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(Or with H-E-B!) The family-owned
chain uses a local approach and
‘customer-centric’ PL to defend its turf.

You Provide the Store, We Provide the Sizzle.

AWARD WINNING COMPANY
FIRE ROASTED VEGETABLES • SKILLET MEALS • RICE DISHES •

PASTA BLENDS • COLD SALADS • SALSA • DIPS • HUMMUS • SOUPS

If your Store Brand is in need of unique hot items
or cold items, we have the answer: Fire Roasted
Mango Salsa, Flame Grilled Edamame or Asparagus
Basmati Rice Pilaf 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 WAY

AVOIDING
‘THE TRAP’
Low price is no panacea. First,
understand your shoppers.
BY WARREN THAYER

“D

that too many retailers and manufacturers put too much emphasis on
price and not enough on other points
of differentiation.
As quality and package sizes
shrank over the years to meet lower
price points, consumers came to distrust packaged frozen and refrigerated foods. More than a
few manufacturers get
that now, and quality
has improved. With
the help of programs
from the American
Frozen Food Institute and the National
Frozen & Refrigerated
Foods Association,
we may be starting
to improve consumer
perceptions. But it’s no quick fix.
Nielsen’s research shows that consumers are tightening their budgets
and, to save money on gasoline,
they’re driving less and making fewer
shopping trips. They’re also seeking
out deals, buying fewer things they
don’t need, eating out less often,
choosing less expensive alternatives
and using more coupons.
Hale notes that “Merchandising or
marketing messaging around convenient location, gas reward programs
and at-home consumption would
appear to be good levers to pull and
help shoppers cope to enable manufacturers and retailers to collaborate
and drive sales opportunities.

on’t get caught
in the trap that
all you need to promote
is low prices.”
That sentence, within
a PowerPoint deck
sent to me recently by
Todd Hale, senior vp of
consumer and shopper
insights at Nielsen, really got my attention.
Hale, a member of our editorial
advisory board and my personal guru
on all things consumer, made solid
points in his presentation, “Financial
Headwinds: How U.S. Households
are Coping with Increased Costs of
Living.”
Consumers are indeed facing headwinds — rising food prices, gas prices,
utility/energy bills, health care costs
and the payroll tax. Understanding how they are coping is crucial if
retailers and manufacturers are to
respond tactically and strategically.
Frozen and refrigerated foods have
some headwinds of their own. Unit
sales are hurting. The dinner/entrée
category, a key driver of frozen foods, EXAMINING CONSUMER
is losing household penetration as
RESPONSE
well as lift when it goes on promo“Examining consumer response at
tion. Consumers are shopping the
the income extremes illustrates how
perimeter more, cannibalizing sales
both low- and high-income consumof frozen and dairy departments.
ers compress their shopping trips
It can be tempting to “invest in
when prices rise. We also see similar
margin” and slash prices. What a
numbers of low- and high-income
unique concept! Never saw that in a
households seeking out deals when
supermarket flier before! I could go on they shop,” he says.
with this sarcasm for a very long time,
Shopper behavior, Hale points out,
but suffice it to say that the race to the varies considerably by demographic.
bottom runs down a slippery slope
He adds that knowing your shoppers
that has destroyed more chains (and
and how they are coping is critical to
manufacturers) than I can count.
adjusting your plans. I couldn’t agree
Is price important? Of course it
more.
is. I may be a mere trade magazine
editor, but I didn’t fall off the turnip
truck yesterday. If you aren’t competWarren Thayer, Editor
itive here, you may as well fold your
tent. But I’ve been saying for years
warren@frbuyer.com
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NEW PRODUCTS

Greek Yogurt-Based Dips
La Terra Fina (www.laterrafina.com), Union City,
Calif., debuts better-for-you Greek yogurt-based
refrigerated dips. Offered in
easy-to-ship and -stock
square containers
made from recycled PET bottles,
the gluten- and
nut-free dips
come in five flavors: Yellow Pepper
& Lentil, Caramelized
Onion, Kalamata Olive &
Spinach, Balsamic Beet & White
Bean, and Red Lentil Curry. Suggested retail price is
$4.99 for 10 ounces.
Turkey Sliders
Garner, N.C.-based Butterball (www.butterball.com)
rolls out Every
Day Turkey
Sliders made
with lean cuts
of seasoned
turkey and
cheese on
a miniature
sesame seed
bun. The “firstof-their kind”
frozen sliders
contain 40% less fat than beef sliders and are ideal
for small meals, after-school snacks and appetizers.
Ready to eat in 60 seconds, the fully cooked, individually wrapped mini-sandwiches come in four-count,
10-ounce packages. SRP is $5.29 to $6.99.
Frozen Bread Sticks
Clackamas, Ore.-based S.A. Piazza & Associates
(www.sapiazza.com) introduces frozen filled bread
sticks in three sweet and
savory flavors: Maple,
Cinnamon and Three
Cheese. Offered under
the Wild Mike’s brand,
the dual-ovenable graband-go snacks are ready
to eat in as little as two
minutes. Ideal for snacking, dessert or side dishes, the 1.5-ounce bread
sticks come in 10-count,
16-ounce packages with
a $4.99 SRP.
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Frozen Desserts
Pennsauken, N.J.based J&J Snack
Foods (www.
jjsnack.com)
pairs sorbet with
Greek frozen
yogurt to create
frozen desserts
under its Whole
Fruit brand.
Described by the company as a category first, the
low-fat, probiotic-rich “swirls” come in three flavors
— Raspberry, Strawberry and Mango — packed with
pieces of fruit. Each serving has 100 calories and
4 grams of protein and is a good source of calcium
and vitamin A. SRP is $3.99 to $4.49 for four resealable 4-ounce cups.
Specialty Cheese Slices
Monroe, Wis.-based Emmi
Roth USA (www.roth
cheese.com) adds slices
to its specialty cheese
lineup. Offered in resealable 6-ounce packages
to make the purchase
of unfamiliar specialty
cheeses less risky, Roth
Cheese slices come in
eight varieties: Grand
Cru Original, Van Gogh
Original Gouda, Van Gogh
Natural Smoked Gouda,
Original Havarti, Dill
Havarti, Horseradish Havarti, Jalapeño Havarti and
Peppadew Havarti. SRP is $4.49 to $5.99.
Greek Yogurt Dips
The Dannon Co.
(www.dannon.
com), White Plains,
N.Y., extends its
Oikos brand with
better-for-you
Greek yogurt-based
dips. Offered in
12-ounce containers, the proteinrich dips come in
French Onion, Roasted Red Pepper, Cucumber & Dill,
and Vegetable & Herb flavors. They have less than
half the calories and 80% less fat than traditional
dairy-based dips. Intended for the dairy dip section,
they’re expected to retail for around $2.99.

Mediterranean Veggie Burgers
Battle Creek, Mich.-based Kellogg’s adds frozen Mediterranean Chickpea Veggie Burgers to its MorningStar
Farms lineup (www.
morning
starfarms.
com).
Made with
chickpeas,
spinach
and roma
tomatoes,
the savory
meatless burgers contain 70% less fat than traditional
ground beef burgers, 110 calories and 10 grams of protein. The microwaveable patties come in four-count,
9.5-ounce packages with a $4.59 SRP.

Baked French Fries
Libertyville, Ill.-based Mr.
Dee’s (www.mr-dees.com)
introduces baked, neverfried frozen French fries
under the Dee Amoré Simply Baked brand. Made with
Pacific Northwest russet potatoes and a sprinkle of sea
salt, the all-natural crinklecut fries contain 90 calories
and less than 1 gram of fat
per serving — 89% less than
the leading national brand.
Ready to eat after about 25 minutes in the oven, the
preservative-free fries come in both 20-ounce retail and
5-pound club-size bags. SRPs are $3.49 to $3.69 and $6.49
to $6.99, respectively.

Refrigerated Pasta
Giovanni Rana (www.
giovannirana.com),
Oak Brook, Ill., debuts authentic Italian
refrigerated pastas.
Offered in unique
stand-up kraft-paper
pouches featuring a
transparent window
so consumers can
see inside, the collection consists of
14 varieties: Tortelloni Prosciutto, Ravioli Cheese Forte,
Ravioli Spinaci e Ricotta, Ravioli Chicken Rosemary,
Ravioli Artichoke, Ravioli Mushroom, Ravioli Caprese
Duet, Tortelloni Cheese Delicato, Ravioli Cheese Delicato, Tagliatelle, Fettuccine Paglia e Fieno, Oven-Ready
Lasagne Sheets, Gnocchi di Patate, and Spaghetti. SRP is
$4.99 to $5.99 for a standard 12-ounce bag and $7.99 to
$8.99 for a 22-ounce family-size package (select varieties only). The company also offers refrigerated sauces,
including Basil Pesto (7 ounces), Alfredo and Bolognese
(10 ounces) and Marinara (15 ounces). SRP is
$4.99 to $5.99.

Green Smoothie Kit
Phoenix-based Inventure
Foods adds a better-foryou “green” variety to its
Jamba at-home frozen
smoothie lineup (www.
jambajuice.com). Made
with green apples, mangoes, pineapples, kiwis,
bananas, broccoli, spinach
and spirulina, Jamba Green
Fusion features whole
pieces of fruit and vegetables rich in vitamins C, A,
D,E, K, B1 and B6. When blended with apple juice, each
8-ounce bag yields two 8-ounce, 120-calorie servings.
SRP is $2.99 to $3.49.

‘Heat ‘n Go’ Mac & Cheese
Blount Fine Foods (www.
blountfinefoods.com), Fall
River, Mass., expands its
Panera Bread lineup with
“heat ‘n go” Mac & Cheese.
Intended to give Panera fans a
new way to enjoy one of the restaurant’s most popular
dishes, the microwaveable product is offered in both
10- and 16-ounce cups.

Soy-Free Meatless Burgers
Toronto-based Sol Cuisine (www.solcuisine.com),
launches a pair of frozen soy-, wheat- and gluten-free
veggie burgers with
international
appeal. Also
low in fat
and NonGMO Project
verified, the
newcomers include
potato- and
pea-based Indian Aloo Tikki Burgers with a blend of
Masala spices, and crunchy Sprouted Quinoa Chia Burgers rich in essential amino acids and Omega 3s. They can
be prepared on the grill, in a skillet or in the microwave.
The kosher, halal burgers come in four-count, 10-ounce
boxes with a $5.29 SRP.
JULY 2013
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EXPRESS LANE

ON THE PHONE
WITH THE CEO
Richard W. Dreiling, chairman and CEO, Dollar General, in
June 4 conference call with securities analysts about the company’s first quarter: “Our new stores are continuing to deliver
strong performance that is exceeding our plans. In addition, we
remodeled or relocated 207 stores in the quarter, including 44
Dollar General Plus stores. The DG Plus
format is a great tool for relocations, and
we were driving higher baskets given the
expanded perishable assortment in those
stores. At the end of the first quarter,
we had 10,662 stores in 40 states, well
on our way to our next milestone of 11,000 stores… We’re very
pleased with the results of our cooler expansions for perishable
items. Most of our new stores are being built with 16 cooler doors,
and we plan to increase the number of coolers in approximately
1,700 existing stores. In the first quarter alone, we installed about
6,300 cooler doors in over 1,400 of those stores, or about 80% of
our target.”

W. Rodney McMullen, president and COO,
Kroger, in June 20 conference call about the
first quarter: “Over the last several years, we’ve upgraded our
position in the (Fort Wayne,
Indiana) market by investing
in new stores and remodels,
completing an acquisition
and making incremental investments in our people through

training and leadership development. As a result, we
have doubled our market share in Fort Wayne over
the last five years. We view this as a successful pilot
and are well underway with similar strategies in
several other markets… We continue to see impressive
growth in our Simple Truth and Simple Truth Organic brands. We are regularly adding new items. In fact,
we plan to launch 75 new items between now and the
end of this year.”
Rosalind Brewer, president and
CEO, Sam’s Club, during
Walmart first quarter conference call on May 16: “Fresh comp
sales were up low single-digits, with
strength in dairy and produce. Members responded positively to our new
pack-size innovation in certain frozen food items.
These items contain smaller bags within the main
pack, increasing convenience for our members.”
Lino Anthony Saputo, vice chairman and CEO,
Saputo, in June 5 earnings call: “We’re still extremely
excited about the (January 2013) Morningstar acquisition, which we’ve now renamed Dairy Foods
USA… I think there’s quite a bit of opportunity for us
to further develop that platform… If there are other
potential acquisitions
within that space, we’re
motivated to continue
growing that platform.” (Asked about the likelihood of finding synergistic
acquisitions within Dairy Foods USA, Saputo says): “I
think it’s very likely. In that space and in the categories
of product that Dairy Foods processes themselves,
you’ve got quite a few national competitors, as well as
some, and perhaps even more, regional players that
could really fit our platform and be a real nice tuck-in
business for us.”
Richard A. Galanti, CFO, Costco, in May 31 conference call: “In terms of expansion, as you’ll recall,
in the last two full fiscal years, in ’11 we opened 20
net new units. In ’12, 16. To date, for the first three
quarters this year, 19,
and our plans are to
open 9 in the (final)
quarter. That would
put us at 28 for the year. So, as compared to fiscal ‘12’s
expansion of about 3% in square footage growth, this
year’s 28 units, on a beginning base of 608 would be
about 4.5%.” (Of the 28 new units), “it would be 13 in
the U.S. and three in Canada (and the rest spread out
worldwide)… As of Q3 end, our total square footage
was 89.709 billion square feet, so again an increase of
about 4.5% year over year.” n

Custom Pizza Manufacturing
Since 1967

over 350,000,000
pizzas made…
& still counting

Refrigerated

•

Frozen

•

Service Deli

•

Private Label

For over 44 years S.A. Piazza has been
producing custom solutions for our
clients. We manufacture a full range of
frozen and refrigerated pizza products
for your deli and private label
programs—from value, to NBE
to premium tier. S.A. Piazza has the
experience and the creativity to help
you maximize the profits on your
private label pizza and deli programs.
Please contact us today to learn more
about how we can exceed your goals.
UNITED STATES

•

CANADA

•

CALL STEPHEN PIAZZA II direct at (503) 542-8459
15815 SE Piazza Avenue, Clackamas, OR 97015
ph. (503)657-3123 • fx. (503) 657-1784

www.sapiazza.com
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FASTEST
FROZEN

BY PETER PENGUIN
During the 12 weeks ended
May 19, sales of frozen foods in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined surpassed $12.19
billion, a 1.5% increase compared
with the same period a year
ago, according to Chicago-based market
research firm IRI. Units rose 0.6% to 3.60
billion, but volume fell 0.4% to 5.09 billion.
Volume sold with merchandising support
jumped 1.1 points to 38.6%.
For the 52 weeks ended May 19, dollars
were up 1.8% to $52.01 billion, but units
were flat at 15.43 billion and volume slipped
0.5% to 22.03 billion. Volume sold with
merchandising support expanded 1.1 points
to 38.7%.
Our chart shows the fastest-growing
frozen department subcategories, including
the leading brands, for the 12 weeks ended
May 19, 2013. Data is for the brands as
originally trademarked and may not include
line extensions. Only subcategories with at
least $1 million in sales during the period
are listed. Brands with less than $250,000 in
sales are not included.

