uncured 
pepperoni.

Asian Broths, Soups
San Francisco-based Nona 
Lim (www.nonalim.com) 
adds Spicy Szechuan to 
its line of refrigerated 
Asian broths and noodles. 
The 20-ounce packages 
have an SRP of $6.99. Also 
new: three additions to 
its soup line: Celery Root, 
Kale Potato and Spicy 
Rice. The 12-ounce packages carry a $6.99 SRP. All the 
company’s products have no preservatives, additives or 
excess salt, and come in BPA-free pouches.  

Quinoa Burgers
Los-Angeles-based giv foods debuts quinoa burgers 

made with organic 
quinoa, buckwheat 
and soy-free protein 
and nutrient dense 
superfoods. They 
have 60% more 
protein than 
comparable non-
soy burgers and are 
70% organic. Made 
with non-GMO 
ingredients, they 
are gluten-free, soy-

free, dairy-free and vegan. Varieties are: Sriracha with 
Sweet Chili, Chipotle Chili Lime with Black Beans, Sweet 
Potato Sage, and Mediterranean with Kalamata Olives. 

The 2.5-ounce burgers, 
packed 3 to the box, 
carry a suggested retail 
of $5.99. The company 
donates half its profi ts 
to causes consumers get 
to choose. (www.giv50.
com). 

Korean Cuisine
Omaha, Neb.-based Suji’s 
Korean Cuisine (www.
sujiskorean.com) adds 
Pork Bulgogi Dumplings 
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and Beef Bulgogi Dumplings to its frozen line. Also new 
are four refrigerated items: Savory Beef Bulgogi; Spicy 
Pork Bulgogi; Beef Bibimbap Rice Bowls; and Kimchi & 
Pork Bulgogi Rice Bowls. All products come in a variety of 
sizes. The authentic 
dishes have all-
natural ingredients 
and are gluten-
free. Founder and 
CEO Suji Park is 
a restaurateur in 
Korea, Japan and the 
United States. 

Artichoke Burgers
Five Star Foodies, 
Cincinnati, adds 
two new artichoke 
burgers to its line, each with 6 grams of protein per 
burger. The new French Herb features Mediterranean 
fl avors with a blend of rosemary and lavender and a 
hint of garlic. Tandoori Spice artichoke burgers feature 
a traditional spice mixture of North India for a robust 

smokiness. The products have no fi llers, 
processed soy or isolated proteins and all 
ingredients are non-GMO (“when available we 
try to source local and organic ingredients”). 
There are three 2.5-ounce burgers per box, 
carrying an SRP of $5.99. 

Stronger Ginger Brew
Reed’s Inc. (www.reedsinc.com), Los Angeles, 
launches Stronger Ginger Brew, with 50% 
more ginger than its fl agship product, 
Reed’s Extra Ginger Brew. Made without 
artifi cial fl avors, high fructose corn syrup 
or preservatives, the product uses ginger 
root, cane sugar and honey in a brewing 
process that is more than 200 years old. 
Four-packs of the 12-ounce bottles carry a 

suggested retail of $5.99. A recent addition: 
coffee Kombucha, the ninth item in Reed’s 

Culture Club Kombucha lineup. The culture is grown 
in brewed organic 
coffee, instead of tea, 
like most kombucha. 

Gluten-Free Pizza
Better4U Foods 
(www.better4ufoods.
com), Delray Beach, 
Fla., introduces three 
gluten-free pizzas 
featuring sprouted 
ancient grains. 

Varieties are: Four-Cheese, Uncured Pepperoni and 
Mediterranean. The 9.5-inch pizzas weigh 12-13.4 ounces, 
and carry suggested retails of $8.99. 

Chia Energy Beverages
Mamma Chia (www.
mammachia.com), 
Carlsbad, Calif., rolls 
out Chia Energy 
Beverages in four 
fl avors: Blackberry 
Blast, Raspberry Razz, 
Cherry Charge and 
Grape Power. Each 
10-ounce bottle, 
made with chia and 
guayusa, has 2,500 mg 
of Omega 3s (a full day’s worth), 6 grams of fi ber, 4 grams 
of complete protein, 90 mg of natural caffeine (equal to 
an 8-ounce cup of coffee), twice the antioxidants of one 
cup of green tea and 120 calories. 

Probiotic Kefi r with Protein
Lifeway Foods (www.LifewayKefi r.
com), Morton Grove, Ill., debuts three 
probiotic kefi rs with 40 grams of protein 
per 16-ounce bottle. Varieties are: mixed 
berry, vanilla and banana. The products 
are naturally gluten-free, 99% lactose-
free and contain 12 live and active 
probiotics. Suggested retail is expected 
to be in the range of $2.99-$3.79. Lifeway 
has also added coconut to its varieties 
of frozen kefi r. The all-natural, gluten-
free product has 90 calories per serving, 
and is 99% lactose-free. 

Ice Cream Sandwiches
Tillamook, Ore.-based Tillamook County Creamery 
Association (www.tillamook.com) launches 
superpremium waffl e 
cone cookie ice cream 
sandwiches under 
the Tillamookies 
name. They come in 
Oregon Strawberry, 
Chocolate Hazelnut, 
Mint Chocolate Chip 
and Vanilla Bean. They 
feature superpremium 
ice cream or 
Italian-style gelato, 
sandwiched between 
crispy waffl e-cone 
cookies coated with dark chocolate. Four 3.5-ounce 
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cookies are packed in a 14-ounce box, with a suggested 
retail price of $4.99. 

Black Bean Burgers
Lightlife Foods (www.lightlife.com), Turners Falls, Mass., 

rolls out refrigerated 
fresh Black Bean Burgers 
under its Smart Patties 
label. They are non-GMO 
project verifi ed, kosher 
and certifi ed vegan. Each 
100-calorie patty has 10 
grams of protein and no 
saturated fat or cholesterol. 
MensJournal.com recently 
featured them as the 
heartiest veggie burger 
on the market. Black Bean 
Burgers come four to the 
10-ounce box.

Vegan Smoked Salmon
And it’s kosher, too! 
Sophie’s Kitchen (www.
sophieskitchen.net), 
Sebastopol, Calif., introduces 
wood-smoked non-GMO 
gluten- and soy-free vegan 
smoked “salmon.” It is made 
with konjac, a plant native 
to Southeast Asia that has 
almost no calories but is 
high in fi ber. The four-ounce 
package, which notes that 
“no fi sh were harmed in the 
making of this product,” 
comes 12 to the master case 
and carries a suggested retail of $5.99. 

Small-Batch Ice Cream & Gelato
Cincinnati-based Graeter’s Ice Cream (www.graeters.
com) adds fi ve fl avors to its 
superpremium hand-packed 
line of pints: Bourbon Pecan 
Chocolate Chip Ice Cream, 
infused with 
Kentucky bourbon 
and featuring 
roasted, buttered 
and salted 
pecans and dark 
chocolate chips; 
Black Raspberry 
Gelato, Dark Chocolate Mint Crunch Gelato, Toasted 
Coconut Gelato, and Bananas Foster Gelato. Graeter’s is 

the only commercial company using French Pot freezers, 
producing 2.5 gallons at a time and pumping in no air, 
while the volume of some competing product is 50% or 
more air.  

NOW IN 12-COUNT
The Country Hen (www.countryhen.com) Hubbardston, 
Mass., has added 12-count packaging to its Country 
Hen line, previously available only in 6-count cartons. 
The organic, cage-free eggs 
contain six times the amount 
of Omega-3s as normal eggs. 
Suggested retail is $7.99.

WHOOPIE PIES
The Piping Gourmets (www.
pipinggourmets.com), Miami,  
adds Chocolate-Chocolate to 
its frozen Whoopie Pie line. 
There are four two-ounce, 
individually wrapped treats 
per carton. Now GMO-
certifi ed, the six fl avors of 
Whoopie Pie are free of 
gluten, dairy, eggs, trans 
fats, hydrogenated oil and 
artifi cial fl avors and colorings. 
They are also kosher and 
vegan. Suggested retail is 
$6.99.  

GLUTEN-FREE TREATS
Wholly Gluten Free (www.WhollyWholesome.com), 
Chester, N.J., introduces thaw-and-sell Chocolate 
Brownies (7-ounce packages) and Chocolate Chip 
Cookies (in 9-ounce 8-packs). The cookies are also vegan 
and egg-free. Both products are free of GMOs, trans fats, 
wheat, dairy, casein, soy, peanuts, tree nuts and sesame 
seeds. They carry a suggested retail of $4.99.

) adds fi ve fl avors to its 
superpremium hand-packed 
line of pints: Bourbon Pecan 
Chocolate Chip Ice Cream, 

Kentucky bourbon 

roasted, buttered 
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‘ARF!’ 

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

SMART & FINAL STORES 
From March 18 fourth quarter conference call. 
Dave Hirz, president and CEO: We have been testing 
targeted expansions in our product assortment. One area 

is natural and organic 
items, which are increas-
ingly sought after by all 

income demographics. We piloted a test of 1,000 center-
store natural and organic items in 15 select Extra! stores. 
! is response has been encouraging and we are planning 
to add these items to more than 50 additional stores this 
year. ! ese 1,000 natural and organic items represent 
almost all categories across the center of the store. 

GENERAL MILLS
From March 18 third quarter conference call. 
Kendall J. Powell, chairman and CEO: We recently re-

moved all artifi cial colors and fl avors from our kid 
yogurts, and … We’re now rolling out a 25% sugar 
reduction across the entire Yoplait Original line… 
Over in the frozen aisle, our Totino’s hot snacks 
business (had) retail sales up 4% in the third quar-
ter. ! is brand has found success with innovation 

like new blasted-crust pizza rolls and by leveraging 
digital media to target millennial consumers with messag-
ing focused on convenience, value and great taste.

LIFEWAY FOODS
From March 16 fourth quarter conference call. 
Julie Smolyansky, president and CEO: We experienced 
an approximate 15% increase in the cost of milk in the 

fourth quarter compared to last 
year. In the fi rst quarter of 2015, 
milk prices were approximately 

40% to 50% lower compared to the same period the prior 
year, and we expect prices to stay at this level for the du-
ration of 2015… In the fourth quarter, net sales increased 

double digits to $30.2 million, and for the year, net sales 
increased 22% to $119 million, and gross sales were up to 
$130 million. ! ese results were driven by increased dis-
tribution of our Kefi r across retail channels and improved 
brand awareness of Lifeway, which helped straighten our 
already dominant 95% share of the U.S. Kefi r category.

UNITED NATURAL FOODS
From March 9 second quarter conference call. 
Steve Spinner, president and CEO: Direct buyers are 
truckload buyers. So if you’re buying 30 or 40 SKUs 
direct, you may get a 0.5% or 0.6% ad-
vantage over UNFI by buying it direct. 
But what ends up happening when a 
conventional retailer takes it direct is 
they get a much higher degree of out-of-
stocks because they really have to wait 
until they can put together a 40,000-pound load to place 
another order, which means they’ll have too much of one 
item and not enough on others. And so if you actually do 
the calculation of that 0.5% or 0.6% advantage in buying 
direct versus the lost margin at retail because of having a 
diminished fi ll rate on the items that they bought direct, 
it’s a really compelling reason to give it back to UNFI; and 
there are many cases where that happens.

CAMPBELL SOUP 
Feb. 25 second quarter conference call. 
Denise M. Morrison, president and CEO: We’ve been 
doing quite a bit of analytics on our trade performance in 
the marketplace and on the ap-
propriate pricing. So we’ve been 
able to really understand with a 
new level of granularity where 
we’ve invested and the return on 
that investment, and we will be reducing less profi table or 
less ROI trade in the marketplace. 

PINNACLE FOODS 
Feb. 24 fourth quarter conference call. 
Bob Gamgort, CEO: Our acquisition of gardein not only 
expands (Birds Eye presence) in health and wellness, but 
for the very fi rst time gets us into some of these natural 
organic channels where we’ve had zero presence. And 
on the other end 
of that continuum, 
new channels, we 
had some big wins 
in dollar stores in 
2014… Birds Eye is our largest single brand, representing 
over $1 billion in retail sales. We’re very excited about our 
plans for the business in 2015, including both an ambi-
tious innovation agenda and our recently launched televi-
sion advertising. 

moved all artifi cial colors and fl avors from our kid 

like new blasted-crust pizza rolls and by leveraging 
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F A C T O I D S

19.7%
Dollar gain by side dishes (to 
$97,772,648), the largest by a

frozen subcategory with at least 
$10 million in sales. Stouffer’s 
maker Nestlé (+64.3%), Green 

Giant manufacturer General Mills 
(+61.2%) and private label (+41.4%) 

drove the advance.

-19.9%
Dollar loss by drink/cock-
tail drink concentrate (to 

$20,022,708), largest by a frozen 
subcategory with at least $10 mil-
lion in sales. A 38.6% gain by top 

seller Jamba wasn’t nearly enough 
to offset losses by eight of the 
nine remaining top 10 brands.

1%
Percentage of car alarms that go 

off due to attempted theft.

THE DATABANK

TOP 
FROZEN

BY PETER PENGUIN

During the 12 weeks ended 
Feb. 22, sales of frozen foods 
in supermarkets, drugstores, 
mass merchants, military 
commissaries and select 
club and dollar stores 

combined totaled $12.49 billion, a 2.0% 
increase compared with the same period 
a year ago, reports IRI (@iriworldwide.
com), a Chicago-based market research 
fi rm. However, units fell 1.9% to 3.51 
billion and volume dropped 1.1% to 5.09 
billion. Percentage of volume sold with 
merchandising support tumbled 2.1 points 
to 34.1%.

For the 52 weeks ended Feb. 22, dollars 
rose 1.1% to $52.86 billion, but units were 
down 1.8% to 15.18 billion and volume 
slid 1.1% to 23.67 billion. Percentage of 
volume sold with merchandising support 
decreased 1.1 points to 35.4%.

Our chart shows the largest frozen 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Feb. 22.
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PIZZA  $1,116,629,376   (0.1)  331,517,792   (5.9)  351,598,048   (5.2)
For top-10 manufacturer data, see our story on Pizza in this issue.

ICE CREAM  $1,042,493,696   5.2   271,004,480   1.9   799,110,144   (1.1)
Private Label   $221,073,728   (1.1)  67,392,096   (2.8)  242,691,808   (4.8)
Nestlé/Dreyers   $188,751,216   (5.1)  45,481,016   (9.6)  97,522,144   (14.0)
Blue Bell Creameries   $117,552,240   7.5   26,588,698   2.2   76,979,816   3.6 
Good Humor/Breyers   $94,032,840   13.7   23,778,856   9.8   67,957,808   6.6 
Ben & Jerry’s   $84,434,632   20.7   20,547,022   17.7   20,642,424   17.8 
Wells’ Enterprises   $68,387,464   (3.0)  14,936,704   (5.6)  73,989,392   (1.9)
Turkey Hill Dairy   $47,074,472   9.7   15,565,990   6.6   46,276,004   7.1 
Talenti   $39,852,056   66.8   9,080,588   62.9   9,497,990   67.8 
Friendly’s   $29,963,140   17.3   10,780,736   19.9   32,417,848   20.1 
Dean Foods   $20,149,966   9.0   4,756,894   9.9   22,776,258   5.2

SINGLE-SERVE DINNERS/ENTREES  $974,793,088   (4.2)  456,599,328   (6.4)  292,806,368   (6.1)
Nestlé USA   $287,219,744   (10.8)  112,581,720   (15.7)  75,038,736   (15.2)
ConAgra   $280,735,584   (3.3)  161,583,376   (1.3)  102,664,800   0.2 
Heinz   $87,530,448   (15.3)  39,669,188   (16.5)  22,255,324   (17.2)
Bellisio Foods   $83,586,336   4.3   64,342,140   (2.3)  35,129,316   (2.1)
Amy’s Kitchen   $52,682,344   16.1   13,636,067   17.0   7,958,279   17.2 
Pinnacle Foods Group   $47,785,584   1.2   16,677,778   (3.2)  16,365,231   (3.0)
Windsor Foods   $18,602,940   (11.1)  7,895,943   (17.3)  6,544,215   (17.0)
Atkins Nutritionals   $17,947,898   (2.1)  5,315,059   (4.0)  2,982,351   (4.2)
Private Label   $13,380,408   7.3   6,303,021   5.7   3,997,159   3.4 
Birds Eye   $11,521,998   14.9   6,271,481   16.2   4,228,282   14.9

CHICKEN/CHICKEN SUBSTITUTE  $804,709,568   (2.0)  121,382,400   (4.5)  328,533,312   (5.6)
Private Label  $238,022,592   (1.2)  33,246,896   (4.4)  93,753,056   (5.7)
Tyson Foods  $208,652,416   1.9   26,415,616   (0.1)  86,014,600   0.8 
Perdue  $65,203,272   (20.4)  10,589,457   (20.8)  23,775,222   (26.5)
Pilgrim’s Pride  $51,337,556   (13.9)  8,053,399   (15.3)  34,652,552   (10.3)
Gold’n Plump  $50,892,836   13.0   8,371,559   9.8   13,981,420   10.1 
AdvancePierre  $24,751,836   1.6   3,874,617   (13.2)  4,239,687   (5.5)
Heinz  $19,590,748   (15.7)  4,034,458   (18.1)  3,692,885   (16.7)
Gold Leaf of Nebraska  $13,946,584   (7.3)  1,915,802   (11.7)  19,158,018   (11.7)
Kellogg’s  $9,535,391   (4.4)  2,430,502   (3.6)  1,604,551   (3.8)
Harvestland  $6,991,656   36.6   1,008,268   96.6   1,619,220   39.2

PROCESSED CHICKEN/CHICKEN SUB  $785,803,904   2.0   127,799,552   (2.7)  198,634,784   (2.3)
Tyson Foods   $345,478,400   (5.3)  49,138,928   (13.3)  88,240,912   (9.7)
Private Label   $148,592,672   10.8   22,814,696   5.8   38,061,172   6.0 
Perdue   $86,307,104   16.0   17,865,380   20.9   18,875,328   18.1 
ConAgra   $47,880,128   (7.6)  10,166,326   (7.1)  15,605,474   (7.4)
Foster Farms   $30,703,772   31.5   4,792,363   25.9   7,101,892   33.2 
John Soules Foods   $25,005,006   23.1   6,044,141   14.8   4,211,664   12.3 
Maxi   $13,584,288   5.2   1,629,735   4.8   5,004,704   8.0 
On-Cor   $11,820,508   8.7   2,909,733   (8.7)  5,000,794   9.0 
AdvancePierre   $11,667,473   (19.1)  2,484,123   (20.0)  3,877,329   (22.5)
Aidells   $5,996,946   16.0   1,043,612   21.8   782,709   7.6

FZ NOVELTIES  $604,851,904   3.8   175,332,432   0.4   235,689,728   1.7 
Nestlé/Dreyers   $163,763,168   3.5   44,161,976   (1.8)  43,928,856   0.3 
Good Humor/Breyers   $110,481,048   2.1   31,679,552   1.4   45,547,616   0.7 
Private Label   $77,157,632   0.0   24,906,078   (4.4)  48,752,788   (1.5)
Wells’ Enterprises   $64,757,368   (4.1)  15,710,180   (7.1)  20,947,036   (6.8)
Blue Bell Creameries   $30,409,716   20.7   7,589,417   20.9   14,524,256   19.6 
Mars   $26,591,432   (0.3)  7,377,892   (0.1)  5,375,519   (1.0)
Unilever Bestfoods   $14,878,792   (0.4)  3,568,259   (6.1)  2,241,610   (6.9)
J&J Snack Foods   $10,647,320   11.0   3,120,388   10.9   6,558,410   12.0 
Ice Cream Specialties   $9,231,078   16.8   2,620,989   10.7   4,743,784   10.2
Ziegenfelder Co.   $8,554,302   6.0   3,980,128   5.0   9,520,516   2.6 

SHRIMP  $599,959,680   5.9   60,453,788   3.2   65,131,316   3.5
IRI is unable to supply top-10 manufacturer data.

