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This upstart will play an increasing role 
in the coming market shakeout.

Mariano’s
WOWS CHICAGO



Tai Pei® features the fun and delicious Asian cuisine 
your customers are longing for. And thanks to its 

exciting new package design, it’s just another reason 
they won’t be on your shelves for long.
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Mariano’s WoWs CHiCaGo
The upstart chain breaks many of the rules, 
but its unique differentiation is winning 
converts and share points. Also: How the 
Chicago market is shifting. 
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With dollars, units and volume all up, it’s clear that consumers like 
tossing new flavors into their game faces.

FLaVorED sPrEaDs JUMP 17.1%
And thanks to the introduction of better-for-you Greek yogurt- and 
avocado-based varieties, the once-struggling dip 
segment also enjoyed modest growth.
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A slew of new value-added options, featuring 
on-trend flavors (think Southern!) and better-
for-you attributes such as gluten-free, are keeping 
the category ship-shape.

MUY CaLiEnTE
A growing Hispanic population combined with i
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Mexican one of the hottest cuisines in the 
supermarket.
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Florida takes time out to paint the home 
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FIRE ROASTED VEGETABLES   •   RICE DISHES   •    PASTA BLENDS   •   COLD SALADS   •   SALSA   •   DIPS   •   HUMMUS   •   SOUPS

You Provide the Store, We Provide the Sizzle.

If your Store Brand is in need of unique hot items 

or cold items, we have the answer: Lobster Bisque, 

Rigatoni and Chicken with Roasted Tomato Cream 

Sauce, or Caribbean Rainbow 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
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oUT WarrEn’s WaYoUT WarrEn’s WaY

Warren Thayer, Editor
warren@fdbuyer.com 

10 NO-NO’S
a handy-dandy checklist based on 
real-life observations! 

i spend a fair amount of time 
inspecting merchandising and 
mayhem in the fro-

zen and refrigerated 
aisles. Here are some 
observations that 
inspired me to cre-
ate this handy-dandy 
checklist. 

1. Check your math. 
Twice. At least 

avoid putting Banquet 
meals on sale at “10 for 
$10, or 89 cents each.” Really. 

2. Tell the people who stock your 
shelves to put the boxes and 

bags of product upright occasion-
ally, instead of piled on their sides 
so nobody can see what they are. 
The worst offenders: pizza and 
veggies. This reminds me of when 
a friend with a charity sent books 
to a remote African village to start 
a library. When he went to visit, 
he discovered all the books were 
shelved with the spines facing the 
rear. Techniques such as this ham-
per the sale of frozen foods, and 
make finding books difficult.   

3. Do you put weird stuff in those 
little plastic displays that stick 

on freezer doors? You know, like 
pizza slicers in front of the novel-
ties, and orange slice candies in 
front of Smart Ones? Are you try-
ing to be funny? You can do well 
with this if you take it seriously. 

4. Eschew use of Gorilla Glue on 
the self-feed fixtures for milk. 

If the milk gets stuck back there, 
people may get frustrated and buy 
beer, and your department won’t 
get credit for it. 

5. Occasionally check to see if 
your signs over the aisles and 

doors match reality. If the signage 
for creamers is above the fish sticks, 
some people are going to enjoy their 

shopping experience somewhat less. 
6. Have someone check to see if 

stock is really being rotated. 
Lazy stockers sometimes do the 
hokey-pokey as a substitute for ro-
tating, especially when it comes to 
those packages they like to stack on 
their sides. Someday, I fully expect 

to find a 1952 first edi-
tion of Swanson TV 
dinners in the back of 
a display case. I’ll sell 
it on eBay, and retire.  

7. Measure the well 
at the bottom of 

the cases. If the items 
you want to put there 
don’t fit, DON’T JAM 
THEM IN! Shelves 
are adjustable; plano-

grams can be tweaked. It takes time 
and effort, but packaging doesn’t 
get ripped up and you’re likely to 
sell more. 

8. Check your yogurt plano-
grams. I see Greek yogurt — in 

the same market area and apparent-
ly targeting the same demographics 
— taking up anywhere from 10% to 
nearly half of all the yogurt space 
in competing stores. Get some data 
from your friendly neighborhood 
vendor. See where your set should 
fit in. 

9. What I just said about Greek 
yogurt? Same goes for almond 

milk. Some stores carry soy milk 
almost exclusively as an alternative 
to dairy milk; others give beau-
coup space to almond milk, some-
times with their own private label. 
Hmmm… 

10. Does your frozen depart-
ment have diplomatic rela-

tions with, say, the meat and sea-
food departments? You may wish 
to arrange peace talks, because you 
shouldn’t be fighting over the same 
items. Believe it or not, you’re on 
the same side! 
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nEW ProDUCTs

all-natural Popovers
Yorkshire, England-based East Riding Farm (www.east 
ridingfarm.com) brings its traditional English popovers to 
U.S. retailers. Offered in three sizes, the light, airy rolls 
feature a central depression so consumers can add their 

favorite fillings. Bite-
size popovers for hors 
d’oeuvres and appetiz-
ers come in 24-count, 
3.81-ounce bags (SRP 
$3.49 to $4.49); regular-
size popovers that 
offer an alternative to 
biscuits and croissants 
are offered in 12-count, 
7.76-ounce bags ($3.89 
to $4.89); and bowl-size 
popovers for soups, flan 

and even ice cream are available in two-count, 8.11-ounce 
bags ($4.59 to $5.49). The all-natural, oven-ready rolls go 
from freezer to table in about four minutes.

specialty Hot Dogs
Northfield, Ill.-based 
Kraft Foods adds 
three new hot dog 
varieties to its Oscar 
Mayer lineup (www.
oscarmayer.com). 
High-flavor Bacon 
Dogs are made with 
turkey, chicken, 
pork and hardwood-smoked Oscar Mayer bacon while 
“Smokies” Smoked Sausages feature hardwood-smoked 
coarse ground pork and beef; both come in eight-count, 
14-ounce packages and carry a $3.59 SRP. The company 
also expands its Selects collection with Chicken Breast 
Hot Dogs, made without artificial preservatives, flavors or 
colors, added hormones and gluten. They’re available in 
eight-count, 15-ounce packages with a $5.29 SRP.

Microwaveable seafood Meals
Yihe Seafood (www.yiheseafood.com), Pasadena, Calif., 
introduces a line of single-serve seafood meals featur-

ing 2-ounce whole muscle 
filets. The microwaveable 
meals come in five low-fat, 
protein-rich varieties: Asian-
Style Salmon, Creamy Dill 
and Lemon Salmon, Italian 
Parmesan Salmon, Green 
Curry Tilapia, and Creole-
Style Swai. All are packaged 
in the company’s patented 
StrataPack container, whose 
cylindrical shape promotes 
more even cooking. In 

addition, separate bowls for protein/starch and sauce 
eliminate over-absorption of sauce (which often results 
in a “gummy” texture) and allow consumers to customize 
flavor. Each 9-ounce meal carries a $4.99 SRP.

Frozen novelties
Friendly’s Ice Cream (www.
friendlys.com), Wilbraham, 
Mass., debuts a line of 10 
premium frozen novelties 
made with real ice cream and 
all-natural flavors. They are: 
Vanilla Alpine Bars (choco-
late-coated vanilla ice cream), 
Ice Cream Bars in Vanilla and 
Signature Black Raspberry 
(chocolate-coated vanilla or 
black raspberry ice cream on a stick), Cake Krunch Bars 
in Strawberry and Chocolate (cake crunch-coated vanilla 
and strawberry or vanilla and chocolate ice cream on a 
stick), Fudgealicious Bars (fudge bars on a stick), Sundae 
Cones in Nuts Over Fudge and Nuts Over Caramel (vanilla 
ice cream cones with fudge or caramel cores dipped in 
chocolate and peanuts), and Friendwiches in Vanilla and 
Cookies ‘n Cream Dreams (vanilla or cookies ‘n cream ice 
cream between two chocolate wafers). All are individually 
wrapped. Alpine Bars and Sundae Cones come in four-
count packages; the rest are offered in six-count pack-
ages. SRP is $3.49 to $3.99.

Gluten-Free Veggie Burgers
Denver-based Qrunch Foods (www.qrunchfoods.com) ex-
pands its line of gluten-free, quinoa-based Qrunch veggie 
burgers with two new flavors: Sweet Curry with Lentils 
and Green Chile with Pinto Beans. A healthy, great-tasting 
alternative to soy-based veggie patties, Qrunch burgers 
are made with whole, certified gluten-free, organic and 

non-GMO ingredients, including spinach, broccoli, carrots, 
garlic, onion, millet (a fiber-rich “smart carb” low in simple 

sugars) and 
“super-
food” qui-
noa. Low in 
sodium and 
virtually 
allergen-
free, they 
contain 
no wheat, 

eggs, corn, dairy, nuts, soy, artificial colors or flavors, or 
sweeteners. Easy to heat in a toaster, skillet or oven — or 
on the grill — the pre-cooked 3.2-ounce burgers come in 
four-count, 12.8-ounce packages and typically retail for 
between $4.99 and $6.99.

Frozen Yogurt
Cincinnati-based United Dairy 
Farmers (www.homemadebrand.com) 
launches frozen yogurt pints under 
the new Emma’s sub-brand. Part of the 
Homemade Brand family, Emma’s in-
cludes five fruity, tangy flavors: Original, 
Lemon Spritz, Red Raspberry, Mango 
and Pomegranate. The gluten-free fro-
zen treat promises a “lighter taste than 
typical frozen yogurt.” SRP is $4.49.
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Golden ice Cream Bars
Unilever USA, Englewood Cliffs, N.J., adds a gold variety to 
its Magnum line of  ice cream bars (www.magnumicecream.

com). Offered in both 
regular and snack sizes, 
Magnum Gold?! Ice Cream 
Bars feature vanilla bean 
ice cream swirled with sea 
salt caramel and dipped in 
a golden Belgian chocolate 
coating. Full-size Magnum 
bars come 
in three-
packs 
with a 
$3.99 SRP, 
while 

snack-size Magnum Minis come in six-packs 
with a $5.49 SRP. Both are also sold singly.

Gluten-Free Mac & Cheese
Good Tastes Kitchen (www.good-tastes.
com), Newburyport, Mass., expands its 
line of all-natural, preservative-free frozen 
macaroni and cheeses with two gluten-
free varieties. Four Cheese Mac & Cheese 

features al dente rice noodles in a cheesy sauce topped with 
buttery, gluten-free panko. Caramelized 
Onion and Herb Mac & Cheese combines 
rice noodles with caramelized onions and 
cheddar, Monterey jack and gorgonzola 
cheeses. Made in a certified gluten-free 
facility, both MSG- and GMO-free varie-
ties come in oven-ready aluminum pans. 
Each 10-ounce package yields two side 
dish portions or one entree-size portion. 
SRP is $6.99.

Flavored Coffee 
Creamers
Lynnfield, Mass.-
based H.P. Hood 
(www.hood.com) 
adds three indul-
gent flavors to its 
non-alcoholic Bai-
leys Coffee Cream-
ers lineup. Offered in 
pints, the newcomers include Mudslide, 
Vanilla Brown Sugar, and limited-edition 
White Chocolate Raspberry Swirl. SRP 
is $2.49.

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

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

We Make Your Brand ... Better.
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BY PETEr PEnGUin
During the 12 weeks ended 

April 21, sales of frozen foods in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined surpassed $12.38 
billion, a 1.9% increase compared 
with the same period a year 

earlier, according to Chicago-based market 
research firm IRI. Units jumped 1.1% to 3.65 
billion while volume edged up 0.1% to 5.07 
billion. Volume sold with merchandising 
support rose 1.0 point to 37.5%.

For the 52 weeks ended April 21, dollars 
were up 2.0% to $51.97 billion, but units 
slipped 0.1% to 15.43 billion. Volume was 
down 0.4% to 22.04 billion and volume sold 
with merchandising support  expanded 0.9 
points to 38.6%.

Our chart shows the largest frozen 
department subcategories, including the 
leading brands, for the 12 weeks ended 
April 21. Data is for the brands as originally 
trademarked and may not include line 
extensions.

157.1%
Dollar gain by cookie dough
(to $7,308,717), largest in the

department. newcomers Pillsbury 
and nestlé Ultimate, already

nos. 1 and 3, respectively, drove 
much of the growth, but no. 4 

Gregory’s saw its sales jump 83.7%.

$3,125,899
sales racked up by atkins frozen 

pot pies, one of the best performers 
among products in distribution less 
than a year. But the subcategory’s 

top two — Marie Callender’s (+8.0%) 
and Banquet (+26.5%) — deserve 

most of the credit for its 15.2% gain.

1927
Year a product is first placed in 

movie. in the silent movie Wings, 
which won the academy award for 

Best Picture, the characters
eat a Hershey bar and mention it

by name.

THE DaTaBanK

10 www.frbuyer.com  JUnE 2013

iCE CrEaM  $1,120,982,000   (0.6)  302,603,800   0.5   934,515,300   (1.5)
Private Label   $243,136,700   (6.5)  74,183,920   (7.1)  278,432,300   (8.0)
Blue Bell   $116,376,500   5.3   28,365,010   3.7   79,352,690   2.3 
Breyer’s   $102,285,200   (11.5)  28,616,190   (6.0)  85,583,210   (5.1)
Ben & Jerry’s   $77,019,940   6.8   20,356,150   9.5   20,441,550   9.3 
Häagen-Dazs   $75,028,750   9.3   17,543,430   10.3   17,095,610   9.8 
Dreyer’s/Edy’s Slowchurned   $60,545,660   (5.9)  15,268,880   (2.5)  46,133,420   (1.8)
Wells’ Blue Bunny   $57,052,470   (9.5)  12,845,190   (11.2)  52,513,620   (11.8)
Dreyer’s/Edy’s Grand   $53,828,680   68.3   13,910,930   74.7   42,121,240   77.4 
Turkey Hill   $38,151,170   (1.8)  12,778,600   1.1   37,770,210   1.6 
Breyer’s Blasts   $25,722,620   9.6   7,304,962   16.9   21,725,990   15.9

SINGLE-SERVE DINNERS/ENTREES  $1,103,542,000   (4.9)  519,450,200   (4.2)  330,953,900   (3.9)
Stouffer’s   $136,776,100   12.1   50,779,560   13.7   39,234,540   14.0 
Weight Watchers Smart Ones   $111,548,800   2.8   52,703,070   4.4   30,458,620   1.6 
Marie Callender’s   $79,391,320   5.2   30,864,600   9.0   26,343,320   6.5 
Banquet   $79,286,890   (7.7)  77,608,440   (7.2)  40,423,170   (7.2)
Stouffer’s Lean Cuisine Culinary Cllctns   $61,411,660   26.6   22,673,280   29.1   12,783,970   28.7 
Stouffer’s Lean Cuisine Simple Favorites   $58,511,830   (12.0)  27,332,680   (10.3)  16,520,830   (10.6)
Healthy Choice   $34,476,800   (26.3)  15,804,250   (25.1)  9,332,192   (24.4)
Hungry Man   $31,702,570   2.5   11,905,960   2.8   11,786,300   2.5 
Healthy Choice Top Chef Café Steamers   $28,404,920   15.6   10,912,370   17.4   6,898,985   17.2
Stouffer’s Lean Cuisine Chef’s Picks   $25,146,720   96.1   9,374,129   104.1   5,103,425   103.3 

PiZZa  $1,038,035,000   1.5   325,494,000   2.1   336,491,400   2.8 
Di Giorno   $270,480,000   0.9   49,838,210   2.1   85,318,540   3.2 
Red Baron   $99,453,290   (5.9)  28,162,840   0.9   35,124,030   (1.2)
Private Label   $94,471,650   (6.1)  31,206,730   (6.5)  34,002,990   (3.8)
Tombstone   $76,200,620   4.7   21,330,030   9.1   29,750,840   8.8 
Totino’s Party Pizza   $73,911,480   0.7   55,800,820   (0.1)  36,566,570   0.5 
Jack’s Original   $43,733,370   1.1   15,139,580   1.4   16,028,130   1.4 
Freschetta   $38,202,800   19.6   7,411,466   22.3   10,944,700   22.8 
California Pizza Kitchen   $33,206,890   (8.1)  6,714,836   (9.0)  5,146,353   (6.3)
Stouffer’s   $23,368,460   13.0   8,453,307   21.7   6,330,763   16.9
Tony’s   $21,935,190   (17.2)  10,103,190   (17.0)  8,718,418   (15.8)