F A C T O I D S

-21.5%

Dollar loss by cocktail mixes (to
$4,423,819), biggest by a frozen
subcategory with at least
$1 million in sales, thanks mostly
to a 20.2% decline by Bacardi,
which owns 95% of total sales.
The rest of the frozen juice
segment didn’t fare much better:
Dollars were down 9.7% across
10 subcategories.

59.2%

Percentage of ice pop novelties
volume sold with merchandising
support during the most recent
12 weeks, highest among frozen
subcategories with at least
$1 million in sales. Despite the
support, dollars tumbled 21.5%
to $30,783,510. The only gainers
among the top 10: Tampico and
Frootee Ice.
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COOKIE DOUGH
Pillsbury
Weight Watchers Smart Ones
Nestlé Tollhouse Ultimate
Gregory’s

$7,087,423 142.5
$3,103,494
*
$1,937,464 (11.6)
$1,218,817 50,160.4
$429,185 80.4

1,576,880 94.4 2,944,072 423.9
415,011
*
1,946,236
*
595,550 (11.2)
314,153 (11.2)
433,857 59,656.8
433,857 59,656.8
44,757
67.2
145,103 68.3

BREAKFAST HANDHELD
$237,872,400
26.3 48,461,540 21.0 54,184,890 21.9
Jimmy Dean
$95,997,210
12.8 14,009,870
6.5 22,562,410
12.3
Jimmy Dean Delights
$27,248,020 1,719.7
4,111,637 1,789.1
5,710,515 1,643.9
Kellogg’s Special K
$23,703,950
*
4,120,595
* 4,548,019
*
Odom’s Tennessee Pride
$15,386,850
12.6 2,856,566 18.0 3,494,707 12.6
Private Label
$12,780,090
3.2
3,747,565 45.2 3,254,709 (2.2)
Hot Pockets
$7,050,474
1.5
2,707,745 (10.6)
1,925,170
0.4
Tennessee Pride
$6,517,575
(9.9)
1,491,700
5.5
1,749,815 (11.0)
IHOP at Home
$5,975,896 383.2
1,150,171 280.6
1,249,349 399.3
Wght Wtchrs Smrt Ones Morning Express $5,241,579 (42.5)
1,923,109 (36.6)
997,852 (40.9)
Lean Pockets
$3,241,550 (17.6)
1,521,122 (25.2)
843,055 (16.1)
FROZEN YOGURT/TOFU
Private Label
Healthy Choice
Ben & Jerry’s
Ben & Jerry’s Froyo
Kemps
Wells’ Blue Bunny
So Delicious
Dreyer’s/Edy’s Slowchurned
Häagen-Dazs
Turkey Hill

$85,238,850
$14,772,330
$10,507,180
$7,613,034
$5,625,924
$5,489,543
$5,195,260
$3,939,507
$2,796,767
$2,367,416
$2,134,414

24.8
7.0
*
23.5
1.6
33.9
22.0
47.5
(37.7)
(18.6)
(8.5)

PRCSSE ALL OTHER PLTRY/POUL SUBS $1,267,480
Aidells
$487,701
Maple Leaf Farms
$335,945
Manchester Farms
$311,586

21.1
38.2
12.7
13.0

FRUIT
Private Label
Dole
Wyman’s
Townsend Farms
Sunrise Growers
Dole Ready Cut Fruit
Cascadian Farm
Goya
Well Pict
Welch’s

$217,385,400
$140,229,200
$29,278,200
$8,540,264
$7,439,094
$4,893,880
$4,500,347
$3,088,323
$3,060,708
$2,137,736
$1,921,267

23,785,540
30.1 49,461,300 12.9
4,963,416 10.0 15,416,350
5.0
3,279,467
* 2,823,487
*
2,229,705
17.6
2,039,791 26.0
1,478,933
2.0
1,478,933
2.0
1,442,175 34.6
4,375,053
36.1
1,304,729
24.1
4,566,551
24.1
765,924
47.8
765,924 47.8
694,092 (34.8) 2,087,822 (34.7)
595,570 (16.2)
521,124 (16.2)
676,807 (7.0) 2,030,422 (7.0)
162,997
81,803
33,863
28,019

18.6 49,079,340
18.9 32,569,050
4.5
5,658,221
22.0
1,557,038
41.6
871,292
366.8
956,193
2.3
941,330
11.1
805,435
8.4
1,233,737
22.1
238,936
156.7
476,759

18.9
34.8
4.5
2.1

181,138
61,352
25,815
32,170

22.2
34.8
4.9
17.3

12.6 69,451,830 17.8
14.5 42,190,300
17.3
(1.1) 10,816,390
9.2
16.3 2,654,870 25.3
44.1
2,613,876 44.1
164.5
1,538,513 382.4
(3.0)
1,991,928
2.4
7.7
461,180
7.3
6.4 1,099,507
7.0
8.9
1,194,680
8.9
111.7
403,398 113.9

DIPS
T.G.I. Friday’s

$4,022,429
$3,478,658

14.9
18.2

1,123,491
975,035

18.4
19.5

586,924
507,476

19.9
22.3

CARROTS
Private Label
Green Giant

$7,515,406
$4,262,128
$2,313,823

13.3
1.1
60.8

5,238,587
3,362,725
1,367,458

11.4
3.9
45.7

4,863,343
3,276,797
893,366

7.9
2.8
51.6

POT PIES
Marie Callender’s
Banquet
Stouffer’s
Atkins
Overhill Farms Boston Market
Willow Tree
Swanson
Amy’s
Blake’s
Private Label
BROCCOLI
Private Label
Birds Eye Steamfresh
Birds Eye

$124,997,000
$66,847,400
$41,460,910
$5,375,828
$3,196,376
$1,694,443
$1,511,636
$1,492,680
$1,353,876
$697,702
$315,484
$89,506,350
$42,592,770
$14,812,720
$10,119,960

13.2 75,985,810
11.9 50,108,540
9.7
6.2 22,099,830
7.6 24,730,780
5.3
24.9 47,912,640
19.8 20,961,780 19.8
3.0
1,907,304
5.4
1,521,383
5.8
*
857,462
*
482,322
*
47.7
629,243 63.8
629,243 63.8
18.9
300,571
17.0
407,236
13.8
(33.7)
1,542,823 (38.8)
674,985 (38.8)
1.5
376,330
(1.2)
177,601 (1.3)
18.4
142,926
13.8
187,804 16.8
(76.9)
37,271 (97.8)
86,199 (89.2)
11.6 48,072,240
12.5 24,996,900
3.1 8,948,320
18.5
3,334,567

8.6 48,957,020
7.6 26,463,710
2.8
6,984,107
3.9 5,418,084

10.0
13.4
3.2
16.7

higher.
higher.
higher.

How far do you want to grow?
See how Kellogg insights can give you a boost.
centerstoregrowth.com
®, ™, © 2013 Kellogg NA Co.
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Number of consecutive days
American Richard Rodriguez
rode the roller coaster at a
northern England amusement
park. Although he was allowed
5 minute breaks every hour,
he ate, drank and slept on the
coaster, completing nearly
8,000 rides covering more
than 6,300 miles.

11.8%

Dollar gain by frozen cookies
(to $108,311), one of the best
performances by a subcategory
too small to qualify for our list.
A 24.0% gain by Looka Patiserrie
combined with a strong showing by newcomer Unbakeables
helped offset a 14.6% loss by
top-seller private label.

-5.5%

Dollar loss by single-serve dinners/entrees (to $1,080,519,000),
the largest frozen subcategory
to see sales decline during the
most recent 12 weeks. Although
top-seller Stouffer’s posted a
12.1% gain, heavy-hitters Banquet
and Healthy Choice saw their
sales decline.

30%

Percentage of Americans who
admit running a red light at least
once a week, according to a USA
Today poll.

15

Number of top 20 frozen
department subcategories that
saw dollar sales climb during
the most recent 12 weeks. While
only five of the top 10 registered
gains, Nos. 11 through 20 were
all up.

57.4%

Dollar gain by private label pizza
crusts/dough, largest by a store
brand frozen. Despite the top
seller’s success, subcategory
sales fell 10.9% to $5,276,878,
thanks mostly to Freschetta’s
87.8% decline.

12 www.frbuyer.com
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Green Giant Valley Fresh Steamers
Green Giant
Pictsweet Deluxe
Pictsweet Deluxe Steamables
Birds Eye C&W
Hanover Gold Line
Pictsweet All Natural
CHILI
Skyline Chili
Gold Star Chili
Bueno
Chili Bowl
Dolores
Bueno Autumn Roast
PIES
Marie Callender’s
Edwards
Mrs. Smith’s
Sara Lee
Edwards Singles
Banquet
Claim Jumper Restaurant
Claim Jumper
Private Label
Plush Pippin Ultimate

$4,603,873
$3,251,251
$3,135,850
$1,172,709
$1,030,605
$860,676
$813,177

23.1
534.4
1.3
6.1
(5.1)
3.8
(15.7)

$4,622,800
$775,934
$768,689
$567,706
$543,440
$458,563
$282,237

11.2
6.6
(2.9)
7.5
1.5
2.5
11.3

$110,027,300
$38,767,200
$30,269,640
$10,187,910
$8,191,756
$8,180,838
$5,438,670
$2,081,728
$2,016,984
$1,262,707
$754,158

2,302,968
25.7
1,581,289 400.8
1,369,435
1.8
762,251
8.0
394,957 (0.5)
431,461
4.2
441,989 (3.9)
1,331,745
222,518
314,489
172,035
68,743
93,968
87,963

10.2
6.3
(0.2)
5.1
(2.1)
(4.4)
9.9

1,727,226 25.7
1,274,217 591.8
1,485,933
4.1
524,048
8.0
361,355 (1.3)
323,596
4.2
479,274 (19.4)
1,601,384
202,039
206,399
208,948
333,867
117,460
71,470

7.8
6.6
(0.2)
6.2
(2.5)
(4.4)
9.9

10.8 29,264,260
20.1
8,945,342
20.1 5,296,260
8.3
2,159,889
(2.8)
1,576,256
2.9
3,360,932
(14.6)
6,276,182
22.3
312,943
5.9
303,781
(3.5)
315,754
1.4
190,076

7.1 38,246,590
8.5
29.1 13,455,410 12.0
25.7
9,935,309 26.6
8.8 4,948,879 14.4
(6.4)
2,937,015 (13.8)
3.4
1,181,513
3.3
(14.7) 2,745,830 (14.7)
17.8
693,235
17.1
4.6
788,407
4.7
0.9
342,996 (16.4)
1.5
475,191
1.5

OTHER VEGETABLE/FRUIT JUICE $1,793,142
Dole
$790,309
Old Orchard
$686,831

10.8
(11.6)
50.7

8.9
(17.7)
59.3

OTHER PLAIN VEGETABLES
$69,074,980
Private Label
$21,998,770
Pictsweet
$6,052,102
Birds Eye Steamfresh Premium Selects
$4,450,142
Pictsweet Deluxe Steamables
$4,341,317
Birds Eye Steamfresh
$4,322,878
Fresh Frozen
$2,555,712
Seapoint Farms
$2,545,978
Pictsweet Deluxe
$2,079,796
Green Giant
$2,024,980
Goya
$1,800,341

10.8
1.3
(5.5)
(3.5)
8.4
36.2
22.0
7.2
17.5
258.9
6.8

PRCSED CHCKN/CHCKN SUBSTS
Tyson
Private Label
Tyson Any’tizers
Tyson Grilled & Ready
Banquet
Perdue
John Soules Foods
Perdue Short Cuts
Foster Farms
Fast Fixin’

$763,498,600
$187,966,100
$144,452,400
$72,278,900
$61,650,870
$51,409,320
$45,379,270
$19,588,570
$18,193,190
$18,067,740
$11,659,880

FZ A/O PASTA/NOODLES
Reames
Private Label
Grandma’s
Marie Callender’s
Celentano

$8,635,296
$4,041,543
$1,458,227
$518,245
$471,198
$322,549

OTHER BREAKFAST FOOD
Pillsbury Toaster Strudel
Pillsbury Toaster Scrambles
Private Label
De Wafelbakkers

$73,188,350
$47,201,410
$5,937,205
$5,206,092
$3,033,901

1,057,404
453,488
424,048

8.8
(17.7)
59.3

34,339,210 10.0 32,193,020
9.3
14,001,270
4.3 12,466,420
3.0
3,676,651
(1.4)
3,714,101 (1.8)
2,151,823 (2.8)
1,613,867 (2.8)
1,827,619
8.1
1,001,482
7.3
1,894,676
34.7
1,225,042 30.4
879,413 24.7
1,773,407 22.1
524,564
13.2
1,242,812
4.6
925,260
13.2
987,796
15.7
741,643 408.3
634,233 275.9
596,611
17.5
1,308,745
17.9

10.1 136,779,300
3.1 28,102,490
28.9 24,646,900
(0.4) 10,626,550
50.9 11,353,360
(3.6) 11,015,620
3.0
8,459,906
5.1
4,961,679
0.9
4,015,867
26.0
3,051,025
(4.3)
2,671,283
7.2
22.8
18.0
9.7
(49.6)
9.4

3,160,105
1,360,465
1,272,144

2,949,826
1,341,861
332,682
171,207
180,872
144,614

7.2 28,539,200
2.9 20,142,880
8.8
2,325,493
34.7
1,765,054
58.3
867,833

8.4 204,481,400
6.5 55,204,980
20.5 38,906,760
0.3 16,438,250
40.2 11,763,040
(2.9) 17,149,290
(1.9) 14,791,310
8.9
3,527,492
(0.4)
2,418,314
27.3 4,002,170
1.7 5,448,230
5.0
22.8
25.4
10.8
(51.2)
10.7

8.6
1.2
23.4
(4.8)
65.9
(0.1)
0.9
6.3
0.6
26.7
2.4

3,244,392
5.9
1,400,824 25.3
644,264
8.3
149,723
8.7
146,958 (51.2)
117,498 10.7

13.7 24,769,290
12.7 15,691,550
11.6
1,453,433
45.2 2,883,397
58.3
1,662,573

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

14.8
11.7
11.6
20.3
63.9

Sign up for the MilkPEP
Halloween Retail Program!
It’s scary how simple it can be to sell more
chocolate milk this Halloween season:
• Call the MilkPEP Hotline at 800-945-MILK
• Feature chocolate milk with eye-catching
PEANUTS POS
• Then, watch your chocolate milk fly off
the shelves!
®

And with a seven-year track record of
increasing milk sales, you know you’ll
be getting a proven program.
TO SIgN UP, CALL yOUr PrOCESSOr
Or THE MILKPEP HOTLINE AT
800-945-MILK TOdAy!

