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HOW ARE C-STORES DOING?
They’re not gaining share in frozen and dairy, but could if 
they really worked at it. Dollar stores are a different story.
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Our pomegranate concentrate  
makes everything W∂nderful.

FOR MORE INFORMATION: industrialsalesFR.pom@wonderful.com or 310.966.5800.

Want to offer your customers something truly W∑nderful?  
Add 100% pomegranate concentrate from one of the largest 
growers and processors of pomegranates in the world: P∂M.® 
We use only Wonderful variety pomegranates from our own 
California orchards to ensure consistent quality, complete 
traceability, and the highest standards of color and taste 
you’d expect from a leader. So go with the pomegranate 
expert. And make your products even more W∑nderful.
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OUT WARREN’S WAYOUT WARREN’S WAY

Warren Th ayer, Editorial Director
warren@frbuyer.com 

A HOLIDAY GIFT
Just for you! And absolutely free! 
‘You can’t handle more facings!’

Hey, it’s been a rough year. 
You need a break, and 
perhaps a good laugh. 

Ever-cognizant of 
my readers’ needs, 
I’ve put together a 
holiday gift for you, 
below. 

It’s a parody of 
A Few Good Men, 
the movie in which 
Tom Cruise (as a 
young Navy law-
yer) takes apart 
Jack Nicholson (as a seasoned, 
grizzled Marine Corps offi  cer) on 
the witness stand during a court 
martial. You can watch the parody 
at https://www.youtube.com/
watch?v=xWZdBPFTHOQ. But 
it’s really a bitch trying to key in 
all those letters correctly, so I’m 
giving you the transcript below. I’m 
sure the dialog will sound familiar 
and hit home with many of you. I 
showed this at an NFRA conference 
some years ago, and got a gazillion 
requests for the link. If you want to 
see the original, non-parody scene, 
just go to YouTube and key in “A 
few good men you can’t handle the 
truth.” Anyway, Tom Cruise’s lines 
are in boldface. Enjoy the holidays! 

  
You ever called on an account, 

son?
No sir.
Ever loaded in inventory to make 

a number?
No sir. 
Ever put your sales goals in an-

other man’s hands? Ask him to put 
his sales goals in yours?

No sir. 
We ship product, son. We ship 

product or people die. It’s that sim-
ple. Are we clear?

Yes sir. 
Are we clear?
Crystal. 
You want trade support?

I think I’m entitled to…
You want trade support?
I want more facings!
You can’t handle more facings! 

Son, we live in a world of big ac-
counts. Th ey have to be called upon 
by reps who know how to call on 
them. Who’s going to do it? You? 
You Mr. Senior Brand Manager? I 

have a greater responsibil-
ity than you can possibly 
fathom. You weep for 
more features. You whine 
for incremental display. 
You have that luxury. 
You have the luxury 
of not knowing what I 
know. Th at top box score, 
while magic, doesn’t sell 
product. And my exist-

ence, while grotesque and incom-
prehensible to you, sells product. 
You don’t want the truth because 
deep down in places you don’t talk 
about at water coolers, you want me 
to load inventory. You need me to 
load inventory. We use words like 
“shopper insights,” “controllables,” 
“category excellence.” We use these 
words as the backbone to life spent 
making the numbers. You use them 
as a punch line. I have neither the 
time nor the inclination to explain 
myself to a man who rises and 
sleeps under the blanket of top sales 
volume I provide, and then ques-
tions the manner in which I provide 
it. I would rather that you just said 
“thank you” and then went to lunch. 
Otherwise, I suggest that you make 
an appointment with me and go on 
a sales call. Either way, I don’t give a 
damn about what you think you are 
entitled to. 

Did you really ship the new 
product?

I did my job. 
Did you break pricing strategy?
You’re damn right I did!
(Stunned silence in the court-

room, followed by a muttered… )
You snotty nosed little MBA. 

Jack Nicholson (as a seasoned, 
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NEW PRODUCTS

Mini Pies
J&J Snack Foods (www.jjsnack.com), Pennsauken, N.J., 
in partnership with Minneapolis-based General Mills 
(www.general 
mills.com) in-
troduces Pills-
bury Mini Pies. 
Designed to go 
from freezer 
to table in 
15 minutes 
or less, the 
oven-ready, 
single-serve 
desserts come 
in three fl a-
vors: S’mores, 
Chocolate 
Lava and Apple Cinnamon. Each 1.8-ounce square pie 
comes with its own fl avored icing packet so consumers 
can customize to taste. Four-count, 8.12-ounce boxes are 
packed eight to a case. SRP is $3.79.

Ice Cream Cookie Sandwiches
Wellesley, Mass.-based Little Something Foods launches 
Mad Minis (www.madminifoods.com), bite-sized ice 

cream cookie 
sandwiches in 
four fl avors: Va-
nilla, Chocolate, 
Black Raspberry 
and Blondie. 
Each all-natural 
cookie has only 
60 calories, 
and a clean 
ingredient deck 
without artifi -
cial fl avors or 

colors. The cookies that encase the ice cream are similar 
to America’s best-selling cookie, and are all chocolate 
except on the Blondie variety, which is vanilla. Packed 12 
to the box, Mad Minis carry a suggested retail of $4.99. 

Greek Yogurt Alternative
Vancouver-based Daiya expands its collection of plant-
based offerings with a line of dairy-free Greek yogurt 
alternatives. Made 
with a signature 
blend of coconut 
and pea protein and 
real fruit, the certi-
fi ed vegan, kosher 
snack contains 8 
grams of protein 
per serving. Also 
free of gluten and 
soy, it’s offered in 

four fl avors: Peach, Strawberry, Black Cherry and Blue-
berry. SRP is $1.99 for  5.3 ounces; cups are packed 12 to 
a case. 

Imported Butter
Parsippany, N.J.-based Finlandia Cheese (www.fi nlandia 
cheese.com) rolls out premium butter imported from 
Finland. Crafted with pure, wholesome milk from cows 
raised on family farms and not treated with rBST, all-
natural Finlandia Butter contains no artifi cial ingredients 
or added hormones. Offered in 7-ounce bars, it’s avail-
able both salted and unsalted. SRP is $3.49.

Frozen Chopped Herbs
Daregal Gourmet 
(www.daregal 
gourmet.com), 
Princeton, N.J., adds 
three new varieties 
to its line of Non 
GMO Project-
verifi ed, fresh-frozen 
chopped herbs. 
Frozen within hours 
of harvesting to preserve 
color, fl avor, texture and aroma, the gluten-, 
salt- and preservative-free newcomers include 
Lemongrass, Red Chili and Ginger. Designed to go di-
rectly from the freezer into any recipe without defrost-
ing, the all-natural herbs come in 2.47- to 2.65-ounce 
containers packed 12 to a case. SRP is $2.99 to $3.29. 

Flavored Hummus
Lynnfi eld, Mass.-based HP Hood adds fl avored hummus 
to its Heluva Good! (www.heluvagood.com) dip lineup. 
Designed to be 
merchandised 
in the dairy 
aisle next to 
the company’s 
dairy-based dips, 
the gluten-
free collection 
includes three 
fl avors: Original, Roasted Red Pepper and Horseradish. 
The product comes in 10-ounce containers packed 12 to 
a case. SRP is $3.49.



Note: Product photography is taken in, or simulates, a retail environment 
and is not meant to imply endorsement by any brand or manufacturer.

®

Specify special cold-formulated Clear 
Scan Shelf Edge Label Strips to provide 
a high visibility home for all your vital 
cooler product and price information.

• Drop plain paper labels right into place, 
protected by a long-life clear front –
no more bleeding ink; wet, unstuck 
labels or loose, brittle price tag chips.

• Highlight deli, meat, dairy, kosher and 
frozen departments or create clean, 
bright, store-within-a-store concepts 
with vibrant color backs.

• Boost sales and improve shopability 
with better price presentation.

• A cost-effective solution compared to 
O.E.M. replacement tag molding.

®®Clear Scan
Heats Up Your
Cooler Sales

The Clear Scan® Shelf Edge
Label System...clear labeling

and pricing for cold and
damp environments.

Freezer and
Cooler Capable

Labeling
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F A C T O I D S

TOP
FROZEN

BY PETER PENGUIN
During the 12 weeks ended 

Oct. 4, sales of frozen foods in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar 
stores combined totaled $12.17 

billion, a 1.4% increase compared 
with the same period a year ago, reports 
Chicago-based market research fi rm IRI 
(@IRIworldwide). Units slid 0.3% 3.43 
billion, but volume jumped 3.8% to 5.71 
billion. Percentage of volume sold with 
merchandising support fell 2.1 points to 
33.5%.

For the 52 weeks ended Oct. 4, dollars 
were up 1.6% to $53.11 billion, but units 
dropped 1.6% to 14.98 billion. Volume rose 
1.0% to 23.49 billion, and volume sold with 
merchandising support tumbled 2.1 points 
to 34.7%.

Our chart shows the largest frozen 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Oct. 4.

27.5%
Dollar gain by side dishes (to 

$107,851,456), largest by a frozen 
subcategory with at least $5 million 

in sales during the most recent
12 weeks. Four of the top fi ve brands 

posted double-digit (or better) 
advances, including No. 1 Birds Eye 

Steamfresh (+134.2%).

-18.9%
Dollar loss by soup (to $6,318,918), 

largest by a frozen department sub-
category with at least $5 million in 
sales. Although the top two brands, 

Bertolli (-25.5%) and Tabatchnick 
(-4.4%), both saw their sales tumble, 
Nos. 3 and 4, Campbell’s Reserve and 
private label, both posted big gains.

50,000,000
Copies of Bing Crosby’s “White 

Christmas” sold worldwide since its 
release in 1942, making it the best-

selling single of all time.

BY PETER PENGUIN

THE DATABANK
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ICE CREAM $1,279,376,604 2.1% 347,011,738 2.6% 1,026,632,253 0.3%
Private Label $289,453,514 9.5% 91,483,229 11.0% 335,104,553 9.3%
Nestlé/Dreyers $245,582,927 7.3% 62,419,128 4.6% 135,798,287 2.4%
Good Humor/Breyers $142,966,707 20.3% 37,665,721 16.7% 106,954,543 16.0%
Ben & Jerry’s $117,262,493 22.8% 29,624,137 19.8% 29,715,303 19.4%
Wells’ Enterprises $97,738,383 8.6% 22,378,727 6.0% 109,338,005 5.0%
Turkey Hill Dairy $61,880,925 13.1% 20,674,924 9.0% 61,389,551 8.8%
Talenti $55,355,597 29.0% 12,412,013 25.7% 12,960,552 26.6%
Friendly’s $36,240,023 16.9% 13,033,939 17.3% 39,182,959 17.5%
Dean Foods $27,728,906 2.0% 6,372,443 -1.1% 32,663,211 -2.6%
Blue Bell Creameries $15,349,538 -89.2% 3,219,061 -89.9% 9,953,830 -89.5%

PIZZA  $1,009,630,592   3.6   293,305,216   (2.8)  306,736,320   1.0 
Nestlé USA   $424,783,776   4.6   95,126,096   5.8   117,673,992   7.2 
Schwan’s   $202,869,024   (1.9)  52,016,984   (6.9)  65,526,728   (5.6)
Private Label   $115,741,072   10.5   36,012,604   5.3   39,272,844   6.8 
General Mills   $92,396,336   (5.7)  63,339,060   (14.5)  45,076,664   (11.6)
Palermo Villa   $26,989,794   96.6   4,881,224   65.3   5,999,632   93.2 
Bernatello’s   $22,236,662   12.7   4,840,767   (2.0)  5,340,797   1.7 
Home Run Inn   $15,273,690   7.9   2,641,406   2.0   3,797,643   7.0 
Dr. Oetker USA   $14,015,994   (3.3)  3,822,625   (3.7)  4,713,071   (1.9)
Pinnacle Foods Group   $13,612,756   (9.0)  12,824,458   (14.3)  4,301,442   (13.6)
Amy’s Kitchen   $13,064,019   (1.3)  1,999,737   (4.6)  1,489,787   (3.8)

FZ NOVELTIES $1,001,097,962 4.5% 307,723,261 2.5% 416,994,227 2.8%
Nestlé/Dreyers $274,428,213 5.9% 75,071,382 1.0% 76,767,188 0.4%
Good Humor/Breyers $195,257,283 4.9% 62,023,141 3.2% 90,097,240 5.0%
Private Label $127,694,689 12.4% 42,191,420 6.6% 85,999,352 10.1%
Wells’ Enterprises $98,928,726 -2.2% 24,921,604 -7.7% 36,094,254 -0.5%
Mars $48,977,595 15.7% 14,731,476 15.7% 10,615,381 17.5%
Unilever Bestfoods $33,107,448 18.3% 8,340,916 12.3% 5,285,810 14.5%
J&J Snack Foods $20,973,450 7.9% 7,066,773 4.1% 14,777,434 6.0%
Ziegenfelder Co. $19,420,661 28.8% 8,931,186 26.3% 21,698,664 28.2%
Ice Cream Specialties $15,799,181 10.4% 4,284,476 2.3% 8,250,832 3.4%
Blue Bell Creameries $1,083,193 -97.3% 184,023 -98.3% 414,024 -97.9%

SingLe-SerVe DinnerS/entreeS  $989,411,840   0.6   448,637,888   (1.7)  289,027,104   (1.4)
Nestlé USA   $306,884,864   10.6   116,856,688   12.6   76,582,048   10.8 
ConAgra   $267,659,840   (7.6)  146,534,816   (8.6)  94,546,360   (7.8)
Bellisio Foods   $97,541,976   3.2   73,335,968   (0.2)  41,913,312   2.4 
Heinz   $81,004,352   (12.1)  35,874,632   (12.5)  20,173,912   (12.5)
Amy’s Kitchen   $55,999,688   12.1   14,345,286   11.2   8,379,629   11.5 
Pinnacle Foods Group   $46,074,660   (5.2)  15,959,992   (10.2)  15,690,112   (10.1)
Windsor Foods   $17,812,368   1.4   7,344,480   1.7   6,105,042   1.8 
Atkins Nutritionals   $16,226,688   (0.7)  4,460,169   0.2   2,490,079   (0.5)
Private Label   $13,539,945   1.8   5,940,401   (5.6)  3,853,140   (2.1)
Birds Eye   $13,131,353   17.4   7,214,943   23.7   4,793,651   22.2

PrCSSD CHiCKen/CHiCKen SUB  $703,866,240   5.3   117,756,992   5.0   178,765,760   3.7 
Tyson   $309,107,808   11.8   45,179,480   14.4   80,392,712   16.2 
Private Label   $120,918,336   1.1   19,243,292   0.1   34,165,764   0.1 
Perdue   $78,381,888   1.0   17,052,336   9.2   16,930,598   (1.0)
ConAgra   $37,897,080   (23.2)  8,139,316   (25.1)  12,469,418   (25.9)
Foster Farms   $27,774,430   15.4   4,435,292   12.9   6,243,599   14.6 
John Soules Foods   $27,213,172   9.4   6,134,403   4.7   4,420,234   3.3 
Maxi   $12,472,285   0.5   1,511,765   0.7   3,836,248   (15.3)
AdvancePierre   $9,069,257   (26.3)  1,987,445   (24.0)  2,896,795   (31.4)
InnovAsian Cuisine   $8,130,401   38.9   1,510,808   38.6   1,804,819   45.7
On-Cor Frozen Foods   $7,653,244   (26.6)  1,817,124   (39.8)  3,402,540   (22.9)

CHiCKen/CHiCKen SUBStitUte  $679,480,832   (11.3)  105,738,672   (9.9)  308,865,344   (5.5)
Private Label   $223,686,432   (0.2)  30,535,060   (4.0)  91,552,656   0.5 
Tyson   $150,070,560   (23.8)  20,879,316   (18.2)  64,750,160   (19.2)
Perdue   $53,825,416   (10.4)  9,362,942   (6.0)  19,035,828   (12.3)
Gold’n Plump   $49,715,300   (2.9)  8,047,207   (4.9)  13,239,062   (8.7)
Pilgrim’s Pride   $27,258,818   (49.2)  4,204,949   (50.9)  28,251,316   (23.6)
Heinz North America   $15,989,240   15.7   3,308,937   19.9   2,772,891   13.0 



3 Anytime & 2 Breakfast Wraps

4 Count – 22 OZ Boxes
Sales Volume in Excess of
Category Average*

505 MexiWraps are a registered brand of Flagship Food Group FOOD GROUP
Flagship®FlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagshipFlagship

*Test Market Scan Data, August 2015 1.800.292.9900
Detter@FlagshipFood.com
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361.4%
Dollar gain by private label pizza 

crusts/dough (to $782,818), 
largest by a store brand frozen 
product. Up 28.8%, the surging 
subcategory also got a boost 
from top-seller Udi’s (+10.8%) 
and newcomer Rich’s, already 

the No. 3 brand.

5
Number of top-fi ve frozen sub-
categories that saw dollar sales 
rise during the most recent 12 

weeks — a relatively rare occur-
rence, given the recent struggles 
of the single-serve dinners seg-

ment (+0.6%). 

-11.3%
Dollar loss by chicken/chicken 
substitutes (to $679,480,832), 

the largest frozen department 
subcategory to register a dou-

ble-digit decline. It also saw the 
second-highest jump in volume 
sold with merchandising sup-
port (+10.6 points to 42.0%).

2.7%
Dollar gain by meat substi-

tutes (to $94,901,256), despite 
losses by the top three brands. 

Double-digit gains by Nos. 4 and 
5, Gardein and Tofurky, deserve 

most of the credit.

2%
Percentage of the world’s 

population — about 140 mil-
lion people — that are natural 

redheads. Scotland has the high-
est concentration (13% of its 

population), followed by Ireland 
(10%).

4
Number of frozen vegetable 

subcategories (of 10 total) that 
registered dollar gains during 
the most recent 12 weeks. But 

broccoli (+7.8%) was the only big 
winner.

AdvancePierre   $14,061,350   (38.1)  2,325,388   (38.5)  2,374,450   (40.3)
Gold Leaf of Nebraska   $13,169,215   (25.4)  2,228,835   (8.5)  22,288,354   (8.5)
Harvestland   $11,777,189   65.8   1,786,239   90.3   2,865,148   76.2
Kellogg’s   $9,525,084   (0.7)  2,318,262   (7.5)  1,637,327   (0.8)

HnDLD entreeS (non-BrKFSt)  $571,190,464   (0.1)  164,231,392   (5.9)  178,775,168   (2.0)
Nestlé USA   $180,616,704   (8.3)  51,421,508   (16.5)  50,546,720   (9.2)
Ruiz Foods   $84,920,912   10.6   26,692,616   8.8   43,720,244   4.8 
The J.M. Smucker Co.   $48,042,248   25.3   10,296,655   25.9   9,772,206   24.9 
Hillshire Brands   $44,748,440   10.2   7,618,825   2.0   16,422,854   12.8 
White Castle Foods   $36,263,908   8.4   5,933,373   (0.3)  7,247,139   1.3 
Foster Farms   $21,626,090   (14.7)  3,720,258   (11.6)  9,373,516   (18.0)
Private Label   $20,286,068   (11.1)  8,734,218   (12.5)  6,106,986   (8.5)
Windsor Foods   $17,713,328   5.1   12,170,049   6.4   5,832,752   2.9 
AdvancePierre   $17,025,356   (9.5)  6,291,036   (12.4)  4,150,061   (15.1)
Amy’s Kitchen   $14,980,590   2.0   5,426,409   (5.0)  2,032,801   (4.8)

FISH/SEAFOOD  $499,663,872   (4.3)  68,197,608   (5.2)  104,529,072   (4.6)
IRI is unable to supply the top-10 fi sh/seafood manufacturers.

