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When our
new product arrives,
so will they.
Stay tuned to see what’s joining our category-leading lineup.*
For now, we’re keeping it under our hat.

?
Visit us at moreoleinlife.com

*Source: Symphony IRI, Total US Grocery, Frozen Mexican Brand Sales, Latest 52 w/e 06.17.12
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OUT WARREN’S WAY

AT RANDOM
Johnny goofs off; Acosta picks up
the slack; Meijer, Walmart, the
Stones and the Beach Boys all
celebrate anniversaries.
First of all, because I know you’re
wondering already, Johnny Harris’
column will be back next month.
He’s on sabbatical… a golf sabbatical, I think, but I wasn’t sure when
he called. There was a
woman giggling in the
background…

• • • • •

R

ight after Johnny
decided to goof off
this month, I got
a call from the folks at
Acosta. Actually, it was
a call from the PR folks
representing Acosta, pitching me a
story on the company’s research on
why supermarket frozen food sales
have been going to hell in a handbasket lately, and what we all might
be able to do about it.
I get calls from PR people all the
time, and they’re generally a snore.
Somebody with a crackpot idea, or
somebody wanting me to write a
story about how wonderful their
product is and why all you readers
should go out and buy it and stop
with this silly slotting nonsense.
But this pitch was pretty decent,
and the young caller wasn’t snapping her gum at the time, which is
always a plus for me. So I told her
to send something over by e-mail,
and I’d look at it. We eventually decided it would be dandy if I
could goof off a little this month,
like Johnny, and let some Acosta
honcho have a byliner.
And so it came to pass. Mighty
fine piece, I have to say. I’m going
to try to get the Acosta folk to go
into more detail on some of the key
points in the story in future issues
because the trends they’ve outlined
in the story are pretty scary. A lot
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of us may well be road kill soon if
we don’t take heed and do something. I might add here that my
pals at the National Frozen & Refrigerated Foods Association would
be excellent allies in the effort.

• • • • •

Had an absolute blast this month
writing the cover story on the
respective anniversaries of Meijer
and Walmart. Initially, I was going
to weave in a lot about how the
Rolling Stones and
Beach Boys were
also celebrating
50th anniversaries of one sort or
another, but I ran
out of medicinal
things to smoke.
So I ran through
company histories,
old interviews and
biographies, and
pulled out some fun stuff I think
you’ll enjoy. History nut that I am,
it was easy finding good material.
It fascinates me how these two
companies have evolved so differently, since their roots were
so nearly identical. Inspirational
entrepreneurs. Customer-centric.
Highly competitive on price.
Meijer has pretty well stayed
true to all that, at least in spirit. It’s
still small enough to have a terrific
handle on its customers, along
with the ability to move like a
cheetah. But Walmart went public
and got humungous. To keep Wall
Street happy, it’s had to stray further from its roots. I love ‘em both,
but I prefer the Rolling Stones.
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NEW PRODUCTS

Low-Cal Greek Yogurt
Minneapolis-based General Mills (www.yoplait.com)
expands its Yoplait Greek lineup with a 100-calorie
sub-brand. The only Greek yogurt endorsed by Weight
Watchers, Yoplait
Greek 100 comes
in six flavors:
Strawberry, Black
Cherry, Mixed Berry,
Peach, Key Lime and
Vanilla. Sold singly,
each 5.3-ounce cup
has a Weight Watchers
PointsPlus value of 2.
Suggested retail is $1.29.

the original, Honey Melt
Organic is made with
organic fruit- and
plant-based oils plus
wildflower honey,
coconut nectar and
cinnamon. Free of
dairy, gluten, soy and
trans fat, it has half the
saturated fat of butter, 2 grams of sugar and
80 calories per serving.
Designed to melt, spread, drizzle, sauté and bake just
like butter, both Melt and Honey Melt come in 13-ounce
packages with a $3.99-$4.99 suggested retail price.

Asian-Inspired Vegan Meals
Vege USA (www.vegeusa.com), Monrovia, Calif., adds
two Asian-inspired, 100% vegan dishes to its Vegetarian
Plus line of frozen meat alternatives. Made with allnatural, non-GMO ingredients, the newcomers include
Korean Sesame Beef and Thai Lemongrass
Fish. Free of trans fat and cholesterol and low in
calories, the
fully-cooked
multi-serve
meals
come in
10.5-ounce
packages. Suggested retail is
$6.49 to $6.99.

Chilled Lunches
Newburyport, Mass.-based
Greencore USA (www.
greencore.com) expands
its line of Weight Watchers
brand chilled meals with
eight low-cal lunch options. Ideal for grab-and-go
deli sections, the collection includes four 5.5- to
7-ounce green salads with
dressing (Turkey BLT, Chef,
Southwest Chicken and
Chicken Caesar), two 6.5to 7-ounce lavash bread
wraps (Turkey & Cheddar and Chicken in BBQ Sauce) and
two 6.2-ounce sandwiches on whole wheat bread (Turkey and Roast Beef). Featured prominently on the front
of each package, Weight Watchers PointsPlus values
for the salads range from 2 to 5, and for the wraps and
sandwiches, from 7 to 8. Suggested retail price is $4.99
for the salads, $3.99 for the wraps and sandwiches.

Frozen Biscuits
Gagne Foods (www.gagnefoods.com), Bath, Maine,
expands its Robinhood Meetinghouse line of laminateddough biscuits with Double Chocolate, Triple Ginger,
Blueberry and Sweet Potato varieties. Made with allnatural ingredients and real butter, the tender, flaky biscuits contain
no preservatives, dough
conditioners, GMOs,
trans fat or
corn syrup.
Also free of
yeast and
eggs, they’re
specially
formulated
to bake from frozen without proofing. Suggested retail
is $5.99 for a six-count, 16-ounce package.
Honey-Flavored Spread
Boise, Idaho-based Prosperity Organic Food (www.
meltbutteryspread.com) introduces a honey-flavored
version of its flagship Melt Organic buttery spread. Like
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Bake-in-Pan Rolls
Salt Lake City-based Rhodes Bake-NServ (www.rhodesbread.com) adds
three preservative- and trans
fat-free items to its readyto-bake Warm-N-Serv
collection. Designed to go
from freezer to table in
15 minutes or less, Sweet
Hawaiian Rolls come in
nine-count, 9.5-ounce
aluminum pans, while
Monkey Bread (cinnamon
pull-aparts) is offered in
10.5-ounce pans. Both
feature removable domes
for easy storage. Rhodes also
introduces artisan-style Mini Baguettes ready to eat in 8
to 10 minutes. All three are line-priced with other WarmN-Serv items, usually between $2.19 and $2.99 apiece.

THE DATABANK

FASTEST
FROZEN
BY PETER PENGUIN
Supermarket frozen food
sales for the 12 weeks ended
June 10 surpassed $7.43 billion,
down 1.8% compared with
the same period a year ago,
according to Chicago-based market
research firm SymphonyIRI Group. Units
tumbled 5.7% to 2.34 billion, and volume
fell 7.1% to 3.20 billion. Percentage of
volume sold with merchandising support
edged up 0.6 points to 48.2%.
For the 52 weeks ended June 10, sales
expanded 0.4% to $32.24 billion, but
units were down 4.6% to 10.26 billion.
Volume dropped 5.4% to 13.95 billion,
while percentage of volume sold with
merchandising support declined 0.4 points
to 46.7%.
Our chart shows the fastest-growing
frozen department subcategories,
including the top 10 brands, for the 12
weeks ended June 10. Data is for the
brands as originally trademarked and may
not include line extensions. Only brands
with at least $100,000 in sales for the
period are listed.

F A C T O I D S

63.8%

Dollar gain by frozen pudding/mousse (to $146,689),
largest by a frozen subcategory too small to qualify
for our list. New No. 1 private
label saw its sales expand a
whopping 21,845%, albeit off
of a very, very small base.

-21.2%

Dollar loss recorded by
frozen sauce/gravy/marinade
(to $2,276, 719), largest by a
frozen subcategory with at
least $1 million in sales during
the most recent 12 weeks.
Top seller Tennessee Pride
saw its sales tumble 19.0%,
but ethnic brands like Goya
(+3.8%) and Santiago’s (+24.7%)
continue to grow.
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COOKIE DOUGH
Weight Watchers Smart Ones
Gregory’s
Private Label

$2,198,509 105.7
$1,341,421 828,668.3
$273,704
(4.3)
$211,531
20.4

578,380 177.7
398,850 983,119.0
30,618 (28.7)
63,297 216.1

PIZZA CRUSTS/DOUGH
Private Label
Udi’s
Freschetta
Kinnikinnick Foods
Tiseo
House of Pasta
Calise & Sons Bakery

$4,085,311 85.0
$1,031,667 1,654.8
$790,678 125.4
$394,061 8,103.5
$277,501
(4.7)
$161,216
12.2
$147,202
(2.5)
$128,980
(1.3)

1,344,069 63.4
359,115 913.2
154,360 128.4
97,202 7,858.4
32,831 (11.5)
94,723
16.1
55,297 (3.2)
86,803 (0.6)

BABY FOOD/JUICE/SNACKS
Happy Baby Happy Melts
Happy Tot

$924,499
$452,789
$360,230

78.1
78.6
205.2

$6,612,296
$2,687,391
$1,406,532
$429,104
$352,124
$340,307
$232,922
$183,128

DRINK/COCKTAIL DRINK CONCENTRATE $15,430,390
Yoplait Smoothie
$3,129,275
Jamba
$3,080,470
Dole
$2,457,740
Welch’s
$1,769,805
Private Label
$1,530,443
Hawaii’s Own
$1,447,537
Yoplait
$914,996
Minute Maid Premium
$348,452
Five Alive
$245,171
Bright & Early
$110,598

SOUP
Bertolli Meal Soup
Tabatchnick
Phillips
Boston Chowda
Kettle Cuisine
Private Label
Stouffer’s Corner Bistro

TORTILLAS
Food For Life
Goya
La Popular
Private Label
FROZEN YOGURT/TOFU
Private Label
Dreyer’s/Edy’s Slowchurned
Ben & Jerry’s Lighten Up
Kemps
Häagen-Dazs
Wells’ Blue Bunny
Turkey Hill
So Delicious
Kemps Live Healthy
Organic So Delicious
FRUIT
Private Label
Dole
Wyman’s
Cascadian Farm

$867,238
$273,664
$132,326
$128,159
$107,562

1,470,449
416,750
77,180
59,080
43,090
94,723
110,594
86,803

49.4
1,058.7
128.4
7,878.2
(11.5)
16.1
(3.2)
(0.6)

66.2
59.8
175.5

98,762 69.6
8,153 59.8
79,552 175.5

32.7
*
(5.8)
(22.4)
5.3
39.8
(28.1)
(81.3)

1,690,442
4.1
419,012
*
688,377 (8.4)
92,592 (15.6)
57,592
3.9
95,942
40.3
47,464 (24.9)
60,633 (81.6)

1,794,966 23.5
628,517
*
622,473 (9.5)
77,115 (18.8)
68,470 (1.1)
59,964 40.3
57,696 (30.7)
37,896 (81.6)

22.2
(27.4)
121.3
*
(23.8)
(13.7)
(8.2)
*
(16.3)
(13.6)
(2.5)

7,569,263
944,549
1,019,448
1,230,063
1,142,748
1,101,061
1,204,898
272,256
222,984
141,514
105,317

PROCESSED TURKEY/TURKEY SUBSTITUTES $13,234,350 22.0
Private Label
$3,891,902
98.8
Shady Brook Farms
$1,660,107
(8.6)
Foster Farms
$1,296,156
(9.9)
Jennie-O Turkey Store
$881,899
22.4
Perdue Short Cuts
$712,012
(3.4)
Jennie-O
$650,156 (15.8)
Royal
$592,098
23.7
Cooked Perfect
$540,815
(9.0)
Honeysuckle White
$523,919
(8.2)
Butterball
$291,446 (31.5)
18.2
27.6
6.3
62.4
(20.4)

455,211
130,453
301,562

600,004 88.2
210,393 785,730.3
98,920 (28.5)
177,950 580.8

6.9 15,962,700 (13.8)
(30.6) 1,647,472 (29.2)
104.8 1,125,234 95.4
*
807,290
*
(26.8) 3,285,401 (26.8)
(26.2) 3,243,976 (29.3)
(13.4) 3,614,695 (13.4)
*
258,643
*
(15.9)
668,952 (15.9)
(16.7)
424,543 (16.7)
(8.9)
315,952 (8.9)

2,530,149 12.4
571,017
36.0
421,075 (9.0)
204,929 (8.2)
133,050
2.3
166,147
2.6
75,228 (21.2)
126,791
23.1
80,814 (15.3)
160,269 (2.7)
60,241 (24.2)
314,576 23.9
81,046
23.9
24,074
0.6
58,250
59.8
39,718 (33.3)

3,097,441
817,490
331,441
303,812
234,406
93,458
94,345
253,583
141,425
120,964
59,361

17.5
52.1
(10.4)
(9.8)
7.0
2.6
(22.6)
23.1
(15.3)
(2.5)
(41.2)

377,786 55.5
60,784 23.9
44,866
0.5
43,687 59.8
17,207 (37.3)

$59,033,970 17.2 15,986,570 18.4 37,909,490
6.5
$13,250,660
20.6
4,335,748
36.6 13,770,710 13.5
$6,160,906 (20.6)
1,444,505 (27.1) 4,336,319 (27.1)
$4,336,175
5.6
1,152,642
3.1 1,152,642
3.1
$3,677,328
38.0
966,996
38.3 2,900,988 38.3
$2,561,514 (33.7)
630,773 (38.4)
551,926 (38.4)
$2,539,852
12.4
791,904
13.8 1,990,980
7.2
$2,399,691
(6.1)
764,311 (12.0) 2,292,934 (12.0)
$2,360,810 1,573.8
444,436 1,397.7
444,436 1,397.7
$2,071,391
31.7
523,179
32.5 1,569,537 32.5
$2,032,840
3.9
353,504 (9.3)
597,994 (11.6)
$104,203,700
$75,110,130
$10,036,840
$3,924,441
$2,588,406

11.4 26,905,120
7.8 18,758,420
25.0
2,602,197
36.1
859,604
26.3
668,661

(1.6) 29,181,030
(8.0) 21,229,130
32.9 2,276,164
23.9 1,064,123
25.5
385,941

(1.1)
(5.9)
16.4
34.9
26.3

2%

Percentage of men who admit to
having their eyebrows plucked,
shaved or otherwise professionally groomed, according to
Men’s Health.

-10.6%

Dollar loss by multi-serve
dinners/entrees, the largest
frozen subcategory to register
a double-digit loss. Among the
top 10, only P.F. Chang’s Home
Menu (+6.3%) and Gourmet
Dining (+1.2%) posted gains.

2

Number of top 20 frozen
department subcategories that
saw both dollar and unit sales
rise. Only Nos. 19 and 20, pies
and meat substitutes, scored
gains in both measures.

4:43

Minutes it took for world
record holder Kirk Swenson
to run a mile while simultaneously juggling three balls, a.k.a.
“joggling.”

