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It’s that certain point in the afternoon, after a hard day’s work, when 

teenagers return home from school … starving. To tame their ravenous 

appetites, where do moms turn? José Olé. Make sure your shelves are full 

before their hunger strikes – and the clock strikes Olé O’Clock.

JoseOle.comTV ad is coming soon. 

Stock up now!
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Fresh • Authentic • Convenient
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customerservice@tortillaland.com
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0% lard, 0% cholesterol 
No preservatives 

 Gluten free
 No preservatives
 0% cholesterol
 0g trans fat
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OUT WARREN’S WAYOUT WARREN’S WAY

Warren Thayer, Editor
warren@fdbuyer.com 

SUPPORT THE
ROUNDTABLE!
The frozen food industry is in 
trouble, and the time has come to 
take action. 

Now is the 
time to pull 
together 

to support the 
Frozen Food 
Roundtable 
(page 18) and 
its planned con-
sumer educa-
tion program. 
The group, spearheaded by the 
American Frozen Food Institute 
(www.affi.org), tentatively plans 
to raise and spend as much as $30-
$50 million on the campaign — 
which may start as early as the fall 
and would certainly be the largest 
in the history of the industry. 

The industry needs it, and I 
hope you’ll get behind it. Units and 
volume have been declining steadily 
across most categories — notably 
among powerhouses such as din-
ners and entrees. Many retailers 
still promote “never frozen” as a 
strong product attribute. Talk about 
shooting yourself in the foot. 

Just tonight in the seafood de-
partment of a Hannaford Bros., I 
paid $2 less per pound for seafood 
that had been frozen. Its more ex-
pensive, “never-frozen” counterpart 
was displayed beside it in the case. 
Thankfully, when I asked the as-
sociate behind the counter if there 
was any difference, he just shrugged 
and said “no.”  

So far, ConAgra, General Mills, 
Heinz, Hillshire Brands, Kel-
logg, Nestlé, Pinnacle Foods and 
Schwan’s have signed on, and AFFI 
is inviting widespread participation 
from manufacturers and retailers. 
That participation should come. 

This isn’t just a public relations or 
advertising campaign. It is designed 
to improve consumer perceptions 
of frozen foods. That will happen if 
we all hang together. I’m reminded 

of Benjamin Franklin’s statement 
at the signing of the Declaration of 
Independence: “We must all hang 
together, or assuredly we shall all 
hang separately.”

Truth. I remember the National 
Fisheries Institute’s long-term effort 

to grow seafood consump-
tion, which was pushed off 
the track by “species-spe-
cific” battles. Companies 
wanted the campaign to 
focus on the species they 
sold, not on others, and 
many of them did indeed 
hang separately as a result. 

Seafood growth also suf-
fered as a result.  

But about 20 years ago, 
I was a regular attendee of AFFI 
meetings where consumer educa-
tion campaigns for frozen vegetables 
were discussed. We had the scien-
tific facts, crystal clear: Vegetables 
frozen quickly after harvest stayed 
fresher, longer, than “fresh” product 
that wound up in a warehouse or 
on a truck for several days before 
getting to the supermarket. The 
campaign took years, but it worked. 
Consumers now know that frozen 
vegetables are “fresher than fresh.”  

IT WON’T BE EASY
I wish it were that simple this time 
around. Consumers have come to 
see frozen foods as too processed, 
too full of unhealthy ingredients. 
All too often, that’s still true. But 
the industry has come a very long 
way in recent years, and it is easy 
to find healthy, convenient foods in 
frozen sections today. 

I’m pleased that AFFI is working 
with the National Frozen & Refrig-
erated Foods Association (www.
nfraweb.org), which has been 
reaching out to consumers for years 
with its Frozen Food Month and 
other consumer campaigns. I hope 
the partnership continues, and 
becomes even stronger, so both of 
them — and all of us — can benefit 
from the obvious synergies. 
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NEW PRODUCTS

Turkey Meatballs
Garner, N.C.-based 
Butterball (www.but 
terball.com) introduc-
es fully cooked frozen 
turkey meatballs ready 
to eat in 15 minutes 
or less. Offered under 
the Butterball Every 
Day brand, the 1-ounce 
“Recipe Starters” come 
in two flavors, Original 
and Italian Style, ideal 
for spaghetti and other entrees. The company also offers 
a 0.5-ounce, bite-size option for appetizers and snacks. 
Made with fresh, lean ground Butterball turkey, all three 
contain 30% less fat than the leading meatball. Dinner-
size meatballs come in resealable 16-ounce bags with a 
$4.49 to $4.99 SRP; appetizer-size meatballs are offered in 

25-ounce reseal-
able bags with a 
$6.79 to $7.49 SRP.

Olive Tapenades
Sugar Brook Farms 
(www.sugarbrook 
farms.com), Vero-
na, Wis., adds two 
new varieties to its 
Kelly’s Kitchen line 
of olive tapenades 
made with Wiscon-
sin cheese. Spanish 
tapenade features 
roasted tomatoes, 

kalamata and black olives, and Roth GranQueso cheese, 
while Italian tapenade combines pepperoncini, sweet 
peppers, green and black olives and Parmesan cheese. Of-
fered in clear 6-ounce containers that showcase the prod-
uct’s homemade appearance, the refrigerated tapenade 
carries a $5.99 SRP.

Organic Kefir
Fair Lawn, N.J.-based Latta (www.lattausa.com) adds a pair 
of probiotic-rich organic options to its line of authentic 
Russian kefir. Made with grass-fed, rBST-free milk and 
free of additives and 
thickeners, Organic 
Kefir comes in vanil-
la, peach, plain and 
acidophilus varieties. 
All four gluten- and 
soy-free flavors are 
available in both 
5.25- and 24-ounce 
containers; SRPs 
are $2.49 and $5.69, 
respectively. The 
company also debuts 
a line of Dairy-Free 
Organic Kefir Bever-

ages, including green tea and lemon, green tea and ginger, 
green tea and spearmint, coconut milk, and coconut 
water. The kefir and green tea varieties come in 14-ounce 
bottles, while the kefir and 
coconut varieties are avail-
able in 10-ounce bottles. All 
five carry a $4.99 SRP.

Greek Frozen Yogurt
Lynnfield, Mass.-based Hood 
(www.hood.com) launches a 
line of low-fat Greek Frozen 
Yogurt quarts. Made with live 
and active cultures, the rich, 
creamy frozen dessert comes 
in Blueberry, Double Choco-
late Chip, Honey Vanilla, and 
Raspberry Granola flavors, each of which boasts 5 grams 
of protein per serving. SRP is $3.99 for 32 ounces.

Hemp Seed Veggie Patty
Chez Marie (www.chezmarie.
com), Wilsonville, Ore, adds 
a fifth variety to its line of 
non-GMO verified gourmet 
veggie patties. Free of gluten, 
corn and soy, vegan Hearty 
Hemp Seed patties feature 
organic long grain brown 
rice, gluten-free oats, hemp 
seeds, flax seeds and organic 
coconut sugar. Easy to pre-
pare from frozen, the fully 
cooked 2.5-ounce patties 
contain 130 calories apiece. 
A good source of protein and Omegas 3, 6 and 9, they’re 
offered in recyclable, biodegradable four-count packages. 
SRP is $4.99 for a 10-ounce bag.

Frozen Pizza
Minneapolis-based Schwan’s Consumer Brands expands 
it Freschetta brand (www.freschetta.com) with three ad-
ditional flavors. To its Naturally Rising line, the company 
adds Margherita and 
Sausage & Pepperoni 
varieties, both on a 
signature crust that’s 
crispy on the outside, 
light and airy on the 
inside. To its Brick Oven 
collection, Schwan’s 
adds a new Chicken 
Club flavor, featuring 
premium white-meat 
chicken, cured and 
smoked bacon, vine-
ripened tomatoes, 
spinach and white sauce 
on a homemade-style, artisan crust. The two naturally ris-
ing varieties serve six, while the Brick Oven Chicken Club 
flavor serves four. All three carry a $6.69 SRP.

FIRE ROASTED VEGETABLES   •   RICE DISHES   •    PASTA BLENDS   •   COLD SALADS   •   SALSA   •   DIPS   •   HUMMUS   •   SOUPS

IDDBA BOOTH #4101 
If your Store Brand is in need of unique hot items or 
cold items, we have the answer: Rigatoni and Chicken 
with Roasted Tomato Cream Sauce, Lobster Bisque, or 
Fire Roasted Apple Wheatberry Salad are just a few. 
- Sample one of a kind products 
- Experience authenticity
- Collaborate with us with your own ideas

Contact Bobby Ray at bray@SelectStoreBrands.com to 
set up a collaborative meeting. Hot or Cold our chef 
inspired ideas will make your deli cases SIzzlE!

1.877.980.4295  |  www.SelectStoreBrands.com

You Provide the Store, We Provide the Sizzle.

SSB_FRBuyer_IDDBAad_m1.indd   1 4/11/13   11:35 AM
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JOHNNY’S COLUMN

F A C T O I D S

FASTEST 
REFRIGERaTED

BY BESSIE BOVINE
Sales of dairy products in 

supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined topped $17.17 billion 
during the 12 weeks ended 
March 24, 3.2% more than the 
same period a year ago, reports 

Chicago-based market research firm 
SymphonyIRI Group. Units rose 2.0% to 6.61 
billion, and volume shot up 3.6% to 55.30 
billion. Percentage of volume sold with 
merchandising support dipped 0.5 points 
to 34.2%.

In the deli department, dollar sales 
jumped 2.4% to $4.99 billion, while unit 
sales grew 1.9% to 1.44 billion. Volume was 
up 1.9% to 1.34 billion, and volume sold with 
merchandising support fell 0.4 points to 
34.0%.

For the 52 weeks ended March 24, dairy 
sales increased 1.7% to $72.18 billion and 
units rose 0.8% to 28.05 billion. Volume 
edged up 0.1% to 239.45 billion, while 
volume sold with merchandising support 
expanded 0.4 points to 36.7%.

In the deli department, sales jumped 
2.0% to $22.02 billion and units grew 1.3% 
to 6.45 billion. Volume was up 0.5% to 6.03 
billion, and volume sold with merchandising 
support rose 1.4 points to 38.8%.

Our chart shows the fastest-growing 
refrigerated subcategories (dairy and deli 
combined), including the leading brands, for 
the 12 weeks ended March 24, 2013. Data 
is for the brands as originally trademarked 
and may not include line extensions. Only 
subcategories with at least $250,000 in sales 
during the period are listed. Brands with less 
than $50,000 in sales are not included.

-5.5%
Dollar loss by margarine/spreads/

butter blends (to $435,671,000), 
largest by a top 20 refrigerated 

subcategory — and a stark contrast 
to the butter segment’s 8.8% gain. 

Moderating butter prices likely 
played a role.

1
Number of countries in the world 

where Coca-Cola and Pepsi are not 
sold. The one nation sodaholics 

should avoid? North Korea.

THE DATABANK

10 www.frbuyer.com  MAY 2013

DINNER/SNDWCH ROLLS/CROISSaNTS  $2,003,804   687.5   884,944   843.9   552,370   596.8 
Private Label   $1,917,972   998.5   866,756   1,009.5   528,638   806.5 
Café Valley Bakery   $56,840   (12.6)  8,923   (12.7)  15,058   (12.7)

CRANBERRY COCKTAIL/DRINK  $9,322,721   243.5   3,092,425   209.6   136,352,800   264.9 
Simply Cranberry   $6,295,179   366.6   2,128,876   297.6   95,376,950   360.3 
Ocean Spray   $1,635,626  *  473,064  *  27,910,780  *
GT’s Kombucha Synergy   $972,332   30.9   312,519   33.6   5,000,309   33.6 
Florida’s Natural   $127,527   (58.2)  41,551   (56.6)  2,451,507   (56.6)
Tropicana   $94,020   36.7   61,744   57.7   740,931   57.7 
Private Label   $79,491   (45.7)  37,591   (42.9)  3,630,735   (35.4)

READY-TO-DRINK COFFEE  $25,989,230   105.4   7,327,080   91.9   357,061,300   131.4 
International Delight   $17,736,730   185.0   4,488,095   184.6   288,000,400   173.8 
Bolthouse Farms Perfectly Protein   $4,740,606   (20.4)  1,599,343   (17.8)  35,575,790   (21.7)
Bolthouse Farms Protein Plus   $2,188,721  *  766,986  *  14,962,230  *
Silk   $943,264 * 232,976 * 14,910,490 * 
Upstate Farms   $179,008   (0.0)  133,819   (3.2)  2,141,101   (3.2)
Private Label   $108,360  *  71,562  *  551,028  *

COFFEE CONCENTRATE  $577,258   49.3   83,366   40.3   2,142,787   54.7 
Cool Brew   $576,323   49.9   83,192   41.0   2,140,294   55.1 

SALAD TOPPING/BACON BITS  $572,636   46.8   268,558   41.9   1,043,924   51.9 
Private Label  $446,357   43.1   238,448   44.0   838,214   56.7

PRCSSSD/ImTTN CHEESE-aLL OTHER  $24,778,180   36.8   5,985,699   15.6   5,972,420   82.3 
Private Label   $7,226,006   (14.1)  2,170,950   (13.5)  1,684,667   (11.1)
Kraft Velveeta   $6,344,411 * 1,092,223 * 2,457,502 *  
Hoffman’s   $2,190,453   (18.4)  442,650   (31.1)  231,347   (30.6)
Apple Smoked Cheese   $1,261,596   107.6   260,200   159.5   130,100   159.5 
Yancey’s Fancy   $1,210,831   128.4   214,247   118.9   101,791   115.6 
Pace   $1,180,881 * 304,671 * 609,343 * 
Boar’s Head   $798,752   73.8   142,019   73.2   71,010   73.2 
El Viajero   $417,296   (19.3)  110,468   (19.3)  82,851   (19.3)
Kraft Classic Melts   $391,791   (16.7)  154,607   (7.5)  77,304   (7.5)
Hickory Farms   $343,414   (1.7)  98,028   19.5   61,268   19.5 

JUICE AND DRINK SMOOTHIES  $140,471,900   30.0   41,187,320   27.2   988,979,200   34.7 
Naked   $42,433,860   33.4   11,923,560   32.8   257,085,500   38.5 
Bolthouse Farms   $36,731,230   25.2   10,366,390   26.4   296,949,400   24.8 
Naked Superfood   $14,554,750   41.2   3,212,278   32.9   97,390,640   49.4 
Odwalla Superfood   $10,201,010   61.6   3,477,419   26.3   67,160,860   101.8 
Naked Protein Zone   $8,737,057   28.5   2,441,209   30.4   41,958,790   30.2 
Odwalla   $6,871,429   6.3   2,664,205   16.5   42,568,210   7.3 
Silk Fruit&Protein   $4,931,779   41.8   1,623,214   38.3   85,532,820   64.4 
Odwalla C Monster   $3,867,866   25.0   1,496,694   25.1   23,919,530   31.6 
Bolthouse Farms C Boost   $3,552,202   2.5   1,152,604   6.3   27,272,030   2.0 
Naked Well Being   $2,975,490   27.1   602,906   26.1   19,753,810   29.4

PEPPERS/PIMENTOS/OLIVES  $1,296,269   23.3   341,234   (10.4)  215,922   23.3 
DeLallo   $494,251   857.4   78,447   910.0   60,465   812.6 
Norpaco   $274,619   147.1   36,372   203.2   68,227   214.2 
Private Label   $263,899   1.0   179,115   (13.0)  55,572   (10.8)
Divina   $57,677   (26.3)  11,054   (27.4)  4,385   (26.6)

LARD  $1,249,333   22.6   293,074   23.2   740,711   26.5 
John Morrell Snow Cap   $966,676   18.7   192,321   21.3   637,803   25.2 
Lundy’s   $86,377   6.7   46,139   9.5   46,139   9.5 
Empire Kosher   $78,806   69.0   16,901   60.1   7,394   60.1

VEGETABLE JUICE/COCKTAIL  $15,775,870   22.1   3,778,754   23.4   133,969,000   14.5 
Bolthouse Farms   $11,857,860   23.9   2,888,373   27.0   101,017,400   17.3 
Odwalla   $2,228,462   (12.7)  446,157   (19.6)  24,993,400   (3.2)
Evolution Essential Greens   $384,513   106.4   81,956   95.5   1,245,726   95.5 
Evolution Fresh   $383,869 * 81,785 * 1,243,134 * 
Evolution Fresh Essential Vegetable   $205,820  *  47,345  *  719,645  *
Kevita   $183,203   1,002.5   63,568   1,118.8   1,017,092   1,118.8 
Odwalla Garden Organics   $148,726  *  56,731  *  680,778  *
Earthbound Farm Organic   $68,486   12.8   15,452   9.6   494,461   9.6
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11
Number of juice/drink subcat-

egories (of 19) that saw dol-
lar sales fall during the most 

recent 12 weeks. Category sales 
jumped 6.6%, nonetheless, 

thanks to gains in four of the 
five largest segments, including 

No. 1 orange juice (+5.3%).

