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ON THE RISE

‘Healthy’ foods are going mainstream.

Tai Pei offers the #1 brand of Asian appetizers and
snacks to your consumers. From Chicken Potstickers
to Vegetable Egg Rolls to Mini Chicken Spring Rolls,
all available in a variety of sizes , you can discover
good fortune with Tai Pei.

TaiPeiFood.com

$

TAI PEI

60.7MM

$

BRAND A

32.7

MM

$

BRAND B

31.0

MM

$

BRAND C

28.5

Information Resources, Inc. Infoscan® Data,
Total US Food – Multi-outlet, 52 weeks ending 5/19/13
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OUT WARREN’S WAY

FROZEN
IN TIME

When the old ways don’t work
anymore, the frozen industry
tends to work harder at what
it’s always done.
BY WARREN THAYER

I

s the frozen food industry frozen
in time? We’re worried about
plunging sales in key categories and losing share to perimeter
departments. We suffer from a poor
image among consumers, many of
whom consider us irrelevant. But as
it’s become
apparent that
our old ways
of doing
things aren’t
working
anymore, we
tend to keep
our heads
down and work ever-harder… at
doing the same old things.
This brings to mind my favorite
section of Stephen Covey’s “The 7
Habits of Highly Effective People,” a
book I re-read at least once every two
years. Here it is:
“Management is doing things
right; leadership is doing the right
things. Management is efficiency in
climbing the ladder of success. Leadership determines whether the ladder
is leaning against the right wall.
“You can quickly grasp the important difference between the two
if you envision a group of producers
cutting their way through the jungle
with machetes. They’re the producers, the problem solvers. They’re
cutting through the undergrowth,
clearing it out.
“The managers are behind them,
sharpening their machetes, writing
policy and procedure manuals, holding muscle development programs,
bringing in improved technologies
and setting up working schedules and
compensation programs for machete
wielders.
“The leader is the one who climbs
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the tallest tree, surveys the entire
situation, and yells, ‘Wrong jungle!’
“But how do the busy, efficient producers and managers often respond?
‘Shut up! We’re making progress.’”
Before his death last year, I saw
Covey speak several times at one convention or another. He often told this
story, and he always got a big laugh
when he’d lean back, cup his hands
around his mouth, and shout, as if
from a treetop, “Wrong jungle!”
The laughter came no doubt for
two reasons. First, because it’s comical imagining people so dumb that
they’re clearing out the wrong jungle.
Second, because it hit too close to
home…
But this is no laughing matter.
The industry is undertaking major
public relations initiatives, and that’s
obviously necessary. But that by itself
can’t help if we keep laboring in the
wrong jungle.
Come on, it’s obvious. “Betterfor-you” foods are growing faster
than “the mainstream,” and this is
reflected in sales nationwide, both in
conventional supermarkets and natural foods stores, in all departments.
Allergen-free foods (including
gluten-free, nut-free and dairy-free)
are on the upswing and in demand by
more and more shoppers. Shoppers
are looking for third-party certifications. Further, ethnic cuisines with
bold flavor profiles are increasingly
important to Millennials and other
consumer segments key to the future
of frozen foods.

WRONG JUNGLE?

But how many retailers are still
laboring in the wrong jungle? How
many have planograms reflecting
consumer trends? How many are
becoming destinations for these type
products? How many are consumer
advocates, making information readily available to their shoppers? How
many are focused on BOGOs, price
wars and vendor funny money?
Perhaps most telling, what percentage of the frozen foods you stock
in your own stores would you feel
comfortable bringing home to your
own family to eat?
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NEW PRODUCTS

Bean Essentials
Hanover Foods (www.
hanoverfoods.com),
Hanover, Pa., introduces
Bean Essentials, a line of
frozen beans for convenient meals and side
dishes. The line includes
eight varieties of IQF
ingredient beans and four
varieties of sauced beans.
All have zero trans fat and are an excellent source of
fiber. The 10-ounce plain bean varieties are light kidney,
dark kidney, pink, pinto, red, Great Northern, black and
garbanzo (chick peas). The 12-ounce sauced flavors are
Cajun Pink Beans, Southwestern Pinto Beans, Tuscan
White Beans and Caribbean Black Beans. SRPs are in the
range of $1.69-$2.19.
Frozen Snacks
Rich Products Corp.
(www.farmrich.com),
St. Simons Island, Ga.,
debuts a trio of frozen
snacks inspired by regional favorites. Ready to eat
after less than 12 minutes
in a conventional oven,
the newcomers include
lightly breaded, St. Louisstyle four-cheese Toasted
Ravioli; lightly seasoned
Southern-style Crispy Dill Pickles and corn chip-coated
Texas-style Chili Cheese Bites. Offered in 20-ounce bags,
all three appetizers are currently available at Walmart
for $5 to $5.50 per package. They’ll be available at other
outlets in the coming months.
All-Natural Single-Serve Entrees
Solon, Ohio-based Nestlé USA expands its Lean Cuisine
lineup with six 100% natural varieties offered under the
new Honestly Good sub-brand (www.honestlygood.
com). Made with lean proteins, whole grains and farmselected vegetables, the collection includes six flavors:
Pomegranate Chicken, Lemongrass Salmon, Roasted Red
Pepper Chicken, Plum
Ginger Grain-Crusted
Fish, Pineapple Black
Pepper Beef and
Honey Citrus Chicken.
Merchandised in the
natural meals section,
each of the preservative-free single-serve
meals also comes
with a packet of
sauce so consumers can add as much or as little as they
prefer. In addition, the meals are offered in new packaging with a 100% recyclable outer sleeve and a translucent
tray so shoppers can see the meal they’re about to prepare. SRP is $4.79 per entree.
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Greek-Style Yogurt
The Hain Celestial Group
(www.greekgodsyogurt.
com), Lake Success, N.Y.,
adds a ninth flavor, Honey
Salted Caramel, to its
all-natural Greek Gods
brand family-size Greekstyle yogurt lineup. The
first variety offered in
the company’s new, more
distinctive packaging, gluten-free Honey Salted Caramel
gives a salty edge to more traditional honey and caramel
flavors. Like all Greek Gods yogurts, it’s made from rBSTand rBGH-free dairy and contains seven live and active
cultures. Offered in 24-ounce tubs, it carries a $3.99 SRP.
Gluten-Free Dough
Minneapolis-based General Mills launches a line of
gluten-free refrigerated doughs under its Pillsbury brand
(www.pillsbury.com).
Made without wheat flour,
the newcomers include
Pie & Pastry Dough in a
15.8-ounce tub, which
yields two 9-inch pie crusts;
Chocolate Chip Cookie
Dough in a 14.3-ounce tub,
which makes approximately
16 cookies; and Thin Crust
Pizza Dough in a 13-ounce tub, enough for one 10-inch
pizza crust. To kick off the new launch, the company
partnered with cookbook author and Iron Chef Cat Cora
to create 10 gluten-free recipes, available on its Web site.
SRP is $4.99 for the Pie & Pastry and Pizza Doughs and
$4.49 for the Cookie Dough.
Holiday Appetizer Assortments
Libertyville, Ill.-based Mr. Dees (www.mr-dees.com) adds
a trio of upscale holiday appetizer collections to its
all-natural Dee Amoré lineup. The handmade 27-piece,
15-ounce Shrimp assortment includes Shrimp Money
Bags, Shrimp Spring
Rolls and Shrimp &
Crab Rangoons plus
Thai Sweet Chili
Dipping Sauce; the
21-piece, 13.3-ounce
handmade Shrimp,
Crab & Lobster Puff
Pastry collection
includes Crab &
Lobster Pinwheels,
Shrimp & Spinach
Bowties and Shrimp
& Lobster Newburg;
and the certified gluten-free 14-piece, 24-ounce Potato Skins are loaded with Monterey Jack and cheddar
cheeses, nitrate-free bacon and chives. Easy to prepare
in a conventional oven, the preservative-free frozen appetizers typically retail for $9.99 to $10.99 per box.

Gluten-Free Burritos
Longmont, Colo.-based Burrito Kitchens (www.burrito
kitchens.com) introduces a line of “ultra clean” glutenfree burritos free of artificial preservatives, hydrogenated oils and saturated fat. Made with cage-free eggs,
free-range chicken, locally grown vegetables, and potato- and
tapiocaflour
tortillas,
the allnatural
frozen
burritos come in four hearty flavors: Egg Breakfast with
potatoes, cheese and green chili; Chicken Fajita with
Spanish rice and grilled veggies; Calabacitas with
cheese and jalapeno; and Veggie Fajita with Spanish
rice and grilled veggies. Sold singly, each 7-ounce burrito is ready to eat in less than 90 seconds. SRP is $4.29
to $4.89.
Flavored Sour Cream
Phoenix-based Shamrock Farms (www.shamrockfarms.
net) rolls out three varieties of flavored sour cream
ideal for dipping, mixing
or topping.
Offered in
12-ounce
containers,
the readymade, dairyfresh sour
creams are
offered in Zesty Jalapeno, French Onion and Ranch
flavors. SRP is $2.59 to $2.69.
Extended Shelf-Life Soup
Blount Fine Foods (www.blountfinefoods.com),
Fall River, Mass., introduces a line of premium,
single-serve, 10-ounce soups with a 70-day shelf
life. Created using
state-of-the-art filling equipment and
proprietary packaging
technology, the “firstof-their-kind” refrigerated soups come
in six hand-crafted
flavors: New
England Clam Chowder, Broccoli Cheddar,
Baked Potato, Chicken
Noodle, Creamy
Tomato and Chicken
Tortilla, the latter two of which are gluten-free.
Designed for consumers who want restaurant-quality
soup but not necessarily on the day they purchase it,
the grab-and-go cups carry a $3.99 SRP.
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pizzas made…
& still counting
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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.
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JOHNNY’S COLUMN

CASH IN ON

CHEE$E!

Specialty cheese can be a tough category with high
spoils. It can also be a destination category, profit
contributor and image builder. Here’s how to get it right.
BY JOHNNY HARRIS

T

hroughout my
years in the business, I have been
responsible for numerous categories, one of
which was specialty
cheese. This is one
tough area of the store.
Because it’s often driven
by impulse purchases,
it lends itself to high
spoils no matter how
Johnny Harris
closely it’s managed.
Here are a few things you can do to minimize the risk
and make it a destination category, profit contributor
and image builder for your chain.
I spend a great deal of time in stores and one of the
things that jumps out at me when I walk the specialty
cheese section is the prices are HIGH! While it does

Consider limited-time-only offerings to determine if they deserve
long-term placement in the case.
make sense to offset the spoils, it’s critical that you are
priced in line with your competition. Just like any other
category, consumers are looking for value (that doesn’t
mean cheap!). They have many shopping outlet choices
and will often cherry pick. If you’re $3 higher than the
market, do you think they are going to buy the item from
you when they can just cross the street and get the same
item for a significantly better value? Would you?

WATCH YOUR MARKUP!
I can understand a 65% markup in prepared foods but
what I can’t understand is why you’re trying to get that
out of packaged meats and cheeses. If you reduce your
markup to 40-45%, you will sell more product and make
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more profit… it’s not rocket science.
Consider re-evaluating your pricing models, review
your competition’s pricing and revisit the SRPs from your
supplier partners. Competitive everyday retails matter —
first, you are cutting down on spoils and offering fresher
product to the consumer. And second, selling 500 goat
cheese logs at 45% markup is far better than selling 50 at
65% markup… do
the math.
Specialty cheese
shoppers may have
higher disposable
incomes, but they
are still aware of
how much they
are spending on a
given item. How
about making that
simpler for them?
The pricing tags used by many retailers today don’t help.
Why not use regular shelf tags to communicate specialty
cheese retails?
What I see overwhelmingly is pricing applied with a
pricing gun and the retails quickly fade. Retailers could
easily set up a dummy code that will send out a price tag
for all varieties of a specific item. Sending down tags to
the stores would aid the communication on everyday
retails and promotional items. Imagine the cost savings
on labor alone. Even worse, imagine the losses caused by
not taking full advantage of promotional sales because
the stores don’t have the time to update prices.
Base sales are your bread and butter. Don’t negate their
importance by failing to properly communicate something as basic as retails. Undeniably, building market baskets increases the category’s importance to the chain’s
overall P&L… make the case easy to shop for your consumers day in and day out and watch the baskets build!
Innovation is a key driver of sales and shoppers are
increasingly looking for new flavors in specialty cheese.
According to Euromonitor’s Cheese in the U.S. report,
“U.S. cheese consumers are becoming increasingly
adventurous, and interested in trying new cheeses with
more distinctive flavor profiles.”

If you reduce your
markup to 40-45%,
you will sell more
product and make
more profit… it’s
not rocket science.

SALES ARE RISING
Specialty cheese sales and dollar contribution to total deli
sales are up, driven in part by new items. Average weekly
sales of specialty cheese for the 52 weeks ending February 25, 2012 were $2,934, up 6.6% from $2,753 per week
in the 52 weeks ending February 26, 2011, according to
Euromonitor. Capitalize on this during key time frames
such as holidays, the Super Bowl, and summer by bringing
in seasonal flavors or limited-time-only opportunities —
it’s free volume. The suppliers should be able to provide
information sheets to educate the clerks on the product.

Get in early and get out to take full advantage of seasonal
items! Consider limited-time-only offerings to determine
if they deserve long-term placement in the case.
I enjoy walking through a store and
sampling product — lots of time that’s
how I eat my lunch. If you’re going to use
unmanned demo stations, though, have
some product information and recipe
cards that the customer can take. Give
them a reason to purchase and not just a
quick snack.
In regards to the cheese case, I recommend stacking the product in rows. (And
yes, it’s OK to have more than one item
in a row.) Cases can end up looking like
dump bins if you’re not careful, so this will
make product easier to rotate and provide
a much better appearance.
Educate the cheese clerks so specialty
cheese shopping is an experience for your
consumers. (What’s the difference between double- and single-cream brie? How
does the region influence the taste profile?
What are some good wine pairings?) Look for cross-merchandising opportunities and talk to your suppliers.
Specialty cheese, similar to meat and produce, drives
consumer perception of the total chain. From a freshness

and cost perspective to the total shopping experience, get
it right and it will drive consumers to your store and be a
significant dollar contributor to your chain’s P&L. Q

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

Food Plant for Sale in Greater Boston
This Industrial Property, is a fully equipped and functional food
preparation, packaging, and distribution center. The entire property has been retrofitted in 2007 to be an efficient food production plant. The property has everything a business would need
to begin production with very little delay. Some key features
include a large 2,500 SF built in freezer 23 feet high with shelving, a 600 SF cooler with steel beams for extra storage above, a
fully equipped kitchen with all of the equipment installed such
as two nitrogen freezing tunnels connected to a packaging unit
and are in place and ready to go, and most importantly, it has all
of the building infrastructure required for food processing such
as the fixtures, floor drains, venting, plumbing, electrical, and
code required items installed and built to offer maximum use and
highest efficiency. The building has air conditioning. The electrical service is all 3 phase totaling 850 amps made up of 200, 250,
& 400 amp panels. This is a perfect location for any company looking to expand production and distribution in
the heart of the NH area. All Equipment and other business assets are included in the sale price, however, any
equipment that is Not needed can be removed and deducted appropriately during purchase negotiations. Please
contact Ben Gamache for a full list of all the business equipment included in the package. Plenty of property
for future expansion and only 10 minutes from Manchester-Boston Regional Airport.   $1.95M.
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FASTEST
FROZEN

BY PETER PENGUIN
During the 12 weeks ended
July 14, sales of frozen foods in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar
stores combined surpassed
$12.18 billion, a 0.6% increase
compared with the same
period a year ago, according to Chicagobased market research firm IRI. Units were
flat at around 3.56 billion while volume
fell 1.1% to 5.34 billion. Volume sold with
merchandising support jumped 1.6 points
to 42.0%.
For the 52 weeks ended July 14, dollars
were up 1.5% to $52.07 billion while units
edged up 0.2% to 15.43 billion. Volume
slipped 0.4% to 21.99 billion, and volume
sold with merchandising support expanded
1.2 points to 39.0%.
Our chart shows the fastest-growing
frozen department subcategories, including
the leading brands, for the 12 weeks ended
July 14. 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

$2,763,098

Dollar sales racked up by Jel Sert
Angry Birds ice pop novelties
during the most recent 12 weeks,
one of the best performances
by a frozen product in distribution less than one year — and a
rare bright spot in the otherwise
struggling ice pop subcategory
(-9.0%).

