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OUT WARREN’S WAY

RUMINATIONS
ON EXPO EAST
Three days of healthy eating,
show-floor mileage and utter
exhaustion.

F

or years, I’d wondered just
how far people
walk on the
floors of trade shows,
since they make me
so darn tired. So I
bought a fitbit at my
local Apple store, and
tracked my mileage at
last month’s Natural
Products Expo East
in Baltimore. Fiveand-a-half miles the
first day, and seven miles on the
second. Holy crap.
And speaking of holy crap, I
was amazed to find that one of
the booths was actually exhibiting Holy Crap cereal. No, it wasn’t
frozen or anything, but I still
had to stop and look. The stuff is
non-GMO, gluten-free, high-fiber,
organic, salt- and sugar-free and
made with chia seeds, buckwheat,
hemp hearts and dried fruit.
That said a lot about the ingredients (and non-ingredients) getting
attention at the show. Gluten-free
and chia are off the charts, and
newly developed chia flour is coming out soon for everything from
pizza dough to cookies.
Hemp was even in the chewing gum that hawkers persistently
forced on us by the escalators, and
although I had seven pieces during
the course of three days, I never
felt stoned. Which was a shame
since I could have used a little
stoning. (Back when I was a pup,
I’d walk shows from dawn to dark,
party all night, inhale some hemp
and be right back, chipper as ever,
ready to do it all again the next
morning.)
There seemed to be more folks
in suits this year, and a fair percentage of them smoked. (Ciga-
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rettes, I assume, but you never
know with this crowd.) I figure
it’s because the corporate folk
are now getting into “natural and
healthy” to make a buck, unlike
the entrepreneurs who see it as a
calling and add so much spice to
the whole affair. A sad passing of
the torch, in my book, but it also
means we’re getting enough critical mass in healthy
foods to attract the
non-farmers in suspenders. So I guess it’s
okay.
Thinking about my
stunning mileage once
again, might I say that
getting around show
floors is harder now
that people stop smack
in the middle of the
aisle not only to chat with pals but
to text, tweet, answer e-mail and
check chia futures. I heard that
Expo East had 22,000 attendees,
and I can say with confidence
that each of them at one point
or another blocked my way with
uncanny skill and coordination.
Broken field running really racks
up the miles.
My sacrifice was made to help
you, gentle reader. I’ve got three
pages of new products from the
show in this issue, although I’m
sure a few exhibitors lied to me
and said their old products were
new, just to get in the magazine.

104 PAGES!
The magazine, by the by, is 104
pages this month — our largest
ever. I’m so tired right now that I
can’t even think about writing a
statesmanlike, serious-organic editorial this month. So this will have
to do. And when I send this over to
my art director with the click of a
mouse in a minute… PARTY!!

Warren Thayer, Editor
warren@frbuyer.com
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NEW PRODUCTS