SHRIMP  $453,608,032   7.3   49,814,884   15.2   53,360,708   17.3
IRI is unable to supply the top-10 shrimp  manufacturers.

MULti-SerVe DinnerS/entreeS  $427,426,912   (2.1)  66,753,272   (5.1)  140,254,416   (4.5)
Nestlé USA   $164,584,160   (0.3)  20,119,382   (3.2)  55,686,800   (1.9)
ConAgra   $98,593,312   2.9   17,291,956   0.9   27,893,912   (0.6)
Birds Eye   $66,700,616   7.9   13,528,334   0.7   23,462,290   6.2 
Private Label   $20,866,724   (8.2)  2,677,723   (12.6)  8,679,024   (11.4)
Michael Angelo’s   $14,695,986   (6.4)  1,541,080   (5.4)  3,579,333   (15.7)
On-Cor Frozen Foods   $13,904,699   (8.8)  4,859,312   (8.6)  8,314,711   (8.9)
Ajinomoto USA   $7,541,421   (0.2)  755,140   (8.7)  2,372,958   1.2 
Newman’s Own   $5,401,182   (30.8)  784,985   (32.2)  1,126,933   (32.2)
Gourmet Express   $4,412,835   (55.6)  808,422   (58.3)  1,467,490   (59.1)
Zatarain’s   $3,677,263   (15.3)  386,018   (11.3)  1,058,090   (16.2)

MEAT (NO POULTRY)  $422,416,448   0.1   47,908,444   (1.3)  109,951,912   (8.0)
Private Label   $146,144,000   5.4   15,894,610   7.7   38,603,736   (2.8)
Bubba Foods   $39,764,528   9.6   3,021,698   (4.4)  6,829,426   (6.3)
Jensen Meat Co.   $21,272,816   (3.7)  885,993   (11.1)  6,409,163   (13.6)
Quaker Maid Meats   $18,418,592   (4.5)  2,445,119   (20.5)  4,495,275   (16.6)
Home Market Foods   $15,670,283   58.0   2,857,516   69.7   4,434,596   48.0 
Wis-Pak Foods   $11,215,910   9.8   507,746   (3.8)  3,047,931   (3.8)
Steak-umm   $10,962,543   (4.6)  1,836,175   (8.0)  1,911,951   (9.7)
Hillshire Brands   $10,093,640   (24.1)  1,144,798   (31.1)  1,326,752   (37.0)
Johnsonville Sausage   $9,658,239   24.9   1,588,600   51.3   2,384,628   21.3 
AdvancePierre   $9,311,911   (13.3)  1,031,215   (23.8)  1,902,356   (21.3)

APPETIZERS/SNACK ROLLS  $391,754,816   2.9   92,729,288   3.8   115,731,024   2.1 
General Mills   $124,245,040   1.4   31,040,084   2.2   48,750,328   2.6 
Ore-Ida   $34,034,104   10.1   8,840,077   11.2   7,689,280   8.1 
Delimex   $32,475,468   9.3   4,983,263   3.8   9,085,196   4.5 
Windsor Foods   $29,718,332   2.0   5,797,196   2.9   8,170,610   1.1 
Rich Products Corp.   $26,688,858   0.2   3,988,575   (3.8)  7,445,189   (5.6)
Private Label   $22,860,516   5.5   5,716,678   2.2   5,846,077   8.6 
Heinz   $16,363,660   (9.0)  2,874,805   (11.4)  3,137,917   (9.7)
Schwan’s   $14,789,002   13.2   3,986,648   17.5   3,821,582   7.9 
Ruiz Foods   $11,700,632   (18.8)  1,737,785   (11.5)  2,977,730   (24.5)
ConAgra   $7,982,701   13.1   1,779,249   27.4   1,287,440   (0.7)

BREAKFAST HANDHELD  $347,734,720   3.3   82,464,976   0.4   86,760,592   1.0 
Hillshire Brands   $167,176,576   11.2   22,722,408   11.6   38,916,812   11.5 
General Mills   $51,322,944   0.4   22,324,000   0.5   17,308,390   (1.2)
Kellogg’s   $26,116,500   16.4   5,173,963   6.1   4,698,541   (0.4)
Private Label   $22,762,302   1.4   7,348,686   (4.0)  6,508,189   (1.5)
ConAgra   $19,800,982   (14.0)  3,604,575   (21.4)  4,466,493   (14.3)
Nestlé USA   $13,702,598   0.8   3,992,855   (10.2)  3,540,855   4.9 
Ruiz Foods   $12,929,968   36.9   5,478,242   35.1   3,772,695   37.2 
Heinz North America   $5,135,008   (28.5)  1,830,482   (25.2)  991,009   (27.0)



TOP
DELI

BY DELANO DELI

Sales of deli products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined topped $6.02 billion 

during the 12 weeks ended Oct. 4, a 1.3% 
increase compared with the same period 
a year ago, reports Chicago-based market 
research fi rm IRI (@IRIworldwide). Units 
jumped 2.6% to 1.65 billion, and volume rose 
2.0% to 1.48 billion. Percentage of volume 
sold with merchandising support climbed 2.7 
points to 37.9%.

For the 52 weeks ended Oct. 4, dollars 
shot up 4.8% to $25.80 billion, while units 
grew 2.0% to 6.84 billion. However, volume 
edged up just 0.7% to 6.29 billion, and 
volume sold with merchandising support 
expanded 2.1 points to 37.0%.

Our chart shows the largest deli 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Oct. 4.

F A C T O I D S

13.1%
Dollar gain by meat/cheese/

cracker/dessert (to $412,085,824), 
largest by a deli department 

subcategory. Kraft dominates the 
segment, but several major play-

ers, including Armour-Eckrich, 
Hormel and Sargento, are ramp-

ing up their presence.

-1.6%
Dollar loss by pizza crust/

dough (to $18,242,942), as four 
of the top fi ve brands registered 
declines. But watch out for No. 3 
Papa Sal’s from Guttenplan’s, up 

21.7%.

25%
Percentage of Christmas presents 

that will still be intact by next 
Christmas. Ten percent won’t 
even make it to New Year’s, 

according to venere.com.
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SLICED LUNCHMEAT  $1,375,824,384   1.2   400,092,608   (4.2)  290,830,496   (3.7)
Kraft  $519,842,368   3.8   134,234,288   (5.3)  114,664,736   (3.9)
Private Label   $242,457,440   (3.1)  58,049,260   (9.6)  45,289,912   (4.5)
Hillshire Brands   $146,426,464   (9.4)  35,421,520   (23.0)  22,193,140   (21.9)
Land O’Frost   $117,461,488   8.9   29,770,056   8.4   25,175,910   7.5 
Bar-S Foods   $49,439,756   4.5   28,648,070   6.6   25,741,640   7.8 
Carl Buddig & Co.   $38,622,252   0.0   35,652,736   17.1   7,930,433   (4.2)
Hormel   $28,931,012   (6.1)  7,631,555   (16.8)  3,918,873   (16.5)
Armour-Eckrich Meats   $28,774,672   5.5   11,061,275   (0.3)  7,612,993   (2.2)
Applegate Farms   $25,908,906   12.4   4,758,865   9.5   1,829,933   8.1 
Greenwood Packing   $13,537,692   (5.3)  8,590,991   (9.2)  4,233,714   (2.8)

UnCooKeD MeatS (no PLtrY)  $1,039,707,328   3.3   145,161,344   4.5   244,367,872   3.5 
Private Label   $525,613,792   7.6   77,289,648   11.9   134,483,744   8.0 
TSD Sales & Distribution   $120,762,720   87.5   12,799,141   98.6   28,178,052   112.4 
Cargill   $115,321,832   (12.5)  14,567,684   (17.8)  25,902,852   (13.7)
Tyson   $52,048,736   (53.9)  9,276,868   (40.0)  11,322,747   (57.3)
FPL Food   $37,161,476   2.2   4,740,116   4.0   8,132,946   2.2 
Hormel   $22,039,598   (26.5)  3,136,466   (23.4)  4,267,956   (19.1)
Laura’s Lean Beef Co.   $20,008,564   3.7   2,642,780   (3.1)  2,646,695   (3.6)
Interstate Meat   $19,328,138   60.3   2,139,483   28.5   4,675,729   73.2 
Tyson Fresh Meats   $12,998,192   9.0   3,055,386   13.9   3,551,521   7.0 
National Beef Packing Co.   $10,223,272   17.7   996,122   17.1   2,661,752   10.9

BACON  $962,395,520   (7.3)  215,014,800   1.2   203,064,960   3.5 
Private Label   $202,722,112   (11.2)  47,179,640   (2.4)  46,158,280   1.4 
Kraft   $187,874,528   (6.6)  38,682,280   0.6   31,925,776   3.3 
Hormel   $117,101,600   (1.4)  22,723,116   14.5   19,549,448   13.2 
Wright Brand Foods   $80,215,040   2.6   8,777,291   21.7   17,926,980   17.0 
Smithfi eld   $60,924,308   7.5   15,262,734   21.5   16,227,097   23.1 
Farmland Foods   $48,657,312   (5.6)  11,454,906   7.2   11,272,741   6.6 
Gwaltney of Smithfi eld   $21,896,152   (25.3)  6,211,563   (23.0)  5,562,556   (19.9)
John Morrell   $20,598,536   (17.0)  6,456,681   (4.7)  4,805,503   (5.1)
Bar-S Foods   $18,732,344   (7.3)  5,753,013   9.3   4,526,955   8.1
Tyson   $16,218,216   (35.3)  4,470,447   (31.1)  3,920,065   (29.9)

DINNER SAUSAGE  $804,880,896   3.2   208,129,088   6.9   224,625,440   5.8 
Johnsonville Sausage   $195,025,248   8.5   48,278,724   17.9   52,351,908   17.4 
Hillshire Brands   $123,927,872   (4.2)  33,272,252   (9.6)  30,609,308   (11.2)
Private Label   $83,277,584   (2.0)  21,663,958   12.6   24,397,102   8.4 
Armour-Eckrich Meats   $62,484,952   9.6   20,645,536   11.9   20,764,504   12.4 
Aidells   $20,890,460   10.3   3,624,857   11.0   2,718,643   11.0 
Premio Foods   $20,719,618   (0.8)  4,342,878   24.8   5,571,093   14.0 
Bar-S Foods   $19,015,958   22.1   4,387,631   35.7   8,369,657   12.2 
Kayem Foods   $13,360,497   11.2   2,944,476   15.8   2,258,753   16.1 
Conecuh Sausage Co.   $10,706,954   2.1   2,047,040   0.4   2,452,723   1.2 
J&B Sausage Co.   $9,446,189   5.6   2,647,146   13.1   3,540,734   10.8

FRANKFURTERS  $635,046,656   2.8   233,111,712   (0.8)  241,469,984   (0.9)
Hillshire Brands   $150,721,440   0.4   40,090,228   (3.0)  43,798,520   (2.4)
Kraft   $111,999,376   (5.1)  37,532,988   (8.5)  39,274,336   (7.5)
Bar-S Foods   $79,639,016   (1.7)  66,959,996   (2.5)  62,236,648   (1.6)
John Morrell   $54,885,820   32.3   18,470,762   32.6   15,124,157   27.4 
ConAgra   $49,383,432   (2.6)  9,423,006   (13.1)  8,508,047   (12.8)
Private Label   $16,878,916   21.8   6,224,525   10.5   7,329,868   15.2 
Gwaltney of Smithfi eld   $15,276,379   (5.6)  8,048,553   (8.7)  10,951,282   (6.3)
Armour-Eckrich Meats   $12,664,410   5.9   7,655,334   6.5   6,669,678   4.4 
Kayem Foods   $10,250,165   6.2   1,487,090   7.5   2,168,046   4.9 
Sabrett   $9,808,314   25.8   1,533,854   18.5   2,008,737   14.1

Meat/CHeeSe/CraCKer/DeSSert  $412,085,824   13.1   248,035,872   11.9   76,228,272   7.5 
Kraft   $315,532,736   9.9   203,489,440   11.7   63,049,120   6.3 
Armour-Eckrich Meats   $34,635,072   (7.0)  31,376,458   (7.4)  6,295,974   (6.0)
Hormel   $29,748,716   4.4   2,881,099   (2.5)  3,989,494   5.0 
Sargento   $15,093,204  *  4,193,610  *  1,227,308  *
Hillshire Brands   $3,357,660   133.5   1,170,425   146.7   210,531   97.0 
*Product has been in distribution less than one year.
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TOP
reFrigerateD
BY BESSIE BOVINE

During the 12 weeks ended 
Oct. 4, sales of dairy products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined reached $18.18 billion, a 
3.0% increase compared with the 
same period a year ago, reports 

Chicago-based market research fi rm IRI (@
IRIworldwide). Unit sales rose 1.5% to 6.52 
billion, and volume jumped 1.0% to 54.68 
billion. Percentage of volume sold with 
merchandising support climbed 1.5 points 
to 37.4%.

For the 52 weeks ended Oct. 4, dollars 
shot up 3.6% to $79.64 billion, while units 
expanded 0.8% to 28.76 billion. But volume 
fell 1.3% to 235.53 billion, and percentage of 
volume sold with merchandising support 
edged up 0.9 points to 37.0%.

Our chart shows the largest dairy 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Oct. 4.

216.1%
Dollar gain by milk 

substitutes-all other 
(to $18,608,272), largest 

among subcategories with 
at least $1 million in sales. 
Top-seller Silk Cashewmilk 

from WhiteWave drove 
the advance, but watch 
out for Blue Diamond’s 

new Almond Breeze 
Almondmilk Cashewmilk 

Blend, already No. 5.

43.1%
Percentage of natural 

shredded cheese volume 
sold with merchandising 
support during the most 

recent 12 weeks, high-
est among non-beverage 
subcategories — and 2.9 
points more than a year 
ago. The added support 
drove a 2.3% increase in 

unit sales but dollars fell 
2.0% to $1,015,892,330.
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SKIM/LOWFAT MILK $1,921,088,635 -13.6% 659,569,427 -4.0% 4,167,803,044 -4.6%
Private Label $1,211,706,698 -15.6% 444,025,189 -3.1% 2,974,364,443 -3.5%
Dean Foods $184,792,462 125.9% 61,952,083 135.8% 369,462,041 113.9%
HP Hood $103,977,736 6.6% 25,245,133 5.6% 115,598,740 6.7%
WhiteWave Foods $76,400,874 -1.5% 14,646,726 -10.7% 64,871,816 -11.7%
Prairie Farms Dairy $33,843,255 -16.8% 12,044,272 -7.1% 72,865,706 -8.8%
Hiland Dairy Foods $30,391,167 -13.0% 10,071,601 -4.7% 58,090,720 -5.3%
Organic Valley $21,406,702 -4.9% 4,275,621 -12.7% 18,181,534 -14.0%
Kemps $21,392,836 -11.3% 7,507,210 -5.1% 44,680,355 -6.3%
Borden $15,111,280 -18.9% 4,455,315 -16.9% 21,824,770 -15.9%
Oak Farms Dairy $5,205,059 -73.6% 1,949,674 -67.6% 13,896,279 -64.6%

YOGURT  $1,782,816,256   3.3   1,222,144,768   2.1   801,033,856   2.5
IRI is unable to supply the top-10 yogurt manufacturers.

FRESH EGGS  $1,734,220,928   43.1   460,173,888   (2.6)  6,661,062,656   (3.6)
Private Label   $933,895,168   46.8   262,168,304   (3.5)  3,744,372,736   (3.8)
Eggland’s Best   $254,539,136   39.0   61,080,176   8.6   807,930,752   9.5 
Country Creek Farms   $200,793,408   92.7   51,505,688   34.6   854,008,576   32.9 
Cal Maine Foods   $50,119,616   48.5   9,087,255   (7.8)  204,317,328   (5.2)
Pete & Gerry’s   $20,997,796   63.3   4,850,564   47.1   57,517,320   58.9 
Dutch Farms   $16,277,088   38.5   5,313,760   (16.6)  68,907,496   (15.1)
R.W. Sauder   $15,776,640   12.6   3,993,630   (12.1)  65,259,672   (30.3)
Rocky Mountain Eggs   $13,457,613   92.6   2,935,558   21.8   50,949,608   28.2 
Donner Enterprises   $11,865,874   30.8   2,860,280   (24.4)  41,074,196   (31.6)
Hillandale Farms   $11,111,255   2.0   3,768,690   (28.0)  45,623,284   (34.8)

natUraL CHeeSe-SHreDDeD $1,015,892,330 -2.0% 314,400,662 2.3% 219,143,212 4.7%
Private Label $600,941,478 -0.1% 182,930,163 4.9% 143,777,243 8.0%
Kraft Heinz $199,670,330 -6.7% 63,310,796 -3.5% 36,227,912 -1.7%
Sargento $85,107,017 -3.7% 27,318,000 2.7% 14,607,654 1.0%
Crystal Farms $28,200,187 -11.7% 10,033,819 -8.5% 5,821,892 -8.0%
Dairy Farmers of America $19,584,107 -12.2% 7,636,823 -7.8% 4,081,081 -7.1%
Schreiber Foods $14,551,505 1.7% 5,793,381 7.0% 3,941,299 4.6%
Saputo Cheese $9,183,735 -6.8% 2,686,354 -4.2% 982,772 -14.2%
Tillamook County Creamery $7,219,984 20.2% 1,799,263 25.5% 1,250,082 14.1%
Belgioioso Cheese $7,024,175 8.3% 1,636,998 5.7% 557,303 7.1%
Dutch Farms $4,694,164 -7.1% 2,030,793 -4.9% 1,107,913 -6.2%

WHOLE MILK $934,409,205 -4.6% 311,719,253 5.5% 1,971,136,477 5.7%
Private Label $565,361,270 -6.9% 200,135,148 6.7% 1,352,060,928 6.9%
Dean Foods $106,045,808 277.4% 34,528,657 294.4% 208,148,935 251.6%
WhiteWave Foods $47,980,134 14.5% 9,331,018 3.3% 40,707,588 2.6%
HP Hood $30,883,980 17.6% 7,418,193 16.3% 35,732,908 17.6%
Hiland Dairy Foods $18,453,224 -5.4% 6,074,474 4.7% 33,661,824 5.2%
Prairie Farms Dairy $15,359,310 -6.4% 5,357,769 4.2% 31,333,220 4.7%
Borden $13,788,793 -6.2% 4,428,786 0.6% 22,662,280 4.5%
Organic Valley $10,882,749 12.2% 2,207,489 4.6% 9,583,711 2.6%
Country Fresh $9,103,779 12.9% 2,869,870 22.1% 22,958,918 38.4%
Oak Farms Dairy $4,811,608 -68.8% 1,845,948 -61.3% 12,442,057 -59.4%

NATURAL CHEESE-CHUNKS $812,712,717 -1.2% 205,699,003 -0.4% 147,381,892 0.0%
Private Label $266,457,507 -5.9% 74,376,860 -1.2% 60,507,337 -0.5%
Kraft Heinz $87,937,377 -11.4% 26,004,802 -12.7% 15,188,628 -10.6%
Tillamook County Creamery $51,067,709 -4.5% 8,926,320 -4.6% 10,108,717 -6.2%
Bel Brands $46,895,918 39.0% 9,492,909 30.4% 4,567,864 44.9%
Cabot Creamery $40,257,010 1.4% 11,136,021 2.9% 7,293,824 3.4%
Belgioioso Cheese $32,055,112 10.8% 6,462,421 14.8% 3,683,665 15.9%
Lactalis American $32,028,603 -5.6% 6,364,779 -7.3% 4,722,391 -9.5%
Cacique $24,594,475 -1.0% 7,561,185 0.2% 5,768,104 0.3%
Crystal Farms $18,795,819 -8.9% 7,268,541 -5.2% 3,852,298 -5.9%
Boar’s Head/Brunckhorst $10,874,367 14.7% 1,693,786 14.2% 844,623 13.0%

ORANGE JUICE  $646,220,928   (1.6)  188,514,400   (2.2)  12,486,354,944   (3.1)
Tropicana Dole Beverages   $190,868,096   3.0   49,083,000   2.9   3,085,394,944   1.5 
Simply Orange   $147,482,336   1.2   41,042,016   (0.2)  2,314,017,024   (4.3)
Private Label   $114,246,096   0.3   39,993,964   2.0   3,270,446,080   3.9 
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-11.3%
Dollar loss by cider (to $13,212,869), 

one of the largest refrigerated 
subcategories to register a double-

digit loss during the most recent 
12 weeks. While sales of alcoholic 
hard cider are through the roof, 

four of the top fi ve non-alcoholic 
brands saw their sales fall. 

