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OUT WARREN’S WAY
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In which the editor reaches out to
the vast industry cosmos for help
in providing consumer insights,
etc., etc.

W

sales pitch. (If you’re a vendor reading this, please realize that I don’t
mean you, but your gin-swilling
competitor.)
Accordingly, we are leaning
more heavily on consultants and
researchers with good data and
insights, versus the ones who
wear suspenders (without being
farmers) and are given to lengthy
throat-clearings and talk of paradigm shifts. So I’ve drafted pals
from SymphonyIRI Group, Nielsen,
Technomic and a few others to help
out. But I’ve not given up on you
manufacturers and retailers out
there, and will still be reaching out
to you, although with higher expectations. Please, please help.

anted: consumer
insights and merchandising ideas. We’re in
the process of upgrading our
stories on different categories
each month, and need your help.
If you’re a retailer and can share
your thoughts
without getting fired for
HONORS FOR PAUL
talking to
the dastardly
The Retail Patriots awards, pretrade press,
sented each year at the NFRA
that’d be
convention, have grown beyond our
great. I’m at
wildest imagination. We’re thankful
603-252-0507 to Ruiz Foods, our co-sponsor, and
or warren@
to others who have helped make a
frbuyer.com.
difference in the lives of many.
And if you’re a manufacturer
But truth be told, my partner
and can share some consumer/
Paul Chapa has been a driving force
merchandising data that isn’t topbehind the program, tirelessly going
secret proprietary, I’d love it if
after speakers, Marine Corps honor
you’d get in touch. Please.
guards, and retailers who might be
For the longest time, when
interested in entering the contest.
researching stories, we’d ask
Anyway, Paul and I were at the
manufacturers for their thoughts
ceremonies this year when guest
on how retailers can sell more prod- speakers from the Marines and a
uct, more profitably. That seemed
military charity kept mentioning
reasonable. I mean, how can you
Paul by name. Paul was mortified,
get more relevant than that? But it
fearful people would think it was
wasn’t working anymore, and it’s
a set-up or something. Like evetime to move on.
rybody else, he has an ego, but he
So why didn’t it work? First, some doesn’t want the Retail Patriots to
vendors feared being seen as telling be about him.
retailers how to do their jobs. OthThen one of the speakers told
ers just wanted to yammer on about the crowd that Paul had won the
how wonderful their products were. Marine Corps Law Enforcement
Delicious. Nutritious. Fictitious.
Foundation’s Semper Fidelis award,
Still others simply pleaded for more and would be honored June 8 in
facings, free endcaps and no slotAtlantic City. Past winners have
ting. (Sigh.)
included Donald Trump and the
So… I find myself trying to work
director of the U.S. Secret Service.
with retailers who aren’t allowed to The story is on page 25. Please join
talk (although some give me great
me in congratulating Paul.
off-the-record background interviews, which I much appreciate),
and with vendors who all too often Warren Thayer, Editor
see a story as a chance to make a
warren@fdbuyer.com

6

www.frbuyer.com

NOVEMBER 2012

Volume 4 ISSUE 4
Warren Thayer
Editor, Managing Partner
warren@frbuyer.com
603-252-0507
Paul Chapa
Sales Director, Managing Partner
paul@frbuyer.com
913-481-5060
Mike Barr
Sales Manager
mike@frbuyer.com
331-999-4399
Janet Matz
Art Director
janet@frbuyer.com
Denise Leathers
Executive Editor
denise@frbuyer.com
215-489-5090
Contributing Editors:
Johnny Harris, Dan Raftery, Randal
Constant, Mike Friedman, Courtney
Deines-Jones, and Betty Buyer.
Editorial Advisory Board
Dan Raftery,
Raftery Resource Network
Todd Hale, Nielsen
Bob Anderson, former vp of
private label, Wal-Mart
Johnny Harris,
Johnny L. Harris Consulting
Dr. Brian Harris,
The Partnering Group
Skip Shaw, National Frozen
& Refrigerated Foods Association
Ellen Schmitz,
SymphonyIRI Group
Kraig Naasz,
American Frozen Food Institute
Bill Hudson,
Global Cold Chain Alliance
Mathew Mandeltort,
Technomic
Celebrity Chef Rick Tarantino
Published by CT Media Partners,

Postmaster: Send address changes to CT Media
Partners, 11472 S. Wilder St., Olathe, KS 66061

C

M

Y

CM

MY

CY

CMY

K

T. Marzetti Company
1105 Schrock Rd.
P.O. Box 29163
614-846-2232
Fax 614-842-4186
www.marzetti.com

Columbus, OH 43229-0163
www.sisterschuberts.com

For Nature’s Antioxidant Superfruit,

Go Wild!

Frozen Fresh
Wild Blueberries
MORE of what today’s shoppers
are looking for!
MORE Antioxidant Power 
When asked what makes fruits and veggies healthy,
over 80% of moms said antioxidants.* So give them
more of what they’re looking for! Wild Blueberries.

MORE Taste 

The Antioxidant Superfruit.

Wild Blueberries are

TOTAL
TOTAL ANTIOXIDANT CAPACITY
CAPACIT Y OF WILD BLUEBERRIES

a mix of sweet and
tangy varieties that
deliver a delicious

WILD BLUEBERRIES
CRANBERRIES

flavor other berries
just can’t match. For
irresistable, untamed
BLACKBERRIES

taste, choose the

RASPBERRIES

CULTIVATED
BLUEBERRIES

Wild ones!

STRAWBERRIES
SWEET CHERRIES

POMEGRANATE

GO WILD in Your Freezer Case 

Pom
4479
(4500)

Where the Wild Ones grow.
Blue
4669
(5000)

Cran
9090
(9000)

WB
9621
(9500)

Black
5905
(5900)

Rasp
5065
(5000)

Straw
4302
(4500)

Blueberries are the
convenient way to get
Cherries
3747
(4000)

your antioxidants. So
Go Wild for the frozen
blueberries that give
you more.

*Gen X/Y Moms Study, Produce for Better
Health Foundation, March 2011

© 2012 Wild Blueberry Association of North America

Frozen Fresh Wild

ORAC of Selected Foods. USDA-ARS, May 2010.

For more info, visit WildBlueberries.com
®

NEW PRODUCTS

Turkey Dinner Sausage
Garner, N.C.-based Butterball (www.butterball.com)
expands its Recipe Starters line of better-for-you turkey
dinner sausage with two new
link sausage varieties: Wisconsin Cheddar and
Hot and Spicy Red
Pepper. Ideal for
pasta, casseroles
and a variety of
other dishes, the
naturally hardwood-smoked sausage
contain 60% less fat than pork or beef smoked sausage.
Offered in 12-ounce packages, the fully cooked links can
be heated in the microwave, on the grill or in a skillet.
Imported Italian Gelato
Warren, Mich.-based KLT Global offers authentic gelato
hand-made in Italy by the G-7 company. Sold under the
Siviero Maria brand,
the protein- and
calciumrich
dessert
contains
less than
half the fat and calories of
American ice cream. Available
in the United States for the first
time, the product comes in handfilled 1-liter/18.2-ounce rounded square
containers and 150ml/2.82-ounce mini cups with a spoon
attached beneath the lid. Flavors available in both sizes
include Stracciatella (dark chocolate), Tiramisu, Limone di
Sicilia (lemon) and Affogato All’Amarena (sweet cherry).
Other flavors include Vaniglia del Madagascar (vanilla),
Bacio (hazelnut) and Pistachio, all in 1-liter only, and
Panna Cotta (caramel), in
mini cups only. Multi-serve
containers are expected to
retail for between $5.99 and
$6.99 apiece while singleserve mini cups will go for
around $1.50 each.
Seasoned Cooking Butters
Arden Hills, Minn.-based
Land O’Lakes debuts seasoned butter- and olive oilbased recipe starters under
the new Sauté Express label
(www.sauteexpress.com). Sauté Starters both cook and
flavor chicken, fish and pork in a single step, so consumers
can get dinner on the table in 30 minutes or less. Available in Garlic & Herb, Italian Herb, Savory Butter & Olive
Oil and Lemon Pepper, the new dairy items are individually wrapped in 1-ounce portions, each of which yields
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two servings. Offered in single-flavor, 6-ounce, six-square
packages, they carry an SRP of $3.79.
Kids’ Natural Meatless Entrees
Greenie Tots (www.greenietots.com), Plantation, Fla.,
introduces new
packaging featuring
front-of-the-box
nutritional information for its allnatural meatless
and soy-free frozen
entrees for kids.
Free of GMOs,
high fructose corn
syrup, pesticides
and hormones, the
microwaveable
single-serve meals come in four minimally processed varieties, and several are made with organic ingredients: Pasta
& Spinach Marinara with Meat-Style Grounds; Chik’n,
Cheese and Spinach Quesadillas with Mixed Vegetables;
Mac and Cheese with Peas;
and new Cheeseburger
Quesadillas with Sweet
Potato Fries. Suggested
retail price is $4.99 per 6to 7-ounce meal.
Goat Cheese Cheesecake
Belle Chevre (www.belle
chevre.com), Elkmont,
Ala., adds cheesecake to
its line of goat cheesebased products. Made
fresh with protein-rich,
hand-crafted Alabama goat cheese (chevre), the allnatural dessert features a light, creamy vanilla filling with
a hint of lemon zest inside a crunchy graham cracker
crust. Lower in fat and calories than cream cheese-based
cheesecakes, the frozen product boasts an extended
60-day shelf life. It can also be slacked out and sold refrigerated. Each 6-inch, 27-ounce cake yields about
10 servings. SRP is $29.95.
Ice Cream Additions
Mars Chocolate North America (www.mars.com), Hackettstown, N.J., extends its line of
Dove Ice Cream with three new
flavors featuring an improved
premium taste profile. Newcomers are Unconditional Chocolate (chocolate ice cream with
Dove dark chocolate chunks and
chocolate swirl), Mint Chocolate
Chunk (mint ice cream with Dove
dark chocolate chunks) and Vanilla
with Chocolate Chunks (vanilla ice cream with Dove milk
chocolate chunks). Suggested retail price is $3.29 for a
15.1-ounce package.

Frozen Yogurt
Le Mars, Iowa-based
Wells Enterprises (www.
wellsenterprisesinc.
com) launches regular
and Greek frozen yogurt
pints and bars under the
Yoplait brand (licensed
from General Mills).
Made with real fruit and
natural flavors, low-fat
Yoplait original frozen
yogurt is available in Cherry Orchard, Peach, Mixed Berry,
Mountain Berry, Strawberry, Strawberry Banana and Vanilla
flavors, while protein-rich low-fat Yoplait Greek frozen
yogurt comes in Black Cherry, Blueberry, Honey Caramel,
Peach, Raspberry Fig, Strawberry and Vanilla. All 14 varieties carry a $3.99 SRP. Yoplait original frozen yogurt bars
(1.75 ounces) are offered in Strawberry Banana and Harvest
Peach flavors and come in 10-count packages. Yoplait
Greek frozen yogurt bars (2.65 ounces) are available in
Honey Caramel and Raspberry varieties and offered in sixcount packages. SRP for all four bars is $4.93.
All-Natural Burritos
Red’s All Natural (www.redsallnatural.com), Fairfield,
Conn., adds three non-Mexican varieties to its line of allnatural frozen burritos. The newcomers include Chicken
Parmesan, Chicken Teriyaki and BBQ Chicken. Stuffed with
“a heaping portion” of chicken raised without antibiotics, whole grain
brown rice, beans
and veggies, the
preservative-free,
non-GMO burritos
are hand-wrapped
in a bakeryproduced tortilla.
Each 11-ounce burrito is 80% filling and offers 16 to 36 grams of protein and
0 grams of trans fat. SRP is $3.99 to $4.49 apiece.
European Flatbreads
Morris Plains, N.J.based Freiburger USA
(www.freiburger-us.
com) introduces authentic stone-baked
European flatbreads
ready to eat in 10 to 12
minutes. Made with a
short list of all-natural
ingredients, including
meats with no added
nitrates or nitrites, the
ultra-thin, crispy flatbreads come in French Recipe (with
crème fraîche sauce, uncured European bacon and sautéed onions), Shrimp Scampi (with Alfredo sauce, North
Atlantic shrimp, blanched spinach and Italian parmesan),
and Mediterranean-Style (with crème fraîche sauce, grilled
peppers, mozzarella and cheddar cheeses, black olive
tapenade, artichokes and olives). Available under both the

Freiburger brand and private label, each 10-by-13-inch, 15.1to 18.6-ounce frozen flatbread yields three to four servings. SRP is $4.99 everyday,
or $3.99 on promotion.
Better-for-You
Breaded Chicken
Springdale, Ark.-based
Tyson Foods (www.
tyson.com) introduces
a pair of better-for-you
breaded white-meat
chicken products made
with 100% all-natural
ingredients. Fully cooked
Tyson Whole Grain
Breaded Chicken Breast Chunks contain 8 grams of whole
grains and 0 grams of trans fat per serving. Tyson Lightly
Breaded Chicken Breast Strips contain 65% less breading
than original Tyson Crispy Strips and 50% less fat and 40%
fewer calories than most breaded fried boneless chicken.
Offered in the same green resealable packaging as Tyson’s
Grilled & Ready lineup, the two items are expected to retail for between $6.98 and $9.99
for a 24-ounce bag.
Gelato Pints
Dallas-based Talenti Gelato
(www.talentigelato.com) expands its line of 100% natural gelatos and sorbets with four new
varieties: Butter Pecan, Cookie
Dough and German Chocolate
Cake gelatos and dairy-free
Alphonso Mango sorbet. Lower
in fat than ice cream, Talenti gelatos and sorbets are made from
scratch with fresh pasteurized milk free of growth hormones (gelato only), pure cane sugar and no high fructose
corn syrup. Most varieties are gluten-free as well. Offered
in clear, environmentally friendly 16-ounce containers, the
frozen desserts retail for around $4.99 a pint.
Healthy Baked Entrees
Omaha-based ConAgra (www.healthychoice.
com) rolls out a line of better-for-you comfort
foods that deliver fresh-baked taste straight
from the microwave. Offered in unique Even
Bake trays designed to cook evenly and minimize burnt edges,
single-serve Healthy
Choice Baked
Entrees come in
six varieties: Four
Cheese Ziti Marinara,
Roasted Chicken and Potatoes,
Fettuccini Alfredo Bake, Italian
Sausage Pasta Bake, Lasagna
with Meat Sauce, and Chicken
and Rice Cheddar Bake. Each
frozen entree is expected to
retail for around $2.50.
NOVEMBER 2012
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JOHNNY’S COLUMN

COFFEE
CREAMERS

the volume to support it. If you are
selling only a half case per week of
party peppermint, do you need it in
private label?
One thing I always wanted (but
never got) was a merchandising rackThis segment is hot. Here’s how to
ing system that would push the next
get more than your share of sales
item up once you sold the previous
and profits!
one. Will someone please look at the
BY JOHNNY HARRIS
soup and soda categories and come
up with a system for creamers? The
his month my topic is coffee
category would look great!
creamers. This segment is hot!
With four different brands, you
Dollars in supermarkets are
should have one on promotion each
up 5.9% to $266.7 million in the 12
week, but for one week only. I recomweeks ended Sept. 9,
mend that you
according to Chicagorun 16-ounce
based SymphonyIRI
one week and
Group, the Chicago32-ounce the
based market research
next. Don’t have
firm. Units rose 3.1% to
two brands on
89.9 million, with volsale at the same
ume jumping 6.6% to
time! If you have
153.2 million.
private label, be
All four leading brands
sure your retails
— Nestlé Coffee Mate,
are always lower
International Delight,
than the brands.
private label and Bailey’s
The ques— scored dollar gains
tion of the day
during the period, with
JOHNNY HARRIS
is “Why are
private label up 13.2%
creamer sales up?” I knew the answer
and Bailey’s jumping 47.9%.
but decided to ask a few customWhen I started in the business, we
ers in stores. Shoppers told me they
had only 16- and 32-ounce creamers
liked the additional variety today, but
and later we added low-fat, fat-free
didn’t understand why they could get
and 64-ounce varieties. We had two
a particular flavor one month but not
linear feet of product then, but today
the next. You know me… I explained
most retailers have more than 40.
seasonality to them.
Wow!
Some people said they
TOO MANY SKUS?
wanted to save money by not
going to coffee shops several
Many retailers now carry more
times a day, and/or they’d
than 70 SKUs of 16- and 32-ounce
creamers and 20 Half and Half items gotten a Keurig and could
now have coffee at home
(technically a separate subcategory)
easily. Several wished there
with five different brands. Do you
were more fat-free and sugar-free
really need to carry all sizes in ALL
offerings, and they wanted more
brands? I would carry only the top
32-ounce items and fewer 16-ounce
items in two different sizes. To help
items. Frequently, they asked why
cut your reclaim, you’d be wise to
there were so many out-of-stocks. At
continue pushing manufacturers for
a case pack of six instead of 12. Some one store, a shopper complained “I
can’t reach the one in back!” Guess
companies have already made the
what? If that happens in your stores,
change.
you just lost a sale! But in this store, I
Despite pressures from on high,
went and found a milk crate and got
be careful not to add another private
the creamer for her.
label creamer SKU unless you have

T

JOHNNY’S
MERCHANDISING TIPS
1. Go with a flavor set, and not a
brand block. Merchandise all your
French vanillas together, and so
on. Don’t knock this one until you
try it!
2. Put all your Sugar Free and Fat
Free items together.
3. Be sure that your vendors give you
100% guaranteed sale on in-andout items.
Happy Thanksgiving!