FISH/SEAFOOD  $597,299,392   5.0   83,582,208   3.7   122,612,528   2.0
IRI is unable to supply top-10 manufacturer data.



All-day choices.
            All-day growth.
Take a fresh look at our new lineup. Everyone is seeing Special K® differently. 

For shoppers, it’s satisfaction without sacrifice around the clock. For you, it’s 

a renewed focus on growth. With bold, new flavors and packaging, Special K® 

nourishes your shoppers and your center store growth.

See more at centerstoregrowth.com.

®, ™, © 2015 Kellogg NA Co.
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11.0%
Dollar gain by onion rings 

(to $14,942,357), one of only 
a handful of $10-million-
plus frozen subcategories 
to register a double-digit 
increase. A 26.7% jump by 
No. 3 Nathan’s Famous and 
a strong debut by new No. 

4 Red Robin helped off-
set losses by the top two 

national brands.

4
Number of frozen subcat-

egories with less than 20% of 
volume sold with merchan-
dising support (of 23 total) 
that saw dollar sales rise 

nonetheless. Frozen tortillas 
were the biggest gainer in 
the group, posting a 15.4% 

increase (to $609,401). 

19
Most strokes on a hole in 
a major golf tournament. 
American Ray Ainsley had 
trouble getting his ball out 

of a creek in the second 
round of the 1938 U.S. Open. 
He claimed he was unaware 
of the rule allowing a one-

stroke penalty for dropping 
the ball from the hazard.

3.4%
Dollar gain by handheld 

entrees (non-breakfast), to 
$584,808,320, despite a 5.9% 
loss by leading manufacturer 

Nestlé, maker of top-10 
brands Hot Pockets (-0.6%) 
and Lean Pockets (-20.5%). 

The rest of the top 10, 
including No. 2 El Monterey 

(+11.0%), saw their sales 
expand.

23
Number of chickens con-

sumed by the average 
American in one year.

THE DATABANK

HANDHELD ENTREES (NON-BRKFST)  $584,808,320   3.4   171,407,056   (3.6)  183,716,928   2.7 
Nestlé USA   $199,350,800   (5.9)  59,031,160   (12.3)  56,292,304   (3.2)
Ruiz Foods   $79,166,936   11.4   25,469,036   10.5   42,762,988   10.0 
Hillshire Brands   $45,046,952   26.3   8,079,474   31.6   15,399,376   21.6 
White Castle   $39,502,864   32.8   6,690,209   23.6   8,363,288   28.8 
J.M. Smucker   $33,210,216   11.2   6,789,396   9.2   6,482,225   8.8 
Foster Farms   $24,717,526   3.0   4,090,768   2.7   10,976,201   1.8 
Private Label   $23,677,980   7.3   9,178,471   (16.2)  6,294,078   (4.4)
AdvancePierre   $17,901,248   9.3   6,641,608   6.9   4,330,353   (0.1)
Windsor Foods   $17,654,712   11.4   11,979,016   17.5   6,011,873   6.5 
Amy’s Kitchen   $14,483,210   7.2   5,368,747   2.8   2,017,743   3.3

APPETIZERS/SNACK ROLLS  $498,059,904   1.2   112,909,936   (0.2)  144,053,488   0.7 
General Mills   $141,722,096   3.9   35,106,172   1.8   56,193,080   6.2 
Rich Products   $41,747,584   (7.7)  6,946,355   (10.0)  12,557,000   (9.7)
Private Label   $39,782,640   22.2   9,212,970   17.8   8,858,778   23.8 
Windsor Foods   $37,113,008   (0.8)  7,493,929   (9.3)  10,615,153   (1.5)
Ore-Ida   $35,038,696   5.1   8,636,600   4.6   8,240,595   6.2 
Delimex   $34,627,592   5.7   5,206,932   (0.7)  9,644,734   (9.0)
Heinz   $29,867,554   (14.7)  5,290,555   (17.7)  5,981,351   (15.6)
ConAgra   $16,521,180   15.4   3,146,432   21.1   2,593,089   (2.2)
Schwan’s   $15,975,336   (1.9)  4,285,235   3.2   4,321,763   (5.2)
Ruiz Foods   $14,939,682   (10.1)  2,088,873   (13.0)  3,939,849   (10.6)

MULTI-SERVE DINNERS/ENTREES  $496,856,096   1.1   76,977,264   (4.0)  169,488,128   (3.3)
Nestlé USA   $201,904,288   0.2   24,947,078   (8.3)  73,306,480   (7.3)
ConAgra   $109,812,456   (2.2)  19,602,794   0.8   31,647,380   (3.6)
Birds Eye   $64,829,788   19.7   13,548,598   13.7   23,324,176   22.8 
Private Label   $23,309,092   (16.4)  2,967,217   (26.1)  9,914,912   (12.3)
Michael Angelo’s   $19,258,800   36.9   1,929,550   28.4   5,240,419   36.9 
On-Cor   $14,593,392   (12.0)  5,034,786   (14.7)  8,663,366   (14.3)
Gourmet Express   $9,505,613   (23.5)  1,777,477   (29.8)  3,400,404   (23.4)
Ajinomoto   $9,184,488   (4.7)  896,035   (17.8)  2,848,564   (0.9)
Newman’s Own   $7,468,719   (0.3)  1,096,904   0.4   1,572,111   0.1 
General Mills   $3,117,937   (51.4)  444,627   (50.2)  557,476   (59.8)

PLAIN POTATOES/FRIES/HSHBRNS  $380,102,144   (0.2)  138,503,104   (1.5)  282,449,408   1.5 
Ore-Ida   $162,842,144   (2.6)  53,131,912   (6.4)  104,794,288   1.7 
Private Label   $138,349,728   1.7   59,421,204   3.2   124,938,032   2.1 
Alexia   $21,366,568   (4.2)  6,056,534   (6.3)  9,269,050   (6.0)
ConAgra   $13,495,629   27.8   4,984,033   26.7   7,162,309   28.4 
Lamb-Weston   $10,330,902   (9.5)  3,777,177   (10.5)  7,651,594   (10.2)
McCain   $8,796,737   (6.7)  3,351,172   (7.8)  5,361,778   (6.7)
Heinz   $5,461,988   7.2   300,443   6.7   9,013,282   6.7 
Mr. Dell Foods   $3,250,323   3.3   1,071,280   1.8   2,273,188   (0.1)
J.R. Simplot.   $3,140,769   (11.8)  1,658,121   (13.7)  3,334,205   (14.1)
Mr. Dees   $2,587,128   22.1   1,089,321   14.3   1,683,062   12.1

TURKEY/TURKEY SUBSTITUTE  $337,591,168   15.5   66,031,160   12.4   97,629,184   12.4 
Jennie-O   $130,364,728   12.7   24,846,310   10.5   38,190,752   11.6 
Cargill   $66,857,704   11.2   13,522,850   6.0   19,381,616   5.5 
Private Label   $57,559,264   22.2   11,164,201   22.5   15,406,600   19.3 
Butterball   $37,649,040   32.2   6,918,246   32.9   12,177,891   34.3 
Perdue   $12,523,581   6.7   2,919,677   3.3   3,338,415   5.2 
Foster Farms   $10,869,912   4.7   1,962,467   (1.5)  2,728,616   (0.5)
Plainville Farms   $5,981,154   36.4   1,235,626   31.5   1,235,626   31.5 
Harvestland   $4,203,500   8.7   924,034   9.0   995,062   8.3 
Royal Sausage Co.   $2,142,720   (14.6)  429,633   (24.0)  825,171   (24.0)
ConAgra   $1,437,410   5.8   494,728   3.5   803,932   3.5

MEAT (NO POULTRY)  $336,897,472   7.9   44,205,564   (1.3)  94,983,664   (1.5)
Private Label   $108,658,232   19.6   12,486,810   1.7   30,827,900   8.2 
Home Market Foods   $19,507,100   63.2   3,326,593   45.9   5,840,226   48.3 
Eaves Packing Co.   $16,919,228   11.1   1,331,045   (4.1)  2,954,580   (3.6)
Quaker Maid Meats   $14,350,119   (4.8)  2,619,809   (13.3)  3,889,440   (10.1)
Jensen Meat Co.   $13,795,740   128.6   583,243   90.6   4,239,777   92.1 
Steak-umm   $12,646,109   3.0   2,180,399   2.2   2,225,150   3.2 



Client:  Old  Orchard          Pub:  Frozen  &  Refrigerated  /  Aug.  24

Agency:  Grey  Matter  Group    616-458-8750    www.greymattergroup.com

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

100% Juice. Juice Blends. Reduced Sugar Juice Cocktails.   Info@oldorchard.com   |   www.oldorchard.com   |   616-887-1745
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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 registered $5.93 billion 

during the 12 weeks ended Feb. 22, a 6.8% 
increase compared with the same period a 
year ago, reports IRI (@iriworldwide.com), a 
Chicago-based market research fi rm. Units 
edged up 0.1% to 1.52 billion, but volume fell 
1.9% to 1.41 billion. Percentage of volume sold 
with merchandising support slid 0.2 points 
to 33.4%.

For the 52 weeks ended Feb. 22, dollars 
shot up 7.9% to $25.29 billion, while units 
climbed 1.0% to 6.71 billion. However, 
volume was down 0.2% to 6.22 billion, 
and percentage of volume sold with 
merchandising support dwindled 1.7 points 
to 34.6%.

Our chart shows the largest deli 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Feb. 22.

F A C T O I D S

1.1%
Dollar gain by fi sh/herring/sea-
food (to $151,764,736), despite a 
12.7% loss by top seller private 

label. Seven of the nine remain-
ing top 10 brands, including No. 
2 Trans Ocean (+8.1%), saw their 

sales rise.

7
Number of deli subcategories (of 
16 total) that registered both dol-
lar and unit sales growth. But due 
to commodity price increases, all 

but two saw dollar sales rise.

21%
Percentage of Americans who 
believe that a UFO crashed at 
Roswell, N.M., in 1947, and the 
U.S. government covered it up, 

according to a recent Public 
Policy Polling survey.

SLICED LUNCHMEAT  $1,244,378,624   5.7   372,012,416   (2.3)  265,524,208   (3.1)
Kraft  $460,524,800   4.3   126,008,504   (4.4)  105,909,424   (0.7)
Private Label   $225,433,440   8.9   57,453,688   (0.7)  42,103,452   (7.0)
Hillshire Brands   $133,723,616   3.2   32,768,942   (7.0)  20,396,988   (4.7)
Land O’Frost   $93,656,864   0.7   23,615,248   (6.8)  19,929,798   (9.4)
Bar-S   $43,767,936   7.4   24,683,226   4.2   21,921,680   3.6 
Carl Buddig & Co.   $36,994,464   13.1   30,882,212   5.5   7,505,358   4.9 
Hormel   $28,931,050   6.3   8,471,345   6.1   4,345,238   2.1 
Armour-Eckrich Meats   $25,342,912   10.5   9,973,542   11.2   7,053,672   7.2 
Applegate Farms   $23,783,618   32.8   4,467,370   31.6   1,734,670   30.7 
Greenwood Packing   $12,743,029   (6.0)  7,922,443   (19.0)  3,800,097   (18.7)

UNCOOKED MEATS (NO POULTRY)  $1,072,479,424   16.1   143,494,640   (4.8)  237,360,656   (7.7)
Private Label   $563,501,760   27.7   77,321,200   3.0   132,780,848   (4.1)
Cargill   $104,156,624   (8.1)  12,815,178   (31.3)  22,666,488   (24.8)
Tyson Fresh Meats   $101,536,416   54.4   11,099,590   26.1   21,552,938   33.5 
Tyson Foods   $98,776,248   (9.8)  14,354,452   (19.7)  21,611,472   (28.0)
FPL Food   $39,222,832   14.0   4,824,398   (8.1)  7,996,483   (9.8)
Hormel   $30,328,668   (21.6)  4,126,991   (30.8)  5,793,987   (27.5)
Laura’s Lean Beef   $21,413,044   10.5   2,834,239   (5.5)  2,935,756   (2.8)
Interstate Meat   $11,344,507   11.0   1,613,683   (2.8)  2,427,724   (6.1)
National Beef   $8,907,018   12.9   761,931   (16.4)  2,043,715   (17.1)
Meadow Buffalo   $7,909,187   5.2   811,279   0.9   837,392   1.3

BACON  $1,065,413,248   1.6   237,334,384   4.7   223,027,616   5.6 
Kraft   $226,526,864   3.5   47,568,328   6.9   40,682,804   9.6 
Private Label   $224,827,840   (1.2)  53,303,772   2.4   51,013,256   3.2 
Hormel   $112,065,656   (7.0)  20,552,410   (4.7)  17,774,338   (5.8)
Wright Brand   $82,110,752   (4.4)  8,044,665   (9.0)  17,348,352   (6.4)
Smithfi eld   $65,630,016   34.0   16,532,619   37.9   17,084,868   44.9 
Farmland Foods   $47,235,788   2.3   10,538,833   3.5   10,396,976   2.3 
Gwaltney of Smithfi eld   $28,044,608   1.5   8,199,298   4.6   7,020,918   2.3 
Tyson Foods   $26,124,352   46.4   7,425,416   56.7   6,564,968   66.8 
John Morrell & Co.   $25,571,552   5.2   7,832,560   11.2   6,046,315   10.9 
Bar-S   $17,938,740   (30.9)  4,970,740   (34.7)  3,981,453   (34.0)

DINNER SAUSAGE  $766,046,272   9.0   196,357,392   0.1   207,153,056   0.1 
Hillshire Brands   $171,997,632   3.5   47,592,028   (7.1)  45,193,600   (5.4)
Johnsonville Sausage   $133,593,840   7.9   31,682,376   0.4   32,939,132   0.6 
Private Label   $79,478,064   20.2   18,831,668   2.3   20,729,398   5.9 
Armour-Eckrich Meats   $60,261,616   23.0   19,328,350   19.6   19,371,796   18.6 
Premio   $18,977,804   1.1   3,559,466   (12.3)  4,645,022   (17.2)
Aidells   $18,898,142   22.4   3,275,363   22.5   2,456,522   22.5 
Bar-S   $13,263,941   19.5   2,736,976   17.3   6,235,045   18.8 
Kayem Foods   $11,188,624   14.7   2,466,017   12.8   1,881,861   12.3 
Conecuh Sausage Co.   $11,039,290   27.1   2,109,975   12.2   2,519,474   16.9 
J&B Sausage Co.   $8,994,526   27.7   2,402,267   20.5   3,212,012   15.7

FRANKFURTERS  $494,749,888   1.5   183,055,648   (5.6)  186,488,720   (5.2)
Hillshire Brands   $115,368,952   7.4   27,871,644   1.2   29,437,380   (1.4)
Kraft   $94,075,008   (8.8)  28,603,064   (15.7)  29,327,900   (17.2)
Bar-S   $71,494,080   1.0   57,539,528   (4.8)  52,521,944   (3.1)
ConAgra   $36,647,432   3.5   6,387,758   (18.3)  5,863,430   (15.1)
Nathan’s Famous   $30,965,920   *   6,469,394   *   6,164,668   * 
Gwaltney of Smithfi eld   $14,640,116   (1.5)  8,348,962   4.3   10,697,492   5.2 
Private Label   $14,146,134   (9.1)  5,130,288   (21.6)  6,417,467   (16.7)
Armour-Eckrich Meats   $10,160,050   15.3   5,614,140   18.6   4,886,790   17.5 
John Morrell & Co.   $9,055,326   42.6   6,196,059   5.2   5,187,533   7.9 
Kayem Foods   $5,797,511   6.0   977,114   (3.5)  1,229,093   (7.6)

BREAKFAST SAUSAGE/HAM  $457,089,600   5.6   124,193,952   (1.5)  112,011,072   (1.7)
Hillshire Brands  $148,176,912   0.9   34,675,144   (7.0)  32,725,556   (5.2)
Johnsonville Sausage   $53,920,288   15.0   15,029,358   5.0   11,118,740   3.2 
Bob Evans   $49,659,712   (0.0)  13,028,846   (7.2)  12,307,321   (5.5)
Private Label   $40,630,012   12.9   13,600,704   4.0   11,343,264   4.5 
ConAgra   $33,013,848   14.0   8,045,684   7.2   9,177,216   7.3 
* Product has been in distribution less than a year.
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TOP
DAIRY

BY BESSIE BOVINE

During the 12 weeks ended 
Feb. 22, sales of dairy products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar 

stores combined topped $19.18 billion, a 
4.8% increase compared with the same 
period a year ago, reports Chicago-based 
market research fi rm IRI (@iriworldwide.
com). However, unit sales slid 0.4% to 
6.85 billion and volume fell 3.2% to 54.60 
billion. Percentage of volume sold with 
merchandising support edged up 0.4 points 
to 34.4%.

For the 52 weeks ended Feb. 22, dollars 
shot up 5.3% to $78.65 billion, but units 
were down 0.4% to 28.56 billion and volume 
tumbled 3.5% to 234.09 billion. Percentage 
of volume sold with merchandising support 
dropped 1.8 points to 35.9%.