666-6666
Most expensive mobile phone 
number, sold in Qatar in 2006 

for the equivalent of $2.75 mil-
lion, according to Guinness World 

Records.

32.8%
Dollar gain by private label break-
fast entrees (to $1,171,801), one of 
the largest by a store brand refrig-
erated item. Despite its success — 
and a 27.7% advance by top-seller 

Odom’s Tennesee Pride — subcate-
gory sales fell 6.9% as Hormel’s Rev 

disappeared from store shelves.

3%
Percentage of men who admitted 
in a recent GQ magazine survey 

that they lied to their signifi -
cant other about the cost of an 
engagement ring. A third of all 
engagements happen between 

Thanksgiving and New Year’s, so 
let the fabrication begin!

46.7
Percentage points separating fresh 
egg dollar sales gains (+43.1%) and 
volume losses (-3.6%), thanks to 

soaring commodity prices linked 
to the avian fl u epidemic. Despite 
rising prices at retail, unit sales of 

specialty brands like Eggland’s Best 
and Pete & Gerry’s continue to 

grow as price gaps narrow.

-4.0%
Dollar loss by refrigerated cookie/
brownie dough (to $94,493,088), a 
stark contrast to the 130.9% gain 
posted by frozen cookie dough, 

albeit off of a much smaller base.
*Product has been in distribution less than one year.

Citrus World   $79,242,520   (9.9)  22,717,172   (10.6)  1,462,772,480   (11.1)
Coca-Cola   $72,674,712   (8.5)  21,515,780   (11.9)  1,480,034,560   (11.0)
Sweeney Enterprises   $7,668,937   (4.1)  3,065,839   (4.5)  180,884,512   (4.5)
Johanna Foods   $5,113,557   30.0   2,313,879   30.0   135,402,880   30.6 
Dean Foods   $4,487,043   42.4   1,487,723   40.4   111,751,344   34.2 
Odwalla   $2,874,746   (5.2)  510,223   (5.1)  25,196,206   (9.5)
Freshco   $2,351,527   4.3   675,823   (7.1)  31,836,712   (4.4)

BUTTER $543,632,626 -2.2% 149,502,170 4.2% 143,014,763 1.6%
Private Label $257,118,162 -8.2% 71,402,321 1.2% 76,835,918 -3.7%
Land O’Lakes $164,329,408 0.0% 43,992,662 0.7% 37,455,522 3.8%
Challenge Dairy Products $34,677,833 46.3% 10,177,929 67.0% 9,602,410 79.4%
Irish Dairy Board $15,674,473 67.1% 4,417,077 74.2% 2,235,265 74.3%
Keller’s Creamery $14,691,836 1.7% 4,668,441 8.0% 3,429,247 10.1%
Tillamook County Creamery $7,141,999 0.2% 1,625,379 1.5% 1,625,379 1.5%
Cabot Creamery $6,483,787 15.5% 1,791,297 28.4% 1,758,902 30.0%
Crystal Farms $5,477,018 -37.9% 1,548,619 -36.6% 1,453,526 -37.7%
Darigold $3,769,170 -1.6% 1,035,005 5.6% 1,035,005 5.6%
Dairy Farmers of America $3,043,829 -8.1% 950,571 -7.7% 528,780 -10.6%

NATURAL CHEESE-SLICES $494,074,162 6.8% 153,017,298 12.0% 80,065,503 11.5%
Private Label $189,346,183 2.5% 63,865,475 8.6% 33,813,778 7.5%
Sargento $132,055,520 8.2% 43,750,589 16.4% 20,573,951 17.2%
Kraft Heinz $52,981,568 9.0% 19,060,312 12.8% 9,088,597 11.2%
Tillamook County Creamery $21,597,175 23.4% 4,524,800 29.3% 3,329,103 24.3%
Belgioioso $15,362,192 12.7% 2,453,779 16.3% 2,254,649 12.8%
Crystal Farms $13,743,119 12.7% 3,979,012 15.7% 2,171,154 17.2%
Dairy Farmers of America $9,019,498 1.9% 3,390,211 5.9% 1,482,560 4.1%
Boar’s Head/Brunckhorst $7,838,121 26.5% 1,200,700 23.4% 589,886 23.6%
Land O’Lakes $4,934,329 2.3% 1,190,773 3.4% 555,849 3.3%
Applegate Farms $4,503,817 5.6% 800,632 3.9% 407,605 1.8%

COFFEE CREAMER $481,730,534 4.7% 154,825,065 3.3% 304,742,284 5.8%
Nestlé USA $271,573,472 4.9% 80,666,959 3.6% 164,812,167 4.9%
WhiteWave Foods $139,898,354 8.8% 47,447,297 8.1% 88,406,981 11.4%
Private Label $42,737,249 -0.4% 16,577,260 -0.2% 34,140,162 1.1%
HP Hood $20,401,839 -19.3% 7,830,823 -22.0% 12,797,067 -12.4%
Bay Valley Foods $1,852,651 -11.0% 512,556 -13.5% 1,458,778 -11.1%
Baileys $1,598,017 * 626,977 * 954,524 *
Califi a Farms $1,312,042 * 279,934 * 559,868 *
Shamrock Foods $1,145,942 6.9% 449,712 9.1% 899,425 9.1%
Darigold $862,702 13.5% 266,371 10.0% 532,743 10.0%
Hiland Dairy Foods $209,347 13.2% 94,974 13.9% 94,974 13.9%

PrCSSD/iMitation CHeeSe-SLCS $432,287,758 -8.0% 129,160,748 -6.3% 119,428,607 -5.5%
Kraft Heinz $251,712,019 -5.4% 67,721,136 -4.3% 63,991,119 -4.4%
Private Label $111,370,532 -14.2% 36,922,759 -9.0% 35,858,618 -7.5%
Dairy Farmers of America $34,301,398 -12.1% 14,428,990 -12.3% 10,733,585 -11.2%
Land O’Lakes $7,412,994 -1.3% 1,111,925 -0.9% 1,513,959 -1.3%
Crystal Farms $5,151,419 -12.2% 1,325,239 -14.5% 1,323,400 -11.6%
Schreiber Foods $4,352,551 22.4% 1,994,353 50.9% 1,554,155 42.4%
Galaxy Nutritional Foods $2,524,461 -16.2% 757,192 -16.2% 344,010 -16.4%
Boar’s Head/Brunckhorst $2,462,933 37.1% 396,590 33.7% 198,295 33.7%
Bongards’ Creameries $2,101,084 7.8% 293,532 27.0% 635,965 26.1%
WhiteWave Foods $1,782,854 25.8% 389,133 25.8% 194,566 25.8%

MARGARINE/SPREADS $316,299,922 -9.2% 137,714,238 -10.1% 192,624,907 -7.6%
Unilever Bestfoods $183,777,006 -9.4% 69,525,245 -10.1% 108,051,682 -7.0%
ConAgra $61,308,463 -3.0% 39,325,857 -6.2% 49,111,716 -3.5%
Boulder Brands $27,995,540 -19.6% 8,344,957 -19.4% 9,284,532 -19.4%
Private Label $16,473,178 -13.6% 9,855,675 -14.6% 15,173,767 -13.2%
Earth Balance $8,782,448 18.2% 2,140,211 21.2% 1,909,526 20.3%
Land O’Lakes $8,078,205 -12.8% 3,812,473 -9.9% 3,774,954 -10.0%
Olivio Premium Products $3,204,219 -16.3% 1,261,409 -24.1% 1,132,797 -19.8%
Ventura Foods $2,963,228 -28.9% 2,234,459 -25.5% 3,023,984 -26.8%
McNeil Consumer Healthcare $1,657,660 -10.8% 352,506 -12.5% 176,253 -12.5%
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ASIAN 
FOODS
As the category evolves and grows, 
new merchandising, bolder flavors 
with clean labels and regional cui-
sines are paying off. 

“Fifteen years ago, restau-
rants, retailers, and food-
service grouped Asian into 

one large bucket,” says Joe Kent, 
director of consumer brands for 
InnovAsian Cuisine, Tukwila, Wash. 
“But with so many regional differ-
ences and micro-trends, we are see-
ing greater consumer demand for 
bold and regional Asian-inspired 
flavors. This is especially true 
among Millennials, who are 80 mil-
lion strong and rising.”

‘WOULD SHOP FROZEN MORE’
For example, Kent notes that his 
company’s research shows that 49% 
of Millennials eat Thai food on a 
regular basis and 53% want more 
Southeast Asian meal choices in their 
local supermarkets.

What’s more, nearly 30% of Mil-
lennials would shop the frozen 
department more if there were a 
better selection of pan-Asian cuisine, 
according to the research. 

That’s powerful stuff. 
And since half of Mil-
lennials were regularly 
exposed to ethnic foods 
growing up, this trend is 
only beginning its climb. 
According to one survey, 
Asian foods make up 
nearly 10% of all frozen 
meals sold. But how do 
you ring the register with 
this information?  

For starters, InnovAsian 
and other Asian food man-
ufacturers urge retailers to 
establish an Asian destina-
tion within the frozen food 
aisle. Too often, they say, 

frozen Asian offerings are merchan-
dised in three or four different parts 
of the aisle. This hurts sales of Asian 
side dishes and appetizers, since 
consumers so often want to purchase 

these items with a main Asian meal. 
“I would not suggest that large 

brands like Lean Cuisine or Weight 
Watchers pull their Asian offer-
ings and merchandise in a different 
location,” notes Kent. “But brands 
like InnovAsian, P.F. Chang›s, Tai 
Pei and others are focused on Asian 
offerings. Why not put them together 
with an ‘Asian Meals’ sign in the 
aisle?” 

Two or three doors could be filled 

easily with single- and multi-serve 
Asian entrees, side dishes and ap-
petizers, he adds. And more thought 
to productive adjacencies — such as 
a door of value-added vegetables — 

could also help build sales. Kent sug-
gests considering putting an Asian 
section between single- and multi-
serve mainstream entrees. 

MEAL SOLUTIONS
“It should be easy for the consumer 
to walk down the aisle and find four 
or five items for a meal solution, 
all flowing together,” Kent says. He 
notes that long-term growth for the 
segment will be more likely with 

more frequent — but less 
deep — promotion. An-
other key: clean ingredient 
labels.

Millennials are not strong 
buyers of frozen entrees 
in general, but are eager 
to find more frozen Asian 
foods, he points out, adding 
that the category can add 
some needed spark to the 
department. “If they’re not 
shopping the aisle now, 
and we don’t collectively 
do something about it, why 
should we expect they will 
shop it in 15 years from now 
when we really need them,” 
he states. n

Asian Foods
In Restaurants

Top Dishes: Asian Noodles, Asian Salad, Specialty 
Sushi Roll, Curry and Asian Combo Meals. 

Fastest Growing: Fruit Smoothie, Chicken Value Meals, 
Create Your Own Combo, Asian Pork Dish, Veggie Bowl. 

Top Ingredients: Soy, ginger, basil, tea, sesame seed, 
lemongrass, pepper, wasabi, ponzu sauce and sriracha. 

18%: Increase in number of menu items in Asian res-
taurants since 2010. 

6.6%: Growth in number of Asian restaurant operators 
since 2010. 
Source: 2015 Technomic Inc. — Menu Monitor (www.technomic.com)  

More than half of Millennials want more 
Southeast Asian meal choices in their 
local supermarkets.
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YOU DESERVE 
ANOTHER 37%

CONTACT:
Joe Kent
18251B Cascade Avenue South
Tukwila, WA 98188
(425) 251-3706
joek@innovasiancuisine.com

* SOURCE:
Nielsen Scantrack Data, Total U.S. Dollar Sales – 

All Outlets Combined, 52 weeks ending 12/22/12, 
12/21/13, and 12/20/14 (vs. year ago)

INNOVASIANCUISINE.COM

Growth, that is. Actually, as our partner, you deserve 100% of the credit.

We’re proud to have grown dollar sales by at least 37% over the past three 
consecutive years*. This makes Innovasian Cuisine the fastest growing Frozen Asian 

brand* and one of the fastest growing brands in all of Frozen Prepared Meals. 

Thank you. And together, here’s to many more.

FROZEN ASIAN FROZEN PREPARED FOODS INNOVASIAN CUISINE
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PIZZA 
RISES AGAIN
Dollar sales are up as consumers 
seek out more premium varieties. 
Do you have the upscale options 
they’re looking for?

Despite a 2.7% decline in 
units, dollar sales of frozen 
pizza/snacks jumped 2.4% to 

$6.14 billion across all outlets com-
bined (except convenience stores) 
during the 52 weeks ended Oct. 24, 
reports Nielsen. A marked reduc-
tion in promotional support is one 
reason consumers are buying less 
but paying more (average price per 
pizza rose 22 cents to $3.37 in the 
past year). But the category’s slow 
but steady “premiumization” is also 
having an impact.

“Th e upper end is really driv-
ing category growth,” says Mike 
Pytlinski, senior brand director at 
Milwaukee-based Palermo’s (www.
palermospizza.com). In fact, he re-
ports, the company’s analysis of more 
than 3,600 individual SKUs tracked 
by Nielsen reveals sales of premium 
pizza ($5.50 to $7) jumped 9% in the 
past year, while sales of superpremi-

um, $7+ varieties shot up 54%, albeit 
off  a small base.

WINNING BACK MILLENNIALS
Th e problem, he continues, is that 
many retailers tend to build both 
their assortments and merchandis-
ing programs around mid- to low-tier 
products that hold little appeal for 
Millennials in particular. According 
to Nielsen, frozen pizza penetration 
among consumers under age 35 is 
approximately 75% (versus 68% for 

all consumers). “But that’s down 4 
percentage points from four years 
ago,” says Pytlinski. “And the buy 
rate is fl at.”

Since many Millennials are start-
ing families — and households with 
children eat more pizza — “Th ese 
consumers represent the future of this 
category,” he continues. “And their us-
age is eroding.” So fi rst and foremost, 
retailers need to off er more of the 
products these sophisticated shoppers 
are looking for. Th at means cleaner 

ingredient panels, meat-free off erings 
and unique, globally inspired fl avors, 
i.e. premium frozen pizza.

But it’s not enough to just carry 
more high-end frozen pizza, says 
Pytlinski. Retailers need to merchan-
dise it, too. “We often see retailers 
over-emphasize certain price points. 
But one way to grow the category is 
to display products in the $4, $5, $6 
and $7 range as well.” He adds, “Many 

products in this category never see a 
display, which hurts the entire seg-
ment. Retailers really need to show 
category vibrancy.” Even if you can’t 
dedicate a whole endcap to a premium 
brand, try displaying it alongside a 
more mainstream option so consum-
ers are at least aware that higher-end 
options do exist, says Pytlinski.

He’s also a big fan of digital media 
— the preferred form of communica-
tion for Millennials. “Younger con-
sumers don’t go to the store fi ve times 

a week, so you have to reach them via 
media they use more frequently,” he 
says. So a mobile coupon delivered 
through a retailer’s website or a post 
on its Facebook page will probably 
yield better results than an FSI or 
even an in-store demo. Combine the 
off er with more traditional in-store 
merchandising like a display, and 
you’ve got a winner, says Pytlinski.

Although it’s secondary to a strong 
assortment, cross-merchandising can 
also be an eff ective tool for frozen 

pizza growth. Tie-ins with 
other high-velocity frozen 
items like ice cream that 
also appeal to households 
with kids are a good 
choice as are complemen-
tary beverages like beer 
and soda. 

Another good idea is 
placing like products to-
gether so the $8 superpre-
mium brand isn’t next to 

the $3 value off ering. Not only does 
it make the section easier to shop, it 
helps eliminate the chance of sticker 
shock, says Pytlinski. 

WHO BUYS FROZEN PIZZA?
Two-thirds of U.S. households 
purchased frozen pizza in 2014, 
spending a total of $42.56 for the 
year, according to Nielsen Homes-
can Consumer Facts. More than a 
third of those dollars were spent on 
items sold on deal — lower than in 
the past but still higher than most 
categories. While Millennials (under 
35) do, indeed, overindex for frozen 
pizza, households headed by slightly 
older 35- to 44-year-olds indexed 
even higher. Not surprisingly, fami-
lies with children, especially teens, 
purchased a lot more frozen pizza 
than those without. Purchase rates 
were lowest among singles, especially 
older singles, and senior couples, 
lending credibility to the notion 
that there aren’t enough high qual-
ity single-serve options. Households 
in the Central and Southern U.S. 
bought more than those in the East 
and West, no surprise since those 
living in the country eat more pizza 
than their urban counterparts. n

FROZEN PIZZA/SNACKS SALES
Category $ Sales % Change Unit Sales % Change
Frozen Pizza $6,154,630,173 2.4% 1,740,756,324 -2.7%

All outlets combined, 52 weeks ended Sept. 26, 2015
Source: Nielsen



888-571-7181
3301 West Canal Street
Milwaukee, WI  53208

PALERMOSPIZZA.COM

We Are the Pizza Experts

INNOVATION - PASSION
QUALITY- INSIGHT
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FROZEN 
BREAD
& DOUGH
This key category helps draw 
Millennials down the frozen aisle. 
Make sure you’re ready for holiday 
sales!

With the holiday season 
upon us, the most impor-
tant thing for retailers to 

do is plan to have enough shelf stock 
of traditionally high-velocity items, 
including frozen bread and rolls. 

STAY IN STOCK!
There’s nothing more frustrating 
than running out of stock during 
FSI drops and family gatherings that 
revolve around holidays and iconic 
sporting events. For this reason, 
consider dual 
placements or extra 
facings for popular 
holiday items as 
well as additional 
backroom stock 
and enough help 
on the floor for 
restocking. 

Frozen bread and 
rolls are among the 
keys to the sea-
son. The category 
turned in cross-
channel sales north 
of $1 billion for the 
52 weeks ended 
Oct. 4, according to 
IRI, the Chicago-
based market 
research firm. And 
it looks to turn in 
strong results in 
the year ahead. 

One reason for 
that is the resur-
gence of garlic 
bread, spurred by 
product innova-

tion by the three major players in 
the segment. And it’s interesting to 
note that Columbus, Ohio-based T. 
Marzetti’s New York brand has seen 
80% of its growth coming from the 
Millennial generation. (The biggest 
hit with that group has been new soft 
pull-aparts.) 

With con-
cern about 
getting more 
Millennials 
down the 
frozen food 
aisle, New 
York’s digital 
media spend-
ing has gone 
from $0 a few 
years ago into 
the millions 
today. It’s 
also launched 
a Facebook 
page and 
has been reaching out aggressively 
on website banner ads and online 

coupons. And this fall, it is testing — 
in about 10,000 stores — a program 
where a smartphone app alerts users 
that one of the brand’s items is on 
sale. 