NFRA WAS GREAT!
If you missed the National Frozen
and Refrigerated Foods Association
Convention in Washington, D.C.,
last month, you missed a great one!
It’s always a wonderful opportunity
to meet with top management from
different companies. You can also expect a lot of new things coming from
NFRA next year.
The highlight for me was seeing
old friends and attending the Retail
Patriot Awards sponsored by Ruiz
Foods and this magazine. As always,
Paul and Warren did a great job
with the presentations. The keynote
speaker was Marine Col. Marshall
Denney III, with special guest Marine Corporal (ret.) Mark Litynski,
a triple amputee who was injured
by an IED in Afghanistan. I had the
pleasure to talk with them after the

To help cut your reclaim,
you’d be wise to continue
pushing manufacturers for a
case pack of six instead of 12.
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presentation of awards, which this
year went to Bozzuto’s, Brookshire’s,
Harris Teeter, Ingles and Kroger.
Each veteran attending the event
received a Veteran’s Challenge coin
from Frozen and Refrigerated Buyer
magazine. Thanks! n
Johnny L. Harris, president of Johnny
L. Harris Consulting LLC, Fort Mill,
S.C., can be reached at 803-9842594 or cmer0002@gmail.com.

April 4-6, 2013
The Southeastern Frozen & Refrigerated Conference
is a Comprehensive Event including:
• Retailer Business Meetings with Manufacturers
• Informal Meeting Opportunities
• New Item Sampling Gala and Café
• Special Guests from the United States Military

www.carolinacoolfoods.com

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

THE DATABANK

TOP
FROZEN

BY PETER PENGUIN
During the 12 weeks ended Sept.
9, supermarket frozen food sales
surpassed $7.44 billion, a 0.3%
increase over the same period
a year earlier, reports Chicagobased market research firm
SymphonyIRI Group. However,
units were down 1.8% to 2.34 billion, and
volume fell 2.4% to 3.30 billion. Percentage
of volume sold with merchandising support
rose 0.9 points to 48.5%.
For the 52 weeks ended Sept. 9, dollar
sales edged up 0.4% to $32.16 billion,
but unit sales tumbled 3.9% to 10.18
billion and volume dropped 4.2% to 13.67
billion. Percentage of volume sold with
merchandising support slipped 0.1 points
to 47.4%.
Our chart shows the largest frozen
department subcategories, including the
leading brands, for the 12 weeks ended
Sept. 9, 2012. Data is for the brands as
originally trademarked and may not include
line extensions.

F A C T O I D S

-13.3%

Dollar loss by frozen orange juice
concentrate (to $22,222,520), the
largest frozen subcategory to register a double-digit decline during
the most recent 12 weeks. And that
wasn’t the worst performance by
a frozen concentrate: the blended
fruit juice concentrate segment
saw its sales plummet 18.3%.

110.6%

ICE CREAM
Private Label
Blue Bell
Breyers
Häagen-Dazs
Dreyer’s/Edy’s Slowchurned
Ben & Jerry’s
Turkey Hill
Wells’ Blue Bunny
Dreyer’s/Edy’s Grand
Friendly’s
NOVELTIES
Private Label
Dreyer’s/Edy’s
Nestlé Drumstick
Weight Watchers
The Skinny Cow
Klondike
Popsicle
Häagen-Dazs
Magnum
Blue Bell

$1,011,563,000
$256,349,500
$84,250,140
$83,820,980
$62,095,640
$60,314,030
$59,650,640
$49,772,680
$48,013,990
$33,310,270
$21,697,260

0.4 282,549,000 (0.1) 893,118,500 (0.3)
0.5 79,749,220
1.1 320,443,300
0.4
2.6 20,210,760
0.9 61,323,600 (1.5)
(12.3) 22,523,340 (12.6) 67,374,590 (12.6)
8.7 15,004,840
5.7 14,865,500
5.3
(8.5) 15,426,230 (12.7) 46,609,300 (12.0)
(1.2) 16,122,100
(4.1) 16,167,340 (4.2)
14.0
17,615,410
18.5 52,206,770
19.1
17.7 12,202,740 20.8 47,072,280 14.5
2.5
8,780,936
(3.1) 26,890,180 (0.7)
18.0
7,760,302 26.8 23,280,900 26.8

$755,430,300
$100,547,600
$51,070,850
$45,250,120
$40,744,700
$40,578,070
$35,217,720
$29,725,720
$27,909,970
$25,730,020
$19,614,360

(0.6) 256,968,600
(3.5) 38,837,940
(2.7) 13,657,600
6.8
9,633,284
0.2
9,295,854
(18.1) 10,103,590
(1.5) 11,688,580
16.0 10,488,060
0.3
14,137,970
64.7
7,187,571
13.0
5,323,770

(2.7) 335,378,400 (4.4)
(10.7) 73,355,890 (9.5)
(5.0) 14,472,570 (8.6)
0.4 16,103,130
2.7
3.9 10,890,970
5.1
(21.3) 10,561,980 (22.7)
0.3 19,000,580
0.7
17.1 18,635,030 12.9
2.6 4,638,066
1.7
70.2 4,593,504 74.6
12.4 10,031,620
5.7

SINGLE-SERVE DINNERS/ENTREES $696,431,900
Stouffer’s
$87,628,450
Weight Watchers Smart Ones
$54,104,790
Marie Callender’s
$52,179,200
Banquet
$51,311,980
Stouffer’s Lean Cuisine Culinary Cllctns. $44,094,080
Stouffer’s Lean Cuisine Simple Favorites $39,327,330
Healthy Choice
$26,315,370
Hungry Man
$20,911,140
Wght .Wtchrs. Smart Ones Bistro Slctns. $16,474,680
Healthy Choice Complete Selections $16,090,520

(3.0) 315,319,900
(6.3) 31,906,340
(1.9) 24,177,430
7.6 19,289,710
(15.7) 49,318,880
* 16,314,680
65.3 17,317,070
(7.7)
11,591,350
(12.6)
7,452,790
(15.2) 6,285,904
(15.7)
6,120,159

(5.0) 201,005,000 (3.4)
(5.2) 24,444,970 (2.2)
1.3 14,361,380
0.7
8.2 16,664,500
8.4
(19.6) 25,685,680 (19.4)
* 9,205,660
*
68.0 10,487,640 66.9
(6.8) 6,803,066 (5.5)
(8.5)
7,383,557 (9.0)
(15.2)
3,658,120 (15.2)
(13.7) 4,354,226 (13.6)

PIZZA
Di Giorno
Private Label
Red Baron
Tombstone
Totino’s Party Pizza
Jack’s Original
California Pizza Kitchen
Freschetta
Celeste Pizza For One
Stouffer’s

(4.3) 204,538,200
(5.4) 23,596,050
(0.6) 28,645,370
19.3 17,724,760
(9.1) 11,378,600
(6.0) 28,240,460
(4.7) 8,687,960
(14.8)
4,489,363
(15.0) 4,420,644
(6.3) 15,350,280
(7.9)
5,376,625

(1.8) 192,041,000
(4.3) 36,270,020
2.3 26,062,340
38.2 21,618,890
(4.4) 15,564,510
(7.2) 18,419,720
(4.1)
9,221,706
(12.7)
3,439,561
(3.9)
6,527,269
(4.7)
5,130,100
(6.2) 4,020,521

$619,263,900
$131,754,100
$70,133,940
$62,652,280
$42,853,560
$37,443,140
$25,500,560
$23,055,650
$22,482,230
$15,960,940
$15,222,450

(1.3)
(3.9)
0.6
41.2
(4.2)
(7.1)
(4.1)
(7.9)
(3.0)
(5.2)
(6.5)

Dollar gain by pizza crusts/dough
(to $5,217,961), largest of any frozen department subcategory. The
top five brands all saw sales rise,
but Nos. 1 and 2, Freschetta and
private label, posted 1,167.0% and
511.1% advances, respectively.

PRCSSD. CHCKN./CHCKN. SBSTTTS. $372,657,900
Tyson
$68,556,630
Private Label
$67,104,450
Tyson Anytizers
$32,562,920
Banquet
$30,689,680
Perdue
$29,110,880
Tyson Grilled & Ready
$21,336,030
Perdue Short Cuts
$15,046,930
Foster Farms
$13,146,900
Redi Serve
$9,322,639
Fast Fixin’
$9,302,910

3.7
(1.8)
32.5
(4.6)
(14.6)
1.1
3.2
0.7
9.0
(9.3)
(28.7)

73,730,140
3.4 93,513,820
3.2
11,431,410 (2.9) 18,694,450
0.7
12,496,700
41.9 17,782,720 35.7
4,842,472 (8.2) 6,992,426 (8.0)
6,506,352 (11.4)
9,548,776 (13.9)
5,900,535
2.6 6,828,827
3.9
4,318,721
2.8
3,435,965
3.5
3,555,203
4.7
1,980,523
6.2
2,215,690 12.0 2,848,904 12.9
3,109,941 (27.8)
3,779,692 (9.7)
2,312,402 (17.3) 4,066,027 (19.8)

Miles of toilet paper the average
American will use in his or her
lifetime, during which he or she
will spend the equivalent of
about 270 days sitting on the pot,
according to the Guinness Book of
World Records.

CHICKEN/CHICKEN SUBSTITUTES
Private Label
Tyson
Gold N Plump
Perdue Perfect Portions
Perdue
T.G.I. Friday’s
Pilgrim’s Pride

$343,965,200
$147,920,100
$26,752,000
$22,664,030
$19,465,950
$14,390,310
$8,956,243
$6,319,294

9.7
26.7
(1.8)
(1.2)
17.9
7.7
(4.8)
(27.9)

56,271,970
5.9 151,127,000 (3.9)
22,462,810
27.1 61,545,080 10.8
3,868,686 (8.3) 10,109,250 (4.8)
3,985,253 (5.9)
8,412,452 (3.2)
2,552,487
19.7
3,814,749
19.3
4,071,272
2.8 4,723,406
1.2
1,932,975
(1.3)
1,564,517
(3.1)
822,083 (35.6) 2,540,944 (42.1)
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Most touchdown passes
completed by a player in a
single season: Tom Brady,
New England Patriots, in 2007.
Peyton Manning came in second
with 49 in 2004. Dan Marino
was third, with 48 in 1984.
Johnny Unitas’ best year was
1959, with 32. Joe Namath’s best
effort was 26, in 1967.

48.5%

Percentage of total frozen
department volume sold with
merchandising support. Only
eight frozen subcategories move
more-than-average amounts of
volume with merchandising
support, but they happen to
be some of the department’s
largest (ice cream, single-serve
entrees, pizza, novelties, etc.)

14.1%

Dollar gain by turkey/turkey
substitutes (to $170,116,200),
the largest frozen subcategory
to register a double-digit
increase during the most recent
12 weeks. Seven of the top 10
brands saw sales expand at
least 10%, including top-seller
Jennie-O (+21.9%).

1953

Year Swanson TV dinners first
appeared on grocer’s shelves,
reportedly as a way for the
company to use up frozen
turkey left over after poor
Thanksgiving sales. In fact, the
first variety to hit the stores
was called “Thanksgiving
Dinner.”

$1,389,672

Dollar sales racked up by
newcomer Kellogg’s Eggo Mini
Muffin Tops during the most
recent 12 weeks, vaulting it into
the subcategory’s No. 2 spot.
Despite its success, the frozen
muffin segment was the department’s biggest loser recently
(-20.5%), thanks mostly to
Vitamuffin’s downward spiral.

Perdue Tender & Tasty
Foster Farms
Barber Foods

$5,581,558
$5,166,120
$4,520,886

(0.9)
21.4
(8.5)

723,172
849,177
670,075

(16.1)
23.5
(7.5)

2,644,779 (10.7)
1,356,479 22.3
794,997 (18.7)

HANDHELD ENTREES (NON-BRKFST.) $294,439,200
Hot Pockets
$75,008,740
El Monterey
$26,627,250
Lean Pockets
$25,187,470
State Fair
$17,272,900
Foster Farms
$15,208,930
White Castle
$13,246,430
Smuckers Uncrustables
$11,873,520
Private Label
$10,804,630
Amy’s
$8,684,107
Tina’s
$7,583,247

(1.8) 121,633,800
(0.8) 27,084,650
4.8
8,099,311
0.4 11,490,160
11.0
3,095,523
(3.8)
2,521,737
(2.8)
2,350,113
11.7
3,307,591
33.1
6,620,932
17.7
3,210,805
4.0 17,226,580

(3.1) 89,358,580
(1.9) 20,492,440
(4.7)
13,651,110
3.4
6,728,917
11.8 5,235,092
(9.3) 5,808,650
(9.4)
2,077,161
11.3
2,137,823
68.2 3,638,907
14.4
1,163,438
(4.9)
4,631,073

SHRIMP
Private Label
SeaPak
Tastee Choice
Sea Best
Cape Gourmet
Gorton’s
Aqua Star
Great American Seafood
Seamazz
Censea

5.7 27,740,590
4.8 16,365,860
10.6
1,475,311
14.1
1,026,740
(4.5)
878,491
19.4
383,495
(5.6) 1,078,400
(10.2)
706,815
8.8
456,403
5.9
224,593
(6.4)
177,513

5.8 32,797,830
6.0
7.2 19,295,880
5.9
11.9
1,412,487
23.1
20.1
972,722
13.6
(10.1)
1,031,974 (8.5)
16.5
763,197 27.9
(5.3)
803,735 (4.8)
(3.8)
728,256 (21.6)
11.6
803,004
4.6
20.5
330,517
17.2
(6.4)
278,186 (7.0)

FISH/SEAFOOD
Private Label
Gorton’s
Great American Seafood
Van de Kamp’s
Mrs. Paul’s
Sea Best
Great Fish
Cape Gourmet
Ocean Eclipse
Fisher Boy

$251,081,100
$150,447,900
$9,907,339
$7,763,946
$6,655,394
$6,530,684
$6,482,762
$5,405,965
$5,112,072
$2,814,551
$2,400,097

$246,950,600
0.7
$80,521,380
10.4
$35,387,060
0.7
$10,654,920
(9.2)
$10,400,210
(11.1)
$8,471,301
3.5
$8,415,993
3.3
$7,006,957 (20.6)
$3,637,865 (20.0)
$3,591,125 (16.5)
$2,939,715 (22.3)

41,043,100 (3.4) 48,857,540
0.7
10,995,460
6.0 14,389,560 15.0
6,741,791 (3.7) 6,642,395 (3.3)
1,246,104 (16.7)
2,687,733 (5.7)
1,901,283 (7.5)
2,442,421 (4.3)
1,669,712
5.5
1,954,740
7.8
1,277,684
2.7 2,046,932
1.2
1,012,726 (19.9)
1,952,341 (19.7)
464,934 (19.9)
757,026 (23.7)
1,633,979 (17.8)
682,136 (21.6)
720,318 (20.4)
1,147,418 (20.5)

MULTI-SERVE DINNERS/ENTREES $234,327,900 (7.4) 40,146,720 (9.0) 79,094,140 (7.7)
Stouffer’s
$79,493,200
4.3 10,787,990
5.2 29,999,380
2.1
Birds Eye Voila!
$31,312,080
6.7
7,157,983
8.3 10,819,400
11.5
Bertolli
$19,701,700 (13.8)
2,822,143 (13.6)
4,247,865 (13.6)
P.F. Chang’s Home Menu
$16,096,010
12.5
1,954,757
17.0 2,687,795 17.0
Private Label
$12,159,580
(7.2)
1,711,062 (13.3) 4,202,205 (9.1)
Marie Callender’s
$8,372,688 (16.9)
1,421,042 (32.1)
2,747,229 (23.0)
Gourmet Dining
$7,012,376
7.9
1,367,193
8.8 2,562,993
8.4
Banquet
$6,158,240 (5.6) 2,096,097 (17.4)
3,483,388 (18.0)
On-Cor Traditionals
$5,258,087 (14.3)
2,075,243 (14.2)
3,672,421 (14.2)
Wanchai Ferry
$4,337,918 (20.6)
613,066 (20.8)
919,598 (20.8)
MEAT (NO POULTRY)
Private Label
Bubba Burger
Philly Gourmet
Steak-umm
Holten
Armour
Flander
Cooked Perfect
Rosina
Mama Lucia

