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  •  Barber Foods founded the frozen, stuffed chicken breast category — and leads the category.

  •  The best just got better with great new recipes and a new look honoring our hometown of 
Portland, Maine.

  •  We’re launching our biggest marketing plan in five years to create awareness among our 
loyal customers and introduce Barber Foods to a new generation of customers; it includes 
FSI, in-store signage and a digital marketing strategy.

To learn more, visit barberfoods.com, stop by our  
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SUMMITING
The never-ending climb to the 
culinary summit. 

kIf you Google “all-natural” and 
“class action,” you get 150,000 hits. 
(Yes, it’s dangerous to call anything 
“natural” without speaking to your 
lawyer fi rst.)
kBromated fl our, a carcinogen, 
has been banned in Europe, China 
and Canada, but the U.S. 
Food and Drug Adminis-
tration has merely asked 
bakers to volunteer to 
stop using it. As you can 
imagine, that’s had what 
I’ll call “limited success.” 

When California (in 
1991) declared bromate a 
carcinogen and required 
cancer warnings, most 
bakers there switched to bromate-
free processes. So much for the 
“voluntary cooperation” I keep 
hearing about from lobbyists and 
industry associations. And  so much 
for how a single-state law (think 
Vermont and GMOs) is bound to 
destroy an entire industry. 

Th e bromated fl our factoid was 
just one of many I picked up during 
Blount Fine Foods’ recent Culinary 
Summit. My Blount pals invited me 
to speak, which seemed odd since 
when I speak at home, my wife, kids 
and the dog tend to leave the room. 

Th ere were many takeaways 
from the event. But what sticks 
with me, a week later, is just how 
complicated food has become — 
from defi ning clean labels to new 
technology in R&D to the parsing 
of evolving culinary trends. Some 
companies just go through the mo-
tions of exploring and reacting to 
all this. Others, like Blount, really 
dig in. It’s daunting — from both 
the retail and vendor side — and 
falling behind is not an option.  

Here’s a sampling of factoids 
I picked up from other speakers 
— most notably Chris Warsow, 
executive chef at Bell Flavors, Derek 
Wagner of Chef’s Collaborative 

and Lee Smith, publisher of Deli 
Business. A few come from my own 
research in preparing for the event. 
kAn all-natural banana has so 
many chemicals in it that Whole 
Foods, if it followed its guidelines 
strictly, wouldn’t sell it. (I Googled 
“ingredient list for natural prod-
ucts” and was blown away by all the 
chemical names.)
kMenu/food trends now often 
come from food trucks and pop-up 
restaurants — and not from white 

tablecloth restaurants 
anymore. 
kTh e next time you’re 
in Chicago, check out 
the Naf Naf Grill, a 
restaurant that is “on a 
mission to popularize 
the best staples of Mid-
dle Eastern food.” 
kLabeling something 

“low-sodium” is like labeling it 
“Don’t buy this, it won’t taste good.” 
kUmami, the “fi fth taste” after 
sweet, sour, salty and bitter can be 
used to help hide low-salt fl avor 
enhancers. 
kYou can do some really cool 
research on food trends by going to 
www.reddit.com, www.foodporn.
com (“Redirecting Perverts to the 
Refrigerator Since 1999”) and other 
social media. (But be careful, you 
can spend hours there.)  
kMost attendees I spoke with at 
the event were in favor of labeling 
GMOs, even though the jury is out 
on long-term eff ects. (Monsanto, 
I understand, has put some nasty 
anti-consumer stuff  into proposed 
legislation, which many in the 
industry seem to be applauding. 
Vendors, mostly, not retailers.) 
kSmith noted that Americans 
have the lowest food prices in the 
world, but have taken shortcuts and 
made compromises that are bad for 
health and the environment. 
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NEW PRODUCTS

Frozen Stuffed 
Chicken Breasts
Portland, 
Maine-based 
Barber Foods 
(www.barber 
foods.com) 
introduces new 
product innova-
tions, branding 
and packag-
ing to appeal 
to even more 
consumers. 
The category-leading frozen stuffed chicken breasts now 
feature new seasonings, home-style breading and more 
fi lling. The line encompasses 12 different varieties, includ-
ing top sellers Cordon Bleu, Broccoli & Cheese and Kiev. 
SRP is $5.49 for a two-pack. Six-packs are also available.

Single-Serve Cheese Curds
Ellsworth Cooperative Creamery (www.ellsworth 
cheesecurds.com), Ellsworth, Wis., debuts single-serve 
portions of its natural white cheddar Cheese Curds and 
Crumbles. Crafted using only rBST-free milk from family 

farms throughout 
Wisconsin and Min-
nesota, the protein- 
and calcium-rich 
grab-and-go snacks 
contain no added 
sugars, carbs, gluten 
or trans fats. Great 
straight from the 
bag or as a topping 
for deli soups and 
salads, the curds 
and crumbles are 

packaged using a unique process that removes the oxygen 
but still allows the cheese to remain loose. As a result, 
shelf life exceeds 6 months when the product is refriger-
ated and unopened. SRP is 99 cents to $1.99 for 2 ounces, 
and packages come in cases of 24.

Breakfast Cups
Milwaukee-
based Garden 
Fresh Foods 
(www.garden 
freshfoods.
com) rolls out 
refrigerated 
single-serve 
breakfast cups 
made with 
“farm fresh” 
Greek yogurt, 
fruit, hearty oats and chia seeds. Available varieties 
include Blueberry Maple, Mango Almond, Strawberry 
Vanilla, and Apple Cinnamon. SRP is 99 cents to $1.09 for 
4 ounces, and the cups are packed 12 to a case.

Frozen Fruit Sauce
Oregon Fruit Products (www.oregonfruit.com), Salem, 
Ore., launches a trio of frozen diced fruit sauces designed 
to add sweetness, aroma and texture to smoothies, waf-
fl es, cheesecake, ice 
cream and a variety of 
other foods and bev-
erages. Manufactured 
in the United States 
using a cold process 
that maintains the 
vivid color and fl avor 
of hand-selected fresh 
fruit, Pourable Fruit 
comes in Raspberry, 
Blueberry and Straw-
berry. The gluten-free, certifi ed kosher, non-GMO sauce 
is lightly sweetened with cane sugar but contains no 
high fructose corn syrup, making it less sugary than fruit 
syrup or jam. Offered in 18-ounce bottles, it’s sold frozen. 
Consumers defrost it in the refrigerator and use within 10 
days. SRP is $7.99.

Organic Calzones
New York-based Bold Organics (www.bold-organics.com) 
presents single-serve, certifi ed organic calzones ready to 
eat in 5 minutes. Made with organic wheat fl our and or-

ganic cheese 
sourced 
from grass-
fed cows, 
the Non 
GMO Pro-
ject-verifi ed 
4.5-ounce 
calzones 
come in four 

bold fl avors: Uncured Pepperoni, Three Cheese, Spinach 
Feta and Combo (uncured pepperoni and Italian sausage). 
They’re offered in 7-inch-wide, 12-count cases designed to 
allow four different fl avors on a 30-inch shelf. SRP is $2.99 
to $3.99.

Clearly Kombucha
Fairfi eld, Calif.-based Clearly Kombucha 
(www.clearlykombucha.com)  expands 
its line to include Classic Grape, Rasp-
berry Lemonade, Asian Pear, Raspberry 
Ginger, Original Tangerine, Black Cur-
rant, Strawberry Hibiscus and Chai Cola 
fl avors. The brand, winner of the 2013 
Whole Foods Market Local Forager 
Contest, is cold-fi ltered for clarity (no 
sediment) and sold individually and in 
12-packs of 14-ounce bottles. Organic, 
kosher, non-GMO and made with Fair 
Trade certifi ed ingredients, it is brewed 
with green tea and has a low sugar 
content. A portion of sales benefi t the 
International Rescue Committee, a non-
profi t that helps refugees worldwide. 
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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.

Fire-Roasted Vegetables
Minneapolis-based General Mills expands its Green Giant 
(www.greengiant.com) frozen portfolio with a group of fi re-
roasted vegetable blends. Designed for sauteeing, the Fire 

Roasted by Green Giant 
collection includes four 
varieties: Zucchini, Car-
rots and Onions; Corn, 
Peppers and Onions; 
Root Vegetables with 
Red Onions; and Tri-
Color Peppers. Offered 
in 12-ounce packages, 
the blends are expected 
to retail for around 
$2.99.

 Sports Nutrition Wraps
Boise, Idaho-based Fit 
Fuelz debuts all-natural 
frozen Fit Wrapz (www.
fi twrapz.com) in four 
varieties. All items are 

wrapped in a whole grain tortilla, and feature 25-26 grams 
of complete protein, 6 grams of fi ber and 40-96 grams of 
whole grains. Available are: 7.5-ounce Green Chili Chicken 
Burrito, made with brown rice, white meat chicken, cheese 
and scratch green chile sauce; 7.5-ounce Barbecue Chicken 
Burrito, with brown rice, white meat chicken, cheese and 
house BBQ sauce; 7-ounce Breakfast Burrito, with lean turkey 
sausage, red potatoes, cheese, onion, egg whites, red pep-

per and chili; and another 7-ounce Breakfast Burrito with red 
potatoes, turkey, egg whites, onion, cheese and green pepper. 
Suggested retail is $3.49 to $4.29.

All-Natural Hummus
Cedar’s Mediterranean Foods (www.cedarsfoods.com), Ward 
Hill, Mass., adds four varieties to its all-natural hummus 

lineup. New fl avors include Adobo, 
Pineapple Jalapeno (vegan), 

Sriracha and Balsamic 
Caramelized Onion. 

Designed for dipping, 
spreading, stuff-
ing (think jalapeno 
poppers) or as an 
ingredient in a 
variety of recipes, all 
four are Non GMO 
Project-verifi ed and 
certifi ed gluten-
free. SRP is $2.79 to 
$3.49 for 8 ounces.

 Sports Nutrition Wraps
lineup. New fl avors include Adobo, 

Pineapple Jalapeno (vegan), 
Sriracha and Balsamic 

Caramelized Onion. 
Designed for dipping, 
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29.1%
Dollar gain by side dishes (to 

$88,199,008), largest by a frozen 
subcategory with at least

$10 million in sales. Four of 
the top fi ve brands registered 
double-, triple- or, in the case 

of No. 4 Green Giant Steamers, 
quintuple-digit increases.

-71.9%
Dollar loss by pizza kits/top-

pings (to $543,002), biggest loser 
among frozen subcategories with 
at least $500,000 in sales during 

the most recent 12 weeks. The 
segment is owned by Nestlé’s 

DiGiorno Design a Pizza brand.

62%
Percentage of adult respondents 

to a Yahoo Travel survey who 
admitted peeing in the pool or 

ocean while on vacation.
 

THE DATABANK

TOP 
FROZEN

BY PETER PENGUIN

During the 12 weeks ended 
June 14, sales of frozen foods 
in supermarkets, drugstores, 
mass merchants, military 
commissaries and select club 
and dollar stores combined 

reached $12.24 billion, a 0.6% increase 
compared with the same period a year ago, 
reports Chicago-based market research 
fi rm IRI (@IRIworldwide). However, units 
fell 2.8% to 3.43 billion and volume 
dropped 2.3% to 5.52 billion. Percentage of 
volume sold with merchandising support 
slid 1.3 points to 35.8%.

For the 52 weeks ended June 14, dollars 
rose 1.3% to $53.01 billion, but units 
tumbled 2.1% to 15.06 billion and volume 
sank 1.4% to 23.52 billion. Percentage of 
volume sold with merchandising support 
dwindled 1.6 points to 35.0%.

Our chart shows the largest frozen 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended June 14.
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ICE CREAM  $1,215,754,496   (0.0)  327,943,712   (1.0)  969,843,648   (3.2)
Private Label   $269,258,240   4.2   84,068,632   4.8   309,663,904   2.0 
Nestlé/Dreyers   $232,328,528   5.8   58,181,788   2.4   126,349,360   1.4 
Good Humor/Breyers   $138,380,832   10.9   37,598,920   8.3   106,650,896   8.3 
Ben & Jerry’s   $115,230,624   18.2   29,374,118   11.0   29,472,614   10.8 
Wells’ Enterprises   $87,629,248   1.5   20,017,822   (0.8)  100,042,856   0.9 
Turkey Hill Dairy   $54,043,336   3.9   17,525,506   (4.1)  52,111,952   (3.9)
Talenti   $53,841,264   42.3   12,324,719   41.9   12,879,332   43.8 
Friendly’s   $34,395,536   18.1   12,664,825   20.5   38,077,888   20.7 
Blue Bell Creameries   $33,723,908   (75.6)  7,757,548   (76.1)  22,573,858   (76.3)
Dean Foods   $26,441,888   2.2   6,070,858   2.6   31,684,444   (0.1)

PIZZA  $992,468,672   3.0   284,465,632   (5.8)  299,843,232   (3.3)
Nestlé USA   $431,256,800   0.5   96,282,376   (4.7)  120,079,000   (5.6)
Schwan’s   $197,374,416   0.1   50,937,832   (7.1)  63,869,304   (4.4)
Private Label   $108,354,736   8.8   33,604,240   2.9   37,418,508   5.1 
General Mills   $84,627,376   (4.4)  57,654,480   (15.5)  40,557,312   (11.6)
Palermo Villa   $23,785,996   61.4   4,165,501   17.5   5,073,499   43.7 
Bernatello’s   $20,332,430   33.3   4,806,019   13.4   5,284,199   25.0 
Home Run Inn   $15,260,785   20.0   2,608,349   13.5   3,761,429   22.0 
Newman’s Own   $13,160,649   4.3   2,286,004   5.3   1,937,612   4.1 
Pinnacle Foods Group   $12,882,288   (5.2)  12,224,941   (9.4)  4,095,981   (8.8)
Amy’s Kitchen   $12,779,379   (5.9)  1,987,941   (11.7)  1,474,866   (9.3)

NOVELTIES  $963,391,744   1.7   295,437,568   (0.6)  402,190,656   (0.6)
Nestlé/Dreyers   $268,103,664   7.5   74,495,432   4.2   76,204,648   3.7 
Good Humor/Breyers   $192,498,096   1.8   62,134,152   (0.6)  89,610,936   2.0 
Private Label   $123,045,792   4.9   40,497,160   (0.0)  82,621,496   2.9 
Wells’ Enterprises   $96,140,592   (6.1)  24,318,536   (11.2)  34,639,056   (5.5)
Mars   $44,413,104   12.7   13,353,961   13.6   9,663,810   13.4 
Unilever Bestfoods   $30,659,482   11.2   7,666,459   0.0   4,880,723   2.1 
J&J Snack Foods   $18,032,104   (1.9)  5,538,354   (6.5)  11,788,612   (6.3)
Ziegenfelder Co.   $17,363,636   12.9   8,038,097   11.2   19,487,538   12.0 
Ice Cream Specialties   $15,983,643   15.3   4,255,186   6.9   8,257,765   5.8
Blue Bell Creameries   $11,025,804   (71.3)  2,903,767   (71.2)  5,439,318   (71.3)

SINGLE-SERVE DINNERS/ENTREES  $950,075,776   (3.7)  434,052,480   (6.4)  280,263,424   (6.0)
Nestlé USA   $279,367,232   (5.4)  108,173,592   (7.0)  72,301,704   (6.7)
ConAgra   $264,125,792   (7.8)  145,604,992   (9.1)  93,507,816   (8.2)
Bellisio Foods   $86,168,304   8.5   65,040,160   (1.2)  36,448,880   1.4 
Heinz  $85,862,248   (14.2)  38,060,100   (15.2)  21,385,318   (15.0)
Amy’s Kitchen   $52,242,464   8.9   13,547,008   8.2   7,899,045   8.3 
Pinnacle Foods Group   $47,039,992   (0.7)  16,510,709   (6.0)  16,222,302   (5.8)
Atkins Nutritionals   $18,800,782   (4.8)  5,152,916   (1.2)  2,889,564   (1.5)
Windsor Foods   $18,416,340   (7.0)  7,897,988   (7.2)  6,554,817   (6.8)
Private Label   $13,498,244   19.3   6,317,372   11.1   4,031,206   12.3 
Birds Eye   $10,580,058   (4.1)  5,744,787   (3.1)  3,884,996   (3.1)

CHICKEN/CHICKEN SUBSTITUTE  $719,397,696   (3.8)  110,253,728   (5.4)  308,336,384   (4.0)
Private Label   $217,292,320   0.4   30,792,204   (2.0)  86,346,672   (2.5)
Tyson Foods   $182,121,680   (4.4)  23,855,054   (5.3)  76,689,472   (4.3)
Perdue   $57,027,832   (6.4)  9,416,961   (9.6)  19,787,728   (10.4)
Gold’n Plump   $51,791,896   8.0   8,489,546   6.4   13,979,567   4.2 
Pilgrim’s Pride   $28,710,466   (45.6)  4,105,630   (52.4)  24,537,782   (30.8)
AdvancePierre   $21,914,276   (0.3)  3,339,927   (13.4)  3,728,666   (5.6)
Gold Leaf of Nebraska   $15,162,744   (15.3)  2,351,129   (7.0)  23,511,290   (7.0)
Heinz   $14,224,321   (1.3)  2,901,211   (0.5)  2,484,239   (4.2)
Kellogg’s   $9,970,287   1.0   2,394,903   (4.7)  1,763,898   6.4 
Harvestland  $8,575,328   22.9   1,258,454   46.5   1,996,848   24.4

PROCESSED CHICKEN/CHICKEN SUB  $713,723,008   4.1   117,098,520   (1.0)  176,913,696   (0.2)
Tyson Foods   $308,560,448   1.4   44,977,088   (4.9)  78,497,472   (1.1)
Private Label   $139,106,976   6.3   21,273,868   2.9   35,648,624   3.3 
Perdue   $73,846,896   5.7   15,465,152   8.4   15,546,058   3.2 
ConAgra   $38,512,992   (10.8)  8,004,609   (14.6)  12,269,097   (15.5)
John Soules Foods   $29,752,900   21.4   6,997,164   10.4   5,010,862   11.5 
Foster Farms   $27,818,868   25.6   4,503,124   20.9   6,351,998   24.3 
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22.5%
Dollar gain by frozen gnocchi (to 

$1,245,241), thanks to a 238.4% 
increase by top-seller private 
label. Although gnocchi is one 
of the smallest frozen pasta 

subcategories, its success helped 
grow total category sales 1.2%.