230.6%

Dollar gain by private label
‘other breakfast food’ (to
$234,314), making it one of the
fastest-growing store brand
frozens. Unfortunately,
the rest of the Toaster
Strudel-dominated segment
didn’t fare nearly as well, and
sales tumbled 16.2%
to $31,633,290.

-6.6%

Dollar loss by chicken/chicken
substitutes (to $306,481,000),
due at least in part to rising
prices at retail (units and
volume were down 12.7% and
29.7%, respectively).
Top seller private label saw
its sales tumble 10.9%, but No.
2 Tyson (+0.8%) held its own.

Goya
Birds Eye
Dole Ready Cut Fruit
El Sembrador
La Fe
VIP

$2,207,706
$994,951
$823,107
$734,783
$558,052
$520,560

POT PIES
Marie Callender’s
Banquet
Stouffer’s
Swanson
Private Label
Amy’s
Willow Tree
Boston Market
Blake’s
Natchitoches

$62,629,530
$33,561,210
$17,621,950
$3,703,793
$2,015,235
$1,245,759
$1,226,114
$1,072,559
$763,518
$526,318
$161,958

CARROTS
Private Label
Green Giant
Hanover Gold Line
Pictsweet

$4,840,840
$3,190,353
$1,027,528
$176,218
$150,584

MEAT SUBSTITUTES
$63,562,460
Morningstar Farms
$23,822,560
Boca
$8,712,294
Morningstar Farms Grillers
$6,196,121
Lightlife Smart Dogs
$2,439,298
Tofurky
$2,379,012
Morningstar Farms Grillers Prime
$2,344,083
Gardenburger
$2,315,764
It’s All Good Gardein
$2,164,727
Amy’s
$1,235,291
Veggie Patch
$1,188,656

19.5
(21.7)
75.0
16.5
26.8
(40.5)

925,647
4.0
362,718 (24.1)
210,343
64.3
253,862 (0.2)
199,873
10.7
149,123 (44.7)

775,343
4.4
236,389 (24.1)
231,518 57.4
507,126 20.7
336,851 12.3
197,079 (34.7)

6.9 38,382,090 (1.6) 24,270,070 (0.9)
10.3 11,782,630
7.9 11,588,990
5.3
8.3 20,440,980 (5.9) 8,942,928 (5.9)
(9.5)
1,250,502 (15.2)
966,068 (17.1)
10.6
2,238,981
8.2
979,554
8.2
4.1
1,590,109 (3.8)
734,697 (4.3)
3.5
347,379 (0.3)
164,218 (0.4)
6.7
214,956
10.3
290,556
4.8
*
245,481
*
245,481
*
29.9
110,873
28.1
141,043 33.1
(6.4)
32,610 (7.4)
30,917 (6.8)
6.2
(1.6)
16.9
16.7
172.2

3,321,410
2,260,139
662,372
86,045
106,998

(0.4)
(8.7)
12.2
21.0
217.8

2,967,653 (3.6)
2,214,775 (9.6)
413,983 12.2
64,534
3.7
70,109 108.2

5.8 16,028,930
4.5
7.9
5,754,204
5.3
5.5
2,420,418
3.0
(7.1)
1,520,017 (7.9)
(3.1)
608,604 (4.5)
35.6
574,658
39.8
(1.7)
586,529 (1.6)
(8.9)
583,413 (12.5)
56.2
547,971
51.9
(5.7)
211,419 (12.7)
38.6
285,507
34.6

9,781,550
5.9
3,113,418
8.3
1,561,469
5.0
985,960 (7.6)
475,836 (4.4)
388,713 34.9
366,581 (1.6)
364,633 (12.5)
333,039 57.3
142,319 (11.0)
161,697 35.4

TURKEY/TURKEY SUBSTITUTE $163,603,100
Jennie-O Turkey Store
$49,811,210
Private Label
$24,537,910
Shady Brook Farms
$22,360,760
Jennie-O
$17,114,100
Honeysuckle White
$9,651,508
Foster Farms
$8,796,944
Perdue
$7,364,609
Butterball
$7,340,785
Butterball Everyday
$4,199,122
Plainville Farms
$3,228,903

5.7 33,591,260 (6.0) 47,363,720 (6.1)
14.9
9,787,584
6.2 12,590,350
5.5
(3.6)
5,356,977 (16.3) 7,996,467 (14.6)
(12.7)
4,173,392 (22.6) 6,304,917 (23.5)
32.3
2,869,569
23.4 6,342,743 23.7
(44.5)
2,144,811 (54.6) 2,756,996 (56.7)
(2.0)
1,758,596 (3.4) 2,241,053 (2.1)
57.6
2,316,969
40.5 2,350,082 34.1
58.6
1,047,121
40.3 2,121,774 45.8
149.4
1,245,355
79.2 1,272,970 83.1
43.1
709,586
43.7
709,586 43.8

PIES
Marie Callender’s
Edwards
Sara Lee
Mrs. Smith’s
Edwards Singles
Claim Jumper
Banquet
Private Label
Sara Lee Signature Selections
Mrs. Smith’s Soda Shoppe

$68,811,570
$22,243,840
$15,192,950
$7,244,093
$6,738,777
$5,466,805
$3,250,213
$3,132,288
$1,114,604
$740,337
$552,307

5.2 16,554,350
0.1 23,516,110 (0.3)
23.2
4,306,166
42.6 8,235,751 14.4
6.9
2,313,851
7.9 4,346,073
6.2
10.7
1,396,712
2.7 2,745,488 (5.2)
(5.3)
1,432,494 (12.8) 3,098,506 (12.8)
(14.6)
2,121,512 (16.4)
742,776 (18.6)
(1.4)
507,309
0.6 1,218,319 (0.7)
(5.0)
3,522,432 (12.1) 1,541,064 (12.1)
(16.7)
201,841 (36.3)
341,553 (34.1)
(42.2)
98,045 (45.9)
228,442 (43.6)
(35.6)
87,924 (37.9)
199,009 (37.9)

LEMONADE/LIMEADE CONCENTRATE
Private Label
Minute Maid Premium
Old Orchard Premium

$14,037,630
$6,694,969
$6,625,496
$657,759

4.7
3.0
5.5
14.1

9,502,670
4,889,432
3,984,077
586,401

PRCESD. ALL OTHER POULTRY/POULTRY SUBS $706,722
Aidells
$331,995
Maple Leaf Farms
$258,148

4.1
2.8
3.3

99,584
55,892
27,430

BREADED VEGETABLES
Pictsweet
Veggie Patch

$4,735,126
$1,133,646
$557,611

3.7
1.1
(25.2)

(2.0) 37,563,420
(6.9) 19,110,560
3.4 15,936,210
6.0 2,345,605

(1.7)
(7.0)
4.3
6.0

2.7
2.9
(0.3)

4.7
2.9
(0.7)

1,511,460 (4.8)
506,921 (12.7)
123,269 (27.0)

112,047
41,919
20,329

1,953,794 (7.6)
660,020 (10.9)
72,910 (27.1)

*Number is either not available, or very high, indicative of a recent launch working off a small base.
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FASTEST
DAIRY
BY BESSIE BOVINE
Supermarket sales of dairy
products topped $11.37 billion
during the 12 weeks ended
June 10, a gain of 0.1% versus
the same period a year ago,
according to Chicago-based market
research firm SymphonyIRI Group. Units
fell 3.1% to 4.59 billion, and volume
tumbled 3.7% to 36.89 billion. Percentage
of volume sold with merchandising support
rose 2.0 points to 44.7%.
For the 52 weeks ended June 10, dairy
sales jumped 4.0% to $50.78 billion, but
units were down 3.0% to 20.24 billion
and volume declined 4.5% to 162.80
billion. Percentage of volume sold with
merchandising support slipped 0.5 points
to 41.6%.
Our chart shows the fastest-growing dairy
subcategories, including the top 10 brands,
for the 12 weeks ended June 10. Data is
for the brands as originally trademarked
and may not include line extensions. Only
brands with at least $100,000 in sales
during the period are listed.

F A C T O I D S

58.2%

Dollar loss by grape juice
(to $606,668), largest by a
dairy subcategory with at least
$500,000 in sales during
the most recent 12 weeks.
A 79.8% decline by Welch’s
Healthy Start gets most of
the blame.

$2,151,492
Dollar sales racked up by
Laughing Cow Smooth
Sensations soft cream cheese
during the most recent
12 weeks, one of the best
performances by a dairy
product in distribution less
than one year. Already the
soft cream cheese segment’s
fourth-best seller, it helped
offset a 3.4% loss by
subcategory leader Kraft.
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CRANBERRY COCKTAIL/DRINK
Simply Cranberry
GT’s Kombucha Synergy
Florida’s Natural
Private Label

$6,240,018
$4,825,397
$866,815
$262,740
$161,568

604.5
*
84.9
65.0
(14.1)

2,333,117 646.2 91,432,510 555.6
1,859,462
* 74,860,420
*
272,988
97.0
4,367,808 97.0
81,514
59.7
4,809,334 59.7
72,077 (26.0)
6,150,172 (22.9)

READY-TO-DRINK COFFEE
$19,269,230
International Delight
$13,994,020
Bolthouse Farms Perfectly Protein
$4,631,966
Bolthouse Farms
$355,903
Upstate Farms
$167,967

401.1
*
27.4
*
6.4

5,480,157 314.4 272,060,500 862.3
3,654,759
* 233,904,500
*
1,535,917
30.2 33,226,010 28.0
118,112
*
2,327,467
*
124,558
1.8
1,992,920
1.8

MILKSHAKES/NON-DAIRY DRINKS $22,074,480 106.9
Slim Fast
$11,712,990
*
Rice Dream
$3,702,482
4.9
Hershey’s
$1,799,415 (25.7)
Kerns Aguas Frescas
$982,621
7.7
Yoo-hoo
$713,989
0.9
Chug
$467,932 (30.8)
Odwalla Super Protein
$454,643 1,465.8
Private Label
$450,303 (31.3)
Don Jose
$339,958
11.1
Dean’s Choco-riffic
$314,457 (11.4)

6,274,506 19.4 19,145,990 30.6
1,709,084
*
5,207,311
*
1,097,667
4.3
4,390,669
4.3
1,321,695 (33.4)
991,271 (33.4)
382,304
10.5
1,529,216 10.5
262,472
(0.9)
863,915 (1.7)
356,700 (35.4)
267,525 (35.4)
184,769 1,634.4
138,577 1,269.3
221,189 (32.5)
1,363,957 (33.2)
81,754
(2.9)
522,099 19.2
130,648 (12.1)
938,920 (13.8)

DINNER/SANDWICH ROLLS/CROISSANTS
Private Label

$476,246
$390,969

90.5
159.4

200,429
171,643

99.7
166.3

144,766 68.3
116,589 116.4

NON-AEROSOL WHIPPED TOPPINGS
Reddi-wip
Private Label
Kemps
Dean’s
Horizon Organic
Organic Valley
Knudsen
Land O Lakes
Meadow Gold
Meadow Gold Old Style

$82,918,020
$32,671,700
$30,836,890
$1,715,314
$1,588,214
$1,445,854
$1,271,294
$1,236,065
$1,219,021
$836,958
$803,839

63.6 29,930,330
* 11,238,940
(2.0) 12,164,460
2.6
581,540
7.2
610,824
24.0
407,194
6.9
405,932
22.8
301,435
3.3
303,543
0.4
436,112
5.6
162,846

63.3 23,258,310
*
5,509,699
3.9 11,622,500
(1.0)
525,596
7.5
584,968
22.9
407,194
0.1
326,775
(1.6)
333,575
3.9
350,907
1.9
342,389
5.3
231,129

34.3
*
3.2
0.6
7.4
22.9
0.7
22.1
6.0
4.7
6.7

JUICE AND DRINK SMOOTHIES
Bolthouse Farms
Naked Superfood
Naked
Odwalla Superfood
Odwalla
Silk Fruit&Protein
Naked Protein Zone
Odwalla C Monster
Bolthouse Farms C Boost
Naked Well Being

$76,799,850
$21,407,210
$17,434,180
$9,946,352
$5,271,622
$5,171,145
$3,358,293
$2,811,056
$2,436,367
$2,086,124
$2,013,574

34.8 22,769,200
31.4
6,204,033
38.2
4,096,802
15.7
2,851,784
37.3
2,118,048
20.6
1,732,206
*
1,356,697
37.4
729,035
39.6
867,372
3.7
629,694
52.7
465,894

32.0 493,478,700
32.9 162,836,200
28.4 100,550,000
14.3 47,605,930
35.3 27,022,470
27.2 30,618,680
* 43,414,310
36.9 12,180,260
26.7 14,056,830
0.9 15,012,000
44.0 11,526,470

43.4
33.5
41.2
15.5
42.3
20.8
*
38.0
59.7
3.1
48.7

32.2
*
35.4

21.2
*
7.5

17.3
*
14.5

JUICE/DRINK CONCENTRATE/SYRUP $843,041
Fruit Fast
$498,112
Cherry Ridge Juice
$185,566

51,775
28,447
9,744

2,131,574
910,305
311,802

ALL OTHER FRUIT JUICE
POM Wonderful
Tropicana Pure Premium
Bolthouse Farms
Dole
Noble
Zico
Cuties
Bolthouse Bom Dia
Private Label
Evolution

$14,022,930
28.6
$8,622,555
9.3
$1,964,353 77,130.7
$1,136,846
43.5
$490,988 422.1
$418,194
2.7
$213,921
69.2
$213,467
*
$208,240 (37.6)
$204,840 (11.0)
$125,836 (38.8)

3,154,409 59.2 103,699,000 88.1
1,708,067
35.5 38,128,050 13.1
611,100 71,527.5 36,054,910 71,527.5
116,973
47.5
6,032,648 46.3
176,416 438.7 10,408,570 438.7
140,888
(2.6)
4,322,709
2.8
93,539
66.9
1,309,540 66.9
50,354
*
2,113,791
*
32,852 (46.3)
1,051,250 (37.0)
91,456
19.5
1,209,188 (41.9)
27,408 (48.9)
476,318 (46.7)

GRATED CHEESE
Private Label
Kraft
Di Giorno
Belgioioso
Milano’s

$24,048,320
$12,542,370
$4,205,153
$1,116,489
$697,849
$595,063

7,109,565
4,134,511
1,170,977
260,930
175,556
146,945

18.5
(3.2)
*
(8.4)
(8.0)
16.9

15.3
(4.2)
*
(7.2)
(10.0)
15.2

3,523,523
2,021,410
566,062
97,849
64,184
127,265

16.6
(2.7)
*
(7.2)
(9.6)
16.8

93

Speed in miles per hour of a
sneeze when it leaves the nose.
Unless captured in a hand or
tissue, the fine mist of mucus and
saliva it produces can travel up
to 16 feet.

