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OUT WARREN’S WAY

KUDOS
TO NFRA!
Next year’s plans to work
with Edelman on improving
perceptions of frozen and dairy
foods are right on target.

I

t’s time to take
action, or watch frozen food sales continue slipping away. If
we don’t stop the erosion of frozen foods, we
stand to lose, slowly, a
proﬁtable and dynamic
department that helps
build retail diﬀerentiation. Let’s look at some
recent numbers.
Over the past year, frozen food
units and volume have been down
consistently in both supermarket
and multi-channel reports provided
by SymphonyIRI Group, the Chicago-based market research ﬁrm.
Across all channels in the 52
weeks ended Oct. 7, dollars rose
by 2.1% but units dipped by 2.3%
and volume was oﬀ by 2.4%. Promotional support declined by 1.0
percentage point. Some mainstay
categories over the years — frozen
pizza and entrees, for example —
are being hurt by restaurants and
by the perception that they are
“processed” and thus unhealthy. In
fact, if you look at signs in many

tional Frozen & Refrigerated Foods
Association for stepping up to the
plate. In January, it is launching an
ambitious consumer promotion
program, with Edelman Public Relations, to turn around consumer perceptions and breathe new life into
frozen foods. The program, which
starts out with a push for frozen
foods, will also address consumer
perception issues in
the dairy case.
For the past 30
years, NFRA has led
the way with March
National Frozen Food
Month, June Dairy
Month, June/July Ice
Cream & Novelties
promotion and the
October Cool Food for
Kids educational outreach program. We concur heartily
with the remarks by NFRA president Skip Shaw, and John Larsen of
Safeway, the NFRA’s chairman, in
the story you’ll ﬁnd on page 19.
“Consumers have become more
food aware and choiceful about
what they put in their grocery
carts,” says Shaw. “It’s important
that NFRA and our industry communicate in a way that is more relevant to how people shop and eat.”
Adds Larsen, “With an increasingly complex food environment
and evermore discerning consumers, it’s time to elevate and contemporize our eﬀorts. Edelman is the
perfect partner for us because of
their deep expertise in the
food and nutrition space,
longstanding client relationships across packaged
goods, commodities and
associations and crossfunctional approach to communications.”
NFRA is uniquely qualiﬁed here
to lead the charge, and here’s hoping you’ll get on board with them
by contacting the association at
717-657-8601 or by going to www.
nfraweb.org. Much is at stake.

Signs in many supermarkets
seem to tout ‘Never Frozen!’
as a key selling point.
supermarkets, “Never Frozen!” is
touted as a key selling point.
This has been true for awhile,
but it seems to be part of a rising
crescendo. Frozen foods need to
be healthier, of higher quality and
merchandised more wisely. We’re
making gains in all those areas, but
not fast enough. The industry is
facing headwinds that make course
corrections increasingly diﬃcult.
For this reason, we oﬀer thanks
and congratulations to the Na-
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NEW PRODUCTS

Dairy-Free
Frozen Dessert
U.K.-based Kirsty’s Free-dom (www.kirstys.co.uk)
k)
will offer its line of dairyryfree frozen desserts in the
United States for the ﬁrst
rst
mtime next year via Kissimutor
mee, Fla.-based distributor
no
Bruno White (www.bruno
whitefoods.com). Also freee
of gluten, nuts, eggs, soy and artiﬁcial additives, the
ice cream alternative will come in three ﬂavors initially: vanilla, chocolate and strawberry. Sweetened
with organic agave nectar, it has about 130 calories
per serving. Suggested retail is $6.95 per pint.
Natural Frozen Entrees
Blake’s All Natural Foods (www.blakesallnatural.
com), Concord, N.H., launches all-natural, singleserve frozen entrees designed for conventional
retailers. Less expensive than the company’s “made
with organics”
line, the fromscratch meals are
Shepherd’s Pie,
Macaroni & Beef,
Old Fashioned
Mac & Cheese,
Mac & Cheese
with Chicken, Mac
& Cheese with
Veggies, Garden
Vegetable Pie,
and both regular
and gluten-free Chicken Pot Pie. Intended for oven
preparation, the meals are also microwaveable.
Suggested retail is $3.99
per 8-ounce meal.
Snack-Size
Breakfast Biscuits
The Hillshire Brands Co.
(www.jimmydean.com),
Downers Grove, Ill., adds
two fully cooked snacksize biscuits to its line of
Jimmy Dean frozen sandwiches. Maple Sausage
Biscuits come in 10-count
(ﬁve packs of two) 17-ounce bboxes, while
Ham &
hil H
Cheese Biscuits are offered in eight-count (four packs
of two) 12.64-ounce boxes. The new varieties contain
8 and 11 grams of protein, respectively, and are ready
to eat in about a minute. Both come in new packaging featuring an updated Jimmy Dean logo, clearly
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marked package count, and heating instructions in
English and Spanish.
Asian-Inspired Hummus
Sabra Dipping Co. (www.
sabra.com), White
Plains, N.Y., adds a third
Asian-inspired ﬂavor
to its Garden Variety
hummus line. Offered in
17-ounce containers, Asiann
Fusion unites traditional
Mediterranean hummus
with ginger and sesame topped
pped
d
with a garnish of crunchy carrots and red and green
peppers. Like all Sabra hummus, it is gluten-free and
certiﬁed kosher. Suggested retail is $4.99 to $5.99.
Vegetarian ‘Neatballs’
Union, N.J.-based Deep Foods (www.tandoorchef.
com), maker of the Tandoor Chef line, adds northern Indian specialty Malai Kofta to its family of
all-natural vegetarian frozen entrees.
The microwaveable
single-serve meal
features pillowy
vegetable dumplings (“neatballs”)
in a creamy, mildly
spiced sauce. Each
8-ounce entree has
140 calories and
zero grams of trans fat. Suggested retail is $3.99.
Organic Vegetable Side Dishes
Lisa’s Organics (www.lisasorganics.com), Carnelian
Bay, Calif., introduces certiﬁed organic frozen vegetable side dishes featuring North American vegetables
and chef-inspired glazes
and sauces. Designed
to go from freezer to
plate in ﬁve minutes, the
collection consists of
California Vegetables in
Balsamic Glaze, Sweet
Peas in Parmesan Herb
Sauce, Whole Green
Beans in Garlic Olive Oil
Sauce, Broccoli Florets in
Gorgonzola Bleu Cheese
Sauce, and Southwest
Vegetables in Ranchero
Sauce. The side dishes come in “ﬁrst-of-their-kind”
recyclable #2 bags. Each 10-ounce package includes
two low-sodium servings. Suggested retail is $3.49.

Restaurant-Inspired Dips
Ward Hill, Mass.-based Cedar’s
Mediterranean Foods (www.
cedarsfoods.com) debuts a
line of Greek yogurt-based
refrigerated dips inspired by
consumers’ favorite T.G.I. Friday’s restaurant fare. Offered
in 11-ounce containers, the licensed collection includes
six better-for-you ﬂavors: Ultimate Spinach with Three
Cheeses, French Onion, Jalapeno Artichoke & Cheese,
Loaded Baked Potato, Signature BBQ with Roasted Red
Pepper and Buffalo Blue Cheese. Ideal for fresh vegetables, tortilla chips and other snacks, the dips can also
be used as sandwich spreads or in place of traditional
condiments. Suggested retail price is $3.99.

Iced Poundcake
Duke Sandwich Productions (www.dukesandwich.com),
Easley, S.C., adds two iced varieties to its line of supermoist, homemade-style frozen poundcake. Topped
with sweet cream cheese icing, the thaw-and-serve
newcomers include 16-ounce Carrot Cake and 13-ounce
Lemonade Cake. Also available for private label, both
ﬂavors boast a 12-month shelf life. Suggested retail
price is $3.99.
Value-Added Meatballs
Buffalo, N.Y.-based Rosina Food Products (www.rosina.
com) introduces a trio of value-added frozen meatballs.
Ready to eat in 15 minutes, Rosina Wrapped Meatballs
feature the company’s .5-ounce homestyle meatballs
enveloped in tender, golden pastry. Paired with consumers’ favorite dipping sauces, the ready-made appetizers
are great for parties and
snacking. Also new: ovenbaked, never-fried Angus
Beef Meatballs made with
100% USDA premium
Angus beef and other top
quality ingredients plus
fully cooked, kid-friendly
.25-ounce Mini Meatballs.
The Wrapped and Angus
Beef Meatballs come in
20-count, 20-ounce pack-

ages, while the Minis are
offered in 104-count,
26-ounce packages. All
three are expected to
retail for between $5.99
and $7.99.
Greek Frozen Yogurt
Cincinnati-based United
Dairy Farmers (www.
udﬁnc.com) adds Greek frozen yogurt to its Homemade
brand premium ice cream collection. Made with real
fruit and other high-quality ingredients, the low-fat,
protein-rich treat comes in ﬁve all-natural ﬂavors: Blueberry, Strawberry, Peach, Raspberry and Honey Granola,
the latter of which reﬂects the growing popularity of
traditional yogurt and granola for breakfast. Suggested
retail price is $3.69 to $4.49 per 16-ounce pint.
Premium Flatbread
Palermo’s Pizza (www.palermospizza), Milwaukee,
launches a line of hearth-baked,
artisan-style ﬂatbreads in ﬁve
“sophisticated” ﬂavors: Roasted
Vegetable, BBQ Chicken, Margherita, Pepperoni & Garlic, and
Loaded Potato. Also available
for private label, the ﬂatbreads
feature thin, restaurant-style
crusts, robust sauces, 100% real
cheese, ﬁre-roasted vegetables
and premium quality meats. A
perfect meal for two or appetizer for several, the uniquely
shaped frozen ﬂatbreads come
in 11.2- to 15.35-ounce packages
with a $5.99 to $6.49 suggested retail price.
Aseptic Carton Bottles
Vernon Hills, Ill.-based Tetra Pak (www.tetrapakusa.com)
debuts aseptic packaging for ambient white milk that
combines the low cost and eco-friendliness of a carton with the easy handling
of a bottle. Billed as “the world’s ﬁrst
carton bottle for shelf-stable milk,”
the 1-liter Tetra Evero Aseptic features
an ergonomic cylindrical shape that’s
easier to pour and ﬂat side panels that
allow printing across the entire surface.
Made from FSC-certiﬁed renewable paperboard, the recyclable package keeps
milk fresh for up to six months, giving
retailers the ﬂexibility to merchandise
it outside the dairy cooler. The package
also boasts a one-step opening cap and
two-step safety feature.
DECEMBER 2012
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JOHNNY’S COLUMN

DAIRY/DELI
ALLIANCES

years ago when our deli department
put in sliced cheese and started
promoting it. Over in dairy, we had
good numbers in sliced cheese and
didn’t want to lose sales to fresh
foods. I had a copy of the ad plan, so
I could see when they were going to
Some dairy items belong in deli,
promote either in-ad or in-store. So I
and vice-versa. Both departments
promoted our dairy sliced cheese the
win if you work together.
same week. So what happened? We
grew sales and deli was oﬀ.
BY JOHNNY HARRIS
Fact is, cheese is just one category
that winds up in lots of these little
f you want to get the most out of
wars. There’s also duplication in
your dairy and fresh food departsliced ham, parmesan cheese and all
ments, you need
that other good
the right products
stuﬀ. I’m generally
and pricing strateagainst duplication
gies for each of them.
anywhere in the
And the departments
store, but somehave to work together
times it doesn’t
strategically.
matter — or even
Fresh foods — and
helps — in deli/
by that I mean deli, deli
dairy. You need to
bars, salad bars and
look at this, and
hot meals — are traﬃc
ﬁgure out what
builders in your stores,
works for you —
and the better they are,
diﬀerent retailers
the more traﬃc you
do it diﬀerently.
JOHNNY HARRIS
get. Do they make a
If it were up
lot of money? No. You
to me, I wouldn’t
have to have someone working in the carry pasta, pizza crusts or specialty
deli from opening to close, and waste cheeses in dairy because they do betcan easily run 9% to 10%. Most delis
ter in deli with higher margins. Do
average a 65% to 70% markup, beyou need tea in both dairy and deli?
cause of labor, waste, equipment and
Why not just get the higher markup
the expensive real estate in the store.
in deli and open up more space in
dairy? There are dips in the deli that
8% OF SALES
belong there, and not in dairy. When
But nobody would debate how important fresh foods are to your busi- there’s duplication, you need to look
ness. They typically account for 7.5% at the movement and proﬁt in both
places.
to 8% of your sales, and may jump
Most retailers have a distributor
to 11% of sales during the holidays.
that
ships straight to the stores. You
That’s big, so it needs to be man-

I

aged and
measured
well. It’s also
best to have
a storewide
plan rather
than having
departments
ﬁghting
each other.
I remember a few

8

can order some items in onesies and
twosies, and that helps proﬁts. You
pay a higher cost, but you control
waste and pay less on inventory. A lot
of that stuﬀ is not guaranteed-sale, so
this is almost a no-brainer.
Much of what I’m talking about
here is making the most eﬃcient use
of your dairy space. You can generate a lot more sales if you move pasta
over to deli and give yourself four
more feet for yogurt, for example.

SWAPPING OUT SKUS
Of course the dairy category manager has to sell this idea to the deli
category manager, but most people in
the deli are glad to get more UPCcoded products from the dairy. Doing this for the right items can help
them with variety, keep the customer
coming back, and eliminate some lost
proﬁts in the deli.
One ﬁnal note: Your deli absolutely
has to have good customer service.
There are more complaints about the
deli than any other department in
the store. If customers wait too long,
they get ticked oﬀ and go somewhere
else. And sometimes things are just
sloppy. When my daughter ordered a
cake from the deli when her daughters were baptized, it was supposed
to say “God Bless” on it. But when she
picked it up, it said “Happy Birthday.” They tried to ﬁx it, but it looked
terrible and they had to re-do it. It
should never have been an issue. If
you screw something up, do the right
thing immediately. Q
Johnny L. Harris, president of Johnny
L. Harris Consulting LLC, Fort Mill,
S.C., can be reached at 803-984-2594
or cmer0002@gmail.com.

DAIRY/DELI TOTAL SALES
Total U.S. multi-outlet (supermarkets, mass market retailers including Walmart, drugstores, military commissaries
and select club and dollar retail chains) for the 12 weeks ended Oct. 7, according to SymphonyIRI Group, the
Chicago-based market research ﬁrm. Percent change is versus the same period a year ago.
DEPT.
$ SALES
DAIRY $16,067,590,000
DELI
$5,119,760,000

% CHG
(0.1)
1.1

UNITS
6,326,767,000
1,531,017,000

% CHG
1.0
1.0

*Percentage of volume sold with merchandising support.
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VOLUME
55,670,320,000
1,406,008,000

% CHG
(0.9)
(0.2)

MERCH* PT. CHG**
38.3%
1.0
41.4%
3.3

**Point change versus prior year.

THE DATABANK

FASTEST
FROZEN
BY PETER
PE
PENGUIN
During the 12 weeks ended
Oct. 7, sales of frozen foods in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined surpassed $11.78
billion, a 1.6% increase compared
with the same period a year earlier,
according to Chicago-based market research
ﬁrm SymphonyIRI Group. However, units
were down 0.8% to 3.52 billion, and volume
fell 1.4% to 5.10 billion. Percentage of volume
sold with merchandising support rose 1.0
point to 39.1%.
For the 52 weeks ended Oct. 7, dollar
sales jumped 2.1% to $51.45 billion, but units
tumbled 2.3% to 15.37 billion and volume
dropped 2.4% to 21.99 billion. Percentage
of volume sold with merchandising support
slipped 1.0 point to 37.9%.
Our chart shows the fastest-growing
frozen department subcategories, including
the leading brands, for the 12 weeks ended
Oct. 7, 2012. Data is for the brands as
originally trademarked and may not include
line extensions. Only subcategories with at
least $250,000 in sales for the period are
listed. Brands with less than $50,000 in sales
are not included.

F A C T O I D S

-24.0%

Dollar loss by frozen mufﬁns
(to $6,889,262), the frozen
department’s biggest loser
once again. The decline stems
primarily from top-seller
Vitamufﬁn Vitatops’ 36.4% decline,
but newcomers Kellogg’s, Udi’s and
Glutino seem poised to breathe
new life into the segment.

32.2%

Dollar gain by Green Giant Valley
Fresh Steamers (to $5,349,712), one
of only three top 10 frozen side
dish brands to see sales expand
during the most recent 12 weeks.
Despite double-digit losses by
the segment’s two best sellers,
subcategory sales edged up
0.3% to $74,245,780.
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COOKIE DOUGH
Weight Watchers Smart Ones
Pillsbury
Nestlé Tollhouse Ultimate
Gregory’s
Sweet Martha’s
600 lb. Gorillas
French Meadow Bakery

$5,516,511 403.6
$1,697,594
*
$1,551,401
*
$1,271,223
*
$615,877 238.9
$112,765 (14.8)
$54,239
12.1
$53,394 (38.9)

TORTILLA/EGG RLL/WNTN WRPPRS
Tai Pei
Simex
Banh Trang
Bestaste

$908,776
$478,373
$117,363
$112,682
$82,373

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

$6,074,284
55.9
$1,680,775
27.8
$1,142,874 1,349.4
$880,505
72.9
$291,162
1.4
$225,118
*
$164,190
0.2
$137,488
(7.7)
$136,410
(1.3)
$135,112
23.1
$99,459 (45.0)

FROZEN YOGURT/TOFU
$80,172,270
Private Label
$14,655,160
Ben & Jerry’s
$7,600,586
Ben & Jerry’s Froyo
$5,971,947
Kemps
$4,832,325
Wells’ Blue Bunny
$4,775,551
Dreyer’s/Edy’s Slowchurned
$4,361,720
So Delicious
$3,351,001
Häagen-Dazs
$2,736,976
Turkey Hill
$2,586,955
Dreyer’s/Edy’s Slowchurned Rich & Creamy $2,201,734
TORTILLAS
Food For Life
La Popular
Goya
Tortilleria
Lobo

134.5
*
(2.1)
39.6
1.8

$799,034
$275,134
$143,253
$136,362
$58,583
$51,129

1,362,486 447.0
527,477
*
207,463
*
452,669
*
90,122 318.5
24,714 (10.2)
11,863
17.0
8,927 (36.6)
245,198
48,016
38,677
43,933
41,938

30.3
*
(1.9)
34.5
(8.1)

1,818,516 40.5
428,137
24.7
370,153 792.2
171,850
75.8
34,658
0.9
46,436
*
95,358 (0.4)
51,158
(9.7)
91,224
(1.2)
27,451
9.3
69,124 (50.8)

29.0
11.5
*
3.3
13.9
16.0
(25.6)
75.0
(31.0)
5.4
(28.4)

22,377,970
4,672,175
2,365,795
1,593,277
1,313,463
1,221,953
1,106,236
630,361
702,254
859,909
548,730

23.2
33.3
97.5
(1.4)
23.3
*

282,944
78,781
63,172
25,300
46,870
25,661

2,091,189 591.7
278,244
*
972,917
*
452,669
*
290,054 315.2
33,045 (20.0)
13,346
17.0
7,533 (36.6)
318,945
168,055
32,412
32,950
28,833

120.1
*
(3.3)
34.5
(8.1)

1,912,826 42.7
335,791
49.1
431,387 916.5
85,925 75.8
45,489
0.9
47,889
*
95,358 (0.4)
102,316 (9.7)
91,224
(1.2)
37,746
9.3
69,124 (50.8)

35.8 49,436,310
11.1
21.2 14,861,820
0.8
*
2,027,801
*
1.5
1,593,277
1.5
13.4 3,940,390
13.4
13.2
4,276,834
13.2
(27.8)
3,325,968 (27.6)
63.8
630,361 63.8
(31.7)
614,472 (31.7)
12.9
2,579,726
12.9
(29.6)
1,646,189 (29.6)
32.3
23.8
91.4
(6.4)
16.9
*

339,572
59,086
47,379
43,014
87,881
50,595

32.9
23.8
91.4
(3.6)
16.9
*

TURKEY/TURKEY SUBSTITUTES $251,772,800
Jennie-O Turkey Store
$85,059,910
Shady Brook Farms
$33,532,090
Private Label
$30,682,990
Honeysuckle White
$23,305,550
Butterball Everyday
$16,324,340
Jennie-O
$15,028,740
Foster Farms
$9,547,730
Perdue
$9,152,208
Harvestland
$5,287,291
Butterball
$4,575,797

21.4 52,088,910
20.1
15,453,730
0.4
6,880,933
31.4
6,190,992
33.8
5,322,190
54.9
3,533,490
46.2
3,273,600
(1.4) 2,024,086
31.5
2,642,253
80.3
1,256,158
11.7
470,815

9.1 76,682,810
8.5
24,132,150
(7.7) 10,044,580
17.8
9,813,737
26.7
7,266,948
28.8
5,250,136
34.8
5,213,598
(5.5)
2,589,377
14.2
2,891,452
58.5
1,390,853
9.8
1,270,051

9.6
9.7
(9.4)
24.0
22.9
33.4
26.9
(3.9)
3.3
62.7
11.6

FRUIT
Private Label
Dole
Wyman’s
Townsend Farms
Dole Ready Cut Fruit
Goya
Cascadian Farm
Well Pict
VIP
Birds Eye

18.1 35,599,860
15.4 23,369,650
14.7
4,181,854
27.8
1,069,335
15.9
531,825
10.6
766,268
16.4
1,155,433
20.2
554,857
19.2
195,488
(14.1)
482,624
(14.4)
427,808

5.7 50,643,640
1.4 30,638,820
12.4
7,945,686
10.0
1,772,424
6.2
1,595,476
12.5
1,644,105
6.1
1,017,978
21.3
318,077
6.1
977,442
(10.7)
456,424
(11.3)
222,560

9.6
6.7
7.2
19.0
6.2
6.0
6.3
21.1
6.1
(14.3)
(13.5)

$154,634,900
$99,024,700
$21,814,530
$5,814,776
$4,631,804
$3,618,190
$2,801,265
$2,105,556
$1,751,942
$1,134,168
$927,941

You Provide the Store, We Provide the Sizzle.