Bake-in-Bag Seasoned Chicken
GNP Co. (www.gnpcompany.com), St. Cloud, Minn., adds
two flavors to its line of
bake-in-the-bag seasoned
whole chickens. Offered
under the Gold’n Plump
brand, the new Mesquite and Pesto varieties
are fully trussed, highly
trimmed and self-basting,
giving consumers an easyto-clean-up, no-touch
method for creating a traditional home-style meal.
Other flavors include
Sweet BBQ and Lemon
Pepper. Packaged in leakproof, handled bags featuring recipes and meal ideas, the
fixed weight, 3.25-pound roasters carry a $7.49 SRP.
Dessert Yogurts
Tillamook County Creamery Association (www.tillamook.
com), Tillamook, Ore., adds a trio of Dessert Yogurts to its
flagship yogurt lineup. Free
of artificial flavors, colors
and sweeteners as well as
high-fructose corn syrup, the
“first-of-its-kind” collection
is positioned as a healthier
dessert option that still tastes
indulgent. Made with Pacific
Northwest fruits and honey
and milk from cows not
treated with artificial growth
hormones, the yogurts come
in three flavors: Honey Cinnamon Crème Brûlée, Marionberry Cobbler and Peach Raspberry á la Mode. Offered in
24-ounce family-size containers, they carry a $4.29 SRP.
Additional flavors will be available in 5-ounce, single-serve
containers early next year.
Gourmet Side Dishes
Blount Fine Foods (www.blountfinefoods.com), Fall River,
Mass., introduces gourmet side dishes for in-store delis and
club stores. Designed to complement popular foodservice
proteins like rotisserie chicken, the
collection includes
10 “clean ingredient” Signature Sides,
several of which
are also gluten-free
and/or vegetarian:
Mac & Cheese with
Smoked Bacon,
Buffalo Style Mac &
Cheese, Signature Mac & Cheese, Mashed Cauliflower with
Cheddar Cheese, Creamed Spinach with Mushrooms, Organic Spiced Lentil & Chickpeas, Organic Kettle Black Beans,
Organic Butternut Squash, (Non-Organic) Butternut Squash,
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and Chipotle Mashed Sweet Potatoes with Cranberries.
Except for the Butternut Squash and Chipotle Mashed
Sweet Potatoes, which will be offered seasonally, the side
dishes are available year-round. The line also includes one
dessert, Cinnamon Apples. Foodservice packages are available in cases of four 4-pound bags; retail club packs come
in 32-ounce bags in a tray.
Cajun Skillet Meals
New Orleans-based Zatarain’s (www.
zatarains.com) expands its frozen
skillet meals for two lineup with
two new on-trend flavors. Ready to
eat in 12 minutes, Bourbon Chicken
Pasta features white meat chicken in
creamy bourbon sauce over gemelli
pasta while Creamy Cajun-Style
Pasta boasts white meat chicken
and rotini pasta in a savory Cajunstyle sauce. Both varieties come
in 24-ounce bags with a $6.49 SRP.
Bourbon Chicken Pasta is also available in 10.5-ounce
single-serve packages with a $2.99 SRP.
Frozen Nacho Toppings
Pittsburgh-based Heinz North America (www.fridaysinyour
freezer.com) expands its T.G.I. Friday’s frozen appetizer
lineup with Nacho Toppers,
featuring all the ingredients
needed to create restaurant-style nachos at home.
Available in both Chicken &
Cheese and Steak & Cheese
flavors, the microwaveable
“snack starter” includes
grilled meat, onions, red
and green peppers, jalapenos, refried beans, nacho
cheese sauce and shredded
cheese. Consumers add
their own tortilla chips. SRP is $5.89 for 15 ounces.
Gluten-Free Pizza Dough
Chester, N.J.-based Wholly Wholesome (www.wholly
wholesome.com) rolls out frozen Gluten-Free Pizza Dough.
Naturally free of
wheat, dairy, eggs, soy,
nuts, corn and casein,
the kosher product
can be rolled into various shapes and sizes
to create a variety of
baked goods. Each
“freezer friendly”
10-ounce package contains two frozen dough
balls, enough for two
medium-size pizzas.
Available exclusively at Wegman’s through December, the
product is expected to retail for $6.49 to $7.99.

ALWAYS A

3 OF THE TOP 4 SOLD IN VALUE ENTRÉE CATEGORY*
*NIELSEN ALL OUTLETS COMBINED, DATA ENDING AUGUST 3, 2013
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NEW PRODUCTS