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

JOHNNY’S
COLUMN
THE DATABANK

FASTEST

REFRIGERATED
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined topped $16.76 billion
during the 12 weeks ended May
19, 3.4% more than the same
period a year ago, reports Chicago-based
market research firm IRI. Units rose 1.9%
to 6.50 billion, and volume jumped 2.1% to
54.80 billion. Percentage of volume sold
with merchandising support edged up 0.5
points to 38.0%.
In the deli, dollars shot up 2.1% to
$5.01 billion, while both unit and volume
expanded 0.9% to 1.44 billion and 1.34
billion, respectively. Volume sold with
merchandising support fell 1.4 points to
34.9%.
For the 52 weeks ended May 19, dairy
sales grew 1.8% to $72.51 billion, and units
increased 1.2% to 28.12 billion. Volume rose
0.6% to 240.19 billion, and volume sold with
merchandising support expanded 0.1 points
to 36.9%.
In the deli, sales jumped 2.0% to $22.10
billion, and units were up 1.4% to 6.46
billion. Volume grew 0.8% to 6.04 billion,
while volume sold with merchandising
support increased 0.9 points to 38.5%.
Our chart shows the fastest-growing
refrigerated subcategories (dairy and deli
combined), including the leading brands,
for the 12 weeks ended May 19. Data is
for the brands as originally trademarked
and may not include line extensions. Only
subcategories with at least $250,000 in sales
during the period are listed. Brands with less
than $50,000 in sales are not included.

F A C T O I D S

40%

Percentage of people who admit
they sometimes put empty containers back into the fridge,
according to a USA Today poll.

33%

Percentage of Caucasian American
women with blonde hair, only
about 5% naturally so.

14 www.frbuyer.com

JULY 2013

DINNER/SNDICH ROLLS/CROISSANTS $1,938,255 368.8
Private Label
$1,780,691 570.5
Café Valley Bakery
$72,331 (23.6)
Schwebel’s
$59,095
53.7
CRANBERRY COCKTAIL/DRINK
Simply Cranberry
Ocean Spray
GT’s Kombucha Synergy
Tropicana
Florida’s Natural
Private Label

852,340 443.9
811,871 558.6
11,355 (23.7)
20,298
51.7

563,621 304.3
515,065 433.1
19,162 (23.7)
20,298
51.7

$9,256,351
$5,832,102
$1,967,343
$1,082,420
$94,464
$86,114
$77,738

50.3
25.4
*
21.7
33.3
(69.1)
(53.1)

$426,505
$303,093
$58,525

41.7
24.4
*

READY-TO-DRINK COFFEE
$31,145,880
International Delight
$21,368,200
Bolthouse Farms Perfectly Protein $4,783,476
Bolthouse Farms Protein Plus
$2,269,428
Silk
$1,669,498
Private Label
$444,190
Bolthouse Farms
$340,543
Upstate Farms
$181,618

30.3
28.8
(27.5)
827.5
*
*
*
(4.4)

JUICE AND DRINK SMOOTHIES $146,771,800
Naked
$46,600,540
Bolthouse Farms
$36,863,270
Naked Superfood
$15,841,470
Naked Protein Zone
$9,991,379
Odwalla Superfood
$9,981,202
Odwalla
$6,641,421
Silk Fruit&Protein
$4,952,874
Odwalla C Monster
$3,477,549
Naked Well Being
$3,121,556
Bolthouse Farms C Boost
$2,969,517

30.0 41,454,300 25.4 1,021,924,000 31.4
49.7 12,896,740
55.3 281,678,200 57.0
16.6
9,899,872
11.4 290,016,100
13.1
52.2
3,438,474
47.6 106,878,600 63.8
41.3
2,782,911 48.2 47,579,720 46.5
51.1
3,220,707
16.7 65,755,720 93.7
(1.4) 2,442,466
4.1 40,898,100
1.8
(15.1)
1,565,583 (22.6) 89,953,380
5.0
14.4
1,279,118
13.4 21,455,940 23.2
25.5
636,651 26.4 20,845,540 29.0
(12.3)
918,107 (13.3) 21,986,120 (15.6)

CREAM CHEESE-ALL OTHER FORMS
Level Valley
The Laughing Cow

SALAD TOPPING/BACON BITS
Private Label

118,174
76,810
29,560

65.2
26.2
*

248,291
230,430
11,085

31.2
26.2
*

8,583,646 27.6 434,922,500 31.7
5,456,832 29.9 347,433,500 26.4
1,526,533 (29.7) 34,457,250 (31.3)
739,440 888.4 14,810,360 809.4
416,959
* 26,685,360
*
163,205
* 6,704,276
*
121,783
*
1,851,094
*
135,462
(8.1)
2,167,389 (8.1)

28.1
17.8

259,634
226,237

VEGETABLE JUICE/COCKTAIL
$17,571,860 26.4
Bolthouse Farms
$12,929,220
25.9
Odwalla
$2,555,140
(7.3)
Evolution Fresh
$440,709
*
Evolution Essential Greens
$430,742
87.9
Odwalla Garden Organics
$252,117
*
Evolution Fresh Essential Vegetable $224,262
*
Kevita
$209,003 519.3
Barsotti
$79,899 (30.0)
Earthbound Farm Organic
$73,688
15.8
Columbia Gorge
$66,102
10.2

4,203,363
3,102,758
538,812
93,233
92,083
97,638
50,468
69,789
20,251
16,076
17,177

27.4 144,859,300 16.3
27.2 107,575,300 18.7
(9.7) 27,525,990 (2.6)
*
1,417,139
*
62.5
1,399,667 62.5
*
1,171,654
*
*
767,111
*
556.2
1,116,624 556.2
(32.5)
1,056,180 (24.0)
12.8
514,425 12.8
(0.6)
274,828 (0.6)

PRCSSD/IMITATION CHEESE-SHREDDED $12,522,560 25.0
Kraft Velveeta
$5,298,402 106.3
Private Label
$3,219,318
10.4
Galaxy Nutritional Foods Veggie
$1,453,010 (3.0)
Borden Ched-O-Mate
$447,318 (19.2)
Borden Cheddar Melt
$434,697
14.4
American Accent
$373,342 (13.6)
Imo’s
$293,606
11.5
Whitehall Specialties
$211,687
32.8
Imo’s Provel
$194,800 24.0
Ridgeview Farms
$155,132
58.8

5,634,977
2,466,395
1,780,317
405,685
379,186
194,846
74,590
89,901
37,727
43,787
34,152

31.6
151.2
8.2
(6.5)
(18.8)
18.5
(17.6)
13.0
31.3
17.9
74.0

624,028
296,480
324,865

30.4
10.5
58.3

GRAPE JUICE
Welch’s Healthy Start
Tropicana

$555,713
$423,072

3,080,012
32.1 134,376,200 47.7
2,007,811
10.9 88,596,440 21.2
547,641
* 32,310,810
*
357,044
25.5
5,712,704 25.5
62,270
52.7
747,243 52.7
28,619 (67.3) 1,688,494 (67.3)
41,564 (45.9)
4,117,208 (37.0)

$1,514,553
$1,048,809
$458,140

22.5
15.9
46.9

22.7
19.3

988,014
798,907

25.0
22.8

3,017,702
29.1
1,233,198 151.2
904,676
9.0
175,413 (6.0)
152,659 (19.0)
97,423 18.5
129,062 (13.3)
44,950 13.0
75,455
31.3
21,893
17.9
68,305 74.0
21,477,150
17,492,290
3,898,377

15.3
10.5
58.3

-5.1%

Dollar loss by frankfurters
(to $561,987,100), the largest
refrigerated subcategory to
see sales fall more than
5% during the most recent
12 weeks. Four of the top five
brands registered declines, but
No. 5 Nathan’s Famous posted
a 1.4% gain.

1.4%

Dollar gain by whole milk
(to $879,461,700). However,
the much larger skim/lowfat
milk segment posted a 1.6%
decline (to $2,188,032,000),
though several national brands
enjoyed decent growth. In
both subcategories, dollars
outpaced volume, suggesting
rising prices at retail.

$554,310

Dollar sales racked up by fresh
soup newcomer Cooking Light,
one of the best performances
by a refrigerated product in
distribution less than one year.
Already the segment’s fifthbest seller, the brand’s success
helped grow the already
surging subcategory 13.7%.

10.1%

Dollar gain by private label
fresh eggs (to $606,351,900),
the largest store brand product
to enjoy double-digit growth
during the most recent
12 weeks. Total category sales
were up 7.4% (to $1,117,307,000),
but volume rose only 1.4%.

30,000

Number of artifacts in a
Georgia museum/shrine
dedicated to all things Elvis.
Among owner Joni Mabe’s most
prized possessions: a wart
preserved in formaldehyde
believed to have been removed
from The King in 1957 by a
Memphis doctor.

FLAVORED SPREADS
Sabra
Private Label
Tribe
Kraft/Athenos
Cedars
Garden Fresh Gourmet
Tryst (Eat Well Enjoy Life)
Joseph’s
Fountain of Health
Pita Pal

$142,551,200
$88,649,230
$11,549,400
$11,514,120
$9,097,928
$6,460,395
$2,754,432
$2,537,608
$2,370,983
$978,147
$848,404

19.7
27.5
10.3
1.1
(3.1)
2.5
14.9
100.1
19.9
26.3
497.6

NATURAL CHEESE-ALL OTHER FORMS $38,293,410
19.6
Private Label
$12,917,920
9.4
Land O Lakes Snack’n Cheese To-Go
$5,477,180
11.7
Kraft
$3,807,776
19.7
Polly-O
$3,462,160
0.6
Kraft Cracker Barrel
$2,639,249 1,593.4
Sargento
$1,466,213
9.6
Formaggio
$1,314,202
51.1
Belgioioso
$1,298,704 20.6
Mozzarella Fresca
$940,613 (11.2)
Frigo
$644,135 114.0
PASTRY/DANISH/COFFEE CAKES $1,750,514
Private Label
$1,387,478
Artuso Pastry
$113,943
Gu
$80,144
PRCSSD/IMITATION CHEESE-ALL OTHER $19,505,850
Private Label
$6,797,168
Kraft Velveeta
$2,695,709
Hoffman’s
$1,972,088
Yancey’s Fancy
$1,276,728
Apple Smoked Cheese
$1,151,680
Boar’s Head
$829,710
Pace
$530,583
El Viajero
$374,284
Kraft Classic Melts
$355,283
Hickory Farms
$213,369

18.7
3.7
*
*

39,984,170
19.6 26,418,350 21.3
23,033,840 30.8 16,076,110 30.6
3,759,238
10.9 2,526,007
8.4
3,772,131
(1.8) 2,068,202 (0.4)
2,970,499 (4.2)
1,538,803 (3.2)
1,996,885
5.9
1,358,655
6.4
860,038
15.4
589,728 27.0
599,192 99.8
420,650 121.3
745,252
21.3
510,121
21.1
333,160
14.2
206,243 14.5
218,069 450.5
137,702 455.2
12,421,410
21.3
5,478,902
12.3
1,755,124
11.5
939,986 28.4
788,158
2.8
636,290 1,166.5
801,774
9.5
176,942 45.6
282,888 24.3
206,588 (9.8)
275,866 111.4
407,833
326,972
8,872
15,430

13.1
3.8
*
*

16.8
(12.1)
*
(24.4)
99.1
94.7
53.5
*
(14.1)
(25.3)
16.0

4,916,196
4.0
2,089,434 (10.4)
479,392
*
394,363 (36.2)
224,289 96.7
227,619 134.3
147,072 52.2
110,562
*
99,069 (14.1)
148,645 (15.2)
51,990
18.4
16,698,330
21.7
5,814,886
4.1
1,961,118
13.0
1,222,894 (8.0)
1,424,385
*
1,236,170 (13.8)
1,004,083
*
317,571 408.6
166,252
33.6
244,375 (15.9)
159,233
2.8

HANDHELD NON-BRKFST ENTREES
Private Label
Raybern New York Deli Style
Raybern
Hormel Rev
Landshire
Bagel-fuls
Boar’s Head
Del Real
Stefano’s
Antoine’s

$50,216,600
$20,646,010
$4,894,058
$3,053,911
$2,615,304
$2,530,959
$2,172,618
$1,779,336
$1,160,429
$1,133,168
$866,698

15.6
7.1
13.1
(30.3)
*
(13.8)
*
396.4
35.7
(18.1)
2.6

KEFIR/MILK SUBSTITUTES/SOYMILK
Silk Pure Almond
Blue Diamond Almond Breeze
Silk
Private Label
Silk Light
Lifeway
Silk Pure Coconut
8th Continent
Meyenberg
So Delicious

$260,117,100
$71,999,100
$53,484,500
$50,308,080
$25,014,600
$17,868,140
$12,775,270
$7,265,209
$5,585,468
$3,495,693
$3,300,852

15.4 80,582,510
17.3
41.1 21,706,480 38.8
61.8 17,146,330 72.8
(17.2) 14,122,180 (16.8)
10.3
9,470,942 12.0
(13.3)
5,656,988 (12.6)
39.2
3,914,668 49.9
22.8
2,196,871 22.8
(15.0)
1,717,013 (20.4)
4.0
818,844
5.7
14.5
982,183
13.9

CHEESECAKES
Private Label
The Father’s Table

$49,857,790
$32,042,910
$11,033,830

15.3
25.8
18.8

6,935,698
4,130,828
1,441,575

14.0
21.6
16.3

7,469,090 34.5
2,963,636
9.7
874,362
12.7
528,742 28.4
443,297
2.8
1,178,479 3,653.2
300,660
9.5
174,446 56.7
160,458 20.7
104,008 (12.6)
86,208 111.4
229,580
184,138
11,380
5,249

19.1
5.2
*
*

4,049,845 34.7
1,616,040 (9.2)
1,078,633
*
205,319 (36.0)
106,559 94.9
113,810 134.3
73,536 52.2
221,124
*
74,302 (14.1)
74,323 (15.2)
32,494 18.4
9,080,830
3,169,655
1,228,861
687,511
279,199
480,987
627,552
231,855
311,722
182,507
86,828

11.4
(1.4)
12.8
(30.9)
*
(12.8)
*
450.2
33.6
(14.7)
2.2

319,382,100 16.8
90,564,810 41.5
69,630,940 70.0
64,689,340 (16.9)
36,706,330 12.0
22,627,950 (12.6)
7,762,965
51.7
8,787,482 22.8
6,868,053 (20.4)
1,699,450
6.8
3,849,962
13.2
8,648,553
5,526,964
1,937,947

15.1
23.1
19.4

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

ICE CREAM

SCHEMES
Schemes for avoiding heat shock, promoting wisely and
giving vanilla its due. Plus: a $64,000 question!
BY JOHNNY HARRIS

I

ce cream and novelties are exciting categories, with
strong innovation that drives sales. In the 52 weeks
ended May 19, retail
sales of ice cream
reached $5.6 billion,
with novelties not far
behind at $3.9 billion, according to IRI.
Together, they account
for just over 18% of
the $52.0 billion total
for all of frozen foods.
Better yet, ice cream
brings you an average margin of around
40%-50%.
Most retailers review
JOHNNY HARRIS
the categories in December and January for a May/June rollout of new items.
It’s typical to have 35 or 40 new items coming each year,
replacing 35 or 40 items on a one-in, one-out basis.
When I walk stores I usually see about 15 doors for
ice cream and 8 for novelties. (That’s figuring about 120
doors for the total department.)
Here are some
things to keep
in mind with
your ice cream
program:

Never take more ice
cream out onto the
floor than you can
stock within 15 minutes.