$220,780,100
$69,719,580
$26,851,100
$10,228,870
$9,051,606
$6,817,276
$5,220,929
$4,454,152
$4,327,838
$3,949,236
$3,910,177

(2.9) 29,468,730
1.5
8,110,343
3.0
2,458,335
(7.7)
1,205,114
(7.6)
1,614,957
12.3
670,327
(4.6)
1,334,694
(5.5)
598,997
18.8
785,027
2.2
564,125
0.5
962,028

(4.8) 62,268,920 (8.8)
(5.9) 20,790,070 (3.4)
0.1
5,212,185
0.2
(8.3) 2,543,054 (14.7)
(4.0)
1,719,851 (18.0)
2.6 2,246,264 (2.6)
(1.4)
1,483,134 (10.1)
(6.4)
2,171,851 (9.3)
25.9
1,287,767
6.7
8.0
1,033,289
5.7
10.2
1,289,497 14.2

PLN. POTATOES/FRIES/HSHBRWNS. $218,943,800
Private Label
$73,183,810
Ore-Ida
$42,107,850
Ore-Ida Golden Crinkles
$15,500,960

(2.0) 78,380,640
(6.3) 28,966,640
9.3 13,503,390
(3.1) 4,430,094

(1.3) 143,690,500
(7.7) 61,649,220
14.8 21,801,750
1.5 10,218,640

*Number is either not available, or very high, indicative of a recent launch working off a small base.
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REFRIGERATED
BY BESSIE BOVINE
Supermarket sales of dairy
products topped $11.23 billion
during the 12 weeks ended Sept.
9, a 0.8% loss compared with the
same period a year ago, according
to Chicago-based market research
firm SymphonyIRI Group. Units
slid 0.2% to 4.53 billion, and
volume fell 1.4% to 38.06 billion. Percentage
of volume sold with merchandising support
rose 2.2 points to 43.4%.
In the deli department, dollar sales
were down 1.2% to $3.27 billion while unit
sales slipped 0.8% to 1.01 billion. Volume
declined 1.7% to 873.83 million, but volume
sold with merchandising support grew 1.0
points to 49.2%.
For the 52 weeks ended July 8, dairy
sales jumped 2.7% to $50.34 billion, but unit
sales fell 2.0% to 20.09 billion and volume
tumbled 3.7% to 161.31 billion. Percentage of
volume sold with merchandising support
edged up 0.4 points to 42.2%.
In the deli department, sales were up
1.0% to $13.47 billion, but unit sales slid
1.7% to 4.08 billion. Volume was down
2.4% to 3.54 billion, and volume sold with
merchandising support expanded 1.1 points
to 47.4%.

F A C T O I D S

15.6%

Dollar gain by kefir/milk substitutes/soymilk (to $166,172,900),
the largest refrigerated subcategory to register double-digit
growth during the most recent
12 weeks. Branded almond and
coconut milks registered the biggest advances, but private label
(+20.3%) also made inroads.

42.6%

Dollar gain by private label
refrigerated appetizers/snack
rolls (to $5,589,468), one of
the highest among store brand
refrigerated products during
the most recent 12 weeks — and
it was only the fourth-highest
increase by a top-10 brand in
the hot-selling subcategory,
whose sales shot up 13.5% to
$120,153,700.

SKIM/LOWFAT MILK
Private Label
Hood Lactaid
Horizon Organic
Organic Valley
Prairie Farms
Dean’s
Alta Dena
Hood
Garelick Farms
Kemps Select

$1,502,250,000
$976,392,100
$55,243,510
$50,508,860
$20,472,920
$19,927,730
$12,966,800
$12,511,590
$12,295,490
$11,318,140
$10,482,040

(8.3) 523,315,700
(8.6) 355,955,000
(2.4) 12,763,580
(4.1) 11,468,370
4.4
4,737,562
(10.9)
7,577,040
(15.4)
4,969,738
30.1 3,992,040
(10.7)
4,345,536
(11.8) 4,304,560
(11.8)
3,918,594

YOGURT
$1,078,068,000
Top-10 brand data is not available this month.

3.9 885,483,500

(4.5)
(3.8)
(4.1)
(9.1)
(0.6)
(5.4)
(12.6)
32.4
(8.3)
(7.6)
0.7

3,238,573,000 (4.5)
2,333,743,000 (4.2)
54,091,620 (1.5)
49,790,890 (10.4)
19,970,890 (0.4)
46,758,150 (8.2)
26,195,290 (13.2)
17,816,610 28.6
22,267,820 (9.7)
20,453,170 (4.0)
20,816,590 (12.9)

0.6 512,875,300

0.5

SLICED LUNCHMEAT
Oscar Mayer
Private Label
Oscar Mayer Deli Fresh
Hillshire Farm Deli Select
Land O’Frost Premium
Bar-S
Hormel Natural Choice
Sara Lee Fresh Ideas
Buddig
Oscar Mayer Carving Board

$815,015,900
$170,941,500
$126,346,500
$122,273,200
$75,825,700
$37,830,680
$26,981,420
$14,736,040
$14,522,430
$14,516,290
$13,169,680

(3.4) 276,126,300 (2.8) 181,388,100 (3.5)
(0.7) 56,321,200
2.6 45,655,760 (1.6)
(2.5) 45,734,600
2.2 27,014,970 (4.2)
(0.6) 31,998,390
2.2 20,476,910
4.2
(9.9) 19,832,770 (13.4) 11,671,510 (8.7)
15.5
9,126,068
23.9 9,034,524 24.2
(8.8) 14,780,730 (10.4)
13,291,110 (12.4)
1.0
4,384,184 (3.2)
2,144,394 (4.5)
(10.8)
2,747,293 (10.4)
1,722,777 (10.1)
(9.3) 15,232,290 (6.6)
2,738,570 (6.9)
(0.9)
3,262,977
1.7 1,505,604
1.8

FRESH EGGS
Private Label
Eggland’s Best
Land O’Lakes
Dutch Farms
Cal Maine Sunup
4 Grain
Sauder’s Eggs
Hillandale Farms
Farmhouse
Organic Valley

$694,911,800
$451,633,200
$86,280,390
$9,102,196
$8,473,279
$8,322,433
$5,826,617
$5,420,369
$4,228,084
$3,908,892
$3,714,862

2.4 317,086,800 (1.7) 4,351,514,000
(0.1) 223,427,600
(3.1) 3,102,510,000
13.1 27,293,000
8.5 341,379,500
(15.5)
2,950,217 (10.9) 35,331,560
428.9
5,077,357 444.7 63,360,470
4.2
3,216,193
1.4 64,254,180
1.2 2,069,779
(2.1) 24,837,340
0.1
2,639,938 (6.8) 35,256,470
2.8
2,280,312 (4.9) 28,516,590
12.1
1,410,589
7.6 16,927,060
15.5
926,936
13.1
8,963,611

NATURAL SHREDDED CHEESE
Private Label
Kraft
Sargento
Crystal Farms
Kraft Philadelphia
Borden
Sargento Artisan Blends
Di Giorno
Stella
Tillamook

$587,633,100
$329,719,100
$98,566,510
$52,273,370
$24,395,250
$11,751,090
$11,463,420
$6,845,597
$5,235,321
$5,022,291
$4,778,161

0.5 211,830,800
3.6 126,088,300
4.1
(0.2) 122,572,400
2.2 79,379,830
3.3
2.3 34,852,460
8.1 17,542,160
7.7
(4.8) 18,485,820
1.4 9,672,872
0.6
4.7
9,252,693
8.8
5,170,958
7.1
45.2
4,343,199
53.3
2,207,217 55.8
(0.5)
4,998,352 (0.5)
2,533,883
(1.1)
(13.4) 2,440,252 (8.8)
992,241 (9.1)
(7.9)
1,105,212 (8.0)
453,207
(7.1)
7.0
1,341,245
8.7
424,789 10.0
(16.8)
1,313,913 (36.9)
845,093 (30.1)

BACON
Private Label
Oscar Mayer
Hormel Black Label
Smithfield
Farmland
Wright
Gwaltney
Hormel
Bar-S
Farmer John

$574,599,600
$139,705,400
$107,396,200
$37,438,290
$27,752,790
$25,631,530
$23,325,240
$16,445,970
$15,411,200
$14,936,990
$10,067,530

(1.5) 146,345,100
(4.4) 37,246,710
1.1 23,241,410
11.0 8,663,024
38.2
7,594,257
(4.3)
6,534,377
(1.6)
2,871,137
(5.8)
4,777,455
0.2
3,279,479
(13.5)
4,942,265
(4.6) 2,280,627

3.5 130,949,100
6.1
2.4 34,833,660
1.9
5.5 19,021,210 23.8
22.7 8,380,828 22.9
56.4
7,442,364 55.9
1.7 6,307,062
1.5
7.3
5,340,901
0.6
(1.0) 4,250,876
2.7
(1.8)
1,348,336
1.8
(8.6) 3,897,660 (10.3)
3.1
2,142,816
1.4

NATURAL CHUNKS
Private Label
Kraft
Tillamook
Belgioioso

$566,072,600
$207,087,300
$31,986,660
$29,669,730
$23,560,350

(0.5) 154,830,700
(3.9) 62,819,080
(1.1) 11,642,590
(4.7)
5,933,869
3.1
5,026,441

1.9 106,663,800
(0.7) 48,853,700
1.6
6,141,528
(1.5)
6,358,413
3.1 2,896,672
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(1.2)
(2.8)
8.8
(10.9)
488.7
(1.0)
(2.1)
(4.7)
(7.4)
7.6
12.6

0.8
(1.5)
3.7
(9.5)
2.9
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$9,995

Amount paid by an unidentified Chicago Bulls fan for a
20-year-old jug of McJordan
barbecue sauce recently offered
on eBay. Named for basketball
great Michael Jordan, McJordan
Burgers were sold in limited markets for a short time in the 1990s.

$3,390,026

Dollar sales racked up by newcomer Silk Fruit&Protein during
the most recent 12 weeks, one
of the best performances by a
product in distribution less than
a year. Already the No. 7 seller,
its early success combined with
gains by the remaining top
10 brands helped the smoothie
subcategory expand 28.9%.

-12.3%

Dollar loss by refrigerated pizza/
pizza kits (to $29,393,020) — even
worse than pizza’s performance
in the frozen department (-4.3%).
On the bright side, the
refrigerated pizza crusts/dough
subcategory managed a 0.7% gain
during the most recent 12 weeks
(to $19,134,230).

2

Number of Tour de France
winners since 1995 not accused
of using performance-enhancing
drugs.

47.9%

Dollar gain by Bailey’s coffee
creamer, to $18,352,120. Nestlé
Coffee Mate Natural Bliss
skyrocketed 91.1% off a smaller
base, to reach $8,650,569. Total
subcategory was up 5.9% to
$266,702,900.

85.4%

Percentage of Hotel Bar butter
sold with merchandising
support during the most recent
12 weeks, highest among refrigerated brands with at least
$1 million in sales. Second-highest
was another butter brand: Keller’s
(82.7%). Deflation made dollar
gains impossible, but both brands
saw units rise 7.1%.
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Kraft Cracker Barrel
Cabot Vermont
Laughing Cow Mini Babybel
Crystal Farms
Boars Head
President
WHOLE MILK
Private Label
Horizon Organic
Hood Lactaid
Borden
Organic Valley
Prairie Farms
Alta Dena
Elmhurst Dairy
Tuscan Dairy Farms
Hiland

$19,225,510
$18,363,120
$16,082,130
$11,621,810
$9,582,888
$8,558,862
$551,976,200
$360,103,800
$21,883,290
$12,880,640
$7,593,099
$6,039,793
$5,999,249
$5,343,066
$5,056,015
$5,018,738
$4,964,127

ORANGE JUICE
$512,045,400
Tropicana Pure Premium
$144,873,700
Simply Orange
$92,322,190
Private Label
$87,663,100
Florida’s Natural
$77,289,060
Minute Maid Premium
$47,406,700
Minute Maid
$13,837,750
Minute Maid Premium Kids Plus
$4,510,126
Citrus World Donald Duck
$3,913,888
Odwalla
$2,677,091
Tree Ripe
$2,434,993

12.0
5.8
(4.3)
6.7
20.4
(4.4)

5,714,655 42.3
5,989,312
9.0
3,857,109 (10.8)
4,759,815
8.6
1,582,806
19.9
1,370,422 (8.4)

(7.2) 187,436,900
(8.4) 126,346,700
1.7
4,769,941
(1.2)
2,779,551
10.9
2,514,247
10.5
1,384,616
(14.0)
2,226,574
33.9
1,800,164
(6.3)
1,833,299
(19.4)
1,858,353
(11.5)
1,781,638

2,839,825
3,359,159
1,206,002
2,506,497
803,029
638,767

(3.7) 1,149,610,000
(3.9) 822,758,500
(4.0) 21,607,630
(1.4) 12,855,040
19.5 12,860,180
4.9
5,983,853
(7.6) 12,957,630
38.0
7,637,240
(10.7) 9,972,288
(14.3)
8,789,181
(7.7) 9,568,722

12.7
8.2
(6.6)
7.5
19.0
(9.4)
(3.8)
(4.5)
(5.5)
(0.6)
18.4
6.0
(10.0)
30.1
(3.6)
(16.6)
(6.7)

(1.8) 152,835,800 (4.5) 10,063,200,000 (5.7)
(5.1) 37,191,400 (10.7) 2,430,836,000 (11.9)
3.6 25,980,170
2.9 1,467,482,000 4.3
(3.5) 31,960,730
(1.7) 2,472,431,000 (2.9)
8.8 22,728,480
4.6 1,425,530,000 6.4
(24.7) 13,784,210 (30.4) 949,417,300 (32.2)
339.5
4,470,702 344.5 263,771,400 344.5
(14.0)
1,491,884 (17.4) 92,151,060 (23.4)
0.4
1,713,546
4.5 101,428,800
4.0
(8.7)
480,589
(9.1) 25,124,860 (7.3)
(38.3)
1,085,485 (41.7) 63,812,760 (41.1)

DINNER SAUSAGE
Johnsonville
Hillshire Farm
Private Label
Eckrich
Aidells
Premio
Bar-S
Al Fresco
Hillshire Farm Lit’l Smokies
Jennie-O Turkey Store

$506,043,000
$130,522,500
$67,744,900
$49,828,500
$29,441,550
$14,077,730
$11,847,260
$9,258,225
$9,152,277
$8,271,267
$6,570,799

0.8 136,195,200
2.3 32,221,220
(4.3) 20,827,460
12.3 14,575,540
5.4
9,948,157
16.4
2,428,223
4.0
2,877,784
0.5
2,134,036
0.9
1,971,732
2.8
1,948,777
(2.9)
1,474,422

2.6 146,176,800
5.7 35,603,410
(0.0) 18,121,630
14.2 16,164,710
16.4
9,915,812
17.6
1,824,351
1.8
3,177,441
(2.3)
4,312,141
(0.1)
1,491,607
4.8 1,682,244
(11.3)
1,712,501

FRANKFURTERS
Ball Park
Oscar Mayer
Bar-S
Hebrew National
Nathan’s Famous
Private Label
Gwaltney
Sabrett
Eckrich
Foster Farms

$485,013,200
$102,568,600
$91,125,140
$48,666,010
$41,638,340
$33,037,670
$22,741,020
$10,279,520
$6,812,442
$6,127,300
$5,632,418

(1.4) 192,300,400
(1.3) 32,060,220
(6.5) 31,734,990
(4.1) 41,716,980
(6.8) 10,774,350
7.5
7,382,680
4.0
9,926,821
0.1
6,764,612
(2.8)
1,358,399
10.0
4,217,704
22.2
2,834,732

(3.5) 194,426,300 (4.4)
(2.8) 32,488,340 (1.8)
(8.2) 32,139,600 (10.1)
(6.3) 38,679,940 (8.2)
(10.1) 8,434,946 (9.9)
6.1
7,225,542
(3.1)
(2.3) 11,056,750 (4.2)
(7.0)
6,961,959 (6.1)
(6.1)
1,533,115 (12.6)
25.1
4,126,833 22.4
35.7
4,187,915 32.0

PRCSSD./IMITATION CHEESE-SLICES $296,314,900
Kraft Singles
$108,353,500
Private Label
$86,126,270
Kraft Deli Deluxe
$22,896,770
Kraft
$20,003,060
Borden
$14,911,490
Kraft Velveeta
$10,871,690
Crystal Farms
$6,709,594
Land O’Lakes
$3,788,299
Galaxy Nutritional Foods Veggie
$2,911,245
Sandwich Mate
$2,149,800

(7.6) 107,306,900
10.0 35,946,490
(18.1) 36,377,400
(14.2)
4,444,524
(19.9)
7,770,669
(15.1) 6,082,295
(0.4)
3,344,967
(6.5)
2,505,425
(0.8)
848,125
(5.2)
862,413
(6.5)
2,077,254

(4.8) 86,377,780 (4.0)
19.4 30,120,370
21.7
(15.6) 29,381,960 (16.1)
(17.9) 3,862,875 (16.0)
(17.9) 6,057,599 (18.3)
(11.5)
4,758,691 (13.2)
33.0
2,730,363 32.3
(7.8)
2,039,819 (8.9)
0.4
527,629 (1.7)
(4.4)
393,519 (4.4)
(8.3)
1,094,758 (8.5)

$281,841,300
$43,701,320

(7.5) 122,258,600
(7.7) 13,548,230

MRGRN./SPRDS./BUTTER BLNDS.
I Can’t Believe It’s Not Butter
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(7.4) 149,840,900
(2.5) 13,647,560

(0.9)
3.9
(7.6)
13.9
5.4
17.6
1.5
0.6
(1.0)
1.9
(9.8)

(5.9)
(4.0)

200,000

Number of people who visit the
emergency room each year due
to Viagra-related “problems.”
(Anyone who’s ever seen a
Viagra commercial knows what
that means.)