Deli Snacks
Tyson Foods’ deli
division (www.tyson
deli.com), Springdale, Ark., launches
a line of frozen
stuffed bread snacks
designed for sale in
supermarket deli
cold cases. Made
with dough said to
offer oven-baked
quality from the
microwave, Tyson Deli Market Grand Openings come in
three varieties: Ham & Swiss (in a sourdough roll), Chipotle BBQ Chicken (in masa dough) and Italian Style Meatball
& Mozzarella (in herbed dough). All three come in clear,
dual-ovenable packaging with a large window. Available
in small case packs to reduce shrink, the handheld snacks
ship frozen, ready to be dated and placed into the cold
case. SRP is $5.98 for 10 ounces (eight to nine pieces).
All-Natural Breaded Fish
National Fish & Seafood (www.nationalfish.com), Gloucester, Mass., introduces all-natural Crunchy Fish Sticks and
Squares under its Matlaw’s brand. Ideal for sandwiches,
wraps or center of
the plate, the heatand-serve sticks and
squares are made
from untreated
whole fish fillets
coated with allnatural crispy panko
bread. Each resealable 2-pound bag
includes approximately 40 fish sticks
or 10 fish squares. SRP
is $8.99.
Refrigerated Salad Dressing
Columbus, Ohio-based
T. Marzetti Co. (www.
simplydressed.com)
expands its Simply
Dressed refrigerated
salad dressing lineup
with six new flavors
made with a minimal
number of simple ingredients, including yogurt,
extra virgin olive oil,
canola oil and sea salt.
Offered in freshly
redesigned 12-ounce
plastic bottles with fliptop dispensing caps,
the newcomers include
Lemon Vinaigrette,
Cherry Balsamic Vinai-
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grette, Light Balsamic Vinaigrette, Light Roasted Tomato
Vinaigrette, Light Red Wine Italian Vinaigrette and Light
Veggie Ranch. SRP is $3.79 to $4.49.
“Craft” Pizza
Milwaukee-based Palermo’s Pizza (www.paler
mospizza.com) debuts
a line of frozen superpremium “craft” pizzas
featuring top quality
ingredients heaped on
a sturdy, stone-fired
artisan crust. Made with
real Wisconsin cheese,
rough-cut pepperoni,
Italian meatballs and
fire-roasted vegetables, Screamin’ Sicilian pies come in
five “over-topped” varieties: Bessie’s Revenge (Cheese),
Boss Hog (Italian Sausage), Holy Pepperoni, Mambo
Italiano and Supremus Maximus (Supreme). SRP is $8.99
for a 12-inch, 20.5- to 25-ounce pizza.
Flavored Texas Toast
Grand Rapids, Mich.-based Cole’s Quality Foods (www.
coles.com) presents a trio of savory, flavored Texas toasts
ready to
eat in 5
minutes.
Made with
real butter,
the trans
fat-free
toasts come
in Chipotle
BBQ, Spicy
Buffalo, and
Hidden Valley Ranch flavors. All three come in 8-slice,
14-ounce packages — 20% larger than many competing
brands. Cole’s also offers Hidden Valley Ranch Cheese
Sticks made with real mozzarella cheese and Hidden
Valley Ranch seasoning mix. They come in 5-count,
11.5-ounce boxes. All four items are expected to retail for
between $2.49 and $3.49.
Angel Food Cake
Sara Lee Desserts
(www.saraleedesserts.
com), part of Chicagobased Hillshire Brands,
adds thaw-and-serve
Angel Food Cake to its
collection of frozen
desserts. Ideal for consumers seeking betterfor-you but not “diet”
or “lite” desserts, the
versatile product has
130 calories per serving with no trans fat or cholesterol.
Each 22-ounce cake yields about 12 servings and carries a
$5.99 SRP.

You Provide the Store, We Provide the Sizzle.

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

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

Visit our Culinary Innovation Center November 17-19 at
the PLMA. If you are looking for innovation using award
winning ideas with new authentic ﬂavors, Select Store Brands’
Culinary and R&D teams have been thinking about you.
To make an appointment please contact Bobby Ray at
bray@SelectStoreBrands.com.

PLMA BOOTH #F215

www.SelectStoreBrands.com

NEW PRODUCTS

Greek Frozen Yogurt Cakes
The In-Store Bakery Division of Rich Products Corp.
(www.richs.com), Buffalo, N.Y., introduces “the first
ever” Greek frozen yogurt cakes and cupcakes under
its Jon Donaire brand. Described by the company as a
“better-for-you
indulgence,” the
frozen desserts
come in three
protein-rich
varieties:
Strawberry
Granola Cake
(strawberry
Greek frozen
yogurt, low-fat granola, strawberry puree and whipped
icing), Chocolate Cake (chocolate Greek frozen yogurt
with chocolate chunks, crunchies, curls and whipped
icing) and Mixed Berry Cupcakes (white cupcakes
filled with mixed berry Greek frozen yogurt and berryflavored whip topping). The 22-ounce frozen bar cakes
serve six to eight and carry a $12.99 SRP while a 14-ounce
six-pack of cupcakes goes for around $6.99.

specifically designed for men with active lifestyles, the
all-natural, gluten-free product was named “best yogurt”
at the 2013 Dairy Innovation Awards earlier this year. SRP
is $2.49 per cup.