26.4%

Bella Famiglia
Crystal Farms
Fud
Rienzi
Stella

$485,880
$352,050
$333,978
$283,238
$231,720

(9.4)
(10.8)
86.0
(15.3)
(6.8)

131,357
102,527
89,587
45,622
58,392

(14.7)
(16.8)
88.5
(22.5)
(16.1)

$795,216
$506,378
$143,393

15.4
(8.1)
*

145,348
79,065
40,175

(1.9)
(36.6)
*

PINEAPPLE JUICE
$2,985,042
Dole
$2,401,661
Tropicana Pure Premium Healthy Heart $583,381

14.8
(6.2)
*

1,022,547
830,391
192,156

14.9 60,395,320
7.7
(5.0) 49,058,130 (11.1)
* 11,337,190
*

PEANUT BUTTER
Parkers Farm
Old Home

65,679
51,264
63,901
22,811
18,248

(14.7)
(16.8)
82.2
(22.5)
(16.1)

158,671 (7.5)
91,318 (35.7)
35,153
*

Dollar gain by private label natural
crumbled cheese (to $13,563,780),
largest by a store brand dairy
product with at least $1 million in
sales during the most recent
12 weeks. Its success combined
with a 14.4% gain by top seller
Athenos helped boost subcategory
sales 9.0%.

KEFIR/MILK SUBSTITUTES/SOYMILK
Silk
Silk Pure Almond
Blue Diamond Almond Breeze
Private Label
Silk Light
Lifeway
8th Continent
Silk Pure Coconut
So Delicious
Silk Plus

$166,100,000
$36,745,680
$32,639,680
$28,941,880
$16,542,410
$14,857,370
$8,260,945
$5,238,896
$4,391,462
$2,793,197
$2,465,896

13.9 50,968,100
(17.8) 10,571,940
91.8 10,042,500
42.6
8,816,536
20.0
6,049,846
(7.4)
4,531,112
(1.2)
2,348,160
3.8
1,698,035
66.9
1,309,582
35.5
824,533
(23.8)
735,456

13.8 191,458,200 13.9
(18.0) 44,431,650 (17.6)
87.4 40,324,180 87.7
40.8 35,554,910 40.7
20.2 23,152,670 16.2
(7.2) 18,124,450 (7.2)
(2.5)
4,440,521 (3.6)
1.2
6,792,138
1.2
67.2
5,238,328 67.2
23.8
3,243,059 22.9
(22.1)
2,941,823 (22.1)

Number of top 20 dairy categories
that enjoyed both dollar and unit
growth during the most recent
12 weeks. Of the five, kefir/milk
substitutes/soy milk posted the
biggest gain (+13.9%).

TEA
$109,415,300
Private Label
$20,869,130
Gold Peak
$20,529,420
Turkey Hill
$14,226,460
Red Diamond
$13,923,020
Turkey Hill Nature’s Accent
$7,707,689
Swiss Premium
$5,322,013
Bolthouse Farms Perfectly Protein
$5,313,324
Milo’s
$5,238,343
GT’s Kombucha Synergy
$3,636,853
POM Tea
$1,402,944

12.9 51,376,670
4.8 12,410,860
45.4
8,499,254
(1.4)
7,530,607
3.8
5,686,193
(5.7)
3,654,668
(2.8)
2,549,238
19.4
1,493,653
12.8
1,911,367
163.8
1,128,850
1.6
620,246

9.0
5.8
45.6
(4.1)
1.0
(10.0)
(9.0)
22.7
6.0
179.2
(2.6)

4,380,266,000 5.9
1,296,857,000
7.6
497,454,400 44.4
569,073,700 (5.9)
636,232,800
1.3
317,581,200 (9.0)
271,734,500 (5.8)
40,712,870 19.4
216,907,000
8.7
18,061,600 179.2
9,923,929 (2.6)

ALL OTHER SIDE DISHES
Bob Evans
Private Label
House Foods
Reser’s Main St. Bistro
Garden Highway Chef Essentials
Reser’s
Old El Paso
Modern Mushroom
Food Merchants
Veggie Patch

$21,153,480
$7,368,493
$5,069,977
$901,667
$855,031
$804,839
$703,789
$615,826
$452,769
$409,560
$344,319

12.8
6.7
1.8
11.2
62.3
*
69.2
(8.5)
131.4
11.5
9.3

6,103,413
2,038,959
1,620,481
442,999
210,056
172,517
186,535
204,513
102,270
115,862
79,094

10.6
8.9
(4.5)
7.1
58.3
*
67.3
(6.9)
121.5
14.0
11.0

6,071,344 10.9
2,442,971
9.7
1,607,635 (2.5)
221,500
7.1
262,570 58.3
81,443
*
205,558 46.9
121,440 (6.9)
51,135 121.5
130,345 14.0
44,490 11.0

$5,680,598
$2,693,419
$882,224
$541,153
$292,302
$182,124
$163,644
$158,534
$112,134

10.6
(5.5)
14.4
*
(14.8)
146.0
222.2
29.1
(4.2)

1,012,674
401,926
156,477
67,356
35,770
23,862
21,893
111,553
14,500

6.1
(9.2)
10.7
*
(16.9)
122.6
245.7
35.2
(9.0)

1,182,840
577,775
202,633
101,034
61,200
34,466
30,444
18,473
16,401

5

550,000

Estimated number of towels
stolen from hotels each year.
The second-most common stolen
item? Batteries from the remote
control.

64.8%

Percentage of butter volume
sold with merchandising
support during the most recent
12 weeks, second-highest in the
dairy department (and 13.2 percentage points more than a year
ago). Unit sales jumped 9.0% as a
result, but dollar sales fell 4.0% to
$292,345,300 (falling commodity
prices also played a role).

-6.1%

Dollar loss by the dairy
department’s largest subcategory,
skim/low-fat milk
(to $1,511,578,000). Despite the
decline, several specialty brands
registered gains, most notably
Prairie Farms (+8.2%) and Kemps
Select (+10.3%).

PIES (NO SNACK PIES)
Private Label
Cyrus O’Leary’s
Kenny’s Genuine Island Style
J. Horner’s
Reese’s
Schwan’s
Hershey’s
Something Sweet
FRESH SOUP
Private Label
Panera Bread
Harry’s
Legal Sea Food
Bob Evans
Soluppa
Ivar’s
Nana’s

$26,835,320
9.0
$23,410,710
4.1
$1,443,664 1,653.4
$423,377
(2.7)
$418,558
31.2
$206,845 (15.3)
$176,985
8.1
$148,445
(7.5)
$110,738
1.7

NATURAL CRUMBLED CHEESE
Atheno’s

$63,070,530
$18,258,340

6,609,447
7.9
5,865,888
3.7
289,012 2,293.0
116,224
4.7
82,695
70.7
67,550 (11.2)
22,013
4.8
23,963 (16.9)
12,332
1.7

9.0 18,179,520
14.4
5,123,158

8.2
20.0

(0.7)
(13.9)
0.8
*
(17.2)
122.6
245.7
35.2
(21.2)

8,528,642
7.5
7,759,981
4.4
289,189 1,828.1
123,863
9.1
82,695 36.6
50,662 (11.2)
44,026
4.8
30,782 (4.6)
21,580
1.7
5,926,692
1,784,023

8.6
22.7

* Number is either not available, or very high, indicative of a recent launch working off a small base.
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REVIVING
FROZEN
SALES

and haven’t been able to bounce back
fully. In fact, in early 2012, frozen food
department unit sales declined by 7%
over 2011 and as of April were down
by almost 4% over the previous 52
weeks. While grocery stores are
seeing a decrease in total store unit
sales, frozen food unit sales are down
more than any other department.
Although most retailers have
seen an increase in frozen food
dollar sales, unfortunately,
nearly all of these dollar
Frozen food sales have been declining sigsales increases can be atnificantly. Here are steps you can take to
tributed to inflation — not
help bring them back.
to increased consumer
demand. The reality is
BY DEAN WASNIEWSKI
that shoppers are putting
less frozen food into their
ver since Clarence Birdseye first
shopping baskets while
developed a process to freeze and
purchasing these products
DEAN WASNIEWSKI
preserve food nutrients and flavor in
at a higher cost.
1944, the frozen food industry has grown
To delve deeper into
at a healthy rate. Today, it has topped $31 billion in
these department trends, we recently surveyed frozen
annual retail sales, with more than 99% of U.S. housefood shoppers and discovered a number of interesting
holds consuming frozen food products. The story has
root causes challenging the frozen food category. These
changed recently, however, and retailers and manufacinclude:
turers are experiencing a sudden and significant decline
SEASONALITY
in frozen food sales.
The frozen food department is seasonal, with traditionUNITS DROP
ally increased activity during the summer months and
In 2011, frozen food unit sales dropped to 2008 levels
also in March around National Frozen Food Month.
The 2011 summer season, however, was soft from a unit sales
perspective. Ice cream and frozen
novelties, two of the key summer
season categories, experienced
lower than normal sales levels
than the past few years. In addition, unit sales in March 2012
were down 6% versus the prior
year and resulted in the lowestselling March National Frozen
Food Month in the past six years.
While never a top month for
frozen food, December 2011 was
the lowest four-week sales period
in the past six years. Perhaps the
unusually warm winter impacted
consumer demand for frozen
foods. The two regions of the
country that had the warmest
winters, compared with previous
years, also had the largest sales decline in frozen foods. With a mild

E
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winter in much of the country, shoppers were more
likely to eat out than dine in.
Not all frozen food categories have been impacted
equally. Ice
cream, pizza
and frozen
prepared foods
(dinners/
entrees) have
seen the largest
decreases in demand. These three categories alone contribute more than 40% of dollar sales and are key traffic
drivers to the department. This means that when shoppers reduce their spending on these
categories, it hurts the department
overall. Frozen breakfast was the only
category that experienced increased
unit sales.

Frozen food unit sales
are down more than
any other department.

PRICING
Shoppers cite a variety of reasons for buying less frozen
food; however, at the top of the list is unit prices. On average, prices are up by 7% across the department versus
last year.
Promotional activity in the department has also
changed. With the increase in everyday prices, promotional discounts in the frozen food department are not
as deep as last year. For example, five-for-$10 frozen
dinner promotions are now often four-for-$10 promotions. Consumers are noticing these value changes and,
as a result, their demand is falling off.

COMPETITION
Increased competition from substitute products has also impacted
consumer demand for frozen products. For example, the frozen pizza
category has been challenged by
pizza delivery services. Domino’s and
others have been discounting heavily, leading to a steady increase in
demand while frozen pizza unit sales
have slipped.
AUGUST 2012
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MORE FRESH & DOING WITHOUT
Shoppers are buying more fresh foods and cooking
more fresh foods at home. Consumers in certain categories such as frozen desserts cite dietary concerns as
a reason for lower demand. Consumers are also trading frozen vegetables for canned and fresh vegetables,
and, in some frozen categories, shoppers are just “doing
without.”

There is opportunity to bring
shoppers back to the department.

LACK OF INNOVATION
Another factor impacting frozen food unit sales is a
lack of new item innovation within the department. In
reviewing new item entries into the frozen food categories, manufacturers introduced 22% fewer new items in
2011 than in 2009. In some categories, manufacturers
introduced up to 42% fewer new items in the same time
period.
There are some exceptions. One frozen category that
showed an increase in new item introductions was frozen breakfast, which was also the only frozen category
showing an increase in unit sales versus last year.

PACKAGE SIZES
Packaging changes also explain some of the changes in
category demand. The ice cream category has seen large
declines in unit sales. In addition to increasing prices,
manufacturers have also downsized packaging. What
used to be a “halfgallon” of ice cream is
now often a 48-ounce
package. This is a 25%
reduction in package size. When asked,
33% of all frozen food
shoppers indicated
they recognized the
package size reduction. This ranked
highest among all
other frozen food
categories.

of 35 purchasing frozen foods. Of shoppers ages 35-44,
a key shopper demographic, 25% have left the department since 2007.
Frozen food categories show significant variance in
demographic appeal. For example, about 50% of frozen
pizza is purchased by households whose shoppers are
younger than 44, while this same group is responsible
for only 33% of ice cream sales. Finding ways to entice
younger shoppers into the department needs to be a
priority for manufacturers and retailers.

AISLE CONFUSION
Our research shows that shoppers find the frozen food
department hard to shop and difficult to navigate. Out
of 20 major departments or categories surveyed, frozen
foods ranked at No. 18 among the “hardest to shop.”
The only two categories that ranked lower were personal care and candy. This represents a big opportunity for
retailers and manufacturers to provide a better shopping experience for frozen food shoppers.

BRINGING SHOPPERS BACK
Despite the challenging reality of today’s frozen food
landscape, there is opportunity for manufacturers and
retailers to bring shoppers back to the department.
Consider the recommendations below for sparking
renewed interest in the frozen food category.

INVEST IN INNOVATION
To address the perceived lack of innovation, frozen food
manufacturers should get creative and test new prod-

FEWER YOUNG
SHOPPERS
Demographics also
help explain these
recent category trends.
More than half of shoppers buying frozen foods are over
the age of 55, while shoppers under the age of 55 are
leaving the department for other options. Compared
with 2007, there are 37% fewer shoppers under the age
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ucts that demonstrate advances in the category. This
can include trying new measures for packaging and
portion control, addressing the demand for health and
wellness or targeting the unmet needs of key demo-

Trion
WonderBar
®

®

Add Facings
Boost Sales
Cut Labor

For use in
candy, gum,
center store,
auto, dry goods,
coolers & freezers,
and more.

For details on WonderBar®

Scan with your smart phone

Adds facings and rows
Increases sales
Auto faces product
Reduces stocking labor
Insures product rotation
Lifts out, easy restocking
Reset 48 facings in minutes
Interchangeable with other systems
Mounts anywhere with Universal Brackets

Visit triononline.com/wonderbar
Or Call Toll Free 800-444-4665

REVIVING FROZEN

graphics, such as younger or multicultural shoppers.
Making a commitment to innovation, and effectively
communicating this to consumers, will help manufacturers’ products earn back a spot on shoppers’ grocery
lists.

IMPROVE THE SHOPPING EXPERIENCE
To streamline and improve the frozen food shopping
experience, retailers should re-evaluate adjacencies and
assist shoppers with navigational queues in the store.
Bringing some fun to the frozen food section can further elevate the shopping experience.

REDEFINE VALUE
Frozen food offers both convenience and nutrition, and
ensuring that shoppers fully understand this value can
help boost consumer interest and
sales. Retailers can
capitalize on and
solidify this value by
creating complete
solutions that make
meal preparation
easy. In doing so, including non-frozen items will enable
cross-promotion throughout departments, bringing additional visibility and traffic to the freezer aisle.

More than half of
shoppers buying
frozen foods are
over the age of 55.
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LEVERAGE FROZEN FOOD MONTH
Frozen Food Month in March is the perfect time to
market to consumers with targeted, department-specific messages. This push should be an integrated part
of the overall shopper marketing strategy and can help
bring new shoppers into the department.

CREATE A SOLID PRICE AND PROMOTION
STRATEGY
In today’s economy, price remains a key driver of purchasing decisions, making it imperative that both manufacturers and retailers understand the impact of price
gaps and how shoppers will react to price increases.
Keep in mind that promotional timing and frequency
factor into determining optimal promoted price points.

THE BOTTOM LINE
Higher everyday prices and lower promoted price points
in the frozen food department have driven shoppers to
find other options to feed their families, but by leveraging innovation, re-establishing value and executing
strategic promotions, manufacturers and retailers can
win back shoppers — and sales. n
Dean Wasniewski is senior vice president, client development – Perishable Foods, Acosta Sales & Marketing
(www.acosta.com).