Select Store Brands, one of the hottest
growing manufacturers in the country is now
ILULQJXS3ULYDWH%UDQGV3OHDVHFRQWDFW
%REE\5D\DWEUD\#VHOHFWVWRUHEUDQGVFRPRUFDOO
[DQGVHWXSDFROODERUDWLYH
meeting to see our chef inspired ideas to make
your freezer and deli cases SIZZLE.
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0.5%

Percentage of the population
with a third nipple somewhere
on their body. Often mistaken
for a mole, the extra nipple can
occur anywhere (a woman in
Brazil reportedly has a perfectly
formed nipple on the bottom of
her foot).

27.4%

Dollar sales growth by Hanover
brand frozen pretzels
(to $830,464), which recently
overtook private label for
the subcategory’s No. 3 spot.
Despite its success, most of the
remaining top 10 brands saw
their sales decline, pulling total
sales down 3.6% to $14,821,890.

16

Number of top 20 frozen
subcategories that saw dollar sales rise during the most
recent 12 weeks (12 registered
unit gains as well). The only
losers: single-serve dinners
(-3.1%), pizza (-2.8%), non-breakfast handheld entrees (-0.6%)
and multi-serve dinners (-6.5%).

1,500,000

Number of skin cells the
average human sheds each hour,
according to the Guinness Book
of World Records. But because
they’re extremely small and
light, a lifetime’s worth only
amounts to around 40 pounds
— enough to make a small
snowman.

-10.0%

Dollar decrease by frozen
ice cream/ice milk desserts
(to $51,944,850), the largest
frozen subcategory to post a
double-digit decline during the
most recent 12 weeks. Losses by
Nos. 4 and 5, private label and
Friendly’s, deserve most of the
blame. Top sellers Carvel and
Jon Donaire saw their
sales increase.

CARROTS
Private Label
Green Giant
Pictsweet
Del Monte
Hanover Gold Line
Hanover Country Fresh Classics
Birds Eye Freshlike

$6,529,583
$3,932,642
$1,822,936
$173,123
$154,187
$137,285
$84,511
$54,347

16.6
2.8
79.3
(16.1)
3.7
9.9
26.3
8.1

4,462,873
3,062,499
984,842
129,334
27,324
64,198
55,393
37,556

9.2
2.2
43.3
(8.2)
5.7
15.3
28.5
21.0

4,208,270
3,006,377
653,567
98,439
198,096
48,149
55,393
37,556

6.9
2.3
52.2
(30.1)
5.7
(1.2)
28.5
21.0

SOUP
Bertolli Meal Soup
Tabatchnick
Bertolli
Boston Chowda
Culinary Delights
Phillips
Kettle Cuisine
Private Label
Tony Chachere’s
Soup Supreme

$9,327,353
$3,931,915
$1,336,641
$1,193,326
$380,493
$338,695
$337,422
$256,218
$245,639
$193,534
$107,631

16.2
19.9
(8.3)
*
18.4
(10.5)
(30.2)
(19.2)
(13.7)
28.0
7.1

2,158,108
641,408
657,751
192,891
62,031
59,230
84,650
81,145
47,033
70,785
7,218

8.4
30.6
(9.9)
*
17.9
(11.5)
(16.2)
(10.3)
(13.6)
29.1
9.8

2,524,769
964,959
600,980
289,336
72,174
82,689
59,953
50,715
61,985
53,089
22,601

16.9
31.0
(9.5)
*
17.2
(11.9)
(29.3)
(10.3)
(14.5)
29.1
8.3

OTHER VEGETABLE/FRUIT JUICE $1,564,158
Dole
$856,349
Old Orchard
$456,581
Private Label
$123,220
Old Orchard Premium
$100,207

11.7
(0.6)
67.4
30.1
(18.6)

920,378
501,821
274,450
66,044
62,714

6.0
(8.5)
79.4
19.8
(24.7)

2,753,218
6.4
1,505,464 (8.5)
823,349 79.4
198,132
19.8
188,142 (24.7)

OTHER PLAIN VEGETABLES
$56,974,400
Private Label
$19,223,160
Pictsweet
$5,982,778
Birds Eye Steamfresh Prmm Selects $3,537,197
Pictsweet Deluxe Steamables
$3,493,530
Birds Eye Steamfresh
$2,809,448
Seapoint Farms
$2,269,131
Fresh Frozen
$1,920,613
Goya
$1,703,773
Pictsweet Deluxe
$1,653,643
Green Giant Simply Steam
$1,108,990

11.5 28,575,660
0.2
11,991,240
(4.7)
3,570,352
2.2
1,712,881
34.1
1,437,113
90.8
1,243,129
34.5
457,042
(1.7)
652,077
3.9
543,974
(1.7)
756,749
(11.1)
323,556

7.9 27,136,060
(2.3) 10,750,030
(5.7)
3,625,454
5.2
1,284,660
17.5
778,944
83.8
825,753
56.3
1,125,710
(7.4)
1,316,729
2.6
1,203,863
0.5
799,086
(15.1)
182,000

3.9
(1.6)
(4.9)
5.2
14.5
65.3
13.3
(9.9)
2.8
(9.8)
(15.1)

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

10.9 63,720,630
9.5 18,456,680
16.2 39,653,300
2.6
1,787,667
10.0
2,042,381
3.2
336,049
10.0
207,209
44.7
354,511
(31.6)
634,812
44.8
93,303
4.0
36,316

2.8 41,349,240
10.7 20,218,680
0.5 17,348,320
3.7
1,422,515
13.0
893,542
(1.5)
158,673
4.0
285,814
50.0
354,511
(49.2)
332,915
52.8
115,517
2.7
34,541

3.8
7.3
0.5
2.9
13.0
(1.6)
3.2
50.0
(41.8)
62.1
2.4

$102,397,300
$55,589,130
$34,547,180
$5,036,121
$1,858,583
$1,206,772
$1,068,366
$1,046,039
$679,286
$465,144
$180,731

BREAKFAST HANDHELD
$207,063,100
8.8 44,609,750
For brand-level data, see our story on Frozen Breakfast in this issue.
BREADED VEGETABLES
Pictsweet
Private Label
Stilwell
Crunch Tables
Fresh Frozen
Veggie Patch
Michael Angelo’s
Dominex
Farm Rich
Pecos Valley Farms
MEAT SUBSTITUTES
Morningstar Farms

8.9

$7,967,463
$1,754,480
$971,755
$704,715
$687,213
$654,923
$555,249
$513,575
$473,562
$378,166
$263,903

8.5
0.1
36.4
(5.7)
*
8.2
(12.5)
145.5
(30.6)
(61.0)
53.8

2,996,025
917,818
512,128
291,749
338,860
252,596
122,033
60,196
99,794
61,803
81,084

8.7
(3.8)
9.7
(5.7)
*
3.8
(15.6)
135.8
(13.2)
(64.4)
41.0

$94,362,620
$39,364,080

8.2
4.8

25,252,390
10,818,980

7.9
4.4

48,451,510

3,617,594
3.8
1,068,759
(1.9)
458,518
7.1
449,986 (5.8)
211,787
*
495,345
2.1
72,202 (15.6)
180,588 135.8
98,925 (42.3)
77,362 (67.6)
131,763 40.5
17,211,560
7,469,818

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

REFRIGERATED

BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined topped $16.07 billion
during the 12 weeks ended Oct. 7,
0.1% less than the same period a
year ago, reports Chicago-based
market research ﬁrm SymphonyIRI Group.
Units rose 1.0% to 6.33 billion, but volume
fell 0.9% to 55.67 billion. Percentage of
volume sold with merchandising support
expanded 1.0 point to 38.3%.
In the deli department, dollar sales
jumped 1.1% to $5.12 billion while unit sales
grew 1.0% to 1.53 billion. Volume dropped
0.2% to 1.41 billion, but percentage of
volume sold with merchandising support
shot up 3.3 points to 41.4%.
For the 52 weeks ended Oct. 7, dairy
sales jumped 3.4% to $71.34 billion;
however, units were down 0.8% to 27.87
billion. Volume tumbled 2.9% to 237.29
billion, but percentage of volume sold with
merchandising support edged up 0.4 points
to 36.9%.
In the deli department, sales were up
2.3% to $21.74 billion, but units slipped
0.2% to 6.38 billion. Volume fell 1.3% to
5.97 billion, and percentage of volume
sold with merchandising support rose 0.8
points to 38.6%.
Our chart shows the fastest-growing
refrigerated subcategories (dairy and deli
combined), including the leading brands,
for the 12 weeks ended Oct. 7, 2012. Data
is for the brands as originally trademarked
and may not include line extensions. Only
subcategories with at least $250,000 in sales
during the period are listed. Brands with less
than $50,000 in sales are not included.

F A C T O I D S

-9.2%

Dollar loss by processed/
imitation cheese-slices (to
$456,622,500), the largest
subcategory outside of milk
to see sales fall more than 5%.
Only two of the top 10 brands,
Kraft Singles (+0.1%) and Kraft
Velveeta (+13.2%) registered
gains, while Nos. 2 through
5 posted double-digit declines.
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MEAT/SEAFOOD SEASONING MIXES $11,335,810 18,319.5 4,633,202 16,795.8 1,746,044 9,895.4
Kraft Fresh Take
$11,261,890
*
4,600,501
*
1,725,188
*
CRANBERRY COCKTAIL/DRINK $7,618,005
Simply Cranberry
$6,150,672
GT’s Kombucha Synergy
$951,178
Florida’s Natural
$241,222
Private Label
$138,024
Tropicana
$64,997

612.3
*
95.1
14.2
(16.7)
(56.1)

READY-TO-DRINK COFFEE
$37,329,500
International Delight
$29,517,670
Bolthouse Farms Perfectly Protein $5,881,965
Bolthouse Farms Protein Plus
$1,549,513
Upstate Farms
$196,497
Emmi
$108,741
No Brew
$55,601

538.3 10,304,630 400.0 550,381,700 1,112.2
*
7,566,723
* 492,047,800
*
10.8
1,969,301
15.6 44,459,860
7.7
*
544,470
* 10,534,200
*
12.1
151,075
11.9
2,417,192
11.9
(63.6)
53,520 (73.8)
412,102 (73.8)
9.6
10,224
9.8
363,798 10.5

DINNER/SANDWICH ROLLS/CROISSANTS $932,873
Private Label
$765,758
Café Valley Bakery
$76,234
Schwebel’s
$70,589

181.7
518.8
(26.3)
(24.9)

JUICE AND DRINK SMOOTHIES $108,027,000
Bolthouse Farms
$30,888,840
Naked
$29,155,110
Naked Superfood
$9,856,153
Naked Protein Zone
$6,724,181
Silk Fruit&Protein
$6,607,612
Odwalla Superfood
$6,348,974
Odwalla
$6,099,527
Odwalla C Monster
$2,908,494
Bolthouse Farms C Boost
$2,828,704
Naked Well Being
$2,201,919

37.0
52.6
30.3
26.8
8.1
*
11.9
31.9
29.1
19.2
2.2

32,531,720
8,907,930
8,031,443
2,180,669
1,790,701
2,544,424
2,598,304
2,325,601
1,097,496
916,404
439,573

34.5
58.7
26.4
19.5
2.5
*
4.8
47.0
21.4
22.7
0.0

771,356,200
251,586,100
169,356,600
63,253,400
31,239,960
108,508,100
34,529,820
36,286,240
17,048,000
21,912,540
14,353,250

50.2
54.2
29.7
25.0
3.1
*
16.1
29.5
33.0
15.6
(3.7)

COFFEE CONCENTRATE
Cool Brew

$575,301
$574,153

30.0
30.2

86,108
85,944

31.1
31.2

2,103,950
2,101,303

37.5
37.6

PEANUT BUTTER
Old Home
Parkers Farm
Private Label

$853,394
$419,932
$308,287
$89,566

30.0
*
(42.4)
(9.5)

173,035
104,208
46,304
13,720

21.6
*
(61.6)
(21.9)

185,953
9.3
100,819
*
55,136 (59.8)
21,682 (24.5)

SALAD TOPPING/BACON BITS
Private Label

$434,066
$358,521

26.4
33.8

204,804
184,821

23.4
30.0

767,099
633,945

$36,588,280
$20,944,500
$7,019,451
$1,218,175
$952,227
$861,771
$471,284
$381,277
$353,401
$321,140
$255,541

22.6
4.3
319.8
(5.1)
28.9
121.9
13.8
5.7
27.7
25.6
(19.0)

$554,659
$146,801
$103,126
$82,748
$51,086

21.6
16.2
5.0
5.1
474.2

GRATED CHEESE
Private Label
Kraft
Di Giorno
Belgioioso
Argitoni
Il Villaggio
Crystal Farms
La Chona
Fud
Stella
BREAD
Mestemacher
Mrs. Olson’s
Boghosian Valley Bread
Private Label
ALL OTHER SIDE DISHES
Bob Evans
Private Label
Reser’s Fine Foods
Hormel Country Crock

$22,601,880
19.7
$9,600,996
15.1
$5,191,776
7.7
$811,808
56.2
$796,841 21,421.9

2,666,046
2,176,827
292,210
77,111
60,302
37,710

557.8 107,056,700 657.7
* 91,329,660
*
98.1
4,675,356
98.1
14.0
4,549,569 14.0
(16.0)
5,281,721 (9.7)
(62.3)
452,522 (62.3)

399,002 282.3
355,472 618.2
12,058 (25.9)
24,571 (29.2)

11,062,300 24.0
7,532,378
8.4
1,578,945 1,013.1
289,428
1.6
231,786
23.1
58,870 121.5
79,321
9.3
113,241
4.6
75,495
30.7
88,825
23.8
63,912 (25.0)
172,792
44,239
24,109
40,048
9,430

15.7
14.7
(1.4)
5.4
164.7

6,439,874 22.4
2,764,926
19.2
1,585,308
2.9
115,039
52.9
252,553 24,160.9

277,464 151.3
226,062 390.0
20,348 (25.9)
24,571 (29.2)

25.3
39.0

5,877,507 19.6
3,680,210
4.0
1,092,059 202.0
108,535
1.6
87,880 49.4
117,740 121.5
34,703
9.3
56,621
4.6
72,311 25.2
64,945 30.8
19,972 (25.0)
137,344
48,663
17,090
30,036
5,202

15.9
14.7
(1.0)
5.4
129.1

6,959,333 19.4
3,363,251
19.8
1,575,791 (0.0)
287,598 52.9
315,692 24,136.2
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$426,462

Dollar sales amassed by
Brownwood Acres’ FruitFast juice
concentrate during the most
recent 12 weeks, one of the best
performances by a refrigerated
product in distribution less than
a year. Already the juice/drink
concentrate/syrup subcategory’s
second-best seller, it helped the
segment expand 6.8%.

1

Number of athletes that played
both Major League baseball and
NHL hockey. In the 1920s and
early ‘30s, Canadian Jim Riley
played baseball for St. Louis and
Washington and hockey with
Chicago and Detroit. He was also
reportedly a scratch golfer.

2.9%

Dollar gain by refrigerated
pasta (to $64,920,560), despite
a 2.7% loss by Buitoni, which
owns about 60% of total subcategory sales. The primary
drivers were Nos. 4 and 5, Pasta
Prima (+162.3%) and newcomer
Monterey Pasta Co.

-6.8%

Dollar loss by the refrigerated
department’s largest
subcategory — skim/low-fat
milk (to $2,209,677,000).
The only gainer among the
top 10 brands: No. 7 Organic
Valley (+4.2%).

55.1%

Percentage of cream
cheese-brick volume sold with
merchandising support, highest
in the refrigerated department
— and 30.0 percentage points
more than a year ago. Top sellers
Kraft and private label drove the
increase, but only Kraft reaped
the rewards, registering a
3.1% dollar gain in the face of a
11.1% loss for private label.