Our chart shows the largest dairy 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Feb. 22. Only manufacturers with at 
least $1 million in sales are listed.

F A C T O I D S

100.7%
Dollar gain by milk 

substitutes-all other (to 
$11,456,088), largest by a dairy 

subcategory with at least
$5 million in sales). 

WhiteWave Foods’ new
Silk Cashew Milk, already

the top seller, drove much of 
the increase.

-2.3%
Dollar loss by cookie/brownie 

dough (to $160,710,928), 
thanks to declines by three of 
the top four brands, including 

top seller Nestlé Tollhouse 
(-5.0%). The segment was 
probably impacted by the 

rise of frozen cookie dough 
(+335.6%), which got a huge 
boost from Nestlé’s recent 

entry.

SKIM/LOWFAT MILK  $2,189,851,136   (4.4)  693,414,656   (5.6)  4,424,693,248   (6.3)
Private Label   $1,416,398,592   (3.6)  468,818,720   (3.7)  3,165,771,264   (4.3)
HP Hood   $104,148,320   9.2   25,293,176   5.0   115,364,640   6.1 
WhiteWave Foods   $79,198,248   0.1   15,754,256   (7.9)  70,317,448   (10.0)
Dean Foods   $66,307,440   (24.3)  21,476,708   (26.4)  137,988,960   (29.4)
Prairie Farms Dairy   $39,942,604   (3.7)  12,929,792   (6.5)  80,408,896   (9.1)
Hiland Dairy   $36,056,488   0.6   11,251,206   0.8   66,413,536   (0.5)
Kemps   $23,903,948   (6.8)  7,832,367   (10.0)  48,245,216   (10.5)
Organic Valley   $23,538,172   2.5   4,948,626   (5.1)  21,141,768   (5.8)
Oak Farms Dairy   $18,761,058   (0.3)  5,727,271   (1.8)  37,648,272   (1.7)
Borden   $17,572,046   (25.1)  5,101,886   (28.8)  24,451,162   (35.1)

YOGURT  $1,662,989,184   3.9   1,139,340,032   (0.4)  748,091,008   0.2
IRI is unable to supply the top-10 yogurt manufacturers.   

FRESH EGGS  $1,514,567,168   11.0   529,689,472   0.7   7,811,368,448   0.8 
Private Label   $805,654,720   11.3   304,247,392   0.4   4,383,984,640   (0.2)
Eggland’s Best   $226,470,240   15.7   66,433,004   11.3   879,108,480   11.9 
Country Creek Farms   $184,137,440   60.3   63,445,528   47.6   1,123,534,208   55.5 
Cal Maine Foods   $39,711,944   4.0   11,090,664   3.5   243,548,336   0.4 
Pete & Gerry’s   $14,945,152   48.1   3,536,694   33.1   38,915,392   41.8 
R.W. Sauder   $14,482,388   (11.6)  4,997,824   2.8   81,138,664   (20.7)
Dutch Farms   $13,926,571   (23.8)  6,423,274   (33.4)  82,489,168   (30.9)
Hillandale Farms   $11,927,420   (20.1)  5,017,526   (26.3)  66,062,752   (25.9)
Donner   $11,681,292   5.6   3,248,446   (26.0)  49,609,176   (28.8)
Sunny Farms   $1,035,615   (96.9)  528,457   (96.1)  6,364,012   (97.0)

NTRL SHREDDED CHEESE  $1,207,044,224   8.7   360,892,704   (0.0)  244,612,544   0.6 
Private Label   $695,523,520   9.4   201,936,880   0.4   153,717,984   0.5 
Kraft   $257,611,520   3.9   81,999,600   (3.5)  45,953,376   (1.8)
Sargento   $105,403,096   4.9   32,144,110   (5.0)  17,065,440   (6.1)
Crystal Farms   $35,677,648   16.4   11,733,143   3.1   6,978,880   7.1 
Dairy Farmers of America   $23,398,364   (1.1)  8,661,976   (14.9)  4,620,617   (13.2)
Schreiber Foods   $17,485,824   142.9   6,629,822   169.5   4,632,227   141.8 
Saputo Cheese   $10,743,207   3.0   3,134,328   (1.0)  1,289,721   (2.3)
Belgioioso   $7,333,461   16.9   1,721,285   10.7   581,081   7.3 
Tillamook County Creamery   $7,143,432   32.2   1,629,168   24.2   1,242,949   20.5 
Dutch Farms   $5,550,827   23.9   2,225,592   14.3   1,239,534   11.5

WHOLE MILK  $1,017,798,912   4.6   314,634,112   2.8   1,993,060,352   2.2 
Private Label   $632,695,616   5.3   202,798,752   4.9   1,372,509,312   4.6 
WhiteWave Foods   $45,158,772   20.0   9,142,606   9.9   39,855,524   7.7 
HP Hood   $29,649,380   18.1   7,179,158   13.0   34,397,952   14.1 
Dean Foods   $22,458,012   (22.3)  7,112,638   (24.6)  46,144,888   (27.9)
Hiland Dairy   $20,671,248   0.0   6,261,591   (1.4)  35,460,036   (3.1)
Prairie Farms Dairy   $16,981,820   11.6   5,412,050   8.5   32,072,124   4.2 
Oak Farms Dairy   $15,876,239   11.6   4,929,881   10.2   32,114,152   10.6 
Borden   $15,227,954   (17.5)  4,552,577   (21.8)  23,020,108   (26.0)
Organic Valley   $10,784,085   20.4   2,279,779   12.5   9,954,118   11.7 
Garelick Farms   $8,617,198   4.9   2,878,176   (1.0)  15,022,093   (1.3)

NATURAL CHUNKS  $908,156,416   6.9   228,870,960   1.0   162,172,640   (2.2)
Private Label   $310,217,856   4.6   81,875,184   (2.9)  66,469,356   (4.7)
Kraft   $119,860,544   (1.4)  39,189,520   (3.4)  21,993,704   (5.8)
Tillamook County Creamery   $60,106,568   14.3   10,014,089   6.1   11,718,948   1.5 
Cabot Creamery   $46,462,664   9.6   12,589,210   4.2   8,190,258   3.1 
Bel Brands   $36,362,416   22.9   7,599,181   17.9   3,512,513   22.9 
Lactalis   $33,272,924   (1.9)  6,399,972   (5.0)  5,182,317   (4.5)
Belgioioso   $23,764,638   6.5   4,534,063   1.1   2,457,643   (3.6)
Cacique   $23,533,472   13.4   6,932,088   7.1   5,293,267   7.1 
Crystal Farms   $22,426,092   4.2   8,213,570   (3.6)  4,408,752   (2.6)
Heluva Good   $11,699,324   17.6   4,770,093   8.2   2,401,403   8.7

ORANGE JUICE  $787,790,976   (2.8)  224,606,576   (7.8)  15,238,787,072   (8.3)
Tropicana Dole Beverages   $233,041,824   (3.9)  60,428,056   (6.8)  3,867,651,584   (9.4)
Simply Orange   $179,757,472   0.8   46,572,252   (6.8)  2,856,518,912   (6.7)
Private Label   $133,863,872   (1.3)  45,621,276   (7.0)  3,721,366,016   (6.7)
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F A C T O I D S

1973
Year the fi rst mobile call was 
made. On April 3 of that year, 
Motorola’s general manager 

called rivals at Bell Labs to let 
them know his company had 
beaten them to the punch.

$2,451,287
Dollar sales racked up by Dannon 

Creamery in the pudding/
mousse/gelatin/parfaits sub-

category (-0.7%), one of the best 
performances by a dairy product 

in distribution less than a year. 
Its early success combined with 
gains by Nos. 2 through 5 wasn’t 
enough to offset an 8.0% loss by 

top seller Jell-O.

-12.5%
Dollar loss by processed/
imitation cheese-loaf (to 

$101,748,704), the largest dairy 
subcategory to post a double-

digit loss. A whopping 64.9%  of 
volume was sold with merchan-
dising support — highest in the 

department — but it wasn’t 
enough to overcome a 13.2% 
decline by Kraft’s Velveeta.

3
Number of Major League 

Baseball teams, including the 
Yankees, Angels and Dodgers, 
that don’t have mascots. The 
Yankees had one for a while,
but he reportedly quit after 

being beat up by fans.
(Kidding! Sort of.)

12
Number of refrigerated juice 

subcategories (of 19 total) that 
saw dollar sales fall during the 
most recent 12 weeks, includ-

ing the two largest: orange juice 
(-2.0%) and fruit drink (-1.0%). 

Still, the category as a whole was 
down just 0.6%, thanks to gains 
by four of the fi ve next largest.

Citrus World   $100,266,952   (6.5)  28,394,036   (14.0)  1,853,822,464   (12.8)
Coca Cola   $90,052,096   (5.2)  26,628,472   (8.6)  1,821,987,968   (8.9)
Sweeney Enterprises   $8,639,295   (3.0)  3,475,436   (3.7)  205,050,688   (3.7)
Johanna Foods   $5,301,448   22.3   2,469,233   21.8   144,079,136   21.6 
Dean Foods   $3,461,128   (10.3)  1,117,587   (11.8)  88,344,832   (12.6)
Hiland Dairy   $2,625,032   (2.4)  979,797   (5.4)  73,408,080   (5.6)
Odwalla   $2,501,506   (31.6)  337,290   (49.2)  24,939,168   (33.7)

BUTTER/BUTTER BLENDS  $690,222,464   20.2   190,596,976   2.3   189,235,008   2.1 
Private Label   $327,519,328   17.6   93,372,120   (2.3)  103,080,328   (2.1)
Land O’Lakes   $219,868,544   21.5   58,675,748   9.4   52,679,780   11.2 
Challenge Dairy Products   $39,247,720   42.1   10,522,833   16.8   9,882,359   18.7 
Keller’s Creamery   $18,487,352   4.1   5,492,411   (18.6)  4,138,510   (20.1)
Irish Dairy Board   $13,858,188   116.4   3,722,657   115.7   1,890,189   121.1 
Tillamook County Creamery   $10,477,106   26.2   2,510,103   2.1   2,510,103   2.1 
Cabot Creamery   $7,740,108   10.4   2,101,414   (6.1)  2,050,622   (7.3)
Crystal Farms   $6,432,379   (16.2)  1,811,570   (32.6)  1,723,515   (33.9)
Darigold   $4,276,628   3.8   1,299,041   (9.3)  1,299,041   (8.2)
Dairy Farmers of America   $3,910,720   25.0   1,172,286   8.1   664,536   5.3

COFFEE CREAMER  $537,212,800   5.5   176,122,080   1.4   338,149,824   5.7 
Nestlé   $308,932,096   6.4   93,926,736   3.0   187,960,384   5.9 
WhiteWave Foods   $147,156,864   6.2   50,442,076   2.6   92,433,488   7.3 
Private Label   $46,005,012   5.5   18,155,330   1.2   36,855,560   6.0 
HP Hood   $26,740,600   (6.2)  10,652,520   (14.8)  15,978,432   (2.4)
Turtle Mountain   $3,517,064   41.3   1,395,224   40.6   1,499,580   45.4 
Bay Valley Foods   $2,067,407   (11.1)  578,777   (12.5)  1,624,389   (11.0)
Shamrock Foods   $1,177,421   (34.8)  451,847   (33.9)  903,695   (33.9)

PRCSSD/IMITATION CHEESE-SLICES  $453,334,848   2.4   127,806,880   (7.4)  119,001,848   (6.3)
Kraft   $262,638,176   4.4   66,215,616   (6.2)  64,329,480   (3.9)
Private Label   $118,730,192   (3.2)  36,197,576   (13.1)  34,661,168   (12.9)
Dairy Farmers of America   $38,219,420   (1.9)  15,948,620   (7.3)  11,779,440   (8.3)
Land O’Lakes   $6,570,822   13.3   986,994   3.3   1,282,842   4.7 
Crystal Farms   $5,523,958   (0.0)  1,403,384   (14.2)  1,373,621   (12.1)
Schreiber Foods   $4,077,082   148.2   1,511,377   217.7   1,289,600   220.4 
Galaxy Nutritional   $2,885,778   (10.6)  877,620   (9.8)  398,782   (10.1)
Bongards’ Creameries   $1,965,487   19.9   238,620   10.6   534,580   12.6 
Boar’s Head/Brunckhorst   $1,920,551   40.9   312,673   29.4   156,336   29.4 
Great Lakes Cheese Co.   $1,598,421   3.5   1,107,104   17.6   842,812   11.4

NATURAL SLICES  $450,142,208   15.9   130,393,904   8.2   68,717,488   7.1 
Private Label   $185,075,680   17.6   58,632,512   10.2   31,373,364   8.5 
Sargento   $114,888,144   11.9   34,751,440   2.6   16,228,869   2.4 
Kraft   $44,802,612   10.6   14,453,354   2.1   6,831,140   1.8 
Tillamook County Creamery   $15,794,920   24.7   3,038,961   24.2   2,334,543   16.3 
Crystal Farms   $13,202,810   32.4   3,618,495   29.9   2,055,568   26.5 
Belgioioso   $10,079,010   19.7   1,550,035   9.7   1,485,253   3.4 
Dairy Farmers of America   $8,270,351   15.8   2,983,203   7.7   1,325,976   4.8 
Boar/s Head/Brunckhorst   $6,696,706   32.3   1,033,307   20.8   506,679   20.9 
Land O’Lakes   $4,958,842   6.6   1,149,968   0.7   534,973   0.6 
Applegate Farms   $4,319,091   27.9   781,627   23.0   397,834   20.4

MARGARINE/SPREADS  $376,742,112   (5.4)  167,840,544   (6.6)  232,135,264   (4.6)
Unilever Bestfoods   $221,125,792   (2.8)  86,048,688   (2.4)  131,777,968   (0.9)
ConAgra   $70,832,704   (3.8)  47,607,512   (6.7)  58,610,188   (4.0)
Boulder Brands   $35,393,996   (18.5)  10,244,046   (22.5)  11,758,974   (18.2)
Private Label   $18,176,028   (16.8)  11,069,778   (18.5)  16,827,122   (18.1)
Land O’Lakes   $10,308,908   (10.0)  5,000,981   (7.9)  4,959,023   (8.1)
Earth Balance   $9,471,851   26.1   2,293,226   26.8   2,050,989   25.6 
Olivio   $4,059,577   2.3   1,731,835   2.0   1,499,189   2.2 
Ventura Foods   $3,335,282   (25.6)  2,456,221   (20.7)  3,377,094   (25.7)
McNeil Consumer Healthcare   $2,062,659   (5.6)  439,760   (8.6)  219,880   (8.6)

FLVRD MILK/EGGNOG/BUTTERMILK  $300,909,536   3.2   111,744,912   (0.2)  349,034,592   (2.5)
Private Label   $81,047,536   (0.0)  31,555,192   (2.9)  123,208,624   (4.1)
Dean Foods   $48,081,000   3.2   17,843,998   2.3   59,880,592   (4.8)

THE DATABANK



Keilly Witman

TIME TO 
OVERHAUL

608
Special interests want to expand 
Section 608 refrigerant leak regula-
tions. But what it needs is a major 
overhaul. 

BY KEILLY WITMAN

The Alliance for Responsible 
Atmospheric Policy, a 
Washington, D.C., special 

interest group, petitioned the EPA 
last year to expand Section 608 
refrigerant leak repair regulations to 
include HFC refrigerants. ! e EPA’s 
Section 608 regulations currently 
apply only to ozone-depleting refrig-
erants, and since HFC refrigerants 
do not harm the ozone layer, they do 
not now fall under its scope. 

INEFFECTIVE REGULATION
! e petition from the Alliance has 
many in the supermarket industry 
shaking their heads. Expanding 
Section 608 to include HFCs just 
takes an ine" ective regulation and 
adds more stu"  to it. ! e regulation 

already contains everything and 
the kitchen sink, including several 
provisions that most agree are pretty 
useless. 

In addition, the petition does noth-
ing to solve the real problem that Ti-
tle VI of the Clean Air Act is meant 
to address: our nation’s enormous 
refrigerant leak problem. ! e current 
Section 608 does not mandate that 

a supermarket leak less — it simply 
says that once a supermarket leaks 
35% of its refrigerant charge, records 
must be kept to show that leaks are 
repaired within 30 days of discov-
ery. In fact, it’s perfectly legal for a 
supermarket to double its leak rate 
every year. You can 
leak 10,000 pounds 
of refrigerant every 
year and still be 
fully in compliance. 

Many in the su-
permarket industry 
are pretty clear on 
the actions they 
should be taking 
to try to solve this 
problem. At the 
risk of sounding 
like Captain Obvi-
ous, the solution 
to supermarkets’ 
refrigerant leaks is leak prevention. 
Leak prevention is possible, a" ord-
able, and readily available to every 
supermarket. Today.

! e EPA in 2008 started a program 
to encourage supermarkets’ invest-
ment in refrigeration technologies 
that prevent leaks: GreenChill’s 
Store Certifi cation Program. ! e 
program gave platinum, gold, and 
silver awards to stores that achieved 
very signifi cant refrigerant emissions 
reductions. After three years, the 
program had over-performed beyond 

anyone’s hopes. It wasn't 
just reducing refriger-
ant emissions; it was 
preventing them.

Every store that 
GreenChill had certi-
fi ed as platinum had a 
0% leak rate. Let me say 

that another way: these stores had 
never leaked a pound of refrigerant 
since they started operating. ! e 
companies behind these stores had 
completely changed the way they 
managed refrigeration, investing up 
front in technology that used very 
little refrigerant and then leaked 
nothing during years of operation. 
Some of the stores used only a few 

hundred pounds of refrigerant, com-
pared to a typical store which uses 
about 3,500 pounds. One store even 
operated on less than 100 pounds. 

Gold-certifi ed stores averaged 
a leak rate of 0.5%. Silver-certifi ed 
stores leaked just 3.8%, compared to 

a typical store in the 
United States that leaks 
25% of its very large 
charge size. 

While the Store 
Certifi cation Program 
proved that certain 
refrigeration technol-
ogy options are better 
at preventing harmful 
leaks, namely those 
that use modular chill-
er units, CO2 cascade 
systems, and natural 
refrigerant technolo-
gies like CO2 transcrit-

ical systems, every type of technol-
ogy in operation in the country was 
able to achieve some level of certifi -
cation. Even centralized DX systems, 
which use thousands of pounds of 
refrigerant and are notoriously leaky, 
could be greatly improved if de-
signed to the certifi cation standards. 
At minimum, they reduced their 
charge by 50% and achieved very low 
leak rates, attaining silver and gold 
certifi cation awards.

