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advertorial

Pittsburgh-based Summit GPO has an offer you 
shouldn’t refuse. At no cost to you, it will scout for 
group purchasing deals that can save your company big 
money. We spoke with Joe Ford III, vp of procurement 
and supply chain management, and Jon Schlegel, vp and 
general manager. 

How does Summit GPO save money for mid-sized 
packaged goods companies?
By aggregating purchases in key areas, we get them more 
buying power and better service from suppliers. This 
helps them compete with 
larger players who enjoy 
a lower cost of goods. The 
money we save for them 
goes straight to the bottom 
line. Members are often 
surprised by how much 
we can streamline their 
purchasing and improve 
their margins. It’s not 
unusual to cut members’ 
costs by 10% to 20%. 

Members? 
The GPO in our name 
stands for Group 
Purchasing Organization. 
There’s no cost for members 
to join, since we get our 
revenue from supplier 
companies. Suppliers pay 
the GPO 4.75% on overall volume. So it’s a supplier-
paid service. Member customers get a guaranteed cost 
reduction for all core consumable purchases, from 
packaging to proteins to IQF veggies. 

Has this concept been around awhile?
Yes. We’ve been doing it for 45 years, starting out with 
the soft drink and newspaper industries, but we just 

added packaged goods recently. Actually, large vendors 
with strong purchasing power have been teaming up 
for years. The buzzword is “horizontal collaboration.” 
Nestlé and Ocean Spray, for example, collaborate on 
purchasing and warehousing. 

So why did you get into packaged goods?
Because for mid-level producers, particularly in frozen 
and refrigerated foods, there’s been nobody working to 
find synergies and aggregating volume for better costs 
and terms. 

What are the names of some companies you’ve worked 
with in this industry?
We’ve saved significant sums on packaging for Kahiki 
Foods and Jane’s Dough Foods, for example. And we’ve 
worked for many years with independent bottlers of 
Coca-Cola, saving them money on materials they buy. We 
provide all members with full-time employees who are 
experts in creative purchasing and contract negotiation. 

Do you displace the incumbent supplier? 
Our purpose is not to displace the incumbent supplier, 
although that may be the outcome. We don’t dictate 
anything. We call together vetted suppliers, including 
the incumbent, and get their best prices and terms on 
the specs. We explain to the suppliers how we can 
bring them new customers without them having any 

cost of sales. But it’s up to 
the member to choose which 
GPO vendor will be their 
supplier. 

How would you sum up your 
offering? 
We look for an unfair 
competitive advantage for 
our members. Don’t get me 
wrong — we operate at the 
highest ethical standards. 
But in negotiation, you 
often hear “I can give you 
a competitive price.” Well, 
anyone can get a competitive 
price. We want an unfair 
competitive advantage — 
something that gives our 
members a better chance 
against the big players. If we 

can help members control costs, fend off price increases 
and compete better, we’re happy. Summit GPO is an 
organization which enables its members to increase their 
competitive advantage.

Summit Group Purchasing Organization
Pittsburgh, Pa. • 412-968-1168
www.summitsave.com

 Saving Companies $$$ for Over 45 Years
Want to save as much as 20% on packaging and raw materials?

Jon Schlegel, left, and Joe Ford III at the American 
Frozen Food Institute convention last month in Anaheim. 

SAVINGS ON AVERAGE WITH SUMMIT GPO



PROMO MOJO
Here are benchmarks and insights you can use 
to add some magic to your promotions. 
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Pizza Shows ‘Signs of Life’ 
No, sales aren’t growing — yet — 
but a turnaround seems likely, 
thanks to a renewed focus 
on core brands by key 
players combined with 
better-for-you innovation 
from category newcomers.

Ice Cream Gains 1.6%
Total units and volume also rise, while frozen 
yogurt skyrockets 36.8%. Novelties slide 1.1%. 

Breakfast Jumps 6.6%
Up a whopping 19.1%, handheld sandwiches led 
all gainers, but the biggest surprise was the ‘all 
other’ segment’s 4.8% advance.

Big Brands Drive Snack Gains
Ethnic flavors, better-for-you attributes and 
products that double as mini meals helped the 
category move closer to the half-billion-dollar 
mark.

Dinners Fall 2.6%
Hand-held varieties, better-for-you options 
and ethnic flavors may hold the key to a 
turnaround. 

Merchandising & Eenergy Spur Cases
Display case makers focus on new refrigerants, 
lighting and designs to entice shoppers and 
also cut costs for retailers. 

L O G I S T I C S                

62 Hanson Logistics 
growing again; PRWs 
report higher profit; 
Millard turns 50; 
GCCA official wins 
honors; Henningsen 
wins NWFPA ‘premier 
employer award.’ 

G E T T I n G  P E R S O n A L

66 Blue Bunny celebrates its 100 years by granting 100 wishes 
through the Make-A-Wish Foundation; Tabatchnick donates 
50,000 gallons of soup to NYC’s largest soup kitchen. 

T H E  D A T A B A n K                

14 Peter Penguin and Bessie 
Bovine present the latest 
and greatest data, courtesy 
of SymphonyIRI Group.T H E  F R O n T  E n D                

Out Warren’s Way
If you do a better job with pro-
motion, you’re likely to see a 5% 
increase in incremental dollars.

new Products
No animals were killed or 
injured in the manufacture of 
any of these wonderful new 
products. (We’re lying.) 

Johnny’s Awesome Column
Grandpa Harris discusses new 
item success. Have you done 
your homework? 

Rhonda Retailer 
& Vinnie Vendor
Rhonda thinks Vinnie’s promos 
are loco. Vinnie thinks Rhonda 
is loco. 

Express Lane
Details on the upcoming IDDBA 
show; Costco and Walmart chat 
with security analysts. 

Indian Foods Roll On
New items and flavors combine 
with a healthy profile to build a 
rapidly growing following.  
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OUT WARREn’S WAYOUT WARREn’S WAY

Warren Thayer, Editor
warren@fdbuyer.com 

$2 BILLION, 
AnYOnE?
If you do a better job with pro-
motion, you’re likely to see a 5% 
increase in incremental dollars.

Daniel Grubbs says in our 
cover story that more effi-
cient promotion planning 

and execution can likely produce a 
5% increase in incremental sales in 
the frozen and refrigerated depart-
ments across the industry. That 
translates to $700 million in incre-
mental gains in frozen 
foods, and $1.2 billion 
in refrigerated foods. 
Nothing to sneeze at. 

Grubbs is a principal 
at Symphony Consult-
ing, an arm of Sympo-
nyIRI Group, and he’s 
studied this thoroughly. 
He makes the case in 
detail in his story, and 
I don’t doubt him a bit. 
Promotion planning, execution 
and measurement have always 
been the elephant in our industry’s 
living room. 

Fact is, we’re in a low-growth in-
dustry with plenty of competition, 
including new channels of distribu-
tion. We’ve got the technological 
tools now to better determine what 
our shoppers want, but many of 
those tools are like the treadmill we 
hang shirts on in the basement. 

Perhaps the reason we don’t exer-
cise more (on both counts) is a lack 
of time. Lack of time is certainly a 
nice-sounding excuse, and to a de-
gree it’s understandable. Or perhaps 
promotion is too close to the front 
lines of the inevitable and endless 
buyer-seller turf wars. No matter 
how much you want to talk about 
“win-win” and “true collabora-
tion,” someone’s fingers are always 
crossed behind his back. Really. 

It’s tough finding candor here. 
Over the years, whenever people 
got up at industry conferences to 

talk about collaboration on promo-
tion, a bevy of lawyers in the back 
of the room would jump up and 
shush them. I recall leading a dis-
cussion once at a National Frozen 
& Refrigerated Foods Association 
gathering and seeing their lawyer, 
pale as a sheet, standing back there 
and waving his arms. I wondered 
if anyone in the room knew the 
Heimlich maneuver. 

But yes, collaboration with your 
trading partners, at least as much 
as you dare, is a real key in making 
your promotions more efficient and 
profitable. That’s something you 
have to figure out for yourself, find-
ing your own comfort level. 

You also have to 
figure out the role 
price plays in your 
competitive strategy. 
Deep discounts and 
BOGOs may ring 
the register and help 
you meet short-term 
numbers, but they’re 
part of a dangerous 
spiral that affects 
your profits and how 

consumers perceive your stores. 
Are you giving these activities too 
much emphasis, or not choosing 
the right products? Are you really 
differentiating your offering from 
the competitor down the street? 

LOST In THE SHUFFLE
In fact, there are plenty of specific 
steps you can take to improve your 
results, and our friends at Sympho-
ny Consulting, Nielsen and a couple 
of consulting firms offer good, 
actionable ideas you can use. Often, 
these good ideas get lost in the 
shuffle of the day-to-day madness 
of trying to get everything done at 
once. But they shouldn’t. If you can 
find the time to put a few of the 
insights you find here into regular 
use, I wouldn’t be at all surprised if 
you got your share of that 5% gain 
in incremental dollars. 
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Better-for-You Frozen Entrees
Atlanta-based LYFE Kitchen (www.lyfekitchen.com) 
launches nine chef-inspired, better-for-you entrees 

— including 
vegetarian and 
vegan options 
— for breakfast, 
lunch and dinner. 
Low in sodium, 
free of trans fat 
and under 500 
calories apiece, 
the collection in-
cludes Steel-Cut 
Oatmeal, Farmer’s 
Market Frit-
tata, Oat Bran & 

Ricotta Pancakes, Southwest Breakfast Wrap, Chicken 
Chile Verde, Orange Mango Chicken, Whole Grain 
Penne Pasta, Nine Grain Pilaf, and Whole Grain Pilaf. 
Packaged in LYFE’s proprietary paper pouches that 
lock in flavor and moisture, the meals steam-cook in 
five minutes. Except for the Pancakes (8 ounces), they 
come in 10-ounce packages that typically retail for 
between $4.99 and $6.99.

Fresh Salsa
Beaverton, 
Ore.-based Reser’s 
(www.resers.com) 
adds two “on-trend” 
flavors to its Baja Café 
line of refrigerated sal-
sas. Fresh, fruity Peach 
Mango Salsa (mild) features ripe peaches and sweet 
mangoes while smoky Fire Roasted Salsa (medium) 
blends fire-roasted tomatoes, minced garlic and 
jalapeno chilies for just a kick of heat. Ideal for dip-
ping, they can also be used to top grilled chicken, fish 
— even baked potatoes. Offered in newly redesigned 
12-ounce containers that more clearly communicate 
the products’ “heat level,” they carry a $2.99 SRP.   

Greek Yogurt for Toddlers
Sprout Foods (www.sprout 
babyfood.com), Duluth, Ga., 
adds certified organic Greek 
yogurt blends for toddlers 
to its line of healthy, kid-
friendly snacks. Offered in 
4.22-ounce spouted squeeze 
pouches, the nutritious treats 
come in three protein-rich 
flavors: Blueberry Brown Rice 
with Greek Yogurt, Red Berry 
Barley with Greek Yogurt and 
Tropical Oatmeal with Greek 
Yogurt. SRP is $1.59 to $1.89 
per snack.

Healthy Frozen Pizza
Los Angeles-based Doc’s 
Nutrilicious (www.docs 
nutrilicious.com) debuts 
a line of better-for-you 
frozen pizza with organic 
fruits and vegetables in-
fused into both the sauce 
and crust. Also fortified 
with quinoa to boost 
intake of essential amino 
acids, each preservative-
free serving of Oh Yes! 
pizza contains as much 
vitamin C as a cup of blueberries, as much vitamin A 
as a glass of tomato juice, and as much fiber as a bowl 
of instant oatmeal. Ready to eat in about 10 minutes, 
the 10-inch, 13- to 13.5-ounce pizzas come in four 
varieties: Traditional Cheese, Gluten-Free Cheese, 
Non-Dairy Cheese, and Gluten-Free and Non-Dairy 
Cheese. SRPs range from $8.15 for Traditional Cheese 
to $11.20 for Gluten-Free and Non-Dairy Cheese.

Buffalo Milk Butter
Himalaya International Inc. 
(www.himalayainterna 
tional.com), Hamilton, 
N.J., introduces all-natu-
ral Burro di Bufala (buffalo 
milk butter) made from the 
milk of water buffalo that 
graze at the foot of the Hima-
laya Mountains. Offered under 
the Bufalabella brand, buffalo milk butter contains 
65% less cholesterol than butter made from cow’s 
milk. It’s also higher in protein, calcium, iron, phos-
phorus, and vitamin A. SRP is $2.99 for a 7-ounce tub.

Refrigerated Italian Entrees
Lexington, Ky.-based Italian restaurant chain Fazoli’s 
(www.fazolis.com) extends its brand into retail with 
a line of refrigerated heat-and-serve entrees and 
sides inspired by some of its 
most popular menu items. 
Intended to serve two, the 
15-ounce entrees include 
Creamy Penne Alfredo with 
Roasted Chicken and Broc-
coli, Five-Cheese Lasagna 
with Meat Sauce, Shrimp 
Rustica with Bowtie Pasta 
in Cream Sauce, and Penne 
Marinara with Meatballs 
and Italian Sausage. The 
three-serving, 16-ounce 
sides include Cheese Ravioli 
in Asiago Cream Sauce and Cheese Tortellini with 
Rustica Cream Sauce. SRPs are $6.99 for the entrees 
and $4.49 for the sides.



You Provide the Store, We Provide the Sizzle.

FIRE ROASTED VEGETABLES   •    R ICE D ISHES   •     SOUPS   •    PASTA BLENDS   •    SK ILLET MEALS

skillet meals
If your Store Brand is in need of unique hot items, 

Skillet Meals is the answer: Kung Pao Chicken, 

Rigatoni with Chicken and Roasted Tomato Cream 

Sauce or even Curried Rice and Fire Grilled Shrimp 

are just a few. 

Contact Bobby Ray at bray@SelectStoreBrands.com 

to set up a collaborative meeting. Hot or Cold our 

chef inspired ideas will make your freezer and deli 

cases SIzzle!

1.877.980.4295  |  www.SelectStoreBrands.com
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Organic Greek non-Fat Yogurt
Napa Valley, Calif.-based Wallaby Yogurt Co. (www.
wallabyyogurt.com) expands its organic Greek 
yogurt lineup with non-fat flavors targeting calorie-
conscious consumers. Strained and slow-cooked 

to create a thicker, 
creamier product, 
the non-fat vari-

ety comes in four 
protein-rich flavors: 
Lemon, Mixed Berries, 
Peach and Raspberry. 
Each 5.3-ounce split-
cup package features 

yogurt in one com-
partment and fruit in the 

other. SRP is $1.99 each. Wal-
laby also offers plain non-fat organic Greek yogurt in 
6-, 16- and 32-ounce packages expected to retail for 
$1.99, $3.99 and $6.99, respectively.

Frozen Meatball 
Bites
Alexandria, Va.-
based Mom Made 
Foods (www.mom 
madefoods.com) 
expands its Bites 
lineup for kids with 
two new meatball 
varieties: Bite-Size 
Chicken & Apple 
Meatballs and Bite-Size Beef & Cheese Meatballs. 
Made with antibiotic-free meats and organic vegeta-
bles and grains, the preservative-free, flash frozen 
meatballs can be served plain or used as an ingredi-
ent in other dishes. Free of trans fats, added sugar 
and artificial colors, Meatball Bites are also lower 
in sodium than conventional meatballs. Offered in 
2.5-serving, 8-ounce packages, they carry a $5.99 SRP.

Filipino Entrees
Ramar Foods (www.ramarfoods.com), Pittsburg, Calif., 
adds two entrees and an appetizer to its Kusina line 
of healthy, heat-and-serve frozen Filipino dishes. The 
all-natural, low-fat newcomers include spicy, slightly 

tangy Chicken 
Sisig served over 
rice; Pork Adobo 
made with lean, 
skillet-seasoned 
pork marinated in 
a tangy blend of 
vinegar, garlic, soy 
sauce and black 
pepper; and baked, 
not fried, Chicken 

Empanadas filled with antiobiotic-free chicken, raisins 
and vegetables. Free of MSG, preservatives and trans 

fats, the two entrees come in single-serve, 10-ounce 
packages with a $5.49 SRP; the empanadas come in 
four-count, 12-ounce packages with a $5.99 SRP. 

Hand-Crafted Flat-
bread Pizza
Pittsfield, N.H.-based 
American Flatbread de-
buts three all-natural, 
hand-crafted-from-
scratch flatbread pizza 
par-baked in wood-
fired ovens. Made with 
100% organically grown 
wheat crusts and free 
of artificial flavors and 
colors, varieties are dairy-free Farmers Tomato Pie 
made with tomatoes, onion, garlic, basil, red wine 
and a dash of maple syrup; Sliced Tomato and Five 
Cheeses featuring ripe tomatoes and small-batch, 
hand-crafted cheeses; and Twisted Six Cheese with 
asiago, smoked cheddar, fresh mozzarella and sage 
cheese from Vermont, topped with red onion and 
parsley. Each 10-inch, 7.6- to 9.9-ounce pie includes 
three servings. SRP is $7.99.

All-natural Low-Cal Ice Cream
Halo Top Creamery (www.halo 
top.com), Los Angeles, unveils 
what it says is “the first and only” 
line of 100% natural low-calorie 
ice cream. Sweetened with organic 
stevia, it has 70 calories — about a 
quarter the amount in regular ice 
cream — and 7 grams of protein per 
serving. Made with organic Mada-
gascar vanilla bean and strawberries, 
cage-free eggs and dairy that is free of synthetic 
growth hormones, it comes in four gluten- and trans 
fat-free flavors: Vanilla Bean, Chocolate, Strawberry 
and Lemon Cake. Offered in 16-ounce pints, it carries 
a $5.99 SRP.

Squeezable Frozen Yogurt
Santa Barbara, Calif.-based ProYo intro-
duces protein-packed frozen yogurt in 
4-ounce squeeze-up tubes. Available in 
Vanilla Bean, Banana Vanilla, Blueberry 
Pomegranate and Dutch Chocolate 
flavors, the premium, low-fat treat 
contains 20 grams of protein per serv-
ing plus added fiber and provides 20% 
of the recommended daily amount of 
calcium. Free of gluten, soy, artificial 
flavors and colors, rBST and rBGH, the 
probiotic-rich snack has 160 calories 
per serving. Single tubes of ProYo carry 
a $2.50 SRP; single-flavor three-packs, 
about $7.45.
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never-Fried French Fries
J.R. Simplot Co. (www.cravon.com), Boise, Idaho, in-
troduces “never fried” frozen french fries made with 
just five natural ingredients. 
Instead of flash frying the 
potatoes prior to freez-
ing, the company’s CravOn 
french fries are partially 
cooked during a blanching 
process and then tossed 
with olive oil and sea salt 
before freezing. As a result, 
they contain 50% less fat 
than regular fries and boast 
a crispy texture and real 
potato taste. Ready to eat 
after 25 minutes in a conven-
tional oven, the fries are available in four cuts: Ripple, 
Steak, Diamond (with exposed skin on the edges) and 
Anytime Diced. SRP is $4.59 for a 2-pound bag.

Split Lobster Tails
Portland, Maine-based Cozy Harbor Seafood (www.
cozyharbor.com) adds Split Lobster Tails to its “Real 
Maine Lobster, Real Easy” frozen lobster lineup. De-

signed for consum-
ers who want to 
avoid the prepara-
tion and cleanup of 
making lobster at 
home, the no-shrink 
product includes 
four split tail pieces 
ready to grill, bake, 
poach or sauté. Each 
7.5-ounce package 

carries the Gulf of Maine Research Institute’s “Gulf of 
Maine Responsibly Harvested” verification seal and 
typically retails for between $12 and $16 year-round.

Premium Frozen Pies
The Schwan Food Co., 
Minneapolis, expands 
its Edwards premium 
frozen pie lineup 
(www.edwardsdes 
serts.com) with 
three flavors. Salted 
Caramel features a 
vanilla bean crème 
filling on top of a salted, 
caramel-covered graham 
cracker cookie crust; Banana Crème boasts a smooth 
banana crème filling and light whipped crème top-
ping on a vanilla cookie crust; and Mounds Coconut 
Crème pairs dark chocolate-flecked coconut crème 
filling with a dark chocolate cookie crust. Each thaw-
and-serve dessert has eight servings. SRP is $8.49 
apiece.

Smoked Salmon 
Skewers
St. Mary’s River 
Smokehouses (www.
thebestsmokedsalm 
on.com), Sherbrooke, 
Nova Scotia, launches 
Smoked Salmon Stix featuring oven-smoked Atlantic 
salmon strips on a skewer. Named Best New Retail 
Product at the 2013 Boston Seafood Show, the hot-
smoked strips come in Sweet Barbecue, Chili Mango 
and Spiced Maple flavors. Made from the belly por-
tion of a salmon fillet, they contain twice the Ome-
ga-3 content of loin portions. The product is shipped 
frozen but sold refrigerated (shelf life is 21 days from 
date of slack). SRP is $6.49 to $6.99 for a 4-ounce 
package with four to five smoked salmon skewers.

Frozen Asian Chicken
Los Angeles-based Flagship 
Food Group (ww.flagship 
foodgroup.com) debuts a 
pair of multi-serve Asian 
entrees under its new 
Su Ming brand. A make-
at-home alternative to 
popular Chinese restaurant 
fare, the newcomers in-
clude Orange Chicken and 
General Tso’s Chicken. Each 
24-ounce bag includes four servings of ready-to-bake 
or -fry frozen chicken breast strip fritters and two 
thaw-and-serve sauce pouches so consumers can add 
as much or as little flavor as they prefer. SRP is $4.99.

Smoked Salmon Trio
Miami-based St. James Smokehouse (www.
stjamessmokehouse.com) brings award-winning 
Scottish smoked salmon to U.S. consumers. Made 
from sustainable salmon raised on farms approved 
by the Royal Society for the Prevention of Cruelty to 
Animals (Scotland’s version of the SPCA), the com-
pany’s “Smoaked” Salmon Trio is smoked over oak 
and infused with one of three artisanal cures: Whisky 
& Honey, Lemon & Pepper and Gin & Tonic. Rich in 
Omega-3s, each kosher-certified variety is packaged in 
its own separate vacuum pouch to eliminate migra-
tion of flavors and allow consumers to enjoy one 
at a time. Shelf life is 28 days fresh and 12 months 
frozen. Presented inside a 100% recyclable sleeve, the 
18-ounce trio is expected to retail for around $24.99. 

nEW PRODUCTS
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JOHNNY HARRIS

JOHnnY’S COLUMn

NEW ITEM
SUCCESS
Don’t complain about new item failure rates unless you 
are doing your own part at both the headquarters and 
store level!

BY JOHnnY HARRIS

Everyone loves to complain 
about the failure rate of new 
items, but all too often retail-

ers are responsible for that failure 
— doing themselves and their cus-
tomers a real disservice. 

One of the most preventable 
causes of new item failure is very 
easy to fix. This type of failure 
keeps new products off the shelf 
for months, right at the time when 
the product is being promoted to 
consumers. 

I’m talking about having a rigid category review sched-
ule. Some retailers are so insistent on sticking to the 
schedule that they won’t even consider a new item until 
the next review, often three or four months later. 

I remember when Kraft came out with a new cheese 
years ago, and our stores wouldn’t take it on because it 
was between-times on the category review schedule. Of 
course Kraft was promoting with TV and coupons, and 
we were getting consumer complaints like crazy. 