-22.3%

Dollar loss by frozen pizza
crusts/dough (to $4,795,316),
largest by a frozen subcategory
with at least $1 million in sales
during the most recent 12 weeks.
Although eight of the top 10
brands saw sales rise — several
by double digits — former No. 1
Freschetta’s 98.4% plunge pulled
the entire segment down.
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COOKIE DOUGH
Pillsbury
Weight Watchers Smart Ones
Nestlé Tollhouse Ultimate
Gregory’s
Private Label
Nestlé Tollhouse
600 lb. Gorillas
Sweet Martha’s

$6,570,621
$2,930,892
$1,541,590
$1,117,111
$446,828
$189,305
$78,204
$62,240
$57,871

129.2
*
(20.3)
302.2
44.7
347.0
*
6.8
(30.3)

1,383,821
392,424
466,423
398,352
46,147
11,255
19,868
13,549
12,311

75.0
*
(21.5)
338.4
35.5
81.1
*
(1.1)
(28.2)

2,806,676 372.0
1,840,312
*
246,038 (21.5)
398,352 338.4
150,414 36.3
91,140 1,334.7
22,352
*
15,243
(1.1)
15,804 (31.8)

FRANKFURTERS
Private Label
Nathan’s Famous
Applegate Naturals
Shelton

$6,455,722
$4,895,488
$1,109,886
$285,441
$50,080

29.6
2.9
*
*
(21.4)

360,611
274,998
11,830
46,230
12,889

13.3
(0.6)
*
*
(24.4)

3,291,991 16.7
2,749,979 (0.6)
473,195
*
28,894
*
9,667 (24.4)

$1,188,553
$477,116
$296,825
$284,487
$116,156

27.7
40.4
18.9
15.8
55.7

153,530
80,870
28,670
24,731
18,023

25.2
40.5
7.3
1.8
49.7

BREAKFAST HANDHELD
$217,788,300
Jimmy Dean
$88,030,340
Jimmy Dean Delights
$27,609,730
Kellogg’s Special K
$19,053,320
Odom’s Tennessee Pride
$14,073,190
Private Label
$12,112,660
Hot Pockets
$6,609,389
Tennessee Pride
$5,920,952
IHOP at Home
$5,290,505
Wght Wtchrs Smart Ones Morning Express $4,045,489
Lean Pockets
$3,167,525

23.7
8.9
129.7
*
3.3
9.9
2.6
3.5
116.2
(49.9)
(11.0)

44,611,150
12,794,930
3,985,642
3,232,609
2,602,169
3,626,171
2,575,831
1,283,111
996,965
1,522,050
1,504,593

DIPS
T.G.I. Friday’s
Private Label
Guy Fieri
Gold Star Chili
Skyline Chili

18.8
16.5
89.1
*
(10.1)
39.3

1,016,851
853,382
62,911
48,030
14,865
15,393

PRCSSD ALL OTHER PLTRY/POUL SUBS
Aidells
Maple Leaf Farms
Manchester Farms
Guilotas

FROZEN YOGURT/TOFU
Private Label
Healthy Choice
Ben & Jerry’s
Kemps
Ben & Jerry’s Froyo
Wells’ Blue Bunny
Wells’ Dairy Yoplait
So Delicious
Dreyer’s/Edy’s Slowchurned
Häagen-Dazs
TORTILLAS
Food For Life Ezekiel 4:9
La Popular
Goya
Lobo
PROCESSED TURKEY/TURKEY SUBS
Private Label
Hormel Simple Ideas
Shady Brook Farms
Foster Farms
Jennie-O Turkey Store
Perdue Short Cuts
Jennie-O
Cooked Perfect
Butterball
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$3,600,829
$3,002,294
$213,633
$167,108
$58,887
$55,351

178,150
60,653
21,844
30,656
63,081

33.8
40.5
8.5
26.2
49.7

19.2 49,767,200
6.1 20,719,920
132.7
5,813,982
* 3,694,093
3.4
3,174,871
29.9
3,055,957
(8.8)
1,814,754
1.3
1,591,538
86.9
1,084,216
(42.2)
761,025
(19.5)
842,327

21.4
10.0
121.6
*
3.0
9.6
(0.7)
2.4
114.3
(48.1)
(10.1)

23.7
20.5
61.3
*
(16.2)
39.3

22.9
21.2
55.4
*
(16.2)
41.3

514,880
430,225
28,693
24,015
9,291
8,433

$94,877,430
17.9 26,384,550
19.5 57,202,790 10.0
$16,561,300
1.4
5,515,822
3.3 17,944,440
3.5
$9,783,263 2,716.7
2,825,377 2,046.8 2,575,866 2,509.6
$8,749,436
2.4
2,527,078 (4.6) 2,368,299
3.3
$6,637,935
32.8
1,723,090
27.5
5,245,469 29.4
$6,134,874
1.8
1,641,411
0.9
1,641,411
0.9
$6,038,078
22.5
1,612,616
27.5
5,644,155
27.5
$5,471,104
*
1,735,540
*
1,735,540
*
$4,784,530
44.8
914,032
45.5
914,032 45.5
$2,971,281 (35.4)
766,434 (31.6) 2,305,290 (31.6)
$2,554,915 (10.3)
665,586
(7.9)
582,387 (7.9)
$918,763
$338,178
$198,229
$144,214
$89,324

15.9
23.0
49.1
10.2
91.7

309,950
97,758
82,311
26,327
45,244

8.3
24.3
36.7
10.9
91.7

391,424
17.7
73,318 24.3
61,733 36.7
46,069
17.0
128,226 254.9

$19,115,090
$4,803,366
$2,448,427
$1,786,754
$1,452,771
$1,315,874
$878,260
$792,184
$733,193
$291,826

15.3
4.5
*
0.4
0.5
71.1
22.2
(27.3)
23.1
1.0

3,462,146
677,398
459,372
452,276
229,721
218,541
211,385
93,722
124,801
31,635

15.3
1.5
*
2.6
3.9
86.5
28.2
(16.9)
36.2
0.2

4,360,835 12.7
1,155,096
0.7
430,661
*
366,513
1.3
367,594
5.8
355,622 77.5
123,771 33.5
119,628 (28.4)
201,113 25.4
81,237
0.1

You Provide the Store, We Provide the Sizzle.

Select Store Brands knows how to turn ordinary into extraordinary! For the wall deli
we offer salsas, hummus, dips and soups in convenient grab and go containers. We
RIIHUDIXOOOLQHRIWUDGLWLRQDOFODVVLFVDQGXQLTXHO\ÁDYRUHGLWHPVIRUWKHFROGKRW
DQGIUHH]HUFDVHVXFKDVÀUHURDVWHGYHJHWDEOHEOHQGVJUDLQEDVHGVDODGVJOREDOO\
LQVSLUHGÁDYRUHGSDVWDDQGULFHGLVKHVZLOONHHS\RXUFXVWRPHUVFRPLQJEDFN
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PRODUCTS
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1.877.980.4295 | www.SelectStoreBrands.com
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0

Perdue

$199,358

(74.1)

24,617

(87.6)

48,780 (72.8)

$201,851,500
$129,426,700
$27,199,600
$8,140,152
$6,796,368
$4,068,338
$3,360,172
$2,932,457
$2,570,408
$2,035,930
$1,877,699

15.0 45,282,990
14.2 30,035,750
2.5
5,092,913
21.8
1,461,977
31.5
793,815
(1.4)
842,313
194.2
671,164
7.0
1,178,649
10.8
675,789
11.6
227,643
149.6
471,948

9.6 65,227,840
14.1
10.6 39,194,160 12.0
(4.6) 10,273,610
7.9
16.5 2,507,888 23.5
33.6
2,381,446 33.6
(6.0)
1,806,765
(1.2)
100.3
1,064,252 205.5
4.5
1,033,736
3.8
12.9
386,774
12.3
4.8
1,138,215
4.8
130.8
402,442 131.9

-7.0%

BROCCOLI
$77,729,390
Private Label
$38,389,610
Birds Eye Steamfresh
$12,149,040
Birds Eye
$8,333,555
Green Giant Valley Fresh Steamers $4,036,788
Pictsweet Deluxe
$2,719,942
Green Giant
$2,667,558
Pictsweet Deluxe Steamables
$1,092,876
Birds Eye C&W
$812,429
Pictsweet All Natural
$755,576
Hanover Gold Line
$717,395

9.9 40,810,560
11.4 22,158,940
6.4
6,834,054
12.8
2,542,558
22.4
2,051,406
(1.8)
1,211,317
226.8
1,320,658
(0.8)
725,865
(13.1)
294,174
(5.4)
424,983
(1.6)
357,612

7.9 41,828,880
5.7 23,587,180
8.8
5,328,759
5.2
4,252,047
28.7
1,538,554
(1.2)
1,294,571
241.5
1,067,084
(0.3)
499,032
(11.9)
271,327
10.2
445,797
(1.5)
268,209

8.7
12.0
8.6
9.7
28.7
(2.3)
291.5
(0.3)
(12.1)
(8.3)
(1.8)

90%

OTHER PLAIN VEGETABLES
$60,254,800
Private Label
$19,265,810
Pictsweet
$5,423,128
Pictsweet Deluxe Steamables
$4,072,961
Birds Eye Steamfresh
$3,695,498
Birds Eye Steamfresh Prmm Selects $3,615,811
Seapoint Farms
$2,548,643
Fresh Frozen
$2,236,363
Pictsweet Deluxe
$1,797,112
Goya
$1,745,019
Green Giant
$1,542,594

8.6 29,414,690
(0.3)
11,865,330
(6.4)
3,261,257
10.7
1,713,046
55.0
1,558,173
4.6
1,695,475
13.9
526,047
16.6
754,455
15.7
803,068
6.8
561,552
121.9
586,605

7.3 28,009,990
(0.3) 10,584,300
(3.0)
3,327,495
11.9
934,637
55.1
998,611
7.3
1,271,607
17.5
1,246,927
16.4
1,530,118
15.3
842,189
15.5
1,262,840
167.1
490,175

7.0
(1.2)
(2.9)
12.3
47.2
7.3
12.0
14.8
13.9
15.5
122.0

4.5%

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

63,232,950
8.0 40,452,250
17,371,340
2.5 19,043,210
41,154,270
16.2 18,004,990
1,506,419 (2.6)
1,193,387
701,285
*
394,473
474,880 56.8
474,880
1,193,407 (43.3)
522,115
323,770 (0.0)
152,755
203,935
16.4
274,400
113,336
35.8
115,716
30,509 (98.0)
59,119

6.0
1.0
16.2
(2.5)
*
56.8
(43.3)
(0.2)
16.2
16.3
(91.3)

Number of months in any given
year that end on the same day of
the week as September (check it
out — it’s true).

5

Number of top 10 frozen subcategories that registered dollar
losses during the most recent
12 weeks. The two biggest losers: single-serve (-5.7%) and
multi-serve (-5.8%) dinners. On
the flip side, processed chicken
and meat (no poultry) watched
their sales expand 6.6% and 5.9%,
respectively.

Dollar loss by sherbet/sorbet/
ices (to $54,648,100), whose struggles seem inversely related to the
success of another better-foryou ice cream alternative: frozen
yogurt/tofu (+17.9%). One of the
few bright spots among the top
10: No. 5 Talenti’s 75.2% gain.

Percentage of French fries consumed by Americans each year
that are eaten outside the home.
The average American eats a
whopping 30 pounds of fries
annually, making them by far the
most popular “vegetable” in our
collective diet.

Dollar gain by stuffed pasta shells
(to $2,365,706), one of only two
frozen pasta segments to see
sales rise. Subcategory leaders
Seviroli and Mama’s Homestyle
both enjoyed double-digit growth,
but several other top-10 brands
struggled.

5.24

Number of seconds it took
Englishman Peter Dowdeswell to
consume a pint of stout —while
being held upside down. He
achieved the world record feat
April 21, 2011.
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FRUIT
Private Label
Dole
Wyman’s
Townsend Farms
Dole Ready Cut Fruit
Sunrise Growers
Goya
Cascadian Farm
Well Pict
Welch’s

$101,349,800
$52,090,160
$35,921,670
$4,306,457
$2,668,038
$1,273,468
$1,173,664
$1,159,705
$1,066,123
$547,743
$220,596

8.0
1.4
16.9
(3.8)
*
38.5
(38.3)
0.8
20.8
31.8
(80.9)

CHILI
Skyline Chili
Gold Star Chili
Chili Bowl
Bueno
Dolores
Bueno Autumn Roast
Albuquerque
Mark Schlereth’s
Baca’s
Tabatchnick

$4,437,028
$761,641
$717,150
$542,804
$528,225
$436,973
$260,360
$235,383
$103,816
$79,964
$74,994

7.1
(0.5)
(6.2)
0.9
0.8
4.4
(3.2)
29.9
186.3
(10.7)
(10.4)

1,236,120
206,263
279,353
68,655
157,786
88,969
81,218
54,264
20,988
32,343
32,315

4.2
(5.7)
(6.9)
(3.0)
(1.8)
(3.3)
(4.0)
59.6
188.3
(15.9)
(9.9)

1,531,019
189,714
183,339
333,743
193,441
111,212
65,990
101,068
19,676
30,334
30,295

3.6
(4.4)
(6.9)
(3.1)
0.1
(3.3)
(4.0)
3.5
188.3
(12.4)
(9.9)

CARROTS
Private Label
Green Giant
Del Monte
Pictsweet

$5,975,127
$3,500,118
$1,651,208
$156,793
$137,931

7.1
(2.9)
33.4
9.0
(21.1)

4,211,704
2,802,001
936,074
26,985
102,788

9.1
1.4
35.1
10.4
(21.4)

3,922,862
2,709,592
611,413
195,645
79,863

6.4
(0.5)
34.9
10.4
(15.0)

*Number is either not available, or very high, indicative of a recent launch working off a small base.
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Juice. It’s in our DNA.
For 30 years Old Orchard has been producing the best tasting, highest
quality juices at an affordable price. Our portfolio of unique blends and
trend-forward flavors are perfectly suited to the changing needs of
today’s consumer. And our vast experience and category insights
can help you to profitably advance
your business. If you are looking for
a partner that offers exceptional
products and unmatched service,
give us a call.
100% Juice. Juice Blends. Reduced Sugar Juice Cocktails. Info@oldorchard.com | www.oldorchard.com | 616-887-1745

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 $16.45 billion
during the 12 weeks ended July
14, a 3.4% increase compared
with the same period a year ago, reports
Chicago-based market research firm IRI.
Units rose 1.4% to 6.38 billion, and volume
expanded 0.9% to 56.05 billion. Percentage
of volume sold with merchandising support
increased 1.1 point to 42.1%.
In the deli, dollars jumped 2.1% to $5.43
billion, while units edged up 0.1% to 1.57
billion and volume grew 0.9% to 1.50 billion.
Volume sold with merchandising support
tumbled 1.8 points to 40.7%.
For the 52 weeks ended July 14, dairy
sales shot up 2.1% to $72.89 billion, and
units rose 1.2% to 28.17 billion. Volume
expanded 1.0% to 240.23 billion, and volume
sold with merchandising support increased
0.3 points to 37.0%.
In the deli, sales jumped 2.1% to $22.17
billion, and units climbed 1.4% to 6.46
billion. Volume grew 1.1% to 6.05 billion, and
volume sold with merchandising support
was up 0.5 points to 38.3%.
Our chart shows the fastest-growing
refrigerated subcategories (dairy and deli
combined), including the leading brands,
for the 12 weeks ended July 14. 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 $100,000 in sales are not included.

F A C T O I D S

12.1%

Dollar gain by uncooked meats-no
poultry (to $770,730,300), biggest
gainer among the top 10 refrigerated
subcategories. Top seller private
label (+20.9%) drove the advance,
but Tyson (21.6%) and Smithfield
(+22.1%) also performed well.

-6.4%

Dollar loss by margarine/spreads/
butter blends (to $390,198,300),
largest by a top 20 refrigerated subcategory. Butter sales, on the other
hand, jumped 8.3% to $396,543,700.
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DNNR/SNDWCH ROLLS/CROISSANTS $2,030,663
Private Label
$1,614,332
Schwebel’s
$198,544
Bisquick Bakery
$122,791

339.4
758.5
21.2
*

$466,988
$263,566

63.7
14.3

CREAM CHEESE-ALL OTHER FORMS
Level Valley

HNDHLD NON-BREAKFAST ENTREES $57,404,260
31.3
Private Label
$23,467,540
9.7
Hormel Rev
$6,876,215
*
Raybern New York Deli Style
$4,695,335
7.9
Raybern
$2,846,859
(1.6)
Landshire
$2,425,822 (10.5)
Boar’s Head
$1,906,803 348.3
Bagel-fuls
$1,900,739 2,762.9
Del Real
$1,114,918
28.8
Antoine’s
$900,106
6.0
Stefano’s
$896,592 (20.9)

872,983 462.6
719,140 821.3
69,331
21.6
65,366
*

589,194 299.0
456,421 650.7
69,331
21.6
37,183
*

154,463
65,100

236,299
195,300

19,705,580 40.5
6,493,678
5.6
3,840,222
*
1,880,382
7.9
1,139,587
(1.0)
1,184,650 (14.7)
342,176 355.8
900,038 2,963.4
161,440 26.0
165,351
6.2
189,620 (11.5)

PASTRY/DANISH/COFFEE CAKES $1,929,844
Private Label
$1,559,246
Gu
$104,885

30.9
12.9
*

484,510
398,733
19,168

VEGETABLE JUICE/COCKTAIL
$17,858,560
Bolthouse Farms
$12,904,610
Odwalla
$2,510,821
Evolution Essential Greens
$430,365
Evolution Fresh
$402,428
Naked Power Garden
$370,749
Kevita
$236,011
Odwalla Garden Organics
$225,219
Evolution Fresh Essential Vegetable $205,398

30.0
24.9
(1.4)
65.2
*
*
389.1
*
*

4,388,650
3,181,529
531,096
94,097
87,003
128,105
79,439
86,860
46,689

PEPPERS/PIMENTOS/OLIVES
Private Label
DeLallo
Belle Sole
Norpaco

28.6
6.1
745.8
(54.4)
46.1

$1,191,642
$268,841
$246,240
$128,403
$105,373

JUICE AND DRINK SMOOTHIES $138,221,300
Naked
$44,965,480
Bolthouse Farms
$33,869,650
Naked Superfood
$15,306,770
Naked Protein Zone
$10,041,130
Odwalla Superfood
$9,037,581
Odwalla
$5,917,225
Silk Fruit&Protein
$4,088,501
Odwalla C Monster
$2,914,663
Naked Well Being
$2,777,712
Bolthouse Farms C Boost
$2,301,912
SALAD TOPPING/BACON BITS
Private Label