Q:

What’s the difference between

and

A:

?
See our
September
issue!
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Happy 50 !
TH

BY WARREN THAYER

For
, it’s
the anniversary of its
first supercenter.

M

eijer opened its first supercenter in 1962. It
was a good year. Walmart was founded back
then, and so were The Rolling Stones and The
Beach Boys.
Grand Rapids, Mich.-based Meijer was not necessarily
“the” pioneer of the supercenter; some folks dispute that.
But Meijer was one of the only pioneers not to die from
arrows in the back, and to stick with the format.
Officially, according to the Food Marketing Institute, a
supercenter is a hybrid of a large traditional supermarket
and a mass merchandiser. “These stores average more
than 170,000 square feet and typically devote as much as
40% of the space to grocery items, e.g., Walmart Supercenters, Super Target, Meijer, and Fred Meyer,” says FMI.

LOTS OF COPIES
Meijer’s initial and lasting success with the format inspired lots of copies. Even Walmart flirted with buying
the company once, before starting its own supercenters.
At this writing, Meijer has 198 supercenters and grocery
stores throughout Michigan, Ohio, Indiana, Illinois and
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Kentucky.
The first Meijer supercenter,
opened on June
6, 1962 in Grand
Rapids, was
Meijer has 198 supercenters and
called “Thrifty Acres.”
grocery stores in five states.
Two years ago, the store
was razed and replaced
with a new $15 million, 156,000-square-foot Meijer Supercenter.
As an aside, would you believe that Meijer got its start
as a barbershop? No, I wouldn’t have, either, until I read it
on the Meijer Web site. Seems that back in 1934, Hendrik
Meijer ran a barbershop in Greenville, Mich.
Groceries were scarce in the middle of the Great
Depression, and Meijer wanted to provide a convenience
to his customers. So one day he bought $328.76 worth of
merchandise on credit. He and his 14-year-old son, Fred,
opened North Side Grocery. To me at least, it seems we’ve
come pretty near full circle, since frozen foods and such
are sold almost everywhere but barbershops today.
In many ways, Meijer and Walmart started out with
the same corporate culture, with strong entrepreneurs at
the head. Walmart went public, of course, and has 10,000
stores in 50 states and 28 countries. Meijer remains
privately held, with 198 stores in five states. But when the
two of them do battle over the same turf, it can be hard to
predict a winner. n

For
it’s a birthday.

,

“O

n July 2, 1962, we finally opened Walmart
No. 1, and not everybody was happy about
it.” — Sam Walton, company founder, in his
autobiography, “Made in America.”
Walton was referring to the executive team at Ben
Franklin stores. He’d owned several franchises with that
company, but the executives there hadn’t agreed with his
vision of a chain of discount stores. So Walton, already a
seasoned retail veteran, opened up his first Walmart, in
Rogers, Ark.

A HORNET’S NEST
Lee Smith, an early Walmart associate, related what
happened next. “Because there was a Ben Franklin store
in Rogers, run by somebody else, we really stirred up a
hornet’s nest when we opened that first store. I vividly
remember opening day. Along with the crowds of shoppers, a group of ‘officials’ from Ben Franklin in Chicago
— all dressed in pin-striped suits — showed up. They
marched in like a military delegation, and in the front of
the store asked me, just as cold as they could be, ‘Where
is Mr. Walton?’ They marched on back to Sam’s office
without a word.”
The delegation returned a half hour later, after delivering an ultimatum to Walton: “Don’t build any more of
these Walmart stores.” But as Smith noted, “Sam Walton
wasn’t the kind of guy you issued ultimatums to.”
Indeed.
The rest, as they say, is history: Sam’s Club, supercent-

ers (the first
in 1987), and
a slew of new
formats that
keep evolving. Over
the years,
Walmart has
gone public,
grown like
wildfire and
stumbled
occasionally, Walmart has long been known for
but generally aggressive pricing programs.
it’s been the
most feared retail competitor in North America.
In the days of the Efficient Consumer Response initiative, I recall Walmart execs sitting at the back of the
room during industrywide conferences. The difference
between them and just about everyone else was that they
didn’t just take notes — they took action. Most notably,
technology and logistics initiatives gave them a head start
that enabled them to leapfrog most of the industry.
And so this past July 2, Walmart execs and associates
turned out in force to celebrate the opening of the Rogers store. The Walmart choir sang. (Really.) The store
manager led the Walmart cheer (“Gimme a W!…”) And
the Walmart store count, worldwide, was rising well
beyond 10,000. n
AUGUST 2012
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‘Can’t Talk Now,
Sam! Too Busy!’
Shortly before his death, a writer for The Grand Rapids
Press interviewed industry icon Fred Meijer. Among
Meijer’s recollections: courting calls from Sam Walton.
BY WARREN THAYER

“H

e (Walmart founder Sam Walton) called me
three times in two weeks,” Fred Meijer said
in a 2009 interview
with Shandra Martinez, a writer
for The Grand Rapids Press.
“I could have gotten down
there,” Meijer, the late chairman
of the company, told Martinez at
the time. “But we didn’t want to
sell out.”
Instead, Meijer told Walton
he was too busy to talk. Meijer
believed that Walton was angry
with him for the rest of his days.
Martinez recalls the interFred meijer
view with Meijer, who died last
photo courtesy of Meijer, Inc.
November, very well. She’d met
at the same time with sons Hank and Doug Meijer, now
co-chairman and CEO, and co-chairman, respectively.

NEVER RUDE

offers to take us public. We’ve all agreed we would rather
do our own thing.” This meant slower growth, but more
control of the chain’s business.
Many observers believe that the decision to stay private
helped the company stick to its own principles and thrive.
Martinez agrees.
“Giving the customer the lowest price and the best
value was part of Fred’s DNA,” she says. “Seriously
competing with
Walmart meant
smaller profit
margins sometimes, but the
family always
said they could live with that since there were no shareholders to satisfy and they could go their own way.”
The challenge for the family today, she says, is to
continue Fred’s customer-centric and price-driven spirit
going forward as the company expands into Wisconsin.
The task ahead is even tougher, considering the growth
of Walmart supercenters and other tough competitors in
Meijer’s market. (Some observers told me that Walmart
had initially stayed out of the region in hopes it could
buy Meijer.)
Martinez, who follows the Grand Rapids market
closely, believes that Meijer will be tough for any competitor to beat.
“They’ve got really clean stores, with staff that is a bit
more responsive. Pricing is good. Meijer has always had
long-term contracts with Michigan farmers, and its produce is considered by many to be the best selection and
quality,” she says.

‘I could have gotten
down there. But we
didn’t want to sell out.’

“Fred was a complete West Michiganite, and didn’t want
to seem rude,” she says. “So he didn’t return Sam’s phone
NOT JUST BLUSTER
calls,” fearing that the conversation could have gotten
This isn’t just hometown bluster. Market observers we
awkward very quickly.
interviewed — and consumer insights shared on the
The occasion of the interview was Meijer’s 75th year in
following pages — underscore the
business. Fred Meijer
strength and importance of Meijer’s
was only 14 when his
produce department.
father, Hendrik, opened
And while Walmart may have
the family’s first store
lower prices on some items, quality
in Greenville, Mich., in
and service at Meijer keep the lat1934.
ter competitive. Today, the Meijer
Even though Meijer
brothers, as their father did before
had “no sale” writthem, often walk stores and talk to
ten all over it, Walton
customers — just as Sam Walton
reportedly copied much
did at Walmart. Many people still
of what he saw at the
recall Fred Meijer walking around
Michigan chain. He ulhis chain’s stores, passing out coutimately took Walmart
pons for Purple Cow ice cream.
public, something that
The personal touch did not go
Fred Meijer avoided for
unnoticed. “When Fred died, long
his own business.
lines of employees and customers
“Sam went public,
lined up to pay their respects to
and we didn’t want to,”
‘Giving the customer the lowest price and the
him and to his family,” Martinez
Meijer told Martinez.
best value was part of Fred’s DNA.’
recalls. n
“We’ve had umpteen
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SHOPPERS COMPARE
WALMART & MEIJER
Price is the No. 1 reason shoppers choose Walmart and
Meijer, with neither chain showing an edge. But Meijer
comes out ahead on selection, quality, service and key
departments.
BY DIANNE KREMER

L

ow prices continue to be one of Walmart’s competitive advantages in the grocery arena, but Meijer
shoppers are equally as likely to shop Meijer based
on price. Meijer shoppers, however, are more likely than
Walmart shoppers to also cite selection, quality, and fresh
produce as reasons why they shop Meijer most often.
This suggests that Meijer’s prices are deemed competitive for the higher level of perceived quality that the store
offers. Further, Meijer scores higher than the national
average in selection, quality, and freshness.
While both Walmart and Meijer benefit from being
one-stop shopping destinations, Walmart scores higher
in this area (and much higher than the national average).
With its market-leading position in other product categories, Walmart will continue to attract shoppers looking to
save money on gas by consolidating shopping trips.
Despite this though, Walmart struggles with a grocery
Net Promoter Score that is below the national average.
Meijer, on the other hand, boasts a score that is well
above average. Beyond price and one-stop shopping, what
really seems to differentiate these two retailers is width of
selection, and perceived quality.
Dianne Kremer is a senior analyst at BIGinsight (www.
BIGinsight.com), Worthington, Ohio.

MEIJER HAS STRONGER FANS

Meijer comes out well ahead on the question, “How likely
is it that you would recommend this store for groceries to
a friend or colleague?”
Meijer has a Net Promoter Score nearly 9 points above
the average for a supermarket, indicating strong shopper
loyalty — well ahead of Walmart.
To arrive at the Net Promoter Score, customers are
asked to rate, on a scale from 0 (not at all likely) to 10
(extremely likely) the probability they would recommend
their store of choice to friends.
10 and 9 responses indicate Promoters; 8 and 7 responses are Passives; and 0 through 6 are Detractors. The
Net Promoter Score is calculated by subtracting the percentage of Detractors from the percentage of Promoters.
Price is generally the key differentiator here, but
Walmart and Meijer came to a dead heat in that category.
Although Meijer is ahead on several important general
attributes, it was way ahead of Walmart when it came to
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produce — another key differentiator. In fact, in interviews with market sources, the high quality of Meijer’s
produce came up again and again. Meijer’s perceived
superior selection was another attribute mentioned frequently by market observers.
Scoring Group
Adults 18+
Walmart
Meijer
Detractors (0-6)
20.3%
23.9%
13.2%
Passives (7-8)
28.1%
26.9%
33.7%
Promoters (9-10)
51.6%
49.2%
53.2%
Net Promoter Score*
31.3%
25.3%
40.0%
*Net Promoter, NPS and Net Promoter Score are trademarks
of Satmetrix Systems, Inc., Bain & Company, and Fred
Reichheld.

WHY THEY CHOOSE

Responses by shoppers of Walmart and Meijer, when
asked why they buy their groceries where they do. Tinted
numbers show where Meijer scores ahead of Walmart.
GENERAL
Avg. of Adults 18+ Walmart
Meijer
Price
73.1%
91.2%
91.2%
Selection
54.9%
58.2%
72.9%
Location
70.5%
69.0%
70.3%
Quality
45.5%
32.2%
47.0%
Service
26.5%
16.6%
21.3%
Advertising
12.6%
7.7%
16.5%
One-Stop Shopping
30.7%
57.1%
46.1%
DEPARTMENTS
Bakery
15.7%
15.8%
11.9%
Deli
17.2%
16.5%
17.4%
Ethnic Foods
5.4%
4.3%
4.8%
Fresh Produce
31.8%
24.7%
42.6%
Meat/Seafood Department 25.1%
17.5%
22.0%
Organic/Whole Foods
7.6%
5.0%
6.8%
Prepared Meals
8.0%
9.9%
5.2%
SERVICES
Double Coupons
13.1%
4.0%
20.5%
Knowledgeable Employees
11.3%
6.7%
8.5%
Trustworthy Retailer
21.1%
16.2%
17.1%
Open 24/7
19.0%
43.2%
41.8%
Store Appearance
20.2%
15.7%
22.7%
Store Layout
21.3%
20.2%
24.7%
Unique Products
6.4%
5.2%
4.4%
Wide Aisles
12.9%
14.4%
16.2%
*The sum of the % totals may be greater than 100% because
the respondents can select more than one answer.

DEMOGRAPHICS OF RESPONDENTS
Male
Female
Household income
Less than $15,000
$15,000 to $24,999
$25,000 to $34,999
$35,000 to $49,999
$50,000 to $74,999

Adults 18+
48.7%
51.3%

Walmart
48.3%
51.7%

Meijer
45.8%
54.2%

12.7%
13.5%
13.8%
16.0%
20.3%

16.3%
16.2%
17.1%
16.8%
17.5%

10.6%
9.2%
12.3%
22.2%
22.0%

CAJUN FOOD

#1 Favorite
American
Cuisine
consumed by
over 40%
of the U.S.
population!

Congratulations Walmart!

The freshest-tasting dinners
are made from

individual component ingredients.
The innovative Cajun Style Selections line lets consumers prepare 58 ounces of
delicious soup and 27 oz. of dinner/entrees in just 12 minutes. What’s more, the items have
the most protein in the category, and feature Grade A vegetables, you can find these
dinners at your local Super Center.

new! 5-inch narrow package design.

F EATURING

www.culinarydelightsgourmetmeals.com or call 831-724-8155
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Household income cont.
Adults 18+
$75,000 to $99,999
11.7%
$100,000 to $149,999
8.2%
$150,000 or more
3.6%
Average
$54,538
Age
18-24
13.1%
25-34
17.9%
35-44
17.9%
45-54
19.2%
55-64
15.0%
65+
17.0%
Average
45.3
Marital Status
Married
49.0%
Living with Unmarried Partner 8.7%
Divorced or separated
11.3%
Widowed
4.9%
Single, never married
26.1%
Grocery shopping frequency
2 or more times a week
29.0%
1 time a week
42.0%
3 times a month
12.2%

Walmart
9.5%
5.1%
1.5%
$45,428

Meijer
10.2%
10.2%
3.3%
$57,148

15.2%
21.1%
17.4%
20.1%
12.4%
13.8%
43.2

8.7%
26.6%
13.4%
18.6%
16.1%
16.6%
45.3

49.8%
9.3%
12.2%
3.5%
25.2%

56.2%
7.6%
7.8%
4.6%
23.7%

25.6%
43.0%
12.3%

23.8%
50.9%
14.7%

Adults 18+
11.9%
4.9%

Walmart
13.6%
5.5%

Meijer
7.7%
2.9%

Avgerage monthly grocery spending
Average
$277.00

$285.64

$290.75

Frequency of making a grocery shopping list
Regularly
58.5%
Occasionally
31.5%
Never
10.0%

60.0%
31.3%
8.7%

61.2%
32.2%
6.6%

Number of persons in household		
1
19.7%
2
35.3%
3
19.4%
4
15.6%
5 or more
10.0%

17.3%
33.1%
19.9%
18.6%
11.0%

21.5%
37.4%
16.9%
11.2%
13.0%

Kids in household under 18		
0
66.4%
1
15.2%
2
11.4%
3
4.4%
4
1.8%
5 or more
0.8%

61.0%
16.2%
14.0%
5.7%
2.0%
1.0%

69.0%
11.6%
11.1%
5.7%
2.1%
0.6% n

2 times a month
1 time a month

Aisle Intercepts:
Meijer Shoppers

Dorothy, 65, retired:
(She was on the hunt
for Mrs. T’s Pierogies,
an advertised special
of 3 for $6 instead of
the regular $2.79.) “I
like the selection (of
frozen products). I
buy the Meijer brand
fruit and vegetables
because they are the
cheapest.”