GET IT On THE SHELF!
Once I had the authority, the first thing I did was get it on 
the shelf. It’s just not smart to tick off customers. Besides, 

both manufacturers and retailers use new items to in-
crease sales and profits and build some excitement. 

On the dairy side, you should never wait for basic items 
like margarine, dough and eggs. In dough, you’ve basi-
cally got Pillsbury and private label. There aren’t that 
many players in margarine to begin with — I once went 

two-and-a-half years without seeing a new margarine. So 
when something new in a category like that comes out, 
delay is your worst enemy. 

That also applies to speed to shelf. Once you’ve adopted 
an item, get it in the warehouse, in the stores and out the 
door. Too many retailers wait for a reset team to come in 
and get the product on the shelf. No way. 

Every Friday, I used to send a note out to all the stores, 
explaining what the new items were and telling them 
not to let it sit in the cooler but to get it up on the shelf. 
Manufacturers track their ACV, and at least the good 
ones will come in and raise Cain if they aren’t at 90-95% 
ACV very quickly. 

It was our goal to get to that level in the first 
couple weeks. We didn’t wait on a reset team, 
or have category managers sitting on items. 

Some lazy category managers will delay 
getting the product up, and then want to delist 
it because of slow sales. I always gave an item 
a good six months after achieving 95% ACV. 
If it wasn’t moving well after that, I’d tell the 
manufacturer to heavily promote it to give 
it one last try. If that didn’t work, I’d cut the 
price way down and move it rather than send 
it to reclaim. 

Every time new numbers come out from 
Nielsen or SymphonyIRI, you should be 
checking to see what items are selling well in 
the marketplace. If you don’t have them, get 

on the phone with your broker and manufacturer and 
say you want them. I don’t think that’s going on much 
anymore, but it should. 

nEW ITEM TAGS
Your work doesn’t stop there. You should be making sure 
that new item tags get up on the shelves, since they draw 
attention and help your sales. The tags help reinforce the 
ad messages that consumers have seen. I always left them 
up for six weeks. 

Thousands of tags come into the store all the time of 
course, and it’s important to make sure that price change 
tags are done first. But if your scanner coordinator (or 
whoever changes the tags) is too busy doing that, then get 
someone in your dairy or frozen department to get those 
new item tags up. Just get it done. 

The manufacturer has to do its part, too. Some compa-
nies work hard to make new items work with promotions, 
demos and TPRs. Some of the smaller manufacturers 
don’t have the resources, or don’t bother. But it’s your 
responsibility to stay on top of things! 

Next month, I’ll be talking about loyalty cards! n

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. 

Once you’ve adopted an item, 
get it in the warehouse, in the 
stores and out the door.





F A C T O I D S

MID-TIER 
FROZEn

BY PETER PEnGUIn
During the 12 weeks ended 

Feb. 24, sales of frozen foods in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar 
stores combined surpassed 

$12.27 billion, a 1.8% increase 
compared with the same period a year 
earlier, according to Chicago-based market 
research firm SymphonyIRI Group. Units 
were up 0.9% to 3.61 billion while volume 
increased 0.7% to 4.97 billion. Volume sold 
with merchandising support rose 1.6 points 
to 36.5%.

For the 52 weeks ended Feb. 24, dollars 
were also up 1.8%, to $51.81 billion, but units 
fell 1.0% to 15.40 billion. Volume was down 
1.1% to 22.03 billion and volume sold with 
merchandising support edged up 0.5 points 
to 38.5%.

Our chart shows “second-tier” frozen 
department subcategories (numbers 13 
through 26 in terms of dollar volume), 
including the top brands, for the 12 weeks 
ended Feb. 24. Data is for the brands as 
originally trademarked and may not include 
line extensions.

124.7%
Dollar gain by tortilla/egg rolls/
wonton wrappers (to $1,063,551), 

one of the largest by a frozen 
subcategory with at least

$1 million in sales during the 
most recent 12 weeks. newcomer 
Tai Pei, which already owns more 
than half of total sales, deserves 

most of the credit.

41.5%
Percentage of other breakfast 

food volume sold with merchan-
dising support during the most 

recent 12 weeks — a depart-
ment-high 15.3 percentage points 

more than a year ago (thanks, 
Toaster Strudel). That kind 

of investment doesn’t always 
pay off, but in this case, units 

increased 10.2% and dollars 4.8%.
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MEAT (nO POULTRY)  $363,388,900   5.5   59,200,780   9.1   115,015,200   2.1 
Private Label   $130,504,600   13.2   24,199,530   16.1   43,419,370   12.5 
Casa Di Bertacchi   $16,039,920   (6.6)  1,133,799   (7.8)  6,802,791   (7.8)
Bubba Burger   $14,145,590   (2.4)  1,287,451   (6.0)  2,856,042   (6.1)
Steak-umm   $12,500,240   (8.3)  2,130,431   (7.3)  2,256,689   (15.8)
Rosina   $11,961,110   2.3   1,848,019   14.4   3,416,931   (1.4)
Cooked Perfect   $11,319,190   28.5   1,934,453   33.1   3,671,102   28.6
John Soules Foods   $9,142,049   (3.3)  1,393,834   (4.1)  1,261,745   (6.8)
Jensen   $6,487,688   (11.7)  313,325   (18.1)  2,302,632   (16.7)
Philly Gourmet   $6,194,921   (1.0)  904,672   (3.0)  1,456,487   (4.9)
Silver T   $4,179,639   8.6   214,407   (0.6)  1,340,931   3.7 

TURKEy/TURKEy SUBSTITUTES  $266,167,300   11.0   53,296,990   5.4   78,589,010   7.0 
Jennie-O Turkey Store   $85,758,500   6.3   15,051,410   1.8   23,235,030   5.2 
Shady Brook Farms   $36,150,180   7.3   7,259,174   4.2   10,652,980   5.3 
Private Label   $35,385,210   32.6   7,045,884   21.0   11,064,050   23.4 
Honeysuckle White   $24,259,580   18.9   5,231,070   19.3   7,558,327   20.1 
Jennie-O   $16,488,400   31.5   3,615,500   27.0   5,675,145   20.2 
Butterball Everyday   $14,892,130   17.8   3,458,138   14.6   4,710,241   11.5 
Perdue   $10,194,050   11.0   2,739,810   2.5   2,982,179   (1.2)
Foster Farms   $9,414,366   (14.6)  1,742,380   (25.5)  2,259,559   (23.5)
Butterball   $8,345,947   7.3   811,222   2.5   2,321,999   1.2 
Harvestland   $5,044,480   0.1   1,189,538   (16.7)  1,262,815   (14.4)

BREAKFAST HAnDHELD  $230,766,400   19.1   48,690,880   18.6   53,395,810   16.7 
For top-10 brand data, see our story on Frozen Breakfast in this issue.

WAFFLES  $213,063,800   2.3   74,317,630   3.2   72,026,300   3.1 
For top-10 brand data, see our story on Frozen Breakfast in this issue.

FRSH BKD BREAD/ROLLS/BISCUITS  $196,909,800   (0.8)  71,287,690   (2.2)  64,891,990   (1.3)
Private Label   $44,618,130   4.3   20,022,960   4.8   19,114,710   3.3 
New York   $41,319,580   (7.1)  14,403,550   (6.7)  10,590,480   (7.5)
Sister Schubert’s   $27,647,390   1.5   7,664,041   (8.3)  8,763,342   (3.9)
Pepperidge Farm   $26,822,380   (7.6)  10,092,850   (6.7)  7,036,100   (6.6)
Coles   $14,591,180   (11.2)  6,302,042   (13.5)  5,115,234   (13.5)
Pillsbury Grands   $8,148,335   1.0   2,301,361   (1.7)  4,644,888   5.1 
Udi’s   $7,843,413   36.5   1,503,915   39.0   1,127,936   39.0 
Mamma Bella   $3,325,546   (6.7)  1,048,500   1.2   773,130   (1.1)
Joseph Campione   $2,766,269   23.4   1,151,629   18.7   821,618   19.5 
Furlani   $2,199,837   13.6   1,392,384   7.6   779,479   9.9

FRUIT  $196,858,500   17.3   45,971,980   11.0   63,605,370   17.0 
Private Label   $126,957,600   16.3   30,122,730   10.8   38,823,820   15.7 
Dole   $25,931,460   6.2   5,065,973   (2.0)  9,318,714   11.2 
Wyman’s   $7,259,271   22.0   1,356,676   19.2   2,220,047   24.6 
Townsend Farms   $6,196,778   37.5   725,782   39.8   2,177,346   39.8 
Sunrise Growers   $4,106,905   621.1   857,044   293.1   1,355,903   596.1 
Dole Ready-Cut Fruit   $4,023,429   2.3   829,812   (4.3)  1,813,198   2.0 
Goya   $3,174,009   14.5   1,302,975   11.9   1,173,120   12.4 
Cascadian Farm   $3,089,127   30.6   823,247   28.1   473,684   27.7 
Well-Pict   $1,915,301   23.8   213,983   10.4   1,069,915   10.4 
Birds Eye   $1,645,586   (14.0)  835,778   (13.6)  396,674   (16.4)

MIXED VEGETABLES  $196,722,700   (0.6)  106,454,600   0.1   113,636,600   0.7 
Private Label   $83,166,420   3.9   50,078,240   1.1   57,064,450   8.0 
Birds Eye Steamfresh   $34,953,140   (6.8)  18,902,260   (4.9)  14,543,440   (5.2)
Birds Eye   $21,152,100   7.6   7,333,461   1.5   13,432,140   10.0 
Green Giant   $9,275,584   319.2   5,033,049   362.2   3,253,182   285.1 
Pictsweet   $8,670,595   (18.0)  4,730,664   (12.7)  5,442,555   (17.2)
Flav-R-Pac   $4,721,732   (53.8)  1,030,335   (49.3)  2,893,572   (62.9)
Green Giant Simply Steam   $2,843,318   (54.7)  2,052,085   (52.3)  1,026,279   (50.9)
Pictsweet Deluxe Steamables   $2,753,122   30.7   1,940,069   40.6   1,227,241   19.5 
Green Giant Antioxidant Blend   $2,655,844   8.5   1,570,969   14.4   811,217   12.1 
Birds Eye C&W   $1,959,885   1.7   746,429   2.3   750,325   1.9

BREAKFAST EnTREES  $159,869,900   (0.4)  56,318,810   0.6   44,828,430   (2.4)
For top-10 brand data, see our story on Frozen Breakfast in this issue.

POT PIES  $133,207,300   12.7   80,415,150   6.5   52,594,230   5.8 



15www.frbuyer.comAPRIL 2013

Marie Callender’s   $72,365,790   6.8   23,763,080   9.7   25,932,800   5.2 
Banquet   $44,274,640   24.0   50,602,610   8.9   22,138,640   8.9 
Stouffer’s   $6,173,334   11.0   2,132,779   12.6   1,697,989   12.3 
Willow Tree   $1,827,043   35.4   342,260   27.3   482,134   32.1 
Swanson   $1,770,112   (25.5)  1,833,719   (32.8)  802,252   (32.8)
Atkins   $1,647,212  *  478,989  *  269,431  *
Amy’s   $1,445,256   8.0   401,010   4.7   189,218   4.6 
Overhill Farms Boston Market   $1,323,658   12.8   449,901   14.7   449,901   14.7 
Blake’s   $737,585   30.7   152,262   35.3   197,816   37.4 
Private Label   $460,387   (60.1)  60,272   (95.5)  147,153   (77.1)

PIES  $133,169,100   4.2   35,070,850   (0.5)  52,696,020   0.5 
Marie Callender’s   $46,808,560   12.7   10,616,810   18.8   17,743,340   4.9 
Edwards   $28,843,480   2.6   5,014,379   1.4   9,380,771   1.5 
Mrs. Smith’s   $19,080,000   11.3   4,678,303   14.0   10,540,650   18.0 
Sara Lee   $13,871,420   (0.5)  3,148,598   (7.5)  6,669,657   (11.3)
Edwards Singles   $6,887,185   11.0   2,768,409   11.7   966,465   12.3 
Banquet   $5,622,819   (22.5)  6,426,943   (24.3)  2,811,787   (24.3)
Claim Jumper   $3,145,083   (0.1)  505,085   (1.5)  1,321,612   (1.4)
Claim Jumper Restaurant   $2,444,505   26.8   385,538   22.3   844,864   21.7 
Private Label   $1,703,618   0.5   435,407   17.8   514,093   (3.4)
Plush Pippin Ultimate   $854,995   (3.6)  216,734   (12.9)  541,835   (12.9)

SAUSAGE  $117,756,900   0.3   49,046,250   0.7   36,093,410   0.3 
Banquet Brown ‘N Serve   $36,374,100   (0.2)  25,601,080   (1.6)  11,432,540   1.2 
Private Label   $20,448,060   (11.5)  4,376,395   (0.9)  6,387,628   (15.4)
Jimmy Dean   $15,953,990   7.2   4,212,894   7.1   3,674,933   6.6 
Purnell Old Folks   $5,491,525   3.2   730,618   6.9   1,780,276   7.6 
Farmer John   $4,752,973   3.9   3,535,950   3.9   1,777,768   4.2 
Jones Golden Brown   $4,684,787   (2.6)  2,183,101   (7.2)  921,111   (7.8)
Tennessee Pride   $4,023,757   31.7   660,864   36.2   1,345,155   53.4 
Hormel Little Sizzler   $3,736,274   0.9   2,365,911   12.7   1,774,414   12.7 
Johnsonville   $2,288,827   8.6   340,540   (8.0)  681,211   (0.0)
Williams   $2,074,322   (1.0)  338,363   23.7   720,484   1.6

BROCCOLI  $94,662,330   6.9   51,365,490   5.3   52,474,000   6.4 
Private Label   $45,626,360   7.5   26,958,470   4.0   28,690,700   9.8 
Birds Eye Steamfresh   $14,575,580   2.9   8,866,398   4.9   6,874,610   4.8 
Birds Eye   $10,838,340   12.5   3,621,192   (0.5)  5,817,441   12.6 
Green Giant Valley Fresh Steamers   $4,949,603   16.4   2,558,488   16.8   1,918,866   16.8 
Pictsweet Deluxe   $3,328,263   (2.5)  1,467,610   (2.5)  1,583,366   (3.6)
Green Giant   $3,249,315   500.5   1,586,654   328.4   1,301,535   524.8 
Birds Eye C&W   $1,205,983   (5.3)  470,723   (4.4)  433,930   (4.2)
Pictsweet Deluxe Steamables   $1,174,457   2.6   782,401   6.0   537,901   6.0 
Pictsweet All Natural   $953,950   (24.6)  532,469   (14.7)  571,986   (28.0)
Flav-R-Pac   $279,878   (89.1)  174,442   (72.3)  176,705   (90.8)

PRPRD VEGETABLES (SAUCE/CRUMBS)  $92,399,250   (11.6)  48,743,280   (8.1)  36,204,860   (10.3)
Green Giant Valley Fresh Steamers   $31,963,330   (3.9)  15,271,590   (2.8)  12,480,460   (1.7)
Green Giant   $30,945,220   (12.4)  18,799,020   (5.4)  13,092,660   (10.3)
Birds Eye Steamfresh   $8,853,052   (43.6)  4,434,100   (43.5)  3,215,200   (44.0)
Birds Eye Steamfresh Chef’s Favorites   $5,249,959  *  2,545,243  *  1,838,054  *
Green Giant Just For One   $4,601,851   (32.4)  1,348,372   (31.1)  1,391,477   (31.3)
Green Giant Simply Steam   $1,670,016   (5.6)  1,203,497   (4.7)  752,186   (4.7)
Private Label   $1,651,166   (37.3)  1,158,349   (28.4)  793,064   (35.4)
Green Giant Healthy Weight   $1,487,967   (8.2)  1,020,102   (5.5)  446,295   (5.5)
Birds Eye   $1,223,750   (2.6)  845,455   0.1   499,519   (0.2)
Green Giant Niblets   $1,207,809   (28.3)  353,451   (28.5)  530,177   (28.5)

SIDE DISHES  $91,658,870   0.7   34,736,840   3.5   30,339,780   (1.9)
T.G.I. Friday’s   $19,092,640   (11.3)  3,493,800   (12.3)  3,258,075   (12.2)
Birds Eye Steamfresh   $10,841,810   (18.0)  6,085,503   (22.1)  3,957,381   (21.8)
Stouffer’s   $7,180,783   (0.8)  2,762,277   (6.9)  2,123,179   4.2 
Green Giant Valley Frsh Steamers   $6,141,415   10.9   3,062,593   8.9   2,452,630   12.1 
Ore-Ida Steam n’ Mash   $4,520,607   (12.4)  1,484,028   (8.8)  2,226,041   (8.8)
Private Label   $4,197,017   (6.5)  2,242,754   (7.6)  1,762,054   (8.4)
Marie Callender’s   $3,626,598   802.0   1,545,033   1,386.6   1,077,239   555.6 

116
number of years the “100 

Years’ War” actually lasted, 
from 1337 to 1453. England and 
France fought over the rights 
to the French throne. France 
won, and England turned its 
attention to the War of the 

Roses instead.

35.2%
Dollar gain by private label 
processed chicken/chicken 

substitutes (to $150,692,300), 
largest by a store brand prod-
uct with at least $10 million in 
sales during the most recent 

12 weeks. Its success, com-
bined with a 37.5% jump by 

Tyson Grilled & Ready, helped 
grow the subcategory 8.8%.

-13.6%
Dollar loss by frozen soup (to 
$13,258,100), most by a frozen 

subcategory with at least
$10 million in sales during the 

period. On the bright side: 
frozen chili sales were up

15.1% to $5,586,086.

61%
Percentage of the 38 fatal dog 

attacks in the United States 
last year that involved pit 
bulls. The breed makes up 

less than 5% of the U.S. dog 
population, according to www.

dogsbite.org.

$19.75
million

Dollar sales racked up by 
Kellogg’s new Special K 

Flatbread Sandwiches dur-
ing the most recent 12 weeks, 
most by a frozen product in 
distribution less than a year. 
Already the handheld break-
fast subcategory’s third-best 

seller, they helped expand 
total sales 19.1%.

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

F A C T O I D S

MID-TIER 
REFRIGERATED

BY BESSIE BOVInE
Sales of dairy products in 

supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined topped $17.64 billion 
during the 12 weeks ended Feb. 
24, a 2.3% increase compared 
with the same period a year ago, 

according to Chicago-based market research 
firm SymphonyIRI Group. Units rose 1.0% 
to 6.71 billion, while volume jumped 2.8% 
to 55.92 billion. Percentage of volume sold 
with merchandising support slipped 0.6 
points to 32.9%.

In the deli department, dollars were up 
2.5% to $5.06 billion, while units expanded 
2.1% to 1.45 billion. Volume increased 
1.9% to 1.37 billion, and volume sold with 
merchandising support fell 0.1 points to 
35.1%.

For the 52 weeks ended Feb. 24, dairy 
sales jumped 1.6% to $71.94 billion while 
units rose 0.4% to 27.98 billion. But volume 
was down 0.4% to 238.97 billion. Volume 
sold with merchandising support edged up 
0.5 points to 36.7%.

In the deli department, dollar sales grew 
2.0% to $21.99 billion and units expanded 
1.2% to 6.44 billion. Volume increased 
0.3% to 6.02 billion and volume sold with 
merchandising support rose 1.4 points to 
38.8%.

Our chart shows “second-tier” 
refrigerated department subcategories 
(numbers 13 through 24 in terms of dollar 
volume), including the top brands, for the  
12 weeks ended Feb. 24. Data is for the 
brands as originally trademarked and may 
not include line extensions.

26.2%
Dollar gain by peppers/pimen-

tos/olives (to $1,865,066), largest 
by a refrigerated deli subcat-

egory, thanks mostly to a 724.5% 
jump by top-seller DeLallo.

6
number of inches the cruise 

liner Queen Elizabeth 2 moves 
for each gallon of diesel fuel 

that it burns.
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FRAnKFURTERS  $485,572,800   0.9   194,416,800 1.1 98,995,600   0.4 
Oscar Mayer   $102,191,600   (3.1)  31,665,790   (1.5)  33,709,380   (1.1)
Ball Park   $100,963,100   1.4   25,870,170   (1.2)  29,411,070   (1.2)
Bar-S   $68,022,480   4.3   59,284,390   6.2   52,935,500   5.5 
Nathan’s Famous   $33,612,240   14.9   7,785,214   18.8   7,615,440   7.2 
Hebrew National   $33,567,790   (1.7)  7,347,701   (1.9)  6,419,614   (1.1)
Private Label   $17,039,000   (3.4)  7,576,423   (10.8)  8,638,109   (8.1)
Gwaltney   $13,974,880   (6.5)  9,613,414   (8.3)  10,052,880   (7.2)
Sabrett   $5,569,314   2.7   1,155,370   7.1   1,334,047   (4.6)
Eckrich   $5,278,259   16.1   2,826,702   35.8   2,761,296   32.6 
Gwaltney Great Dogs   $5,274,624   1.7   1,392,732   (1.9)  3,732,655   0.2

COFFEE CREAMER  $467,221,400   6.2   160,208,900   2.6   284,894,300   8.2 
Nestlé Coffee Mate   $250,336,400   2.0   77,504,800   (3.6)  149,166,900   4.5 
International Delight   $108,736,500   28.1   38,125,180   28.4   66,593,880   28.0 
Private Label   $44,311,380   9.0   18,137,980   8.2   33,523,720   10.3 
Bailey’s   $27,057,700   21.8   12,460,400   23.1   14,254,280   27.5 
Nestlé Coffee Mate Natural Bliss   $12,355,460   23.6   4,634,518   16.9   5,263,405   31.6 
International Delight Cold Stone   $6,610,087   154.6   2,462,180   145.6   3,905,994   158.1 
Intrntnl Dlght Coffee House Inspirations   $5,958,364   (71.8)  2,013,209   (76.4)  3,946,108   (68.8)
Silk   $3,747,040   5.0   1,670,439   5.3   1,993,307   6.4 
Mocha Mix   $2,666,306   (8.6)  731,280   (7.9)  2,153,457   (7.0)
So Delicious   $1,510,251   113.8   643,882   108.1   643,882   108.1

MRGRINE/SPREADS/BTTR BLNDS  $453,652,300   (5.9)  203,004,000   (5.2)  267,076,500   (4.0)
Shedd’s Country Crock   $74,517,720   (2.8)  25,272,770   (2.0)  51,353,320   (0.2)
I Can’t Believe It’s Not Butter   $66,010,500   (10.2)  20,211,580   (9.4)  23,152,660   (8.2)
Blue Bonnet   $50,992,280   (3.0)  39,008,400   (3.2)  50,308,140   (2.3)
Land O’Lakes   $43,665,480   7.9   16,561,670   5.5   12,166,340   4.6 
Smart Balance   $42,846,060   (10.6)  12,726,230   (11.0)  14,824,480   (9.0)
Private Label   $24,395,820   (8.3)  15,119,880   (9.7)  22,414,210   (9.0)
Imperial   $22,281,860   1.6   21,385,190   3.4   23,759,960   4.0 
Shedd’s Country Crock Plus   $21,368,850   2.0   6,440,923   6.3   18,115,100   6.3 
I Can’t Believe It’s Not Butter Lght   $18,299,510   (6.8)  6,145,907   (4.3)  6,526,151   (4.2)
Parkay   $17,462,990   (5.8)  8,765,360   (5.7)  9,569,752   (7.2)

PRCSSD/IMITATION CHEESE-SLICES  $443,939,500   (5.0)  141,589,100   (3.4)  129,034,400   (2.8)
Kraft Singles   $170,700,800   (3.0)  49,661,190   (2.3)  48,066,620   (1.1)
Private Label   $130,456,500   (7.7)  44,398,720   (8.5)  42,363,620   (8.1)
Kraft Deli Deluxe   $31,593,280   (7.5)  6,025,009   (8.1)  5,624,078   (7.3)
Borden   $29,407,890   (3.2)  11,306,750   1.8   9,259,111   1.4 
Kraft   $21,594,980   (8.9)  7,989,046   (3.9)  6,313,648   (3.6)
Kraft Velveeta   $20,275,190   23.2   7,361,105   92.4   6,091,913   90.4 
Crystal Farms   $5,767,904   (29.2)  1,703,708   (34.6)  1,615,510   (31.4)
Land O’Lakes   $5,700,646   (4.8)  954,916   (8.9)  1,158,653   (9.5)
Sandwich Mate   $3,856,050   (5.0)  3,394,386   (7.4)  1,997,277   (6.9)
Galaxy Nutritional Foods Veggie   $3,306,333   (7.1)  1,001,977   (7.4)  457,202   (7.4)

BREAKFAST SAUSAGE/HAM  $372,651,200   3.4   120,036,800   6.0   109,126,900   5.4 
Jimmy Dean   $131,965,000   1.5   41,343,790   0.4   38,506,890   0.6 
Johnsonville   $36,926,140   11.4   12,004,060   18.2   9,052,095   18.1 
Private Label   $31,561,660   4.2   11,812,480   5.7   9,812,652   4.6 
Bob Evans   $31,033,500   (7.0)  9,413,879   (2.2)  8,375,468   (4.3)
Tennessee Pride   $23,089,380   6.8   6,982,627   12.6   7,549,568   14.2 
Swaggerty   $7,470,967   8.9   1,426,312   18.6   2,788,657   4.3 
Eckrich Smok-Y   $6,772,316   22.2   2,629,208   24.7   1,364,033   14.3 
Owens   $6,745,010   (2.2)  2,017,450   1.1   2,169,350   (3.4)
Jennie-O Turkey Store   $5,983,332   25.0   1,615,747   43.3   1,505,936   49.6 
Farmland   $4,562,707   4.7   2,609,420   21.9   2,468,075   24.5

nATURAL SLICES  $359,631,200   7.4   110,224,400   7.5   59,401,740   7.9 
Private Label   $138,520,200   2.2   48,920,000   0.6   25,290,280   2.5 
Sargento   $67,045,050   30.2   21,509,210   30.2   10,113,110   31.1 
Sargento Deli Style   $24,955,630   8.5   8,153,744   8.0   3,951,272   8.0 
Kraft Big Slice   $14,598,360   1.9   5,339,043   7.5   2,596,781   7.2 
Tillamook   $14,039,480   2.2   2,806,783   1.4   2,218,438   3.6 
Kraft   $8,666,250   (16.0)  2,779,295   (13.2)  1,500,512   (11.5)
Belgioioso   $7,240,384   24.0   1,036,402   29.8   1,323,106   25.7 



19www.frbuyer.comAPRIL 2013

24.6%
Dollar gain by private label 
appetizers/snack rolls (to 

$5,865,101), largest by a store 
brand product with at least

$5 million in sales during the 
most recent 12 weeks. But this 
wasn’t even the subcategory’s 
biggest advance: no. 3 brand 

Japanese Food Express saw its 
sales jump 73.1%.