But apart from digital activity in 
the category, there are still plenty 

of tried-and-true promotions that 
can ring the register. Try putting 

together a meal solutions end-
cap featuring garlic bread with a 
frozen entrée, or rolls with green 
beans and a meat item. 

More than a few retailers have 
been moving to EDLP pricing on 
frozen bread and dough items, 
with considerable success. Cus-
tomers become less inclined to 
wait for a sale, and are more likely 
to make purchases when they see 
the product. 

So where does the category fit 
best within the traffic flow? That 
depends on the retailer, but it’s 
common to see frozen bread and 
dough next to pasta, or multi-
serve entrees. 

BRAND BLOCK WORKS
Within the category itself, retail-
ers report best results breaking 
out segments such as biscuits, 
garlic bread, and dinner rolls. 
Brand blocks work best within 
those segments. A scattershot ap-
proach generally produces a less 
appealing shelf display, and lower 
sales. n

Heavy User Spotlight
IncoMe: More than half of all frozen bread is pur-
chased by households earning more than $50,000, 
according to Nielsen Homescan Consumer Facts. But 
indices don’t vary terribly widely by income. For exam-
ple, households earning $50,000 to $69,999 index the 
highest at 116 and account for 17% of category sales. 
Households with income above $100,000 index at only 
102, but account for 22% of sales. The basic pattern 
here is the same for rolls, biscuits and muffins. 
HouSeHolD SIze: No surprise that one- and two-
member households index low for frozen bread. But 
three- and four-member households index at 136 and 
account for 40% of volume. Larger households index 
at 172 but account for only 19% of sales. Two-member 
and three- to four-member households index higher 
than average and account for 72% of sales of frozen 
rolls, biscuits and muffins. 
AGe: When the female head of the household is 
under 35, frozen bread indexes at 131. This group 
accounts for 21% of sales. Households headed by 
women aged 35-44 index at 143 but make up 19% 
of sales. Indices for frozen rolls, biscuits and muffins 
show fewer peaks and valleys, but households with 
female heads under 35 index below average.

Innovation has been sparking gains in garlic bread.



T. Marzetti Company      1105 Schrock Rd.      P.O. Box 29163      Columbus, OH 43229-0163
614-846-2232      Fax 614-842-4186      www.marzetti.com      www.sisterschuberts.com
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ITALIAN FOODS
It’s a huge category, and there’s room to gain highly 
profi table incremental sales with the right strategies. 

There’s strong opportunity for growth in frozen 
Italian entrees, especially if you focus on clean 
ingredients lists and creative merchandising. 

5TH LARGEST
For starters, it’s a huge market, so even small incremen-
tal gains produce large bumps in dollar volume. During 
the 52 weeks ended Oct. 24, 2015, sales hit $2.3 billion, 
making frozen Italian entrees the fi fth-largest of the 52 

frozen subcategories tracked 
by Nielsen.*

What’s more, Ital-
ian foods are the most 

popular ethnic cuisine 
in the United States, 
with high household 
penetration of frozen 
entrees in supermar-
kets. Nearly half of 

consumers say they 
became interested in 

ethnic cuisine by 
seeing items on 
restaurant menus. 
So how do you get 
more Italian foods 
into shoppers’ 

baskets?
Industry 

observers say 
it’s vital to 
have clean 
ingredients 
statements 

to fi t in with 
the trend toward healthier foods. And if you’re targeting 
Millennials like everyone else, you know that this seg-
ment of the population is big on reading ingredient lists 
and big on believing that frozen food 
is “too processed” and full of preserva-
tives, fi llers and unhealthy additives. 

Unfortunately, supermarkets have 
often been in a race to the bottom on 
pricing, so low-end, unhealthy prod-
ucts are helping scare Millennials 
away. BOGOs and deep discounting 
help add to the low-quality perception. 

Your Italian food off erings needn’t 
be the healthiest things on the planet. 
But they should taste good, lean to-

ward “better-for-you” and have pronounceable ingredients 
whenever possible. 

Such high-quality foods produce a higher ring and at-
tract upscale shoppers who spend more on bigger baskets 
and cross-merchandised items. Research from Mintel, 
the Chicago-based market research fi rm, shows that the 
highest-income earners are signifi cantly more likely than 
average to say they 
are willing to spend 
more for authenticity, 
indicating room ex-
ists for higher-price-
point off erings that 
highlight tradition 
and authenticity.

One key, of course, 
is to meet shopper 
demand for a com-
plete meal. Cross-
promoting frozen 
Italian entrees with 
everything from gar-
lic bread to ice cream 
can build sales. So 
can providing shop-
pers with credible 
information in fl iers 
and on shelf talkers. 

Take a page from 
the book of Stew 
Leonard’s, the Con-
necticut supermarket 
icon that features 
fun signage and 
entertainment (think 
“singing cows”) in the aisles. Or check out how well HEB 
does meal deals and demos. Above all, don’t ever let your 
frozen food (and Italian food) section be boring! n

*Michael Angelo’s calculation based in part on data reported 
by Nielsen through its Nitro Service for the frozen foods 
department for the 52-week period ended Oct. 24, 2015, for 
the U.S. market and xAOC channel, according to the Nielsen 
product hierarchy. Copyright © 2015, Th e Nielsen Company.

nielsen’s
italian Food Factoids

Here’s a quick look at
single-serve Italian entrees, 

according to Nielsen Homescan 
Consumer Facts. 

Household penetration: 57.3%
Average $ spent per year 
by purchasing households: $29.43 
Average days between purchases: 38.4
Item units per trip: 2.1
Repeat buyers: 71.9%
Percent sold on deal: 31.1%
Percent of $ in supermarkets: 62.1%
Percent of $ in supercenters:  24.1%
Percent of $ in club stores:  6.6%

There were no major variations 
(indices above 120 or below 80) in 
consumer purchase habits based 
on income, household size, age, 
etc., except for no-brainers such 
as somewhat higher skewing in 
households with children and 
higher income.  

the 52 weeks ended Oct. 24, 2015, sales hit $2.3 billion, 
making frozen Italian entrees the fi fth-largest of the 52 

frozen subcategories tracked 
by Nielsen.*

What’s more, Ital-
ian foods are the most 

popular ethnic cuisine 
in the United States, 
with high household 
penetration of frozen 
entrees in supermar-
kets. Nearly half of 

consumers say they 
became interested in 

ethnic cuisine by 
seeing items on 
restaurant menus. 
So how do you get 
more Italian foods 
into shoppers’ 

baskets?
Industry 

observers say 
it’s vital to 
have clean 
ingredients 
statements 

Restaurant Trends
Top Dishes: Angel Hair Pasta/Spaghetti, Mostaccioli/Penne, Calamari, Ravioli. 
Fastest Growing: Torta, Tagliatelle, Caesar Salad, Filet/Filet Mignon. 
Top Ingredients: Tomato, Cheese, Chicken, Pasta/Noodles, Garlic, Sauce. 
Top Flavors: Tomato, Garlic, Espresso, Parmesan, Onion, Basil, Mozzarella. 
9.1%: Increase in number of menu items in Italian restaurants since 2010. 
0.5%: Growth in number of Italian restaurant operators since 2010. 
Source: 2015 Technomic Inc. — Menu Monitor (www.technomic.com)   
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REINVENTING 
FROZEN JUICE
Sales continue to fall, but retailers that make room 
for unique, new varieties with Millennial appeal can 
reverse the trend.

Sales of frozen juices 
and drinks continue to fall 
as consumers opt for a growing 

number of more convenient, ready-
to-drink beverages. As a result, “A lot 
of retailers are walking away from 
the category, letting it continue to 
trend downward rather than trying 
to turn it around,” says Dana Symons, 
marketing manager at Sparta, Mich.-
based Old Orchard (www.oldorchard.
com). “It’s become a bit of a self-fulfi ll-
ing prophecy.”

During the 52 weeks ended Oct. 
24, dollar sales across all outlets 
combined, excluding convenience 
stores, fell 10.4% to $314,193,000, 
while units tumbled 12.2%, accord-
ing to Nielsen. But there have been a 
few bright spots, most notably cocktail 
mixes and lemonade, both of which have 
seen sales expand recently. Th e challenge 
is convincing retailers that are allocating less 
space to frozen juices to make room for these 
hot-selling newcomers. Since more 
real estate probably isn’t in the cards, 
Symons says stores should try to “fi x 
the mix” instead.

‘FIX THE MIX’
“A lot of stores have only one door of frozen juice, and half 
of that is devoted to orange juice,” she 
explains. So cut back on the O.J. and 
use that space to broaden the assort-
ment, especially mixers and lemonades 
that extend the category into other 
dayparts — and also appeal to Millen-
nials and younger consumers who may 
be unfamiliar with the category. 

Another way retailers can make 
room for more unique fl avors (think 
Watermelon Cucumber Lemonade and Iced Chai Tea 
Latte) is to carry just one national brand and one private 
label, eliminating secondary brands that only off er one 
or two duplicative SKUs. In most cases, consumers who 
shop this category are looking for a particular fl avor, not a 

specifi c brand, so two of each is more than enough. But if 
you’re going to duplicate fl avors, consider adding an open-
ing price point line for budget-minded consumers seeking 
lowest cost per ounce. “And then call it out with a shelf 
tag or other signage so the savings are front and center,” 
says Symons.

One of the best ways to draw attention to frozen juice is 
through cross-merchandising with com-

plementary items. Pairing it with frozen 
breakfast items in an endcap display is 

ideal because even consumers who 
don’t go down the frozen aisle will 

still see it, says Symons. But combining frozen 
juice with other items helps promote the idea that 

juice isn’t only for breakfast, she adds. In fact, 
many consumers use frozen juice with frozen 

fruit to create smoothies. If an endcap display 
isn’t possible, try putting frozen juice adjacent to 

frozen fruit in the aisle (with frozen breakfast on the 
other side). Just seeing the two items next to each other 

will help consumers make the connection.
When products can’t be merchandised together physi-

cally, retailers and manufacturers can link them together 
with cross-couponing. For example, says Symons, Old 
Orchard recently completed a Catalina program that 
off ered shoppers who bought frozen fruit a coupon for 
frozen juice and a recipe with the tagline “Juice up your 
smoothie.” Th e company would also like to partner 
with liquor companies by placing a coupon for its frozen 

mixers on bottles of rum or tequila. But retailers can also 
combine those products in ads and weekly circulars.

WHO BUYS FROZEN JUICE?
Only 20.4% of U.S. households purchased frozen juice/

drinks at least once in 2014, with the average family 
spending $4.19 per purchase occasion, $14.06 for 
the year, according to Nielsen Homescan Consumer 
Facts. Except for the poorest households, dollar 

volume indices were similar across households with 
diff erent incomes. Not surprisingly, though, they were 
much higher in larger households as well as in those 

with children, especially teens. Th e biggest users were 
those described as “bustling families,” but senior couples 
and start-up families also over-indexed for frozen juice. 
Purchase frequency was signifi cantly higher in the West 
and Central U.S. and lowest in the East and South. n 

FROZEN JUICE SALES
Category $ Sales % Change Unit Sales % Change
Frzn Juices/Drinks $314,193,000 -10.4% 175,450,983 -12.2%

All outlets combined, 52 weeks ended Oct. 24, 2015
Source: Nielsen
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FROZEN BREAKFAST SALES
Category $ Sales % Change Unit Sales % Change
Frozen Breakfast $3,034,365,032 2.4% 888,804,712 -2.7%

All outlets combined, 52 weeks ended Oct.. 24, 2015. Source: Nielsen

BREAKFAST RISES 
AND SHINES
But by tweaking assortments and making the section 
easier to shop, retailers could drive even more growth.

Thanks to strong gains in the bowl and handheld 
segments in particular, sales of frozen break-
fast foods topped $3.03 billion across channels 

(excluding c-stores) during the 52 weeks ended Oct. 
24, a 2.4% increase compared with the same 
period a year ago, reports Nielsen. However, 
units fell 2.7%, refl ecting a shift to better-
quality natural and organic options as well 
as those with protein. Th e discrepancy also 
highlights a signifi cant decrease in mer-
chandising support, making effi  cient use of 
remaining funds even more critical.

So what really moves the needle? Manufac-
turers say it all starts with proper assortment. 
Th e three biggest trends in the category are 
protein, portability and better-for-you, but the 
section remains heavy on waffl  es that off er 
none of those attributes. So consider giving 
just a bit of that space to newer items that 
check off  more of consumers’ boxes. And don’t 
go overboard on the family-size packages. 
Th ey take up a lot of real estate. And with so 
many new options in the section, shoppers 
may want to experiment before committing to 
a large size.

To grow the category, “Retailers should focus on creat-
ing diversity in their frozen breakfast off erings,” agrees 
Amanda Osorio, marketing manager for Pennsauken, 
N.J.-based J&J Snack Foods (www.jjsnack.com), maker 
of the new Mary B’s Biscuit Melts lineup. But they also 
need to make the category easier to shop by organizing it 
better. Overhead signage, door clings, even a color-coded 
shelf system can help consumers navigate what many say 
is a very confusing section. 

Retailers should also think long and hard about opti-
mal product adjacencies in order to drive cross-shopping. 
What would go well with those frozen breakfast sand-
wiches that consumers aren’t buying now? Some manu-
facturers also suggest maintaining a clear delineation 
between protein and non-protein off erings, while others 
recommend putting healthy options next to their more 
traditional counterparts in order to trigger a better-for-

you purchase.
But how to get consumers to visit the frozen breakfast 

section in the fi rst place? One study showed that only 18% 
of consumers who come through the door actually walk 
past the frozen breakfast category. Of those, however, 
nearly half will make a purchase. So the key is getting 
them to the section. “Retailers need to fi nd new ways to 
draw consumers’ attention and create excitement,” says 
Osorio, citing signage, fl oor stickers and header boards.
Or, if that’s not enough, try driving shoppers to frozen 
breakfast from higher-traffi  c areas like the dairy depart-
ment through cross-promotion with products like orange 

juice or milk.
While those strategies can 

help attract shoppers when 
they’re already in the store, other 
manufacturers suggest driving 
awareness before consumers hit 
the store (via coupons, FSIs, etc.), 
so frozen breakfast purchases are 
planned in advance.

When all else fails, endcap 
and other secondary displays 
are a great way to reach con-
sumers who just won’t go down 
the frozen aisle. Even better 
is breakfast solution display 
featuring a whole host of com-
plementary products. Osorio 
particularly likes displays built 
around a particular theme — 
back-to-school, better-for-you, 
breakfast on the run, Cinco de 

Mayo, etc. “Other departments throughout the store 
celebrate diff erent holidays and themes. Why not fro-
zen breakfast, too?” she asks.

WHO BUYS FROZEN BREAKFAST?
Nearly 45% of households purchased a frozen breakfast 
product in 2014, spending an average of $31.74 annually, 
according to Nielsen Homescan Consumer Facts. House-
holds with annual incomes in excess of $70,000 overin-

dexed for the category and accounted for 
41% of total dollar volume. Th e biggest 
purchasers were three- to four- and two-
member households, with each accounting 
for about a third of total dollar volume. 
Except for the youngest  (under 35) and 
oldest (over 65) households, purchase in-

dices didn’t vary much by age. Same for households with 
and without children, though those with teens indexed 
signifi cantly higher than average while those with kids 
under age six indexed signifi cantly lower. Purchases were 
most common among older bustling families, followed by 
empty-nest couples and established couples, the latter of 
which accounted for the highest percentage of category 
dollar volume (17%).  n

The three biggest trends are 
protein, portability and better-
for-you.



AMERICA’S FAVORITE COOKIE and OREO are registered trademarks of Mondeléz International group, used under license.

· AMERICA’S FAVORITE COOKIE® is now available as a melt-in-your-mouth chocolate stu�ed churro
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Will bringexcitement to your freezer door!

Will bringexcitement to your frozen dessert doors!

Will bringexcitement to your frozen dessert doors!

Will bringexcitement to your frozen dessert doors!



28 www.frbuyer.com  DECEMBER 2015

MERCHANDISING REPORT

RTD MEAL REPLACEMENT SALES
Category $ Sales % Change
RTD Meal Replacements $2,205,026,606 4.7%
Organic Only (95%+) $16,276,956 111.1%

Multiple outlets, 52 weeks ended Oct. 4, 2015
Source: IRI: SPINS Conventional

PROTEIN 
DRINKS UP
But since the category is still new, 
retailers need to merchandise these 
beverages where consumers can 
fi nd them: in grab-and-go and dairy 
coolers.

During the 52 weeks ended Oct. 
4, sales of ready-to-drink meal 
replacements jumped 4.7% 

to $2.21 billion across conventional 
outlets, reports Schaumburg, Ill.-
based SPINS. But sales of organic 
meal replacements shot up 111.1% 
to $16.28 million. “Traditionally, 
this category has been populated by 
products with 40-plus ingredients, 
many of which consumers couldn’t 
pronounce,” says Nicole Mydy, 
innovation manager at LaFarge, 
Wis.-based Organic Valley (www.
organicvalley.coop). But in an eff ort 
to meet changing consumer expec-
tations, “A lot of the new entries are 
natural or organic with very clean, 
simple ingredient statements.”

Th at’s partly because the category 
is attracting new users. While tradi-
tional meal replacements like Ensure 
and Boost are often used by the 
elderly or ill to balance nutritional 
defi ciencies, newcomers are aimed 
at individuals at the other end of the 
spectrum: athletes looking to boost 
performance. And for those consum-
ers, says Mydy, it’s all about protein.

“Th ey know that protein is needed 
both during and after a workout,” she 

explains. “But even more moderate 
users understand that protein helps 
keep them fuller longer.” In fact, she 
adds, a handful of retailers have cre-
ated protein sets, featuring protein 

drinks like Organic Valley’s new 
Organic Fuel and Organic Balance as 
well as string cheese, nuts, beef jerky 
and other high-protein snacks. But 
in most stores, says Mydy, protein 
drinks should be merchandised in 
the grab-and-go cooler with other 
value-added, single-serve beverages 
and in the dairy department with 
other milk products. 

PROPER PLACEMENT CRITICAL
“Since [protein drinks] is a relatively 
new category, it’s important for 
consumers to be able to fi nd them 
where they’re already shopping,” she 
continues. Yes, many are shelf-stable, 
but consumers will look for milk-
based protein drinks like Organic 
Valley’s in the cooler — not on the 
shelf with nutritional supplements or 
isotonics. “Our numbers support the 
fact that the cooler is where protein 
drinks belong,” adds Mydy. “Th at’s 
where they’ve had the most success.” 
Retailers that really want to elevate 
the profi le of these items should also 
consider placing them in coolers at 
checkout where better-for-you waters, 
juices and smoothies are also grabbing 
space from carbonated soft drinks.

Mydy says protein drinks are 
high-frequency, high-consumption 
products, and users typically buy four 
or more bottles per shopping trip 
— upwards of 100 bottles per year. 
So it’s important to off er money-
saving multi-packs. “But having the 
products available as singles in the 
grab-and-go and dairy coolers is 
critical, especially during launch, 
when consumers aren’t familiar 

enough to commit 
to buying a four-
pack.” She adds, 
“Retailers that sell 
both single bottles 
and four-packs 
sell signifi cantly 
more bottles than 
those that sell 

only one of the two confi gurations.”
Retailers that do off er both 

should use on-shelf signage to move 
consumers between the two sets, 
especially if singles are off ered in 

coolers and multi-packs in center 
store. Other signage — shelf tags, 
danglers, blades, etc. — can be used to 
highlight new protein drinks and/or 
their nutritional benefi ts. For example, 
“Our Organic Fuel is in coolers at 

7-Eleven with like beverages, so we’ve 
added clings that deliver the protein 
message,” says Mydy.