$2,861,845
Dollar sales racked up by Farm 

Rich Brunch Bites in the all 
other breakfast food subcat-
egory during the most recent 
12 weeks, one of the best per-

formances by a frozen product 
available for retail sale less 

than one year — despite limited 
distribution.

7
Number of continents the heavy 

metal band Metallica has per-
formed on, making them the 

fi rst — and, so far, only — group 
to do so. They achieved the feat 

in December 2013 after play-
ing a 10-song set for a group 

of 120 scientists and others at 
Antarctica’s Carlini Station.

-10.6%
Dollar loss by frozen yogurt/
tofu (to $72,057,984), the only 
frozen subcategory with more 
than $10 million in sales during 

the most recent 12 weeks to reg-
ister a double-digit loss. Eight 
of the top 10 manufacturers 

saw sales fall, but No. 2 Kemps 
(+7.5%) continues to buck the 

downward trend.

16.9
Increase in percentage of fro-
zen shrimp volume sold with 

merchandising support — from 
31.7% a year ago to 48.6% dur-
ing the most recent 12 weeks 
— largest in the department. 
Made possible by a return to 

more historic prices, the added 
support helped drive an 8.6% 

increase in volume.

Maxi   $13,086,555   6.7   1,571,523   5.2   4,484,000   (4.6)
AdvancePierre   $9,627,507   (21.6)  2,086,014   (22.9)  3,187,121   (22.9)
On-Cor   $7,910,178   (18.2)  1,837,121   (35.5)  3,386,518   (16.9)
Aidells   $5,786,530   24.0   1,012,393   22.9   759,295   22.9

HANDHELD ENTREES (NON-BRKFST)  $562,247,040   4.1   163,363,456   (2.9)  175,737,216   2.5 
Nestlé USA   $183,218,960   (1.6)  54,290,596   (7.5)  51,260,248   (0.2)
Ruiz Foods   $78,250,904   11.8   24,973,152   7.8   41,264,000   6.1 
Hillshire Brands   $44,039,608   24.4   7,934,654   30.8   15,210,528   18.7 
White Castle   $38,666,912   28.0   6,430,932   21.3   7,907,061   23.2 
J.M. Smucker   $38,425,264   18.9   7,894,726   20.6   7,606,982   19.2 
Foster Farms   $24,220,928   3.2   3,994,370   3.9   10,609,865   1.6 
Private Label   $19,808,564   (16.7)  8,142,583   (27.4)  5,761,759   (19.3)
AdvancePierre   $17,877,820   (2.0)  6,418,056   (6.2)  4,231,230   (9.3)
Windsor Foods   $16,733,816   13.5   11,291,174   13.2   5,590,782   9.1 
Amy’s Kitchen   $14,651,575   2.7   5,421,909   (2.4)  2,057,828   (1.4)

FISH/SEAFOOD  $546,509,312   (2.3)  74,513,208   (4.4)  112,024,832   (4.3)
IRI is unable to supply the top-10 fi sh/seafood manufacturers.

SHRIMP  $470,018,304   3.4   50,473,840   8.2   53,532,128   8.6
IRI is unable to supply the top-10 shrimp manufacturers.

MEAT (NO POULTRY)  $450,814,432   3.7   48,430,632   (4.4)  116,900,816   (8.8)
Private Label   $159,106,176   5.7   15,985,384   (1.9)  40,753,524   (9.3)
Eaves Packing Co.   $46,493,300   16.1   3,467,561   (5.3)  8,072,192   (2.7)
Jensen Meat Co.   $27,082,792   47.6   1,101,218   19.8   8,093,289   19.8 
Quaker Maid Meats   $19,540,500   (1.7)  2,602,285   (14.1)  4,783,157   (13.2)
Home Market Foods   $13,005,876   72.2   2,241,538   68.6   3,702,984   59.6 
Johnsonville Sausage   $11,055,610   39.3   1,921,482   76.2   2,938,486   42.0
Steak-umm   $10,382,664   (9.3)  1,715,921   (15.3)  1,788,322   (20.5)
AdvancePierre   $9,675,799   (5.9)  1,086,317   (19.7)  1,978,586   (18.1)
Armour-Eckrich Meats   $6,729,129   2.7   1,950,278   8.2   2,162,348   7.5 
Hillshire Brands   $3,177,153   (77.0)  252,455   (85.5)  483,130   (78.1)

MULTI-SERVE DINNERS/ENTREES  $435,642,592   (2.6)  68,146,864   (8.0)  145,714,720   (7.2)
Nestlé USA   $173,970,000   (2.6)  21,977,620   (10.5)  61,245,080   (10.0)
ConAgra   $95,874,600   (1.7)  16,800,052   (3.3)  26,896,340   (5.0)
Birds Eye Foods   $65,034,056   13.3   13,188,720   4.6   22,968,852   12.5 
Private Label   $19,322,154   (18.8)  2,486,657   (27.7)  8,429,982   (14.4)
Michael Angelo’s   $15,946,135   6.4   1,630,015   2.1   4,128,014   0.5 
On-Cor  $12,837,802   (13.2)  4,431,705   (14.8)  7,628,694   (14.6)
Ajinomoto   $8,285,392   0.5   826,549   (9.9)  2,602,261   4.2 
Newman’s Own   $6,735,537   0.5   984,393   3.1   1,412,651   3.1 
Gourmet Express   $5,303,341   (52.0)  977,337   (56.9)  1,763,615   (56.1)
Zatarain’s   $3,775,881   5.0   382,991   1.3   1,095,501   7.0

APPETIZERS/SNACK ROLLS  $380,815,424   5.5   86,033,880   3.0   110,100,392   4.6 
General Mills   $114,042,208   5.8   26,056,386   (2.8)  42,938,880   5.3 
Delimex   $30,771,488   19.3   4,656,712   17.4   8,692,017   18.3 
Windsor Foods   $30,346,032   1.7   6,006,646   (1.6)  8,451,640   1.6 
Ore-Ida   $30,109,124   9.1   7,551,331   8.5   6,881,242   7.0 
Rich Products Corp.   $26,834,912   (1.1)  3,848,005   (7.4)  7,473,120   (5.0)
Private Label   $23,258,998   13.3   5,904,163   10.1   5,865,631   12.3 
Heinz   $17,367,520   (14.2)  2,932,391   (17.9)  3,336,912   (15.3)
Schwan’s   $14,425,202   7.0   3,737,957   10.6   3,703,589   (1.3)
Ruiz Foods   $12,478,247   (16.9)  1,792,194   (16.9)  3,252,083   (23.4)
ConAgra   $8,036,162   16.0   1,895,285   46.1   1,388,221   4.6

PLAIN POTATOES/FRIES/HSHBRNS  $356,114,048   0.3   127,415,360   (0.9)  262,506,336   0.9 
Ore-Ida   $152,330,992   0.9   49,281,416   (1.2)  96,287,488   2.9 
Private Label   $126,575,536   (0.1)  54,379,304   1.9   114,690,672   1.0 
Alexia Foods   $23,845,256   4.7   6,697,503   1.8   10,058,332   (0.2)
ConAgra   $12,428,224   9.4   4,415,636   3.0   6,335,176   5.8 
Lamb-Weston   $9,967,894   (7.2)  3,357,589   (15.2)  6,664,876   (17.2)
Heinz   $7,381,059   14.0   417,600   18.2   12,528,006   18.2 
McCain   $7,152,170   (23.0)  2,597,861   (25.6)  3,973,435   (28.0)
J.R. Simplot   $2,739,614   (10.0)  1,370,913   (13.8)  2,767,321   (13.2)



■   

TOP
DAIRY

BY BESSIE BOVINE

During the 12 weeks ended 
June 14, sales of dairy products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 

combined totaled $17.71 billion, a 0.9% 
increase compared with the same period 
a year ago, reports Chicago-based market 
research fi rm IRI (@IRIworldwide). Unit sales 
rose 1.2% to 6.54 billion, but volume fell 1.1% 
to 53.25 billion. Percentage of volume sold 
with merchandising support jumped 2.2 
points to 40.9%.

For the 52 weeks ended June 14, dollars 
shot up 4.4% to $79.02 billion, while units 
edged up 0.1% to 28.67 billion. However, 
volume tumbled 2.8% to 233.31 billion and 
volume sold with merchandising support 
slid 0.5 points to 36.7%.

Our chart shows the largest dairy 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended June 14. 

F A C T O I D S

16.4%
Dollar gain by refrigerated 
teas (to $207,035,056), the 

largest subcategory to regis-
ter a double-digit gain during 

the most recent 12 weeks. 
Top-seller Gold Peak from 

Coca-Cola saw its sales jump 
30.5%, but seven of the nine 

remaining top-10 brands 
also posted increases, fi ve in 

excess of 10%.

-10.1%
Dollar loss by blended fruit 

juice (to $77,105,696), the 
largest dairy subcategory 
(except skim milk) to reg-
ister a double-digit loss 

during the most recent 12 
weeks. Although top-seller 

Simply Orange posted a 1.4% 
increase, sales of Nos. 2 and 
3 dwindled along with mer-

chandising support.

SKIM/LOWFAT MILK  $1,920,747,776   (13.0)  656,041,600   (3.7)  4,149,781,248   (4.7)
Private Label   $1,216,209,408   (13.9)  444,360,320   (1.2)  2,973,448,448   (2.0)
Dean Foods   $130,758,632   57.2   43,268,328   63.4   262,498,144   49.3 
HP Hood   $102,219,424   7.8   24,851,750   6.0   113,809,040   7.4 
WhiteWave Foods   $76,905,264   1.3   15,073,734   (7.3)  67,153,480   (8.8)
Prairie Farms Dairy   $33,764,584   (16.1)  11,761,590   (7.5)  71,721,168   (9.9)
Hiland Dairy   $31,422,388   (9.7)  10,354,108   (1.1)  60,219,280   (1.7)
Kemps   $21,916,060   (11.6)  7,575,367   (5.6)  46,218,416   (5.6)
Organic Valley   $21,769,996   (1.6)  4,318,374   (12.9)  18,433,856   (14.1)
Borden   $15,948,130   (18.8)  4,697,016   (18.3)  22,562,948   (20.6)
Oak Farms Dairy   $10,465,843   (47.2)  3,541,226   (41.3)  23,761,122   (39.5)

YOGURT  $1,785,196,160   2.9   1,228,376,448   0.9   802,613,376   1.5 
IRI is unable to supply the top-10 yogurt manufacturers.

FRESH EGGS  $1,372,638,336   8.5   490,332,800   1.8   7,238,112,256   1.8 
Private Label   $713,931,008   6.8   281,444,128   1.8   4,061,266,432   1.1 
Eggland’s Best   $215,333,552   15.4   63,026,012   10.2   832,260,096   10.5 
Country Creek Farms   $168,603,344   57.1   57,742,128   46.7   1,024,767,104   53.9 
Cal Maine Foods   $36,695,940   (1.8)  9,736,032   (4.9)  218,132,576   (5.9)
Pete & Gerry’s   $16,300,817   74.4   3,840,723   58.3   44,535,020   73.6 
R.W. Sauder   $12,519,461   (20.1)  4,207,106   (9.3)  68,895,888   (29.9)
Dutch Farms   $12,323,791   (5.9)  5,740,057   (15.4)  75,741,104   (10.7)
Hillandale Farms   $9,777,161   (19.6)  4,336,482   (21.9)  56,143,068   (24.1)
Donner Enterprises   $8,955,708   (10.1)  2,732,203   (26.1)  40,156,792   (30.6)
Sunny Farms   $445,133   (98.6)  200,071   (98.4)  2,416,440   (98.8)

NATURAL SHREDDED CHEESE  $993,029,376   (0.4)  305,653,536   2.0   212,464,928   4.6 
Private Label   $570,429,504   (0.8)  171,782,112   2.8   135,346,432   5.8 
Kraft   $211,151,584   (2.6)  66,455,872   (3.7)  37,767,864   (1.0)
Sargento   $85,820,512   (1.5)  28,185,708   1.7   14,969,568   0.4 
Crystal Farms   $28,450,920   1.6   9,889,236   4.0   5,819,113   6.0 
Dairy Farmers of America   $18,027,112   (15.0)  6,880,968   (16.8)  3,699,382   (15.7)
Schreiber Foods   $14,571,734   78.9   5,642,617   106.9   3,925,145   80.8 
Saputo Cheese   $9,034,270   (6.0)  2,672,541   (6.0)  1,122,986   (4.6)
Tillamook County Creamery   $6,678,356   12.1   1,615,764   7.0   1,186,383   2.7 
Belgioioso   $6,437,586   8.9   1,534,197   4.6   509,909   0.1 
Dutch Farms   $5,094,072   16.1   2,285,206   22.3   1,238,979   18.2

WHOLE MILK  $907,644,800   (4.4)  301,487,584   4.9   1,904,732,416   4.8 
Private Label   $553,302,272   (5.3)  195,410,496   8.2   1,316,442,880   8.2 
Dean Foods   $68,492,432   143.7   21,837,936   149.9   134,787,248   127.2 
WhiteWave Foods   $45,924,220   18.7   9,174,789   8.6   40,109,524   7.2 
HP Hood   $29,749,990   17.2   7,176,942   14.9   34,576,208   16.4 
Hiland Dairy   $18,239,884   (5.4)  5,952,442   3.1   33,079,608   3.1 
Prairie Farms Dairy   $14,908,000   (5.2)  5,085,797   3.2   30,158,296   2.6 
Borden   $14,148,450   (5.2)  4,368,565   (3.0)  21,981,686   (2.6)
Organic Valley   $10,325,219   14.9   2,096,040   4.5   9,104,442   2.4 
Oak Farms Dairy   $9,125,987   (39.6)  3,158,919   (32.1)  20,516,322   (31.3)
Country Fresh   $8,317,463   4.2   2,608,693   11.5   20,114,920   21.6

NATURAL CHUNKS  $798,452,992   0.4   205,257,664   0.7   146,531,728   (0.1)
Private Label   $265,303,872   (4.1)  73,296,336   (0.9)  60,245,992   0.3 
Kraft   $100,542,032   (6.9)  31,890,816   (6.2)  18,274,902   (6.2)
Tillamook County Creamery   $51,898,328   (1.2)  9,145,465   (3.1)  10,545,772   (7.1)
Bel Brands   $40,872,296   29.1   8,346,800   24.5   3,854,949   27.3 
Cabot Creamery   $38,750,800   0.3   10,445,928   (2.3)  6,933,758   (2.4)
Lactalis   $29,323,144   (0.9)  6,022,491   (0.5)  4,769,461   (1.4)
Belgioioso   $24,822,498   5.2   4,901,672   3.3   2,687,860   1.1 
Cacique   $23,816,690   3.4   7,160,868   1.3   5,504,940   1.9 
Crystal Farms   $19,170,092   (5.1)  7,329,428   (2.9)  3,890,517   (3.3)
Boar’s Head/Brunckhorst   $10,574,588   16.0   1,654,452   14.6   828,563   13.9

ORANGE JUICE  $670,120,576   (3.0)  194,210,912   (5.5)  12,999,495,680   (6.4)
Tropicana Dole Beverages   $194,505,328   (6.5)  49,925,376   (9.7)  3,161,600,512   (11.1)
Simply Orange   $153,385,504   4.2   41,239,100   3.6   2,445,250,048   (0.3)
Private Label   $115,579,296   (2.8)  40,840,284   (5.4)  3,294,880,256   (3.5)
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F A C T O I D S

5.7%
Percentage of appetizers/

snack rolls volume sold with 
merchandising support during 
most recent 12 weeks, lowest 
among refrigerated subcat-

egories with at least $5 million 
in sales. Despite the lack of 

support, sales shot up 11.7% to 
$183,363,488.