PRCSSD CHICKEN/CHICKEN SBSTTS  $801,924,000   10.3   143,260,000   8.5   215,067,000   8.1 
Tyson   $197,855,500   1.9   29,657,230   5.3   57,899,090   (1.3)
Private Label   $148,646,800   31.1   25,475,330   23.5   40,231,590   26.1 
Tyson Any’tizers   $84,437,870   2.6   12,349,710   1.4   19,423,300   (3.3)
Tyson Grilled & Ready   $62,637,540   50.7   11,558,460   41.1   12,190,000   67.4 
Banquet   $53,908,960   (5.5)  11,497,660   (4.6)  18,078,760   (1.4)
Perdue   $47,469,560   5.1   8,944,263   1.2   15,249,970   2.3 
John Soules Foods   $19,075,120   1.4   5,007,913   6.1   3,503,442   3.0 
Foster Farms   $18,683,560   21.3   3,101,529   20.6   4,179,396   20.5 
Perdue Short Cuts   $18,524,570   1.9   4,062,580   (0.1)  2,458,122   1.6 
Fast Fixin’   $11,472,000   (6.6)  2,584,097   (0.7)  5,214,591   (0.1)

CHiCKEn/CHiCKEn sUBsTiTUTEs  $779,980,100   4.1   117,641,400   (0.2)  331,094,000   (5.7)
Private Label   $275,426,100   18.0   39,868,860   12.5   111,132,700   5.3 
Tyson   $173,225,200   4.6   21,743,300   0.2   71,085,120   (1.5)
Gold’n Plump   $29,754,850   2.0   5,273,627   (4.1)  9,925,161   (3.1)
Perdue Tender & Tasty   $27,909,080   (30.4)  4,091,981   (31.7)  12,854,550   (33.8)
Pilgrim’s   $24,318,550   111.3   3,626,208   183.2   13,566,930   96.7 
Pilgrim’s Pride   $24,003,490   (53.2)  4,303,974   (50.9)  9,098,199   (62.7)
T.G.I. Friday’s   $22,940,470   19.4   4,935,056   19.1   4,309,011   19.0 
Perdue Perfect Portions   $21,270,600   6.0   2,715,714   7.5   4,121,136   5.9 
Perdue   $16,613,990   (3.0)  4,552,681   (11.3)  5,936,194   (3.9)
Gold Leaf   $13,004,090   (4.1)  1,869,171   (11.3)  18,691,710   (11.3)

noVELTiEs  $734,186,400   (6.5)  226,563,600   (7.8)  299,670,800   (7.3)
Private Label   $94,514,720   (4.5)  32,329,900   (6.3)  61,280,520   (6.9)
Nestlé Drumstick   $51,080,540   10.4   10,532,730   13.5   18,194,490   12.4 
The Skinny Cow   $46,503,400   (17.6)  11,159,120   (22.7)  13,435,810   (18.0)
Weight Watchers   $39,690,950   (21.9)  8,860,992   (23.4)  10,374,400   (23.3)
Dreyer’s/Edy’s   $39,329,070   (17.8)  10,605,920   (10.9)  11,243,030   (12.7)
Klondike   $33,753,300   (8.7)  10,601,910   (5.9)  17,998,890   (4.1)
Popsicle   $27,405,800   5.3   7,947,000   (3.2)  13,702,400   (3.5)



©2013 Turkey Hill Dairy

Contact the Turkey Hill Dairy Sales Department, 800-873-2479 
Email: trela@turkeyhill.com 
2601 River Road, Conestoga, PA 17516  |  turkeyhill.com

NATURAL RESOURCE

Cherry  Vani l la   |   Sa l ted Caramel   |   Vani l la  Bean & Chocolate   |   Coffee   |   Mint  Chocolate  Chip  |   Chocolate   |   Vani l la  Bean

Shoppers pay a premium for good food made with natural ingredients.  
We’ve put those values forward with the new look of our All Natural Ice Cream.  
No big words, no long lists. Just a natural sales advantage.
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24.5%
Dollar gain by handheld break-
fasts, one of the largest frozen 

subcategories to register a 
double-digit increase. newcomer 

Kellogg’s special K, which 
recently grabbed the no. 3 spot 
from odom’s Tennessee Pride, 

spurred the increase, but Jimmy 
Dean Delights and iHoP at Home 

also enjoyed strong growth.

-6.5%
Dollar loss by frozen novelties 
(to $734,186,400), the largest 

frozen subcategory to see sales 
shrink more than 5% during the 
most recent 12 weeks. Four of 
the top five brands registered 

decreases (three of those, 
double digits), but no. 2 nestlé 
Drumstick posted a 10.4% gain.

76%
Percentage of bank robbers 

that don’t wear a disguise. still, 
according to FBi statistics, only 
54% of perps were identified in 

2011.

44
number of frozen subcategories 
that saw sales expand during the 
most recent 12 weeks. However, 
almost as many — 43 — regis-

tered losses. Fortunately, some 
of the biggest subcategories 

were among the gainers, keeping 
the department as a whole sol-

idly in the black.

142.3%
Dollar gain by private label pizza 

crusts/dough (to $1,505,679), 
largest by a store brand frozen. 
also recording strong growth: 

private label bagels (+34.8%) and 
private label other breakfast 

food (+33.7%).

$55 million
Cost of the world’s most expen-

sive wedding. Father of the bride, 
indian billionaire Vanisha Mittal, 

picked up the tab for the six-
day affair, which included 1,000 

guests and a ceremony at the 
Palace of Versailles (the only pri-

vate event ever held there).
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Häagen-Dazs   $26,545,440   (1.9)  11,499,220   (12.9)  4,306,350   0.1 
Blue Bell   $23,891,210   5.4   6,062,145   (0.6)  11,429,850   (1.8)
Magnum   $18,589,750   21.9   4,928,613   29.1   3,109,108   25.5 

FisH/sEaFooD  $635,282,400   4.0   100,503,000   1.4   143,831,800   5.6 
For top-10 brand data, see our story on Seafood in this issue.

HANDHELD ENTREES (NON-BRKFST)  $580,985,000   3.2   196,616,500   2.5   183,850,700   3.2 
Hot Pockets   $152,680,000   2.4   43,767,670   (0.8)  44,200,710   4.9 
El Monterey   $66,769,090   10.2   22,744,770   8.6   37,662,740   2.3 
Lean Pockets   $40,401,090   4.4   16,550,300   1.6   10,950,630   5.9 
State Fair   $38,183,180   (5.4)  5,798,164   (6.5)  13,395,210   (6.1)
Foster Farms   $31,297,740   11.5   5,160,015   10.3   12,989,130   12.6 
Smucker’s Uncrustables   $28,543,520   15.4   6,094,845   6.6   5,566,656   18.4 
White Castle   $28,316,060   4.0   5,219,312   2.0   4,548,737   3.6 
Private Label   $21,982,820   (0.7)  10,393,020   26.0   6,526,490   8.0 
Amy’s   $12,160,760   8.9   4,587,170   8.5   1,661,225   8.2
José Olé  $11,963,790   (6.5)  9,574,282   9.4   4,030,467   (10.7)

MULTI-SERVE DINNERS/ENTREES  $505,576,200   (4.8)  84,324,700   (4.2)  177,776,800   (2.3)
Stouffer’s   $175,422,400   7.0   23,262,020   10.6   68,155,660   5.6 
Birds Eye Voila!   $56,741,310   5.0   12,960,810   3.7   20,431,520   7.2 
Bertolli   $43,744,250   (10.5)  6,714,431   (5.2)  10,483,030   (9.0)
P.F. Chang’s Home Menu   $31,186,480   (3.6)  4,144,432   (0.2)  5,698,594   (0.2)
Private Label   $26,155,060   (18.7)  3,873,676   (18.7)  10,294,630   (16.9)
Marie Callender’s   $23,016,340   23.8   3,790,026   10.7   8,755,794   38.9 
Michael Angelo’s   $16,818,270   13.0   1,874,966   7.3   4,492,767   12.8 
Gourmet Dining   $13,443,640   42.4   3,008,175   60.0   5,563,176   57.1
Banquet   $13,273,780   (6.3)  4,411,001   (15.1)  7,508,314   (13.2)
Stouffer’s Easy Express Skillets   $13,273,520   (23.1)  3,216,924   (23.4)  4,868,352   (24.0)

sHriMP  $473,578,800   2.7   61,104,540   3.7   65,657,800   3.7 
For top-10 brand data, see our story on Seafood in this issue.

aPPETiZErs/snaCK roLLs  $428,846,500   1.4   101,614,000   0.6   125,389,100   2.8 
For top-10 brand data, see our story on Snacks & Appetizers in this issue.

MEaT (no PoULTrY)  $371,220,000   4.5   57,120,750   10.4   110,504,700   3.1 
Private Label   $143,558,400   11.8   24,872,540   19.0   47,111,720   14.5 
Bubba Burger   $18,262,680   (13.7)  1,620,297   (17.3)  3,614,064   (17.2)
Ball Park   $13,785,380   919.4   1,904,838   1,048.3   2,326,715   956.1
Steak-umm   $12,220,780   (7.6)  2,039,178   (5.1)  2,150,042   (17.5)
Casa Di Bertacchi   $10,545,730   (3.2)  727,810   (6.8)  4,366,857   (6.8)
John Soules Foods   $10,258,040   1.7   1,605,706   8.1   1,410,111   (0.6)
Jensen   $9,787,556   (19.4)  471,503   (23.2)  3,507,055   (22.5)
Rosina   $8,318,314   7.8   1,261,408   18.0   2,314,986   5.6 
Philly Gourmet   $7,247,663   (4.3)  1,031,646   (2.7)  1,756,418   (4.4)
Silver T   $6,155,620   (2.0)  327,402   (4.8)  2,047,421   (3.7)

PLN POTATOES/FRIES/HSHBRWNS  $368,901,200   1.8   133,748,900   4.2   262,128,500   2.6 
Private Label   $127,208,100   1.2   53,077,460   2.9   113,892,400   0.5 
Ore-Ida   $62,841,070   2.3   20,166,520   6.4   35,815,930   6.3 
Ore-Ida Golden Crinkles   $32,626,440   2.9   8,784,034   4.0   25,179,830   3.5 
Ore-Ida Tater Tots   $22,479,510   4.9   7,219,048   9.1   14,729,650   8.8 
Alexia   $21,791,900   (3.9)  6,264,814   (3.3)  8,671,220   (0.6)
Ore-Ida Fast Food Fries   $9,174,779   (0.6)  2,758,295   4.9   5,263,458   2.2 
Ore-Ida Golden Fries   $8,005,725   (1.7)  2,510,539   (3.1)  5,506,977   1.3 
Ore-Ida Easy Fries   $6,456,556   15.0   6,288,040   20.2   1,828,208   20.7 
McCain   $6,189,232   (6.1)  2,404,259   (0.5)  3,749,488   (0.6)
Ore-Ida Crispy Crowns   $6,019,443   (0.5)  2,025,974   6.1   3,798,702   6.1

TURKEY/TURKEY SUBSTITUTES  $273,339,000   8.6   54,866,650   5.1   80,256,140   6.5 
Jennie-O Turkey Store   $90,671,490   4.8   15,811,950   2.6   24,875,680   5.2 
Private Label   $36,467,450   30.7   7,063,879   21.9   10,993,840   24.5 
Shady Brook Farms   $36,000,440   6.0   7,346,163   6.0   10,718,600   6.9 
Honeysuckle White   $24,445,140   2.1   5,463,098   3.1   7,476,672   5.7 
Jennie-O   $16,934,300   27.1   3,724,838   25.1   5,710,121   17.2 
Butterball Everyday   $16,477,460   16.7   3,790,540   17.3   5,145,654   11.3 
Foster Farms   $10,915,740   2.9   2,111,764   (4.8)  2,740,257   (2.5)
Perdue   $9,891,336   (1.0)  2,596,226   (13.1)  2,829,315   (13.5)
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Sales of dairy products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 
combined topped $17.06 billion 
during the 12 weeks ended April 
21, a 3.2% increase compared 

with the same period a year ago, according 
to Chicago-based market research firm IRI. 
Units rose 1.6% to 6.58 billion, while volume 
jumped 2.1% to 54.82 billion. Percentage of 
volume sold with merchandising support 
slipped 1.0 point to 35.4%.

In the deli department, dollars were up 
1.8% to $4.96 billion, while units expanded 
1.3% to 1.43 billion. Volume increased 
1.0% to 1.33 billion, and volume sold with 
merchandising support fell 0.8 points to 
34.4%.

For the 52 weeks ended April 21, dairy 
sales jumped 1.8% to $72.34 billion while 
units rose 1.1% to $28.07 billion. Volume 
increased 0.4% to 239.67 billion, and volume 
sold with merchandising support edged up 
0.2 points to 36.7%.

In the deli department, dollar sales grew 
2.0% to $22.05 billion and units expanded 
1.5% to 6.45 billion. Volume increased 
0.7% to 6.03 billion and volume sold with 
merchandising support rose 1.2 points to 
38.7%.

Our chart shows the largest refrigerated 
subcategories (dairy and deli combined), 
including the leading brands, for the 12 
weeks ended April 21. Data is for the brands 
as originally trademarked and may not 
include line extensions.

57.7%
Dollar gain by ready-to-drink cof-

fee (to $28,647,590), largest by 
a refrigerated subcategory with 
at least $10 million in sales dur-

ing the most recent 12 weeks. 
segment leader international 

Delight (+74.0%) drove much of the 
increase, but newcomers silk and 
private label also played a role.

38
Percentage of doctors in america 

that are from india. Twelve percent 
of scientists in the U.s. also hail 

from india.
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SKIM/LOWFAT MILK  $2,238,559,000   (1.4)  746,306,200   (2.6)  4,792,717,000   (2.7)
Private Label   $1,422,873,000   (1.0)  493,023,900   (1.8)  3,335,701,000   (2.0)
Horizon Organic   $74,299,140   4.8   16,303,770   5.7   74,417,570   5.9 
Hood Lactaid   $73,203,330   2.4   17,135,460   1.8   74,514,460   3.5 
Prairie Farms   $36,328,790   2.9   12,554,850   (0.3)  79,426,070   (0.8)
Dean’s   $32,307,250   2.8   11,377,360   (0.7)  72,139,180   3.2 
Land O’Lakes   $30,040,570   7.1   10,059,160   0.6   71,717,680   1.2 
Hiland   $24,490,250   20.4   8,012,335   15.6   47,504,190   15.1 
Organic Valley   $22,561,140   (1.6)  5,179,221   (2.5)  21,860,030   (2.4)
Alta Dena   $14,874,160   (4.3)  4,518,616   (9.4)  20,930,940   (4.9)
Country Fresh   $14,550,110   (3.1)  4,956,554   (3.4)  34,579,470   (1.3)

YOGURT  $1,699,444,000   6.6   1,223,420,000   1.5   811,304,800   2.7
IRI was unable to supply top-10 brand data for the Yogurt category this month.