$4,340,684
Sales racked up by Tropicana 
Farmstand blended fruit juice 

during the most recent 12 
weeks, one of the best perfor-
mances by a refrigerated prod-
uct in distribution less than a 
year. But it wasn’t enough to 
pull the category (-1.9%) into 

positive territory.

668.5
Length in feet of the longest 
hot dog ever made. Produced 

in Paraguay on July 15, 2011, 
it contained 264.5 pounds 
of meat and a 220.5-pound 

bun. After the record was set, 
the frank was cut into 2,000 

portions and distributed 
to the public, according to 

the Guinness Book of World 
Records.

-8.6%
Dollar decline in refrigerated 
pot pie sales (to $6,565,612), a 

stark contrast to product’s per-
formance in the frozen aisle 
where pot pie sales shot up 

12.7%. Mrs. Budd’s and private 
label own 90% of the refriger-
ated segment, and both suf-

fered double-digit losses.

1925
Year of the Hupmobile car 
pictured in the foreground 

on the back of a $10 bill. The 
20-horsepower vehicle was 
introduced in 1909 when it 

sold for $750.

Crystal Farms   $5,228,616   (6.2)  1,606,814   (7.4)  814,453   (8.2)
Sargento Natural Blends   $5,095,293   1.4   1,744,637   4.2   817,886   4.2 
Castle Wood Reserve   $5,021,536   (17.9)  471,829   (25.2)  885,778   (24.6)

MEAT/CHEESE/CRACKER/DESSERT  $302,252,800   5.9   140,797,000   6.5   56,414,770   1.1 
Oscar Mayer Lunchables   $191,191,100   4.1   96,464,310   6.8   37,492,740   (4.0)
Hormel Party Tray   $32,144,160   2.7   2,591,794   5.4   4,778,359   5.4 
Armour LunchMakers   $26,330,170   (10.6)  24,064,360   (8.5)  4,644,333   (9.2)
Lunchables $17,067,040 *  5,823,610 * 3,385,036 *
Hormel Snack Tray   $9,672,253   20.0   1,577,600   19.5   1,449,498   19.5 
Armour LunchMakers Cracker Crunchers   $6,150,599   (13.8)  3,936,774   (2.9)  1,579,480   (14.4)
Private Label   $4,795,044   28.5   577,166   9.0   721,493   16.4 
Oscar Mayer   $3,403,083   (62.4)  1,446,710   (59.6)  491,432   (63.4)
Armour LunchMakers Loco Nachos   $2,022,786   (15.8)  1,950,886   29.6   378,082   (39.1)
Armour Active Packs   $1,530,957   63.2   613,437   61.6   202,160   63.2

FLVRD MILK/EGGNOG/BTTRMLK  $284,288,500   2.7   111,413,300   1.0   357,396,000   1.2 
Private Label   $80,228,750   2.3   32,657,080   2.4   129,749,500   0.9 
TruMoo   $26,095,720   2,164.2   8,611,623   1,446.4   40,933,020   2,992.5 
Borden   $10,406,980   5.3   4,495,256   8.6   11,006,680   7.4 
Prairie Farms   $8,821,530   4.5   4,051,394   4.7   12,442,600   4.5 
Southern Comfort   $7,591,161   10.5   2,757,504   11.5   5,515,008   11.5 
Hood   $7,443,181   1.6   2,316,804   3.2   5,880,113   0.5 
Horizon Organic   $6,650,790   22.8   1,579,265   21.5   5,595,881   22.7 
Hiland   $5,926,742   15.4   2,700,148   14.1   7,487,551   13.0 
Meadow Gold TruMoo   $2,534,118   (20.7)  1,514,300   (3.3)  2,734,870   (39.4)
Dean’s TruMoo   $2,285,091   (68.4)  907,588   (70.4)  3,018,635   (72.3)

SOUR CREAM  $277,691,400   (2.6)  151,008,000   0.7   150,311,100   1.4 
Daisy   $112,477,200   1.9   52,642,380   2.7   54,590,880   3.4 
Private Label   $76,606,620   (9.0)  51,629,740   (2.3)  51,521,080   (2.4)
Breakstone’s   $24,137,250   0.6   12,990,450   12.6   12,058,630   12.5 
Knudsen Hampshire   $9,822,766   1.6   4,155,765   13.0   4,407,287   13.5 
Kraft Simply   $6,125,287   (6.1)  4,213,661   (14.5)  4,009,043   3.6 
Hood   $3,033,204   13.3   1,835,463   23.0   1,840,849   23.8 
Tillamook   $2,761,856   (1.5)  1,349,406   4.8   1,400,873   4.2 
Kemps   $2,554,061   (4.9)  1,480,324   (2.4)  1,360,827   (2.1)
Darigold   $2,145,351   (1.3)  1,121,467   8.9   1,274,537   10.2
Friendship   $2,104,777   (30.6)  1,262,079   (27.8)  1,228,280   (32.1)

COTTAGE CHEESE  $241,678,000   (3.6)  94,623,310   0.1   114,483,300   (1.5)
Private Label   $92,621,510   (7.3)  37,553,850   (3.7)  52,384,250   (4.3)
Breakstone’s   $21,971,150   (6.5)  7,673,859   5.2   8,676,851   (1.5)
Daisy   $14,369,940   25.6   5,249,467   30.2   6,520,323   29.2 
Knudsen   $11,140,220   (1.4)  3,320,452   10.7   4,047,508   7.7 
Kraft Simply   $10,898,200   (2.1)  4,849,508   (2.1)  5,982,161   (1.7)
Dean’s   $7,408,329   (0.3)  2,414,875   (1.2)  3,321,725   (0.0)
Breakstone’s Cottage Doubles   $6,350,391   4.7   6,500,681   8.7   1,584,961   8.7 
Hood   $5,973,555   10.7   2,184,657   10.2   2,343,690   13.6 
Prairie Farms   $5,143,619   4.8   1,811,475   5.1   2,508,976   7.9 
Friendship   $4,828,596   (11.8)  1,705,695   (10.2)  1,761,290   (10.6)

nATURAL STRInG CHEESE  $240,750,500   (0.2)  71,291,600   (0.3)  45,926,210   1.6 
Private Label   $52,916,030   (0.4)  21,972,650   1.9   10,590,690   0.3 
Frigo Cheese Heads   $47,347,110   (10.7)  14,109,920   (11.7)  11,269,120   (9.0)
Sargento   $36,080,970   1.0   7,931,887   2.7   5,195,591   1.9 
Kraft   $15,138,650   26.1   3,988,360   32.3   3,048,231   37.0 
Precious Stringsters   $9,371,102   10.2   1,819,574   24.5   1,635,892   20.3 
Crystal Farms   $8,264,970   (2.1)  3,232,548   (12.9)  1,563,214   (7.4)
Polly-O   $7,418,534   0.5   1,354,582   3.0   1,394,632   4.4 
Schreiber Weight Watchers   $6,481,809   9.3   1,682,558   12.0   1,051,599   12.0 
Kraft Polly-O   $6,004,424   21.3   935,532   33.1   1,234,626   32.2 
Sargento Natural Blends   $5,528,362   43.4   1,184,480   39.6   771,445   41.9

FRUIT DRInK  $240,552,300   (0.5)  116,158,200   0.7   8,048,132,000   (2.6)
Sunny D   $51,529,160   (8.2)  21,126,560   (11.8)  1,958,409,000   (8.3)
Minute Maid Premium   $47,429,720   35.1   26,046,900   48.7   1,845,023,000   30.1 

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

LOCO PROMOS
How about promotions that make more sense? 

BY RHOnDA RETAILER

Hey, Vinnie! There’s a big story a few pages ahead on retail promotion. Perhaps 
you should have someone read it to you, even though it has some big words. It 
would be just fabulous if you realized that promotion is supposed to help both 

of us move product profitably, not just you. 
Over the past year, your promotion levels have been about flat in frozen foods, and 

they’ve actually gone down in dairy. Sometimes, just getting a TPR or an ad out of you 
has been like trying to herd cats on amphetamines. Do you want to move product, or 

don’t you? 
I’ve also noticed that you’re becoming obsessed with scandowns. You know, where 

I have to move X cases of product past the cash registers before your deadline, or pay 
through the nose for what didn’t sell fast enough. I feel like I’m on that old Beat the 
Clock TV show, where I have to sell 200 cases of your product while juggling pizza 
boxes blindfolded, all within 60 seconds or I don’t get any reimbursement. 

Seriously, Vinnie, you’ve been making scandown deals for shorter and shorter 
periods, but you stretch out your payments longer and longer. We finally got reim-
bursed last week for product we sold back when Bill Clinton was having his fling 

with Monica. And have you ever considered scandowns where the trigger is not 
when your product passes the register, but reaches the store? Just an idea. 
One more thing, Vinnie. How about making your purchase orders more simple, 

like you? Your POs have lines for TPRs, feature ads, demos, BOGOs and even “guess what?” Why can’t you put all the 
funds into one bucket so that the two of us work it out together? Come on Vinnie, let’s sell some product! n

YOU’RE LOCO! 
Rhonda, you’ve been smoking those funny cigarettes again! 

BY VInnIE VEnDOR

You want promotions that make more sense? But you’re the one with all these loco 
ideas about slotting fees, failure fees, endcap fees, demo dollars and — oh, yeah — golf 
outings? And you’re in active denial that you’re actually taking anything that shouldn’t 

be yours. Perhaps you’re just an imbecilic kleptomaniac. (Big words, Rhonda; look ‘em up!) 
You’ve got more profit centers than our pals at Eggo have waffles. We’ve already had our 

pockets picked before we even walk through your door. But I’ll answer your com-
plaints, one by one.   

Promotion is flat or down? Well, it may have escaped your attention that the 
economy has been tough lately. I notice that your capital expenditures on new 
stores and remodels are down, too. Why is that?

You certainly know that some of our biggest promo spending goes against new 
products. But frankly, sweetie, a lot of us are pretty gun-shy about coming out 
with new items right now. You’ve got so many fees tied to new products that 
we’re worried about taking the risk. Some of us prefer to launch new items in 
other channels, where much of this various vileness doesn’t exist. Stop scream-
ing, Rhonda! Let me continue. 

Scandowns? A lot of retailers do very well with these, if they have the discipline 
to order the right amount of product for the period covered. And if you’re losing your 
shirt on them, maybe your scanner data could use some cleaning. Or you’re playing games with margins 
and penny-pass-through. Or you’re regularly going out of stock in some of your stores and haven’t figured it out yet. 
Finally, our purchase orders are often complex, but they have to be if we’re going to protect ourselves from you. For the 
thousandth time, Rhonda, make your money on the sell, not the buy!  n  
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EXPRESS LAnE

IDDBA SHOW
IS JUNE 2-4
49th annual seminar and expo to have 8,500 attendees, 
1,600 booths, and a program full of top speakers and 
seminars. 

More than 8,500 attendees and 1,600 booths are 
expected at the 49th annual seminar and 
expo of the International Dairy-Deli-Bakery 

Association June 2-4 at the Orange County Convention 
Center in Orlando, Fla. 

The theme for Dairy-Deli-Bake 2013, run by Madison, 
Wis.-based IDDBA, is “Foodie All-Stars.” This full-service 
seminar and expo features qualified retail buyers and 
merchandisers, along with dairy, deli, bakery, cheese, 
foodservice products, packaging and services. 

This year’s speakers include: Bill O’Reilly of Fox News; 
NFL star Brett Favre; James Beard award-winner Alton 
Brown, discussing the impact of TV food shows; “foodie” 
Jim Gaffigan, the TV and movie actor/comedian; author 
Marcus Buckingham, discussing how to turn hidden 
strengths into a competitive advantage; Prof. Lowell 
Catlett on how the food industry will change by 2020; 
author Carmine Gallo on lessons from the Apple store; 
author Erik Qualman on how social media transforms 
the way we live and do business; consultant Harold Lloyd 

on “grand slam deli-bakery ideas;” Giant Eagle’s Voni 
Woods on delicious deli foods that let you eat well and be 
well; Datassential’s Jack Li on consumer purchase deci-
sions; and IDDBA’s own Carol Christison on the mini- 
and mega-trends that are rapidly reshaping markets and 
competitive positioning. 

There is also an extensive seminar program focus-
ing on personal and professional 
growth, along with the presentation 
of world-class merchandising ideas 
and demonstrations with actionable 
suggestions you can use. 

This year’s “Show & Sell Center,” a 
10,000-square-foot retail merchandis-
ing and idea center, will offer ideas on 
merchandising and display of bakery, 
cheese, deli and meal products. If you 
stop by at the center during the show, 
you can sign up for a free CD with 
more than 1,000 photos highlighting 
these ideas. 

For more information, contact the 
IDDBA at 608-310-5000 or visit its 
Web site, www.iddba.org. n

Correction: The new Roasted Tomato & 
Herb Salmon variety pictured on page 
30 of last month’s frozen seafood review 
is part of Beaver Street Fisheries’ Sea 
Best Signature line, which includes eight 
fully prepared, ready-to-cook seafood 
dishes in dual microwave- and oven-safe 
containers. For more information, go to 
www.seabest.com.

PHoTo CoURTESY oF IDDBA.

Where’s Waldo? The folks at IDDBA expect a big crowd 
again at this year’s show, set for June 2-4 in Orlando. 
(Waldo’s in the 38th row, in the red shirt. See him?)

SUNDAY, June 2
8:00-8:30 a.m., Jack Li, “Filling the 
Gap: Opportunities in Fresh Food.”
8:30-9:10 a.m., Harold Lloyd, “Grand 
Slam Deli-Bakery Ideas.” 
9:10-10:00 a.m., Alton Brown, “Feast-
ing on Foodies: TV Food Shows and 
Their Impact.” 
10:00-10:20 a.m., Coffee break.
10:20-11:10 a.m., Lowell Catlett, 
“Food: Seeing 20-20 in 2020.”
11:10-noon, Erik Qualman, “Social-
nomics: How Social Media Trans-
forms the Way We Live and Do 
Business.”

MONDAY, June 3
8:00-8:15 a.m., Voni Woods, “You 
Are What You Eat, So Be Delicious!”

8:15-9:15 a.m., Carol Christison, 
“All-Star Food Trends.”
9:15-10:00 a.m., Bill O’Reilly, “The 
No-Spin Zone.”
10:00-10:20 a.m., Coffee break.
10:20-11:10 a.m., Marcus Bucking-
ham, “Stand Out — Turn Hidden 
Strengths into a Competitive Ad-
vantage.”
11:10-noon, Jim Gaffigan, “Ready, 
Set, Eat!”

TUESDAY, June 4
8:00-9:00 a.m., Carmine Gallo, “Les-
sons from the Apple Store: People, 
Communication, Design.” 
9:00-10:00 a.m., Brett Favre, “The 
Gunslinger.”

DAIRY-DELI-BAKE 2013
SCHEDULE-AT-A-GLANCE



COSTCO & WALMART
CHAT WITH WALL ST.
During a March 12 conference call with securities ana-
lysts about its second fiscal quarter, Costco CFO Richard 
Galanti is asked about private label. 

“We tend to try to build bigger packs and better qual-
ity. And there are examples… where we sold our brand, 
which is packaged at a higher spec, higher quality than 
the leading national brands, at a higher price but a 
greater value. However, let’s assume on average that (our 
private label items) have a lower price point by 10% to 
20% versus what we would sell the brand for.… Private 
label (penetration) is in the low 20s, and continues to 
grow… We’d like to see a three in front of that instead of 
a two. But I don’t know how long that takes. Certainly we 
keep adding new items.” 
Is private label growing as a percentage of SKUs? 

“Absolutely.”
What do you hear in terms of inflation? 

“The only area I’m hearing a little more inflation still 
is in protein, beef and poultry and pork. And that relates 
both to international demand for some of those items as 
well as the costs associated with the drought last year and 

grain prices, and corn and wheat and things like that.”
Charles Holley, exec vp and CFO of Walmart, is asked, 
during a March 12 presentation to Bank of America Mer-
rill Lynch, about private label. 

“We don’t view private label like some other retailers. 
We are a brand retailer; we like to sell brands. We use 
private label to fill in gaps where we see a value gap for 
our customers. It’s really very dependent on a category or 
subcategory. Now, having said that, we are improving our 
private label… the quality of even the packaging is chang-
ing. You will see more private label in certain categories 
later in this year. But it’s not a strategy to replace or 
pump up profit; it’s really a strategy to have an offering of 
value that’s just not there right now for the customer.”
Why doesn’t Walmart have loyalty cards? 

“We believe all our customers deserve the lowest price 
possible — not just certain customers. Also, there are 
some very good loyalty programs and you learn a lot 
about those customers that participate. But some pro-
grams are also very expensive and we don’t think that 
that serves everyday low cost and everyday low price. We 
want to offer everyday low price to all of our customers 
and they don’t have to be in a certain special group.”
Transcripts are courtesy of www.seekingalpha.com, and 
are edited for clarity and brevity. n 

Private Label  •  Frozen  •  Service Deli  •  Food Service

Custom Pizza Manufacturing Since 1967

over 250,000,000 pizzas made…
& still counting

For over 44 years S.A. Piazza has been producing custom solutions for our clients. We 
manufacture a full range of frozen and refrigerated pizza products for your deli and private 

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

Please contact us today to learn more about how we can exceed your goals.
IDDBA Booth #2337
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InDIAn 
FOODS 
ROLL ON

new items and flavors combine 
with a healthy profile to build a 
rapidly growing following.  

Indian foods continue to grow 
rapidly at retail, as new flavors 
and a healthy better-for-you 

profile gain further traction with 
consumers.  

Tandoor Chef (www.tandoorchef.
com) was recently recognized as the 
nation’s No. 1 frozen Indian brand by 
Nielsen, according to Deep Foods, the 
Union, N.J.-based owner of the brand. 
And new products are taking off. 

nAAn PIZZA
In March, Tandoor launched an au-
thentic Jalapeno Naan Pizza with buf-
falo milk mozzarella and jalapenos. 

The frozen vegetarian pizza is fired in 
a clay Tandoor oven at 1,000ºF.

“Innovation will continue to drive 
our success in 2013, and we’re sure 
this product, which is hand-stretched 
and made of all natural ingredients, 
will further innovate the growing 
frozen specialty pizza category,” says 
Mike Ryan, vp of sales and marketing. 

And in November, the company 

introduced Malai Kofta, a savory 
vegetarian entrée of pillowy vegetable 
dumplings in a mildly spiced, creamy 
sauce. With zero trans fats and 140 
calories per serving, it has 
a suggested retail of $3.99. 
The dish is a traditional 
northern Indian specialty, 
and was created to provide 
vegetarian consumers with 
smarter and healthier at-
home dining options.

“Vegetarian consumers 
make up a large percent-
age of both the Indian 
and American population, 
yet truly healthy vegetarian dining 
options remain limited — especially 
when it comes to eating at home,” 
says Ryan. “That’s why we’ve intro-
duced another delicious vegetarian 
option for our consumers. We’re 
proud to share this with the vegetar-
ian community as a way of letting 
them know that we have their tastes 
and interests in mind.”

Also active on the new product 
front lately is Sukhi’s Gourmet Indian 
Food (www.sukhis.com), Hayward, 
Calif., which recently debuted frozen 
handhelds called “Street wraps.” In 
varieties including Chicken Tikka 
Masala, Chicken Vindaloo and Veg-
gie Samosa, the items are Halal, all-
natural and preservative-free with no 
trans fat. Sukhi’s is also introducing 
a new appetizer platter with spinach 
pakora, lentil vada and aloo tikki. 

The company sees opportunity 
in targeting mainstream consum-
ers who may have never tried Indian 
food, but are looking for different 
flavors, says Sanjog Sikand, daughter 
#2, sales and marketing. (That’s her 
title. Really.) 

WRAPS & nAAnWICHES
“For them to pick up a wrap or a 
naanwich is not much of a stretch, 
yet it’s a whole different flavor profile. 
The price point also suits well to ex-
perimentation — a wrap or naanwich 
is only $2.99.”