95.5%
Dollar gain by private label 

breakfast entrees (to $1,628,131), 
most by a store brand product 
with at least $500,000 in sales 

during the most recent 12 weeks. 
The segment’s top-seller Odom’s 

Tennessee Pride also enjoyed 
strong growth, but it wasn’t 

enough to offset losses by No. 2 
Jimmy Dean (-43.3%).

134
Number of times world record 

holder Puskar Nepal kicked 
himself in the head in 60 sec-
onds. He reportedly practiced 
for eight months leading up to 

the Dec. 19, 2014 event, develop-
ing a unique alternating-foot 

technique.

40
Number of private label dairy 

products with at least $100,000 
in sales that registered gains 

during the most recent 12 weeks. 
However, the exact same num-
ber saw their sales fall during 

the period.

1
Number of perfect games 

pitched during the World Series, 
in game fi ve of the 1956 cham-
pionship by New York Yankee 
Don Larsen, considered only a 

mediocre 81-91 lifetime pitcher. 
Ironically, Larsen’s wife Vivian 
fi led for divorce the same day.

Citrus World   $84,996,504   (2.9)  23,888,102   (6.3)  1,545,579,776   (6.2)
Coca-Cola   $77,172,976   (7.4)  22,921,522   (11.9)  1,588,969,472   (11.3)
Sweeney Enterprises   $7,438,605   (5.3)  2,967,825   (6.2)  175,101,696   (6.2)
Johanna Foods   $5,350,036   16.5   2,445,451   13.5   143,263,040   14.6 
Dean Foods   $2,748,465   (17.1)  956,747   (15.1)  69,382,960   (20.1)
Freshco   $2,401,697   15.8   708,689   7.7   32,523,390   4.9
Odwalla   $2,379,708   (25.9)  329,361   (45.2)  24,017,176   (24.7)

BUTTER/BUTTER BLENDS  $514,971,648   4.0   156,502,224   4.8   153,356,208   4.6 
Private Label   $226,619,456   (3.4)  69,874,976   (1.9)  77,775,296   (1.9)
Land O’Lakes   $177,043,984   10.3   53,934,844   12.8   47,887,228   15.9 
Challenge Dairy Products   $29,092,220   22.2   8,743,349   20.5   8,167,960   24.3 
Keller’s Creamery   $14,170,012   (2.1)  4,773,214   (6.9)  3,433,420   (8.1)
Irish Dairy Board   $13,604,574   83.6   3,849,076   96.3   1,948,167   96.8 
Tillamook County Creamery   $7,684,061   (2.1)  2,128,852   (11.1)  2,128,852   (11.1)
Crystal Farms   $5,352,750   (6.2)  1,665,597   (4.2)  1,583,156   (4.6)
Cabot Creamery   $5,204,161   (1.7)  1,566,660   (2.3)  1,526,922   (2.3)
Darigold   $3,152,877   7.1   968,027   11.2   968,027   11.3 
Dairy Farmers of America   $2,906,489   (1.2)  910,936   (7.9)  504,971   (11.9)

COFFEE CREAMER  $485,706,688   5.2   155,857,472   2.7   305,796,096   5.8 
Nestlé USA   $278,905,216   6.9   82,559,968   4.7   169,130,576   7.1 
WhiteWave Foods   $132,086,360   5.5   44,745,228   3.6   82,848,448   5.8 
Private Label   $43,956,596   4.1   17,150,150   3.9   35,386,488   6.2 
HP Hood   $22,049,200   (13.0)  8,425,721   (18.2)  13,478,547   (6.8)
Turtle Mountain   $3,628,757   18.1   1,406,013   17.1   1,501,237   18.1 
Bay Valley Foods   $1,989,411   (9.5)  550,485   (11.7)  1,555,969   (9.4)
Shamrock Foods   $1,089,129   (17.3)  421,893   (15.4)  843,786   (15.4)
Darigold   $834,545   (2.4)  258,252   (9.6)  516,504   (9.4)
Califi a Farms   $828,046  *  177,482  *  354,964  *
Hiland Dairy   $212,578   24.0   96,108   26.7   96,108   26.7

NATURAL SLICES  $472,789,632   9.8   143,932,352   12.6   75,420,480   11.8 
Private Label   $178,268,880   3.5   57,793,612   5.1   31,011,624   4.1 
Sargento   $134,328,384   12.1   44,721,112   17.1   20,923,490   17.3 
Kraft   $49,273,980   15.8   16,607,306   20.6   7,998,368   21.8 
Tillamook County Creamery   $19,870,928   28.9   4,106,952   30.6   3,042,861   26.7 
Crystal Farms   $14,136,090   32.3   4,103,550   36.3   2,220,878   34.5 
Belgioioso   $11,626,004   7.9   1,835,975   9.8   1,756,789   4.4 
Dairy Farmers of America   $8,608,532   6.1   3,158,626   5.3   1,394,440   2.9 
Boar’s Head/Brunckhorst   $6,866,525   27.0   1,057,724   21.9   519,279   22.0 
Land O’Lakes   $4,941,078   5.2   1,171,288   4.6   546,101   4.4 
Applegate Farms   $4,367,733   15.2   777,950   10.2   395,715   8.6

PRCSSD/IMITATION CHEESE-SLICES  $438,720,256   (6.9)  129,053,200   (6.4)  120,282,592   (5.2)
Kraft   $259,847,072   (2.4)  68,603,200   (3.2)  65,659,120   (1.9)
Private Label   $109,491,040   (16.0)  35,973,224   (10.2)  34,994,668   (9.4)
Dairy Farmers of America   $35,205,568   (16.7)  15,013,154   (16.0)  11,125,028   (16.9)
Land O’Lakes   $7,225,406   2.2   1,079,130   2.7   1,479,813   0.1 
Crystal Farms   $5,428,913   (14.1)  1,398,671   (22.7)  1,368,678   (20.8)
Schreiber Foods   $3,812,880   118.9   1,448,376   195.2   1,220,552   190.4 
Galaxy Nutritional Foods   $2,776,228   (12.1)  850,553   (10.6)  390,874   (9.8)
Boar’s Head/Brunckhorst   $2,125,105   39.5   344,552   34.5   172,276   34.5 
Bongards’ Creameries   $2,120,941   18.0   300,575   38.2   665,101   47.7 
Great Lakes Cheese   $1,513,273   (13.7)  1,092,881   1.9   827,985   (0.7)

MARGARINE/SPREADS  $325,849,632   (6.8)  141,234,656   (8.1)  195,876,368   (6.3)
Unilever Bestfoods   $195,289,008   (3.7)  75,065,600   (3.2)  114,251,096   (2.0)
ConAgra   $57,485,408   (6.3)  36,996,208   (9.6)  45,959,948   (7.3)
Boulder Brands   $30,882,136   (20.1)  9,146,112   (23.5)  10,418,761   (19.5)
Private Label   $15,468,604   (16.2)  9,246,846   (17.6)  14,274,783   (17.4)
Earth Balance   $8,555,834   20.4   2,071,792   21.7   1,846,845   20.6 
Land O’Lakes   $8,041,061   (13.2)  3,843,163   (11.9)  3,807,292   (12.2)
Olivio   $3,577,745   (4.3)  1,515,554   (8.4)  1,281,633   (9.0)
Ventura Foods   $2,825,093   (29.6)  2,098,106   (25.5)  2,898,392   (26.2)
McNeil Consumer Healthcare   $1,836,811   (13.1)  396,992   (14.0)  198,496   (14.0)

* Product has been in distribution less than one year.
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RETAIL 
DISRUPTION:
THE NEW NORM
How well is your company prepared 
to respond to all the changes?

BY TODD HALE 

I don’t know about you, but my 
head spins each week just try-
ing to keep up with news about 

innovation and change in our indus-
try. If you are not doing so already, 
I urge you to subscribe to Kevin 
Coupe’s industry e-newsletter (www.
MorningNewsBeat.com). I have been 
an avid follower of Kevin’s work, but 
the number and depth of issues he 
shares makes me wonder if he is, in 
fact, human — or an android news-
gathering machine!

Th e chart above features a sample 
of some of the innovation eff orts I 
read about in the past few weeks. 
While Amazon is clearly an innova-

tion machine in the digital space, 
traditional retailers like Kroger, 
Walmart, 7-Eleven and many others 
are engaged in digital innovation as 
well. In brick and mortar, acquisi-
tions and mergers are and will likely 
remain a key element of change, but 
activities around format 
innovation, health and 
wellness, and price/value 
positioning will likely be 
common threads for fu-
ture innovation platforms.

READY OR NOT
Today’s retail disruption 
is remarkable, driving 
many companies to take 
quick, reactionary meas-
ures against competitive activities to 
protect their turf. A recent example is 
Amazon Prime Day, the July 15th sale 
touted as bigger than Black Friday. 
It was almost instantly matched by 
similar off erings from Target and 

Walmart. Th is kind of reactionary 
response raises questions about the 
organizational readiness of your com-
pany to respond to change. How do 

you weed through the never-ending 
sea of changes and determine an 
appropriate response? If your organi-
zation is operating in a reactionary 
mode involving numerous levels, you 
might be spending too much time 
spinning your wheels rather than 

focusing on what matters 
most to your shoppers, 
your consumers or your 
organization. How many 
companies have formed 
special SWAT teams to 
establish processes to 
gather competitive ac-
tivities and then serve up 
recommended responses 
to company leaders, al-
lowing the majority of 

the organization to focus against their 
company business plans?

Nielsen retail measurement in-
sights suggest that larger companies 
are not better poised for innovation 
and change. An evaluation of 50,000 

lead-share brands within 
specifi c categories revealed 
that it is the smaller brands, 
not the lead brands or private 
brands, that have gained unit 
share of sales over the past 
two years. While this doesn’t 
necessarily mean that small or 
mid-tier brands are more adept 
at dealing with change, it does 
raise an interesting point about 
what type of company is better 
equipped to react — or not — 
to change.

THE TAKEAWAY
Change is good, but dollars 
are better! In an environment 
where change is constant, 
how adept is your company 
at maintaining focus on what 
matters most to stay connected 
and relevant to your shoppers 
or consumers and grow your 
business? ■

Retail insights thought leader 
Todd Hale is the former senior 

vp of consumer and shopper insights 
at Nielsen and is principal at Cincin-
nati-based Todd Hale LLC. He can be 
reached at todd@toddhalellc.com.

Brick & Mortar
 ♦ Royal Ahold agrees to acquire Delhaize 

Group, creating the � fth-biggest U.S. 
supermarket chain.

 ♦ Kroger acquires all seven Hiller’s Mar-
kets stores in the Detroit metro area.

 ♦ Whole Foods plans to open a value 
format with Millennial appeal.

 ♦ Lidl prepares for entry into the U.S. mar-
ket with U.S. headquarters in Virginia.

 ♦ Target will open TargetExpress small 
formats focused on wellness and 
families.

 ♦ Food Lion announces a price-cut pro-
gram.

 ♦ General Mills says it will remove all 
� avors and colors perceived as arti� cial 
from its cereal line during the next two 
to three years.

Digital
 ♦ U.S. commercial drone operations 

could take � ight on a large scale 
by next year.

 ♦ Amazon launches Prime Day on 
July 15, and Target and Walmart 
follow suit with their own versions.

 ♦ Groupon acquires online and 
mobile food ordering service 
OrderUp.

 ♦ Walmart tests barcode technology 
to eliminate long lines at checkout.

 ♦ Kroger announces that its King 
Soopers division has created a 
new natural and organic e-com-
merce site called Live Naturally.

 ♦ 7-Eleven partners with Postmates 
to o� er delivery services in select 
major markets.

INNOVATIONS IN THE NEWS
How will your organization respond?

Todd Hale

COOL INSIGHTS
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boost  
Consumer Appeal

create  

Winning Offerings
understand the 

Competition

Technomic delivers in-depth insights and business-building guidance grounded in facts.  
Facts built on five decades of  tracking and interpreting food industry developments. Our services range from online 
research tools to large-scale studies to custom consulting solutions. We help food-focused companies of  all shapes and 
sizes innovate and grow. Specifically, we deliver intelligence to:

Food industry. Facts. Insights. Consulting.

   LEARN MORE Contact Bart Henyan or visit us online:

312-506-3832 bhenyan@technomic.com technomic.com

EXPO EAST IS 
SEPT. 16-19
Natural Products Expo East 2015, the East 

Coast’s largest natural, organic and healthy prod-
ucts event, is poised to hit record numbers, with 

more than 22,000 attendees and 1,800+ 
exhibitors. About 30% of those exhibit-
ing will be new to the marketplace. 

Th e show, set for Sept. 16-19 at the Bal-
timore Convention Center, is co-located 
with Biofach America -All Th ings Organ-
ic, NPA East and the Harvest Festival.

Th e 2015 Expo East conference pro-
gram is broken into six themes: Natural 
in the Media, Ingredient Reform, “Future 
of” Series, Non-GMO Series, Trends & 
Growth Series, and Conscious Leadership. Targeting 
start-ups, the Natural Products Business School returns 
as a full-day of learning and networking designed to pro-
vide entrepreneurs with in-depth solutions to common 
business challenges and accelerate their success. 
� e event’s keynote speakers include:
—Dylan Ratigan, a New York Times best-selling author, 
sustainability entrepreneur and former MSNBC host.

—Joel Salatin, a third generation farmer in Virginia’s 
Shenandoah Valley.
—Michele Simon, a public health lawyer who has been 
writing about the food industry since 1996.
New this year is the “Farm-to-Market Tour” where at-
tendees visit some of Baltimore’s nearby farms and the 
retail stores that source from them. Additionally, the 
Super Pass will be introduced to Expo East, as an “all ac-
cess” pass available to attendees and exhibitors. It covers 

networking events, exhibit hall admission 
and paid education sessions.
Markets categories represented at Expo East 
include natural and specialty food and bev-
erages, supplements, pet, natural living and 
beauty. Some of the new emerging trends 
identifi ed by show organizers include:
—Foods and beverages with fl oral ingre-
dients such as hibiscus, elderfl ower and 
chamomile.

—Coff ee fruit, the refreshing and fl avorful anti-oxidant 
rich and anti-infl ammatory fruit.
—Snacks using avocado oil, which has always been GMO 
free and is paleo-friendly.
At the close of last year’s show, Expo donated more than 
30,000 pounds of food to the Maryland Food Bank, as 
well as a portion of proceeds to the city’s  food farms. ■ 

EXPO EAST
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REFRIGERATION

CERTAINTY 
IS BETTER THAN
NOTHING
New (and long-awaited) EPA rules are compromises that 
hurt U.S. equipment makers. 

BY KEILLY WITMAN

The Environmental Protection Agency 
announced two fi nal rules on July 2, fi nally putting 
to rest the angst and uncertainty of equipment 

manufacturers who have been so vocal about their hard-
ships during the past year. Supermarkets now have a 
clearer roadmap to guide their refrigerant choice, and 
equipment manufacturers have enough time to 
make the necessary changes to their equipment 
to meet the regulatory deadlines set by the EPA’s 
Signifi cant New Alternatives Policy (SNAP) 
Program. At least now the market has certainty. 
For most, that’s good enough.