0.5%
Dollar gain by refrigerated 
cookie/brownie dough (to 

$110,328,800), despite losses 
by four of the top five brands 
— and a triple-digit advance 
by the frozen cookie dough 

subcategory. A 10.7% jump by 
top seller Nestlé Tollhouse’s 
kept the segment in positive 

territory.

181
Members of ziona Chana’s fam-

ily, which includes 39 wives, 
94 children, 33 grandchildren 
and 14 daughters-in-law. The 
world’s largest family lives in 

a 100-room mansion in the 
Indian state of Mizoram, where 

Chana heads a religious sect 
that allows members to take as 

many wives as they want.

3.9%
Dollar gain by refrigerated 

dips (to $151,525,800), thanks 
mostly to an 8.6% increase 
by top seller private label. 

But keep an eye on hummus 
category leader Sabra, whose 

226.1% jump vaulted it into the 
dip segment’s No. 6 spot.

5.1%
Percentage of appetizer/snack 
roll volume sold with merchan-
dising support, one of the low-
est in the refrigerated depart-

ment. Dollar sales jumped 7.0% 
to $131,132,500, nonetheless, 

thanks to gains by seven of the 
top 10 brands.

Barsotti   $68,303   (1.7)  16,562   (2.2)  842,222   (1.6)
Columbia Gorge   $62,584   20.5   15,973   3.8   255,565   3.8 

ALL OTHER SIDE DISHES  $25,940,320   19.8   7,661,089   23.5   8,201,194   21.9 
Bob Evans   $11,238,400   17.7   3,408,407   21.3   4,133,596   21.5 
Private Label   $5,204,633   9.4   1,659,329   11.5   1,509,824   9.4 
Reser’s Main St Bistro   $1,109,461   93.0   268,923   87.4   336,154   87.4 
Reser’s Fine Foods   $827,266   23.4   105,704   9.1   264,260   9.1 
Reser’s   $730,771   14.9   199,305   16.7   223,559   15.2 
Garden Highway Chef Essentials   $691,922   8.4   152,075   10.1   71,301   10.6 
Hormel Country Crock   $540,603   (5.1)  174,138   1.1   217,927   0.8 
Food Merchants   $495,204   7.9   139,677   6.0   157,137   6.0 
Fortune   $445,064   5.2   182,019   7.5   129,256   4.1
Modern Mushroom   $418,157   5.4   94,610   6.8   47,305   6.8 

HORSERADISH/HORSERADISH SAUCE  $6,976,243   19.0   3,355,228   17.1   1,453,394   16.1 
Silver Spring  $2,169,744   15.5   993,200   14.1   446,230   12.8 
Gold’s   $1,686,807   38.5   910,141   30.4   347,443   29.9 
Kelchner’s   $413,090   18.4   143,658   19.2   66,461   17.4
Private Label   $350,505   40.6   205,314   44.7   96,041   54.5  
Brede   $343,122   21.0   174,721   16.3   89,560   16.0 
Seminole  $328,410   3.1   144,357   1.0   78,733   1.6 
Kraft  $246,440   (14.0)  152,616   (13.7)  47,692   (13.7)
I & K Distributors (Yoder’s)   $148,774   4.0   74,547   3.9   39,518   3.8 
Ba-Tampte   $120,419   42.5   44,916   42.1   22,458   42.1
Tulkoff   $87,763   (18.3)  32,374   (19.9)  14,503   (19.4)

FRESH SOUP  $60,519,380   17.1   12,751,720   14.0   17,540,420   13.2 
Private Label   $40,124,520   9.8   9,491,561   7.8   12,653,600   7.2 
Panera Bread   $12,482,110   25.2   2,027,792   36.6   2,920,279   20.0 
Legal Sea Food   $3,009,183   23.9   360,964   22.4   650,635   15.9 
Harry’s   $1,880,822   168.2   298,052   134.2   577,319   194.7 
Cooking Light   $782,601  *  80,789  *  201,974  * 
Bob Evans   $466,004   7.6   172,178   13.7   129,134   13.7 
Ivar’s   $461,599   22.7   70,632   26.6   96,580   10.9 
Soluppa   $266,376   6.6   32,438   4.0   64,876   4.0 
Nana’s   $175,527   14.3   19,546   14.3   34,206   14.3 
Rustico   $103,323   332.6   17,075   258.4   21,796   266.0

SAUERKRAUT  $13,395,540   17.0   5,825,954   9.3   10,248,610   11.0 
Silver Floss   $3,285,683   21.6   1,600,058   14.5   2,785,731   18.2 
Private Label   $2,691,654   30.8   1,401,851   12.8   2,466,493   15.8 
Claussen   $1,305,909   9.8   369,204   11.6   738,408   11.6 
Boar’s Head   $1,089,607   6.3   467,622   (0.0)  586,961   (0.3)
Krrrrisp Kraut   $1,053,017   2.1   397,395   0.1   737,815   (1.3)
Frank’s   $568,067   14.1   264,725   (2.7)  529,449   (2.7) 
Snowfloss   $397,083   71.6   204,498   52.5   408,996   52.5 
Hatfield   $393,693   42.3   151,223   25.3   276,142   33.3 
Courtland Valley   $383,192   2.2   184,868   0.6   369,736   0.6 
Sabrett   $304,459   3.9   137,399   4.3   163,337   (1.1)

PRCSSD/ImITaTION CHEESE-SHREDDED  $13,117,600   16.4   5,912,944   22.8   3,152,632   19.9 
Kraft Velveeta   $5,316,484   107.1   2,460,861   170.0   1,230,430   170.0 
Private Label   $3,629,076   (1.6)  1,990,008   (3.4)  1,003,774   (3.5)
Galaxy Nutritional Foods Veggie   $1,535,348   (2.8)  423,327   (6.1)  183,077   (5.5)
Borden Ched-O-Mate   $516,294   (15.2)  441,270   (13.9)  178,044   (14.8)
Borden Cheddar Melt   $395,377   (12.2)  172,932   (9.0)  86,466   (9.0)
American Accent   $391,950   (13.2)  78,090   (18.0)  135,528   (12.8)
Imo’s   $312,370   11.3   95,048   7.4   47,524   7.4 
Whitehall Specialties   $200,907   24.8   35,963   24.1   71,926   24.1 
Imo’s Provel   $197,031   179.9   44,146   162.1   22,073   162.1 
Ridgeview Farms   $156,186   62.0   35,982   88.1   71,964   88.1

NATURAL ALL OTHER FORMS  $37,253,020   15.3   11,680,250   14.1   7,055,914   27.5 
Private Label   $13,058,440   5.7   5,245,146   3.7   2,860,896   2.8 
Land O Lakes Snack’n Cheese To-Go   $5,297,594   6.9   1,735,020   8.6   863,723   9.9 
Kraft   $3,513,805   14.0   873,108   26.3   491,123   26.3 

*Number is either not available, or very high, indicative of a recent launch working off a small base.              
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F A C T O I D S

FASTEST 
FROzEN

BY PETER PENGUIN
During the 12 weeks ended 

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

$12.47 billion, a 2.2% increase 
compared with the same period a year 
earlier, according to Chicago-based market 
research firm SymphonyIRI Group. Unit 
sales grew 1.2% to 3.69 billion and volume 
rose 0.7% to 5.05 billion. Volume sold with 
merchandising support jumped 1.5 points 
to 36.8%.

For the 52 weeks ended March 24, 
dollars shot up 1.9% to $51.93 billion, but 
units fell 0.5% to 15.43 billion and volume 
slid 0.7% to 22.05 billion. Volume sold with 
merchandising support expanded 0.7 points 
to 38.5%.

Our chart shows the fastest-growing 
frozen department subcategories, including 
the leading brands, for the 12 weeks ended 
March 24, 2013. Data is for the brands as 
originally trademarked and may not include 
line extensions. Only subcategories with at 
least $250,000 in sales for the period are 
listed. Brands with less than $50,000 in sales 
are not included.

6.3%
Dollar gain by frozen drink/

cocktail drink concentrate (to 
$28,547,940), despite losses by 

four of the top five brands, includ-
ing top seller Yoplait Smoothie 

(-13.2%). The subcategory’s saving 
grace: a 22.7% jump by No. 3 Dole.

7
Number of plain vegetable sub-
categories (of 10 total) that saw 
dollar sales expand during the 

most recent 12 weeks. But even the 
losers — squash/zucchini (-4.0%), 
corn (-2.2%) and onions (-0.1%) — 

registered unit sales gains.

100°
Highest temperature (in degrees 

Fahrenheit) ever recorded in 
Alaska — and Hawaii.
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COOKIE DOUGH  $7,276,198   185.0   1,709,447   141.6   2,944,735   462.1 
Pillsbury   $2,910,891  *  389,191  *  1,825,150  *
Weight Watchers Smart Ones   $2,081,999   24.6   671,007   31.7   353,956   31.7 
Nestlé Tollhouse Ultimate   $1,423,895  *  495,649  *  495,649  *
Gregory’s   $387,440   83.5   41,045   74.2   132,797   75.6 
Nestlé Tollhouse   $168,595  *  44,386  *  49,934  *
Sweet Martha’s   $64,150   (25.6)  13,506   (25.2)  17,349   (35.9)
600 lb. Gorillas   $61,443   (0.8)  13,431   (3.1)  15,109   (3.1)

TRTLLa/EGG ROLL/WONTON WRPPRS  $991,867   150.3   248,633   36.0   343,489   144.6 
Tai Pei   $560,536  *  56,221  *  196,772  *
Banh Trang   $132,034   17.3   52,277   13.7   39,208   13.7 
Simex   $105,801   0.4   34,714   0.4   28,741   (1.2)
Bestaste   $78,629   (3.4)  40,028   (5.2)  27,519   (5.2)

FROzEN YOGURT/TOFU  $76,592,760   35.5   21,458,020   48.8   43,872,330   15.7 
Private Label   $13,518,730   6.5   4,453,213   16.5   13,960,360   2.0 
Healthy Choice   $10,242,410  *  3,325,797  *  2,857,485  *
Ben & Jerry’s   $6,254,090   503.8   1,923,710   510.5   1,635,489   508.6 
Ben & Jerry’s Froyo   $5,114,183   (3.2)  1,307,249   0.1   1,307,249   0.1 
Kemps   $4,096,784   6.6   1,083,056   8.6   3,263,128   9.0 
Wells’ Blue Bunny   $3,863,556   7.2   912,770   6.7   3,194,695   6.7 
So Delicious   $3,278,773   52.6   629,857   53.6   629,857   53.6 
Dreyer’s/Edy’s Slowchurned   $2,866,412   (36.1)  711,429   (32.3)  2,139,972   (32.1)
Häagen-Dazs   $2,383,031   (26.0)  583,270   (23.9)  510,361   (23.9)
Turkey Hill   $2,009,333   (6.5)  629,189   (3.7)  1,887,567   (3.7)

TORTILLAS  $1,003,094   29.9   357,942   27.6   512,027   41.6 
Food For Life  $307,540   18.2   88,561   14.3   66,421   14.3 
La Popular   $215,082   113.2   90,691   95.5   68,018   95.5 
Goya   $157,614   16.3   29,078   14.9   50,438   21.6 
Lobo   $119,666   268.4   59,800   243.5   192,599   267.2 
Tortilleria   $61,072   (17.1)  43,328   (27.9)  81,239   (27.9)

BREAKFAST HANDHELD  $247,783,200   22.0   51,814,240   19.2   57,041,680   18.6 
Jimmy Dean   $98,582,540   11.4   14,539,470   5.9   23,099,390   10.6 
Jimmy Dean Delights   $29,620,740  •   4,564,164   •   6,524,719   •
Kellogg’s Special K   $24,709,670  *  4,329,047  *  4,811,210  *
Odom’s Tennessee Pride   $16,418,910   14.3   3,087,294   23.0   3,715,019   13.9 
Private Label   $14,196,250   4.6   4,020,602   43.4   3,610,374   (2.8)
Wght Wtches Smrt Ones Morning Express   $7,667,393   (24.7)  2,818,947   (20.1)  1,547,781   (20.2)
Hot Pockets   $7,451,803   3.9   3,035,248   (1.7)  2,021,409   4.3 
Tennessee Pride   $6,687,042   (16.1)  1,486,095   (4.5)  1,788,065   (17.2)
IHOP at Home   $4,701,424   238.8   961,288   171.5   986,414   255.8
Lean Pockets   $3,720,478   (13.6)  1,917,575   (13.9)  969,016   (11.1)

DIPS  $5,185,593   20.1   1,456,716   22.7   770,578   22.6 
T.G.I. Friday’s   $4,493,278   20.4   1,266,672   21.2   667,649   21.8 
Guy Fieri   $187,558  *  53,815  *  26,907  *
Private Label   $145,824   (5.6)  49,422   (2.2)  23,353   (2.9)
Phillips   $100,828   (25.1)  20,565   (13.6)  12,957   (20.8)
Skyline Chili   $82,782   60.4   22,993   54.0   12,770   59.9 
Gold Star Chili   $81,357   18.0   22,125   19.6   13,828   19.6 

FRUIT  $206,781,500   20.1   47,331,460   14.6   66,397,500   19.4 
Private Label   $132,879,000   19.5   31,108,250   14.9   40,403,740   18.7 
Dole   $28,426,650   7.7   5,614,315   1.6   10,322,360   11.4 
Wyman’s   $7,619,107   23.4   1,403,537   21.1   2,329,628   25.7 
Townsend Farms   $6,754,270   40.3   793,253   42.9   2,379,759   42.9 
Sunrise Growers   $4,717,478   427.8   973,956   191.5   1,537,239   420.2 
Dole Ready Cut Fruit   $4,508,562   2.5   952,261   (3.7)  1,993,403   1.7 
Cascadian Farm   $3,341,479   28.7   894,623   23.6   514,913   23.3 
Goya   $3,047,454   11.2   1,243,179   9.3   1,106,051   9.9 
Well Pict   $2,092,373   24.0   233,785   10.5   1,168,925   10.5 
Birds Eye   $1,020,047   (12.1)  462,369   (10.5)  239,540   (14.0)

CHILI  $5,219,989   16.5   1,575,300   19.0   1,788,277   12.9 
Skyline Chili   $947,172   6.7   293,108   3.8   262,879   4.8 
Gold Star Chili   $940,803   24.0   404,798   36.0   265,669   36.0 
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2
Number of toes on each foot of 
many members of the Vadoma 

clan, a reclusive tribe in western 
zimbabwe. The result of a single 
chromosomal mutation, the con-
dition (known as “ectrodactyly”) 
is propagated by a tribal law that 

forbids marriage outside the 
group.