Fruit and Veggie Juice Concentrate
Sparta, Mich.based Old
Orchard
Brands
(www.
oldorchard.
com) rolls
out a trio of
frozen Fruit
& Veggie juice
concentrates that combine carrots, sweet potatoes,
beets and other vegetables with a variety of tasty fruits.
Said to be the first of its kind, the collection comes
in three 100% natural flavors: Blueberry Pomegranate,
Peach Mango and Strawberry Banana. Combined with
water, each recyclable, microwave-safe container yields
six 8-ounce servings, each with a full serving of both
fruit and vegetables. Rich in vitamins A and C, calcium
and iron, the concentrates are free of artificial colors,
flavors and preservatives. SRP is $1.47 for a 12-ounce can.

Burritos with Guacamole
Boulder, Colo.-based EVOL Foods (www.evolfoods.
com) adds Burritos Plus Guacamole to its line of frozen
all-natural burritos. Described by the company as a
“category first,” each 6- to 7-ounce burrito comes with
a packet of
ready-to-eat
guacamole
easy to
defrost in
a glass of
water while
the main
dish is being
heated. Available varieties include Steak Fajita, Chicken
Fajita, Veggie Fajita and Gluten-Free Chicken, the latter
of which is also dairy-free. SRP is $2.99 to $3.49 per
burrito.

Greek Yogurt for Men
Miami-based Powerful
Men LLC (www.powerful.
yt) expands its Powerful
Yogurt lineup with a
seventh Greek yogurt
flavor: Maple. Offered
in “man-sized” 8-ounce
containers (50% larger
than most singleserve Greek yogurts),
the newcomer boasts
a “category leading” 21 grams of natural protein per
serving. Billed as the first yogurt in the United States
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Low-Fat
Roasted French Fries
Omaha-based ConAgra
debuts a line of 98% fatfree, roasted, never fried
French fries made with
premium Yukon Select
potatoes. Offered under
the new Alexia Smart
Classics sub-brand, the
better-for-you collection
includes three frozen
varieties: Crinkle Cut Fries,
Straight Cut Fries and TriCut Potatoes. Lightly seasoned with natural sea salt, the
fries contain 100 calories per serving — 23% less than
the leading national brand, according to ConAgra. SRP is
$3.29 for a 30-ounce bag.

Frozen Kefir Bars
Lifeway Foods (www.
lifeway.net), Morton
Grove, Ill., launches
Lifeway Frozen Kefir
Bars in four “tart
and tangy” flavors:
Coconut, Vanilla,
Pear and Green Tea
Raspberry. The allnatural, gluten-free
and 99% lactosefree bars have no
artificial flavors or colors and contain 10 probiotics and
56 calories apiece. There are six 2.5 fluid ounce bars per
box, with 12 to the master case. SRP is in the range of
$4.59 to $4.99.

Innovation • Inspiration • Value

Capture the Category
A Two-Part Strategy:

1

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

2

PREMIUM & NATURAL
For Your Discerning
Consumers

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

JOHNNY’S COLUMN

GROWING

JUICE

The category is flat, so you’ll need to be on top of your
game to increase your share. Here are some ideas you
can use.
BY JOHNNY HARRIS

W

ith the holidays almost
upon us, by
now you should have
your season’s plans
ready to go — from
ads to displays to merchandising. As always,
it’s all about having the
right price and the right
items, and staying in
Johnny Harris
stock. But you need to
consider all the factors that affect the market.
Let’s look at orange juice. The 2013 crop finished at
133 million boxes, and OJ consumption nationally is very
slightly down — basically flat. Next year, experts predict
the crop will come in at 130 million. Given that, and with
consumption on the soft side, I wouldn’t expect any price
action from suppliers.
Both smoothies and blended juices, which make up
a relatively small part of the total market, have seen
increases and taken away some share from OJ. Tropicana’s Farmstand items, which combine fruit and vegetable juices, have done well, and low-calorie items also
continue to grow. But there hasn’t been enough exciting

innovation to move the category ahead as a whole, and
that totally shocks me.
Some retailers would be wise to take a second look at
their price in juices. All the majors are still promoting
OJ at a good price, and there are secondary displays. But
what’s been lost in the shuffle in some cases is price per
ounce.
I’ve actually seen some 59-ounce product priced lower
than or even with the
larger sizes. Keep a
sharp eye on this —
you really want to
sell the larger sizes
for the higher ring,
and you want to keep
shoppers away from
your competitors.
If you’re carrying only the 59- and
89-ounce sizes, consider stocking premium gallons as well. Some retailers
could really benefit from this — keep in mind also that a
lot of restaurants come in to buy gallon sizes.
Cutting back on display space has hurt the category
at some retailers because this has produced out-ofstocks. You need to match up space to sales. On the
shelf, keep your premium private label between the two
brands of premium.