We asked Meijer shoppers why they choose to buy
their groceries there. Here are some of their responses.
James, 74, minister: “I’ve
been shopping this store
since 1964. It’s close to my
house and Meijer is right
on when it comes to prices
compared with Walmart
and other stores. We watch
those sale prices. Meijer’s
are hard to beat. “
Claire, 36, teacher’s aide:
(She also works part-time at
another retailer where she
gets an employee discount).
“What I buy depends on
what is on sale. I pretty
much shop here because
I like the pricing and the
convenience. The only other
place I shop is (her employer) but it doesn’t have the
selection Meijer has.”
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Ruth, 62, nurse: (Shops
Meijer, Aldi and her local farmer’s market. She
likes Meijer because it
is close to her house
and has good sales.) “I
usually buy what is on
sale and I usually buy
Meijer brand except
for ice cream. I buy
Hudsonville Ice Cream”
(a local favorite).

SO LONG
SLIP SHEETS
Slip sheets solve a problem you shouldn’t have in the first place. Instead of spending
precious funds to protect your products from the protruding nails, gaps and splinters of
wood pallets, upgrade to iGPS’ advanced, 100% recyclable shipping platform. Its solid
top deck provides superior product protection and eliminates the cost, inconvenience
and disposal issues associated with slip sheets. Oh yeah, and you will save on transport
costs, realize new operating efficiencies and contribute to a healthier planet. To learn
how you can say sayonara to slip sheets, call us at 800-884-0225 or visit igps.net

©iGPS 2012

Bill to: iGPS_P_12_007

The most innovative companies ship on iGPS
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SAM’S RULES Rule 4

enough. Set high goals, encourage competition, and then
keep score. Make bets with outrageous payoffs.

Perhaps the most famous part of Sam Walton’s autobiography, “Made in America,” is in Chapter 17, ‘Running a
Successful Company: Ten Rules that Worked for Me.’

W

almart founder Sam Walton, who grew up
poor during the Depression in Missouri,
learned the value of a dollar and of perseverance. After serving in World War II, he franchised Ben
Franklin stores but was unsuccessful in getting management there to listen to an idea he had.
What Walton had wanted to do was
open larger stores, focus on
rural areas, keep costs
low and discount
heavily. Since his
managers wouldn’t go
along with his vision,
he started his own
business in 1962. The
rest, as they say, is
history.
Walton, who died in
1992, never claimed
that his ten rules would
work for everyone.
As
As he wrote in his
his
book, “These rules
are not in any way
intended to be the
Ten Commandments of Business.
They are some rules Much has changed in the 20
that worked for me.” years since Sam Walton’s autoThe wisdom in this
biography was published, but
abridged version of
the advice still rings true.
his rules is worth
re-reading again and again.

Rule 1

Commit to your business. Believe in
it more than anybody else. If you love
your work, you’ll be out there every day trying to do it the
best you possibly can, and pretty soon everybody around
will catch the passion from you — like a fever.

Rule 2

Share your profits with all your associates, and treat them as partners.
In turn, they will treat you as a partner, and together you
will all perform beyond your wildest expectations. Encourage your associates to hold a stake in the company.

Rule 3

Motivate your partners (associates).
Money and ownership alone aren’t
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Communicate everything you possibly
can to your partners. The more they
know, the more they’ll understand and the more they’ll
care. Once they care, there’s no stopping them. Information is power, and the gain you get from empowering your
associates more than offsets the risk of informing your
competitors.

Rule 5

Appreciate everything your associates
do for the business. A paycheck and a
stock option will buy one kind of loyalty. But nothing else
can quite substitute for a few well-chosen, well-timed,
sincere words of praise. They’re absolutely free — and
worth a fortune.

Rule 6

Celebrate your success. Find some
humor in your failures. Don’t take
yourself so seriously. Loosen up, and everybody around
you will loosen up. Have fun. Show enthusiasm — always.

Rule 7

Listen to everyone in your company
and figure out ways to get them talking. The folks who actually talk to the customer are the
only ones who really know what’s going on out there.
You’d better find out what they know. To push responsibility down in your organization, and to force good ideas
to bubble up within it, you must listen to what your associates are trying to tell you.

Rule 8

Exceed your customer’s expectations.
If you do, they’ll come back over and
over. Give them what they want — and a little more. Let
them know you appreciate them. Make good on all your
mistakes, and don’t make excuses — apologize. Stand behind everything you do. The two most important words I
ever wrote were on that first Wal-Mart sign: “Satisfaction
Guaranteed.” They’re still up there, and they have made
all the difference.

Rule 9

Control your expenses better than
your competition. This is where you
can always find the competitive advantage. You can make
a lot of different mistakes and still recover if you run an
efficient operation. Or you can be brilliant and still go out
of business if you’re too inefficient.

Rule 10

Swim upstream. Go the other way.
Ignore the conventional wisdom. If
everybody else is doing it one way, there’s a good chance
you can find your niche by going in exactly the opposite
direction. But be prepared for a lot of folks to wave you
down and tell you you’re headed the wrong way. n

SPOTLIGHT: HISPANIC foods

MEXICAN

FOODS HOLD

STEADY
Handheld snacks and apps post
strong gains, but better crosspromotion could drive growth
in other segments.
BY DENISE LEATHERS

A

lthough sales of Mexican
foods were up just 0.3% in
2011 (thanks mostly to private
label growth), a January 2012 report
from London-based Mintel predicts
the segment will expand about 2%
annually through 2016, topping out

TortillaLand has updated its
packaging with bolder graphics to attract consumers to the
fresh case, and the old cardboard box is gone, reducing
waste and providing a more
streamlined shelf appearance.

at more than $1.8 billion across food,
drug and mass merchandise outlets
(excluding Walmart).
According to the report, the
market is being driven not only by a
growing Hispanic population whose
buying power is expected to jump
50% to $1.5 trillion by 2015 but also
by widespread familiarity with the
cuisine among non-Hispanics. In
fact, says Mintel, two-thirds of con-
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sumers it surveyed reported preparSarah Salvato, director of marketing
ing Hispanic/Mexican food at home
at Houston-based Windsor Foods,
at least once during the prior month,
maker of the José Olé lineup (www.
second only to Italian, which was
joseole.com). Due to the slow ecoprepared by 70% of consumers.
nomic recovery, “Consumers are
Although Hispanic influences
still eating at home more, but they
are cropping up in a wide array of
want to replicate those same restaufrozen and
rant flavor
refrigerated
experiences.”
categories
To make
— Sara Lee
that process
added Turkey
even easier,
Quesadillas
she adds,
to its Jimmy
Windsor is
Dean lineup,
preparing to
Heluva Good
debut “a more
recently
convenient
debuted a
version of
Black Bean
a Mexican
Consumers’ growing interest in value
Queso chip
restaurant faprompted H.J. Heinz to add 42-count
dip and Crys- versions of its Delimex flour taquitos.
vorite” (check
tal Farms
back in a
rolled out a line of pepper cheeses
month or two for more details).
Convenience was also the driver bein flavors like Jalapeno and Habahind Dinuba, Calif.-based Ruiz Foods’
nero Jack — the cuisine is probably
recent rollout of lunch bag-friendly
most entrenched in the handheld
single-serve burritos, both regular and
snacks and appetizers segment. That
supreme, offered under its El Montecategory expanded 2.8% to $5.1 bilrey brand (www.elmonterey.com). Aclion across channels during the 52
weeks ended June 16 (versus the same cording to chairman Kim Ruiz Beck,
“Consumers continue to try to stretch
period a year ago), according to New
their dollars by... bringing their lunch
York-based Nielsen. But much of
to work more often. And while they
the growth was driven by a handful
look for less expensive food options,
of Mexican-inspired subcategories,
they don’t wish to trade off on quality,
including burritos/chimichangas
taste or variety.” (El Monterey bur(+4.9%) and taquitos (+7.0%).
ritos come in eight flavors).
SNACKS/APPS LEAD
She adds that the economy has also
Brand-level data for the 52 weeks
forced many consumers to consider
(in supermarkets only) supplied by
using frozen snacks as the basis of
Chicago-based market research firm
inexpensive meals. To give them even
SymphonyIRI Group tells a simimore choices, Ruiz recently expanded
lar story: Dollar sales of El
Monterey brand hand-held
entrees and appetizers/snack
rolls jumped 4.9% and 16.2%,
respectively, while sales of
Delimex brand appetizers/
snack rolls shot up 19.3%.
And José Olé appetizers/
its re-closeable snack bag lineup with
snack roll sales were on the rise dura 12th variety, Mini Tacos. In reing the most recent 12 weeks comsponse to consumer requests, it also
pared with a year ago.
reintroduced its family-size entrees,
“Mexican food continues to gain
now in a 32-ounce package featuring
popularity in restaurants... and the
trend is trickling down to retail,” says four rather than five enchiladas.

Star performers in snacks/
appetizers include burritos/
chimichangas (+4.9%) and
taquitos (+7.0%).

SPOTLIGHT: HISPANIC foods

Consumers’ growing interest in
and, at the same
enough that
value also prompted Pittsburghtime, provide conproducts can
based H.J. Heinz to add 42-count
venient solutions
be merchanversions of its Delimex flour taquitos dised alongside
for consumers,”
(www.delimex.com), reports spokesconfirms Heinz’s
similar nonwoman Tracey Parsons.
Parsons.
Hispanic foods
While products
But value isn’t the only thing on
(so, Hispanic
like tortillas can
consumers’ minds. In fact, some
appetizers with
be included in paymanufacturers say they’ve seen more non-Hispanic
one-price Mexican
growth in higher-end, more authenappetizers,
meal deals that
tic offerings, including better-for-you etc.). As much
include chicken or
options that more closely replicate
as manufacturbeef strips, shredrestaurant fare. In the refrigerated
ers would like
Ruiz recently expanded its
ded cheese, bagged
tortilla category, for example, San
to see all of
re-closeable snack bag lineup
lettuce and other
Diego-based Circle Foods’ “authentic, their products
with a 12th variety, Mini Tacos.
accompaniments,
home-made style” uncooked tortilmerchandised
retailers and manufacturers should
las posted an 8.9% dollar sales gain
together, “We recognize that shopalso look for ways to combine them
in supermarkets during the most
ping is occasion-based much more
with other products. For example,
recent 12 weeks, one of only two top
than ethnicity-based,” says Ruiz
tortillas can be cross-promoted with
10 brands to see sales expand during
Beck.
Because many refrigerated and
lunch meats, cheese and refrigerated
the period (category sales were down
frozen Hispanic foods are meal comspreads for easy wrap sandwiches.
10.5%). Offered under the Tortillaponents, manufacturers say crossAnd frozen snacks like taquitos and
Land label (www.tortillaland.com),
merchandising with complementary
quesadillas are often served at parties
the line comes in all-natural flour,
and other casual gatherings, so why
gluten-free corn and whole wheat va- items is perhaps the best way to grab
incremental sales. “Promoting or mer- not cross-promote them with frozen
rieties, each of which offers a unique
pizza, buffalo wings and other nonset of nutritional benefits, says direc- chandising frozen snacks with salsa,
bean dip, guacamole and sour cream
Hispanic fare typically consumed at
tor of marketing Charlene Lee.
Boulder, Colo.-based Rudi’s Gluten- is a great way to increase basket size
the same events?
In addition, since
Free Bakery (www.
frozen snacks are frerudisglutenfree
quently used as the
bakery.com) also
One of the primary drivers behind the burgeoning Hispanic foods
basis of mini meals,
offers gluten-free
segment is the rapidly growing Latino population. According to a
“Retailers could bettortillas, but its vernew report from New York-based Nielsen, 52 million U.S. Hispanics
ter position the catsion is made with
— about 16% of the nation’s population — wield more than $1 trilegory as a destination
whole grain flours
lion in buying power, a figure expected to expand 50% by 2015. But
not only for snacks
rather than corn,
Latinos don’t always behave the same way other consumers do. Here
but for quick meals
says marketing vp
are some additional findings from “State of the Hispanic Consumer:
as well,” says SalDoug Radi. AvailThe Hispanic Market Imperative”:
vato. “Consumers are
able in three flavors
• While the overall population is graying, more than 60% of U.S.
extremely busy and
— plain, spinach
Latinos are under age 35, and 75% are under age 45. The median
could use a reminder
and fiesta — they
age of the Latino population is 28, nearly 10 years younger than
that frozen snacks
debuted in May.
the median age for the U.S. population as a whole.
are very versatile and
• Despite the recession, U.S. Latino households that earn $50,000 or
OCCASIONgood to have on hand
more are growing at a faster rate than total households.
BASED
for easy meals.”
• Although many immigrants to the U.S. have been absorbed into
While manufacturRuiz’s Beck adds,
the “melting pot,” due to its size and other unique factors, the
ers of some ethnic
“Although
most of
Hispanic culture is expected to sustain itself (counter to many comfoods support the
our
marketing
efpanies’ marketing strategies).
creation of a sepaforts
are
focused
on
• Across all retail channels, Hispanics tend to shop less often but
rate “destination”
driving
sales,
the
spend more per trip, and they’re less likely to buy products at
section for all such
challenge is to also
promotional prices.
products, most Hisdrive usage, i.e., the
• Although Hispanics do buy more name brands in certain categopanic food makers
decision to pull the
ries (hair care, baby products and HBC), overall, they’re just as likely
agree that the catproduct out of the
to buy name brands and private label as the general population.
egory is established
freezer.” n

FOCUS ON HISPANICS
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5 simple
ingredients.
Simply healthier
tortillas.

Naturally delicious, no preservatives.
Exclusively in the refrigerated section.
Find out how TortillaLand® Uncooked Tortillas move off your shelf naturally....
call 619-671-3900 or visit us on the web – www.tortillaland.com

ady-to - Cook
Re
Cooks up
FRESH in

~

60 ~
seconds

Available in 12-, 18-, 36and 44-count packages
© CIRCLE FOODS, LLC

QRSPIN.COM
TORTILLALAND TRADE ADVERTISING
QR CODE IDENTIFIER: 1016123005
MANUAL CODE: TLTRADE

ORGANIZATION: Circle Foods
CAMPAIGN: Product Packaging

TLTRADE

SPOTLIGHT: BREAKFASTS

BREAKFASTS
OFF BY 0.8%

The category as a whole dips, but
its three largest subcategories post
modest gains.
By Denise Leathers

W

hile several pundits have
identified frozen breakfast as a rising retail
star, recent sales have been soft.
Supermarket dollar sales dipped
0.8% to $369.6 million during the
12 weeks ended June 10 (versus the
same period a year ago), according
to Chicago-based market research
firm SymphonyIRI Group. And
despite a slight increase in volume
sold with merchandising support
(up 1.3 points to 38.8%), units fell
5.8% to 123.75 million.
The good news is the frozen breakfast segment’s three largest subcategories — breakfast entrees (+1.0%),
breakfast handheld (+0.5%) and
waffles (+2.4%) — all posted gains.
They just weren’t enough to overcome
double-digit losses in three of the
four smallest subcategories — bagels
(-11.7%), egg substitutes (-44.4%), and
other breakfast food (-16.2%). Muffin sales were also down, but only by
3.3%, thanks mostly to strong performances by a pair of new entries from
Kellogg’s Eggo and a trio of specialty
brands. Except for egg substitutes,
the common denominator among the
losers is lack of protein.