117.2
6.6

36.1
22.7
*

24.8
6.6

9,835,480 22.4
3,528,618
0.6
741,932
*
1,178,872
7.7
640,788
(1.7)
461,180 (15.0)
250,619 389.8
562,524 2,963.4
302,700 26.0
90,377
5.6
142,105 (16.1)
302,077
255,056
6,568

46.3
32.4
*

31.0 143,914,700
24.8 105,356,400
(2.5) 26,519,310
47.7
1,430,273
*
1,322,453
*
1,947,197
413.6
1,271,023
*
1,042,322
*
709,666

18.6
16.3
3.9
47.7
*
*
413.6
*
*

367,631
11.6
193,008 (9.0)
51,450 947.3
24,275 (50.9)
10,943
57.9

174,189 23.5
54,345 (6.6)
29,716 872.7
18,663 (50.9)
19,580 64.9

27.7 38,887,340 21.0
54.7 12,303,520 58.4
9.4
9,263,948
3.1
56.6
3,261,226
51.7
47.2
2,786,889
55.8
36.5
2,999,934
8.8
(6.5)
2,174,604 (6.5)
(32.5)
1,271,721 (38.8)
3.6
1,061,805 (0.9)
20.4
562,043
21.7
(20.1)
729,375 (20.5)

956,987,300 27.2
273,940,500 63.8
267,635,700
6.3
105,315,500 70.0
47,403,920 52.2
58,033,030 63.0
35,352,570 (5.8)
74,564,560 (16.4)
17,190,880
4.2
18,478,850
24.1
17,209,210 (22.0)

$573,631
$423,396

23.3
10.4

268,041
224,017

13.4
4.6

976,648
790,034

11.4
6.6

PRCSSD/IMITATION CHEESE-SHRDDED $11,645,570
Kraft Velveeta
$5,021,416
Private Label
$2,876,885
Galaxy Nutritional Foods Veggie
$923,322
Borden Ched-O-Mate
$431,008
Borden Cheddar Melt
$425,555
American Accent
$359,095
Imo’s
$280,626
Whitehall Specialties
$196,341
Imo’s Provel
$180,016
Ridgeview Farms
$152,563

23.0
84.6
9.2
(33.5)
(16.9)
33.6
(17.5)
10.2
17.4
9.4
44.1

5,256,804
2,340,935
1,611,702
258,670
362,468
192,446
71,465
85,926
34,774
40,089
33,114

25.6
98.6
6.5
(34.2)
(17.3)
35.0
(19.7)
11.4
15.4
2.6
49.6

2,822,954
1,170,467
821,331
111,778
145,565
96,223
124,158
42,963
69,548
20,045
66,228

23.7
98.6
8.0
(33.9)
(17.6)
35.0
(17.4)
11.4
15.4
2.6
49.6

FLAVORED SPREADS
Sabra
Tribe Mediterranean

21.6 45,255,800
29.6 26,681,500
(0.2)
4,127,925

23.7 29,865,740
36.6 18,405,170
(0.4) 2,243,094

25.2
34.5
0.1
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$156,509,900
$98,181,360
$12,258,810

$65,000

Cost to rent the 18,000-squarefoot Royal Penthouse Suite at
the Hotel President Wilson in
Geneva per day. The world’s most
expensive hotel room includes a
private cocktail lounge, a jacuzzi,
a fitness center and views of
Mont Blanc through 2-inch-thick
bulletproof windows.

5.8%

Dollar gain by bacon (to
$869,385,900), despite a 5.6%
decrease in unit sales. Rising
commodity prices combined
with a significant reduction in
volume sold with merchandising
support (-11.8 points to 39.3%)
probably played a role.

6

Number of top 10 ready-to-drink
coffee brands that have been
in distribution less than a year.
Among the most successful:
Starbucks Discoveries and Silk,
already the subcategory’s thirdand fifth-best sellers, respectively. Total sales were up 12.4%
to $40,681,580 during the most
recent 12 weeks.

80

Number of consecutive football games lost by Prairie View
College between 1989 and 1998,
the longest losing streak in college football history. During the
especially difficult 1991 season,
the Division I Panthers were outscored by an average margin of
56-4.

27.5%

Dollar gain by private label
refrigerated cheesecakes (to
$32,017,820), one of the biggest
by a store brand refrigerated
product. Thanks to its success
and advances by all five topselling brands, the subcategory
expanded 16.2% to $49,831,560
during the most recent 12 weeks.

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

$11,475,110
$9,149,672
$7,165,647
$3,001,711
$2,948,679
$2,490,525
$1,044,884
$1,022,804

(2.1)
(7.6)
21.5
83.2
14.3
8.6
542.0
26.7

NATURAL CHEESE-ALL OTHER FORMS $38,367,860
18.0
Private Label
$12,787,330
8.0
Land O’Lakes Snack’n Cheese To-Go $5,191,671
9.7
Kraft
$3,604,243
12.0
Polly-O
$3,048,310
(5.2)
Kraft Cracker Barrel
$2,496,805 11,929.2
Belgioioso
$1,748,790
22.4
Formaggio
$1,656,109
29.2
Sargento
$1,420,518
5.2
Mozzarella Fresca
$1,311,644 (12.5)
Frigo
$638,977
37.4

3,644,199
3,048,737
2,234,431
681,546
1,011,998
778,168
328,790
341,624

12,596,720
19.7
5,541,848
12.0
1,641,653
6.8
893,412
14.8
688,531 (4.8)
627,264 11,224.4
406,241 28.9
219,398 26.4
776,933
5.2
282,447 (17.5)
273,528 34.8

CHEESECAKES
$49,831,560
16.2 6,906,489
For top-ten brand data, see our story on Desserts in this issue.
APPLE JUICE
Simply Apple
Tropicana
Private Label
Barsotti
Florida’s Natural

$10,377,930
$8,817,637
$468,932
$440,627
$163,904
$131,411

16.1
29.6
36.1
(2.6)
1.1
(84.5)

(4.9)
(8.7)
24.8
76.0
15.5
10.3
557.8
29.9

3,599,023
2,795,710
321,514
205,115
34,957
56,308

15.7

2,455,226 (4.6)
1,601,017 (6.9)
1,509,443 23.6
505,097 107.6
706,324 29.3
540,391
9.6
207,244 562.6
212,466
31.3
7,532,042 33.2
2,982,519
9.2
820,466
8.5
502,544
14.8
387,259 (4.8)
1,203,958 34,677.2
213,759
19.4
221,539 32.0
291,345
5.2
141,967 (19.7)
85,477 34.8
8,572,781

15.7

11.4 165,855,800 14.3
20.1 138,471,700 30.8
39.9
3,858,171 39.9
16.0 14,451,590
8.0
2.8
2,585,254 (2.3)
(80.1)
2,421,533 (84.9)

KEFIR/MILK SUBSTITUTES/SOYMILK $261,169,200
Silk Pure Almond
$73,845,580
Blue Diamond Almond Breeze
$55,725,530
Silk
$47,912,560
Private Label
$25,198,270
Silk Light
$16,830,490
Lifeway
$12,768,630
Silk Pure Coconut
$7,287,403
8th Continent
$5,277,179
Meyenberg
$3,440,624
So Delicious
$3,330,023

16.1 80,824,500
17.3 320,030,600 17.1
44.1
22,157,350
42.7 92,583,320 45.4
53.7
17,817,950
57.8 72,322,240
57.2
(17.4)
13,381,770 (17.2) 61,245,240 (17.3)
12.7
9,526,529
13.9
37,013,210
13.8
(15.7)
5,278,957 (15.4)
21,115,830 (15.4)
36.2
3,996,288
47.3
7,944,092 49.2
20.4
2,177,822
19.5
8,711,286
19.5
(17.4)
1,633,702 (22.0) 6,534,806 (22.0)
6.9
806,515
8.0
1,673,283
8.8
13.2
995,852
15.0
3,892,372
14.4

ALL OTHER SIDE DISHES
Bob Evans
Private Label
Reser’s Main St. Bistro
Reser’s Fine Foods
Garden Highway Chef Essentials
Reser’s
Modern Mushroom
Fortune

$25,533,190
$11,239,200
$5,224,674
$1,346,374
$976,294
$797,667
$648,783
$520,152
$346,283

13.0
23.0
0.1
145.3
20.3
(17.7)
(1.8)
17.4
(3.4)

BLENDED FRUIT JUICE
Dole
Simply Orange
Tropicana Farmstand
Minute Maid
POM Wonderful
Private Label
Tropicana Pure Premium
Bolthouse Farms
Sambazon
Odwalla Superfood

$78,116,460
$23,914,670
$21,288,310
$10,256,210
$5,436,986
$2,962,110
$2,443,502
$2,005,220
$1,119,372
$960,212
$639,452

READY-TO-DRINK COFFEE
$40,681,580
International Delight
$25,605,480
Bolthouse Farms Perfectly Protein $4,598,707

7,378,399
3,321,645
1,627,248
325,780
121,778
177,349
176,027
112,056
127,391

16.0
25.4
4.3
147.7
3.4
(16.9)
1.5
9.5
(5.2)

12.8 24,682,570
13.8
(11.8)
8,198,566 (15.4)
25.3
6,221,565 24.0
*
3,167,153
*
(16.5)
1,746,572 (13.1)
(11.1)
715,245
(7.3)
25.4
1,065,266
19.2
(12.5)
699,031 (0.0)
(27.0)
261,113 (35.9)
(11.3)
208,273 (20.6)
(80.5)
159,845 (69.5)
12.4
(9.4)
(30.1)

11,144,230
6,685,202
1,499,020

7,944,514
4,069,061
1,511,998
407,225
304,446
83,756
200,741
56,028
94,204

15.4
26.7
(5.4)
147.7
3.4
(16.5)
4.2
9.5
(7.3)

1,290,590,000 9.5
483,927,400 (15.4)
357,423,600 24.3
137,934,400
*
99,355,020 (11.6)
14,141,590 (4.8)
67,849,440 18.6
34,888,150 (15.2)
8,355,212 (29.6)
4,125,996 (13.0)
5,114,987 (81.2)

10.2 585,763,600
9.4
(8.6) 423,849,900 (10.9)
(32.5) 33,523,950 (32.9)

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

ON THE PHONE

WITH THE CEO
William Simon, president, Walmart U.S., during Aug.
15 second quarter conference call with securities analysts: “We continue to roll out (Neighborhood Markets)
aggressively throughout the country, opening more sites
in the second quarter than
in any other quarter in our
history. In fact, we opened
12 stores in just one day this
quarter. The format (delivered) more than 30% top-line
growth and consistent solid comp growth… In the third
quarter (across all formats), we’re planning to open approximately 90 units, representing 7 million additional
square feet.”

Julie Smolyansky, CEO, Lifeway Foods, in Aug. 14
second quarter conference call: “In the quarter, we experienced a 20% increase in the cost of milk, reducing our
consolidated gross margin to 33%
versus 37% in the second quarter
last year… ProBugs are one of the
top-selling brands at Whole Foods in the category, and we
plan to continue to introduce new products to increase
our shelf space at these major retailers… Domestically,
frozen kefir continues to be a hit and has enjoyed doubledigit annual sales growth. Lifeway frozen kefir is now
carried in more than 1,000 U.S. stores, including Kroger,
Wegmans and Whole Foods.”
Gregg Engles, chairman and CEO, WhiteWave Foods,
in Aug. 9 second quarter conference call: “We have
moved in the coffee creamers and beverages business
beyond just flavored creamers, moving into ready-to-drink
coffee beverages, and we think
there is just a tremendous amount
of opportunity in the coffee category generally and then in areas
around flavors and indulgence in
coffee… The overall plant-based beverage category… has
transitioned today, where almond is now about 55% of the
category and soy is about 35%... What soy did for a period
of time in the 2000s, almond is doing today.”
Maria Henry, CFO, Hillshire Brands, in Aug. 8 fourth
quarter conference call, asked about commodity inflation: “We do see commodities
being inflationary for the entirety of fiscal ‘14. We see them
being acutely inflationary here
in the near term, particularly in
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the first quarter
and even the first
half.” Sean M.
Connolly, CEO:
“When there’s a
significant event
in the grains market, there’s usually
a ripple-on effect.
Last year was the
worst drought in
70 years. Who
knows? We’ll see
how the summer
unfolds. Some people think we’re going to have the largest
harvest ever.”
Gregg A. Tanner, CEO, Dean Foods, in Aug. 8 second
quarter conference call: “I’m guessing that if the corn
crop comes in as currently anticipated, you’ll see the corn
prices continue to decline and our
feed prices decline. You look at the
overall price of milk, in general, the
rest of this year, we expect it to be
relatively benign. It may go up a little
bit at the end of the third quarter and
in the fourth quarter, but not significantly.”
Wan Ling Martello, CFO, Nestlé S.A., Aug. 8 year-end
conference call:
“The frozen entrée and pizza categories continue to struggle for growth. The competing restaurants are pushing
hard on the ‘fresh, not frozen’ theme. We are responding
to this with our own messaging under the theme, Balance Your Plate. In pizza, home delivery continues to
compete on a very promotional basis. In this subdued
environment, Stouffer’s is actually having a good year
and DiGiorno has taken share…
The bigger challenge in frozen is
in the nutritional segment, which
continues to contract. This is
impacting our weight management business, Jenny Craig.
We are making significant changes there. Lean Cuisine is
also being impacted. We have launched some new lines,
but these are not changing the overall dynamics in the
sector.”
Bob Mariano, CEO, Roundy’s, Aug. 8 second quarter
conference call: “I believe 2014 has the potential to be a
breakout year for Mariano’s as more stores reach maturity, sales and profitability continue to exceed expectations and
we continue to add store count… We will build 5 stores
per year, and we believe the Chicago market can support
more than 30 Mariano’s stores.”

®

Have  your  cake…  and  sell  it  too!

Hav -a -Bite...
It’s a Piece of Cake!

INTRODUCING

It’s a Piece of Cake!

TM

ȱȱȱȱȱ¢ȱȱĚǯ

TM

Available  in  Birthday  Cake  &  Double  Chocolate  in  cartons  and  bakery  packaging.
For  more  information  on  our  Cake  Balls,  please  call:  1(800)554-‐‑8891    x108

COVER STORY

‘HEALTHY’
TRENDS

Householder Income
$50,000-$74,999
$75,000-$99,999
$100,000 or More

97
115
176

Householder Age
18-24
25-34
35-44
65 or more

134
137
129
60

Children
Children Under Age 6 only
No Children

173
83

atural and organic
frozen foods are
growing at a much
faster clip in the natural
channel (16.1% in dollars,
12.1% in units) than in
the conventional channel (10.3% in dollars, 7.7%
in units). That data, from
SPINSscan (www.spins.
Katie Strohbeck
com) for the year ended
April 13, is only the tip of
the iceberg (see chart on page 22).
Given that the natural channel has been with us for
decades, you might expect to see flattening of this growth
as the segment matures. Instead, it continues to gain
share, at least in part as traditional shoppers visit the
burgeoning natural foods channel more often.
There is significant opportunity for all retailers to capitalize on the growing consumer trend toward natural and
organic foods. Increasingly, today’s shoppers are seeking
transparency, authenticity and specifics. Those specifics
include whether or not the product is organic, natural,
non-GMO Project Verified or gluten-free certified, for
example.
Let’s take a look at who the “healthy” shopper is today,
and how evolving trends are influencing their food
choices.

Householder Education
Grade School
College Graduate

76
162

1. THE CONSUMER

3. GLOBAL CUISINE MADE EASY

YOU NEED TO KNOW
Here’s a snapshot of key trends in the ‘healthy’ market,
along with advice you can use.
BY KATIE STROHBECK

N

Natural/organic consumers tend to have higher household incomes, are younger in age and college-educated.
Here are some selected Spectra indices based on demography:
CRITERIA
Race:
White (Non-Hispanic)
Black (Non-Hispanic)
Hispanic
Other (Non-Hispanic)
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2. ‘FREE-FROM’ TREND

More than 150 million Americans — nearly half the total
population — suffer from food allergies. Fully 90% of
allergic reactions are caused by the eight most common
allergens: wheat, gluten, dairy, soy, nuts, egg, fish and
shellfish.
Dollar sales of allergen-free foods have jumped from
$0.9 billion in 2006 to about $4.0 billion. Various experts
believe that number may rise to $10.5 billion by 2015 and
$23.9 billion by 2020. Clearly, this is an exploding market
due to the increase in allergy and Celiac diagnoses.
About 20 million Americans suffer from Celiac disease,
and gluten-free sales have heretofore dominated the
“free-from” market. But it’s expected that other allergenfree foods will be growing even faster than gluten-free in
the years ahead.
KeHE suggests establishing a “Free-From” section in
your stores, and developing a training program to educate
your team on the issues and solutions. A planogram of
16 linear feet positioned next to your current gluten-free
section is ideal. You would also be wise to communicate
your offering through your Web site and store fliers. Partnering with suppliers on tasting events will also help get
the word out to shoppers.