SLICED LUNCHMEAT  $1,180,134,000   (1.9)  382,373,900   (1.1)  276,304,500   (0.0)
Oscar Mayer   $247,217,800   (6.2)  79,294,890   (3.1)  71,938,240   (1.4)
Oscar Mayer Deli Fresh   $188,397,100   (1.4)  49,774,050   (1.5)  33,637,940   0.5 
Private Label   $175,172,700   1.4   54,801,890   1.0   40,254,290   2.1 
Hillshire Farm   $88,192,590   *   24,733,690   *   15,033,270   * 
Land O’Frost Premium   $64,350,430   (8.9)  15,750,090   (9.6)  15,521,650   (9.6)
Bar-S   $38,243,330   9.9   22,287,540   15.5   19,898,590   12.3 
Castle Wood Reserve   $33,515,210   (2.7)  4,220,072   (4.8)  6,053,337   (5.2)
Hormel Natural Choice   $23,626,120   2.5   7,326,582   (6.8)  3,735,699   (2.9)
Buddig   $22,276,500   2.1   27,358,680   0.6   4,570,927   2.6
Hillshire Farm Deli Select   $13,404,180   (88.3)  3,376,673   (89.4)  2,425,962   (87.3)

FRESH EGGS  $1,169,897,000   8.4   488,255,400   (0.3)  7,190,443,000   1.4 
Private Label   $637,021,800   11.4   291,514,200   4.0   4,195,619,000   5.3 
Eggland’s Best   $141,886,200   11.8   44,544,080   9.2   579,931,800   9.2 
Great Day Farmers Market   $47,176,040   1.0   22,031,820   (3.0)  326,899,400   (3.1)
Country Creek   $32,566,080   7.4   11,630,060   0.3   215,989,700   4.8 
Sunny Farms   $30,481,520   15.2   13,061,320   3.8   209,116,600   8.2 
Cal Maine Sunup   $23,679,070   (12.2)  7,054,907   (37.1)  183,919,400   (21.8)
Land O’Lakes   $16,487,560   11.0   4,965,078   6.6   64,628,420   7.9 
Sauder’s Eggs   $13,493,520   10.0   4,433,136   (6.5)  96,710,940   (2.1)
Dutch Farms   $11,964,460   18.5   7,122,821   2.4   89,304,960   2.4
Hillandale Farms   $10,498,530   (15.4)  5,304,473   (25.7)  69,579,250   (28.0)

NATURAL SHREDDED CHEESE  $1,006,657,000   6.1   329,422,000   6.2   225,858,400   5.8 
Private Label   $582,946,200   4.5   187,254,700   4.5   147,002,200   4.3 
Kraft   $185,028,000   10.6   63,425,830   14.0   35,229,790   13.3 
Sargento   $80,353,480   10.4   26,965,070   8.7   14,592,490   8.0 
Crystal Farms   $30,931,680   0.1   11,578,900   (3.1)  6,496,140   (3.3)
Kraft Philadelphia   $24,495,050   13.1   8,833,107   10.4   4,731,492   12.7 
Borden   $15,831,730   13.3   6,787,126   14.9   3,438,986   14.7 
Sargento Artisan Blends   $8,665,448   1.5   3,040,974   0.5   1,219,486   (0.7)
Di Giorno   $6,307,099   (8.5)  1,409,780   (11.1)  567,148   (10.6)
Tillamook   $6,045,104   (7.8)  1,601,152   (18.4)  1,015,751   (21.4)
Stella   $5,805,923   5.2   1,556,237   3.0   501,231   5.3

WHOLE MILK  $898,065,300   1.5   292,020,400   0.3   1,861,215,000   0.2 
Private Label   $548,031,500   1.0   183,045,000   0.3   1,240,040,000   (0.0)
Horizon Organic   $32,595,770   10.3   7,284,376   12.1   32,523,180   11.6 
Hood Lactaid   $18,161,930   3.9   4,105,317   3.3   18,881,190   5.0 
Hiland   $15,583,450   32.3   5,083,441   27.4   28,888,180   28.3 
Borden   $13,944,960   (0.3)  4,627,697   1.2   21,557,570   (4.2)
Prairie Farms   $12,392,540   6.5   4,186,379   2.3   25,541,420   3.5 
Dean’s   $10,549,270   4.1   3,694,232   0.9   22,951,900   6.5 
Oak Farms   $9,820,194   24.0   3,142,969   20.7   18,362,400   21.8 
Country Fresh   $8,535,140   (3.6)  2,696,968   (3.8)  19,461,790   (1.6)
Land O’Lakes   $8,305,815   5.0   2,754,105   1.6   20,632,610   2.1

BACON  $847,687,700   5.4   197,674,500   (0.0)  186,321,500   1.8 
Private Label   $173,334,100   8.4   43,062,940   5.4   39,078,380   1.9 
Oscar Mayer   $167,575,800   (6.1)  36,287,390   (13.6)  33,720,090   (0.2)
Hormel Black Label   $75,560,060   11.2   14,733,040   6.5   15,278,170   6.5 
Wright   $64,938,040   24.6   7,357,176   21.0   14,904,160   17.3 

©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 

milkpep_story_8-125x10-875.indd   1 4/25/13   9:41 PM
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-28.7%
Dollar loss by meat/sea-
food seasoning mixes (to 

$11,860,930), largest by a sub-
category with at least

$1 million in sales. Despite 
the decline, Kraft Fresh Take, 

which owns 99% of total sales, 
took the segment from less 

than $100,000 last summer to 
almost $12 million today.

8.25
Length in hours of the longest 

table tennis rally. Brothers 
Brian and steve seibel 

achieved the world record 
feat during a marathon ses-

sion at the Christown YMCa in 
Phoenix on aug. 14, 2004.

53.0%
Percentage of pineapple juice 
volume sold with merchandis-
ing support, second highest in 

the department. The segment’s 
no. 2, Tropicana Pure Premium 
Healthy Heart, provided most 
of the support, and its sales 
jumped 24.8% — not quite 
enough to push the subcat-
egory (-0.7%) into positive 

territory.

-10.4%
Dollar loss by processed 
cheese spreads/balls (to 
$103,819,800), the largest 
subcategory to register a 

double-digit loss during the 
most recent 12 weeks. Four of 
the top five brands saw sales 
tumble (three by more than 

10%), but private label posted 
a 9.6% gain, moving it into the 

no. 4 spot.

$1,350
amount paid for a cornflake 
in the shape of the state of 

illinois. sold on eBay in 2008, 
the cereal was bought by the 

owner of a trivia Web site who 
wanted to add it to a traveling 

museum of pop culture and 
americana.

Farmland   $39,283,950   2.2   9,171,639   (9.6)  9,342,806   (9.1)
Smithfield   $31,794,780   3.9   7,252,697   (1.6)  7,436,354   (8.3)
Gwaltney   $25,630,140   3.1   7,216,851   2.1   6,416,416   (1.8)
Bar-S   $21,551,130   3.9   6,595,955   (0.6)  5,280,644   (2.7)
Hormel   $20,147,100   2.0   4,361,571   (0.2)  1,865,180   2.7 
Butterball Everyday   $15,366,110   3.9   6,758,911   10.5   3,916,015   7.2

oranGE JUiCE  $783,356,800   2.6   232,843,400   1.8   16,044,370,000   2.7 
Tropicana Pure Premium   $227,003,600   3.7   58,043,330   (1.2)  3,956,865,000   (0.8)
Simply Orange   $156,223,600   1.6   42,051,030   (5.4)  2,540,493,000   (3.7)
Private Label   $136,156,300   6.6   49,665,250   14.1   4,048,026,000   13.2 
Florida’s Natural   $92,933,710   2.7   26,537,610   (0.2)  1,707,799,000   0.8 
Minute Maid Premium   $65,641,580   (12.9)  19,458,280   (13.6)  1,395,143,000   (14.1)
Minute Maid   $21,716,840   11.3   7,217,516   11.4   429,142,500   12.2 
Homemaker   $10,197,250   15.9   4,780,510   28.5   282,050,100   28.5 
Minute Maid Premium Kids Plus   $8,467,342   (7.9)  2,692,703   (7.8)  183,441,300   (8.6)
Dole   $6,643,587   232.3   2,485,370   191.0   147,125,800   191.4 
Citrus World Donald Duck   $4,565,881   12.1   1,982,117   15.7   117,258,500   15.6

naTUraL CHUnKs  $767,740,700   2.2   202,496,200   2.3   149,706,900   (0.2)
Private Label   $264,331,500   (3.3)  72,609,490   (3.7)  62,061,820   (6.0)
Kraft   $59,454,010   4.7   21,021,510   8.0   12,020,330   9.3 
Tillamook   $41,952,830   3.3   7,642,761   10.0   9,559,240   5.6 
Laughing Cow Mini Babybel   $29,412,040   11.2   6,457,189   11.4   2,622,631   17.0 
Cabot Vermont   $29,288,020   5.2   8,955,251   14.8   5,677,459   9.6 
Kraft Cracker Barrel   $28,094,860   12.6   8,680,379   24.7   4,335,699   6.8 
Crystal Farms   $20,258,180   (5.7)  7,920,299   (9.6)  4,236,709   (10.1)
Belgioioso   $19,418,440   11.7   4,143,964   14.1   2,308,851   12.3 
Cacique Ranchero   $11,556,090   (1.0)  3,441,432   1.2   2,805,575   6.3
President   $10,790,140   (1.1)  1,859,062   (1.1)  967,269   (0.7)

UNCOOKED MEATS (NO POULTRY)  $715,956,000   9.3   113,449,200   6.4   202,296,400   4.8 
Private Label   $290,843,500   8.4   44,228,010   6.5   94,383,230   3.1 
Nobrand   $80,577,660   35.3   11,862,170   25.7   20,215,130   35.2 
Nobrand   $71,876,300   (3.1)  11,496,080   (5.3)  19,171,400   (4.4)
Tyson   $56,779,060   8.4   10,421,300   13.1   17,732,800   5.2 
Nobrand   $32,636,470   (25.4)  5,326,777   (26.4)  8,992,814   (27.0)
Hormel Always Tender   $31,930,510   (1.3)  4,786,197   1.7   6,636,632   0.9 
Our Certified   $24,559,500   9.4   5,074,762   (4.1)  6,971,751   1.9 
IBP   $10,158,540   (1.9)  2,507,805   (8.8)  3,060,171   (7.8)
Smithfield   $8,777,187   8.8   1,675,268   8.8   2,005,373   11.6 
Tyson Slow Cooker Creations   $8,440,296   1.4   629,540   4.7   2,449,130   4.7

DinnEr saUsaGE  $639,559,400   (1.7)  178,116,600   1.5   191,159,600   0.8 
Johnsonville   $127,368,700   (8.7)  33,226,650   (3.8)  35,722,080   (4.8)
Hillshire Farm   $108,579,000   0.6   34,771,450   2.6   31,403,460   3.2 
Private Label   $58,194,870   (1.7)  15,820,340   5.2   17,996,130   0.9 
Eckrich   $46,208,260   12.4   15,549,340   22.7   15,795,360   20.7 
Hillshire Farm Lit’l Smokies   $24,505,960   1.6   6,597,662   (1.5)  6,210,736   (0.4)
Premio   $14,227,120   8.9   3,328,627   8.7   4,216,300   14.6 
Aidells   $14,211,910   8.4   2,424,500   8.8   1,821,550   7.5 
Bar-S   $12,593,110   5.5   2,873,319   7.2   6,386,402   13.1 
Al Fresco   $8,280,175   0.3   1,826,215   3.7   1,388,599   2.5 
Jennie-O Turkey Store   $7,959,141   (5.8)  1,815,247   (7.1)  2,078,230   (6.2)

FranKFUrTErs  $517,108,100   (4.8)  205,411,800   (2.9)  212,250,300   (3.5)
Ball Park   $111,790,800   (4.5)  29,149,150   (3.8)  33,135,110   (4.2)
Oscar Mayer   $109,525,200   (9.5)  35,043,340   (7.1)  37,186,140   (6.8)
Bar-S   $70,167,270   (2.4)  61,034,540   0.1   54,866,180   (0.5)
Nathan’s Famous   $35,979,210   8.7   8,568,064   12.9   8,384,744   8.6 
Hebrew National   $35,587,840   (3.4)  7,752,910   (1.8)  6,837,696   (1.8)
Private Label   $17,866,060   (10.7)  7,445,959   (16.1)  8,992,830   (11.8)
Gwaltney   $14,157,960   (10.2)  9,248,457   (6.8)  9,953,522   (5.3)
Sabrett   $5,677,717   (11.1)  1,102,050   (9.6)  1,336,527   (18.2)
Eckrich   $5,433,706   5.3   2,794,951   15.6   2,725,254   12.7

CoFFEE CrEaMEr  $453,354,800   7.6   152,508,400   5.3   278,078,000   10.3 
Nestlé Coffee Mate   $243,545,100   7.2   73,394,980   4.0   146,405,500   10.9 

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

THE DaTaBanK
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JOHNNY HARRIS

JoHnnY’s CoLUMn

SAVING
‘DEaD’ SKUS
Don’t be a slave to ‘profitability reports.’ some ‘dead’ 
items can and should be saved. 

BY JoHnnY Harris

a lot of retailers look at detailed profitability 
reports prior to category reviews or management 
meetings. They’ll study the reports and look for 

items that are not generating the “appropriate” amount 
of profit. 

Profitability reports take just about everything into ac-
count — salaries at headquarters, store labor, store space, 
trucking, warehousing, advertising and more. But one of 
the things they often leave out is common sense. So peo-

ple may look at the last 
year, or the last quarter, 
and focus on yogurt or 
ice cream or whatever. 
Without fail, they’ll zero 
in on some items to chop. 

Is it always wise to 
get rid of those items? 
Hell, no. Despite what 
the reports may tell 
you, you still need a lot 
of them to satisfy your 
customers’ needs and to 
compete effectively. Some 
of these may just need 
more space, promotion or 

nurturing to put them on a profitable path. 
Let me give you an example. Let’s say you have an item 

with two facings and low profitability. You may be consid-
ering cutting it to one facing, or delisting it entirely. But 
have you really looked 
at why the item isn’t do-
ing so well? 

What’s your competi-
tion doing on pricing? 
On number of facings? 
On promotion? Does everyone else in your market still 
carry the item? If so, why is that true? 

Maybe, instead of cutting facings, you need to advertise 
the item more. It may well be worth your time to discuss 
promotion levels with the vendor, to see if more money 
needs to be put against it. Are you using the suggested 

retail price, or have you determined the price based on 
your own market and experience with similar products? 
If you’re too high, you’ve priced the item out of the mar-
ket. Is your profitability report taking into consideration 
off-invoices, reclaim, scandowns and other factors that 
may not be a part of the 
formula? 

Sometimes when 
retailers look at the 
profitability report, they 
get their panties in a wad 
and don’t think straight. 
Sometimes they’ll look 
at an entire line, but 
mainly they just look for 
the low-hanging fruit 
they can chop off the 
vine. Fundamentally it’s 
about the right product, 
at the right price, in the 
right stores at the right 
time.

ProFiT PEr sKU
If you’ve got yogurt at 10 for $5 and you’re not happy with 
the result, why not take a stab at 10 for $6? You don’t 
make much per cup on yogurt, and both reclaim and 
labor are high. I can tell you that stocking single cups is 
expensive. That’s why four-packs have become so popular. 
Your profit per SKU is higher. 

Of course it’s not easy. Box stores keep the price pres-
sure on supermarkets, and there’s no let-up. Often the 
best thing to do with low-profit, high-velocity items that 
your shoppers demand is to have strong private label 
items going up against them. Then the manufacturer will 
come back with more promotion money for you. 

I’ve been talking about dairy here, but the same thing is 
true with frozen foods. You’ve got to keep low-profit items 
if your customers are coming in for them. This could also 
mean cutting back the number of times each year that 
you promote them. If you’re doing seven promos a year, 
try five. There are a lot of different things you can do 
without ticking off the customer. 

But above all, 
work with your 
vendors, especial-
ly if you are con-
sidering delisting 
items. And don’t 

be a slave to those profitability reports. Your customers, 
and your company, will thank you. n

Johnny L. Harris, president of Johnny L. Harris Consult-
ing, LLC, Fort Mill, S.C., can be reached at 803-984-2594 
or cmer0002@gmail.com.   

Is it always wise 
to get rid of those 
items? Hell, no… 
Some of them may 
just need more 
space, promo-
tion or nurturing 
to put them on a 
profitable path.

Profitability reports take just about every-
thing into account. But one of the things 
they often leave out is common sense.
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rHonDa rETaiLEr

QUaCK BACK AT YOU!
The takeaway: Vendor-paid promos need better 
execution, and not right after a big private label event. 

BY VinniE VEnDor

rhonda, you cannot be serious. For starters, could 
you just get real for a minute about how you time 
your private label promotions? We work with you 

and lay out a whole plan based on what you say you will 
be doing. And then, a week or two before our holiday 
promos hit — surprise!! — it’s Private Label Party Time 
in all your stores. 

Deep discounts. Shelf screamers (they sure aren’t “talk-
ers”) comparing your promoted private label prices to our 
everyday pricing. Endcaps, demos and pony rides with 
all your store brands. Gimme a break. Then, after every 
consumer’s pantry in your entire market is loaded, our 
product promos start. 