3.7%

Dollar gain by pot pies (to
$3,354,215), largest by a deli
department subcategory with
at least $1 million in sales during the most recent 12 weeks.
The increase was driven largely
by No. 2 brand private label,
whose 25.4% advance was the
best performance by a store
brand in the deli.

8

Number of juice subcategories
(of 19) that saw dollar sales
expand during the most recent
12 weeks. Some of the biggest
gains were in the smallest
segments, but strong growth
in mid-size subcategories like
smoothies, vegetable juice/
cocktail and all other fruit juice
helped keep the category in the
black (+1.1%).

10

Weeks of his or her life the
average American spends
staring into the refrigerator
looking for something to eat.

-6.1%

Dollar loss by refrigerated
bagels/bialys (to $14,113,620)
due mostly to No. 3 brand
private label’s 23.9% loss. Bagels
suffered in the frozen section
too (-6.3%), suggesting more
consumers are opting for fresh
instead.

81.9%

Dollar gain by Pasta Prima
refrigerated pasta, largest by
a deli department brand with
at least $1 million in sales during the most recent 12 weeks.
Unfortunately, its success
wasn’t enough to pull the
Buitoni-dominated subcategory
(-1.0%) into positive territory.

Shedd’s Country Crock
Land O’Lakes
Smart Balance
Blue Bonnet
Private Label
Shedd’s Country Crock Plus
I Can’t Believe It’s Not Butter Light
Imperial
Parkay
BUTTER
Private Label
Land O’Lakes
Challenge Butter
Breakstone’s
Tillamook
Cabot
Crystal Farms
Keller’s
Kerrygold
Hotel Bar

$38,853,240
$29,027,280
$28,816,480
$22,898,720
$21,562,880
$12,929,270
$12,240,520
$11,310,580
$10,230,200

(3.4)
(0.9)
(13.3)
(4.7)
(6.4)
(3.3)
(9.2)
10.4
(11.7)

$275,974,200 (6.6)
$149,442,500 (8.9)
$62,015,070 (6.2)
$10,022,750
(3.2)
$6,098,594 (16.3)
$5,228,810
(9.9)
$3,731,709 (12.9)
$3,453,256 (22.0)
$3,409,060 (4.4)
$2,987,980
26.5
$2,778,832
(4.1)

13,716,890
11,036,840
8,601,385
17,973,220
13,457,170
3,700,486
4,012,229
10,360,770
4,718,679

1.4 23,748,880
(5.6)
7,712,151
(16.6) 9,055,463
(10.3) 21,433,350
(8.2) 20,077,100
2.3 10,407,610
(2.6) 4,042,444
8.5 11,507,010
(15.5) 4,966,644

2.4
(4.6)
(15.1)
(9.4)
(8.3)
2.3
(4.6)
11.8
(17.5)

96,521,670
8.7 88,915,930
8.9
57,982,740
9.0 56,222,610
9.7
17,165,820
4.4 15,099,730
6.6
3,000,140
15.5
2,605,791
21.5
2,365,322 (24.0)
1,328,475 (22.4)
1,674,449
0.8
1,674,449
0.8
1,238,100
(1.2)
1,236,632 (1.3)
1,163,240 (11.3)
1,119,875 (10.6)
1,110,083
7.1 1,068,669
6.6
809,342 23.6
359,584 27.2
934,514
7.1
839,559
3.9

COFFEE CREAMER
$266,702,900
5.9 89,945,830
3.0 153,209,600
6.6
Nestlé Coffee Mate
$144,859,000
0.9 43,699,700
(1.2) 80,719,110
3.8
International Delight
$48,382,810
6.3 16,813,860
0.4 27,659,040
1.0
Private Label
$24,255,330
13.2
9,538,620
13.0 18,326,330
15.4
Bailey’s
$18,352,120
47.9
7,801,066
40.1
9,481,712
51.2
Intrntnl. Delight Coffee House Inspirations $8,717,951 (30.6)
3,387,385 (40.4)
4,741,932 (30.2)
Nestlé Coffee Mate Natural Bliss $8,650,569
91.1
3,254,321
87.9
3,464,176 100.0
Silk
$3,480,677
8.0
1,555,119
9.1
1,847,654
9.9
International Delight Cold Stone $3,164,635 311,028.3
1,242,723 183,165.9
1,725,343 254,338.4
Mocha Mix
$2,457,414 (12.7)
657,243 (12.4)
1,881,116 (12.8)
Hood Country Creamer
$908,626 (4.6)
586,932 (2.8)
1,173,865 (2.8)
NATURAL SLICES
Private Label
Sargento
Sargento Deli Style
Tillamook
Kraft Big Slice
Crystal Farms
Kraft
Land O’Lakes
Alpine Lace
Sargento Natural Blends

$258,600,800
$101,473,800
$45,030,820
$18,777,920
$12,084,370
$11,152,460
$6,264,047
$6,121,223
$4,493,607
$4,128,192
$3,851,836

3.6 83,073,090
6.9 40,970,860
7.4
1.4 37,677,890
5.3 18,417,980
6.5
19.9 14,297,870
19.7 6,422,033 20.9
(3.6)
5,905,187 (3.8) 2,875,585 (3.7)
(6.4)
2,777,231 (6.9)
1,876,742 (6.1)
15.7
3,991,654
27.3
1,931,311 27.3
33.0
2,019,824
37.9 1,025,420 36.2
(27.3)
2,081,399 (19.7)
980,673 (19.5)
(0.4)
1,178,755
1.2
557,038
1.1
(12.8)
857,633 (15.0)
420,460 (14.4)
(25.7)
1,241,927 (27.6)
582,215 (27.6)

UNCOOKED MEATS (NO POULTRY) $237,796,800
Private Label
$120,836,700
Hormel Always Tender
$21,891,890
Our Certified
$8,982,861
IBP
$8,460,470
Great Range
$6,281,115
Smithfield
$6,256,157
Nobrand
$5,852,982
Laura’s
$4,131,838
Nobrand
$3,799,824
Monfort
$3,201,332

3.4
(2.5)
5.4
0.3
(5.6)
(0.6)
(3.1)
1.3
26.0
12.6
54.0

38,424,190
19,636,760
2,897,346
1,382,971
2,698,477
671,605
1,109,772
631,139
619,559
562,400
379,008

COTTAGE CHEESE
Private Label
Breakstone’s
Knudsen
Daisy
Hood
Dean’s
Friendship
Kemps
Breakstone’s Cottage Doubles

(5.2)
(5.7)
(8.5)
(12.3)
23.2
4.9
(3.7)
(20.1)
(9.2)
(5.0)

77,159,700 (2.0) 91,550,830 (1.8)
34,018,780 (2.4) 44,809,280 (1.5)
5,591,834 (7.2)
6,533,333
(7.1)
3,007,279 (4.9)
3,672,117 (4.4)
3,677,034
32.7
4,435,102 29.2
2,199,391
7.9 2,299,938
9.5
1,879,028
(1.2)
2,502,115
0.4
1,821,432 (21.6)
1,879,201 (20.3)
1,502,093 (10.4) 2,103,500 (11.7)
4,243,420 (3.4)
1,034,627 (3.4)

$195,852,100
$78,428,590
$17,718,230
$10,677,980
$10,246,750
$5,866,012
$5,404,649
$5,237,898
$4,349,350
$4,312,830

NOVEMBER 2012

(2.1) 66,263,370
(9.7) 38,707,730
3.6
4,187,998
(0.8) 2,707,906
20.8 2,990,077
(8.8)
660,819
(5.9)
1,309,551
(17.5) 2,232,608
19.1
646,275
28.8
1,336,154
39.3
1,363,487

(4.7)
(11.2)
1.1
(0.1)
(5.4)
(9.0)
(7.8)
1.8
18.0
10.7
59.2
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NFRA CONVENTION SHINES
The National Frozen & Refrigerated Foods Association convention
is like a great big family reunion, and this year’s — in Washington,
D.C. — was one of the best ever. If you weren’t there, check out some
of the smiling faces you missed. It wasn’t just a reunion, of course.
Every year it seems like more retailers come for one-on-one meetings, and more business gets done. Next year’s convention is Sept.
19-22 at the Hilton San Diego Bayfront. We’ll expect to see you
there. No excuses!
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MilkPEP

GOT MILK

SHARE?
There’s serious channel warfare
going on for share of milk, the
builder of primary shopping trips
and impulse purchases. Here’s what
you need to know.
BY WARREN THAYER

G

ot milk share? Sure. But is
some of it spilling over to
other channels? Probably.
Fact is, traditional supermarkets,
mass merchants and C-stores are
steadily losing milk share to club
stores, dollar stores and drug stores.
And the trend is likely to continue or
even accelerate in your stores unless
you do something about it.

GROWING BASKET SIZE
If milk share is eroding in your
stores, there are a few overall trends
and specific strategies you need to
know about. Some actions should
also help build your average basket.
“Fifty-two percent of all milk is
consumed during breakfast. Add
in the fact that milk is a catalyst
for shopping trips and a staple that
increases basket rings and you’ll
see why defending a breakfast-athome occasion is the best option for
increasing sales at your stores,” says
Vivien Godfrey, CEO of the Washington, D.C.-based Milk Processor
Education Program (MilkPEP, www.
milkpep.org).
This year MilkPEP, creator of
the national “got milk?” campaign,
created a national consumer-facing
platform called “The Breakfast Project” to highlight the importance of
breakfast and milk’s integral role in
it. The multi-year strategy aims to
build consumer habits around milk
by providing compelling information
on a continual basis, thus increasing
fluid milk consumption.
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With total milk volume declintrips to supermarkets. It will also
ing, retailers need new strategies
help prevent fill-in shopping trips to
to increase milk sales, which also
dollar stores and other channels —
lifts sales of complementary foods
the ones that now carry milk along
storewide. Let’s look at a recent
with additional impulse food SKUs.
study commissioned by MilkPEP
—Defend and grow milk sales with
and conducted by Bannockburn,
breakfast-at-home, the time of day
Ill.-based Prime Consulting Group
when more than half of all milk
(www.primeconsulting.biz). First,
consumption occurs. More than 80%
the big picture; then we’ll drill down
of milk consumed during breakfast
to specifics, some of which I found a
is accompanied by a meal or snack,
little surprising.
opening up countless cross-merchanTotal milk volume declined by
dising opportunities. Compared with
105.7 million gallons in 2011, a 1.7%
restaurants, eating at home costs
decline. Key drivers included higher
less, is healthier (since the consumer
retail prices and the poor economy.
controls contents and portion sizes)
Retail saw the biggest drop — gallons and is a good time to bring the family
were down by 2.2%. School volume
together. Promoting this can ring the
dipped by 1.1%, but foodservice
register. For tips here, go to www.
gained 1.8% on the strength of sales
gotmilksales.org.
in limited service restaurants and
—Look to stocking more value-added
coffee shops.
products and focus on occasion
Looking at just one year’s numdevelopment such as refueling after
bers versus the prior year doesn’t tell
exercise. MilkPEP has moved the
the whole story. You need to see the
needle among a wide cross-section of
trend over several years, broken out
consumers (including athletes) by proby channel. So check out our channel moting refueling with low-fat chocoshare chart within this story. Keep
late milk after strenuous exercise.
in mind that there may be significant
“Sports Drinks are a $3.3 billion
differences depending on geography.
industry,” says Godfrey. “The sciMuch depends on individual channel
and chain development
initiatives. But be alert
to the basic trends.
CHANNEL
2008 2009 2010 2011
Here are a few key
TOTAL
FDM*
60.0 60.5
60.1
59.1
takeaways from the
Food
44.6
44.8
43.9
42.8
research. Many of the
Drug
2.0
1.9
1.9
2.1
points under “superMass
13.4
13.8
14.3
14.2
markets and mass merTOTAL OTHER RETAIL 17.1% 16.9% 16.8% 17.3%
chants” can be applied
Club
3.8
4.1
4.2
4.5
to all channels.
Convenience
8.0
7.6
7.1
7.0
For supermarkets and
Small Grocery
2.7
2.7
2.7
2.8
mass merchants:
Dollar
1.0
0.8
1.0
1.2
—Keep dollar stores
Military
0.8
0.7
0.7
0.8
Natural Foods
0.4
0.4
0.5
0.5
high up on your radar.
Misc.
0.5
0.6
0.6
0.5
They’re competing with
SCHOOLS
7.4% 7.1% 7.2% 7.2%
you for primary shopTOTAL FOODSERVICE	 13.4% 13.1% 13.7% 14.2%
ping trips.
Ltd Service Restaurant 4.1
4.2
4.4
4.6
—Plan merchandisFull Service Restaurant 1.7
1.6
1.6
1.6
ing and promotions to
Non-Restaurant
7.6
7.3
7.7
7.9
increase the number of
Shrink, Excluded
Geographies & Products 2.0% 2.2% 2.2% 2.2%
milk items purchased
on each trip. This can
Source: MilkPEP, Prime Consulting Group
*Food, drug and mass, including Walmart
help offset the trend
toward fewer shopping

CHANNEL SHARE, 2008-2011

ence behind refueling with low-fat
chocolate milk presents a great new
usage occasion for milk. We strongly
believe that changing the patterns of
adult athletes will help convert new
milk drinkers and provide lapsed
users with another reason to drink
milk. It also will create
a halo effect that could
lead to more in-home
consumption of chocolate milk across all family
members.”

For dollar stores:
—Capitalize on the power milk has
to develop your grocery business and
build primary shopping trips.
—Expand milk variety to achieve a
full offering as part of adding grocery SKUs.

One thing that surprised me: flavored milk accounts for 69.3% of all
traditional (meaning non-organic, for
the most part) milk gallons sold in
schools. What’s more, schools make
up 50.3% of all flavored milk gallons
sold in the country. Flavored milk has
only a 3.3% share in traditional food, drug and
mass channels, including Walmart. Flavored
milks make up 10.3% of
convenience store gallons, and 13.3% of total
foodservice gallons.
With numbers like that, we must
be missing an opportunity somewhere. If you ask MilkPEP, they’d
say there’s opportunity to grow sales
via a keen focus on building an instore, occasion-based strategy. But
that topic will be the focus of our
next story in a series on improving
milk sales. n

Keep dollar stores on your radar,
increase milk sales per shopping trip
and focus on post-exercise refueling
and breakfast-at-home.

For convenience stores:
—Consider “refuel”
products (see above) and chocolate
milk promotions aimed at your target
customers.
—Stay up to date with your space-tosales analysis. Have you taken away
space from single-serve milk flavors
to make room for energy drinks? Is it
paying off for you? Really?

For club stores:
—Work to grow your volume in
single-serve and flavored milks. This
may call for shelf-stable products or
UHT/ESL.
—Make the most of value-added,
high-volume products (refuel and
breakfast).