Th e two new EPA rules set a time limit for the 
use of certain potent global warming refrigerants in new 
equipment. At the same time, the agency added several 
lower global warming refrigerants to the list of choices 
available to industry. 

Th ere are some clear winners and losers built into these 
new rules. Th e winners are the equipment manufactur-

ers who chose to put their 
heads in the sand over the 
past fi ve years. Th ey opted to 
do nothing to prepare for the 
future that was pretty clear 
to anyone who pondered it. 
Th e losers are the companies 
that led the charge to deliver 
the environmentally ben-
efi cial low-global-warming-
potential (GWP) refrigerants 
that end-users demanded, 
in hopes that their leader-
ship and early action would 

eventually give them a competitive advantage. 
Th e EPA rule that postponed the move to low-GWP 

refrigerants in self-contained equipment for several years 
caters to the lowest common denominator in the market, 
instead of rewarding the pioneers who invested early in 
research and development.

But the equipment manufacturers in the United States 
who think they have won a victory may fi nd their relief to 
be short-lived. For in persuading the EPA to delay envi-

ronmental progress, they have put themselves in a worse 
position to meet today’s end-users’ demands — demands 
that foreign competitors are quite able to meet. So instead 
of the EPA acting as an impetus to motivate American 
companies to catch up with the rest of the world, they 
have buckled under to the demands of the very people 
who don’t yet know they are celebrating their own demise. 

Supermarkets in our country are ready to move to low-
GWP refrigerants, in their refrigeration systems and in 
their self-contained equipment. Th e problem they face is 
that they can’t fi nd enough domestic equipment manu-
facturers to meet that demand. Will allowing American 
manufacturers another three years to catch up to today’s 
needs put manufacturers in a better competitive posi-
tion? Of course not. Th e demand for better products 
doesn’t stop just because domestic manufacturers aren’t 
ready to meet it. 

Th ere are plenty of manufacturers in Europe and Ja-
pan who are able to deliver quality, low-GWP equipment 
— now. We’ll see a fl ood of companies from overseas en-

ter the U.S. market over the next three years. And while 
U.S. manufacturers are catching up, their competition 
won’t be sitting back and standing still. Th ree years from 
now, in 2019, when U.S. manufacturers can’t avoid the 
environmental progress that end-users want, European 
and Japanese manufacturers will be several steps ahead 
of us again. 

Th ere was a time when U.S. industry was at the fore-
front of innovation and design. Th ose days ended when 
our country decided that environmental progress was 
something to be feared and denigrated as an unnecessary 
cost and an unwelcome governmental intrusion, rather 
than an opportunity to gain a competitive advantage in 
the market. 

PLEASE DON’T SUE! 
No one is extraordinarily happy with the state of things 
after these two new rules were announced. Perhaps 
that’s the best sign that the EPA found a good compro-
mise within the realm of the competing demands and 
criticisms leveled against the agency as it tried to nudge 
industry in the right direction. In this day and age, it 
seems that the most the EPA is willing to strive for is to 
hope that no one is unhappy enough with their decisions 
to sue them. ■

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

… EPA buckled under to the demands 
of the very people who don’t yet know 
they are celebrating their own demise.

Keilly Witman
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THIS YEAR’S WINNERS ARE: 
AMBER PENGUIN WINNERS
Local Frozen Food Association Over 50 Members
The Frozen & Refrigerated Food Council of Northern 
California, Hollister, Calif.

Retail Supermarket Best Overall Store Promotion
Chris’ Food Center, Sandstone, Minn.
Assisting Company: Dean’s Foods, Esko, Minn.

Retail Corporate Chain or Division 10-50 Stores
Harmons Grocery, West Valley, Utah.

GOLDEN PENGUIN WINNERS
Local Frozen Food Association Over 50 Members
Frozen & Refrigerated Foods of Central Florida, 
Temple Terrace, Fla.

Military Commissary Best Endcap Display
Nellis AFB Commissary, Nellis AFB, Nev.
Assisting Company: WEBCO G.P., Aldie, Va.

Military Commissary Best Department Display
Nellis AFB Commissary, Nellis AFB, Nev.
Assisting Company: WEBCO G.P., Aldie, Va.

Military Commissary Overall Store Promotion
Nellis AFB Commissary, Nellis AFB, Nev.
Assisting Company: WEBCO G.P., Aldie, Va.

Military Sales Agent
Acosta Sales & Marketing, Norfolk, Va.

Manufacturer Branded
Ateeco Inc./Mrs. T’s Pierogies, Shenandoah, Pa.

Corporate Wholesaler
C&S Grocery Wholesalers, Robesonia, Pa.

Retail Supermarket Best Endcap Display
Albertsons #1002, Mesa, Ariz.
Assisting Company: Co-Sales Company, Phoenix.

Retail Supermarket Best Department Display
Tops Friendly Markets, Elmira, N.Y.

Retail Corporate Chain or Division Less than 
10 Stores
Chris’ Food Center, Sandstone, Minn.

Retail Corporate Chain or Division 10 - 50 Stores
Food Maxx Stores, Modesto, Calif.

Retail Corporate Chain or Division Over 50 Stores
Giant Eagle Inc., Pittsburgh.

SILVER PENGUIN WINNERS
Local Frozen Food Association Over 50 Members
Frozen & Refrigerated Foods Council of North Caro-
lina, Charlotte, N.C.

Military Commissary Best Endcap Display
Fort Stewart Commissary, Fort Stewart, Ga.
Assisting Company: Nestle USA, Hinesville, Ga.

Military Commissary Best Department Display
Whiteman AFB Commissary, Whiteman AFB, Mo.
Assisting Company: Acosta Sales & Marketing, 
Smithville, Mo.

Ramstein AB Commissary, Ramstein AB, R - P.
Assisting Company: Acosta Sales & Marketing, 
Norfolk, Va.

Imperial Beach Commissary, San Diego.
Assisting Company: Dunham & Smith Agencies, 
Prince George, Va.

Robins AFB Commissary, Robins AFB, Ga. 

Military Commissary Overall Store Promotion
Robins AFB Commissary, Robins AFB, Ga.

Co-Op Wholesaler
Wakefern Food Corp., Keasby, N.J.

Corporate Wholesaler
Bozzuto’s, Inc., Cheshire, Conn.

Retail Supermarket Best Endcap Display
Shoprite Wharton, Wharton, N.J.
Assisting Company: Douglas Sales, Morristown, N.J.

Safeway #2821, Glendale, Ariz.
Assisting Company: Co-Sales Company, Phoenix.

Albertsons LLC #969, Scottsdale, Ariz.
Assisting Company: Co-Sales Company, Phoenix.

Retail Supermarket Best Department Display
Strack & Van Til - Schererville, Schererville, Ind.

Chris’ Food Center, Sandstone, Minn.
Assisting Company: Dean’s Foods, Esko, Minn.

Woodman’s Waukesha, Waukesha, Wis.
Assisting Company: Kemps LLC, Cedarburg, Wis.

Retail Supermarket Overall Store Promotion
Crossroads County Market, Wausau, Wis.
Assisting Company: Kemps LLC, Cedarburg, Wis.

Retail Corporate Chain or Division 10-50 Stores
Buehler’s Fresh Foods, Wooster, Ohio.

Retail Corporate Chain or Division Over 50 Stores
ACME Markets, Malvern, Pa.

Price Chopper Supermarkets, Schenectady, N.Y.

Albertsons, LLC - SW Division, Phoenix.

Retail Sales Agent
Douglas Sales Associates, Piscataway, N.J. 

NFRA AWARDS 51 PENGUINS
Golden, Silver and Amber Penguins will honor retailers, brokers and vendors 
for promotional and merchandising excellence during Frozen Food Month.

Th e National Frozen & Refrigerated Foods Association (NFRA) has named 51 
winners of Golden, Silver and Amber Penguin awards, honoring promotional 
and merchandising excellence during March Frozen Food Month. 

CEREMONIES OCT. 12
Th e 32nd annual awards ceremony, set for 
Oct. 12 during the NFRA national con-
vention in Dallas, will honor retailers and 
participating brokers/vendors who have 
won Golden and Amber Penguins. Silver 
awards are typically presented at local frozen food association meetings. 

Th e March promotion helped the industry drive traffi  c in the frozen food aisles 
and increase sales for many categories and brands. Th is year’s awards include 
16 Golden, 31 Silver and four Amber penguins. Amber winners have won three 
consecutive Golden awards in the same category.  

Judges looked for the most creative eff orts using the March Frozen Food Month 
logo/theme during a month-long program. Winning entries demonstrated the 
eff ective use of promotional elements such as in-store programs, advertising, con-
sumer education, creative use of merchandising materials and special displays. 

Joined by 14 participating brands, NFRA increased awareness for March Frozen 
Food Month via a two-page FSI to 20 million consumers across the country on 
March 1, as well as digital coupons through a partnership with Coupons.com. A 
$10,000 consumer sweepstakes engaged fans on NFRA’s Easy Home Meals social 
media channels throughout March. Additionally, NFRA’s partner, the Mr. Food 
Test Kitchen, focused on March Frozen Food Month with a special TV segment 
broadcast to more than 4 million households on March 6.

To promote March Frozen Food Month, NFRA worked with Katie Workman 
of Th e Mom 100 to develop a frozen-inspired blog post “A Work Weeks’ Worth of 
Dinners from Around the World (Th at You Can Find Right in Your Freezer)” that 
ran on the Huffi  ngton Post Taste homepage.  NFRA’s spokesperson, Supermarket 
Guru Phil Lempert, represented NFRA in the media and created an interactive 
infographic telling the story of “Th irty Ways to Savor the Flavor Using Frozen 
Foods.” NFRA’s partner bloggers developed visual content and recipes showcas-
ing the real ingredients and fresh fl avors of today’s frozen foods that was shared 
across the bloggers’ and the Easy Home Meals’ social communities. 

Golden Penguins will also be awarded for quality marketing plans during June 
Dairy Month and the June/July Ice Cream & Novelties display contest. For more 
information on any of the Golden Penguin competitions, contact NFRA at (717) 
657-8601.
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A GEM
IN UTAH
People compare Harmons to Wegmans, Whole Foods 
and Mariano’s. They’re right, and they’re wrong. 

BY WARREN THAYER

West Valley City, Utah-based Harmons is 
one of those local gems that is compared 
with everybody from Wegmans to Whole 

Foods to Mariano’s. Th ose comparisons are right, and 
they’re wrong. And that’s simply because Harmons is 
unique in its own right.   

Th e 16-store chain (it’ll have 17 next year) has a culi-
nary education center kitchen, in-store dining, a power-
ful presence in natural/organic/local, deep community 
involvement and a program it calls “World Class Cus-
tomer Service.” 

A ROOKERY OF PENGUINS
But let’s start with one of my favorite benchmarks: Gold-
en Penguin Awards. Surely you know that the National 
Frozen & Refrigerated Foods Association awards prizes to 

retailers, brokers and vendors for outstanding merchan-
dising and promotion during March Frozen Food Month, 
June Dairy Month and the June/July Ice Cream & Novel-

ties display contest. And you know that the 
penguin competition is a real dogfi ght. 

Well, our friends at Harmons have won 
17 Golden Penguins and four Amber Pen-
guins over the years. Th e Amber awards 
go to those who have won Golden Penguin 
Awards three years in a row. Not too shab-
by. What this tells me immediately is that 
Harmons has energetic in-store teams, as 
well as eager participants among its vendor 
and broker partners. And I’ve always found 
that these factors are sure signs of a vibrant, 
customer-facing retailer. 

Th e stores aren’t ginormous — gener-
ally in the 65,000- to 70,000-square-foot 
range. And SKU counts are respectable — 
2,158 in frozen and 1,588 in dairy during 
my visit in May.  

Th at generally translates to 90-120 doors 
of frozen, depending on the store size. 
Dairy takes up 80-88 linear feet, exclud-
ing sliced cheese. (Don’t go looking for 
pegboards.) Yogurt space has been shifting 

Customers can pick up online orders of party trays and other foods 
or order a hot, fresh-made lunch at the deli.
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with the mass migration into the cat-
egory, but generally runs 24-28 feet.  

“I see some potential for adding to 
the SKU count, but not necessarily 
adding space,” said Gordan Welch, 
Harmons’ sales director of frozen, 
dairy and private label. He took me 
and my pals from Rhodes Bake-
N-Serv on an extended tour on a 
fi ne day in May, while I snapped 
away with photos of “local” signage, 

the Dietitian’s Choice Program, and merchandising I 
thought was pretty cool.  

So where does Welch see the most potential for adding 
new items? 

“It would probably be natural or specialty, and then 
organic,” he said. “Natural is still stronger than organic. 

We’ve added 
a lot of new 
items in 
those seg-
ments, but 
any more 
would have 
to come out 
of packout. 
We pride 
ourselves on 

variety, but we also don’t want to be creating a situation 
where we’d have out-of-stocks.” 

Welch has steered clear of labeling items as “natural” 
in Harmons’ private label, largely because defi nitions are 
both broad and in dispute — litigation in the industry 
over the use of “natural” is increasingly common. In fact, 
I’ve seen many instances of lawyers trolling online for 
class action suits among consumers who think a product 
may be mislabeled. Th ey’ll take your case for free, and 

take out 30% of whatever they get. Don’t you just love it? 
Anyway, there are clear defi nitions of “organic,” so 

Harmons’ labeling private label items with this term are 
not a cause for concern.  

It all gets down to consumer trust, and Harmons goes 

‘Natural is still stronger 
than organic. We’ve 
added a lot of new items 
in those segments, but 
any more would have to 
come out of packout.’

■   

Shelf tags like these that say ‘Local to Utah’ help customers easily fi nd local items 
throughout the store.

Gordan Welch, Harmons’ sales director of frozen, 
dairy and private label, holds one of Harmons many 
Penguin Awards.
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the extra mile to earn that in whatever it does. Take the 
“Dietitian’s Choice” products on the shelves and at the 
checkouts. Harmons’ dietitians put together their own 
criteria, focusing on sugar, fat, sodium and such. These 
items wind up in special displays, or with shelf talkers 
explaining why they are particularly healthy. 

‘CONSUMER ADVOCATE’
If a manufacturer wants its product to be part of the 
program, it has to either match the criteria or change its 
ingredients. Sad to say, but I’ve seen similar “healthy” 
programs at other 
retailers that are 
geared more to 
the manufactur-
ers’ needs than to 
the consumers’. So 
Harmons is being 
the consumer ad-
vocate here, some-
thing I have been 
preaching about 
for, um, decades. 

One interesting 
thing Harmons is 
doing after con-
versations with 
its dietitians is 
changing shelf sets 
to move healthier 

items more to eye-level. “Some of these 
items may not even be on the dietitian’s 
lists, but if an item is still a healthier 
option within a category, we like to give 
it better visibility,” said Welch. “Often, 
those items tend to get hidden, although 
not deliberately. But we want to put them 
in the forefront and give the customer a 
better chance to see them.”

Welch said the typical Harmons con-

sumer covers a wide swath demographi-
cally, but “They’re generally people who 
are more educated about food, or who 
want to be more educated. They love 
food. So that’s our niche. We provide our 

customers with unique, healthy foods.” 
Harmons differentiates itself in a variety of other ways 

as well. The family-owned chain measures in-stock con-
ditions daily and filters out-of-stocks by vendor. It aims 
for zero out-of-stocks, but comes in at about 98%. 

New store associates must complete the company’s 
World Class Customer Service Program, which Welch 
noted has a lasting impact. “I have a friend who used to 
work at Harmons, and he’s told me that everything he 
knows about customer service, he learned in our class. He 
still carries our customer service standards with him.” 

The chain measures in-
stock conditions daily, 
and filters out-of-stocks 
by vendor. It aims for 
zero out-of-stocks, but 
comes in at about 98%.

Each store has a Healthy Checkout lane with a cooler full of grab-
and-go healthy snacks designated as Dietitian’s Choice.

Team Harmons gears up for Bike 
MS after raising over $100,000 to 
support the MS Society of Utah.
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There are 194 local items in 
frozen, and 71 in dairy. Signage 
calls out how many local items 
are in a particular aisle.