Avoid heat shock. Both your back-room freezer and
your display cases for ice cream need to be kept at minus
20 F. The most common consumer complaint you get is
that your ice cream is grainy, often because of heat shock.
I just left a store where a DSD ice cream vendor had his
cases on the dock, waiting to be checked in. He was third
or fourth in line. That should never happen. When an ice
cream truck pulls up, it should always get top priority.
Product should be checked in immediately after it comes
off the truck, and taken straight to the freezer.
16 www.frbuyer.com
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You should also have a hard and fast rule for your associates: Never take more ice cream out onto the floor
than you can stock within 15 minutes. I’ve seen ice cream
sitting on the sales floor without a frozen food clerk anywhere nearby. It’d be soggy. You should never try to sell
product like that. Just take the hit on it.
The store manager has to support this 15-minute rule.
If associates are asked to take on another task while
they’re stocking ice cream, they should be able to say, “I’ll
be there as soon as I load
this ice cream back into
the freezer.”
Finally, consider selling freezer bags to help
your shoppers protect ice
cream purchases. Have
your name put on the
bags, and display them
in the ice cream section during the summer
months, when you get
most of your complaints.

How small can ‘half
gallons’ go? They
started at 64 fluid
ounces, then to keep
shelf prices down,
they went to 59.
Now I see 48-ounce
‘half gallons.’

Be careful with
promotion. On average, about half of all ice cream

and novelties are sold with merchandising support
throughout the year. But promotion goes much higher in
the summer.
Then, everyone has at least one or two items in their
ads weekly — maybe a premium and a cold-sweet-andcheap. Shoppers know this, and will buy a three- or fourweek supply of their favorite brand, then wait for it to go
back on sale again. You may move several weeks’ worth
of product when it’s on promotion, but the next week you
won’t sell any.
You can’t get off this treadmill — I tried it one week
and it hurt the whole department. But do study the
problem, and experiment a little. Get all the help you can
from vendors.

Don’t under-space vanilla! Vanilla is still your
No. 1 flavor, despite all the fancy new flavors coming out.
When I visit stores, vanilla is the flavor most commonly
out of stock. Manufacturers make more money on vanilla,
so this can be a win-win.
And now for the $64,000 question: How

small can “half gallons” go? They started at 64 fluid
ounces, then to keep shelf prices down, they went to 59.
Now I see 48-ounce “half gallons.” When are the manufacturers going to take them to 32 ounces, and just get it
over with? n

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

RHONDA RETAILER

FEES, FEES
& MORE
FEES!
Can’t we just get real on this?
BY VINNIE VENDOR

R

honda darling, first
let me apologize for
calling slotting fees
slutting fees. I was having
a bad day, and was really
frustrated by a $60,000
deduction I got for
sneezing in your parking lot. A “sneeze fee?”
Really?
But Rhonda, “partner,”
do you realize that I spend
around 15% of my sales on
trade funds, and a lot of that money goes

to ridiculous fees you dream up instead of helping
consumers buy more product? Wouldn’t you prefer
lower prices? Some retailers (Walmart comes to mind)
don’t take slotting, and they seem to do rather well.
Why are we still having this discussion about
slotting fees? We both know most of the money goes
straight to your bottom line and screws up your category management big-time. A new product that would
resonate with your shoppers and provide you with
competitive differentiation never sees the light of day
if we don’t put enough slotting in your gaping maw.
Yes, sometimes you deign to negotiate slotting.
And sometimes you let us swap out SKUs that aren’t
meeting expectations. But it’s always as if you’re doing us a big favor, and we’ll be reminded of it at every
opportunity you can find, for years.
Some of your competitors are doing really well
with account-specific marketing programs we’ve
implemented, but this takes real partnership. I don’t
see partnership coming from you when you change
the rules on a whim and then send us deductions for
TPRs we didn’t agree to, or for “damaged cases” or
“short shipments” you can’t seem to document for us.
Can’t we just agree to service the consumer? And
for the millionth time, can’t you make your money on
the sell rather than the buy? n

DO YOUR HOMEWORK!
You’re sloppy, Vinnie, plain and simple.
BY RHONDA RETAILER

Y

ou know, Vinnie, whenever I sign a purchase order you get so excited at having
made a sale that I’m afraid you’re going to keel over right in my office. You throw
the paperwork into your briefcase without even reading it, and rush out the door
like you’re on your way to The Rapture.
I used to wonder if you ever read any of the paperwork at all. I don’t wonder anymore.
You don’t.
If you’re so suspicious about retailers, sweetie, why don’t you get everything in writing? I don’t record tapes of conversations in my office like Mr. Nixon, and if I did, I
sure as heck wouldn’t play them back to check things. So if we agree to something
on the fly and you’re worried about it, let’s both put it in writing. Okay?
Did you ever read your new vendor packet? Would you like to get another copy
if you made the one you had into those little paper airplanes you so thoroughly
enjoy? Let me know, and read it this time! (You can read, can’t you?)
Do you and your brokers ever talk, or exchange greetings on Facebook? Sometimes I wonder, since they so often don’t know about changes in our original
agreements. Why don’t you guys get to know each other, and actually have those
dinners you expense every month?
Vinnie, I’m not going to sit here and argue with you about fees and slotting again.
We’re working with you on slotting and making better use of trade funds, but it’s an evolutionary process. If I decide
to be the first in my market to break with tradition, I’m going to get hurt. Pioneers may get the gold, but they also get
the arrows. n
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Why Gardein Thrives
Product innovation and the rise of ‘better-for-you’ meatless meals have sent this
brand’s sales up by 37.8% during the past year. And there’s no end in sight.

New launches by gardein this
year include Good Start Breakfast
Sandwiches, Crispy Chick’n Sliders and
Sizzling Szechuan Beefless Strips.

W

ith its frozen meatless sales up by 37.8% during
the past year, gardein is leading the charge in the
segment as it expands distribution and introduces
innovative new products.
New this year are Crispy Chick’n Sliders, Sizzling Szechuan
Beefless Strips and Good Start Breakfast Sandwiches. The
brand, made by British Columbia-based Garden Protein
International, has consistently turned in strong sales with
its award-winning range of tasty, nutritious, convenient
everyday foods. All are made from a blend of soy, wheat and
pea proteins, as well as organic ancient grains and veggies.
“Product innovation as well as the expansion of the
meatless category in the consumer mindset is driving our
gains,” says Russell Barnett, vp of marketing for the United
States headquarters of gardein (www.gardein.com) in
Marina Del Rey, Calif.
“These products are becoming a staple, and not just a
snack,” he adds. “Meatless meals today are delicious,
healthier, convenient and versatile. It’s not a sudden
wholesale change, but when consumers think about protein,
they are increasingly inclined to think of meatless products.”

Meatless Mondays
Meatless Mondays (www.meatlessmonday.com) and the
better-for-you movement have taken the products away from
niche status and put them into the sphere of mainstream
center-of-the-plate offerings for a growing number of
consumers.
For example, Los Angeles and Vancouver are among many
major cities to officially endorse Meatless Mondays, and
Woman’s Day magazine has included Meatless Monday on
its monthly recipe calendar since 2004.
Further, following a vegetable-based diet is right on track
with current consumer trends, since it is linked with longer
lifespans and lower rates of cancer, heart disease, diabetes
and obesity.
Today, gardein has 18,000 points of distribution, and is in

every major retailer in the United States. There’s good
reason for that.
“The products have become mainstream, and should be
treated as such,” Barnett says. “They offer all the health
benefits of eating less animal-based protein without
sacrificing the meat texture and taste that many people
crave.”
He adds that gardein products have more than twice the
protein of an egg, four times as much protein as tofu and
even more protein than a chicken breast. None of this has
escaped the attention of the media. The brand’s items have
been featured on The Oprah Winfrey Show, The Today Show
and the Ellen DeGeneres show, among many others.

Building Awareness
Also building consumer awareness and credibility
for gardein: awards from Shape magazine, VegNews,
Natural Health magazine, PETA and countless celebrity
endorsements. Not bad for a company that first began
distribution in the United States in the fall of 2009.
The company and brand were founded by Yves Potvin,
a chef and innovator who is also the president. Potvin
created North America’s first veggie dog in the 1980s, and
continues innovating today.
Trained as a traditional French chef, he has dedicated his
culinary career to creating healthy foods, recognizing that
today’s consumer wants healthier versions of the foods they
love to eat. To learn more about gardein and its products,
please contact them at:

Headquarters:
Garden Protein International
Richmond, British Columbia • 604-278-7300
www.gardein.com
United States Offices:
Marina Del Rey, California • 310-862-8686

FROZEN MEATLESS FOODS

MEATLESS
CLIMBS STEADILY

90% of frozen meatless foods are
sold in conventional channels, but
natural food stores are seeing faster
growth. Is opportunity knocking?

conventional stores, and even they
showed some pretty wild gyrations.
Market leader Morningstar Farms
was up 2.4% to $188.7 million during
the 52 weeks studied. Garden Protein
International was up a healthy 37.8%
to $14.9 million, while Lightlife
Foods skyrocketed by 1,243.7% off a
tiny base to $3.9 million.

USER DEMOGRAPHICS

BY KATIE STROHBECK

69.5% of frozen meatless volume — indexing at 97. Blacks index at 69, while
Hispanics come in at 132, the highest
among the ethnic groups studied.

GMO, ORGANIC & GLUTEN
Non-GMO Project Verified products
that are labeled as such grew by 67.0%
in conventional retailers in the 52
weeks ended May 11, accounting for a
little more than $1 million in sales.
The organic label remains a
consumer hot button in the frozen
meatless category, with sales jumping by 48.4% to $6.4 million for
items with from 1% to 69% organic
content. Items with organic content
between 70% and 94% rose 13.0%
to $8.7 million, while those with
95% to 99% organic content climbed
3.2% to $695,438. Organic products
that didn’t list the percentage of
organic content grew by 357.0% to
$3.8 million.
Frozen meatless items labeled
gluten-free rose by 39.5% to $2.8
million, according to SPINS data.
Those certified as gluten-free
jumped 70.3% to $81,147.

A key predictor of usage in the frozen
meatless category is county size: urhile dollar sales of frozen ban A counties index at 124, followed
meatless products
by B counties (108), C counties (80)
increased by 2.2% in
and rural D counties (38), according
conventional channels and by 5.3%
to May 2013 Spectra data.
in natural food
In line with this, prosperstores, there has
ous urban and suburban
been lots of activareas skew the highest, with
ity within sub“prosperous suburbs” indexcategories and
ing at 187 and “urban high
brands.
society” at 148.
Let’s start with
The category skews high
the subcategories,
on education, indexing at
using data from
154 for college graduates. It
Schaumburg,
also skews high on income,
Ill.-based SPINS
indexing at 145 when
(www.spins.com)
household income is above
for the 52 weeks
$100,000, and at 129 when
Katie Strohbeck
MERCHANDISING
ended May 11.
household income is in the
And let’s focus
Summer months do best for this
range of $75,000-$99,999.
on conventional channels, which
There are a few surprises buried
category, especially burgers and
account for more than 90% of the
in the Spectra numbers. Among
dogs. So don’t forget barbecue probusiness.
different age groups, those from
motions. Cross-merchandise these
Frozen meatless burgers and dogs
items with condidrove the heaviest dollar increases,
ments, buns and
up by 3.6% and 16.1%, respectively.
seasonings. For
Burgers make up 41% of the $289.6
meatless breakfast
SUBCATEGORY
$ SALES
% CHANGE
million frozen meatless category.
items, tie in with
Meatless Burgers
$117,901,474
3.6%
Meatless dogs, at $13.4 million, acsyrups and mixes.
Meatless Poultry
$73,961,180
0.7%
count for 5% of the category.
Try coupons with
Breakfast Alternatives
$52,073,854
1.3%
Unit gains were somewhat lower
these easily crossMeatless Ground
$19,645,464
(6.1)
than dollars, largely due to price
merchandised
Meatless Dogs
$13,385,349
16.1%
hikes and some trading up by conproducts, since
Other Meatless
$12,662,181
3.4%
sumers. This is not a particularly
secondary displays
SOURCE: SPINS (www.spins.com), conventional
price-sensitive category, as many of
in frozen are hard
supermarkets, 52 weeks ended May 11, 2013.
the buyers are strict vegetarians or
to come by. Inhave health-related dietary restricstore demos and
tions.
35-44 index the highest, at 122.
signage are crucial. Finally, consider
Brands have been on a rollerThose older than 65 index at only
including frozen meatless items in
coaster this past year, especially the
66 despite more frequent health iskey holiday promotions. n
smaller labels that saw almost nothsues — likely because of the limited
ing but double-digit gains and losses. income of many retirees.
Katie Strohbeck is an assortment
The top 10 brands account for 98%
While whites make up 71.3% of
manager at Romeoville, Ill.-based
of frozen meatless category sales in
the population, they account for only
KeHe (www.kehe.com).

W

FROZEN MEATLESS SALES
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Don’t Mess
With Texas

A local approach to retailing and a ‘customer-centric’
private label program help family-owned H-E-B
defend against newcomers looking to grab a share
of the sales in the Lone Star State.
BY DENISE LEATHERS

F

ounded in 1905 by Florence Butt, regional supermarket powerhouse H.E. Butt — better known
simply as H-E-B — has grown into one of the
country’s most dominant independent retailers. Still run
by the Butt family, it boasts more than 350 stores operating under several banners in Texas and Mexico. Annual
sales top $19.4 billion.
Although its total share of markets where it competes
is estimated at around 28%, shares range from just 3.1%
in the Dallas/Fort Worth area, where its presence is
still very light, to around 65% in South Texas cities like
Corpus Christi and
Laredo, according to
Chain Store Guide. In
its hometown, San Antonio, it controls 56.4%
of the market.
Although known
as a retailer open to
experimentation and
willing to take risks,
sources say H-E-B has
taken a very measured
approach to expansion,
steering clear of the
Dallas metro area for
Designed to meet the specific
now (though rumors
needs of its shoppers, H-E-B’s
of a store opening up
private label assortment
in the city continue
includes a variety of products
to make the rounds).
not available elsewhere.
“They’ve been very
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patient,” says John Rand, senior vp of retail insights for
Kantar Retail’s Cambridge, Mass.-based Market Insight
Group. “One of the benefits of being a private versus a
public company is that they can think long-term rather
than quarter to quarter because there are no stockholders
to appease.”