34.0%
Dollar gain by private label fro-

zen bagels (to $2,316,878), one of 
the best performances by a store 

brand frozen during the most 
recent 12 weeks. The rest of the 

subcategory didn’t fare nearly as 
well, registering a 3.6% decline, 

including a 19.0% loss by top-seller 
Lender’s.

-25.9%
Dollar loss by ice pop novelties 

(to $9,345,607), largest by a frozen 
subcategory with at least $1 mil-
lion in sales. Four of the top five 

brands posted double-digit losses, 
but Nos. 7 and 8, Tampico and 
Frootee Ice, put up big gains.

$5,000
Amount paid to Warner Music, 
owner of the rights to “Happy 

Birthday,” each day. The song gen-
erates close to $2 million in royal-
ties every year — at least until the 

copyright expires in 2030.

16
Number of top 20 frozen depart-

ment subcategories that regis-
tered dollar sales gains during the 

most recent 12 weeks. The only 
losers: single- and multi-serve 

dinners/entrees, ice cream and 
novelties.

96.0%
Dollar gain by frozen meat 
spreads/salads, largest by 
a subcategory too small to 

qualify for our chart. Top sell-
ers Mrs. Schreiber’s and Meal 
Mart, both produced by Alle 

Processing, are known for their 
kosher certified chopped liver.

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

Bueno   $632,603   18.4   192,343   15.8   234,038   17.2 
Chili Bowl   $538,481   4.0   68,222   0.1   329,617   0.4 
Dolores   $536,323   8.6   110,537   (0.6)  138,172   (0.6)
Bueno Autumn Roast   $277,453   11.0   86,588   9.7   70,353   9.7 
Albuquerque   $219,864   35.1   54,323   76.0   97,322   9.5 
Tabatchnick   $121,452   0.5   58,499   3.3   54,843   3.3 
Private Label   $109,740   15.3   72,209   15.1   67,696   15.1
Baca’s   $97,535   16.2   41,647   14.8   37,664   14.9 

PIzzA CRUSTS/DOUGH  $6,241,066   15.7   2,045,179   19.2   2,403,504   38.0 
Private Label   $1,585,013   381.8   546,136   332.4   644,617   333.2 
Udi’s   $1,044,458   39.2   202,761   42.2   101,380   42.2 
Freschetta   $760,648   (62.4)  187,630   (63.7)  305,739   (10.7)
Kinnikinnick Foods   $340,783   1.1   42,232   4.9   55,430   4.9 
Stefano’s   $220,303   70.3   119,015   64.5   119,015   64.5 
House of Pasta   $190,731   3.6   71,158   3.2   142,317   3.2 
Tiseo   $187,170   1.1   110,017   3.6   110,017   3.6 
Calise & Sons Bakery   $162,984   1.8   108,592   1.2   108,592   1.2 
Portesi   $148,659   6.3   30,875   5.0   42,453   5.0
Delimex   $137,509   500.4   30,936   659.5   31,905   659.5 

OTHER VEGETABLE/FRUIT JUICE  $1,799,024   14.9   1,081,168   13.7   3,232,456   13.5 
Dole   $790,224   (10.8)  462,919   (16.5)  1,388,758   (16.5)
Old Orchard   $712,270   73.6   442,144   83.9   1,326,431   83.9 
Old Orchard Premium   $134,031   1.1   83,934   6.0   251,801   6.0 
Private Label   $131,068   25.4   72,772   18.0   218,317   18.0 

POT PIES  $140,173,000   13.6   84,619,990   7.6   55,567,580   6.5 
Marie Callender’s   $75,983,760   6.9   25,136,860   10.0   27,533,770   5.1 
Banquet   $45,913,290   24.4   52,857,010   10.4   23,124,940   10.4 
Stouffer’s   $6,312,642   10.9   2,198,179   12.1   1,746,695   11.5 
Atkins   $2,723,115  *  778,410  *  437,856  *
Willow Tree   $1,893,693   30.7   369,285   25.6   510,625   26.2 
Swanson   $1,834,025   (28.4)  1,910,832   (35.6)  835,989   (35.6)
Overhill Farms Boston Market   $1,515,273   26.4   519,362   30.8   519,362   30.8 
Amy’s   $1,499,327   9.0   417,165   6.1   196,897   6.0 
Blake’s   $815,057   40.2   169,742   43.7   223,255   48.9
Private Label   $485,732   (63.0)  61,133   (96.1)  153,340   (79.5)

CARROTS  $8,409,496   12.1   5,851,441   9.9   5,415,210   7.0 
Private Label   $4,841,013   (1.3)  3,792,039   1.9   3,690,671   1.0 
Green Giant   $2,508,948   59.8   1,479,473   41.3   968,202   47.9 
Del Monte   $208,068   (6.4)  35,520   (6.2)  257,522   (6.2)
Hanover Gold Line   $191,188   8.8   94,345   10.7   70,759   10.7 
Pictsweet   $188,465   (11.9)  137,708   (18.1)  105,730   (14.7)
Hanover Country Fresh Classics   $145,150   49.7   99,399   51.7   99,399   51.7 
Birds Eye Freshlike   $88,524   0.1   63,176   (2.3)  63,176   (2.3)
Flav-R-Pac   $70,508   23.4   49,160   21.2   49,160   21.2 
Westpac   $60,390   23.0   47,156   16.9   47,156   16.9 

PIES  $102,115,300   10.9   28,506,760   2.8   35,548,330   7.2 
Marie Callender’s   $37,067,530   21.4   8,902,496   31.6   12,690,640   12.2 
Edwards   $23,692,690   17.2   3,860,091   22.7   7,207,902   23.5 
Mrs. Smith’s   $10,480,760   20.7   2,257,155   27.2   5,187,912   32.5 
Sara Lee   $8,271,546   5.4   1,635,181   (1.8)  3,196,445   (10.1)
Edwards Singles   $7,825,178   6.4   3,147,574   6.2   1,102,165   5.9 
Banquet   $6,050,907   (23.4)  6,956,311   (25.3)  3,043,386   (25.3)
Claim Jumper   $2,081,115   5.1   310,763   4.1   810,305   4.1 
Claim Jumper Restaurant   $1,999,613   43.1   300,340   43.0   664,940   43.0 
Private Label   $1,322,827   0.1   353,427   10.1   383,060   (12.0)
Plush Pippin Ultimate   $739,489   (4.8)  187,122   (8.7)  467,804   (8.7)

BROCCOLI  $96,273,280   10.7   51,548,130   8.9   52,657,690   10.2 
Private Label   $46,293,810   10.9   27,039,050   6.6   28,837,590   13.0 
Birds Eye Steamfresh   $15,568,540   6.2   9,380,329   9.2   7,298,126   9.4 
Birds Eye   $10,708,380   17.4   3,499,754   3.8   5,725,627   18.1 
Green Giant Valley Fresh Steamers   $5,012,114   18.1   2,486,322   18.7   1,864,741   18.7 
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JOHNNY HARRIS

JOHNNY’S COLUMN

THREE TIPS 
ON RECALLS
Recalls should go smoothly. Here are three reasons 
why they may not, and what you can do about it!

BY JOHNNY HARRIS

Before I get into my 
story this month, I’d 
like to congratulate 
Ingles Markets for 
being selected as 
Retailer of the Year 
by Frozen & Refrig-
erated Buyer. I’ve 
known this company 
for many years, and 
have always been 
impressed by its va-
riety, merchandising 
and — most impor-
tant — its people. If 
you haven’t been to an Ingles, you are missing a real 
experience. It’s their 50th anniversary this year, and I 
hope they have many more. 

This month, I’ve decided to write about recalls. 
It’s not uncommon to have half a dozen or more 
recalls in frozen and dairy products over the 

course of a year. Recalls can be emergency situations, 

and they need to be handled quickly. I don’t know 
why, but much of the time, retailers seem to hear 
about recalls on Friday afternoons. 

FRIDAY AFTERNOON
In many cases, manufacturers know there’s a problem 
well before Friday afternoon. I can understand some 
reluctance on their part, because recalls are expensive 
and a lot of work. And if an issue is identified early in 
the week, manufacturers have to do testing before the 
recalls are put out. But they might consider sending 
out an alert to retailers that there might be a problem. 

Early in my career, we’d get notified about recalls 
by the brokers, and we’d have to call all the stores to 

ask them to pull the product and transfer it back to us 
for credit. Today, the manufacturers generally call the 
retailers directly — either the category manager or 
the quality assurance person. 

That person then sends an e-mail out to all the store 
managers with infor-
mation on the product, 
dates and codes. The 
store manager responds 
with the quantity of the 
product, and that’s how 
the store gets credit. If 
you don’t hear back from 
the store manager, you 
call him or her and say 
there is an active recall. 
That’s how it should hap-
pen, but this system can break down in several ways. 

First, the manufacturer may just leave a message or 
an e-mail with a category manager and not know that 
the person is on vacation for a week. If no follow-up is 
done, you’ve got troubles. Suffice it to say that follow-
up is not always done. Manufacturers should send 
information both to their brokers and also confirm 
delivery of their message to one or two retailer con-
tacts. No exceptions. 

DELAYS CAN BE COSTLY
Second, manufacturers can be slow to take action. But 
delays can result in extra costs, including — God for-
bid — litigation by consumers sickened by a product in 
a Class 1 recall for salmonella or an undeclared aller-
gen, for example. Manufacturers, if you know in your 
heart that a recall should be done, just pull the trigger.  

Third, manufacturers can also be too quick to act 
and, in their haste, give retailers the wrong 
codes or dates. Then they’ll send an e-mail 
with a correction, or even two corrections. 
This can really make things confusing, 
and heighten the chance for errors. Good 

product may be destroyed, and bad product may be 
left on the shelf. 

Retailers should get full credit for all recalled 
product, both at the DC and at the stores. And when 
a credit is issued, the product should NOT go back to 
the retailer’s reclaim. (Unfortunately, some of it does!)

Finally, if I ever had complaints about a product in 
two stores, or in two DCs, I would call the manufac-
turer with the product description and code, and keep 
everything in the warehouse until I heard back. 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.   

‘If you know in your heart that a recall 
should be done, just pull the trigger.’  

‘And when a 
credit is issued, 
the product 
should NOT go 
back to the re-
tailer’s reclaim.’
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AFFI LAUNCHES
CONSUmER CamPaIGN
‘Frozen Food Roundtable’ aims to reverse declining 
sales and build department traffic.

With the goal of reversing sagging frozen food 
sales, the American Frozen Food Institute is 
spearheading by far the largest consumer edu-

cation campaign in the history of the industry. 
Corey Henry, vp of communications for McLean, 

Va.-based AFFI (www.affi.org), says the program could 
start as early as the fourth quarter of this year, and 
have an annual budget in the range of $30-$50 million, 
“although nothing is set in stone.” 

UNITS AND VOLUME OFF
Frozen food sales have been consistently sluggish of 
late, with some observers blaming consumer percep-
tions of the products as being too processed, with too 
much sodium, sugar, fat, calories and pre-
servatives. 

In the 52 weeks ended March 24, Sympho-
nyIRI Group, the Chicago-based market re-
search firm, reports that dollar sales of frozen 
foods across all retail channels rose by 1.9%. 
But units dipped by 0.5% and volume was off 
by 0.7%. Dinners and entrees, long among the depart-

ment’s mainstays, fell by 2.5% in dollars, 
3.9% in units and 2.8% in volume during 
the 52 weeks. 

Late last year, to reverse the decline, 
AFFI organized 
The Frozen Food 
Roundtable, led 
now by an execu-
tive council com-
prised of senior 

frozen food executives from AFFI member companies 
ConAgra Foods, General Mills, Heinz North America, 
Hillshire Brands, Kellogg Company, Nestlé USA, Pin-
nacle Foods and The Schwan Food Company, with the 
involvement of Walmart. 

“We are looking to invite the participation of all 
interested frozen food manufacturers and retailers and 
to bring them on board as part of the campaign,” Henry 
notes. 

The partnering includes the National Frozen & Re-
frigerated Foods Association (www.nfraweb.org), Har-
risburg, Pa., which has independently hired Edelman, 
the world’s largest public relations firm, to help enhance 
the association’s marketing campaigns for frozen and 
refrigerated foods. 

“We see NFRA as a partner, and we value our rela-
tionship with them,” Henry explains. “But we felt the 
Roundtable members needed an avenue specifically 
dedicated to telling the frozen food story” (rather than 
both frozen and refrigerated foods). 

The Roundtable has selected advertising agency Mc-
Cann and public relations agency GolinHarris, based in 
New York and Washington D.C., respectively, to team 
up on the program. Both serve a blue chip global client 
list, with McCann clients in the industry including 
Nestlé, General Mills, Kraft, and Coca-Cola. GolinHar-
ris clients include Walmart, Unilever and Wall’s Ice 
Cream. 

ENGAGING CONSUMERS
“This will be more than an advertising or public rela-
tions campaign,” Henry stresses. “It will be both of 
these, and more. We mean to educate consumers in a 
comprehensive way about the value and benefits of fro-
zen foods — that they can shop healthy, find indulgence 
or a good family meal in the frozen food department. 
Right now we are working with McCann and GolinHar-
ris to decide upon the best ways to engage consumers in 

a comprehensive fashion. We believe there is urgency, 
but we also want to make sure everything is lined up 
and all in place.” 

Advertising Age magazine first wrote about the 
Roundtable on April 15, citing internal documents from 
the agencies competing for the business. It also cited a 
Feb. 15 document from the Roundtable, asking agencies 
for “Proposals for the development of a consumer-facing 
campaign designed to change the way consumers think 
and feel about frozen food by promoting positive mes-
saging regarding the benefits and attributes of frozen 
foods.” 

The story said that trends affecting the perceptions 
and sales of frozen foods were listed in the Roundtable’s 
requests for proposals from the advertising and public 
relations agencies. These trends included: 
— Changing purchasing behaviors as more deal-con-
scious consumers shop around. 
— Shifting household profiles with the rising impor-
tance of millennials and the evolution of the ethnic 
makeup of families. 
— Changing meal patterns that go beyond the tradi-
tional three meals a day. 
— Increasing confusion about which foods are 
healthy. n

The campaign, with an annual budget 
that could reach $30-$50 million, is by far 
the largest in the history of the industry. 

FROzEN FOOD ROUNDTABLE
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RHONDA RETAILER

‘SPEED TO RECLAIM!’
You’re frantic for ‘speed to shelf’ on new items. But what about speed in removing 

your dead dogs? 

BY RHONDA RETAILER

Hey Vinnie! When you drop items from your line, how about telling me? I 
thought in this “partnership” we had no secrets from each other. I’ll bet you 
already told your packaging suppliers, your ingredients vendors and your 

mommy way before you told me. 
What? Your marketing guys made the call, and you’re in sales, and they just told you 

an hour ago? Sure, and the dog ate your homework, too. 
So now I have to get your road-kill dead dog off my shelves before it starts to smell. 

You know, Vinnie, I wish you’d care as much about “speed off shelf” as you care 
about “speed to shelf.” If I don’t have your new items in all my stores within a week, 
you start this very unbecoming, uncontrollable weeping. 

But if I need to get rid of your discontinued item? “Well, a 
month or two will do, won’t it? After all, we need time to 
grieve.” Wrong, Vinnie! I’m thinking more along the lines 
of “speed to reclaim!”

Now, listen, if you’re going to take this item off to the 
extreme-value guys and offer it for a song, how about making 

the same offer to me first? And if you’re going to trot out your adjustable rate policy and pay 
me what your “third party auditors” say is fair, remember that I can hire auditors, too, to tell 
me what I want to hear. 