Well, they “sort of” start. We pay for endcaps and all 
manner of bells and whistles, but they actually happen in 
about 5% of your stores. 

And then, with all the consumer pantry loading thanks 

to your private label promos, and 
non-execution and stockouts on 
our brand promos, you have the 
audacity to blame us for not giving 
you accurate sales projections! 
Then you yammer about 
markdowns and 
returns.  

You wonder why 
we plan our promo-
tions so early? It’s be-
cause you’re always 
so busy with emer-
gencies like doing 
your nails and 
cashing your slot-
ting checks that you 
“haven’t got the time” to 
devote to seasonal promotions! If 
I had a nickel for every time you say “Oh, just do the same 
thing as last year,” I’d be retired on the Riviera. 

Finally, I didn’t know you’d taken up magic until I saw 
one of your endcaps with 72 brands in it. How do you 
do that, anyway? And did you collect fees from all the 
brands? No, you don’t have to answer. I know already!  n

The Takeaway: retailers need 
holiday promos that are 
better researched, with 

vendor data that fits 
their needs. 

BY rHonDa rETaiLEr

Vinnie, darling, why 
do you insist on lock-
ing up Thanksgiving 

and Christmas promotions 
nearly a year in advance? 
Do you get anxious all by 

your little onesie, or is it 
your big bad boss who 

terrifies you so? 
I could almost go 

along with your jump-
ing the gun if you 
came in with a coher-
ent plan based on 
data we could both 

understand. But no. 

You walk in here with PowerPoints that your 
brilliant MBAs dreamed up, called the Quan-
tum Uniform Art of Category Kinetics. That’s 
QUACK, Vinnie! 

So please don’t try to baffle me with BS. No matter how 
hard you try, you just can’t make this into rocket science. 
And why do you try to do that to begin with? Do you 
think it’s sexy? 

How about data that fits into the formats we use here? 
I know, you can’t make up entirely different data sets for 
every retailer in America. But you expect me to work with 
entirely different data sets for every vendor who walks in 
the door. Ever think of it that way? 

Besides, since you’re the one trying to sell me, how 
about learning more about our data hierarchies, formats 
and key performance indicators? If you say you want me 
to make informed decisions, how about providing me 
with well-researched holiday presentations? No, there 
isn’t much software dedicated to that — there’s a lot 
of thinking and number crunching that has to go into 
it. What’s more, a lot of your holiday items don’t yet 
have sales history, and sometimes you secretly decide 
to discontinue items before they reach my stores. Is it 
any wonder I just wing it sometimes, 
and am disappointed because my 
numbers didn’t work out to your 
QUACK? n

QUaCK HOLIDAY PROMOS!



Is thIs for real? MoMMa Who?
Yes, it’s for real, and it spells opportunity for you. Major 
frozen food buyers say there is a significant void in 
truly high-quality “comfort food” entrees. And Momma 
B’s, of Boynton Beach, Fla., won’t be Momma Who? 
for long. The upstart company has already carved 
out a respectable niche in just the past few months, 
specializing in classical adult comfort foods with a 
twist. What’s more, it is well-financed and has seasoned 
marketers at the helm. 

stroNG traCK reCorD
The R&D team has 25 years of successful product 
ideation and brought 150 products to market 
successfully. You can expect Momma B’s to be first to 
market on many new items. 

First to market this year were three unique varieties of 
Mac & Cheese: Homestyle, Pepper Jack and Truffle. The 
Homestyle variety is delicious old-fashioned comfort 
food, while the Pepper Jack adds some spice. The Truffle 
takes the meal upscale, and Truffle Mac & Cheese is 
trending strongly upward on restaurant menus today. 

In the fourth quarter of this year, look for Momma B’s to 
launch two more adult comfort food entrees — both of 
them outside of the Mac & Cheese segment. Four or five 
more frozen SKUs are on the drawing boards for 2014, 
including international flavors that people will love. 
Also in the works: a new cookbook, which may well put 
Momma B’s in company with the likes of Betty Crocker. 

The company has taken Momma B’s best recipes and 
reformulated them for production in a state-of-the-art 
manufacturing facility. The result is delicious adult 
comfort foods that taste homemade. 

‘NoBoDY BUt NoBoDY’
There’s a reason Momma B’s tagline is “Nobody But 
Nobody Tastes Better than Momma’s.” The management 
team has kept her basic recipes and artisan techniques 
intact, so the meals are all made with top-quality 
ingredients and Momma B’s unique innovations.

All three all-natural Mac & Cheese products are made 
with 100% real cheese and are free of preservatives and 
GMOs.

They are made 
in layers. First 
comes a base 
shell, followed by 
cheese and 
then macaroni. 
Once these 
layers are put 
into trays, cream 
cheese and sharp 
cheddar cheese 
come next. Then 
the product is 
frozen. 

The meals are 
microwaveable, 
although 
connoisseurs swear 
by baking them. 
They also prefer 
not to stir. That way, 
they say, you get 
some cream cheese 
on your fork, along 
with different bite 
perspectives.

Because the cream cheese does not go all the way to the 
edge of the tray, you also get some pleasant crispness 
along the sides. Finally, the Mac & Cheese retains its 
creaminess with the help of rice starch. It comes out very 
much like a casserole.  

Momma B herself would have been proud. Born in 
1929, she was a Depression-era baby who saw her share 
of hard times. She persevered, bringing families together 
around the dinner table. And she’d have wanted her 
recipes to contribute to more than just delicious dinners. 

That’s why Momma B’s is honored to be sharing her best 
meals with everyone. And, in keeping with her lifelong 
spirit of giving, the company is donating a portion of 
profits to the American Diabetes Association. So give 
Momma B’s a try. You and your shoppers will be glad 
you did!

Homestyle 
and Pepper Jack (11 

ounces) and Truffle (10 ounces) carry 
an everyday suggested retail of $3.99. 
30-ounce family sizes retail at around 
$7.99, and four-pound catering trays 

are available for the deli. 

Momma B’s Taps a Niche
Momma B’s aims to give Healthy Choice and Stouffer’s 
a run for their money.

Momma B’s
707 Presidential Dr., Boynton Beach, FL 33435 

For sales & info, contact Hope DeLong at 561-309-7098 or 561-336-4040
(www.mommabsmacandcheese.com)    •    hopedelong@yahoo.com

Check us out on Facebook, Google+ and Pinterest. 

ADVERTORIAL
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Mariano’s Fresh Market has only 10 stores and a 
1.7% share of the Chicago market. But the 
chain, founded in 2010 as a part of Milwaukee-

based Roundy’s, has easily 90% of the buzz. 
Before I’d even bought my plane ticket to Chicago, 

everyone I spoke with in the market (and I mean every-
one) told me “You’ve got to see a Mariano’s when you’re 
in town.” 

‘THE PErFECT sTorM’ 
The stores may be the result of “the perfect storm” 
in Chicago. Safeway stumbled when it took over 
Dominick’s in 1998, pushing it downscale and losing 
significant share. Jewel, already damaged by owner-
ship mis-steps, fell prey to the expansion of Walmart 
supercenters and Aldi. The timing was perfect to target 
underserved upscale consumers — and Costco, Whole 
Foods and Mariano’s stepped in to fill the void. 

Another key factor: Roundy’s president Bob Mariano, 
former president of Dominick’s (he spent nearly 30 years 
there, starting as a deli clerk in high school), has deep 
market knowledge and uncanny merchandising in-

stincts. Not 
comfort-
able with 
Safeway’s 
methods, 
he resigned 
before the takeover was complete. 

Mariano has been quoted as saying that the Safeway 
takeover “was not an enjoyable or enlightening experi-
ence.” Prior to joining Roundy’s, he had to put his career 
on a five-year hold because of a non-compete agreement. 

There’s room in the Chicago market for 30 or more 
Mariano’s stores over the next few years, says Mariano, 
adding that stores open for more than a year are seeing 
dollar gains “in the low double digits.” Plans call for 
opening about five new stores per year.  

It’s not the balance sheet that is holding back faster 
expansion — it’s hiring and training additional person-
nel. Mariano recently told securities analysts that the 
chain needs to hire about 500 people for each new store 
— not an easy task in Chicago where the chain’s foot-
print is still relatively small.  

The Chicago Tribune puts 
average annual store volume 
in the range of $50 million, 
which strikes me as high but 
I didn’t find anyone else will-
ing to throw out a number. 
In a conference call with 
securities analysts in April, 
Roundy’s CFO Darren Karst 
confirmed that the average 
ticket and sales per store are 
higher at Mariano’s than at 
the chain as a whole. 

According to the Form 
10-Q filed by Roundy’s for 
the quarter ended March 31, 
perishables as a percentage of 
sales at the whole chain rose 
from 33.0% to 34.6% over the 
prior year. It seems likely that 
some of that may be the re-
sult of the higher percentage 

There’s an open multi-deck of fresh-squeezed 
juice, prepared daily in the store. OJ is the 
most popular, but other varieties include 
lemonade and watermelon juice. 

Mariano’s, like its parent Roundy’s, has some fun with in-store signage. 

WOWS CHICAGO
The upstart chain breaks many of the rules, but its unique 
differentiation is winning converts and share points. 

BY WarrEn THaYEr
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of perishables at the Mariano’s stores. Their success is 
influencing the selection and merchandising at Roundy’s 
and its other banners, which include Pick ‘n Save, Rain-
bow Foods, Copps Food Center and Metro Market.  

WEGMans? WHoLE FooDs?
In the weeks before my Chicago visit, observers most 
often compared Mariano’s to Wegmans and Whole 
Foods, but noted that the stores have a unique twist all 
their own. 

“Think of Mariano’s as Whole Foods mixed with a 
cool upscale urban place to eat and hang out,” says Doug 
Adams, president of Prime Consulting Group, Bannock-
burn, Ill. 

“What supermarket has live entertainment? Mariano’s 
has a piano in the store! It strikes me as a lower-priced 
Whole Foods with the same quality products,” notes a 
shopper on Google+.  

“Best supermarket in America? Mariano’s in Chicago. 
Whole Foods/Wegmans experience with near-Walmart 
pricing. Probably not sustainable, but enjoy it while it’s 
there,” says David Livingston, principal, DJL Research, 
Pewaukee, Wis., commenting on retailwire.com back in 
January. 

I generally hold David’s assessments as near-gospel, 
but I disagree with the “probably not sustainable” part. 
Securities analysts and other observers see Mariano’s as 
a driving force of future growth at Roundy’s, which has 
been in a real fist fight on its home turf in Wisconsin.

And as I walk through the 75,000-square-foot Mari-
ano’s in Hoffman Estates, a suburb northwest of Chi-
cago, I’m impressed. (Perhaps fittingly, the store used to 
be a Dominick’s.) 

The stores are meant to blur the line between din-
ing and shopping, according to the 
Chicago Tribune, which quotes 
Mariano as saying “Customers 
today are thinking meals as opposed 
to, ‘I need to go shopping for a list 
of items.’” The same customer, at 
different times, may want to have 
a meal in the store, buy a prepared 
meal to take home or buy the ingre-
dients for a recipe, he says. 

This is especially true for the 
perimeter departments, and more 
about that later. But let’s start with 
frozen and dairy.  

146 FrEEZEr Doors
The frozen department has new 
cases with LED lighting that cycles 
off when nobody is in the area. I 
count 146 frozen doors. Soft drinks 
and other ambient beverages are 
opposite one frozen lineup along 
the perimeter. I haven’t seen that 
often, but since beverages are such 
a frequent purchase, this layout may 
help force more shoppers past fro-
zen foods — always a good thing. 

The store makes excellent use of 
those small, clear plastic displays 
that adhere to the freezer doors. 
Over the years, I’ve seen items dis-
played in these fixtures that would 

make excellent material for Jay Leno: for example, soda 
straws displayed by frozen vegetables and head lice rem-
edies in front of ice cream. (Really.) 

This Mariano’s uses the displays somewhat sparingly, 
but with good merchandising sense. My favorite: Roundy 
Select Maple Syrup by the frozen waffles. It’s a $5.09 

You can get $6 meals in a perimeter service department, choosing two sides and 
an entrée on the wall menu near the associate at right. 

Mariano has been quoted as say-
ing that the Safeway takeover (of 
Dominick’s) ‘was not an enjoyable 
or enlightening experience.’



24 www.frbuyer.com  JUNE 2013

CoVEr sTorY

impulse ring. Not bad.  
The dairy department has roughly 

224 linear feet of shelving in multi-
decks, but I confess I forgot to count 
the doored cases. Selection in both 
departments is deep, and in-stock 
positions are good, especially con-
sidering that one market observer 
tells me the stores 
have recently gone to 
automatic replenish-
ment on reorders at 
headquarters. 

With few excep-
tions, store aisles are 
clear of wings and 
freestanding displays. 
For the Mariano’s 
shopper, that’s wise. 
Walmart, which 
seems to swing back 
and forth on allowing 
such “clutter” over 
the years, is probably 
better off sprinkling 
displays all through 
the aisles — my belief 
is that their demo-
graphic responds well 
to them. It’s a judg-
ment call, of course, but my money 
is on Bob Mariano here. 

Walking the store shows many 
points of differentiation, some sub-

tle, some not. There’s a gelato bar 
with Vero coffee made locally and 
roasted in small batches. There’s 
a sit-down sushi bar. And by the 
main entrance, there’s a fresh 
smoothie bar. I can tell you from 
experience that the kale smoothie 
is, believe it or not, phenomenal. 
It’s also very popular.

TWo siDEs, onE EnTrÉE 
One of my favorites was a service 
department offering meals for $6 
or $10. You get a choice of two 
sides and an entrée, which you 
can pick off a list on the wall. The 
price depends on which items you 
chose, but it can’t get much sim-
pler than this. Sides 
included grilled 
seasonal vegetables, 
potato pancakes 

and American artisan 
mac & cheese. Entrees 
ranged from herb-
roasted turkey breasts 
to roasted salmon filet teriyaki to 
beef tenderloin. 

You can get hot soups and chow-

ders from the kettles at the soup bar 
(a Feb. 21 Chicago Tribune write-up 
of the store’s chicken dumpling soup 
is on display during my visit).  

In-store dining is popular at 
all the Mariano’s stores; some, in 
the city, have bars serving alcohol 
— and lines can be 10 deep on a 
weekend evening. This particular 
store doesn’t have a bar, but it has 
sit-down dining for about 50 people, 
in an area that can also be used for 
events such as kids’ parties. 

According to the store directory, 
which includes a map of the layout 
and an aisle index, there are 145 
varieties of organic produce, with 
locally grown produce sold when 
available. You’ll find a fresh pizza 
oven, a Panini counter, a salad bar, 
an olive bar and a service bakery. 

Store selection includes 350 

artisan cheeses and more than 900 
wines and 350 ales. There’s an open 
multi-deck of fresh-squeezed juice 

and cut fruit, pre-
pared daily. From 
watching shoppers 
and re-stocking 
operations, it’s clear 
that OJ is a favorite, 
but popular varie-
ties also include 
lemonade and even 
watermelon juice. 

The store flier 
has about six to 10 
items per page, and 
it doesn’t scream 
PRICE! as so many 
do. Instead, there 
are beauty shots 
of food, often with 
recipes. (Pricing is 
there, but it doesn’t 
dominate or look 
tacky.)  

Mariano says he doesn’t need to do 
a lot of advertising — new customers 
come to the stores based on word of 
mouth. It’s easy to see why. n 

Mariano’s is a big believer in demos, and 
ice cream hit the spot for this shopper. 

Besides the fresh gelato bar here, there’s a sit-down sushi bar and 
other service areas along the perimeter. 

‘Customers today are thinking 
meals as opposed to, ‘I need to 
go shopping for a list of items,’ 
says Mariano. 
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CHICAGO SHAKEOUT
Market shares are changing quickly, and no end is in sight. 

“Chicago has gone from a duopoly of Jewel and 
Dominick’s a decade ago to a wide open field. 
It’s become a madhouse of competitive inten-

sity,” says Don Stuart, chief operating officer of Kantar 
Retail, Wilton, Conn., the marketing and sales manage-
ment consultancy. 