COMPETITION HEATS UP
Home to some of the fastest-growing cities in the country, business-friendly Texas has attracted the interest
of a wide range of expansion-minded retailers recently.
Walmart alone opened 35 new stores in the state last
year, and Target, Aldi, Trader Joe’s and a slew of others
are preparing to make a big push in 2013. But according to industry insiders, H-E-B has not only defended its
market share but, in many areas, expanded it. One source
estimated total sales were up 8% or 9% in 2012, with
same-store sales ahead between 5% and 6%.
“H-E-B is known for fiercely defending its territory,”
says Rand, who credits the company’s diverse portfolio
of store formats for its success. To protect against the
Walmarts of the world, the chain relies on its H-E-B
Plus and H-E-B Marketplace stores; to beat back the
Trader Joe’s threat, it has Central Market; and when Aldi
comes to town, it can counter with Joe V’s Smart Shops
— though some believe the limited assortment chain
will present more of a challenge than other newcomers.
“H-E-B can compete on the high end any day,” explains
one industry insider. But given the lower incomes of many
Texas residents, “It may have a harder time with Aldi.”
One point in H-E-B’s favor is that in addition to the

photo: sRagnar Fotografi

H-E-B uses the Fully Fit icon to
identify better-for-you private
label products.

right format, it takes a very marketspecific approach to assortment,
store layout and merchandising.
“H-E-B knows how to appeal to the
local marketplace better than almost
any retailer in the country,” says one
manufacturer. “It knows its customers, and it tailors its stores to meet
their unique needs.”
H-E-B’s customized approach to
retailing is all the more impressive
given the fact that the chain doesn’t
have a loyalty card it can use to
gather shopper information, relying
instead on transactional data and

neighborhood studies. “Analytically,
H-E-B is still one of the best category
business planning organizations
out there,” says Craig Rosenblum,
a partner at Barrington, Ill.-based
consultancy Willard Bishop. “It
doesn’t just fill out the templates; it
takes the data, extracts the analytics
and then uses it day in and day out to
make decisions about merchandising,
assortment, etc.”
But for the most part, the company keeps that information to itself,
refusing to share data, even with its
manufacturer partners. “Sometimes
it will let you in on a few things,
but not the whole picture,” says one
manufacturer. “They’re very tightlipped about it.”

‘VERY LOYAL’ PARTNER
On the flip side, manufacturers say
that once you get in the door — no
easy task for those on the outside
looking in — the company is an excellent partner. “H-E-B is one of only
two retailers I’ve come across that I
would call ‘very loyal’ to its suppliers,”
says Craig Espelien, chief marketing
officer at St. Louis-based Resource
One. “They’re not going to switch

suppliers every
time costs go up.
Instead, they try
to understand
why costs are
rising, and they’ll
work with manufacturers
to help control costs.” He adds,
“H-E-B is much more focused than
most retailers on driving sales —
driving a healthy top-line — versus
squeezing every last nickel out of
costs. They know you can’t negotiate
costs to a profit.”
Of course, that loyalty to current
partners can occasionally become a
liability. Particularly in frozen and
dairy, “They haven’t been as open to
seeing new vendors and items recently, potentially leading to missed opportunities,” says one manufacturer.
“They often work with current
partners first on new product development,” which can delay the introduction of new items for months,
adds another. The problem is exacerbated by what several manufacturers
call a “laborious process” for gaining
approval of new products.
“We worked on one private label
product for two years before H-E-B
JULY 2013
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approved the formulation,” says
sell — and to be
one manufacturer. “The item went
fair, some items
through not only the company’s R&D need a little
department but quite a few consumer something
focus groups for their evaluation.”
behind them
“H-E-B is probably the slowbecause they
est company we work with when it
don’t do as
comes to taking a product all the
well at an
way from concept to the shelf,” adds
everyday
another. “It’s not uncommon for an
low price —
item to be ‘in the works’ for 12 to 18
they’ll come
months,” giving competitors an opback and ask
portunity to bring it to market first.
you to support it,”
It’s a bit of a dichotomy because
says one source.
trained
while H-E-B prides itself on offering
Besides TPRs and coupon proto look for those
unique new items often not available
grams, there are Combo Locos and
yellow coupons around the store.”
elsewhere, it’s also extremely picky.
Meal Deals that give consumers who
Manufacturers are also of two
“It’s harder to sell new ideas to H-E-B purchase one item a complementary
minds over H-E-B’s focus on private
not because they’re not open to them item — or, in the case of Meal Deals,
label, believed to represent as much
but because they want to make sure
several complementary items — free, as 25% of sales — not “Krogeresque,”
they work and that
but still at the
they meet their high
upper end of high
standards,” says Rand.
average, according
2012		
2011		
2010
“I hate to call it a
to Espelien.
RETAILER
STORES % SHARE STORES % SHARE STORES % SHARE
weakness because the
“Private label is
SAN ANTONIO-NEW BRAUNFELS (2.24 million population)
intent is to ensure
*H-E-B
54
56.4%
55
54.6%
54
56.3%
a big priority,” says
quality, but I think
Walmart Supercenter
22
19.3%
21
20.1%
20
21.2%
one manufacturer,
Costco Wholesale
3
5.9%
3
6.4%
3
6.0%
H-E-B would do better
“but it doesn’t
Sam’s Club
5
5.5%
5
5.9%
5
5.6%           
if it took a page from
work the same in
SuperTarget;
Target
(PFresh)
7
2.2%
5
2.2%
5
2.4%
Trader Joe’s playbook
every category. I
AUSTIN-ROUND
ROCK-SAN
MARCOS
(1.83
million
population)
regarding to speed to
sometimes wish
*H-E-B
47
53.9%
48
52.9%
47
53.3%
market,” adds Espelien.
Walmart Supercenter
17
16.4%
17
18.1%
16
18.4%
H-E-B could be a

SHARES IN KEY H-E-B MARKETS

Randall’s Food & Drug (Safeway) 14
8.1%
13
8.1%
Sam’s Club
5
6.0%
5
6.6%
Costco Wholesale
2
4.3%
2
4.7%
HOUSTON-SUGAR LAND-BAYTOWN (6.20 million population)
**H-E-B
63
23.7%
61
21.4%
Kroger; Kroger Marketplace
99
19.7%
100
20.2%
Walmart Supercenter
59
18.6%
57
19.3%
Sam’s Club
18
7.1%
18
7.5%
Randall’s Food & Drug (Safeway) 33
6.2%
35
7.0%

14
5
2

8.7%
6.1%
4.4%

little more objective...”
Says another,
One of the keys to
“Sometimes when
53
20.0%
H-E-B’s successful deyou bring them a
102
20.9%
fense against Walmart
54
20.7%
great new item, the
is its low prices. In
17
6.9%
first thing they ask
37
7.6%
fact, ongoing price
is if you can do it
*Includes H-E-B, H-E-B Plus and Central Market.
wars between the two
for them in private
**Includes H-E-B, H-E-B Plus, Central Market, Joe V’s Smart Shop, and Mi Tienda.
have landed cities like
label. But there are
Source: 2013 Chain Store Guide Grocery Industry Market Share Report.
San Antonio, Austin
companies that just
and Houston on the
don’t do private label, so H-E-B finds
top-10 list of U.S. cities where growhich can become very expensive
someone else to make that product
ceries are most affordable. In many
very quickly. “It’s difficult to balance
for them,” which can really sting.
categories, “H-E-B takes lesser marlowest cost and promotional fundOn the other hand, says a manufacgins than other chains and makes up ing needs,” says one manufacturer,
turer who also shops at H-E-B, “When
for it in volume,” says one industry
though he admits H-E-B does bunyou see a new private label product
insider. “And when Walmart came
dling better than just about anyone.
on the shelf, you never
“H-E-B often groups together
to town, it borrowed some of its
give a thought to
complementary items from differcost-cutting strategies in warehousent departments around a theme like
ing, logistics, etc.”
But that doesn’t mean manufactur- breakfast, tailgating or graduation
ers aren’t expected to do their part.
parties,” he explains. “It’s refreshing
“H-E-B wants the same prices as
to see a retailer break down the walls
Walmart. But if you give them your
that separate departments in so many
lowest price and the product doesn’t
chains. And shoppers have become

WALMART-STYLE
PRICES
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REAL MAKES
EVERY LITTLE
BITE A VERY
BIG DEAL.

Introducing Chobani Bite—the tasty little snack that satisfies!
We blended our deliciously creamy yogurt with real ingredients
to give your customers something they can sink their teeth into.
With only 100 calories and 8g of protein, it's the perfect Bite.

chobani.com

COVER STORY
whether or not it will be good quality. That’s a given.
They’re constantly creating new items and changing existing items to better meet the needs of their
customers.”

‘CONSUMER-CENTRIC’ PRIVATE LABEL
“I’d describe the private label program as ‘consumercentric,’” says Espelien. Whether in terms of flavor,
packaging, price, size or brand, “everything is designed
to solve a problem for the consumer.” In fact, he adds,
H-E-B was the first to move from a national brand
equivalent private label program of me-too products to
a market-specific program of unique items formulated
for Texas consumers. “They’ve done a great job keeping their finger on the pulse of the shopper and not
really worrying about what everyone else is doing. As
a result, they’re often first to move on new packaging,
flavor profiles, etc. They’re definitely more leading edge
than other retailers, using national brands more as a
benchmark than a beacon that has to be followed.”
He also likes H-E-B’s multi-tiered approach to
private label because it doesn’t require one store brand
to be all things to all shoppers. For budget-conscious
shoppers, it offers Hill Country Fare, which Espelien
says has evolved from an opening price point to more
of a pantry staple program. For mid-price consumers,
it offers H-E-B, which has morphed from a national
brand equivalent to an often-better-than-nationalbrand line populated with products not available elsewhere. And for natural and organic consumers, there’s
the upscale Central Market collection. In categories
that require a different private label strategy, the chain
also offers both exclusive brands and sub-brands (Creamy
Creations ice cream, Texas Heritage hot dogs, Fresher Lasting salsa, etc.), as well as a selection of kid-oriented products under the H-E-Buddies label.
How do H-E-B shoppers feel about its private label offerings? According to Roger Saunders, managing director of
Worthington, Ohio-based Prosper Business
Development (www.
goprosper.com), the
company’s Monthly
Consumer Survey
reveals H-E-B shoppers are two to four
times more likely to
purchase store brand
or generic frozen
foods than shoppers
at other stores: 24.4%
of H-E-B shoppers
say they most often
choose store brand
frozen chicken/turkey (versus 5.2% of all shoppers),
26.0% usually choose H-E-B frozen vegetables (versus
11.2% of all shoppers), 14.9% usually choose H-E-B ice
cream/yogurt (versus 6.6% of all shoppers), 8.7% usually
choose H-E-B frozen pizza (versus 3.1% of all shoppers),
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WHO’S SHOPPING AT H-E-B?
Shoppers are younger and have larger families than the
average, and a third are Hispanic. They’re also very loyal.

T

here’s a certain kind of consumer most retailers
would love to see shopping in their store — the same
kind often found roaming the aisles at San Antoniobased H-E-B. “The chain’s customer base really hits the
sweet spot for grocers,” says Roger Saunders, managing
director at Prosper Business Development (www.goprosper.
com), Worthington, Ohio.
H-E-B shoppers are younger (average age 42.5), more likely
to live in households of four or more (20.6%) and more likely
to have children under the age of 18 (45%) than the average
consumer, according to the Monthly Consumer Survey from
Prosper. As a result, their monthly grocery bill is about 3%
higher than the average household’s: $291.33 versus $283.76.
“That’s impressive given the fact that H-E-B shoppers’ annual income is about 5% less than the national average,” says
Saunders.
Like most consumers, H-E-B customers choose a supermarket based primarily on price, location, selection and quality
(see chart). But because 33% of H-E-B shoppers are Hispanic,
some relatively new to this country, customer service and
trustworthiness are important as well. According to Saunders, H-E-B scored 50% higher than other retailers on both
measures. Customers also gave the chain’s perimeter departments high marks. A whopping 90% of H-E-B shoppers say
and 6.0% usually choose H-E-B frozen dinner entrees
(versus 1.6% of all shoppers).
Another thing H-E-B does very, very well is the perimeter — dairy, deli, bakery, produce and a robust take-out
program that started at the chain’s Central Market stores
but quickly moved over to all stores. “I’d call it a major
strength,” says one source.
There’s also a big emphasis on locally sourced products.
“They have a very strong and convincing advertising campaign that tells customers that they source locally, and that
they care about providing the best meat, produce and dairy
in the market. They also do an excellent job of supporting communities they serve, including donating to many
charities,” says a manufacturer who also lives in Texas.
For those that have never visited H-E-B, says Rosenblum,
“It has a Kroger Marketplace-type feel — bigger than a
regular store with more emphasis on perishables and the
perimeter and lots and lots of employees to help you in produce, seafood and deli.
“That’s the other thing that stands out: the friendliness
of the staff and that hometown feel,” he continues. “Lots of
chains talk about it but H-E-B really has it,” which translates
into off-the-charts customer loyalty. In fact, says Rosenblum,
one recent survey revealed that 99.4% of consumers who live
near an H-E-B go there at least once a month.
“H-E-B takes good care of its employees, the community
and the shopper,” so it’s earned that loyalty. n

they buy their meat there most
often, 68% are confident in its
organic offerings and 57% feel
their store has the healthiest
food (only 30% to 40% of other
consumers say the same thing
about their supermarket).
But perhaps the most telling
survey result is the percentage
of H-E-B shoppers likely to recommend the store to a friend
or colleague. Nearly two-thirds
are classified as “promoters,”
extremely likely to recommend
the store, while just 14.3% are
considered “detractors.” The
chain’s Net Promoter Score*
is 45.8%, similar to Target but
significantly higher than the
25.3% average of other chains.
It’s no surprise, then, that
H-E-B customers tend not to
switch stores. The average H-E-B
shopper has called the store
her first choice for 12.7 years
versus 10.5 years for all shoppers. Says Saunders, “Clearly,
H-E-B shoppers simply love the
experience.” n

WHY THEY SHOP H-E-B
According to Prosper, H-E-B shoppers were most likely to have also bought
groceries during the past 90 days at Walmart (63%), Target (24.2%), Sam’s Club
(23.9%) and Kroger (12.4%). Our chart indicates the reasons consumers said they
chose to buy groceries at H-E-B or one of its competitors. Highlighted numbers
show where H-E-B scored above average.
GENERAL
Average H-E-B Walmart Target Sam’s Club Kroger
Price
76.3% 84.7%
90.2%
78.5%
85.4% 76.6%
Selection
56.1% 64.9%
56.9% 56.4%
56.0% 65.7%
Location
71.9% 79.5%
67.3% 72.4%
47.0% 79.8%
Quality
47.1% 56.3%
34.0%
47.6%
58.0% 55.7%
Service
28.9% 34.7%
19.3%
23.3%
20.2% 32.5%
DEPARTMENTS
Bakery
19.3% 22.8%
21.1%
13.6%
21.6% 18.9%
Deli
20.4% 22.0%
21.0%
16.9%
19.2% 22.3%
Ethnic Foods
6.7% 10.4%
6.1%
7.7%
6.2%
5.9%
Fresh Produce
34.8% 46.4%
28.5% 22.6%
37.9% 39.9%
Meat/Seafood
26.5% 36.7%
21.4%
12.4%
36.4% 31.0%
Organic/Whole Foods
9.6% 16.5%
7.5%
10.5%
6.6%
9.5%
Prepared Meals
9.9% 13.6%
11.6%
8.5%
12.0%
8.3%
SERVICES
Fuel/Gas Rewards
15.9% 11.8%
5.2%
2.7%
7.7% 49.4%
Frequent-Shopper Card
18.0%
6.4%
3.3%
12.3%
11.1% 44.1%
Knowledgeable Staff
11.9% 12.4%
7.3%
7.9%
7.6% 14.9%
Trustworthy Retailer
21.9% 31.5%
17.2%
24.5%
16.8% 25.7%
Store Appearance
20.2% 24.3%
16.3%
23.9%
12.9% 23.2%
Store Layout
21.7% 24.5%
21.0%
19.7%
11.6% 23.9%
Unique Products
7.3% 13.6%
5.6%
9.4%
11.0%
6.6%
*Net Promoter, NPS and Net Promoter Score are trademarks of Satmetrix Systems,
Inc., Bain & Co., and Fred Reichheld.

www.SonomaFlatbreads.com 1-888-366-2867

• No artificial colors, flavors, or preservatives
• Meats are nitrite, nitrate, and hormone-free
• Fresh pearl mozzarella and naturally smoked Provolone cheeses
• Simply honest ingredients. Fabulous taste!

super premium
GLUTEN-FREE
pizzas &
MULTI-GRAIN
flatbreads
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PIZZA ON THE
REBOUND?
Deli departments and pizzerias
have been cutting into frozen pizza
share, but innovative new products
may be helping turn the tide.
BY DAN RAFTERY

M

ulti-channel frozen pizza
dollars dipped by 0.3% while
units rose by the same number in the 12 weeks ended May 19,
according to IRI, the Chicago-based
market research firm.
Brands see-sawed quite a bit in the
past year, keeping the category as a
whole generally flat. Meantime, pizzeria deals are still hot and deli department pizza has been making inroads.