Sikand is also bullish on appetiz-
ers, where consumers can try several 
flavors and cuisines in one sitting, 

tapas-style. Here, consumers seem 
to be less price sensitive, she says, 
noting that the company’s potato Sa-
mosas can retail for $6.99 (10 pieces 

of samosa with 2 ounces of chutney 
for dipping). 

She adds that Indian appetizers 
are best promoted around American 
and Indian holidays. Grouping Indian 
appetizers and entrées together is 
commonly done, Sikand notes, but is 
less successful than merchandising 
them with mainstream appetizers. 

A WInE WITH 
PALAK PANEER?
Tandoor Chef has launched a mobile 
wine pairing application consum-
ers can use with their smart phones. 
Because of the variety of spices used 
in Indian cuisine, it can be difficult to 
pair with the right wine. 

“Even the average wine consum-
ers know white wine pairs with 
chicken, red wine with dark meats, 
but what about Palak Paneer?” says 
Ryan. “A flavorful Latin Malbec pairs 
best with Lamb Vindaloo and dark 
purple to ruby shaded Cabernet 
complements Chicken Tandoori with 
spinach. Wine consumers will be 
shocked by the pairings, but pleas-
antly surprised they took the extra 
step to find the perfect match for 
their Indian cuisine.” 

The app lets you choose the Tan-
door Chef cuisine or the wine you 
have at home. Once chosen, clicking 
on the appropriate link will bring you 
to a new page displaying the match. 
Visit http://www.tandoorchef.com/
winepairing.php to check it out. n

“Street wraps,” from Sukhi’s Gourmet Indian 
Foods, are handhelds that come in Chicken Tikka 
Masala, Chicken Vindaloo and Veggie Samosa. 

Tandoor Chef’s Malai Kofta, 
featuring pillowy vegetable 
dumplings in a creamy sauce, 
has an SRP of $3.99. 



TandoorChef.comFree Tandoor Chef Wine Pairing Tool available on 
TandoorChef.com/pairwine or TCPairing.com.

Restaurant-Quality Frozen Indian Cuisine For 
Adventurous Eaters. (And Pizza Lovers Too!)
We are the #1 frozen Indian brand and represent the fastest growing 
category in the freezer aisle today. Your customers will explore the 
adventurous side of Indian cuisine ... while you’ll discover more profits. 
Contact Mike Ryan at (908) 810-7500 ext. 1157 or mryan@deepfoods.com 
to learn more about our appetizer, entrée and naan offerings.

Chart a
Course for New Flavors.

Cilantro Pesto Naan Pizza
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What types of merchandising activity are the 
most common in different departments and 
categories, and which ones tend to produce 

the most lift? How can retailers and manufacturers 
achieve win-win with their promotional efforts?

When Frozen & Refrigerated Buyer asked us to provide 
data and perspectives 
to help its readers drive 
growth, it fit our capa-
bilities perfectly. Symphony 
Consulting is an arm of 
SymphonyIRI Group, the 
Chicago-based market 
research firm, and one of 
its key platforms is “Win 
at Retail.” This platform 
focuses on strengthening 
retailer and manufacturer 
partnerships by supporting 
category growth and ef-
ficiently reaching shoppers 
and satisfying their needs.  

The data used in this story is for the grocery chan-
nel during the 52 weeks ended Feb. 24, 2013. We hope 
these benchmarks and insights add some mojo to your 
promos!  

MARKET SIZE & SHARE
Frozen and refrigerated foods together make up 39% of 
the $246.7 billion in total food and beverage sales (F&B) 
in the grocery channel. The refrigerated department 
makes up 26% of the total, or $63.8 billion, while the fro-
zen department accounts for the remaining 13%, or $32.4 
billion. Both get about the same share of space in-store.
During the 52 weeks studied, the frozen and refriger-
ated departments saw their dollars rise by 0.2% and 0.6%, 
respectively, compared with the 1.2% gain posted by F&B 
as a whole. 

MERCHAnDISInG ACTIVITY
In the total F&B segment, 42% of dollar sales are driven 
by merchandising activity of some sort. Refrigerated 
foods get 37% of their sales with merchandising support, 
while frozen foods come out slightly ahead of average 
at 43%. It seems likely that refrigerated foods come out 
on the low side here because it has so many commod-
ity products — milk and eggs, for example — that are 
private label and tend to be promoted less. 

Now let’s look at different types of merchandising 
support within these groups. Across F&B, 33% of dollar 
sales from merchandising activity come from temporary 
price reductions (TPRs). That number dips to 32% for 
refrigerated foods, but frozen foods are once again ahead 
of the curve, at 36%. 

Refrigerated and frozen foods have lower shares of 
dollars from display activity (7% and 11%, respectively) 
compared with F&B (17%). This stands to reason when 
you consider the limited refrigerated/frozen space avail-
able within the stores for display. 

Features account for 16% of both F&B and refrigerated 
dollars. Once again, frozen food comes out ahead at 19%, 
indexing at 118. The chart below shows the dollar share 
of different merchandising types in the grocery channel. 

TYPE TOTAL F&B REFRIGERATED FROZEn
Any Merch. 42% 37% 43%
TPR* 33% 32% 36%
Any Display 17% 7% 11%
Any Feature 16% 16% 19%
Feature & Display 6% 3% 5%
*TPR is a temporary price reduction

LIFT BY DEPARTMEnT
The average lift (amount sold beyond the normal base) in 
dollar sales from any merchandising activity in total F&B 
is 52%. Refrigerated is at 49% and frozen is 55%. Typically, 
features when executed along with displays deliver the 
highest lifts in sales across all departments (158% for total 
F&B). It’s interesting to note that frozen foods deliver

Here are benchmarks and 
insights you can use to add some 

magic to your promotions. 

BY DAnIEL GRUBBS
Principal, Symphony Consulting
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significantly higher lift with display activity (93%) com-
pared with total F&B (71%). 

The frozen department might not have the space for 
more display given the equipment constraints, but it 
does a phenomenal job with the space it has at delivering 
incremental sales. Here’s a look at the percentage increase 
in dollars based on different merchandising types. 

TYPE TOTAL F&B REFRIGERATED FROZEn
Any Merch. 52% 49% 55%
TPR 59% 54% 59%
Any Display 71% 71% 93%
Any Feature 95% 84% 95%
Feature & Display 158% 157% 184%

DEPTH OF DISCOUnT
Usually, across all F&B products, the deepest discounts go 
with features and displays combined. The frozen and re-
frigerated departments are pretty much in line with F&B 
on different types of merchandising activity, although 
frozen comes out ahead of the average on displays. Here 
are weighted averages for depth of discount by merchan-
dising type. 

TYPE TOTAL F&B REFRIGERATED FROZEn
Any Merch. 22% 23% 24%
TPR 26% 25% 27%
Any Display 19% 21% 22%
Any Feature 28% 27% 29%
Feature & Display 30% 31% 31%

SALES & LIFTS BY AISLE
SymphonyIRI Group’s hierarchy breaks departments into 
aisles, and then aisles into categories. Let’s look at the 
aisles in the refrigerated department first. 

Some $23.4 billion in refrigerated food sales are driven 
by merchandising activity. More than half of this comes 
from the dairy aisle — $12.51 billion. The next aisles in 
order of sales driven by merchandising are meats ($5.22 
billion), beverages ($1.96 billion), produce ($1.26 billion), 
and meals ($1.08 billion). The refrigerated department has 
an opportunity to improve on the lifts associated with 
feature activity by possibly emphasizing more meat and 
beverage aisle categories, given their strong lift perfor-
mance. Here are the sales lifts for each of these aisles.

AISLE ANy MERCH TPR FEATURE DISPLAy FEATURE
     & DISPLAy
Dairy 43% 46% 73% 60% 131%
Meats 72% 77% 127% 118% 277%
Beverages 66% 73% 119% 90% 201%
Produce 39% 43% 54% 48% 89%
Meals 42% 46% 72% 60% 133%
TOTAL DEPT. 49% 54% 84% 71% 157%  

Now let’s look at the aisles in the frozen department, 
which churns out $13.82 billion in sales driven by mer-
chandising. The most productive aisles in terms of such 
sales are meals ($4.71 billion), meat/poultry/seafood 
($3.47 billion), desserts ($3.46 billion), fruits and vegeta-
bles ($1.30 billion) and baked goods ($464 million). Sales 
lifts for these aisles follow. 

AISLE ANy MERCH TPR FEATURE DISPLAy FEATURE
     & DISPLAy
Meals 59% 63% 97% 114% 187%
Mt/Pltry/Sfd 59% 66% 95% 74% 176%
Desserts 54% 57% 105% 93% 188%
Fruit/Veg 37% 40% 56% 87% 136%
Baked Goods 60% 61% 142% 123% 287%
TOTAL DEPT. 55% 59% 95% 93% 184%

TOP 10 CATEGORIES
Finally, let’s take a look at the top 10 categories in both 
refrigerated and frozen foods. In the refrigerated depart-
ment, dollar sales with merchandising support total 
$23.44 billion. The top 10 categories are natural cheese 
($3.41 billion), milk ($2.57 billion), breakfast meats ($1.77 
billion), juices/drinks ($1.76 billion), yogurt ($1.64 billion), 
luncheon meats ($1.35 billion), fresh eggs ($1.32 billion), 
salad/coleslaw ($1.26 billion), dinner sausage ($910 mil-
lion) and processed cheese ($802 million). Here are the 
promotional lifts for each of the refrigerated categories. 

CATEGORy ANy MERCH TPR FEATURE DISPLAy FEATURE
     & DISPLAy
Natural Cheese 61% 66% 103% 92% 176%
Milk 25% 24% 33% 28% 43%
Bkfst Meats 103% 111% 190% 135% 345%
Juices/Drinks 73% 80% 127% 103% 217%
Yogurt 41% 44% 68% 73% 132%
Luncheon Meats 54% 57% 83% 90% 184%
Fresh Eggs 22% 23% 69% 28% 90%
Salad/Coleslaw 39% 43% 54% 48% 89%
Dinner Sausage 55% 58% 91% 101% 202%
Processed Cheese 49% 57% 90% 55% 153%
TOTAL DEPT.  49% 54% 84% 71% 157%

In frozen foods, total sales with merchandising support 
are just over $13.82 billion. The top three categories — 
dinners/entrees, ice cream and pizza — account for nearly 
half of that. Here are the top 10 frozen categories, ranked 
by their contribution to that total: dinners/entrees ($2.38 
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www.SonomaFlatbreads.com or call us at: 1-800-366-2867

Super premium gluten-free pizzas & multi-grain f latbreads
Fabulous tasting!
Fresh pearl mozzarella & naturally smoked provolone cheeses
Vegetables include artichokes, spinach, & roma tomatoes
Meats are nitrate, nitrite, & hormone-free.

Simply Honest Ingredients

Taste the Delicious Difference

billion), ice cream/sherbet ($2.29 billion), pizza ($1.47 
billion), seafood ($1.19 billion), novelties ($1.00 billion), 
poultry ($998 million), processed poultry-refrigerated 
and frozen ($717 million), plain vegetables ($684 million), 
breakfasts ($576 million) and meats ($569 million). And 
here are the promotional lifts for these categories: 

CATEGORy ANy MERCH TPR FEATURE DISPLAy FEATURE
     & DISPLAy
Dinners/Entrees 56% 58% 90% 107% 173%
Ice Cream/Sherbet 62% 66% 112% 110% 188%
Pizza 75% 82% 118% 130% 209%
Seafood 66% 76% 91% 80% 164%
Novelties 36% 38% 79% 66% 166%
Poultry (Fz/Rfg) 64% 74% 112% 74% 196%
Proc. Pltry (Fz/Rfg) 44% 49% 74% 63% 147%
Plain Veg.  37% 41% 54% 96% 137%
Breakfasts 42% 44% 72% 88% 145%
Meat 55% 59% 107% 73% 207%
TOTAL DEPT. 55% 59% 95% 93% 184%

KEY TAKEAWAY
Frozen and refrigerated foods are critical departments for 
retailers in achieving their top and bottom line financial 
objectives. However, they are underperforming compared 
with the total F&B marketplace. Retailers need to look to 

partner with the manufacturer community to drive bet-
ter department growth. One of the key levers for retailers 
and manufacturers will be through merchandising.

In driving growth through merchandising, retailers 
and manufacturers need to consider a few guideline ques-
tions in their planning and execution. These include, 
—What aisles and categories demand a greater share of 
merchandising space and attention? 
—What merchandising vehicles are best suited for what 
aisles and categories? 
—At what times of the year should some aisles and cat-
egories receive greater share of activity? 
—What level of discounting will drive sales, but achieve 
optimal profit objectives?

Based on our estimates from prior engagements across 
frozen and refrigerated foods categories, more efficient 
promotion planning and execution can likely produce 
a 5% increase in incremental sales. This translates into 
incremental gains of $1.2 billion in refrigerated foods and 
$700 million in frozen foods across the industry. 

With manufacturers driving insights and guidelines re-
lated to these questions in partnership with retailers, the 
frozen and refrigerated foods departments will be able to 
capture greater lifts from merchandising and be able to 
drive total department and store growth. n



PROMO ADVICE
yOU CAN USE
We asked Bob Owens, vp of retail consulting & analytics 
at new York-based nielsen, how to max out promotion 
efficiency and effectiveness. 

What advice might 
you offer for pro-
motion? 
Promotional lifts will 
vary by category and 
brand. It is impor-
tant to know which 
promotional mechan-
ics drive incremental 
category volume. 
Feature ads gener-
ally work better than 
endcaps alone. 

In rank order of ef-
fectiveness, lowest to 
highest: TPR, Display, 

Features, Features and Displays with deep price cuts. 
While TRP lift is the lowest, it is the simplest and most 
cost-effective to run. The long-term challenge is really 
avoiding over-
promotion and 
confusing the 
shopper: should 
you consider 
EDLP for a 
given category 
if the promo-
tion frequency 
is high?

How can cir-
culars be used 
to best advan-
tage? 
Since 2005, 
paper towels, 
facial tissue and 
cereal have had 
large circular 
lift increases. 
Diapers, mar-
garines, and 
milk are in 

decline. In order to maximize the overall lift profile for 
the circular, categories and products must be scrutinized 
to understand where positive momentum exists in the 
market. 

Grocery has not been the historical channel of choice 
for paper as shoppers took advantage of expanding 
channel options. However, current ads are getting much 
better response. The 70% weekly reach of circulars along 
with higher trip counts in the grocery channel may mean 
that proper circular alignment with shopper demand is 
lessening some of the channel blurring that paper had 
experienced. 

Other categories that are experiencing more recent 
channel blurring are seeing much smaller lifts in gro-
cery — diapers, margarines, and milk. As new outlets add 
refrigeration or as category killers come online (such as 
diapers.com), shoppers 
are leveraging these 
options. 

Rather than scram-
bling to recapture lost 
ground in declining lift 
categories by pulling 
the discount lever further and further, reinvest those ef-
forts into positive momentum categories. Here are some 
do’s and don’ts you might want to consider. 

—Do advertise for broad appeal. 
—Do offer deep discounts, but don’t go overboard. 
—Do compare lift by category. 
—Do use price multiples; they work!

BOB OWENS

‘Did the promotion 
bump the category 
or not?’

www.SonomaFlatbreads.com or call us at: 1-800-366-2867

Super premium gluten-free pizzas & multi-grain f latbreads
Fabulous tasting!
Fresh pearl mozzarella & naturally smoked provolone cheeses
Vegetables include artichokes, spinach, & roma tomatoes
Meats are nitrate, nitrite, & hormone-free.

Simply Honest Ingredients

Taste the Delicious Difference
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—Do manage national brand ad composition. National 
brand ad share is a driver.  
—Don’t worry about page count or ad/count. Neither one 
is a driver.  
—Don’t advertise multiple competing items.
—Don’t use price multiples on new items. 
—Don’t promote low-penetration items. Go with broad 
appeal.   

Recognizing that it is extremely difficult to measure 
the cost of incrementality, what advice might you of-
fer to retailers/vendors in trying to 
get a handle on whether a promo-
tion paid off or not. 
When determining incrementality, 
and especially ROI, it is important to 
understand the source of the incre-
mental volume. Many promotions 
source data from other items in the 
brand or manufacturer portfolio 
in the same store or across chains. 
True ROI should be determined based upon 
the net incremental to the manufacturer or retailer.

If costs and detailed incrementality are not available 
then the assessments ought to look for improvements 
over time. For example, better lift over time at equal or 
less aggressive pricing would potentially indicate payback 
improvement. Shifting promotional support from less 
responsive to more responsive markets could also help 
overall payback as long as there is relative cost context for 
each market. 

Measuring whether a promotion achieved enough 
incremental lift to be profitable is easy. But this is a 
short-term view. The real challenge is measuring what 
promotions do for your banner equity long-term. For 
example, are you training shoppers to cherry-pick your 
promotions or would you be better off re-thinking pric-
ing strategy at a category level, given what you know your 
core shoppers expect?

To get at the true costs, it’s important to pull in the op-
erational challenges and costs when assessing the profit-
ability of a given promotion.

To get some perspective on true incrementality, a sim-
ple method is to compare the actual incremental volume 
from the individual item promotion to the gain to the cat-
egory for the same time period. Did the promotion bump 
the category or not? 

Is pantry loading necessarily bad?
Fundamentally no. It is better to have the additional pur-
chase than to lose it to a competitor. However, it is a cost 
to a promotion that should be factored into the financials 
of that promotion.

If having more on-hand at home leads to increased 
consumption, then it’s positive for both manufacturers 

and retailers because the shopper will 
be back in the store 

making another 
purchase, potentially on the same 
cycle. Increased consumption could be a negative for the 
shopper if it’s an unhealthy item, however. 

If pantry loading is stock-up without increased con-
sumption, then a negative could emerge if the stock-up 
product(s) cause a shopper to skip a trip to the store. This 
would definitely be a negative from a retail perspective. 
It is probably not likely, but could happen if the retailer is 
not mindful of what drives store choice, what drives trips, 
and which categories offer expandable consumption. 

Any thoughts on working private label promotions 
into the mix with national brands? 
Consumers generally don’t switch between private label 
and national brands. Having a mix of promotions makes 

it more likely that different consumers are getting 
offers that may meet their needs. In most cat-
egories, overlapping promotions between brands 
can actually increase category consumption even 
though each brand may not sell as much as it 
would when on a solo promotion.

All this has to be understood and addressed 
within the context of the category. Categories 
with strong national brand presence (dominant 
share) act differently than categories with no 
strong national brands. Cutting price too deeply 

on national brands might induce a switch from private 
brands, which does not help category-level margin per-
formance. n

‘Rather than scrambling to recapture 
lost ground in declining lift categories 
by pulling the discount lever further 
and further, reinvest those efforts into 
positive momentum categories.’
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TO BOGO, OR 
nOT TO BOGO… 
That is the question. We asked two experts for answers.
 

“Some BOGOs make sense, and some should 
be avoided. That’s probably a good place 
to start with answering that question,” says 

Jim Hertel, managing partner at Willard Bishop, the 
Barrington, Ill., consultancy. 

BOGOs (buy-one, get-one offers) work best, he ex-
plains, when you have expandable consumption prod-
ucts. By that he means products you’ll consume more 
of if you have them around the house, such as ice cream 
novelties, perhaps. 

InCREASE COnSUMPTIOn 
“One of the sillier things I’ve seen was a BOGO on 
625-count cotton swabs. So if you bought that, you’d go 
from having a 10-year supply to a 20-year supply. That’s 
a pretty ridiculous example, but it illustrates the point 
that BOGOs should be about increasing consumption,” 
Hertel notes. 

These promotions can move a lot of volume, but they 
are frequently overused and there are dangers involved. 

“It’s a slippery slope,” he 
warns. “Sometimes when 
retailers BOGO a category, 
they let their EDLP (everyday 
low price) creep up too much 
over time. Let’s say a $2.99 
EDLP on an item works its 
way up to $3.49, so there’s 
less investment in price and 
it doesn’t hurt as much. Then 
you get hooked on selling 
two for $3.49 — most 
retailers blend out to a 
margin on a category or 
product over time. But 
if they keep raising the 

EDLP higher and higher, they get stuck there.” 
If you aren’t disciplined and purposeful in choos-

ing items to BOGO, things can get out of hand and 
you’ll become addicted to the volume. Then you’ll 
need a tough course correction toward the end of the 
year, according to Hertel.

He advises thinking for yourself instead of making a 
knee-jerk reaction to what a competitor is doing. Half-
gallon ice cream, put on BOGO by a competitor, might 
be best not to match if it doesn’t fit your financial criteria 

or the need to grow consumption. 
Likewise, be wary of investing a lot of your own 

money in private label BOGOs. Doing this in high-pene-
tration categories can be a real budget-buster. 

But BOGOs and deep promotions can certainly pay 
off in some circumstances, Hertel states. He’s seen 
shredded cheese promotions that drove volume on the 
promoted items as well as helping produce significantly 
bigger baskets. This type merchandising may also be 
valuable in bringing in 
“swing shoppers” who split 
their food shopping between 
you and a competitor. 

Dan Raftery, president of 
Antioch, Ill.-based Raftery 
Resource Network, says 
BOGOs are tried and true 
and can work well. But he is 
somewhat of a skeptic over 
the longer haul, especially 
as the growing number of 
empty nesters tends to buy 
smaller-size products, or 
fewer of them at once. 

“There’s not always a lot of 
room in the home refrigerator or freezer to really stock 
up on things,” he notes. “That’s unlike what you find in 
other categories such as paper goods.” 

Raftery adds that portion control is becoming an 
increasingly important driver for consumers worried 
about health and obesity. “We’re seeing more products 
being promoted as having only 100 or 200 calories, and 
BOGOs might be a bit in conflict with that.” 

Like Hertel, Raftery notes that it is best to use BOGOs 
for products where you are likely to be able to increase 
consumption in the household. BOGOs or multiples for 
frozen pizza, for example, can work well, since many 
people have basement freezers. But some refrigerated 
products, bought in quantity, go past their expiration 

dates and have to be thrown out — something a con-
sumer is not likely to forget.  

“Don’t go with too much of a giveaway, or with the top 
sellers in a category that move quickly anyway,” Raftery 
advises. “Go with products that have mid-level volume, 
and make sure your vendor support is adequate.”  n

‘It’s a slippery slope. Sometimes 
when retailers BOGO a category, 
they let their EDLP (everyday low 
price) creep up too much over time.’

 JIM HERTEL 

DAN RAFTERY
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PIZZA 
SHOWS ‘SIGNS
OF LIFE’ 
no, sales aren’t growing — yet — 
but a turnaround seems likely, 
thanks to a renewed focus on core 
brands by key players combined 
with better-for-you innovation 
from category newcomers.

BY DEnISE LEATHERS

While most manufacturers 
wouldn’t jump for joy over 
flat sales, the frozen pizza 

category’s 0.2% decline during the 
most recent quarter is cause for cel-
ebration — or at least cautious opti-
mism — in many circles because it 
appears to represent the bottom of a 
very long slide. 

“It’s only one quarter,” cautions 
Rob Waldron, president at Schwan’s 
Consumer Brands (www.schwans.

com), Bloomington, Minn. “But the 
pizza category is definitely showing 
signs of life” after a couple of very 
bad years post-recession. 