Garden Highway Chef Essentials
Reser’s
Reser’s Main St. Bistro
Food Merchants
Modern Mushroom
Fortune
VEGETABLE JUICE/COCKTAIL
Bolthouse Farms
Odwalla
Evolution Essential Greens
Kevita
Barsotti
Columbia Gorge
Earthbound Farm Organic

$688,276 1,053.7
$670,423
45.6
$550,965
4.5
$415,557
11.1
$350,265
48.4
$338,873
16.5
$14,464,990
$11,043,730
$2,497,102
$297,628
$79,136
$70,120
$65,231
$59,648

19.4
31.4
(19.3)
133.4
*
(6.0)
66.7
(5.5)

149,375
175,491
131,393
116,922
78,540
128,965
3,514,350
2,731,505
524,032
70,960
25,923
16,698
17,691
13,124

1,116.1
39.8
(5.7)
14.7
43.0
14.8

70,152 928.6
194,882 25.7
164,241 (5.7)
131,537
14.7
39,270 43.0
95,067 16.6

22.0 126,566,000
39.4 95,284,680
(26.1) 26,070,240
143.1
1,078,585
*
414,763
(9.3)
868,021
59.7
283,049
(9.6)
419,965

KEFIR/MILK SUBSTITUTES/SOYMILK $231,548,800
Silk
$56,719,390
Silk Pure Almond
$53,763,060
Blue Diamond Almond Breeze
$41,451,860
Private Label
$23,356,640
Silk Light
$19,834,880
Lifeway
$9,919,612
8th Continent
$6,391,713
Silk Pure Coconut
$5,754,710
Meyenberg
$3,050,428
So Delicious
$2,823,613

16.1 70,795,020
(11.9)
15,671,410
60.3 16,097,250
52.3
13,118,180
17.9
8,760,500
(4.0)
6,145,516
12.1
2,939,070
(0.0) 2,082,866
10.4
1,708,227
(7.6)
708,772
26.5
830,683

16.9 281,577,500 16.4
(11.8) 71,789,100 (12.0)
55.6 66,227,900 57.8
59.1 53,261,540 56.3
18.1 34,095,100 18.6
(4.3) 24,582,060 (4.3)
14.8 5,804,925
15.2
(3.2)
8,331,462 (3.2)
9.6 6,832,909
9.6
(11.7)
1,464,811 (10.4)
18.6
3,260,871
17.8

APPETIZERS/SNACK ROLLS
AFC
Southern Tsunami
Japanese Food Express
Hissho Sushi
Fujisan
Private Label
Kikka
Sushi Avenue
Ace
Van

$129,815,100
$37,805,330
$24,991,290
$13,635,680
$8,424,915
$6,877,866
$5,994,516
$5,963,871
$4,065,558
$2,212,075
$1,976,192

14.2
108.6
(39.7)
70.5
10.2
19.7
82.1
8.0
41.6
1.8
(10.5)

19,779,270
5,545,824
3,251,598
2,002,319
1,197,067
1,151,425
847,341
885,834
579,548
333,696
790,908

13.1 11,004,500
6.4
126.8 2,946,088 83.5
(45.7) 2,090,933 (43.0)
67.4
1,025,441 61.0
0.3
520,326
0.3
25.0
698,558 16.6
56.2
505,563 67.0
5.9
344,216
6.4
37.1
315,163 38.8
(2.6)
159,754 (2.3)
(10.5)
741,476 (10.5)

EGG ROLL/WONTON WRAPPERS $5,987,467
Nasoya
$3,583,988
Melissa’s
$1,108,204
Frieda’s
$622,863
Dynasty
$244,836
Wing Hing
$168,660
Twin Dragon
$85,149

13.1
17.6
14.7
22.4
15.4
(7.5)
17.9

2,222,986
1,404,552
328,810
216,031
93,684
69,743
43,423

12.6
16.4
14.5
32.1
13.2
(14.7)
22.8

11.4 23,831,860 12.6
20.5 13,960,420 25.6
34.7
2,548,332 21.0
3.1 2,088,498 (2.2)
(15.3)
1,517,864 (14.5)
(14.9)
1,229,629 (25.0)
(12.7)
518,088 (9.8)
7.2
514,762
11.7
192.9
259,137 192.9
8.7
218,297
9.8
(12.0)
56,632 (8.9)

FLAVORED SPREADS
Sabra
Private Label
Tribe
Kraft
Cedar’s
Garden Fresh Gourmet
Joseph’s Fine Foods
Tryst
Fountain of Health
Bobbi’s Best

$130,629,800
$78,204,910
$11,823,330
$11,630,260
$9,503,201
$6,024,134
$2,497,872
$2,421,628
$1,793,019
$914,132
$444,271

12.0
19.8
32.6
5.1
(13.4)
(19.1)
(9.7)
9.4
180.8
(5.7)
(8.5)

36,184,910
19,663,360
3,924,863
3,862,724
2,926,117
1,808,825
803,678
736,586
414,619
351,432
79,351

MEAT SPREAD/SALAD
Private Label
Reser’s
Suter/Sycamore Farms
Star
B & H Foods

$30,502,900
$14,669,850
$4,184,127
$3,882,054
$1,341,221
$915,646

11.9
14.1
40.5
4.6
2.1
(13.4)

6,790,751
3,689,859
687,284
522,003
404,455
243,138

7.4
12.6
16.6
4.6
1.3
(16.1)

1,941,092
1,251,098
282,038
174,814
79,932
59,250
39,030

5,775,995
2,511,131
925,320
1,044,005
293,548
161,377

*Number is either not available, or very high, indicative of a recent launch working off a small base.
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22.6
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143.1
*
(1.7)
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12.8
15.7
18.1
40.6
14.1
(14.3)
22.3

9.0
9.6
36.0
4.6
0.4
(15.9)

HEROES DINNER

MARINE HEROES

HONORED
Harris Teeter and Frozen &
Refrigerated Buyer serve a ‘thankyou’ meal to nine Marines at Camp
Lejeune, N.C.

H

of his life. “Being with these Marines and
the brass is just an amazing experience,”
he explains. “Everyone is so intelligent
and alert, always willing to help. We heard
stories of saving a life on a battleﬁeld after
an ambush, and using such sophisticated
equipment today.
“Some of these guys just graduated high
school, but they’re using all kinds of gear
with computers that interface with satellites. When I was in, we had 18-inch radios
that seemed to weigh 100 pounds; now they of course use
handheld phones. There’s a device you can stick in the
ground an inch, and it will tell you how many soldiers are
walking by, by their footsteps. We used to hide behind a
rock or climb a tree, and count. If I were young, I would
love to go back in today,” Harris says.

arris Teeter and Frozen &
Refrigerated Buyer teamed up for the third
annual Heroes Dinner Nov. 13 at the 2nd Marine
Expeditionary Force headquarters, Camp Lejeune, N.C.
Nine specially selected Marines were honored for heroic acts during the past year. Harris Teeter, which provided
all of the food, was represented by David Melvin, manager
of the company’s store in New Bern, N.C.
Attending from Frozen & Refrigerated Buyer
were: Paul Chapa, sales director and managing
partner; and Johnny Harris and Celebrity Chef
Rick Tarantino, both contributing editors and
members of the editorial advisory board.
The dinner was held at the home of Maj. Gen.
Raymond Fox and his wife, Cindy. As Maj. Gen.
Fox was at his mother’s funeral, Cindy served as
host along with Brig. Gen. John Love. As plans for
the dinner were made long ago, Cindy did not want
to abandon her “other family” of Marines. Among
those assisting with meal preparation were Master
Sgt. Top Hansen and Sgt. Paul Dragicevich.
Tarantino recalls that “Top was an old hand
with this, having done two previous dinners with
us. But this year was special, as Top was retiring
after almost 30 years in the Marines. It was an
Front row, from left, Sgt. Major Robert G. VanOostrom, Cindy
honor for me to cook beside him for the past three Fox, Chef Rick Tarantino, Paul Chapa, and Marjorie and Brig.
years at these dinners.”
Gen. John Love. On stairway, Melissa VanOostrom, Mark Heap
and Command Master Chief Tammy Heap, USN.

HUMILITY AND SPIRIT

What impressed Tarantino about the event was the
humility and spirit of the Marines being honored. “These
dinners honor men and women who risk their lives every
day so we have
our freedom,”
he says. “Even
after being
wounded, they
don’t want
anything for
themselves
but simply want to help others. The stories of danger and
heroism are shared throughout the evening, but what ring
strong with every Marine there was, ‘I don’t know why I
was selected to be here to be honored because I was just
doing my job.’”
Johnny Harris, a Vietnam era Army veteran, ranks
attending the Heroes Dinners among the top ﬁve events

‘I don’t know why I was
selected to be here to
be honored because I
was just doing my job.’

RETAIL PARTNERS NEEDED!
Chapa, who has been a driving force (with Ruiz Foods)
behind the Retail Patriots Awards each year at the National Frozen & Refrigerated Foods Association convention, says the annual Heroes Dinner is a way to give back
to the people who serve and protect us. “I’m proud that
we can do something for these Marines, even though they
don’t ask for anything. It means a lot to them, however,
and we are looking for more retailer partners to work
with us on creating Heroes Dinners all over the country.
Please contact me if you want to learn more about it.”
Tarantino has one lasting memory from the most recent event. “One particular Marine was thanking me for
the wonderful dinner and saying how he was honored to
meet me. I told him I was honored to meet him and serve
him as a thank-you. He replied, ‘No thanks necessary, sir.
I was just doing my job.’” Q
—Warren Thayer
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www.frbuyer.com 17

NEW RETAIL DRIVERS

CHANGES
COMING
TO RETAIL
From demographic shifts to
technological advances, a variety
of external drivers are rapidly
changing the face of retail.

working to develop the right formats
to target these disparate groups,” said
Anderson. But it
hasn’t been easy.
For example,
“Most retailers
are doing something to target
Hispanics, but
to a one, they’re
struggling for
authenticity.”
That’s where
KEITH ANDERSON
manufacturers can help.
“Frozen and refrigerated seems to be
under-indexed. So perhaps our industry could do more to help retailers
succeed with Hispanics.”
Those types of initiatives are even
more important given the lack of
population growth in the developed world (+0.7% between 2011
and 2020). As a result, “Customer
retention will be more critical than
acquisition,” said Anderson. “Consumption growth will be driven by

phenomenon Anderson called “deferral” — of marriage, of parenthood, of
ﬁrst home purchase, etc. “All of those
triggers for increased spending are
happening later now, which creates
additional complexity for food retailers.” During the recent economic
downturn, analysts estimate 2.3 million household starts were deferred.

SMALLER FORMATS GROW

Another important trend is the shift
from spending on retail (i.e. products) to spending on services (health
he supermarket industry will
and wellness, ﬁnancial, technological,
look very diﬀerent in just a
etc.), especially among older consumfew short years, according to
ers. At the same time, the population
Keith Anderson, vp and senior anais becoming more urban. The numlyst at Waltham, Mass.-based RNG
ber of city-dwellers in North America
Digital, part of the RetailNet Group.
is expected to swell from 81% to 87%
He cited a myriad of external
between 2010 and 2020. “That’s why
drivers already shaping the future
growth retailers like Walmart are
of retail, in an Oct. 8 presentation
now opening new stores only in urat the National Refrigerated and
ban areas,” said Anderson. Combined
Frozen Foods Association convention
with the need for more specialized
in Washington, D.C. The country’s
solutions, both trends are expected
growing diversity is clearly one of
to facilitate a continued shift toward
the most signiﬁcant, he
small-box, proximitynoted.
based formats — lo“There’s no longer a
cal versus destination
middle in the United
stores — many of them
States,” Anderson
discount-oriented.
explained. As a result,
Another important
“Retailers have to marcontributor to decreasket and merchandise
ing store sizes is the
to an incredibly wide
growth of e-commerce,
spectrum of consumwhich continues to take
ers, which requires very
share from store-based
segmented products and
retail. From 2012 to
messaging.”
2016, said Anderson,
Multiculturalism is
store-based retail sales
one important driver.
in the United States
In fact, more than 90%
are expected to expand
of population growth
about 3.4% versus 14.1%
in the last decade came
for e-commerce. But
from ethnic minorities,
only about 1% of all
particularly Hispanics,
foods were purchased
‘Retailers have to market and merchandise to an incredibly
whose spending power
online in 2011 comwide spectrum of consumers, which requires very segmented pared with 52% of comis expected to exceed
products and messaging.’
$1.5 billion by 2015.
puters, 26% of books,
The average age is
20% of baby products,
also creeping up, which expands the
spending with the same households.
and 19% of toys. Still, RNG expects
gap between young and old, and the
So pricing and mix will be more
online food sales to grow 24% annugulf between rich and poor continues
important than unit growth in many
ally between 2012 and 2016. Fullto widen. Rather than trying to be
cases.”
basket delivery services like Peapod,
everything to everyone, “Retailers are
Growth will be slowed further by a FreshDirect and Amazon Fresh are

T
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NFRA PROMO

NFRA STRENGTHENS

CONSUMER PROMOS
Association hires Edelman PR to enhance existing
marketing campaigns and recharge efforts to promote
frozen, dairy foods.

T

he National Frozen & Refrigerated Foods
Association (www.nfraweb.org) has hired Edelman,
the world’s largest public relations ﬁrm, to help
enhance the association’s existing marketing campaigns
and recharge eﬀorts to promote frozen and refrigerated
dairy foods. NFRA represents more than 400 food manufacturers, retailers, sales agents and distributors with the
common goal of fostering industry dialogue and demonstrating the relevance and value of their products to U.S.
grocery shoppers.
NFRA President and CEO Skip Shaw says the current
food environment has made it critical to implement a more
aggressive and contemporary communications program.

Edelman’s first assignment is to
spark new conversations to change
perceptions of frozen foods.
“Consumers have become more food-aware and choiceful about what they put in their grocery carts,” notes
Shaw. “It’s important that NFRA and our industry communicate in a way that is more relevant to how people
shop and eat.”

LONG HISTORY OF PROMOS
NFRA has been very successful promoting frozen and
refrigerated foods for nearly three decades through
signature programming like March Frozen Food Month
and June Dairy Month, but the changing landscape poses
new challenges.
“With an increasingly complex food environment and
evermore discerning consumers, it’s time to elevate and
gaining ground in big cities, but
store-based delivery options — or
curbside pick-up — may oﬀer even
more potential. In France, Anderson noted, the only growth at brick
and mortar formats is from drivethrough sales.
While online food sales aren’t
yet widespread, computers, smart
phones and other technologies still
play an increasingly important role.
“More and more, devices and apps
deﬁne how retailers and shoppers

contemporizee our eﬀorts,” adds NFRA’s
hn Larsen of Safeway.
Chairman John
“Edelman is
the perfect
partner for
us because
of its deep expertise in the food and nutrition space,
longstanding client relationships across packaged goods,
commodities and associations and cross-functional approach to communications.”
Together NFRA and Edelman will work to tell the
story of frozen and refrigerated dairy foods in new,
dynamic ways to more people and across more channels
than ever before.
Edelman’s ﬁrst assignment is to spark new conversations to change perceptions of frozen foods. The roughly
$6 billion packaged frozen food industry faces declining
sales across several frozen food categories for various
reasons, ranging from an aging population to shifts in
how consumers are making food choices based on values,
health and economics.
Eﬀorts will oﬃcially kick oﬀ in January 2013 with a
focus on expanding NFRA’s hallmark promotion during March Frozen Food Month. Enhanced eﬀorts will
include inﬂuencer engagement and robust media relations through an all-industry messaging platform and
new and engaging ways to reach consumers.
“Our goal is to aggressively enhance our existing marketing programs with solid strategy, messaging, tactics
and tools that NFRA members and the industry can use
in an eﬀort to change consumer perceptions about frozen
foods,” said Shaw.
NFRA is the sponsor of March National Frozen Food
Month, June Dairy Month, June/July Ice Cream & Novelties promotion and October Cool Food for Kids educational outreach program. NFRA holds the annual National
Frozen & Refrigerated Foods Convention in October and
provides tips, recipes and sweepstakes information to
consumers through http://www.EasyHomeMeals.com.
Further information is available at www.NFRAweb.org. Q

engage, often acting as intermediaries,” said Anderson, citing a shift in
power from the former to the latter.
Between 2011 and 2016, he reported,
the percentage of “digitally inﬂuenced” store-based retail sales is
expected to jump from 19% to 36%.
And in the next three to ﬁve years,
he expects the number of consumers
using scan- or speak-to digital shopping lists to skyrocket. That’s signiﬁcant because shoppers with lists buy
more. But “in-store modes” around

navigation, payment, loyalty rewards,
ratings/reviews, etc., will oﬀer smart
retailers additional ways to inﬂuence shopper behavior. “If you’d like
chocolate syrup to go with the ice
cream on your list, it’s on sale today
in aisle ﬁve...”
To keep pace with the sea change in
the industry, Anderson said the best
retailers will leverage the capabilities
of their manufacturer partners. Q
—Denise Leathers
DECEMBER 2012
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Sales at the El Cerrito store jumped 12.5%
in the past year to $11 million. The store,
with 5,000 square feet of selling area, is
expanding to nearly double its size.

Growing Organic
A California independent is thriving with an organic niche
and a deep understanding of its customers’ needs.
BY WARREN THAYER

A

nybody would have a tough time competing for
the precise, barnacle-like niche gripped ﬁrmly
by The Natural Grocery Company, Berkeley,
Calif. The employee-owned independent, with
a store each in Berkeley and El Cerrito, diﬀerentiates itself
by oﬀering solid variety in local organic foods and by being a true consumer advocate.

SALES UP 10.9%

and coﬀee/juice bar. Both buildings, and the passageway
between them, will be covered by solar panels.
The stores aren’t large. When I asked Timothy Pickett,
the dairy and frozen buyer at El Cerrito Natural Grocery,
he noted that “Our Berkeley store is 6,000 square feet,
with 2,500 square feet of selling area. Yes, we know. Our
El Cerrito store is 8,000 square feet with 5,000 square feet
of selling area. The expansion will be 7,000 square feet,
with about 4,700 square feet for the sales ﬂoor.”
Top-notch customer service is a priority. Between the

It’s working. So far this year, sales are up 8.4% at Berkeley
and 12.5% at El Cerrito, for a company average of 10.9%. Volume soared to $17 million last
year, with $11 million of it from the El CerDECLARATIONS OF INDEPENDENTS
rito store. What’s more, after an expansion for
Our cover story includes profiles on three strong
prepared foods is completed at El Cerrito, total
independent retailers across the country, along with
square footage for the ﬁrm will jump by more
expert advice on differentiation and a look at recent
than 50%.
In the new building, hot and cold bars will be
financial data from the National Grocers Association.
opposite the ice cream station, cheese counter,
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How are frozen and
dairy doing?
Berkeley is up 9% in refrigerated,
and down 0.3% in frozen, although
that doesn’t include ice cream,
which is up 10.6%. At El Cerrito the
numbers tell an even greater story:
up 11.8% in refrigerated, up 11% in
frozen, and a whopping 25% increase
in ice cream sales. This last probably has to do with increasing our
selection of novelties and 48-ounce,
value-driven SKUs.
In September alone, these three
departments (if you allow me to
call ice cream a department) saw
increases of 16.7%, 17.9%, and 17.7%,
respectively, at the El Cerrito location. Berkeley is still doing well,
especially in refrigerated with a
13.4% increase. El Cerrito has surpassed $1 million again last month;
our ﬁrst time doing so was January
of this year and we have done so in
6 out of the ﬁrst 9 months in 2012.
We invested in brand new Hill
PHOENIX refrigerated cases
throughout our El Cerrito branch
about two years ago, and the increase
in sales and units was dramatic. Some
categories, notably cheese, eggs and
our grab-and-go foods saw near 30%
dollar growth as customers found
many new, local SKUs to browse.
The largest increase was with the
cheese and grab-and-go cases. We
went from a low case with only three
shelves — about 36 linear feet — to
two full-sized cases with seven to
eight shelves, plus a frozen meat case

with 150-plus linear feet. Our cheese
had been behind doors in the dairy
case, and the expansion increased
our assortment by 25%. Cheese sales
increased by 30% in the following
year. Tofu and salsa declined after
getting about four extra feet, but
tofu has been on the decline lately.
Eggs got two more feet but jumped
by 40% in sales and 30% in units. But
we also added pastured eggs at the
same time, and they mostly drove
the increases.