How about guaranteeing your products for six months? Then, you can just pick up your dead 
dogs without a dogfight. Better yet, you can do more research on your new items in the first place, 
so this won’t happen so much. Stop crying, Vinnie!  Oh, alright. Here’s another hankie. n 

YOUR DE-LISTING SECRETS
My dearest Rhonda, you have it all backwards, as usual. 

BY VINNIE VENDOR

You cannot be serious, Rhonda. To begin with, we give you plenty of 
notice. It has not escaped our attention, however, that both you and 
your computer are somewhat forgetful. When we get the dreaded 

“mailbox full” message bouncing back to us, we make a note to tell you again, 
and again. Same with voice mail. If it fits into your busy schedule, you might wish to 
investigate that problem. 

And talk about the pot calling the kettle black! Don’t you think it might be just a tad polite to tell us when you are 
de-listing one of our products? Want to know how I found out the last time you de-listed something? It showed up on 
a reclamation center invoice. The time before that? Our broker told us when he was on a re-set team in one of your 
stores. 

You know what best-practice retailers do, Rhonda? (No, you wouldn’t know, for the obvious reason.) They tell us in 
advance that they are having a problem with one of our products, and are considering de-listing it. What a concept! 

We then actually work with them on ways to either revive the product, or get rid of it quickly. Sometimes, with 
retailer input, we drop an item that isn’t cutting it. But sometimes, changes in distribution or the number of items in a 
master pack can bring the product back to life for the retailer. 

We also go back and forth with the retailer on shelf sets, category management issues, consumer insights and inven-
tory management. This whole process is called “collaboration.” It’s a big word, Rhonda, but I encourage you to look it up.

So let’s find exit strategies that are fair to both of us. And put that hankie away! n



SABRA.COM

America’s #1 Selling Brand
of Refrigerated Dips and Spreads.

Hummus, Salsa, Guacamole and Veggie Dips.

STOP BY BOOTH #2525
TO EXPERIENCE

OUR FRESH FLAVORS.
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Go to www.frbuyer.com to 
check out the latest news 
every day. Our Web site is 

updated regularly, and press releases 
can be sent to warren@frbuyer.com. 
Here are a few of the highlights we 
posted in our news feed during the 
past month. To get the complete 
story in each case, go to the date 
cited at the end of the short notices 
here, and click on the item. 
Chobani, White Wave Among 
‘Top-Performing Companies’ 
The Boston Consulting Group and 
Chicago-based IRI name top-per-
forming companies based on their 
percent change over the past year in 
terms of dollar sales, volume sales 
and dollar share point. (April 26). 
Sunbury, Pa.-based Weis Markets 
to increase its capital expenditure 

program by 8% to 
$135 million this 
year, spending on 
four new stores, 
15 major remodels 
and 17 other re-
models. (April 26).

Hy-Vee store’s milk sales skyrocket 
563% in MilkPEP display contest. 
(April 24). 
Innovation drives specialty cheese 
sales up 6.6%: IDDBA (April 19). 
Tofutti debuts dairy-free mozza-
rella cheese, targets pizza market. 
(April 17). 
Stater Bros. Markets names Peter 
Van Helden president and COO, 
succeeding Jim Lee, who is retiring 
June 1. Prior to joining Stater Bros., 
Van Helden was exec vp of retail op-
erations for Supervalu. (April 15). 
Schwan’s Consumer Brands, Inc., 
names Dave Susla senior vp of cus-
tomer sales, and Diane Harper vp of 
consumer insights and marketing 
integration. Both are charged with 
strengthening the company’s focus 

on driving frozen-category growth 
for its retail customers. (April 12). 
The Nielsen Consumer 360 con-
ference will be June 3-5 at the JW 
Marriott Desert Ridge Resort & Spa 
in Phoenix. The event brings together 
thought leaders and industry experts 
who share cutting edge solutions. 
For info, go to: http://www.consum 
er360.com/locations/us/  (April 11). 
TortillaLand gains Costco Dis-
tribution in Canada. Circle Foods, 
LLC, manufacturer of TortillaLand 
Uncooked Tortillas, has gained 
distribution of its 36-count Flour 
Tortilla variety in 25 Costco loca-
tions across Canada. (April 9). 
Technomic releases Poultry Con-
sumer Trend Report. More variety 
wanted in chicken entrees, and more 
options with turkey. Foodservice 
trends suggest changes coming to 
retail. (April 8). 
‘Easy to move to digital coupons 
if we want,’ Kroger CFO says. “It 
actually is quite easy to move that 
over digitally if we wanted to flip that 

FRBUYER.COM 
Here’s a brief summary of stories we posted on our 
Web site during the past month. 



 
No artificial colors, flavors, or preservatives

Meats are nitrate, nitrite, & hormone free

Fresh pearl mozzarella & naturally 
smoked Provolone cheeses

Fabulous tasting and on-trend
MAP-packed for extended shelf lifeMAP-packed for extended shelf life

Taste the Delicious 
Difference at:

IDDBA Booth #1509
www.SonomaFlatbreads.com  

1-888-366-2867
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switch. We send over 9 million mail-
ings on a quarterly basis, and over 
8.5 million of those mailings to our 
customers are unique….  (April 5). 
WinCo plans 800,000-square-foot 
warehouse in western Phoenix. 
(April 4).
Lifeway Foods, Inc., the supplier of 
cultured dairy products known as 
kefir and organic kefir, reports sales 
and earnings up in quarter ended 
Dec. 31, 2012… (April 2). 
The Zero Zone Crystal Merchan-
diser is now available in eight- and 
12-foot lengths, accommodating 
merchandisers who prefer four-foot 
planogram segments. Retailers now 
have a glass-door alternative to open 
cases with more size options, but 
with the same energy reduction—up 
to 84%. (April 2). 
Iranian dairy company Choopan 
(Farsi for “shepherd”) says its 
five-ton tub of chocolate ice cream 
has achieved top place in the Guin-
ness Book of World Records, beating 
the record set by Baskin-Robbins in 

2005. (April 1).
‘Wawa,’ but not 
the stores… Lately 
we’ve been getting 
many stories on 
our news feeds 
about Wawa. We 
thought it had 
to do with the 
convenience 
store chain, but 
it was about 
the potential 
retirement of 
Barbara Wal-
ters, known 
as Baba 
Wawa in the 
Saturday 
Night Live 
sendups of 
years ago. (April 1).
The Huffington Post ranked frozen 
microwaveable  lasagnas and Trader 
Joe’s, Amy’s Kitchen and Stouffer’s 
red box came out as the top three. 
(April 1). n

Correction: 
Bob Waldron (not Rob) is president 
of Schwan’s Consumer Brands, the Bloom-
ington, Minn.-based maker of Freschetta, 
Red Baron and Tony’s frozen pizza.
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Source: Nielsen Scantrack, Total U.S. — 
All outlets combined (plus Convenience 
stores) for the 52 weeks ended Feb. 16, 
2013, all brands, category sales more 
than $100 million, UPC-coded.

REALITY 
CHECK
Dollar sales in frozen and refrigerated 
foods may seem soft lately, but units 
give much better insight into what’s 
happening — especially when the 
unit data is matched up to average 
price increases. 

These charts were two of our 
favorites presented by Todd Hale, 
senior vp of consumer & shopper 
insights for New York-based Nielsen, 
at the National Frozen & Refriger-
ated Foods Association’s Executive 
Conference in Tempe, Ariz.  His 
April 16 presentation, State of the 
Industry and Retail Hot Buttons, 
covered economic, demographic and 
other factors changing the way retail-
ers and manufacturers meet shopper 
demand. We’ll have more detail in 
our June issue. n



©2013 America’s Milk Processors.  got milk?® is a registered trademark of the California Milk Processor Board.

If you think you’re only selling milk, 
you’re not seeing the whole story. 

                         h, your customers want it all. They want to Be fit. 

Be strong. Be well.              Be balanced.  Remind them that whether 

it’s with bagels or              blueberries, pancakes or a peanut

                                                       butter sandwich, a breakfast with 

                      milk provides them with                protein, bone-

                    building calcium and other                essential nutrients to 

                     help them do it all. 

        MilkPEP has created promotional  materials using 

these benefit-driven messages, which have been proven to drive 

incremental                                           sales of milk and its many breakfast 

complements. So you can sell them more                              of what they 

love AND what they need. To get your                                   materials 

and to learn more, visit gotmilksales.org today.

                                                       butter sandwich, a breakfast with 

                      milk provides them with                protein, bone-

                    building calcium and other                essential nutrients to 
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HOMESTYLE MACARONI & CHEESE DINNER 
MADE WITH THE FINEST INGREDIENTS, BY MOMMA.MADE WITH THE FINEST INGREDIENTS, BY MOMMA.
TASTE THE DIFFERENCE!

NO  GMOs100% 
REAL CHEESE 

100% ALL NATURALNO PRESERVATIVES

707 Presidential Dr., Boynton Beach, Fl. 33435 • Tel. 561.336.4040 • Fax 561.737.0762. Visit us at: www.mommabsmacandcheese.com
For sales and information: Please contact Hope DeLong 561-309-7098 or 561-336-4040

Spicy Pepper Jack Shown

Born in 1929, 

Momma B was a 

Depression-era baby who 

saw her share of  hard times. 

She persevered, bringing families 

together around the dinner table. 

Momma would have wanted her recipes 

to contribute to more than just delicious 

dinners. That is why we give back. Learn more at 

www.mommabsmacandcheese.com

homestyle
spicy pepper jack
truffle
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“Ingles Markets is still one of the better-kept se-
crets in the industry,” says a supplier about our 
Retailer of the Year. “Most everybody focuses 
on Harris Teeter and Food Lion 

around here, while Ingles is just sitting there 
a couple hours from Charlotte (N.C.), quietly 
turning out cases.” 

While Asheville, N.C.-based Ingles has 
plenty it could brag about, it prefers to keep things low-
key. “We are off to a good start for fiscal 2013 (ended Dec. 

29, 2012), our 50th year. The holiday season was very 
competitive for our industry, and we responded well.” 

That’s how Robert P. Ingle, II, chairman and CEO of In-

gles, summed up his company’s first-quarter performance 
back in February. Of course, the company has “responded 

MARKETS:
RETAILER OF THE YEAR
This chain sets itself apart with uncompromising quality when it comes to 
its variety, its merchandising and — perhaps most important — its people. 

BY WARREN THAYER
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Sales, net, comps and customer counts all 
rose in the last quarter. Not too shabby. 

The Ingles store in Dallas, N.C., near Charlotte, has about 75,000 square 
feet. We found it in-stock, clean and well-merchandised on a recent Monday 
afternoon. The company’s first store opened 50 years ago in March. 
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well” for decades, racking up sales increases in practically 
every quarter since it was founded. In that first quarter 
ended in December, for example, sales were up 1.6% and 
net income jumped a healthy 9.2%. Comparable store 
sales rose 1.5%, while weekly customer visits climbed 
1.4%. Not too shabby. 

A VISIT TO STORE #146
Since I haven’t been to an Ingles store in a few years, I hop 
on down to Charlotte and pay a visit to store #146, in Dal-
las, N.C. From past visits to Ingles stores, I’m expecting 
lots of variety and outsize frozen and refrigerated depart-
ments. That’s still true. 

My guess is that this store is about 
75,000 square feet, maybe a tad more. 
It’s a large one for Ingles, where stores 
average about 54,000 square feet, includ-
ing 34,000 square feet of selling area.

It’s mid-afternoon on a Monday, and 
the store is stocked, clean and ready for 
business — something that’s certainly not 
true everywhere. 

I start counting up doors and linear feet 
in the departments as best as I can with-
out a tape measure, not wishing to get an 
immediate invitation to depart the prem-
ises. With what’s probably a fair degree of 
accuracy, here’s what I find: 
•	 192 linear feet of dairy.
•	 184 doors of frozen food. 
•	 88 feet of coffin frozen food. 
•	 16 doors of meat and seafood. 
•	 16 feet of coffin meat and seafood, with 2 endcaps. 
•	 52 linear feet of deli cheese.
•	 34 doors of ice cream. 
•	 16 doors of novelties.
•	 Five doors of ice with 

two more doors up front. 
•	 14 frozen endcap dis-

plays — those Huss-
mann cases that let you 
see in from the side. 
For a store of this size, 

you’ll have to agree that 
that’s an awful lot of space. 
Most retailers are strug-
gling to find room for new 
items, but Ingles has one of 
the highest SKU counts I 
recall seeing in a long time. 
Or ever. 

One supplier who calls 
on Ingles says, “I think it 
is safe to say they have the 

largest frozen food sections in the United States. Most 
manufacturers walk in and say ‘Wow! That is the best 
planogram I have ever seen. I want that as the standard 
for all my planograms.’ They’re not a Wegman’s, and they 
know it. They sell to the demographic and what the shop-
pers want. You’ll see Freezer Queen sometimes outselling 
Stouffer’s.” 

There aren’t many items in the store with just one fac-
ing — many have three or four. I also see some brands I 
thought had died long ago, but I learn later from market 
sources that the items are earning 
their space. 

All this flies 
in the face of modern-day SKU 

rationalization (or SKU irrationalization, as 
some would call it). But it definitely works for the local 
market that Ingles serves, and I don’t see any out-of-
stocks in frozen or refrigerated foods. Not one. 

One supplier notes that “Ingles had been using Mer-
chants Distributors, but last June 1 they went to their 
own buying system in-house and hired someone from 
Roundy’s to run it. It is totally seamless and it is going to 

help them out competitively. I’m eager to 
see some year-ago history on how things 
are going.”

EDLP & HI/LO HYBRID
From what I can see on my store visit, pric-
ing is a hybrid of EDLP and hi/lo here, as it 
is most everywhere today despite varying 
names for it. There are decent feature prices, 
multiples and BOGOs, along with promo-
tion of Ingles’ loyalty card in the store fliers 
and throughout the departments.  

Ingles is bigger than many people think 
— it has 203 supermarkets in six southeast-
ern states. As of last September, 81 stores 
had pharmacies and 72 had fuel stations. 
The company owns 69 neighborhood shop-
ping centers, 57 of which contain an Ingles 
supermarket. Ingles also owns 95 additional 

INGLES MARKETS 
AT A GLANCE

Headquarters: Asheville, N.C. 

Fiscal 2012 sales: $3.71 billion

Supermarkets: 203
Georgia (74)

North Carolina (69)
South Carolina (36)

Tennessee (21)
Virginia (2)
Alabama (1) 

Chairman and CEO: Robert P. Ingle, II

Web site: www.ingles-markets.com 

Private label: Laura Lynn
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properties that contain a free-standing Ingles store. Then 
there are the other 12 company-owned undeveloped sites 
suitable for a free-standing store. 

No, I’m not nearly finished yet. There’s the milk pro-
cessing and packaging plant that supplies about 83% of 

the milk products sold by the company’s 
stores, as well as a variety of 
organic milk, fruit juices and 
bottled water. The facility 
sells about 69% of its prod-
ucts to other retailers, 
foodservice distributors and 
grocery warehouses in 17 
states, providing Ingles 
with extra income. 

A NEW DC
Finally, Ingles last 
year completed an 
839,000-square-foot 
warehouse and DC 
next to its already-
existing facility. This 
lets Ingles self-
distribute 56% of 

the goods it sells, 
with nearly all 
the rest coming 
in via direct store 
delivery. One 
observer tells me 
that the new DC 

is entirely for frozen foods. 
“The close proximity of the company’s purchasing and 

distribution operations to its stores facilitates the timely 
distribution of consistently high quality meat, produce 
and other perishable items,” according to Ingles  report 
for the fiscal year ended Sept. 29, 2012. Nearly all the 
stores are within 280 miles of the DC. 