Although cross-merchandising 
refrigerated products with shelf-
stable items can be diffi  cult, it’s a 
great way to drive awareness of new 
protein drinks. High-protein snacks 
are an obvious choice, but consider 
other products favored by athletes as 
well — sports equipment, nutritional 
supplements, topical pain relievers, 
etc. And products don’t have to be 
merchandised together physically. 
Th ey can be featured in the same ad 
or a coupon for one can be off ered on 
the other.

Mydy says protein drink 
consumption is highest among 
consumers 18 to 49. Higher protein 
products that are used for post-
workout recovery and muscle-
building are equally popular among 
men and women. But lower-protein 
options with fewer calories and 
less sugar appeal more to women, 
who often use them as a convenient 
breakfast or mid-day snack. n



The #1 Always Organic Dairy Brand!

ORGANIC  
ON THE WAY!

The #1 Always Organic Dairy Brand!
Source: SPINSscan, 52 weeks ending 11/01/15 © Organic Valley 2015-10046

Organic single-serve milk is growing 46% in convenience.
Upgrade your grab-and-go coolers with the wholesome, organic options your  
consumers want. Only Organic Valley offers a portfolio of adult-sized,  
shelf stable, organic milk, protein and recovery beverages.

Find out more at www.OrganicValley.coop
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ON THE WAY!

Organic single-serve milk is growing 46% in convenience.
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TOP 
DOGS
SPEAK
Selected out-takes from 
recent conference calls with 
securities analysts, courtesy 
of SeekingAlpha.com. 

 
THE FRESH MARKET 
From Nov. 19 third quarter conference call. 
Rick Anicetti, president and CEO: With regard to the 

center store, it’s a signifi cant portion of the 
real estate in our stores, it’s about 40% of the 
space… I’m talking about non-refrigerated 
non-perishable space, which is… easily adapt-
ed at a low cost. And that 40% of the space is 
generating currently about 20% of sales. On 
a per-square-foot basis, it’s not generating 

the kind of performance that we would like to… We are 
going to be able to tie a customer e-mail or phone address, 
initially we’ll have their home address and tie that to their 
method of payment, and that includes cash, debit, credit, 
and check. We’ll begin to be able to communicate on a 
unique basis with individual customers based on their 
demographic profi le, their shopping profi le, their affi  n-
ity, their price sensitivity, and be able to start delivering 
unique off erings that may be diff erent from guest to guest, 
based on the information of their shopping behavior. 

DEAN FOODS
From Nov. 9 third-quarter conference call. 
Gregg Tanner, CEO: DairyPure has given us our fi rst 
multibillion-dollar brand within our product portfolio. It 

has annual retail sales projections 
of about $2.5 billion or about $4 
billion when adding foodservice 
and other distribution outlets… 

DairyPure is already in six times more households than 
any other national white milk competitor brand. Since 
launch (in April), our dollar and unit velocity has im-
proved in each consecutive month… For our retail part-
ners, DairyPure has enabled us to rationalize over 1,000 
UPCs down to fewer than 300 nationally. While we’ve 
retained our regional brands on the labels because of the 
equity associated with them, DairyPure has allowed us 
to be able to reach more consumers through advertising 
and coupons, and has enabled an upcoming cross-brand 
promotion within one of our largest customers.

LIFEWAY FOODS
From Nov. 9 third-quarter conference call. 
Julie Smolyansky, CEO: According to SPINS, today the 
natural channel is an $11.5 billion market opportunity. 
Growth of natural products was 
up 12% in 2015 compared to last 
year, and these products resonate 
strongly with shoppers at specialty supermarkets and 
increasingly at traditional grocery, mass and club retail-
ers… So just making sure that we can reach those (online) 
shoppers… one thing that’s really in development right 
now, is things that are easy to ship through online delivery 
system, so less perishable products, more things that we 
can sell Lifeway branded probiotics that are shelf-stable. 

WHITEWAVE FOODS 
From Nov. 9 third-quarter conference call. 
Gregg L. Engles, chairman and CEO: Silk cashew milk 
continues to grow nicely. And although we believe it has 
sourced some volume from almond milk, it also ap-
pears to be drawing new consumers to the plant-based 
category. We are experiencing 
signifi cant growth in our Silk 
yogurts, with strong velocities as 
we continued to expand distribu-
tion and begin marketing these 
products. Our So Delicious plant-
based desserts and novelties had a strong summer season, 
driven by our fantastic-tasting cashew milk ice creams 
with coconut whipped toppings. High single-digit growth 
in organic packaged salads and a signifi cant increase in 
our nascent, but rapidly growing frozen food portfolio 
was partially off set by our continued strategic decision to 
rationalize sales of lower margin fresh fruits… Th e plant-
based yogurts segment as well as the non-dairy frozen ice 
cream and novelties space (are) both growing over 30% 
and 20%, respectively. 

HIGH LINER FOODS
From Nov. 7 third-quarter conference call. 
Keith Decker, president and CEO: In regards to raw 
material costs, we expect to start realizing cost savings on 
certain key species late this year and into next year. In the 
third quarter, promotional spend-
ing was increased to help improve 
sales volume trends, and served to 
help lower the price of our prod-
ucts to customers, in advance of the 
company starting to realize expected lower raw material 
costs… We would intend to invest some of that improved 
pricing back into promotional activity… I think that the 
lower prices coming through will defi nitely help to spur 
additional promotions and additional volume through the 
system… If you think about the customers, they have the 
ability to interplay multiple species in terms of how they 
are going to promote them, to hit ideal price points. n
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GOBBLED UP AT THANKSGIVING
Thanksgiving week sales index

   0    100    200    300    400    500    600 700    800    900
Source: Nielsen Answers, total U.S., all outlets combined (plus convenience), 52 weeks 
ending Dec. 27, 2014 (vs. year ago), UPC-coded only
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COOL INSIGHTS

Todd Hale

‘TIS THE
SEASON
Winning the seasonal frozen and refrigerated food 
shopper is an important driver of year-over-year 
growth. 

BY TODD HALE

While stories about Black 
Friday and Cyber Monday 
dominate media cover-

age of the retail industry leading up 
to Christmas and Hanukkah, you can 
bet retailers have their eye on year-
end holiday food shopping as well. My 
local Kroger has some hot deals on 
holiday candy, while also gearing up for 
Th anksgiving. During the second week 
of November, Meijer began promoting 
50% off  frozen turkeys with the purchase 
of $20 or more on the same trip. Th ey 

obviously want to get a jump 
on Th anksgiving meal shop-
ping and recognize that tur-
keys are just part of the huge 
year-end food spend. 

HAPPY HOLIDAYS
An impressive array of catego-
ries from the dairy, deli and 
frozen departments generate 
signifi cant sales lifts during 
Th anksgiving week. Across 
22 Nielsen-defi ned catego-

ries, the percentage of dollar sales during 
the week is between 1.2 and more than eight 
times greater than average weekly percent-
age of sales across the store. While three 
frozen categories get the most bang (frozen 
prepared stuffi  ng, frozen whipped top-
ping and frozen sweet goods), the list of top 
gainers includes an equal number of dairy 
department categories (whipped topping, 
butter, cream cheese, etc.).  

But sales begin to rise long before Th anks-
giving week. In support of Meijer’s frozen 
turkey promotion, check out the sales build 
for butter, frozen whipped topping and 
frozen prepared stuffi  ng in the fi ve weeks 
leading up to Th anksgiving week. Yes, sales 
during Th anksgiving week and the week 
prior are hugely important, but sales during 
the entire six-week period are between 50% 
and 190% greater for these three categories. 
Clearly, retailers and manufacturers that 
get an early jump on the season have a lot to 
gain on their competitors.  

A wide variety of frozen and refriger-
ated categories bring joy during Christmas 
week as well. While the same three frozen 
categories get the most sales lift Christmas 

PRE-HOLIDAY SALES LIFTS
Percentage of category $ sales

weeks before thanksgiving Butter Frozen whipped topping Frozen Prepared Stuffi ng
Thanksgiving Week 4.6% 8.0% 16.9%
1 Weeks Before 3.3% 3.4% 7.8%
2 Weeks Before 2.7% 1.9% 3.8%
3 Weeks Before 2.6% 1.6% 2.5%
4 Weeks Before 2.1% 1.5% 1.3%
5 Weeks Before 2.1% 1.5% 1.3%
Cumulative % 17.4% 17.9% 33.6%
Expected % 11.6% 11.6% 11.6%
Index 150 154 290
Source: Nielsen Answers, total U.S., all outlets combined (plus convenience), 
2014 Thanksgiving season, UPC-coded only
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CONSISTENT SELLERS
# of weeks with weekly sales indices

between 95 and 105

Source: Nielsen Answers, total U.S., all outlets com-
bined (plus convenience), 52 weeks ending Dec. 27, 2014 
(vs. year ago), UPC-coded only
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retail, club store or national brand the consistent quality of Request Foods. We Make Your Brand ... Better.

week as Thanksgiv-
ing week (followed 
by frozen dips, 
baked goods, gravy 
and sauce, sausage 
and appetizers), 
the dairy depart-
ment really benefits 
across a number of 
large and smaller 
selling categories. 
Those listed among 
the top 20 include 
baked goods, cream 
cheese, butter, 
whipped topping, 
sour cream, dips 
and eggs. 

EVERYDAY HEROES
Based on the number of weeks they achieve a weekly 
sales index between 95 and 105, a sizeable number of 
frozen and refrigerated categories deliver strong sales 
week in and week out. It’s no surprise to see milk in the 
lead, but it’s interesting to see the weekly draw by deli 

department categories, including in-
store meals, refrigerated meals, Mexican 
tortillas, dips, and sushi. Note that three 
large frozen categories almost made 
the top-10 list: frozen pizza (28), frozen 
entrées (27) and frozen pancakes, waffles 
& French toast (27). 

Manufacturers in these categories 
need to work with their retail partners 
to ensure they receive sufficient ongoing 
support for categories that provide con-
sistent levels of traffic and spending.

KEY TAKEAWAYS
Look for opportunities to make the most 
out of categories that sell well seasonally 
as well as those that deliver consistent 
sales week in and week out. Winners will 

be those retailers that understand weekly consumer 
demand and use that knowledge to support innovation, 
advertising and merchandising initiatives.  n

Retail insights thought leader Todd Hale is the former 
senior vp of consumer and shopper insights at Nielsen 
and is principal at Cincinnati-based Todd Hale LLC. 
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JOHNNY’S COLUMN

LEARNING FROM
C-STORES
They may not be a big threat to your business right 
now, but you can learn from some of the things they do 
really well. 

BY JOHNNY HARRIS

Supermarkets need to 
take a close look at what 
convenience stores are 

doing these days. No, not 
because C-stores are going 
to steal away their sales of 
eggs, milk and ice cream. But 
because supermarket opera-
tors can steal away some 
good ideas they can use in their own stores. 

FIRST WITH GAS PUMPS
After all, it was C-stores that put in gas pumps before 
anybody else did. Or was it gas stations that turned 
themselves into C-stores? Doesn’t matter. Th e point 
is that C-stores led the way on fuel sales, and now gas 
pumps are sprouting at more and more supermarkets 
every day. 

And come to think of it, C-stores led the way with 
foodservice and meal solutions, too. Th ey may have 
started with those day-old hamburgers under 200-watt 
light bulbs and hot dogs being rolled around in circles 
on those little heaters, but they’ve come a long way. 

Well, at least some of them have. You still can fi nd 
lots of fi lthy C-stores with muggers in the parking lot, 
day-old burgers under the bulb and the sole clerk having 
a cigarette break out back.

I’m not talking about them. But have you ever taken the 
time to go to really good C-stores, like QT or Wawa, and 
study their foodservice operations with an eye to what’s 
working well? Considered ways you could duplicate or 
adapt an idea or two, and involve frozen or dairy into that 
idea in your own stores? Chances are you haven’t. 

Th at’s at least partly because the bad apples give the 

whole channel a bad name. And even most of the decent 
C-store chains don’t pay much attention to frozen and 
dairy. In my book, that’s their loss and our gain. But if 
the C-store folk ever wake up, they can be dangerous. 

You might be able to steal away some of the ideas 
they use for customer engagement. Down where I live 
in South Carolina, I’ve become sort of a regular at QT 
stores (www.quiktrip.com). Can’t say enough good 
about them. 

Th e $11 billion company is based in Tulsa, Okla., and 
has more than 700 stores in 11 states. Th ey look to be the 
dominant C-store in their markets, with high-volume 
locations. I’ve never been in one that wasn’t busy. 

Th e stores are always clean, and they’ve got several 
people working in them at any one time. Th ere’s more 
than one checkout, so you’re in and out quickly, and you 
don’t feel like you’re going to get mugged while you’re 
behind a gondola, trying to buy some OJ. I’ve been in 
full-line grocery stores where there’s less staffi  ng. 

Th eir line of food to go is extensive and well-merchan-
dised, and you can learn about it on Facebook, Twitter, 
Instagram and their Web site. Th ere’s even an app you 
can download — I get two or three e-mails a week from 
them off ering a free drink 
or $1 off  a sandwich or 
whatever. It keeps them 
top-of-mind without be-
ing annoying.

None of this is to say 
the C-stores are the 
be-all and end-all. Th ey 
aren’t. But some of them 
defi nitely bear watching, 
especially as top industry 
execs play their never-
ending game of musical 

chairs. A year-
and-a-half ago, for example, Tad Dickson left as 
CEO of Harris Teeter and became the chairman 
of the board over at Th e Pantry, which runs about 
1,500 C-stores under the Kangaroo name. Dick-
son is a sharp one, and he’s likely to take some 
grocery ideas and put them to work at Th e Pantry. 

PAY ATTENTION!
We’ve complained for many years in this industry that 
channels are blurring. But I’ll tell you one thing — if 
you want to keep a clear idea of what’s happening in all 
that blurring, pay attention to your competitors. All of 
them! n

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

JOHNNY HARRISJOHNNY HARRIS

‘check out the QT stores!’ 

c-stores may have started with those 
day-old hamburgers under 200-watt 
light bulbs, but they’ve come a long way.
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A PERSONAL
PASSION 
FOR FOOD
Flagship Food Group connects with 
consumers on a personal level, pro-
moting family togetherness, health, 
local farmlands and the farmers who 
work them.  

“It’s all about connecting with 
consumers on a personal 
level — turning meals into 

an activity and a moment,” says 
Rob Holland, CEO of Denver-based 
Flagship Food Group (www.fl agship 
foodgroup.com).     

So the panels of every package 
that leaves the company’s plants in 
Albuquerque, N.M., have unique 
features designed to bring families 
closer together at the dinner table. 
It might be activities to share, verses 
from Psalms or Proverbs, or stories 
that connect consumers to the farm-
ers and the land where the food was 
grown. 

For example, one package of Lilly 
B’s, the company’s better-for-you 
brand, shows how to create a family 
tree. Another takes you to a step-
by-step video of how to build a kite. 
Th e video, by the way, stars Hol-
land and his daughter, Lilly B. (for 
Brooks) — you can fi nd it at www.
lillybfoods.com.

TELLING A STORY
Packaging for the 505 brand (named 
for the state’s area code) tells the sto-
ry of Hatch Valley, N.M., where many 
say the world’s best green chiles are 
grown. Other Flagship brand packag-
ing includes songs, information about 
fl y fi shing and unique tourist attrac-
tions of New Mexico. Recently, Flag-
ship co-sponsored (with the state) 
a sweepstakes for a trip to Santa Fe, 
which included a culinary class on 
how to cook “New Mexican” style. 

“We’re creating a higher level 
of connection with our consumer 
about our story,” explains Holland. 

“Consumers are shying away from 
megabrands — they want their craft 
beer, local honey and truly authentic 
products. Th ere is a story behind 
every one of our products. Th is mat-
ters to consumers and we’ve found it 
really matters to retailers also.”     

Indeed. Writing in Forbes online 
recently, contributor Avi Dan notes, 
“Th e world is more connected be-
cause of technology these days, but 
marketing is becoming more re-
gionalized, and more localized, even 
more individualized, as consumers 
resist homogenization. Personaliza-
tion is not a trend. It is a marketing 
tsunami, here to stay… ”   

Flagship is clearly a believer in 
both technology and personalization. 
Its 505Chile.com site is a fi nalist in 
the PR News’ 2015 Digital PR awards 
program. Th e site, created to com-
bine 505 Southwestern Sauces with 
the new 505 Southwestern line of 
frozen and refrigerated foods, uses 
large-format photos, recipes tied back 
to Pinterest, videos tied back to You-
Tube, reviews tied back to Facebook, 
images tied back to Instagram and 
New Mexico travel ideas tied back to 
that state’s department of tourism. 

But none of this matters if the 
product doesn’t deliver on inno-
vation, quality, health and value. 
Happily, Holland notes, it succeeds 
on all counts. Made up of 10 compa-

nies it acquired since its founding in 
2005, Flagship has doubled its sales 
to $300+ million during the past 
three years.

Its R&D approach has helped make 
it a leader in natural and organic 
foods, with more than 400 retail 
items in 30,000 stores in the United 
States and internationally. 

Nearly two-thirds of Flagship 
products are non-GMO, or or-
ganic, or targeted to Millennials, 
“and we love ingredients that are 
all pronounceable,” Holland notes. 
“Th e company’s frozen products are 
made with the freshest ingredients 
including: savory beef, chicken and 
pork; delectable whole and refried 
beans; Southwestern spices; and the 
best-tasting tortillas,” he adds. 

UNIQUE SYNERGIES
With nearly a million square feet of 
production, warehouse and offi  ce 
space, the company has separate 
operations for retail, foodservice and 
logistics/packaging. Th e three seg-
ments provide Flagship with unique 
synergies it leverages to assist its 
customers, according to Holland. 

“We have a passion for what we 
do,” he concludes. “It makes us dif-
ferent. We want to be the best in the 
world, and we invite our suppliers, 
employees and customers to join in 
our passion.”  n

Yes, there is a lilly B, and that’s her holding the organic burritos. Inset shows 
one of the ‘Mealtime Moments’ that appear on packaging. 



How are 
C-StoreS 
Doing?
They’re not gaining share in frozen and dairy, but could if 
they really worked at it. 

BY WARREN THAYER

So how are C-stores doing these days? You might 
just as well ask about the state of Asian or Hispanic 
foods. And the answer for all three would be the 

same: It depends. 
Asian and Hispanic cuisines are sub-divided in countless 

ways. C-stores are the same, varying by local demograph-
ics, distributors, regions of the country and ownership. But 
let’s start with a look at the big picture anyway, based on 
data from the National Association of Convenience Stores 
and Nielsen. 

THE QUICK OVERVIEW
—At the end of 2014, there were 152,794 C-stores nation-
wide, and 63% of them were owned and operated by some-
one who had only one store. 

—In-store sales jumped 4.7% in 2014, to $213.5 billion. At 
the gas pumps, sales hit $482.6 billion. Put that together 
and you’ve got $696.1 billion. 
—By comparison, restaurant sales in 2014 came in slightly 
ahead at $709 billion, but C-stores beat out the total for 
supermarkets ($638 billion) and drugstores ($238 billion, 
excluding prescription drug sales). 
—The average time it takes someone to get in and out with 
a purchase is 3 minutes and 33 seconds. 

Okay, but what you really want to know is how C-stores 
are doing in frozen and dairy. When I compared the 
Nielsen numbers from 2011 with the 52 weeks ended Oct. 
29 of this year, the trend became clear: C-stores didn’t gain 
share in either department during those four years. 