What’s your SKU count like?
We have about 1,000 in dairy/refrigerated, another 200 in frozen, and
140 in ice cream. We keep frozen and
ice cream separate in our system,
which makes us unique. But doing
this has helped me keep track of

this year (in about six diﬀerent twohour-long chunks), and has ﬁnally
come back into the black in a big
way after four years of mostly negative movement.
The reasons for the diﬃculty?
Probably some of it is tied to the
problem the department has been
facing nationwide, with people
wanting to save money and eat
healthier. Many people see frozen as
a barrier to both. It could be exacerbated by our strong principles in
healthy eating, leading more people
into the bulk aisle and fresh produce
and dairy.

Companywide, what’s working
well in frozen and ice cream?
Our biggest frozen line is Amy’s
Kitchen (duh!) and we decided to

photo: jmichaeltucker.com

photo: jmichaeltucker.com

two stores, there are 78 full-time
employees and eight part-timers.
New employees are trained by having
them front and face the entire store
as their ﬁrst task, keeping the shelves
looking neat in the process.
The stores serve a diverse customer
base of working class and upscale,
families and singles, Asians and
Hispanics and the typical melting pot
found in the San Francisco Bay area.
To get a feel for how an independent can do so well in a market
dominated by chains with enormous
ﬁrepower, I chatted with Pickett.

The store has about 1,340 SKUs in dairy, frozen and ice cream, much of it
from small local producers.

the opposite trends we were seeing
in those segments, and observe the
large gap between them more easily.

What’s been the challenge in
frozen (not counting ice cream)
at the Berkeley store?
Hopefully the reset-fairy (we recently hired our ﬁrst full-time
category manager) will get to it after
the holidays. The El Cerrito frozen
department was entirely reset earlier

promote gluten-free selections from
across their product lines in our September monthly ad. This was a big hit
and brought a lot of new customers
to the frozen section. We have continued to bring in more gluten-free
options, which is the attribute that
drives a lot of our department growth.
Amy’s is fantastic as always, but they
are now available in most conventional
stores and we need to diﬀerentiate a
little more (although they are local to
us). So we expanded our Organic Bistro
DECEMBER 2012
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and Blake’s All Natural Foods options.
We also expanded our frozen produce by cutting down
excess space and squeezing in Earthbound Farm’s new organic frozen fruit. This brand has been driving the category
up to 18% growth in the last 10 weeks, as well as frozen
veggies from our distributor-only private label, Cadia (from
Nature’s Best).
Ice cream is up from the addition of Straus quart-sized
ice cream, and Three Twins and Alden’s 48-ounce expansions — all of them organic. We also reset the novelties to
include more single-serve ice creams, including new 3- to
5-ounce cups from assorted vendors. This has proven to be

deliveries are staggered so that we are never without pastured eggs for customers to buy.
The result? Our egg units went up 30%, sales up 40% in
the ﬁrst year (this did coincide with a new egg case which
should get some credit). At $7.99 a dozen, it’s easy to see
where this remarkable increase comes from. We have spent
a lot of time solidifying our relationship with these farmers, visiting their farms and checking in on their production
without being too demanding. It takes a little more nuance
and patience to work directly with farmers, but we have
found these relationships most enjoyable and proﬁtable.
We also have seen our customers ﬂocking to raw milk,
which has been getting a lot of attention
this year in California. Recalls of milk
claiming Listeria contamination haven’t
detracted our customers; raw milks are
our two top sellers. We have heavily supported the raw trend, which is experiencing a lot of growth out West. Raw dairy,
raw sauerkraut, raw grab-and-go food and
raw energy bars have all seen success and
growth these last few years.

photo: jmichaeltucker.com

How’s yogurt doing?
Yogurt needs to be Brown Cow or organic,
with few exceptions. We came a little bit
late to the Greek Yogurt party when we
ﬁnally reset and expanded our selection
last October, but the result has been overwhelming —literally, I don’t know where to
put all that stuﬀ on my backstock shelves.
We expanded our yogurt SKU count by
about 20% to more than 200 during this expansion and it was worth it: unit are up 21%
Over the past year, refrigerated foods are up 11.8%, frozen is up 11.0%
and dollar sales are up by 22%. Greek yoand ice cream skyrocketed 25.0%. New cases, new varieties and resets
gurt is deﬁnitely still driving this category
made a big difference.
for us, along with sustainable products. We
especially highlight locally-run St Benoit
an eﬀective strategy.
Organic yogurt, in returnable $1.50 deposit containers, which
The reasons for our turnaround at El Cerrito? Our reset
always comes out in the top-three in yogurt sales. Also in the
focused especially around pizza, and placing it in the ﬁrst
top is Straus Organic European-style yogurt. This is a carbontwo doors of the aisle, instead of packing it into only the
negative company that uses its cow manure oﬀ-gassing to
second door. It gained a lot of attention and we expanded
power some of the farm facilities. Straus and another local
our selection of gluten-free and vegan pizzas as well durbrand — Wallaby — make our set really pop.
ing the SKU rationalization. We decreased entrée units, but
increased pizza SKUs by three from 15 to 18. In the last 10
Going local really works for you guys.
weeks, we have seen a 19% growth in pizzas.

What about the refrigerated side?
We’ve had immense success supporting local pastured egg
farms. We began carrying Clark Summit Farm Organic
Pastured Eggs in 2009, and from day one we could tell they
were a hit. Within weeks we were selling 10 cases a week
easily, and then, after only a few months we began to experience draw-backs of pastured eggs: We were getting shorted
a lot, and eventually they stopped coming for the rest of the
year. Who knew eggs were seasonal!? Well, since then, we’ve
learned to keep multiple local farms on our shelves, and the
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Focusing on local has been a winning strategy. In our
grab-and-go section, right above eye-level, we have a very
special relationship on display: Three Stone Hearth. A
community supported kitchen in Berkeley, they make
a fresh new menu of items each week and pack them in
returnable quart mason jars, with a $1.50 deposit. We
consistently sell more than 70 of their $14 broths every
week and 50 of their $17 soups. We have a very close relationship, and are the only retail outlet they will use due
to the trust we have built. We do have to sacriﬁce margin
for this special relationship — we generally get only a 22%

Dean’s®

25%
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margin on the brand. We also carry locally made organic
quiches, African-style meals, raw alkalizing soup and
curry, and other oddities of the San Francisco Bay Area.
We have found another gem with a Berkeley company
that gives us our fresh pasta. Phoenix Pastaﬁcio makes
organic, and some whole grain, fresh pastas that cook fast
— great when you need a quick meal and don’t want to
sacriﬁce quality.

photo: Timothy Pickett

state of tropical rainforest deforestation in Asia — and
the likely extinction of orangutans and Sumatran tigers
if it continues. This is resulting in a slew of products we
cannot carry which were okay before. Your product has
palm oil? It better be organic or it’s a no-go. It comes
from a company with membership in the Roundtable for
Sustainable Palm Oil (RSPO)? Sorry, that doesn’t shield
them. They claim it’s sustainably harvested? We need the
All this is pretty high-end.
details and we won’t approve
We don’t focus only on products
the product beforehand. There
with a high price tag, and I may
are some things we can let
be doing us a disservice if I’m
our customers decide through
making it appear that way. We
their purchases, and some we
maintain aﬀordable options in
can’t, and they appreciate that.
every category in order to be the
Our policies drive many
local market for everyone. We
buying decisions. The produce
have a selection of non-organic
department is all organic.
milk, but you do have to look for
When there’s a choice, we
it on the lowest two shelves. We
choose the whole grain and
carry Cadia organic products
organic options. We severely
at a high margin, low cost, our
limit reﬁned sugars. Sugar
closest thing to a private label.
must be evaporated cane juice
In the dairy/frozen departments
or unreﬁned completely, or
we also keep margins low on
else it must be organic. We
cage-free eggs, organic milk, and
also limit reﬁned wheat ﬂour.
certain cheeses, yogurts and ice
It must be whole wheat or
creams to assure continued oporganic. As you can imagine,
tions for low-income community
these last two cause a lot of
members.
shock from within the industry
Raw milks are the store’s two top sellers in
as well as with new customers
the milk category.
What are some of the other
unacquainted with our polireasons, besides local
cies. However, we have seen a tremendous amount of
loyalty and trust develop as customers discover that we
brands, for your success?
hold true to our principles even if they are unpopular.
Pierre Jones, our El Cerrito store manager, gives much
credit to our long-term employees and the diversity of
What ingredient policies are in place for dairy
their backgrounds. We have maintained a family feeling
even as the company has expanded and grown extensive- and frozen?
ly, and we have many employees with more than 15 years
In the dairy department, we will only bring in new
dedication. He also points to our amazing SKU count per milks that are organic and pasture-raised. The small
square foot and our focus on organic over merely natural. selection of conventional milk we have comes from
We also have a love and passion for our mission, which Clover, a local co-op of farms where the cows have accomes through in our all-organic produce department
cess to pasture year-round, and are never treated with
and meats that are either antibiotic-free or all-natural.
hormones. The rest of our dairy section leans heavily
organic. Our eggs are always cage-free, and more than
Your mission is strongly tied to ingredients
two-thirds are organic. About a third of our eggs come
standards in what you’ll sell.
from hens having access to pasture year-round. Our
We hold fast to our ingredient standards even in the face
dairy ice cream is all organic. Most of our yogurt and
of adversity. We scour ingredient lists for GMO risk,
cheese is organic, though we carry plenty of European
and require a non-GMO claim on any products with
and other specialty cheeses which are not certiﬁed orat-risk ingredients that aren’t organic or certiﬁed by the
ganic. We can’t carry many burritos, tortillas or snacks
Non-GMO Project. Our customers take notice when we
because they are made with conventional white ﬂour.
show we’ve done our research into an issue and created
We discontinued Horizon and Silk products after we
a policy regarding a ubiquitous ingredient. Recently, the
encountered issues that troubled us. Customers were
issue of palm oil, and other palm tree-based products,
happy to try their competition after we explained our
rose to the top of our priorities as we realized the dire
position, with surprisingly little pushback. Q
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A Little
HISTORY
Of Westbrae, the Non-GMO Project
and the INFRA.

T

he Natural Grocery
Company got its start in
Berkeley in 1981 with fewer
than 10 employees, some of whom
are still there. By this time next year,
the company expects to have nearly
150 workers.
General Manager Bob Gerner
began numerous ventures in the
same building before starting the
Berkeley Natural Grocery Company.
One of those ventures was Westbrae,
an early pioneer (1970) in the natural foods industry. In 1976, Gerner
founded Gilman Street Gourmet,
where it is claimed the ﬁrst tofu
patty was made. The Natural Gro-

cery Company’s S corporation is still
called Tofu Patties, Inc.
In 1988, seven years to the day after
the Berkeley store made its debut, the
El Cerrito store opened about twoand-a-half miles away. A 1995 yellow
Ford Econoline 350 van still makes the
trip twice a day to transfer products.
The business converted to an
Employee Stock Ownership Plan
(ESOP) in 2001 and has been able to
give better beneﬁt plans
to employees while also
paying fewer taxes.
In 2003, some members at the Berkeley store
founded the “People
Want to Know” campaign as a response to learning more about GMO
prevalence and their untested status.
They partnered with The Big Carrot, a store in Toronto, and ended
up creating the Non-GMO Project,
now a trusted seal for safely avoiding
genetically engineered crops.
The stores became members of the

Independent Natural Food Retailers
Association (INFRA) in 2009, gaining valuable allies to compete with
Whole Foods and the National Cooperative Grocers Association (NCGA).
Today, INFRA has 93 members with
142 storefronts and has seen nearly
50% growth this year.
“This means we’re swiftly catching
up to the NCGA in overall buying
power as we bring more members

The stores became members of
the Independent Natural Food
Retailers Association in 2009.
under our umbrella,” says Timothy
Pickett, the dairy and frozen buyer
at El Cerrito Natural Grocery. “We
can share private information and
technologies while still competing in
the entire market separately. INFRA
has a monthly ﬂyer that helps its
members promote more deeply than
they otherwise could. Q

WEIGHS IN!

B

efore I write about a retailer, I often go to yelp.
com to see what the locals are saying about it. Yes,
people who comment on Yelp are often negative,
and some of them are nuts. But The Natural Grocery
Company, a subject of this month’s cover story, got way
more four- and ﬁve-star reviews than average, and lots
of love from its customers. That got my attention.
“I love this store,” opined “Mary G.” “This is where
our family shops for food almost exclusively. There is
no guesswork involved; you know you will get fresh,
healthy food all the time.” That was a typical — and
very telling — response.
But there were, um, other responses. “Brsi B” asked,
“I do have a question about every all-organic grocery
store I have ever been in — where are all the beautiful
people? You’d think an organic grocery would be ﬁlled
with beautiful people. I’m not saying they’re ugly, but…

Of course, it’s not like stepping inside your local Safeway, where Orcs march to The Ride of the Valkyries.”
Funny how I’d never noticed that about Safeway
before… Q
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WEST SIDE

MARKET THRIVES
Service, selection and unique items spell success in
New York City.

W

estside Market opened its ﬁrst store in 1965
at 2840 Broadway at 110th St., in the
Morningside Heights section in the shadow
of Columbia University. It was a melting pot then, and it
still is. The owners have had to adapt to neighborhood
changes quickly, stocking unique products and promoting produce and prepared foods. They’ve also developed
expertise at packing many items into small spaces, and
getting good turns from all of them.

We can group some buys together for all the stores to
get some price advantages, but by and large we have to be
more aggressive and work harder at getting better prices.
We deal with a lot more vendors and distributors, to give
us unique variety.
It also helps that we can move much more quickly than
a large conventional supermarket chain. It’s easier for us
to bring in new products customers in the neighborhood
really want, without having a hierarchy to delay things. If
we see a new trend, we jump on it without having to get a
million approvals ﬁrst.

What disadvantages do you have?
We don’t get the price breaks in bulk for all the stores
at once, but we counter that, like I said, by having a lot
of distributors on board and being more aggressive in
shopping around for a better price, especially on fastermoving items.

EXPANSION COMING
There are ﬁve stores now, according to
George Zoitas, the CEO and son of the company founder, John Zoitas. John Zoitas emigrated from Greece to the United States and
worked at the Broadway store as a produce
clerk until getting the chance to buy it from
the owner seven years later.
The Zoitas family’s mission for the business is both simple and credible: “To become
your favorite neighborhood food market
and caterer of choice by oﬀering the highest quality foods and hard-to-ﬁnd products
supported by friendly, personalized eﬃcient
service.” I’ve seen supermarket chains with
mission statements that said far less, but with All in the family! From left, Anna Zoitas, George Zoitas, John Zoitas,
Maria Zoitas, George Belesis, Jimmy Belesis, Amy Zoitas Belesis and John
many more words.
Belesis, at a recent store opening.
The stores, which range from 9,000-12,000
square feet, average out at about 10,000
square feet. They’ve seen good increases lately, with
In terms of refrigerated and frozen foods, what
strong comp store sales ﬁgures. Typically, dairy products
makes your stores unique?
get from 100-125 square feet of open refrigeration, with
Probably 95% of our refrigerated prepared foods are made
32 doors for frozen foods and ice cream. Space comes
on the premises. We do meals customized to the neighdear in Manhattan, and over the years the owners have
borhoods, and they’re very popular. We have three chefs
built expertise in packing many items into small spaces.
in the kitchen, going 24 hours a day, making everything
I chatted with George Zoitas about the advantages and
from to-go meals to dips to desserts — anything that is
disadvantages of being an independent.
ready to eat. This is a substantial part of our business. We
also do well with local ice creams and dairy products.
What advantages do you have
We stay as close as possible to our customers, so we
as an independent?
know what they want. For example, in neighborhoods
We have the ability to really know the demographics of
with a lot of students we sell more small items, and thineach neighborhood and customize our selection to that
ner boxes. The reason is that typically a college dorm
store, rather than having a buyer for a whole region. We
room has only a small refrigerator and freezer. But in
have ﬁve supermarkets, and each of them buys indepenfamily neighborhoods, we may be selling 34-packs of
dently. For example, the frozen department at 110th St.
Eggos, versus the 8-packs. Q
and Broadway is very diﬀerent from what we have at 14th
—Warren Thayer
St. and 7th Ave.
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AN
OASIS
IN THE FOOD DESERT
Through customization of assortments and services, The Fresh
Grocer ﬁnds success in inner-city
neighborhoods abandoned by
large chains.

M

ore than 11.5 million
Americans live in “food
deserts,” low-income areas
without a supermarket that does
at least $2 million in annual sales,
according to the U.S. Department
of Agriculture. Many chains have
abandoned such neighborhoods due
to high crime, an unskilled workforce and small basket sizes. But
when The Fresh Grocer opened its
ﬁrst inner-city supermarket in 2001,
it recognized the potential of urban
environments for retailers willing to
do things a little diﬀerently.

NO COOKIE CUTTERS!
Based in Drexel Hill, Pa., just outside
Philadelphia, the eight-store independent quickly realized that the

cookie-cutter approach employed
by many of the big chains that came
before it was part of the problem.
Neighborhoods in diﬀerent parts of
the city were just too diverse — and
nothing at all like the suburbs. They
needed customized stores to be successful.
“We’re committed to understanding the needs, tastes and traditions of
the communities in which our stores
are located, and make it a priority
to oﬀer an assortment of products
and services to meet those various
needs,” says director of marketing

lings and greens. And a supermarket
in Wilmington, Del., home to a large
number of Hispanics, carries fresh
and dried chili peppers, tomatillos,
jicama and other produce common in
many Latin American dishes.
The chain’s ﬂexibility is also evident in the meat department where
oﬀerings vary considerably from
store to store. While many meat
products are cut at a processing plant
in the Midwest before being shipped
to stores, The Fresh Grocer employs
its own meat cutters in every store so
products are cut fresh on the prem-

No worries about getting everything home on the
bus or the subway: A courtesy shuttle gets customers
home when they spend $50 in groceries.
Carly Spross. “The quality is consistent chainwide, but we customize the
oﬀerings at each store to best serve
that particular community. That
really sets us apart from the larger
chains whose oﬀerings are static
from store to store.”
So stores in Philadelphia serve a
heavily African-American population,
oﬀering a wide selection of traditional
Southern foods like ox tails, chitter-

ises each day. This helps build store
loyalty, since it creates additional jobs
for members of the local community.
According to the chain, 75% of its
1,400 or so employees live within two
miles of the store where they work.
The stores not only provide access to
fresh, high-quality groceries but employment opportunities as well. The
company also supports nearby farmers by carrying a large assortment

Executive vice president Grant McLoughlin and CEO Patrick J. Burns (l. and r. center, respectively, in suits) pose
with team members at the grand opening of the company’s New Brunswick, N.J., store.
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of locally sourced items supplied by
Philadelphia-based distributor Common Market.
In a November, 2011 pledge to the
Partnership for a Healthier America,
The Fresh Grocer committed to
opening ﬁve full-service supermarkets in ﬁve years in underserved
areas, a move that’s expected to provide nearly 800,000 residents access
to fresh produce, meat and seafood,
dairy products, baked goods and a
wide range of prepared foods.