Consumers are experimenting more than ever with global cuisines in restaurants. And when they find something
they like, they are increasingly looking for it — readyprepared — in the frozen food department.
Korean and Indian foods are growing in popularity, due
in part to the rapid growth of the Asian population. In
the last census, this demographic increased some 43.3%.
Additionally, U.S. consumers (especially foodies) are
seeking healthful choices and adapting more of the Mediterranean lifestyle. They are adding items such as olive
oil, domas (grape leaves) and “authentic” frozen Mediter-

ranean dishes such as Moussaka.
According to the Hartman Group (www.hartmangroup.com), dollar share of ethnic frozen meals surpassed
the dollar share of traditional American recipes in 2009.
What’s more, the research firm estimates that ethnic
supermarkets will grow by 3.7% annually between 2011
and 2016.
KeHE recommends choosing a country or region to
focus on each month, and build an event around that cuisine. Then, cross-merchandise ingredients (sauce, protein,
vegetables, frozen components) needed to assemble the
meal at home. Pair your meal idea with beverage recommendations, and partner with local chefs to cook at your
stores to establish your culinary credibility.

4. HEALTHY SNACKING

Snacking accounted for 53% of all eating occasions last
year, and the boundaries between snacks and meals continue to blur rapidly. Shoppers are craving nutrient-dense
food that satisfies hunger throughout the day.
KeHE recommends establishing healthy snacking hot
spots throughout the store, including the frozen and
refrigerated departments. Feature minimally processed
products with simple ingredients that are easy to pronounce.
Try dedicating a grab-and-go cooler to single-serve
yogurts, fresh fruits, hummus and cheese/fruit snack
packs. Why not cross-merchandise whole grain crackers
in the produce department with nuts/dried fruit. Drive
trial, awareness and sales through an aggressive sampling
program.

5. TRUTH IN LABELING

Consumer demand and awareness regarding food
labeling are driving sales of products with third-party
certifications to all-time high levels. KeHE recommends
becoming a destination for Certified Organic, Non-GMO
Project Verified and Fair Trade Certified. Dollar sales of
products with several of these certifications are growing
in the double digits in both the natural and conventional
channels, with growth more rapid in the natural channel.
For example, Non-GMO Project Verified products rose
by 23% in the natural channel during the 52 weeks ended
March 16, 2013, according to SPINS. That compares with
a 17% growth rate in the conventional channel.
Here’s another “certified” label that should be on your
radar: certified B Corporations (www.bcorporation.net). B
Corps are certified by the non-profit B Lab to meet rigorous standards of social and environmental performance,
accountability and transparency. B Corp certification is
to sustainable business what Fair Trade certification is to
coffee or USDA Organic certification is to milk.
If you aren’t a consumer of these certified/verified
products, educate yourself and your associates about the
issues involved so you can serve your customers better.

You may want to create selling events by partnering with
third-party certifiers on integrated marketing campaigns.

6. MEAT ALTERNATIVES

Burgers make up 34.8% of meat alternative sales, or $192
million, according to a June 2013 report from Mintel
GNPD (www.gnpd.com). This segment benefits from
familiarity, with the format being one of the earliest to
introduce meatless products to the market.
Innovation in the segment is also strong, with new
products running the gamut, from “grillers” that aim to
mimic beef burgers to ones that promote a veggie base.
While small, the “other” segment showed the strongest growth from 2010-2012 due to the expansion of new
product offerings that attract the attention of consumers
interested in exploring the category.
Here’s a look at how the meat alternative category
breaks out in terms of dollar sales:
CATEGORY
Burgers
Poultry
Breakfast
Other
Ground
Hot Dogs
Deli

$ SHARE
34.8%
21.2%
14.8%
11.2%
7.6%
6.6%
3.8%

Vegan claims on new products released in the category
surpassed vegetarian claims in 2011 to take the top spot.
This, combined with the fact that the “no animal ingredients” claim saw the strongest growth from 2008-2012
(200%), is an indication that consumers are becoming
more extreme in their dietary habits.
Vegan diets have lately been surging in popularity,
with a growing number of consumers being swayed by
mounting research showing a profound impact on health,
including weight loss and heart health.
Katie Strohbeck is a Smart Assortment Manager at Romeoville, Ill.-based KeHE Distributors (www.kehe.com).
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NATURAL & ORGANIC
FROZEN & REFRIGERATED CATEGORIES

Dollar sales of natural and organic frozen & refrigerated foods sold in natural supermarkets
(excluding Whole Foods), conventional all-outlet-combined channel (including Walmart) and both
natural and conventional channels combined, according to SPINS
CATEGORY

8/3/13

8/4/12 % Chg

NATURAL CHANNEL*
NATURAL/ORGANIC FROZEN
Meats/Poultry/Seafood (Fz & Refr)
Breakfast Foods
Desserts
Fruits & Vegetables
Juices & Beverages
Meat Alternatives
Appetizers & Snacks
Lunch & Dinner Entrees
NATURAL/ORGNC RFRGRTD
Cheese/Cheese Alternatives
Eggs
Milk
Other Dairy & Alternatives
Condiments
Juices & Functional Bevs
Meat Alternatives
Non-Dairy Beverages
Pasta
Pasta & Pizza Sauces
Salsas & Dips
Entrees/Sushi/Grab-N-Go Meals
Tofu
Yogurt & Kefir

$438,900,113
$129,293,304
$12,879,839
$81,535,179
$77,124,283
$3,562,703
$23,930,174
$24,710,283
$85,864,347
$786,509,528
$80,189,043
$62,485,911
$113,412,490
$52,842,660
$15,266,056
$135,626,145
$25,962,014
$46,667,192
$3,111,591
$1,893,076
$25,598,065
$35,002,167
$14,431,968
$174,021,151

$379,217,653
$107,010,828
$11,531,522
$70,550,131
$63,255,241
$3,693,198
$22,439,995
$22,346,195
$78,390,543
$685,781,237
$70,911,067
$50,841,300
$101,236,071
$46,422,384
$10,876,941
$110,712,923
$24,923,770
$38,746,696
$3,146,699
$1,981,185
$21,111,144
$31,430,356
$13,922,701
$159,518,000

CONVENTIONAL CHANNEL **

15.7%
20.8%
11.7%
15.6%
21.9%
-3.5%
6.6%
10.6%
9.5%
14.7%
13.1%
22.9%
12.0%
13.8%
40.4%
22.5%
4.2%
20.4%
-1.1%
-4.4%
21.3%
11.4%
3.7%
9.1%

(All Outlets Combined, Natural And Specialty Products Only)
NATURAL/ORGANIC FROZEN
$2,726,611,469 $2,473,386,651 10.2%
Meats Poultry/Seafood (Fz & Refr)
$695,697,979 $593,850,616 17.2%
Breakfast Foods
$76,015,562
$73,617,601 3.3%
Desserts
$641,545,930
$565,414,368 13.5%
Fruits & Vegetables
$255,858,456
$241,439,428 6.0%
Juices & Beverages
$492,367
$528,954 -6.9%
Meat Alternatives
$410,398,625 $408,394,380 0.5%
Appetizers & Snacks
$116,894,327
$111,896,758 4.5%
Lunch/Dinner Entrees
$529,708,223 $478,244,546 10.8%
NATURAL/ORGANIC REF.
$6,690,219,870 $5,988,802,311 11.7%
Cheese & Cheese Alternatives
$151,408,169 $136,568,908 10.9%
Eggs
$953,560,735
$871,648,310 9.4%
Milk
$1,069,849,103 $1,012,008,913 5.7%
Other Dairy & Alternatives
$103,764,035
$92,412,169 12.3%
Condiments
$45,129,667
$39,828,074 13.3%
Juices & Functional Beverages
$982,823,346 $823,939,602 19.3%
Meat Alternatives
$77,480,956
$78,053,242 -0.7%
Non-Dairy Beverages
$962,872,940
$849,153,658 13.4%
Pasta & Pizza Sauces
$5,456,211
$5,884,173 -7.3%
Pasta
$16,940,219
$17,091,410 -0.9%
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CATEGORY
Salsas & Dips
Entrees/Sushi/Grab-N-Go Meals
Tofu
Yogurt & Kefir

8/3/13
$71,376,412
$120,660,386
$63,185,137
$2,065,712,553

8/4/12 % Chg
$66,972,158
$112,379,408
$61,706,420
$1,821,155,865

6.6%
7.4%
2.4%
13.4%

COMBINED CHANNELS

(Natural + Conventional All Outlets Combined)
NATURAL/ORGANIC FROZEN
$3,165,511,582 $2,852,604,304 11.0%
Meats/Poultry/Seafood (Fz & Refr)
$824,991,283 $700,861,444 17.7%
Breakfast Foods
$88,895,401
$85,149,123 4.4%
Desserts
$723,081,109 $635,964,499 13.7%
Fruits & Vegetables
$332,982,739 $304,694,669 9.3%
Juices & Beverages
$4,055,070
$4,222,152 -4.0%
Meat Alternatives
$434,328,799 $430,834,375 0.8%
Appetizers & Snacks
$141,604,610
$134,242,953 5.5%
Lunch & Dinner Entrees
$615,572,570 $556,635,089 10.6%
NATURAL/ORGANIC REF.
$7,476,729,398 $6,674,583,548 12.0%
Cheese & Cheese Alternatives
$231,597,212
$207,479,975 11.6%
Eggs
$1,016,046,646 $922,489,610 10.1%
Milk
$1,183,261,593 $1,113,244,984 6.3%
Other Dairy & Alternatives
$156,606,695
$138,834,553 12.8%
Condiments
$60,395,723
$50,705,015 19.1%
Juices & Functional Beverages
$1,118,449,491 $934,652,525 19.7%
Meat Alternatives
$103,442,970
$102,977,012 0.5%
Non-Dairy Beverages
$1,009,540,132 $887,900,354 13.7%
Pasta & Pizza Sauces
$8,567,802
$9,030,872 -5.1%
Pasta
$18,833,295
$19,072,595 -1.3%
Salsas & Dips
$96,974,477
$88,083,302 10.1%
Entrees/Sushi/Grab-N-Go Meals
$155,662,553
$143,809,764 8.2%
Tofu
$77,617,105
$75,629,121 2.6%
Yogurt & Kefir
$2,239,733,704 $1,980,673,865 13.1%
*SPINSscan Natural tracks sales of all UPC-coded products
sold in the natural supermarket channel. Exclusive to
SPINS, this channel represents full-format natural product
supermarkets including the National Cooperative Grocers
Association (NCGA) and The Independent Natural Food
Retailers Association (INFRA), small to mid-sized chains, and
independent and cooperative stores across the continental
United States. The data excludes Whole Foods.
**SPINSscan Conventional (powered by Nielsen Scantrack) is
the industry’s only comprehensive source of information on
UPC-Coded natural, organic, specialty gourmet, and health &
wellness positioned products selling through the conventional
all-outlet-combined (AOC) channel in the United States. The
AOC channel includes food/drug/mass stores along with
military, club, dollar, and Walmart.
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A SEA CHANGE

FOR FROZEN?

And it’s not just high-income shoppers. Hispanic shoppers aren’t high-income as a rule, but they skew higher
on organic and natural foods, probably because of their
traditional culture of cooking and serving real foods. This
trend toward natural and organic is just going to keep
getting stronger and more widespread.

An industry expert sees big change coming to the
food industry and to frozen foods in particular: the
mainstreaming of natural, organic and ‘healthy.’

tttWhat trends do you see specifically in
frozen foods?

C

arlotta Mast, lead researcher on New Hope
Natural Media’s NEXT Natural Products Industry
Forecast, has strong opinions about the opportunity for retailers to capitalize on the growth of natural
and organic foods.
A recognized industry expert, she has been interviewed about natural products industry trends, regulatory issues and market
performance by media outlets
including The New York
Times, Cosmopolitan, NPR,
ABC News and others. Now,
she’s also been interviewed by
Frozen & Refrigerated Buyer.

tttWhat’s changing in
the world of natural and
organic foods in general?

There’s a whole sea change
happening in how people
perceive food, and it’s moving to the mainstream. For
example, the Kroger divisions
are putting so much weight
behind natural and organic in
their stores because they see
it is the future of the business. As this happens, more
retailers seem to be integrating these products into their
mainstream shelf sets.
Carlotta Mast
Many consumers like to
shop at Whole Foods or a natural foods retailer because
everything on the shelf is already screened for them. All
the products are free of antibiotics, hormones, preservatives and so forth.
We’re seeing more price parity today between natural
and organic foods as opposed to the mainstream. So
there’s less pushback when it comes to spending a bit
more — there’s a growing recognition that real food costs
money. Our own consumer research shows there are segments of consumers who are willing to pay more for food
that they deem to be real, safer, better for you or cleaner.

24 www.frbuyer.com

SEPTEMBER 2013

Frozen foods have been down in general, and they’ve
become a bit
of a lackluster
category in
conventional supermarkets. But
as we see more
natural, organic
and healthy options in the frozen aisle, these
items have less
of a stigma and
seem more like
“real food” to many people. They’re also very convenient,
and are growing faster than mainstream offerings.
Sales of natural and organic frozen meals grew 9.9%
to $1.5 billion in 2012, according to Nutrition Business
Journal estimates. This compares with the 8% decline
Mintel has estimated for the overall $8.1 billion frozen
meal category in 2012.

For example, Kroger
divisions are putting
so much weight behind
natural and organic in
their stores because
they see it is the future
of the business.

tttThere’s also been a lot of activity in frozen
ethnic meals.

Yes, we’re seeing options that go well beyond traditional
Mexican or Italian, to include Thai, Indian, Mediterranean and Filipino, for example. There seem to be more
gourmet-like and globally inspired offerings coming out
of the natural and organic sector than anywhere else.
Exciting, bold and ethnic foods are very appealing to a
younger demographic that didn’t grow up on TV dinners.
Frozen foods need these younger shoppers to grow.
Millennials gravitate to convenience, but they’re not
going to eat the traditional standard frozen meal. They
like new tastes and new food experiences, and if these
new products are healthy, convenient and frozen, well,
that’s great.
You can expect to see more healthy options and
simpler ingredients statements. If you look at most of
the standard frozen food on the market now, there are
long lists of ingredients that people don’t recognize.
They don’t have to accept those foods anymore — there
are plenty of options available today, often from new,
smaller companies.

tttCan you provide a few examples?

Sure. There’s LYFE Kitchen (www.lyfekitchen.com),
started by some former senior executives at McDonald’s.
They have a new line of frozen breakfasts, soups and entrees made with top-end recipes and simple, whole food
ingredients. (LYFE stands for Love Your
Food Everyday.) We’ve written recently
about their Chicken Chili Verde on our
Web site, www.newhope360.com. They
also have restaurants in California.
Other frozen foods we’ve covered
recently include Helen’s Kitchen (www.
thehelenskitchen.com) Korean Noodle Bowl, which has
no MSG or artificial ingredients; Saffron Road (www.
saffronroadfood.com) Chana Saag, a gluten-free, Halal
and non-GMO Project Verified classic Indian meal; and
Kusina (www.kusina.com) Vegetable Pancit, a vegetarian
Filipino dish.

ing in the natural and organic segment. It’s popular not
only with people with celiac disease, but with others who
say they just feel better with a gluten-free diet.
Vegan options are growing in the double digits, and
many frozen meals are incorporating meat alternatives

Sales of natural and organic frozen meals
grew 9.9% in 2012, compared with the 8%
decline for the overall frozen meal category.

tttWhat might we expect to find more of at
Expo East this year?

There are many companies offering innovative, healthy
and convenient frozen items. We’re seeing lots of fusion
in flavors and cuisines, and that can help perk up the
frozen food category.
Gluten-free has become pretty mainstream, after start-

and reaching a wider audience. Meat alternatives are so
much better today — a new meatless product that just
came out truly has the texture and flavor of chicken. These
ingredients are being incorporated into new frozen foods.
Finally, some companies are specializing in frozen
foods that are allergen-free. Ian’s (www.iansnaturalfoods.
com) is one example. This is a fast-growing market.
So when you go to Expo East this year, you’re going to
see a lot of small start-ups moving to frozen foods. Even
though the frozen category as a whole is declining, there’s
still opportunity for real, healthy frozen foods. Q
(New Hope Natural Media runs the Natural Products
Expo East and Expo West trade shows. Natural Products
Expo East will be Sept. 25-28 in Baltimore.)
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American Flatbread, one of the fastest growing frozen pizza brands
in America, is heating things up in the frozen category. All natural,
handmade and wood-fired – these preservative-free flatbreads are
topped with real artisanal cheeses, and served up in eye-catching
packaging that flies right off the shelves.

Order the hottest frozen pizza
in America — It’s honestly delicious!
www.americanflatbreadproducts.com
info@americanflatbread.com · 888- 519 - 5119

COVER STORY

FRONT OF PACK LABEL CLAIMS

Label claims on UPC-coded products for the 52 weeks ended July 6, 2013 versus
year-ago period, all outlets combined, total U.S., according to
Nielsen Scantrack & Nielsen Label Trends.