‘I’ve seen some
59-ounce product
priced lower than
or even with the
larger sizes. Keep a
sharp eye on this.’

WORK WITH THE DELI

You should also consider working with the deli manager
to get a display of single-serves to sell with breakfast and
lunch sandwiches and other items. Juice can be a good
impulse sale here, and if shoppers don’t see juice as an
alternative they’ll usually get coffee instead. They won’t
go to the dairy case and get their juice there afterwards.
Finally, try merchandising around a breakfast theme,
tying in orange juice with eggs and bacon, for example.
Some retailers advertise a free dozen eggs with the purchase of a gallon, or two 59-ounce containers of OJ. Work
with your suppliers to help
fund the eggs.
Using some of these
ideas should help you grow
Total U.S. multi-outlet (supermarkets, drugstores, mass market retailers, military commissaries and select club
your category in the year
and dollar retail chains), for the 12 weeks ended August 11, 2013, according to Information Resources (IRI), the
ahead. The category can’t
Chicago-based market research firm. Brands are as originally trademarked and may not include line extensions.
do it by itself. n
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
TOTAL CATEGORY
$1,360,269,000 (0.3) 510,771,500
2.5 31,289,480,000 (0.7)
Johnny L. Harris, president
ORANGE JUICE
$674,753,900
(4.1) 203,748,800
(1.1) 13,853,090,000 (1.2)
of Johnny L. Harris
FRUIT DRINK
$248,763,200 (4.5) 147,226,100
1.8 9,780,645,000 (3.0)
Consulting LLC, Fort
LEMONADE
$143,838,300
(1.1)
73,825,540
2.0 4,445,868,000 (0.2)
Mill, S.C., can be reached
JUICE AND DRINK SMOOTHIES $132,478,200
25.2
37,076,140
19.0
914,500,600
23.9
at 803-984-2594 or
cmer0002@gmail.com.
BLENDED FRUIT JUICE
$75,117,180
11.3 23,870,520
14.5 1,238,653,000
9.1

TOP 5 REFRIGERATED JUICES/DRINKS
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AFFI CORNER

REVITALIZING
FROZEN FOODS

kitchens and serve them in theirs.
Utilizing traditional and digital
advertising, a robust public relations program and a plethora of tools
designed to bring the campaign to
The Frozen Food Roundtable’s
life in the frozen food aisle, our cammulti-year, multi-million dollar
paign will reach consumers at home
promotion campaign aims to turn
and in their grocery store.
around consumer perceptions of
The Roundtable came together in
the department.
late 2012 and is being led
by leading frozen food
BY KRAIG R. NAASZ
senior executives from
AFFI member companies ConAgra Foods,
onsumers are
General Mills, Heinz
constantly bomNorth America, Hillshire
barded with mesBrands, Jasper Wyman &
saging about what they
Sons, Kellogg Company,
should and should not
Pinnacle Foods, Nestlé
eat. They are told to
USA and the Schwan
shop the perimeter of
Food Company.
their grocery stores and
This summer, we
avoid “processed” foods.
KRAIG NAASZ
brought several of the
All too often, frozen
nation’s largest retailers together to
gets lumped in with foods consumdetail our campaign, its objectives,
ers are encouraged to avoid.
timeline and
No doubt this disturbing trend is
top of mind among delegates attend- opportunities
for engagement.
ing this month’s National Frozen
With input from
and Refrigerated Foods Association
the Roundtable’s
(NFRA) Convention in San Diego.
Retail Advisory
Amid relentless anti-frozen food
Council, we are
messaging, it’s no surprise that conpartnering with retailers across the
sumers are skipping the frozen food
country to welcome consumers back
aisle. In fact, we’ve experienced flat,
to the frozen food aisle.
or declining, sales for 98 percent of
The Roundtable will soon seed the
frozen food categories.
Thankfully, that’s about to change! campaign by promoting the findings of a just completed multi-year
Leading frozen food makers and
study, conducted by the University
retailers have united in support of a
new and exciting category promotion of Georgia (UGA), which compares
campaign. The Frozen Food Roundtable, organized
under the auspices
of the American Frozen Food
Institute (AFFI),
has come together
the nutritional profile of frozen fruits
to launch a multi-year, multi-million
and vegetables to that of their “fresh”
dollar, positive, consumer-facing,
counterparts.
nationwide campaign.
The Frozen Food Foundation, an
Our goal is simple: to change the
AFFI-affiliated not-for-profit organiway consumers think and feel about
zation dedicated to fostering scienfrozen foods, bring them back into
tific research and public awareness
the frozen food aisle and encourof the nutritional benefits of frozen
age them to take foods made in our