WANTED: PROTEIN
“Protein is key,” says Amy Grabow,
general manager of Downers Grove,
Ill.-based Sara Lee (www.jimmydean.
com), maker of the Jimmy Dean
lineup. “Consumers realize that a balanced breakfast that includes protein
can satisfy them in a way carb-only
breakfasts may not.” In fact, a recent
report by London-based market
research firm Mintel (www.mintel.
com) confirms that protein and fiber
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breakfast sandwiches later this month
are the two nutrients most sought in
with two new additions: Snack-Size
a weekday breakfast by consumers
Maple Sausage Biscuits and Snackaged 18 to 45 and 45 and over.
Size Ham & Cheese Biscuits.
Also wanted in frozen breakfasts:
convenience/ease of preparation,
LOWER AWARENESS
portability and fun new formats, all
According to Grabow, frozen breakof which are helping drive product
fasts have lower household awareness
development. For example, although
and penetration than other breakbreakfast burritos have been around
fast options, “So building awareness
awhile, Sara Lee recently added
before the consumer enters the store
breakfast quesadillas to both its
or driving consumers to the
Jimmy Dean and better-forfrozen aisle from other
you Jimmy Dean Delights
higher-traffic aisles is
lines. And Carson, Calif.key to growing frozen
based Cedarlane Natural
breakfast sales.”
Foods (www.cedarlane
Ads that comprise
foods.com), followed up its
a wide variety
2011 introduction
of breakfast
of Egg White
products,
Omelettes
in-store
with a June
signage, and
rollout of
other strategluten-free
gies all work
Egg White
well. But
Frittatas in
Charlotte,
a scalloped
N.C.-based
potato
pancake
crust, toutand wafed as the
fle maker
first such
DeWafelbproduct to
akkers (www.
hit the frodewafelbak
zen breakfast DeWafelbakkers often cross-promotes with
section.
breakfast staples such as OJ or eggs to get an kers.com)
often relies
On the
offer in a higher-traffic part of the store.
on crossportable,
promotions
handheld
with breakfast staples like orange
side, Battle Creek, Mich.-based
juice, eggs and yogurt.
Kellogg’s (www.leggomyeggo.com)
“In new stores,” says vp of retail
recently debuted Eggo Wafflers, a
pre-flavored version of the company’s sales Bob Savage, “we often go in
with a high-value offer such as ‘buy
flagship product specially designed
an 18-count bag of DeWafelbakkers
for on-the-go consumption — no
pancakes and get a free private label
syrup or fork necessary. And Moonachie, N.J.-based Bylada Foods (www. orange juice.’ In existing stores, we
byladafoods.com) introduced a trio of might offer cents-off the private label
microwaveable Mini Breakfast Bagels product. Either way, our goal is getting an offer in a higher-traffic part of
that also tap into a trend toward
the store.”
snack-size products that can be conEven when retailers are successsumed throughout the day.
“We’re seeing a real uptick in conful in getting consumers to visit the
sumers looking for smaller portions
frozen breakfast section, dwell time
for snacking or mini meals,” confirms is much shorter than in other areas
Grabow. To better meet that need,
of the store. So retailers have to make
she continues, Sara Lee will expand
the most of the time they have by
its Jimmy Dean line of snack-size
making products easy to find. Good

• Made from fresh, high-quality ingredients
• Available in buttermilk, blueberry,
maple and fun-sized minis

RATED 5 OUT OF 5 BY:

• Superior taste and texture
• No preservatives. No trans fats.
• 50% more in the bag
(compared to competitors’ 12 count boxes)

Stock De Wafelbakkers in your frozen section today and keep your
customers coming back. Call Bob Savage at 704-975-4084.
www.dwb.net |

DeWafelbakkers |

DWBpancakes |

DWBpancakes

© 2012 De Wafelbakkers, LLC All Rights Reserved

SPOTLIGHT: BREAKFASTS

signage helps but proper
placement is equally imporSupermarket sales for the 12 weeks ended June 10, 2012, according to SymphonyIRI
tant. Savage says DeWafelbakGroup, the Chicago-based market research firm. Percent change is versus the same
kers consumers prefer merperiod a year ago. Data is for the brands as originally trademarked and may not
chandising by type (waffles,
include line extensions. Waffle brands with less than $1,000,000 are not listed.
sandwiches, entrees, etc.), but
CATEGORY
$ SALES % CHG UNIT SALES
% CHG VOLUME
% CHG
other manufacturers advocate
FZ BREAKFAST FOOD
$369,561,600
(0.8)
123,749,900
(5.8) 101,775,900
(4.6)
brand blocking.
WAFFLES
$139,716,200
2.4
51,220,130
(4.9) 44,098,950
(3.0)
Explains one, “If a conKellogg’s Eggo
$74,882,930
10.1
25,383,770
3.1 23,868,060
4.3
sumer who loves our pancakes
Private Label
$24,538,800
(6.5)
11,030,750
(14.3) 9,697,872
(12.1)
sees a pancake-based entree
Kellogg’s Eggo Thick & Fluffy
$7,609,463
22.5
2,880,807
10.7
2,198,727
16.5
right next to them, she might
Kellogg’s Nutri Grain Eggo
$7,224,732
(48.9)
2,257,336
(51.0)
1,735,440
(51.0)
be inclined to give it a try.” But
Aunt Jemima
$5,668,375
(12.4)
3,185,811
(15.3) 2,452,365
(15.4)
if that entree is in a completely
Van’s
$5,628,161
33.7
1,793,744
32.1
965,280
33.2
different door that she doesn’t
Kellogg’s Eggo Nutri Grain
$5,268,767
9,569.1
1,646,454
8,289.6
1,265,794
8,289.6
usually shop, she’ll just get
Kellogg’s Eggo Minis
$2,511,982
(2.1)
995,422
(5.5)
678,181
(5.5)
what’s on her list and move
BREAKFAST HANDHELD
$91,984,310
0.5
21,753,430
(3.1) 19,545,610
(3.5)
on — without the incremenBREAKFAST ENTREES
$90,919,500
1.0
33,131,030
(2.6) 25,107,950
(1.5)
OTHER BREAKFAST FOOD $31,633,290
(16.2)
11,785,380
(18.8) 8,355,309
(19.7)
tal sale. Another supplier
BAGELS
$8,155,175
(11.7)
4,098,830
(13.1) 3,449,974
(11.8)
adds that brand blocking also
MUFFINS
$6,825,576
(3.3)
1,678,298
(0.4) 1,082,587
16.4
makes shopping brandwide
EGG SUBSTITUTES
$327,541
(44.4)
82,788
(57.3)
135,515
(44.0)
promotions a whole lot simpler for consumers.
“Two-thirds of frozen
the entire breadth of frozen breakfast promotion at the same time doesn’t
breakfast protein dollars are spent
maximize promotional spending
offerings raises category sales. But
on large category trips,” says Grabow. Savage warns against overlapping
for anyone. Spreading promotions
“So capturing those sales on that ‘big’ promotions within the same category. out over a wider period brings more
trip is critical.”
“Frozen breakfast is price-sensiattention to the category and more
In terms of promotion, Sara Lee’s
tive,” he explains. “Having competopportunities to gain new customresearch suggests that highlighting
ing brands in the same segment on
ers.” n

FROZEN BREAKFASTS

BREAKFAST SANDWICHES
SCORE IN RESTAURANTS
BY MATHEW MANDELTORT

D

ata from Technomic’s MenuMonitor shows that
in the past two years sandwich entrees on breakfast
menus have increased
35% at limited-service restaurants among the Top
500 chains. Further, more
limited-service chains offer
breakfast sandwiches today.
There’s good reason: 61% of
consumers surveyed eat them
monthly today, compared
with only 45% in 2010.
Taco Bell’s recent resurgence may be attributable
in part to the robust new
breakfast program it has dubbed FirstMeal, marking the
chain’s first foray into the morning daypart. The lineup
of breakfast sandwiches and burritos features name-
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brand products and ingredients including a Johnsonville
Sausage and Egg Wrap, two larger burritos (the Grande
Skillet and the Steak and Egg) and two smaller burritos
(Bacon and Egg,
Sausage and Egg).
Bacon, Egg and
Cheese (and similar
combos) remain
among the most
popular breakfast sandwiches at
leading chains, and
continue to show
growth. But coming on strong — although off relatively small bases — are
chicken sandwiches/wraps and “other” sandwiches/wraps,
featuring everything from varietal cheeses to salsa, black
olives, egg whites, jalapeno and sauces.
Pricing for breakfast sandwiches typically ranges from
$2.75 to $4.25. n

Taco Bell’s recent
resurgence may be
attributable in part
to the robust new
breakfast program it
has dubbed FirstMeal.

Mathew Mandeltort is a senior consultant with
Chicago-based Technomic (www.technomic.com),
a leading fact-based consulting and research firm
serving the food industry for more than 45 years.

Use no
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FOR

the BEST TASTING,

TENDER MOMENTS...

...WHETHER A CAKE FOR A
SPECIAL OCCASION or cookies
“just because.” A savory breakfast
on the weekend or a power-packed
snack for a busy summer day, our
All Natural, Omega-3, Organic
Brown and Hard-Boiled eggs have
the farm-fresh flavor and the go-to
convenience to make moments like
these great. Make sure you have
Great Day Farms in your dairy and
deli sections.

...MADE POSSIBLE BY THE EGG.

Find us on Facebook or learn more about
us online at www.GreatDayFarms.com
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SPOTLIGHT:
LOGISTICS SEAFOOD

SEAFOOD IS

Prudhomme’s Magic
Seasoning blends.
The BBQ Shrimp can
be an appetizer (served
with French bread) as is
done in the restaurants
of New Orleans or it can
be a meal, since a rice
Prices are up, squeezing dollars,
units and margins. But there may be packet is included.
“The Shrimp Linguini
light at the end of the tunnel.
is a dinner that Chef
Paul felt was representaBY WARREN THAYER
tive of the New Orleans
ollar sales of both frozen sea- Creole cuisine he serves
in his restaurant,” says
food and shrimp dipped
Moe Cheramie, vp of
1.6% in the 12 weeks ended
sales and marketing.
June 10, according to SymphonyIRI
The product features
Group, the Chicago-based market
Gulf white shrimp, a
research firm.
New to the
creamy garlic sauce with Culinary Delights
Unfortunately, the segments also
creole spices mixed with Cajun Style
saw units, volume and merchandiscreole vegetables and
ing support drop during the period.
Selections line are New Orleans
linguini pasta.
About 84% of all seafood consumed
Style BBQ Shrimp and French Quarter
Cheramie adds that
in the United States comes from
Shrimp Linguini.
consumers are looking
overseas, and both species supply/
for dinners that
strong success, says Rick Armstrong,
are different from the typical director of Eastern regional sales.
Italian and Asian offerings,
Studies done for the company
noting that he is seeing more show growing consumer interest in
demand for Indian, Middle
artichoke and spinach flavor proEastern, gluten-free, low-sofiles, and Beaver Street will soon
dium, and traditional favorite debut an artichoke and spinach
American cuisines.
stuffed flounder.
Early this year, Jacksonville, Fla.demand and currency fluctuations
With the seafood market soft
enter the picture. But some observers based Beaver Street Fisheries (www.
of late, Armstrong notes that his
expect prices to soften in the months beaverfish.com) launched Chilean
company is working hard to make
ahead, giving both retailproducts that are easy to prepare.
ers and manufacturers a
This is especially true from a packbreather.
aging point of view, with ovenable
and microwaveable trays popular.
NEW ITEMS
As seafood prices keep rising,
New items continue to
Armstrong says that both retaildrive interest in both
ers and manufacturers are strugseafood and shrimp. Ingling to hold margins. This often
ternational Frozen Foods,
translates into hot promotions and
Great Falls, Va., has added
hi-low pricing, he explains, adding
two new frozen multithat unit sales have been sinking
serve frozen dinners to its
because of higher shelf prices. Since
Culinary Delights Cajun
so much product is sourced overseas,
Beaver Street Fisheries will soon debut
Style Selections (www.
he says, world price shifts generally
an artichoke and spinach stuffed
culinarydelightsgour
take months before they reach the
flounder under the Sea Best label.
metmeals.com) line:
consumer in the supermarket. But
New Orleans style BBQ
Armstrong believes prices may be
Shrimp and French Quarter Shrimp rainbow trout under the Sea Best
on the way back down, which would
label. The product is now meeting
Linguini. Both feature Chef Paul
provide welcome relief.

SQUEEZED

D

‘The best retailers sell more
product by reducing their
margins and getting better
turns,’ says Cheramie.

38 www.fdbuyer.com

AUGUST 2012

BETTER TURNS
“The best retailers we have seen
sell more product by reducing their
margins and getting better turns,”
Cheramie notes. He says a lot of retailers are still looking at margins and
pricing themselves out of the market,
when consumers are looking for lower
prices.
Cheramie expects to see a trend to
smaller packaging so that five or six

Armstrong believes
prices may be on
the way back down,
which would provide
welcome relief.

items can fit on a 30-inch retail shelf.
He says that it is also possible more
retailers will be adding in club-size
package sections, as they did in the
late ‘90s, to give consumers real value
and compete with club stores. n

IS GULF SHRIMP
REBOUNDING?
BY RANDAL CONSTANT

Is shrimp rebounding after the disastrous 2010 oil spill in the
Gulf of Mexico? It depends on who you ask.
The harvest of brown shrimp in the western Gulf of Mexico is
expected to be 59.2 million pounds, which is above the historical
50-year average of 56.5 million pounds, according to the annual
forecast of the National Oceanic and Atmospheric Administration.
The prediction, for July 2012 through June 2013, covers state and
federal waters off Louisiana and federal waters off Texas.
But many local shrimpers report catches are down significantly,
with some shrimp showing signs of mutations they blame on the BP
oil spill or the chemical dispersants used to clean up the mess. Some
say the positive predictions don’t jibe with the poor catch shrimpers
fishing near shore and inshore waters in Terrebonne and Lafourche
saw during the recent spring season. Shrimper Lance Nacio, owner
of Anna Marie Seafood in Dulac, says shrimpers in outside waters
were making some catches, “but they were way out.”
NOAA scientists predict shrimp catches for state and federal waters off Louisiana from west of the Mississippi River to the TexasLouisiana border will be about 31.8 million pounds this season. The
Texas portion of the catch is predicted to be 27.4 million pounds.

Each bite is a
trip to paradise!
“Tidal waves out on the sea. I don’t know where I am gonna go when the volcano blow.”