In that four-year period, C-store frozen and dairy dollars 
rose 5.8% to (coincidentally) $5.8 billion. The combined 
channels with all but C-stores climbed 7.1% to $118.2 bil-
lion. C-store dairy dollars were up by 3.6%, while all chan-
nels excluding C-stores jumped 10.7%. In frozen dollars, 
C-stores rose by only 0.9% during the four years, versus 
3.0% for those other channels.

This is a four-year trend, and thus less volatile than the 
numbers you see in our enormous chart, which compares 
Nielsen numbers from this year to last. Within categories, 
some of those numbers bounce around like Silly Putty at a 
kindergarten birthday party. But that’s nothing new.

I had expected that C-stores would be picking up share. 
Their dairy and frozen sections seem bigger, and better 
merchandised, than only a few years ago. 

So can these departments in C-stores make real gains in 
the years ahead? Maybe, although it’ll be a slow process — 
and inertia is clearly not in their favor right now. But then, 
a dozen or so years ago, I suggested to a dollar store execu-
tive that frozen and dairy might become growth categories 
for him. He thought I was crackers. 

One thing holding back the effort in C-stores is how 
little space they give to frozen foods, for example. A door, 
or maybe two, not counting ice cream. Oh, some do better 
than that — as I said earlier, C-stores vary a lot. 

‘SELF-FULFILLING PROPHECY’
“It’s like a self-fulfilling prophecy,” says my pal Steve 
Horine, who heads up C-store sales for Ajinomoto. “About 
95% of the stores have something in the way of frozen, but 
without much space it isn’t generating a lot of sales and 
margin, so it doesn’t get much attention. We need to stay in 
front of the frozen category managers to keep them updated 
on consumer trends, new product launches, and any op-
portunities they may be missing. These stores can sell a lot 
of product and attract new customers if they offer what the 
consumer wants.”

Corporately controlled stores have a formal buying 
process and decent planogram integrity. But since so many 
operators have just a single store, merchandising and sche-
matics for them “can be like the wild, wild West,” Steve says. 

Of course C-stores can take things only so far. Don Stuart, 
managing partner at Wilton, Conn.-based Cadent Consult-
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C-STORE SALES VS. OTHER CHANNELS 
The left side of the chart shows dollar and unit sales, and percent change vs. the prior year, in convenience stores for the 
52 weeks ended Oct. 24, 2015, according to Nielsen. The right side shows sales in all other channels (not including C-stores) 
combined for the same period. Only UPC-coded products are included in the data. Segments with sales of less than $1 million in 
C-stores are not included. 

SEGMENT $ SALES % CHG UNITS % CHG $ SALES % CHG UNITS % CHG

 C-STORES ALL CHANNELS BUT C-STORES
DAIRY + FRZN FOODS $5,804,781,920 2.1 2,347,605,499 0.9 $118,214,335,323 1.9 39,694,408,141 -0.7

FROZEN FOODS $2,329,879,399 5.8 857,588,796 0.1 $50,148,014,124 1.1 14,399,201,538 -2.1
Novelty $696,276,483 5.9 331,115,590 1.4 $3,818,017,285 2.2 1,100,835,669 -0.6
Ice Cream $660,893,921 5.9 304,792,829 1.3 $2,625,232,921 2.3 774,840,369 -0.5
Ice $20,844,892 7.9 15,670,170 0.8 $518,223,911 4.2 184,574,923 2.4
Sherbet $6,552,039 1.8 5,939,379 -0.2 $17,208,660 -0.4 6,348,273 -1.7
Fruit $4,659,048 -22.8 2,897,079 -17.3 $336,724,358 -0.6 93,893,333 -5.3
Sorbet $2,783,085 160.5 1,731,894 156.0 $13,487,559 11.4 4,456,064 12.8
Ice $694,329,109 10.1 267,729,490 7.5 $790,299,348 6.1 319,308,829 4.3
Ice Cream $540,588,395 4.9 122,056,538 -3.5 $5,765,255,533 1.0 1,568,233,025 -0.7
Ice Cream $529,112,243 4.9 119,286,455 -3.5 $5,152,946,813 1.1 1,390,385,995 -0.3
Yogurt $3,262,033 -35.9 644,476 -37.3 $248,677,853 -12.1 75,904,690 -13.9
Sherbet $3,222,408 -18.5 1,129,243 -21.6 $143,373,518 -5.8 49,925,560 -6.9
Ice Cream Other $2,298,304 449.8 433,469 408.0 $79,270,654 25.8 18,166,267 25.8
Sorbet $2,224,678 114.4 446,103 79.0 $64,296,913 4.4 17,895,701 0.2
Sandwiches $108,791,284 1.0 39,676,656 -1.1 $2,654,264,101 1.4 702,317,527 -5.0
Sandwich Other $34,063,050 -4.4 11,904,805 -7.9 $1,210,729,184 -1.1 337,375,700 -8.5
Stuffed Sandwich $26,727,190 -1.6 10,646,067 -2.8 $83,375,256 -12.6 29,366,943 -20.2
Burgers $22,006,287 7.2 6,618,911 4.7 $270,651,857 9.5 66,740,291 3.2
Sandwiches Mexican $19,254,427 7.0 8,185,623 6.2 $689,363,533 5.2 195,811,135 -0.4
Calzone $5,414,096 6.5 1,762,087 8.4 $5,510,636 -2.0 1,476,338 1.3

ing, notes that “The retail universe is 
basically a triangle of quality, conveni-
ence and price. C-stores have nailed 
convenience, but they’re not going to 
win on quality or price. They’re nice 
for vice — tobacco, sugar/fat, beer. 
Those are their trump cards.” 

He adds that many traditional 
retailers have tried, with uneven 
success, to make hay with small-foot-
print stores. And they’re experiment-
ing today with high-quality fresh 
orientations with quick in-and-outs. 
It seems to me that some supermar-
ket operators would be wise to pick 
up on what works well — and which 
SKUs turn the fastest — at C-stores. 

MALES DRIVE TRIPS
Nielsen Homescan shopping insights 
shows that the C-store channel is the 
only traditional retail channel where 
males drive more trips than females, 
according to Todd Hale, principal at 
Cincinnati-based Todd Hale LLC. 
“You might want to consider an as-

sortment that appeals to males or 
look to expand your female attrac-
tion with a female-friendly refriger-
ated and frozen assortment,” he says.

As for the C-stores themselves, I 
think there’s upside potential if the 
channel plays its cards better. During 
the recent National Frozen & Refrig-
erated Foods Association convention, 
I met a ball of fire from 7-Eleven. His 
company just joined the association, 
and he’s both eager and practical. 
That’s a powerful combination. 

And whether they pay attention to 
it or not, C-store operators have good 
ammunition to use for building a 
case for more frozen and dairy space. 
Don Burke, senior vp of Pittsburgh-
based Management Science As-
sociates, sent me his slides from a 
presentation he made early last year, 
outlining key data about the industry. 
It’s still good stuff, so I’m finishing 
off with some high points: 
—Market baskets that included 
frozen foods ranked among the larg-

est in total basket ring. The C-store 
average transaction size is $6.75, but 
baskets with frozen food averaged 
$13.82. Most of this total — $8.47 — 
came from items in other categories. 
—Frozen food is the top category 
included in large baskets; 38% of 
baskets with five or more items have 
frozen food. 
—Fluid milk products are the ninth 
largest category in terms of dollar 
contribution to total sales (excluding 
gasoline and lottery). 
—Frozen food is among the       
growth drivers in these categories 
of C-stores: Main Street USA, Cool 
Urban Diversity and Heavy Basket 
Hispanics. 
—Frozen food indexes low in Blue 
Collar Tobacco Stops (43).
—Dairy indexes high in Affluent 
Suburbia (241), but low in Blue Collar 
Tobacco Stops (35), Heavy Basket 
Hispanics (55), Cool Urban Diversity 
(75) and Main Street USA (58).  n
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COVER STORY

SEGMENT $ SALES % CHG UNITS % CHG $ SALES % CHG UNITS % CHG

 C-STORES ALL CHANNELS BUT C-STORES
Pizza $102,013,456 -4.6 20,304,456 -5.9 $4,299,504,081 1.8 1,273,347,550 -4.6
Multi-Serve $80,489,944 -2.8 13,619,763 -4.1 $3,024,152,609 5.9 668,789,809 1.7
Single-Serve $14,010,168 -8.9 4,741,557 -9.5 $1,134,380,323 -6.0 553,569,738 -10.6
French Bread $7,513,345 -14.2 1,943,136 -9.3 $140,971,149 -12.2 50,988,004 -12.1
Breakfast Sandwich $49,360,808 8.0 20,956,701 5.9 $1,050,301,794 6.4 199,954,807 2.3
Breakfast Sandwich $38,590,457 9.1 16,107,013 8.0 $317,202,418 3.9 84,218,482 3.2
Sausage Brkfst Sndwch $10,770,351 4.2 4,849,687 -0.6 $733,099,376 7.5 115,736,326 1.8
Entrees $47,895,756 -1.1 15,143,420 -3.2 $10,658,864,352 1.2 3,215,718,620 -3.2
Single-Serve $37,073,495 -1.0 13,359,367 -3.0 $4,445,126,236 -1.8 2,201,547,705 -4.4
Multi-Serve $10,822,262 -1.1 1,784,053 -4.0 $6,213,738,116 3.4 1,014,170,916 -0.6
Appetizers $35,593,626 17.4 17,297,684 29.6 $1,732,317,862 1.4 422,411,901 0.1
Pizza $18,405,056 4.8 6,290,727 4.6 $782,000,630 4.7 207,529,627 2.1
Other Oriental $12,802,255 58.8 9,773,788 68.5 $233,189,249 1.9 60,973,732 0.1
Cheese $3,118,461 3.8 709,773 3.7 $203,184,402 -2.1 42,941,733 2.6
Meat Frozen $19,351,003 -1.7 8,145,755 -5.8 $1,045,900,963 3.9 101,618,750 -3.9
Hot Dogs $18,367,237 -2.3 8,021,834 -6.1 $43,234,015 -2.8 3,899,433 -6.7
Potatoes and onion rings $10,258,484 -33.2 6,566,395 -75.4 $1,766,573,821 -0.6 633,431,717 -1.6
Hash Browns $4,295,294 -55.4 4,897,573 -80.4 $302,887,883 2.3 117,370,415 3.0
French Fries $2,593,508 8.5 825,868 0.5 $897,188,155 -2.0 318,002,332 -4.0
Potato Skin $2,020,036 0.6 464,640 -0.1 $57,312,707 -4.4 10,832,617 -0.6
Sweet Goods $4,754,273 -4.7 2,335,967 0.9 $994,026,565 -0.6 250,064,581 -2.9
Pie $3,407,410 -16.0 1,854,721 -10.5 $533,677,559 0.9 131,468,271 -2.1
Soup Chili Stew $4,070,198 3.4 187,293 6.6 $59,848,233 -8.4 15,876,498 -14.8
Soup $4,002,140 2.9 169,744 3.5 $36,316,866 -9.7 9,768,735 -19.4
Vegetables $2,309,122 0.2 1,151,940 -12.2 $2,953,550,247 -1.0 1,643,766,814 -1.2
Seafood $2,207,257 10.3 401,654 5.7 $4,431,779,167 2.4 556,287,315 1.5
Unbreaded $1,252,611 14.4 196,935 9.1 $3,550,485,903 3.4 398,300,300 3.0

Sausage $2,077,923 1.9 1,048,841 1.8 $993,853,049 0.7 306,399,987 -1.9
Dinner Sausage $1,457,885 3.1 785,270 3.7 $477,242,353 0.9 120,790,072 0.2
Baked Goods $1,907,309 -4.5 606,384 -4.6 $994,328,025 -0.3 346,752,980 -0.5
Garlic Bread $1,244,550 0.0 437,796 -1.2 $377,156,621 -0.5 156,812,421 -1.5
Whipped Topping $1,662,315 -3.1 798,239 -3.1 $324,590,863 -1.4 213,386,202 -1.8
Breaded Chicken $1,615,308 -21.9 389,816 -28.0 $603,384,890 0.5 96,908,594 -5.9
Chicken Nugget $1,521,082 -15.9 363,941 -19.1 $504,923,385 2.0 83,756,394 -4.3
wffl s/Pncks/French tst $1,081,196 32.3 485,321 74.2 $1,175,636,710 -1.2 428,755,750 -3.4

DAIRY $3,474,902,522 -0.2 1,490,016,703 1.4 $68,066,321,200 2.5 25,295,206,603 0.2
Milk $1,970,878,472 -5.3 758,722,876 -2.6 $15,342,295,372 -5.1 5,125,291,827 -0.6
Regular White $1,516,692,165 -8.7 508,495,163 -6.0 $10,728,741,189 -9.8 3,766,529,239 -2.7
Regular Flavored $399,263,455 6.3 227,787,403 4.1 $649,866,222 2.7 276,930,503 5.5
Milk Shake $19,643,240 3.2 9,273,217 -5.4 $110,897,920 14.7 61,263,218 5.4
Specialty Milk $15,566,309 81.3 6,471,919 71.2 $785,150,316 19.0 201,492,336 18.2
Eggnog $9,473,415 1.4 3,425,785 0.1 $164,024,828 2.2 49,662,805 -3.4
Organic White $5,012,622 17.0 946,266 5.6 $1,384,271,153 7.8 287,520,231 0.3
Milk Subst $2,912,527 201.3 1,110,882 271.3 $1,308,181,831 8.0 396,084,332 8.4
Organic Flavored $1,414,978 48.2 866,932 56.6 $31,984,419 0.3 7,089,911 -6.5
Juice Drinks $738,430,198 6.9 319,906,442 6.1 $6,002,698,271 0.5 2,060,121,036 -1.5
Juice $571,438,070 6.0 224,486,938 4.9 $4,183,468,192 -1.0 1,206,940,705 -3.8
Drink $166,369,666 10.0 95,220,235 9.1 $1,745,474,130 4.3 832,376,000 2.1
Cheese $205,347,964 16.4 145,043,625 16.5 $17,303,798,166 3.1 4,965,081,350 1.6
Snacking Cheese $76,665,017 29.4 81,871,852 20.3 $1,463,677,300 7.6 389,324,243 4.1
Ingredient Cheese $23,601,962 6.0 5,293,591 -0.3 $5,659,030,715 2.8 1,630,068,647 1.0
Sandwich Cheese $21,030,701 -1.2 4,986,196 -0.3 $3,514,345,778 2.5 1,015,096,011 1.1
Import Cheese $2,599,173 30.5 742,403 57.1 $1,493,227,497 7.5 364,261,922 6.5
Topping Cheese $1,752,802 -0.6 541,520 -1.7 $556,328,252 4.0 149,087,093 2.4



Good Food Karma: More Selections Bring More Rings
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Contact Mike Ryan at                                     or                                    

to learn more about our appetizer, entrée and naan offerings.

Tandoor Chef is the #1 frozen Indian brand and represents the fastest growing 

category in the freezer aisle today. We offer certified vegetarian, vegan and 

gluten-free options in familiar entrées, naan pizzas and appetizers. With our 

authentic and robust flavors, we make it easy for your customers to explore 

new Indian cuisine while you gain higher profits with repeat sales.
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SEGMENT $ SALES % CHG UNITS % CHG $ SALES % CHG UNITS % CHG

 C-STORES ALL CHANNELS BUT C-STORES
Processed Cheese $1,558,066 17.8 337,176 20.4 $427,960,540 4.4 113,999,027 3.6
Liquid Tea $202,793,704 5.1 114,954,554 4.6 $847,254,085 15.9 386,481,512 13.7
Yogurt $95,804,000 5.8 55,581,766 3.6 $7,495,829,014 3.2 5,076,734,743 0.6
Traditional $81,830,379 4.5 44,515,497 2.9 $4,463,728,474 1.6 3,041,687,075 -0.3
Blended $8,475,188 40.8 6,310,421 29.8 $887,309,858 35.0 731,810,852 32.7
Light $5,193,171 -10.3 4,607,293 -12.2 $1,148,611,271 -5.3 958,688,579 -10.8
Eggs $94,392,361 10.3 33,815,443 -10.3 $6,880,210,143 19.3 2,209,540,768 0.2
White $87,123,951 9.8 31,761,504 -10.4 $5,303,756,044 18.2 1,794,503,019 -1.9
Brown $6,384,629 16.3 1,796,369 -9.2 $695,239,480 26.5 210,212,315 12.5
Cream $86,575,914 -1.4 32,374,232 -4.4 $3,579,276,867 6.2 1,215,523,200 1.5
Cream $47,935,259 -4.0 19,571,371 -6.9 $881,129,211 5.1 345,057,677 -1.5
Coffee Creamer $36,390,328 2.5 12,023,035 0.2 $2,272,425,870 5.5 734,604,584 2.3
Whipping Cream $2,250,083 -5.5 779,791 -7.4 $424,988,215 13.0 135,760,681 5.1
Butter $19,758,896 1.6 4,643,331 -6.6 $2,657,686,322 10.0 746,013,975 3.0
Stick $19,394,976 1.5 4,505,642 -7.0 $2,289,289,809 10.2 624,112,320 3.2
Dips Dairy $13,242,605 4.0 5,409,380 -2.7 $462,871,999 4.5 194,397,863 2.3
Onion $12,661,101 5.2 5,120,631 -2.1 $197,300,846 2.1 106,830,780 1.9
Sour Cream $11,309,697 1.5 4,909,396 -2.7 $1,157,856,802 4.7 593,900,664 0.8
Margarine & Spread $9,251,988 -11.3 3,613,989 -11.5 $1,452,155,537 -6.5 648,570,579 -7.4
Margarine $7,460,156 -6.6 3,075,735 -8.5 $910,593,397 -3.6 469,342,241 -5.1
Blend $1,657,766 -26.1 492,154 -25.1 $349,789,368 -8.3 118,134,104 -10.2
Ready To Eat Desserts $8,968,076 98.6 4,925,157 59.3 $605,166,243 -0.1 282,051,734 0.2
Pudding $8,449,902 108.0 4,602,573 65.4 $393,994,398 -1.8 169,957,128 -2.7
Cream Cheese $7,123,048 -0.5 2,643,965 -7.5 $1,543,534,061 3.9 651,629,621 -0.9
Soft & Whipped $3,745,221 0.7 1,419,683 -9.9 $761,403,935 3.9 270,938,759 1.1
Brick $3,362,543 -1.9 1,220,046 -4.5 $768,918,993 4.0 376,912,306 -2.2
Whipped Topping $5,533,097 6.4 1,654,226 2.6 $359,877,797 6.1 123,171,554 1.3
Baked Goods $5,362,468 -1.7 1,777,283 -6.1 $1,952,752,842 -3.2 918,020,431 -5.5
Biscuit Dough $2,229,905 -2.5 804,781 -9.1 $594,352,184 -6.7 381,680,623 -9.2
Cookie Dough $1,495,241 -3.2 393,253 -4.0 $488,584,992 -0.5 172,028,458 0.2
Source: Nielsen

COVER STORY

TOP DOLLAR
Dollar stores lead the way when it comes to growth, 
and many are adding space for high-turn frozen and 
refrigerated items that boost basket size and drive 
store visits.

Once viewed primarily as a home for overstocks, 
off-brands and cheap trinkets not expected 
to survive the ride home, dollar stores have 

become a retail force to be reckoned with. Annual sales 
are approaching $55 billion, with compound annual 
growth rates averaging 6.5% since 2000 — well above 
the 4% recorded by conventional grocery, claims one 
report. And the growth shows no signs of slowing.