CAMDEN IN 2013
The ﬁrst store opened Nov. 9 in a
New Brunswick, N.J., neighborhood that hadn’t welcomed a new
supermarket in more than 20 years.
The second is expected to open in
late 2013 in Camden, N.J., which the
USDA identiﬁed as one of the nine
largest food deserts in America.
Located on the ﬁrst ﬂoor of a new
Wellness Plaza situated near a busy

train station, the
50,000-square-foot
New Brunswick store
boasts an expansive salad bar with
discounts for kids 13
and under, a brick
oven pizza counter, a
smoothie bar, a gourmet cheese kiosk, and
a large prepared foods The Fresh Grocer has committed to opening five
section featuring a
full-service supermarkets within five years in
Chinese food station. underserved neighborhoods.
There’s also a sushi
a courtesy shuttle for customers.
bar and a special Kids
Shoppers buying at least $50 worth
Corner packed with healthy, childof groceries can do a week’s worth of
friendly snacks — including nutrishopping at one time without wortious boxed lunches sold at cost.
rying about how to get everything
The store oﬀers more than 400 vahome on the bus or train.
rieties of produce, including bagged
“The Fresh Grocer is committed
and pre-priced products intended to
to
expanding access to fresh food in
help consumers not used to buycommunities
in need,” says Spross.
ing fresh fruits and vegetables stay
“But
we’ve
also
achieved a lot of sucwithin their budgets.
cess
with
this
business
model.” Q
Like all its stores, The Fresh Grocer
— Denise Leathers
in New Brunswick also operates

“THE CRYSTAL MERCHANDISER

PRESERVES THE MEAT LONGER.
THE CUSTOMER GETS A FRESHER
PRODUCT. WE SELL MORE,
AND SAVE MONEY. ”
The Crystal™ Merchandiser from Zero Zone helps meat hold its color
and stay fresher—extending its shelf life by 2-3 days. Customer
satisfaction increases. You sell more meat and spend less time
stocking. Plus you’ll receive up to 84% annual energy savings.
So, when you are ready for a merchandiser that delivers better
product for your customers and bigger proﬁts for you,
Zero Zone is ready to support you.
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INDEPENDENTS’

PROFITS RISE

NGA/FMS Solutions study parses ﬁnancial results
of independents versus chains, providing insight into
frozen and refrigerated departments.

O

ne-store independents saw pre-tax net proﬁts
rise to 1.29% in 2011, up from about 1.1% the
prior year. Chains’ average pre-tax net proﬁt
dipped slightly to 1.07% during the same period. Only
4.5% of independents reported “negative proﬁts,” versus
15.9% of chains.
That’s the word from the 2012 Independent Grocers
Financial Survey, recently released by the National Grocers Association (www.nationalgrocers.org), Arlington,
Va., and Baltimore-based FMS Solutions (www.fmssolu
tions.com). The report, covering the 2011 year, includes
detailed benchmarks on operations, sales, inventory, net
proﬁts, expenses and more. All data shown here is from
that report.

SAME-STORE SALES UP, BUT…
Same-store sales gains (excluding new store openings,
acquisitions and remodels more than $100,000) averaged
2.6% for all chains and independents combined in the
survey. One-store operators reported 3.7% same-store
gains, versus 2.2% for independents with two to 10 stores
and 0.2% for chains with 11 or more stores. Some 20.4%
of all stores had negative same-store growth.
Keep in mind, however, that food-at-home prices rose
by 4.8% during the period studied, meaning that 72.4% of
independents lost ground when sales gains are adjusted
for inﬂation. In the previous year, only 43.2% of independents responding to the study reported gains below
the rate of inﬂation.
Single-store operators have a lower percentage of total
sales coming from their frozen and dairy departments
than multi-store chains.
Dairy made up 6.61% of sales among single-store retailers, compared with 8.55% for chains. Frozen accounted
for 3.38% of sales among single-store retailers, compared
with 4.39% for chains.

SALES DISTRIBUTION ACROSS KEY DEPTS.
DEPARTMENT ALL COMPANIES SINGLE STORE MULTIPLE STORES
Grocery
38.61%
42.89%
37.47%
Dairy
8.14%
6.61%
8.55%
Frozen
4.18%
3.38%
4.39%
Meat
18.10%
18.98%
17.87%
Deli
5.59%
7.47%
5.08%
Seafood
0.61%
1.35%
0.41%

Note that not all retailers in the survey report sales
distribution the same way. For example, some lump seafood and meat together, or combine deli and meat. Others
report GM/HBC as part of grocery.
Multiple stores showed gains in dairy and frozen compared with the prior year, while the exact opposite was
true among single-store operators. Now let’s look at gross
margin across departments.

GROSS MARGIN ACROSS KEY DEPTS.

DEPARTMENT ALL COMPANIES SINGLE STORE MULTIPLE STORES
Grocery
24.92%
27.13%
24.32%
Dairy
24.63%
24.47%
24.66%
Frozen
29.19%
30.53%
28.92%
Meat
24.03%
25.04%
23.75%
Deli
39.57%
41.89%
38.9%
Seafood
21.10%
24.00%
20.14%

Compared with the prior year, single-store operators
saw gross margins rise by about a percentage point in
dairy, frozen and seafood. Meat and deli gross margins
were up by about 5 points and 11 points, respectively.
Those are big jumps, but they’re more in line with performance in earlier years. Chains showed little change in
gross margins compared with the previous year.
Overall, inﬂation pushed prices 4.8% higher than in
2010. Total store gross margin in 2011 was 28.43% for
one-store independents and 25.78% for chains.
Let’s look at results by store sales volume.

SALES DISTRIBUTION ACROSS KEY DEPTS.
By Store’s Weekly Dollar Volume

DEPARTMENT LESS THAN $100-$200K $200-$300K MORE THAN
$100K
$300K
Grocery
41.04%
42.14%
36.15%
35.26%
Dairy
6.71%
7.56%
8.57%
8.83%
Frozen
3.85%
4.18%
4.19%
3.66%
Meat
17.84%
19.68%
16.25%
18.22%
Deli
4.68%
5.17%
7.49%
6.08%
Seafood
0.39%
0.41%
0.51%
1.13%
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Of the sample in the study,
35.8% of respondents had weekly
sales between $100,001 and
$200,000. Stores with sales
under $100,000 made up 26.8%
of respondents, while those with
sales of more than $300,0000 accounted for 19.5% of respondents.
The smallest group — those with
weekly sales between $200,001
and $300,000 made up 17.9% of
respondents.
That should be helpful in seeing
how results may be skewed somewhat. Larger operators can
generally spread ﬁxed costs over their operations more efﬁciently than smaller volume stores, the report notes. Both
gross and net margins rise with dollar volume.
Stores generating more than $300,000 in volume show
a lower reliance on grocery sale and a higher-than-average
share in produce and meat. This higher sales allocation
goes hand-in-hand with higher gross margins in most fresh
areas, and in the deli department in particular. Q

GROSS MARGIN ACROSS KEY DEPTS.
By Store’s Weekly Dollar Volume

DEPARTMENT LESS THAN $100-$200K $200-$300K MORE THAN
$100K
$300K
Grocery
24.63%
24.69%
24.58% 23.99%
Dairy
23.07%
24.75%
24.77% 24.65%
Frozen
26.93%
29.74%
30.05% 28.74%
Meat
24.68%
23.84%
24.41% 24.89%
Deli
38.86%
37.42%
40.75%
4613%
Seafood
19.61%
23.83%
22.57% 26.31%

INDEPENDENTS’

ECONOMIC IMPACT

STUDY UNDERWAY
Research will capture economic impact of the independent grocery channel on the food distribution system
and the U.S. economy.

T

he National Grocers Association (www.national
grocers.org), Arlington, Va., will release a new
study on the economic impact of independent
grocers Feb. 10 during its show in Las Vegas.
The ﬁrst of its kind study, commissioned by the NGA
board of directors, is designed to capture the economic
impact of the independent grocery channel on the food
distribution system and the economy of the United States.
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Average gross margin in dairy for all retailers
surveyed was highest in the Midwest (27.21%) and
lowest in the West (21.46%). In the Northeast, it
was 25.84% and in the South, 22.51%. Photo is of
Westside Market, profiled on page 26.

Brooklyn, N.Y.-based John Dunham and Associates (www.guerrillaeconomics.com), a third-party
research ﬁrm, will compile the data on a state-bystate basis, drilling down to speciﬁc congressional
districts.
The Economic Impact Study
will attempt to
measure every
ﬁnancial aspect
of the independent grocery industry,
including:
t4BMFTWPMVNF
of independent
retail grocers
and the wholesalers that serve them.
t&NQMPZNFOU OVNCFSPGGVMMBOEQBSUUJNFFNployees, salaries, and beneﬁts).
t7BMVFPGHPPETBOETFSWJDFTQSPDVSFE GPPE OPO
food, packaging, supplies, and equipment).
t'FEFSBM TUBUF BOEMPDBMUBYFTBOEGFFT
t7BMVFPGJOWFTUFEDBQJUBM WBMVFPGTUPSFT XBSFIPVTes, equipment, and real estate, etc.).
“We at NGA are especially proud of the independent grocers and wholesalers who signiﬁcantly contribute to the country’s economy on the local, state,
and national level. Unfortunately we do not have accurate data that quantiﬁes the size and scope of the
independent channel and this information is highly
sought after by elected and regulatory oﬃcials, the
media, consumer product companies and other potential suppliers of goods and services,” stated NGA
President Peter J. Larkin. Q

‘Information is highly
sought after by elected
and regulatory officials,
the media, consumer
product companies and
other potential suppliers
of goods and services.’
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6FOR SUCCESS

Consider Fresh Madison Market,
an independent retailer in Madison, Wis., and its recent Kickstarter
campaign as an example. As Fresh
Madison Market describes it, “We
Independents can thrive if they
are raising funds to help retroﬁt the
differentiate and win on the local
inside of our Freshmobile, a ‘market’
front. Here’s a blueprint.
on wheels that will bring healthy
food options to underserved neighBY BRIAN NUMAINVILLE
borhoods in Madison that lie within
a ‘food desert.’”
1. Be ‘more local’ than
These neighborthe competition. Localhoods have virtually
ly-sourced products,
no grocery stores and
especially produce, are
usually don’t have easy
increasingly in demand.
access to healthy food
Putting a heavy focus
alternatives, relying
on local items shows
instead on fast-food
support of the local
alternatives, coneconomy and may oﬀer
venience stores and
high-quality options to
drugstores.
national brands. And
“We want to ofindependents can be
fer people living in
more ﬂexible with what
BRIAN NUMAINVILLE
these neighborhoods
they carry and how they
a means to making
promote the items, relaHEALTHY food choices by bringing
tive to national chains.
this truck/trailer to their neighbor2. Feed the growing interest in dihoods,” the independent grocer says.
verse tastes. Ethnic diversity, cook4. Connect with customers on their
ing shows featuring foreign cuisines,
turf. Social media lets you connect
internationally themed restaurants
with customers on a one-to-one basis
and travel abroad have heightened
interest in ethnic/international items. like the old corner grocery store –
through tools like Twitter, Facebook
Respond to this trend and ﬁne-tune
and Pinterest. Shoppers are talking
your oﬀerings for your market.
about your stores on these channels
3. Serve as the foundation of the
already, so
local community. According to
be a proacthe 2012 Supermarket Experience
tive part
Survey, a nationally representative
of the constudy by the Plainview, N.Y.-based
versation!
Retail Feedback Group (www.
You may
retailfeedback.com), 28% of shopnot have much sophistication with
pers report their supermarkets are
these tools now, but it is important to
very involved in supporting the local
explore how they might ﬁt into your
community. Some 36% believe their
marketing mix along with things
stores are somewhat involved, but
like mobile marketing and electronic
33% don’t know.
circulars.
Apparently, some retailers may
need to better communicate their ef- 5. Respond to customer needs. Go
beyond collecting and analyzing data
forts to shoppers, especially as more
than 80% prefer shopping stores they — be sure to listen and respond to
your customers! Our research shows
see as supportive of their communithat only 28% of shoppers think there
ties. Further, patrons who highly
is a customer feedback program at
value community support eﬀorts
their store, while 61% don’t know. Fispend more and are more likely to
nally, 11% are sure their store has no
recommend the store to others.

STRATEGIES

feedback program. Yet 85% of these
shoppers say they would gladly use an
online feedback tool or call a free 800
number to provide feedback. Get the
word out!
6. Remember the basics — stay instock. Our recent study shows that
no factor inﬂuences trip satisfaction
more than out-of-stocks. Supermarket satisfaction among shoppers
unable to ﬁnd all items they had
planned to buy on their shopping trip
averaged 3.97 on a ﬁve-point scale,
compared with 4.54 among shoppers
who did ﬁnd all items.
Describing their last grocery trip,
12% of shoppers were unable to ﬁnd
at least one item they had planned to
purchase that day. Of these:
—50% went or planned to visit a different store to purchase the missing
item.
—38% did without the item(s) and
planned to look again during a later
visit.
—14% bought a diﬀerent item at the
store instead.
—12% bought a diﬀerent size or
brand of the item they had wanted.
Keep in mind that since shoppers
could have had multiple out-of-stocks
on their trip, some selected more
than one answer. For this reason, the
total above is greater than 100%.

‘Independents can be more flexible with
what they carry and how they promote
the items, relative to national chains.’
So the problem is clear. Outof-stocks can result in customer
dissatisfaction, lost sales, and drive
shoppers to purchase items at other
stores. This is one area of basic blocking and tackling where independents
must shine. Q
Brian Numainville (bn@retailfeed
back.com) is a principal at Plainview,
N.Y.-based Retail Feedback Group. He
spent more than 18 years with Nash
Finch, Minneapolis, most recently as
senior director, research and public
relations.
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SPOTLIGHT: BREAKFAST FOODS

department.
While the category grew modestly
in dollar sales in both the latest 12
and 52 weeks periods at grocery
stores, volume declined in both
periods. However, volume trends are
showing improvement as the categoBut household penetration is only
ry was down only 1.9% in the latest
49.5% and slipping, so there’s both
12 weeks versus down by 3.3% in the
opportunity and danger.
latest 52-week period.
Frozen waﬄes are the largest segBY ELLEN SCHMITZ
ment in the category, accounting for
37% of dollar sales in the latest 12
weeks. Rounding out the top three
upermarket sales of frozen
are frozen breakfast handhelds and
breakfasts climbed 1.3% to
frozen breakfast entrees, with these
$1.6 billion in the 52 weeks
three combining to make up 86% of
ended Oct. 27, beating out the total
department’s 0.3% rise. Its $22 million category dollars. All three of these
top segments are
gain provided more than
growing. Each also
20% of the department’s
grew in average numtotal annual dollar growth
ber of items per store,
of $93 million.
with waﬄes accountAttracting new users to
ing for the majority,
the category is a huge opup by three items to
portunity for growth, not
32 items in the past
only to replace lost buyyear, the most of all
ers but to grow the base.
the segments.
Only 49.5% of households
Conversely, frozen
bought frozen breakfasts
muﬃns and frozen
in supermarkets in the past
egg substitutes acyear — a huge audience
ELLEN SCHMITZ
count for less than
from which to draw more
1.5% of dollars and
customers and dollars.
exhibit signiﬁcantly negative trends
$12 MILLION LOSS
of -25% and -70%, respectively. Dollar velocities for both segments are
At a minimum, retaining current
far below the category norm. Frozen
buyers is important, since penegg substitutes are almost nonexistetration is down by 1.2 percentage
points versus the prior year. If we as- ent, with only 5% ACV in the latest
sume many of these lost buyers were 12 weeks, which is half of what it
light purchasers — buying at a third was a year ago. Frozen muﬃns still
have decent distribution at 68% of
of the average annual purchase rate
ACV. These
— that translates to $8 per buyer
two segments
annually. While this $8 may seem
account for
insigniﬁcant, the total loss to the
approximately
category from the drop in penetraﬁve items per
tion represented nearly $12 million
store and prein annual sales.
sent a great
The category is present in 100%
opportunity to consider replacing
of ACV in the grocery channel,
them with more productive items.
with the average store dedicating 96
Frozen waﬄes are the only seglinear feet to frozen breakfasts, up
ment showing growth in both base
three feet from the prior year. Space
and incremental dollars, while
to sales is equitable as the category
breakfast handhelds and breakfast
accounts for 5.9% of space and 5.1%
entrees are growing in base dollars
of dollar sales within the frozen

BREAKFASTS
SPARK GAINS
IN FROZEN

S

only. The other four segments have
declined in both.
Like most frozen categories,
frozen breakfasts are heavily base
driven with 90% of dollar sales attributed to base. Base dollar increases are solely responsible for category
growth due to an increase in the
average number of items. In the past
year, the average item count in the
category has grown by 2.4 items to
nearly 100 items per store. This happened despite an average price gain
of 14 cents.
Incremental volume is down
because of poorer average lift, particularly in TPR (temporary price
reductions) and F&D (feature and
display) tactics. The category is promoted continuously with 11.7 weeks
of merchandising support in the
latest 12 weeks, which is the same as
last year. Despite the high number of
weeks on promotion, the percent of
volume attributed to merchandising
support is only 45%. That’s solid evidence of the low average lift of 81%
when the category is on deal.
Frozen breakfasts show ﬂat seasonality across the year. No single
month exhibits any more than a 10%
diﬀerence versus an average month.
This may be an opportunity to lessen
the weeks of support while possibly
creating more excitement when on
deal by creating promotion event/
themes like healthy eating in the
New Year or ‘back to school’ for kids.

WAFFLES GET 97% LIFT
Frozen waﬄes should receive the
greatest promotional focus as this

The average store dedicated 96
linear feet to frozen breakfasts,
up three feet from prior year.
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segment exhibits the best lift of
97%. Understanding cross-purchasing between the segments and promoting those that do not have heavy
usage overlap would also be helpful.
Creating multi-segment promotions
will attract the broadest number of

®
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Packed with flavor. No syrup needed!
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®

Ask your

product representative about our in-store programs.
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potential users to the case and possibly encourage trial within a new
segment.
The top two manufacturers are
Kellogg and Hillshire, which account for half of dollar volume. The
next two competitors in terms of

size are General Mills and private
label, each contributing another
10% of sales. The top two manufacturers had very healthy growth, up
nearly $7 million in the latest 12
weeks, balanced by a nearly equal
decline by General Mills. Private

label, the fourth biggest player in
the category, grew 8.5% in dollars
versus the year-ago period. Private
label has seen growth from four
segments: entrees, handheld, bagels
and other breakfast foods during
the latest 12 weeks. Q

VENDOR NEWS & VIEWS

K

ellogg’s (www.kelloggcompany.com),
Battle Creek, Mich., recently introduced Special K
Flatbread Breakfast Sandwiches in three varieties: Egg with Vegetables & Pepper Jack Cheese; Ham,

new sandwiches “are oﬀ to a great start.” He added that
the frozen vegetable business “has responded well to the
advertising we began at midyear and we have more activity planned for both businesses in the fourth quarter.”

B

ylada Foods (www.byladafoods.com), Charlotte,
N.C., is rolling out three mini buttermilk breakfast biscuits: sausage, egg and cheese; bacon, egg
and cheese; and turkey sausage with egg whites.
Handheld breakfasts make up the second-largest
subcategory in frozen breakfasts (behind waﬄes) and is
growing rapidly, according to Meade Bradshaw, national
sales manager at Bylada. Supermarket sales in the segment grew by 4.5% in the 52 weeks ended Aug. 12, he
said.
Mini sizes are growing, he explained, because they
oﬀer portion control, have less waste and are enjoyed by
both kids and adults. Q

New from Kellogg’s are Special K Flatbread
Breakfast sandwiches, reportedly off to a
strong start.