LABEL CLAIMS STRUGGLING
CLAIM
% CHG
Stevia
(11%)
Fortified
(10%)
Oil Presence
(9%)
Calorie 100
(8%)
No MSG
(4%)
Flax or Hemp
(4%)
Calorie Presence
(3%)
Fat Presence
(3%)
Omega Presence
(2%)
Probiotic
(2%)
Vitamin/Mineral Presence
(2%)
Calcium Presence
(1%)
Caffeine Presence
(1%)
Salt/Sodium Presence
(1%)
Multigrain
(1%)
Iron Presence
-0%
Soy
-0%

$ (BILLIONS)
$0.8
$1.1
$3.4
$1.5
$4.9
$0.2
$23.8
$68.5
$4.8
$2.9
$27.0
$13.9
$7.9
$22.9
$3.2
$2.2
$1.9

LABEL CLAIMS WINNING
CLAIM
% CHG
Low Glycemic
37%
GMO Free
26%
Hormone/Antibiotic-Free
16%
Gluten-Free
14%
Plant Sterol
12%
Organic
11%
Lactose Presence
11%
Protein Presence
9%
High Fructose Corn Syrup-Free 6%
Fruit & Veg Presence
6%
Carb Conscious
5%
Preservative Presence
4%
Grain Type
4%
Natural
4%
Antioxidants
3%
Cholesterol Presence
2%
Sweetener Presence
0+%
Fiber Presence
0+%

$ (BILLIONS)
$0.3
$2.5
$5.7
$20.7
$0.1
$8.4
$5.6
$7.0
$4.6
$12.1
$2.7
$27.2
$14.6
$42.6
$4.2
$16.6
$17.6
$7.7
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The Leading Business Event in the Industry

T

he National Frozen & Refrigerated Foods Convention
is much more productive and efficient than a trade show.
All the major companies in the industry – retailers,
manufacturers, sales agents, logistics providers, suppliers – are all in
one place. Most of your time will be spent in one-on-one business
meetings. With over 1,300 attendees, you can schedule dozens
of appointments with your choice of hundreds of leading
companies in just a few days.

That’s not all this annual event has to offer:
ͻ Retailers receive complimentary meeting
rooms to schedule one-on-one business
appointments

ͻ Renowned speakers Karl Rove, political
strategist and former Deputy Chief of Staff
to President George W. Bush and Ronnie
Lott, former San Francisco 49er defensive
back and 2000 Pro Football Hall of Fame
Inductee
ͻ State of the Industry Update by Nielsen
with panelists from Meijer, General Mills
and H.P. Hood
ͻ Taste of Excellence Opening Reception
showcasing the best frozen and
refrigerated food products on the market
ͻ Grand Awards Banquet honoring the
newest Refrigerated Food Hall of Fame
inductees and the 2013 Golden Penguin
Award winners for the industry’s best
merchandising efforts

R E G I S T ER ON L I N E AT

SPONSORED BY

www.NFRAweb.org

October 19-22, 2013
Hilton San Diego Bayfront
San Diego, California

SPOTLIGHT: ASIAN FOODS

BEYOND
CHINESE
Frozen manufacturers are adding
better-for-you products, lesserknown Asian cuisines and more
convenient, customizable formats.
BY DENISE LEATHERS
& DAN RAFTERY

D

ollar sales of Asian foods in
food, drug and mass merchandise outlets (excluding
Walmart) jumped 5.2% from 2011
to 2012, driven mostly by smaller
brands and private label, accord-

Billed as the first better-for-you
line of single-serve frozen Asian
foods, Windsor Foods’ Tai Pei
Asian Garden collection includes
eight varieties with around 300
calories apiece.

ing to a January 2013 report by
London-based Mintel.
Clearly, the segment is performing well in the refrigerated department. Sales in both the egg rolls/
wonton wrappers ($6.35 million)
and sushi-heavy appetizers/snack
rolls ($138.57 million) segments
were up 8.2% across channels during the 12 weeks ended May 19
versus the same period a year ago,
according to Chicago-based market
research firm IRI.
Has growth in refrigerated Asian
foods hurt sales in the frozen department? Undoubtedly. Refrigerated
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gains affect nearly all categories
throughout the department. IRI data
available to the trade press doesn’t
break out the frozen Asian food
segment, but several small and midsize brands report strong sales in a
variety of frozen categories. Unfortunately, market buzz too often focuses
on how the top-10
multi-serve meal
brands Wanchai
Ferry and P.F.
Chang’s Home
Menu have registered double-digit
losses recently.

of types of cuisines, consumers’
palates have become more sophisticated and their need for exploration
heightened.”
The research firm adds that “The
key to continued success in this
category is for companies to follow
restaurant trends and expand offer-

Retail sales of Asian foods
jumped 5.2% from 2011 to 2012,
driven mostly by smaller brands
and private label, says Mintel.

CAUSE FOR OPTIMISM
Several observers see cause for
optimism with new products and
innovative merchandising in niches,
however. Although Asians make
up just 5.8% of the U.S. population,
they’ve become the largest group
of new immigrants. And like many
ethnic groups, they over-index for
consumption of Asian foods.
What’s more, American consumers have a growing familiarity with
Asian cuisine, thanks to the Food
Network and Travel Channel. Another driver: the plethora of Asian
restaurants and food trucks offering
not just Chinese and Japanese dishes,
but Thai, Korean, Indian, Vietnamese
and Filipino. As a result, cuisines that
might have taken five or 10 years to
really catch on among mainstream

ings within lesser known cuisines
and offer simple recipes, easy-toassemble kits and prepared meals to
build familiarity and ease cooking
anxiety.”
While a third of consumers who
buy frozen Asian foods do so at least
once a week, another half isn’t buying frozen Asian at all, according to
recent consumer research by Santa
Fe Springs, Calif.-based Day-Lee
Foods (www.day-leefoods.com),
maker of the Crazy Cuisine and DayLee Pride brands.
This shows that “There are opportunities with both heavy users and
those who haven’t yet entered the
category. That’s a lot of upside potential,” according to David Weinberg,
director of marketing for Day-Lee.
While offering the right products at
the right price is paramount, manu-

Thai Feast adds four on-trend, gluten-free entrees — each with fewer than
250 calories — to its gourmet lineup.

consumers are coming to retail much
more quickly.
“Exploration of new flavors... is a
2013 consumer trend that is likely
to continue,” says Mintel. “Because
of a diverse exposure to a multitude

facturers also stress the importance of
proper merchandising of frozen Asian
foods. Most agree that creating an
Asian destination within the frozen
food department can go a long way to
increasing sales and penetration.

IT’S E AST MEETS WEST
MEETS DELICIOUS
Simmering Samurai presents a completely refreshed product line
featuring easier-to-prepare, delicious fried rice meals.

AJINOMOTO NORTH AMERICA, INC. | 7124 North Marine Drive, Portland, OR 97203
P: 503.444.2002 | E: info@ajifrozenusa.com | ajifrozenusa.com
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RECREATE RESTAURANT EXPERIENCE
“When shopping for Asian foods, consumers are often
looking to recreate the Asian restaurant experience at
home,” notes Terri Bihl, senior brand manager of the
Tai Pei brand at Hayward, Calif.-based Windsor Foods
(www.taipeifood.com).
“The frozen Asian food category can be hard to shop
because products are often split into four or five different
sections,” from frozen appetizers to frozen multi-serve
meals, says Day-Lee’s Weinberg. “An ‘Asian meal solution’
section that pulls together appetizers, side dishes and
entrees is consistent with how consumers eat Asian foods
in restaurants where they often select a wide variety of
items to share,” he says.
Many retailers have dedicated frozen appetizer doors,
so it’s sometimes easier to get appetizers in than other
Asian frozen foods, he notes. While a dedicated frozen
Asian section is ideal, sometimes it is not possible. In that
event, better signage can help consumers find complementary items and go
a long way toward
improving shoppability, he adds.
Weinberg suggests targeting
specific consumers through social
media and mobile
apps. “The new
digital marketing
techniques are much more effective at bringing shoppers
into stores than traditional broad-brush-stroke marketing,” he says.
He sees Southeast and Southwest Asian flavors trending. “Part of the reason for this diversification in flavor
profile,” he says, “is the overall lack of innovation in
the frozen Asian food category as most manufacturers
have been chasing the tried and true Chinese restaurant
menu items.”

Although Asians
make up just 5.8% of
the U.S. population,
they’ve become the
largest group of new
immigrants.

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

NEW TO THE SHELF

H

ayward, Calif.-based Windsor Foods (www.tai
peifood.com), maker of the fast-growing Tai Pei
brand, recently launched what it calls the first
better-for-you line of single-serve Asian entrees. The
new Tai Pei Asian Garden collection includes eight
high-fiber, low-sodium meals, each with around 300
calories and 8 or fewer grams of fat.
Each entree is made with lean meats, crispy vegetables and brown rice, white rice or whole grain noodles,
according to senior brand manager Terri Bihl. Available
in limited test markets, “These items meet the needs of

30 www.frbuyer.com

SEPTEMBER 2013

consumers looking for healthier
alternatives in frozen food.
They’re restaurant-style menu
items that make eating well
deliciously easy.”
ttt
Portland, Ore.-based Ajinomoto North America (www.
ajifrozenusa.com) will launch a
line of fried rice entrees under
its Simmering Samurai brand
this month, says director of
sales Chet Mayekawa.
Whether prepared with
added vegetables or protein,
This fall, Ajinomoto will
fried rice has always had the
launch meals combining
same base flavor, he explains.
fried rice with entrees
“The new fried rice entrees will
such as General Tso’s
feature a variety of different flaChicken, Orange Chicken
vor profiles, including General
and Broccoli Beef.
Tso’s Chicken, Orange Chicken
and Broccoli Beef,” all of which will include a separate
flavor packet so consumers can add as much or as little
additional flavor as they’d like. The line will also include
traditional Chicken Fried Rice and Vegetable Chow Mein.
“When it comes to Asian meals, many American diners combine their entree with fried rice before eating,”
says Mayekawa. “But why prepare two separate items
when you can have everything in one bag? It’s just more
convenient.”
ttt
Looking to
expand its
presence in
the singleserve arena
is Pittsburg,
Calif.-based
Ramar Foods
(www.ramarfoods.com),
which recently added two
Demand for lesser-known Asian cuisines
varieties to its
continues to rise, prompting Ramar
line of froFoods to expand its Kusina line of frozen
zen Filipino
Filipino entrees.
entrees. Offered under the Kusina brand, the newcomers include
Chicken Sisig and Pork Adobo, both of them all-natural,
low-fat and gluten-free.
The company also added baked (not fried) Chicken
Empanadas to its lineup, tapping into strong growth in
the frozen appetizers segment as a whole.
ttt
Tukwila, Wash.-based InnovAsian Cuisine (www.inno
vasiancuisine.com) is launching a line of vegetable fried

SPOTLIGHT: ASIAN FOODS
rice side dishes
this month.
“These will be
lower-price-point
side dishes, not
entrees,” says
Debbie Curdy,
director of marketing. “We’re
targeting the
working mom
who wants a
quick dinner solution other than
lasagna. This is
something differInnovAsian launches a line
ent,” she says.
of vegetable fried rice side
Curdy sees
dishes to complement its
a move into
Asian entrees.
Southeast Asian
flavors. Examples include curry, lemongrass and spicy
flavors such as sriracha, a hot sauce frequently used as
a dipping sauce for seafood, named after the Eastern
Thailand coastal city of Si Racha.
ttt
Los Angeles-based Flagship Food Group’s (www.flag
shipfoodgroup.com) new Su Ming brand, intended as
a center-of-the-plate item to which consumers can add
their own starch and vegetables, includes both Orange
Chicken and General Tso’s Chicken. Each comes with two

packets of sauce that consumers add to the chicken after
baking or frying. “It’s very easy,” says marketing director
Tina Waldmier. “Just bake, sauce and toss.”
ttt
“Look no further than the culinary world to see what’s
trending,” says Caroline Polly, president, Thai Feast
(www.thaifeast.com),
Dearborn, Mich. Her
company’s inspirations
for flavors started in their
family restaurant called
Bangkok 96 in Dearborn.
“The food truck fad has
expanded awareness of
ethnic food, especially
Asian fusion cuisines,”
says Polly.
“Pad Thai is one Asian
dish that is hot with
experimenting foodies,
who often expand their
experiences to other
flavor profiles,” says Polly.
Her company is betting
that its new Garlic Chicken with Brown Rice, coming out
this month, will be a popular flavor.
“The four new SKUs in Thai Feast’s gourmet line all
have brown rice and are packed with herbal flavors and
spices. They have fewer than 250 calories and contain no
MSG or gluten,” says Polly.

While a third of
consumers who buy
frozen Asian foods
do so at least once a
week, another half
isn’t buying frozen
Asian at all, according to recent consumer research by
Day-Lee Foods.

A RETAILER’S VIEW

Foodies in New York City have long enjoyed the wide variety
of cuisines at the four locations of Westside Market NYC (www.
wmarketnyc.com). In an interview with FR Buyer, CEO George
Zoitas talks about Asian food trends and consumers.

What are the hot product trends in the category?
People enjoy Asian food but are sometimes wary of the salt and
fat content that can be found in this cuisine. Since customers are
trying to eat more clean and organic, we are seeing that the Asian
foods that fall into those categories are selling better.
What are the hot new flavors, ingredients, food trends that
retailers should know about?
Those items that trend more towards organic, or with few ingredients, seem to be the most popular items, whether as prepared
meals or ingredients. We are also seeing a lot of companies
incorporating traditional Asian flavors or cuisines in their current
line of foods.
Can you share any consumer insights about Asian foods?
We see a lot of young adults and college students buying individually packaged meals. These are quick meals for them to make on
the go and are also easy to transport between classes or to work.
More savvy chefs are combining traditional dishes with individual
Asian cuisine ingredients to create fusion dishes.
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Go Fusion debuts frozen stuffed sandwiches
featuring Asian flavors combined with other
popular ethnic cuisines.

ttt
Go Fusion Foods (www.gofusionfoods.com),
Frankfort, Mich., has introduced Go Fusion frozen sandwiches filled with gourmet Asian fusion
flavors. Varieties include Korean Jambalaya, Bourbon Chicken, Lemongrass Curry, Szechuan Taco,
Peking Chicken and Braised Teriyaki.
Asian fusion cuisine is growing exponentially
in popularity around the United States, especially
among the millennial segment of the high volume
frozen sandwich industry, according to company
owners Vachong and Bobbiesee Ku. They have
been in the restaurant business for 25 years. Q

®

Registration Now Open
Welcome to PLMA’s Annual Private Label Trade Show. Registration is now open.
For more than 30 years, the show has been the place to be for retailers,
manufacturers, brokers and trade suppliers. From supermarkets and superstores
to drug chains and mass merchandisers, no show has helped build store brands
better than PLMA’s yearly event. Come and see the products and packaging that
are driving store brands growth. To exhibit, contact PLMA today. Telephone
(212) 972-3131 or email info@plma.com. For online visitor registration,
go to www.plmaregistration.com. See you at the show.

NOV.17-19 • CHICAGO
Presented by the Private Label Manufacturers Association

SPOTLIGHT: SNACKS & APPETIZERS

7 WAYS

2. Become more relevant — avoid duplication.

TO REVIVE APPETIZERS
Sales have been flat in the past year. Here’s advice to
help you bring the category back.
BY ELLEN SCHMITZ

F

rozen appetizers and snack rolls were flat at $1.897
billion across retail channels during the 52 weeks
ended July 14. And in the most recent 12 weeks, the
category was off by 2.95%. Because frozen appetizers
and snack rolls account for 3.6% of all frozen food sales,
stemming this decline is important.
The top two vendors
(General Mills and H. J.
Heinz) account for more
than 48% of dollar share
while the rest is fragmented with many small
vendors. Private label is
still underdeveloped (dollar
share of 5.2%) and suffered
dollar losses.
The category is comprised of appetizers, pretzels and breaded vegetables, and is the 11th largest
in the frozen department.
Ellen Schmitz
Appetizers are the dominant segment, with 94% dollar share during the latest
12 weeks. During that period, all three segments suffered dollar declines and lower prices.
Here are some things to keep in mind in your efforts
to reinvigorate category sales:

1. Cash in on the growing interest in small
plates. Small plates continue to be popular in foodser-

vice settings and consumers are looking for the same
type of variety
at home, instead
of a large meal
consisting of an
entree and side
items. Appetizers
like mini-burgers,
sandwiches,
satays, egg rolls
and tapas convey
the message that guests don’t have to sacrifice flavor or
fun when trading down for economic reasons. Retailers
should offer smaller or bite-sized versions of larger plate
appetizers to appeal to lone diners or a couple.

Fully 91% of volume
is coming from base
sales, which accounted
for more than 81% of
the category’s loss.
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Consumers are getting confused with so many product
options available in stores. Retailers should reduce duplication in the category, maintaining proper segment
allocation.

3. Provide better value. Research has found that
the No. 1 thing restaurants can do to encourage appetizer purchases is to provide better value. This is most
important in full service bar and grill restaurants, but
the concept is important to retailers as well.
4. Merchandise with seasonality in mind. The
category generates higher sales during the holiday season. This past year, December indexed at 117, January
at 116 and March at 114. Manufacturers and retailers
should devise strategies to gain sales during the off-season, such as offering discounts or incentives in rewards
points programs.
5. Understand ‘shareability’ as a trend. Shop-

pers are being more picky as they look for options with
both great taste and a better-for-you nutritional profile.
A major part of appetizers’ appeal is the “shareability

The category generates higher
sales during December (117 index),
January (116) and March (114).
factor.” Even consumers who aren’t adventurous eaters may be tempted to try a new starter when going
out with friends. Seventy percent of consumers order
shareable meals so they can try more than one item on
the menu, reveals a report by Technomic. Sharing small
plates with dining companions also creates a more
party-like experience.

6. Monitor your base and incremental sales,
seeking improvement. Fully 91% of category vol-

ume is coming from base sales (sales in the absence of
merchandising). For the 12 weeks ended July 14, more
than 81% of the category loss was from the base, largely
because of lower velocity versus the prior year. Incremental declines were due to a poorer sales lift while on
promotion — average lift fell from 91% last year down
to 86%.