RETAIL PATRIOTS

RETAIL

Veterans in attendance were singled
rior Project, organized and funded
out for special honors. Joining them
World War II Heroes Flights, and
are Paul Chapa, second left, and Kim
ran events locally and nationally to
Ruiz Beck, far right.
benefit active duty and retired military personnel.
The award
ceremonies,
now in their
fourth year,
Bozzuto’s, Brookshire Grocery,
were sponHarris Teeter, Ingles and Kroger
sored by
recognized for support of our
Ruiz Foods,
troops and veterans.
Dinuba,
Calif., and
Frozen &
ive retailers and wholesalers
Refrigerwere recognized with Retail
Patriot Awards on Oct. 8 during ated Buyer
magazine,
the National Frozen & Refrigerated
with offices
Foods Association convention in
in Olathe,
Washington, D.C.
Kan., and
Winners of the awards, for going
Norwich, Vt.
“above and beyond” in serving our
Keynote
troops and veterans were: Bozzuto’s,
Cheshire, Conn.; Brookshire Grocery speaker at
The crowd gave a standing ovation to Marine Corporal
Company, Tyler, Texas; Harris Teeter, this year’s
(ret.) Mark Litynski, left, who lost both legs and an arm in
event was
Charlotte, N.C., Ingles Markets,
Afghanistan.
Marine Col.
Asheville, N.C., and The Kroger Co.,
Marshall Denney, III, whose personal two Air Medals with Combat V’s, 13
Cincinnati. The companies raised
Strike-Flight Medals, and three Navy
decorations include the Defense
funds for a variety of groups ranging
and Marine Corp Achievement MedSuperior Service Medal, Bronze Star,
from the USO to the Wounded Warals. Col. Denney stressed the importance of aiding our veterans, noting
that even a small gesture can make a
huge difference in a life.
Marine Corporal (ret.) Mark Litynski, who lost both legs and an arm
in Afghanistan from stepping on an
IED, was on hand as a special guest
and spoke with many in attendance
after the ceremonies.
Paul Chapa and Warren Thayer,
managing partners of Frozen & Refrigerated Buyer, welcomed attendees
From left, Marine Col. Marshall Denney, Kim Ruiz Beck, Nate Fisher of
and introduced award winners and
Ingles, Marine Maj. Gen. Raymond Fox, Warren Thayer and Paul Chapa.

PATRIOTS

ARE HONORED

F
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speakers. Johnny
Harris, an Army
veteran and longtime executive
at Harris Teeter,
led the pledge of
allegiance, and Vietnam veteran Gary
Spinazze of Nash
Finch welcomed
veterans and active
duty personnel to
the stage for special
recognition. Kim
Ruiz Beck, chairman
of Ruiz Foods, spoke
about her company’s
history of helping
the military and
urged others to take
similar steps. n

CHAPA

EARNS NATIONAL HONOR

Past winners of the Semper Fidelis award include Donald Trump
and the director of the Secret Service.

P

aul Chapa, sales director and managing partner of Frozen &
Refrigerated Buyer, will receive the Semper Fidelis award of
the Marine Corps Law Enforcement Foundation June 8 at
Bally’s Resort in Atlantic City.
The honor, the most prestigious bestowed by the organization, was
announced during the fourth annual Retail Patriots awards reception during the National
Frozen and Refrigerated Foods Association convention in Washington, D.C.
Michael DiFrancesco, co-chairman of the foundation, had asked to speak briefly during
the Retail Patriots ceremonies, and told the crowd that Chapa was unanimously nominated
for the Semper Fidelis award.
Past winners include Donald Trump, New York City Police Commissioner Raymond Kelly,
FBI Special Agent Thomas Cottone and United States Secret Service Director Elijay Bowron.
“The Semper Fidelis award is presented to great Americans who have continuously
demonstrated an unwavering faithfulness and dedication to our great country and to our
Corps,” said a letter from DiFrancesco. “Mr. Chapa, you have certainly exceeded our criteria, and we would be honored to recognize your numerous accomplishments.”
“It was a complete surprise,” Chapa said. “I am deeply moved and honored.”
The foundation provides scholarships to children of Marines and federal law enforcement
personnel killed on duty. It is listed as one of America’s best charities by the Independent
Charities of America. n
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PRIVATE
LABEL

PULLS
AHEAD

In the tug-of-war for retail supremacy,
private label gains continue.
BY DENISE LEATHERS

W

hile no one’s wishing
for a return to the
recession, it was a
good time for private label. Store brand dollar share
in U.S. supermarkets jumped
from 17.2% at the end of 2007 to
18.7% two years later, according to
the Private Label Manufacturers
Association, New York. Since then,
growth has slowed. By the end of

The number of private
label food launches
as a percentage of
all food launches has
doubled since 2005.
2011, reports PLMA, store brand
share was up to 19.5% in supermarkets — 18.0% in food, drug and mass
merchandise outlets combined.
The sluggish economy and rising
retail prices are important private
label drivers, says Craig Espelien, vp
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of Consumer Products Inc., a subsidiary of Fort Worth, Texas-based
Marketing Management Inc. (MMI).
Compared with the same period a
year ago, reports New York-based
Nielsen, dollars across all outlets
jumped 3.3% during the 52 weeks
ended Sept. 1, while units fell
1.1%. But because private label
prices tend to rise faster than
national brand prices, store brand
dollar sales rose 4.6%, while unit
sales fell 0.6%.

are sometimes better quality than
national brands, up from 33%. Just
17% say store brands are only for

TRADING DOWN
When prices go up, explains
Espelien, consumers often trade
down to less expensive private
label options. That’s why national
brand units are falling faster than
private label’s.
Changing consumer attitudes
are also helping store brand sales.
Nielsen HomeScan data reveals
74% of consumers believe store
brands are a good alternative to
national brands, up from 71% in
2008; and 38% think store brands

Kroger recently debuted Simple
Truth, a line of premium products
“free of 101 artificial preservatives
and flavors.” It encompasses nearly
250 items, including frozen pizza, one
of the hottest-selling private label
products in the marketplace.

percentage of national portunities to narrow those gaps,”
says Todd Hale, Nielsen’s vp of
brand ice cream dollars sold on promotion consumer insights. He adds that just
a one-cent decrease in the price gap
has fallen 10% over
between store and national brands
the past three years,
would result in an additional $437
from 52.4% in 2009
million in annual sales.
to 47.1%, according to
Not only are retailers leaving
Albert Greenwood,
money on the table, but in categories
director of frozen
like ice cream where the gaps can be
foods at Stamford,
as wide as 40%, too-low prices make
Conn.-based Daymon
consumers question the store brand’s
Worldwide. “Sales are
quality, says Greenwood. Can a $2.49
really tanking as a regallon of private label ice cream result,”
he
notes.
Private
Topco continues to expand its Valu Time economy
ally be as good as Breyers at $4.99?
label
ice
cream
sales,
tier, giving traditonal retailers opening price point
Of course it can, he answers, but
on
the
other
hand,
items that allow them to price-protect their midconsumers won’t believe it unless the
jumped
6.1%
across
tier offerings and better compete with dollar and
prices are more comparable.
all
outlets
during
the
limited assortment stores.
Part of the problem is that retailers
past 52 weeks (units
that don’t have an economy tier are
were up 0.8%), boosting store brand share 0.4
poor people, down from 20%.
points to 25.5%, according to
That shift in mindset is aided by
Nielsen.
retailers’ renewed focus on private
While they may not be
label. London-based Mintel notes
dealing as much, counters
that the number of private label food
Chuck Harris, director of
launches as a percentage of all food
frozen foods at Skokie, Ill.launches has doubled since 2005.
Many of those items fall into the pre- based Topco, “Many national
mium category, driving higher dollar brands are holding the line
on price points. So in many
growth. Further, many retailers are
departments, including
adding or expanding opening price
frozen food, we’re seeing
point programs to better compete
price spreads shrinking.” A
with dollar and limited assortment
recent report
from Nielsen
confirms that
Many retailers followed Whole Foods’
since 2009
lead, adding Greek yogurt to their own
the price
brand programs during the past year.
gap between
As a result, private label yogurt sales
private label
jumped 13.2% in the past 52 weeks.
and national
brand frozen
using their national brand equivalent
foods has narrowed
store brands to fill two conflicting
stores. And retailers like Supervalu
10 points from 27% to around 17%
are growing their flagship programs.
currently — the smallest gap in seven roles: reasonable alternative to the
leading national brand and opening
The company expects to add 1,500
major departments. In dairy, the gap
price point option for consumers
items to its national brand equivalent is around 43%.
looking for the best value, according
Essential Everyday lineup by the end
PRICE GAPS TOO WIDE
to Jon Hauptman, a partner at Barof 2013, more than doubling its size.
Price gaps should be determined
rington, Ill.-based Willard Bishop.
National brands are fighting hard
at the item level, not by category or
“When retailers add a robust asto gain back share lost to private
department. But it’s clear that in
sortment of economy private labels,
label, occasionally shooting themmany segments, the gaps are still
they can recalibrate their national
selves in the foot. In the ice cream
too wide. “Particularly for those
brand equivalent items slightly highcategory, for example, some national
retailers more focused on premium
er than before, which reduces unnecbrands have cut back trade spendprivate label, we think there are opessary price gaps,” he says. “Offering
ing in favor of “brand-building.” The

‘When retailers add a robust
assortment of economy private
labels, they can recalibrate their
national brand equivalent items
slightly higher than before.’

NOVEMBER 2012

www.frbuyer.com 27

COVER STORY

an economy tier also dramatically
enhances a store’s price/value image,”
he adds. As retailers communicate
the low tier’s availability, “Shoppers

opening price point products in key
categories represent a significant
opportunity for private label. In fact,
he reports, MMI is currently working
with Family Dollar to identify
private label opportunities in
dairy and frozen. Traditional
supermarkets that hope to compete will need to offer similar
items at an equally low price.

PREMIUM IS GROWING

more affluent consumers, according
to Harris.
Percentage of spending on private
label falls as shopper income rises.
But that’s because affluent consumers
spend more on national brands, not
because spending on store brands declines. “So there’s a big opportunity
there,” says Nielsen’s Hale. “Adding
more premium items is a great way
to make inroads with a group of
consumers that has a lot of money
to spend,” he says. But retailers
really need to ramp up the innovation piece, particularly in the area of
better-for-you.
According to Daymon’s Greenwood, new frozen item intros have
slowed down in recent years, and
those that have made it to market
tend to focus on the wrong attrib-

At the other end of the spectrum, many retailers are growing their premium private label
programs, especially in niches
such as natural/organic and
better-for-you. For example,
Safeway has a whole slew of new
Safeway Select frozen pizzas
and desserts featuring what
one consultant calls “a
Frozen dessert/topping sales shot up
more Trader Joe’s feel.”
11.2% during the past year, thanks to
Target is reportedly
the introduction of high-end products
upgrading its Archer
under premium private labels like
Farms frozen appetizer
Ahold’s Simply Enjoy.
selection. And Kroger
just rolled out a new
will recognize that they don’t have to line of products “free from
go to the dollar store, limited assort101 artificial preservatives
ment store or supercenter to save,”
and ingredients that cusHauptman says.
tomers said they don’t want
Retailers that have added openin their food.” Offered under
ing price point programs have been
the Simple Truth and Simple
pleasantly surprised by how much
Truth Organic labels, the
they’re actually selling, he observes.
brand has nearly 250 items
Given the changing retail landscape,
across 30 product categories,
“Those that eliminated their value
including milk, yogurt, eggs
Supervalu will add 1,500 new products
and chicken. Additional to its Essential Everyday lineup by the
items, including frozen
end of 2013. Introduced last summer, it
pizza, will be added
consolidated 15 different banner brands
regularly.
under one mega brand, an industrywide
Topco is also puttrend expected to continue.
ting renewed focus
on the premium tier, says
utes. “The No. 1 packaging callout
Harris, who sees potential in
is ‘microwaveable.’ But when you
the frozen entree category in
examine what consumers are talking
particular. It recently added
about when they discuss frozen foods
a group of all-natural, singleonline it’s health, not convenience. So
serve entrees to its Full Circle what retailers really need to commulineup and is developing a
nicate is health benefits.”
tier may want to give it another try.
collection for its World Classics label.
PL PROMO TIPS
Without one, they’re at a real compet- “We think we can provide some atitive disadvantage,” says Hauptman.
tributes that a Stouffer’s-type product But even the most relevant, on-trend
David Warrick, MMI’s director of
private label products fail if consumdoesn’t — a good, high-quality meal
analytics and insights, agrees that
ers don’t notice them. Since retailers
at a higher price point” that targets

‘When you examine what
consumers are talking
about when they discuss
frozen foods online, it’s
health, not convenience.
So retailers need to communicate health benefits.’
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don’t have the advertising budgets
national brands do, in-store merchandising is critical. To boost shelf
presence, Willard Bishop’s Hauptman recommends “over-facing” store
brands, i.e., giving them extra space
to help differentiate them from na-

After all, consumers
aren’t shopping for
individual products,
they’re shopping for
solutions—so that’s
how fliers should
be organized.
tional brands and “brand the store.”
Some of those facings can come
from packer brands that MMI’s Warrick says should be jettisoned in favor
of private label. Additional space can
also be found by eliminating un-

necessary duplication in
categories.
Another popular
strategy is merchandising
complementary private
label products with
national brand items.
“If you’re displaying
Ben & Jerry’s ice cream,
pop some private label
whipped cream or chocolate sauce next to it,” says
Don Stuart, COO at WilWeis Markets offers co-branded Asian entrees
ton, Conn.-based Kantar
and egg rolls under its Five Star label, tapping
Retail. “Not only is it a
into significant opportunities for store brand
more complete solution,
growth in single-serve meals and appetizers.
but it gives private label
a free ride on a national
that’s how fliers should be organized.
brand manufacturer-funded disHe suggests at least interspersing
play,” he says.
Espelien notes that retailers should private label items from one departalso advertise around meal solutions, ment with complementary products in another. For example, Weis
instead of simply item-price by department. After all, consumers aren’t Markets recently featured pork roast
in the fresh meat section of its weekly
shopping for individual products,
flier, but adjacent to it was a bag of its
they’re shopping for solutions — so

Leader of the Packs

Our new skillet meal facility boosts Request Foods co-packing to 600,000 sq. ft. of cooking, blending, freezing
and packing capacity for your frozen entrées and side dishes. Pans, single serve and skillet meals, Request Foods
is your co-packing partner. Give your retail, club store or national brand the consistent quality of Request Foods.
We Make Your Brand ... Better.

3460 John F. Donnelly Dr., Holland, Michigan 49424

•

616.786.0900

•

requestfoods.com

own-brand sauerkraut.
Buy one, get one free (or at a
reduced price) offers, along with
pay-one-price meal deals and even
10-for-$10 promotions involving
private label can also work wonders, says Topco’s Harris. “Retailers
need to think outside the box and

label where appropriate. He also
likes price shielding, though only
when penny profit produced by the
discounted store brand product is
equal to or greater than penny profit from the reduced-price national
brand item. “We’ve found that price
shielding yields significantly higher
sales and profits for
the category than
promoting the national brand alone,”
he says.
MMI’s Warrick says promoting private label
products ahead of
the national brands’
seasonal schedule is another effective sales tool. But, according to
Kantar’s Stuart, it’s important to
understand the impact of such a
move on sales.
“The biggest hole is the lack of
consumer and shopper insights
with regard to private label. So

‘The biggest hole is the lack
of shopper insights on private
label. So much time is spent
on promotion and so little on
what happened as a result.’
find new ways to promote handheld
sandwiches, single-serve meals and
all of the other new private label
frozen items — and not just during
March Frozen Food month.”
Hauptman suggests sprinkling
strategically located “compare
and save” shelf tags for private

much time is spent on this or that
promotion and so little on what
actually happened as a result.
Many retailers have loyalty card
data, but they’re not tapping into
it to see what worked and what
didn’t,” he says.
What’s next for store brands?
New York-based Rabobank’s Food
and Agribusiness Research Group
predicts private label penetration
will jump from around 20% today
to between 25% and 30% in the
next decade, thanks to retailer
consolidation and the attendant
shift in power from manufacturers
to retailers, growing consumer acceptance and the rise of store brand
products in dollar stores, convenience stores and online retailers.
Post-recession, “Consumers
have fundamentally changed the
way they shop,” says Hauptman.
“They’re looking for value, and
they’re more open to private label
than ever before.” n
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PL $ SHARE

HITS 17.2%
It lost ground in dairy, but private
label gained share in frozen, with
strong showings in pizza, snacks,
desserts and prepared meals.