Collectively, this adds up to an enviable financial 
foundation. Stores and the land they sit on are owned. 
Shopping center tenants pay rent. The milk plant sells 
the majority of its products outside the company. 
Believe me, no competitor is going to beat up on Ingles 

with much effect. Yet 
when industry observ-
ers talk about Ingles, 
they rarely mention 
any of that. Instead, 
they talk about Ingles’ 
people, variety and 
merchandising. 

Mostly, they talk 
about its people. 
There’s widespread 
agreement that the 
Ingles team is one of 
the most ethical in the 
business. Hard-nosed. 
Accessible. Tough. 
Fair. Slick Willies need 
not apply. 

One vendor tells of 
walking into a store 
years ago and finding the president of the company 
stocking paper towels and toilet paper. “He was work-
ing like crazy, the weather was bad, and they were way 
behind. He saw me and said ‘You might as well make 
yourself useful,’ so I worked with him for two hours get-
ting things back into shape.”  

This anecdote illustrates two qualities that have been 
true of the management team from the get-go. First, 
nobody is too important to get his or her hands dirty. 
Second, people at Ingles work on many jobs. Vendors say 
Ingles management spends more time in stores, check-
ing conditions and 
talking with customers, 
than at any other chain 
they know. 

Says another vendor, 
“People there work very 
hard for incredibly long 
hours, but they get eve-
rything done and done 
well. It’s a down-and-
dirty work ethic that’s 
very effective. (Frozen 
food vp) Nate Fisher 
does a bit of everything and works like five people. Yet 
he still finds the time to answer all his calls and give you 
time when you need it. 

A TRUE GENTLEMAN
“Nate is about the fairest man I’ve ever called on in my 
life. If you say ‘you owe me $25 or $25,000 for some de-
duction, he’ll look into it right away and pay you back if 
it’s right. Nate’s father was once the president of Ingles, 
and Nate’s been with the company for about 30 years. 
He’s a country boy, and a true gentleman,” the vendor 
says. 

You want variety? 
How about working 
with 192 linear feet 
of dairy, 184 doors 
of frozen food and 
88 feet of coffin 
frozen food? 

Ingles isn’t Wegmans, and it knows 
it, producing items that resonate 
well in its market. This 16-ounce 
package of microwaveable Laura 
Lynn corn dogs scanned at $3.38. 

Ingles’ Laura Lynn brand of cinnamon rolls with 
icing scanned at $2.18. The 12.4-ounce package 
has eight rolls. 

Laura Lynn Greek yogurt comes 
in a variety of flavors and was 
retailing at 10/$10. 
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There are also plenty of kind 
words to go around for Gene 
McGlothlin, whose many duties 
include buying dairy foods. Says a 
vendor who calls on him, “Gene is 
as straight as they come. He says 
exactly what he thinks, so you never 
have to guess. He’s highly intelli-

gent, with an excellent memory. He 
also puts in unbelievable hours, but 
handles it with grace. And if I wind 
up seeing Tom Outlaw (vp-sales 
and marketing) instead of Gene for 
something, Gene doesn’t mind. He’s 
a company man who just wants 
to get things done.” 

I could go on with this love 
fest, but you get the idea. Suffice 
it to say that this kind of com-
mentary by vendors is rare. It 
speaks to a culture that vendors 
and brokers are eager to discuss, 
but have difficulty describing. 

“Mountain people” comes up 
again and again, always with a 
quick explanation that the term 
is not meant as derogatory. “They 
march to their own drummer. 
If you want to be involved in the 
Ingles process, it helps to be a 
country boy — or you had better 
know the company culture really 
well,” says a supplier. 

Another vendor says “There’s 
a real self-assuredness and 
independence among the people 
there. It’s not arrogance. It’s a 
humble, serious-minded busi-

ness. Nobody there is impressed 
by your name or how big your 
company is. They’ll be impressed 
by what kind of person you are 
and how you do business.” 

Ingles is traded on NASDAQ, 
but is essentially owned by the 
Ingle family, with CEO Robert 
Ingle the largest shareholder. He 
and his sister, Laura Lynn Ingle 
Sharp (for whom the chain’s 
private label “Laura Lynn” is 
named), are the only two family 
members on the board of direc-
tors. People are developed and 
promoted from within, and they 
tend to stay for a very long time 
despite the long hours and hard 
work expected. 

‘AMERICAN OWNED’
One vendor notes that “Ingles is 
a good American success story. They 
are family-owned and American-
owned, and proud of it. This shines 
through from the office right through 
the stores. There is a sign above every 
store that says ‘American Owned.’ 
Not everybody can make that claim!”

He goes on to say that manage-
ment’s habit of spending a lot of 
time in the stores (Fisher reportedly 

spends about two days weekly in the 
stores) has major benefits. First, they 
get first-hand information about the 
market, asking customers what they 
like and don’t like. That’s obviously 
valuable, and I’ve always wondered 

why more retailers don’t insist on 
it. But second, management gets to 
know the store associates. “They get 
to know and understand what their 
associates need to run a successful 
store,” the vendor says. 

Pretty much everyone says Ingles 
succeeds by being lean and mean — 
but fair. “I could take you up to the 
second floor of Ingles’ headquarters 
and there are like eight offices,” says 
a supplier. “They keep it that lean. 
And I think they were the last retailer 
in America to use price stamps. But 
they get the job done — impeccably 
— day in and day out.”  n
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‘I could take you up 
to the second floor of 
Ingles’ headquarters 
and there are like eight 
offices. They keep it 
that lean.’

In addition to its Laura Lynn brand, the 
chain also markets Ingles Best. This 
premium churned light ice cream has 
half the fat of regular ice cream and 
rang up at $3 after a 49-cent loyalty 
card discount. The top of the package 
notes ‘American Owned Since 1963.’  

Laura Lynn 9-ounce onion petals 
with Aussie dipping sauce were 
$1.98 after the 40-cent loyalty 
card discount. 

Cheeseburger and Chicken Sliders 
have two 2-ounce sandwiches in 
each package. They microwave in 
60 seconds and I badly wanted to 
take some home with me on the 
plane. $1.50 each. 



INGLES GOES ‘GREEN’
Here’s a quick overview of some of the company’s 
‘green’ initiatives. 

Lighting— LED lighting is used in doored and multi-
deck meat cases, saving 55-65% in energy expense. More 

use of LED lighting in other cases 
and walk-in coolers and freezers is 
being investigated.  

Skylights are being installed in 
stores to make use of outdoor light. 
A computerized energy-manage-
ment system turns off half the sales 
floor lighting 

when light levels reach an ap-
propriate point. This system also 
controls lights and equipment in 
various store departments, assur-
ing that all equipment is off when 
not in use.

Occupancy motion sensors are 
being installed in back rooms and walk-in coolers and 
freezers to turn the lights off automatically when nobody 
is in the area. Lighting in walk-in coolers and freezers is 

automatically controlled with door switches.
 
Refrigeration—Ingles captures heat from its refrigera-

tion compressors, and uses it for such things as hot water 
heating, defrosting refrigerated 
cases and store heating. It plans 
to expand this process in all new 
stores. The chain uses computerized 
systems to control temperatures of 
all refrigerated cases and walk-in 
coolers and freezers.
 

Heating and Cooling— Ingles controls in-store tempera-
ture with energy-management computer systems with 
appropriate off-hours temperature adjustments.
 
Distribution Center—Buying local is an important initi-
ative in all departments. This reduces transportation cost 
and fuel usage. The distribution center delivers groceries 
to company stores in six states, with most trucks return-
ing with goods to the warehouse for 
distribution.

The DC recycles its cardboard, 
plastic wrap/bags, plastic pallets, 
corner board and white-wood pal-
lets. Stores participate in recycle 
programs with their cardboard, 
plastic wrap and bags. n
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BREAD & 
DOUGH 

RISE
Dollars, units and volume are all up, 
thanks to new items and consumer 
demand for nutritious/convenient 
products.  

BY DAN RAFTERY

Frozen bread and dough sales 
increased 3.3% across all chan-
nels to $256.19 million for the 

12 weeks ending March 24, com-
pared with the same period last year, 

according to Chicago-based market 
research firm SymphonyIRI Group. 
Dollar gains were joined by strong 
increases in unit sales (up 2.4%) and 
volume sales (up 5.5%).

The category gains came from 
a moderate increase in the major 
subcategory 
— frozen fresh 
baked bread/
roll/biscuits, up 
0.3% to $187.4 
million — and 
from a large rise 
in frozen bread/rolls/pastry dough, 
up 5.0% to $61.5 million.

In the refrigerated case, the refrig-
erated baked goods category posted 

even bigger gains for the same time 
period, up 5.8% to $79.1 million. 
Refrigerated English muffins, one of 
the better performing subcategories, 
was up 7.5% to $13.4 million.

Manufacturers credit sales in-
creases to recent new item launches, 
consumer desire for nutri-
tious and convenient foods 
and increasing use of social 
media to reach younger 
shoppers.

NEW FROM RHODES
Ken Farnsworth, Jr., CEO, 
Rhodes Bake-N-Serv (www.
rhodesbread.com), Salt Lake 
City, says his company is 
preparing to launch two 
new SKUs targeting both 
consumer taste buds and 
the retail shelf space issue. 
“We are introducing Rhodes 

Southern Style and But-
termilk Biscuits in July of 
2013. What makes them 
unique is their size, the 
case packs and of course 
the quality of the prod-
uct lives up to Rhodes 
tradition of outstanding 
flavor and texture,” says 
Farnsworth.

Each biscuit will weigh 
2.2 ounces compared 
with 2.08 ounces that is 
the “standard” size in the 
category, making Rhodes 

biscuits noticeably larger. Rhodes 
biscuits are packed six to a case, 
which Farnsworth expects will help 
retailers optimize shelf packout.

Trattoria Toast, recently launched 
by Furlani’s Food Corporation 
(www.furlanis.com), Mississauga, 

Ontario, is now rolling out to the 
natural food market. This all-natural 
garlic toast is expected to appeal to 
the “better-for-you” crowd.

Furlani’s Paul DaRe, vp sales and 
marketing, has been digging into 
market basket data about these prod-
ucts and says, “Now that garlic toast 
is a year-round item, several seasonal 
promotions can include garlic toast 
as a go-with item.” He sees frozen 

pasta, espe-
cially lasagna, as 
ideal for garlic 
bread cross-
promotions and 
expects a similar 
lift for tie-ins 
with shelf-stable 
pasta.

REGIONAL 
ROLLOUT
Bridgford Foods 
(www.bridgford.
com), Ana-
heim, Calif., has 
introduced Heat 
& Serve White 
Rolls and But-
termilk Biscuits. 
They were in 
test market ear-
lier this year and 
are now rolling 
out regionally in 
the U.S. “These 
two items are 
unique in that 
they can be 
heated in either 
the microwave 

or the oven with the same top-qual-
ity results,” says Dan Yost, senior 
vp. The proprietary formulas are 
based on Bridgford’s experience with 
restaurant flavor profiles and the 
heating technique they developed 
for Monkey Bread, one of their more 

popular SKUs.
Rudi’s Organic Bakery 

(www.charterbaking.com), 
Boulder, Colo., recently 
launched a new line of or-
ganic frozen, soft pretzels.  
“Rudi’s Organic Bakery Soft 

Pretzels are ready in a jiffy and with 
only 170 calories per serving, are 
both convenient and nutritious for 
snack time,” says Doug Radi, senior 

Dr. Schar, the U.S. leader in shelf-stable 
gluten-free breads, entered the frozen 
arena last year and is growing quickly. 

Dr. Schar USA has 
launched four 
SKUs of frozen 

bread and a thin 
crust cheese pizza 
— all gluten-free. 

New from Rudi’s Organic Bakery is a line 
of organic soft pretzels. The frozen items 
have 170 calories per serving. 



•	 Ranked	among	the	top	five	U.S.	brands	
in	Bakery/Dessert	Cakes/Frozen	
category	sales	volume	according	to	
2012	52-week	Nielsen	data

•	 The	ONLY	brand	to	post	gains	in	sales	
and	units	sold	volumes	among	the	top	
five	brands

•	 Leading	brand	for	frozen	cream	puffs	
and	éclairs	and	the	largest	producer	of	
premium	European	desserts	in	the	U.S.

•	 Aggressive	coupon	marketing	efforts	
and	trade	promotions	around	key	
holidays	and	seasons	

•	 New	packaging	and	website	enhance	
the	buying	and	selling	experience

From	an	original	Belgian	recipe	to	the	
freezers	in	your	stores,	comes	Delizza	
Patisserie,	adding	revenue	to	your	bottom	
line	through	the	best	Europe	has	to	offer.
	
Popular	with	consumers,	grocery	
retailers	know	Delizza	pastries	are	perfect	
year-round	for	meals,	snacks	and	any	
entertaining	or	holiday	occasion.	
	
Here’s why retailers across the country 
are sweet on Delizza Patisserie!

For samples and sales 
information, please contact:	

Delizza	Patisserie	
6610	Corporation	Parkway	

Battleboro,	NC		27809	
252-442-0270

Join	us	today	at	www.delizza.us

the Spot
Hits
         in Incremental

Sales and Profits
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vp of marketing and conventional 
sales. “The USDA certified organic 
pretzels are made with ingredients 
moms feel good about and are free 
of artificial ingredients, GMOs and 
high-fructose corn syrup.”  

The Rudi’s Organic Plain Soft 
Pretzel are made with just five ingre-
dients and have 6 grams of protein. 
One target occasion is the after-
school snack on its own or paired 
with organic peanut butter.

The Multigrain Soft Pretzel con-
tains 8 grams of whole grains and 5 
grams of protein. Workplace after-

noon snacks are one target occasion. 
Rudi’s Organic Soft Pretzels will 

be available at natural food stores in 
select regions by this summer.

GLUTEN-FREE GROWS
Dr. Schar USA (www.drschar.
com), Lyndhurst, N.J., is a relative 
newcomer to frozen foods. “Our 

dedicated gluten-free portfolio 
launched in the U.S. in 2007 with 
a line of shelf-stable products that 
grew quickly,” says Roberto Cruz, 
marketing manager. “Now Dr. 
Schar is the U.S. leader in shelf-
stable, gluten-free breads.” In 2012 
Dr. Schar leveraged the broad 
product line and strong R&D of its 
European parent (Dr. Schar AG/
SPA) to launch five freezer prod-
ucts, including four SKUs of frozen 
bread (Hearty White Bread, Hearty 
Grain Bread, Plain Bagels, Cinna-
mon Raisin Bagels) and gluten-free 

Bontà d’ Italia Thin Crust 
Cheese Pizza.  

“What makes our frozen 
bread unique,” adds Cruz 
“is it is gluten- and pre-
servative-free, to meet the 

special dietary restrictions of our 
consumers. They are produced in a 
dedicated gluten-free facility.” The 
company has more than 30 years of 
market leadership in Europe, using a 
rigorous production process to make 
products that are well under the less 
than 20 parts per million maximum 
gluten content established by Codex 

Alimentarius, the international food 
standards, guidelines and codes of 
practice designed to contribute to 
the safety, quality and fairness of 
international food trade. 

WHO SPENDS DOUGH?
Bridgford uses several social media 
platforms to reach younger genera-
tions of shoppers. “We see an entire 
market of young people using social 
media as a shopping tool,” says Yost. 
“The old saying that ‘a picture is 
worth a thousand words’ has never 
been truer,” he adds.

“We use Pinterest and Facebook 
to educate young adults about our 
products,” says Yost. In addition to 
traditional FSI drops and co-op ads, 
Bridgford ties in with retailer loyalty 
programs and Web sites for Internet 
coupons.

“Shoppers can search our Web site 
using key words and come away with 
a coupon, which we view as the call 
to action,” says Yost. Recipes that 
include their products are posted on 
Facebook.