That sums things up pretty neatly. As recently as 2010, 
Jewel-Osco and Dominick’s still owned the Chicago area 
market, with shares of 16.0% and 13.6%, respectively. 
They competed with 29 Walmart Supercenters, which 
then held a 9.3% share, according to the 2013 Chain Store 
Guide Grocery Industry Market Share Report. 

JEWEL’s sLiDE
Today, it’s a very different story. Jewel, acquired earlier 
this year by Cerberus Capital Management, has seen its 
share slide by 23% to 12.3% of the market. The chain, 
acquired by Albertsons in 1999 and then by Supervalu 

about seven years later, has clearly struggled, especially 
under Supervalu. Market observers expect Cerberus to 
move quickly — either by selling or shuttering poor-per-
forming stores, or by investing significantly in the chain 
to fatten it up for resale.   

Safeway-owned Dominick’s has seen its store count 
drop from 79 in 2010 to 73 today, with market share 
falling by 12% to 12.0%, according to Chain Store Guide. 
There’s little need for me to repeat what many others have 
said — that Safeway tried too hard to impose its own 
culture on Dominick’s rather than let it continue with the 
success it had enjoyed. 

‘oUT-PriCED & oUT-FrEsHED’
As Stuart sees it, “Jewel and Dominick’s tried to be 
everything to everybody, and they got out-priced and out-
freshed.”  

Dominick’s, and especially Jewel, have been clobbered 
by Walmart Supercenters, which has added stores and 
become the market leader with a 12.9% share. Costco, 
Whole Foods and Target’s PFresh conversions are among 
those that have also grabbed business from competitors. 

With all the new PFresh stores, I’d expected to see a 
higher bump in 
share. Tom Aqui-
lina, president of 
Aquilina & Associ-
ates, Crystal Lake, 
Ill., believes Target 
could do a better 
job differentiating 
its store formats 
from the outside of 
the building. “Some 
consumers may 
have trouble telling 
if they are going 
into a regular Target 
or a PFresh store,” 
he says. 

Jim Hertel, 
managing partner 
at Willard Bishop, 
Barrington, Ill., 
also sees room for 
improvement. He 
views the PFresh 
stores as “a conveni-
ence set (‘as long 
as I’m here... ‘) and 
not a destination for 
food shopping given 
its space and variety 
which are limited; I 
think the numbers 
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 2012  2011  2010 
rETaiLEr sTorEs % sHarE sTorEs % sHarE sTorEs % sHarE

Walmart Supercenter 47 12.9% 36 10.4%
Jewel - osco; Save-A-lot 189 12.3% 188 14.8%
Dominick’s 73 12.0% 74 12.5%
Costco Wholesale 18 11.1% 17 10.9%
Sam’s Club 22 7.5% 21 7.5%
Aldi 151 5.8% 150 5.9%
Meijer 18 5.0% 16 4.7%
Strack & Van Til; Town & 
Country; ultra Foods 35 4.4% 30 4.6%
Whole Foods Market 19 3.9% 17 3.6%
Trader Joe’s 19 3.0% 19 2.9%
SuperTarget; Target (PFresh) 73 2.8% 14 1.9%
Food 4 less 16 2.8% 16 2.7%
Mariano’s Fresh Market; 
Pick ‘n Save 12 1.7% 8 1.3%
Woodman’s Markets 3 1.3% 3 1.5%
Family Dollar 183 0.9% 184 1.0%
GFS Marketplace 13 0.7% 12 0.8%
Caputo’s Fresh Markets 6 0.7% 6 0.7%
Treasure Island Foods 7 0.7% 7 0.7%
Dollar General 97 0.7% 93 0.7%
Berkot’s Super Foods 10 0.7% 8 0.6%

Metropolitan Chicago market shares 
Source: 2013 Chain Store Guide Grocery Industry Market Share Report.
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back that point-of-view.” 
Everyone seems to agree that 

there’s no stopping Walmart 
— it keeps sprouting supercent-
ers and adding Neighborhood 
Market stores. Dan Raftery, 
president of Raftery Resource 
Network, Antioch, Ill., expects 
this to continue. “They deliver 
as promised pretty much all 
the time, and they’re focused 
on store operations and moving 
a lot of merchandise,” he says. 
“They’ve become destinations, in 
good locations with a lot of traf-
fic. There’s what I’m told is one 
of their best supercenters near 
my office, and I drive by it every 
day and marvel at the number of 
cardboard bales. They obviously 
put out incredible volume.”  

Does all this sound familiar? 
It should. What’s happening in 
the Chicago market is not much 
different from what is happening in many parts of the 
country. If there’s a lesson here, it’s to study your com-
petitors and find viable differentiation — in a hurry.  

There’s plenty at stake. 
Chicago is the third larg-
est grocery market in the 
country, according to 
Chain Store Guide. Total 
area grocery sales were 
$16.444 billion in 2012, 
putting it behind No. 1 
New York ($30.300 billion) 
and No. 2 Los Angeles 
($27.364 billion). Fourth-
place Dallas came in at 
$15.376 billion. 

“It’s astounding what’s 
happened to Jewel and 
Dominick’s in terms of 
share decline,” says Jim 
Bishop’s Hertel. “While 
they still have high store 

counts, their business is 
way off. In Jewel’s case, their 
share loss is 17% in just a 
year. That loss could be a 
result in part of the pricing 

moves they made in June 2012 — they cut prices pretty 
broadly, and while that can be a good move long-term it 
can have a short-term effect of driving sales downward.”

Busy three-store independent Fresh Farms 
(www.myfreshfarms.com) is a real up-and-
comer, serving ethnic niches and mainstream 
shoppers alike. 
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Doug Adams, president of Prime Consulting 
Group, Bannockburn, Ill., expects Dominick’s to 
continue its slide. He notes that before Safeway 
bought the chain, its stores were upscale and had 
a loyal clientele. Safeway, he says, brought Domin-
ick’s down to being a step above Jewel, leaving the 
door open for growth by upscale retailers such as 
Costco, Whole Foods and Mariano’s. He notes that 
Costco has enjoyed much success in the area, add-
ing that he understands that a Costco in suburban 
Glenview does nearly $3 million per week. 

roLE rEVErsaLs
Hertel says that “As a Chicagoland resident and 
food shopper, I can tell you that for many consum-
ers, Costco, Whole Foods, and for some, Mari-
ano’s, are becoming total-store destination shops 
here while the traditionals (Jewel and Domin-
ick’s) are fill-in or even convenience shops. Given 
the traditionals’ store counts and average store 
size, they’ll have a lot of unproductive square footage if 
they don’t figure out how to reverse traffic declines and 
breadth of the store that is shopped.”

Mariano’s, the Roundy’s group of stores we covered 
on earlier pages, has tiny share but big influence. While 

many in the market compare Mari-
ano’s to Wegmans, Kantar’s Stuart 
disagrees. “They’re not as nice as 
Wegmans, but they’re nicer than 
anything else you’ll see in Chicago. 
Relative to traditional grocers in the 
market, they are a head above every-
one else.” 

While the number of independents 
has dropped in the past three years, 
their share seems to have declined 
less. This is likely the result of success 
among larger independents while 
poor performers have been shutting 
down. Many of the independents 
cater to the abundant ethnic neigh-
borhoods in the area.  

“The Chicago area has many dense 
ethnic pockets that set it apart from 
other cities,” says Prime’s Adams. 
“I live in Northbrook, where 17% of 
the high school population is Asian, 
so naturally there are several Asian 
markets here. 

The Chicago market also has Jew-
ish, Hispanic, Italian and Eastern Eu-
ropean neighborhoods, all with food 
retailers that carry ethnic products 
popular in each area.” 

As Kantar’s Stuart says, “It’s a 
wide-open field.” The shakeout over 
the next couple years will be inter-
esting. n

—Warren Thayer

WALKING CHICAGO
Some random thoughts from visiting stores in the suburbs.

—Walgreens store across from Mariano’s in Hoffman Estates has three 
doors of ice cream, two for entrees and “quick meals” and one for frozen 
pizza. There’s another eight doors, primarily for beer and beverages. 
Looks a lot like a C-store set. Big sign outside advertises food; sign on 
door gives pricing for milk, eggs and bread, with little numbers you can 
swap around, a la gasoline pumps. 
—The Jewels I visit are tired and need updates. Icing in the spot 
freezers, but shelves are in-stock and well faced out. Friendly staff. 
—Dominick’s stores I visit need work, much like the Jewels. Nice three-
door frozen endcaps, signage on deal matches and opportunity to save 
$75 or more a week by shopping here. 
—Aldi’s. What gives? Some stores are horribly out of stock, dirty, shelf 
sets a mess, and refrigeration not working, or working LOUDLY! But a 
new one up in suburban Antioch — about 18,000 square feet — seems 
relatively upscale. Random weight fresh meat (including Select Beef in 
modified atmosphere packaging), 16 doors of dairy, 18 doors of frozen 
plus a 16-foot bunker for ice cream. Go figure. 
—The Target PFresh I visit is well-lit, clean and in-stock. Good enough 
variety for fill-ins, but not full shopping — at least for me. Only 13 
freezer doors, 17 dairy doors and open multi-decks for yogurt and 
butter. A little weird having milk across from the Charmin and deli meats 
across from the toothpaste, but no biggie, I suppose. 
—Walmart Supercenters, Costco and others. No need to bore you. 
You’ve probably seen most of them anyway, and nothing startled me.

—Warren Thayer

Walgreens is among many taking a nibble out of the Chicago 
market. The entry door gives prices for milk, eggs and bread.  
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aPPETiZErs & 
snaCKs Gain
With dollars, units and volume all up, it’s clear that con-
sumers like tossing new flavors into their game faces.

BY Dan raFTErY

Cross-channel sales of 
frozen appetizers and 
snacks posted dol-

lar, unit and volume gains 
during the 12 weeks ended 
April 21, according to IRI, 
the Chicago-based market 
research firm. 

Dollars climbed by 1.4%, 
units by 0.6% and volume 
by 2.8% across supermar-
kets, drugstores, mass 
market retailers, military 
commissaries and select 
club and dollar stores. 

Manufacturers cite a 
growing demand for convenient, fast meal preparation 
and the desire for healthier fare. Fully half of consum-
ers look for natural ingredients, and 58% are switching 

to healthier ver-
sions of the foods 
they regularly eat, 
notes Pat Con-
way, president of 
Libertyville, Ill.-
based Mr. Dee’s 
(www.mr-dees.
com). He adds 
that hot buttons 
for consum-
ers also include 
reduced calories 
and fat, simple 
ingredients and 
upscale, high-
quality choices. 

Further, “Con-
sumers are pre-
dicted to main-
tain an extremely 
busy lifestyle that 

allows for little meal preparation time,” says Rachel 
Cullen, president and CEO, Ruiz Food Products, Inc. 
(www.elmontery.com), Dinuba, Calif. “A recent study 

by Cornell University found that when it comes to 
cooking, grocery shopping and playing with children, 
American moms with full-time jobs spend roughly 
3.5 fewer hours per day when compared to unemployed 
and stay-at-home moms across socio-economic class-
es,” she explains. 

To meet these consumer demands, Mr. Dee’s is 
launching a variety of new items to its line this year. 
It’s holiday appetizer collection under the all-natural 
Dee Amoré label has a clean ingredient deck and no 

preservatives. Available in club and 
retail sizes, the collection has a 
higher percentage of key ingredients 
such as shrimp, crab and lobster 
(with 60-65% more shrimp than 
competitors’ appetizers), according 
to the company. 

The new items include a 27-piece 
shrimp collection and a 21-piece 
shrimp, crab and lobster puff pastry 
collection. The already-established 
Dee Amoré Real Cheese Potato Skins 
have seen double-digit growth for 
three consecutive years. 

Also new in the Dee Amoré line 
are Simply Baked crinkle-cut pota-
toes, which are never-fried French 
fries with less than one gram of fat 

per serving. The all-natural product has an extremely 
clean ingredient deck and no preservatives.  

Finally, Mr. Dee’s is launching Seasoned Natural Cut 
Fries under the OLD BAY name. Made from natural cut 
Idaho potatoes and seasoned with bold OLD BAY Flavor 
— a blend of 18 herbs and spices — the item comes in 
both club and retail sizes. 

ParTY HEarTY
The snack and appetizer category is particularly re-
sponsive to party-time and game-time, notes Michele 
Bond, vp marketing, value-added poultry, frozen, Tyson 
Foods, Inc. (www.tyson.com), Springdale, Ark.

Look for four new Tyson Any’tizer SKUs to further 
bolster the category’s game face: Chicken and Bacon 

Bruschetta, Chicken and Spinach Bruschetta, Mango 
Habanero Boneless Chicken Wyngz and Sweet Garlic 
Glazed Boneless Chicken Wyngz. “Tyson’s research 
uncovered some interesting flavor adventures that con-
sumers are looking for,” says Bond.  She notes that one 
reason they expect these SKUs to be popular is chicken 
products’ ability to satiate hunger.

‘El Monterey is reintroducing its en-
tire Taquito line, converting from the 
existing bag to a convenient box.’

Phillips is introducing frozen steamer clams 
and frozen buffalo shrimp dip to target 
regional flavor and protein preferences. 

Look for four new Tyson Any’tizer 
SKUs: Chicken and Bacon 
Bruschetta; Chicken and Spinach 
Bruschetta; Mango Habanero 
Boneless Chicken Wyngz; and 
Sweet Garlic Glazed Boneless 
Chicken Wyngz.
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Capitalizing on its long history making kosher, all-nat-
ural Macabee bagels, Bylada Foods (www.byladafoods.
com), Charlotte, N.C., is rolling out a line of full-sized 
bagels with all-natural vegetable toppings.  “Pizza bagels 

have been 
huge in the 
Northeast for 
decades,” says 
Meade Brad-
shaw, national 
sales manager.

“Parents don’t 
want their kids 
using the stove 
or oven after 
school,” notes 
Bradshaw. “So 
they like to pack 
the freezer with 
these micro-
wave single-
serves.”  Flavor 

trends that Bylada uses for the new products include buf-
falo (as in wings, not big heavy beasts). “People are famil-
iar with the flavor, which is why we see it moving to other 
carriers such as pizza, dips and now Macabee bagels.”

BUFFaLo sTaMPEDE CoMinG?
Another company is riding the buffalo flavor trend 
with new products rolling out in June. “Our new Frozen 
Buffalo Shrimp Dip and Frozen Steamer Clams target 
regional flavor and protein preferences,” says Caroline 
Tippett, vp marketing and strategic development of 
Baltimore-based Phillips Foods & Seafood Restaurants, 
Inc. (www.PhillipsSustainableCrab.com).

“According to Mintel’s Frozen and Refrigerated Seafood 
Report 2012, seafood consumers are looking for unique, 
innovative value-added seafood experiences,” notes Tip-
pett. “The report also confirms that health is still a prime 
consideration for 
shoppers.  Our 
new Steamer 
Clams are the first 
of a new line of 
steamed proteins 
that will meet this 
demand.” 

At Ruiz, “El 
Monterey is rein-
troducing its en-
tire Taquito line, 
converting from 
the existing bag to 
a convenient box,” 
says Cullen. The 
two bags inside 

each box are designed to help consumers with portion 
control and make it easier to store in the home freezer.

El Monterey is also introducing a new Taquito flavor: 
Cheesy Pepper Jack Corn Taquitos (28 count) and is 
reintroducing El Monterey Mini Chimis Flavors (Nacho 
Cheese and Beef; Chicken and Cheese), which are also 
converting from a bag to a convenient box,” says Cullen. 
She says that price per ounce in the boxes will be the 
same as the previously available bags. 

CLEanEr LaBELs
In the response to demand for better-for-you items, 
Great American Appetizer’s food scientists cooked up 
some new meatless products. “The Own Brand oppor-
tunities in the meatless appetizer segment are largely 
untapped,” says Frank Benso, vp of the Nampa, Idaho-
based company. “Consumers are looking for cleaner 
labels, meaning less sodium, more nutrition,” he says. 

Benso adds that packaging changes are also meant to 
improve the 
consumer expe-
rience. Look for 
more re-seala-
ble polybags in 
either typical or 
gusset configu-
rations.