Egg & Pepper Jack Cheese; Sausage, Egg & Cheese. This
launch marks the Special K brand’s ﬁrst move into the
handheld savory segment, according to Brandy Ruﬀ, a
Kellogg Company spokeswoman. There are four sandwiches per box, with a suggested retail of $5.49.
“Special K Flatbread Breakfast Sandwiches are the
ﬁrst frozen opportunity from the Special K brand,” Ruﬀ
said, adding that research showed current breakfast
sandwiches were not delivering on the needs of the
“Weight Manager” consumer. “Speciﬁcally, Weight
Managers want a satisfying breakfast sandwich that is
ﬂavorful and made with simple ingredients,” she noted.
In a recent conference call with securities analysts,
Kellogg’s CEO and president John A. Bryant said the
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Bylada Foods is introducing three new varieties of mini
buttermilk breakfast biscuits.

®,TM,© 2012 Kashi Company
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FROZEN BREAKFAST FOODS
Total U.S. multi-outlet (supermarkets, mass market retailers including Walmart, drugstores, military commissaries and
select club and dollar retail chains) for the 12 weeks ended Oct. 7, according to SymphonyIRI Group, the Chicago-based
market research ﬁrm. Percent change is versus the same period a year ago. Data is for brands as originally trademarked
and may not include line extensions. Leading subcategories only; brands with sales under $200,000 not listed.
CATEGORY
$ SALES
% CHG
UNIT SALES
% CHG
VOLUME
% CHG% MERCH* POINTS CHG
TOTAL CATEGORY
$663,830,800
4.7 212,029,000
1.5
195,711,100
1.2
38.91
5.8
WAFFLES
$211,121,200
6.7
76,753,220
0.1
73,592,160
1.7
47.18
4.7
Kellogg’s Eggo
$113,814,500
5.2
37,362,010
(1.9)
41,882,960
1.2
52.94
2.7
Private Label
$35,484,610
(0.1)
16,607,970
(7.1)
14,678,710
(6.7)
32.52
6.8
Kellogg’s Eggo Nutri Grain $22,534,320
1.9
6,823,914
(5.6)
6,072,995
(0.1)
37.03
14.2
Kellogg’s Eggo Thick And Fluffy $9,693,895
35.6
3,795,641
23.6
2,905,140
30.4
49.68
4.6
Van’s
$7,055,409
18.3
2,318,211
14.7
1,245,914
15.8
33.75
3.4
Aunt Jemima
$5,610,085
(19.4)
3,430,793
(16.4)
2,638,960
(16.4)
73.67
2.5
Kellogg’s Eggo Wafﬂers
$5,331,903
**
2,166,085
**
1,448,678
**
35.87
**
Kellogg’s Eggo Minis
$2,726,908
(0.6)
1,112,949
(5.0)
758,252
(5.0)
47.78
1.5
Kashi
$2,432,829
(13.3)
728,951
(14.6)
460,187
(14.6)
26.82
4.6
Kellogg’s Eggo Fiber Plus $1,250,077
(55.1)
416,265
(56.5)
255,004
(56.5)
42.43
13.6
BRKFST HANDHELD $207,063,100
8.8
44,609,750
8.9
48,451,510
6.3
27.16
5.1
Jimmy Dean
$93,481,700
11.0
14,110,420
6.8
22,035,270
11.5
27.19
5.1
Jimmy Dean Delights
$20,205,740
**
3,029,552
**
4,526,152
**
20.91
20.9
Odom’s Tennessee Pride $16,071,510
7.6
3,071,471
12.0
3,689,292
0.7
20.43
(7.6)
Private Label
$14,004,230
9.9
4,029,273
64.7
3,584,943
(4.0)
24.50
15.5
Wght Wtchr Smrt Ons Mrn Exp $8,009,051
(13.1)
2,648,698
(12.8)
1,478,445
(10.8)
33.15
7.1
Hot Pockets
$6,840,772
(1.5)
2,904,126
1.7
1,869,236
(2.4)
25.71
2.3
Tennessee Pride
$5,910,108
(21.0)
1,360,445
(18.9)
1,606,400
(25.1)
12.34
2.1
Pillsbury
$4,176,625
(37.8)
1,709,358
(37.0)
790,578
(37.0)
48.90
(15.2)
Lean Pockets
$3,780,483
5.8
1,980,282
12.3
968,891
7.5
52.97
4.4
BREAKFAST ENTREES $157,321,000
3.6
55,980,670
3.3
44,609,340
0.0
32.04
6.6
Jimmy Dean
$25,826,840
0.5
4,085,812
(4.1)
6,652,200
4.7
27.06
1.8
Jimmy Dean Brkfst Bowls $25,129,230
19.8
10,445,840
27.5
4,625,690
12.4
61.19
44.3
Aunt Jemima
$20,224,810
0.6
10,149,210
(2.5)
6,221,793
(2.2)
45.97
0.8
Private Label
$17,649,720
2.9
8,043,031
(1.9)
6,935,537
(1.5)
17.75
2.9
De Wafelbakkers
$9,086,641
15.5
2,746,406
10.4
3,706,091
11.8
26.57
4.1
Kellogg’s Eggo
$6,884,457
2.6
2,632,987
(1.7)
2,623,303
(1.3)
35.27
3.9
Wght Wtchr Smrt Ons Mrn Exp $6,221,542
(3.9)
2,306,483
(1.4)
885,528
1.5
37.28
8.2
Kellogg’s Eggo Minis
$5,135,657
11.0
1,930,070
7.6
1,700,971
7.6
30.50
7.3
Jimmy Dean Skillets
$4,565,447
(23.3)
1,021,605
(26.3)
1,149,306
(26.3)
15.29
(3.2)
Krusteaz
$3,503,348
(10.1)
1,059,929
(11.9)
1,385,051
(12.7)
31.09
10.4
OTHER BRKFST FOOD $74,549,920
(3.9)
29,147,630
(4.6)
24,756,520
(4.2)
51.37
11.7
Pillsbury Toaster Strudel $50,481,480
(6.8)
21,395,860
(4.5)
16,594,310
(4.1)
66.05
15.6
Pillsbury Tstr Scrambles $6,040,628
(10.6)
2,457,274
(6.5)
1,535,796
(6.5)
40.15
4.4
Private Label
$4,367,914
(11.5)
1,420,663
(14.0)
2,668,722
(20.6)
7.98
6.0
Kelloggs Eggo Frnch Toastr Stcks $2,320,148
(2.9)
896,277
(4.9)
711,465
(4.9)
41.86
9.9
Wght Wtchr Smrt Ons Mrn Exp $2,240,096
(6.2)
817,175
(3.6)
408,587
(3.6)
37.00
7.2
De Wafelbakkers
$2,168,589
204.1
620,173
186.6
1,155,035
186.1
7.16
4.3
Pillsbury
$2,056,988
98.1
229,598
40.3
647,253
37.6
31.33
31.3
IHOP At Home
$1,640,692
(45.0)
577,893
(44.3)
404,717
(50.9)
13.67
(16.8)
Jimmy Dean
$1,331,411
**
382,799
**
179,456
**
23.47
**
Great Day Breakfast
$542,579
(1.5)
72,769
5.8
119,304
(2.1)
2.21
(0.0)
FZ MUFFINS
$6,889,262
(24.0)
1,781,034
(26.3)
1,106,482
(23.8)
28.63
(4.0)
Vitamufﬁn Vitatops
$3,901,254
(36.4)
864,384
(40.5)
432,192
(40.7)
21.02
(10.3)
Kellogg’s Eggo Mini Mufﬁn Tops $1,643,099
**
620,703
**
500,473
**
38.48
**
Vitalicious
$445,168
**
103,809
**
51,904
**
20.41
**
Udi’s
$366,252
283.7
68,133
338.3
38,588
231.0
17.46
(11.6)
BAGELS
$6,759,289
(4.6)
3,719,098
(6.5)
3,151,741
(6.8)
29.34
(1.6)
Lender’s
$3,184,922
(10.0)
1,828,727
(12.5)
1,441,733
(12.6)
23.42
(2.1)
Private Label
$1,731,899
14.3
1,014,905
7.1
853,587
8.9
33.06
(4.3)
Ray’s New York Bagels
$661,901
(17.0)
186,776
(28.5)
262,834
(28.7)
9.75
(21.2)
* Percentage of volume sold with merchandising support.
**Number is either not available, or very high, indicative of a recent launch working off a small base.
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ASIAN FOODS
STAY STRONG
Declines by P.F. Chang’s and Wanchai
Ferry have slowed growth, but
smaller brands have picked up the
slack with innovative new items.
BY MICHAEL FRIEDMAN

“A

sian foods are hot right
now and people are looking for alternatives to
going out to a restaurant. If retailers can build a frozen section with
high-quality Asian food, people will
come,” says Jeﬀ Sakamoto, vp-sales
and marketing of Portland, Ore.based Ajinomoto Frozen Foods
U.S.A., Inc. (www.ajifrozenusa.com).
The fact that Asian foods are hot
is proven by the attention that the
ConAgra, which
acquired P.F.
Chang’s Home
Menu brand
from Unilever
in August, is
determined to
turn sales of the
products around.

category has drawn from of one of
the biggest players in the frozen food
arena — Omaha, Neb.-based ConAgra Foods, Inc. (www.conagra.com).
ConAgra acquired a license transfer
for use of the P.F. Chang’s Home
Menu brand name (the deal also
included a license for the use of the
Bertolli brand name) from Unilever
in August for $265 million.

CONAGRA IS BULLISH
“P.F. Chang’s and Bertolli multi-serve
frozen meals are excellent additions to our portfolio. We’ll use our
extensive frozen food and innovation capabilities to grow these great
brands even further. Just as our
acquisition earlier this calendar year
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of Odom’s Tennessee Pride extended
our reach into frozen breakfasts, the
addition of P.F. Chang’s and Bertolli
brands can bring us new consumers
and new eating occasions,” said Gary
Rodkin, ConAgra CEO, at the time of
the acquisition.
A month later, ConAgra announced that it is investing $100
million to expand its production of
P.F. Chang’s and Bertolli meals at its
Russellville, Ark., facility.
ConAgra faces the task of turning around the performance of P.F.
Chang’s Home Menu items. The
brand, along with General Mills’
Wanchai Ferry, scored impressive
sales ﬁgures when they ﬁrst burst
onto the scene.
Wanchai Ferry, which was the
brainchild of a Hong Kong pushcart
vendor, became a popular supermarket brand in China before General
Mills brought the brand to the United States in 2009. Wanchai Ferry’s
frozen entrees for two chalked up
more than $50 million in retail sales
across all channels in the United
States during its ﬁrst year.
But within a year of Wanchai Ferry’s debut, Unilever teamed up with
P.F. Chang’s China Bistro restaurant
chain to launch the P.F. Chang’s
Home Menu brand.
This year Wanchai Ferry has
fallen from the top-10 list of entrees
sold in supermarkets. P. F. Chang’s
placed fourth among multi-serve
frozen dinners/entrees in all outlets,
including Walmart, with dollar sales
oﬀ 12.7% to $133,246,900 and units
down 11.7% to
17,012,860 in the
52 weeks ending
Oct. 7, according
to SymphonyIRI
Group, the Chicago-based market
research ﬁrm.
For the 12 weeks ending Oct. 7, the
brand was down 14.2% to $27,427,240
and unit sales tumbled 15.2% to
3,483,461. Merchandising support for
P.F. Chang’s fell 6.2 points to 36.2%
for the 52-week period and 4.3 points
to 32.1% for the 12-week period.

Beth Conner, director of marketing, Asian brands, of Houston-based
Windsor Foods (www.windsorfoods.
com), also says that consumers have

Ramar Foods International (www.
ramarfoods.com), Pittsburg,
Calif., has a growing line of
Filipino foods under the Kusina
banner. Products include Chicken
Adobo, Chicken Lumpia, Vegan
Lumpia and a Pancit Kit. Filipinos
comprise the second-largest Asian
demographic in the United States.

cut down on their restaurant visits
due to the economy and have been
seeking restaurant-style frozen foods
as a replacement. “Asian foods are
perceived to be diﬃcult to cook from
scratch, so consumers would prefer
to purchase them. As a cuisine, Asian
has become quite popular in recent
years and it isn’t surprising that the
popularity has found its way to the
freezer case,” she says.

WINDSOR SAILS AHEAD
In the frozen appetizers/snack rolls
category, Windsor’s Tai Pei brand
was up 21.8% to $53,312,710 and

‘According to a Mintel study there
are 40,000+ Asian-inspired restaurants nationally with year over
year growth of more than 9%.’
units climbed 13.1% to 13,638,900
in all outlets in the 52 weeks ending Oct. 7, according to SymphonyIRI Group. For the 12-week
period, the brand was ahead 11.7% to
$11,901,510, but oﬀ 6.3% to 2,806,093
units due to the introduction of

SPOTLIGHT: ASIAN

larger-size packages.
Fe Springs, Calif. “Unfortunately it
The Asian entree category has grown to nearly $1 bilseems like the focus on the product
lion in sales, with sales ﬂat in the latest 52 weeks after
was more price-driven than qualityexperiencing phenomenal growth in the past two to three driven and those brands have sufyears, according to Joe Kent, director of frozen sales, Infered recently. As consumers become
novAsian Cuisine (www.innovasiancuisine.com), Tukmore aware of true Asian ﬂavors I
wila, Wash.
think you will see more authentic
While the largest national brands have cooled after ex- Asian products emerge. I believe that
ceptional growth,
consumers want
regional brands,
more exotic ﬂavors
InnovAsian
including InnovAand more value, but
Cuisine is one
sian, have grown
not cheaper, lower
of the regional
substantially
quality products,”
brands that has
BY MATHEW MANDELTORT
in the latest 52
he says.
seen substantial
Two
things
are
weeks, says Kent.
growth over the
sian cuisine continues to grow in the
positively
aﬀecting
“Asian cuisine is
past year.
foodservice industry, especially in the
the
sale
of
Asian
expanding expoFast Casual segment of the Limited
foods, according to Keeland. “The ﬁrst
nentially, from
Service Restaurant channel. The number of
is the impact of a global economy. That
restaurants and
units in the segment climbed 4.3% from 2010
has brought an increase in population
local markets to
to 2011.
in the United States from people from
the home cook
Asian countries, and they have brought
exploring new
LEADING FAST CASUAL ASIAN CHAINS
their cuisines to the U.S. The second
ﬂavors. ConsumCompany name
2011*
% Chg
is the evolution of The Food Network
ers want authentic
Panda Express
1,400
4.8
and the exposure that it has brought to
Asian ﬂavors that
Pei Wei Asian Diner
170
1.2
new cuisines.”
they can prepare
Noodles & Company
284
11.4
in the conveniPick Up Stix
71
(4.1)
45% GROWTH
ence of their own
Leeann Chin
42
0.0
“The Asian population in the United
kitchen that rep* Number of units, according to Technomic, Inc.
States grew by 45% in the last decade.
licate a restaurant
This is exposing Americans to many
or typical takeout.
Broomﬁeld,
B
ﬁ ld C
Colo.-based
l b dN
Noodles
dl & C
Company
new regional cuisines and ﬂavor proAccording to a
serves made-to-order noodle and vegetable
ﬁles. Although Asian cuisine in general
Mintel study there
bowls with Asian, Mediterranean and Amerihas gone mainstream, we are seeing
are 40,000+ Asiancan inﬂuences. Also on
an inﬂux of more new and exciting
inspired restauthe menu: soup, salad,
ﬂavors that will drive more innovation
rants nationally
bread and side dishes
and growth in the freezer aisle,” says
with year over year
for lunch and dinner.
InnovAsian’s Kent.
growth of more
Many dishes can be
Keeland believes that retailers’ merthan 9%. Asian is
cooked to accommochandising strategy needs to be tailored
not a trend, it is
date speciﬁc vegetarto a store’s neighborhood and clientele.
now mainstream,”
ian tastes. Specialties
“In urban areas with large Asian popuhe notes.
include Japanese pan
The introduclations each ethnicity (Chinese, Japanoodles with broccoli,
tion of major
nese, Korean, Indian, etc.) can have its
carrots, shiitake mushnational brands in
own section because the consumer base
MATHEW
rooms, Asian sprouts,
the last ﬁve years
understands the depth of the food ofMANDELTORT
black sesame and
has increased
ferings. In emerging/growing Asian arcilantro. The chain recently added slow-braised
the awareness of
eas, I think the top types of each Asian
pork to the menu, the ﬁrst naturally raised prothe overall catfood should be stocked and grouped
tein
on
the
Noodles
&
Company
menu.
egory, according
by subcategory, such as appetizers and
to Mike Keeland,
entrees.”
Mathew Mandeltort is a senior consultant with
general manager,
When it comes to merchandising,
Chicago-based Technomic (www.technomic.
processed foods
InnovAsian’s
Kent says his company
com), a leading fact-based consulting and redivision of Dayalways
asks
this
simple question: “If
search ﬁrm serving the food industry for more
Lee Foods (www.
you
are
heading
out to grab takeout
than 45 years.
day-lee.com), Santa
from an Asian restaurant, do you go to

ASIAN RESTAURANT
UNITS CLIMB 4.3%

A
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three separate locations to buy your
sites, as well as on company Web
entree, side dish and appetizer? Or
sites and in-pack and on-pack. “Many
would you expect to ﬁnd them in one times it is good to focus on promoting
location? It is the same concept we
items that have mass appeal and that
strive for in the freezer aisle. Let’s
Americans are used to. For example,
make it easier for the consumer to
thanks to restaurants introducing it,
shop the aisle when they have their
Mandarin Orange Chicken has very
mind set on Asian foods. With Asian high awareness. A product like that is
becoming so mainstream, promoting a good way to allow new consumaround celebrations such as Chinese
ers to the category to try it with
New Year with POS, displays and
very little risk,” he says.
Keeland would like to see retailtrial-driving merchandising events
ers become a little more advencould really help drive incremental
turous in trying new products.
sales. Whether a consumer wants to
“Consumers are more aware of
purchase an entire frozen meal or
new foods than ever before and
simply augment it with some frozen
products, advertising complementary they like trying the newest ﬂavors.
Some retailers can get stuck in
items such as Asian sauces and rice
products can help provide incremen- just making sure they have the
tal sales and give consumers ideas for staple items that they have had for
the last 20 years. While that is a safe
meal solutions.”
Kent says that the home cook is
strategy it is not going to enable them
looking for the full experience of an
to maximize the growth potential of
Asian restaurant, without going out.
the category,” he says.
As with more mainstream products
“Oﬀering choices for appetizers, main
entrees, as well as side dishes provide it seems that microwaveable meal kits
are becoming more popular,
an entire Asian experiaccording to Keeland. Asian
ence. We like to provide
foods are also evolving, he
our customers with mix
says. “They were once associand match options all
ated with high sodium, msg,
in one door. That’s why
and high fat. Many of the
we promote the Asian
Asian foods out there now
destination regardless
have healthy ingredients and
of brand. Let’s make it
are much lower in sodium,
easier to shop the aisle.”
have no trans fats and no msg
Windsor Foods’ Conadded.”
ner points out that some
The Asian section
retailers have created
continues
to expand, but
an “Asian meal soluAjinomoto
space
is
always
a concern
tion” section where they
Frozen Foods
for retailers, according to
merchandise entrees and has added a new
InnovAsian’s Kent. “While
appetizers together. “This two-serving size
we have seen many retailshelf set is consistent
to its Simmering
ers create Asian sections,
with how consumers eat
Samurai lineup.
improvement in terms
Asian food at restaurants.
of signage and creating a
Retailers can create an
destination is needed. Obviously inAsian set to beneﬁt from the natural
inclination to purchase both appetiz- store ads, displays and merchandising events can drive awareness and
ers and entrees for a meal,” she says.
trial, but also external digital and PR
‘TEACH CONSUMERS’
eﬀorts help. Creating an ‘Asian DesDay-Lee’s Keeland says that the best
tination’ in the freezer aisle can help
way to increase trial and usage is
drive awareness and bring better visto teach consumers how to use the
ibility to the array of Asian oﬀerings
product. This, he adds, can be done
available today,” he says.
There are so many Asian foods now
through recipes on a variety of Web
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that retailers can cross-merchandise,
such as soy sauce displays by the
Asian frozen food door or demonstrating these types of items together,
according to Ajinomoto’s Sakamoto.
Sakamoto says a lot more Korean
foods are coming out. “They are not
quite where Chinese and Japanese
Thanks to restaurants
introducing it,
Mandarin Orange
Chicken has very high
awareness. It’s a good
item to introduce
new consumers to the
category with very
little risk, according to
Day-Lee Foods.

foods are, but they are a growing
segment.”