“Organic continues to grow in 
popularity among U.S. households,” 
notes Radi. According to the Or-

A FAST BREAKFAST
Sometimes industry databases don’t line up with consumer 
buying behavior. Take refrigerated English muffins, for example.

“Bays is considered a refrigerated English muffin, and most times 
I don’t see it ranked or showing up in the refrigerated dough 
category,” says Tom A. Robaczewski, vp sales, Bays English Muffins 
(www.bays.com), Chicago. “Most items in this category are in a raw 
dough state that need to be baked. Bays is already baked and just 
needs to be toasted.”

“Our Multi-Grain variety has shown double-digit growth for the 
last couple of years,” says Robaczewski “because consumers want 
‘better-for-you’ products that also taste good. It has recently 
surpassed Sour Dough as our No. 2, best-selling variety behind 
Original.” 

Although there are certainly usage occasions outside of breakfast 
for English muffins, breakfast is the primary usage. “Breakfast 
categories throughout the store have experienced great growth,” 
says Robaczewski “as consumers have become more aware of 
the importance of breakfast. Toasting an English muffin in the 
morning doesn’t take much longer than brewing a cup of coffee.”

Bridgford Foods is underway with a 
regional rollout of Heat & Serve White 
Rolls and Buttermilk Biscuits. 

‘Now that garlic toast 
is a year-round item, 
several seasonal pro-
motions can include 
garlic toast as a go-
with item’ — Furlani’s.

Bridgford uses Pinterest and 
Facebook to educate young 
adults about its products.



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
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ganic Trade As-
sociation’s (www.
ota.com) newly 
released 2013 
U.S. Families’ 
Organic Atti-
tudes and Beliefs 
Study (https://
www.ota.com/
bookstore/2.
html), 81% of 
households 
purchase organic 
products at least 
sometimes. Bread 
and grains are 
very popular with 
more than 85% of 
households pur-
chasing at least 
occasionally. “We 
continue to see 
these positive 
household pen-
etration trends 
within the bread 
and baked goods 
segment,” says 
Radi.

Dr. Schar’s 
Cruz agrees. “In 
our opinion the 
most significant 
trends in the 
industry today,” 
he says “are 
the consumer’s 
increasing need 
for natural, nutri-
tious, clean, non-
genetically modi-
fied foods and 
consumer desire 
for options that 
meet special di-
etary restrictions 
such as allergies, 
celiac disease, 
and food sensi-
tivities (i.e. gluten 
sensitivity). The 
refrigerated bread 
category is no ex-
ception to these 
trends, which have been a market 
force in Europe for a while.” n

BREAD & DOUGH
Total U.S. multi-outlet (supermarkets, drugstores, mass marker retailers, military commissaries 
and select club and dollar retail chains) sales for the 12 weeks ended March 24, according to 
SymphonyIRI Group, the Chicago-based market research firm. Percent change is versus the like 
period a year ago. Data are for the brand as originally trademarked, and may not include line 
extensions. Brands under $100,000 are not listed.  
CaTEGORy $ SaLES % CHG UNIT SaLES % CHG VOLUmE % CHG
FZ BREaD/FZ DOUGH  $256,189,900   3.3   88,365,540   2.4   98,915,740   5.5 
FZ FRESH BaKED BREaD/ROLL/BISCUIT  $187,441,100   0.3   68,595,940   0.2   61,057,480   0.8 
Private Label  $43,601,800   5.2   19,685,470   6.2   18,643,920   5.7 
New York  $43,324,130   (4.0)  15,266,910   (2.2)  11,162,580   (3.0)
Pepperidge Farm  $26,921,130   (6.5)  10,178,870   (6.2)  7,084,410   (6.1)
Sister Schubert’s  $19,271,420   2.7   5,171,877   (0.1)  5,851,353   (0.5)
Cole’s  $13,898,640   (11.3)  5,932,979   (12.9)  4,777,984   (13.0)
Udi’s  $7,970,286   32.6   1,534,211   36.8   1,150,658   36.8 
Pillsbury Grands  $7,384,397   (0.3)  2,038,854   (2.9)  4,179,548   3.4 
Mamma Bella  $3,196,509   (6.3)  1,009,884   1.3   745,116   (0.2)
Joseph Campione  $2,697,384   24.1   1,112,851   21.1   790,997   21.5 
Furlani’s  $2,268,863   8.1   1,432,917   2.1   805,028   4.0 
FZ BREaD/ROLLS/PaSTRy DOUGH  $61,472,610   5.0   18,060,150   5.2   34,913,520   6.8 
Pillsbury Grands  $11,503,490   (2.1)  3,373,325   (4.7)  6,196,326   0.8 
Mary B’s  $9,684,512   5.7   2,703,520   5.1   6,000,868   6.3 
Rhodes  $7,317,422   16.7   1,711,851   12.8   5,958,657   17.7 
Private Label  $5,052,400   9.0   1,661,559   13.7   3,753,966   11.9 
Rhodes Bake-N-Serv  $4,389,359   3.5   1,167,644   3.3   3,180,985   4.4 
Sister Schubert’s  $4,100,000   8.5   1,060,534   8.7   1,172,812   13.6 
Rhodes Warm-N-Serv  $3,021,316   10.7   1,223,122   14.1   882,259   14.2 
Goya  $2,421,083   14.0   1,242,831   13.4   1,225,870   17.3 
Athens Foods  $1,972,825   (3.7)  508,161   (7.7)  501,809   (7.4)
Pillsbury  $1,920,943   (18.6)  350,174   (13.8)  1,865,364   (8.9)
FZ COOKIE DOUGH  $7,276,198   185.0   1,709,447   141.6   2,944,735   462.1 
Pillsbury  $2,910,891 * 389,191 * 1,825,150 * 
Weight Watcher’s Smart Ones $2,081,999 24.6   671,007   31.7 353,956 31.7 
Nestlé Tollhouse Ultimate $1,423,895 * 495,649 *  495,649 *
Gregory’s $387,440 83.5 41,045 74.2   132,797 75.6 
Nestlé Tollhouse $168,595 * 44,386 * 49,934 *
FZ BaGELS**   $6,959,161   (3.6)  3,835,879   (1.1)  3,263,574   (2.5)
Lender’s  $2,779,606   (18.98)  1,616,390   (16.69)  1,269,695   (17.68)
Private Label  $2,316,878   34.0   1,320,809   29.9   1,119,664   31.2 
Ray’s New York Bagels  $793,905   (12.1)  220,138   (23.2)  306,437   (24.0)
Bagels Forever  $632,752   22.5   508,767   26.9   365,702   26.9 
Lender’s Big N Crusty  $194,441   (27.4)  92,782   (25.4)  95,686   (25.4)
Finagle A Bagel  $163,311   (17.0)  62,120   4.9   93,181   4.9 
REFRIGERaTED ENGLISH mUFFINS
TOTaL SEGmENT  $13,352,070   7.5   5,992,048   6.6   4,680,936   6.2 
Bays  $9,918,502   8.9   3,643,686   8.9   2,764,402   9.2 
Private Label  $2,002,980   11.2   1,460,909   12.0   1,107,783   11.4 
Crystal Farms  $764,902   (13.5)  476,964   (18.1)  466,383   (16.0)
Sun Maid  $265,007   4.3   123,588   4.7   115,864   4.7 
Newlywed  $136,876   12.3   60,213   5.3   56,449   5.3 
Dutch Farms  $127,411   5.0   107,976   1.3   80,982   1.3 
Dairy Fresh  $122,087   11.3   106,430   15.5   79,823   15.5

*Number is either not available or very high, indicative of a recent launch working off a small base. 
**Frozen bagels are not a part of SymphonyIRI’s bread and dough category; they are classified as 
part of breakfast foods. 

Dan Raftery is president of Raftery Resource Network and a trumpet 
hobbyist. He can be reached at Dan@RafteryNet.com.
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MEAT SALES: 
WELL DONE!
Despite a purported shift from beef 
and pork to poultry, both dollar 
sales and volume were up in four of 
five meat categories.

BY DENISE LEATHERS

Although last summer’s 
drought drove up prices of 
both beef and pork, resulting 

in significant dollar gains, volume 
was up as well in four of five key 
categories. Sales of frozen meat 
across all channels combined topped 
$565.91 million during the 12 weeks 
ended March 24, a 4.0% increase 
compared with the same period 
a year ago. And volume jumped 
3.0% and units 5.7%, according to 
Chicago-based market research firm 
SymphonyIRI Group.

The story was 
much the same 
on the fresh side 
where refriger-
ated meat dollar 
sales shot up 7.4% 
to $745.53 mil-
lion, and volume 
and units expand-
ed 3.7% and 4.4%, 
respectively. Re-
sults were similar 
in the breakfast 
meats category: 
dollars rose 5.2% 
to $1.19 billion 
while volume and 
units increased 
4.7% and 3.4%, 
respectively.

The situation 
was reversed 
in the dinner 
sausage category 
where dollars 
edged up 1.5% to 
$639.97 million but volume and units 
jumped 4.0% and 4.5%, respectively, 
perhaps due to a 4.1 percentage point 
increase in volume sold with mer-
chandising support (to 40.0%).

The only meat category that didn’t 
see dollar sales grow during the most 
recent 12 weeks was the frankfurter 
segment. Sales fell 2.3% to $496.96 
million while volume and units 
dipped 1.5% and 0.9%, respectively, 
according to SymphonyIRI.

MORE GROWTH ExPECTED
Although per capita meat consump-
tion in the U.S. has been on the 
decline for nearly a decade and many 
consumers are switching from red 
meat to poultry for both health and 
economic reasons, a new report from 
Rockville, Md.-based Packaged Facts 
forecasts annual growth in excess of 
1.8% in the next five years. 

“Even as meat consumption has 
notched downward, overall dollar 
sales have increased, thanks to popu-
lation gains as well as the growing ar-
ray of value-added products entering 
the marketing mix. These are often 
convenience products targeted to an 
overworked population, as well as to 

younger consumers 
who may lack cook-
ing experience or 
skills. Also bolstering 
total dollar sales are 
high-end fresh meat 
cuts, including natu-
ral/organic offerings, 
that appeal to more 
affluent consumers,” 
the report says.

Among those work-
ing the value-added 
angle is Kansas City, 
Mo.-based Farmland 
Foods (www.farm 
landfoods.com). Last 
year, the company 
introduced Oven 
Perfect, an eight-SKU 
line of pre-marinated 
and dry rub-seasoned 
fresh pork tenderloins 
and loin filets. Devel-
oped for consumers 
who don’t usually 

make fresh pork, the “foolproof” 
product comes in self-venting, cook-
in bags designed to “take the mystery 
out of fresh pork preparation,” says 
brand manager Erin Turley.

This year, the company rolled out 
a value-added line for ham consum-
ers. Offered under the Cook’s Ham 
Everyday Cuts brand, the collection 

includes six pre-cooked cuts (ham 
medallions, ham chops, etc.) ideal 
for easy weeknight meals. Despite 
its broad appeal, “Ham is consumed 
mostly during holidays and at large 
family gatherings, not on a typical 
weeknight,” explains Turley. “Every-
day Cuts come in smaller packages, 
with one, two or four servings, and 
they’re easy to prepare in the oven, 
stove top or grill.” 

Besides value-added, the other key 
dollar sales driver is higher-priced 
natural and organic meats. Popular 
claims include antibiotic-free from 
birth, no added growth hormones 
and strict vegetarian diet, according 
to David Ordway, sales and market-
ing vp at New Gloucester, Mass.-
based Pineland Farms Natural Meats 
(www.pinelandnaturalmeats.com). 
Country of origin labeling (COOL) 
is also in demand. Although it’s not 
required for fully cooked proteins, 
Pineland supplies COOL anyway “be-
cause customers want to know where 
their food is coming from.” The new-
est addition to the company’s fully 
cooked line is a new flavor of 100% 
beef meatballs, coming this fall.

GRILLIN’ HEATS UP
Given consumers’ year-round use of 
the barbecue, many manufacturers 
are also rolling out additional items 
for the grill. For example, Jackson-
ville, Fla.-based Bubba Foods (www.
bubbafoods.com), maker of the 

AdvancePierre’s fully cooked 
Steak-EZE Philly Cheese Steak 
Sandwiches help retailers cash 
in on the handheld trend.

Designed for easy weeknight meals, 
Cook’s Everyday Cuts offer ham in 
‘more manageable’ forms perfect for 
couples and small families.
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Bubba Burger, recently launched a 
new line called Bubba Grillers that 
includes center cut pork chops, hot 
and mild Italian sausage, bratwursts 
and hickory-smoked pulled pork with 
sauce. It also introduced beef sirloin 
filets wrapped in applewood bacon.

Chicago-based Hillshire Brands 
(www.hillshirefarm.com) is also 
expanding its grillable options with 
three new Hillshire Farm Angus beef 
smoked sausage varieties. Made with 
premium cuts of Angus beef, the 
pre-seasoned, pre-cooked sausages 
come in smoked beef, polska kielbasa 
and Italian-style flavors. “We know 
consumers are looking for new meal 
options,” says Reggie Moore, vp of 
marketing. “The new sausage items 

are premium quality, simple to pre-
pare and extremely versatile.”

Farmland also rolled out Boule-
vard Brats, a new line of sausage 
created in conjunction with another 
long-time Kansas City company 
Boulevard Brewing Co. Available at 
local supermarkets as well as inside 
Kaufmann Stadium, home of the 
Kansas City Royals, the co-branded 
brats come in Pale Ale and Unfiltered 
Wheat Beer flavors. 

Other sausage makers are going 
the better-for-you route. Sheboygan 
Falls, Wis.-based Johnsonville 
Sausage (www. johnsonville.com) 
introduced two flavors of pork and 
chicken sausage with 50% less fat 
than traditional pork sausage and 0 

grams of trans fat.
Meanwhile, frankfurter category 

leader Hillshire Brands, maker of 
the Ball Park brand (www.ballpark 
franks.com) is rolling out Lean Beef 
Franks and Lean Pork Franks with 
just 5 grams of fat and 80 calories 
per serving.

Shillington, Pa.-based Steak-umm 
(www.steakumm.com) is introduc-
ing a chicken-based version of its 
traditional sandwich steaks. Avail-
able in select markets, the product 
contains 40 calories and half a gram 
of fat per serving.

Steak-umm competitor Steak-
EZE, from Cincinnati-based Ad-
vancePierre (www.advancepierre.
com), is going after the convenience 

consumer. The company 
recently introduced a trio 
of frozen, single-serve, 
fully cooked Philly Cheese 
Steak Sandwiches made 
with Amoroso’s rolls, a 
Philadelphia favorite, ac-
cording to Tony Landret-
ti, president of the brands 
business unit. 