C

foods, commissioned the study. As
expected, the UGA study conclusively demonstrates that frozen fruits
and vegetables are at least as rich
in nutrients, and in many cases are
packed with higher nutrient levels,
than their “fresh” counterparts.

‘NATURE’S PAUSE BUTTON’
To change the mindset of consumers and help them understand that
freezing is just nature’s pause button,
the results of this study represent the
good news consumers are hungry to
hear about our products.
Working with our partners at
GolinHarris, who were honored with
the 2013 PRWeek “Consumer Launch
Campaign of the Year” award, we
will package and share this information with the media and leading food
influencers to initiate a far more
positive conversation about frozen.
We’re excited to get this initial
public relations promotion under-

FROZEN FOOD
ROUNDTABLE
way, and even more enthused as we
quickly approach the much larger
launch of our campaign online, on
television and in store.
As you would expect, there is
significant interest in this campaign
throughout the frozen food industry.
The response among frozen food
makers and retailers
has been tremendous,
underscoring the need
for a campaign of this
magnitude.
If you’re interested
in learning how your
company can support the Roundtable’s campaign,
I invite you to track me down in
San Diego or contact me at info@
frozenfoodroundtable.org or (703)
821-0770. n

‘With input from the Roundtable’s Retail
Advisory Council, we are partnering with
retailers across the country to welcome
consumers back to the frozen food aisle.’
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Naasz is president and CEO of the
American Frozen Food Institute.

World leader in gluten-free
The Next Generation in gluten-free bread...

NEW Frozen Hearty White & Hearty Grain Bread
The USA leader
in shelf stable,
gluten-free
bread is
expanding into
the freezer.

Over 30 years of experience and world class R&D, manufacturing, and packaging expertise
make Dr. Schar #1 for Gluten-Free
• #1 overall in Europe
• #1 in shelf stable bread in USA*
To best serve all segments, Schar focus is now on the fast-growing frozen segment +46.7%
in retail sales vs YAG*
The new recipe for our 2 new breads was developed in Europe using a next generation technology
to achieve the elasticity, structure, moisture, and appearance very similiar to traditional bread.
Meeting the needs of those with Gluten-Free Diets: Hearty White is Fortified with Vitamin B
and Hearty Grain is a good source of Fiber
*Source: 2012 SPINS All Outlet Gluten-Free Bread Retails Sales Data

Also Available in Frozen: Bonta d’ Italia Cheese Pizza, and Plain & Cinnamon Bagels
For sales information contact Don Braun at don.braun@drschar.com