A GOOD QUESTION
So if solutions to the nation’s leak 
problem are possible, a" ordable, 
and readily available right now, why 
isn’t the Alliance petitioning the 
EPA to incorporate these solutions 
into their regulations? Could it be 
because a regulation that mandated 
large reductions in charge sizes and 
technologies that prevent leaks would 
result in Alliance members selling 
signifi cantly less refrigerant every 
year? I'll let you decide. 

Keilly Witman (keilly@kwrms.com, 
202-817-4430) is the owner of KW 
Refrigerant Management Strategy 
and former head of EPA’s GreenChill 
Partnership. 

At the risk of sounding like 
Captain Obvious, the solution 
to supermarkets’ refrigerant 
leaks is leak prevention.

REFRIGERATION
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Todd Hale

COOL INSIGHTS

DRIVING
GROWTH
In the second of a fi ve-part series, Todd Hale identi-
fi es why both retailers and manufacturers should be 
engaged in digital retailing and digital shopping to 
drive growth in dynamic times.  

BY TODD HALE

WHY SHOULD WE CARE ABOUT 
DIGITAL RETAILING?

I’d like to start this conversation around leveraging 
digital retailing for growth by sharing a few fi gures. 
From recent company fi nancial press releases, here 

are annual sales and year-over-year sales increases from 
three major U.S. retailers:

growth of $14.5 billion. 

growth of $12.2 billion.

$10.1 billion. 
While Amazon’s 2014 global sales were almost $20 bil-

lion lower than Kroger’s U.S. sales and much lower than 
Walmart’s global sales, its sales have grown by almost 
$40 billion over the past three years. Despite those gains, 
Amazon posted a $241 million net loss in 2014 compared 

with a net income gain of $274 
million in 2013. While both 
Target and Walmart have 
struggled to drive same-store 
sales gains over the past couple 
of years, both reported impres-
sive year-over-year growth in 
e-commerce sales (30% and 
22%, respectively). Combined, 
these gains have had sig-
nifi cant impact on brick and 
mortar store locations, par-
ticularly within toy, electronic, 
book and apparel retailers, 

where Nielsen shows long-term declines in store counts. 
Nevertheless, I’ve seen a number of presentations around 
omni-channel retailing, where future success for most 
brick and mortar retailers will come from well integrated 
e-commerce and brick and mortar engagements. Many 
pure-play e-commerce retailers have and will continue 
to grow, but the sheer number of brick and mortar retail 

outlets and overall sales levels will likely continue to 
dwarf pure-play e-commerce sales for years to come. 
 
WHAT IMPACT WILL DIGITAL RETAILING 
HAVE ON FROZEN & REFRIGERATED FOODS?
In our fi rst article in this fi ve-part series, we reported 
softness in U.S. consumer packaged goods sales. While 
other macro-economic factors have had an impact, 
the growth in direct-to-consumer dry and perishable 
food on-line sales have a" ected sales trends. Check out 
Amazon.com, Amazon Fresh, Fresh Direct, and new 
players like Plated and Blue Apron (two online opera-
tors providing complete “chef-designed” ingredients 
for meal plans across small and large households). And 
when it comes to frozen food at-home delivery, Omaha 
Steaks and Schwan’s have been around for many years. 
For the past couple of years, I’ve been ordering break-
fast foods online (bacon, sausage, pancake mixes and 
syrups) from a Vermont-based company by the name of 
Dakin Farms. Not necessarily a choice for most eco-
nomically challenged households, but a real treat and 
very well run operation for those who like to indulge in 
quality foods (their maple-fl avored breakfast sausage is 
absolutely awesome).  

Click-and-collect digital retailing o" erings continue to 
gain traction in the United States. Ahold’s Peapod expan-
sion in this space has been impressive, and the number of 
U.S. drug, mass and grocery operators o" ering shoppers 
the ability to order online and pick-up in or out of stores 
continues to grow. While I really enjoy shopping for food, 
I’m looking forward to Kroger’s expansion of its Harris-
Teeter banner model where shoppers pay an annual 
subscription fee for the right to make unlimited online 
orders and store pick-ups!

WHY SHOULD WE CARE ABOUT 
DIGITAL SHOPPING?
Nielsen recently reported the following smartphone 
ownership stats: “Multicultural consumers continue to 
lead the growth in smartphone penetration, as they’re 
adopting smartphones at a higher rate than the U.S. 
average. Asian/Pacifi c Islanders (86.6%), Black-African 
Americans (83%), and Hispanics (82.4%) are the top three 
groups with the highest rates of smartphone ownership, 
compared with 74.2% of non-Hispanic whites.” As multi-
cultural consumers are driving population growth in this 
country, these ownership levels can’t be ignored.  

Despite widespread smartphone ownership and app 
usage and continued declines in traditional newspaper 
subscriptions and readership, reliance on traditional 
paper-based circular advertising commands a dis-
torted proportion of most retailers’ advertising budgets. 
While older population segments continue to demand 
paper-based feature ad delivery to plan their shopping, 
another Nielsen study points out how the shift to digital 
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shopping is just a matter of time. 
Younger populations rely on circu-
lar ads, but they are really connect-
ed to digital shopping tools when 
planning their shopping activities 
and are far more likely to use multi-
ple touch points in the process.  

THE TAKEAWAY
No matter how small or large your 
business footprint, both retailers 
and manufacturers need to deter-
mine their role in digital retailing 
and digital shopping and act. Don’t 
sit on the sidelines and watch your 
competitors pass you by as your 
shoppers are exposed to digital 
tools and new delivery methods 
that save them time and money and 
align with their consumption of 
media content and devices. 
— Retail insights thought leader Todd Hale is the former 
senior vp of consumer and shopper insights at Nielsen and 
now serves as principal at Cincinnati-based Todd Hale, 
LLC. A popular conference presenter, he also speaks at 

large and small company events — everything from board 
meetings to sales meetings to planning sessions. Todd’s 
discussions include the latest consumer and retail trends 
with insights on how manufacturers and retailers can 
enhance both near- and long-term market performance. 
He can be reached at todd@toddhalellc.com.

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.
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JOHNNY’S COLUMN

ASK JOHNNY
An inside look on how win-win might work for small vendors 
and big retailers.  

BY JOHNNY HARRIS

Dear Frustrated, 
! is is not unusual, and many factors could be contributing to the 
problem. First o" , it sounds like you haven’t even been able to get in 
the door with the larger retailers. If that’s the case, do you have a bro-
ker or rep who has good contacts with the chains you are targeting? 
! at’s vital. ! e days of “Build a better mousetrap and the world will 

beat a path to your door” are long since 
gone. After all, Ralph Waldo Emerson 
said that in the 1800s. 

A WORD ABOUT BROKERS
If you don’t have personal contacts with 
key buyers, fi nd someone who does. If 
that means making the di#  cult decision 
of getting a new broker or a new rep, so 
be it. Let me add a word of caution here: 
You don’t need the biggest broker, and 
in fact you should probably just fi nd a 
hungry regional broker who will take an 
interest in you and your products. Many 
of the big brokers won’t do much for you 

unless you are a multi-million dollar account. 
Now, when your broker or rep fi nally gets an appointment, give them 
some decision-making authority. If you insist on micromanaging eve-
rything, so that the broker has to call you for approvals all the time, 
you may never get in the door again. Your broker should be able to 
make most decisions on the fl y about what will meet the needs of the 
category manager. And don’t insist on coming along on that fi rst call. 
Brokers generally present several lines at once during a call, and you 
might just get in the way. Ask fi rst. 

Dear Frustrated, 

Dear Johnny, 
   I’m a small vendor with 
a good product that’s doing 
great with local independ-
ents, but I can’t even get 
the time of day from larger 
retailers. What can I do? 
—Frustrated

Johnny Harris

If you have contacts within the chain you are 
targeting, use them. In my book, it’s a cat-
egory manager’s responsibility to see every 
vendor who wants an appointment. If you 
can get in through a side door, do it. Dur-
ing my career, I was warned sometimes that 
I had to see every vendor, and spot checks 
were made to make sure that I did. 
! e second most common complaint I hear 
from small vendors is that they cannot 
possibly come in with big bucks for slotting 
and promotion, and folders full of consumer 
research and data. ! at’s certainly true, and 
most retailers recognize that. See if they’ll 
negotiate, let you pay over time, or work out 
a win-win arrangement. Have some alterna-
tives ready to present. You don’t get if you 
don’t ask. I’m not saying this is going to work 
every time or even most of the time. But if 
you walk in with a defeatist attitude, you’ll 
be defeated. 
Next, make sure you study the chains where 
you want to put your product. What would 
your product replace? In which stores, and 
why? How would it help the stores’ variety 
statement? How would it help di" erentiate 
the stores or grow the category? If you don’t 
have ready answers to those questions when 
you walk in the door, you’re already in trou-
ble. So do your homework. 

GOT CAPACITY
If you don’t have the production capacity to 
handle an order from 200 or 1,000 stores, 
don’t call on those stores until you do. If you 
need to go to contract manufacturing, do 
your homework there, too. 
And fi nally, be careful if you believe in your 
heart that your high-end, high-price niche 
product is going to do enough volume at a 
major chain to deserve shelf space. Some-
times, the dip with the best ingredients in 
the world may be magnifi cent, but will never 
sell in the dairy department. Consider the 
deli, which can get away with higher price 
points and margins than dairy. Or, consider 
a reformulation — or sticking with upscale 
boutique-style stores. 

Good luck!  

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



IT ’ S  E AST  M EE TS  WEST 
M E E T S  D E L I C I O U S

Simmering Samurai presents a completely refreshed product line 

featuring easier-to-prepare, delicious fried rice meals.

AJINOMOTO NORTH AMERICA, INC.  |  7124 North Marine Drive, Portland, OR 97203

P: 503.444.2002  |  E: info@ajifrozenusa.com  |  ajifrozenusa.com
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COVER STORY

Label 
Overload
Demand for transparency has produced a dizzy-
ing array of better-for-you label claims that go way 
beyond just ‘natural’ or ‘organic.’ But which ones really 
resonate with consumers?

BY DENISE LEATHERS

Sales of natural and organic foods and beverages 
in natural and conventional outlets combined 
shot up 11.6% during the 52 weeks ended Feb. 22, 

reports Schaumburg, Ill.-based SPINS, a leading infor-
mation provider for the natural and specialty products 
industry. Natural sales were up 9.8% to $17.37 billion; 
organic, 14.8% to $10.27 billion. But those numbers 
only tell part of the story. While many consumers still 
rely on broad claims like natural and organic, a growing 
number are seeking out more specifi c attributes that 
meet their own personal criterion for better-for-you. In 
other words, they want details.

“! e new priority is transparency,” confi rms Lon-
don-based Mintel in a recent review of fi ve key food 
and drink trends for 2015. “Consumers want to know 
more about ingredients, products and the companies 
that make and sell them,” says the company. And that’s 
led to the proliferation of a dizzying array of new label 
claims  — some of which are more meaningful than 
others. Which ones stand out? 

NON-GMO TAKES OFF
! anks in part to widely publicized ballot initiatives in 
several states, “One of the fastest-growing label claims 
is Non-GMO Project Verifi ed,” reports Carlotta Mast, 
executive director of content and insights for Boulder, 
Colo.-based New Hope Natural Media. 
Although both retailers and manufactur-
ers worked to defeat mandatory labeling 
of products that contain GMOs, it’s clear 
a large number of consumers want that 
information, prompting many companies 
to pursue verifi cation voluntarily. ! e 
increase was also driven by Whole Foods’ 
2013 announcement that it will require 
products with GMOs sold in its stores to 
be labeled by 2018. 

According to Mintel’s Global New 
Product Database, 10.2% of all new 

products launched in 2014 carried a non-GMO claim 
(including the Non-GMO Project Verifi ed seal), up from 
just 2.8% in 2012.

“It goes back to the question of whether consumers 
have a right to know what’s in their food,” says Mast. 
No matter what their opinion on GMOs, she adds, they 
want that information so they can make a more in-
formed choice.

Although they’re not quite the same, consumers 
tend to put GMOs in the same bucket as antibiotics, 
hormones and preservatives, all of which are viewed as 
artifi cial or not natural. “Many consumers are trying 
to avoid or limit their exposure to chemicals and other 
man-made  ingredients,” explains Linda Gilbert, CEO 
of Manheim, Pa.-based EcoFocus Worldwide. “! ey see 
a strong connection between a healthier planet and a 

healthier me. ! at’s where the whole clean 
ingredients trend came from.”

In its annual survey of 
more than 4,000 

consumers 
from 
all 
walks 

of life, 
EcoFocus 

found shop-

increase was also driven by Whole Foods’ 

products with GMOs sold in its stores to 

consumers 

found shop-
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pers were most concerned (either extremely 
or very) about hormones and antibiotics 
(57% of respondents), followed by GMO 
foods (53%), liquid and airborne chemicals 
in fragrances, paint, etc. (51%), preservatives 
in food and beverages (47%) and the safety 
of microwaveable or plastic containers 
(35%). In all fi ve categories, those percentag-
es were up from 2010, though the biggest in-
crease in concern was around GMO foods, 
up nine percentage points in four years.

 In a related trend, Gilbert reports 39% of 
consumers are concerned about the safety 
of imported foods, up from 35% in 2010, 

which helps explain a noticeable increase in 
the number of “Made in the U.S.A.” claims 
on products at Expo West.

“In segments like dietary supplements 
and even certain food categories, consumers 
are wary of products manufactured in other 
parts of the world,” says Mast. “But ‘Made 
in the U.S.A.’ it also taps into 
growing interest in buying 
local.”

“! ere’s a real opportunity there for 
manufacturers to say ‘We’re commit-
ted to American farmers,’ or ‘if it can 
be grown in the U.S., that’s where we’ll 
source it,’” adds Gilbert, who believes 
frozen manufacturers in particular can 
use the trend to their advantage. “Ameri-
cans are all about freshness,” she ex-
plains. But talking about ingredients and 
where they come from can convey fresh-
ness even in a frozen product. “Connect-
ing consumers with the people who grow 
or produce their food really resonates 
with them. And there’s no one consumers trust more 
than farmers.”

But for heaven’s sake, Gilbert says, put that story on 
the package, not on your website where consumers will 
never see it — an all-too-common mistake.

GLUTEN-FREE GROWS
While fewer consumers are looking for claims around 
fat, calories and even sugar, gluten-free is a di" erent 
story. In fact, Mintel says 23.6% of all new products 
introduced in 2014 carried a gluten-free claim — more 
than double the number in 2012. Another 25% carried 
a di" erent allergen claim (dairy-free, soy-free, etc.), also 

more than double the num-
ber in 2012. 

According to SPINS 
TrendWatch, sales of foods 
labeled and certifi ed gluten-
free jumped 15% in conven-
tional outlets during the 52 
weeks ended Oct. 5. “Gluten-free 
foods have come a long way in 
terms of increased awareness, bet-
ter taste and overall appeal — so much so that even 
those who are not intolerant are incorporating these 
items into their diets,” says the company. ! e National 
Foundation for Celiac Awareness reports only about 1% 

of the population has 
celiac disease (6% are 
“gluten-sensitive”), but 
15 % to 25% of con-
sumers say they look 
for gluten-free foods 

because they believe they’re better for them.
Two other claims growing in popularity also revolve 

around di" erent beliefs about what healthy eating should 
look like. For example, the number of new products that 
carry a vegan or “no animal ingredients” claim grew 
from just 1.5% in 2009 to 5.3% in 2014, says Mintel. 
Because the vegan movement is growing so quickly, 

companies 
want to make 
sure consumers new to the vegan lifestyle know their 
products fi t the bill. However, other companies have 
made a conscious decision not to include a vegan claim 
because they don’t want to alienate non-vegans who may 
have certain preconceived notions about vegan food, says 
Mast. (But keep an eye out for two related claims — “raw 
positioned” and “sprouted” — which SPINS predicts will 
be the next big things in better-for-you labeling).

At the other end of the spectrum, Mast also notes a 
signifi cant increase in the number of products labeled 
Paleo, which indicates they’re free of dairy and grains 

‘Put natural and 
organic margins in 
line with regular 
grocery margins... 
That way, the price 
gap should only be 
around 10%.’ 
— Lynea Schultz-Ela

more than double the num-

weeks ended Oct. 5. “Gluten-free 

terms of increased awareness, bet-
ter taste and overall appeal — so much so that even 
those who are not intolerant are incorporating these 

While many consumers still rely on broad claims 
like natural and organic, a growing number are 
seeking out more speci! c attributes.



30 www.frbuyer.com  APRIL 2015

(like the diet of early humans). 
Similarly, “A lot of manufacturers 
are calling out the protein content 
of their products — even those 
that haven’t undergone any kind 
of formulation change,” says Mast. 
“!ey’re just tapping into the grow-
ing number of consumers looking for 
protein-packed products.”

When it comes to meat-based 
protein, SPINS says many consumers 
are looking for “vegetarian-fed” (sales 
grew 18% last year in conventional supermarkets). But 
Gilbert sees growing 
demand for “humanely 
raised” as well. “Part of 
it stems from the belief 
that a healthy chicken 
equals a healthy me,” 
she explains. But con-
cern for the animal also 
plays a role, highlight-
ing the growth of label 
claims that dovetail 
with consumers’ own 
values.

“A growing number 
of shoppers, particu-
larly Millennials, want 
to support mission-
driven brands that 
stand for more than 
just a product,” explains 
Mast, who says many of 
those same consumers 
are driving an increase 
in products labeled Fair 
Trade. “!ey want to 
spend their money with 
companies that care not 
just about protecting 
the supply chain but 
improving the lives of 
people who touch that 
supply chain.”

REVIVING FROZEN
While total sales of fro-
zen products edged up 
only a percent or two 
during the past year 
(and unit sales actually 
fell), sales of natural 
and organic frozen 
foods and beverages 
shot up 15.6%, accord-

ing to SPINS. “!ey’re a real 
bright spot in the frozen cat-
egory,” says Mast, who believes 
better-for-you could be the key 
to reviving the department. 
“Younger consumers don’t 
naturally gravitate to frozen 
food like previous genera-
tions,” she explains. “!ey 

want a fresher profile, more globally 
inspired flavors and products that are healthier. So 

there’s a lot of potential to attract a new kind of shopper 
to the frozen aisle.” Just look what happened in the fro-

COVER STORY

NATURAL & ORGANIC SALES
Sales of UPC-coded natural and organic (70%+) foods and beverages in natural supermarkets 
(excluding Whole Foods) and conventional food and multi outlets (including Walmart) combined, 
for the 52 weeks ended Feb. 22, 2015, according to Schaumburg, Ill.-based SPINS, a leading 
information provider for the natural and specialty products industry.