In fact, reports Chicago-based 
market research firm SymphonyIRI 
Group, category unit sales actually 
rose 1.9% across channels during 
the 12 weeks ended Feb. 24 — the 
first increase in several quarters — 
thanks largely to a 3.4-point jump 
in volume sold with merchandising 
support. The primary drivers were 
Schwan’s Red Baron brand, which 
saw a 24.8-point increase in volume 
sold with merchandising support, 
and Nestlé’s DiGiorno (+6.7 points) 
and Tombstone (+15.1 points) brands. 
Not surprisingly, Red Baron (+6.1%) 
and DiGiorno (+1.0%) were among 
the top 10’s biggest dollar gainers 
during the period while Tombstone’s 
sales slipped less than half a percent; 
all three posted higher unit sales 
gains. Nestlé’s Jack’s Original (+1.7%) 
and Stouffer’s (+3.7%) also enjoyed 
modest growth. But the category’s 
big winner was No. 7 Freschetta, also 
from Schwan’s, which got a big boost 
in merchandising support last quar-
ter. Its sales jumped 8.8%, thanks 
to what Waldron calls a return to 
category fundamentals. 

ICOnIC BRAnDS RELOAD
One of the findings of Schwan’s 
revamped consumer insights group is 
that, while consumers like its iconic 
brands, they wonder where they’ve 
been. “It sounds so obvious, but the 
fact is we haven’t advertised 
consistently or at the level we 
need to over the past sev-
eral years, and that’s been 
a problem,” says Waldron. 
“We need to remind people 
to buy our products every 
day, so we returned advertising to 
our marketing mix for Red Baron 
and Freschetta.” It also rolled out a 
new sauce recipe for Red Baron and 
brought back Freschetta’s heritage 
green packaging in an effort to create 
a more unified brand block. “It’s a 
simple change, but Freschetta veloc-
ity is 63% faster now than last year,” 
says Waldron.

Thanks to a proliferation of brands, 
sub-brands and line extensions, “The 
pizza category has become really 

cluttered and difficult to shop over 
the past couple of years,” making it 
more difficult for consumers to find 
old favorites, he explains. “There have 
been a lot of new products in the 
category lately, but they’ve tended to 

be replacements for other new prod-
ucts launched over the past couple 
of years that never gained traction 
with consumers. So we’ve had lots 
of churn at the shelf that’s not really 
driving category growth. 

“We all tried to do frequent ‘news’ 
to keep people coming into the seg-
ment, which isn’t a bad strategy,” 
he continues. “But much of it was 

small innovation rather than sustain-
able innovation and a lot of it wasn’t 
incremental to the category.” He 
adds, “I think maybe marketers got 
too caught up chasing restaurants 
and mirroring everything they do,” 
diverting attention from the core 
brands that drive category sales. 

But the fact is pizza restaurants 
have taken a bite out of frozen pizza 
sales, and the trend is likely to con-
tinue. Pizza sales at retail are expect-
ed to shrink 4.8% between 2012 and 

Bernatello’s combines two of the 
hottest pizza toppings, chicken and 
white sauce, in its new Bellatoria 
Chicken Carbonara Pan Pizza.

American Flatbread adds three 
all-natural, hand-crafted flatbread 
pizzas to its premium lineup.

‘We’ve had lots of churn at 
the shelf that’s not really 
driving category growth.’



Schar gluten-free 
frozen sales will 

 your profi ts

*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.

A BRAND OF#NR. 1 IN GLUTEN-FREE

For sales information contact Don Braun at don.braun@drschar.com

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

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

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.

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



SPOTLIGHT: PIZZA

38  APRIL 2013www.frbuyer.com

2016, while pizza restaurant sales 
are expected to expand 5.7% during 
the same period, according to a July 
2012 report by London-based Mintel. 

Shifting demographics are also hav-
ing a negative impact on the category. 
According to Mintel, frozen pizza 
consumption declines significantly 
with age, but the fastest-growing 
segments of the population are 
55- to 64- and 64- to 74-year-
olds. In addition, house-
holds with children, which 
consume more frozen pizza 
than those without, con-
tinue to decline.

FLATBREADS GROWInG
“Frozen pizza is first and foremost a quick family meal 
solution, but there are fewer and fewer homes feeling 
that pressure to get dinner on the table,” says Chris 
Dresselhuys, director of marketing at Milwaukee-based 
Palermo’s Pizza (www.palermospizza.com). To meet the 
needs of older empty-nesters, many of whom are seek-
ing better-for-you options, the company recently rolled 
out a line of flatbread pizzas in six “sophisticated” flavors 
designed for the adult palate: Spinach & Goat Cheese, 
Mozzarella & Pesto, Fire-Roasted Vegetables, Barbecue 

Chicken, Pepperoni 
& Roasted Garlic, and 
Sausage, Mushroom & 
Onion. Smaller than a 
typical frozen pizza and 
oval instead of round, 
they’re ideal for a two-
person household, says 
Dresselhuys. “They 
really serve a customer 
that wouldn’t be in the 
frozen pizza section 
otherwise.”

Another flatbread 
pizza manufacturer, 
Pittsfield, N.H.-based 
American Flatbread 
(www.americanflat 
breadproducts.com), 
just expanded its 
selection of all-natural, 
handcrafted flatbread 
pies with three new 
varieties, all on organi-

cally grown wheat crusts: Sliced Tomato & Five Cheeses, 
Twisted Six Cheese, and dairy-free Farmers Tomato 
Pie. “The category is suffering from a lack of quality and 
innovation,” says president and CEO Brad Sterl. “People 

want better quality crust, rBST-
free cheese and ‘real’ toppings, 
not the highly processed stuff 

that’s on some products,” he 
continues, citing growth 

in the premium and 
all-natural segments 

as evidence. “But 
retailers need to 
be more open 
to change. Too 
many are afraid 
to cut back on 
space for the 
larger brands 
that have been 
around a long 

time. But it’s the smaller, newer brands that are bringing 
innovation and quality back.” 

Columbus, Ohio-based Jane’s Dough Foods (www.
janesdoughfoods.com) also offers a new line of super-
premium flatbreads free of artificial colors, flavors and 
preservatives. Offered under the Sonoma Flatbreads by 
Donatos label, the collection includes three multi-grain 
varieties (Mediterranean, Pepperoni and Italian Herb 

Sausage) and three gluten-free varieties (Three-Cheese, 
Uncured Pepperoni and Margherita).

“The response has been overwhelmingly positive, par-
ticularly on the gluten-free pizza,” says general manager 
Alan Hoover.

While some have suggested the gluten-free trend is just 
a fad, the folks at Lyndhurst, N.J.-based Dr. Schar USA 
(www.drschar.com) disagree. The number of people diag-
nosed with celiac disease continues to rise, but a growing 
number of consumers are choosing gluten-free for other 
reasons as well, says marketing manager Roberto Cruz. 
Convinced the segment will continue to expand, the 
company recently debuted frozen Gluten-Free Thin Crust 
Cheese Pizza under its Bontà d’Italia sub-brand. Made 
in Italy, it’s free of gluten, wheat and preservatives “but 
rich in natural flavors and nutrients.” Watch for a second 
variety later this year.

PIZZERIA-STYLE GAInS
While better-for-you has captured most of the pizza 
headlines lately, there’s also been some activity at the 
other end of the spectrum where manufacturers are roll-
ing out more indulgent products that allow them to enjoy 
an authentic pizzeria experience at home. 

For example, Northbrook, Ill.-based Nestlé just rolled 

To meet the needs of older 
consumers seeking smaller 
portions and better-for-
you attributes, Palermo’s 
introduces a line of upscale 
flatbread pizzas.

‘Maybe marketers got too caught up 
chasing restaurants and mirroring 
everything they do.’



LOTZZA MOTZZA is a registered trademark, and BREW PUB PIZZA and the associated
Brew Pub design are protected trademarks of Bernatello’s Pizza, Inc. ©2013. All rights reserved.

• Made with Over ½ lb Mozzarella Cheese
• International & Domestic Award Winning Mozzarella Cheese
• Creative Marketing Support Programs
• 8 Varieties of Multi-Serve Pub Pizza
• 3 Varieties of Single Serve Pub Pizza
• Direct Delivery to Your Stores!

Visit us on facebook and 
at www.brewpubpizza.com  800-622-6935
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Order the hottest frozen pizza 
in America — It’s honestly delicious!
www.americanflatbreadproducts.com
info@americanflatbread.com  ·  888-519-5119

a brand so hot we 
had to freeze it.

American Flatbread, one of the fastest growing frozen pizza brands 
in America, is heating things up in the frozen category. All natural, 
handmade and wood-fired – these preservative-free flatbreads are 
topped with real artisanal cheeses, and served up in eye-catching 
packaging that flies right off the shelves. 
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out a new line called pizzeria! from DiGiorno. Billed as “a 
category-changing innovation” with a “new, breakthrough 

crust and custom-made 
sauce,” the product comes 
in four pizzeria-style 
flavors: Quattro Formaggi 
(Four Cheese), Supreme 
Speciale, Primo Pep-
peroni, and Italian Meat 
Trio. “This is for consum-
ers who never imagined 
that such a delicious 
pizza could come fresh 
baked and hot from their 
own oven,” says direc-
tor of marketing Todd 
Macsuga.

Edina, Minn.-based 
Bernatello’s (www.
bernatellos.com) is also 

chasing the restaurant consumer with its Brew Pub 
brand, featuring the company’s new “tavern-style” Lottza 
Mottza lineup. 
Hearty, satisfy-
ing and definitely 
not “better-for-
you,” “Tavern-
style pizzas are 
really hot in 
the Midwest 
right now,” says 
senior marketing 
manager Ra-
chel Taylor. “It’s 
more of a niche 
market, but 
because we’re a 
small company 
with the ability 
to do grassroots, 
guerilla-style 
marketing, we 
saw an opportu-
nity to go after 
that segment.” 

Made with a 
hand-tossed, piz-
zeria-style crust, 
more than half a 
pound of award-
winning Wis-
consin cheese 
and “man-sized” 
chunks of meat, 
Lottza Mottza 
comes in eight 

varieties, including Sausage, Pepperoni, Sausage & Mush-
room, Sausage & Pepperoni, Cheese, Four-Meat, Bacon 
Cheeseburger and Supreme, three of which are also avail-
able in single-serve sizes.

“Single-serve has all kinds of potential,” says Taylor. But 
the real opportunity is in microwaveable, heat-and-serve 
products that cater to on-the-go consumers. To capitalize 
on the trend, Bernatello’s will debut four microwaveable 
single-serves later this month under its Green Mill brand.

Other companies are rolling out even smaller pizzas, 
similar to Pizza Hut’s new Pizza Sliders, which come in a 
box of nine for around $10. Among the first manufactur-
ers to jump on the trend, Sidney, Ohio-based MaMa Ro-
sa’s Pizza (www.mama-rosas.com) was offering samples 
of its snack-size Piccolettos at the PLMA Show last fall.

CHICKEn, WHITE SAUCE BIG
While the category has welcomed many new brands and 
sub-brands recently, manufacturers are also expanding 
existing product lines with on-trend flavors and flavor 
combinations. “Better-for-you is driving a lot of the new, 
non-traditional toppings,” says Dresselhuys, citing the 

FROZEn PIZZA
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Feb. 24, 2013, according to SymphonyIRI Group, the 
Chicago-based market research firm. Percent change is versus the same period a year ago. Data is 
for the brands as originally trademarked and may not include line extensions. Brands with less than 
$1 million in sales during the period are not listed. 
CATEGORy $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FZ PIZZA  $1,084,673,000   (0.1)  341,504,600   2.0   357,654,500   3.2 
FZ PIZZA  $1,078,184,000   (0.2)  339,417,700   1.9   355,159,700   3.0 
Di Giorno   $290,888,100   1.0   53,497,320   3.0   92,487,640   3.6 
Red Baron   $108,293,100   6.1   31,179,220   22.3   39,109,060   19.4 
Private Label   $100,620,800   (6.7)  33,302,600   (5.1)  36,236,020   (4.2)
Tombstone   $82,964,260   (0.4)  23,702,490   5.5   33,030,810   5.5 
Totino’s Party Pizza   $75,262,180   (0.3)  56,290,720   (1.0)  36,879,000   (0.5)
Jack’s Original   $48,115,300   1.7   17,288,320   5.3   18,319,140   5.3 
Freschetta   $37,105,570   8.8   7,212,345   14.5   10,661,610   14.9 
California Pizza Kitchen   $35,508,810   (2.7)  7,201,632   (1.0)  5,615,438   4.5 
Tony’s   $22,899,860   (21.5)  10,489,420   (20.2)  9,046,067   (18.3)
Stouffer’s   $22,542,190   3.7   7,917,524   8.6   5,953,754   5.0 
FZ PIZZA CRUSTS/DOUGH  $6,489,040   30.0   2,086,948   29.6   2,494,756   50.3 
Private Label   $1,625,557   1,191.7   543,010   775.3   644,896   846.9 
Udi’s   $1,011,757   44.6   197,164   47.8   98,582   47.8 
RFG PIZZA  $117,566,600   0.7   26,464,420   (0.2)  39,825,110   (1.5)
RFG PIZZA/PIZZA KITS  $86,035,630   (0.3)  14,246,920   (0.8)  28,451,360   (2.0)
Private Label   $67,011,830   3.8   9,455,372   4.5   21,586,220   1.3 
Mama Rosa’s   $9,426,815   (4.7)  2,852,625   (3.7)  3,957,216   (4.6)
Uno   $2,256,509   (15.2)  546,746   (11.1)  943,230   (9.1)
Donatos   $1,166,334   (23.2)  160,600   (22.4)  194,848   (26.5)
Nardones   $1,059,762   6.1   191,941   5.5   372,464   5.6 
RFG PIZZA CRUST/DOUGH  $31,531,010   3.3   12,217,510   0.5   11,373,750   (0.3)
Pillsbury   $12,530,650   0.2   4,729,134   1.4   3,777,834   0.6 
Mama Mary’s   $8,942,138   2.9   2,459,007   4.2   2,458,108   1.0 
Private Label   $6,319,392   4.5   3,035,756   (10.0)  3,340,360   (7.7)

Dr. Schär’s enters the 
fast-growing gluten-free 
segment with its Bontà 
d’Italia cheese pizza, made 
in Italy.
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growing popularity of chicken in par-
ticular. To meet that demand, Paler-
mo’s recently added California Recipe 
Chicken to its Primo Thin lineup. It 
also put in a Creamy Mediterranean 
with Creme Fraiche, which taps into 
an equally strong trend toward non-
tomato-based white sauces.

Bernatello’s is adding Chicken 
Carbonara with garlic butter sauce to 
its Bellatoria Pan Pizza lineup. Other 
new additions to the collection, which 
just went from four to eight varieties, 
include Margherita Deluxe (also with 
garlic butter sauce), Meat Trio and 
Sausage & Pepperoni. Introduced a 
little over a year ago, the Pan Pizza 
line offers premium-pizza consumers 
who prefer a thicker crust an alternative to the company’s 
Ultra Thin assortment, says Taylor.

Despite its current focus on fundamentals, Schwan’s is 
also introducing a couple of new flavors, says Waldron. 
To its Freschetta Brick Oven lineup, it added a Chicken 
Club variety featuring white meat chicken, bacon, to-

matoes and spinach on a creamy garlic parmesan sauce. 
“It’s different but not so different that people don’t want 
to try it,” he explains, citing a need for new twists on old 
favorites — not radically different flavors. Schwan’s also 
added Margherita and Sausage & Pepperoni varieties to 
its Freschetta Naturally Rising Crust collection and a new 
Mexican-Style variety that meets growing demand for 
bolder, ethnic flavors to its Red Baron Classic Crust line. 

Another manufacturer looking to expand its flavor 
offerings is La Jolla, Calif.-based Kashi (www.kashi.com), 
which added a sixth variety, BBQ Recipe Chicken, to 
its all-natural Thin Crust lineup earlier this year. “It’s a 
convenient, better-for-you twist on an American classic,” 
says Kashi senior nutritionist Jeff Johnson.

Another area of new product development is the small 
but growing breakfast pizza segment. Yes, it’s still a 
niche opportunity, says Taylor, but the rapid growth of 
the frozen breakfast category suggests plenty of upside 
potential. In fact, she reports, Sunday Brunch Breakfast 
Pizza, became a $1 million brand within a year of its 2011 
introduction. “So it’s definitely a category to watch.”

So is the crust segment. According to SymphonyIRI 
Group, frozen crust/dough sales shot up 30% to $6.49 
million during the most recent 12 weeks, albeit off of a 

small base. The much larger refriger-
ated crust/dough subcategory posted 
a 3.3% gain, to $31.53 million. 
One of the best ways for retailers 
to sell more frozen pizza is to steal 
a page from the playbook of chains 
like Pizza Hut, home of the $10 Din-
ner Box, featuring pizza, breadsticks 
and cinnamon sticks (those with a 
bigger appetite can opt for the Big 
Dinner Box at $19.99). “Cross-pro-
motion with other categories is key,” 
says Taylor, especially given some 
consumers’ reluctance to go down 
the frozen aisle in the first place. 

For those that do make the trek, 
Dresselhuys suggests putting high-
est-velocity items in the middle of 

the set with lower-priced items at both ends, so regard-
less of which side of the aisle customers enter from, they 
have to pass by higher-margin, higher-ring options.

He also recommends retailers take a good hard look 
at their assortments and make sure every SKU is deliv-
ering. “If not, consider a greater variety of brand names 
versus more depth from the same brand.” He adds, “The 
last two National Grocers Association Consumer Sur-
veys revealed that one of the main things consumers 
want besides lower prices is increased variety. So focus 
on what’s truly 
new and give 
customers an 
opportunity to 
try them.”

Not so fast, 
says Schwan’s 
president 
Waldron, 
who believes 
the category 
has been too 
cluttered and 
confusing. 
And while he 
agrees that 
innovation is 
critical to cat-
egory growth, 
“At this particular juncture where we’ve lost a lot of 
buyers, I think it’s more important to return to core 
products and remind buyers what they loved about the 
category to start with.... This isn’t the time to divert 
attention from iconic brands like DiGiorno, Red Baron 
and Freschetta that have been driving the category.” He 
adds, “The data is clear: When those big brands grow, 
the category grows.” n

Rapid growth of frozen breakfasts 
suggests plenty of upside potential 
for breakfast pizzas.

Schwan’s adds a Chicken Club 
variety to its Freschetta Brick 
Oven lineup.

The new pizzeria! by DiGiorno 
collection promises authentic 
pizzeria flavor right from the oven.
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Including Family Style Pizzas, Delicious Breadsticks, Pizza Kits As Well As 
Break & Bake Scones and Cookie Dough

We specialize in unique products and currently work with some of the nation’s top retailers on their                             
Take & Bake programs. Contact us today to learn more.

SEE US AT IDDBA
BOOTH 1702
Champion Foods Offers A Complete Line Of Take & Bake Products
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ICE CREAM 
GAINS 1.6%
Total units and volume also rise, while frozen yogurt 
skyrockets 36.8%. novelties slide 1.1%. 

BY DAn RAFTERY 

Go figure. Promotion slowed slightly in the fro-
zen yogurt segment, but dollars and units went 
through the roof — up by 36.8% and 50.8%, 

respectively.  
Other key segments turned in relatively flat perfor-

mances, while ice cream/ice milk desserts and ice pops 
nosedived, according to SymphonyIRI Group, the Chica-
go-based market research firm reporting on the 12 weeks 
ended Feb. 24. (See chart on page 47.) Interestingly, pri-
vate label was off — sometimes substantially — in every 
segment but frozen yogurt. 

‘FLAVOR, THEn PRICE’
“When buying ice cream or other frozen novelties, 94% 
of people say that they base their decision on flavor, 
while 83% look at price and 72% look for a sale or pro-

motion,” says John 
N. Frank, food and 
drink analyst, Mintel 
Group, Ltd., Chicago. 
“When it comes to 
brand loyalty, slightly 
more than two-thirds 
(68%) of respondents 
make their selec-
tions based on brand 
alone.”

According to 
Frank, new flavor 
profiles/ingredients, 
better-for-you prod-
ucts and new packag-
ing concepts will play 
a large role in the 
continued success of 
the ice cream market 

in the coming years. 
On the new products front, Wells Enterprises, Inc., 

makers of Blue Bunny Ice Cream (www.bluebunny.
com), Le Mars, Iowa, has been especially busy lately. 
“A couple of trends we are seeing in 2013 include tried 
and true sweet caramel coming back into fashion after 
a few years of salted caramel topping the dessert flavor 

charts,” says 
Steve Ander-
son, director, 
insights and 
platform in-
novation.

Last month, 
Blue Bunny 
launched an 
improved 
line of thick, 
indulgent ice 
cream sand-
wiches and is 
adding flavors 
to lines includ-
ing Mini Swirls Caramel Ice Cream Cones, Cadbury Ice 
Cream Bars, Premium Ice Cream inspired by Chef Duff 

ICE CREAM
WORLD RECORDS!

According to the Guinness Book
of World Records 

1. The record for most ice cream scoops thrown and 
caught in one minute by a team of two is 25, achieved 
by Gabriele Soravia (thrower) and Lorenzo Soravia 
(catcher) in Cologne, Germany, on Sept. 1, 2007.
2. The most ice cream scoops balanced on a cone is 
71 and was achieved by Dimitri Panciera in Forno di 
Zoldo, Italy, on July 22, 2012.
3. The fastest marathon dressed as a dairy product 
was 3 hours, 55 minutes and 5 seconds by David 
Smith, running as an ice cream cone at the Cotswold 
Marathon in Gloucestershire, England, on March 20, 
2011. Smith finished 50th out of a field of 126.
4. The longest chain of people licking ice cream was 
achieved by 2,728 participants at an event organized 
by Morielli’s of Portstewart Ltd. in Portstewart, North-
ern Ireland, on July 23, 2011. The event was part of a 
promotional campaign advertising Morielli’s ice cream.
5. The world’s largest ice cream sculpture, shaped like 
an 18th century ship, weighed 2,039.4 pounds, used 
453.2 gallons of chocolate and vanilla ice cream and 
was created by Jacques Tokar, Antoine Tokar and Drey-
er’s Grand Ice Cream. The sculpture was unveiled at 
Robert Louis Stevenson Elementary School, Burbank, 
Calif., on November 14, 2002. It measured four feet, ten 
inches by five feet, ten inches, and was constructed 
using a chainsaw, hammer and chisel. Once the sculp-
ture was unveiled, it was consumed by more than 500 
students from the school.

Turkey Hill is relaunching its All-
Natural line, with the ingredients 
listed on the front of the package.

Roba Dolce recently launched 
four gelatos and four sorbets 
that are co-branded with 
Ocean Spray.
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When is ice cream more than ice cream? 
When it helps make wishes come true.

I wish to go on a cruise
Katelyn, 11
spinal cord tumor

Wells, makers of Blue Bunny® ice cream, is celebrating their 100th 
birthday by helping Make-A-Wish® grant 100 wishes to 100 kids with 
life-threatening medical conditions.
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Goldman and All Natural Frozen Yogurt. Details on all 
of them are available on the company Web site. 

BETTER-FOR-YOU 
Meanwhile, Turkey Hill Dairy (www.turkeyhill.com), 
Conestoga, Pa., is re-launching its All-Natural line of ice 
cream,” says Colin Wright, senior trade relations coordi-
nator. “We have cleaned up the packaging with a neutral 
yet distinct color scheme, featuring our ‘retro’ Turkey 
Hill Logo to remind people of simpler times. There is no 
confusion about what the consumer is purchasing; we 
put the ingredients right on the front of the package.”