“We forecast the discounter channel will grow approxi-
mately 6.6% annually through 2020,” says Mike Paglia, 
director of retail insights for Norwalk, Conn.-based Kan-
tar Retail. “That [makes it] the fastest growing channel of 

brick-and-mortar trade that we track.” He adds that, from 
a dollar volume perspective, that’s a $14 billion growth 
opportunity for edible groceries. 

Yes, manufacturers have taken notice. In fact, CPG 

More than twice the size of a traditional store, Dollar 
General’s new Dollar General Market format features 
expanded frozen and refrigerated sections.
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giant General Mills reported sales of its products in the 
dollar and drug channels jumped 8% in 2014. While 
mainstream supermarkets continue to increase their 
focus on better-for-you foods and beverages, dollar stores 
still move a lot of belly filler — the lower-
priced processed foods more affluent shop-
pers are trying to avoid but lower-income 
consumers can afford.

While there are certainly challenges as-
sociated with selling in the dollar store space, 
“Manufacturers realize there’s only so much 
growth to be found,” says Don Stuart, manag-
ing partner at Wilton, Conn.-based Cadent 
Consulting. Many legacy brands in particular 
have hit their limit in traditional grocery, “So 
they’re searching for growth in ‘less comfort-
able’ formats like dollar stores where they may 
have to make some adjustments to their prod-
uct or packaging [to hit a certain price point]. 
But we’re talking about 25,000 stores with 
growth versus the same number of grocery 
stores with no growth,” so it’s kind of a no-
brainer. He adds, “I think most of them will 
find something in their portfolio that works.”

AND THEN THERE WERE TWO…
Almost 70% of dollar-store revenue is con-
trolled by two players: new No. 1 Dollar Tree, 
Chesapeake, Va., which completed its acquisi-
tion of former No. 3 Family Dollar this sum-
mer, and Goodlettsville, Tenn.-based Dollar 
General. While the Dollar Tree-Family Dollar 
merger has been a bit bumpy — shares have 
fallen 20% since July and forecasts for the 
third quarter have been lowered — industry 
observers expect big things once the integra-
tion is complete in 2018. In the meantime, 
Dollar General is working overtime to reclaim its lead-
ership position. It expected to open 730 new stores by 
the end of this year and 900 more in 2016 for a total of 
13,400-plus (versus more than 13,800 for Dollar Tree). 

Even more significant are plans to add space for frozen 
and refrigerated. “Dollar General has been working hard 
to expand the cooler presence in its stores for several 
years now,” says Paglia. “New stores have about eight to 
10 doors each.” He adds that the company is also retrofit-
ting existing stores to boost the number of coolers from 
four to five to eight to 10.

While a Dollar Tree spokesperson declined to discuss 
the chain’s plans for Family Dollar’s frozen and refrigerat-
ed departments, CEO Bob Sasser said in a second quarter 
conference call Sept. 1 that the company had installed 
freezers and coolers in 255 additional Dollar Tree stores so 
far in 2015, bringing the total number of stores under that 
banner that offer frozen and refrigerated products to 3,875 
(out of 5,583) or 69%. That’s up from 43% in July 2010.

Why the additional emphasis on frozen and refriger-
ated? Sasser says that although frozen and refrigerated 
products are generally lower-margin, they’re faster-
turning. “The increase in shopping frequency provides 

Dollar Tree the 
opportunity to 
drive incremental 
sales across all cat-
egories, including 
our higher-margin 
discretionary prod-
ucts.”

Indeed, one 
report indicates 
that, at Dollar Gen-
eral, baskets with 
a perishable item 
are 50% larger than 
the chain’s average 
— a pretty pow-
erful motivation 
to add space for 
those products. But 
there’s more to it 
than that. By offer-
ing a wide variety 
of foods, including 
frozen and refrig-
erated products, 
dollar stores in un-
derserved rural and 
urban areas in par-
ticular can make 
the jump from fill-
in to secondary or 
even primary retail 
destination.

That appears to be the thinking behind Dollar Gen-
eral’s new Market format. More than double the size of its 
average store with expanded frozen and fresh offerings, 
including produce, Dollar General Markets are like mini 
Walmarts, making them more of a threat than dollar 
stores to traditional supermarkets, says Stuart. He adds 
that because they sell national brands, these hybrids are 
also well-positioned to compete against hard discounters 
like Aldi and newcomer Lidl, which is already setting up 
shop in the Mid-Atlantic ahead of its 2016 arrival.

“The value end of the retail spectrum is getting more 
crowded and more competitive,” adds Paglia. “But at 
the same time, it’s giving shoppers more choices than 
ever… Conversely, it creates additional competitive 
pressure for ‘traditional’ outlets seeking to attract that 
low-income shopper. They’ll either have to differentiate 
to attract that consumer or shift their efforts to more 
affluent shoppers.” n

— Denise Leathers

Dollar Tree continues to add space for 
frozen and refrigerated foods, now 
available in 69% of Dollar Tree outlets — 
and almost all of its newly acquired Family 
Dollar stores.
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FROZEN PIZZA
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar 
stores combined for the 12 weeks ended Oct. 4, 2015, according to IRI (@iriworldwide), a Chicago-
based market research fi rm. Percent change is versus the same period a year ago.

MANUFACTURER $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
FZ PIZZA  $1,009,630,592   3.6   293,305,216   (2.8)  306,736,320   1.0 
Nestlé USA   $424,783,776   4.6   95,126,096   5.8   117,673,992   7.2 
Schwan’s   $202,869,024   (1.9)  52,016,984   (6.9)  65,526,728   (5.6)
Private Label   $115,741,072   10.5   36,012,604   5.3   39,272,844   6.8 
General Mills   $92,396,336   (5.7)  63,339,060   (14.5)  45,076,664   (11.6)
Palermo Villa   $26,989,794   96.6   4,881,224   65.3   5,999,632   93.2 
Bernatello’s   $22,236,662   12.7   4,840,767   (2.0)  5,340,797   1.7 
Home Run Inn   $15,273,690   7.9   2,641,406   2.0   3,797,643   7.0 
Dr. Oetker USA   $14,015,994   (3.3)  3,822,625   (3.7)  4,713,071   (1.9)
Pinnacle Foods Group   $13,612,756   (9.0)  12,824,458   (14.3)  4,301,442   (13.6)
Amy’s Kitchen   $13,064,019   (1.3)  1,999,737   (4.6)  1,489,787   (3.8)

PIZZA GOES 
PREMIUM
Consumers are trading up to better-
quality offerings, prompting a wave 
of upscale new entries — both 
national brand and private label.

BY DENISE LEATHERS

During the 12 weeks ended 
Oct. 4, dollar sales of frozen 
pizza reached $1.01 billion 

across channels, a 3.6% increase com-
pared with the same period a year 
ago, reports 
Chicago-
based market 
research fi rm 
IRI (@iriworld-
wide). However, 
frozen pizza 
volume was up 
just 1.0%, high-
lighting a rise 
in retail prices 
related to both 
a decrease in 
promotional 
support and a 
shift toward more premium varieties. 
A 2.8% decline in unit sales suggests 
package sizes are on their way up as 
well.

In fact, reports Mike Pytlinski, 
senior brand director at Milwaukee-
based Palermo’s, the 
company’s analysis of 
more than 3.600 pizza 
SKUs found sales of 
products less than 10 
ounces were down 5% 
while sales of those 10 
ounces and higher were 
up 3%, bucking a trend 
in other categories 
toward smaller, single-
serve packages.

HIGH-END GROWTH
“It’s not that consum-
ers don’t crave great-
tasting single-serves,” 
he says. “Th e problem is 
they just don’t exist in 

this category. Th ere just hasn’t been 
a lot of innovation in single-serve 
pizza.” But on the multi-serve side, 
new items are hitting the shelves 
every week, especially in the pre-
mium and superpremium segments. 
As a result, says Pytlinski, sales of 
premium, $5.50 to $7 pizzas jumped 
9% over the past year while sales of 
superpremium, $7+ varieties shot up 
54%, driven mostly by Palermo’s new 
upscale Screamin’ Sicilian lineup.

Screamin’ Sicilian is aimed square-
ly at Millennials, a more sophisti-
cated, worldly group that loves frozen 
pizza but has grown dissatisfi ed with 
current off erings. “Th is is the same 

demo-
graphic 
that eats at 
Chipotle. 
So they’re 
willing to 
pay a little 
more for 
a product 
that really 
delivers,” 
says Pyt-
linski. To 
that end, 
Palermo’s 

will debut a new line in March that 
takes a slightly diff erent approach to 
premium. While Screamin’ Sicilian is 
an over-the-top version of traditional 
frozen pizza, Urban Pie off ers a more 
cosmopolitan twist. Presented in con-

temporary fl avors named after trendy 
city neighborhoods (think Mission 
District and Little Italy), “It’s the fro-
zen pizza equivalent to the hip new 
restaurant in the cool part of town,” 
says Pytlinski.

Built on a fl aky, croissant-like crust 
designed to highlight clean, pre-
mium toppings like chicken sausage, 
truffl  es and pesto, the Urban Pie line 
represents another way Palermo’s is 
attempting to reinvent the category 
in an eff ort to win over Millennials, 
says Pytlinski. And it’s not alone.

Elk Grove Village, Ill.-based Little 
Lady Foods (www.littleladyfoods.
com) just rolled out an equally up-
scale line of rising crust fl atbreads — 
a frozen pizza category fi rst, accord-
ing to the company. Off ered under 
the new Rugged Oven label, the 
collection features a stone-fi red fl at-
bread crust with air pockets that rise 
when baked, creating a lighter, airier 
base for on-trend toppings like kale 
and chorizo. “We’ve combined old-
world baking techniques with bold 
new ideas around fl avor,” says brand 
ambassador Maria Buitron. Available 
varieties include Double Pepperoni, 
Southwest Chorizo, Sausage & Kale, 
and Roasted Vegetable, the latter of 
which is a nod to the growing num-
ber of consumers seeking meat-free 
frozen pizza options. Coming soon 
under the Rugged Oven label: a mi-
crowaveable, deep-dish, gluten-free 
option and an organic line.

little lady Foods debuts a line of rising 
crust fl atbreads under the new Rugged 
oven label.



PRIVATE LABEL UP 10.5%
While Palermo’s was the big winner among the top-10 
frozen pizza manufacturers, private label had a good 
quarter as well. Up 10.5%, store brand dollar sales 
growth was nearly twice as high as unit gains (5.3%), 
highlighting retailers’ movement into the premium 
segment. 

Th e Private Label Manufacturers Association 
(PLMA) Show in Chicago last month was teeming with 
frozen pizza suppliers off ering unique, upscale varieties 
designed to help retailers diff erentiate their programs 
from their competitors’. Among them, Houston-based 
Chef Anthony Russo’s (www.russosretail.com), which 
presented a line of New York-style, brick-oven pizzas 
hand-crafted with rBST-free Wisconsin cheese and 
natural and organic toppings, including today’s hot-
test ingredient: kale. Priced in the $7.99 to $8.49 range, 
the 10-inch pies come in fi ve fl avors: Prosciutto, Fig & 
Arugula; Organic Kale, Artichokes, Roasted Garlic & 
Alfredo; Spicy Fajita Chicken; Italian Meat Lovers; and 
Organic Kale, Roasted Peppers, Chicken & Feta. Th e 
company also debuted a pair of breakfast pizzas, high-
lighting another key category trend.

While manufacturers like Chef Russo’s use organic 
ingredients, others are going all organic. “Organic is the 
next big thing,” says Mike McCabe, regional director of 
sales at Perrysburg, Ohio-based Frozen Specialties Inc. 
(www.frozenspecialties.com). Due partly to ingredient 
shortages, “Th ere are very few pure organic off erings in 
frozen pizza right now.” FSI off ers six organic options, 
all single-serve, including Uncured Pepperoni, Margh-
erita, Four Cheese, Combination, Roasted Vegetable, 
and Chicken Sausage, Mushroom & Spinach. Th e com-
pany also produces organic Pizza Bites, including a new 
Gluten-Free Cheese variety.

In addition to its organic off erings, FSI off ers a full 
range of all-natural conventional frozen pizza in glob-
ally inspired, ethnic fl avors designed to appeal to Mil-
lennials: Asian Orange Chicken, Chicken Tikka Masala, 
Chipotle Lime Chicken, Creamy Pesto and Greek 
Tzatziki. 

Another private label player, Braintree, Mass.-based 
Richelieu Foods (www.richelieufoods.com), was show-
ing a cheese-stuff ed-crust pizza it says is the only store 
brand alternative to national brand leader DiGiorno. 
“Stuff ed crust is one of the fastest growing segments 
within the frozen pizza category,” up 19.7% as of July 
4, says president and CEO Tim O’Connor. For those 
retailers that prefer to lead, not follow, Richelieu also 
off ers a fl aky, fl avor-infused, braided crust pizza not 
available from any national brand, he adds.

Other unique pizza items spotted at the PLMA 
Show: vegan fl atbread pizza and hummus pizza from St. 
Louis-based Mama Lucia’s (www.luciaspizza.com) and 
single-serve “mobile pizza” in its own protective sleeve 
from Italian manufacturer Antica Pizzeria Italiana 
(www.eatbetter.it). n

U N I T E D  S T A T E S   •   C A N A D A   •   M E X I C O

CALL STEPHEN PIAZZA II direct at (503) 542-8459
15815 SE Piazza Avenue, Clackamas, OR 97015

ph. (503)657-3123  •  fx. (503) 657-1784
www.sapiazza.com

Refrigerated  •  Frozen  •  Service Deli  •  Private Label

Custom Pizza Manufacturing
Since 1967

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

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

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

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

about how we can exceed your goals.

*12” 3 pack*15”

*5” 4 pack
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FISH TAKES
A DIVE
But frozen shrimp comes up big, thanks to moderating 
prices. Both categories welcome a plethora of new items.

BY CHRISTINE BLANK

‘Tis the season for innovative, new seafood prod-
ucts. And the category could use the lift. 
Despite consumers’ growing awareness of the 

health benefi ts of seafood — as well as the rising cost 
of other proteins — frozen fi sh/seafood sales fell 4.3% 
to $499.7 million across channels during the 12 weeks 
ended Oct. 4, according to IRI (@iriworldwide). Units 
and volume were down 5.2% and 4.6%, respectively, 
despite a 6.3 point increase in volume sold with mer-

chandising sup-
port (to 39.9%).

One explana-
tion for the loss 
is seafood lovers’ 
movement from 
frozen fi sh to 
shrimp, as retail 
prices return to 
more historic 
levels. Dollar 
sales during the 
quarter jumped 
7.3% to $453.6 
million, while 
units and volume 

shot up 15.2% and 17.3%, respectively. Th e shift bears out 
the fi ndings of the National Oceanic and Atmospheric 
Administration’s 2014 Fisheries Report, which revealed 
that Americans ate nearly a half pound more shrimp in 
2014 than in 2013, reaching 4 pounds per capita.

It’s no surprise, then, 
that many new product 
launches feature shrimp. 
For example, Costa 
Mesa, Calif.-based 
Trangs Group USA 
(www.trangsgroup.com) 
recently introduced 2-pound packages of sustainable, 
farm-raised Coconut Shrimp with Mango Chutney in 
Costco’s San Diego region. And early next year, the com-
pany will roll out 2-pound packages of Big Bang Shrimp 
in Costco’s Midwest and Northeast regions. 

Part of shrimp’s growing appeal is its fl exibility. Un-
like fi sh, which is used primarily as a center-of-the-plate 
protein, shrimp can also be a snack or appetizer — two 
categories that are performing very well in both retail and 
foodservice, says Trangs Group CEO Vi Nguyen. “Th e 
scarcity of time, the smaller households and the more 
snack-based meal 
habits of Millenni-
als mean traditional 
lunch and dinner 
is  often replaced 
by snacking,” she 
explains.

GLUTEN-FREE 
GROWING
Just as in other 
frozen categories, 
new gluten-free 
seafood introduc-
tions abound. Earlier 
this fall, Portland, 
Ore.-based Pacifi c 
Sustainable Seafood 
(www.pacseafood.
com) launched what 
it says is the fi rst 
gluten-free, beer-bat-
tered cod. Its Gluten-Free Crispy Battered Cod features 
100% gluten-free Groundbreaker beer.

“Because it is made with just beer and no additional 
water, it results in a very nice beer fl avor,” says Mary 
Schaff hausen, general manager of branded marketing. 
Th e company also launched a companion Classic Beer 
Battered Cod product in October, she adds.

Meanwhile, Salisbury, Md.-based Handy Internation-
al’s (www.handycrab.com) Gluten-Free Crab Cakes are 
selling well in stores such as Costco. “We identifi ed the 
gluten-free trend early on, and it has been a real growth 
driver for us. I don’t think it’s a fad,” says Todd Conway, 
president and COO. Th e company also sells a Gluten-
Free Crab and Shrimp Cake and a Gluten-Free Crab and 
Shrimp Risotto Cake.

But gluten-free isn’t the only better-for-you attribute in 
demand, especially 
for store brand 
programs. In fact, 
Conway says his 
company is work-
ing on a private 
label line for one 

retailer that uses all GMO-free ingredients.
Other consumers are looking for locally-sourced and 

“all natural” seafood items, says Jim Faro, director of sales 
at Gloucester, Mass.-based National Fish & Seafood (www.
nationalfi sh.com), maker of the Matlaw’s brand. “We 

‘Protein is really hot right now and seafood 
has an opportunity to be presented as a 
particularly healthy protein.’

national Fish & Seafood 
debuts a Big Bag Family 
Value line under its 
Matlaw’s brand.

Pacifi c Sustainable Seafood’s Gluten-
Free crispy Beer Battered cod is made 
with 100% gluten-free beer.
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know there is a growing demand for local seafood [so] the 
fact that we produce our products here in Gloucester is a 
big attraction for many of our buyers,” he explains. “We 
are also seeing growing demand from spe-
cialty retailers that want ‘all natural’ seafood 
products but aren’t fi nding many options.” 
Matlaw’s all-natural lineup includes Stuff ed 
Clams, Panko Breaded Fish Sticks and Panko 
Breaded Fish Squares, he adds.

In addition, “Consumers, especially 
younger ones, are increasingly asking for 
details about product authenticity — where 
did the ingredients come from, where was 
the product made and how was the product 
made,” notes Daryl Miller, marketing direc-
tor at St. Simons Island, Ga.-based SeaPak 
Shrimp & Seafood Co. (www.seapak.com). 
“We are also seeing a higher degree of 
health-consciousness among consumers, many of whom 
are seeking a greater variety of better-for-you ingredients 
and products.”

BIGGER IS BETTER
Th anks to the shareable appetizer trend and families 
seeking value, family-size packs are big business in frozen 
seafood. Th roughout the fall and winter, National Fish 
& Seafood rolled out several items under its new Mat-
law’s Big Bag Family Value label. Off ered in 2-pound 
quantities, the collection includes Calamari Bites, Panko 
Breaded Grouper 
Fillets, Jalapeno 
Breaded Pollock 
Tenders, Popcorn 
Shrimp, Seafood 
Cakes, Mac N 
Cheese Bites and 
Tilapia Fillets. Th e 
products range 
from $8.99 to 
$9.99 apiece.

“Today’s fami-
lies are seeking 
value and variety 
from their gro-
cery dollars,” says 
Faro. Developed 
specifi cally to 
meet that demand, 
“Th e line delivers 
a large quantity of seafood at an attractive price [and is] 
packaged in a clear, large bag that makes it easy to see the 
product.”

Likewise, SeaPak recently launched Party Size Stuff ed 
Clams, which will only be off ered through the holiday 
season. Th e clams are packaged in two oven-ready trays 
with six pieces each. Th ey retail for $8.99 to $9.99 for 22 

ounces.
“Entertaining and celebrations are an integral part of 

the holiday season,” says Miller. “Party size packs allow 
for easy preparation 
and enough pieces to 
feed a crowd.”