CATEGORY $ SALES 52 WEEKS $ SALES 52 WEEKS % CHG
   ENDING 2/22/15  ENDING 2/23/14 

Natural & Organic Foods & Beverages $30,861,884,844 $27,642,221,895 11.6%
  Natural Only $19,071,463,974 $17,371,767,723 9.8%
  Organic Only $11,790,420,870 $10,270,454,172 14.8%

Natural & Organic Refrigerated $8,946,828,898 $8,048,703,963 11.2%
  Natural Only $5,801,660,708 $5,348,133,158 8.5%
  Organic Only $3,145,168,190 $2,700,570,805 16.5%

Yogurt & Kefir $2,470,947,658 $2,381,243,141 3.8%
Milk $1,490,303,938 $1,347,419,458 10.6%
Juices & Functional Beverages $1,388,389,489 $1,226,317,384 13.2%
Non-Dairy Beverages $1,284,782,803 $1,102,017,818 16.6%
Eggs $1,270,208,939 $1,085,945,223 17.0%
Cheese & Cheese Alternatives $284,241,735 $242,389,622 17.3%
Other Dairy & Alternatives $193,518,835 $161,644,294 19.7%
Entrees/Sushi/Grab-and-Go Meals $173,463,614 $133,621,415 29.8%
Salsas & Dips $110,544,769 $104,829,330 5.5%
Meat Alternatives $101,209,794 $100,803,122 0.4%
Condiments $76,075,801 $62,435,651 21.8%
Tofu $71,097,280 $70,172,881 1.3%
Pasta $26,153,349 $23,395,451 11.8%
Pasta & Pizza Sauces $5,890,895 $6,469,173 (8.9%)

Natural & Organic Frozen $3,866,806,867 $3,345,573,663 15.6%
  Natural Only $2,914,109,201 $2,537,929,396 14.8%
  Organic Only $952,697,666 $807,644,267 18.0%

Meats/Poultry/Seafood (incl. Rfg.) $1,092,892,870 $895,622,041 22.0%
Desserts $916,386,612 $766,856,528 19.5%
Lunch & Dinner Entrees $751,664,388 $647,019,593 16.2%
Meat Alternatives $448,736,730 $445,464,057 0.7%
Fruits & Vegetables $373,290,894 $343,954,501 8.5%
Appetizers & Snacks $184,132,349 $153,900,996 19.6%
Breakfast Foods $96,680,946 $89,422,926 8.1%
Juices & Beverages $3,022,079 $3,333,021 (9.3%)

Source: SPINSscan Natural and SPINSscan Conventional Multi Outlet (powered by IRI)
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zen burrito category 
when companies like 
EVOL and Red’s All 
Natural started o" er-

ing better-for-you options with cleaner ingredients.
“! ey really opened that category up to new consum-

ers who wouldn’t normally have eaten a frozen burrito,” 
Mast says. 

Products with that kind of potential often come from 
small companies, adds consultant and former Whole 
Foods buyer Lynea Schultz-Ela, now principal of A 
Natural Resource, Hotchkiss, Colo. “! ey’re the ones 

really positioned to take market share 
in a big way. So my advice to retailers is 
to connect with them now. Don’t wait 
for the big brands to buy them up before 
adding them to your mix.”

And it’s OK to take baby steps. 
“! ere’s a strong dichotomy in the 
freezer case between ‘mainstream’ and 
‘Birkenstock natural,’” says Gilbert, who 
sees an opportunity for products that 
bridge that gap. “Retailers and manufac-
turers don’t have to go hardcore natural, 
but they can certainly o" er cleaner prod-
ucts, products with less packaging, etc.”

Whatever assortment they settle on, 
proper merchandising is key. Although 

SPINS says the natural and organic store-
within-a-store approach is 
on its way out, 
“When it’s done 
right, that for-
mat still works,” 
says Scott Silver-
man, vp of cus-
tomer insights and 
growth solutions 
for Naperville, Ill.-

‘Connecting consumers 
with the people who 
grow or produce their 
food really resonates 
with them. And there’s 
no one consumers trust 
more than farmers.’ 
— Linda Gilbert

COVER STORY



‘Consumers want to 
spend their money 
with companies that 
care not just about 
protecting the supply 
chain but improving 
the lives of people 
who touch that sup-
ply chain.’ 
— Carlotta Mast

based KeHE, 
a leading 
natural and 
organic foods 
distributor. 
“! at means 
creating a destina-
tion through breadth and depth 
of assortment, sta#  ng the department with an organic 
and natural champion, dedicating fl yer space to natural 
and organic products and using social 
media bandwidth to communicate.” If 
you can’t do all that, he adds, the store-
within-a-store approach is probably not 
your best bet. 

As an alternative, Silverman says 
many KeHE customers have achieved 
great success by fully integrating 
organic and natural products with 
their conventional counterparts, 
which e" ectively “normalizes” those 
products.

“People like to see all of their 
choices in one place,” adds Gilbert, 
who thinks many natural and 

organic options would be missed in a 
separate section. 

A hybrid integrated-segregated approach that places 
entire blocks or shelves of better-for-you items alongside 
a set of conventional products can also work, “especially 
when it features perpendicular blades to mark where the 
natural and organic section begins and ends,” says Silver-
man. “It makes it 
easier for shop-
pers who are more 
focused on natural 
and organic to fi nd 

organic foods 

“! at means 

entire blocks or shelves of better-for-you items alongside 
a set of conventional products can also work, “especially 
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‘When it’s done 
right, the store-
within-a-store 
format still works.’ 
— Scott Silverman

their section in the aisle. It also has a great halo ef-
fect throughout the store when signed properly.”

However, cautions Schultz-Ela, retailers that 
opt to integrate better-for-you with conventional 
products really need to reevaluate natural and 
organic pricing. “Conventional retailers want to 
achieve the same margins on those products that 
natural supermarkets do,” she explains. But since 

they don’t move the same volumes 
as their natural 

channel 
counter-
parts, their costs 
are much higher 
to start. When 

you add in natural 
grocery-type mar-
gins, prices can be 
20% to 30% higher 
than similar conven-
tional products, says 
Schultz-Ela. While 
that’s bad enough in 

a segregated sec-

tion, placing such 
products right next 
to regularly priced 
traditional items 
makes the price gap 
particularly glaring. 
“I recommend retailers put natural and organic margins 
in line with regular grocery margins,” says Schultz-Ela. 
“! at way, the price gap should only be around 10%.”

Instead of using them simply to enhance margin, 
adds Silverman, “Retailers need to think about using 
natural, organic and specialty segments to drive tra#  c 
into their stores and increase basket size.” 

COVER STORY

you add in natural 
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13 FAST
FACTS ON
WHOLE FOODS 
Here’s a baker’s dozen of cool facts 
we pulled from recent conference 
calls with securities analysts. 

1. “A lot of the new product 
work that A.C. (company 
president A.C. Gallo) is work-

ing on in private label and frozen 
product requires more freezer doors, 
more dairy space. So we’re adding 
cases in the growth areas of the busi-
ness.” — John Mackey, Co-CEO.

2. Whole Foods is provid-
ing fresh grocery delivery 
options to more homes in 

America than any other food retailer. 
Since forming its 15-market partner-
ship with Instacart in September, 
average weekly online delivery sales 
have exceeded $1 million. Online de-
livery sales are as high as 5% of total 
volume in some stores. 

3. !e chain is starting to brand 
more items under its Whole 
Foods label in grocery. Its pri-

mary exclusive brand has been 365, 
which executives describe as “a little 
more value oriented but still really 
good quality.” 

4. Whole Foods sales increased 
by 10% in its 16-week first 
quarter (ended January 18), 

driven by comps of 4.5% and square 
footage growth of 9.4%. For the last 
eight quarters, new stores averaged 
sales per gross square foot of $709. 
Comp stores less than two years old 
have averaged 17% comps and a 14% 
return on invested capital.

5. Whole Foods expects it will 
cross the 500-store mark in 
2017 and triple its store-base 

over the longer-term. It now has 408 
stores. 

6. Whole Foods believes its 
sweet spot for store size is 
40,000-50,000 square feet 

in most of its markets. In the most 
recent quarter, planned new stores 
were about 44,000 square feet. It had 
been running in the range of 38,000-
39,000 square feet previously. 

7. In its first quarter, Whole 
Foods opened nine new stores, 
expanding into Ottawa, Cana-

da, and adding new large flagships in 
Houston and Boston. After open-
ing its first taproom in 2010, Whole 
Foods has more than 100 taprooms 
and wine-bars companywide. 

8. Two years after setting 
a deadline for full GMO 
transparency by 2018, Whole 

Foods has more than 8,500 non-
GMO project verified products in its 
stores along with more than 25,000 
certified organic items. 

9. “We had recent meetings with 
lots of our top suppliers. And 
some of them were telling us 

that as soon as the product hits our 
shelves they get calls from other com-
petitors saying we want that product 
too. So we kind of take the pride of 
being the first of getting products on 
the shelf.” — A.C. Gallo, president. 

10. Whole Foods is the larg-
est Apple Pay retailer in 
terms of both transac-

tions and sales; the payment option 
has grown quickly to 2% of sales. 

11. “We’re going to be 
relevant on price. We 
said that before, we say 

it again. Our tracking of competitor’s 
pricing and indexes is much more 
sophisticated now than it was two or 
three years ago. We know where we 
stand relative to the others.” — Wal-
ter Robb, co-CEO. 

12. !e improved Whole 
Foods Market app had 
nearly 600,000 down-

loads to date by early February. 
iOS and Android users can access 
personalized and local store o"ers, 
events and information along with 
3,700 tested recipes where ingredi-
ents can be added to a shopping list. 

13. Whole Foods contin-
ues to see unit lift from 
lower produce prices it 

is testing in several markets. Re-
sults aren’t yet conclusive, but the 
test is being expanded to additional 
markets, with an eye to improving 
the chain’s overall value perception 
among consumers. To further dif-
ferentiate, the chain has launched a 
“responsibly grown” rating system 
which assesses growing practices and 
prohibits some of the most harmful 
pesticides. 

Whole Foods is giving more space to 
frozen and dairy departments, which it 
sees as ‘growth areas of the business.’ 
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DESSERTS OFF
BUT PIES GAIN
Cheesecakes and pies did well, but sweet goods 
struggled. Bite-size and better-for-you options 
could help reverse the trend.

BY CHRISTINE BLANK

Despite the introduction of some innovative new 
items, sales in the frozen desserts and toppings 
category dropped 2.5% to $154.2 million dur-

ing the 12 weeks ended Feb. 22, according to IRI, a 
Chicago-based market research fi rm (@iriworldwide). 
Sweet goods  (excluding cheesecakes) were the biggest 
loser, down 7.8% to $50.4 million, while frozen whipped 
toppings fell 1.0% to $68.5 million. However, frozen 
cheesecake sales rose 2.5% to $35.0 million, and the fro-
zen pie segment (which is in a separate category) saw its 
sales jump 3.3% to $133.0 million. 

But the best gains were posted by refrigerated des-
serts, including refrigerated cheesecake, up 3.5% to $57.5 
million; refrigerated cakes, up 6.4% to $28.4 million; and 
refrigerated pies, up 3.0% to $5.4 million.

MINIS ARE WHERE IT’S AT
Bite-sized frozen desserts and smaller package sizes have 
become more popular with health-minded consumers 
who still want to indulge. “! e snacking mindset has 
permeated the dessert segment,” confi rms Mintel food 
analyst Amanda Topper. “People are mindful of what 
they eat, but at the same time, want to indulge and treat 
themselves as well. Much like we’ve seen with the high-
end cupcake and doughnut trends, consumers are willing 
to pay a little 
bit extra for a 
small indul-
gence made 
with quality 
ingredients.”

Chris 
Carpenter, vp 
of sales and 
marketing 
for Panarama 
Inc.’s Atlanta 
Cheesecake 
Co. (www.
atlantacheesecakeco.com) agrees. “People are snacking 
more, and Millennials grew up on bite-size items. ! ey 
don’t have a problem paying a little more per ounce.” To 
help meet that demand, Atlanta Cheesecake is currently 
distributing its new chocolate covered cheesecake bites to 
in-store bakeries; retail packs will be available later this 

year. ! e company also sells packages with two slices of 
cheesecake as well as quarter cheesecakes in chains such 
as Walmart.

Similarly, Chicago-based Sara Lee (www.saraleedes 
serts.com), part of Hillshire Brands, o" ers individually 
wrapped slices of both of its Original and Double Choco-
late Pound Cake. In October, it added Blueberry Pound 
Cake to its frozen portfolio.

Pastry chef Jean-Yves 
Charon, found- er of 
Richmond, Calif.-
based Galaxy 
Desserts (www..gal 
axydesserts.com), sees 
a shift toward minis 
in the pastry category 
as well. More than just 
a trend, “Indulgent mini 
pastries will last. People are 
looking for smaller por-
tions so they don’t feel as 
guilty, but they also want 
great fl avor and taste.”

Charon says Galaxy 
Desserts has sold more 
than 25 million frozen macaroons after launching the 
product last year. “Macaroons are small bites. ! ey are 
very attractive, and it’s a di#  cult cookie to make — very 
technical.” 

Battleboro, N.C.-based Delizza Patisserie (www.
delizza.us) has been in the bite-size business for years, 
and its Mini Cream Pu" s and Mini Eclairs continue to 
sell well (sales were up 4.8% during the most recent 12 
weeks, according to IRI). ! e newest addition is a Belgian 
chocolate-covered Strawberry Mini Eclair.

ConAgra-owned Marie Callender’s (www.mariecal 
lenders.com), Omaha, Neb., sells multiple varieties of 
cream pies and fruit pies in single-serve portions. It 
recently added mini frozen cakes as well. “By o" ering 
smaller portions, consumers can enjoy a sweet treat 
without needing to purchase an entire pie or tiramisu, 
with the leftovers going to waste,” says senior brand 
manager Dana Southard.

GLUTEN- AND DAIRY-FREE 
Another growing trend in frozen desserts is products 
free of dairy and gluten. On the dairy-free side, Eugene, 
Ore.-based So Delicious Dairy Free (www.sodelicous 
dairyfree.com), which was acquired by WhiteWave 
Foods last year, launched a frozen, plant-based whipped 
topping, CocoWhip, at Natural Products Expo West last 
month. Available in both light and original, the topping 
is made with organic, non-GMO ingredients and free 
of artifi cial colors, sweeteners and fl avors. According to 
advocacy marketing manager Brittany Horn, the dairy-
free category continues to grow because more consumers 
are vegan, have dairy allergies and sensitivities or simply 
want to eat healthier.
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Daiya’s 
dairy-, soy- and

gluten-free Cheezecake 
allows consumers on restricted 

diets to enjoy dessert.

So Delicious Dairy Free debuts 
plant-based CocoWhip, made with 
organic, non-GMO ingredients.
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Likewise, Vancouver, B.C.-based 
Daiya (www.daiyafoods.com) re-
cently launched Daiya Cheezecake, 
a line of dairy-, soy- and gluten-free 
ready-made cheesecakes. Varieties 
include Chocolate, Key Lime, New 
York and Strawberry. 

Atlanta Cheesecake Co. is also 
jumping into gluten-free, rolling 
out a gluten-free “Flavor Sampler” 
featuring four gluten-free cheese-
cakes: New York style, Chocolate 
Chip, Raspberry Swirl and Triple Chocolate.

“It’s a big trend because of the perceived health benefi t 
associated with not eating wheat and gluten-based prod-
ucts,” says Carpenter. “Only a small percentage of people 
have celiac disease or are gluten-intolerant, but many 
others are choosing to eliminate gluten from their diet,” 
he adds.

THE RISE OF “CLEAN” LABELS
! e use of real, fresh ingredients — and no chemicals and 
preservatives — is 
leading many frozen 
dessert manufactures 
to modify their recipes 
or simply promote 
the real ingredients 
they already use. “It’s 
important to [call out] 
real, fresh ingredi-
ents,” says Marie 
Callender’s Southard. 
“For example, most 
consumers are una-
ware that real key lime 
juice from Florida is in 
Marie Callender’s Key 
Lime Pie or that all 
of Marie Callender’s 
Apple Pies are made 
with 100% fresh Fuji 
apples.”

Similarly, Atlanta 
Cheesecake Co. is 
making sure its frozen 
desserts don’t contain 
partially hydrogen-
ated oils or artifi cial 
colors and fl avors and 
that they use all-
natural ingredients, 
says Carpenter, citing 
a consumer mandate 
for cleaner labels. In 
the very near future, 
he adds, such products 

will be the norm. “! e consumer is 
going to expect it, without paying 
$2 more for it.”

! e next step in the evolution 
of desserts could be products that 
are not only free of what’s bad for 
you but chock full of ingredients 
that are actually good for you. In 
the frozen dairy desserts category, 
for example, newcomer Brio (www.
brioicecream.com), Montpelier, Vt., 
presents a reduced-fat, reduced-

sugar alternative to ice cream that also o" ers nutritional 
benefi ts like balanced Omega 3-6-9s, 6 grams of protein, 
2 grams of prebiotic fi ber and 25 essential micronutrients. 
Also gluten-free,  non-GMO and low-glycemic, the prod-
uct can even be used as an alternative to liquid nutrition-
als or as a post-workout replenishment for athletes.

“As the baby boom generation reaches its senior years, 
health and nutrition will increase in importance for all of 
their food purchases, including desserts and snacks,” says 
marketing and public relations director Anne Rillero. 

FROZEN DESSERTS/PIES
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Feb. 22, 2015, 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 $3 million in sales are listed.  