Learn more at drschar.com & schar.com

JOHNNY’S
COLUMN
THE DATABANK

TOP

REFRIGERATED
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined topped $16.44 billion
during the 12 weeks ended Aug.
11, a 3.4% increase compared
with the same period a year ago, according
to Chicago-based market research firm IRI.
Units rose 1.1% to 6.36 billion, and volume
remained at around 56.92 billion. Percentage
of volume sold with merchandising support
expanded 1.5 points to 42.2%.
In the deli department, dollar sales
jumped 2.7% to $5.54 billion, while units
edged up 0.2% to 1.60 billion. Volume
increased 1.3% to 1.53 billion, but volume
sold with merchandising support fell 2.7
points to 40.8%.
For the 52 weeks ended Aug. 11, dairy
sales shot up 2.4% to $73.04 billion while
units grew 1.4% to 28.17 billion. Volume rose
1.2% to 240.83 billion, and volume sold with
merchandising support expanded 0.7 points
to 37.2%.
In the deli department, dollar sales
jumped 2.6% to $22.39 billion and units
increased 1.5% to 6.50 billion. Volume grew
1.6% to 6.11 billion, but volume sold with
merchandising support slipped 0.2 points
to 37.6%.
Our chart shows the largest refrigerated
subcategories (dairy and deli combined),
including the leading brands, for the 12
weeks ended Aug. 11. Data is for the brands
as originally trademarked and may not
include line extensions.

F A C T O I D S

33

Number of years after toilet
paper was invented in Green Bay,
Wis., that it could finally be
advertised as “splinter-free.”

-10.7%

Dollar loss by pies (to $5,441,936),
one of only two refrigerated
baked goods subcategories
(of nine total) to see sales fall
during the most recent 12 weeks.
Among the top five brands,
only No. 5 Kenny’s (+162.4%)
registered a gain.
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SKIM/LOWFAT MILK
Private Label
Horizon Organic
Hood Lactaid
Prairie Farms
Hiland
Dean’s
Land O’Lakes
Organic Valley
Lactaid
Country Fresh

$2,151,795,000
$1,374,189,000
$71,433,500
$52,453,610
$34,902,500
$34,138,220
$31,307,070
$28,578,920
$21,056,880
$20,028,600
$14,660,720

(0.9) 717,894,000
(0.2) 474,927,500
1.4 15,749,980
1.2 13,050,630
5.3 12,251,800
72.7
11,279,740
1.6
11,102,100
4.0
9,590,968
(4.0)
4,887,549
11.6
3,955,989
(4.7)
4,927,478

YOGURT
$1,654,483,000
10.3 1,181,824,000
IRI is unable to supply top-10 Yogurt brand data this month.
SLICED LUNCHMEAT
Oscar Mayer
Private Label
Oscar Mayer Deli Fresh
Hillshire Farm Deli Select
Land O’Frost Premium
Bar-S
Hormel Natural Choice
Buddig
Oscar Mayer Carving Board
Eckrich

$1,275,278,000
$249,807,500
$228,708,300
$216,528,200
$99,053,630
$74,585,260
$46,499,360
$25,956,330
$23,732,990
$19,708,140
$19,236,730

(3.5)
(12.7)
0.2
6.6
(21.3)
(0.3)
6.6
6.6
(1.3)
(3.5)
2.4

416,388,200
83,857,860
63,360,980
58,126,180
28,354,630
18,613,410
26,274,550
7,829,837
27,413,280
4,986,906
8,426,392

FRESH EGGS
Private Label
Eggland’s Best
Great Day Farmers Market
Sunny Farms
Cal Maine Sunup
Land O’Lakes
Sauders Eggs
Dutch Farms
Hillandale Farms
Farmhouse

$1,062,543,000
$560,084,500
$138,007,000
$63,799,140
$26,727,420
$20,761,040
$16,733,230
$12,503,170
$11,369,930
$9,953,669
$8,278,689

9.4 458,363,500
8.2 267,645,500
14.2 43,603,100
12.4 27,486,050
23.5
11,525,240
(4.8)
6,609,163
*
5,120,238
10.7
4,410,394
39.5
7,124,343
5.7
5,390,496
12.3
2,488,313

BACON
Private Label
Oscar Mayer
Hormel Black Label
Wright
Farmland
Smithfield
Gwaltney
Bar-S
Hormel
Butterball Everyday

$902,154,700
$186,940,200
$165,656,300
$84,721,370
$72,858,200
$45,389,380
$30,660,670
$24,022,610
$23,519,950
$21,430,170
$16,169,120

6.3
4.5
(0.7)
5.4
25.4
15.5
(4.2)
(13.1)
11.8
2.7
3.4

NATURAL SHREDDED CHEESE
Private Label
Kraft
Sargento
Crystal Farms
Kraft Philadelphia
Borden
Sargento Artisan Blends
Di Giorno
Tillamook
Belgioioso