Th e refrigerated 
side of the segment is 
also welcoming some 
unique new products 
that build on strong 
growth recently (cat-
egory dollar sales shot 
up 7.6% to $122.51 
million during the 
most recent 12 weeks, 
according to IRI). For 
example, Handy Inter-

national recently launched a 1-pound crab meat cup that 
contains four diff erent grades of crab meat. “Th e consum-
er can buy this one crab cake combination cup and use it 
to make crab cakes,” Conway says.

Pacifi c Sustainable Seafood is getting a good response 
to its refrigerated seafood soup line, which debuted 
earlier this fall. Off ered in 16-ounce, 24-ounce or two 
24-ounce packages, the newcomers are diff erent from 
other chilled soups because they’re sold in the fresh sea-
food department rather than the deli. “Everyone knows 
that the perimeter of the store is growing now, so we 
are looking at helping the seafood department expand,” 
Schaff hausen says. Available fl avors include 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. 

BRIGHT FUTURE AHEAD
Th anks to new fi ndings around seafood and health — as 
well as Americans’ move to high-protein diets — frozen 
and refrigerated seafood sales are expected to grow in the 
near future. 

According to new draft advice from the Food and Drug 
Administration, pregnant women or women who might 
become pregnant or are breast-feeding should eat a mini-
mum of 8 to 12 ounces (two to three servings) per week 
of fi sh that’s lower in mercury to support fetal growth 
and brain and eye development. In addition, a study re-
cently published in the Journal of the American Medical 
Association found that eating seafood containing healthy 
Omega-3 fatty acids two times a week can reduce a per-
son’s risk of cardiovascular disease by 36%.

“Protein is really hot right now and seafood has an 
opportunity to be presented as a particularly healthy 
protein,” adds Schaff hausen. “Seafood is naturally high in 
protein and Omega 3s. So, for the consumer looking for a 
healthy protein, seafood is in a sweet spot.”  n

SeaPak’s Party-Size Stuff ed clams are 
available for a limited time through the 
holidays.

Handy International’s 1-pound 
refrigerated crabmeat cups 
contain four diff erent grades 
of crabmeat so consumers can 
create “the perfect crab cake” 
from a single product.



SPOTLIGHT: BREAKFAST

GOOD
MORNING!
The breakfast segment represents a real bright spot 
in the frozen aisle, thanks to strong performances by 
protein-heavy handhelds and entrees.

BY DENISE LEATHERS

Frozen breakfast dollar sales jumped 2.5% to 
$702.13 million across channels during the 12 
weeks ended Oct. 4, reports Chicago-based market 

research fi rm IRI (@iriworldwide). Although waffl  e sales 
fell 2.4%, both the entrée (+7.9%) and handheld (+3.3%) 
subcategories posted gains, as more consumers opt for 
products with protein.

Waffl  e category king Kellogg’s (www.kelloggs.com), 
Battle Creek, Mich., responded to the protein move-
ment with a new line of Eggo Breakfast Sandwiches 

— already the handheld segment’s eighth-best seller. 
Another brand known mostly for pancakes and waffl  es, 
Aunt Jemima, part of Parsippany, N.J.-based Pinnacle 
Foods Group (www.pinnaclefoods.com), recently fol-
lowed suit, rolling out four fl avors of Griddle Melts. 
Currently available only at Walmart, the microwave-
able breakfast toasts 
feature a single slice 
of bread topped with 
eggs, cheese, bacon 
and other proteins. 
(A fourth variety 
features apples and 
cinnamon.) 

Biscuit supplier Hom/Ade Foods (www.homadefoods.
com) recently entered the protein breakfast category 
as well with two fl avors of Mary B’s Buttermilk Biscuit 

Melts: Sausage, Egg & Cheese and Bacon, Egg & Cheese. 
“Portability and protein are among the most signifi cant 
trends in the frozen breakfast category,” says Amanda 
Osorio, marketing manager for Hom/Ade Foods parent 
company J&J Snack Foods, Pennsauken, N.J. “Biscuits 
are a comfort food and the perfect carrier for a complete 
breakfast on the 
go.”

Breakfast 
burrito manu-
facturers also 
continue to add 
new choices. 
For example, 
Wellesley, 
Mass.-based 
Good Food 
Made Simple 
(www.good 
foodmade 
simple.com) is 
expanding its 
better-for-you 
Café Wraps 
collection with a pair of vegetarian options: Spinach 
& Mushroom and Spicy Veggie. Made with egg whites 
and other clean, simple ingredients, the collection taps 
into growing demand for natural and organic products. 
“Th e natural and organic frozen breakfast category 
was up 9% or $8.8 million during the most recent 52 
weeks,” reports director of marketing Julia Khoda-
bandeh, citing SPINS data. “Th ese emerging brands 
contributed nearly half of the total category’s dollar 
sales growth.”

Another key player in the breakfast burrito seg-
ment, Dinuba, Calif.-based Ruiz Foods, maker of the 
El Monterey brand (www.elmonterey.com), is expand-

ing its off erings as well. Following its debut of a Meat 
Lovers variety earlier this year, the company is rolling 
out eight-count packages of six of its best-selling El 
Monterey Signature Breakfast Burrito fl avors, reports 
president and CEO Rachel Cullen. 

While handhelds are grabbing all the headlines, 
they’re not the only new items to hit the shelves re-

cently. Building 
on the success of 
breakfast bowls, 
Boulder, Colo.-
based EVOL 
(www.evolfoods.
com) recently 
rolled out a 
line of frozen 

breakfast cups for slightly smaller appetites. Made 
with proteins raised without antibiotics and GMO-free 
veggies, grains and oils, the cups come in four 200-cal-
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Mary B’s enters the frozen breakfast 
category with a pair of Biscuit Melts.

Good Food Made Simple adds two meat-free varie-
ties to its café Wraps collection.

 ‘The natural and organic frozen breakfast 
category was up 9% or $8.8 million during the 
most recent 52 weeks...contributing nearly half 
of the total category’s dollar sales growth.’
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orie-or-less, gluten-free fl avors, including an Egg, Basil 
Pesto, Potato & Cheese variety that highlights growing 
demand for more 
sophisticated fl avor 
profi les.

“We’re seeing an 
increased desire 
among breakfast 
consumers to ex-
plore more emerg-
ing and premium 
fl avors,” confi rms 
Karmen Conrad, di-
rector of marketing 
for the Jimmy Dean 
brand (www.jimmy 
dean.com), now 
part of Springdale, 
Ark.-based Tyson 
Foods. For example, 
Jimmy Dean Steak 
& Egg and Chorizo 
Sausage breakfast 
bowls both off er 
“an elevated fl avor 
breakfast experi-
ence” that’s also 
convenient, she says.

Despite the 
emphasis on pro-
tein breakfasts, the 
pancake and waf-
fl e segment is also 
welcoming some 
new items. Kellogg’s 
just announced it 
will add a Choco-
latey Chip Straw-
berry variety to its 
Eggo Th ick ‘n Fluff y 
lineup, one of only 
two top-10 waffl  e 
brands to see sales 

rise during the most recent 12 weeks.
And on the better-for-you side of the category, Good 

Food Made Simple 
recently intro-
duced all-natural 
Pancake Puff s free 
of artifi cial fl avors, 
colors, sweeteners 
and preservatives, 
says Khodaban-
deh. In January, 
the company will roll out Non GMO Project-verifi ed 
Buttermilk Pancakes and Original and Multigrain 
Waffl  es. n

FROZEN BREAKFAST
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Oct. 4, 2015, according to IRI (@iriworldwide), 
the Chicago-based research fi rm. Percent change is versus the same period a year ago. Only 
subcategories with at least $5 million in sales during the period are listed. Manufacturers with  
less than $1 million in sales are not included.
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
FZ BREAKFAST FOOD  $702,125,568   2.5   213,144,640   (1.0)  202,427,888   0.9 
HANDHELD BREAKFAST  $347,734,720   3.3   82,464,976   0.4   86,760,592   1.0 
Hillshire Brands   $167,176,576   11.2   22,722,408   11.6   38,916,812   11.5 
General Mills   $51,322,944   0.4   22,324,000   0.5   17,308,390   (1.2)
Kellogg’s   $26,116,500   16.4   5,173,963   6.1   4,698,541   (0.4)
Private Label   $22,762,302   1.4   7,348,686   (4.0)  6,508,189   (1.5)
ConAgra   $19,800,982   (14.0)  3,604,575   (21.4)  4,466,493   (14.3)
Nestlé USA   $13,702,598   0.8   3,992,855   (10.2)  3,540,855   4.9 
Ruiz Foods   $12,929,968   36.9   5,478,242   35.1   3,772,695   37.2 
Heinz   $5,135,008   (28.5)  1,830,482   (25.2)  991,009   (27.0)
Bob Evans Farms   $3,833,300   20.2   1,125,602   58.6   1,020,663   14.6 
Good Food Made Simple   $2,848,225   17.7   1,237,094   21.4   470,070   3.7 
WAFFLES  $203,401,440   (2.4)  74,156,360   (4.3)  71,572,896   (2.4)
Kellogg’s   $146,532,080   (3.3)  48,921,928   (6.2)  49,748,100   (4.8)
Private Label   $37,750,368   (0.1)  18,099,172   0.9   16,751,392   2.5 
Van’s Natural Foods   $7,893,968   (5.8)  2,535,034   (11.5)  1,418,030   (8.9)
Pinnacle Foods Group   $4,544,457   26.4   2,188,379   19.2   2,349,724   35.8 
Kashi Co.   $1,922,520   (0.8)  577,141   (0.1)  364,349   (0.1)
Nature’s Path Foods   $1,767,664   52.8   569,526   55.1   264,095   55.0 
BREAKFAST ENTREES  $138,338,528   7.9   52,323,068   3.0   39,740,336   4.6 
Hillshire Brands   $49,516,860   23.2   19,502,858   25.0   9,424,506   20.8 
Kellogg’s   $15,362,281   10.7   5,898,834   7.1   5,336,988   6.5 
Private Label   $14,573,468   (3.1)  6,629,918   (5.2)  6,223,858   (2.1)
Pinnacle Foods Group   $14,019,287   (9.5)  6,195,080   (17.1)  4,166,107   (10.2)
De Wafelbakkers   $13,343,094   1.4   3,928,465   2.5   7,124,324   1.7 
Nestlé USA   $6,351,542   170.0   1,753,805   111.3   1,507,336   180.6 
General Mills   $4,816,598   (9.7)  2,051,775   (34.0)  1,485,295   (7.8)
Heinz   $4,733,515   (31.7)  1,795,799   (29.4)  764,929   (33.9)
Bakery Chef   $2,893,987   (10.3)  701,494   (17.8)  1,172,562   (16.0)
Atkins Nutritionals   $2,605,566   (26.0)  763,429   (25.8)  327,967   (25.1)

Kellogg’s will add a chocolatey chip Strawberry 
variety to its Thick ‘n Fluff y lineup in 2016.

 ‘Protein and port-
ability are among 
the most signifi cant 
trends in the frozen 
breakfast category.’



LOGISTICS

FEI SUING USDA
FOR DeFaMation
Alleges business harm from ‘unprofessional and lengthy 
investigation’ of alleged ammonia leak. 

Harrisburg, Pa.-based FEI Cold Storage is suing 
the U.S. Department of Agriculture for defama-
tion, business disparagement and negligence in 

connection with an alleged ammonia leak in October of 
2013, according to PennRecord.com. 

The online publication says legal papers filed Oct. 15 in 
the U.S. District Court for the Middle District of Penn-
sylvania name the USDA and two of its officials — James 
Borda and Joseph Priori. 

FEI says ammonia was used to melt ice and repair a 
water leak, but that there was no contamination of any 
goods stored in its facility, according to Penn- Record. 
The company’s lawsuit says the USDA investigators were 
not knowledgeable about the properties of ammonia, and 
destroyed the company’s business with an unprofessional 
and lengthy investigation, PennRecord 
says. 

FEI seeks more than $75,000 in dam-
ages, plus attorney fees and costs. FEI 
is represented by Steven M. Williams 
of Cohen, Seglias, Pallas, Greenhall & 
Furman in Harrisburg and Randy A. 
Canche of Leger, Ketchum & Cohoon 
in The Woodlands, Texas. Neither the 
plaintiffs nor their attorney had any 
comment. n

LINEAGE’S TACOMA
EXPANSION STARTS
Lineage Logistics has broken ground 
on the expansion of its Tacoma, Wash., 
cold storage DC, set to open next year. 
The project will add more than 20,000 
pallet positions and bring Lineage’s 
temperature-controlled capacity in the 
Pacific Northwest to more than 93 mil-
lion cubic feet. 

Expansion plans include innova-
tions in energy efficiency and automa-
tion along with more dock capacity 
for cross-dock activity and intermodal rail business. The 
facility has immediate access to the Port of Tacoma, ma-
jor highways as well as rail access through Union Pacific 
and BNSF switches. Lineage Freight Management offers 
transportation solutions regionally and nationally.

 Since announcing the project last fall, Lineage ac-
quired Columbia Colstor (Columbia), a warehousing and 
logistics company with locations primarily in Central 
Washington’s robust agricultural region. The addition 
of Columbia doubled Lineage’s presence in the Pacific 
Northwest to 13 properties spanning the state in Seattle, 
Algona, Tacoma, Centralia, Kennewick, Othello, Quincy, 
Wenatchee, Brooks, Salem and Woodland.

Lineage is a temperature-controlled warehousing and 
logistics company backed by Bay Grove Capital, Colton, 
Calif. 

LOGISTICS LEDGER
ALDI is offering $19 per hour for 100 selectors and 
receivers at its distribution center in Moreno Valley, 
Calif., saying the new workers hired may be eligible for 
$26 per hour after 18 months on the job. That’s well above 
the industry standard. The DC will serve 45 ALDI stores 
slated to open by the end of 2016. About 25 stores are 
set to open before next July…   The Port of Oakland is 
in talks with CenterPoint Properties, Oak Brook, Ill., 
about developing the next phase of a 170-acre seaport 
logistics complex. The 20-acre project would be next to 
a 13-track rail yard now nearing completion. It would 

include trans-
load and cross-
dock facilities 
to transfer 
containerized 
cargo from 
ships to trains. 
If a deal is 
inked, it would 
create the larg-
est logistics 
complex at any 
West Coast 
port… PRISM 
Logistics, 
Danville, Cal-
if., has added 
facilities in 
Modesto and 
Stockton to its 
warehouse lo-
gistics network 
in Northern 
California… 
The growth of 
e-commerce 
was a factor 

in the addition of 5,100 warehousing jobs in October, 
according to the U.S. Department of Labor. That’s the 
strongest growth in the sector since July. By comparison, 
trucking added 400 jobs in October, and the railroad 
industry cut 200.  n

united States cold Storage and unilever had a 
ribbon-cutting to celebrate the opening of uScS’s 
new frozen distribution center in covington, 
Tenn. The facility connects to unilever’s existing 
815,000-square-foot production facility with a 
312-foot corridor kept at -20 degrees. combined, 
the two facilities create one of the largest ice 
cream manufacturing and Dcs in the world. 
cutting the ribbon are Dave Harlan, president 
and ceo of Voorhees, n.J.-based united States 
cold Storage, and Wendy Herrick, vp, supply 
chain, unilever. 
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GETTING PERSONAL

ALEXANDER’S 
MIRACLE
He was a tiny orphan in the Ukraine, with clubbed feet and 
little hope — until he met Patricia Barnes of Sister Schu-
bert’s fame. 

BY WARREN THAYER

Little Alexander was two years old and living in an 
orphanage in Ukraine with little hope of adoption. His 
mother had been killed when a boyfriend threw her off  

a balcony in a fi t of rage. He had no father of record. Worse 
still, his clubbed feet turned inward and upward. When he 
tried to walk, he hobbled along on the sides of his feet. 

As he grew older and 
heavier, walking would be-
come impossible and one day 
he would be turned out to the 
streets. Traumatized by the 
loss of his mother, terrifi ed 
of the dark and haunted by 
nightmares, Alexander had 
never known love. He needed 
a miracle to be adopted. 

‘MY HEART MELTED’
One cold November day 11 
years ago, his green eyes met 
those of Patricia Barnes, 
who was on a tour of an 
orphanage there. “My 
heart melted,” she re-
calls. Hearing his story 
from a tearful Russian 
nurse and translator, Pa-
tricia thought she might 
bring Alexander back to 
the United States for surgery 
to fi x his feet and ankles. 
Th en, surely, someone would 
want to adopt him. 

But during her visit, she 
and the boy kept looking at each other, over and over again. 
“It was as if he were saying, ‘You are the one.’ Somehow I 
felt we were bonded, that God was giving him to me at that 
moment,” she says. “Th at ‘someone’ who would adopt him 
turned out to be me.” 

Patricia and her husband George already had four chil-
dren at the time — two of them out on their own. Th ey 
knew this would present serious life changes, but today 
“We can’t imagine life without Alexander.” Surgeons fi xed 
his feet, and he’s now an avid soccer player — a happy and 

healthy 13-year-old American teenager. 
Th is miracle began with a Rotary Club meeting in Lu-

verne, Ala. Patricia had been invited by a friend, and took 
time off  from her work at 
her company’s bakery. Th e 
speaker at the meeting was 
a missionary from Ukraine 
who needed medical sup-
plies, clothing and dona-
tions for a hospital to help 
abandoned and orphaned 
children. “I was moved to 
help with that,” she says. 

Over time, the mission 
thrived. Th e youngsters 
there got a loving home 
environment, good foods 
to eat, medical care and 
had all their needs met. 

Th e couple that had 
founded the mission invited Patricia to come and see what her 
donations had helped accomplish. It was during this visit to 
the hospital that she met Alexander at the nearby orphanage. 
Because of local laws, children could not be adopted directly 
out of the hospital — they had to be adopted from a state-run 
orphanage. Th e kids didn’t want to leave the hospital, but they 
also wanted to become part of an adoptive family. 

After adopting Alexander on his fourth birthday, Patricia 
decided there had to be a better way to help the children in 
the hospital. So on another trip, “We searched for a home 
for foster parents while kids awaited adoption by perma-
nent families. We found an abandoned kindergarten site 

and turned it into six apartments, with six or seven kids in 
each one,” Patricia recalls.

‘SASHA’S HOME’
“Sasha’s Home” became the fi rst foster home in Ukraine, 
home to 43 children at its peak. “It was the happiest place,” 
she recalls. Sadly, the happiness did not last. 

“Th e Russians came into Ukraine and started bombing,” 
Patricia says. “Most families have moved out. Sasha’s Home is 
right in the middle of the heaviest bombing, but no bomb has 
yet disturbed it. I keep 
praying it will con-
tinue to be so — that 
the people will be able 
to move back and be 
happy again.”   n

To learn more… 
If you Google “Sasha’s Home,” you’ll 
be taken to the site of the Barnes 
Family Foundation. You can also 
search “National Adoption Month.” 

About Patricia Barnes Patricia Barnes is known 
to the industry and to her friends as Sister Schubert. “I was never a nun, 
like some people think,” she says. ”I’m called Sister because my older 
sister couldn’t pronounce my real name when I was born.” She is vice 
president of Sister Schubert’s, the iconic maker of rolls and biscuits she 
founded in 1989 and now a part of T. Marzetti. A renowned baker, author 
and philanthropist, she lives in Andalusia, Ala. 

Patricia Barnes (Sister Schubert).  

After his surgery, 
Alexander Barnes became 
an avid soccer player.
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