T

hanks to price inflation, the
poor economy and a higher
mix of premium products,
store brand dollars across all outlets expanded 4.6% between Sept.
2011 and Sept. 2012 to $107.4 billion, though units were down 0.6%.
National brand dollars were also up

(+3.0%), but units slipped 1.2%. As
a result, reports New York-based
Nielsen, private label dollar share
rose 0.2 points over the past year
to 17.2% while unit share edged up
0.1 points to 21.0%. But in a handful
of the 11 store brand departments
tracked by the company—fresh
meat, alcoholic beverages, general
merchandise and, most notably,
dairy—private label dollar share
declined slightly.
Store brand dairy dollars expanded
3.6% versus 4.7% for the national
brands, shaving 0.3 percentage points
off private label’s share (now 36.9%),
according to Nielsen. While some
attributed the loss to a lack of store

brand alternatives in Greek yogurt,
one of the fastest-growing categories
in the marketplace, private label’s
share of total yogurt sales actually
rose from 9.8% a year ago to 10.2%
today, as more and more retailers
rolled out their own Greek yogurt
programs. However, store brand
share fell in four of the five largest
private label dairy categories—butter
and margarine, cottage cheese/sour
cream, eggs and, most notably, milk.
While both private label (+2.4%) and
branded (+2.9%) milk dollars were up,
thanks mostly to higher-priced specialty products and milk substitutes,
units were down.
Ready-to-eat cereal sales have

PRIVATE LABEL SCORECARD

Private label sales across all outlets combined, including Walmart, for the 52 weeks ended Sept. 1, 2012. Percent change
is versus the same period a year earlier.
CATEGORY
$ SALES % CHANGE
UNITS % CHANGE DOLLAR SHARE CHANGE
TOTAL PRVT LABEL $107,731,978,129
4.6 43,442880,979
-0.6
17.2%
0.2
FROZEN FOODS
$9,656,261,391
4.1
3,077881,877
-0.3
20.4%
0.4
Unprprd Meat/Seafood 2,342,781,434
-1.4
304,468,347
-6.8
41.2
-1.4
Vegetables
1,801,010,455
4.6
993,517,252
-0.1
34.1
1.0
Prepared Foods
1,391,899,234
5.4
310,721,529
3.9
9.9
0.4
Ice Cream
1,306,352,928
6.1
409,949,331
0.8
25.5
0.4
Desserts/Fruit/Toppings 621,493,309
11.2
210,050,484
2.1
36.3
0.9
Pizza/Snacks
611,063,703
14.1
194,505,808
8.5
10.3
1.3
Frozen Novelties
486,807,507
1.5
172,921,903
-6.6
13.5
-0.2
Breakfast Foods
437,150,771
7.3
168,249,279
0.0
16.4
-0.0
Baked Goods
313,566,792
4.9
126,640,822
1.5
14.9
0.3
Ice
188,571,495
3.1
82,973,396
0.8
25.9
0.2
Juices/Drinks
155,563,761
-3.9
103,883,725
-10.1
34.5
0.3
DAIRY
$22,285,868,811
3.6 9,003,091,057
-1.7
36.9%
-0.3
Milk
9,660,841,736
2.4
3,425,477,182
-2.6
57.4
-0.1
Cheese
6,122,288,702
8.5
2,138,482,196
1.5
38.7
0.9
Fresh Eggs
2,252,905,743
0.6
1,102,145,427
-5.3
48.2
-2.7
Butter & Margarine
1,218,870,171
-1.3
461,362,715
2.4
31.6
-0.7
Cttg Chs/Sr Crm/Tppngs 1,134,835,735
-1.7
529,328,887
-7.9
36.6
-1.4
Yogurt
649,414,512
13.2
801,475,228
4.3
10.2
0.4
Juices & Drinks
595,025,990
-2.6
214,766,773
-5.6
11.0
-0.5
Dough Products
397,068,635
2.8
247,406,662
-4.3
19.6
0.2
Snacks/Spreads/Dips
235,381,148
5.8
75,747,351
-4.6
13.2
-0.4
Puddings/Desserts
18,288,000
-19.6
6,812,316
-22.5
3.9
-0.5
Meal Starters
894,217
0.0
72,625
0.0
2.4
2.4
Yeast
54,223
249.8
13,695
243.9
3.3
2.4
DELI
$2,511,339,452
6.5
559,531,754
6.1
26.9%
1.1
FRESH PRODUCE
$3,998,008,122
4.5
1,537,503,442
3.0
18.2%
0.1
FRESH MEAT
$733,394,073
4.5
134,044,150
-6.1
15.5%
-0.4
PACKAGED MEAT
$2,296,525,195
3.0
708,078,249
0.6
13.3%
0.1
Source: The Nielsen Co.
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also fallen off recently as consumers
opt for more convenient breakfast
options, including frozen breakfast
foods (national brand sales jumped
7.5% over the past year; private
label, 7.3%), according to Todd Hale,
Nielsen’s vp of consumer insights.
“Milk is still the No. 1 category in
terms of private label dollar share
(57.4%), but if you’re not eating
cereal, you’re probably cutting back
on milk consumption as well,” says
Hale. Almost 9% of total private
label dollars across all outlets is
represented by milk, he adds, so a
significant decrease in consumption
could have a profound effect on the
overall health of store brands.
On the flip side, a 4.1% increase in
total private label frozen food dollars
(versus just 1.9% for the national
brands) added 0.4 percentage points
to store brands’ share of the frozen
department, now 20.4%. Private label
units were down 0.3%, but national
brand units tumbled 2.6%, growing
store brand unit share as well (+0.4

points to 21.1%). While nine of 12
private label frozen categories posted
dollar gains (and seven registered
unit growth), the biggest dollar
share gainers were pizza/snacks (+1.3
points to 10.3%), frozen vegetables
(+1.0 point to 34.1%), desserts/fruit/
toppings (+0.9 points to 36.3%), ice
cream (+0.4 points to 25.5%), and
prepared foods (+0.4 points to 9.9%).

SHOPPERS ARE RETURNING
Many delivery pizza chains have
pulled back their promotions recently, prompting some consumers to return to the frozen section,
according to Hale. But thanks to the
introduction of a plethora of new
private label offerings, including
premium products featuring unique,
high quality ingredients, many of
them are choosing store brands over
national brands. In fact, while private
label pizza/snack sales shot up 8.5%
in the past year (store brands’ biggest
frozen department gain), branded
sales fell 4.1%. Private label’s second-

biggest gain was in the prepared
foods category where sales jumped
3.9%. However, store brands’ share of
both categories is well below average,
leaving more room for growth than
in other segments.
In addition, says one consultant,
“Some economic indicators suggest
consumer confidence is growing
and they’re willing to spend a little
more. So they’re slowly returning to
the frozen prepared foods arena, but
they’re starting with private label first
because it’s often a better value than
national brands.”
Private label also gained dollar share in the deli (+1.1 points to
26.9%), fresh produce (+0.1 points to
18.2%) and packaged meat (+0.1 point
to 13.3%) departments, registering
6.5%, 4.5% and 3.0% dollar increases,
respectively. However, it lost share
in the fresh meat department (-0.4
points to 15.5%), where its 4.5% gain
fell short of the national brands’ 8.0%
advance. n
— Denise Leathers
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FROZEN

MEXICAN
DOLLARS UP 2.2%
Volume rises to $1.1 billion in
52 weeks ending Aug. 11.
BY WARREN THAYER

F

rozen Mexican food dollars
rose 2.2% to $1.1 billion in
the 52 weeks ending Aug. 11,
according to Nielsen scanning data.
The numbers, cited by Rachel Cullen, president and CEO of Dinuba,
Calif.-based Ruiz Food Products
(www.ruizfoods.com), suggest
continued growth by the Mexican

New Jose Ole 16-ounce Chicken and
Cheese Nacho Bites are made with
white meat chicken and real cheese.
They are dual ovenable.

segment, which has a 2% share of all
frozen foods. Frozen foods, by way of
context, make up the fourth-largest
food department at retail.
“To drill down even further, the
El Monterey brand’s share of frozen
Mexican food is 32.7%,” according
to Cullen. “This demonstrates the
consistent viability of El Monterey to
today’s consumer,” she says.
Cullen adds that, in general, the
frozen handheld food segment —
where Ruiz is strong — generally
appeals to a younger, less affluent
consumer base, making it accessible
to many consumers.
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“Adults (mostly men)
aged 18-34 with incomes
less than $25K, and
Hispanics, are most likely
to prepare fewer meals
from scratch and to eat
more frozen handheld
food — and most likely to
do so frequently,” Cullen
explains.
Many from this demographic group have limited
Circle Foods has seen its TortillaLand Flour
money, time and options
Tortillas grow markedly since the start of the
while they are at work and
year, and has added Corn Tortillas to its line.
find frozen handheld foods
convenient, quick and cost
is dual ovenable and self-venting,
effective, she notes. In addition, she
offering superior heat and hold
estimates that a large percentage of
capabilities and ensuring food safety.
the men and women over the age of
Cullen says that Ruiz will be adding
18 who eat frozen handheld products,
two new items to its lineup in the
do so at home.
next 90 days.
“What’s also interesting to note
Windsor Foods (www.windsor
is that a high percentage of frozen
foods.com), the Hayward, Calif.,
handheld food consumers likely
marketer of the José Olé brand, has
look for value-added properties
introduced José Olé Chicken and
in addition to convenience. For
Cheese Nacho Bites to its line of
example, they most always indicate Mexican-style snacks. The items are
they look for products that have a
made with white meat chicken and
high fiber or high protein content,
real cheese and are unique to the
or contain whole grains,” she says.
category, says Terri Bihl, senior
“This suggests that today’s
brand manager.
frozen handheld food consumer
The 16-ounce Nacho Bites can be
wants much more
microwaved or
from their products
prepared in an
— full-flavor and
oven, and are
indulgent tasting,
line priced with
with an expectation
other Jose Ole
that they still deliver
snacks.
in terms of added
Rudi’s Glutenbenefits with nothFree Bakery
ing taken away. Finally,
(www.RudisGlu
even though they want
tenFreeBakery.
much more, they also
com), Boulder,
require that the options
Colo., earlier this
be affordable,” Cullen
year introduced
concludes. She notes
gluten-free
that as the economy
tortillas made
Rudi’s Gluten-Free Bakery
continues to improve
with whole grain
earlier this year introduced
and the Hispanic popuflours in Plain,
gluten-free tortillas made
lation continues to grow, with whole grain flours.
Spinach and
Ruiz expects the total
Fiesta flavors.
U.S. market for frozen handheld food Available in 8-count, 9-ounce packto continue to grow as well.
ages, they feature the Gluten-Free
Ruiz recently debuted new polyCertification Organization seal. Sugester laminate film for its 8-ounce
gested retail is $5.99.
Butcher Wrapped Burritos. The film
San Diego-based Circle Foods
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(www.circlefoods.com) has seen its
TortillaLand Flour Tortillas grow
markedly since the start of the year,
according to Charlene Richardson,
director of marketing. “Our expanded geographic footprint and excellent
consumer reception are drivers for
this success,” she notes.
The $1.3 billion tortilla category
has a 58.4% household penetration
rate, and the company’s uncooked
tortillas have been seeing doubledigit growth.
TortillaLand tortillas can be
heated and served in 60 seconds,
giving them not only convenience but
the homemade taste and texture of

fresh-cooked
tortillas that
shoppers
prefer versus
ready-made,
she says.
“As one of
Ruiz recently debuted new polyester laminate film for its
our reviewers
8-ounce Butcher Wrapped Burritos. The film is dual ovenable
said, ‘Tortiland self-venting.
laLand makes
corn tortillas have an SRP of $2.79preparing fresh tortillas as simple as
$2.99.)
toasting a slice of bread.’ As a result,
The company’s Uncooked Flour
we are easily able to cross-promote
Tortillas
are made with five simand introduce our TortillaLand Corn
ple
ingredients
that are all natural
Tortillas and drive trial,” Richardson
and
have
no
preservatives.
The new
explains. (The flour tortillas carry a
uncooked
Corn
Tortillas
are
glusuggested retail of $3.49-$3.99; the
ten- and preservative-free, and
made with authentic corn masa
flour mixed with water.
On Oct. 10, Circle initiated
a
sequel
iPad consumer proSure, it’s a big market. But who are the real customers for your products?
motion on both its Facebook
oday’s marketers are chasing the imagined needs and desires of the
page and TortillaLand website.
smallest percentage of Hispanic consumers — the unacculturated
When the promo was launched
Hispanics. In this pursuit, these marketers are unwittingly bypasslast fall, the company’s Faceing the greater opportunity targets: the acculturated and bicultural Hispanic
book fan base skyrocketed by
consumer (who actually behaves more like the 83% of the non-Hispanic U.S.
712% in just 60 days. This year,
population).”
Circle Foods saw a 19% increase
I’m hoping that will whet your appetite to go to www.hartman-group.com/
in its Facebook fan base in less
hartbeat and click on the Oct. 11 edition of the Hartman Group’s newsletter
than a week.
and read the rest of their story. It’s titled “Courting Hispanic Consumers?” and it
In addition to its iPad Sweepshould serve as a wake-up call to many in the industry.
stakes, the company ran radio
I’ve long believed that the vast majority of Hispanic, Asian, Indian and other
ads during the summer highethnic foods are consumed by the mainstream. And I’ve sat through endless preslighting a fictional place called
entations about “the Hispanic Consumer,” most of which were nonsense boiled in
TortillaLand. To learn more
vegetable oil.
and see customer comments, go
The Hartman Group really tells it like it is in this piece, and it’s refreshing. “For
to www.tortillaland.com/com
the past two decades (at a minimum), America’s businesses have been on a quest
munity/radio.
to connect with the nation’s largest ethnic and
Circle Foods has promoted
fastest-growing demographic group. It is a
its products and their atmission to cash in on opportunities for future
tributes across the internet,
revenue growth, but also a journey fraught
radio and in-store vehicles. It
with peril for those marketers that cling to
has also scheduled a full-page
what often passes for “Hispanic marketing,”
ad in three national women’s
a tired approach that rests more on stereotypes than it does on the realities of
consumer magazines introducmodern acculturated Hispanic households.”
ing its TortillaLand Uncooked
Reading that, I find it hard not to fist-pump and say “Yes!!”
Corn Tortillas to drive interest
True, the Hispanic population in the United States is projected to jump from
and trial among existing Flour
52 million today to 132.8 million by 2050, and the group spends more than $1
Tortilla consumers.
trillion annually. But Hispanics aren’t a bunch of people walking around with
“Many of our consumers are
sombreros or little matador hats. The Hartman Group quotes from Gourmet
‘foodies’ who look for ‘healthier’
magazine: “There are few places in America where the influences of the people
products, love to experiment
who have come here from Mexico, Puerto Rico, El Salvador, Cuba, the Dominican
with recipes, and enjoy sharing
Republic, Guatemala, Colombia, Ecuador, and Peru is not being felt.”
their delicious creations among
Amen to that. Increasingly, in this melting pot society, “Hispanics are us.”
their followers,” Richardson
says. n
—Warren Thayer

TARGETING HISPANICS

“T

Increasingly, in this
melting pot society,
‘Hispanics are us.’
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© CIRCLE FOODS, LLC

Fresh • Authentic • Convenient

Made with 5 simple ingredients
0g saturated and 0g trans fats
0% lard, 0% cholesterol
No preservatives






Contact your Circle Foods broker
call 1-800-752-8100
or 619-671-3900
www.tortillaland.com






Gluten free
No preservatives
0% cholesterol
0g trans fat

QRSPIN.COM

TLTRADE

TORTILLALAND TRADE ADVERTISING
QR CODE IDENTIFIER: 1016123005
MANUAL CODE: TLTRADE

ORGANIZATION: Circle Foods
CAMPAIGN: Product Packaging

Percepticon Corporation percepticon.com qrspin.com 925.937.9000

SPOTLIGHT: BREAD/DOUGH

BREAD/DOUGH
RISES (BARELY)

to use the category, and encouraging
current users to purchase more products, more often. New forms such as
cookie dough will likely contribute to
future growth.
Yes, the category has grown faster
During the 52 weeks, base sales
than the frozen department as
in the total category made up 91%
a whole. But more needs to be
of dollars, and grew slightly faster
done to increase penetration and
than incremental sales. Both posted
purchase frequency.
increases. Over the
past year, base sales
BY ELLEN SCHMITZ
have been helped
along by a 16-cent
upermarket frozen
rise in the average
bread and dough
price, now at $3.09.
inched ahead by
The category is
1.1% to $142.9 million
promoted yearin the 12 weeks ended
round, 48 weeks out
Sept. 9. That’s better than
of 52. Incremental
the 0.3% gain posted by
gains also were
the frozen food departdriven by higher
ment as a whole, but not
prices, rising by 11
exactly stellar. Units and
cents to an average
volume were both off.
ELLEN SCHMITZ
promoted price of
In the 52 week-ended
period, dollars rose by 1.2% to $721.0 $2.62. Weeks of merchandising support rose by 0.7 points. The category
million, also ahead of the frozen
department’s gain of only 0.4%. Once is responsive to promotion, with an
average lift of 82%.
again, units and volume both posted
Seasonally, the category does best
losses. The typical store stocked an
in December/January (index of 126)
average of 0.6 more items than last
and worst in June-August (index of
year, bringing the total to 34.0.
84). There’s lots of baking done with
39% HH PENETRATION
holiday gatherings over the winter
Only 39% of U.S. households buy at
holidays. But consumers still associleast one item in the category per
ate frozen bread/dough with turning
year, averaging about three trips
on the oven, hence the slow summer
sales. That may change as new microwaveable products begin to take hold.
Unless otherwise specified, the
numbers below all refer to the 52week period, rather than the 12week period you’ll see in the chart.
The frozen fresh-baked bread/rolls/
biscuit segment — up by 2.1% —
comprises 73% of category sales in
supermarkets and has driven overall
category growth in the past year.
New from T. Marzetti are Mini Loaves
There were gains in both base and
and Sweet Hawaiian Rolls under the
incremental sales.
Sister Schubert’s banner.