Peak of Season tags help customers fi nd produce and 
meat at the peak of freshness, as well as products that 
pair perfectly with them, such as yogurt paired with 
ripe strawberries.

Local items from Utah are another signifi cant diff eren-
tiator: there are 194 local items in frozen, and 71 in dairy. 
End-aisle signage calls out how many local items are in 
a particular aisle, and photos of local farms and farmers 
adorn the walls. 

So what do vendors need to bring when making a sales 
call on Harmons? “I need to see a promotional plan, and 
demos are required to get things slotted,” Welch noted. 
“It’s a big turnoff  when a vendor just brings a sales sheet 
and knows nothing about the product. I rarely bring in a 
new item if the vendor can’t tell me something about how 
it is diff erent from what we already carry.” 

It’s also a plus when a vendor gets involved with Har-
mons’ community service programs. And there’s some-

thing here that is way cool. While it’s been winning all 
those Golden Penguins over the years, Harmons has been 
tying events like March Frozen Food Month into fund-
raisers for charity. Each year Frozen Food Month benefi ts 
the Utah Special Olympics and raised over $263,000 

this year alone. June Dairy Month has became an annual 
fundraiser for the MS Society, with over $275,000 raised 
in 2015. At Th anksgiving, promotions support food and 
turkey donations for the Utah Food Bank. Beyond this, 
Harmons runs school programs to teach kids about 
healthy eating, and when PTA members donate time to 

help bag groceries during Harmons annual Earning For 
Learning event, fi ve percent of sales that day go toward 
local schools. 

‘ALL ABOUT SERVICE’
“It’s all about service,” said Welch, now 35. “I started 
working at Harmons when I was 16, then skipped a cou-
ple of years before coming back at 21 when I was named 
frozen food manager and put in charge of store decora-
tions for NFRA’s Frozen Food Month. It’s been a great 
experience.”  ■

Many of Harmons private label items also come from 
local suppliers, such as Harmons cheese and eggs.

Local Harmons shopper and Rhodes Bake-N-Serv 
CEO Ken Farnsworth, Jr., shows off  frozen Orange 
Rolls at Harmons.
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SHRIMP 
COMES 
UP BIG
But sales of frozen fi sh tank as 
seafood shoppers lured by lower 
prices switch back to their favorite 
crustacean.

BY DENISE LEATHERS

Sales of frozen seafood edged 
up 0.3% during the 12 weeks 
ended June 14 to nearly $1.02 

billion across channels, reports 
Chicago-based market research 
fi rm IRI (@IRIworldwide). However, 
the gain was driven solely by a 3.4% 
increase in shrimp sales (to $470.02 
million), thanks to moderating 
prices and a whopping 16.9 point 
jump in volume sold with merchan-
dising support during the period 
(versus a year ago). Sales of frozen 
fi sh, on the other hand, fell 2.3% to 
$546.51 million as some consumers 
switched back to now-aff ordable 
shrimp.

FROZEN ‘GROWTH ENGINE’
Seafood could be one of the keys 
to reviving sales in the fro-
zen department, according to 
manufacturers. “We believe 
seafood [can] be a growth 
engine within frozen because 
its health benefi ts align with 
what today’s consumers are 
looking for,” says Chris Hussey, 
vp of marketing at Gloucester, 
Mass.-based Gorton’s (www.
gortons.com). And because it’s 
perceived as “more real” and 
“healthier,” seafood can help 
reverse some long-held beliefs 
about the quality and nutri-
tional value of frozen foods in 
general, she explains.

To drive home the better-for-you 
message, Gorton’s is simplifying the 

ingredient lists of its core breaded 
and battered fi sh sticks, fi sh fi llets 
and fi sh sandwiches as well as its 
grilled items, all of which will begin 
rolling out this fall. Th e company 
will also expand distribution of its 
new extra-large Gourmet Fillets 
(Parmesan Crusted Cod, Tuscan 
Garlic & Herb Tilapia, and Pub 
Style Beer Battered Cod), off ered in 
unique tray-in-sleeve packages that 
give consumers a better view of the 
product.

“Consumers’ desire for transpar-
ency extends beyond simple ingre-
dients to wanting to see what they’re 
buying without having to open the 
package,” explains Hussey. “Th e win-
dow allows them to see the quality 
of the fi llets.”

While Gorton’s Gourmet Fillets 
come in 10-ounce, two-portion pack-
ages designed for smaller house-
holds, Renton, Wash.-based Orca 
Bay Seafoods (www.orcabayseafoods.
com) takes downsizing a step further 
with its new single-serve collection, 
featuring 14 diff erent species — from 
mahi mahi and fl ounder to scal-
lops and swai. For those who prefer 
more value-added, it also includes 
eight all-natural rubbed and crusted 
selections in such on-trend fl avors as 
Pacifi c Cod with Chili Lime Cilantro 
and Keta Salmon with Maple Bour-
bon. Single-serve portions allow 
seafood newbies to “get acquainted” 
with unfamiliar species without a 

big investment. And they minimize 
waste since consumers only buy 
what they need. Th ey’re also a great 
choice for families with diff erent 

taste preferences, according to mar-
keting and communications manager 
Lilani Estacio.

“Seafood tends to be higher-
priced than other proteins, so 
consumers see it as a risk,” espe-
cially when they’re unfamiliar with 

the species and how to prepare it, 
says Estacio. Smaller portions help 
reduce that risk. 

Available under the Orca Bay 
brand as well as for private label, 
the line currently comes in 5-ounce 
portions, but Estacio says diff erent 
sizes are also available for retail-
ers that want to meet a particular 
price point. Vacuum-packing allows 
consumers to clearly see the product 
they’re buying — and eliminates a 
second layer of packaging, she adds.

While smaller portions are a great 
way to reduce price points, other 
manufacturers are tackling the issue 
by off ering better-value alternatives 
to higher-priced items. For example, 
Seattle-based Ocean Beauty (www.
oceanbeauty.com) is reportedly 
adding fl ounder to its one-pound 
bag lineup. And Baltimore-based 
Phillips Foods (www.phillipsfoods.
com) is expected to begin shipping 
value-priced Boardwalk Crab Cakes 
this month.

SOUP’S ON!
Although the frozen seafood cat-
egory is outperforming the frozen 
department as a whole, many sea-
food manufacturers are looking for 
additional opportunities in the fast-
growing perimeter. One category 

Pacifi c Sustainable Seafood adds 
Gluten-Free Beer Battered Cod to its 
gluten-free breaded and battered 
collection.

Just in time for holiday entertaining, 
SeaPak rolls out Stuff ed Clams in 
oven-ready trays.
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that’s caught 
their attention: 
fresh soup. Sales 
were up 16.7% 
to nearly $46 
million across 
channels during 
the most recent 
12 weeks, ac-
cording to IRI 
and all indica-
tions point 
to continued 
growth.

“Th e soup craze has been around for a while in the 
deli where people often pick up soup and salad for lunch 
just like they would at Panera and other restaurants,” 
says Bob Sewall, executive vp of marketing at Fall River, 
Mass.-based Blount Fine Foods (www.blountfi nefoods.
com). “With our new Legal Sea Foods line, we’re bring-
ing that option to the seafood section as well.” Off ered in 

12-ounce bowls 
that tap into the 
format’s popular-
ity at chains like 
Chipotle, the 
hearty, protein-
rich collection 
currently in-
cludes Seafood 
Gumbo and 
Caldo Verde, a 
seafood twist on 
the traditional 

Spanish kale and chorizo stew. Th anks to new technolo-
gies, the preservative-free soups boast a 70-day shelf-life, 
adds Sewall, who believes Millennials prefer fresh over 
frozen because it connotes better quality.

Soup is also on the menu at Portland, Ore.-based Pa-
cifi c Sustainable Seafood (www.pacseafood.com), which 
will launch its new line early next month. Like Blount’s 
new off ering, it’s intended for sale in the seafood depart-
ment. “Instead of adding yet another soup to the deli 
section, we wanted to help build the seafood section by 
off ering seafood in a diff erent form,” says Mary Schaf-
fhausen, general manager, branded marketing. But these 
aren’t your grandmother’s seafood soups, she adds, 
citing Millennials’ preference for fun, adventurous, pre-
mium-quality off erings made with sustainable seafood. 
Kettle-cooked in small batches for more even heating, 
the clean-label lineup includes Smoked Chowder with 
Sockeye Salmon, Th ai Curry Soup with Sockeye Salmon 
Sausage, Clam Chowder with Bacon New England Style, 
and Seafood Gumbo with Sockeye Salmon and Cod. 

“Everyone has lobster bisque and clam chowder,” says 
Terry Horgan, general manager, branded sales. “But ours 

are really unique; they really resonate with Mil-
lennials.” All four varieties are off ered in 16- and 
24-ounce containers as well as two 24-ounce club 
packs. Th ey’re also available frozen in foodservice 
quantities for hot soup programs — a good way to 
gain trial, says Horgan.

Seafood soup is also making news in the frozen 
department where Phillips recently reformulated 
its four Soups for One with all-natural, gluten-free 
ingredients. Flavors include Cream of Crab, New 
England Clam Chowder, Maryland Style Vegetable 
Crab and Lobster Bisque. 

Additional gluten-free options are popping up 
in other parts of the category as well. For example, 

Pacifi c Sustainable Seafood just added Gluten-Free Beer-
Battered Cod to its gluten-free breaded and battered 
collection. Th e batter is made with an award-winning, 
locally sourced gluten-free beer, not water, for more 
beer fl avor in every bite, according to Horgan. “It’s a real 
diff erentiator,” he says, adding that there aren’t a lot of 
gluten-free, beer-battered options to begin with.

SEAFOOD APPETIZERS HOT
While manufacturers are working hard to ensure sea-
food has a place on the dinner menu, it’s also becoming 
an increasingly popular appetizer. Inspired by the suc-
cess of its Clam Strips, part of last year’s seafood snack 
rollout, St. Simons Island, Ga.-based SeaPak Shrimp 
& Seafood Co. (www.seapak.com) will release Stuff ed 
Clams in advance of the holidays this fall. Only available 

for a limited time, the 
12-count appetizers are 
packaged in two oven-
ready trays, making 
entertaining a breeze, 
says director of market-
ing Daryl Miller. “Th e 
focus is on…making it 
easy for seafood lovers 
everywhere to enjoy 
the authentic taste of 
the coast while mak-
ing responsible dietary 
choices,” he says.

Top-selling stuff ed 
clam maker Matlaw’s 
(www.matlaws.com), 
part of Gloucester, 
Mass.-based National 
Fish & Seafood, is also 
expanding its pres-
ence in the category, 
adding Chili-Lime and 

Chorizo varieties. “Global fl avor profi les, especially Latin 
American fl avors, continue to rise in popularity,” says vp 
of marketing Nancy Peterson. In fact, she adds, Matlaw’s 

Off ered
under the Legal Sea 
Foods brand, Blount’s hearty, 12-ounce 
soup bowls bring heat-and-eat 
convenience to the seafood department.

Orca Bay’s new line of single-
portion fi llets eliminate some 
of the risk associated with 
unfamiliar species.

‘We believe seafood 
[can] be a growth 
engine within frozen 
because its health 
benefi ts align with 
what today’s consum-
ers are looking for.’



For more information, call Tampa Maid Foods at 800-462-5896, ext. 350 or visit us at www.tampamaid.com. You can also learn more about Margaritaville Seafood at www.margaritavillefoods.com.
Margaritaville is a registered trademark of Margaritaville Enterprises, LLC and is used under license.

Each bite is a
trip to paradise!

“Tidal waves out on the sea. I don’t know where I am gonna go when the volcano blow.”
- Jimmy Buffett

recently added 
Seafood Paella, a 
dish popular in 
Spain and Latin 
America, to its 
lineup as well. 
“It’s been very 
well received in 
the states,” she 
reports.

Regional 
American 
fl avors (think 
Cajun, Tex-
Mex, BBQ) are also gaining momentum, prompting 
the company’s introduction of Southern Country Fried 
Shrimp at the Boston Seafood Expo earlier this year. 

“We wanted to introduce a real standout product in 
the shrimp category, and there is, indeed, nothing like 
this on the market today,” says Peterson, citing the new 

item’s plumpness and restaurant-quality.
Peterson also notes the growing importance of 

sustainability, which is fast becoming a key pur-
chase driver among informed consumers. “If there’s 
one topic we urge retailers to get smart about, it’s 
sustainability. It’s an issue that will impact every-
one’s bottom line.” In terms of merchandising and 
promotion, she adds, “It will be increasingly benefi -
cial to distinguish seafood that has been produced 
using certifi ed sustainable practices.”

Another merchandising tip: Organize by con-
sumer need rather than by form, species or price, 
which makes consumers more habitual in their 
purchase habits and prevents upsell or cross-sell. 

It also makes them less likely to notice innovative new 
items, says Gorton’s Hussey. “Merchandising more by 
segmented consumer needs may help shoppers more 

easily fi nd off erings that 
fulfi ll their evolving 
needs and can also drive 
purchase depth,” she 
explains.

SeaPak’s Miller also 
recommends recipe tear 

pads near frozen items that suggest ways consumers 
can incorporate more seafood into their meals as well as 
how easy it can be to create those meals. ■

Many seafood manufacturers are looking for addi-
tional opportunities in the fast-growing perimeter. 
One category that’s caught their attention: fresh soup.

Matlaw’s taps into demand for both 
global and regional American fl avor 
profi les with its Southern Country 
Fried Shrimp.
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POISED FOR 
GROWTH
Although sales were down slightly 
during the most recent 12 weeks, a 
slew of on-trend new items suggest 
brighter days ahead. 

BY DENISE LEATHERS

Thanks to triple-digit growth 
in the cookie dough segment, 
total frozen bread and dough 

sales were down just 0.6% to $211.10 
million across channels during the 
52 weeks ended June 14, reports 
Chicago-based market research 
fi rm IRI (@IRIworldwide). But, 
while dollar sales of frozen dough 
remained at around $46.41 million, 
sales of frozen fresh baked bread, 
rolls and biscuits fell 3.1% to $159.52 
million. No. 1 brand New York from 
Columbus, Ohio-based T. Marzetti 
(www.newyorkbrand.com) posted a 
4.8% gain, but the rest of the top fi ve 
saw their sales fall. 

“We’ve invested heavily over sev-
eral years to ensure that core New 
York brand SKUs are positioned for 
Millenni-
als,” many of 
whom avoid 
the frozen 
section, 
explains 
assistant 
brand man-
ager Adam 
Koenigs-
berg. As a 
result, sales 
to Millen-
nials grew 
more than 
20% over the 
past year.” But its eff orts go beyond 
smart marketing. For example, says 
Koenigsberg, New York brand Texas 
Toast with Garlic contains 13 fewer 
ingredients today than it did 10 years 
ago, appealing to Millennials’ desire 
for simplifi ed ingredient lists.

For those who want even cleaner 

options, T. Marzetti recently 
launched what it says is the only 
non-GMO garlic bread on the mar-
ket today. Off ered under its Mamma 
Bella’s brand (www.mammabellas.
com), the product is made with 
fresh, crushed garlic and contains no 
artifi cial fl avors, 
synthetic colors, 
high fructose corn 
syrup or preserva-
tives. “Th e simplic-
ity of the ingredi-
ents leads to the 
best tasting garlic 
bread the category 
has ever seen,” says 
Koenigsberg. It’s 
available in Garlic, 
Th ree Cheese and 
Multigrain varie-
ties and is now 
being off ered in shelf-optimized, six-
count packages that allow retailers to 
fi t three cases on a shelf.

MICROWAVE-READY
While quality and taste remain con-
sumers’ No. 1 concern, convenience 
is almost as important. As a result, 
products that can be prepared in min-
utes are gaining momentum. In fact, 
senior vp Dan Yost attributes much of 

Anaheim, Calif.-
based Bridgford 
Foods’ (www.
bridgford.com) 
recent success to 
its microwaveable 
Cinnamon Pull-
Apart Monkey 
Bread, which goes 
from freezer to 
table in just 2.5 
minutes. “Th e 
convenience com-
bined with the 
unique quality…is 
appealing to many 

families short on time,” he explains. 
Although Monkey Bread was origi-

nally introduced 10 years ago, the mi-
crowaveable bread trend really seems 
to be catching fi re now, evidenced by 
the recent entry of some of the cat-
egory’s biggest players. For example, 
Norwalk, Conn.-based Pepperidge 

Farm (www.pepperidgefarm.com) 
debuted two varieties of Microwave-
able Garlic Bread earlier this year 
(including a Mozzarella fl avor), and 
frozen dough category leader Rho-
des Bake-N-Serv (www.rhodesbread.
com), Salt Lake City, just launched 

Microwave Cin-
namon Rolls.