7. Be alert for new items that drive sales. New

items contributed more than 6% of dollar share in the
category, although they couldn’t offset the total category decline. More than 25% of these sales came from
Totino’s new launches. Q

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.schitz@iriworldwide.com.
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NEW ITEMS

SPARK SNACKS
Fully 6% of appetizer/snack sales came from new
products during the past year. Here’s a look at some
new items hitting the shelves now.
BY WARREN THAYER

N

ew items contributed more than 6% of dollar
share in the frozen appetizers/snacks category
during the 52 weeks ended July 14, according
to IRI, the Chicago-based market research firm. And
more than 25% of these sales came from new launches
by Minneapolis-based General Mills’ (www.genmills.
com) Totino’s brand. Other brands with hot new items
included State Fair, El Monterey, Farm Rich and SeaPak. Here are some hot items on the radar this year.

‘EZ’ POTSTICKERS

Potstickers can be a difficult product to prepare. Too
much added oil or water can lead to inconsistent results.
So why not offer a product
that doesn’t require either?
Ajinomoto North
America (www.ajifrozen
usa.com), Portland, Ore.,
has done just that with the
introduction of its EZ-Ice
Chicken Potstickers and,
most recently, EZ-Ice Pork
Gyoza (the Japanese name
for potstickers).
Since the potstickers don’t
require added oil or water,
consumers just pop them
from the tray, place them in
a non-stick skillet “and in
minutes you have perfectly
prepared potstickers — a
combination of crisp and tender — authentic, Japanesestyle gyoza that is restaurant-quality,” according to Chet
Mayekawa, director of sales/retail and private label.
Mayekawa notes that snacking is increasing as the lines
between traditional meal times blur. And while consumers still like to have a hand in cooking and creating,
convenience and speed are still factors, he says. As awareness, appreciation and consumption of global foods grows,
consumers are drawn to quality and authenticity, he says.

‘FUN TO EAT’ VEGGIES

Crunchtables, from Intevation Food Group (www.
crunchtables.com), Plover, Wis., are taking the frozen
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breaded vegetables segment by storm. Off a small base,
they’re up more than 400% during the 52 weeks ended
July 14, and have since settled into a mere 175.3% gain in
the most recent 12-week period, according to IRI.
The line includes
Green Bean Fries,
Zucchini Crisps,
Broccoli Bites,
Sweet Baby Carrots and Mushroom
Crisps, all of them
crouton-coated. The
Dill Pickle Crisps
are pretzel-coated.
The 10-ounce
products are merchandised in both
the appetizer and
vegetable sections of the frozen food case, and consumers
seem about evenly split on whether to use them as a snack
or side dish. Crunchtables carry an everyday suggested
retail of $2.49.
“We’re trying to make veggies more fun to eat,” says
Dan Horan, sales director, noting that coated veggies
have been popular items on restaurant menus for a long
time. “These are a lot healthier than what you find in the
salty snack aisle.”

TIPS FROM BYLADA

“Always have the top four or five best sellers of private
label in your snack and appetizer set. It’s often good to
add a few unique products or flavors, but be careful not
go overboard and fill up your shelves with slow movers,”
advises Meade Bradshaw, national sales manager, Bylada
Foods (www.byladafoods.com), Charlotte, N.C.
A good selection of single-serve offers consumers an
alternative to
fast food value
menus, he adds,
noting that
stocking large
sizes will also
help you compete with club
stores.
“Our
40-count Pizza
Bagel has been
growing at a fast pace. This size used to be considered a
club size, but today it’s an everyday item. If you get three
or four kids together after school or for a ballgame, they’ll
eat 40 in one sitting,” Bradshaw notes.
If space constraints make it difficult to offer the larger
sizes, he says, “at least be sure to offer this size during
high consumption periods from January to March for the
football playoffs, Super Bowl and March Madness.”

We are your brand’s
personal matchmaker.

Our business is brand romance. With a comprehensive
database of connections and over 30 years experience
making sparks fly, we create ideal pairings for you and
your customers. Partnerships are powerful. Let us set
you up with the market’s most eligible opportunities.
Visit us at DovetailPP.com or call 877.709.5755.
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Finally, Bradshaw says that if you’re carrying only two
or three SKUs of a brand, including private label, try to
set them horizontally instead of vertically in your shelf
set. This will add some shelf presence, and avoid having
the items moved far apart when the shelf above or below
is re-set.

SHELL SHOCKERS

Dinuba, Calif.-based Ruiz Foods (www.elmonterey.com)
had one of the top-selling new appetizer/snack items —
Beef and Cheese Taquitos — introduced during the past
year, according to IRI. Now, the company has launched
El Monterey Shell Shockers Taquitos — corn taquitos
uniquely
flavored on
the outside
with juicy
chicken on
the inside.
Said to be
the first of
their kind in
the frozen
snacks and
appetizer
category,
they are
available nationally in two flavors: Nacho Cheese and Jalapeno Ranch.
With a suggested retail of $6.99, each carton has two inner
bags of 12 taquitos for easy portion control and freezer
storage. El Monterey has converted all its mini chimis and
taquitos to the boxes, while keeping the same price per
ounce as the previously available bags.
Rachel Cullen, president and CEO of Ruiz, notes that
package size and count are important to consumers
looking for convenience and ease of preparation. Consumers prefer the inner bags for portion control and
freezer storage, she says.
Also new at El Monterey: 28-count Cheesy Pepper Jack
Corn Taquitos. At the same time, the brand is reintroducing its 16-count Mini Chimis flavors: nacho cheese and
beef; chicken and cheese.
Cullen cites recent research by Mintel showing that
Mexican food continues to grow and remains the most
popular ethnic cuisine in the United States. Consumer
trends point to a desire for more new products that offer
different heat levels and flavor, she notes.
Cullen adds that 59% of consumers surveyed by Mintel
in February 2013 indicated that frozen snacks were an
affordable snack option, while 81% said the products
are convenient for at-home eating and 66% found them
convenient for on-the-go snacking. However, the research
showed that increased consumer health consciousness
limits category performance, as frozen snacks are viewed
as too processed and high in calories, fat, and sodium.
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HOLIDAY APPETIZERS

Libertyville, Ill.-based Dee Amoré, the all-natural brand of
Mr. Dee’s (www.mrdees.com), has expanded its line with a
festive, upscale holiday appetizer collection featuring three
products: the Shrimp Collection, the Shrimp, Crab & Lobster Puff Pastry Collection and Loaded Potato Skins (For a
photo and details, see New Products, page 8).
The restaurant-quality appetizers have clean ingredient
decks and a high percentage of key ingredients, according to Lesley DeMartini, marketing director. “Today’s
consumers are demanding healthier frozen snacks and
appetizers, entertaining more at home, and willing to
spend more for quality during the holidays,” says DeMartini, who suggests in-store sampling of the products to
capitalize on these trends.

TOTINO’S IS ‘ON A ROLL’

“We analyzed what our Millennial male consumers were
eating when they didn’t have hot snacks — chips and fast
food, for example — and learned that intense flavors were
unique and exciting to them, but that there was a lack of
truly bold flavors in the hot snacks category,” says Oliver
Perez, Totino’s associate marketing manager.
Totino’s BOLD rolls aim to fill this gap with Buffalostyle chicken and jalapeño popper flavors. And Perez
expects the launch to provide a platform that Totino’s can
expand upon in the future. The brand has reinforced its
base recently with a variety of initiatives.
“Over the past year we have recommitted to supporting our core Totino’s Pizza Rolls offerings,” he says.
Beginning last September Totino’s launched its “Faster
than…” ad campaign in which consumers are told that
with a microwave oven, they can “go from zero to pizza
in just 60 seconds.” For the TV spots, Moms are targeted
to persuade them to serve pizza rolls to their kids as an
after-school snack.
“To broaden our reach and continue building our
brand with our enthusiasts, we have put greater emphasis
in our social strategy,” Perez continues. “In November we
hired a full-time
community
manager who
has helped grow
our Facebook
and Twitter
presence.”
An increased
focus on Hispanic marketing
efforts has paid
significant dividends. During the past year, sales of Totino’s Pizza Rolls
among Latinos outpaced the category and the brand’s
general market growth. The “Faster Than…” campaign
includes two Spanish television spots.
Further, insights-based on-pack instant redeemable

coupons helped offer
value to all consumers. In October, Totino’s partnered with
Hidden Valley Ranch
salad dressing to offer
consumers a free bottle with the purchase
of two 40-count
Totino’s Pizza Rolls.
In March, the brand
partnered with the Dr.
Pepper Snapple Group
to offer free 2-liter
bottles of Sunkist or
Sun Drop Soda.
Perez believes frozen
snacks will continue as
a critical category for
retailers, pointing out
that the segment has
increased more than
30% during the last
decade, according to
NPD Group’s Snacking Trends in America,
published last November. Q

FROZEN
SNACKS & APPETIZERS Sales in supermarkets, drugstores,
mass merchants, military commissaries and select club and dollar stores combined for the 12 weeks ended July 14, 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. Brands with sales less than $500,000 are not listed.

CATEGORY
TOTAL CATEGORY
APPETIZERS/SNACK ROLLS
Totino’s Pizza Rolls
Delimex
Farm Rich
Private Label
Ore-Ida Bagel Bites
José Olé
TGI Friday’s
El Monterey
Tai Pei
Bagel Bites
FZ PRETZELS
Super Pretzel
Super Pretzel Softstix
Private Label
Hanover
BREADED VEGETABLES
Pictsweet
Crunchtables
Private Label
Fresh Frozen
Stilwell
Dominex
Michael Angelo’s
Veggie Patch

$ SALES % CHG
$389,980,100
(2.9)
$366,589,400
(3.0)
$104,169,100
4.6
$28,451,030
5.3
$24,409,580
(7.6)
$20,371,000
(5.7)
$17,740,210
9.1
$16,991,130
2.2
$15,734,930
(6.8)
$13,384,370
(13.7)
$11,956,190
(4.1)
$11,235,360
5.7
$14,820,560
(2.2)
$9,386,903
(2.8)
$1,994,382
5.1
$992,266
6.9
$978,413
27.1
$8,570,104
(2.4)
$1,639,566
(5.3)
$1,235,992
175.3
$863,033
(3.5)
$734,049
5.5
$703,645
(10.6)
$551,454
26.2
$519,192
(1.2)
$511,259
(7.7)

UNIT SALES
95,701,440
87,327,740
27,221,860
4,266,220
4,158,720
5,051,091
5,887,087
3,443,319
3,110,899
1,966,310
2,982,572
1,285,655
5,279,082
2,982,375
807,174
475,397
454,342
3,094,620
826,173
585,789
443,547
256,762
277,171
112,640
60,198
109,427

% CHG VOLUME
(0.9) 118,008,500
(0.0) 108,079,800
11.5 39,620,700
2.4
8,771,518
(2.5)
7,642,508
1.1
5,195,516
16.8
3,717,066
3.2
4,655,475
(5.2)
3,024,418
(13.7)
3,599,491
(4.9)
3,428,451
5.4
2,976,557
(15.2)
6,097,167
(24.7)
4,197,739
1.7
454,036
22.2
396,775
38.2
569,174
2.1
3,831,530
(5.7)
982,337
168.5
362,189
(8.6)
417,100
(3.5)
508,122
(13.7)
432,363
24.7
109,915
(2.5)
180,595
(9.9)
64,202

% CHG
0.1
0.1
7.1
3.5
(0.8)
(0.9)
9.1
3.5
(6.4)
(9.9)
(5.1)
6.0
(1.0)
(4.3)
1.7
19.7
24.8
0.8
(4.3)
165.6
(8.2)
(3.3)
(13.2)
20.6
(2.5)
(10.6)
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FROZEN

PIZZA
DOWN 1.3%
Although losses have slowed, the
category continues to struggle as
increasingly confident consumers
return to take-out and delivery —
but manufacturers differ on how to
turn things around.
BY DENISE LEATHERS

A

lthough sales aren’t falling
as fast as they were last year,
the pizza category continues to struggle. Compared with the
same period a year earlier, frozen
pizza dollar sales across channels
were down 1.3% to $962.89 million during the 12 weeks ended
July 14, reports Chicago-based
market research firm IRI. Among

punch to the frozen segment, lack of
few bright spots: No. 7 Freschetta’s
innovation makes the category even
11.6% gain, spurred in part by a
more vulnerable, says Mike Pytlinski,
return to the brand’s “heritage”
Palermo brand director at Milwaugreen packaging. Other top 10
kee-based
gainers include
Palermo’s Pizza
private label
(www.palermos
(+3.4%), Totino’s
pizza.com).
(+5.8%) and Jack’s
“The category
Original (+4.6%);
hasn’t done
but industrya very good
watchers say
job talking to
some of the bigsmall housegest advances
holds: single
were posted by
20-somethings
smaller “bouand Baby
tique” brands
Boomers whose
touting top qualchildren have
ity ingredients,
left home. Both
often on a handMore than a year in the making,
groups grew
stretched thin or
Palermo’s new super-premium
up with frozen
flatbread crust.
Screamin’ Sicilian lineup is
“The premium
pizza, but they
described as “craft” pizza.
space has conno longer want
tinued to gain
20 ounces of
momentum while the rest of the
thick-crust cheese pizza like they did
category has lost ground,” confirms
10 years ago. They want something
Brad Sterl, CEO/president of Pittssized for them with better quality
field, N.H.-based American Flatbread and more adventurous toppings.”
(www.americanflatbreadproducts.
To meet the needs of these “new
com). “In our research, we hear over
consumers,” Palermo’s spent more
and over again that consumers want
than a year developing a new line of
better quality — pizza that
looks like the photo on the
box. And they’re willing to
pay a bit more for it, especially
if it’s close to the quality of
restaurant pizza.”
He adds that the mid-priced
pizza segment is populated
mostly by “me-too” products with
superpremium “craft” pizzas that,
little to differentiate them from the
until now, consumers could only find
every other brand on the shelf. “Eveat a pizzeria. Currently available in
ryone sells pepperoni and supreme,
150 test stores in Chicago and Milso consumers simply choose the
waukee, the Screamin’ Sicilian colleccheapest pepperoni or supreme for
tion includes five “over-topped” adult
that week,” says Sterl. And thanks
flavors piled high with top qualto all the deep discounting that
ity ingredients like real Wisconsin
occurred during the past couple of
cheese, rough-cut pepperoni, Italian
years, “They may not buy at all unless meatballs and fire-roasted vegetables,
it’s on deal.”
all heaped on a sturdy, stone-fired
artisan crust.
TARGET ‘NEW CONSUMERS’
“We’ve seen superpremium, craft
While aggressive promotion by take- products work so many times in
out chains like Domino’s and Pizza
categories like beer, soda and cookHut combined with an improving
ies, so why not pizza?” asks Pytlinski,
economy has delivered a one-two
citing clear demand for better qual-

‘We hear over and over again
that consumers want better
quality — pizza that looks
like the photo on the box.’

American Flatbread added three
“eclectic” new flavors to its all-natural,
hand-made pizza collection this
past spring; additional varieties are
expected next year.

the biggest losers were top five
brands DiGiorno (-11.5%) and Red
Baron (-15.0%), as well as Nos.
8 through 10: California Pizza
Kitchen (-14.9%), Tony’s (-14.8%)
and Stouffer’s (-10.5%). One of the
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ity, beyond-the-ordinary offerings
flatbread consumer is Austin,
in many areas of the supermarket.
Texas-based Michael Angelo’s (www.
“We think this is how to turn things
michaelangelos.com), which debuted
around. We’ve seen it work: retailers
four Italian Flatbreads at Walmart
and manufacturers bringing innostores across the country this past
vation to the
April. The
category are
versatile
already enjoying
flatbreads are
good growth.”
designed for
He adds that
a variety of
premium proddifferent eatucts in any cating occasions,
egory translate
according to
into premium
CEO Michael
dollar rings and
Renna. “Fewer
premium profits.
people are
Screamin’
eating three
Sicilian varieties
square meals
include Besa day,” he exsie’s Revenge
plains. “We’ve
(Cheese), Boss
[created] opTopped with more than half a pound
Hog (Italian
tions that fit
of real Wisconsin cheese, Bernatello’s
Sausage), Holy
the snacking
new Brew Pub Lottza Mottza lineup
Pepperoni,
lifestyle. These
targets consumers looking for more
Mambo Italiano satisfying, hearty fare.
flatbreads are
(Italian Combo),
ideal for a light
and Supremus Maximus (Supreme).
lunch, after-school snack, party tray
The 12-inch pies range from 20.5 to
or meal starter.” Available varieties
25 ounces (though Pytlinski says the
include Pepperoni & Salami, Mediweight comes from the toppings, not
terranean, Sausage & Mushroom,
the thin crust) and are expected to
and Margherita.
retail for around $8.99 apiece.
GLUTEN-FREE IS HOT
While Palermo’s is new to the
Columbus, Ohio-based Jane’s Dough
superpremium segment, American
Foods (www.janesdoughfoods.com),
Flatbread started there, says Sterl,
also offers a new line of flatbreads
who calls his company’s product
under the Sonoma Flatbreads by
“the original frozen flatbread pizza.”
Donato’s label, but according to
Hand-stretched, hand-topped and
baked in a wood-fired oven, the pizza general manager Alan Hoover, the
collection’s three gluten-free SKUs
features an organically grown wheat
crust topped with fresh herbs, vegeta- are performing particularly well.
bles and cheese, and no preservatives, “Gluten-free is hot and getting hotter,
and we’ve got more gluten-free in the
artificial colors or flavors. “Consumworks,” he reveals.
ers want clean labels and ingredients
According to Innova Market Inthey can trust in the superpremium
sights, Duiven, The Netherlands, 10%
pizza space,” he explains.
of U.S. pizza launches during the past
Earlier this year, the company
year featured a gluten-free claim, inadded three “eclectic” flavors to its
cluding General Mills’ new Pillsbury
all-natural lineup, including dairyGluten-Free Thin Crust Pizza Dough.
free Farmer’s Tomato Pie, Sliced
Lyndhurst, N.J.-based Dr. Schär
Tomato & Five Cheeses, and Twisted
(www.drschar.com) is also expanding
Six Cheese; Sterl says additional
its gluten-free pizza lineup, reports
varieties will be rolled out next year.
marketing manager Roberto Cruz.
Suggested retail price is $7.99 for a
It just started shipping a Veggie
10-inch pie.
flavor of its thin-crust Bontà d’Italia
Another company chasing the
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brand, made in Italy with natural,
preservative-free ingredients. “We
believe gluten-free is neither a fad nor
a niche opportunity,” says Cruz, who
expects the number of consumers
diagnosed with celiac disease to skyrocket. “However, a growing number
of consumers are eating gluten-free
for other reasons as well.”
But gluten-free isn’t the only
better-for-you attribute gaining momentum in the frozen pizza category.
Although it offers two gluten-free options, one of which is also dairy-free,
Los Angeles-based Doc’s Nutrilicious (docsnutrilicious.com) recently
debuted four SKUs of frozen pizza
infused with nutrient-rich fruits and
vegetables in the crust and sauce.
Packed with everything from organic
artichokes to quinoa — though you
won’t see or taste it — all-natural Oh
Yes! pies retail for $8.15 to $11.20 for
13 to 13.5 ounces.
Consumption of pizza of all types
declines with age, “underscoring that
as consumers age, they often restrict
their diets to account for age-related

Dr. Schar USA just started shipping
its second gluten-free variety, a
Veggie flavor made in Italy.

health conditions,” according to
a new report on the frozen pizza
category from London-based Mintel.
It adds, “Producing a wider range
of better-for-you items is likely the
key to helping turn sales around.” In
fact, 65% of respondents surveyed by
the company for its 2012 Attitudes
Toward Healthy Food report agreed

SPOTLIGHT: PIZZA

that high fiber and whole grains are
very or somewhat important while
about half said reduced/low/no fat is
very or somewhat important.