“The handheld sand-
wich category is doing 
really well, and we want-
ed to capitalize on that 
success,” he explains. 
In fact, the company is 
partnering with retail-
ers to create a handheld 
“destination” — an entire 
door filled with frozen 
handheld options, high-
lighted with graphics 
and signage that call out 
the products’ conveni-
ence. “The behavior is 
already there,” Landretti 
says. “People are look-
ing for convenient meals 
and quick solutions. The 
problem is handheld 
sandwiches tend to be in 
different places around 
the store; the category is 
very fragmented. Putting 
all the options together 
in one spot is a great 
way to capitalize on this 
trend.” n

MEAT
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended March 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. Only the top three 
brands with $15 million or more in sales are included. 
CaTEGORy $ SaLES % CHG UNIT SaLES % CHG VOLUmE % CHG
*FZ mEaT  $565,912,300   4.0   130,399,100   5.7   160,599,200   3.0 
FZ mEaT (NO POULTRy)  $352,230,700   5.7   56,586,420   10.4   105,958,100   3.9 
Private Label   $132,212,300   11.9   23,998,750   16.4   43,690,390   13.1 
Bubba Burger   $15,301,090   (11.1)  1,382,898   (14.3)  3,067,296   (14.3)
FZ SaUSaGE  $115,275,400   2.0   47,886,730   3.7   35,321,670   2.3 
Banquet Brown ‘N Serve   $35,802,630   2.1   25,293,800   1.9   11,275,450   4.3 
Private Label   $21,181,560   (6.4)  4,477,725   4.1   6,663,651   (9.6)
FZ/RFG mEaT SUBSTITUTES  $95,609,790   0.6   25,742,120   0.1   17,855,960   1.3 
Morningstar Farms   $40,652,990   1.3   11,153,350   0.3   7,898,288   1.0 
RFG mEaT  $745,526,800   7.4   120,606,300   4.4   214,354,500   3.7 
RFG UNCOOKED mEaTS (NO POULTRy)  $731,183,400   7.4   116,732,000   4.6   209,206,800   3.7 
Private Label   $298,399,300   4.6   45,717,260   2.1   98,447,700   1.2 
Nobrand   $79,973,860   32.7   11,830,630   20.8   20,254,730   33.4 
Nobrand   $76,760,980   0.7   12,465,290   (1.6)  20,614,570   (0.8) 
BREaKFaST mEaTS  $1,191,192,000   5.2   308,145,000   3.4   285,753,800   4.7 
RFG BaCON  $854,042,400   5.0   202,457,500   0.9   190,700,400   3.0 
Private Label   $174,670,600   5.0   43,945,220   2.3   39,965,910   (0.3)
Oscar Mayer   $162,192,100   (7.0)  35,191,940   (14.4)  32,532,550   (0.0)
Hormel Black Label   $73,391,740   8.0   14,219,000   3.3   14,774,270   3.8 
RFG BREaKFaST SaUSaGE/Ham  $337,149,900   5.8   105,687,500   8.5   95,053,390   8.3 
Jimmy Dean   $113,604,900   6.1   33,589,500   7.1   30,752,960   7.5 
Johnsonville   $34,667,390   10.0   11,089,680   15.6   8,353,213   15.4 
Private Label   $30,516,760   6.7   11,263,030   7.8   9,294,791   7.3 
RFG DINNER SaUSaGE  $639,967,600   1.5   179,505,400   4.5   190,949,500   4.0 
Johnsonville   $119,688,100   (4.9)  31,463,940   0.1   33,373,090   (0.6)
Hillshire Farm   $109,089,900   6.1   34,614,180   10.0   31,633,860   11.7 
Private Label   $60,331,740   8.2   16,440,560   14.8   18,707,020   11.2 
RFG FRaNKFURTERS  $496,959,400   (2.3)  199,323,500   (0.9)  204,443,100   (1.5)
Oscar Mayer   $106,481,500   (6.8)  33,587,130   (5.0)  35,682,760   (4.5)
Ball Park   $104,843,500   (1.9)  26,910,750   (2.5)  30,600,120   (2.7)
Bar-S   $69,615,410   0.7   60,760,350   3.6   54,428,110   3.0 
* Includes subcategory not listed here.
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POULTRY 
TaKES OFF
Growing demand for better-for-
you proteins combined with more 
convenient packaging help grow the 
segment.

BY DENISE LEATHERS

Frozen and refrigerated poultry 
sales across all channels rose 
6.0% to $1.10 billion during the 

12 weeks ended March 24, compared 
with the same period a year earlier, 
according to Chicago-based market 
research firm SymphonyIRI Group. 
However, units rose just 1.5% and 
volume fell 2.8%, suggesting price 
increases drove most of the growth. 

The processed frozen and refriger-
ated poultry category registered even 
stronger gains (+9.5% to $850.49 mil-
lion), and units and volume jumped 
7.3% and 7.2%, respectively. The big-
gest gainers among the top 10 brands 
were private label (+32.7%), Tyson 
Grilled & Ready (+41.3%) and Foster 
Farms (+24.7%).

Given the impact of last summer’s 
drought on feed prices, which cre-
ated a wider gap between beef and 
pork and poultry prices, “Maybe we’re 
now seeing a legitimate shift from 
red meat proteins 
into chicken,” said 
Donnie Smith, 
president and 
CEO of Spring-
dale, Ark.-based 
Tyson Foods 
(www.tyson.com) 
in a February con-
ference call with 
financial analysts.

But price isn’t 
the only driver. 
According to a 
new “Meat and 
Poultry Trends” 
report from Rock-
ville, Md.-based 
Packaged Facts, 
“Health concerns 
also drove a 

switch by many consumers from red 
meat to poultry as a healthier source 
of animal protein,” especially among 
Baby Boomers.

And according to The NPD Group, 
Chicago, His-
panics consume 
chicken, legumes, 
eggs and seafood 
more frequently 
than the popula-
tion as a whole, 
and chicken is the 
top main dish food 
in Hispanics’ in-
home dinners.

VALUE-ADDED 
GROWS
Along with the 
shift from beef to 
poultry, industry insiders note faster 
growth among value-added products, 
particularly among Millennials, a 
group not only pressed for time but 
often lacking cooking skills.

“We saw growth in value-added pri-
or to the recession, when time became 
more valuable than money,” says Rick 
Holman, sales strategy manager at St. 
Cloud, Minn.-based GNP Co. (www.
goldnplump.com). During the reces-
sion, however, consumers traded down 
to more commodity-type products, he 
notes. Holman adds that consumers 
could be shifting back to more conven-
ient proteins now that the economy is 

improving. 
Manufactur-

ers are respond-
ing to the shift 
with value-added 
rollouts. In fact, 
reports Packaged 
Facts, “Conveni-
ence remains the 
No. 1 type of 
primary position-
ing for recently 
launched poultry 
products and also 
plays an important 
role in secondary 
positioning.”

Salisbury, 
Md.-based Perdue 
(www.perdue.com) 
Short Cuts fully 

cooked Italian Style Seasoned Ground 
Turkey and fully cooked Chicken 
Burgers are among the new offerings. 
They come in both lightly seasoned 
Classic and Spinach & Roasted Garlic 

flavors. The com-
pany also debuted 
refrigerated Mes-
quite Chipotle-
marinated Grab 
‘N Grill fresh 
chicken wings, 
thighs, breasts 
and drumsticks 
that promise “no 
prep work and 
easy clean-up.” 
Offered in unique 
two-pocket “sad-
dle packs” with 
their own carry 

handle, the product is intended to 
boost appeal among male grillers. 

On the frozen side, Garner, N.C.-
based Butterball (www.butterball.
com) recently debuted fully cooked 
Turkey Meatballs, offered in reseal-
able bags. The product comes in two 
sizes: 1 ounce for entrees, available 
in both Original and Italian Style 
flavors; and 0.5 ounce for appetiz-
ers and snacks. “Families are always 
looking for no-fuss meal options that 
are convenient and nutritious,” says 
Heather Sheffield, brand manager of 
innovation and licensing. 

Butterball is also rolling out frozen 
Original Seasoned Turkey Sliders 
that tap into trends toward handheld 
sandwiches and snack-size products. 
Now available in select markets, the 
fully cooked mini-sandwiches provide 
a better-for-you alternative to tradi-
tional beef sliders, says Sheffield.

GNP Co. is also ratcheting up the 
convenience factor, offering individu-
ally wrapped portions of boneless, 
skinless chicken breast fillets and 
thighs under both its Gold’n Plump 
and Just Bare brands. “Consumers take 
out only what they need,” which offers 
more flexibility and reduces waste, 
says Holman. “And because they’re in-
dividually wrapped, they have a longer 
shelf life” than similar IQF products.

The Just Bare version carries 
American Humane Certification, 
which GNP obtained last year. Fresno, 

New quad bags from Advance- 
Pierre allow retailers to fit five 
instead of four SKUs of Fast Fixin’ 
chicken products across the shelf.

GNP Co. introduces four varieties 
of chicken sausage, a better-for-
you alternative to traditional 
sausage.
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POULTRY
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended March 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. Listing includes 
top three brands of major segments. Totals include “all other” subcategory not listed here.
CaTEGORy $ SaLES % CHG UNIT SaLES % CHG VOLUmE % CHG

PROCESSED POULTRy  $850,493,600   9.5   152,181,700   7.3   227,889,800   7.2 
PROCESSED FZ/RFG CHICKEN  $829,018,700   9.8   148,342,000   7.5   222,901,400   7.4 
Tyson   $204,337,400   0.4   30,596,100   4.0   59,999,090   (2.5)
Private Label   $151,204,000   32.7   26,097,870   24.3   41,323,330   29.1 
Tyson Any’tizers   $90,948,210   5.4   13,131,860   1.8   20,806,590   (2.5)
PROCESSED FZ/RFG TURKEy  $20,145,520   (0.7)  3,665,991   0.6   4,810,326   (0.1)
Private Label   $5,322,354   0.1   755,652   6.3   1,342,330   2.4 
Shady Brook Farms   $1,929,051   (9.1)  483,455   (12.3)  393,915   (13.1)
Jennie-O Turkey Store   $1,647,994   81.2   277,709   103.4   460,814   91.3 
FZ / RFG POULTRy  $1,103,779,000   6.0   181,229,400   1.5   432,466,000   (2.8)
FZ/RFG  CHICKEN  $810,485,200   5.0   122,143,400   0.1   345,065,100   (4.8)
Private Label   $289,671,800   15.7   41,912,730   8.8   118,052,900   3.0 
Tyson   $175,061,600   5.0   21,637,790   0.8   71,644,420   (1.5)
Perdue Tender & Tasty   $31,171,990   (23.8)  4,623,778   (26.2)  14,374,480   (28.1)
FZ/RFG TURKEy  $279,821,700   9.4   56,342,290   4.9   82,300,310   6.8 
Jennie-O Turkey Store   $92,324,830   6.2   16,128,240   3.3   25,287,980   7.0 
Shady Brook Farms   $37,866,100   5.8   7,692,454   4.6   11,241,280   5.5 
Private Label   $37,440,210   32.0   7,359,958   20.9   11,386,080   24.2 

Calif.-based Foster Farms (www.
fosterfarms.com) recently became the 
latest poultry producer to earn the 
certification, now carried on all its 
fresh chicken products.

BETTER-FOR-YOU KEY
After convenience, better-for-you is 
a key purchase driver for consumers. 
“There’s a perception that frozen pre-
pared foods aren’t good for you, that 
anything processed is bad,” says Tony 
Landretti, president of the brands 
business unit at Cincinnatti-based 
AdvancePierre Foods (www.advance 
pierre.com), maker of the Fast Fixin’ 
and Barber Foods brands. The compa-
ny continues to reduce sodium, fat and 
calories wherever possible. It is also 
putting more emphasis on its Barber 
Foods Seasoned Selects line of Stuffed 
Chicken Breasts, adding a Mushroom 
& Swiss variety to the unbreaded, 
lower-fat and -calorie collection. Lan-
dretti notes that the stuffed chicken 
breast segment continues to grow, 
driven in part by TV cooking shows. 

Breaded chicken makers are also 
focusing on better-for-you, with Tyson 
recently debuting a pair of better-for-
you breaded white meat chicken prod-

ucts. The company’s 
Whole Grain Breaded 
Chicken Breast 
Chunks contain 8 
grams of whole grains 
and 0 grams of trans 
fat per serving, while 
its Lightly Breaded 
Chicken Breast Strips 
contain 65% less 
breading than original 
Tyson Crispy Strips. 
Both come in the 
same green resealable 
packaging as Tyson’s 
Grilled & Ready lineup.

Perdue has also added several light-
ly breaded varieties to its better-for-
you Simply Smart range, including a 
pair of gluten-free options.

Other poultry manufacturers are 
expanding into categories where 
substituting chicken or turkey for 
beef or pork results in a healthier 
alternative. GNP Co. rolled out a 
line of chicken sausage last year that 
includes both Parmesan Italian and 
Hot Italian Dinner Sausage, Apple 
Maple Breakfast Links, and Chicken 
Bratwurst. The gluten- and nitrate-
free line boasts 50% less fat than most 

pork sausage, says 
Holman, and the 
neutral chicken 
base easily ab-
sorbs seasonings, 
creating a more 
flavorful product.

Butterball also 
offers sausage, 
though its ver-
sion is made with 
turkey. Late last 
year, the company 
added two new 
flavors under the 

Everyday Recipe Starters sub-brand: 
Wisconsin Cheddar and Spicy Red 
Pepper.

New flavor profiles are also pop-
ping up in other established product 
lines. Perdue recently added Cilantro 
Lime and Garden Fresh Herb varie-
ties to its dry rubbed, boneless, skin-
less Fit & Easy chicken breast lineup. 
And it expanded its individually 
wrapped Perfect Portions collection 
with a Jamaican Style Jerk flavor.

“Ethnic flavor profiles remain pop-
ular, especially Hispanic and Oriental 
varieties,” says Holman. “But we’re 
also seeing new flavor profiles like 

Indian.” He notes that 
GNP expects to add new 
flavors to its Easy Entree 
collection this fall, 
building on the success 
of the line’s “bake-in” 
packaging. Observers 
say retailers should ex-
pect even more conveni-
ent packaging.

AdvancePierre has 
added a quad bag for 
its Fast Fixin’ nug-
gets, bites and patties. 
Although the resealable 
package holds the same 
amount of product as 
its predecessor, “It’s got 
a much smaller foot-
print, so retailers can 
fit five rather than four 
units across the shelf,” 
says Landretti. “Plus, 
it stands upright and 
erect, so consumers can 
read the information on 
the front panel.”  n

For quick meal preparation, 
Butterball debuts fully cooked 
Turkey Meatballs in two sizes.
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LOGISTICS

IARW NAMES
25 LARGEST PRWS OF 2013
Americold tops the list in North America. 

The International Association of Refrigerated 
Warehouses (IARW, www.iarw.org), Washington, 
D.C., has released its annual IARW Global Top 25 

List of the public refrigerated warehouses (PRWs) with 
the greatest capacity of warehouse space in the world. 
Accompanying the Global Top 25 is the IARW North 
American Top 25 List.

The Global Top 25 operates 3.33 billion cubic feet, 
which is a 5.71% increase from 2012. The North Ameri-
can Top 25 operates 2.72 billion cubic feet – a 5.84% 
increase from 2012.

“We are proud of the continued growth and strength of 
our industry,” says IARW president Corey Rosenbusch. 

The combined space of IARW total membership, 
including the Global Top 25 and North American Top 25 
members, accounts for 4.29 billion cubic feet, which is a 
6.45% increase in membership space since the list was last 
released in May 2012.

IARW has members in 65 countries. The Global Top 25 
list (see www.frbuyer.com’s news section for the global 
list) includes PRW companies with facilities in Argentina, 
Australia, Canada, China, Germany, Italy, Japan, Mexico, 
New Zealand, the Netherlands, Poland, Sri Lanka, Swe-
den, United States, and Vietnam.

A complete listing of all IARW members can be found 
in the 2013-2014 Global Cold Chain Directory, which is 
available online at www.gcca.org/directory. This guide 
connects manufacturers, distributors and retailers to 
an international selection of companies specializing in 
refrigerated warehousing and logistics. Printed copies 
of the directory are also available – free of charge – to 
food manufacturers, retailers, food service companies, 
government agencies, trade press, and others working in 
the cold chain. 