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
*FZ DESSERTS/TOPPINGS  $154,171,296   (2.5)  62,733,772   (2.4)  47,310,592   (2.6)
WHIP TOPPINGS  $68,455,352   (1.0)  46,037,104   (0.6)  26,567,176   (1.9)
Kraft  $50,297,788   0.5   32,890,144   1.1   18,530,092   0.5 
Private Label   $17,570,350   (3.9)  12,867,010   (5.4)  7,858,934   (4.8)
SWEET GOODS-NO CHSCKS  $50,420,608   (7.8)  12,051,988   (9.7)  13,030,524   (6.7)
Pepperidge Farm   $13,640,497   (11.8)  4,071,432   (13.3)  4,403,126   (13.1)
Delizza Patisserie   $7,004,141   4.8   1,518,958   11.0   1,350,138   9.9  
Hillshire Brands   $6,874,323   (8.7)  1,616,527   (8.3)  1,330,713   (11.9)
Private Label   $5,802,279   7.8   1,152,209   6.3   1,163,128   9.4 
ConAgra Foods   $4,851,012   (3.9)  1,346,200   (14.6)  1,206,876   9.6 
Poppies   $3,614,048   7.5   669,464   8.4   1,063,257   6.1 
CHEESECAKES  $35,041,928   2.5   4,571,435   (1.7)  7,660,682   1.4 
Private Label   $9,822,632   15.3   1,050,585   14.5   2,420,354   10.1 
Hillshire Brands   $9,121,406   (13.5)  1,647,915   (11.9)  2,211,992   (12.4)
The Cheesecake Factory   $6,982,815   16.7   467,076   19.6   1,203,070   4.6 
Lawler Foods   $3,948,607   (21.9)  284,499   (35.8)  780,752   (24.3)
Schwan’s   $3,442,599   433.9   762,941   249.0   764,248   853.0 

FZ PIES/SHELLS  $175,904,448   2.3   48,125,880   0.1   63,284,304   1.1 
PIES  $133,009,960   3.3   32,614,376   1.0   51,526,048   2.0 
Schwan’s   $57,919,728   7.2   12,767,768   7.5   20,176,502   2.9 
ConAgra   $55,787,040   2.6   15,389,471   (2.5)  22,503,748   4.3 
Hillshire Brands   $12,374,214   (11.7)  3,220,466   (3.7)  6,551,420   (8.9)
PIE/PASTRY SHELLS  $42,894,468   (0.6)  15,511,504   (1.9)  11,758,255   (2.5)
Private Label   $12,125,056   (9.2)  5,589,709   (10.1)  4,437,859   (11.1)
Pepperidge Farm   $11,988,258   0.7   2,552,004   (0.2)  2,550,534   0.7 
General Mills   $10,000,243   6.1   4,034,703   5.8   2,847,738   5.7 
* Includes smaller subcategories not listed.

Atlanta Cheesecake Co. will roll out 
retail packages of its chocolate-covered 
cheesecake bites later this year.
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HANDHELDS
JUMP 5.6%
Better-for-you breakfast sand-
wiches and burritos with plenty 
of protein helped offset losses 
elsewhere in the category.

BY DENISE LEATHERS

Dollar sales of frozen breakfast 
foods topped $693.87 mil-
lion across channels during 

the 12 weeks ended Feb. 22, down 
0.2% from the same period a year 
ago, reports Chicago-based market 
research fi rm IRI (@iriworldwide.
com). While the wa$  es (- 1.5%), 
entrees (-1.6%) and 
other (-8.8%) sub-
categories all saw 
their sales fall, the 
handheld segment 
registered a 5.6% 
gain, highlight-
ing the growing 
importance of two 
key trends: porta-
bility and protein.

Eating on the go 
is nothing new, but 
protein at break-
fast is a more re-
cent development. 
“Consumers know 
that protein helps 
them feel full longer,” making high-
protein foods a natural choice for the 
fi rst meal of the day, says Rachel Cul-
len, president and CEO at Dinuba, 
Calif.-based Ruiz Foods, maker of 
the El Monterey lineup (www.elmon 
terey.com). To meet that need, the 
company rolled out a four-fl avor line 
of breakfast burritos in 2014. It added 
a fi fth variety, Meat Lovers, featuring 
eggs, bacon, sausage and cheese, in 
February.

While syndicated data indicates 
sales of frozen breakfast foods with 
protein grew 2.6% over the past year, 
sales of so-called “better-for-you” 
items like Jimmy Dean Delights and 
Kellogg’s Special K were down about 

14%. It’s not that consumers are no 
longer interested in better-for-you, 
says Cullen. Rather, they’ve “rede-
fi ned” what healthy means to them. 
To many, it’s protein. Clearly, manu-
facturers are getting the message.

WHERE’S THE BEEF?
For example, Chicago-based 
Hillshire Brands just introduced 
a Steak and Egg Breakfast Bowl 
under its Jimmy Dean brand (www.
jimmydean.com) that contains 15 
grams of protein per serving, re-
ports director of Jimmy Dean brand 
marketing Karmen Conrad. And, 
as a complement to its kid-friendly 
Pancakes & Sausage on a Stick, the 
company recently added Pancakes & 
Sausage Bites. Sold in microwaveable 
pouches, they’re available exclusively 

at Dollar Tree.
Even brands 

that have 
traditionally 
been protein-
free are add-
ing meatier 
o" erings. 
For example, 
Battle Creek, 
Mich.-based 
Kellogg’s 
(www.leg
gomyegggo.
com) just 
rolled out 
three fl a-
vors of Eggo 

Breakfast Sandwiches, featuring eggs, 
cheese and sausage or bacon between 
two slices of wa$  e-style bread with a 
touch of maple fl avor baked in.

While Eggo keeps it simple, other 
manufacturers are pushing the en-
velope on ingredients, o" ering more 
upscale, unique varieties designed to 
attract Millennials — and their more 
sophisticated palates — to the frozen 
aisle. “! at generation has been 
raised on stronger fl avor profi les, and 
they want more interesting ingredi-
ents than sausage, eggs and cheese,” 
says Andrew Ja" e, vp of marketing 
at Boulder, Colo.-based EVOL (www.
evoldfoods.com), now part of Boulder 
Brands. As a result, the company’s 

eight new breakfast sandwiches and 
burritos, which debuted in 2014, 
come in fl avors like Egg White, Kale, 
Roasted Tomato & Goat Cheese 
and Chicken Apple Sausage, Egg & 
Smoked Gouda with caramelized on-
ion. “We really wanted to elevate the 
frozen breakfast experience,” he adds. 
“We don’t want consumers to feel that 
choosing frozen is a compromise.”

While four of the products in 
EVOL’s line are o" ered under the low-
cal Lean & Fit sub-brand, Ja" e says 
the entire collection can be charac-
terized as better-for-you because it’s 
free of artifi cial ingredients. “Many 
consumers still want bacon and eggs 
at breakfast,” he adds. “But we use 
leaner, cleaner proteins raised without 
antibiotics like chicken apple sausage 
and uncured ham and bacon. So it’s a 
convergence of portability, interesting 
fl avor profi les and clean ingredients.”

A CATEGORY NEWCOMER
Another company looking to satisfy 
demand for better-for-you breakfasts 
is category newcomer Respect Foods 
(www.respectfoods.com), Palm Beach 
Gardens, Fla. Although its line of 
breakfast sandwiches comes in more 
mainstream fl avors, the Respect col-
lection also features ingredients like 
chicken sausage, turkey bacon and 
whole grain English mu#  ns, all free 
of artifi cial colors, fl avors and pre-
servatives. “Each sandwich contains 
15 to 20 grams of protein and fewer 
than 25 recognizable ingredients,” 
says company president Ken Hart-
man. “And they’re satisfying. Some 
products achieve impressive calorie 
counts, but the sandwiches are small 
or snack size.”

Both Respect and EVOL break-
fast sandwiches are sold singly (El 
Monterey burritos are also available 
in a single-serve format), a newer 
category trend that reduces the risk 
associated with trying new fl avors. In 
addition, says Hartman, “Consumers 
can mix and match di" erent varieties 
for a full week of breakfasts,” instead 
of being locked in to just one.

Another hot supermarket trend 
also making its way to frozen break-
fast is gluten-free. In fact, Kellogg’s 

Kellogg’s expands its Eggo portfolio 
with a trio of Breakfast Sandwiches.
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just introduced a pair of 
Eggo Gluten-Free Wa$  es. 
O" ered in Original and 
Cinnamon, they contain 
eight vitamins and miner-
als and are an excellent 
source of both calcium 
and iron. Plus they’re 
made with whole grains. 
“Gluten-free foods some-
times sacrifi ce taste and 
texture compared with 
their original versions,” 
says vp of marketing and 
innovation AnneMarie 
Suarez-Davis. But that’s 
not the case here, she 
adds. “Now everyone in 
the family, including those 
who avoid gluten, can en-
joy a delicious and whole-
some Eggo breakfast.”

Other recent additions 
to the Eggo lineup include ! ick & Flu" y Wa$  e Minis 
in Chocolate Delight and Vanilla fl avors and Eggo Bites 
Pancakes in Chocolatey Chip fl avor. Designed to meet 
growing demand  for snack- or bite-size products, both 
new items are pre-fl avored — no syrup required — to 
allow easy on-the-go 
consumption.

Moonachie, N.J.-
based Bylada Foods 
(www.byladafoods.
com), is also tap-
ping the snack-size 
trend with its mini 
breakfast bagels and 
biscuits. “Smaller 
sizes provide por-
tion control for those 
consumers that want 
it, but they also o" er 
fl exibility,” says na-
tional sales manager 
Meade Bradshaw. 
“Di" erent-size kids 
have di" erent-size ap-
petites,” he explains. 
“So one size does not 
fi t all. But with minis, 
mom can make one or 
two for her 4-year-old 
and a bunch for her 
12-year-old.”

While interest 
in better-for-you is 
defi nitely growing, 

demand for comfort foods remains strong as well. For 
example, “We’ve seen many restaurants outside the 
South add country sausage gravy on biscuits to their 
menus,” says Bradshaw, citing the popularity of South-
ern cuisine. So the company recently introduced a fro-
zen version, both full size and mini, available for private 
label and under its Chef Gusto label.

WIN RESTAURANT DINERS
While manufacturers like Bylada often fi nd inspiration 
for new products on restaurant menus, Bradshaw says 
they should also be looking at restaurant diners. “Al-
most all of the growth restaurants are enjoying today is 
in the breakfast daypart,” prompting the entry of new 
players like Subway and Taco Bell, he reports. “We need 
to fi nd a way to get those consumers eating our prod-
ucts instead.” 

! e solution is to get more consumers down the fro-
zen aisle where they’ll fi nd easy, make-at-home versions 
of their favorite fast-food breakfast items. “If retailers 
are able to draw them to the category to shop, almost 
half will make a purchase,” says Jimmy Dean’s Conrad. 
Unfortunately, she continues, only 18% of consumers 

who come through the supermarket door actually walk 
past the frozen breakfast section. “So driving awareness 
before the consumer enters the store or driving consum-
ers to the aisle from other, higher-tra#  c aisles is a key ele-
ment to growing frozen breakfast penetration.” 

FROZEN BREAKFAST
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Feb. 22, 2015, 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 are listed.   

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
*BREAKFAST FOOD  $693,874,176   (0.2)  213,630,880   (3.4)  199,545,184   (1.8)
HANDHELD BREAKFAST  $242,802,592   5.6   48,843,216   1.2   54,657,228   2.7 
Hillshire Brands   $135,897,792   7.7   18,529,116   2.0   31,253,260   6.8 
Kellogg’s   $22,704,068   42.1   4,005,973   45.0   3,865,576   24.0 
ConAgra   $18,216,782   (31.2)  3,719,156   (33.7)  3,948,952   (35.3)
Nestlé USA   $14,448,788   15.8   4,601,781   (4.7)  3,696,389   10.6 
Private Label   $13,036,247   4.9   3,825,109   3.8   3,142,915   0.3 
Ruiz Foods   $9,088,502   160.3   4,291,284   64.9   2,648,712   175.0 
Heinz North America   $5,158,475   (34.0)  1,818,063   (32.3)  1,018,156   (32.8)
WAFFLES  $209,764,416   (1.5)  75,525,336   (3.4)  72,095,192   (1.4)
Kellogg’s   $153,409,440   (1.2)  50,911,204   (0.6)  51,228,180   (0.9)
Private Label   $36,837,004   (6.4)  17,298,040   (9.8)  15,656,660   (7.2)
Van’s Natural Foods   $8,064,323   3.0   2,688,794   2.7   1,461,394   3.0 
BREAKFAST ENTREES  $177,105,936   (1.6)  62,814,048   (3.5)  52,062,964   (2.2)
Hillshire Brands   $65,248,240   3.8   19,986,408   7.3   13,747,770   2.2 
Private Label   $24,327,074   (3.8)  10,462,446   (6.2)  9,664,635   (5.0)
Kellogg’s   $19,544,216   11.9   7,424,240   17.3   6,519,569   13.5 
Pinnacle Foods Group   $16,971,238   (12.1)  7,917,748   (13.4)  5,167,214   (13.8)
De Wafelbakkers   $13,914,882   6.7   4,063,934   2.4   7,377,353   1.7 
Heinz North America   $5,899,059   (40.5)  2,244,358   (40.1)  1,028,204   (42.2)
General Mills   $5,177,660   (6.1)  2,595,482   (28.4)  1,615,422   (2.6)
* Includes smaller subcategories not listed.

Ruiz Foods adds a protein-
rich Meat Lovers variety to 
its El Monterey Breakfast 
Burrito lineup.
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HOW THE WEST 
WAS WON
Up 26% over the past year, Indian food ranks among the 
fastest-growing categories in the frozen department, 
thanks to bold fl avors, clean ingredients and better-
for-you attributes. 

BY DENISE LEATHERS

Sales of frozen Indian foods in conventional super-
markets topped $40 million during the 52 weeks 
ended Jan. 25, a 26.4% increase compared with the 

same period a year earlier, reports Schaumburg, Ill.-
based SPINS. “! at’s pretty phenomenal when you con-
sider that sales for the frozen department as a whole are 
up only slightly,” says Mike Ryan, sales and marketing vp 
at Union, N.J.-based Deep Foods, maker of the Tandoor 
Chef lineup (www.tandoorchef.com).

What’s the appeal? While Millennials are clearly hun-
gry for bolder, more exotic fare from around the globe, 
Indian food ticks a lot of their other boxes as well. For 

starters, it’s gener-
ally perceived as 
better-for-you. In 
fact, the frozen In-
dian foods category 
got its start in the 
natural channel, 
so most of the big 
players — Tan-
door Chef, Sukhi’s, 
Amy’s Kitchen, etc. 
— have very clean 
ingredient state-
ments. And, Indian 
cuisine includes 
many vegetarian 

dishes, so it’s a natural choice for the growing number 
of consumers looking to reduce or eliminate meat from 
their diets. In fact, says Ryan, the most recent addition 
to Tandoor Chef’s lineup is vegetarian Malai Kofta, a 
Northern Indian specialty featuring savory vegetable and 
paneer cheese dumplings — or “neatballs” — in a mildly 
spicy sauce.

SPICY IS HEALTHY
Indian food also gets high marks for its many spices, lots 
of which deliver not just fl avor but health benefi ts. For 
example, turmeric has grabbed headlines recently for its 
anti-infl ammatory properties. Cardamom may coun-
teract digestive problems and help prevent certain skin 

cancers. And sa" ron is believed to lift mood and relieve 
the symptoms of PMS. 

“India is the spice basket of the world,” says Raminder 
Bindra, founder and president of Marietta, Ga.-based 
Seven Spoons (www.sev 
enspoonsfood.com), whose 
globally inspired skillet 
meals boast nearly 2 grams 
of spices per serving. “! at 
makes them intrinsically 
very nutrient-rich,” which 
holds a lot of appeal among 
consumers seeking naturally 
good foods.

While dedicated In-
dian food manufacturers 
already o" er many of the 
most popular dishes, more 
mainstream companies are 
dabbling in Indian cuisine 
as well, sometimes o" ering 
Indian-inspired versions 
of familiar products (think 
Kashi’s single-serve Tikka 
Masala pizza). Meanwhile, 
companies that special-
ize in cuisine from around 
the globe are adding more 
Indian dishes to portfolios currently heavy on Chinese, 
! ai and other East Asian meals.

One of the fi rst such companies to introduce Indian 
meals was Stamford, Conn.-based American Halal, 
whose “world cuisine” Sa" ron Road collection (www.
sa" ronroadfoods.com) now includes seven single-serve 
Indian meals. While it started with Chicken Tikka 
Masala, which executive vp Jack Acree calls “the vanilla 
ice cream of Indian foods,” the company is starting to 
branch out into lesser-known dishes. Its two newest ad-
ditions are Chicken Vindaloo, a spicy Portuguese-Indian 
curry dish made with humanely raised, antibiotic-free 
chicken, and vegetarian Palak Paneer, made with spinach 
and hand-crafted farmer’s cheese. ! e meals are certi-

fi ed gluten-free and halal, both of which are key category 
trends. In fact, U.K.-based marketing research company 
dunnhumby named products prepared in line with reli-
gious standards, especially halal, one of the top fi ve foods 
trends of 2015. 

“Deep Foods put the halal mark on all of its Tandoor 
Chef products with meat,” adds Ryan. Although not 
everyone realizes it, he explains, India has a large Muslim 

Day-Lee Foods’ new Crazy 
Cuizine International 
Favorites collection 
includes the company’s ! rst 
Indian o" ering: Chicken 
Tikka Masala & Rice.

American Halal adds a pair of 
certi! ed gluten-free single-serve 
Indian entrees to its Sa" ron Road 
collection.

Indian food gets high marks for its 
many spices, lots of which deliver 
not just # avor but health bene! ts.



Good Food Karma: More Selections Brings More Rings
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Contact Mike Ryan at                                     or                                    
to learn more about our appetizer, entrée and naan offerings.

Tandoor Chef is the #1 frozen Indian brand and represents the fastest growing 
category in the freezer aisle today. We offer certified vegetarian, vegan and 
gluten-free options in familiar entrées, naan pizzas and appetizers. With our 
authentic and robust flavors, we make it easy for your customers to explore 
new Indian cuisine while you gain higher profits with repeat sales.
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population, and many of those folks 
won’t buy a product that’s not halal. 
However, dunnhumby notes that 
many non-Muslim consumers seek 
products prepared in accordance 
with halal standards as well because 
they believe they’re better quality.

CRAZY CUIZINE GOES INDIAN
Another ethnic foods manufacturer 
moving into the Indian foods arena 
is Santa Fe Springs, Calif.-based Day-
Lee Foods (www.crazycuizine.com). 
Although its fl agship Crazy Cuizine 
collection o" ers only Asian entrees, 
a new, more global sub-brand, Crazy 
Cuizine International Favorites, 
includes the company’s fi rst Indian 
meal: Chicken Tikka Masala & Rice. 