Margaritaville Calypso Coconut Shrimp Plump butterfly shrimp rolled in
breadcrumbs and shredded coconut and served with a tropical mango chutney
dipping sauce straight from the islands. Fun appetizer or easy meal.

Margaritaville Jammin’ Jerk Shrimp Plump Peeled and deveined shrimp
seasoned with authentic Caribbean jerk spices. Quick, easy skillet preparation.
Serve alone, over rice, on a salad or in a wrap.

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

SPOTLIGHT:
LOGISTICS SEAFOOD

FROZEN SEAFOOD

Supermarket sales for the 12 weeks ended June 10, 2012, according to SymphonyIRI Group, the Chicago-based market
research firm. Percent change is versus the same period a year ago. Data is for the brand as originally trademarked, and may
not include line extensions.
CATEGORY
$ SALES % CHG
UNITS % CHG VOLUME % CHG % W/MERCH POINT CHG
TOTAL FROZEN SEAFOOD $522,676,600
(1.6) 75,103,410
(8.7) 87,404,750
(7.3)
52.4
(3.3)
SEAFOOD
$275,926,100
(1.6) 47,778,200
(8.6) 55,203,640
(6.3)
49.5
(4.3)
Private Label
$83,232,710
4.3 11,404,850
(6.3)
14,717,570
1.8
53.3
1.2
Gorton’s
$45,621,830
2.9
9,189,144
(3.8)
8,783,416
(7.0)
50.9
(9.3)
Van De Kamp’s
$13,874,660
(16.8)
2,953,910
(20.5)
3,840,599
(18.9)
64.7
(2.4)
Great American
$10,866,590
(26.9)
1,283,091
(32.8)
2,618,569
(32.4)
60.6
(8.2)
Mrs. Paul’s
$8,972,029
(16.1)
1,963,152
(21.3)
2,344,227
(22.4)
61.9
(2.2)
Sea Best
$7,995,619
(10.0)
1,285,365
(21.3)
1,849,076
(19.8)
46.4
(8.7)
Great Fish
$7,474,430
7.7
1,156,057
4.7
2,062,776
9.5
35.2
(2.9)
Cape Gourmet
$3,834,331
23.5
488,694
21.7
785,761
23.1
51.2
(23.9)
Ocean Eclipse
$3,655,213
(14.4)
1,532,528
(28.8)
678,715
(23.4)
43.9
(12.3)
Fisher Boy
$3,092,238
(13.0)
778,373
(4.2)
1,208,627
(13.6)
46.5
(9.9)
SHRIMP
$246,750,500
(1.6) 27,325,210
(8.7) 32,201,110
(8.9)
57.3
(1.5)
Private Label
$146,367,600
(0.3) 15,466,690
(7.4)
18,555,510
(6.8)
65.8
(0.6)
SeaPak
$11,804,510
(3.4)
1,828,457
(13.4)
1,776,745
(2.9)
55.2
(5.5)
Tastee Choice
$9,494,832
98.2
1,076,812
64.3
1,149,315
94.9
21.1
(7.5)
Gorton’s
$7,459,820
(14.1)
1,302,281
(15.2)
977,108
(14.5)
49.3
(2.5)
Sea Best
$6,809,227
(21.9)
906,294
(34.7)
1,063,101
(39.7)
56.0
(0.5)
Aqua Star
$5,974,226
(13.0)
761,183
(10.6)
845,901
(24.6)
48.1
(6.0)
Cape Gourmet
$5,138,726
(17.2)
321,402
(8.3)
609,120
(9.4)
20.6
(16.6)
Great American
$4,062,256
(5.4)
355,462
(10.1)
675,273
(8.8)
65.0
14.1
Seamazz
$2,505,178
(5.1)
188,020
(5.3)
275,263
(15.7)
45.0
4.9
Censea
$2,038,105
(25.6)
157,799
(35.0)
232,684
(35.1)
47.4
5.1

“Factory customization and pre-piped components
made system installation faster and less expensive.
NOW, THAT’S WHAT I CALL AN EDGE.”
When it comes to choosing a distributed refrigeration system, there is only one choice. The Zero Zone Edge™ Distributed System
is tailor-made for your individual store layout and manufactured with your custom features, simplifying installation and reducing costs.
Vertical or horizontal configurations make the system more flexible and service friendly. For innovative system design, personalized
service and responsiveness, nobody does it better than Zero Zone.
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Nominations Open for
Kroger, Winn-Dixie, Nash Finch, Hy-Vee, Harris Teeter, Safeway
and BJ’s Wholesale Club have been past winners.
Frozen & Dairy Buyer magazine and Ruiz Food
Products are accepting nominations for winners of
the Retail Patriot Awards to be presented this October
during the convention of the National Frozen &
Refrigerated Foods Association in Washington, D.C.

Nominees should be retailers that have
gone “above and beyond the call of duty”
in supporting our troops and veterans.

Marcus Adair, left, and Coler Ambrose accept
Retail Patriots award on behalf of Winn-Dixie.

‘The event this
evening is Ruiz
Foods’ way of saying
thank you to all who
have served or are
serving in the armed
forces.’ — Fred Ruiz.

Vietnam
If you can suggest
veteran Gary
a nominee, or
Spinazze of
would like to
Nash Finch,
nominate your
welcomes
own company,
veterans in
the audience
please send your
to come to
information to
the stage for
Frozen & Dairy
recognition.
Buyer, to the
attention of either
Paul Chapa
(paul@fdbuyer.com, 913-481-5060) or Warren Thayer
(warren@fdbuyer.com, 603-252-0507).

From left, Frozen & Dairy Buyer’s Johnny Harris and Paul Chapa, Jud Wells of Kroger (with award),
Navy SEAL and keynote speaker Eric Greitens, and Frozen & Dairy Buyer’s Warren Thayer.

SPOTLIGHT: BREAD & DOUGH

BREAD

RISES,
DOUGH FALLS

Rising frozen fresh baked sales
weren’t enough to offset a 6.9%
decline in the frozen dough subcategory. But expanded assortments
and more convenient options could
spark a turnaround.
BY DENISE LEATHERS

M

anufacturers say a warmerthan-usual spring that
brought an early end to the
home baking season deserves much
of the blame for a 6.9% decrease in
supermarket sales of frozen dough
products (to $35.6 million) during the 12 weeks ended June 10.
Fortunately, the warm weather
had little effect on the much larger
frozen fresh-baked side of the category, where dollar sales during the
period rose 1.0% to $117.2 million,
according to Chicago-based market
research firm SymphonyIRI Group.

the same period a year ago to $155.0
million, while unit sales tumbled
3.6% to 53.4 million. Manufacturers
say the discrepancy between dollars
and units has more to do with the
availability of higher-priced premium
items than price increases, although
costs for commodities like oil and
garlic have risen during the past year.
While specialty players Goya
(+14.4%) and Athens (+11.0%) were
the only top 10 frozen dough brands
to see sales expand during the period,
the frozen fresh baked subcategory
had several winners. T. Marzetti’s
New York (+3.4%) and Sister Schubert’s (+5.2%) brands both posted
solid gains and all-natural Alexia
Artisan registered an 11.0% jump.
But the fastest gainer was gluten-free
Udi’s, whose sales shot up 69.6%.
The gluten-free segment is underrepresented in the fresh bread
department because most glutenfree manufacturers are too small to
provide direct store delivery, according to Doug
Radi, vp of
marketing
for Boulder,
Colo.-based
Rudi’s
Gluten-Free Bakery (www.rudis
glutenfree.com). To get around the
problem, many offer their products in
frozen form instead, sparking yearover-year growth in the 40% to 50%
range. “Retailers with frozen sections
dedicated to specialty breads are
doing a great job capturing sales that
have traditionally gone to natural
food stores,” Radi says.

But that wasn’t enough to bring the
category as a whole into positive territory: total frozen bread and dough
dollar sales were down 0.2% versus
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Bridgford debuted fully cooked, heatand-serve Dinner Rolls and Buttermilk
Biscuits specially formulated for the
microwave.

doesn’t think such upscale offerings
will ever challenge core items, “We
think there’s a void in the healthy/
premium side of the category, and we
expect growing demand for higherend products.”

Warm weather had little effect on
frozen fresh-baked side of the category,
where sales rose 1.0% to $117.2 million.

UPSCALE OPTIONS

Furlani’s recently rolled out a pair
of all-natural artisan-style garlic
toasts under the new Trattoria
sub-brand.

newcomers include a standard variety plus a whole wheat and flax flavor
that’s naturally high in fiber and
Omega-3 fatty acids. While DaRe

Gluten-free isn’t the only new betterfor-you option in the frozen bread
and dough category. Mississauga,
Ontario-based Furlani’s Food Corp.
(www.furlanis.com) recently rolled
out a pair of all-natural artisan-style
garlic toasts “made with the highest
possible quality ingredients, including olive oil and real butter instead
of margarine,” says Paul DaRe, vp of
marketing. Offered under the new
Trattoria sub-brand, the “clean label”

Another manufacturer tapping
into the trend for more upscale items
is Bath, Maine-based Gagne Foods
(www.gagnefoods.com), which recently added four new gourmet varieties
to its all-natural frozen biscuit lineup.
Offered under the company’s Robinhood Meetinghouse label, the new
bake-from-frozen varieties, including Double Chocolate, Triple Ginger,
Blueberry and Sweet Potato, feature
fair-trade Belgian chocolate, wild
Maine blueberries and sweet potatoes.
Salt Lake City-based Rhodes BakeN-Serv (www.rhodesbread.com) is
also expanding its high-end offerings, adding four-count Artisan Mini
Baguettes to its increasingly popular
Warm-N-Serv lineup. Made up of
products that go from freezer to table
in 15 minutes or less, the collection
is gaining favor among time-pressed
consumers looking for quick, easy
mealtime solutions, reports company

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

Bridgford products are simple to prepare and have that special “home-baked flavor” everyone loves!
Your customers will appreciate the convenience, as well as the exceptional quality. All Bridgford products
are supported with Free Standing Insert ads in newspapers and strong promotional programs.

For instant service or more information, contact us at

800-854-3255

Bridgford Foods, P.O. Box 3773, Anaheim, California 92803

www.bridgford.com

SPOTLIGHT: BREAD & DOUGH
chairman Ken Farnsworth Jr. To
boost the convenience factor another
notch, Rhodes also offers several
items in oven-ready aluminum pans
with removable dome lids for easy
storage. Just-announced additions
to that line include Sweet Hawaiian
Rolls and Monkey Bread (cinnamon
pull-aparts).
Another company cashing in on
consumers’ need for convenience
is Anaheim, Calif.-based Bridgford
Foods (www.bridgford.com), which
recently debuted fully cooked, heatand-serve Dinner Rolls and Buttermilk Biscuits specially formulated for
the microwave. “We’re mindful that
today’s consumer often doesn’t know
what’s for dinner even at 5 p.m.,”
which eliminates frozen dough products that have to be proofed hours
in advance, says senior vp Dan Yost.
“Those types of products are great
for holidays and special occasions,
but consumers need something quick
and easy for everyday use.”

SPACE CRUNCH
All of the new introductions recently have created a bit of a space
crunch in the category. Rather than
eliminating products, Yost thinks
retailers should consider giving
the segment additional real estate.
Yes, he says, dollar sales were down
slightly during the past 12 weeks, but
the category still outperformed the
frozen department as a whole. And
unlike other categories where more
would just be well...more, additional
frozen bread and dough offerings
would likely drive incremental sales.
But that doesn’t mean every item on
the shelves today deserves to stay.
“I think retailers carry a lot of
duplicate SKUs that don’t necessarily
translate to added utility for consumers,” says DaRe, who often sees
identical offerings from three or four
different manufacturers. “There are
definitely opportunities to replace
duplicative SKUs with ones that offer
differentiation in price point, variety
or pack size.”
Even if retailers can’t give the
category more space on an everyday
basis, they should consider secondary
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displays durthe fact that it can
ing peak selling
be prepared on the
seasons when
grill — a great way
volume can jump
to boost “off-season”
to seven or eight
sales. Meals deals
times normal. “If
represent another
it’s not displayed
vehicle for growing
during key bakthe category, even
ing holidays such
if the components
as Thanksgivaren’t actually mering, Christmas
chandised together.
and Easter, out
Yes, participation can
Rhodes has added Monkey
of stocks will
be expensive, but the
Bread and Sweet Hawaiian
occur,” stresses
costs are shared by
Rolls to its line of oven-ready
Farnsworth.
several manufacturitems.
Yost adds, “It’s
ers, “and it’s a great
the one time of year when the volume way to promote trial,” says Yost.
clearly warrants a display.”
Temporary price reductions also
Displays also provide an opportuwork well. Because it’s not a centernity to cross-promote with centerof-the-plate must-have, “Frozen bread
of-the-plate items like frozen lasagna is a very promotion-sensitive catthat would probably be a stand-alone egory, so price reductions are by far
purchase if they weren’t displayed
the most effective tool,” says DaRe.
with frozen bread or rolls. And don’t
Combine a hot deal with inclusion in
disregard products like barbecued
the store’s weekly flier or an endcap
chicken and hamburgers that, when
display, he adds, and you’ve got a sure
paired with frozen bread, highlight
winner. n

FROZEN BREAD & DOUGH

Supermarket sales for the 12 weeks ended June 10, 2012, according to SymphonyIRI
Group, the Chicago-based market research firm. Percent change is versus the same
period a year ago. Data is for the brands as originally trademarked and may not
include line extensions.
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
BREAD/DOUGH
$154,970,600 (0.2) 53,442,920 (3.6) 53,158,970 (5.5)
FRESH BKD. BRD./ROLL/BISCT. $117,148,400
1.0 42,302,240 (2.5) 33,960,830 (4.0)
New York
$26,243,190
3.4
8,920,439 (0.4)
6,447,361
(3.1)
Private Label
$23,925,230
(1.5)
10,777,700
(1.2)
9,066,987
(1.1)
Pepperidge Farm
$17,588,420
(7.8)
6,429,684 (11.9)
4,250,495 (11.8)
Sister Schubert’s
$12,929,280
5.2
3,758,032
(2.8)
3,221,138
(3.1)
Cole’s
$10,587,220
(4.4)
4,536,856
(7.6)
3,649,199 (11.6)
Udi’s
$6,426,969
69.6
1,228,124
67.9
921,093
67.9
Pillsbury Grands
$2,760,890
(6.1)
864,263
(7.4)
1,350,411
(7.4)
Mamma Bella
$2,516,926 (22.5)
698,383 (29.5)
522,018 (31.1)
Alexia Artisan Bread
$2,191,494
11.7
643,568
5.7
477,460
8.5
Joseph Campione
$1,837,915
(2.2)
762,107
(9.0)
545,501
(9.7)
BREAD/ROLLS/PASTRY DOUGH $35,623,690 (6.9) 10,562,300 (10.8) 18,598,130 (9.5)
Pillsbury Grands
$5,742,776
(9.2)
1,699,590 (10.7)
2,805,687 (8.0)
Rhodes
$5,366,555
(9.6)
1,474,417 (15.1)
3,291,051 (9.5)
Mary B’s
$4,948,759
(5.6)
1,340,690
(8.7)
2,884,095 (8.5)
Private Label
$4,046,076
(4.7)
1,253,517 (14.5)
2,830,984 (14.0)
Rhodes Bake-N-Serv
$2,526,692
(8.6)
624,047 (13.2)
1,649,398 (10.4)
Goya
$1,760,077
14.4
913,190
10.6
868,147
11.5
Athens Foods
$1,676,942
11.0
439,752
5.9
435,018
5.7
Pepperidge Farm
$1,459,720
(4.7)
417,804 (19.6)
365,579 (19.6)
Bridgford
$1,434,356
(7.4)
413,851 (13.3)
898,674 (12.0)
Rhodes Anytime
$1,226,582 (20.2)
281,807 (23.1)
355,109 (23.6)
FZ COOKIE DOUGH
$2,198,509 105.7
578,380 177.7
600,004 88.2
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ROI IS HERE NOW
FOR SOLAR, WIND
With electric costs soaring, now
may be the time to revisit the use
of solar or wind power for your
warehouse. Return on investment
today is much faster.
BY DAN RAFTERY

T

echnologies for solar and
wind power have come a long
way in recent years, and may
now represent ideal ways to defray
electric costs in cold storage warehouses. H.D.
Boesch, chief
technology officer
of Mangan
Renewables
(www.
manganinc.
com), Long
Beach, Calif.,
spoke on the
subject at
the recent
annual conH.D. Boesch
vention and
exposition
of the International Association of
Refrigerated Warehouses/World
Food Logistics Organization in
Tucson, Ariz.