2013 IARW Top 25 North American 
Public Refrigerated Warehousing Companies

Company Headquarters Capacity (cubic ft.)
1. Americold Logistics Atlanta  873,969,537
2.  Lineage Logistics Colton, Calif. 289,976,853
3.  Millard Omaha, Neb. 279,571,738
4.  Preferred Freezer Services Chatham, N.J. 235,100,269
5.  U.S. Cold Storage, Inc. Voorhees, N.J. 198,595,682
6.  VersaCold Vancouver, B.C. 117,331,544
7.  Interstate Warehousing, Inc. Fort Wayne, Ind. 90,285,937
8.  Cloverleaf Cold Storage Co. Sioux City, Iowa 67,898,876
9.  Burris Logistics Milford, Del. 63,679,576
10.  Nordic Lgstcs and Warehousing Atlanta 59,529,000

11.  Columbia Colstor, Inc. Moses Lake, Wash. 50,610,000
12.  Congebec Logistics Quebec City, Quebec 48,380,000
13.  Frialsa Frigorificos Tlalnepantla, Edo de Mex., Mex. 45,538,850
14.  Henningsen Cold Storage Co. Hillsboro, Ore. 42,589,635
15.  Hanson Logistics St. Joseph, Mich. 35,178,539
16.  Conestoga Cold Storage Kitchener, Ontario 33,762,000
17.  Trenton Cold Storage Trenton, Ontario 28,335,972
18.  Confederation Freezers Brampton, Ontario 26,450,000
19.  Zero Mountain, Inc. Fort Smith, Ark. 23,644,000
20.  Interstate Cold Storage Fort Wayne, Ind. 21,403,000
21.  Allied Frozen Storage Brockport, N.Y. 21,246,747
22.  Hall’s Warehouse S. Plainfield, N.J. 20,625,304
23.  Nor-Am Cold Storage LeMars, Iowa 18,042,000
24.  U.S. Growers Cold Storage Los Angeles 16,365,356
25.  Trans Cntntl. Cold Storage Dakota Dunes, S.D. 16,000,000

2013 TOTAL 2,724,110,415

•    •    •    •    •

NORPAC INKS DEAL 
WITH HENNINGSEN
New DC and corporate headquarters coming for fruit 
and vegetable producer. 

NORPAC 
Foods 
(www.

norpac.com), 
the Oregon-
based producer 
of fruit and 
vegetable prod-
ucts, has inked 
a deal with 
Henningsen 
Cold Storage 
to construct a 
260,000-square-
foot frozen food 
storage and 
distribution 
facility adjacent 
to NORPAC’s 
Salem, Ore., 
packaging 
facility. 

Additionally, 
NORPAC is re-
locating its cor-
porate headquar-
ters to Salem, 
near its packaging facility. The development projects are 
slated for completion by late spring 2014.

‘Henningsen and NORPAC 
have a rich history as 
Oregon-owned and 

operated companies.’ 
— Mike Henningsen, 

chairman, Henningsen 
Cold Storage. 



Frozen & Refrigerated Buyer’s Retail Patriots event, held 
each year during the National Frozen & Refrigerated 
Foods Association convention, honors retailers that go 
“above and beyond” in support of our troops and veter-
ans. In January, the event was named as an award winner 
in two international competitions for the publishing/
media industry. 

This year for the first time, the Retail Patriots competition 
will also be open to two non-retail companies associated 
with the trade, allowing us to recognize manufacturers 
and brokers that have also gone “above and beyond.” 

Also for the first time this year, FR Buyer will have mul-
tiple sponsors for the non-profit event, which will be run 
under a new 501 C-3 corporation named FISH (Food In-

dustry Serving Heroes). Through tax-deductible donations 
from sponsors, it is our hope to purchase wheelchairs 
for service members now at Bethesda Naval Hospital. 
Proceeds will also be used to continue the Retail Patriots 
event during the NFRA convention, raising awareness of 
the plight of injured veterans and building participation in 
“Heroes Dinners” held throughout the country. 

Please consider becoming a sponsor and supporting the 
men and women in uniform who have sacrificed so much 
for us. 

For details on how your company can participate, 
contact Paul Chapa, sales director and managing partner 
of Frozen & Refrigerated Buyer, at 913-481-5060 or 
paul@frbuyer.com.                                           — Thank you. 

Join us for the 5th Annual Retail Patriots Awards
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HENNINGSEN-OWNED
The new cold storage facility will be constructed on 
NORPAC-owned land, and will become the primary dis-
tribution point for the company’s frozen finished goods. 
It will be owned and operated by Hillsboro, Ore.-based 
Henningsen Cold Storage (www.henningsen.com), one 
of the largest family-owned frozen and refrigerated ware-
housing companies in the United States.

“Besides making room for our continued growth, we 
also anticipate considerable energy and cost savings 
through more efficient transportation and storage prac-
tices,” says George Smith, CEO, NORPAC.

He says that NORPAC is looking forward to partnering 
on this arrangement with Henningsen. The two com-
panies, with 89 and 90 years of experience, respectively, 
have been collaborating for several years to bring this 
development to fruition.

“Henningsen and NORPAC have a rich history as 
Oregon-owned and operated companies,” explains Mike 
Henningsen, chairman and president, Henningsen Cold 
Storage Co.  “George and I have known each other for 
25 years and appreciate how this long-term strategic 
partnership will benefit both of our companies for many 
future generations.”

NORPAC’s concurrent relocation of its corporate head-
quarters is another company decision rooted in efficiency. 
The move will merge NORPAC’s corporate team (current-
ly in Stayton) and sales and marketing team (currently 
in Lake Oswego), under one roof. About 120 employees 
will eventually transfer to the new corporate office. After 
the move, the company’s Stayton processing facility will 
continue to operate at full capacity.

•    •    •    •    •

LINEAGE ACQuIRES 
SEATTLE COLD STORAGE
Lineage Logistics (www.lineagelogistics.com), Colton, 
Calif., has acquired Seattle Cold Storage (www.scs-ref.
com) and its facilities in the Port of Tacoma and Algona, 
Wash. The deal increases Lineage’s footprint to more than 
13 million square feet and 290 million cubic feet, mak-
ing it the second-largest refrigerated warehouse network 
globally based on data from the International Association 
of Refrigerated Warehouses. Financial terms of the trans-
action were not disclosed.

11 MILLION CUBIC FEET
SCS is one of the Puget Sound’s largest public refrigerated 
warehousing companies and provides a breadth of service 
offerings including temperature-controlled storage, 
import/export services, retail distribution, and trans-
portation services. The company’s warehouses comprise 
420,000 square feet and 11 million cubic feet of freezer 

and chilled storage capacity in strategic locations in the 
Port of Tacoma and the Kent Valley.

“SCS has terrific employees and a strong reputation,” 
said Adam Forste, Managing Director of Bay Grove 
Capital, the San Francisco-based owner of Lineage. “We 
plan to make long-term improvements to the facilities 
to enhance capacity and increase energy efficiency. We 
are looking forward to building our relationship with 
the Port of Tacoma and providing our employees with a 
rewarding and safe work environment.”

“We are thrilled to welcome SCS’s employees to the 
Lineage family and to contribute to the continued suc-
cess of SCS’s customers,” said Bill Hendricksen, CEO of 
Lineage. “SCS complements our existing Seafreeze and 
CityIce operations in Seattle and enables us to provide 
our customers with unparalleled service and supply chain 
capabilities in the Puget Sound. Our Lineage Freight 
Management division has also expanded its market 
leading transportation/freight consolidation solutions to 
these new locations.”

•    •    •    •    •

LOGISTICS LEDGER
Boise, Idaho-based WinCo Foods plans to build an 
800,000-square-foot warehouse on a 74-acre parcel 
in western Phoenix, according to local press reports. 
Groundbreaking is set for next month, with completion 
within the next year. Construction costs of about $78 
million will be paid in cash, reports said. Wood/Patel & 
Associates, Phoenix, is the civil engineer on the project, 
with ESI Group, Milwaukee, overseeing the buildout. 
United Natural Foods (www.unfi.com), Providence, 
R.I., plans to build a $55 million distribution center in 
Montgomery, N.Y. The 525,000-square-foot facility, the 
company’s first in New York, is set to open in the fall of 
2014. Located near I-84 in the Hudson Valley, the DC will 
have CO₂ refrigeration systems for refrigerated and fro-
zen foods, and is expected to open with 223 workers. The 
number of employees is expected to climb to 331 as UNFI 
meets growing demand in the New York metro area.  
Omaha-based Millard Refrigerated Services (www.mil 
lardref.com) is increasing its focus on diversified cargo 
and shipping activities at its Millard Maritime facility 
near Mobile, Ala. The 300-acre site includes a 1,600-foot  
wharf and rail with interstate and barge access. 

Millard will invest in rail and property infrastruc-
ture to accommodate the handling of new export cargo 
like aggregates, iron ore fines, wood and non-hazardous 
chemicals. The company will also dedicate resources to 
increase its growing import and export business, while 
preparing to handle additional cargo. As part of the 
process to renovate the property, the current workforce 
will be reduced. The affected workers are being encour-



aged to apply for openings at other 
Millard locations. The remaining 
team members will focus on non-
refrigerated business at the port and 
other maritime activities, as well as 
on readying the facility for its new 
lines of business.
London, Ontario-based Mc-
Kay Cocker Construction (www.
mckaycocker.com) is doing the 
design-build/leaseback project for 
a refrigerated distribution center 
for Maple Leaf Foods in Puslinch, 
Ontario. The 282,000-square-foot 
project, targeting LEED silver certifi-
cation, is set for completion this July. 
Set on a 24-acre site, the facility will 
have 172,000 square feet of refrig-
erated space, 85,00 square feet of 
frozen space and 25,000 square feet 
of office and lab space. Plans call for 
38 active dock positions with trailer 
parking for an additional 90 trail-
ers. There is room for an expansion 
of 100,000 square feet. Maple Leaf 
Foods (www.mapleleaffoods.com) is 
based in Montreal. 

New Bremen, Ohio-based Crown 
Equipment (www.crown.com), 
has opened a new 70,000-square-
foot branch in Kansas City, Kan. 
The facility gives customers a closer 
resource for their material handling 
product needs, as well as expanded 
customer service offerings and op-
portunities for technician and opera-
tor training. This is Crown’s 65th 
company-owned branch. 

Nordic Logistics and Warehous-
ing (www.nordiccold.com), Atlanta, 
announced the grand opening of its 
10-million-cubic-foot, multi-tem-
perature storage and blast facility in 
Savannah, Ga. The facility is capable 
of blasting more than 10 million 
pounds of product per week. 

Lithium-ion batteries are seen cut-
ting costs in a system that converts 
the kinetic energy of semis’ wheel 
rotation into power. Emerald Tech-
nology Partners (www.emeraldtech 
nologypartners.com), Lakeland Fla., 
and EnerDel, Inc., (www.enerdel.

com), Indianapolis, are collaborating 
on a lithium-ion battery system that 
shows promise in saving energy and 
costs in refrigeration systems. 

Under a recent agreement, EnerDel 
will fully integrate its lithium-ion 
battery system as the power source 
for Emerald’s full-scale refrigeration 
system. EnerDel has already provided 
a prototype system now used on a 
semi-trailer owned by Caspers Com-
pany, which owns fast-food restau-
rants throughout Florida. 

EnerDel will also provide the 
lithium-ion battery system for Emer-
ald’s production-scale manufacturing 
needs.

Emerald’s new technology con-
verts the kinetic energy captured 
from a semi-trailer’s wheel rotation 
into power, says EnerDel CEO David 
Roberts. “The power is stored for 
use via EnerDel’s lithium-ion battery 
system, which serves as the power 
source to operate the refrigeration 
or freezer unit inside a semi-trailer 
while stationary.”   n
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GETTING PERSONAL

‘FISH’ IS BORN
A new non-profit foundation to help our troops 
and veterans gets a big boost from the Southeast 
Association of Frozen & Refrigerated Food Councils. 

Some wounded veterans will soon be getting 
wheelchairs and service dogs, thanks to a $25,000 
donation by the Southeast Association of Frozen & 

Refrigerated Food Councils last month during its annual 
conference in Hilton Head, S.C. 

The Councils made the donation to FISH (Food Indus-
try Serving Heroes), a new 501(c)3 non-profit foundation 

whose mission is to provide active duty military and 
veterans with not only wheelchairs and service dogs, but 
financial literacy and jobs within the food industry. 

PRIVILEGE AND HONOR
“We believe it is a privilege and honor to serve those who 
have served us,” says Paul Chapa, chairman of FISH and a 
managing partner of Frozen & Refrigerated Buyer maga-
zine, with offices in Olathe, Kan., and Norwich, Vt. “The 
network of support from food manufacturers and retail-
ers, as well as from industry mentors, will have a lifelong 
impact on our nation’s heroes.” 

Gary Spinazze, vp of vendor relations, Nash Finch 
Company, South Edina, Minn., and vice chairman of 

FISH, agrees. “I was totally blown away by the generos-
ity of the Southeastern leadership. Their concern for the 
heroes that protect us every day is above and beyond the 
call. I only hope their example is copied as 
we launch the FISH Foundation and con-
tinue work on the causes that mirror the 
council’s values. God bless our troops and 
God bless America.” 

Other officers on the FISH board are: 
Johnny Harris (treasurer), retired Harris 
Teeter executive and contributing editor of 
Frozen & Refrigerated Buyer; and Bob Savage (secretary), 
vp of sales at DeWafelbakkers, N. Little Rock, Ark. 

Members of the board — which includes industry 
executives and the military — serve as volunteers so that 
funds raised can go directly to the support of active duty 
troops and veterans. They are supported by advisers with 
special expertise in the four pillars of FISH: 

1. Support, including emergency financial help or em-
ployment assistance through industry companies. 

2. Guidance, including personal financial literacy 
courses and spouse workshops.

3. Recognition, including Heroes’ Dinners. (Cargill has 
generously provided meat for these events.) 

4. Health and welfare, including “Wags and Wheels,” 
providing wheelchairs and service dogs to those in need.  

The idea for FISH was born at 2:30 a.m. on Jan. 31 of 
this year, shortly after a Heroes Dinner was held at the 
Marine Corps Air Station in Cherry Point, N.C. Chapa, 
Harris, Spinazze, Savage and Celebrity Chef Rick Taranti-
no (who cooks for the troops), were discussing ways their 
group could grow and do more to help. 

SERVING THOSE WHO SERVE
The men, now all board members of FISH, had been com-
ing together regularly to serve meals on military bases 
to Marines who had been commended for heroism or 
community service. The experience was always intensely 
moving — both for the Marines and the people who 
served the meals. Ideas for FISH quickly fell into place, 
and the organization re-
ceived its non-profit status 
on March 8. 

“Away from their roles 
serving our country, ser-
vice members are like eve-
ryone else,” Chapa notes. 
“They often experience the 
same day-to-day trials that 
we all do. We have found, 
however, that there are times that they are very reluctant 
to ask for help. It is part of their ethos and training that 
drives them to focus on others first, not themselves.” 

To learn how you can become involved in FISH and its 
projects, contact Chapa (paul@frbuyer.com), Spinazze 
(gary.spinazze@nashfinch.com), Harris (cmer0002@
gmail.com) or Savage (bsavage@dewafelbakkers.com). n 

‘It is part of their 
ethos and training 
that drives them to 
focus on others first, 
not themselves.’

The Southeast Association of Frozen & Refrigerated 
Food Councils presented a check for $25,000 to FISH 
(Food Industry Serving Heroes) last month. Accepting 
on behalf of the non-profit organization are (front 
row center of photo, from left) FISH board members 
Gary Spinazze, Johnny Harris and Paul Chapa. Marine 
Corps Brigadier General Burke Whitman is at left rear. 
Other Marines in the photo were in the Color Guard at 
ceremonies during the event.  





Truly an artisan bread

With a touch of sweetness

Pull-aparts in a gooey 
cinnamon mixture

Homebaked from 
your oven

 Ready in minutes from the freezer!

For information contact Dave Wheeler: 800-695-0122 / DaveW@RhodesBread.com
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