Evidenced by the proliferation of 
Indian restaurants, “Americans are 
increasingly embracing Indian food,” 
says director of marketing David 
Weinberg, citing the infl uence of ear-
ly adopters like Trader Joe’s as well. 
“[! e retailer] has counted Indian 
entrees among its top-selling frozen 
items for years and now carries well 
over a dozen di" erent Indian foods,” 
exposing millions of additional con-
sumers to the cuisine. Costco also 
o" ers a strong selection of frozen 
Indian entrees and appetizers.

Weinberg adds, “Most Indian 

dishes include many unique ingredi-
ents, which makes them di#  cult and 
time-consuming to prepare at home. 
So frozen Indian entrees are a great 
solution.”

Seven Spoons also includes Indian 
and Indian-inspired dishes among 
its multi-serve skillet meals, says 
Bindra. But because the cuisine is 
still new to many consumers, it tries 
to incorporate additional “hooks.” 
For example, it swapped rice for 
protein-rich quinoa in its vegetarian 
Quinoa Vegetable Biryani because 
many vegetarians don’t get enough 
protein. By bumping up the nutri-
tion, says Bindra, the company pulls 
in consumers who might not have 
considered Indian at fi rst. (Seven 
Spoons also o" ers Chicken Biryani.)

“! ere are also a lot of opportuni-
ties to fuse Indian with other, more 
familiar products and cuisines,” he 
adds. “It’s a good way to bring in 
those consumers who haven’t eaten 
Indian before.” A few of the more 
successful examples: Sukhi’s Naan-
wiches and Sa" ron Road’s Tandoori 
Seasoned Chicken Nuggets.

! e trend is also playing out in 
restaurants where ingredients like 
curry are appearing in decidedly 
non-Indian dishes, says analyst Lizzy 
Freier of Chicago-
based consult-
ing and research 
fi rm Technomic. 
For example, she 
reports, Claddagh 
Irish Pub o" ered 
Guinness Battered 
Shrimp & Fries 
with a side of curry 
dipping sauce on its Lent Seafood 
Menu. “It’s a good way to introduce 
diners to more ethnic ingredients 
without giving them an entirely 
ethnic dish that they may not be as 
inclined to order.”

INTEGRATION IS KEY
Another key to boosting awareness of 
Indian foods is proper merchandis-
ing. While the segregated approach 
can be successful in stores that do it 
right, those without a sizeable ethnic 

assortment or robust store-within-a-
store may have better luck integrat-
ing frozen Indian foods with similar 
non-Indian foods. So try putting 

Tandoor Chef’s Naan Pizza with 
other frozen pizza and Seven Spoons’ 
Chicken Biryani alongside the frozen 
skillet meals “so consumers who 
might walk right past a dedicated 
Indian door can at least consider 
them,” says Bindra. And although it 
can be expensive, sampling can also 
help introduce consumers to unfa-
miliar Indian foods and eliminate 
some of the misconceptions around 
the cuisine, which many consumers 
assume is too spicy.

Ryan also suggests o" ering a full 
complement of frozen Indian foods, 

from appetizers and naan bread to 
entrees and side dishes, both conven-
tional and vegetarian, so shoppers 
can pick up everything they need for 
a complete Indian meal. In addi-
tion, he says, retailers everywhere 
should carry frozen Indian foods, 
not just those in areas with a large 
Indian population. “You don’t have 
to be Mexican to eat Mexican food, 
and it’s the same with Indian food. 
It’s crossed over. It appeals to a very 
broad audience now.” 

Deep Foods expands its Tandoor 
Chef lineup with vegetarian Malai 
Kofta or “neatballs.”

To broaden the product’s 
appeal, Seven Spoons swapped 
rice for protein-rich quinoa in 
its vegetarian Quinoa Vegetable 
Biryani, an Incan-Indian hybrid.

‘Most Indian dishes include many 
unique ingredients, which makes 
them di$  cult and time-consuming 
to prepare at home. So frozen In-
dian entrees are a great solution.’
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PIZZA AT A 
PREMIUM
The category held its own in the 
face of promotional cutbacks, 
thanks to the performance of 
better-quality, high-end brands.

BY DENISE LEATHERS

Despite a signifi cant drop in 
volume, frozen pizza sales 
remained at around $1.12 

billion across channels during the 
52 weeks ended Feb. 22, reports 
Chicago-based market research fi rm 
IRI (@iriworldwide.com). Although 
the category has seen average prices 
tick upward as upscale, specialty 
brands gain more of a foothold, a 
signifi cant decrease in promotional 
e" orts by a handful of top manufac-
turers is the real culprit. According 
to IRI, percentage of volume sold 
with merchandising support tum-
bled 5.3 points during the past year 
to 51.7%.  

Similar to what’s happening in 
other categories, “I think we’re see-
ing some premiumization in frozen 
pizza,” says Mike Pytlinski, Palermo 
brand director at Milwaukee-based 
Palermo’s (www.palermospizza.com), 
whose own sales 
refl ect a shift from 
value to premium. 
“It’s clear consum-
ers are willing to 
pay more for better 
quality. Look at what 
craft beer and Greek 
yogurt did for those 
categories. Why can’t 
that happen in pizza, 
too?”

Palermo’s version of 
“craft” pizza is its new 
Screamin’ Sicilian 
o" ering, a uniquely 
packaged super-
premium collection 
described as “the 
biggest, most-topped 
pizzas out there.” 

Now available nationwide, 
the line recently welcomed 
three new varieties: Spicy 
Clucker (jalapeno chicken 
bacon), Friar Cluck 
(chicken parmesan) and 
! ree Lil’ Piggies (sausage, 
pulled pork and bacon 
BBQ).

“We really like to push 
the fl avor envelope,” says 
Pytlinski, who believes in-
novative o" erings are one 
of the keys to keeping Mil-
lennials in the category. 
Despite the belief they’re 
eating out at Chipotle all 
the time, “Millennials 
actually index higher for 
frozen pizza than the gen-
eral population, including. 
Boomers and Gen Xers. 
But we risk losing them if 
we don’t develop products that really 
meet their needs.”

PUB-STYLE GROWS
Like Edina, Minn.-based Bernatello’s 
(www.bernatellos.com), which debut-
ed Lottza Mottza last year, Palermo’s 
also rolled out a hearty “pub-style” 
pizza, featuring at least 8 ounces of 
cheese on a proprietary thin crust 
that allows the toppings to really 
stand out. P’mos Pub Pizza comes in 
fi ve varieties: Cheese, Pepperoni, Su-

preme, Sausage and 
Combo (pepperoni 
and sausage).

“‘Enhanced-taste’ 
pub-style pizza is 
an emerging trend,” 
says Pytlinski. “! e 
fl avors are basic but 
very taste-forward.”

Minneapolis-
based Schwan’s 
Consumer Brands 
(www.theschwan 
foodcompany.com) 
is also expanding 
its presence in the 
thin pizza segment, 
though its new Bon 
Appetit collection 
pairs better with a 
glass of wine than 
a bottle of beer. 
Aimed at a group 

characterized as “Everyday Gour-
mets,” the premium-quality, made-
for-adults range features distinctive 
ingredients like pesto, spinach, 
roasted vegetables and whole slices 
of mozzarella, reports vp of brand 
marketing Jon Wiersum.  

Pittsfi eld, N.H.-based American 
Flatbread (www.americanfl atbread 
products.com) also o" ers a high-end 
product, though its hand-made col-
lection boasts an on-trend fl atbread 
crust topped with organic, natural 

FROZEN PIZZA
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Feb. 22, 2015, 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
PIZZA  $1,116,629,376   (0.1)  331,517,792   (5.9)  351,598,048   (5.2)
Nestlé USA   $494,643,200   (5.2)  110,412,560   (11.3)  142,728,192   (12.6)
Schwan’s   $223,052,368   (0.3)  60,519,604   (8.8)  75,190,352   (5.6)
Private Label   $119,870,048   9.8   37,232,760   5.5   42,628,968   8.9 
General Mills   $97,789,248   (1.6)  71,558,080   (4.7)  49,324,960   0.7 
Bernatello’s   $21,152,096   29.8   5,064,699   1.5   5,541,497   14.6 
Palermo Villa   $20,498,152   18.0   4,379,952   3.3   4,810,777   14.0 
Home Run Inn   $15,626,778   6.2   2,686,387   (2.3)  3,758,655   1.4 
Pinnacle Foods Group   $15,119,337   (4.2)  14,952,280   (4.1)  4,986,030   (4.1)
Amy’s Kitchen   $14,291,628   10.9   2,215,127   8.4   1,658,357   11.3 
Newman’s Own   $14,277,006   5.4   2,476,077   6.8   2,112,303   4.7
PIZZA CRUSTS/DOUGH $5,260,292 (2.4) 1,774,130 (4.9) 1,989,701 (8.2)
PIZZA KITS/TOPPINGS 2,176,918 * 299,780 * 468,408 *
* Product has been in distribution less than a year.

S.A. Piazza expands its 
Wild Mike’s lineup with 
Pepperoni and Four-
Cheese single-serves.
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and non-GMO ingredients. (Flatbread pizza represents 
about 1% of the category, but sales were up 13% last year.) 
! e newest addition is a Fresh Basil Pesto and Feta vari-
ety made with fresh, never frozen, toppings.

“We often hear that products need to be cheaper,” says 
American Flat-
bread president 
Brad Sterl. “But 
a growing group 
of consumers re-
ally wants better 
products and is 
willing to pay a 
bit more.” 

Tapping into 
another hot 
pizza category 
trend, American 
Flatbread is also 
launching a pair 
of gluten-free, 
10-inch pizzas 
in two fl avors: 
Pesto & Cheese 
and Cheese 

Trio. Meanwhile, Schwan’s is expanding its presence in 
the gluten-free segment, adding a pair of single-serve 
options under its Freschetta label. Like the full-size 

version, which de-
buted last February, 
gluten-free pizzas-
for-one are o" ered 
in Four Cheese and 
Signature Pep-
peroni.

Clackamas, Ore.-
based S.A. Piazza 
(www.sapiazza.com) 
is also jumping 
into single-serves, 
a segment many 
manufacturers say 
is underdeveloped. 
O" ered under the 
Wild Mike’s brand, 
its 5-inch, deep 
dish personal pizzas come in both Pepperoni and Four-
Cheese fl avors. Each package contains four individually 
wrapped pizzas.

 Other products to watch for include: Nestle’s new Di-
Giorno Pizzeria ! in lineup, Schwan’s Red Baron Brick 
Oven Pizza collection, and Amy’s Gluten-Free Rice-
Crust Pizza. Industry observers are also keeping a close 
eye on Pizza Hut’s new fl avored crusts. If they catch on, 
look for the trend to make its way to the frozen aisle in 
the near future. 

American Flatbread debuts a pair 
of gluten-free varieties made with 
natural, organic and non-GMO 
ingredients.

Palermo’s adds three unique 
varieties to its super-premium 
Screamin’ Sicilian collection.
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PIZZA GOES 
GLOBAL, SPICY 
BY ADRIENNE NADEAU

Three pizzas featur-
ing Southeast Asian 
fl avors debuted 

at popular eateries this 
month: Uncle Maddio’s sri-
racha chicken pizza, Pizza 
Rev’s sriracha sausage 
pizza, and Pie 5’s ! ai-
ri#  c pizza with grilled 
chicken and sweet chili 
sauce. Given consumers’ 
growing penchant for both Asian foods and bold fl a-
vors like sriracha (more than half report a strong pref-
erence for spicy foods), it’s no surprise multiple chains 
are promoting similar products. Both Millennials 
and Generation Z have increasingly global tastes, and 
operators are beginning to view their products as fl a-
vor carriers that can be altered to fi t growing interest 
in ethnic fl avors. Pizza is no exception. 

Children are also being tempted with non-traditional 
o" erings. Many restaurants, including Aubree’s Pizze-
ria and Grill, include Hawaiian pizza on the children’s 
menu, using the pineapple to appeal to kids’ sweet sen-
sibility. Aladdin’s Eatery o" ers a cheddar and feta pita 
pizza, while Goofy’s Kitchen, a Disneyland restaurant, 
serves a peanut butter and jelly pizza. Other operators 
are capitalizing on the familiarity of pizza by using it as 
a delivery system for whatever type of fare they special-
ize in. For example, Wild ! aiger o" ers a P.Nut Chicken 
pizza on its children’s menu, which features grilled 
chicken with a thai peanut sauce. 

Repositioning pizza as a fl avor carrier provides the 
opportunity to create innovative new products — and 
really redefi ne what pizza is. For example, fl atbreads 
have had tremendous success by mimicking popular 
pizza varieties like margherita, which is menued in 
dozens of restaurants. But fl atbreads have di" erenti-
ated themselves by also o" ering lighter or sweeter top-
pings, such as fi g and prosciutto or pear and gorgon-
zola, as well as stronger cheeses and fl avored oils. Now 
chefs have begun to  create pizzas with those same 
characteristics. 

It’s important for retailers to understand that, while 
traditional Italian fl avor profi les still have an impor-
tant place in pizza restaurants, they’re no longer the 
only ethnic inspiration. 
Adrienne Nadeau is a consultant with Technomic, Inc. 
(www.technomic.com), the Chicago-based consulting 
and research fi rm serving the food industry.

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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YOGURT 
UP 3.9%

But volume is fl at, prompting manu-
facturers to seek out new eating 
occasions that can drive growth.

BY DAN RAFTERY

Yogurt category dollar sales 
rose 3.9% to $1.66 billion 
in the 12  weeks ending Feb. 

22, according to IRI (www.iriworld 
wide.com), the 
Chicago-based 
market research 
fi rm. However, 
unit sales 
declined 0.4% 
to 1.14 billion, 
though volume 
inched up 0.2% 
to 748.1 million. 
Volume with any 
merchandising 
support fell 3.3 
points to 33.1% 
during the same time period.

! e data suggests consumers are 
buying higher price-point yogurts, 
says Michael Neuwirth, senior direc-
tor of public relations for White 
Plains, N.Y.-based Dannon (www.
dannon.com). “We interpret the 
higher price and fl at volume to the 
shift in consumer preference for 
Greek yogurt, which is more costly on 
a per ounce basis,” he explains.

Put another way, “Consumers are 
looking for more from their yogurt 
and beginning to show that with 
their wallets” says Hamilton Colwell, 
founder of Maia Yogurt (www.maia 
yogurt.com), Hamden, Conn.

But Cindy Sorensen, vp business 
development for Midwest Dairy As-
sociation (www.midwestdairy.com), 
St. Paul, Minn., says price increases 
have also had an impact. “[Unit] sales 
of cups, which make up nearly 70% of 
the category, are down 3.3% — 2.7% 
in volume — but are up 3.8% in price 
on a per-unit-of-volume basis,” she 
explains.%

“! e Greek yogurt segment has 
stabilized at about 48% to 50% of 
the total U.S. yogurt market,” says 
Dannon’s Neuwirth. However, “It’s 
clear that there isn’t a single ‘Greek-
for-all’ brand because that’s not how 
the broadest group of shoppers buy 
yogurt. ! ey buy it for a variety of 
reasons and uses,” he explains. He 
credits Dannon’s “something for eve-
ryone” approach for putting it in the 
position of yogurt market leader.

ALL-DAY OPPORTUNITY
“! ere’s so much opportunity in the 
yogurt category,” adds Maia’s Colwell. 

“Last year showed 
manufacturers 
that the Ameri-
can consumer is 
ready to eat yogurt 
several times a day. 
Consumers look for 
an indulgent yogurt 
in the evening, 
something low-sug-
ar in the afternoon 
and whatever they 
can get their hands 
on in the morning. 

So there are plenty of ways for the 
manufacturing community to grow 
the business around the consumer’s 
lifestyle,” says Colwell, who believes 
his product line satisfi es the low-sugar 
craving in the afternoon.

Joe Prewett, 
director of prod-
uct management 
and innovation at 
Tillamook County 
Creamery Associa-
tion (www.tillamook.
com), Tillamook, 
Ore., agrees.%“Prod-
uct innovation, 
which means o" ering 
products that meet 
new consumer needs, 
is defi nitely a driver 
of sales in today’s market.” Current 
trends that top his list include “label 
simplifi cation, localization, seasonal 
fl avors, dry mix-in ingredients, alter-
native milk yogurts and new day-part 
yogurts.”

“Tillamook has jumped on sev-

eral of those trends with a less-tart 
Greek yogurt that is made with lo-
cally sourced, high-quality fruits,” he 
continues. Other examples of yogurt 
ranges with broader appeal now that 
they have been “refreshed” based on 
current trends include: Yoplait’s sugar 
reduction, Chobani’s Simply 100 and 
Tillamook’s elimination of modifi ed 
food starch and gelatin in its yogurt 
brands, says Prewett.

“In addition, package innovations 
that make yogurt more versatile and 
easier to consume are also impacting 
the category positively,” he says, citing 
kefi rs, smoothies, tubes and pouches 
as examples.

NEW PRODUCT PARADE
Following last year’s introduction of 
Oikos Greek Frozen Yogurt, Dannon 
is in the midst of one of its “strongest 
new product launches in years,” says 
Neuwirth. “Oikos Triple Zero has no 
added sugar, no artifi cial sweeten-
ers and no fat.” It’s available in six 
high-protein fl avors: Vanilla, Coconut 
Crème, Strawberry, Banana Crème, 
Mixed Berry and Peach.

In an e" ort to engage with a wider 
audience — particularly men — the 
brand recently became the o#  cial yo-
gurt of the NFL. ! e company teamed 
up with Carolina Panthers quarter-
back Cam Newton for an advertising 
campaign that began in January. ! e 

idea is to bring 
shoppers from the 
protein snack aisle 
into the yogurt 
aisle, says Neu-
wirth.

Norwich, N.Y.-
based Chobani 
(www.chobani.
com) is hoping 
its new Chobani 
Greek Yogurt Oats 
lineup will attract 
shoppers from the 

cereal aisle. It recently added two new 
Ancient Grain Blends — Mixed Berry 
5-Grain and Apricot 5-Grain — fea-
turing steel-cut oats, quinoa, chia, 
buckwheat and amaranth.

“Reaching new customers will 
depend largely on products that go 

Chobani adds two ancient 
grain blends to its new 

Chobani Oats breakfast lineup.

Made with Greek yogurt 
mousse, new Yoplait Greek 
100 Whips provide a light, 

airy dessert.
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beyond tradi-
tional uses and 
usage occasions 
and meet di" er-
ent consump-
tion moments 
and consumer 
needs,” says the 
company.