INNOVASIAN GOES SOCIAL
InnovAsian has improved greatly in
its usage of social media to promote
Asian food products, according to
Kent. “We engage our customers
consistently through our Facebook
page where fans tell us about products they like, improvements they’d
like to see, and we can always use
them as a sounding board for new
and improved recipes. Open dialogue
between our fans and our team keeps
us proactive in new product development. We also are engaging digital
inﬂuencers to create awareness to
our brand’s quality, variety and
value,” he says.
InnovAsian will be reintroducing
three new and improved recipes at
the beginning of 2013. Chicken Lo
Mein will now have grilled chicken
breast and a newly formulated sauce
and vegetable blend; Beef & Broccoli
will have restaurant-quality beef,
more broccoli and a new sauce; and
Sweet & Sour Chicken will have 30%
more tempura chicken breast.
Although he wouldn’t give
any details, Sakamoto says that
Ajinomoto will be launching some
innovative foods using its technology from Japan that will be totally
new to the market. Q

SPOTLIGHT: PIZZA & DOUGH

8 KEYS
TO PIZZA
GROWTH
Here are eight important things
that need your attention if you
want to increase your pizza sales.
BY WARREN THAYER

F

rozen pizza slipped by 2.8% to
$971.8 million in the 12 weeks
ended Oct. 7, according to
SymphonyIRI Group, the Chicagobased market research ﬁrm. The data
is for supermarkets, mass-market
retailers including Walmart, drugstores, military commissaries and
select club and dollar retail chains.
Among the top 10 brands, only
Red Baron (up 11.4%) and Jack’s
Original (up 7.6%) posted dollar
gains. Private label was oﬀ by 6.4%.
Several smaller and regional brands
have been thriving, however. Frozen
pizza crusts and dough jumped by
55.9% to $6.1 million.
Refrigerated pizza and pizza kits
were down by 4.1% to $73.1 million,
while refrigerated pizza crusts
and dough were ahead by 0.7% to
$27.1 million.
So what’s going on, anyway? Plenty,
according to the Mintel Group, the
research ﬁrm with U.S. oﬃces in Chicago and New York. The crusts and
doughs segment is performing well
because a growing number of shoppers like the way they can customize
their own pizzas with diﬀerent toppings, according to Mintel’s Pizza At
Retail report, published in July. Some
82% of consumers consider a speciﬁc
topping or ﬂavor a purchase driver.
Also, refrigerated take-and-bake pizzas are seen as “fresher.”
Consumers often see little diﬀerence in quality between brands and
private label, and older shoppers are
put oﬀ by not-so-healthy ingredient
lists.
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There are signiﬁcant economic and
demographic factors aﬀecting the
entire pizza category, in both frozen
and refrigerated. Here’s a look at
some key ones.

1.

The slowly recovering
economy is boosting sales
at pizzerias and taking share away
from supermarkets. Mintel forecasts
that 2012 sales of pizza (including not
just pizza but also sauces and components) in all retail channels will
drop by 2% to $5.3 billion. By comparison, it estimates sales in pizza
restaurants between 2010 and 2011
rose by 2.2% to $33.6 billion. “Frozen
pizza has been losing the innovation
battle with takeout/delivery chains,”
Mintel’s report says. It cites as an
example Pizza Hut’s recent launch
of Dinner Boxes, which
include pizza, breadsticks
with marinara sauce,
cinnamon sticks with
icing, and chicken wings.
It suggests that retailers
cross-promote pizza with
salad, chicken wings or
even garlic bread. Manufacturers, it says, could try
frozen pizza packaged with
frozen bread or frozen
chicken wings, to create a
full meal.

2.

3.

There are relatively fewer
households with kids, and
kids drive pizza sales. According to
Mintel, only 59% of households without kids had eaten frozen pizza in the
past month. That percentage jumps
to 64% in households with one child,
to 77% of households with two kids
and 79% in households with three or
more kids. The number of households
with kids has been declining, while
the number of kids per household has
been slowly climbing. But with more
consumers worried about childhood
obesity, more healthful products with
nutritional beneﬁts are likely to gain
share, so long as they taste good.

4.

Hispanics, Asians and
blacks are growing more
rapidly than whites. Between 2011

The senior population is growing,
but younger people eat
more frozen pizza. Mintel
says 70% of adults aged 183DOHUPR·V3L]]DLVRQHRIWKHVPDOOHU
24 reported having eaten
brands seeing rapid growth. The company
frozen pizza in the past
VD\VLWV¶SL]]HULDVW\OH·FUXVWLVEULQJLQJ
month, compared with
DPRUHSUHPLXPSURӾOHWRFRQVXPHUV
63% of those aged 45-54,
wanting a middle-thickness crust style.
62% aged 55-64 and 53%
of those aged 65 and older.
and 2016, Mintel forecasts that the
The share of consumers aged 15-24
Hispanic population will grow the
is growing 2.4% annually, compared
fastest, up by 15.8%. Asians are next,
with 48.1% for people aged 65-74.
at 14.4%, with the black population
What’s more, people over the age of
expected to increase by 5.6% and
65 are much more concerned about
whites by 3.9%. The total population
heart disease, strokes and other
is predicted to see an increase of
health conditions, and seek more
4.9%. While the growth rate is slower
products that are lower in sodium,
for blacks than Hispanics and Asians,
cholesterol and fat.
this segment reports eating the high-
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There’s one brand of frozen pizza that continues to be
a hot seller in the freezer section. Palermo’s. No one
is more passionate about great pizza. Our obsession
with the details, big and small, makes Palermo’s the
perfect choice for pizza lovers. It’s no wonder we’re
helping retailers increase frozen pizza sales.
To find out how to share in this remarkable growth
and fire up your category sales, call Don Ostergren,
our VP of Sales, at 800-800-7912.
Visit us online at stockpalermos.com

© Palermo Villa Inc. 2012
*Nielsen NITRO Total U.S. Food $2MM+ for the 52 weeks ending 12/24/2011
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est number of frozen pizzas in the
past 30 days.

5.

Larger brands have been
stumbling. According to
SymphonyIRI Group, eight of the top
10 brands have posted dollar declines
in the 12 weeks ended Oct. 7. The
data is for supermarkets, mass market
retailers including Walmart, drug-

of 16.8% between 2007 and 2011, although percentages varied from year
to year. “Almost every product claim
declined in 2011, with the exception
of ‘no additives/preservatives,’ which
also seems to be an attribute that
consumers are seeking,” Mintel says.
According to Mintel’s consumer
research, 36% of consumers consider
such an attribute important when
purchasing frozen and
refrigerated pizza. Allergen-related, gluten-related
and low-fat claims have
gained strength among
new launches over the
past year.

7.

“Therefore, frozen pizza manufacturers need to better diﬀerentiate from other brands, emphasizing
the quality of their ingredients and
oﬀering such products as pizza kits,
including pizza and such other items
as breadsticks or even a protein, that
provide a complete dinner for the
entire family to enjoy,” the Mintel
report says.
Fully 41% of consumers see private
label as comparable to the brands,
and nearly half of consumers aged
18-34 feel private label tastes the
same as the brands.

8.

‘Natural’ and ‘organic’ are
not key purchase drivers
of frozen and refrigerated pizza.
When buying pizza, 43% of shoppers see ‘all-natural ingredients’ as
important and 27% consider ‘organic
ingredients’ important. “This could
be driven by the fact that frozen
pizza is such a processed product
that many may ﬁnd it diﬃcult to
associate it with the word ‘natural,’”
according to Mintel. “Additionally,
many consumers may not see the
beneﬁt of having organic ingredients
on a processed product. Therefore,
manufacturers and retailers should
consider simplifying the ingredient lines or highlight the beneﬁts of
organic food by telling the story of
the origin of the ingredients on the
package,” Mintel says.

Brand loyalty
is weakening;
quality is important.
Price is important to 75%
of frozen and refrigerated
pizza buyers, but 60% are
willing to spend more on
higher-quality pizza and
41% serve higher-quality
pizza to their guests,
Mintel says. Some 48%
of shoppers buy frozen
Annie’s Homegrown has launched a line of
pizza based on price or
rising crust pizzas with ‘better-for-you’
sale rather than the brand.
ingredients. Items are: BBQ recipe chicken,
At the same time, 61% of
four cheese, and uncured pepperoni.
shoppers see the brand as
stores, military commissaries and
an important purchase driver, sugselect club and dollar retail chains.
gesting that if they see the value, they
As noted earlier, only Red Baron and
will buy it instead of private label.
Jack’s Original saw
increases during the
period. Private label,
which was oﬀ by 6.4%,
FREQUENCY OF PURCHASE BY CHANNEL
holds a 10.2% share of
FREQUENCY
ADULTS 18+ GROCERY STORE DISCOUNT STORE
CLUB STORE
market. Seven of the
Once a week
14.3%
12.9%
17.0%
9.0%
top 10 brands were
2-3 times a month
23.3%
22.0%
26.8%
16.4%
down by more than the
Once a month
22.5%
22.4%
23.3%
22.6%
2.8% decline reported
Every other month
12.7%
14.6%
11.1%
16.3%
for the pizza segment
Other
11.2%
12.4%
10.3%
12.8%
as a whole.
Never
16.0%
15.7%
11.5%
22.9%
New product
Total
100.0%
100.0%
100.0%
100.0%
introductions
Once a month
have been slowing;
or more often
60.2%
57.3%
67.2%
48.0%
fewer health claims.
Source: Monthly Consumer Survey, October 2012, BIGinsight (www.biginsights.com),
Mintel notes that the
Worthington, Ohio.
number of introductions declined a total

FROZEN PIZZA

6.
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PIZZA & DOUGH
Total U.S. multi-outlet (supermarkets, mass market retailers including Walmart, drugstores, military commissaries and
select club and dollar retail chains) for the 12 weeks ended Oct. 7, according to SymphonyIRI Group, the Chicago-based
market research ﬁrm. Percent change is versus the same period a year ago. Data is for brands as originally trademarked
and may not include line extensions. Brands with sales under $200,000 not listed; “% w/merch” in chart is percentage of
volume sold with merchandising support, such as a feature ad or display.
CATEGORY
$ SALES
% CHG
UNIT SALES
% CHG
VOLUME
% CHG % MERCH POINTS CHG
TOTAL FROZEN PIZZA $977,844,000
(2.6)
317,649,400
(0.7)
317,614,800
0.3
49.69
4.7
PIZZA
$971,769,800
(2.8) 315,830,800
(0.9) 315,702,000
0.1
49.80
4.7
DiGiorno
$236,952,900
(3.2)
41,833,020
(3.0)
70,631,460
(1.3)
36.74
(1.0)
Red Baron
$104,827,400
11.4
29,525,180
20.5
36,495,710
21.2
58.43
7.1
Private Label
$98,698,160
(6.4)
35,115,610
(1.7)
36,189,920
(4.0)
40.36
6.7
Totino’s Party Pizza
$74,704,560
(5.8)
56,499,380
(9.4)
36,883,300
(9.2)
52.40
2.2
Tombstone
$68,221,680
(3.5)
18,570,200
2.5
25,943,190
2.8
67.17
20.1
Jack’s Original
$43,947,600
7.6
16,055,040
15.2
17,020,800
15.3
76.68
17.4
California Pizza Kitchen $32,253,230
(14.4)
6,421,835
(13.7)
4,933,223
(7.7)
40.40
(12.4)
Freschetta
$30,803,000
(9.7)
6,083,547
1.2
9,020,096
2.2
59.44
9.0
Tony’s
$23,071,520
(16.7)
10,735,840
(3.6)
9,187,642
(2.3)
61.97
(0.4)
Stouffer’s
$21,029,240
(1.3)
7,378,637
1.4
5,664,522
0.3
44.11
(3.4)
FZ PIZZA CRUSTS/DOUGH $6,074,284
55.9
Freschetta
$1,680,775
27.8
Private Label
$1,142,874
1,349.4
Udi’s
$880,505
72.9
Kinnikinnick Foods
$291,162
1.4
Delimex
$225,118
*

1,818,516
428,137
370,153
171,850
34,658
46,436

40.5
24.7
792.2
75.8
0.9
*

1,912,826
335,791
431,387
85,925
45,489
47,889

42.7
49.1
916.5
75.8
0.9
*

30.42
37.36
55.66
42.90
5.99
60.67

14.8
12.8
27.7
3.7
(0.8)
*

RFG PIZZA/PIZZA KITS $73,115,280
Private Label
$54,900,950
Mama Rosa’s
$9,613,528
Uno
$1,804,437
Family Finest Make N Bake $1,052,954
Donato’s
$988,405
Nardone’s
$985,334
Hormel
$663,393
Reno’s
$414,075
Vicolo
$384,500

(4.1)
(1.8)
(8.4)
(32.6)
215.1
(28.9)
9.4
838.2
(38.3)
13.2

12,545,560
7,643,998
3,082,382
484,595
191,462
120,949
187,943
340,879
60,070
45,871

(3.6)
(2.7)
(8.8)
(20.6)
216.8
(32.7)
7.9
859.1
(48.2)
10.9

24,337,790
17,602,100
4,099,132
814,135
299,159
154,275
364,814
85,220
154,820
47,004

(5.6)
(3.0)
(9.8)
(18.2)
216.8
(34.6)
7.9
859.1
(45.4)
10.9

22.0
19.5
34.9
14.4
2.4
42.8
39.3
20.5
7.5
13.3

(6.0)
(5.5)
(5.7)
(18.1)
(2.2)
(1.8)
0.0
18.7
(3.9)
(14.2)

RFG PIZZA CRST/DGH $27,108,450
Pillsbury
$9,970,090
Mama Mary’s
$9,100,171
Private Label
$5,151,796
Birrittella’s
$633,029
Guttenplan’s
$538,066
Wenner
$260,686

0.7
(3.3)
15.8
(15.1)
5.4
21.6
24.6

10,470,890
3,780,548
2,513,359
2,619,618
335,573
506,801
134,338

4.2
(3.9)
18.7
1.6
4.5
31.0
23.0

9,775,556
3,013,289
2,543,493
2,833,648
314,600
285,075
134,338

2.4
(3.0)
18.5
(4.9)
4.5
31.0
23.0

24.5
23.3
25.5
30.0
1.1
22.1
16.8

1.3
3.7
(8.1)
6.6
0.0
8.6
(9.6)

* Number is either not available or very high, indicative of a recent launch working off a small base.
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Schar gluten-free
frozen sales will
your proﬁts

We Care! Schar is the preferred gluten-free brand
in terms of taste, quality and variety.

The USA leader
in shelf stable,
gluten-free
breads is
expanding into
the freezer.

With Sales per Point of $8,570*, the Schar brand is the USA leader in the ambient format of
gluten-free bread and is expanding into frozen, leveraging its competitive advantages of:
1. Broad European product portfolio including frozen items.
2. A world-class research and product development center located in the AREA
Science Park in Trieste, Italy focusing on quality and innovation.
3. A rigorous production process including the selection of raw materials and
production standards that are well under <20 ppm maximum gluten content
standard established by CODEX.
4. A new dedicated gluten-free facility in Swedesboro, NJ, opened in June 2012.
*Source: SPINS all outlet 52 weeks through June, 2012 Sales Per Point Schar ambient bread

The current line of frozen products include Hearty Frozen Regular & Multigrain bread, Bonta d’ Italia Cheese
Pizza, and Plain & Cinnamon Bagels – with a strong pipeline of new products planned for 2013 and beyond.
For sales information contact Don Braun at don.braun@drschar.com
# 1 IN GLUTEN-FREE

Learn more at www.drschar.com and www.schar.com

A BRAND OF

SPOTLIGHT: BEVERAGES & MILK

NON-DAIRY

DRINKS GAIN
Low-fat and whole milk sales
continue to decline, although
ﬂavored and value-added milks
show strength.
BY DENISE LEATHERS

A

lthough milk sales continue
to fall, dipping another 4.8%
to $3.52 billion across outlets
during the 52 weeks ended Oct. 7,
there is cause for optimism. While
the two biggest subcategories, skim/

Flavored milk sales
are getting a lift
from chocolate milk’s
positioning as a postexercise recovery
beverage.

low-fat (-6.8%) and whole (-5.5%)
both saw dollar sales tumble,
Chicago-based market research
ﬁrm SymphonyIRI Group reports
a 16.1% increase in sales of milk
substitutes/soy milk, now at nearly
$231.55 million. The ﬂavored milk/
eggnog/buttermilk subcategory
(+2.8% to $186.62 million) also saw
its sales rebound, thanks in part to
an improving economy.
While soy milk remains the best-
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selling dairy milk alternative, its sales
fell 4.1% while sales of almond milk
shot up 51.3%. Among the top 10
milk substitute brands, the two biggest gainers were Silk Pure Almond
(+60.3%) and Blue Diamond Almond
Breeze (+52.3%).

ALMOND MILK
DRIVES GROWTH
“One of the reasons for almond
milk’s popularity and sales growth is
its availability in half-gallon and gallon sizes in the refrigerated section as
opposed to in the aseptic milk aisle,
hidden from plain view,” according
to an April 2012 report by Londonbased Mintel. Although aseptic milk
has been well-accepted
in dairy-deﬁcient
countries, it’s been
slow to catch on here
in the states, despite
its portability.
The almond milk
segment is also getting a boost from
the introduction
of coconut almond
milk. According to
Marne Evans, director of marketing at
Pasadena, Calif.-based
Caliﬁa Farms (www.
caliﬁafarms.com),
the company’s new
coconut almond milk
blend “combines two
nutritional powerhouses in a single
product: calciumand vitamin-rich almonds and good-foryou coconut oils.” It’s
slated to hit the shelves in February.
In the ﬂavored milk subcategory,
gains were driven mostly by Dean
Foods’ new TruMoo chocolate milk
(www.trumoo.com). Oﬀered under
various Dean brands, the product
contains 15% to 20% less sugar
than regular ﬂavored milk and no
high fructose corn syrup. The three
biggest gainers among the top 10 ﬂavored milk brands are all TruMoos.
Flavored sales are also getting a

lift from chocolate milk’s positioning
as a post-exercise recovery beverage,
reports Vivien Godfrey, CEO of the
Milk Processor Education Program
(MilkPEP), Washington, D.C. (www.
milkPEP.org). “The message has already gained traction among serious
athletes, leading to sales increases
within the category,” she explains,
citing the success of products like
Shamrock Farms’ Rockin’ Refuel
lineup (www.rockinrefuel.com).
Despite overall losses, there are
also some bright spots in the regular
skim/low-fat and whole milk subcategories, particularly among valueadded products. Organic, Omega3-fortiﬁed, glass bottle, 16-ounce and
96-ounce, and lactose-free milks are
all experiencing growth, according
to Marilyn Wilkinson, director of
national product communications
for the Wisconsin Milk Marketing
Board, Madison, Wis.
The children’s market also has
potential. Smart Balance (www.smart
balance.com) recently introduced an
age-speciﬁc line fortiﬁed with DHA
and Omega-3s that targets diﬀerent
stages of child development.