“It may seem 
hard to believe, 
but you can 
bake a delicious 
cinnamon roll 
in your micro-
wave in only 60 
seconds,” says 
president Ken-
ny Farnsworth. 
“People love 
the conveni-
ence.” He adds 

that the company also discovered 
that par-baked rolls sold under its 
Warm-N-Serv label can be baked in 
the microwave as well. “It only takes 
30 seconds to heat a roll, and the 
results are excellent. Even the French 
Rolls turn out nicely, emerging from 
the microwave with a crisp crust,” 
says Farnsworth. To make consum-
ers aware of the microwave-heating 
option, new preparation instruc-
tions will be added to Warm-N-Serv 
packaging.

While Farnsworth doesn’t think 
the frozen dough category will ever 
go completely microwaveable, “[Mi-
crowave options] may breathe some 
new life into the category by expos-
ing younger buyers to the convenient, 
delicious products available in the 
frozen dough case.”

Another entry into the micro-
waveable segment comes from 
Pennsauken, N.J.-based J&J Snack 
Foods (www.jjsnack.com), which 
introduced microwaveable Super-
Pretzel Bavarian Pretzel Rolls and 
Sticks earlier this year. Already a big 
seller in foodservice, pretzel-inspired 
products are beginning to catch on 
in the freezer section as well. For 
example, Cole’s Quality Foods (www.
coles.com), Grand Rapids, Mich., re-
cently rolled out Pretzel Sticks fi lled 
with real pub cheese. And on the 

Frozen dough category leader 
Rhodes debuts Microwave 
Cinnamon Rolls that actually rise 
and bake in the microwave.

T. Marzetti’s new non-GMO, clean-label 
Mamma Bella’s garlic toast comes in 
‘shelf-optimized’ six-count packages.
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refrigerated dough side, Golden Val-
ley, Minn.-based Immaculate Baking 
Co. (www.immaculatebaking.com), 
now part of General Mills, just 
introduced ready-to-bake Pretzel 
Dough free of bleached fl our, artifi -
cial preservatives and hydrogenated 
oil. (Refrigerated dough sales were 
down 4.0% to $343.08 million across 
channels during the 12 weeks ended 
June 14.)

GLUTEN-FREE GROWS
While the gluten-free trend has cer-
tainly taken a toll on bread sales — though the frozen cat-
egory hasn’t been impacted as severely as the fresh com-
mercial category — the gluten-free segment is also among 
the fastest growing. Some of the newest frozen entries 
include:  Lyndhurst, N.J.-based Dr. Schar USA, Inc. (www.
schar.com) Gluten-Free Croissants (Classic and Hazelnut 
Cream-Filled), Los Angeles-based La Brea Bakery’s (www.
labreabakery.com) Gluten-Free Sliced Artisan Sandwich 
Breads (Multigrain and White) and Boulder, Colo.-based 
Rudi’s (www.rudisbakery.com) Gluten-Free Toast (Garlic 
and Cheesy).

Th e gluten-free trend 
is also taking hold in the 
frozen dough segment 
where Prima Provi-
sions, Spirit Lake, Iowa, 
maker of the Chebe brand 
(www.chebe.com), off ers 
gluten-free cheese roll, 
ciabatta roll, regular and 
tomato-basil breadstick, 
and pizza crust doughs 
made with a short list of 
ingredients, including 
manioc (tapioca) fl our, 
milk and cheese. 

While demand for 
gluten-free and other 
better-for-you breads con-
tinues to grow, manufac-
turers say consumers are 
also interested in more 
indulgent comfort foods 
like biscuits, which are 
having a real moment in 
the foodservice channel 
(even Taco Bell has them 
on the menu now). For 
consumers who want to 
recreate the restaurant 
experience at home, Mis-
sissauga, Ontario-based 
Furlani’s Food Corp. 

(www.furlanis.com) intro-
duced a value-added version 
last year. Its Cheddar Biscuits 
were so well-received that 
the company recently added 
Jalapeno and Fire-Roasted 
Corn varieties as well, reports 
Western division director of 
sales Tom McDonald.

In addition to off ering 
the bold fl avor consumers 
love, “Ours are lighter and 
fl uffi  er than traditional frozen 
biscuits,” which only adds 

to the appeal, he says. While innovative new products 
like Furlani’s fl avored biscuits are key to the category’s 
future success, McDonald says the segment could also 
use a little TLC from retailers. “Just because sales are fl at 
or even declining slightly doesn’t mean retailers should 
reduce space, cut back on promotion or devote resources 
elsewhere. Th en it becomes a self-fulfi lling prophecy,” he 
explains. “If they give frozen bread a little more attention, 
they can turn it around. Th ere’s a lot of volume, dollars 
and gross margin to be made there.” ■

BREAD & DOUGH
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar 
stores combined for the 12 weeks ended June 14, 2015, according to IRI (@iriworldwide), a Chicago-
based market research fi rm. Percent change is versus the same period a year ago. Manufacturers with 
less than $1 million in sales are not listed. 
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
FZ BREAD/FZ DOUGH  $211,099,744   (0.6)  72,298,464   (2.2)  81,070,368   (2.4)
FZ FRSH BKD BRD/RLLS/BSCTS  $159,521,088   (3.1)  57,776,656   (4.1)  52,851,608   (4.9)
T. Marzetti   $65,165,392   (1.1)  20,939,064   (3.5)  17,923,956   (3.5)
Private Label   $37,805,024   (4.6)  16,689,963   (3.5)  15,741,890   (6.6)
Pepperidge Farm   $18,481,828   (7.1)  7,138,753   (2.6)  4,786,149   (4.1)
Cole’s Quality Foods   $10,778,917   (8.0)  4,553,995   (11.7)  3,549,749   (13.6)
General Mills   $7,721,050   0.2   1,988,391   (0.5)  4,527,120   0.3 
Homade Foods   $3,172,875   (4.4)  1,006,078   (6.6)  1,846,938   (1.9)
Furlani’s Food Corp.   $2,744,791   9.3   1,406,219   14.7   869,090   8.7 
Joseph Campione   $1,916,622   6.7   814,544   11.8   577,283   13.8 
Alexia Foods   $1,653,091   (15.5)  499,622   (14.4)  374,390   (14.0)
Bridgford Foods   $1,591,413   7.0   476,561   8.0   474,099   8.3 
FZ BRD/RLLS/PSTRY DGH  $46,405,240   (0.1)  13,325,330   (1.4)  26,606,788   (1.6)
Rhodes International   $13,862,068   0.8   3,485,391   (2.3)  8,963,682   (1.7)
General Mills   $11,179,186   9.8   3,135,137   7.8   6,504,263   11.6 
Homade Foods   $6,527,681   (9.0)  1,662,846   (10.6)  4,025,933   (9.5)
Private Label   $3,425,246   (15.3)  1,132,516   (13.3)  2,448,971   (16.5)
Goya Foods   $2,727,674   12.3   1,336,552   11.3   1,330,001   12.2 
Athens Baking Co.   $1,921,175   1.1   534,598   4.2   533,390   4.3 
Pepperidge Farm   $1,343,151   (11.9)  389,104   (13.6)  340,466   (13.6)
Bridgford Foods   $1,019,192   (21.2)  288,296   (22.5)  638,466   (21.3)
FZ COOKIE DOUGH  $5,173,414   317.7   1,196,482   588.4   1,611,972   236.8 
Nestlé USA   $3,713,255   1,805,703.9   995,852   1,835,380.1   1,120,333   1,835,380.0 

Building on the success of its new 
Cheddar Biscuits, Furlani’s adds Jalapeno 
and Fire-Roasted Corn varieties as well.
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BREAKFAST 
ROLLS
Up another 1.2%, thanks to strong 
growth in the handheld segment, 
the frozen breakfast category con-
tinues to outperform the depart-
ment as a whole.

BY DENISE LEATHERS

The frozen breakfast category 
continues to outperform the 
department as a whole. Sales 

during the 12 weeks ended June 24 
hit $677.09 million across channels, a 

1.2% increase compared with the same 
period a year ago, reports Chicago-
based market research fi rm IRI (@
iriworldwide). But the gain was driven 
mostly by the handheld subcategory, 
up by 5.0% to $238.03 million, thanks 
to double-digit gains by four top-10 
brands and a strong debut by Kellogg’s 
Eggo, which debuted at No. 6.

While breakfast entrees (+0.8% to 
$174.42 million) also enjoyed mod-
est growth, the carbohydrate side of 
the category struggled. Both waffl  es 
and other breakfast food registered 
0.8% losses, while the much-smaller 
bagels (-16.3%) and muffi  ns (-25.0%) 
segments continued their free-fall.

“Waffl  es and pancakes continue to 
decline …[because] today’s shop-

pers want a breakfast that will keep 
them fuller and give them energy for 
longer,” says Chris Lambrix, senior 
vp of retail 
business de-
velopment for 
New Albany, 
Ohio-based 
Bob Evans 
Foods (www.
bobevans.
com). Th at 
means pro-
tein, fi ber, 
whole grains 
— even fruit and vegetables. But good 
nutrition is only half the equation, he 
adds. Handheld sandwiches that can 
be eaten on the run are the perfect 
solution for time-starved families. 

But since single-person eating 
occasions are at an all-time high, he 
continues, Bob Evans last year opted 
to create a single-serve collection that 
allows consumers to purchase just 
one sandwich or mix and match a va-
riety of diff erent fl avors —a solution 
for families that can’t agree on one 
fl avor. Th e company is adding two 
new varieties this month: Sausage, 
Egg and Cheese English Muffi  n Sand-
wich and Canadian Bacon, Egg and 
Cheese English Muffi  n Sandwich.

Waffl  e vendors are also looking 
to get in on 
the handheld 
breakfast ac-
tion. Battle 
Creek, Mich.-
based Kellogg’s 
(www.kelloggs.
com) new 
Eggo Breakfast 
Sandwiches 
continue to 
gain distribu-
tion, and the 
company is 
expanding its 
better-for-you Special K fl atbread 
sandwich collection with two new 
fl avors: Egg, Bacon & Cheese Medley 
and Egg, Spinach & Cheese Medley. 
Made with eggs and thin, whole-
grain bagels, both are a good source 
of protein, reports associate director 

of brand marketing Trinh Le. For the 
growing number of consumers look-
ing to cut back on meat, she adds, 

Kellogg’s is add-
ing a third variety 
to its vegetarian 
MorningStar Farms 
breakfast sand-
wich lineup. New 
Southwest Sunrise 
features a spicy 
black bean and egg 
patty with potatoes 
and pepper jack 
cheese on a whole-

grain English muffi  n thin.

WAFFLES EVOLVING
Despite a slight decline, waffl  es 
remain the category’s second-largest 
segment, and manufacturers con-
tinue to develop new varieties. For 
example, Kellogg’s recently debuted 
Gluten-Free Eggo Waffl  es, says Le. 
And the company is rolling out a 
Blueberry fl avor of its Eggo Waffl  e 
Bites, bite-size, pre-fl avored waffl  es in 
microwaveable pouches designed for 
on-the-go eating.  It’s also adding a 
Blueberry Cobbler variety to its Eggo 
Th ick & Fluff y collection, tapping 
into the comfort food trend. (Th ick & 
Fluff y sales shot up 20.2% during the 
most recent 12 weeks, making it by 

far the best perform-
er among the top-10 
frozen waffl  e brands.)

For consumers 
who like waffl  es 
but want a more 
nutritious alterna-
tive, Denver-based 
Qrunch Foods (www.
qrunchfoods.com) 
introduced lightly 
sweetened, crunchy 
breakfast cakes with 
protein-rich ancient 
grain quinoa. “We 

wanted something that was innova-
tive but also reminded consumers of 
a more traditional breakfast item,” 
says company co-founder Jim Adams. 
“Th at’s why we off er them in Rich 
Maple and Cinnamon Vanilla fl avors 
as well as Blueberry and Original.” 

Kellogg’s expands its better-for-
you Special K fl atbread sandwich 
collection with two new fl avors 
made with real eggs and thin, 
whole grain bagels.

Bob Evans adds Sausage, Egg 
and Cheese and Canadian 
Bacon, Egg and Cheese English 
muffi  n sandwiches to its single-
serve lineup.

longer,” says Chris Lambrix, senior ing to cut back on meat, she adds, 

For smaller appetites, Ruiz Foods 
debuts 2.5-ounce breakfast Roll-
Ups under its El Monterey brand.



NEW. IN EXTREMELY APPETIZING WAYS.

From eggs infused with spinach or bacon between a bagel 
flatbread made with whole grain, to a new-generation 
package design, Special K® Medley Flatbread Breakfast 
Sandwiches bring a welcome breath of fresh air to 
your frozen breakfast selection.

See everything that’s new at 
centerstoregrowth.com

KEL0022 Kelloggs Medley Ads - Spinach_FRB_August.indd   1 7/14/15   10:43 AM
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And, while organic Toastables can be held in one hand and 
eaten on the run, “Th ey can also be covered with syrup 
and eaten with a fork like a traditional waffl  e.” 

Adams adds, “Today’s shoppers want protein, whole 
grains, gluten-free, organic, etc. Retailers need to take a 
chance on new items with those kinds of attributes. Th at’s 
how they can add some life to the section.”

While breakfast sandwiches are all the rage, breakfast 
burritos are coming on strong. Although they represent just 
6% of the frozen break-
fast with protein seg-
ment, breakfast burrito 
sales shot up 43% during 
the 52 weeks ended June 
15, according to New 
York-based Nielsen.

RUIZ DEBUTS 
ROLL-UPS 
Breakfast burrito cate-
gory leader Ruiz Foods, 
Dinuba, Calif., saw 
sales of its El Monterey 
brand (www.elmonte 
rey.com) jump 120.6% 
during the most recent 
12 weeks, reports IRI. 
Th e company recently 
added an Egg, Sausage, 
Bacon and Cheese 
“Meat Lovers” variety to 
its 12-count line, but it 
also realized that not all 
consumers — particu-
larly children — can eat 
a 4.5-ounce burrito. So 
it just launched a line 
of handheld 2.5-ounce 
Roll-Ups “great for the 
busy family always on 
the go,” says Ruiz Foods 
president and CEO 
Rachel Cullen. Avail-
able fl avors include Egg 
and Cheese and Maple 
Flavored Egg and Sau-
sage. Both are available 
in 16- (at Walmart) and 
12-count packages.

Even smaller portions 
are off ered by Solon, 
Ohio-based Nestlé 
USA, which introduced 
Breakfast Bites under its 
Hot Pockets label (www.
hotpockets.com). An 
alternative for families 

with diff erent appetites, Bites can also be used to bridge the 
gap between breakfast and lunch. 

“Millennials aren’t sitting down to a traditional three 
meals a day, so the line between meals and snacking has 
become blurry,” explains Hot Pockets marketing manager 
Christopher Brody. Free of artifi cial fl avors and a good 
source of protein, Breakfast Bites come in three fl avors: 
Bacon, Egg & Cheese and Ham, Egg & Cheese in a fl aky 
crust and Sausage, Egg & Cheese in a biscuit crust. ■

FROZEN BREAKFAST FOOD
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar 
stores combined for the 12 weeks ended June 14, 2015, according to IRI (@iriworldwide), a Chicago-
based market research fi rm. Percent change is versus the same period a year ago. Manufacturers 
with less than $1 million in sales are not listed..   

 CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
BREAKFAST FOOD  $677,089,216   1.2   205,282,208   (2.0)  192,550,400   (0.0)
BREAKFAST HANDHELD  $238,033,920   5.0   47,442,600   0.8   53,063,120   2.8 
Hillshire Brands   $131,983,136   9.7   17,988,800   7.1   30,028,918   8.5 
Kellogg’s   $25,775,620   35.6   4,503,827   35.3   4,284,914   14.0 
ConAgra   $16,181,181   (31.9)  3,307,099   (34.0)  3,514,848   (35.8)
Private Label   $13,079,020   10.6   3,709,922   5.5   3,162,426   5.7 
Nestlé USA   $12,957,037   (0.4)  4,017,655   (8.7)  3,303,474   5.6 
Ruiz Foods   $11,116,762   137.7   4,770,111   53.9   3,288,704   149.7 
Heinz   $4,750,560   (34.4)  1,613,562   (36.4)  906,602   (36.2)
Bob Evans Farms   $3,605,481   17.1   947,475   48.8   961,361   13.3 
Good Food Made Simple   $2,532,614   54.4   1,104,094   41.1   431,150   51.8 
Phil’s Fresh Foods   $2,372,513   242.2   1,170,570   199.1   327,417   184.7 
WAFFLES  $204,893,744   (0.8)  73,355,120   (1.4)  69,895,136   (0.1)
Kellogg’s   $150,072,816   (1.1)  49,463,528   (0.2)  49,578,024   (1.9)
Private Label   $35,866,704   0.8   17,064,530   2.2   15,647,538   5.4 
Van’s Natural Foods   $7,847,006   (8.5)  2,673,610   (5.1)  1,452,302   (5.4)
Pinnacle Foods Group   $3,630,173   (7.6)  1,564,843   (30.4)  1,679,357   (3.0)
Kashi Co.   $1,912,734   (11.8)  575,999   (12.5)  363,628   (12.5)
Camilla’s Kitchen   $1,669,077   224.8   266,537   262.7   387,932   262.5 
Nature’s Path Foods   $1,552,395   41.7   507,243   48.0   235,316   48.0 
BREAKFAST ENTREES  $174,422,656   0.8   61,138,500   (2.5)  50,281,956   (1.6)
Hillshire Brands   $63,287,360   2.3   19,986,930   7.2   13,171,176   (1.7)
Private Label   $23,015,416   (2.8)  9,837,527   (5.9)  9,318,613   (0.8)
Kellogg’s   $19,609,716   9.1   7,779,091   12.9   6,777,847   10.1 
Pinnacle Foods Group   $14,465,052   (14.5)  6,473,240   (18.6)  4,185,431   (16.9)
De Wafelbakkers   $13,119,412   (0.5)  3,791,655   (4.0)  6,891,149   (4.7)
Nestlé USA   $5,607,722   1,358.6   1,747,119   1,207.6   1,372,398   1,272.5 
Heinz   $5,479,360   (36.6)  2,023,743   (37.6)  898,192   (40.6)
General Mills   $4,996,913   (15.2)  2,336,708   (40.6)  1,494,518   (13.0)
Atkins Nutritionals   $3,220,156   (32.2)  936,835   (28.9)  401,969   (33.5)
Bakery Chef   $3,104,785   (11.2)  932,517   (14.6)  1,157,356   (15.3)
OTHER BREAKFAST FOOD  $50,868,876   (0.8)  19,953,768   (4.0)  16,755,381   1.0 
General Mills   $43,043,992   (3.9)  17,725,412   (3.7)  13,859,230   (7.0)
Rich Products Corp.   $2,861,845  *  488,856  *  1,466,568  *
Heinz   $1,159,889   (26.0)  401,796   (31.3)  200,898   (31.3)
BAGELS  $4,459,168   (16.3)  2,342,752   (19.4)  2,019,385   (18.1)
MUFFINS  $4,393,442   (25.0)  1,044,644   (31.2)  530,616   (38.5)
Vitalicious   $2,720,146   (22.4)  640,260   (23.4)  320,127   (21.8)
Classic Cooking   $1,024,985   65.8   271,921   64.8   133,093   61.3 
* Product has been in distribution less than a year.
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MEXICAN FOR 
MILLENNIALS
With convenience now a given, especially with hand-
held varieties, quality and taste are driving sales of 
Mexican foods.

BY DAN RAFTERY
 

Not surprisingly, Mexican food is a big hit among 
Millennials who crave both bold fl avors and eth-
nic cuisine. But that’s only part of the equation. 

To really win over this increasingly important cohort, 
manufacturers need to make their products better-for-
you as well. And we’re not talking about calories.

“Today’s younger consumer defi nes ‘healthy’ in a much 
diff erent way than their parents,” explains Jack Acree, 
executive vp at Stamford, Conn.-based American Halal 
Foods, maker of the Saff ron Road lineup (www.saff ron 

roadfood.
com). “Th ey 
are much less 
interested 
in counting 
calories than 
they are in 
clean, less-
processed 
ingredients 
and authentic 
fl avors. Th ey 
understand 
that full-fl a-
vored food is 
not necessar-
ily going to 
be lean.”

Acree adds that, thanks to advancements in food 
processing technology, manufacturers can off er prod-
ucts that bring new shoppers into the freezer aisle. Th ey 
already know frozen is much more convenient, “But now 
fi rst-time shoppers can taste that frozen is actually as 
good as, or better than, fresh as well,” he says. 

Back in April, Saff ron Road launched four new entrees 
in the Mexican food category, including Beef Chile Colo-
rado, Enchiladas Al Chipotle, Achiote Roasted Chicken 
and Chicken Enchiladas Poblano. Th ey are already avail-
able at Whole Foods, Sprouts and Meijer, with others 
developing planograms now. “Th ey have been our fastest 
growing new items in quite a while,” says Acree, citing 
pent-up demand for high-quality frozen Mexican food.

Newburyport, Mass.-based Buen Sabor (www.buen-
sabor.com), another newcomer to the all-natural frozen 

Mexican food category, is also off  to a fast start, prompt-
ing it to add a pair of preservative-free, non-GMO 
empanadas to its one-year-old line. Th e new Chipotle 
Chicken & Sweet Potato variety is made with smoky 
chipotle and spices, cage-free white meat chicken and a 
hand-crafted crust, while the Corn & Roasted Poblano 
fl avor features sweet yellow corn, fi re-roasted poblano 
peppers, potatoes and cheeses. Like the rest of the Buen 
Sabor collection, the new additions contain only clean 
ingredients with a “clear story.” In fact, the company’s 
TasteTrace program allows consumers to go on its web-
site and see exactly where key ingredients come from. 

BURRITOS CLEAN UP
While Buen Sabor’s mission is to take the Mexican food 
category “beyond the burrito,” burritos remain a popular 
choice. But once again, consumers are looking for some-
thing better. “Quality is driving sales in the category,” 
says Mike Adair, founder and CEO of Red’s Natural 
Foods (www.redsallnatural.com), Franklin, Tenn. “All of 
the growth is coming from natural or organic brands like 
Red’s, where we focus on product taste and ingredient 
quality.”

Adair agrees that consumers are concerned with clean 
labels. “Shoppers want to recognize the ingredients in the 
foods they are buying and eating,” he says. “I also think 
they are eating smaller amounts and more often dur-
ing the day, such as eating a burrito as a between-meal 
snack.”  

Red’s Natural Foods recently added to its line with the 
launch of Organic Bean & Cheddar Burritos, a high-pro-
tein, vegetarian option that Adair says is the new favorite 
of his wife Paige, who he credits as the inspiration for 
the company’s creation. “Just like all Red’s products, the 
Organic Bean & Cheddar Burrito is preservative-free and 
features custom-made tortillas and rBGH-free cheese.” 
He adds, “We will continue to expand our organic off er-
ings whenever it makes sense for our customers.”

Even com-
panies that 
don’t focus on 
Mexican foods 
are jumping 
on the burrito 
bandwagon.  

“We don’t 
consider our 
products 
to be in the 
Mexican foods 
category. To 
us, burritos simply mean portability and convenience,” 
says Russ Williams, vp of brand management and sales at 
Wellesley, Mass.-based Good Food Made Simple (www.
goodfoodmadesimple.com), which off ers a wide range of 
frozen breakfast burritos. Although the company recently 

Introduced in April, Saff ron Road’s 
all-natural Nueva Cocina Mexicana 
collection is one of its most successful 
new launches to date.

Good Food Made Simple adds a pair of 
clean-label Café Wraps to its breakfast 
burrito collection: Huevos Rancheros 
with Bacon and Chicken Chorizo.





SPOTLIGHT: MEXICAN

36 www.frbuyer.com  AUGUST 2015

added a pair of Café Wraps with a decidedly Mexican fl air 
— Huevos Rancheros with Bacon and Chicken Chorizo, 
both made with cage-free egg white omelets — its newest 
entrée burrito collection is all about ethnic fusion. While 
it includes a few traditional Mexican varieties like Shred-
ded Beef and Black Bean, the 12-SKU line also features 
fl avors like Cajun Style Beef, Chicken Curry, Meatball 
Marinara, Root Beer BBQ Pulled Pork and Buff alo Style 
Chicken. “We think consumers will love it,” says Williams. 

Like the rest of the GFMS line, the entrée burritos 
are all-natural and preservative-free. “We defi nitely see 
consumers moving to convenient products with ‘clean’ 
ingredient labels,” says Williams. 

MEALS MADE EASY
“Busy lifestyles make it tough to prepare Mexican meals 
or snacks from scratch,” says Rachel Cullen, president 
and CEO of Ruiz Foods, Dinuba, Calif., maker of the El 

BY ADRIENNE NADEAU

Mexican food has always resonated with American 
consumers. But demand has been growing along 
with the nation’s Hispanic population — cur-

rently about 17% of the total — already the nation’s largest 
minority group by far. As this group continues to expand, 
so will its impact on the U.S. foodservice industry. 

Consumers across demographics are united in their 
desire for authenticity, healthier fare, transparency and 
international fl avors. However, Hispanics rate many 
of these attributes as more important than the general 
population. For example, compared with a national 
sample, Hispanic consumers are more likely to say that 
they eat healthfully and that healthy options encourage 
them to visit restaurants. So it’s no surprise that “better 
for you” options have become 
increasingly common across 
restaurant segments, whether 
500-calories-or-less dishes, 
heart-healthy meals or natural 
ingredients.

Defi ning “healthy” is diffi  -
cult, but in Mexican cuisine, it 
often means a strong empha-
sis on fruits and vegetables. As 
a result, many Mexican res-
taurants are introducing new 
dishes that feature produce 
— raw or cooked — rather 
than protein. El Pollo Loco 
has introduced a hand-carved 
mango and avocado salad, 
Costa Vida is making fajita 
vegetables an option for all of 
its entrees, and Chipotle has made its Sofritas (spiced 
tofu) available in all locations. Of course, vegetables 
aren’t the only mark of a healthy meal; many consumers 
are swapping red meat for seafood as well. In fact, Chi-
cago taquerias like Antique Taco and La Lagartija count 
shrimp tacos among their signature dishes. Consum-
ers are also moving away from fried products in favor 
of grilled entrees, encouraging operators to showcase 
grilled items, such as Rubio’s fi ve grilled seafood tacos. 

Authenticity is another foodservice buzzword, but 
when cooking ethnic dishes, it becomes even more 

important. Consumers are 
becoming more educated 
about ethnic cuisines and 
are looking for dishes that 
refl ect a particular culture, 
rather than recipes that 
have been reworked for the 
American palate. As a result, 
cilantro and lime are fast-
growing fl avors, while Tex-
Mex ingredients like lettuce, 
tomato and cheddar cheese are starting to decline. 

It’s important to note, however, that Hispanic cuisine 
encompasses far more than Mexican food, and there 
are a wealth of regions that have their own ingredients, 
recipes, fl avors and signature dishes. While Mexican-

Hispanics make up the largest group 
of Hispanics living in the United 
States, a substantial number hail 
from other Latin American coun-
tries. According to Technomic sur-
veys, those consumers would like to 
see more traditional Hispanic foods 
that are less common in the U.S., 
such as tamales, plantains, carne 
asada, arepas, pupusas and pozole. 
Latin sandwiches, such as Venezue-
lan arepas and Chilean chacareros, 
have already found niche success in 
independent and emerging markets 
and are poised for growth among 
the Top 500 national chains.

More than a third of Hispanic 
consumers purchase prepared foods 
at grocery stores at least once a 

week, creating tremendous opportunity for supermar-
kets. While these products must be developed with 
Hispanic consumers in mind, they are not limited to 
Hispanic consumers. According to Technomic surveys, 
37% of consumers report they are increasingly driven to 
try new fl avors, and a majority (54%) say they prefer hot 
or spicy sauces, dips or condiments. ■

Adrienne Nadeau is a consultant with Technomic, Inc. 
(www.technomic.com), the Chicago-based consulting and 
research fi rm serving the food industry.

Adrienne NadeauAdrienne Nadeau

HISPANICS WANT HEALTHY, AUTHENTIC

FAST FACTS
34% of consumers (and nearly half 

of Millennials) say they are more 
interested in ethnic � avors and cuisines 

today than they were a year ago. 
■

Carne asada, burritos and tacos are the 
three most-preferred Hispanic-style 

entrees, followed by fajitas.
■

Family-friendliness is critical to Hispanic 
consumers, making them a target 

demographic for multi-serve, ready-
made meals.
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Introducing Saffron Road’s
Nueva Cocina Mexicana
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Monterey lineup (www.elmonterey.com). “But people 
still want to serve foods that are nutritious and great-
tasting.” To make mealtimes a little easier, the compa-
ny recently expanded its popular eight-count burrito/
chimichanga collection with El Monterey Beef, Bean 

and Cheese 
Chimichan-
gas. And to its 
El Monterey 
Signature 
Collection, 
it added 
Charbroiled 
Chicken and 
Monterey 
Jack Cheese 
Quesadillas.

Cullen says protein represents another hot category 
trend, particularly at breakfast. She also cites grow-
ing demand for heat and spice. “Today’s consumer has 
become more sophisticated in the tastes they expect 
from the Mexican food they eat at home,” she ex-
plains. ■

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

Ruiz Foods expands its popular eight-
count burrito/chimi lineup with Beef, 
Bean and Cheese Chimichangas.

HIPPIE BUS TOURS NEW ENGLAND
Take a hip Mexican food company, add a fresh college 
graduate looking for adventure, mix in a blend of food 
trends like “clean” ingredient labels, spicy � avors and food 
trucks and you get a 100-day adventure in a 1976 Volkswa-
gen van named “Kombi.” The stars of the tour are empana-
das from Newburyport, Mass.-based Buen Sabor (www.
buen-sabor.com), which are being handed out at fairs and 
shows in New England all summer.

The Buen Sabor website encourages consumers to 
follow Kombi’s trek through New England and share their 
own stories of adventure. A YouTube link (https://www.
youtube.com/watch?v=2x7UMa8lIYE) features a video of 
the truck and a Pinterest adventure photo contest with 
a $500 prize. (Somebody knows their target audience!) 
Worth a look and a read.
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ASIAN 
CLEANS UP
Healthier options from regions out-
side mainland China drive sales of 
Asian foods.

BY CHRISTINE BLANK

The Asian segment now 
accounts for an impressive 
32% of frozen meal mix sales 

in all outlets, according to New 
York-based Nielsen. And they make 
up 19% of frozen multi-serve meal 
sales and 11% of single-serve meal 
sales. In many cases, however, 
healthier product introductions are 
fueling that growth. In fact, when 
Millennials are choosing which 
prepared or packaged food prod-
ucts to buy, “real ingredients” is the 
most important factor, followed 
by “calorie count,” “no preserva-
tives,” “nutritionals” and “natural,” 

according to Charlotte, N.C.-based 
Concentric Marketing’s (www.
getconcentric.com) “Decoding the 
Millennial” report.

“Unlike mainstream frozen foods, 

sales of natural frozen foods with 
‘real’ ingredients have increased 
within the past year, pointing to 
consumers’ desire to enjoy conveni-
ence without compromising a healthy 
diet,” says Mike Ryan, vp of sales 
and marketing at 
Union, N.J.-based 
Deep Foods, maker 
of the Tandoor 
Chef lineup (www.
tandoorchef.com).

Another impor-
tant attribute is 
fresh, prompting 
the company to add 
a line of refriger-
ated Indian sides 
and entrees to its 
existing frozen 
lineup. Expected 
to hit retailers’ deli 
cases this winter, 
the collection will 
include Chicken 
Tikka Masala, 
Palak Paneer, Cha-
na Masala, Garlic 
Naan, Tandoori 
Naan, Chicken Korma, Paneer Tikka 

Masala, Baingan Bharta, Dal 
Makhani, and Basmati Pilaf. 

“Consumers are telling us 
that they are excited about the 
mix-and-match capabilities 
and the ability to customize 
the fl avor profi le of each meal,” 
says Ryan.