HERE COMES THE SUN
Solar photovoltaic is Boesch’s favorite
renewable energy source for cold
chain warehouses. “Solar is useful
everywhere,” he says. “Germany has a
lot of solar installations even though
the country receives only about onethird to one-half the amount of sun
that we have in the U.S.” Solar makes
a lot sense here, even in typically
overcast areas such as Seattle.
“Non-penetrating roof mounting
systems are essential for cold storage,” he advises, “not the minimalpenetrating types.” The weight of the
panels should compensate for wind
uplift, especially when mounted in the
center of the building, i.e., away from
the edges where the wind is stronger.
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Boesch recommends involving an
engineer to find the best load-bearing
points on your roof. If roof strength
is an issue, he suggests shopping
around for lighter-weight solar
photovoltaic equipment such as thin
film on galvanized steel, which has
no frame.

TILTING AT WINDMILLS
Wind power is Boesch’s other favorite renewable energy source, but
with several caveats. Payback can be
within five years, depending on your
utility cost, incentives such as the
Federal Production Tax Credit and
local wind conditions. Typical cost
to install a one-megawatt turbine
on a 100-foot tower is about $2.7
million, according to Boesch. That
works out to more than $500,000 in
electric utility costs per year.
Boesch does not recommend
roof- or wall-mounted installations
for cold storage facilities and usually
recommends building the highest

blended rate with your consumption
data to get a good prediction of your
savings from wind power. Use the

SIZE MATTERS

Effective wind power as a percentage
of total available wind power increases
with the height of the tower, according
to H.D. Boesch, chief technology officer,
Mangan Renewables. For example, in
Palm Springs, Calif., he observes:
• 67.6% is available at 260 feet
• 54.1% is available at 165 feet
• 38.1% is available at 100 feet
• 20.2% is available at 33 feet
Be sure to check local ordinances for
tower height, setback, and turbine noise
restrictions.

specific hourly rate.”
Not comfortable making these
forecasts? No worry – Boesch says
the engineers of your potential installer for the
wind turbine
can do this,
but just be sure
they use this
detailed approach. n

Payback on wind can come within
five years, depending on your
utility cost, government incentives
and local wind conditions.

tower permitted by local ordinances. Dan Raftery is president of Raftery
Resource Network and a trumpet
“Tower height is very important,”
hobbyist. He can be reached at
says Boesch, “because wind speed is
different at different heights (see side- Dan@RafteryNet.com.
bar). You may find adequate wind in
the 100- to 165-foot range.
Wind turbines typically
cut-in at wind speed of 3.5
Several technologies making headlines today
meters per second.”
are typically not appropriate for cold chain
Local wind-speed hiswarehouses, Boesch says.
tory is available from
• Tidal, hydro and wave power are probably
several sources (www.
feasible for food warehouses in the right
windnavigator.com, www.
locations.
awstruepower.com) and
• Geothermal heat pumps work well in ambient
Boesch recommends a
facilities, but are not needed in cooled buildings.
very detailed approach to
• Solar thermal requires installation the size of a
forecasting your cost paymunicipal utility to generate enough electricity
back. “Use hourly data for
for a warehouse.
both wind speed at various heights and for your
“Fuel cells are used for electricity storage or
electricity consumption,”
transformation and may play a role,” says Boesch.
he advises. “Don’t use a
Example: storage for solar photovoltaic.

DON’T WASTE YOUR TIME

What was your logistics company doing in 1923?
Our business was founded on these four principles, and
they have been the mainstay of our company ever since.

1-800-791-2653
www.henningsen.com
OregOn • WashingtOn • idahO
nOrth dakOta • OklahOma • Pennsylvania

SMART PHONE,
SCAN ME!

LOGISTICS

LINEAGE ACQUIRES

of capacity, making it the third largest refrigerated warehouse company
in North America, based on data
from the International Association
of Refrigerated
The deal makes Lineage the third
Warehouses.
largest public refrigerated wareFinancial terms
house company in North America.
of the transacolton, Calif.-based Castle &
tion were not
Cooke Cold Storage (CCCS)
disclosed, but annual revenues of
has been acquired by Lineage
Lineage were put at $600 million, acLogistics, the San Francisco warecording to a company press release.
housing and
CCCS operates 24
logistics comfacilities totaling 112
pany sponmillion cubic feet
sored by Bay
located across CaliforGrove Capital.
nia, Illinois, Maryland,
Bill HenMissouri, Georgia and
dricksen, the
Texas. The company’s
CEO of CCCS,
asset-light transportaand Paul
tion logistics business
Hendricksen,
provides nationwide
president, will
solutions for product
become Linemovement.
age’s CEO and
Lineage Logistics
COO, respecwas founded through
tively, and will
the earlier acquisition
be meaningful
of five temperatureBill Hendricksen, left, and Paul
investors in
Hendricksen become key execu- controlled warehousLineage. The
ing companies: Richtives at Lineage.
deal increases
mond Cold Storage
Lineage’s footprint to 12 million
Company, Terminal Freezers Inc.,
square feet and 240 million cubic feet Flint River Services and West Coast

CASTLE & COOKE

C

NOCS OPENS $40M FACILITY

N

ew Orleans Cold Storage has opened an energyefficient 142,000-square-foot dockside refrigerated terminal supporting the company’s export
business.
The new Henry Clay facility in the Port of New Orleans
can store 38 million pounds of perishable products and
can freeze up to 1.25 million pounds of fresh product daily. Capabilities include blast freezing, handling, warehousing and stevedoring of export poultry and beef products.

ENERGY-EFFICIENT

Constructed with the latest technology to reduce energy
expenses and increase efficiency, the building has LED
lighting, room to berth two ships, and the ability to load
perishable products into containers and transfer the
cargo to the nearby Port of New Orleans container terminal for ocean transport.
The facility cost $40 million to design and build, with
$23.5 million coming from a federal Community Development Block Grant that is part of Louisiana’s Disaster
Recovery Program and $16.5 million from the Port of New
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Cold LLC, parent of City Ice and
Seafreeze Cold Storage.
“The combination of Lineage and
CCCS creates a first-class franchise
with significant
scale, services and
expertise to better
serve all of our
customers from
coast to coast,” said Bill Hendricksen.
“We are excited to join the Lineage
team and to add to Lineage’s strong
momentum.”

STRONG FOUNDATION
“CCCS is a highly respected organization with excellent leadership that
adds to Lineage’s strong existing
foundation,” said Tim Dayton, West

Coast President of Lineage. “The addition of CCCS provides an exciting
opportunity to continue building
our culture and company together,”
added Mike McClendon, East Coast
President of Lineage.
Lineage is reportedly continuing
to pursue acquisitions nationally and
internationally. n

Orleans, which owns the terminal and leases it to NOCS.
The building includes three quick-freeze racking rooms
that run at -15 F, large storage areas that are maintained
at -10 F, and 35 F dock areas for loading and unloading
cargo. In addition to the use of the Intelligent Lighting
System from Boston-based Digital Lumens, sustainable
features include: efficiency urethane panels and architectural insulated panels; a condensate water reclaim system;
VFD drives on refrigeration compressors and condenser
fan units; and variable VI on refrigeration compressors.
The new facility was designed by Primus Design Services, Woodstock, Ga., and built by The McDonnel Group, a
Metairie, La.-based general contractor in a joint venture
with Primus.
“We had the opportunity to implement best practices
for every aspect of this project, including lighting. With
the Digital Lumens Intelligent Lighting System, we’re able
to minimize direct lighting energy use, while reducing
the burden on our chiller systems because the LED high
bays don’t add the heat load of traditional industrial lighting,” said Mark Blanchard, president and CEO of New
Orleans Cold Storage. n

LOGISTICS
LEDGER
Titan Cold Storage (www.titancold.com), a wholly
owned subsidiary of Titan Real Estate Investment Group formed early this year, has acquired a
360,000-square-foot cold storage facility in Bakersfield, Calif. The $15 million deal brings the firm’s
cold storage portfolio to almost a half million square
feet. The Bakersfield facility, at 6001 Snow Road,
next to Highway 99, has nine million cubic feet
of refrigerated and dry storage space. Titan Cold
Storage plans to expand the refrigerated capacity of
the warehouse by adding rooms and racking to the
dry storage space. A company spokesman said the
company plans to acquire more than one million
square feet of additional cold storage facilities this
year… Georgia Cold Storage (www.gacold.com),
Americus, Ga., will open a refrigerated warehouse
in Pooler’s SPA Industrial Park in Savannah, Ga. The
176,000-square-foot building will be the company’s
seventh facility, and its largest. It’s the second cold
storage facility set for the area; in June, Atlantabased Nordic Cold Storage (www.nordiccold.com)
broke ground on a 400,000-square-foot building… Preferred Freezer Services (www.preferred
freezer.com), Chatham, N.J., is adding a fifth facility
in Massachusetts, set to open in September. The
150,000-square-foot warehouse, in Avon, Mass., is
the company’s 31st cold storage facility worldwide.
PFS is investing in modernization upgrades to the
building’s existing refrigeration system, adding six
high-speed Rytec doors to the freezer and installing
a high-efficiency white reflective roof membrane.
The existing hydraulic dock plates for the 24 exterior dock doors will be replaced with state-of-the-art
airbag dock levelers… AEP Ohio, a unit of American
Electric Power, recognizes Interstate Cold Storage (www.interstatecoldstorage.com), Napoleon,
Ohio, for its commitment to energy efficiency and
the environment. As part of its participation in AEP
Ohio’s savings incentives programs for business,
Interstate will reduce energy usage by 1,753,459
kWh per year and reduce CO₂ emissions 1500.6
tons. That equals as many as 237 cars off the road
per year... Colorado Springs, Colo.-based Accellos
(www.accellos.com) has issued a case study discussing how it helped Cloverleaf Cold Storage (www.
cloverleaf.com), Sioux City, Iowa, on-board new
facilities, add new customers, implement EDI and
manage customer inventory. n

GETTING PERSONAL

‘SUMMITING

Target (seriously).
“Needless to say my wife, always supportive, was more
than a little nervous! A couple of weeks before I left, she
read about snow bridges melting, huge crevasses at X
number of feet, whiteouts for a couple of days and being
tent bound. She held her composure, but we were both
nervous,” Rick recalls.
Rick Armstrong and his daughter Kelly will be climbing
“On August 12, 2001 at 9:15 a.m., we made the summit
Mt. Kilimanjaro next February. They’ll be helping urban of Mt. Baker under perfect skies after nine straight hours
youth at the same time.
of climbing. This by far had been the toughest thing that
I had ever done. Today, I can
BY WARREN THAYER
still remember every moment
of the trip,” he says.
ext February 11, via a
Lots of day trips up mouncharity program called
tains from Seattle to Maine
“Summit for Someone,”
followed over the years, but
Rick Armstrong and his daughter
Rick longed for another
Kelly will be heading out on an
serious climb. Then, earlier
expedition that will climax with
this year, he came across an
the ascent of Mt. Kilimanjaro in
ad for Summit for Someone.
Africa.
Intrigued by what he’d read,
Armstrong, a 26-year Winn-Dixie
he did an Internet search
veteran and now a sales execuand learned how sponsored
tive with Beaver Street Fisheries in
climbs could help “instill
Jacksonville, Fla., grew up without
critical life skills in undereven seeing mountains until he went
served urban youth through
skiing with his wife on their honeytransformative wilderness
moon in 1991. And it wasn’t until
mentoring expeditions.”
1998 that he was bitten in earnest by
It struck a chord. Soon he
photo: Edwin Ormeo Photography
the climbing bug.
was reading about one of the
group’s 2013 climbs — to the
Rick and Kelly Armstrong
INTO THIN AIR
top of 19,340-foot Mt. KiliHe’d been perusing magazines in the checkout line at a
manjaro, the highest in Africa. It’s not a technical climb,
Miami supermarket when he saw Jon Krakauer’s book,
but it is surely a major test of conditioning and endur“Into Thin Air,” the story of a Mt. Everest expedition that
ance. Rick wanted to go, but he did a lot of introspection
tested the limits of human endurance. Never much of a
and prayer before deciding on Father’s Day of this year
reader before,
that he definitely wanted to make the climb.
Armstrong
couldn’t put the ‘I WANT TO DO IT’
book down.
He told his family the following Sunday, after church.
Soon, he was
Reactions were mixed, but ultimately supportive. Daughhaunting bookter Kelly searched the Internet about the climb and the
stores and read- cause, then thought and prayed about it awhile. Then one
ing all he could
day, she texted Rick at work: “I WANT TO DO IT, DAD.”
on climbing and
“This has taken a huge step of faith, from the training
mountaineering. He and his family (wife Susan and three (in flat Florida) to the fund raising, both things to this
kids — Brittny, 20; Kelly, 19; and Cory, 17) made annual
extreme that we have never done,” Rick says. Both the
ski trips while “mountain magnetism” stayed alive in Rick training and the fund raising are daunting. It’s a difficult
“kind of like a weak pulse.”
climb, and their fund-raising goal is $17,000. You can go
In 2001, the dream came alive when he signed on with
to the organization’s Website, www.summitforsomeone.
com, and enter Rick’s name to learn more or to donate.
a company offering an August ascent of Mt. Baker, a
There’s also a Facebook page: “Rick Kelly Armstrong.”
10,781-foot peak in Washington state’s North Cascades.
“The cool part is we can fund-raise for this cause, while
Keep in mind that Rick had never seen the mountain
climbing one of the highest mountains in the world,” Rick
before, and had never climbed anything.
But he began training, buying gear at his local Colesays. “Having my daughter join in this adventure really is
man outlet store and an expedition backpack from
a true blessing.” n

for SOMEONE’

N

‘The cool part is we can
fund-raise for this cause,
while climbing one of
the highest mountains
in the world.’
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