S

COOKIE DOUGH IS HOT!

annually. Penetration and trips are
down slightly compared with the
prior year. This means there’s opportunity in getting more consumers
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The frozen cookie dough segment is
hot! While it accounts for only 1% of
category sales, it is up by 84.9% on
the strength of new items and distri-

bution gains. ACV now stands at 47%
versus 19% a year ago. Several small
and regional vendors have contributed to gains. Gregory’s, a very small
player in the category with 3.6% of
sales, posted a 78% increase in the
most recent 12 weeks.
The remaining segment, frozen
bread/rolls/pastry dough, makes up
26% of sales and is down by 3.0%. The
top three vendors (T. Marzetti, private label and Pepperidge Farm) account for more than 57% of segment
dollars, with growth driven primarily by T. Marzetti and private label.
Private label share has been hovering
in the 18% range lately, down slightly
from a few years ago. n
Ellen Schmitz is Principal-Strategic
Accounts, at SymphonyIRI Group,
the Chicago-based market research
firm, and a member of this magazine’s editorial advisory board. She
can be reached at ellen.schmitz@
symphonyiri.com.

FAST FACTS

FROZEN BREAD & DOUGH
Size: $721.0 million, 11th largest
in frozen foods
Share of frozen sales: 2.2%
Share of frozen space: 2.5%
Average space: 40 linear feet
(unchanged from prior year).
Average # of items stocked: 34.0
ACV: 100% (stocked in all
supermarkets)
Base sales share: 91%
Average base price: $3.09
Average promoted price: $2.62
Household penetration: 39%
Category purchase trips/year: 3

VENDOR NEWS
AND VIEWS

Columbus, Ohio-based T. Marzetti
Company has rolled out Sweet
Hawaiian Rolls and Mini Loaves
under the Sister Schubert’s (www.
SisterSchuberts.com) banner.
The oven-baked rolls, with no
preservatives, artificial flavors or

SPOTLIGHT: BREAD/DOUGH

trans-fat, carry suggested retails of $3.79-$3.99.
The Sweet Hawaiian Rolls combine a subtly sweet,
fruity flavor with the signature softness of a Sister Schubert’s roll. Made with juice from real pineapples to inspire
a true island taste, they are ready in 5-10 minutes.
The Mini Loaves, with two loaves per package for portioning and individual baking, are ready to bake immediately without the need
to thaw and rise. They
are scored to pull apart
for easy sharing.
Rhodes Bake-NServe (www.rhodesbread. com), Salt Lake
City, has launched Artisan Mini-Baguettes,
Hawaiian Rolls and
Monkey Bread. All are
made without preservatives and come six to
the master case. They
Rhodes Bake-N-Serve has
are line-priced with
launched Monkey Bread,
other Warm-N-Serv
Artisan Mini-Baguettes
items, with a suggested
and Hawaiian Rolls.
retail of $2.19 to $2.99.
The baguettes are
packed four per 14-ounce package and go from freezer to
table in 8-10 minutes. The Hawaiian Rolls, topped with
sweet glaze, come in a convenient pan, allowing consum-

Rudi’s Gluten-Free Bakery has grown a solid
niche with its gluten-free breads. Shown here are
original, multigrain and cinnamon raisin varieties.
ers to pop off the dome and bake. The rolls, ready in 10
minutes, come nine to the package. The gooey cinna-

The bread/dough category has an
average promotional lift of 82%.
mon pull-apart Monkey Bread, ready in 15 minutes, also
comes in a pan with pop-off dome. Package weight is 11.5
ounces. n

FROZEN BREAD/DOUGH
Supermarket sales for the 12 weeks ended Sept. 9, 2012, according to SymphonyIRI Group, the Chicago-based market
research firm. Data is for the brands as originally trademarked, and may not include line extensions.
CATEGORY
$ SALES
% CHG
UNIT SALES
% CHG	VOLUME	
% CHG% MERCH* POINTS CHG
TOTAL CATEGORY
$142,948,400
1.1
49,677,820
(0.8)
48,166,080
(2.2)
27.6
0.6
FRSH BKD BRD/RLL/BSCT $108,927,300
0.5
39,710,250
(1.1)
31,748,720
(2.6)
35.2
1.6
Private Label
$24,296,140
1.0
11,094,370
3.3
9,326,619
3.3
34.5
9.7
New York
$23,883,330
2.0
8,078,791
(3.6)
5,798,692
(6.1)
39.7
(2.6)
Pepperidge Farm
$16,892,050
(3.2)
6,245,694
(3.5)
4,118,693
(3.5)
45.1
6.8
Cole’s
$9,962,428
(12.0)
4,324,011
(13.5)
3,469,099
(17.3)
43.4
(3.4)
Sister Schubert’s
$8,360,777
11.0
2,272,085
3.8
1,915,749
3.8
13.9
(10.7)
Udi’s
$6,899,844
48.2
1,283,136
46.8
962,352
46.8
16.9
(1.8)
Pillsbury Grands
$4,031,149
4.8
1,121,568
2.6
2,054,863
4.8
17.7
(1.1)
Mamma Bella
$2,127,509
(28.2)
605,673
(31.9)
445,820
(34.3)
32.1
(8.1)
Joseph Campione
$1,719,408
(6.5)
712,429
(8.8)
508,819
(9.9)
50.4
7.2
Furlani
$1,548,938
7.6
1,023,810
2.0
558,736
3.1
72.2
(3.3)
BRD/RLLS/PSTRY DOUGH $31,538,050
(2.0)
9,287,257
(4.6)
15,806,550
(3.7)
12.1
(1.3)
Pillsbury Grands
$5,639,732
(3.8)
1,636,767
(6.0)
2,745,222
(3.2)
16.8
(4.4)
Mary B’s
$4,953,511
(3.7)
1,324,964
(4.6)
2,879,056
(4.8)
8.4
(2.0)
Rhodes
$2,630,476
3.7
574,214
0.7
1,858,317
2.9
4.5
(1.6)
COOKIE DOUGH
$2,483,010
166.7
680,312
223.9
610,812
126.2
29.9
(12.9)
*Percentage of sales with any merchandising support, such as temporary price reductions or ad features.
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SPOTLIGHT: MEAT

MEAT
INCHES
AHEAD

As in other categories, dollars
outpace units as consumers
resist price increases.
BY WARREN THAYER

S

upermarket sales of frozen meat rose
0.9% in dollars and 0.1% in units in
the 12 weeks ended Sept. 9, according
to SymphonyIRIGroup, the Chicago-based

FROZEN MEAT
Supermarket sales for the 12 weeks ended Sept. 9, 2012, according to SymphonyIRI Group, the Chicago-based market
research firm. Percentage change is versus the same period a year ago. Data is for brands as originally trademarked, and
may not include line extensions.
CATEGORY
$ SALES
% CHG
UNIT SALES
% CHG	VOLUME	
% CHG% MERCH* POINTS CHG
TOTAL CATEGORY
$363,195,800
0.9
77,850,020
0.1
93,347,220
(4.9)
46.8
(0.7)
FZ MEAT (NO PLTRY) $220,780,100
(2.9)
29,468,730
(4.8)
62,268,920
(8.8)
47.4
(2.9)
Private Label
$69,719,580
1.5
8,110,343
(5.9)
20,790,070
(3.4)
52.0
(3.4)
Bubba Burger
$26,851,100
3.0
2,458,335
0.1
5,212,185
0.2
52.5
7.3
Philly Gourmet
$10,228,870
(7.7)
1,205,114
(8.3)
2,543,054
(14.7)
49.6
(1.4)
Steak Umm
$9,051,606
(7.6)
1,614,957
(4.0)
1,719,851
(18.0)
61.9
(2.2)
Holten
$6,817,276
12.3
670,327
2.6
2,246,264
(2.6)
71.5
(5.4)
Armour
$5,220,929
(4.6)
1,334,694
(1.4)
1,483,134
(10.1)
48.6
(2.7)
Flander
$4,454,152
(5.5)
598,997
(6.4)
2,171,851
(9.3)
23.7
(12.4)
Cooked Perfect
$4,327,838
18.8
785,027
25.9
1,287,767
6.7
41.4
11.9
Rosina
$3,949,236
2.2
564,125
8.0
1,033,289
5.7
38.4
9.2
Mama Lucia
$3,910,177
0.5
962,028
10.2
1,289,497
14.2
71.7
10.3
FZ/RFG MEAT SBSTTES $73,898,740
9.6
19,265,940
11.0
11,619,450
11.9
42.0
7.2
Morningstar Farms
$28,592,680
9.8
7,436,229
14.1
4,074,670
15.5
56.1
17.1
Morningstar Farms Grillers $8,391,596
6.9
2,136,210
8.6
1,390,450
12.1
53.7
14.6
Boca
$7,999,804
1.6
2,235,553
2.0
1,448,907
4.3
38.0
1.8
Mrnngstr Frms Grllrs Prme $2,933,881
9.6
782,573
15.5
489,108
15.5
57.5
15.6
Tofurky
$2,824,299
29.6
720,016
24.8
430,126
24.1
18.3
(9.4)
Gardein
$2,632,129
80.0
642,675
73.0
400,462
82.9
27.6
(7.4)
Lightlife Smart Dogs
$2,491,726
(12.4)
616,763
(14.3)
481,816
(14.3)
30.1
(3.0)
Gardenburger
$2,437,989
(9.5)
633,838
(12.6)
396,149
(12.6)
29.1
(10.9)
Veggie Patch
$1,542,501
12.9
342,814
4.7
195,488
4.5
21.8
(1.0)
Lightlife Smart Deli
$1,346,071
(11.0)
406,510
(16.9)
138,814
(16.6)
20.9
(6.9)
FZ SAUSAGE
$68,402,900
5.4
29,089,150
(1.3)
19,436,780
(0.6)
47.4
3.2
Banquet Brown N Serve $23,375,430
0.8
15,390,830
(3.2)
6,500,735
(9.2)
54.4
2.6
Jimmy Dean
$9,221,881
12.1
2,232,217
8.5
1,869,987
11.7
25.8
(3.0)
Private Label
$4,219,027
25.1
1,138,500
18.5
1,488,507
17.5
37.5
12.1
Jones Golden Brown
$3,718,357
(3.3)
1,690,595
(4.4)
712,346
(5.2)
39.5
1.1
Farmer John
$3,667,790
1.0
2,677,878
2.0
1,347,341
2.1
61.2
1.1
Hormel Little Sizzler
$3,297,619
3.0
1,962,445
2.0
1,471,815
2.2
63.2
(0.6)
Purnell Old Folks
$2,693,886
(7.6)
345,433
(8.8)
784,183
(10.5)
42.5
2.2
Tennessee Pride
$2,366,376
(2.4)
361,140
3.8
660,499
(6.7)
35.7
(2.1)
Williams
$1,758,565
6.6
267,238
19.3
675,802
17.9
75.6
25.3
Jones
$1,471,505
(12.7)
419,494
(17.3)
306,743
(17.2)
19.2
(4.0)
FZ FRANKFURTERS
$114,061
(26.8)
26,192
(25.3)
22,070
(18.4)
5.3
(17.5)
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market research firm. Volume was down by 4.9%, and
the percentage of sales with merchandising support
dipped 0.7 points to 46.8%.
Frozen and refrigerated meat substitutes sparked the
gains, with dollars rising 9.6%. Frozen sausage dollars
climbed 5.4%, while frozen frankfurters plummeted 26.8%.
Refrigerated meats climbed 3.2% in dollars, to $248.0
million, as units dipped 1.9% to 41.6 million. Volume was
down 4.4% to 69.5 million, and
volume sold with merchandising support dropped 0.1 point
to 34.2%. Refrigerated uncooked meats (no poultry) rose
3.4% to $38.4 million, although
units were off by 2.1% to 66.3
million. Volume plunged 4.7%,
and volume sold with merchandising support dropped
0.2 points to 35.2%.
Refrigerated pork products/
hocks/feet were off by 0.4% to
$10.2 million, as units climbed
0.2% to 3.1 million and volume

Beef prices pretty
much spiked in
June and July,
and have slowly
been coming
down since.
rose 1.9%. Volume sold with
merchandising support was up
4.5 points to 13.2%.
Beef prices at retail pretty
much spiked in June and July,
and have slowly been coming
down since, according to data
from the U.S. Department of
Agriculture released on Oct.
16. The nation’s record-breaking drought over the summer
reduced corn supply to the lowest level in nine years. If corn
prices continue to rise, their
impact on feed for cattle could
drive beef prices higher as the
year progresses.
It’s worth noting that meat
substitutes (soy burgers, etc.)
are growing faster than any
other segment of the category.

Beef suppliers still wrestle with the challenge of red meat
as being perceived as unhealthy by some consumers,
and pricing that drives shoppers to lower-price protein
alternatives.
The primary competition here comes from poultry,
which is seen as the favorite protein/main dish, given its
perceived advantages in menu flexibility, price and health
benefits. n

The
Flavors
of Home

SPOTLIGHT: INDIAN

INDIAN FOODS
SURGE, BUT…
The gains are in natural food stores, with most
supermarkets missing the boat.
BY WARREN THAYER

I

ndian foods continue to surge, with dollar gains of
about 14.5% in natural food stores, but the category
eked out just a 0.6% in supermarkets in the past year.
The unofficial figures, believed accurate by Frozen & Refrigerated Buyer, do not include Whole Foods.
Recent developments in the category, however, suggest that change may be coming soon in the supermarket
channel. Just as the Asian category got a shot in the arm
with the addition of P.F. Chang’s, Nestlé has jumped
on the Indian foods bandwagon with two Lean Cuisine
entries: Chicken
Makhani and
Indian-Style
Masala.
Mike Ryan,
vp of sales &
marketing for
Tandoor Chef
(www.Tandoor
Chef.com),
doesn’t seem all
that worried.
New from Tandoor Chef is Lamb
Samosa, a savory appetizer made with His company’s
brand, made
Halal-certified lamb. It is mediumby Union City,
spiced and toaster-oven friendly.
N.J.-based Deep
Foods, owns the No. 1 position in natural food stores and
the No. 2 slot (behind Amy’s Kitchen) in supermarkets.
The Lean Cuisine launches, he says, help give the
Indian category credibility among doubters. “Nestlé is
getting into the Indian food business because they did
their research and saw a gap in their lineup,” according to
Ryan. “I am sure they will do well, and this will help the
category grow even more.”
Ryan also believes this will help supermarket retailers
pay more attention to what is happening in the natural
food channel. “One reason some supermarkets are behind
the curve is they’ll take in four entrees and think they are
in the Indian business. But they need breads, meats and
vegetarian dishes. Natural food stores have recognized
the potential here, and devoted more space and attention
to it. It’s paid off.”
Ryan adds that the natural channel appeals to foodies,
vegetarians and better-for-you food – all central to Indian
foods. What’s more, cooking shows on television are also
giving more time to Indian cuisine. You can find samosas
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on college campuses, the Midwest and even Disney World.
While Indian food is clearly becoming more mainstream, you won’t find many Americans preparing it from
scratch in their own kitchens. It’s a complicated cuisine,
and the frozen food cases are where people are going for
the experience. n

TOP BRANDS BY CHANNEL*

BRAND	NATURAL FOOD STORES
Tandoor Chef
1
Amy’s Kitchen
2
Ethnic Gourmet
3
Sukhi’s
4

SUPERMARKETS
2
1
3
4

*Unofficial rankings, believed accurate by Frozen & Refrigerated
Buyer. Whole Foods not included.

‘OFFER VARIETY,
PROMOTE HEALTH’
That’s the advice of an experienced chef with
supermarket experience.
BY CHEF RICK TARANTINO, M.S.