A number of new Asian SKUs are also targeting 
“anyone who watches what they eat,” according to one 
supplier in this category. He reports that single-serve 
microwavable Asian appetizers are now hitting the 
market as “convenient emergency meals, meaning 
ready when you need them.”  Vegetable-based hot-
sellers are getting new formulations to make them even 
better for you. n

Dan Raftery is president of Raftery Resource Network and 
a trumpet hobbyist. He can be reached at Dan@Raftery 
Net.com.

FroZEn aPPETiZErs & snaCKs
BRAND $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
TOTAL CATEGORY $428,846,500 1.4   101,614,000  0.6   125,389,100  2.8 
Totino’s Pizza Rolls $116,301,800 6.0   30,778,190  3.2   44,439,940  7.4 
Farm Rich $34,261,830 (5.2)  5,954,082  (3.4)  10,437,320  (3.7)
Delimex $30,166,790 4.3   4,488,862  4.1   9,294,666  4.7 
Private Label $23,967,320 (0.5)  5,824,650  2.1   5,924,419  2.4 
TGI Friday’s $22,120,430 (4.0)  4,516,471  (3.2)  4,451,708  (3.4)
Ore-Ida Bagel Bites $17,838,250 4.8   6,034,102  5.1   3,772,676  5.0 
José Olé $16,935,670 5.5   3,412,368  8.6   4,726,042  10.8 
El Monterey $16,207,500 (19.5)  2,718,246  (12.4)  4,269,743  (20.0)
Tai Pei $13,848,020 4.3   3,391,663  (0.2)  3,987,113  5.2 
Bagel Bites $12,206,860 9.6   1,458,557  9.3   3,407,507  9.6
Source: Information Resources, Inc. (IRI), Chicago. Total U.S. multi-outlet (supermarkets, drugstores, mass market retailers, 
military commissaries and select club and dollar retail chains).  Latest 12 weeks ended April 21, 2013.

Bylada Foods is rolling 
out a line of full-sized 
bagels with all-natural 
vegetable toppings.  

Mr. Dee’s is launching a variety of 
new products this year, including a 
holiday appetizer collection, Simply 
Baked (never fried) fries and OLD 
BAY seasoned natural cut fries.
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Alternate bean-based 
spreads like Cedar’s new 

Red Pepper Lentil bring new 
excitement — and new users 

— to the category.

Fresherized Foods adds 
Avocado and Avocado Ranch 

to its Wholly Guacamole 
100-calorie snack-pack 
collection, already the 

company’s second best-
selling line.

FLAVORED SPREADS 
JuMP 17.1%
and thanks to the introduction of 
better-for-you Greek yogurt- and 
avocado-based varieties, the once-
struggling dip segment also enjoyed 
modest growth.

BY DEnisE LEaTHErs

already one of the fastest-
growing subcategories in 
the refrigerated department, 

flavored spreads posted another 
double-digit gain during the 12 
weeks ended April 21. Compared 
with the same period a year ago, 
sales jumped 17.1% to more than 
$136.55 million across retail chan-
nels, reports Chicago-based market 
research firm IRI. 

While flavored spreads have been 
on the rise for several years, the dip 
subcategory has 
struggled recently 
as health-minded 
consumers switched 
from sour cream-
based products 
to better-for-you 
alternatives such 
as hummus. But 
thanks to the intro-
duction of Greek 
yogurt-based dips, 
guacamole and other 
non-traditional op-
tions, the segment 
is finally enjoying 
some success. 

According to IRI, 
sales rose 1.7% to 
$148.13 million dur-
ing the most recent 
12 weeks. And although some of the 
mainstays didn’t fare particularly well, 
Nos. 5 through 8 (Wholly Guacamole, 
Sabra, Yucatan and Wholly Guaca-
mole Classic) hit it out of the park.

‘snaCKinG MorE THan EVEr’
“Consumers are snacking more 
than ever, so we’re in different day 
parts now, says Tracey Altman, vp of 

marketing and product development 
at Fort Worth, Texas-based Fresher-
ized Foods, maker of Wholly Gua-
camole and WhollySalsa (www.
eatwholly.com). “People 
are skipping lunch in 
favor of morning and 
afternoon snacks, 
and moms tell 
us their kids are 
eating two mini 
meals at night: one 
around 4 p.m. and 
one at 7:30 or 8 after 
sports. But they want 
something healthier 
than chips and soda — not 
diet, but better-for-
you. And they’re 
much more adventur-
ous in terms of flavor.”

Yes, dips are hot, 
agrees Ken Kunze, 
chief marketing officer at White 
Plains, N.Y.-based Sabra Dipping 
Company (www.sabra.com). “But 

we’re at a criti-
cal phase in the 
development of 
this category,” he 
notes. To contin-
ue growth, house-
hold penetration 
and frequency of 
use must increase, 
he says. 

“With inconsist-
ent category defi-
nitions and shelv-
ing, we haven’t 
made it easy for 
shoppers to find 
and try these on-
trend products,” 
Kunze explains. 

According to a 
recent survey by 

Acosta Marketing Group, a majority 
of shoppers want to see fresh hum-
mus, salsa, guacamole, Greek yogurt-
based dips and other premium dips 
and spreads merchandised together 
in the deli department — a step some 
retailers have yet to take. “Whether 
consumers seeking hummus discover 
fresh guacamole or those seeking 
fresh salsa discover a new flavor of 

hummus, this approach will drive 
velocity and increase awareness of a 
range of products,” says Kunze.

Consumers would also 
like retailers to share 

ideas and informa-
tion about healthy 

snacks. “In our 
focus groups, 
the one word 
we heard a lot 
was ‘help,’” says 
Altman, who 

thinks the meal 
deal concept could 

work well in snacks, 
too. “Consumers might 

not think of pair-
ing pretzel sticks 
with guacamole, 
but if retailers 
put the products 
together for them 

in a display or deal, they might give it 
a try.” And don’t forget to tap the ex-
pertise of often-underutilized store 
dietitians.

Another key to continued growth 
is new flavors, particularly bolder, 
“high intensity” options such as 
chipotle and jalapeno as well as 
fruit-based flavors, says Lacey Wer-
ner, associate category manager at 
Beaverton, Ore.-based Reser’s Fine 
Foods (www.resers.com). The com-
pany recently added Peach Mango 
and Fire Roasted varieties to its Baja 
Café salsa lineup. Sabra, meanwhile, 
added Mango Peach and Roasted 
Garlic varieties to its salsa collection 
earlier this year.

But salsa makers aren’t the only 
ones turning up the heat. Northfield, 
Ill.-based Kraft recently rolled out a 
Spicy Jalapeno variety of its Phila-
delphia brand cream cheese spread 
(www.creamcheese.com), while 
Cedar’s Mediterranean Foods (www.
cedarsfoods.com), Ward Hill, Mass., 
expects to add both Red Pepper 
Lentil and Chipotle flavors to its all-
natural hummus lineup (now Non-
GMO Project Verified and Certified 
Gluten-Free) later this year. Also 
new this year: alternate bean-based 
flavors such as Edamame that offer 
seasoned hummus consumers some-
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DiPs & sPrEaDs
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended April 21, 2013, according to IRI, the Chicago-based 
market research firm. Percent change is versus the same period a year ago. 

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
DIPS  $148,129,200   1.7   54,261,900   1.5   45,692,870   0.2 
Private Label   $26,896,160   4.2   9,443,114   4.9   8,568,404   4.4 
Marzetti   $17,955,370   (8.5)  5,170,002   (8.1)  4,520,114   (9.4)
Dean’s   $13,993,100   (3.4)  7,785,202   (3.7)  7,001,433   (3.4)
Heluva Good   $12,433,090   2.1   6,305,461   4.1   5,217,361   4.2 
Wholly Guacamole   $12,199,630   6.9   3,144,816   12.1   2,163,601   7.7 
Sabra   $4,685,377   240.5   1,277,063   234.3   739,653   260.3 
Yucatan   $3,946,140   35.0   958,249   38.4   799,321   38.1 
Wholly Guacamole Classic   $3,438,604   9.0   1,148,479   21.4   692,159   16.8 
Kraft   $2,756,528   (1.9)  1,327,254   (0.8)  1,149,509   (0.0)
Calavo   $2,530,572   1.9   615,475   6.9   455,225   (0.1)

FLAVORED SPREADS  $136,553,500   17.1   38,572,930   16.9   25,548,340   18.2 
Sabra   $84,455,920   21.8   22,237,140   23.2   15,596,810   24.0 
Private Label   $11,081,190   12.3   3,614,542   13.4   2,429,868   9.4 
Tribe   $11,044,240   (0.2)  3,626,143   (3.6)  1,993,039   (2.2)
Kraft (Athenos)   $8,933,550   6.9   2,801,123   8.5   1,456,736   7.6 
Cedar’s   $6,294,255   0.3   1,953,694   6.4   1,313,996   5.2 
Garden Fresh Gourmet   $2,686,596   12.4   849,908   11.4   583,477   22.4 
Joseph’s Fine Foods   $2,343,170   22.3   732,947   23.4   497,300   22.7 
Tryst (Eat Well Enjoy Life)   $2,272,931   97.6   546,430   103.2   367,850   115.9 

thing a little different — and spur 
trial among non-users of hummus. 

Cedar’s is also expanding its T.G.I. 
Friday’s lineup, which debuted last 
fall with the introduction of six 
Greek yogurt-based dips in “restau-
rant-inspired” flavors such as Jalap-
eno Artichoke, Buffalo Blue Cheese 
and Loaded Baked Potato, according 
to director of marketing Aimee Tsa-
kirellis and vp of sales Dominick Fro-
cione. Additions to the line include 
T.G.I. Friday’s hummus in Buffalo, 
Wasabi and Bourbon BBQ flavors; 
bruschetta and snack packs featuring 
pita chips with either Greek yogurt-
based Spinach Dip or Roasted Red 
Pepper hummus. Another licensee, 
Buena Park, Calif.-based Fresh Food 
Concepts (www.ffci.us) will produce 
T.G.I. Friday’s salsa and layer dips.

soUTHErn FLaVors HoT
Southern flavors are also hot, says 
Frocione, prompting the company’s 
recent partnership with the Roswell 
Food Group, maker of Jeff Foxwor-
thy’s Southern Creations brand Grit 
Chips. Expected to debut later this 
year, the line will offer several South-
ern-style dips and spreads, including a 
spinach dip made with collard greens 

and hummus made with black-eyed 
peas rather than chick peas.

Fresherized Foods is also ex-
perimenting with Southern flavors, 
says Altman, citing its new Wholly 
Southwestern Style Salsa. More of a 
bean dip than a salsa, the avocado-
black bean hybrid also features corn 
and cilantro. “It’s a black-eyed pea-
type product — I believe they call it 
‘Texas caviar’ — and focus groups 
just loved it,” she says.

Another new Wholly combination 
is avocado and ranch guacamole, 
which builds on the latter’s popular-
ity among kids in particular. Mixed 
with avocado, “Our non-dairy, kosher 
product offers the flavor of ranch 
without all the fat and calories,” says 
Altman. Both Avocado Ranch and 
plain Avocado (which differs from 
guacamole) were recently added to 
Wholly’s 100-calorie snack-pack 
lineup, which includes single-serving, 
2-ounce packets in three- or six-
count packages. “Portion control 
is huge,” says Altman. “In fact, the 
snack-pack line, which also includes 
Classic and Spicy Guacamole, has 
become our No. 2 SKU.”

Sabra is also expanding its single-
serve offerings, adding its first salsa 

and tortilla chip snack-pack earlier 
this year, says Kunze.

At the other end of the flavor spec-
trum, a handful of manufacturers are 
also rolling out sweet varieties that 
serve as fruit dips, bagel spreads and 
pretzel dips (for the growing number 
of consumers who like to combine 
salty and sweet). Columbus-based T. 
Marzetti (www.marzetti.com) was 
one of the first to jump on the trend, 
rolling out two flavors of Otria Greek 
Yogurt Fruit Dip earlier this year: 
Sweet Vanilla Cinnamon and Mixed 
Berry Medley, according to director 
of marketing Mary Beth Cowardin. 
More recently, Kraft launched a five-
flavor line called Philadelphia Snack 
Delights that combines reduced-fat 
Philadelphia cream cheese with 
chocolate and other flavors.

ProMoTE DUaL UsEs
While proper merchandising and 
new flavors are critical to category 
growth, manufacturers say expanded 
usage is also important. “We started 
marketing our dips and spreads as 
products that can easily be incorpo-
rated into a recipe as well as be the 
star of the show,” says Reser’s Wer-
ner. “Tahini and many Greek yogurt-

based dips make great 
sandwich spreads; as an 
added bonus, they don’t 
make bread and tortillas 
soggy like mayonnaise 
does.”

Other manufacturers 
are developing products 
designed specifically 
for alternate uses. This 
summer, Taunton, Mass.-
based Tribe Mediterrane-
an Foods (www.tribehum 
mus.com) will launch 
Extra Smooth Classic 
Hummus made with extra 
tahini for a richer taste. 
Targeted at “the ulti-
mate hummus lover,” the 
super-creamy product is 
designed for spreading as 
well as dipping, making it 
ideal for burgers and sand-
wiches, bagels, even pizza, 
says the company. n
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FROZEN SEAFOOD 
NETS 3.4% GAIN
a slew of new value-added options, featuring on-trend 
flavors (think southern!) and better-for-you attri-
butes such as gluten-free, are keeping the category 
ship-shape.

BY DEnisE LEaTHErs

During the 12 weeks ended April 21, frozen 
seafood sales in supermarkets, drugstores, 
mass merchants, military commissar-

ies and select club and dollar stores combined 
topped $1.11 billion, a 3.4% increase compared 
with the same period a year ago, according to 
Chicago-based market research firm IRI. The 
story was much the same in the refrigerated 
segment where sales jumped 3.3% to $117.47 
million. In both categories, unit sales rose 2.3%. 
But, while frozen seafood volume shot up 5.0%, 
refrigerated volume edged up just 0.5%.

According to a January 2013 IRI analysis, dol-
lar growth in both the frozen and refrigerated 
categories is being driven by a jump in base sales 
linked to increased shelf space for new items and 
improved base dollar velocity. In fact, reports 
IRI, less reliance on promotions actually created a de-
crease in incremental sales, particularly in the cooked 
shrimp segment, which also saw base sales decline.

FrEQUEnCY nEEDs HELP
Despite the good results overall, an October 2012 report 
from London-based Mintel reveals frequency of sea-
food consumption remains low 
compared with other proteins. 
Although 86% of survey re-
spondents said they eat frozen 
and refrigerated fish, only 16% 
eat it at least once a week — of-
ten because of a doctor’s recom-
mendation. Part of the problem 
is consumers’ lack of confidence 
in their ability to cook seafood 
at home. As a result, 70% of 
those who buy fish admit they 
often choose the same type over 
and over again, though 43% 
would like to try new species. 
Not surprisingly, 44% said they 
prefer to buy fish that’s ready to 
cook/oven-ready.

“One way for manufacturers to encourage and 
increase consumption is to provide pre-cooked alterna-
tives that would require minimal preparation on the 
consumer’s part,” says Mintel.

Clearly, manufacturers are taking that advice to heart, 
rolling out a slew of value-added frozen and refriger-
ated seafood options recently. The latest comes from 
Baltimore-based Phillips Foods (www.phillipsfoods.
com), which just debuted the first of several refrigerated 
items under its new Phillips to Go label. Both Maryland 

Crab Cakes 
and Crab Cake 
Minis help 
meet growing 
demand for 
ready-to-heat 
and -eat sea-
food at retail, 
says vp of 
marketing and 
strategic devel-
opment Caro-
line Tippett. 
Positioned as 
a quality, at-
home alterna-
tive to Phillips 
restaurant 
fare, the fresh, 
never-frozen 

collection also taps into seafood shoppers’ desire for 
fresh, she adds. A February report from New York-based 
Nielsen revealed fresh seafood volume jumped 8% in 
2012, while Mintel’s analysis found freshness is the most 
important factor consumers consider when selecting 
fish, followed by appearance and price.

Local preferences are also important, but Tippett 
says they tend to vary widely by 
region, prompting Phillips to 
develop several items for spe-
cific markets. Among the first 
to hit the shelves: Pacific Coast 
Crab Cakes made with Dunge-
ness crab (West Coast), Steamer 
Soft Shell Clams (Northeast), 
and Buffalo Shrimp Dip (vari-
ous markets outside the Mid-
Atlantic).