Palermo’s came out with a line of
flatbreads in mid-2012 and has
just added three more SKUs with
adult flavors.

Refrigerated pizza crusts/dough
were up 2.4% in dollars and 4.0%
in units in the 12-week period. The
frozen pizza crusts/dough category,
with only about one-fifth the volume
of its refrigerated counterpart, lost
10.9% in retail dollars and declined
4.4% in unit sales for this period.
But innovative new items are keep-
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ing frozen pizza strong. And frozen
pizza gets about a third more dollars
per linear foot than the department
as a whole. Recently, the category
accounted for 6.5% of department
space but 8.9% of dollars.
Several new trends are afoot. Mike
Pytlinski, Palermo brand director,
Palermo’s Pizza (www.palermospizza.
com), Milwaukee, points to research
that shows people are adding their
own toppings to frozen pizza.
“This is particularly prevalent with
our adult flavors such as Roasted
Vegetable and Barbeque Chicken,”
says Pytlinski. “We see two important consumer segments that have
been left out by the traditional offerings in the pizza case doing this.
Empty-nesters
and 20-somethings look for
a light dinner
for one or two
people. They
don’t need a
28-ounce supreme meat lover’s thick crust every
time.”
Targeting these two diverse age
groups because of their similar consumption patterns, Palermo’s came
out with a line of flatbreads in mid2012 and just added three more SKUs
with adult flavors.
Sizes are around 14 ounces,
enough for two empty nesters to split
or one hungry 20-something. “Since
we found about 80% of the quickserve restaurants have flatbreads
on their menus,” says Pytlinski, “we
figured this is a no-brainer, both as
an entrée and as a quick appetizer
for party time.”
Palermo’s Pizzeria line has new
energy. Again referring to consumer
research, Pytlinski notes “these
hand-tossed pizzas appeal to parents
who don’t mind eating what the kids
are eating.” Crust is medium thickness, which appeals to both parents
(who prefer thin) and kids (who
prefer thick).
New graphics similar to what is
on the Pizzeria will be added to the
Primo Thin Crust line in the fall.

Pytlinski expects the resulting visual
“pop-out” will enhance freezer case
presentation.

PIAZZA PIZZAZZ
“Our most popular new item in
the freezer case is the Filled Bread
Stick line, which comes in three
flavors – Three Cheese, Vanilla Sweet
Cream with Cinnamon and Maple
with Streusel,” according to Stephen
Piazza II, COO and national sales director, S.A. Piazza & Associates, LLC
(www.sapiazza.com), Clackamas, Ore.
The individually wrapped items
come in 10-packs and 20-pack club
store sizes. “These are innovative
products, designed to add pizzazz
to the pizza category. Definitely not
the same old,
same old,”
says Piazza.
Watch for
more new
SKUs from
S.A. Piazza
including a
three-pack 12-inch pizza (Pepperoni,
Supreme, Combination and Four
Cheese) and a 14-inch pizza in the
same flavors.
More new flatbreads are coming
too, says Brad Sterl, CEO, President,
Rustic Crust (www.rusticcrust.com),
Pittsfield, N.H. His company has
launched three new wood-fired flatbread pizzas: Freshly Sliced Tomato
and Five Cheese (using specialty
cheeses from small dairy farms in
Vermont as well as freshly sliced
tomatoes), Twisted Onion and Six
Cheese (using the Vermont cheese
and red onion herbs) and Farmers
Tomato Pie (cheese-less pizza with
organic tomato sauce, fresh-chopped
tomato, basil, onion, olive oil and
aged balsamic vinegar).
Rustic Crust aims to deliver products that create the experience of a
wood-fired restaurant pizza at home
that is better than a delivered woodfired pizza. “Consumers want quality
at a fair price” says Sterl. “They want
toppings and ingredients that they
recognize” (as opposed to exotic
ingredients that may not be right in

Frozen pizza still has
a sales-to-space ratio
about a third higher than
the department average.

• Made with Over ½ lb Mozzarella Cheese
• International & Domestic Award Winning Mozzarella Cheese
• Creative Marketing Support Programs
• 8 Varieties of Multi-Serve Pub Pizza
• 3 Varieties of Single Serve Pub Pizza
• Direct Delivery to Your Stores!
Visit us on facebook and
at www.brewpubpizza.com

800-622-6935

LOTZZA MOTZZA is a registered trademark, and BREW PUB PIZZA and the associated
Brew Pub design are protected trademarks of Bernatello’s Pizza, Inc. ©2013. All rights reserved.
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this category).
za — stone-fired blistered crust
Palermo’s Pytlinski
with a rich tomato sauce, fresh
says “the knee-jerk
toppings and creamy cheeses.
reaction to summer“This Napoleon-style pizza is
time pizza marketing
reminiscent of how pizza truly
is to recommend
originated back in Italy,” says
making it on the grill
Czerwonka. It can be customto keep the house
ized to various consumer taste
cooler.” Sure, that
preferences and profiles.
Also new from the comcan result in a great
pany: Thick & Crispy Take
tasting pizza, but in
& Bake Pizza. This full-size,
reality, the sales don’t
upscale pizza has a stone-fired
fall off a huge cliff, so
thin crust and bold sauces.
high-pitched mar“This version is thinner than
keting is not really
what is typically found in deli
necessary.
Wild Mike’s Ultimate Pizza is an ultra-premium product
Instead, he sugcounters today. A crunchy
from S.A. Piazza & Associates, Clackamas, Ore. The line
gests focusing on
panko breadcrumb application
has taken off and is adding more SKUs.
higher-caliber
on the bottom gives it a crispiproduct supplier in Elk Grove Vilproducts that satisfy
er crust,” says Czerwonka. n
lage, Ill. “Consumers are continually
multiple consumer segments. “With
Dan Raftery is president of Raftery
looking for new restaurant quality
the overall quality denigration in the
Resource Network and a trumpet
pizza
at
home,”
says
Czerwonka.
pizza case over the last few years,”
hobbyist. He can be reached at
To
meet
that
need,
Little
Lady
says Pytlinski, “people will notice
Dan@RafteryNet.com.
Foods
just
introduced
Old
World
Pizwhen the product better fits their consumption behavior and
meets their higher
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
dollar stores combined for the 12 weeks ended May 19, 2013, according to IRI, the Chicago-based
taste requirements.”
market research firm. Percent change is versus the same period a year ago. Data is for the brands as
Rustic Crust’s Sterl
originally trademarked and may not include line extensions.
says that “Summer is
CATEGORY
$ SALES % CHG UNIT SALES
% CHG
VOLUME % CHG
the perfect time to grill
FZ PIZZA
$995,426,900
(0.3) 312,809,400
0.3 318,245,400
0.1
your pizza. The backFZ PIZZA
$990,150,100
(0.3)
311,069,200
0.4 316,262,700
0.0
yard barbeque adds
Di Giorno
$237,624,700
(5.4)
43,056,950
(4.5)
72,114,340
(4.6)
that extra grilled flavor
Private Label
$95,836,380
(4.6)
31,609,980
(5.6)
34,436,780
(2.1)
while keeping you out
Red Baron
$94,703,050
(12.3)
26,877,140
(9.1)
33,470,180
(10.6)
of the kitchen, whether
Totino’s Party Pizza
$71,416,070
4.0
53,763,140
4.1
35,224,180
4.6
grilling an American
Tombstone
$70,414,490
0.5
19,258,490
3.6
26,906,360
3.5
Flatbread or building
Jack’s Original
$43,111,520
0.9
15,062,380
2.0
15,950,320
1.9
a pizza from scratch.”
Freschetta
$37,678,120
15.6
7,323,041
14.5
10,829,200
15.0
Videos showing how to
California Pizza Kitchen
$31,721,270
(10.6)
6,357,766
(12.1)
4,888,080
(10.4)
grill pizza can be found
Stouffer’s
$21,568,920
4.8
7,777,855
11.3
5,823,793
7.3
on Rustic Crust’s home
Tony’s
$20,951,860
(15.9)
9,743,054
(14.7)
8,389,488
(14.1)
page and on their FaceFZ PIZZA CRUSTS/DOUGH
$5,276,878
(10.9)
1,740,168
(4.4)
1,982,775
9.1
book page.
Private Label
$1,397,290
57.4
498,521
60.1
587,861
62.2
Udi’s
$1,024,393
29.3
194,834
26.0
97,417
26.0
THIN IS IN
Kinnikinnick Foods
$329,210
13.0
40,508
16.7
53,167
16.7
“Thin crust is the fastRFG PIZZA
$101,831,400
0.5
22,956,220
0.2
34,028,170
(0.6)
est-growing segment
RFG PIZZA/PIZZA KITS
$74,275,010
(0.2)
12,176,820
(3.0)
23,986,750
(2.4)
of the restaurant and
Private Label
$56,647,480
3.4
7,774,894
1.2
17,632,470
(0.6)
Mama Rosa’s
$8,686,564
(3.6)
2,590,724
(4.9)
3,610,929
(3.9)
retail pizza market,”
Uno
$2,315,694
(7.7)
567,265
0.9
965,558
0.9
says Don Czerwonka,
RFG PIZZA CRUST/DOUGH
$27,556,360
2.4
10,779,400
4.0
10,041,420
3.9
vp of sales, Little
Pillsbury
$10,359,080
2.5
4,126,126
7.6
3,282,778
7.4
Lady Foods (www.
Mama Mary’s
$8,577,526
0.8
2,360,782
1.9
2,392,882
1.2
littleladyfoods.com),
Private Label
$5,585,168
3.0
2,685,390
0.7
2,938,451
2.8
the store brand frozen

FROZEN & REFRIGERATED PIZZA
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( 12", to be precise. )

At Palermo’s, excellence is a way of life. But even excellent
is never good enough. Watch for new tastes and new looks,
coming soon.
For more info, visit stockpalermos.com or call 800-800-7912.
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ICE CREAM

UP 1.4%
But frozen novelties fall 6.5%.
Manufacturers hope a slew of new
introductions featuring Greek frozen yogurt, premium and natural
ingredients and candy bar flavors
will help spark a turnaround.
BY DENISE LEATHERS

A

cold spring combined with
increased competition from
frozen yogurt shops has had
a chilling effect on the ice cream and
frozen novelties categories. Though
volume was down slightly, dollar sales
of ice cream/sherbet edged up 1.4%
to $1.30 billion during the 12 weeks
ended May 19, thanks mostly to a

ing in the ‘health-claim’ ice cream
segment,” says Carl Breed, director
of marketing at Brenham, Texasbased Blue Bell Creameries (www.
bluebell.com). Instead of reduced-fat
or -calorie ice cream — or even
sherbet — consumers are opting
for naturally better-for-you frozen
yogurt, particularly protein-rich
Greek frozen yogurt, he explains.
In fact, after less than a year in
distribution, Healthy Choice Greek
frozen yogurt is already the subcategory’s second-best seller.
Until recently, Greek frozen
yogurt hasn’t had much of a presence in the frozen novelties category, where sales were down 6.5%
to $914.02 million during the most
recent 12 weeks versus the same period a year ago. All three subcategories saw declines, including frozen
novelties (-6.0%), ice cream desserts (-3.7%) and ice pop novelties
(-21.5%), and only a handful of top
10 brands managed decent gains.

GOING GREEK

The newest addition to Blue Bell’s
market-specific ice cream lineup:
Creole Cream Cheese pints for
Louisiana and the Mississippi Gulf
region.

24.8% jump in frozen yogurt sales
(to $85.24 million), reports Chicagobased market research firm IRI. Ice
cream sales were up just 0.4% (to
$1.17 billion), but sales of sherbet/
sorbet/ices tumbled 6.6% to $49.77
million.
While the premium and superpremium segments are performing
well, “There seems to be some slow-
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Manufacturers hope a variety of new
Greek frozen yogurt-based novelties will help turn things around.
Among the most recent entries is
Whole Fruit brand Fruit Sorbet &
Greek Frozen Yogurt Swirls from
Pennsauken, N.J.-based J&J Snack
Foods (www.jjsnack.com). Offered in
resealable 4-ounce cups, the low-fat
snacks contain just 100 calories and
4 grams of protein apiece. Varieties
include Raspberry Swirl, Mango
Swirl and Strawberry Swirl.
“The increased prominence of
Greek yogurt and the popularity of
portion-controlled frozen novelties
has led Whole Fruit down this logical
path,” says
research and
development
vp Ernest
Fogel, who
calls Swirls a
great tasting product that’s also good
for you.
Also new: a line of Greek frozen
yogurt quarts from Lynnfield, Mass.based Hood (www.hood.com) and
Weight Watchers Greek Frozen Yo-

gurt Bars from LeMars, Iowa-based
Wells Enterprises (www.weight
watchers.com). Offered in both
Blueberry Swirl and Peach Swirl, the
80-calorie treats boast 5 grams of

Wells’ new Yoplait brand frozen yogurt
lineup includes both regular and
Greek frozen yogurt pints and bars.

protein. On the still-growing conventional frozen yogurt side, Wells
debuted Weight Watchers Chocolate
Smoothie Frozen Yogurt Bars made
with low-fat frozen yogurt and real
chocolate. It also introduced Weight
Watchers Snack-Size Red Velvet Ice
Cream Sandwiches and Cookies &
Cream Dessert Bars. All four new
Weight Watchers novelties boast a
PointsPlus value of 3 or less.
Wells also offers both traditional
and Greek versions of its new Yoplait brand frozen yogurt. The line
includes both original and Greek
frozen yogurt pints and original and
Greek frozen yogurt bars. Original
pints come in Strawberry, Harvest
Peach, Strawberry Banana, Cherry

‘Consumers are drawn to the brands
they grew up with, and they’re willing
to try new flavors and brand extensions.’
Orchard, Mountain Blueberry, Vanilla and Mixed Berry flavors, while
Greek pints are available in Honey
Caramel, Strawberry, Blueberry,
Peach, Black Cherry, Raspberry Fig
and Vanilla. Original bars come in

SPOTLIGHT: ICE CREAM
Strawberry Banana and Harvest
Peach while Greek bars are offered in
Honey Caramel and Raspberry.
“We’ve taken the most popular
(Yoplait) flavors and transformed
them into frozen yogurt,” which offers an ice cream-like experience that
consumers can feel good about, says
marketing manager Jill Feuerhelm.