T

here’s been strong growth in Indian foods in restaurants and supermarkets, so don’t be left behind
as this trend continues to accelerate. To make
a statement in the category, stock a variety of frozen
Indian prepared meals/appetizers, seasonings/sauces,
and breads such as naan and roti.
Indian food attracts the increasing number of shoppers
seeking healthy, vegetarian, vegan and even gluten-free
offerings. But there’s a certain intimidation factor with
Indian foods, what with unfamiliar spices such as turmeric powder, garam masala, and cumin seeds. Learning
the basics isn’t hard, and a good place to start is www.
IndianAsApplePie.com, the Web site of acclaimed Indian
food expert Anupy Singla.
“Healthy Indian food is not a misnomer — it’s the way a
majority of Indians eat at home on a daily basis,” according to the site’s home page. “Most South Asians don’t eat
their food loaded with unhealthy oils and creams the way
many Indian restaurants prepare their dishes.”
So the word here is to offer good variety and promote
the healthfulness of Indian food. Whole Foods does a
great job with the category. Educate your shoppers to
demystify the cuisine. And be sure to demo the products
so customers can try the new flavors and see how exciting
they can be. n
Rick Tarantino (www.ChefRickTarantino.com) is a professional chef, TV personality, and infomercial host. He is a
member of this magazine’s editorial advisory board.

SPOTLIGHT: SOUP

SOUP
HEATS UP

make them richer, creamier and more
flavorful. It also moved into 5-inchwide bags that allow retailers to fit
six packages — still 24 ounces — on a
30-inch shelf.
The frozen category’s No. 2 brand,
Somerset, N.J.-based Tabatchnick
(www.tabatchnick.com), is also
Both frozen and refrigerated soups
expanding its offerings. Following its Tabatchnick recently added a pair
of low-sodium varieties — Tuscany
register double-digit gains.
2011 debut of microwaveable Soup
Lentil and Minestrone — to its
Singles, now rolling out nationwide,
flagship line.
BY DENISE LEATHERS
the company recently added a pair
of low-sodium varie(www.blountfinefoods.com).
ties — Tuscany Lentil
ifted by the entry
Blount will debut 10-ounce, singleand Minestrone — to
of Bertolli in froserve cups of its Panera, Legal Sea
its flagship line, bringzen and Panera
Food and Blount brand soups this
ing the total number of
Bread in refrigerated,
spring, according to Bob Sewall,
reduced sodium flavors
the soup category
executive vp of sales and marketing.
to five. “When we first
keeps getting hotter.
Just the right size for lunch or an
introduced low-sodium
During the 12 weeks
after-school snack, the new package
soups in the early ‘90s, we will allow consumers to buy soup just
ended Sept. 9, frozen
couldn’t give them away,” like they do yogurt, says Sewall.
and refrigerated soup
says owner and CEO Ben
sales in supermarkets
The presence of soup on the menu
Tabatchnick. But today,
jumped 43.3% and
at the top 500 restaurant chains has
these high-fiber, high14.8%, respectively,
increased nearly 6.0% since January
protein all-natural soups
placing them among
2009, according to Matthew Mandelwith less than 100 mg of
the fastest-growing
tort, senior consultant with ChicagoCulinary Delights,
sodium per serving are
categories in both
based Technomic (www.technomic.
up by 61.8%, is
departments.
com).
adding a pair of new selling well to healthconscious consumers.
No. 1 frozen brand
“Climbers include non-chowder
flavors to its Cajun
Private label continues
Bertolli Meal Soup
seafood soups, tomato soups, cream
Style Selections line
to dominate the refrigerfor Two (www.villa
of vegetable soup and chicken soup.
late next year.
ated side of the category,
bertolli.com) posted
Those on the decline include chowaccounting for more than ders, chili and tortilla soup,” he says.
a 352.0% gain. The year-old line has
two new varieties: Italian-Style Wed- 87% of sales. But the biggest gains
Chicken soup is the restaurant-goer’s
ding and Ricotta & Lobster Ravioli in were registered by Nos. 2 and 3,
top choice (67% said they’d consider
Panera Bread (+1,060.2%) and Legal
a Seafood Bisque.
ordering it), followed by potato soup
Sea Food (+53.0%), both restaurant
The category’s second-biggest
(64%), beef stew (60%), broccoli soup
brands manufactured by Fall River,
gainer (+61.8%), Watsonville, Calif.(56%), vegetable soup (55%) and clam
Mass.-based Blount Fine Foods
based Culinary Delights (www.
chowder (50%). n
culinarydelightsgour
metmeals.com), plans
Supermarket sales for the 12 weeks ended Sept. 9, 2012, according to SymphonyIRI
to add a pair of new
Group, the Chicago-based market research firm. Percent change is versus the same period a year ago.
flavors to its Cajun
Data is for the brands as originally trademarked and may not include line extensions. Brands with less
Style Selections line
than $300,000 in sales are not listed.
late next year. They’re
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME
% CHG
being developed with
RFG FRESH SOUP
$21,344,810
14.8
5,165,743
11.4
6,659,459
11.8
celebrity chef Paul
Private Label
$18,661,690
9.6
4,604,042
7.6
6,081,917
8.9
Prodhomme, accordPanera Bread
$1,114,269 1,060.2
217,669
1,100.9
218,427
1,092.3
ing to Moe Cheramie,
Legal Sea Food
$380,413
53.0
74,895
53.0
74,895
45.7
who will not reveal
FZ SOUP
$5,034,530
43.3
1,282,903
25.2
1,328,973
38.3
more but says that
Bertolli
Meal
Soup
$1,701,935
352.0
248,397
389.1
372,595
389.1
“ethnic flavors are
Tabatchnick
$1,122,982
0.9
518,621
4.9
474,476
5.4
particularly hot.” The
Boston
Chowda
$353,850
21.2
57,829
21.4
67,261
18.8
company tweaked
Phillips
$338,965
(17.7)
84,013
0.9
63,746
(9.1)
existing recipes to

L

SOUP
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NEW AND SEXY

STUFF

Believe it or not we found five
things that could quicken the pulse
of even the most seasoned supply
chain veteran.
BY DAN RAFTERY

W

e did some scouting at
trade shows and found five
solution providers who
told us about their “newest and sexiest” thing in the world of cold chain
warehousing and transportation.
Here ya go!

UPGRADED
LIGHTING

Traditional lighting systems are expensive to run and maintain. Besides
using large amounts of energy, they
perform poorly in chilled environments. The challenge is to reduce
energy costs while providing optimal
light levels.
The Digital Lumens Intelligent
LED Lighting System, featuring
smart LED fixtures with integrated

Associated Grocers of New England,
Pembroke, N.H., upgraded lighting
in its 56,000-square-foot freezer,
replacing high-intensity fluorescents
with the Digital Lumens Intelligent
Lighting System and is using 482,000
kilowatt-hours less per year.

occupancy sensing, is said to maximize light and reduce lighting energy
use by as much as 90%. Fixtures are
wirelessly networked and centrally
managed to provide light when people are in the area and turn off or dim
when they’re not. LightRules lighting management software provides
detailed reports on lighting system
metrics, and provides the ability to
fine tune lighting settings as needed
— without using a scissor lift.
Available in 13,000, 18,000 and
26,000 lumen versions, the Digital
Lumens Intelligent high bay LED
fixtures offer instant-on capabilities,
no warm-up-time required (unlike
other high bay lighting), and narrow
or wide field optics for racked aisles
or open spaces. LED fixtures generate
much less heat than other lights, reducing chiller load, which is dramatic
when compared with legacy lighting.
(http://www.digitallumens.com) n

DEMOLISHING
DEMAND CHARGES

For example, a “smart battery”
can leverage predictive analytics to
provide instantaneous power at peak
demand times, in effect shaving peak
loads from the utility. The result can
be a substantially reduced utility
demand charge.
(http://www.heliopower.com) n

IMPROVING
FORECA$T$

Statistical demand forecasting
systems project demand based on
history. But this method is blind to
random factors such as price changes
or promotions, short supply of products, changes in buyer behavior or
changes in weather. These and other
factors can play havoc with accuracy.
But many demand forecasting and
inventory planning systems use a
process called “exception management” to manage inevitable forecast
errors. This process first identifies
system-generated forecasts which are
inaccurate, often by looking at the
forecast for each item in each location. Then the system compares these
forecasts against actual demand for
the same period.
When the system finds a significant difference between forecast and
actual demand, it flags the items as
exceptions. The system then presents
the exceptions to users (demand

Your monthly utility bill is significantly influenced by “Demand
Charges” which are based on the
single 15-minute interval when you
consumed the most power. If you
consume 500 kilowatts on average
and briefly spiked to 900 kilowatts,
your bill will be based on that brief
900 kilowatts peak.
With peak power rates
‘Our CLARITY
in the $13-$14/kW
analytics provide
range, lowering energy
spoilage warning
demand can deliver subreports and others
stantial savings.
that are bottom-line
But through “Predicdriven. Forecasting
tive Analytics,” managand replenishment
ers can benchmark and
teams no longer have
predict electricity use
to wade through
and achieve savings via
piles of reports to
behavioral or business
find the action that is
process change, efGreg White
needed now.’
ficiency measures, rate
management, distributed generation and demand manplanners, forecast analysts or reagement. Many approaches deliver
plenishers) whose job it is to assess
fast paybacks with low management
factors that may have led to forecast
overhead, according to Tom Millhoff, inaccuracy.
vp of business development, HelioException management enables
Power, Murrieta, Calif.
knowledgeable analysts to correcNOVEMBER 2012
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tively nudge the system. They use
their knowledge and experience to
improve a forecast which would otherwise be based only on history.
The labor required to do this
depends on the number of SKUs you
carry and the number of locations
where you carry them. Suppose you
operate a single warehouse where
you stock 40,000 items. If your
forecasting system normally generates forecast exceptions for
about 10% of your items
each week (the standard
rate, based on decades of
empirical evidence), that
comes to 4,000 exceptions
a week. If your forecast
analysts spend an average
of 30 seconds per exception, that’s 120,000 seconds or 2,000
minutes, or 33 hours a week.
Now suppose you operate 700
stores, each with 15,000 items. That
comes to 10.5 million SKU-store
locations. Forecast exceptions at a
rate of 10% per forecasting period
will produce 1.25 million forecast
exceptions a week. The weekly
labor requirement grows to about
10,400 hours. While these exception
volumes and labor hours may sound
high, you’re likely to achieve so much
better forecast accuracy that you can
improve in-stock performance and/
or reduce inventory, enough to more
than cover costs.
Greg White, chairman and CEO,
Blue Ridge Inventory, Marietta, Ga.,
says his company offers the CLARITY
analytics system to enable inventory
planners and forecasters to focus only
on the exceptions for items that have
the greatest effect on their company’s
key performance metrics. For example,
you can specify that if the total annual
demand for an item in a location is
less than some value, then remove it
from the list of exceptions. You can
also specify that you don’t want to see
exceptions for any items whose inventory value is less than, say, $50.
By layering the appropriate filters,
you can reduce thousands or even
millions of exceptions to the few
that most need human attention.
With this filtering capability, you can
achieve higher forecast accuracy by
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involving your analysts only with the
right items. And you can do so without sending your labor costs through
the roof. n

HIGH TECH FOR
TRUCKERS

Trucking technology systems can
collect data from fleet vehicles and
provide that data to fleet managers
immediately. This may include GPS
locations, engine
fault codes, vehicle speeds, true
idle times and
reefer hours. But
this information is typically
visible to fleet
operations, but
not to the vehicle operator.
The solution: On Oct. 8, Zonar
introduced the 2020 portable driver
tablet. The tablet uses the open Android platform and contains five
core applications to improve driver
performance and productivity, according to Andrew Johnson, director
of marketing, Zonar Systems, Seattle.
The patented Electronic Vehicle
Inspection Report (EVIR) application
replaces the paper-based, pre- and
post-trip inspection process.
Drivers scan
RFID tags placed
around the vehicle
at each inspection point using
the 2020 device to
enter conditions
at each inspection point. The
hours-of-service
application helps
operators maintain logs and view
available hours,
update duty status and electronically
submit records to maintain regulatory compliance.
A commercial navigation system
provides turn-by-turn directions
while alerting drivers to potential
hazards such as low bridges. The Virtual Trainer provides instant visual
feedback alerts including speeding,
hard cornering and sudden brak-

ing. The 2020 also provides two-way
messaging with dispatch for delivery
updates and announcements.
The 2020 tablet also offers Internet
access, social media and e-mail.
(http://www.zonarsystems.com) n

ROBOTIC CASE
PICKING

The problem: Manual material handling has been the mainstay of warehouse operations for decades. But
today, running a profitable manual
picking and packing operation is an
increasing challenge for managers
who face skilled labor shortages, the
high cost of workplace injury, order
inaccuracy, security, etc. Moreover,
the rapidly changing retail demand
for mixed pallet loads, increasing
SKU volume and product packaging
configurations has made robotic case
and layer picking systems an increasingly attractive option.
The solution: DCs that employ
high volumes of labor-intensive
product handling with relatively low
margins can improve profitability
with a new class of robotic order fulfillment solutions that reduce costs
and improve service levels without
extensive, costly
renovations.
RMT Robotics,
Ontario, Canada,
offers a unique case
picking solution
that provides unrivaled efficiency for
order picking. The
system stores SKUs
in higher stacks,
creating storage
density that is three
times more than
that of the average
manual warehouse
setup. The solution
is ideal for wholesalers and e-commerce distribution centers looking to
automate the goods-to-person order
picking process.
(http://www.rmtrobotics.com) n
Dan Raftery is president of Raftery
Resource Network and a trumpet
hobbyist. He can be reached at
Dan@RafteryNet.com.
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GETTING PERSONAL

FROM FORKLIFT
to NASCAR
Kyle Martel of Hanover Cold Storage
knows his way around a warehouse
— and around a NASCAR race track!
BY WARREN THAYER

O

n an August Saturday afternoon this summer, Kyle
Martel, production manager at Hanover Cold Storage in
Elizabethtown, Pa., was busy signing
autographs just before the start of
his first NASCAR race. He slowly
made his way to the new Chevrolet
Silverado he’d be driving in the
NASCAR Camping World Truck
Series race at the Pocono Raceway
in Long Pond, Pa.
On Monday, the 25-year-old Martel would be back at work controlling
the inbound and outbound loads in
the warehouse, and managing packaging. But today he was something
of a rock star, and his performance
would soon be seen by millions of
fans on the Speed Channel.
“Waiting for Kyle to be introduced
with NASCAR favorites like Todd
Bodine and Denny Hamlin brought a
tear of happiness to my eye,” said Rob
Ziemba, vp of sales for Hanover Cold
Storage and the PR manager of Bill
Martel Racing. Bill Martel owns both
Hanover Cold Storage and the racing
team; he’s encouraged his son Kyle to

follow his NASCAR dream from his
earliest years.
As Rob and Kyle walked to the
truck, they joked about the movie
“Talladega Nights,” the 2006 comedy
about NASCAR starring Will Ferrell.
But soon, Rob recalls, “It was time to
get serious. Greeted by his dad and
crew chief, Kyle strapped himself
in and after a few special moments
between father and son, the two fistbumped and it was ‘Gentlemen, start
your engines!’”
Kyle finished a respectable 21st
out of 36 racers. It was all the more
respectable since he’d never driven a
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What was it like being in your first
NASCAR race?
Kyle: It was always my dream, and I
was very honored to be a part of it.

Kyle Martel spends a few minutes with fans of all ages before the
NASCAR Camping World Truck Series at Pocono Mountains 125 on Aug. 4.

NASCAR truck before and he’d had
only three weeks to prepare. But of
course Kyle had begun racing gocarts when he was only four,
and today he is an experienced
ARCA (Automobile Racing
Club of America) Racing Series veteran with a few top-15
finishes. In all, he’s racked up
more than 200 motorsports
wins. We asked Kyle and Rob
about racing.

Kyle with his father, Bill, at the track. Truck’s
pink lettering at right is in support of the
Pennsylvania Breast Cancer Coalition.
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mom and dad! A racecar that’s my
size!” I had a four-wheeler rated for
18 and above when I was only 4, so
it was oversized for me but I had a
blast on it. My dad built me my first
racecar, and when I was 14 I won the
QMA (Quarter Midgets of America)
national championship. We did a lot
of traveling, racing them, and I was
fortunate to have parents who were
so supportive.

You started when you were
four? Really?
Kyle: Yes. My mom and dad
took me to a racecar show, and
there were quarter-midgets
there. I was really pumped
up about them — “Look

Competing side by side with people
like Denny Hamlin was amazing.
I’m very proud of everyone’s efforts
that got me into the position I am in
today. I hope to make it to the Cup
Level someday.
How much racing is possible while
work schedules are so demanding?
Rob: We’d like to race a full schedule, but our business is very strong
now and so we’re packing orders on
weekdays and racing on weekends.
We’re working on sponsors to try
to help us race more. I have to say
it’s neat to see a local kid in central
Pennsylvania being a real up-andcomer. The best part is he still goes
to work Monday mornings just like a
regular guy. n
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