Wright adds that “Some of the most significant trends 
that we are seeing in the ice cream category are con-
sumers’ interest in dairy desserts with value, natural 

ingredients, and 
healthy “better-
for-you” ben-
efits. And we are 
definitely seeing 
an upward trend 
in the premium 
to superpremium 
ice cream cat-
egory because 
of the weakened 
economy. When 
consumers go to 
the store to treat 
themselves it is 

going to be with something they can 
indulge in.”

Wright adds that “We have seen a shift 
in consumer attitudes toward weight-
loss centric products. More than half 
of Americans are actively trying to lose 
or maintain their weight but they are 
doing so through eating smaller por-
tions or avoiding certain foods. Portion-
controlled sizes allow for just enough of a 
good thing.”

‘MYSTERY IS GOnE’
Meanwhile, “The mystery is now gone 
from gelato,” says Matt Olerio, CEO, Roba 
Dolce (www.robadolce.com), North King-
ston, R.I. “It’s taken us about seven years, 
but now the consumer has caught on to 
gelato. Sales can no longer be considered 
incremental. Gelato is now a standard 
part of retailer planograms across the 
country.” 

Roba Dolce recently launched four ge-
latos and four sorbets that are co-branded 
with Ocean Spray. Olerio notes that “The 
flavors use several of the anti-oxidant 
super-fruits, which is what consumers are 
increasingly looking for.”

He believes the new sorbets will be 
especially popular among consumers 
looking for dairy-free desserts because 
technology has improved the product. 
“We can now make a dairy-free product 
that is not icy, but rather offers a smooth 
texture,” says Olerio.

He adds that the rapid rise in popular-
ity of frozen Greek yogurt will probably 
stick, but that there could be a pull back. 
And he is betting that the slowly grow-
ing popularity of gelato will win over the 
mass market in the long run. n

Blue Bunny has launched a variety 
of products, including Mini Swirls 
Caramel Ice Cream Cones.

Gold and Silver 
Penguins will 
be awarded in 
six regions. 

ICE CREAM 
DISPLAY CONTEST
IS JUnE & JULY
now’s the time to start plan-

ning for the Summer Favorites 
in-store display contest run in June 
and July by the National Frozen & 
Refrigerated Foods Association (www.nfraweb.org), Harrisburg, Pa. 

Retailers, sales agents, manufacturers, and local associations 
can enter their creative in-store displays. The nine-week promo-
tion must feature multiple ice cream and novelty products from the 
sponsoring brands. To compete, fill out the entry form provided by 
NFRA (available on the association Web site) and submit with color 
photographs in a three-ring binder. Low-cost POS materials are 
available from the NFRA.

Gold and Silver Penguins will be awarded in six regions — North-
east, Southeast, East Central, West Central, Southwest and Pacific/
Western. Award winners will receive industrywide recognition at 

the Golden Penguin Awards banquet 
on October 22, during the National 
Frozen & Refrigerated Foods Conven-
tion in San Diego.  

A Summer Favorites Freezer 
Giveaway will offer consumers special 
prizes that will pique interest and 
drive increased traffic to the ice cream 

and novelties aisles. A new winner will be randomly chosen every 
week of the promotion to receive exclusive manufacturers’ coupons 
for all of the sponsoring brands. One grand prize winner will win 
a chest freezer. Consumers can enter the giveaway on EasyHome 
Meals.com. The giveaway will also be publicized on point of sale 
materials in-store and on the Easy Home Meals Facebook page. 

The Mr. Food Test Kitchen will dedicate an entire show to the 
ice cream and novelties promotion on July 5. The vignette will show 
the wide array of products available in this category and share tasty 
recipes and ideas with viewers.



ICE CREAM & nOVELTIES
Total U.S. multi-outlet sales (supermarkets, drugstores, mass market retailers, military commissaries and select club and dollar retail chains) for the 12 
weeks ended Feb. 24, 2013, according to SymphonyIRI Group, the Chicago-based market research firm. Brands with sales of $1 million or more only. Data 
is for the brands as originally trademarked and may not include line extensions. 
CATEGORY $ SALES  % CHG UNIT SALES % CHG VOLUME % CHG % MERCH* POINTS CHG
ICE CREAM/SHERBET  $1,145,154,000   1.6   313,437,900   4.5   934,844,500   1.0   46.42   0.9 
ICE CREAM  $1,033,783,000   0.1   279,616,200   2.7   860,983,800   0.5   47.37   1.1 
Private Label   $224,478,400   (8.9)  68,856,850   (8.8)  257,408,900   (9.2)  43.71   (4.5)
Blue Bell   $102,957,700   5.4   25,062,320   6.0   68,833,930   0.9   47.56   (0.2)
Breyers   $93,658,780   (5.2)  25,610,750   4.8   76,789,060   5.9   59.45   13.8 
Häagen-Dazs   $71,504,270   10.9   17,079,300   15.7   16,780,470   14.2   37.20   6.2 
Ben & Jerry’s   $66,040,640   3.3   16,719,260   6.7   16,806,850   6.5   33.60   5.5 
Dreyer’s/Edy’s Slowchurned   $61,827,880   (0.8)  16,121,470   6.6   48,740,620   7.5   59.56   3.4 
Dreyer’s/Edy’s Grand   $50,938,650   68.6   13,590,820   82.8   41,208,850   86.0   64.65   2.4 
Wells Blue Bunny   $49,809,040   (7.1)  10,916,510   (9.2)  45,428,530   (8.8)  26.19   (0.9)
Turkey Hill   $38,210,080   3.2   12,781,980   7.3   37,936,630   7.7   67.14   (3.2)
Breyers Blasts   $19,889,280   14.6   5,580,619   27.9   16,578,050   26.7   55.58   14.7 
FZ yOGURT/TOFU  $67,276,320   36.8   18,630,050   50.8   38,974,300   17.3   42.35   (2.4)
Private Label   $11,981,360   11.5   3,871,586   25.1   12,177,260   5.5   54.28   (3.3)
Healthy Choice   $8,165,732 **  2,598,903 **  2,240,010 **  53.73 ** 
Ben & Jerry’s   $5,109,665   10,389.8   1,579,395   13,844.1   1,302,487   11,424.9   36.01   31.4 
Ben & Jerry’s Froyo   $4,518,547   (3.1)  1,123,570   0.3   1,123,570   0.3   33.28   8.8 
Kemps   $3,604,682   4.5   959,198   5.8   2,882,433   6.0   48.46   8.3 
Wells Blue Bunny   $3,258,468   4.4   762,350   2.3   2,668,226   2.3   13.01   (9.1)
So Delicious   $2,787,974   51.8   509,385   47.6   509,385   47.6   9.47   4.1 
Dreyer’s/Edy’s Slowchurned   $2,773,379   (33.0)  708,700   (27.3)  2,131,505   (27.1)  48.66   (1.0)
Häagen-Dazs   $2,296,234   (25.0)  574,357   (21.3)  502,562   (21.3)  38.76   9.6 
Turkey Hill   $1,954,667   (1.4)  632,801   2.5   1,898,402   2.5   60.13   (0.9)
SHERBET/SORBET/ICES  $44,095,040   (2.6)  15,191,650   (1.3)  34,886,360   (2.7)  27.55   (0.6)
Private Label  $19,053,410   (8.0)  7,490,284   (6.1)  19,857,960   (7.6)  25.40   (0.0)
Häagen-Dazs  $6,529,154   (1.0)  1,645,758   1.4   1,440,038   1.4   32.47   4.8 
Blue Bell  $2,931,900   13.1   1,086,044   10.5   1,947,594   10.5   25.42   3.0 
Dreyer’s/Edy’s  $1,232,393   (38.2)  318,940   (31.6)  956,819   (31.6)  47.40   1.4 
Ciao Bella  $1,426,350   (10.3)  349,004   (8.3)  311,331   (18.2)  30.25   (1.3)
Kemps  $1,642,449   3.0   542,153   1.7   1,573,930   5.8   26.20   (7.7)
Wholefruit  $1,237,638   (4.7)  464,292   2.3   464,292   2.3   39.14   9.4 
Prairie Farms  $1,258,608   11.9   401,701   7.7   1,316,139   15.1   28.18   (2.4)
FROZEN NOVELTIES  $662,079,000   (1.1)  193,861,700   (3.6)  266,198,200   (2.1)  22.62   1.8 
FZ NOVELTIES  $607,929,200   (0.2)  186,512,800   (2.3)  243,004,900   (1.5)  23.31   2.2 
Private Label  $79,520,240   (0.3)  27,489,700   (4.2)  50,989,740   (5.0)  22.96   0.1 
The Skinny Cow  $39,797,160   (17.4)  9,980,893   (18.5)  12,004,660   (13.7)  40.43   4.6 
Nestlé Drumstick  $39,719,740   12.2   7,931,969   14.3   13,577,970   10.0   15.85   2.1 
Weight Watchers  $37,077,300   (9.9)  8,414,130   (11.1)  9,999,178   (8.6)  49.09   2.5 
Dreyer’s/Edy’s  $35,888,820   3.5   8,523,484   3.4   9,248,599   2.1   15.72   3.9 
Klondike  $27,278,930   (1.4)  8,047,018   1.3   13,639,610   2.7   39.70   6.8 
Popsicle  $24,342,410   25.6   6,921,085   18.0   12,171,130   17.5   8.22   0.6 
Häagen-Dazs  $23,872,080   3.4   10,339,050   (6.8)  3,817,902   4.7   15.67   (1.4)
Blue Bell  $19,171,300   9.9   4,770,566   6.0   9,057,175   4.1   25.79   (1.2)
Magnum  $15,613,930   69.0   4,133,566   64.5   2,616,881   68.6   39.98   19.2 
ICE CREAM/ICE MILK DESSERTS  $46,272,130   (9.6)  3,384,929   (38.2)  9,332,970   (9.3)  18.99   (3.5)
Carvel  $19,968,170   (3.4)  1,075,674   (1.5)  3,962,988   (4.8)  13.19   (2.8)
Jon Donaire  $9,512,292   9.7   579,170   16.8   1,518,138   6.7   4.38   0.8 
Celebration Foods Oreo  $3,227,911   4.3   211,871   (2.1)  635,609   1.2   7.83   (7.6)
Private Label  $2,461,511   (29.0)  145,570   (22.9)  447,919   (27.7)  23.45   12.9 
Friendly’s  $3,441,247   (12.9)  419,808   (5.5)  1,243,021   (6.2)  50.17   1.6 
ICE POP NOVELTIES  $7,877,766   (18.5)  3,963,954   (18.1)  13,860,320   (6.6)  12.97   (2.0)
Fun Pops  $1,601,355   (12.8)  632,910   (10.9)  4,021,042   (11.1)  6.88   (2.7)
Pop Ice  $1,433,487   2.4   410,639   3.8   3,274,717   (0.3)  6.03   (0.2)
Del Monte Fruit Chillers  $1,072,046   (59.2)  471,917   (60.2)  487,622   (60.0)  10.28   (3.7)

*Percentage of sales with any merchandising support, such as temporary price reductions or ad features. 
** Number is either not available, or very high, indicative of a recent launch working off a small base.
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BREAKFAST 
JUMPS 6.6%
Up a whopping 19.1%, handheld 
sandwiches led all gainers, but the 
biggest surprise was the ‘all other’ 
segment’s 4.8% advance.

BY DEnISE LEATHERS

Bagels and muffins aside, the 
frozen breakfast category 
continues its rapid expansion, 

thanks to double-digit growth in the 
handheld segment combined with 
steady gains in the waffle and other 
breakfast food subcategories. 

Sales across channels hit $691.74 
million during the 12 weeks ended 
Feb. 24, a 6.6% increase compared 
with the same period a year ago, 
according to Chicago-based market 
research firm SymphonyIRI Group. 
(See chart on page 50). 

“Protein is key,” says Amy Grabow, 
vp of marketing for Chicago-based 
Jimmy Dean (www.jimmydean.com). 
“Consumers understand that a bal-
anced breakfast that includes protein 
satisfies them in a way a carb-only 
breakfast may not.” But today’s time-
starved shopper often finds portabil-

ity as important as good nutrition.
To meet that need, Jimmy Dean 

recently expanded its better-for-you 
Jimmy Dean Delights lineup with 
a collection of frozen Flatbread 

Sandwiches in 
three flavors: 
Turkey Sausage, 
Egg and Cheese; 
Bacon, Egg and 
Cheese; and the 
company’s first 
meatless variety, 
Egg White with 
Spinach and 
Mozzarella-
Style Cheese. 
Meanwhile, 
McDonald’s is 
testing an egg white McMuffin (“The 
Egg White Delight”) made with egg 
whites, Canadian bacon and cheddar 
cheese on a whole grain muffin.

FLATBREADS In DEMAnD
Battle Creek, Mich.-based Kellogg’s 
(www.kelloggs.com) is rolling out 
Flatbread Sandwiches under its 
Special K brand. Marketed to weight-
conscious consumers, the sandwiches 
come in three microwaveable flavors 
with between 180 and 240 calories 
apiece: Sausage Egg and Cheese; 
Ham, Egg and Pepper Jack Cheese; 
and Egg with Vegetables and Pepper 
Jack Cheese. Already the handheld 
category’s third-best seller, they 
racked up almost $20 million in sales 
during the most recent 12 weeks.

Bob Evans (www.bobevans.com), 
Columbus, 
Ohio, took 
a slightly 
different 
approach 
to the bet-
ter-for-you 
breakfast 
sandwich 
question. 
“When 
you go to 
the frozen 
breakfast 
set, you 
see a lot of 
the same 

kinds of sandwiches. We needed a 
different solution to the same set of 
problems, something unique,” says 
senior director of marketing and 
innovation Theodor Muir. Its answer 

is a baked, not fried, 
hash brown-type 
product with pro-
tein and vegetables. 
Offered under the 
Breakfast Bakes sub-
brand, “It’s easier to 
eat than a sandwich 
because it’s self-
contained; there’s 
nothing that can fall 
out of it and make 
a mess,” says Muir. 
The microwaveable 

potato-based product comes in three 
varieties, all 
under 170 
calories: 
Sausage, Egg 
and Cheese; 
Bacon, Egg 
and Cheese; 
and meatless 
Southwest.

Bite-size 
products 
that tap into 
breakfast 
snacking are 
also gaining 
popularity. “We’re seeing a real uptick 
in consumers looking for smaller por-
tions and savory ‘mini-meals’” that 
also double as snacks, says Grabow. 
To meet demand, Jimmy Dean re-
cently expanded its snack-size biscuit 
sandwich lineup with a fourth variety 
— Southern-Style Chicken.

Moonachie, N.J.-based Bylada 
Foods (www.bylada.com) is also add-
ing mini biscuits, although its version 
comes in open-face rather than sand-
wich form. Available in Bacon, Egg & 
Cheese and Sausage, Egg & Cheese 
flavors, the mini breakfast biscuits 
offer more flexibility than their 
full-size counterparts, says Meade 
Bradshaw, national sales manager. “A 
5-year-old can’t eat a whole break-
fast sandwich,” he explains. “With 
minis, moms can heat up one or two 
for little kids and four or five for a 
teenager. So there’s no waste. They’re 
also nice for showers, brunches and 
breakfast entertaining.”

CCF Brands (www.ccfbrands.com), 
Rogers, Ark., maker of the Great 

CONSUMERS WANT BFy BREAKFASTS 
New research from London-based Mintel reveals growing 
interest in better-for-you breakfast options. Some 69% of those 
surveyed said low cholesterol and heart-healthy claims are im-
portant to them when selecting breakfast foods to eat at home. 
And 65% said they look for low-fat and high-fiber claims.
While 45% of consumers reported enjoying pancakes for break-
fast, 40% frozen waffles and 33% packaged sausage, demand 
for better-for-you alternatives was highest in those “traditional” 
breakfast categories, especially waffles. More than half (52%) 
of respondents would like to see healthier waffle varieties, 48% 
are interested in more nutritious pancake mixes, and 37% want 
better-for-you sausage.

Jimmy Dean rolls out a line 
of Flatbread Sandwiches 
under its better-for-you 
Delights sub-brand.

Unlike sandwich-type products, 
Bob Evans Breakfast Bakes are 
‘self-contained’ for mess-free 
portability.
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Day lineup, is also debuting a bite-size breakfast item, 
but its Pancake and Sausage Minis feature a better-for-
you twist. “They’re made from a whole grain pancake 
wrapped around turkey sausage, so they meet consumer 
demand for a convenient, portable breakfast item that’s 
also lower in fat and sodium — and they taste great,” 
says customer business manager Jessica Clark.

MInI FROZEn 
PAnCAKES
The non-protein side 
of the frozen breakfast 
business is also getting 
in on the snack-size 
craze, evidenced by 
Parsippany, N.J.-based 
Pinnacle Foods’ (www.
pinnaclefoods.com) 
recent debut of three 
kid-friendly minis. 
Offered under the new 
Aunt Jemima Lil’ Grid-
dles sub-brand, the 
“made-from-scratch” 
line includes both 
Original and Blueberry 
Mini Pancakes and 
Cinnamon French Toast 
Sticks, all free of high 
fructose corn syrup, 
artificial flavors and 
preservatives.

Kellogg’s is chasing 
the kids market with a 
new Eggo variation. As 
the name suggests, Eggo 
Drizzlers come with 
their own fruit-flavored 
topping, which consum-
ers pour on top of a 
traditional waffle. Avail-
able in both Strawberry 
and Blueberry, the top-
ping has 35% less sugar 
than regular pancake 
syrup.

For weight-conscious 
moms, Kellogg’s also 
introduced Special K 
Red Berry Waffles that 
build on the appeal of 
the company’s Special 
K Red Berry cereal. 
Low in fat and a good 
source of fiber, they 
contain 150 calories per 
serving. n

SPOTLIGHT: BREAKFAST

FROZEn BREAKFASTS
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Feb. 24, 2013, according to SymphonyIRI Group, the 
Chicago-based market research firm. Percent change is versus the same period a year ago. Data is 
for the brands as originally trademarked and may not include line extensions. Brands with less than 
$2 million in sales are not listed. 
CATEGORy $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FROZEN BREAKFAST FOOD*  $691,738,600   6.6   213,722,100   6.2   199,451,100   5.6 
BREAKFAST HANDHELD  $230,766,400   19.1   48,690,880   18.6   53,395,810   16.7 
Jimmy Dean   $93,771,090   10.7   13,891,920   7.2   21,943,660   10.7 
Jimmy Dean Delights   $26,738,160   225,437.4   4,111,043   146,356.3   5,963,430   283,953.6 
Kellogg’s Special K   $19,750,230  **  3,436,203  **  3,870,188  **
Odom’s Tennessee Pride   $16,073,640   16.0   3,057,116   26.4   3,638,315   15.7 
Private Label   $14,260,480   9.5   3,968,831   50.4   3,625,261   2.1 
Wght Wtchrs Smrt Ones Morning Express   $7,527,063   (18.6)  2,717,672   (13.9)  1,497,319   (13.4)
Hot Pockets   $7,212,550   6.1   3,077,312   4.8   1,954,871   7.7 
Tennessee Pride   $6,320,901   (19.0)  1,371,170   (11.2)  1,689,819   (20.4)
WAFFLES  $213,063,800   2.3   74,317,630   3.2   72,026,300   3.1 
Kellogg’s Eggo   $114,753,700   2.9   35,305,940   3.8   40,359,510   3.9 
Private Label   $38,296,310   (0.7)  17,632,760   0.5   15,774,410   0.5 
Kellogg’s Eggo Nutri-Grain   $21,364,820   (8.6)  6,440,641   (7.0)  5,686,982   (5.9)
Kellogg’s Eggo Thick & Fluffy   $9,680,526   17.2   3,638,058   17.3   2,787,432   20.3 
Van’s   $7,223,429   6.6   2,366,473   8.4   1,277,501   9.4 
Kellogg’s Eggo Wafflers   $5,448,461   173.0   2,185,481   129.7   1,461,650   129.7 
Aunt Jemima   $4,655,961   (29.5)  2,465,099   (31.8)  1,896,495   (31.9)
Kellogg’s Eggo Minis   $3,006,403   13.7   1,172,519   17.1   798,837   17.1 
Kashi   $2,272,298   (26.1)  703,311   (24.0)  444,000   (24.0)
BREAKFAST ENTREES  $159,869,900   (0.4)  56,318,810   0.6   44,828,430   (2.4)
Jimmy Dean Breakfast Bowls   $25,525,860   7.0   10,636,450   4.8   4,711,278   (5.7)
Jimmy Dean   $24,411,590   (8.6)  3,786,600   (13.7)  6,168,363   (8.7)
Private Label   $18,590,190   (0.6)  8,396,457   0.8   7,236,329   (2.3)
Aunt Jemima   $17,578,970   (3.0)  8,329,891   (9.2)  5,100,391   (4.2)
De Wafelbakkers   $9,871,832   10.4   3,028,643   12.9   4,108,909   13.3 
Kellogg’s Eggo   $7,162,327   (1.8)  2,664,574   (0.8)  2,654,515   (0.7)
Weight Watchers Smart Ones   $7,114,314   352.6   2,860,382   361.6   1,028,990   440.0 
Jimmy Dean Skillets   $4,594,106   (17.5)  1,019,252   (18.3)  1,146,658   (18.3)
Kellogg’s Eggo Minis   $4,285,813   (14.0)  1,564,945   (13.1)  1,379,186   (13.1)
Wght Wtchrs Smrt Ones Morning Express   $3,221,048   (51.6)  1,341,953   (47.0)  486,407   (48.6)
OTHER BREAKFAST FOOD  $74,487,740   4.8   28,874,590   10.8   24,893,670   10.2 
Pillsbury Toaster Strudel   $49,108,670   1.2   20,618,020   10.3   16,119,860   9.3 
Pillsbury Toaster Scrambles   $5,931,361   1.0   2,310,744   4.0   1,444,215   4.0 
Private Label   $5,417,680   24.8   1,805,243   33.5   3,148,738   15.7 
De Wafelbakkers   $2,389,469   23.8   683,357   23.8   1,266,088   24.1 
BAGELS  $6,771,667   (5.6)  3,704,064   (2.5)  3,154,892   (3.5)
Lenders   $2,751,239   (20.1)  1,591,328   (17.4)  1,252,838   (18.4)
Private Label   $2,172,251   27.6   1,244,448   25.6   1,054,546   26.6 
MUFFINS  $6,687,350   (20.7)  1,788,372   (19.3)  1,122,604   (16.5)
Vitamuffin Vitatops   $3,378,602   (37.5)  803,876   (37.2)  401,938   (37.2)
* Includes category not listed.
** Number is either not available, or very high, indicative of a recent launch working off a small base.

Kellogg’s extends its 
Special K brand from 
the cereal aisle to frozen 
breakfast with two new 
products for weight-
conscious consumers: 
Flatbread Sandwiches 
and Red Berry Waffles.



©2013 Turkey Hill Dairy.

With 29 unique flavors to choose from, it’s no wonder Turkey Hill Dairy is among the  
top-selling refrigerated iced tea brands in the nation. And with each of those 
options available in convenient half-gallon sizes, shoppers can sample more  
flavors – and deliver more sales – with each trip to the store.

Contact the Turkey Hill Dairy Sales Department, 800-873-2479 
Email: trela@turkeyhill.com 
2601 River Road, Conestoga, PA 17516
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Variety that will have your 
customers lining up for more.
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BIG BRAnDS 
DRIVE 
SNACK GAINS
Ethnic flavors, better-for-you attri-
butes and products that double 
as mini meals helped the category 
move closer to the half-billion-
dollar mark.