Another company jumping 
on the value-added trend in 
a big way is Pasadena, Calif.-
based Yihe Seafood (www.
yiheseafood.com), which 
recently debuted a line of 
microwaveable single-serve 

One of several seafood manufacturers to 
cross over into the frozen snack segment, 
SeaPak recently debuted Shrimp Spring 
Rolls with sweet Thai chili dipping sauce.

Not just for consumers with celiac disease, 
Starfish Gluten-Free Fish Sticks from Pacific 
Seafood — the company’s eighth gluten-
free offering — enjoy broad appeal.
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seafood entrees. Offered under the 
Oceanside Eclipse label, every item 
in the five-SKU Oceanside Cuisine 
collection includes a 2-ounce, whole 
muscle seafood filet — a category 
first, according 
to the company. 
In addition, the 
meals steam-
cook in a pat-
ented two-bowl 
StrataPack that 
promotes more 
even cook-
ing and keeps 
protein and 
starch separate 
from sauce, says 
director of sales 
and operations 
John Hanson. 
This lets con-
sumers add as 
much or as little 
sauce as they 
want.

Although 
Yihe is known 
primarily for 
packaged raw 
seafood, “A lot 
of people are intimidated by the 
prospect of preparing raw fish,” says 
Hanson. “We decided to help them 
overcome their fear with a value-
added line that cooks perfectly every 
time.” The collection includes Green 
Curry Tilapia, Creole Style Swai, 
Asian Style Salmon, Italian Par-
mesan Salmon, and Creamy Dill & 
Lemon Salmon.

soUTHErn sTYLE
New Orleans-based New Orleans 
Fish House (www.nofh.com) also of-
fers a line of frozen single-serve sea-
food entrees, but its offerings feature 
a Cajun twist, says Mike Ketchum, 
director of retail accounts. “South-
ern cuisine out of New Orleans is a 
big trend. You just don’t find those 
bold flavors anywhere else,” he 
explains. Offered under the Emeril’s 
Creole Classics brand name, the line 
also gets a big boost from its celebri-

ty chef namesake. While restaurant 
brands remain popular, says Ketch-
um, brands connected to celebrity 
chefs are gaining favor because 
shoppers feel like they can relate on 

a more personal 
level to someone 
they’ve watched on 
TV or read about in 
magazines. “And in 
terms of consumer 
awareness, Emeril’s 
at the very top — 
right up there with 
Dr. Oz.”

Another com-
pany looking to tap 
the popularity of 
Southern flavors is 
Biloxi, Miss.-based 
Gulf Pride (www.
gulfprideshrimp.
com), which offers 
heat-and-serve 
Shrimp & Grits, 
Shrimp Gumbo 
and Shrimp Rotini. 
Available in both 
10-ounce single-
serve and 20-ounce 
“meal-for-two” 

sizes, the made-from-scratch entrees 
can be sold refrigerated or 
frozen, says the company.

Although its collec-
tion is designed for skil-
let cooking, Watsonville, 
Calif.-based International 
Frozen Foods also offers 
a line of Cajun-inspired 
meals, marketed under its 
Culinary Delights (www.culinaryde 
lightsgourmetmeals.com) label. 
However, the company recently 
transitioned three varieties to glu-
ten-free: Shrimp & Sausage Jamba-
laya, Shrimp Creole and Creole Style 
Paella. “We think this segment has 
great growth potential,” says Moe 
Cheramie, vp of sales and market-
ing. He cites multiple requests from 
both consumers and retailers for 
more gluten-free options.

Bob Leavengood, national director 
of sales at Clackamas, Ore.-based Pa-

cific Seafood Group (www.star-fish.
com), couldn’t agree more. “Approxi-
mately 1% of the U.S. population has 
already been diagnosed with celiac 
disease, and that figure is expected 
to expand tenfold over the next 
five years or so,” he reports. But a 
significantly higher number of non-
celiac consumers — as many as 23% 
— are choosing gluten-free foods for 
other reasons. To help meet growing 
demand, Pacific Seafood just de-
buted its seventh and eighth Starfish 
brand oven-ready gluten-free items: 
Parmesan-Encrusted Cod and Fish 
Sticks. “This is definitely more than 
a trend,” says Leavengood. “Gluten-
free is here to stay.” 

ULTiMaTE sHriMP BUrGEr
In addition to its gluten-free offer-
ings, Pacific Seafood is also readying 
its new Ultimate Shrimp Burger for 
a late summer rollout. Although sea-
food burgers have been very popular 
in recent years, its version is the first 
made with whole Vannamei white 
shrimp. And unlike most burgers, 
the par-fried, panko-breaded prod-
uct contains no fillers, so every bite 
contains whole shrimp. “We didn’t 
want to offer another me-too prod-

uct,” says Leavengood, citing grow-
ing demand for higher-quality frozen 
seafood that’s still easy to prepare.

While oven- and microwave-ready 
complete seafood meals are gain-
ing steam, some consumers don’t 
need quite as much help in the 
kitchen. For shoppers who still want 
to feel like they “cooked” for their 
families, manufacturers are rolling 
out convenient, value-added items 
that make meal preparation a little 
easier — but don’t do all the work. 
For example, Bedford, Nova Scotia-

Designed to meet growing 
demand for restaurant-quality 
chilled seafood entrees, the 
new Phillips to Go line includes 
Maryland Crab Cakes and Crab 
Cake Minis.

IRI says increased shelf 
space for new items and 
higher base dollar velocity 
are driving seafood sales.
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based Clearwater Seafoods (www.clearwater.ca) recently 
debuted frozen Scallops & Sauce that can be added to 
pasta or salads or served alongside steak, chicken or fish. 

Gloucester, Mass.-based Gorton’s (www.gortons.com) 
takes a similar approach with its new Skillet 
Crisp Shrimp, the third SKU in a line that 
already includes a pair of tilapia fillets. “Cre-
ate a delicious and nutritious meal in just 15 
minutes,” says the company on its Web site. 
“Simply add your favorite sides.”

Gorton’s also offers a line of seafood snacks 
that spotlights the protein’s migration into one of the 
hottest categories in the supermarket. Snack-its Fish 
Bites come in Original and Tortilla Crunch varieties 
while Shrimp 
Bites are available 
in Original and 
Buffalo Shrimp 
flavors.

St. Simon’s 
Island, Ga.-based 
SeaPak Shrimp 
& Seafood Co. 
(www.seapak.com) 
is also dipping its 
foot into the snack 
segment, debut-
ing Shrimp Spring 
Rolls earlier this 
year. Handmade 
with tender 
shrimp and crisp 
vegetables inside a 
delicate wrapper, 
the ready-to-bake 
snacks come with 
a packet of sweet 
Thai chili dipping 
sauce. Building on 
the success of its 
Popcorn Shrimp, 
SeaPak also rolled 
out Popcorn 
Fish that can be 
used for meals or 
snacking.

On the refriger-
ated side, Seachill 
(www.thesaucy 
fishco.com), a 
leading U.K.-based 
chilled seafood 
provider, recently 
debuted The Saucy 
Fish Co. Salmon 

Fillets with Chili Lime and Ginger Dressing — a best 
seller “across the pond.” While consumers want fresh 
fish, “they’re also looking for...options that are easy to 
prepare with no mess,” says sales and marketing direc-

tor Simon Smith. He adds that fun, accessible packaging 
removes “the intimidation factor” often associated with 
fresh fish preparation. n

sEaFooD
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended April 21, 2013, according to IRI, the Chicago-based 
market research firm. Percent change is versus the same period a year ago. 

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG

FROZEN SEAFOOD  $1,108,861,000   3.4   161,607,500   2.3   209,489,600   5.0

FISH/SEAFOOD  $635,282,400   4.0   100,503,000   1.4   143,831,800   5.6 
Private Label   $145,757,500   5.1   23,276,240   13.7   29,494,580   12.3 
Gorton’s   $105,470,900   3.8   22,648,060   (0.4)  23,350,250   0.7 
Pinnacle Foods   $48,973,200   (2.2)  11,436,910   (2.9)  14,287,540   (0.4)
Fishin Co.   $41,956,000   5.9   4,942,128   (3.0)  13,380,670   3.8 
Beaver Street Fisheries   $38,631,200   20.7   4,615,173   14.6   11,103,190   17.9 
Odyssey Enterprises   $27,959,080   (6.2)  2,376,883   (11.0)  5,247,873   (8.4)
High Liner Foods   $22,835,900   8.8   3,817,599   15.6   5,853,059   9.0 
Atlantic Trading Co.   $15,338,760   31.3   835,587   44.3   2,252,717   46.2 
Great American Seafood   $13,653,640   (1.3)  1,724,364   2.2   3,631,501   7.0 
Quirch Foods   $13,554,370   92.4   1,674,920   84.5   4,499,831   98.8

SHRIMP  $473,578,800   2.7   61,104,540   3.7   65,657,800   3.7 
Private Label  $259,797,500   1.5   33,503,610   5.3   35,453,800   3.9 
Rich-SeaPak  $40,446,540   2.7   6,039,508   (1.7)  6,837,155   1.0 
National Fish & Seafood  $21,063,030   (4.1)  3,480,292   9.2   3,009,046   (4.8)
Aqua Star  $17,945,740   73.1   2,714,821   90.8   2,622,138   76.0 
Beaver Street Fisheries  $13,866,190   21.5   1,914,271   10.9   2,098,923   22.6 
Gorton’s  $12,295,670   (16.8)  2,257,164   (19.1)  1,691,916   (19.0)
Tampa Bay Fisheries  $12,193,360   (11.1)  664,033   (16.1)  959,897   (22.5)
Maple Leaf  $8,397,131   77.0   540,551   79.2   1,045,218   79.4 
Tastee Choice  $7,797,908   (24.5)  929,616   (18.6)  1,006,744   (18.9)
Chicken of the Sea  $7,330,583   42.2   1,223,687   73.2   1,054,533   52.7 

RFG SEAFOOD  $117,472,000   3.3   24,032,260   2.3   15,926,080   0.5 
Private Label   $17,685,860   4.4   3,871,121   2.6   2,263,088   (4.3)
Trans Ocean   $11,175,380   (5.7)  4,216,702   (5.2)  2,394,982   (9.0)
Louis Kemp Crab Delight   $6,303,774   20.1   2,621,932   22.7   1,871,983   23.9 
Vita   $5,355,002   (14.6)  934,912   (16.4)  742,463   (13.4)
Acme   $4,336,311   10.2   592,955   18.4   374,480   13.6 
Echo Falls   $4,286,263   11.7   606,900   12.2   155,795   9.9 
Paramount Reserve   $3,314,353   9.3   289,074   8.9   287,838   1.6 
Chicken of the Sea   $3,058,395   (23.5)  248,621   (18.2)  187,451   (28.1)
Dockside Classics   $2,991,754   23.8   451,594   30.5   336,629   30.3
Hilton   $2,549,457   31.1   379,195   20.1   244,605   29.2 

Although 86% of survey respondents 
said they eat frozen and refrigerated 
fish, only 16% eat it at least once a week.



40 www.frbuyer.com  JUnE 2013

sPoTLiGHT: HisPaniC FooDs

MUY CALIENTE
a growing Hispanic population combined with 
increased demand for bolder, spicier varieties of every-
thing from hot dogs to cream cheese make Mexican 
one of the hottest cuisines in the supermarket.

BY DEnisE LEaTHErs

The United States market for Hispanic foods 
topped $8 billion in 2012, a 3% increase over 
the previous year. But according to a January 

report from Rockville, Md.-based market research firm 
Packaged Facts, growth is expected to speed up consid-
erably in the next five years, with sales likely to reach 
nearly $11 billion by 2017, an increase of 31%.

The burgeoning number of Hispanics — already 16% of 
the total U.S. population but expected to represent 30% 
by 2050 — is one important driver. While nearly 73% of 
Americans surveyed said they use Mexican foods, usage 
rates among Hispanics jumped to 84%. A similar study by 
Chicago-based market research firm IRI found “Mexican 
foods” were the fourth most common food or beverage in 
the Hispanic Walmart shopper’s basket, and those items 
were purchased at a rate 139% higher than among non-
Hispanic Walmart shoppers.   

CHaLLEnGE For FroZEn
The challenge for manufacturers of frozen Mexican 
foods in particular is that only 46% of Hispanics (vs. 

59% of non-Hispanics) use frozen foods as the basis of a 
meal, although 42% will include them as part of a meal, 
according to a 2012 study by Univision. However, as His-
panics become more accultur-
ated, that number is expected 
to grow.

But Hispanics aren’t the only 
consumers who purchase Mexi-
can foods,  many of which have 
achieved mainstream status. 
In fact, reports Packaged Facts, 
tortillas outsell staples like 
pasta and hamburgers, and salsa 
sales are nearly double that of 
ketchup. “(Non-Hispanics) have 

become prime consumers of Hispanic foods and bever-
ages,” says the company. And they’re hungry for more. 
“Mainstream marketers are trying to keep up, with eve-
ryone from Hot 
Pockets to Amy’s 
creating their 
own Mexican fla-
vors to help meet 
demand.”

With main-
stream manufac-
turers now seek-
ing a share of the 
Hispanic market-
place, dedicated 
Mexican food 
companies are 
stepping up their 
game, focusing on 
more convenient, 
better-for-you 
products and 
new flavors that 
appeal to both 
Hispanic and 
non-Hispanic 
consumers.

Houston-based Windsor Foods (www.joseole.com), 
maker of the José Olé lineup, is among them. The com-
pany rolled its Nacho Bites out nationally in April, giving 
consumers an easy way to enjoy a top-10 menu item 
at home, according to associate brand manager Anne 

Nelson. “Nachos are familiar to consumers but 
unique to the frozen snack category,” she ex-
plains. “The addition of jalapenos to the crunchy, 
cheesy combination elevates the snack further 
and delivers against the growing demand for 
spicy.”

Already one of the Hispanic food category’s 
biggest winners (sales were up 91.9% across 

channels during the 12 weeks ended April 21), San Die-
go-based Circle Foods (www.circlefoods.com) is putting 
the final touches on a new addition to its TortillaLand 

refrigerated tortilla collec-
tion. Made with “5 simple 
ingredients,” the line is already 
known as a fresher, restaurant-
quality alternative to shelf-
stable tortillas. 

But according to director 
of marketing Charlene Rich-
ardson, consumers want even 
healthier options, a sentiment 
echoed by Packaged Facts in 
an earlier report that high-

The burgeoning number of Hispanics — 
already 16% of the total population but 
expected to represent 30% by 2050 — 
is one important driver.

El Monterey adds an eighth 
variety, Cheesy Pepper Jack Corn, 
to its frozen taquitos lineup, 
now packaged in boxes with two 
separate bags inside.

Kraft’s Philadelphia Cream Cheese 
is now available in Jalapeno flavor.
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lighted the prevalence of obesity 
and obesity-related health problems 
among Mexicans. So it created Oh-
Mega 3!, an uncooked tortilla with 
720 mg of Omega 3 from chia and 
flaxseed — plus oats. Low in sodium 
and cholesterol-free, the new addition 
also contains 0 grams of saturated fat 
and 0 grams of trans fat.

“It’s unlike anything on the mar-
ket, more innovative than even whole 
wheat tortillas,” says Richardson, who 
expects the product to debut this fall.

ConsUMErs WanT VariETY
While better-for-you is important, 
Dinuba, Calif.-based Ruiz Foods 
(www.elmonterey.com), maker of 
the El Monterey brand, is focusing 
its efforts on expanded variety. A 
recent study revealed that Mexican food remains the 
most popular ethnic food in the country, and demand is 
growing for products with different heat levels and fla-

vors, according to president and CEO Rachel Cullen. For 
its part, the company just rolled out an eighth flavor of 
its frozen taquitos: Cheesy Pepper Jack Corn, the line’s 
first meat-free offering.

At the same time, Ruiz is transitioning its entire 
taquito lineup from 16-count resealable bags to boxes 

that contain 
two 12- or 
14-count 
bags “for 
easy por-
tion control 
and freezer 
storage.” 
Ruiz is also 
moving its 
mini chimis 
to two-bag 
boxes.  De-
spite rising 
commodity 
costs, the 

boxed products carry the same price per ounce as the 
old bags.