NEW ‘HEALTHY’
Jack Acree, executive vp at 
Stamford, Conn.-based Ameri-
can Halal, maker of the Saff ron 
Road brand (www.saff ronroad 
food.com), agrees that shop-
pers’ defi nition of “healthy” is 
based more on real and natural 
ingredients than calories or fat. 
“Th at’s not to say that we are 
not conscious of those things, 
but it gives us latitude where 

we don’t have to compromise on 
fl avor or authenticity to deliver what 
is still considered a healthy entrée,” 
he explains.

Th e company has enjoyed a lot 

of success with a couple of lighter 
products launched earlier this year, 
including its Vegetable Pad Th ai 
entrée, which contains rice noodles, 
organic tofu, carrots and scal-
lions, and its Teriyaki Chicken with 

crunchy vegetables. 
Veggies are also 

at the forefront of 
Moonachie, N.J.-
based Macabee Foods’ 
(www.macabeefoods.
com) new appetizers. 
Off ered under the 
all-natural Macabee 
label, the vegan trio 
includes Vegetable 
Egg Rolls, Vegetable 
Potstickers and Veg-
etable Spring Rolls.

Vegetable-based 
appetizers, including 
Vegetable Mini Egg 
Rolls, are also selling 
well for ConAgra-
owned category leader 
P.F. Chang’s (www.
pfchangshomemenu.
com), Omaha, Neb., 

reports senior brand manager John 
Stanwood, who concurs with the 
notion that healthier ingredients and 
innovative fl avor profi les are driving 
sales gains. As such, he says, “All our 
meals pair quality cuts of beef, white 
meat chicken breast and sauces that 
are made from scratch with crisp, 
colorful vegetables.” However, sup-
pliers say there’s plenty of room for 
additional healthy introductions in 
the Asian category.

“Th is is such an opportunity for re-
tailers and their private brands,” says 
Al Greenwood, vp of sales for private 
label manufacturer Water Lilies Food 
(www.waterliliesfood.com), Astoria, 
N.Y. “A certain healthy halo already 
surrounds Asian foods in the minds 
of many consumers, and the market 
should be taking more advantage of 
that fact.” Greenwood adds that, at 
Natural Products Expo West this 
spring, there were very few healthy 
frozen ethnic foods on display. 
However, Water Lilies launched a 
natural and organic Asian appetizers 

Feel Good Foods’ gluten-free frozen 
Asian entrees, apps and sides fi ll 
a gap in the category for healthy 
options.

Day-Lee Foods’ new 
sriracha chicken-based 
appetizers off er a bold, 
Thai twist on traditional 
potstickers and bites.
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Simmering Samurai presents a completely refreshed product line 

featuring easier-to-prepare, delicious fried rice meals.
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line Mandarin Market, which includes Organic Chicken 
Potstickers, Organic Vegetable Potstickers, All Natural 
Vegetable Egg Rolls and All Natural Chicken Egg Rolls.

“Th ere is a void in the market for healthy Asian 
foods,” agrees Vanessa Phillips, founder and CEO of 
New York-based Feel 
Good Foods (www.
feel-good-foods.
com).  “Th ere just 
aren’t many com-
panies doing it even 
though consumers 
respond well to these 
types of foods,” she 
adds. Th e company’s 
frozen collection, 
which includes Pork 
Dumplings, Egg 
Rolls, Vegetable Fried 
Brown Rice and 
Broad Noodles with 
Chicken and Chi-
nese Broccoli, is also 
gluten-free, but Phillips doesn’t believe that is the sole 
reason for its success. “It’s defi nitely a key selling point. 
[But] fi rst and foremost, we are a chef-inspired food line,” 
which makes it popular among both conventional and 
gluten-free consumers.

BEYOND CHINESE
As Americans’ taste buds expand, they are seeking fro-
zen Asian foods from diff erent regions, instead of only 
Chinese foods, for example. Th e all-important Millennial 
cohort — 80 million strong — is particularly interested in 
new ethnic fl avors and bolder, spicier fl avors. In fact, 53% 
of Millennials say they would like to see even more Th ai 
and Vietnamese-inspired cuisine at their local grocery 
stores, according to Concentric Mar-
keting’s “A New Translation of Asian.”

Korean is also an up-and-coming 
Asian cuisine, prompting Saff ron 
Road to roll out a group of Korean en-
trees last year. Th e line is selling very 
well, says Acree, citing Beef Bulgogi 
and Bibimbop with Beef as standouts.

Santa Fe Springs, Calif.-based 
Day-Lee Foods, maker of the Crazy 
Cuizine lineup (www.crazycuizine.com), is expand-
ing beyond Chinese food. In fact, it launched a Crazy 
Cuizine sub-brand, International Favorites, earlier this 
year that allows it to off er dishes from all over Asia. Th e 
fi rst to debut include Beijing Broccoli Beef, Chicken 
Tikka Masala & Rice and Garlic Chicken & Noodles. 
Th e company also rolled out a pair of sriracha chicken-
based appetizers, off ering a bold, Th ai twist on tradi-
tional potstickers and bites.

“[Asian] fl avors are so sought after today that purely 
Asian fl avors seldom exist, giving rise to Asian-inspired 
and Asian fusion meals,” says Tandoor Chef’s Ryan. 
“Th e newest wave of Asian fl avors is spicier and more 
complex, driven by Northern Th ai cuisine, Japanese and 

Filipino foods.”
 
PROMOTIONS THAT WORK
In-store demos, couponing and special 
events/themes are all driving sales of fro-
zen Asian foods in grocery stores, natural 
chains and club stores. For example, Feel 
Good Foods “always sees positive results” 
after it conducts weekly in-store demos 
at various Whole Foods Market stores, 
according to Phillips. “Demos bring about 
awareness to both the product and the 
brand, and more importantly it gives con-
sumers a chance to taste the product. After 
each demo, we will see a spike in sales as 
well as get an infl ux of customer e-mails,” 
reports Phillips, who says demonstrators 
well-versed in the brand’s “story” often 

share it with customers.
Greenwood agrees that in-store demos are very im-

portant for ethnic frozen products in particular because 
consumers may not be familiar with the fl avors, or “they 
may need a little nudge to trust that the retailer can pull 
off  that [private label] chicken potsticker, for example,” 
he says.

Meanwhile, Saff ron Road realized a big sales lift 
during its annual Ramadan promotion, which was held 
in June this year. “It brings frozen food to the atten-
tion of approximately 8 million Muslim consumers, 
who, in many cases, are completely incremental to the 
category,” Acree says. 

Whole Foods and some independent grocery stores 
featured Saff ron 
Road products in 
end-cap displays 
with Ramadan greet-
ings and recipes. 
“We also had multi-
ple digital initiatives, 
including two blog 
posts on the Whole 
Foods website and a 

‘Twitter Party,’” Acree says. 
Another eff ective retail promotion for private label 

or branded ethnic frozen foods is gathering at least 10 
products together under one theme, says Greenwood. 
“Block off  an entire door, if possible, and surround it 
with some sort of signage. Th en, support that with some 
promotional pricing that triggers shelf tags,” he sug-
gests. Finally, retailers should feature the Asian foods 
program in their circulars at least once a month. ■

Lighter, vegetarian options, including 
newcomer Vegetable Pad Thai, are selling 
well for Saff ron Road.

‘A certain healthy halo already 
surrounds Asian foods in the 
minds of many consumers, and 
the market should be taking 
more advantage of that fact.’
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NITROGEN 
COOLING
NEW FOR REEFERS
Environmentally friendly system is 
rolling out nationally; benefi ts said 
to include better cooling and sav-
ings on fuel and maintenance. 

A new direct-inject nitrogen 
cooling system for refriger-
ated and frozen reefer loads 

is being billed as a safe alterna-
tive to conventional diesel 
refrigeration systems. After 
successful beta testing 
in California, it is being 
rolled out nationally by 
Troy, Mich.-based Boreas 
Nitrogen Cooling Systems 
(www.boreassystems.com), a JFE 
Industries company. 

Th e Boreas Nitrogen Cooling 
System off ers improved cooling 
performance, (including more precise 
temperature control), faster cool-
down times and no freeze over, ac-
cording to the company. Th e system 
is also said to off er fuel savings and a 
reduction in operating costs. 

Th e system’s minimalist design 
makes it easy and less expensive 
to maintain then traditional cool-
ing units, Boreas says, noting that it 
also off ers signifi cant environmental 
benefi ts. It operates only when cool-
ing cargo, and generates zero carbon 
emissions during operation, accord-
ing to the company. Th e system’s 
near-silent operation is attractive 
to operators traveling in residential 
areas, and provides industry-leading 
safety thanks to a variety of built-in 
safeguards and sensors, Boreas notes.

“Th e direct-inject nitrogen cooling 
system is one of the most disruptive 
new technologies that the transpor-
tation industry has seen in a long 
time,” says Hazen Sills, director of 
business development for Boreas. 
“More control, less expensive to 
operate, eco-friendly and safe, the 

Boreas system is the answer to the 
market’s demand for a better solu-
tion and industry leaders are already 
beginning to take note and express 
interest in this new technology.” 

Th e Boreas System has been in 
beta testing in California for more 
than two years, with 42 of the sys-
tems in operation. Th is development 
and testing process has led to several 
technological and process enhance-

ments and resulted in procedural and 
training changes to further increase 
safety and effi  ciency. 

‘GAME CHANGER’
“Th e Boreas system is a game 
changer for the transportation indus-
try,” says Sills, “so as a leader in this 
technology, we wanted to make sure 
that we took the appropriate amount 
of time and eff ort to get everything 
exactly right before bringing the 
system to market.” ■

LOGISTICS LEDGER
Data from the Census Bureau shows 
the West Coast share of container-
ized imports by value slipped to 
45% in May, down from the 51.5% 
share the Pacifi c ports held a year 
ago, according to � e Wall Street 
Journal. Th e likely culprit: shippers 
shifting goods to avoid strike-
caused delays out West. � e Journal 
of Commerce says the Port of New 
York and New Jersey had record 
container volume in May. A possible 
harbinger of a long-term trend?... A 
subsidiary of Toronto-based Agellan 

Capital Partners has purchased the 
former headquarters and distribu-
tion center of Kash n’ Karry Food 
Stores in East Tampa for $18.25 
million. Th e property includes 
430,000 square feet of warehouse 
space, 183,000 square feet of cold 
storage space as well as offi  ce and 
mezzanine areas… Gramercy Proper-
ty Trust Inc., New York City, has ac-
quired a 107,000-square-foot food-
grade cold storage and processing 
facility in Vernon, Calif.  It is 100% 

leased through June 2030 to 
a leading producer of 
frozen desserts. Th e 
property was acquired 
all-cash in a sale lease-
back transaction for  
about $27.5 million… 
Sioux City, Iowa-based 

Cloverleaf Cold Stor-
age plans a Spring 
2016 opening of a 
220,000-square-foot 
cold storage facil-

ity in Crest Hill, Iowa, connecting 
it with a Rich Foods plant and DC 
across the street via conveyor belt. 
Th e facility, on 16 acres and with 
room for expansion, will be dedicated 
to Rich Foods... A $14.5 million cold 
storage warehouse has opened in the 
Port of Morrow, in Boardman, Ore. 
It is being used primarily for frozen 
potatoes from Lamb Weston (Con- 
Agra), with some space also used by 
Boardman Foods and Tillamook 
Cheese…  Pompano Beach, Fla.-
based Kingston Cross Dock & Cold 
Storage has reportedly been sold 
for $7 million, according to Th eReal 
Deal.com. It identifi ed the buyer as a 
company tied to American Consoli-
dation & Logistics, Opa Locka, Fla. 
Th e 55,847-square-foot cold storage 
facility on fi ve acres last sold in 2007 
for $9 million, the Web site said…                     
Syracuse, N.Y.-based Salus Scientifi c 
is hoping to convert a former Giant 
Food Market warehouse in nearby 
Johnson City into a cultivation 
center for medical marijuana. Th e 
120,000-square-foot building could 
house 5,000 plants producing 1,250 
pounds per year. ■

to include better cooling and sav-
ings on fuel and maintenance. 

new direct-inject nitrogen 
cooling system for refriger-
ated and frozen reefer loads 
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‘ARF!’

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

SMART & FINAL STORES 
From July 22 second quarter conference call. 
Dave Hirz, president and CEO: Our strongest private 
label percentage growth in the second quarter was within 
our natural and organic brand Sun Harvest, where we’ve 
doubled the number of items this year. Our private label 

penetration in the Smart 
& Final banner continues 
to exceed 29%… Sales this 

year on Sun Harvest items are up over 40% and Sun Har-
vest, like much natural and organic, is not only margin 
accretive, like other private label, but is actually a much 
higher margin than even the normal private label mar-
gin… Today we carry about 2,500 club-size items. We’ve 
been there now for a couple of years. We think that’s 
about the right number for us. Th e growth going forward 
in club size will lean more towards private label… I think 
the natural/organic fi rst allows our current shopper to 
maybe do a deeper basket or save them a trip to another 
store fi nding the items they’re looking for, but it also 
opens up an opportunity for our customer, we maybe 
couldn’t attract before. In fact if I look at our mix coming 
out of Instacart and Google Express, there is an inordi-
nate proportion of natural and organic in a lot of those 
deliveries… With Google Express for same day and next 
day delivery and more recently with Instacart, an on-
demand delivery model, while our experience is limited, 
we’re encouraged by the potential of both delivery models 
to better meet the needs of our customers as well as the 
potential to attract new customers both for households 
and businesses… We saw infl ation or defl ation begin to 
kick in towards the end of the fi rst quarter. Th e big defl a-
tion for us was in three key categories that are really big 
with business customers — dairy, produce and cheese. 
(Averaging defl ation of more than 6%; the categories ac-
count for 20% of sales.) At Smart & Final for the quarter, 
sales were up 10%, but units were up 14%. So when you 
think about it, some of that is defl ation. Some is mix, but 
still 14% more units are going through the supply chain, 

going through the store, going through the front end, all 
the labor associated with 14% more units, but you’re get-
ting 10% more sales. So there’s pressure on supply chain 
and store labor and I’ll tell you, both teams did a great job 
controlling expenses last year.   
 
CONAGRA FOODS
From June 30 fourth quarter conference call. 
Sean Connolly, president and CEO: We have taken 
the actions on our business like on Healthy Choice with 
Café Steamers, which is a clearly superior product than 
what we sold under the Healthy 
Choice name previously. And it is 
working… Now we are taking it 
to the next level with a clean label 
nothing artifi cial 100% natural 
high protein line called Simply. Similarly, in Banquet, that 
is a value-tier brand where we needed to do a better job 
on food quality. And that’s what we’ve done… It is not a 
question of “Is the world going to frozen or is the world 
going to fresh?” Th ere clearly is room for both. On our 
core business in fi scal year 2016, we plan to increase our 
support on select brands that have clearly demonstrated 
the ability to profi tably grow like Reddi-wip, Slim Jim, 
Marie Callender’s and Hunt’s. 

KROGER
From June 18 fi rst quarter conference call. 
Michael L. Ellis, president and COO:  Corporate brands 
had a solid fi rst quarter accelerating company sales 
growth and representing approximately 26.9% of total 
units sold and 25.4% of sales dollars excluding fuel and 
pharmacy…  Kroger’s digital team has developed a popu-

lar mobile app that our customers use 
millions of times each week… Th is 
month we reached a new milestone, 
more than 2 billion digital coupons 
have been downloaded from our 

digital properties since we began off ering digital coupons 
since 2009. It took four years to reach our fi rst billion 
and only 15 months to reach our second billion and the 
third billion will take even less time… Our integration 
with Vitacost.com continues to go very well and just this 
week Vitacost helped us launch a new natural and organic 
e-commerce website called King Soopers Live Naturally 
that is open to King Soopers customers who live in and 
around the Denver metro area. Th e website…creates an 
endless aisle experience with ship-to-home service for 
thousands of additional health foods, vitamins, miner-
als and supplements that are available in our Denver 
area stores today… Vitacost helps us fulfi ll that long tail 
of items that are smaller in some cases and on the King 
Soopers website now, you can pick up 25,000 to 30,000 
additional SKUs than what you’d fi nd in a typical Kroger 
store. ■





For information contact Dave Wheeler: 800-695-0122 / DaveW@RhodesBread.com

©
 2

01
4 

R
ho

de
s 

In
te

rn
at

io
na

l, 
In

c.

Est 1958

Back To

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

In the freezer