BACK TO BASICS
While some manufacturers believe
innovation is the key to a pizza category turnaround, Tom Dixon, vp of
the pizza business unit at Minneapolis-based Schwan’s Consumer Brands
(www.theschwanfoodcompany.com)
thinks a return to fundamentals and
renewed focus on the company’s
“iconic” brands — Red Baron, Fres-

chetta and Tony’s — is the secret to
success. The strategy appears to be
bearing fruit as both Red Baron and
Freschetta posted positive numbers
during
the most
recent 12
weeks.
And
while
valueoriented Tony’s (-14.8%) still needs
some work (expected to revolve
around the Original Crust variety),
“I think these brands will continue

to lead the way for us this year and
next,” says Dixon.
Going forward, he adds, “Our
focus is on the fundamentals: get-

‘We’ve seen superpremium, craft products
work so many times in categories like beer,
soda and cookies, so why not pizza?’

ting the right products at the right
price and bringing innovation to the
category that’s based on consumer
needs.” Calling many of the products
introduced during the past
several years “replacement innovation” that created lots of
Sales in supermarkets, drugstores, mass merchants, military commissaries and select
churn at the shelf but did little
club and dollar stores combined for the 12 weeks ended July 14, 2013, according to IRI,
to grow the category, Dixon
the Chicago-based market research firm. Percent change is versus the same period a
says sharpened consumer
year ago. Only brands with at least $250,000 in sales are listed.
insights will help Schwan’s
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
“refresh” its core brands with
FZ PIZZA
$967,681,200
(1.4) 309,468,100
(0.6) 307,577,400 (2.0)
items that truly resonate with
FZ PIZZA
$962,886,000
(1.3) 307,929,000
(0.5) 305,862,900 (2.0)
shoppers.
DiGiorno
$216,277,000
(11.5)
38,869,730
(9.8) 63,207,930 (12.8)
One nugget that’s emerged
Private Label
$103,530,200
3.4
33,913,980
0.3 36,244,540
3.6
from
the company’s research
Red Baron
$89,920,100
(15.0)
25,524,450
(15.0)
31,763,140 (15.5)
is
growing
demand for bolder,
Totino’s Party Pizza
$76,037,010
5.8
59,314,050
10.7 38,813,600
11.1
more
flavorful
frozen pizza
Tombstone
$64,140,010
(3.8)
16,606,850
(4.1)
23,261,320
(4.0)
options.
To
meet
that need,
Jack’s Original
$43,371,750
4.6
15,001,080
5.7
15,874,260
5.5
Schwan’s has added several
Freschetta
$35,984,240
11.6
7,061,897
7.9
10,474,410
8.7
varieties to its existing brands.
California Pizza Kitchen
$28,743,720
(14.9)
5,587,562
(17.6)
4,333,084 (16.9)
Tony’s
$19,961,240
(14.8)
9,235,902
(14.4)
7,918,527 (14.5)
In February, it debuted
Stouffer’s
$18,363,080
(10.5)
6,520,152
(8.6)
4,882,345
(11.3)
three new Freschetta flavors:
FZ PIZZA CRUSTS/DOUGH
$4,795,316
(22.3)
1,539,107 (16.9)
1,714,463 (8.0)
Naturally Rising Margherita,
Private Label
$1,273,024
11.8
426,853
7.4
504,949
7.0
Naturally Rising Sausage &
Udi’s
$1,003,396
25.6
191,000
24.8
95,500
24.8
Pepperoni, and Brick Oven
Kinnikinnick Foods
$312,608
9.3
38,165
11.3
50,092
11.3
Chicken Club. And in April,
RFG PIZZA
$97,293,040
0.7 21,430,140
(0.5) 32,654,720
0.3
it rolled out three new Red
RFG PIZZA/PIZZA KITS
$71,983,080
1.0 11,762,000
(2.4) 23,601,730 (0.3)
Baron Classic Crust varieties:
Private Label
$55,064,070
4.4
7,629,609
3.5
17,515,210
2.4
Mexican Style, Fire Baked
Mama Rosa’s
$8,117,396
(8.5)
2,347,432
(13.2)
3,311,981
(9.7)
Spicy Pepperoni, and HawaiUno
$2,574,278
17.5
605,520
14.5
1,063,056
16.9
ian Style (also available in
Nardone’s
$970,560
0.8
181,885
0.0
354,090
0.0
Deep Dish Singles). Freschetta
Family Finest Make N Bake
$883,188
(27.3)
160,830
(27.2)
251,297 (27.2)
pies carry a $6.69 suggested
Donato’s
$831,306
(21.0)
107,295
(15.5)
131,674 (18.8)
retail price while mid-tier Red
Family Finest Take N Bake
$497,057
107.5
88,430
181.8
139,729 124.8
Baron goes for about $4.50.
Vicolo
$439,072
21.7
52,311
17.5
53,315
17.6
Retailers have also noted
Hormel
$412,360
(44.0)
195,813 (48.3)
48,953 (48.3)
the
trend toward bolder
Our Old Italian
$294,393
(5.8)
59,293
(2.5)
110,221
(6.6)
flavors,
prompting the introRFG PIZZA CRUST/DOUGH
$25,309,960
(0.3)
9,668,132
2.0 9,052,988
2.0
duction
of more flavorful store
Pillsbury
$9,016,976
0.2
3,484,457
5.2
2,770,830
5.5
brand
options.
For example,
Mama Mary’s
$8,404,276
(2.9)
2,307,821
(2.3)
2,341,143
(2.6)
says
vp
of
sales
Don CzerPrivate Label
$5,121,866
1.0
2,421,202
0.8
2,650,296
2.9
wonka, Elk Grove Village,
Birrittella’s
$581,615
(0.0)
304,632
(1.2)
285,592
(1.2)
Ill.-based private label manuGuttenplans
$536,551
15.2
487,249
15.9
274,077
15.9
Wenner
$256,847
10.6
138,097
12.7
138,097
12.7
facturer Little Lady Foods
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(www.littleladyfoods.com) recently
added thin-crust Buffalo Chicken
and Philly Cheesesteak varieties to
its portfolio. “The sauce has quite a
kick to it, and the stone-fired crust
is incredible.” He adds that instead
of oversaturating the category with
more of the same varieties, “Retailers
should be unique! Go bold on flavor
and texture,” offering both sweet and
savory flavor profiles for multiple
day-parts. “One way to get a nonpizza consumer to buy pizza is to
call it something different: flatbread,
appetizer, snack, etc.”
That’s exactly what Clackamas,
Ore.-based pizza manufacturer S.A.
Piazza & Associates (www.sapiazza.
com) is doing with its new Wild
Mike’s Filled Bread Stick lineup.
Offered in Three Cheese, Vanilla
Sweet Cream with Cinnamon, and
Maple with Streusel flavors, “These
are innovative products designed to
add pizzazz to the pizza category.
Definitely not the same old, same

old,” says COO and national sales
Bacon Cheeseburger and Four-Meat),
director Stephen Piazza II. Offered
each topped with more than half a
in 10-count, 16-ounce packages, the
pound of real Wisconsin cheese. The
dual-ovenable
pizzas range in size
snacks carry
from 23.25 ounces
a $4.99 sugto 30.75 ounces.
gested retail
Select flavors are
price.
also available in a
Another
smaller Brew Pub
manufacturer
for Two size. Defijumping on
nitely not intended
the bold flafor the better-forvor bandwagyou crowd, the line
on is Edina,
taps into demand
Minn.-based
— mostly from men
Berna— for satisfying,
tello’s (www.
substantial fare that
bernatellos.
goes well with beer
Consistent with its strategy
com), which
and football. “The
to “refresh” core brands with
debuted a
category keeps movconsumer-driven innovation,
line of “taving toward healthy,”
Schwan’s adds three new flavors to
ern pizzas”
says senior marketits Classic Crust Red Baron lineup.
earlier this
ing manager Rachel
year. Offered under the new Brew
Taylor. “But there’s a niche opportuPub brand, the Lottza Mottza lineup
nity among consumers that want a
features eight “hearty” flavors (think
heavier, more indulgent product.” Q

Fabulous tasting
GLUTEN-FREE pizzas
www.SonomaFlatbreads.com 1-888-366-2867
r0QCTVKƂEKCNEQNQTUƃCXQTUQTRTGUGTXCVKXGU
and
r/GCVUCTGPKVTKVGPKVTCVGCPFJQTOQPGHTGG
MULTI-GRAIN
r(TGUJRGCTNOQ\\CTGNNCCPFPCVWTCNN[UOQMGFRTQXQNQPG
flatbreads
r5KORN[JQPGUVKPITGFKGPVU&GNKEKQWUN[FKHHGTGPV

SPOTLIGHT: DESSERTS

SWEET
SUCCESS

nine of the top 10 brands saw sales
rise. The only loser in the refrigerated department: pies, down 13.6% to
$5.76 million.
Although both are convenient,
refrigerated desserts tap into growing demand for “fresh” while frozen
Led by refrigerated cheesecakes,
desserts offer shoppers the ability
four of the five top-selling refrigerto consume the product whenever
ated and frozen dessert segments
they like without fear of spoilage. In
see sales rise.
addition, says Jon Wiersum, vp of
desserts and meals at MinneapolisBY DENISE LEATHERS
based Schwan’s Consumer Brands
(www.theschwanfoodcompany.com),
espite increased competioven-ready frozen pies allow even the
tion from in-store bakeries
most unskilled, time-pressed cooks
and other purveyors of fresh
to feel like they “baked” — with the
baked goods, both the frozen and
added bonus of a kitchen filled with
refrigerated dessert categories confresh-baked pie
tinue to outaroma. For those
perform their
that don’t want
departments
to heat up the
as a whole.
kitchen on a hot
In the froday, thaw-andzen section,
serve cream pies
both frozen
offer another alpies (+3.5%)
ternative. Either
and frozen
way, he concheesecakes
tinues, “Frozen
(+4.4%)
desserts deliver a
performed
fresh-made expeparticularly
rience...because
well during
the finished
the 12 weeks
product is frozen
ended July
immediately in
14, reports
Yasso adds three flavors — Coconut,
order to mainChicagoMango and Vanilla Bean — to its
tain the quality.
based market
“new and improved” all-natural
Consumers [no
research firm
frozen Greek yogurt bar lineup.
longer] have to
IRI. Top gainfeel that they’re
ers were Edwards and Edwards Sin‘settling’ by buying a frozen pie.
gles in frozen pies and private label
That’s why the category is growing.”
and several smaller-volume brands
in frozen cheesecakes. And although
SIZE MATTERS
the frozen sweet goods segment
posted a slight decline (-0.7%), several Another important driver is the increasing availability of smaller sizes.
top 10 brands, including Pepperidge
Farm, Chudleigh’s, Marie Callender’s “The Baby Boomer demographic is
growing, households are shrinking
and Poppie’s enjoyed strong growth.
and snacking plays a larger role than
Refrigerated desserts also fared
it did years ago,” explains Arnicia
well during the most recent 12
Harris, senior brand manager of Sara
weeks, with the cheesecake segment
Lee Desserts (www.saraleedesserts.
(+16.2%) leading the way once again.
com), part of Chicago-based Hillshire
In fact, the top five brands all posted
Brands. As a result, “Consumers
gains, several in the double digits.
don’t always need a full cake or pie,”
The story was much the same in the
refrigerated cakes subcategory where making smaller portions designed for

individual snacking a key category
trend.
Following last year’s introduction
of individually wrapped Pound Cake
Slices, the company introduced Sara
Lee Perfectly Portioned for 2 Fruit

D
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For consumers counting calories
but uninterested in “diet” desserts,
Sara Lee rolls out naturally betterfor-you frozen Angel Food Cake.

Pies earlier this year. According to
Harris, the prebaked 10-ounce pies
offer the same oven-fresh, homemade taste as its full-size pies but
in a more convenient size for many
consumers. Available in both Apple
and Cherry flavors, they’re ready to
eat in 2 minutes.
Kennesaw, Ga.-based Atlanta
Cheesecake Co. (www.atlantacheese
cakeco.com) is also a big proponent of
smaller sizes, reports sales and marketing vp Chris Carpenter. “In frozen,
our two-slice cheesecake packs have a
primary [growth] driver,” prompting
the company’s recent rollout of frozen
Cake Balls. “They really capitalize on
the portion control trend as well as
the growing popularity of cake pops
and balls.” Offered under the Hava-Bite...it’s a Piece of Cake! label, the
thaw-and-serve treats come in both
Double Chocolate and Birthday Cake
flavors. A 15-ounce package contains
12 snack-size cake balls.
Minis are also making news in the
sweet goods segment where Battleboro, N.C.-based Delizza (www.
delizza.us) already offers a full
complement of bite-size eclairs and
cream puffs.

NEW!

Here’s  why  retailers
nationwide  are  sweet  on

According  to  2012  52-week  
Nielsen  data:

/HDGLQJEUDQGIRUIUR]HQ
FUHDPSXIIVDQGpFODLUV
/DUJHVW86SURGXFHURI
SUHPLXP(XURSHDQGHVVHUWV
$JJUHVVLYHFRXSRQPDUNHWLQJ
DQGWUDGHSURPRWLRQV
1HZSDFNDJLQJDQGZHEVLWH
-RLQXVWRGD\DW
www.delizza.us

5DQNHGDPRQJWKHWRSILYH
86EUDQGVLQ%DNHU\
'HVVHUWFDNHV)UR]HQVDOHV
YROXPH
7KH21/<EUDQGWRSRVW
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For  samples  and  sales  information,  please  contact:
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SPOTLIGHT: DESSERTS

The company just added a strawberry variety to its mini eclair lineup
that features a rich strawberry filling
and dark chocolate topping drizzled with white icing, according to
sales and marketing vp Fred Liggero.
Delizza is also bringing back its popular holiday assortment, so consumers can offer their guests a variety of
different desserts without having to
purchase multiple products.
Minis are also top of mind at
Miami-based Ready. Set. Cupcake!
by The Piping Gourmets (www.
readysetcupcake.com), which offers
all-natural frozen cake batter that
consumers thaw and bake themselves
(it also offers frozen buttercream
frosting). Although the batter can
be used to create a variety of different products, the company suggests
mini cupcakes. In fact, says company
co-founder Leslie Kaplan, “We’d like
to see retailers merchandise mini
cupcake liners on the frozen dessert
door,” so would-be cupcake bakers
can find everything they need in one
location.