featuring simple, wholeciting the
some ingredients. “Ice
popularity of
cream is a treat,” says Jay
the company’s
Allison, vp of sales and
cake-inspired
marketing for Tillamook,
flavors. Given
Ore.-based Tillamook
the success of
County Creamery Assoits Anniversary
ciation (www.tillamook.
Cake, Birthday
com), which recently
Cake, Groom’s
expanded distribution to
Cake and Red
CANDY, DESSERT INSPIRE
California and parts of
Velvet Cake
Ice cream and novelties inspired by
Arizona. But if consumvarieties, “We
popular candies and desserts are anfigured we
Designed to appeal to fans of ers are going to expend
other key category trend. For examall those calories, it had
might be on
Dove chocolate, Mars’ Dove
ple, Hackettstown, N.J.-based Mars
better be worth it. “That’s
to something,”
Ice Cream collection now
Ice Cream (www.mars.com) recently
why we strive to use only
he explains.
includes three new flavors.
added three new flavors to its Dove
the healthiest, highest
Newer dessertIce Cream lineup: Unconditional
quality fruits and other
inspired flavors
Chocolate, Vanilla with Chocolate
include Italian Cream Cake (available inclusions — locally sourced whenevChunks and Mint Chocolate Chunk.
er possible — and milk without artifithrough the end of this month) and
Last year, it introduced Milky Way
cial growth hormones,” he says. New
Rockside Brownie (available until
Chocolate Ice Cream Bars, offering
additions to Tillamook’s premium ice
October).
consumers already familiar with its
cream lineup include White ChocoBlue Bell has also gotten good
Snickers and Twix Ice Cream Bars a
late Raspberry Yum and Fireside
response to flavors developed for
third option.
S’mores. In 2014, it will add Oregon
specific markets that reflect local
Wells is also expanding its chocoHazelnut with Salted Caramel. “It’s
or regional dessert preferences —
late bar-inspired lineup, adding two
the perfect combination of trendy
Georgia Peach Cobbler for Georgia,
new on-trend flavors to its one-yearflavor, locally sourced ingredients and
Mexican Praline for Texas, Tropical
old Cadbury
simple deliciousness,” says Allison.
Paradise for Florida, etc.
Ice Cream Bar
New this year is Creole
THE FARMER’S COW GROWS
collection. OfCream Cheese pints for
Another company big on all-natfered in eightLouisiana and the Gulf
ural, locally sourced ingredients,
count packages,
Coast region. Though
Lebanon, Conn.-based The Farmer’s
the newcomharder to find these days,
Cow (www.thefarmerscow.com), is
ers are Royal
“Traditional Creole cream
expanding its lineup as well. Made
Dark (Blue
cheese was once widely
Bunny reduced
available throughout Loui- with cookies produced in a Connecticut bake shop and ice cream
fat vanilla ice
siana,” says Breed. “The
cream dipped
ice cream version goes well made with milk from Connecticut
in Cadbury
with fruit or eaten straight cows, its Naturally New England Ice
Cream Sandwiches are available in
dark chocolate)
out of the carton.”
five unique flavor combinations like
and English
Manufacturers say sour
Chocolate Chip Cookies with Up
Toffee (Blue
flavors represent another
Early Coffee Ice Cream and Chocolate
Bunny reducedimportant category trend,
Tapping into a trend
Sugar Cookies with Black Raspberry
fat toffee ice
particularly for products
toward dessert-inspired
Chocolate Chip Moo Ice Cream.
cream dipped in
aimed at kids. Charlotte,
flavors, Tillamook adds
Conestoga, Pa.-based Turkey Hill
Cadbury milk
N.C.-based Italian ice
Fireside S’mores to its
Dairy (www.turkeyhill.com) is also
chocolate and
manufacturer Lindy’s
premium ice cream
targeting the all-natural, premium
toffee pieces).
Homemade (www.lindys.
collection.
consumer, relaunching its new and
“Consumers
com) is also jumping on
improved All Natural Ice Cream colare drawn to the
the trend, rolling out four
lection this spring. Now made with
brands they grew up with, and they’re flavors of Sour Blasters frozen ice
additional cream to create a more
willing to try new flavors and brand
desserts.
While sales of “naturally betterpremium product, the line contains
extensions,” says Mars Ice Cream
for-you” frozen yogurt are growing,
seven flavors, including newcomers
general manager Craig Hall.
consumers are also gravitating to
Sea Salted Caramel and Vanilla Bean
They often feel the same way
& Chocolate. To create additional exabout desserts, says Blue Bell’s Breed, better-quality all-natural ice creams,
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citement, says senior trade relations
manager Colin Wright, the company
will also offer limited edition flavors
such as Raspberry (through August)
and Butter Almond (from September
to December).
“Consumers want companies to
be honest about what’s in their products,” he continues. “We’ve made a
huge effort to make sure our packaging is clean and concise, so there’s no
confusion about what the customer
is purchasing.... All of the ingredients are listed on the principal display panel, so what you read on the
front of the package is what you read
in the fine print on the ingredient
deck. Our tag line is ‘no big words, no
long lists, just simple ingredients.’”

NEW NOVELTIES

Now made with extra cream for a
more premium flavor, Turkey Hill’s
recently relaunched All-Natural Ice
Cream collection features two new
flavors: Vanilla Bean & Chocolate
and Sea Salted Caramel.

extension for Friendly’s.”
Other new novelties include
Magnum Gold Ice Cream Bars from
Englewood Cliffs, N.J.-based Unilever (www.magnumicecream.com),
the ninth flavor in its still-growing
Magnum portfolio. Available in both
regular and mini sizes, the bars fea-

ture vanilla bean ice cream swirled
with sea salt caramel then dipped in
golden Belgian milk chocolate. Wells
is also adding a caramel variety to
its lineup. Blue Bunny Mini Swirls
Ice Cream Cones promise a caramel
sauce “surprise” inside a mini vanilla
ice cream cone. Snack-size minis
are gaining ground in almost every
category, including frozen novelties,
“and caramel is a hot consumer trend
for 2013,” says the company. (Wells
has also added a new caramel variety,
Caramel Fudge Brownie Sundae, to
its Chef Duff Goldman premium ice
cream lineup.)
In addition, Wells is debuting
four new Blue Bunny Ice Cream
Sandwiches (Birthday Party, Simply
Vanilla, Chocolate Lovers and Triple
Delight) plus two additional Bomb
Pop flavors: Hawaiian Punch and
Sour Wower. n

On the novelties side, Blue Bell
recently added two new fruit bars to
its lineup. Both fatfree Mixed Berries
and more indulgent
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
Dipped Coconut
dollar stores combined for the 12 weeks ended May 19, 2013, according to IRI, the Chicago-based
Fruit Bars come in
market research firm. Percent change is versus the same period a year ago.
six-packs. Also new
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
in novelties this year
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Private Label
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SPOTLIGHT: DINNERs & ENTREES

ENERGIZE

cant factor in the total category. And
third, smaller brands are gaining,
particularly in handhelds.
Here are questions that both
retailers and manufacturers should
be asking:

Dinners and entrees are a huge
part of the frozen department,
but they’re also a huge cause for
concern.

Are promotional dollars being
spent wisely?

ENTREES!

The quick answer is “no.” While
promotion volume is a small contributor to overall category sales, it’s
BY ELLEN SCHMITZ
a large contributor to category losses.
In the 52 weeks ended April 21,
rozen dinners and entrees are
89% of dollars came from base sales
down in both base and incremen- (without merchandising), with the
tal sales. They’re over-SKU’d, los- remaining 11% from incremental
ing household penetration and suffer- volume. But only 65% of the total cating from a seven point
egory loss came from
drop in promotional
base sales, with 35% of
lift in the past year.
the loss coming from
What can be done
product on deal.
to energize this ailAverage price per
ing category? It’s an
volume while on
important question,
promotion was actusince dinners/entrees
ally down by 2% in the
are the No. 1 category
latest 12 weeks (and
in the frozen departpromoted price flat for
ment. In the 52 weeks
the 52 weeks) from the
ended April 21, they
prior year period, so
chalked up $9.1 bilnon-price factors likely
lion in annual sales —
caused the declines.
ELLEN SCHMITZ
62% more than No. 2
Already, it’s clear that
ice cream.
there’s a problem here.
But category sales (counting
Base declines across all three catsingle-serve dinners/entrees, handegory segments in the latest 12 weeks
held non-breakfast entrees and
were the result of lower velocity,
multi-serve dinners/entrees) were
since price-per-volume and distribudown by 2.5% in the 52 weeks, losing
tion remained stable. Promotional
$235 million. What’s more, volume
lift has declined in the 12 weeks
dropped by 2.6%, indicating that
consumer takeaway is also down.
Granted, the $52 billion frozen department posted only a 2.0% increase
during the period. But among the top
10 frozen categories, dinners/entrees
came in dead last in terms of sales
performance. Clearly, a comeback by
this category would greatly help the
from 81% last year to 71% today. For
department as a whole.
the 52-week period, promotional lift
There are three points to keep
declined from 79% to 72%. (This inin mind before we go any further.
cludes all merchandising conditions
First, handheld entrees (excluding
including display, feature and price
breakfast items) are showing growth
reduction.)
— the only segment to do so. Second,
Single-serve had the best lift
private label remains an insignifiamong the segments at 86% during

F

the 12 weeks, although it gets the
same number of weeks of promotional support as multi-serve and handheld. But if promotion isn’t working
very well, then why has the category
been on deal for 50 of the past 52
weeks, and every single week in the
12 weeks ended April 21?
The question needs to be asked: Is
the heavy frequency of promotion the

Smaller brands are
gaining, particularly
in handhelds.
wisest investment? With the business largely base-driven, and with
low promotional lifts, is there a better
way for these trade dollars to drive
growth, such as innovation to provide
additional healthy options or a different approach to multi-serve? It would
seem that the answer is “yes.”

How serious is the erosion of
household penetration?

It may be slow, but it is steady and
serious. While 81% of households
purchase from the frozen dinner/
entrée category at least once a year,
penetration slipped by 0.3% in the
52 weeks ended April 21. With 120
million households in the country,
that means the category lost 360,000
of them in a single year. Worse, this
erosion is intensifying. In the 12
weeks ended April 21, penetration
fell by 0.6% and stood at only 59%.
Drilling down into the segments
for the 12 weeks, we
see that penetration in
handheld is steady at
28.7%, with the dollars
per buyer up slightly
due to more trips
(dollars per trip were
flat). Penetration went
down by 1.4% for multi-serve and by
0.7% for single-serve. Both of these
showed a slight decline in dollars per
buyer as dollars per trip fell but total
trips remained steady.
Competition from the store perimeter and from restaurants is partly
to blame, but work needs to be done

While promotion volume is a
small contributor to overall
category sales, it’s a large contributor to category losses.
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Chart a
Course for New Flavors.
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Restaurant-Quality Frozen Indian Cuisine For
Adventurous Eaters. (And Pizza Lovers Too!)

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

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

TandoorChef.com

SPOTLIGHT: DINNERs & ENTREES
to make the dinner/entrée category
more relevant to consumers.

Is assortment too broad?

Yes. The average store sells more
than 400 different frozen dinner/
entrée items each week. This proliferation may be too confusing or
overwhelming for some consumers.
Past studies have shown that when
retailers reduce SKU counts, consumers often perceive greater variety.
There’s been a slight paring down of
SKUs in the most recent 12 weeks —

the average store sold 13 fewer items
than in the same period last year.
With base velocity down and this
massive assortment, many retailers

sarily mean delisting smaller brands,
particularly in handhelds. Consider
the recent 52-week gains by Ruiz ($7
million), J.M. Smucker ($4 million),
Foster Farms ($3
million) and Sara Lee
($1 million).
At the same time,
look at the losses
posted by Nestlé
($27 million, down by 3%), ConAgra ($31 million, down by 8%) and
Heinz ($33 million, down by 18%.)

Promotional lift in the last 12
weeks has declined to 71% from
81% in the year-ago period.
would be wise to continue paring
SKUs and leveraging valuable frozen
food space. But that doesn’t neces-

FROZEN DINNERS & ENTREES
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores combined
for the 12 weeks ended May 19, 2013, according to IRI, the Chicago-based market research firm. Percent change is versus
the same period a year ago. Data is for brands as originally trademarked and may not include line extensions. Numbers
here are for the month following the period discussed in the story.
							
% VOL WITH
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG MERCH SUPPORT PTS CHG
DINNERS/ENTREES
$2,133,212,000
(3.4) 783,422,200
(3.5) 675,197,200 (2.6)
39.6
0.3
SINGLE-SERVE
$1,080,519,000
(5.6) 508,672,700 (5.2) 324,637,800 (4.9)
44.5
3.0
Stouffer’s
$133,900,000
12.1
49,502,260
13.5
38,438,440
14.7
44.7
6.6
Weight Watchers Smart Ones
$106,410,600
0.3
50,136,850
1.0
28,918,350
(1.8)
47.7
3.8
Marie Callender’s
$78,264,610
2.0
30,648,680
4.7
26,207,340
2.5
47.3
(1.2)
Banquet
$78,002,780
(7.7)
76,569,740
(7.2)
39,888,850
(7.2)
37.2
0.4
Stouffer’s Ln Cuisn Culnry Collct
$61,084,990
4.6
22,676,950
5.6
12,781,620
5.9
56.4
1.1
Stouffer’s Ln Cuisin Smpl Favorts
$57,042,980
(14.2)
26,964,640
(11.3)
16,302,080 (11.5)
50.7
13.6
Healthy Choice
$32,043,120
(28.4)
14,574,810 (27.6)
8,607,318 (27.0)
57.3
21.8
Hungry Man
$31,429,020
0.8
11,885,310
0.8
11,760,740
0.7
37.0
(19.8)
Healthy Choic Tp Chf Caf Steamrs
$28,049,510
16.5
10,735,150
17.3
6,787,712
17.1
53.1
(13.4)
Stouffer’s Lean Cuisine Chefs Pck
$25,230,970
27.5
9,440,852
30.2
5,138,181
29.8
54.5
3.2
HNDHLD ENTREES (NON-BRKFST) $566,544,400
3.1 193,008,700
2.0 180,214,000
3.2
34.6
(2.7)
Hot Pockets
$147,880,500
1.5
42,487,270
(3.7)
42,500,280
2.6
42.7
(6.6)
El Monterey
$67,369,540
13.3
23,062,900
13.7
38,418,010
7.2
43.8
7.8
Lean Pockets
$38,956,420
(0.5)
15,978,700
(3.8)
10,518,480 (0.5)
45.5
(15.1)
State Fair
$35,962,530
(10.2)
5,526,977 (10.4)
12,713,300 (10.0)
25.4
(3.6)
Foster Farms
$30,318,140
9.1
4,982,589
7.6
12,582,080
10.5
32.4
(3.1)
Smucker’s Uncrustables
$29,423,310
29.7
6,206,776
18.1
5,708,493
34.2
9.0
(2.6)
White Castle
$27,301,760
5.4
4,985,043
2.2
4,381,029
5.0
19.7
(0.6)
Private Label
$21,304,930
(0.0)
10,495,760
28.9
6,521,401
9.8
29.6
1.4
Amy’s
$12,209,020
10.1
4,543,329
7.1
1,647,815
6.9
11.6
(10.6)
José Olé
$11,842,530
(6.7)
9,608,521
8.3
4,018,040
(11.1)
18.0
(2.0)
MULTI-SERVE
$486,149,300
(5.6)
81,740,830 (4.9) 170,345,400 (4.0)
35.5
(1.6)
Stouffer’s
$172,433,400
9.1
23,500,170
13.2
66,595,010
5.7
38.0
(7.3)
Birds Eye Voila
$57,442,390
4.8
13,087,080
4.6
20,585,830
7.0
44.3
5.3
Bertolli
$43,325,600
(9.2)
6,796,592
(4.2)
10,561,050
(7.7)
52.6
(0.8)
P. F. Chang’s Home Menu
$28,755,110
(10.9)
3,808,830
(8.1)
5,237,142
(8.1)
45.3
8.3
Private Label
$24,169,390
(21.7)
3,639,664 (19.6)
9,443,825 (20.8)
29.0
4.5
Marie Callender’s
$21,026,970
22.2
3,465,929
9.9
7,975,303
37.3
18.8
(9.4)
Michael Angelo’s
$15,757,940
6.3
1,751,177
2.5
4,225,705
7.5
24.7
16.6
Gourmet Dining
$12,666,980
21.8
2,806,337
31.4
5,036,135
24.5
35.9
1.5
Banquet
$12,480,840
(7.0)
4,222,040 (12.2)
7,133,596 (10.8)
20.4
(2.5)
Stouffer’s Easy Express Skillets
$10,819,120
(35.3)
2,613,094 (35.7)
3,936,979 (36.5)
8.9
(3.2)
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These three manufacturers make up
nearly 60% of all category volume.
I should note, however, that ConAgra’s multi-serve business is up by
$4 million — a bright spot in that
lackluster segment.