Pittsburgh-based H.J. Heinz (www.delimex.com) is 

also expanding its taquitos lineup, 
adding two new flavors under its 
Delimex brand. Believed to be the 
first of their kind, its Apple Cinna-
mon and Cherry Taquitos can also be 
eaten for breakfast or dessert, helping 
extend the product’s usage into other 
day parts.

Chino, Calif.-based MegaMex 
Foods (www.megamex.com), a joint 
venture between Hormel and Her-
dez del Fuerte, is also chasing the 
breakfast crowd with a line of frozen 
breakfast burritos. Offered under the 
Don Miguel brand, the line includes 
five varieties made with scrambled 
eggs, real cheese and hand-stretched 
tortillas.

Boulder, Colo.-based EVOL Foods 
(www.evolfoods.com), maker of natu-

ral and organic frozen meals and snacks, is out to deliver 
a more nutritious product. In February, it announced a 
makeover of its Classic Burrito lineup, now with more 

organic ingredients, less sodium 
and fewer calories. The product 
also went from 8 to 6 ounces, 
“offering a more nutritional and 
balanced meal for consumers,” 
says the company.

EVOL also rolled out two new 
burrito product lines. The Plus collection includes a 
packet of guacamole that thaws in water while the burri-
to is being heated 
so consumers 
can enjoy “a more 
premium eating 
experience.” 

Meanwhile, a 
trio of new dairy- 
and gluten-free 
burritos opens 
the product up 
to consumers 
with food allergies and sensitivities. According to a new 
report from MarketsandMarkets, the gluten-free busi-
ness is expected to reach $6.2 billion worldwide by 2018, 
though North America represents nearly 60% of the 
global marketplace.

Other recent new frozen and refrigerated offerings 
with Latin flair include: Kraft Foods’ Philadelphia Spicy 
Jalapeno Cream Cheese and Oscar Mayer Jalapeno Bo-
logna, Schwan’s Red Baron Mexican Style Pizza, Tyson’s 
Any’tizer Mango Habanero Boneless Chicken Wyngz 
and Talenti’s Argentine Caramel Gelato (a different 
twist on dulce de leche). n

Mexican food remains the most popular ethnic 
food in the country, and demand is growing for 
products with different heat levels and flavors.

‘Everyone from Hot 
Pockets to Amy’s is 
creating their own 
Mexican flavors to 
help meet demand.’

TortillaLand will debut its new 
Oh-Mega 3! tortillas with chia, 
flaxseed and oats this fall.

After a successful test, José Olé 
Chicken & Cheese Nacho Bites are 
going into full national distribution.
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ManY HisPaniC BranDs GroWinG FasTEr
Many Hispanic brands are growing at a faster rate than their subcategories as a whole, giving them larger shares of 
even “mainstream” segments like frozen appetizers and refrigerated pudding, according to a recent report from 
Rockville, Md.-based Packaged Facts. In fact, says the report, Hispanic brands now make up almost 18% of the frozen 
hand-held entrees (non-breakfast) subcategory. Here’s a look at how some top-10 Mexican food brands in key frozen 
and refrigerated segments stacked up against the subcategory as whole during the 12 weeks ended April 21 (percent 
change is versus the same period a year ago), according to IRI.

sUBCaTEGorY $ saLEs % CHG UniT saLEs % CHG VoLUME % CHG
FZ HNDHLD ENTRS (NON-BRKFST)  $580,985,000   3.2   196,616,500   2.5   183,850,700   3.2 
el Monterey   $66,769,090   10.2   22,744,770   8.6   37,662,740   2.3 
José olé  $11,963,790   (6.5)  9,574,282   9.4   4,030,467   (10.7)

FZ aPPETiZErs/snaCK roLLs  $428,846,500   1.4   101,614,000   0.6   125,389,100   2.8 
Delimex   $30,166,790   4.3   4,488,862   4.1   9,294,666   4.7 
José olé   $16,935,670   5.5   3,412,368   8.6   4,726,042   10.8 
el Monterey   $16,207,500   (19.5)  2,718,246   (12.4)  4,269,743   (20.0)

RFG PDDNG/MSSE/GLTN/PRFTS  $164,978,600   (8.6)  74,902,470   4.8   77,560,540   (10.2)
Raymundo’s   $6,525,890   14.3   2,404,424   15.1   4,709,118   17.4 
Señor Rico   $3,525,383   5.6   5,044,383   (19.1)  2,295,151   (5.1)

rFG DiPs  $148,129,200   1.7   54,261,900   1.5   45,692,870   0.2 
Wholly Guacamole   $12,199,630   6.9   3,144,816   12.1   2,163,601   7.7
Yucatan   $3,946,140   35.0   958,249   38.4   799,321   38.1  
Wholly Guacamole Classic   $3,438,604   9.0   1,148,479   21.4   692,159   16.8 
Calavo   $2,530,572   1.9   615,475   6.9   455,225   (0.1)

RFG DOUGH (BREAD/ROLLS/BUN)  $97,739,520   6.2   44,340,140   6.5   25,654,570   10.5 
la Fe   $317,920   11.6   92,731   10.6   86,935   10.6 

RFG SAUCE/GRVY/MARINADE MIXES  $82,113,250   4.0   23,056,150   2.4   21,507,100   1.4 
la Mexicana   $5,072,015   18.0   1,749,267   3.0   2,012,967   13.8 
Casa Sanchez   $2,071,191   9.6   444,528   6.3   416,326   7.5

rFG naTUraL CrUMBLED CHEEsE  $80,587,350   3.0   22,351,740   1.7   8,857,205   3.5 
la Morenita   $3,216,765   12.5   908,828   6.0   831,181   13.4 

RFG HNDHLD NON-BRKFST ENTREES  $46,824,820   7.8   15,152,790   12.6   8,658,385   4.7 
Del Real   $1,113,649   29.2   160,268   25.6   300,503   25.6 

rFG GraTED CHEEsE  $37,515,860   10.9   11,163,670   8.5   5,973,357   8.0 
la Chona   $362,703   37.3   77,237   41.5   73,647   34.9 

rFG TorTiLLas  $28,357,570   (2.8)  14,001,050   (7.1)  15,630,320   (6.9)
Azteca   $7,875,760   (3.3)  4,418,299   (7.7)  3,188,791   (8.0)
Tortillaland   $2,602,151   91.9   862,596   111.5   1,406,981   108.7 
Cruz   $1,716,480   (3.4)  624,052   (7.7)  754,874   (7.6)
la Abuela   $1,299,694   0.4   656,124   2.6   869,033   1.9 
exquisita   $1,213,795   15.5   512,104   10.6   862,755   10.8 
Pepito   $818,647   (30.7)  306,336   (33.2)  568,456   (31.7)
Azteca Buena Vida   $527,616   (27.8)  239,253   (31.2)  191,514   (28.8)
Don Marcos   $519,179   (22.6)  319,055   (25.5)  295,801   (24.0)

RFG CAKES (NO SNACK/COFFEE CAKES)  $23,427,900   8.3   2,635,801   3.9   4,137,561   3.0 
Sabor Sensual   $136,635   13.1   10,686   19.3   16,030   19.3

iCE PoP noVELTiEs  $15,617,530   (27.4)  7,686,063   (25.9)  29,560,000   (23.2)
Tampico   $485,761   16.1   537,469   22.8   721,257   8.2 

rFG FrUiT nECTar  $3,262,135   (14.7)  1,170,129   (19.7)  74,113,100   (19.8)
Ssips Sabor latino   $110,910   14.1   63,446   14.0   4,060,525   14.0

FZ TorTiLLas  $961,585   16.6   331,233   8.4   455,957   9.5 
la Popular   $205,549   78.7   85,193   61.7   63,894   61.7 
Goya   $157,145   16.0   29,095   16.3   50,628   23.3 
lobo   $107,848   66.8   52,225   50.0   167,135   64.7
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LoGisTiCs

CoNTRollING 
LoGisTiCs $$$
Here’s advice from experts on what you need to know 
to keep your logistics spending in check and to elimi-
nate unwelcome surprises. 

What do you need to know about logistics when 
buying or selling frozen and refrigerated 
foods? And what are some things to watch 

out for? For advice, we asked Keith Mowery, director 
of transportation and logistics at United States Cold 
Storage (www.uscold.com) Voorhees, N.J., and Tony 
Lucarelli, exec vp of Henningsen Cold Storage (www.
henningsen.com), Hillsboro, Ore. 

What do buyers and manufacturers need 
to know about logistics when working 
with their vendor suppliers? 
Mowery: It is important for buyers to have an under-
standing of the main cost drivers for both warehousing 
and transportation providers. In the warehouse, labor 
is typically the biggest cost component. So anything a 
buyer can do to buy in quantities that minimize labor 

allows warehouse opera-
tors to provide services 
at a lower overall cost 
per case. This helps to 
keep down the price of 
the goods. An example of 
this would be to order in 
quantities that minimize 
case pick efforts. 

From a transportation 
perspective, if the selling 
company participates in 
a consolidation program 
with a set shipping sched-
ule, it is important to 
follow that schedule. This 

allows the order to ship on trucks that are better utilized, 
which keeps transportation costs down and also reduces 
trucks arriving at the buyer’s docks. 

Lucarelli: Logistics is becoming a more important and 
more visible part of the buying and selling process. It’s 
no longer just this product at that price — freight and 
warehousing are now part of the equation. 

On the manufacturer side, more sales personnel are 
getting their logistics people involved early in the pro-

cess. This allows an upfront analysis of the buyer’s deliv-
ery requirements and an understanding of the complete 
costs of the transaction. 

Third-party warehouses and carriers can provide their 
manufacturer partners with information on freight costs 
from the plant to the customer’s location, and the cost 
of warehousing if that is required. We’ll have a better 
indication of total costs, 
including all the services 
that are needed. In the 
past, manufacturers and 
their customers often just 
assumed a certain price 
per pound or per case. 
That can cause serious 
problems. 

Now, everyone is drill-
ing down deeper; they 
want to understand logis-
tics and its costs better. 
Buyers want their suppli-
ers to include freight and 
warehousing as a part of 
the total sales package, so there are no surprises. 

There’s a real trend toward readily available informa-
tion. Smart companies are working on this, and using 
their ability to have quick and reliable answers as a dif-
ferentiation tool. They can bring more to the table when 
they are selling their products if they have this informa-
tion at hand. 

What are some things to watch out for? 
Lucarelli: Buyers should understand the importance 
of order quantities and their impact on transportation 
costs. It can get tricky. Let’s say the manufacturer and 
the buyer negotiate a price on 30,000 cases of peas, all 
factored at truckload quantities. But if the buyer has five 
DCs, and 
one or two 
of them 
take rela-
tively small 
numbers 
of cases, 
some of the 
freight may 
have to go 
LTL. That 
will cost 
more on a per-unit basis. 

It can be an advantage to have collaborative ship-
ping of products from multiple vendors into the buyer’s 
facilities. Instead of four trucks each arriving with 
5,000-pound orders, one truck can arrive with 20,000 
pounds.  

Buying in quantities that 
minimize labor efforts in 
the warehouse gives you 
a lower overall cost per 
case, helping keep down 
the price of goods. 

Tony Lucarelli

Keith Mowery
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From the manufacturer’s standpoint, it’s also worth 
aggregating shipments from multiple suppliers into 
a consolidated warehouse facility that serves several 
plants. This can give them better pricing and program 
opportunities when it comes to warehouse services. 

Mowery: Try to avoid ordering in quantities that are 
not full layers or full pallets. This adds cost to the supply 
chain and may lead to pallets being built that are less 
than ideal to 
withstand the 
stress of ship-
ping on a trail-
er. Sometimes 
this could be 
as simple as 
not knowing the configuration of the individual prod-
uct’s pallet or having outdated information. Ordering in 
full layer quantities at a minimum leads to better utiliza-
tion of space and requires slightly less labor to pick than 
partial layer quantities. Buyers should ensure they have 
the current configuration of all products they are buying. 

Another common mistake is placing an order to 
deliver outside of the delivery window according to the 
shipping schedule. Again, this may be due to not having 
the most up to date schedule or not even being aware 
that there is a schedule. This causes extra customer 
service work for both the shipper and the 3PL if the 
shipper is utilizing a 3PL to manage warehousing and 
transportation. If buyers have some flexibility in receiv-
ing product in a two-day window rather than a specific 

day, this also helps 
control transporta-
tion cost. 

It’s best to mini-
mize rush orders 
as much as possible 
and allow orders to 

flow through the normal logistics process. Realize that 
there are many external factors that may be out of the 
delivering parties control that affect delivery, including 
weather, traffic, etc. Try to maintain good communica-
tion between all parties helps to minimize aggravation 
over late deliveries. n

‘Buyers want their suppliers to include freight 
and warehousing as a part of the total sales 
package, so there are no surprises.’
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GETTinG PErsonaL

PainT YoUr 
HEART OUT, TAMPA! 
Volunteers from the Frozen & refrigerated Foods of 
Central Florida association paint houses for the needy, 
and raise funds for Make-a-Wish. 

Each April for the past 17 years, 
members of the Frozen & 
Refrigerated Foods of Central 

Florida Association  have gathered 
early on a Saturday morning to paint 
someone’s house. 

But not just any house. The houses 
are selected by Paint Your Heart Out, 
Tampa (www.pyhot.org), a citywide 
charitable program that brings together 
teams of volunteers to paint the homes 
of low-income, elderly people. In the 
past 25 years, volunteers and sponsors 
have painted the homes of more than 
2,500 grateful homeowners. 

22 VoLUnTEErs
This year’s team of 22 food industry volunteers from the 
association was headed up by John Bottomley, senior 
director of retail merchandising for Sargento Foods. He 
has participated in the program for 20 years, 17 of them 
with FRFCF. 

On April 20, different teams throughout the city 
painted 90 homes. Besides FRFCF, teams this year in-
cluded Tampa Fire & Rescue, the Mayor’s Youth Corps, 
the Art Institute of Tampa and many other groups. Home 
Depot and other donors provide the paint and supplies, 
and homes are prepared before the teams actually show 
up with their paint brushes.  

“We like to start at 8 and finish by 3 to keep ahead of 

showers that may come in the afternoon,” Bottomley says. 
“When we arrive at the house, we assign duties like paint-
ing trim, scraping, or whatever needs to be done. People 
get going fast.” 

The volunteers, from companies including Unilever, 
Crossmark, Advantage, Sargento, Kraft, Jones Sausage, 
Acosta and more, often clean up yards, rewire light fix-
tures and fix screens before leaving. 

“What stays with me is the 
appreciation people have,” Bot-
tomley says. “One lady came 
out and embraced everybody, 
doing all she could to help 
us and also wanting to help 
others. It makes you realize 
how fragile things can be at 
times. We painted one gentle-
man’s house who had already 
been a volunteer. He had never 
thought he’d ever be the one 
getting his house painted. See-
ing things like that just makes 
you want to do it more.” 

The Tuesday after the house 
painting, the association was 

back at it again, this time holding its 23rd annual Make-
A-Wish Charity Golf Tournament at Reunion Resort in 
Orlando. 

$15,000 raisED
Retired pro golfer Trevor Consavage, the long-ball expert, 
was on hand for the event, letting people play after his 
first (very long) shot. Some $15,000 was raised for the 
charity, which grants wishes for children with life-threat-
ening conditions, according to Linda Lamberson, senior 
business manager at Acosta and president of FRFCF. Over 
the years, the association has raised more than $250,000 
for the Make-A-Wish Foundation. 

Lamberson explains that when children are critically 
ill, medical costs mount up and the family comes un-

der tremendous pres-
sure. “The kids can feel 
responsible, so it’s great 
to be able to send them 
to Disneyland with the 
whole family, for exam-
ple.”  

John Turner, director 
of center store merchan-
dising for Sweetbay, says 
he’s happy that money 
was raised for such a 
good cause. “The golf 
was a nice bonus, but it’s 
really all about helping 
the kids,” he notes. n 

—Warren Thayer
Here’s the industry team that met on the morning of April 20 to paint the house 
shown at left rear. 

Jim Whitford of Advantage Sales and 
Marketing Tampa and Marcie Aaron 
of The Marcella Group were among 
the volunteers. 
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