Tillamook’s 
approach to new 
product innova-
tion is to either 
“create products 
that do a better job of meeting con-
sumer needs than what exists in the 
market or to invent new products that 
leverage untapped white space oppor-
tunities,” says Prewett. “Innovation 
is about driving brand and category 
growth by reaching new consumers, 
expanding into new day-parts, experi-

menting with new fl avors or exploring 
potential brand partnerships.”

Tillamook recently launched a fat-
free Greek line as a follow up to its 2% 
launch in 2014. “We are also regional-
ly launching a line of super-indulgent 
single-serve dessert yogurts in the 
Pacifi c Northwest,” says Prewett. 

Chobani is also jumping on the 
dessert trend, adding two additional 

fl avors to its new Cho-
bani Indulgent line: 
Dulce de Leche Cara-
mel & Dark Chocolate 
and Double Chocolate 
Chunk. In addition, 
it expanded its Flip 
Creations collection 
to include Chocolate 
Haze Craze and the 
year’s hottest dessert 
fl avor: Salted Caramel.

General Mills is ex-
panding its presence 

in the dessert segment as well, adding 
fl avors like Caramel and Cookies ‘n 
Cream to its Yoplait Original lineup 
and Banana Caramel and Orange 
Crème to its Yoplait Greek 100 col-
lection. ! e company also debuted 
a new line called Yoplait Greek 100 
Whips. Made with Greek yogurt 

mousse and o" ered in eight fl avors, 
including Strawberry Cheesecake and 
Vanilla Cupcake, it’s described as “a 
light and airy snack.”

At the other end of the health 
and wellness spectrum, Maia Yo-
gurt’s Colwell says his company will 
relaunch eight fl avors later this year 
with certifi cation from the Non-
GMO Project. “! is is a big deal,” 

he says. “Consumers are looking for 
products they can trust.”

And the parade of new products 
doesn’t stop there. A few of the more 
notable include:

Yogurt” organic yogurt (www.stony 
fi eld.com) and new pouches targeted 
at babies, toddlers and kids.

smooth” Aussie Style Yogurt (www.
yuluyogurt.com).

pouch packs (www.kemps.com), 
designed to increase away-from-home 
consumption.

STAY THE LINE 
A word of caution from the Midwest 
Dairy Association’s Sorensen: “Greek 
yogurt sales have softened versus 
prior periods, and some retailers and 
manufacturers have responded with 
deep and frequent price discounts.” 
However, she cautions “! is could 
lead to the ‘commoditization’ of the 
category.”

“Greek yogurts were initially billed 
as value-added products, which 
brought decent profi tability back 
into the category,” she explains.%“! is 
new level of promotional activity will 
only train the consumer to purchase 
from deal to deal. One Greek yogurt 
brand has maintained its premium, 
value-added positioning in the market 
and has not responded with deep 
discounting. As a result, it is seeing 
healthy growth versus some of the 
other brands, which have seen dollar 
sales on the decline.”

Maia’s Colwell o" ers another sug-
gestion for getting the most from the 
yogurt category. “Some retailers need 
to pay closer attention to shelves,” he 
says. “Out-of-stocks can be a huge 
problem, especially for new products, 
which have no sales history. Fore-
casting can be tough.” His solution? 
Work with suppliers on accurate 
forecasts and replenish shelf stock 
more often. 
Dan Raftery is president of 
Raftery Resource Network and a 
trumpet hobbyist. He can be reached 
at Dan@RafteryNet.com.

Trends Driving Yogurt
! e yogurt category is benefi ting from several broad market trends, 
including:

Snacking now accounts for half of all eating occasions. 
Health and wellness awareness is growing and that’s driving sales for 
items positioned as healthy.
Consumers are looking for good sources of protein. Yogurts vary 
from 5g to 21g of protein per serving. 
Meals eaten away from home are increasing. Breakfasts at home 
are declining. Yogurt cups, tubes and breakfast bars (which often 
include yogurt as an ingredient) provide an easy solution for on-the-
go meals.
Product development and marketing is increasingly aimed at a grow-
ing male market. Examples include Dannon’s Oikos Triple Zero, 
Powerful Yogurt and Alpina NBA All Stars yogurt.
Consumers are using yogurt as a dessert, resulting in an emerging 
segment: the “indulgent healthy dessert,” featuring whole fat yogurt, 
often with cookie or candy toppings mixed in. 

Source: Cindy Sorensen, vp business development, Midwest Dairy 
Association (www.midwestdairy.com), St. Paul, Minn.

fl avors to its new Cho-
bani Indulgent line: 
Dulce de Leche Cara-
mel & Dark Chocolate 
and Double Chocolate 
Chunk. In addition, 
it expanded its Flip 
Creations collection 
to include Chocolate Dannon goes after male 

consumers with its high-
protein Oikos Triple Zero, free 
of arti! cial sweeteners, added 

sugar and fat.
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LOGISTICS

DRIVE-IN RACK
A BOON FOR COLOMA

Coloma Frozen Foods needed to consolidate its 
frozen storage capacity. ! e Coloma, Mich.-based 
provider of frozen fruits, vegetables and juices 

had been outsourcing or leasing its frozen storage to 
four facilities spread out over a 20-mile radius.

“Transferring product between four inter-company 
locations for production, frozen storage, and repacking 

was costly and 
ine#  cient,” says 
Brad Wendzel, 
president. “One of 
the leased freezer 
facilities had aged 
beyond its useful 
life, and much of 
the racking was 
too low, requiring 
ine#  cient pallet 
unstacking and 
restacking before 
shipping.”

So the company 
chose to build a 
90,000-square-
foot freezer space, 
including 75,000 
square feet of 
racked freezer 
space in a cen-
tralized campus 
facility. Looking to 
maximize frozen 
storage e#  ciency 

and repacking capability, Wendzel turned to Southwest 
Docking and Handling, a material handling and auto-
mated systems distributor, and Steel King Industries, a 
storage system and pallet rack manufacturer.

! e companies suggested drive-in rack for its cost-ef-
fective, high-density storage capacity that requires fewer 
aisles and provides better cube utilization than selective 
rack. ! e vendors added that drive-in rack enables storing 
up to 75% more pallets than selective racking and is ideal 
for high-tra#  c and cooler/freezer installations.

“We expect to save about $150,000 to $200,000 a year 
in reduced labor, management, transportation, energy, 
and maintenance costs using the drive-in rack at our 
campus facility,” says Wendzel. “Our growth potential is 
substantial, and we expect ROI in under two years.”

With drive-in rack, forklifts drive directly into the rack 
to allow storage of two or more pallets deep. But because 
forklifts drive directly into the rack, they tend to take 
more abuse than other rack structures.

“In freezer applications, the rack is susceptible to 
forklift impact because reaction time is slower in a cold 
environment, and peripheral vision can be restricted 
when operators are bundled 
up against the cold,” says 
Wendzel.  “So rack durability, 
longevity, ease-of-use and safety were vital to us.”

Wendzel was concerned that the industry’s typical, light 
gauge, roll-formed rack he had previously reviewed would 
be prone to forklift damage and costly replacement.

RACK SELECTION KEY
As a solution, Southwest Docking and Handling recom-
mended and Coloma Frozen Foods chose a rugged bolted 
rack with structural channel columns, by Steel King, to 
meet its needs. 

“More than 23 million pounds of frozen product are 
stored in Coloma Frozen Foods’ freezer and rack space, 
including 9,000 pallet positions of four-inch structural 
c-channel drive-in rack, says Wendzel.  “! e rack is fi ve 
levels high including a fl oor level, and arrayed from two 
to fi ve pallet positions deep for both storage e#  ciency 
and an ability to accommodate a range of SKUs.”

! e new e#  ciencies allowed Coloma to consolidate its 
operations on one campus, and it aims to double its re-
pack capability, says Wendzel. “! e interest and amor-
tization of our new facility is less than what we paid for 
commercial storage.” 

PFS EXPANDS IN HOUSTON
Preferred Freezer Services, Chatham, N.J., has expand-

ed its Houston Express location, one of three PFS facili-
ties in the area. 

! e extension o" ers a 24/7 online information sys-
tem, on-site inspection capability, packing and labeling 
services, and convenient location to all major roadways 
and the port. It adds 84,686 square feet to existing freezer 
space and 13,058 square feet to the loading dock. ! ere 

are 2,964,010 cubic feet of storage 
capacity.

Meantime, PFS expects a July 
completion of its 455,000-square-
foot facility in Richland, Wash. ! e 
fully automated freezer will feature 
robotic cranes and add more than 

40 million cubic feet of cold storage capacity to the com-
pany’s footprint. It will be the largest public refrigerated 
warehouse in North America and the largest single cold 
storage facility built at one time in the world.  

   C.R. ENGLAND UPS 
BONUSES & PAY
C.R. England, Salt Lake City, is o" ering a new bonus pro-
gram for all company and independent contractor driver 
trainers, as well as pay increases for solo company drivers 
in its Western regional fl eet. ! is is the third announced 

CASE HISTORY 

Compared to typical racking, the 
pallet rack constructed of hot-
rolled structural channel column 
with full horizontal and diagonal 
bracing o" ers greater frame 
strength, durability and cross-
sectional area.
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LOGISTICS

compensation increase 
for thousands of C.R. 
England drivers since 
November 2014. 

“Our driver trainers 
are critical to the success 
of C.R. England’s new 
drivers,” said Brandon 
Harrison, COO. “! is 
bonus will provide 
trainers an opportunity 
to earn extra income 
through the successful 
training of their apprentices.”

! is is an additional increase to 
the upgrade bonus for driver trainers 
announced last year. Last November, 
C.R. England doubled the value of 
the phase-one upgrade bonus for all 
trainers. When an apprentice suc-
cessfully upgrades on the fi rst try, the 
trainer receives a $200 bonus.

Further, in March, all Western 
regional company solo drivers started 
receiving an average pay increase of 
14.1%. Western Regional represents 
a large percentage of C.R. England’s 
Regional fl eets across the nation. 

“! is pay raise will vary depending 
on driver tenure, but on average the 
per-driver pay increase equates to four 
cents more per mile,” Harrison said. 

NEW DC FOR CST 
San Antonio-based CST Brands, the 
parent company of Corner Store, 
has opened a new 365,000-square-
foot distribution center in far North 
San Antonio. ! e facility is now the 
main distribution hub for about 600 
Corner Store locations in Texas. ! e 
77-acre site will also house CST’s 
headquarters next year. ! e com-

pany, with 2013 revenues of more 
than $12.8 billion, is one of the larg-
est independent retailers of motor 
fuel and convenience merchandise 
and services in North America. 
Last November, it teamed with 
CrossAmerica Partners to acquire 
Canastota, N.Y.-based Nice N Easy 
Grocery Shoppes, with 77 corporate 
and franchise stores in Central New 
York.  

LOGISTICS
LEDGER
Brenham, Texas-
based Blue Bell 
Creameries has 
started construction on a 
12,000-square-foot distribution 
center in Tomball, Texas, its fi fth in 
the Houston area. ! e facility will 
also include 2,000 square feet of of-
fi ce and warehouse space…  Chicago-
based Coyote Logistics plans an 
IPO later this year that could value 
the company at more than $2 billion, 
according to ! e Wall Street Journal. 

started construction on a 

With driver shortages plaguing the trucking 
industry, C.R. England has been raising its 
compensation packages. 

 Design/build construction
 Blast freezing with Interstate Warehousing’s QFR Zone® system
 Cold storage warehousing & distribution
 Specializing in construction of multi-temp food distribution and

 manufacturing facilities
 Customized distribution solutions at Interstate Warehousing
 Industry leader in warehouse automation assessment and integration
 Owner/Operators of more than 90 million cubic feet of frozen &

 refrigerated warehouse space

(260) 490-3000

REACHING ABOVE AND BEYOND YOUR EXPECTATIONS IN
COLD STORAGE WAREHOUSING AND CONSTRUCTION

@TippmannGroup

9009 Coldwater Road  Fort Wayne, Indiana 46825  www.tippmanngroup.com



! e nine-year-old fi rm, with rev-
enues north of $1 billion,  arranges 
transportation of more than 6,000 
truckloads per day, working with 
40,000 carriers… John Morrell Food 
Group plans to invest $43.5 million 
to build and equip a 426,000-square-
foot refrigerated distribution center 
about 15 miles east of Indianapolis. 
Completion is expected within about 
10 months… Freight brokerage fi rm 
Total Quality Logistics, Cincinnati, 
has opened a sales o#  ce in Portland, 
Ore. — its fi rst on the West Coast 
and its 30th nationwide. Another of-
fi ce is slated for Las Vegas… Lineage 
Logistics has joined the Department 
of Energy’s Better Plants Program, 
a national partnership initiative to 
drive signifi cant improvement in 
energy e#  ciency. By joining the pro-
gram, Lineage pledges to reduce its 
energy intensity by 25% over the next 
10 years companywide. It launched 
its energy management program 
at its Allentown, Pa., cold storage 
facility. Lineage is a warehousing and 
logistics company backed by Colton, 

Calif.-based Bay Grove.  

RAILROAD
ROUNDUP
CN (Canadian National 
Railway Company), To-
ronto, Canada, plans to 
build a C$250-million 
intermodal and logistics 
hub adjacent to its main 
line in Milton, Ont., 
about 30 miles west of 
Toronto. Milton has 
ready access to major 
highways reaching 
key industrial and commercial areas 
in the Greater Toronto and Hamil-
ton Area. CN’s intermodal business 
— principally containerized inter-
national and domestic cargo mov-
ing in cooperation with trucks and 
ocean-going ships — is one of the 
company’s fastest growing business 
segments and its largest single busi-
ness unit with 2014 revenues of more 
than C$2.7 billion… Jacksonville, 
Fla.-based CSX says the 2,000-acre 

I-26 Mega Site in Newberry County, 
S.C., has been designated a CSX 

Select Site, identifi ed and 
vetted as a capable loca-
tion for future manufactur-
ing facilities along the CSX 
network… ! e Greenbrier 
Companies, Lake Oswego, 
Ore., has received new orders 
for 10,100 railcar units valued 
at $1.09 billion. Orders for the 
quarter include double stack 
intermodal cars, covered 
hopper cars, refrigerated and 
insulated boxcars, gondo-
las and tank cars. Since the 

beginning of its fi scal year last Sept. 
1, the company has received orders 
for 24,200 new railcar units valued at 
$2.33 billion. Deliveries will extend 
beyond calendar 2016, with nearly 
80% of these orders for railcars that 
serve non-energy related markets. 
“Recent orders include a signifi cant 
multi-year order, a testament to the 
positive outlook and strong industry 
fundamentals for the foreseeable 
future,” the company said. 

S.C., has been designated a CSX 

Photo Credit: Can Stock Photo
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GETTING PERSONAL

LLAMA KARMA
Was it destiny? He grew up living near llamas, has family 
in LeMars, and recalls a coincidental (?) trip by the Dali 
Lama.  

True or false: 
1. When Scott Jacobson was 
growing up in Wisconsin, he 
lived near a fi eld with llamas. 
He was fascinated by them 
and those memories played a 
part in naming his company 
! e Jolly Llama. 
2. In 2008, when Scott re-
turned to California after a 
visit with family in LeMars, 
Iowa, the newspapers were 
full of stories about how the 
Dali Lama would be in San 
Francisco. (Hmmm… LeMars? Llama?) 
3. When he started his frozen novelty company in 2009, 
Scott was infl uenced by the recent Napa Valley wine 
country tradition of branding your wine after an animal, 
as in Smoking Loon. Nielsen says that has been proven to 
improve sales and loyalty. So… llamas are animals, right?  
Okay, so all three are true. And taken together, they made 
the name ! e Jolly Llama a slam-dunk. But Scott’s story 
has some interesting twists along the way, including life 
as a ski instructor in Austria and as a chef in top-rated 
restaurants in New York and California. We chatted.
How’d you get bit bythe food bug?
My dad’s sister ran a restaurant in Sugar Loaf, N.Y., near 
the Catskills. We’d go there on family vacations and I’d 
hang out in the kitchen with my oldest cousin, who was 
the head chef. ! ere was even an old train caboose there 
that they turned into a bar. It was a magical place, and the 
food was really good. 
How did you wind up as a ski 
instructor?
During my sophomore year in college I went to Innsbruck, 
Austria, to ski. A ski instructor there told me if I learned 
German and got certifi ed, I could get hired. Over the 
summer I worked in a hostel and learned German from 
a Berlitz book. In November, I passed the ski instructor 
course — all in German — and they hired me. I took a 
year o"  from college and lived in a house owned by a top 
European chef — he was taking a six-month trip with his 
girlfriend. ! e house had a nicely equipped kitchen, and I 
began cooking and baking and really enjoying it.  
What was your fi rst job in a kitchen?
When I came back to the States (I had already put in two 

years at Cornell University), I went to Cornell and got a job 
at Maxie’s Supper Club, which was started in Ithaca, N.Y., 
by two Cornell Hotel School graduates. I became a chef 
there, but eventually had to quit so I could fi nish college 
(English major, with a focus on renaissance literature). 
After college, I was a paralegal in Manhattan for awhile, 
but enrolled in the French Culinary Institute to get back 
into cooking. ! ey placed me at Le Bernardin, a top-rated 
French restaurant on West 51st St. I worked there a couple 
of  years and became one of their sous chefs. 
Why did you move to California?
I moved to Napa Valley to be with my girlfriend (and 
now wife and business partner, Michelle), and worked for 
! omas Keller, the famous American chef who elevated 
French cuisine. I was a sous chef in his French bistro in 
Yountville.  
You left the restaurant business. 
Yes, after three years working there and at another high-
end restaurant, I was done. It was hot and sweaty, and 
people yelled and swore a lot — just like you see on TV. 
I wanted to enter the entrepreneurial world, but I didn’t 
want my own restaurant. 
Why sorbets?
I’d gained some restaurant experience in Napa Valley 
making sorbets with fresh fruit from local farms, and 
thought I had a shot at making a good product. My family 
has been in the ice cream cone and wafer business, and we 

discussed premium sorbets in squeeze-up tubes. My wife 
and I worked on coming up with a product and packaging. 
One day I e-mailed a guy from the Northern California 
division of Whole Foods. He invited me in and gave me 
the whole rundown on how to get into his stores. ! en 
we grew into other Whole Foods regions and now we’re 
expanding all over the country. It’s been a great ride.  
—Warren ! ayer

Scott Jacobson with Michelle, his wife and business 
partner, and their daughter, Sierra. 

Even as a baby, Scott had 
a love for ice cream. 
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