JUICE SALES UP 1.7%
The two largest refrigerated juice
subcategories, orange juice (-0.4%)
and fruit drink (-1.4%) registered
slight losses. But big gains by the
juice and drink smoothies (+37.0%),

While soy milk remains
the best-selling dairy
milk alternative, its
sales fell 4.1% while
sales of almond milk
shot up 51.3%.
all other fruit juice (+11.7%), vegetable juice/cocktail (+19.4%), and
cranberry cocktail/drink (+612.3%)
segments helped push the category
ahead 1.7%. The latter two were
driven by a single dominant brand
(Bolthouse Farms in vegetable juice/
cocktail, newcomer Simply in cran-

berry cocktail/drink). But all 10 of the best-selling juice
artiﬁcial ﬂavors and preservatives, “Harvest Select is
and drink smoothie brands saw their sales expand while made with real fruit juice and contains 100% the daily
the top ﬁve all other juice brands posted gains. Prodvalue of vitamin C in every glass,” says Miller.
The company also introduced a variety of on-trend
ucts to watch include drink/smoothie newcomer Silk
superfruit blends, as well as a pair of frozen iced tea
Fruit&Protein, which already owns the No. 6 spot, and
concentrates.”The ready-to-drink tea category remains
Caliﬁa Farms’ Cuties (+176.1%) in all other fruit juice.
The all other fruit juice segment notwithstanding, a
strong, and we believe that consumers will appreciate
recent report by Mintel reveals 100% fruit juices continue an aﬀordable, multi-serve, make-at-home option,” says
to lose share to less expensive fruit drinks, which are also Miller. Q
seeing a higher
rate of innovation. Interest in
more aﬀordable
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
juice options
dollar stores for the 12 weeks ended Oct. 7, according to SymphonyIRI Group, the Chicago-based
market research ﬁrm. Percent change is versus the same period a year ago. Data is for the brands as
is also helping
originally trademarked and may not include line extensions. Only subcategories with at least
slow the rate of
$1 million in sales during the period are listed.
frozen juice concentrate losses
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
(-9.1%).
MILK
$3,517,978,000
(4.8) 1,215,662,000
(1.2) 7,301,265,000
(1.7)
“Frozen juice
Skim/Lowfat Milk
$2,209,677,000
(6.8)
761,246,100
(3.0) 4,871,404,000
(3.0)
concentrate
Whole Milk
$870,576,500
(5.5)
291,459,000
(1.7) 1,853,064,000
(1.7)
space has been
Keﬁr/Milk Sbsts/Soy Milk
$231,548,800
16.1
70,795,020
16.9
281,577,500
16.4
shrinking durFlvrd Milk/Eggnog/Bttrmlk $186,615,500
2.8
83,757,730
5.7 274,060,800
5.7
ing the past
Milkshakes/Non-Dairy Drinks $19,560,750
(0.9)
8,404,445
(7.5)
21,160,020
(4.4)
decade,” reports
RFG JUICES/DRNKS $1,364,046,000
1.7 495,825,300
(0.7) 30,834,200,000
(4.4)
Kevin Miller,
Orange
Juice
$719,426,200
(0.4)
212,980,300
(2.7)
14,471,080,000
(3.6)
vp of marketFruit
Drink
$252,244,600
(1.4)
142,173,100
0.2
9,431,089,000
(6.6)
ing at Sparta,
Lemonade
$127,142,600
1.8
62,778,970
(4.1) 3,807,431,000
(4.3)
Mich.-based
Juice
and
Drink
Smoothies
$108,027,000
37.0
32,531,720
34.5
771,356,200
50.2
Old Orchard
Blended Fruit Juice
$64,942,490
(10.4)
19,727,200
(18.6) 1,071,526,000
(14.4)
Brands (www.
Grapefruit
Juice
$20,082,130
(0.6)
5,960,677
(4.1)
348,428,500
(4.3)
oldorchard.
All
Other
Fruit
Juice
$14,532,110
11.7
2,963,765
21.6
79,523,150
1.7
com). “But this
Vegetable
Juice/Cocktail
$14,464,990
19.4
3,514,350
22.0
126,566,000
11.1
year we saw
Cider
$12,959,780
(14.8)
2,993,638
(31.5)
261,798,200
(36.3)
some of our
Apple
Juice
$10,714,380
(8.0)
3,654,362
(14.0)
173,243,200
(12.3)
grocery partners
Cranberry
Cocktail/Drink
$7,618,005
612.3
2,666,046
557.8
107,056,700
657.7
allocate more
Fruit Nectar
$3,830,475
(12.6)
1,435,126
(18.0)
90,983,340
(18.2)
space,” a shift
Pineapple Juice
$3,183,212
(5.6)
1,033,702
(11.9)
61,050,960
(11.9)
he attributes
Juice/Drink Concentrate/Syrup $1,771,704
6.8
96,342
(3.1)
3,527,252
(1.8)
to the poor
Grape Juice
$1,330,825
(18.0)
550,912
(2.9)
18,714,620
(28.0)
economy and
Lemon/Lime Juice
$1,161,753
(2.5)
595,741
(2.3)
4,241,761
(3.0)
the product’s
“fresh-whenRFG TEAS/COFFEE
$201,782,100
32.1
88,085,280
21.2 7,264,147,000
15.4
you-make-it”
Teas
$163,877,300
11.9
77,694,540
10.1 6,711,662,000
7.4
appeal. To
Ready-to-Drink Coffee
$37,329,500
538.3
10,304,630
400.0
550,381,700
1,112.2
better accomFROZEN JUICES
$94,581,140
(9.1)
53,319,100
(10.0)
159,916,900
(12.5)
modate value
Orange Juice Cncntrt
$30,503,900
(12.6)
16,356,240
(12.1)
50,066,470
(13.9)
seekers, Old
Drink/Cocktail Drnk Cncntrte $21,561,960
(3.2)
11,226,410
0.7
21,732,570
(12.2)
Orchard rolled
Lemonade/Limeade Cncntrt $16,544,880
(7.9)
11,732,540
(10.5)
46,748,020
(10.3)
out a line called
Blended Fruit Juice Cncntrt
$5,546,678
(15.4)
3,207,889
(20.0)
9,605,220
(20.0)
Harvest Select
Cocktail Mixes
$5,535,075
(13.2)
2,032,408
(15.8)
5,643,691
(7.5)
that retails for
Apple Juice Concentrate $5,329,060
(8.3)
3,693,313
(15.2)
11,153,940
(15.2)
99 cents. While
Grape Juice Concentrate $5,236,417
(6.1)
2,602,883
(9.2)
7,608,225
(9.0)
products at that
Crnbry Jc/Blnds Jc/Drnk Cncntrt $2,329,072
(14.9)
1,286,379
(18.9)
3,823,600
(18.8)
price point typiOther Vegetable/Fruit Juice
$1,564,158
11.7
920,378
6.0
2,753,218
6.4
cally contain
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ROSENBUSCH
TO LEAD GCCA
Corey Rosenbusch is promoted to president and COO;
Bill Hudson remains CEO, will retire in April 2014.

C

orey Rosenbusch, CAE, has been promoted to
president and COO of the Global Cold Chain
Alliance (GCCA) and its core partners. He had
been vice president of the organization.
GCCA is comprised of four core partner associations:
the International Association of Refrigerated Warehouses (IARW), the World Food Logistics Organization
(WFLO), the International Refrigerated Transportation
Association (IRTA), and the International Association
for Cold Storage Construction (IACSC). Rosenbusch
will serve as president and COO for all four core partners, based at GCCA headquarters in Alexandria, Va.
Rosenbusch’s promotion marks the beginning of a
leadership transition for GCCA, as Bill Hudson transfers his responsibilities to
Rosenbusch. Hudson, who
has served as President
and CEO of GCCA for 30
years, will retain the title
of CEO until his retirement from GCCA in April
2014. He will remain active
in the industry and serve
as an ambassador for the
organization beyond his
2014 retirement date.

7 YEARS WITH GCCA
Rosenbusch has served
COREY ROSENBUSCH
GCCA for the past seven
years as vp, overseeing government aﬀairs, international
programs, and membership services. Before joining
the association, Rosenbusch served as the director of a
Texas A&M University cold chain development project
in Indonesia.
Rosenbusch holds a master’s of education degree in
international development from Harvard University,
and a bachelor of science degree in Agricultural Education from Texas A&M.
“Corey’s diverse international background, knowledge of our industry, and leadership skills will take us
forward into what I know will be a strong future,” said
David Harlan, chairman of the IARW.
Rosenbusch was identiﬁed by a transition committee
led by Mark Blanchard, a past chairman of IARW.
“This is the second time in 56 years that we’ve appointed a new president,” said Hudson. “Corey’s as-
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sociation management experience and past record of
service to this industry make him the right person to
lead GCCA and its core partners into the future.”
“As we welcome Corey as our new president and
COO, I want to thank Bill Hudson, who has secured
our organization’s position
as the world’s preeminent
cold chain association,”
said Harlan. “Now, Bill has
ensured our organization’s
successful future by guiding
this transition and preparing
Corey for his new role.”
As president and COO,
Rosenbusch will work closely
with association leaders
to provide programs and
services that assist members
and strengthen the global
cold chain. “I am honored to
have the opportunity to conBILL HUDSON
tinue to serve GCCA and its
core partners,” said Rosenbusch. “With the guidance of
our leadership, we will continue to provide world-class
education and training to our members while expanding
the presence of GCCA on an international stage.” Q

USCS BUILDS
IN OMAHA

U

nited States Cold Storage, Voorhees, N.J., is
building a 3.5 million-cubic-foot refrigerated distribution center in Omaha, Neb. The project will
completely revitalize the company’s 30th Street location, a rail-served site in the city’s historic meat-packing
district.USCS built the original warehouse in 1952 and
expanded it once in 1964.
Rod Noll, USCS vp and area manager-West region,
was among those evaluating the 30th Street location
and considering future business plans.
“Redeveloping this rail-served property provides the
best economic model and keeps us in close proximity to
many long-term customers,” says Noll. “We also believe
this modern facility will generate signiﬁcant new business because no one has built a cold storage facility in
Omaha during the past 30 years.”
One of two strategic Omaha locations, USCS’ 30th
Street warehouse handles boxed beef, sliced bacon,
deli meats and steaks. It also serves area processors of
breads, pastries, soups, potato products and even frozen
novelties. In addition to refrigerated and frozen storage, it oﬀers case picking, order assembly, blast freezing,
export and rail shipping services (Union Paciﬁc, BNSF).

Those services later will include product tempering
and expedited blast freezing once the new building is
completed in the second quarter of 2013. The ﬁnished
building will house 16,300 pallet positions. The site has
a build-out capacity of nine million cubic feet.
“We’re determined to protect and grow our market share in the Midwest,” says Dan Goodhard, USCS
Omaha General Manager. “We will accomplish this
with a more energy-eﬃcient building that also incorporates the latest security and food safety measures to
protect our customers.” Q

LOGISTICS LEDGER
Online registration for the 122nd IARW-WFLO Convention & Expo, set for May 5-8, 2013, in Hollywood,
Fla., is underway. For info, go to www.gcca.org.
Atlanta-based Americold (www.americold.com) is
introducing Xpedite, a 24/7 service providing coordination and expedited delivery of LTL and Full Truckload
shipments. The Xpedite service uses all modes of transportation to help shippers locate truck capacity for routine and urgent deliveries. “There are many expedited service companies in the marketplace. What sets Americold
apart is our focus and expertise in managing the transport of temperature-controlled
product,” says Greg Bryan, exec vp
of transportation at Americold.
While surfing
Accelos (www.accellos.com),
Colorado Springs, Colo., has
posted a terriﬁc blog entry on its
Web site: “How to Avoid WMS
Implementation Challenges.”
Go to the blog at the bottom left
of their Web site and scroll down
to Nov. 6. Good points, and informative reading.

Minn., is introducing its most environmentally
sensitive diesel trailer temperature control system
for multi-temperature operations. The goal is to meet
changing industry regulations and help food distributors achieve sustainability objectives and reduce high
fuel costs. The S-600M features a completely new diesel
direct electric (DDE) architecture that drives optimum
eﬃciencies and helps lower cost of ownership.
Railex (www.railexusa.com), the refrigerated distribution and logistics company with oﬃces nationwide,
reports saving 50 million gallons of fuel with its rail
transport system, and is on track to reach CO₂ reductions of one million tons this month. The company says
that it saves more than 200,000 gallons of fuel per week
resulting in three times fewer emissions compared with
long-haul truck delivery.
England Logistics (www.englandlogistics.com),
Salt Lake City, has acquired Portland, Ore.-based
Kampstra Transportation and Logistics (www.kamp
stratrans.com). Shaun Beardall, previously England Logistics’ director of container operations, becomes general
manager of Portland operations. He will oversee the integration of the new oﬃce and work to expand its footprint
as a full service freight brokerage oﬀering. All Kampstra
employees will join England Logistics, including Jim
Kampstra, who will serve as national account manager.

LinkedIn groups about logistics, we
came across a post about a new Gartner Group
report predicting that supply chain integrity will
be one of the top three security concerns for IT
departments by 2017. To learn more, go to blog.
runmyjobs.com and scroll down to the Oct. 31 post.

Los Angeles-based Rehrig Paciﬁc
Company (www.rehrigpaciﬁc.com) and Santa Clarabased Intelleﬂex (www.intelleﬂex.com) have formed
a strategic partnership to improve the quality and
traceability of temperature-sensitive products in
the cold chain. Rehrig is a manufacturer of reusable
transport packaging systems including plastic pallets,
distribution and display crates, and carts and containers. Intelleﬂex is a provider of on-demand data visibility
for cold chain asset management. The partnership will
create intelligent reusable transport packaging solutions
designed to improve cold chain operations management.
The technology will deliver on-demand data visibility
for proactively tracking and monitoring the temperature
and condition of temperature-sensitive products.
Thermo King (www.thermoking.com), Bloomington,

TempTRIP (www.temptrip.com), Broomﬁeld, Colo.,
has introduced a “one touch” UHF radio identiﬁcation temperature tag. The new credit-card sized tag
features a tactile button which is pressed to start and/
or mark temperature data at multiple points throughout
the product’s cold chain journey.
Preferred Freezer Services (www.preferredfreezer.
com), Chatham, N.J., has opened a 150,000-squarefoot rehabbed facility in Avon, Mass. It features
upgrades to refrigeration systems, racking equipment,
rooﬁng, freezer doors and a high-eﬃciency white
reﬂective roof membrane. The facility has LED lighting, a back-up generator, CCTV security system, wi-ﬁ
warehouse management systems, resurfaced lot and
enhanced landscaping. Q
DECEMBER 2012
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GETTING PERSONAL

BEATING CELIAC
Here’s how a dietitian coped after being diagnosed
with celiac disease. She offers inside information you
probably don’t know.
BY WARREN THAYER

I

can also be reﬂux, weight gain and constipation. Celiac
disease presents in so many ways.
What causes celiac disease?
You need to have three components. First, you need to
have the gene for the disease passed down to you. Second,
you have to be eating a wheat-based diet, which interacts
with the gene. And third, you need a trigger to set the disease oﬀ. My two daughters were tested and one of them
has the gene, but no sign of the disease yet. Celiac disease
aﬀects 1% of the population, but 30% of people have the
genetic markers.

t was unusual and ironic. Anne Lee, a career dietitian,
learned that she had celiac disease eight years ago while
running the nutrition education program at the Celiac
What was it like for you when you were ﬁrst
Disease Center at New York-Presbyterian’s Columbia
diagnosed?
University Medical Center in New York City. She was
Well, I felt very fortunate to have been working in the
working with Dr. Peter Green, the center’s director, who
ﬁeld for several years already, with access to expert inforsuggested having her pediatrician run a celiac panel test
mation. But when I ﬁrst went
on her then 14-year-old son.
into the grocery store to shop
The boy had stopped growing
for gluten-free products, it was
and developed attention issues
diﬃcult. You have to eliminate
— not the ﬁrst things that
wheat, rye or barley, but wheat
come to mind when you think
ﬂour is in so many products!
of celiac disease.
What helps most new paBut the test came back positients is being connected to
tive. Since there is a genetic
social media or a support group
component to the disease (it’s
so you can go to someone and
not a food allergy but an autosay, “How do I do this?” It can
immune disease), Lee was also
be overwhelming, and you can
tested. Once again, the results
feel very alone, navigating the
were positive.
supermarket trying to ﬁnd
Early in this process, some
products that are safe.
skeptics said “Oh, you think
everyone must have celiac disHow do you get information
ease” because of her work with
into people’s hands?
Dr. Green. But the symptoms
My favorite part of my job is doshe and her son exhibited were Anne Lee, left, at a trade show with Anna
ing educational groups, internet
not entirely typical of the dissessions or one-on-one phone
Ogaard, a Dr. Schar “ambassador” from
ease. They made some dietary
calls. I develop educational
South Dakota. Ambassadors are dietitians or
and lifestyle changes, and got
materials and try to put tools in
nutritionists who specialize in celiac disease
the disease under control.
people’s hands at www.schar.
and help at events in their area.
Today, Lee is studying for her
com. The site has a section
doctorate in nutritional education at Columbia Unicalled Ask Anne where people can send me questions to
versity. She’s also the director of nutritional services at
answer. Our company has dietitians whose role is educaLyndhurst, N.J.-based Dr. Schar USA, Inc. The European- tion, developing materials and having input on product
based company entered the U.S. market in 2007, and has
development so that it is not only gluten-free but healthy
just added a line of gluten-free frozen foods. We chatted.
and delicious.
What are some of the symptoms of celiac disease?
The classic symptoms are wasting, gas, diarrhea and the
recognition that something is going on in the gastrointestinal tract. But not everybody presents in that fashion.
Symptoms can be diﬀerent for children and adults. I had
some GI distress and anemia, but nothing that would
suggest this diagnosis. Adults with celiac disease can get
chronic anemia, bone loss, infertility, neurologic issues,
thyroid problems, diabetes and even heart failure. There

54 www.frbuyer.com

DECEMBER 2012

How’s your son doing today?
He’s healthy, and just graduated from Massachusetts
Maritime Academy. When he went out for six weeks on
a training ship, I worried about how he’d manage. But he
worked with the chef on board and ﬁshed oﬀ the back of
the ship. The chef cooked him gluten-free meals, which
turned out to be healthier than the hockey puck hamburgers everyone else was getting. People were saying,
“Hey, we have celiac disease, too!” Q

Innovation  Inspiration  Value

Capture the Category
A Two-Part Strategy:



9,=63<;065(9@=(3<,¶
.,5,9(;,;90(3(5+
5,><:,9:
;OL0UK\Z[Y`»Z5V
=VS\TL(*=0[LT



79,40<4 5(;<9(3
-VY@V\Y+PZJLYUPUN
*VUZ\TLYZ

JHSS-\YSHUP»ZZHSLZKLW[!L_[
VYJ\Z[VTLYZLY]PJL' M\YSHUPZJVT