latest 12 weeks. Because of improved
velocity, base business for handhelds
is ahead by 4.4%.
While singleserve and multiDo ‘better-for-you’ frozen
serve are both
meals still hold opportunity?
down by nearly
Based on Mintel’s custom consumer
5.0%, the dollar
survey, better-for-you attributes are
loss attributed
important to the majority of frozen
to single-serve is
meal users. As some Americans are
Frozen dinners and entrees have been on
much higher at $56
looking to eat better, the frozen meal
promotion for 50 of the past 52 weeks, and every
million. However,
industry must make sure that it offers
single week in the 12 weeks ended April 21.
handheld is the
products that are consistent with the
only segment showpursuit of a healthy lifestyle.
ing velocity improvement versus the prior year. This is
These consumers are particularly interested in highdespite an expanding handheld shelf set as SKU counts
fiber and high-protein products and whole grains,
grew from 81 to 83 items per store while the other segwhile at the same time consider reduced sodium to be a
ments had average items/store declines.
primary concern. Despite this increased interest in more
The dinner/entrée category isn’t about to go the way of
BFY products, the industry has not made this a major fofrozen orange juice, but it does need serious analysis and
cal point of its product introductions.
action. n

How are individual segments performing?

Single-serve accounts for half of all category sales, followed by handhelds with 27% and
with
6_SR_FrznRefrBuyerMag_HalfHorizAd.pdf
1 multi-serve
3/20/13
4:20
PM 23%.
Only handhelds posted an increase, up by 3.2% in the

Ellen Schmitz is Principal-Client Insights, at IRI, the
Chicago-based market research firm, and a member
of this magazine’s editorial advisory board. She can be
reached at ellen.schmitz@IRIworldwide.com.

LOGISTICS

iGPS Expects

chain solutions.
Business has not been interrupted,
and the company expects to be
stronger and better capitalized after
the deal is complete. According to
Pallet pool company files Chapter
a press release, “iGPS Logistics and
11, but joint venture may breathe
its principals have relationships and
new life into business.
resources to expand iGPS’ product
offering and customer base to service
y the time you read this,
its customers’ growing needs for
Orlando, Fla.-based iGPS
returnable packaging products.”
Company may have sold subDick DiStasio, CEO of iGPS,
stantially all of its assets to iGPS
said
“We are very excited that iGPS
Logistics, which plans to invest
Logistics has made such
a significant financial
commitment, and has
coupled a strong ownership group and management team with a proven
depth of strategic and
iGPS plastic pallets
operational experience
have embedded electronic
in the global returnable
tags to track location, and are touted as
packaging and pallet
providing lower transport costs, more product
pooling business. We are
per pallet, less production downtime and
excited to take iGPS into
reduced product damage.
the next chapter of its
story. With iGPS Logisheavily in the business and continue
tics’
financial
backing and operational
its operations.
expertise,
we
look
forward to continOn June 4, iGPS Company filed a
uing
to
provide
a
high
level of service
voluntary Chapter 11 petition in the
to
our
customers.”
Delaware Bankruptcy Court. It has
Published reports put iGPS’ sales
been the operator and owner of the
at
$172.2 million in 2011 and $118.5
largest global pallet rental pool of
million
last year. The three largest
lightweight, 100% recyclable plastic
unsecured
creditors are said to be
platforms with embedded RFID tags.
Schoeller
Area
Systems Inc. ($5.5
According to market reports, as
million),
Ryder
Integrated Logistics
many as 1.5 million of the company’s
($4.7
million)
and
Belacon Pallet
10 million pallets could not be acServices
($4.3
million).
n
counted for in the marketplace, and
this triggered a default under iGPS
Company’s credit agreement. Prepay- u u u
ments required after the default as
well as a borrowing cap reportedly
caused the liquidity crisis that led to
the Chapter 11 filing.
An auction of the assets was
slated for July 1, with closing by iGPS Will use cash to focus on U.S.
business.
Logistics (unless another party bids
illard Refrigerated
a higher amount) anticipated on or
Services, Omaha, Neb.,
before July 9. The expected buyer is
has sold its Canadian
a joint venture formed by Balmoral
facilities
in
Brampton, Ontario, and
Funds, One Equity Partners, certain
Calgary,
Alberta,
to Brookfield Asset
of their affiliates, and Jeff and Robert
Management,
Toronto,
Ontario.
Liebesman of Palogix International, a
Terms
of
the
May
31
closing
were
South African-based provider of renot
disclosed.
Millard
will
use
the
turnable packaging and global supply

New Owners

B

MILLARD SELLS

CANADA DCS

M
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funds from the sale to focus on
United States customers by investing
in warehousing opportunities and
value-added solutions.
It anticipates expanding select
facilities to accommodate growth
as the company recently did at its
Attalla, Ala., and Sunnyvale, Texas,
distribution centers. The company
will also dedicate resources for the
continued development of its Millard
Maritime facility in Theodore, Ala.
Brookfield will be retaining the
employees of the two facilities, which
will be renamed Brookfield Cold
Storage. The firm expects to keep all
current customers and ultimately
expand the service offering. n

u u u

LOGISTICS LEDGER
KeHE Distributors, Romeoville, Ill.,
to double size of freezer and cooler
space in its Dallas DC. Ft. Lauderdale
facility will quadruple frozen space,
and double cooler space. Romeoville
DC’s space for perishables will climb
by 30%. KeHE will also implement
technology and infrastructure enhancements… Houston-based Grocers Supply Co. hopes to build a $50
million regional DC in South Dallas,
pending economic incentives from
the city. Construction could begin
in September; completion by Nov. 1,
2014. Planned 740,000-square-foot
facility could be expanded to 1.2 million square feet… Lineage Logistics
is constructing a 420,000-squarefoot, multi-use cold storage warehouse in Colton, Calif., which it
expects to open next May. Separately,
Lineage acquires the University
Park, Ill., facility it has managed
outside Chicago since May 2009…
Doug Harrison is new president and
CEO of Vancouver, British Columbiabased VersaCold. He had been COO
of Day & Ross Transportation
Group, Hartland, New Brunswick…
A M King Construction, Charlotte,
N.C., begins work on ALDI regional
DC in Royal Palm Beach, Fla. Facility, to include 180,000 square feet of

cold storage space
er… Atlanta-based Americold
and nearly 450,000
names Jed Milstein exec vp and
square feet of dry
chief human resources officer,
space, slated to
and Jeff Hogarth senior vp, Asia
open in December
Pacific. They report to Jeffrey
2014... Jacksonville,
M. Gault, president and CEO
Fla.-based Suddath
of Americold…. Henningsen
Global Logistics
Cold Storage, Hillsboro, Ore.,
Datalogic
acquires third-party
names James Denmark general
introduces its
logistics company
manager of its two Portland,
DS2400N laser scanner designed
PenserSC, also in
Ore., facilities, which combined
Jed Milstein
for cold environments down to -31F.
Jacksonville, for
have 9 million cubic feet. He
undisclosed terms. Shawn Bennett to spent 16 years with Americold…
IP65 protection class… Hoffberger
remain in charge of new division…
Datalogic, Bologna, Italy, debuts the Holdings, parent of MTC Logistics,
Irvington, N.Y.-based PECO PalDS2400N Subzero model, a compact Baltimore, names Harry D. Halpert
let opens first company-operated
industrial laser scanner
CEO of HHI and chairpallet depot in Hazleton, Pa… Doug
specifically designed for
man of MTC Logistics.
Thomas, president and CEO of Bellcold environments down
F. Brooks Royster, III, is
ingham Cold Storage, Bellingham,
to minus 31°F. Features
named to succeed Halpert
Wash., is elected chairman of board
include exceptional
as president of MTC Logisof directors of International Asreading performance at
tics. Kenneth W. Johnson
sociation of Refrigerated Wareany temperature, lower
is named senior vp, operahouses. Terry Brown, president,
power consumption
tions, for MTC Logistics…
Diversified Port Holdings, Jackson- and compact dimenUnilever names Ameriville, Fla., is vice chairman and Tom
sions, a short warm up
cold’s Henderson, Nev.,
Poe, president, Crystal Distribution phase and electronic
facility its frozen DC of the
jeff hogarth
Services, Waterloo, Iowa, is treasurtemperature control and
year. n

GETTING PERSONAL

MAESTRO
PASTAIO!
Fifty years ago in Italy, master
pastamaker Giovanni Rana delivered his handmade products on
the back of an old motorbike he’d
bought for $20. Today, his products
are in 37 countries, most recently in
the United States.

f How did you get started in the
business?
I was baking in my family’s bakery,
but knew almost right away that I
wanted my own business. In the early
1960s, my fiancée’s father gave us
a small workshop in San Giovanni
Lupatoto, a few miles from Verona.
My fiancée at the time and I produced the first Giovanni Rana ravioli
and tortellini there, with the help of
10 women. We made sure the dough
and filling was prepared like we’d
done it at my family’s bakery. Frozen and refrigerated foods were just
popping up on the shelves, and I saw
opportunity for delicious and healthy
ready-made meals — especially
refrigerated filled pastas. We started

weight as well as
the weight of the
pasta I carried in a
basket on the back.
The roads were hilly,
and the weather was
quite windy. I had to
constantly downshift
to try to get it going
so I could deliver my
product on time!

f Your refrigerated pasta quickly
dominated the
Italian market, and
now you’re in 37
countries and still
growing.
Yes, and we’re still
family-run. As
demand for our
products increased,
we had to optimize every stage
of production. I
created specialized
machinery to make
a tortellino in mass quantities that
resembled, as closely as possible,
pasta made by hand. I also encouraged my staff to find new technologies for packaging, and for avoiding
the use of chemical
preservatives.
Some years ago, my
son, Gian Luca Rana,
entered the business
as the first General
Director and CEO of
the Rana Group. He’s
taken us international in a substantial way, and strengthened the Rana
brand. As a result, we’ve been making large investments in technology
and have expanded the business.

‘Since World War II, America
was my dream… I first learned
of America when a soldier gave
me a piece of chocolate.’
out with everything handmade and
made to order for little stores and
restaurants.

f What did you do about
distribution?
In 1961, I bought a 1954 Moto Guzzi
Motoleggera 65cc, also known as
“Guzzino,” for $20. It was important
to me to be personally responsible
for the production and distribution. I
always loved my Guzzino, but it had
one fault — it wasn’t good at accelerating. This was no small problem
as the motorbike had to carry my
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f When did you enter the United
States market?
Just last year. Since World War II,
America was my dream. When the
American soldiers came to Italy, they
brought many things to the Italian
people like chocolate and Coca-Cola.
I first learned of America when a soldier gave me a piece of chocolate. “If

Giovanni Rana with the 1954
“Guzzino” motorbike he
bought for $20 in 1961 to make
his first deliveries. He’d put
the pasta in the basket, on the
back of the bike.

a country has something this good, I
must go there someday,” I thought.
That dream became a reality in
2012 thanks to my son, who opened
the first plant for the production of
refrigerated pasta and sauces on U.S.
soil in Bartlett, Ill. We’ve brought
our experience and knowledge to the
United States, so the product has the
same quality we started with over 50
years ago. I’m proud to be expanding
throughout this great country.
When Americans go to Italy
and taste the pasta, they are often
surprised. It is so different from what
they experience in the U.S. Our filled
pasta brings that Italian experience
to U.S. consumers with pasta as
thin as what my grandmother made,
which allows the wonderful flavor of
the fillings to shine through.

f What lessons can you share with
young entrepreneurs?
Have the right product with the
highest quality possible. Without
quality, success may come in the
short term but it won’t last for the
long term. n

Nominations Open for
This marks the fifth year that Retail Patriots will be honored
during the annual convention of the National Frozen &
Refrigerated Foods Association. Retail Patriots have gone
“above and beyond the call of duty” in supporting our troops
and veterans. Photos on
this page show a few of
the past winners.

Marine Col. Marshall Denney
thanks retailers for their support of our military.

Tree’s team, from left, John Jones,
2009 Dollar
Deborah Duncan and Dan Doerflein.

2010

Veterans attending the event were asked to come forward to be recognized, and to receive signed copies of
Gen. Tommy Franks’ book, American Soldier.

A Marine Corps. color guard
opened the award ceremonies.
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Nominations for Retail
Patriots are now open.
Please send the company
names of your nominees to
Frozen & Refrigerated Buyer,
to the attention of Paul
Chapa (paul@frbuyer.com,
913-481-5060) or Warren
Thayer (warren@frbuyer.
com, 603-252-0507).
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2012

2011

Marcus Adair, left, and Coler
Ambrose accept Retail Patriots
award on behalf of Winn-Dixie.

Kim Ruiz Beck of Ruiz Foods, the
Retail Patriots co-sponsor, with Nate
Fisher of Ingles and Marine Maj. Gen.
Raymond Fox.

At this October’s
ceremonies in
San Diego,
honorees
will include,
for the first
time, two
non-retailers
as well.

Innovation • Inspiration • Value

Capture the Category
A Two-Part Strategy:

1

REVOLUTIONARY VALUE –
GENERATE TRIAL AND
NEW USERS
The Industry’s No. 1
Volume/ACV Item

2

PREMIUM & NATURAL
For Your Discerning
Consumers

1.877.317.7146
877 31
ext. 225
call Furlani’s sales dept: 1
or customerservice@ furlanis.com