BY DEnISE LEATHERS

Up another 1.1% compared 
with the same period a year 
ago, frozen snacks and appe-

tizers closed in on the half-billion-
dollar mark during the 12 weeks 
ended Feb. 24. The rise coincides 
with the category’s peak selling 
season. 

Sales topped $496.73 million dur-
ing the stretch, fueled by a 5.2% gain 
by top-seller Totino’s and a 5.0% ad-
vance by No. 3 Delimex, according to 
market research firm SymphonyIRI 
Group, Chicago. 
Other big win-
ners among 
the top 10 were 
“ethnic” brands 
José Olé (+9.3%) 
and Tai Pei 
(+10.7%), both 
produced by 
Houston-based 
Windsor Foods 
(www.windsor 
foods.com).

Hispanic food 
is by far the most 
popular ethnic 
cuisine in America, 
according to a 
January report 
from London-
based Mintel. But 
during the past two 
years, the Asian 
food segment saw a 41% increase in 
new product introductions, while the 
introduction of other ethnic foods 

was relatively flat.
That’s no surprise to Windsor’s 

director of marketing Beth Conner, 
who says Asian snacks and appetiz-
ers have enjoyed particularly strong 
growth as the popularity of Asian 
restaurants trickles down to the fro-
zen food aisle. In addition, she says, 
“Consumers perceive Asian foods to 
be difficult to cook from scratch,” so 
shoppers who want to enjoy egg rolls 
or potstickers at home will almost al-
ways opt for either frozen or takeout.

ASIAn HEATS UP
One of the newest additions to the 
Asian appetizers segment is Shrimp 
Spring Rolls from St. Simons Island, 
Ga.-based SeaPak Shrimp & Seafood 
Co. (www.seapak.com), one of several 
manufacturers from outside the 
category looking to grab a piece of 
the Asian snacks market. Offered in 
20-ounce packages that also include 
a packet of Sweet Thai Chili dipping 
sauce, the handmade snacks carry a 
$9.99 SRP.

The Hispanic snack segment also 
continues to perform well, a trend 
that’s likely to persist given that the 

U.S. Hispanic popula-
tion is expected to 
grow 12% between 
2013 and 2018. 
(Hispanics currently 
make up 17.2% of the 
population.) Multi-
cultural groups typi-
cally over-index for 
consumption of their 
own ethnic cuisine, 
though Hispanic foods 
are equally popular 
among non-Hispanics 
as well, according to Ra-

chel Cullen, president 
and CEO of Dinuba, 
Calif.-based Ruiz 
Foods (www.elmonte 
rey.com), maker of the 
El Monterey lineup.

While the Mexican 
snack segment has 

welcomed a slew of new products 
in recent years, the past couple of 
months has seen the introduction of 

two unique items: José Olé Nacho 
Bites and Delimex Fruit Taquitos. “As 
one of the top 10 most-menued res-
taurant items, nachos are familiar to 
consumers but unique to the frozen 
snack category,” says Conner. Offered 

in 16-ounce packages, Windsor’s 
version features premium ingredi-
ents like white meat chicken and real 
cheese inside crunchy corn tortillas.

Believed to be the first of their 
kind, Delimex Fruit Taquitos, from 
Pittsburgh-based H.J. Heinz (www.
delimex.com), come in both Ap-
ple Cinnamon and Cherry flavors. 
Designed to expand the brand’s usage 
into other occasions, the sweet treat 
can also be consumed for breakfast 
or dessert. Offered in 20.4-ounce 
boxes, it’s available at many Walmart 
stores for $5.99.

The traditional side of the frozen 
snacks category has also seen some 
innovation recently. Earlier this 
year, category leader Totino’s (www.
totinos.com), Minneapolis, debuted 
Pizzeria Rolls in three flavors inspired 
by Italian restaurant fare. Chicken 
Parmesan, Meatball Marinara and 
Cheesy Garlic Pizzeria Rolls come in 
40-count bags line-priced against the 
brand’s regular pizza rolls.

THE ‘FOURTH MEAL’
Sparked by the success of sliders in 
the foodservice arena, miniature 
versions of other full-size products 
are also gaining a foothold in frozen 

Thanks to the growing 
popularity of Asian snacks, 
Windsor Foods’ Tai Pei brand 
registered the highest 
gain (+10.7%) among the 
category’s top 10.

Category leader Totino’s recently 
debuted Pizzeria Rolls in three 
unique flavors inspired by Italian 
restaurant favorites.
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snacks. “Many consumers consider 
snacks not just a treat, but a ‘fourth 
meal,’” says Meade Bradshaw, na-
tional sales manager at Moonachie, 
N.J.-based 
Bylada Foods 
(www.bylada 
foods.com). As 
a result, they’re 
often looking 
for smaller, 
portable forms 
of traditional 
meal-time 
favorites, espe-
cially those with 
protein.

Among the 
most recent 
examples are 
Madison, Tenn.-
based Tennessee 
Pride’s (www.
tennesseepride.
com) snack-size Mini Hot Dogs and 
Buns and Springdale, Ark.-based 
Tyson’s (www.tyson.com) Stuffed 
Mini Bread Bowls in both Chicken 
Broccoli Cheese and Chicken Bacon 
Club flavors.

Another protein-rich category 
newcomer: Cooked Perfect Bites 
from Norwood, Mass.-based Home 
Market Foods (www.cookedperfect.
com). Offered in 20-count, 10-ounce 
bags, the fully cooked, microwave-
able snacks come in five flavors: Meat 
Lover’s Supreme 
(bacon cheese-
burger), Cheesy 
Supreme (cheese-
burger), Honey BBQ 
Chicken, Cheesy 
Chicken, and Buf-
falo Style Chicken, 
the latter of which 
represents one of the 
hottest flavors in the 
category.

Buffalo, N.Y.-
based Rosina Foods 
(www.rosina.com) 
is jumping on the 
Buffalo trend as well, 
rolling out Buffalo-
Style Chicken Meat-

balls. It also debuted party-friendly 
Wrapped Meatballs and oven-baked, 
never-fried Angus Beef Meatballs.

Although convenience and price 
are consum-
ers’ two most 
important 
considerations, 
“Good-for-
you claims are 
becoming key 
components in 
the frozen snack 
purchasing deci-
sion,” says Frank 
Benso, vp of 
retail and club 
sales at Nampa, 
Idaho-based 
Great Ameri-
can Appetizers 
(www.appetizer.
com), which 
counts panko-

coated edamame bites among its 
newest offerings.

But frozen snack consumers gener-
ally aren’t as concerned about fat 
and calories as they are about good 
quality. As a result, better-for-you 
in this category often translates into 
cleaner ingredient panels, including 
all-natural.

To meet that need, Bylada recently 
purchased the natural foods manu-
facturer Health is Wealth, whose 
all-natural snacks lineup includes 

“munchees” in five flavors, including 
two that are lactose-free; vegan and 
vegetarian egg rolls and spring rolls; 
chicken nuggets with whole wheat 
breading; and a couple of meatless 
options. In addition, says Bradshaw, 
Bylada will roll out all-natural Health 
is Wealth versions of its pizza bagels 
and potato skins. “And we’ll con-
tinue to improve the line by using 
the cleanest possible ingredients,” he 
adds.

ADVERTISE WITH PIZZA
Since many pizza delivery compa-
nies have moved into the appetizers 
segment, offering hot deals on pizza 
and snack combos, they represent a 
real threat to sales of frozen snacks 
at retail. To help mitigate the effect, 
Bradshaw thinks retailers should 
steal a page from delivery’s playbook. 
“Always, always, always advertise 
pizza and snacks together,” he says.

He also suggests supermarket op-
erators in particular consider adding 
larger packages during peak frozen 
snack selling season, from October 
through the Super Bowl. “A lot of 
retailers are starting to make room 
for bigger sizes, even if just for a 
few weeks around New Year’s or the 
Super Bowl” because it allows them 
to compete with mass merchants and 
club stores — if not year-round — at 
least during the period when 60% of 
category sales occur. n

SnACKS & APPETIZERS
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Feb. 24, 2013, according to SymphonyIRI Group, the 
Chicago-based market research firm. Percent change is versus the same period a year ago. Data is 
for the brands as originally trademarked and may not include line extensions. 
 CATEGORy $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FZ APPETIZERS/SNACK ROLLS  $496,733,300   1.1   112,867,000   0.9   141,109,900   2.6 
Totino’s Pizza Rolls   $123,403,100   5.2   31,353,730   (0.2)  47,301,290   6.9 
Farm Rich   $41,368,280   (2.5)  7,489,836   0.7   12,751,310   (1.8)
Private Label   $38,517,210   (1.0)  7,930,511   1.4   8,636,620   5.4 
Delimex   $31,856,990   5.0   4,803,880   5.2   9,926,448   7.0 
T.G.I. Friday’s   $27,130,070   (9.9)  5,472,610   (9.5)  5,657,320   (10.9)
José Olé   $19,260,700   9.3   4,165,272   18.1   5,692,415   19.4 
Ore-Ida Bagel Bites   $19,129,790   3.5   6,217,903   5.6   3,998,519   4.1 
El Monterey   $17,877,290   (15.7)  2,979,801   (9.3)  4,635,548   (18.6)
Tai Pei   $13,932,730   10.7   3,384,060   2.7   4,009,397   12.0 
Bagel Bites   $13,479,360   2.3   1,630,695   2.9   3,724,897   4.7

Recognizing consumers’ growing 
interest in high-quality, all-natural 
snacks, Bylada recently added 
the Health is Wealth brand to its 
portfolio.
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CATEGORy
FALLS 2.6%
Handheld varieties, better-for-you 
options and ethnic flavors may hold 
the key to a turnaround. 

BY DEnISE LEATHERS

Despite continued growth in 
handhelds, frozen dinner and 
entree dollars dipped 2.6% 

during the 12 weeks ended Feb. 24, 
compared with the same year-ago 
period. Sales still topped $2.14 bil-
lion across channels, according to 
Chicago-based SymphonyIRI Group. 
    However, the single-serve subcat-
egory tumbled 4.9% to $1.06 billion 
while the multi-serve segment regis-
tered a 3.6% loss, to $505.58 million. 
One bright spot: the handheld sub-
category, which posted a 3.1% gain (to 
$572.53 million), thanks to advances 
by eight of the top 10 brands. There 

were also a few success stories in 
the two declining segments, in-
cluding category leader Stouffer’s 
and Stouffer’s Lean Cuisine, Marie 

Callender’s, Birds Eye Voila, Michael 
Angelo’s and Gourmet Dining.

Part of the problem is a broad shift 
from frozen entrees to fresh alter-
natives, aided by retailers’ growing 
emphasis on the perimeter. In fact, 
an October 2012 report by Packaged 
Facts, Rockville, Md., noted that 57% 
of adults surveyed cited a preference 
for fresh as a reason they didn’t buy 
frozen foods in the previous three 
months. 

“There’s an ongoing perception 
that frozen isn’t as good as fresh,” 
says Rod Fontenot, vp of frozen meal 
sales at category newcomer Atkins 
Nutritionals (www.atkins.com), 
Denver. “Our industry really needs 
to address that with its own public 
relations campaign that stresses how 
great tasting and nutritious frozen 
foods are.” But the category’s prob-
lems go deeper than that.

LACK OF BRAnD LOYALTY
“Consumers are bored with what the 
frozen segment has to offer today,” 
Fontenot continues. Because most 
brands look pretty much the same, 
“There’s no significant brand loyalty 
as well. Shoppers are trained to buy 
whatever’s on sale at multiple price 
points.”

Particularly in the better-for-you 
arena, “The category is lacking in-
novation,” says 
Fred Martino, vp 
of sales at Aurora, 
Ill.-based On-Cor 
(www.on-cor.
com). “Consum-
ers still want to 
save time, but not at the expense of 
good nutrition.” Millennials have 
been especially quick to abandon 
frozen dinners, despite the fact that 
they have less time and energy than 
Boomers and Gen Xers to cook from 
scratch and are more likely to report 
“only knowing how to cook a few 
things,” according to The Hartman 
Group, Bellevue, Wash. 

“The number of Millennials is 
growing, but they’re not buying fro-
zen food,” says Martino, who thinks 
improved quality, better-for-you at-

tributes and true innovation will win 
them back.

The industry’s leading player, 
Glendale, Calif.-based Nestlé USA 
(www.nestleusa.com) took a step in 
the right direction earlier this year 

with its introduction of Lean Cui-
sine Salad Additions. Available in 
flavors like Southwest Style Chicken 
with Chipotle Ranch Dressing and 
Asian-Style Chicken with Sesame 
Ginger Vinaigrette, the four-SKU 
lineup features separate pouches of 

microwave-steamed chicken and 
vegetables and thaw-and-serve dress-
ing that consumers add to their own 
fresh greens.

“We wanted to think beyond the 
traditional,” says Mike Neitham-
mer, director of marketing for Lean 
Cuisine. “These entrees are the first 
of their kind in the frozen aisle... 
(making) for a truly modern dining 
experience.”

The category is also getting a boost 
from the entry of well-known “life-
style” brands already on the shelf in 

One of the first celebrity chef brands 
to hit the frozen aisle, Emeril’s Creole 
Creations also tap into the growing 
popularity of authentic, Southern-
style cooking.

There is a broad shift from frozen entrees 
to fresh alternatives, aided by retailers’ 
growing emphasis on the perimeter.

Kashi’s new Steam Meals for Two utilize 
one of the hottest technologies in the 
business: microwaveable steam bags.



other parts of the store. Building on 
38 consecutive months of growth in 
its bars and shakes business, Atkins 
in January debuted nine low-carb 
frozen meals for breakfast, lunch 
and dinner. “We wanted to address 
a need that wasn’t being met,” says 
Fontenot, who thinks the company 
has a sustainable, “home run” inno-
vation on its hands. 

“Atkins Frozen Meals give seven 
million Atkins followers accustomed 
to homemade food and fresh ingredi-
ents the convenience of great-tasting, 
high-quality frozen prepared meals,” 
he says. Compatible with all four 
phases of the Atkins Diet, the entrees 
contain no added sugars or preserva-
tives, between 310 and 370 calories 
apiece and no more than 7 grams of 

net carbs.
Another brand that success-

fully transitioned from shelf-stable 
to frozen is La Jolla, Calif.-based 
Kashi (www.kashi.com).  “Con-
sumers who’ve been buying our 
Kashi cereal or bars are looking 
for... options in the frozen aisle as 
well,” says director of brand mar-
keting Heather Fries. Last year, 
the company tapped into grow-
ing demand for steam technology 
with a line of single-serve steam 
meals; in February it expanded 
the collection with a pair of steam 
meals for two.

“Steaming technology has been 
firmly entrenched in the frozen 
vegetable category for several 
years, but the trend has recently 
taken hold in the frozen entree 
category as well,” says Packaged 
Facts. “In addition to offering the 
health benefits of steam, entrees are 
said to cook more quickly and con-
veniently, requiring no stirring in the 

middle of the cooking cycle.”
Another microwave technology to 

watch: ConAgra’s MicroRite packag-
ing trays. Designed to deliver “oven-
baked taste without the oven,” the 

Rising demand for better-for-you 
frozen options prompted Nestlé’s 
introduction of Lean Cuisine Salad 
Additions, to which consumers add 
their own fresh salad greens.

‘The number of Millennials 
is growing, but they’re not 
buying frozen food.’
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trays cook frozen foods more evenly, 
minimizing burnt edges and the need 
for stirring. Used across ConAgra’s 
Marie Callender’s multi-serve lineup, 
the technology is credited with help-
ing the brand achieve double-digit 
gains over the past year.

CELEBRITY CHEFS HOT
While restaurant branding a la 
P.F. Chang’s and Marie Callender’s 
remains a popular strategy, it’s not 
a guarantee of success. In fact, H.J. 
Heinz pulled the plug on its T.G.I. 
Friday’s single-serve entree lineup 
last February, only six months after 

its launch, and later terminated its 
licensing agreement with Boston 
Market. 

Today, more frozen food manufac-
turers seem to be jumping on 
the celebrity chef bandwagon in-
stead. For example, Commerce, 
Calif.-based Contessa Premium 
Foods (www.contessa.com) just 
began shipping its new Barefoot 
Contessa Sauté Dinners for Two, 
created in conjunction with 
celebrity chef Ina Garten. 

One of the first celebrity chef 
brands to hit the frozen aisle was 
Emeril’s Creole Creations, a line 

of eight single-serve Cajun dishes 
manufactured by New Orleans-
based New Orleans Fish House 
(www.nofh.com). Unlike restaurant 

brands, “People connect to celebrity-
endorsed products in a different way,” 
says director of retail accounts Mike 
Ketchum. “After having watched 

Chef Emeril on televi-
sion, consumers feel 
like they know him, 
that they can relate 
to him. He’s a person, 
not a corporation. 
And because of that, 
they feel like they can 
trust products that 
carry his name.”

Intended to fill 
a gap in the frozen 
entree category, 
which offers few heat-
and-serve seafood 
meals, the Emeril line 
also meets growing 
demand for ethnic 
food. “Ten years ago, 
selling Southern-style 
food in Connecti-
cut would’ve been 
unthinkable,” says 
Ketchum. “But people 
want what they see on 
the cooking shows on 
TV. So Cajun cuisine 
is a big trend.”

Already the largest 
ethnic food seg-
ment, Mexican food 
also continues to 
gain ground. And 
growth is expected to 
continue well into the 
future, says Rachel 
Cullen, president 
and CEO of Dinuba, 
Calif.-based Ruiz 
Foods (www.elmon 

DInnERS & EnTREES
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Feb. 24, 2013, according to SymphonyIRI Group, the 
Chicago-based market research firm. Percent change is versus the same period a year ago. Data is 
for the brands as originally trademarked and may not include line extensions.
 CATEGORy $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
DINNERS/ENTREES  $2,142,413,000   (2.6)  783,307,800   (3.0)  682,533,600   (1.5)
SNGL-SERVE DINNERS/ENTREES  $1,064,299,000   (4.9)  504,471,100   (5.3)  320,295,000   (4.9)
Stouffer’s   $129,336,800   7.6   47,101,710   8.6   36,177,050   8.4 
Weight Watchers Smart Ones   $101,612,100   2.0   48,439,970   3.4   28,129,620   1.1 
Banquet   $79,600,260   (10.7)  77,627,420   (12.3)  40,386,720   (12.1)
Marie Callender’s   $76,681,690   7.2   29,215,690   10.7   24,993,870   8.4 
Stouffer’s Lean Cuisine Culinary Collect.   $64,546,280   77.2   26,036,900   70.4   14,702,010   67.8 
Stouffer’s Lean Cuisine Simple Favorites   $61,353,840   (1.8)  29,121,570   (1.7)  17,610,720   (2.2)
Healthy Choice   $34,798,230   (17.7)  15,865,180   (17.3)  9,358,090   (16.8)
Hungry Man   $29,782,770   0.4   10,887,110   1.8   10,780,220   1.2 
Healthy Choice Café Steamers   $22,176,930   (20.5)  8,527,468   (19.0)  5,462,493   (18.7)
Healthy Choice Complete Selections   $20,633,340   (20.4)  8,209,418   (17.6)  5,854,793   (17.6)
HANDHELD DINNERS/ENTREES  $572,531,000   3.1   195,973,600   3.6   181,944,400   3.6 
Hot Pockets   $152,677,600   4.2   44,931,660   5.8   44,767,120   9.2 
El Monterey   $65,341,530   8.4   21,864,260   3.8   36,382,720   (1.3)
Lean Pockets   $40,470,460   10.4   16,723,970   11.4   11,074,400   15.2 
State Fair   $39,084,020   2.3   5,847,267   0.2   13,654,840   1.0 
Foster Farms   $29,772,140   6.3   4,966,874   6.0   12,312,560   6.4 
White Castle   $27,722,180   0.2   5,121,466   (2.1)  4,440,281   (0.3)
Smucker’s Uncrustables   $25,710,530   16.3   5,538,976   7.9   5,011,268   19.8 
Private Label   $21,891,970   (5.1)  9,938,421   17.1   6,366,771   2.9 
José Olé   $12,280,380   (3.7)  10,154,830   16.9   4,219,000   (5.3)
Amy’s   $11,351,060   9.6   4,271,512   9.2   1,547,065   8.9 
MULTI-SERVE DINNERS/ENTREES  $505,583,500   (3.6)  82,863,170   (2.9)  180,294,200   0.1 
Stouffer’s   $175,244,200   6.5   22,351,580   11.1   69,863,140   7.8 
Birds Eye Voila!   $53,356,110   5.0   12,072,750   3.3   19,044,100   6.9 
Bertolli   $39,069,490   (11.8)  5,737,114   (6.3)  9,019,215   (10.0)
P.F. Chang’s Home Menu   $29,868,290   (4.4)  3,890,757   (2.1)  5,349,790   (2.1)
Private Label   $29,327,830   (12.0)  4,189,045   (13.5)  11,392,240   (10.0)
Marie Callender’s   $24,919,510   35.7   4,076,910   19.7   9,525,864   52.3 
Michael Angelo’s   $16,788,060   8.6   1,843,091   1.2   4,586,534   10.8 
Stouffer’s Easy Express Skillets   $15,488,890   (8.7)  3,730,189   (8.7)  5,671,920   (8.9)
Banquet   $14,272,880   (10.5)  4,655,463   (18.7)  7,982,772   (17.6)
Gourmet Dining   $12,456,850   55.5   2,771,969   79.6   5,252,425   80.6 

Hispanics make up 17.2% of the 
U.S. population, and will be the 
fastest-growing ethnic group 
between 2013 and 2018. 



terey.com). “Multi-cultural groups 
typically over-index for consumption 
of their own ethnic cuisine,” she ex-
plains. “Hispanics make up approxi-
mately 17.2% of the U.S. population 
currently, but their numbers are ex-
pected to increase 12% between 2013 
and 2018, making them the nation’s 
fastest-growing ethnic group.”

Building on growth in the hand-
held segment, Ruiz introduced 
single-serve versions of its El Monte-
rey Supreme and Classic Burritos last 

year. Another ethnic food manu-
facturer, Stamford, Conn.-based 
American Halal (www.american 
halal.com), just rolled out a trio of 
all-natural, halal-certified Whole 
Wheat Chapatti Wraps. Based on 
popular South Asian dishes like 
Chicken Keema and Chana Saag 
(which is Non-GMO verified), 
they’re already available in Whole 
Foods under the company’s Saf-
fron Road brand.

Also in handhelds, Moonachie, 
N.J.-based Bylada 
Foods (www.by 
ladafoods.com) 
is rolling out 
a collection of 
better-for-you flat-
bread sandwiches. 
Available for private 
label as well as under 
the company’s Chef 
Gusto label, the 
portable meals come 
in Buffalo Chicken; 
Philly Cheesesteak; 

Bacon, Egg & Cheese and Sausage, 
Egg & Cheese flavors. “We’re getting 
a lot of requests from both consum-
ers and retailers for flatbread, which 
is a healthier alternative to regular 
bread,” says national sales manager 
Meade Bradshaw. “We think hand-
held combined with better-for-you 
in on-trend flavors will be a big hit 
with shoppers.” n

Handheld remains the fastest-growing subcategory 
in frozen meals, prompting Ruiz Foods to introduce 
single-serve versions of its Classic and Supreme El 
Monterey Burritos.

Atkins recently extended its lifestyle 
brand into the frozen aisle with a 
line of low-carb entrees marketed to 
followers of the Atkins Diet.