GLUTEN-FREE GAINS
Frozen Ready. Set. Cupcake! cake
batter and buttercream frosting come
in both Vanilla and Chocolate flavors,
but the company recently added a
gluten-free Chocolate variety as well,
reports Kaplan, citing “huge growth”
in the gluten-free marketplace. In an
effort to fill a void in the category,
The Piping Gourmets also debuted
a line of ready-made thaw-and-serve
GFCO-certified gluten- and dairyfree Whoopie Pies. The certified vegan, non-GMO, kosher desserts come
in five flavors: Chocolate/Vanilla,
Chocolate/Mint, Chocolate/Raspberry, Vanilla/Lemon and Classic Vanilla
(Vanilla/Vanilla). Offered in fourpacks, they carry a $7.99 suggested
retail price.
Atlanta Cheesecake Co. is also
jumping on the gluten-free dessert
trend, rolling out a four-flavor variety pack of gluten-free cheesecake.
“We’ve developed a great-tasting
gluten-free dessert,” says Carpenter,
who believes current offerings are,

48 www.frbuyer.com

SEPTEMBER 2013

MOM, BASEBALL AND...A
MOCHA LATTE TO GO?
BY MATHEW MANDELTORT
When it comes to things all-American, mom,
baseball and apple pie top the list. (Apple is still No.
1, by the way, preferred over cherry by a margin of
almost 2 to 1). But while mom and baseball are holding their own — except in Chicago where Cubs fans
have been waiting more than 100 years for a World
Series appearance — pie has fallen on hard times.
Among the top 500 restaurant chains, both limitedand full-service, menu mentions of most types of pie have decreased since
2011. Fruit pies are listed on the menu 9.96% less while mentions of “other”
pies are down 16.67%. Only cream pies (+1.99%) are getting more ink today
than two years ago.
Pie is still the dessert of choice at family-style full-service restaurants (32%),
often chosen by consumers in search of fresh, home-style fare. But the familystyle FSR segment has been stagnant the past couple of years compared with
the FSR segment as a whole. And diners at other types of restaurants have different dessert
preferences:
at full-service
casual dining
restaurants,
their favorite
is cheesecake (40%); at
limited-service
coffee shops,
it’s iced cappuccino, mocha or
latte (44%); and
at limited-service hamburger
restaurants,
it’s milkshakes
(50%).
Another problem for pie is
younger diners’ increasing influence on the foodservice industry. Most recent
dessert occasion data suggests younger consumers place greater importance
on convenient, portable desserts, such as beverages, while older consumers
stick to traditional desserts like cake and fruit pie. While more than twice as
many older consumers opt for pie than younger consumers, younger diners are
far more likely to purchase brownies and dessert beverages than older diners.
As older pie enthusiasts become less influential, the future of pie may lie in the
ability of foodservice operators to adapt the dessert to the changing needs of
today’s diners. Make it portable. Make it pourable. If not, pie may soon go the
way of another American icon: the buffalo.
— Mathew Mandeltort is a senior consultant with Chicago-based Technomic
(www.technomic.com), a leading fact-based consulting and research firm serving the food industry for more than 45 years. He can be reached at mmandel
tort@technomic.com

SPOTLIGHT: DESSERTS
well... lacking. “Gluten-free is a $4.2 billion market,” he
Velvet, S’mores, etc.), prompting the company to revamp
adds, so any investment in improving flavor is probably
its existing Banana Crème Pie recipe. Other up-andworth it.
coming flavors include those inspired by dessert liqueurs
Although better-for-you frozen desserts typically
like Irish Cream and vegetables like sweet potatoes and
tout attributes like gluten-free or all-natural rather than
fennel, says Wiersum.
reduced fat or calories, some consumers seek less indulAnother hot one already making news in the ice cream
gent ways to satisfy their sweet
tooth. As a result, Sara Lee just
added Angel Food Cake to its
frozen dessert lineup in July.
Sales in supermarkets, drugstores, mass merchants, military commissaries and select
“With just 130 calories per
club and dollar stores combined for the 12 weeks ended July 14, 2013, according to IRI,
serving, it offers a delicious,
the Chicago-based market research firm. Percent change is versus the same period a
lower-calorie dessert option,”
year ago. Only brands with at least $250,000 in sales are listed.
says Harris. And, like Sara Lee
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
pound cake, it’s a very versatile
FZ PIES
$92,862,480
3.5 24,084,820
0.4 30,228,660
0.3
dessert that gives consumers a
Marie Callender’s
$29,637,340
1.6
6,633,649
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(6.6)
lot of flexibility as well.
Edwards
$29,352,680
14.2
5,093,874
16.6
9,617,159
18.2
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0.5
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dessert option, and CarpenBanquet
$4,422,504
(17.8)
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2,218,614 (16.8)
ter says they continue to gain
Claim Jumper Restaurant
$1,729,939
4.8
236,797
(5.8)
524,633
(6.1)
momentum. In fact, Atlanta
Claim Jumper
$1,557,611
(5.4)
212,487
(13.4)
553,633 (12.6)
Cheesecake Co. just added
Private Label
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Sara Lee
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Fruit pies remain a popular
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s
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pie lineup. Made with real butMrs. Smith’s
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3.9
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8.0
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8.0
ter and shortening “to create
Marie
Callender’
s
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30.0
295,114
36.0
565,588
30.3
the flakiest crust ever,” Mrs.
Poppie’s
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20.4
216,616
19.7
500,925
19.7
Smith’s Original Flaky Crust
Weight Watchers Smart Ones
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Fruit Pies come in six flavors:
FZ CHEESECAKES
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Sara Lee
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Private Label
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9.7
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(9.7)
286,348
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On the cream pie side,
The Cheesecake Factory
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554,684
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Cheesecake Factory
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making a comeback (think Red
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category: Cookies and Cream. According to Harris, Sara
Lee added Cookies & Cream Cheesecake to its lineup earlier this year, marking its first foray into non-fruit flavors.

GOING GREEK
Mediterranean flavors are also making inroads in the
cheesecake segment. For example, Chicago-based Eli’s
Cheesecake Co.
(www.elicheese
cake.com) recently
debuted a 10-inch
Honey Mediterranean variety made
with wildflower
honey and ricotta
cheese. Another
company, Wheeling, Ill.-based
Distinctive Foods
(www.distinc
tivefoods.com)
introduced Greek
Delizza expands its mini eclair
Yogurt Cheesecollection with a new strawberry
cake at the IDDBA
variety.
Show in June.
Of course, Greek yogurt-based products are already
making a splash in the frozen novelties category, registering gains in excess of 100% during the past 52 weeks.
“People look for items that not only satisfy immedi-

ate cravings but also better fit into their healthy, active
lifestyles by providing some sort of nutritional benefit,”
explains Amanda Klane, co-founder of Boston-based
Yasso Frozen Greek Yogurt (www.yasso.com). She adds
that although many Greek frozen yogurt
manufacturers originally
came to market
with pints,
only Yasso’s
3.5-ounce single-serve bars
met consumers’ need for
portion control
as well as good
nutrition.
Originally
launched in
2011, the
Seeking to fill a void in
all-natural
the frozen dessert category, The
product was
Piping Gourmets introduces five flavors
reformuof thaw-and-serve gluten- and dairy-free
lated earlier
Whoopie Pies.
this year to
deliver improved flavor and creaminess. In addition, the
company expanded from three to six flavors, adding Coconut, Mango and Vanilla Bean to the mix. And although
she’s not yet ready to share the details, Klane says to look
for more new Yasso products next spring. Q

LOGISTICS

HANSON ADDS TO
CHICAGO CENTER
Company is also implementing a large-scale LED
lighting retrofit project.
Phase 3 expansion of Hanson Logistics’ (www.hanson
logisticsgroup.com) temperature-controlled Chicago
consolidation center is underway, according to the St.
Joseph, Mich.-based company. This third expansion in
five years will provide more space for its growing Velocities Multi-Vendor Consolidation program.
The program provides a solution for food manufacturers needing to consolidate multiple-SKU frozen food orders shipping to major retail, wholesale, and foodservice
DCs nationwide.
The 100,000-sq.-ft. expansion, slated for completion in
the third quarter of this year, will increase the facility’s
storage capacity to 11
The 100,000-sq.-ft. total
million cubic feet and feature
expansion will inenergy-saving LED lighting,
crease the facility’s 12,000 new pallet positions
and swing-in dock doors for
total storage camore efficient loading times
pacity to 11 million and increased food security.
Devoted to high-volume
cubic feet.
throughput, the consolidation
center will include -20F ice cream space, flexible racking
for quick-pick consolidation, and refrigerated cross-dock
staging for temperature-controlled food products.
At the same time, Hanson is implementing a largescale industrial lighting retrofit project that will drastically reduce electrical power consumption and reduce the
company’s carbon footprint.
The sodium-vapor lighting that is traditionally used in
refrigerated warehouses is being replaced in Hanson’s Logansport and Lafayette, Ind., facilities with state-of-the-art
LED fixtures from Orion Energy Systems (www.oesx.com),
Manitowoc, Wis. (The Chicago expansion will also have
the new LED lighting.) These solid-state fixtures emit a
natural white light and their re-strike time is immediate. Q
ttt

PREFERRED FREEZER
EXPANDS IN HOUSTON

Preferred Freezer Services (www.preferredfreezer.com),
Chatham, N.J., is expanding and retrofitting its newly
acquired Houston facility. The additional 100,000 square
feet will nearly double storage capacity, to 230,000
square feet with 27,000 pallet positions. The facility will
use LED lighting in support of the company’s sustainability initiatives.
Many of the company’s customers are preparing for
business expansion as a result of the widening of the
Panama Canal in 2014. The Houston location adds the
needed capacity to this port-based market segment.
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“We are thrilled to grow with our customers in Houston at a location that is perfectly situated near the city
and has easy access to the balance of the metropolitan
area,” says Brian Beattie, exec vp of sales.
Upon completion in May 2014, the Express Lane facility will be the company’s third cold storage facility in the
Houston area and the 35th facility worldwide. Q
ttt

GULF STATES OPENS
SAVANNAH FACILITY

Gulf States Cold Storage, (www.gulfstatescs.com) Dothan,
Ala., has opened a 100,000-square-foot cold storage facility
serving Georgia’s Port of Savannah. The site is capable of
blast freezing up to four million pounds of cargo per week.
The new facility, less than 10 miles from the Port of Savannah, employs 25 people but will expand to 35-45 workers when a second shift is added. The cold storage area is
maintained at -12 degrees F, while the blast cells reach as
low as -35 degrees. Most of the cargo will be moved on
racks, although the facility also features a bulk staging area
for transload operations. Gulf States has plans for a dock
extension and the addition of 85,000 square feet of frozen
storage. The blast freezing site will serve only export customers for now, but the company is talking with potential
customers to add imported vegetables, fruit and seafood
to its commodity portfolio. Focused mainly on poultry
exports, the majority of Gulf States’ cargo originates in
Georgia, but the cold storage facility also handles cargo
from North and South Carolina. Q
ttt

MYERS IS IRTA EXEC OF YEAR

Charles Myers, general manager, freight, for uShip.com,
has received the Executive of the Year Award from the
International
Refrigerated
Transportation
Association
(www.gcca.org),
Alexandria, Va.
The association is
a core partner of
the Global Cold
Chain Alliance,
which represents
all major industries
engaged in temperature-controlled
John Williamson, chairman of the IRTA,
logistics. Myers
presents Charles Myers (right) with the
received the award
2013 IRTA Executive of the Year award.
on stage from
IRTA Chairman
John Williamson, director, E.L. Johnson’s Sons & Mowat,
during the GCCA Assembly of Committees meeting in
Washington, D.C., July 27-30.

The annual award recognizes an individual who has
made a significant contribution to the refrigerated transportation industry by fostering innovation, resolving
industry issues, or improving the industry’s image and
efficiency.
Myers was recognized for his continuous improvement
and impressive track record of developing cold chain
systems in international markets and improving relationships between carriers and warehouse operators.
“As an industry veteran, Charlie has been a catalyst for
new online services that have advanced the use of technology within the refrigerated transportation industry,
which has improved efficiency and rendered best practices for logistics,” said Williamson. “He is a true innovator.”
As the former director of international business development for England Logistics, Myers was responsible for
developing relationships with cold storage companies in
the United States interested in doing business in China.
He also developed the dry and cold logistics market for
England Logistics in countries outside of North America,
with a particular emphasis on China. Q
ttt

DEMATIC’S HIGH-CAPACITY
FLEXSORT SL2 DEBUTS

Dematic (www.dematic.com), Grand Rapids, Mich., has
introduced FlexSort SL2, a high-capacity package sorting system. Described as the “next generation” sliding
shoe sorter, it incorporates many new design features for
improved perforThe key attribute of the
mance, ease of
FlexSort SL2 is the ability maintenance, and
reduced cost of
to produce the highest
ownership.
The system can
sort rates at the slowest
be used to increase
operating speed.
operational performance, productivity, and accuracy throughout the
warehouse or DC in areas such as receiving, order fulfillment, consolidation and shipping. Web-enabled modular
software and distributed controls manage all areas of the
unified sortation system including merge, induct, diverting, and take-away.
The key attribute of the FlexSort SL2 is the ability to
produce the highest sort rates at the slowest operating
speed: 200 cartons per minute at 400 feet per minute.
Reduced operating speed minimizes wear, sound, and
energy use. Furthermore, automatic speed control allows
the sorter to vary operating speeds to accommodate the
actual volume flowing onto the sorter. Peak rate is 400
cartons/minute.
FlexSort SL2 does not have the traditional large end
drive motor with oily chain loops on either side of the
sorter. Instead, it uses multiple drives to provide redundancy. This results in higher system uptime with less
maintenance requirements, according to the company.

Further, issues such as
messy chain
oil and slat
skew are
omitted. Users can select
either the
non-contact
linear induction drive
or a profile
drive configuration. Q
ttt

Automatic speed control allows the
sorter to vary operating speeds to
accommodate the actual volume
flowing onto the sorter.

TIPPMANN FACILITY EARNS
LEVEL 2 SQF CERTIFICATION
Fort Wayne, Ind.-based Tippmann Group (www.tipp
manngroup.com) reports that its Interstate Warehousing –
Murfreesboro, Tenn., location is the first in the company’s
network to achieve a level 2 Safe Quality Foods (SQF) certification. SQF is a food safety program developed by the
Food Marketing Institute (www.fmi.org), Arlington, Va.,
based on government and industry food safety require-

Murfreesboro, Tenn., facility is the first in the company
to achieve level 2 Safe Quality Foods certification.

ments. This food safety certification is the culmination of
a multi-year effort in program and process development
around food safety. The company is moving toward certification at other facilities within its network. Q
ttt

IACSC MEETING IS NOV. 14-16
“Building a Strong Foundation” is the theme of the 33rd
International Association for Cold Storage Construction Conference & Expo, set for Nov. 14-16 in Las Vegas.
The event draws construction professionals worldwide,
and features educational programming with peer case
studies and presentations by industry thought leaders,
and an expo with cutting-edge products and technology.
For more information, go to www.gcca.org. Q
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GETTING PERSONAL

A ROCKET RIDE FOR
YASSO’S FOUNDERS

didn’t even have a TV in their office.
It seems a nutritionist for the show had gone shopping
for healthy treats and had fallen in love with Yasso. This
led to a media feeding frenzy (figuratively and literally) as
different TV shows and magazines did feature stories on
The pair, friends since kindergarten, have burst onto the the products.
Yasso Frozen Greek Yogurt wound up on the Dr. Oz
frozen scene faster than you can say “Greek yogurt.”
show, and it got acres of ink in Prevention, Cosmopolitan,
Men’s Health, Women’s Health, Self, Glamour, Redbook
ust four years ago and fresh out of college, Amanda
and more.
Klane and Drew Harrington had dreams of going
Was this the result of a public relations blitz by Yasso?
into the ice cream business. So they decided to go
Both partners say “no.” So how did it happen?
to “Ice Cream Camp,” a two-day intensive course on ice
“We were the first with frozen Greek yogurt novelties,”
cream making at Pennsylvania State University.
says Amanda. “Nobody had seen anything like it before
But there was a problem: the tuition was $850 and they
in the freezer aisle — it’s healthy and
nutritious and people like it. With all
Amanda Klane and Drew
the publicity, it just snowballed.”
Harrington relax atop their truck
Drew and Amanda chalk it all up
after the Falmouth Road Race; this
to
having the right product at the
year the company handed out more
right
time, with the right team. “We
than 16,000 Yasso bars and raised
find
people
who love the brand. If you
$30,000 for local charities.
don’t love the product, you shouldn’t
be selling it,” Amanda says.
“It’s all about teamwork,” Drew
adds. “When you meet people and
get a sense of their work ethic and
honesty, you bring them into the fold.
We’re still small fish in the novelty
aisle, but everyone is pulling up their
sleeves and working hard.”
Teamwork has been a big part of
the pair’s lives. Friends since meeting
in kindergarten in 1991, both excelled
in sports throughout school.

J

SPORTS: GOOD FOR BUSINESS
couldn’t both afford to go. So they registered Drew for the
course, and took turns wearing Drew’s nametag on alternate days. Nobody was the wiser, and the duo set about
mixing up some of their own batches.
“Our families quickly found out we were not yet good
at it,” Drew recalls. “We knew we had to seek help from
some industry experts to assist us with development.”

FIRST ORDER: MARCH 2011
And so they did. The first production run for Yasso Frozen
Greek Yogurt novelties was in September of 2010, and the
first order was received and shipped the following March.
By February of 2012, the fledgling company expanded to
meet demand.
Just three months later, sitting in their office one morning, Amanda got a text message from a friend. Yasso products were being talked about on The Today Show. Neither
of the partners had any idea this was coming, and they
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Drew captained the high school
track team, but missed competing
in his junior year with a broken ankle. He spent that year
running in a pool and riding his bike, rebuilding strength
while learning about life on the sidelines.
His senior year, he came back with a record-setting 4:15
mile. Still an active runner, he recently ran in the Falmouth Road Race and is training for his first triathlon.
“The whole experience helped me in business,” he says.
“I learned the discipline to stick with something, and to
spend the time to see what works and what doesn’t.”
Amanda has been a lifelong soccer player, and captained her high school team as well. She was a midfielder
at Providence College, and played in tournaments in Denmark, Sweden and Australia.
“Sports taught us both to be very organized team
players. I coached a high school team when I was in
college, and it was a great experience,” she says. “Both
Drew and I believe sports have helped propel us and the
company.” Q
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