3460 John F. Donnelly Dr., Holland, Michigan 49424    •     616.786.0900    •    requestfoods.com

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

We Make Your Brand ... Better.



60 www.frbuyer.com  APRIL 2013

DISPLAY CASES

MERCHANDISING &
ENERGy SPUR CASES
Display case makers focus on new 
refrigerants, lighting and designs to 
entice shoppers and also cut costs 
for retailers. 

Buoyed by an improved econ-
omy that is hastening store 
remodels, along with retail-

ers’ increasing acceptance of new 
technologies, display case makers 
are bullish about the year ahead. 
Further, the move by retailers to 
add space to refrigerated and frozen 
departments bodes well. We spoke 
with several vendors about what’s 
new, and what they expect in the 
near future. 

Hussmann Corporation
Hussmann Corporation (www.huss 
mann.com), Bridgeton, Mo., expects 
retailers to continue expanding their 
perishable and fresh food offerings 

while maintaining their focus on 
energy efficiency and productivity 
enhancements.

Accordingly, the company is work-
ing to provide quantifiable solutions 
to help retailers grow their top line 
while improving their bottom line.

“Shoppers’ continued focus on 
fresh and prepared foods drive a 
need for creative case designs that 

increase shopper appeal and sales,” 
says Cheryl Beach, marketing com-
munications manager. Hussmann’s 
Specialty Products group is develop-
ing new custom case designs based 
on retailers’ formats, performance of 
departments and other factors.

Hussmann EcoShine LED II lights, 
which provide energy savings, are an 
integral part of all the firm’s refrig-
erated cases. With LED lighting, 
displays are more evenly illuminated, 
thereby minimizing hot spots and 
dark shadows while making the prod-
uct more appealing to shoppers. The 
company is working with retailers to 
upgrade all the fluorescent lighting in 
their existing cases to LEDs, which 
also provide energy savings.

Recently, Hussmann has been 
working with new technologies to al-
low lighting to be adjusted for better 
visual merchandising, producing the 
best lighting for every product in the 
case.

Hussmann EcoVision doors — 24-
inch French-style and slim-line — are 
designed for easy shopping and maxi-
mum visibility. In addition, the doors 
provide energy savings of up to 84% 
versus open-front, multi-deck refrig-
erated merchandisers. Hussmann’s 
Retail Optimization team is dedicat-
ed to reducing energy consumption 
within existing store formats.

“Level II audits provide a compre-
hensive, diagnostic review of your 
entire store including all HVAC-R 
systems, store lighting and controls 
and walk-in coolers to identify energy 
conservation measures (ECMs) to 
increase energy efficiency,” according 
to Hussmann. The company also as-
sists retailers in identifying incentive 
and rebate opportunities to improve 
ROI for retailers. 

Trion Industries
Sales of modern bar merchandiser 
and tray systems have hit more 
than six million units in the last few 
years, according to Tony Kadysewski, 
marketing communications manager, 
Trion Industries (www.triononline.
com), Wilkes-Barre, Pa. (BTW, if 
you haven’t seen it yet, check out 
Tony’s really cool blog at www.Fix 

turesCloseUp.com). 
He notes that managed cooler 

displays are increasingly widespread 
in grocery, as well as in the cooler 
sections of drug, mass merchandiser, 
and even dollar stores. Bar/tray and 
shelf management systems automati-
cally forward and face products in the 
cooler and increase facings by 12%-
17%, helping increase sales, he says. 

“In doored cases, energy use is 
cut because customers can browse 
easily without opening the doors 
(door openings are reduced by 25%). 
Auto-feed lowers shrinkage and stock 
doesn’t get lost at the back of the 
shelf. Items are billboarded, meaning 
that all the expensive, eye-catching 
package design is made fully effec-
tive,” Kadysewski explains. 

This organization increases shop-
pability and impulse sales. Modern 
systems save one-and-a-half hours of 
labor used in facing product each day, 
he notes, adding that no-tools instal-
lation saves hours of time compared 
with old threaded-fastener systems.

“Across the board we find increas-
ing applications of bars, trays and 
shelf management in bagged salads, 
vac-pack meats, cheeses, fresh pasta, 
entrees, dinners, bagged/boxed 
vegetables and oversize products like 
family packs, lasagna, and pizza,” the 
Trion executive says. 

He sees growing interest in five-
spring tensions and two-to-four 
spring mounts that allow fine tuning 
of push strength for both heavy-
weight and delicate product lines. 
Also getting more attention: oversize 
pusher paddles and front product 
stops to better handle and present 
odd-sized and large packages; dual-
label trays allowing cross-selling of 
small accent items like dressings and 
bacon bits with salad, or sauces and 
spices with dinners; air baffles to help 

Hussmann’s multi-deck 
refrigerated merchandiser 
features EcoShine LED lights.

Getting more attention: 
oversize pusher paddles and 
front product stops to better 
handle and present odd-sized 
and large packages.
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Here’s a view of Zero Zone’s Outdoor Parallel Systems unit at Lowe’s, showing 
the Copeland Digital Discuss compressors. From left, Dan O’Brien, national 
sales manager for Zero Zone, and Mitch Knapke, refrigeration/industrial 
market manager of Emerson Climate Technologies.

direct air flow, maintaining product temperatures even at 
the front facings.

Zero Zone
With Zero Zone’s Crystal Merchandiser, “What you 
notice first are the products inside the case, not the case 
itself,” says Carl J. Petersen, marketing and advertising 
manager, Zero Zone, Inc. (www.zero-zone.com), North 
Prairie, Wis. “The food is dramatically framed by the 
74-inch tall CoolView Doors,” assuring shoppers that 
products are kept fresh and are uniformly and properly 
cooled. 

Most medium-temp, reach-in cases have the refrigera-
tion coil at the bottom of the case, but the Crystal Mer-
chandiser’s coil is at the top. This allows easy cleaning of 
the case bottom, where debris may fall. The design saves 
time and prevents material from building up around the 
coil, a problem in bottom-mount coil cases. The Crystal 
Merchandiser (RVMC30) is available with 30-inch-wide 
doors and shelves.

The soon-to-be-available Crystal Merchandiser 
RVMC24 will come in 8- and 12-foot lengths, featur-
ing 48-inch shelves paired with CoolView 24-inch-wide, 
74-inch-tall French doors. Retailers can select the unit 
that best accommodates their merchandising preferences 
and ideal planograms, while seeing energy savings of as 

much as 84%, Petersen says.
The Crystal Merchandiser line is available in rear-load 

and Hybrid configurations to suit any medium-temp 
display need. The Hybrid unit uses the standard case out-
fitted with a condensing unit kit on top of the case. 

AHT Cooling Systems
AHT Cooling Systems USA (www.ahtusainc.net), Hana-
han, S.C., will be introducing its Ibiza case to the United 
States market this summer. Available in two sizes, the 
units have internal LED lighting and side glass panels for 
extra product visibility, according to Howell Feig, direc-
tor of sales. 

The dual-temp Ibiza can use R290 refrigerant as an 
option and will be standard with automatic defrost. Feig 
says the units have outstanding durability and longevity. 
The coffin-style Ibiza 100 is 39 inches by 33.5 inches by 
36 inches. 

The Ibiza AC XL-slim model is an open-air, multi-deck 
cooler that is 24 inches deep (with 12-inch deep shelves), 
47.5 inches wide and 77 inches tall. Feig says they can be 
placed in-line in grocery aisles. 

Last year, AHT completed a merger with its North 
American Coolpoint partner, ATC Group, Inc., Charles-
ton, S.C. The deal doubled the size of AHT’s North 
American operation, and it is building new offices.  n

ZERO ZONE, LOWE’S 
PIONEER FULL-STORE
USE OF R410A 
Zero Zone has teamed with 
Littlefield, Texas-based Lowe’s 
Market to create the first 
full-store use of R410A in the 
United States, cutting operat-
ing expenses storewide. 

The pilot store, in Albu-
querque, N.M., uses R410A 
as the sole refrigerant for all 
the medium and low-temp 
display cases, walk-ins and 
HVAC equipment. Based on 
success here, Lowe’s plans to 
outfit more stores with R410A 
as the sole refrigerant. 

R410A has a global warming po-
tential of about 2,000, which is half 
that of R404A. The use of R410A 
combined with the energy efficiency 
of Zero Zone’s Crystal Merchandiser 
lineups has increased refrigeration 
efficiency by 7%-8% and cut medi-
um-temp energy consumption by 
more than 70%.

Significantly less refrigerant is 
needed, and the reduced refrigera-
tion load in the Lowe’s full-store 
remodel required fewer rack compo-
nents, thus lowering costs.

Working in collaboration with 
Emerson Climate Technologies 
(www.emersonclimate.com), St. 
Louis, and Sporlan (www.spor 
lanonline.com), Washington, Mo., 

the project uses Copeland Digital 
Discus Compressors with CoreSense 
Diagnostics, Sporlan Electric Expan-
sion Valves (EEV), two Zero Zone 
Outdoor Parallel Systems (OPS), 
RVZC30T2 tall freezer case lineups, 
and Crystal Merchandiser lineups 
for display of dairy, deli, produce 
and fresh meat.  n
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HAnSOn LOGISTICS
GROWInG AGAIn
Chicago consolidation center is getting 12,000 new pal-
let positions and 14 dock doors in 100,000-square-foot 
expansion. 

Hanson 
Logistics 
(www.hanson 

logistics.com), St. 
Joseph, Mich., has 
begun the third ex-
pansion of its tem-
perature-controlled 
Chicago consolidation 
center in five years.

The rapid growth 
of the facility, located 
east of Chicago in 
Hobart, Ind., reflects the rising momentum of Hanson’s 
Velocities Multi-Vendor Consolidation program. The pro-
gram is a solution to the on-demand complexity of filling 
multiple-SKU frozen food orders shipping to all major 
retail, wholesale, and foodservice DCs throughout the 
United States. The project will be handled by Fort Wayne, 
Ind.-based Tippmann Construction.

nEW BUSInESS MODEL
“It was a new business model in an unproven loca-
tion,” said Andrew Janson, president, Hanson Logistics, 
referring to the company’s 2007 decision to build a new 
consolidation center on the east side of Chicago. “We 
were, pardon the pun, breaking new ground in terms of 
both traditional refrigerated warehousing service and 

predictable warehouse location. There are many Hanson 
associates to thank for their ‘Yes, we can!’ commitment in 
making this vision a reality.” 

The 100,000-square-foot expansion, slated for com-
pletion in the third quarter of 2013, will feature energy-
saving LED lighting, 12,000 new pallet positions and 14 
dock doors. The innovative receiving dock allows the 

trailer doors to be opened 
from inside the facility, reduc-
ing loading times, energy loss, 
and increasing food security. 
The Chicago consolidation 
center will increase to 11 mil-
lion cubic feet, virtually all 
of which is devoted to high-
volume throughput, including 
flexible racking for quick-pick 
consolidation and cross dock-
ing of temperature-controlled 
food products. The Hanson 
Transportation Management 
Services and refrigerated truck 

fleet operates from the facility, and provides inbound, 
shuttle service 
and nationwide 
truckload and 
less-than-truck-
load service. The 
Velocities Multi-
Vendor Consoli-
dation program 
encompasses 
Walmart’s Vendor 
Pool 391, with 
scheduled vendor-
shared truckloads to all major retail, wholesale and food-
service distribution centers throughout the country.

“It’s great to be work-
ing with the Hanson 
Logistics team on 
this expansion,” said 
John Tippmann, Jr., 
president of Tippmann 
Group. “We’ve known 
them for a long time as 
colleagues in the indus-
try, and we are looking 
forward to providing 
them with an excellent 
addition to their build-
ing.”

Located adjacent 
to the I-80, I-94 and 
I-65 interchange in 
northwest Indiana, the 
Chicago Consolidation 

The innovative receiving 
dock lets trailer doors be 
opened from inside the 
facility, reducing loading 
times, energy loss, and 
increasing food security.

The project will be handled 
by Fort Wayne, Ind.-based 
Tippmann Construction.

PRWS REPORT HIGHER PROFIT
More than half of the respondents to a survey by the Interna-

tional Association of Refrigerated Warehouses (www.iarw.
org) reported 10% or higher EBITDA gains for the 

third and fourth quarters of 2012 compared with the 
same period in 2011.
The data comes from the Financial Performance 

Report for the third and fourth quarters of 2012, just 
released by Alexandria, Va.-based IARW. The new report, 

which captures profit and revenue trends for the public refriger-
ated warehousing industry, shows that profitability was significantly higher. 

Average revenue growth remained steady compared with the same period in 2011 and 
occupancy averaged 79.19 percent during the second half of 2012, a decrease from the 
occupancy rate of 84.73 percent reported in the first half of 2012, but comparable to the 
77.9 percent for the same period in 2011. IARW warehouse members can download a 
complimentary copy of the full report at the association’s Web site. n
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Center offers the optimum combination of location, busi-
ness climate, and robust infrastructure. Velocities has 
become the ‘go-to’ consolidation program in the greater 
Midwest for mid-tier food manufacturers that are unable 
by their order mix to achieve the economies of truckload 
delivery, according to Hanson Logistics.  n

GCCA OFFICIAL
WInS HOnORS
Atul Khanna, Director of Global 
Cold Chain Alliance India, has 
been awarded a “Certificate of 
Appreciation for Achievement 
in Trade,” by the United States 
Department of Commerce U.S. 
Commercial Service in recogni-
tion of his contribution to ex-
panding trade between the United 
States and India.

The certificate was presented at a reception at the 
residence of Judy Reinke, Minister - Counselor for Com-
mercial Affairs, Embassy of the United States, attended 
by executives representing many Indian and U.S. compa-
nies.

As an example of how Khanna is fostering relation-
ships and building trade connections, he recently hosted 
a meeting between GCCA India and a delegation of four 
U.S. representatives, including three U.S. State Depart-
ment officials. 

“We are delighted that Atul has received this honor,” 
said GCCA CEO Bill Hudson. “India holds so much 
potential for increased trade and development of the cold 

chain that it is vital that we promote it in every way 
possible. He is doing an outstanding job in this 

area.” n

  Recognizes promotion of economic 
opportunities for lower-income employees. 

Henningsen Cold Storage (www.
henningsen.com), Hillsboro, 
Ore., was recognized as a winner 

of the 2013 Premier Employer Award 
at the Northwest Food Processors 

Association’s (NWFPA) Annual 
Expo and Conference in January at 
the Oregon Convention Center. 

Tony Lucarelli, exec vp, Bill 

Daniel, HR manager, and Colin Longmuir, warehouse 
manager, were on hand to accept the award, which rec-
ognizes Henningsen’s innovative employee engagement 
practices. The award goes to companies that promote 
economic opportunities for lower-income employees as 
an integral part of their strategy for sustaining and im-
proving business results. 

“The award recognizes Henningsen Cold Storage’s 
many employee practices including their dedication to 
employee training over many years, their executives’ 
involvement with all levels in the organization and 
consistency 
of promoting 
from within,” 
said Dave 
Zepponi, 
president of 
the North-
west Food 
Processors 
Association. 
“There are 

three key pieces 
to attend to 
for a company 
to succeed in 
this industry: 
customers, 
services and 
locations,” said 
Lucarelli. “We 
have to have 
our warehouses 
where our 
customers are 
or where the 
product they 
are storing is 
consumed. 
Location is not 
based on where 
the talent is, 
therefore we 
have to develop 
our employees 
to be and do 
their best.”

Bellingham 
Cold Stor-
age (www.
bellcold.com), 
Bellingham, 
Wash., was also 
recognized as 
a winner of the 
award.  n

MILLARD TURNS 50! 
Omaha, Neb.-based Millard Refrig-
erated Services celebrated 50 years 
in business at a reception during the 
American Frozen Foods Institute’s 
annual convention in Anaheim, 
Calif., on Feb. 25. 

The company was founded in 
1963 by Larry Larsen and continues 
to be a family-owned and oper-
ated business that has added supply 
chain solutions like transportation, 
re-distribution, high pressure pro-
cessing and import/export to its
original warehousing offer. More 
recently, the company has ex-
panded several existing distribution 
centers to accommodate growth 
and last year announced a major 
development adjacent to the Port of 
Charleston, S.C.

“Millard has enjoyed a 50-year 
run of constantly improving the 
way we operate and we are happy to 
share that success with our custom-
ers and other friends at AFFI,” said 
Tim Smith, senior vp of sales and 
marketing at Millard. 

Atul Khanna

HENNINGSEN WINS 
NWFPA’S ‘PREMIER 
EMPLOyER AWARD’



LOGISTICS LEDGER
Turkey Hill Dairy recently presented a plan for a 
$30 million expansion at its River Road plant in Manor 
Township, Pa., according to www.lancasteronline.com.  
The company plans to construct a 90,000-square-foot 
refrigerated warehouse and a truck maintenance build-
ing on 38 acres to the west of its property… Members of 
the International Association of Refrigerated Warehous-
es (www.iarw.org), Alexandria, Va., can get assistance 
on writing their own Emergency Response Plan in the 
IARW’s Crisis Management Manual. With details and 
instructions on the suggested components of a written 
plan, assembling emergency response teams, training 
and implementing your plan, the Crisis Management/
Emergency Response Planning manual chapter will 
ensure your facility is prepared if faced with an unfore-
seen catastrophe… Intellirf Systems (www.intellirf.com), 
Greenbelt, Md., has introduced IRV (Infiltration Reduc-
tion Vestibules), designed to halve heat infiltration and 
resulting frost buildup. Ralcorp and Glanbia Foods are 
among the first customers, ordering more than 200 IRVs 
for their cold storage units… Krack Corporation (www.
krack.com), Bridgeton, Mo., has sold its Krack industrial 
business to SGS Refrigeration (www.sgsrefrigeration.
com), Hagerstown, Md. SGS will sell the products it is 
acquiring under a new SGS/Krack name in the industrial 

marketplace. Krack retains ownership of its commercial 
business…  A.M. King Construction (www.amking 
construction.com), Charlotte, N.C., has completed the 
renovation and improvement of a rail dock belonging to 
Seaonus Cold Storage (www.seaonus.com), Jacksonville, 
Fla. The cold storage company now has a new 3,100-SF 
rail dock to load and unload perishable product on rail 
cars for domestic and export shipments. The rail dock 
services Seaonus’ major off-port perishables facility… 
Miami-based Southeast Food Distribution (www.seff.
com) will be adding new jobs and business to its Cordele, 
Ga., facility on May 1. The employee-owned company 
operates a frozen and refrigerated retail grocery distribu-
tion and multi-temperature storage facility at 102 North 
Midway Road in Cordele. It also has facilities in Rich-
mond, Va., Gaston, S.C., Miami (two facilities), and New 
Orleans… Blaine, Wash.-based ProPack, a third-party 
logistics company, will open a 100,000-square-foot, tem-
perature-controlled warehouse on Highway 76 in White 
House, Tenn. The company specializes in order fulfill-
ment and freight forwarding services… Global Food 
Group, Cabot, Ark., will spend $4.7 million to transform 
a former electrical cord factory in Clinton, Ark., into a 
processing plant for sandwiches, quesadillas, tortillas and 
burritos to be sold in convenience and grocery stores. 
A cold storage facility will also be installed, with space 
rented out to other food producers.  n
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100 YEARS,
100 WISHES!
To celebrate its 100th birthday, the 
makers of Blue Bunny ice cream are 
helping Make-A-Wish Foundation 
grant 100 wishes to 100 children. 

In honor of its 100th birthday, Wells 
Enterprises, Inc., the makers of Blue 
Bunny Ice Cream (www.bluebunny.

com), is helping the Make-A-Wish 
Foundation (www.wish.org) grant 100 
wishes to 100 children with life-threat-
ening medical conditions. 

LAUnCH IS APRIL 29
The 100 years, 100 Wishes 
program launches pub-
licly April 29. This is 
a significant date — 
it’s World Wish Day 
and the 33rd anniver-
sary of the wish that in-
spired the founding 
of Make-A-Wish. 
The first wish 
granted as part 
of the 100 Years, 100 Wishes program 
was for four-year-old Kajj, who wished 
to be a police officer, reminiscent of 
the wish that led to the founding of 
Make-A-Wish. 

Wish-granting events will take 
place several times every month 
throughout 2013, each celebrated 
and captured (with videos and pho-
tos) on 100Years100Wishes.com. At 
this Web site, you can sign the 100 
Years, 100 Wishes Wish Card — a 
virtual collection of signatures and 
well wishes from Blue Bunny fans 
to support wish kids in the pro-
gram. The signatures and messages 
will be delivered to all 100 kids 
in October 2013 in celebration of 
Wells’ 100th birthday on Oct. 24. 

“By attending the wish granting 
events, I’ve been able to see first-
hand the power and impact a wish 
has on each of these kids and how 
a wish-come-true can make life 
better for everyone involved,” says 
Mike Wells, president and CEO of 

Wells Enterprises, Inc., Le Mars, Iowa. 
“At Wells, giving and being a good 
corporate citizen is an important com-
mitment we’ve made through our core 

fundamentals, and we are incredibly 
pleased to celebrate our centen-

nial milestone in this spirit 
by helping Make-A-Wish.”

According to a 2011 Wish 
Impact Study, parents of wish 

kids said that wishes gave their 
kids renewed strength to fight 

their illnesses, and that the 
experiences helped bring 
the entire family closer 

together. Further, 89% of medical 
professionals — doctors, nurses, social 
workers, and child-life specialists — 
said that wish experiences have the 

ability to influence the physical health 
condition of wish kids.

‘MORE THAn A nICE THInG’
“Wishes are more than a nice thing — 
they can be life-changing experiences 
for wish kids, their families, friends, 
communities, and the supporters and 
sponsors, like Wells, that help make 
those wishes possible,” said David A. 
Williams, Make-A-Wish America presi-
dent and CEO. “Through the 100 Years, 
100 Wishes program, Wells is trans-
forming ice cream into more than just 
a favorite treat. We are thrilled to join 
Wells in celebrating its 100th birth-
day and granting 100 wishes together 
for kids with life-threatening medical 
conditions.” n

Blue Bunny employees with Ethan, 11, who has aplastic anemia. The 
company’s 100 Years, 100 Wishes program enabled the Nebraska boy to 
realize his wish of going to the Atlantis Resort in the Bahamas. 

THE SOUP’S ON TABATCHnICK
Company is donating more than 50,000 gallons of soup in partnership with nYC’s 
largest soup kitchen. 

Twenty years ago, Ben Tabatchnick volunteered on the serving line of one of 
New York City’s largest soup kitchens.

Now CEO of Somerset, N.J.-based Tabatchnick Fine Foods (www.tabatch 
nick.com), America’s oldest family-owned soup company, Ben Tabatchnick last 
year returned to Holy Apostles as a corporate donor and Holy Apostles launched 
“Tabatchnick Fridays.”

More than 24,000 gallons of donated soup has been consumed by a growing cli-
entele in the last year, and an expected 24,000 more will be served in the months to 
come, as Ben Tabatchnick announced his company’s support of Holy Apostles will 
continue.

“It’s a wonderful partnership for us,” says the fourth-generation soup maker. 
“When I volunteered here 20 years ago, I saw firsthand what a well-run program it 
is. Unfortunately, the need is now greater, and I’m happy to be in a position to help.”

Ben Tabatchnick notes the Holy Apostle menu didn’t even include soup before he 
came along. “Sure, 500 gallons of soup a week is a lot of product, but hey – what’s a 
soup kitchen without soup?” n
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