$888,307,500
$518,272,700
$168,218,500
$70,445,890
$24,391,740
$20,802,700
$15,996,480
$6,613,732
$5,489,159
$5,156,531
$4,985,645

4.9 290,862,900
2.5 166,643,700
13.6
57,777,130
7.5 23,320,670
(6.1)
9,309,594
13.3
7,525,914
24.1
6,927,801
(8.1)
2,307,711
(11.8)
1,141,318
0.2
1,399,281
11.0
1,226,065

WHOLE MILK
Private Label
Horizon Organic
Hiland
Hood Lactaid
Borden

$880,162,200
$540,833,300
$32,924,250
$18,697,090
$16,025,900
$13,493,770

2.2 286,575,000
2.4 180,416,400
9.5
7,400,220
55.7
6,120,837
7.5
3,550,970
(4.4)
4,483,106

(4.6) 4,593,232,000
(4.4) 3,217,337,000
2.3
71,623,110
1.6 52,907,430
1.7 76,253,960
65.1 67,325,720
(4.9) 70,438,300
(3.7) 67,389,720
(5.1) 20,755,190
11.2 21,201,450
(8.3) 34,095,250

(4.6)
(4.0)
2.0
2.1
0.2
64.9
(1.2)
(3.1)
(4.1)
15.0
(7.2)

3.5

779,269,300

4.9

(3.9)
(11.0)
(5.2)
8.2
(18.5)
1.2
4.5
(2.7)
(6.6)
(4.6)
5.3

303,313,000
77,566,460
51,004,490
39,072,580
17,481,420
18,332,650
23,616,110
3,968,849
4,997,210
2,421,179
6,611,055

(2.7)
(8.6)
0.2
8.4
(17.8)
1.2
3.8
0.8
(1.3)
0.2
5.3

(0.5) 6,702,667,000
(0.7) 3,819,859,000
13.0 566,977,200
(3.1) 456,343,100
(3.6) 182,129,500
(23.8) 172,703,400
* 66,948,160
4.0 95,183,410
39.4 88,410,780
0.3 68,303,570
1.2 39,280,000

(0.1)
0.1
12.3
(4.1)
(2.0)
(13.1)
*
5.1
37.3
(7.2)
10.6

197,553,000
(7.5)
43,596,210 (8.7)
32,602,210 (13.7)
15,382,530 (11.5)
7,336,920
5.5
10,093,110
1.4
6,559,029 (23.6)
6,038,795 (28.0)
6,856,685
(5.1)
4,551,743
(3.4)
7,309,116
4.2

185,745,000
(7.1)
38,705,220 (13.9)
31,601,240 (2.2)
16,267,080 (11.0)
15,139,300
5.5
9,953,758 (1.8)
6,668,304 (21.9)
5,398,512 (30.3)
5,479,595 (6.6)
1,843,248
(0.1)
4,307,735
5.1

2.4 196,491,700
3.2
(1.2) 126,881,500
1.0
15.3 32,261,490
14.7
3.5 12,810,820
2.0
(5.1)
5,324,024 (4.6)
12.2
4,049,957
14.4
23.5
3,505,219 23.0
(12.9)
922,892 (14.0)
(17.4)
473,330 (15.5)
0.0
862,972
(1.2)
13.3
403,591
6.7
(1.3) 1,820,893,000
(1.3) 1,223,722,000
11.1 32,852,510
48.1 34,823,550
7.3 16,746,500
(4.1) 20,780,830

(1.4)
(1.0)
10.2
48.2
9.5
(11.2)

Increase the protability
of your dairy case with
Bays English Mufns

Hearty Bays Multi-Grain English
Muffins have a rich, nutty flavor
and toast to a crunchy, golden brown.

America’s #1 Refrigerated English Mufn

Original

Sourdough

Multi-Grain

For more information contact your Acosta Representative or call 1-800-For-Bays

Honey Wheat
www.bays.com

THE DATABANK

32.8%

Dollar gain by hand-held
non-breakfast entrees
(to $58,596,230), largest by a
refrigerated subcategory with
at least $5 million in sales.
Top seller private label’s 14.9%
increase deserves some of the
credit but new No. 2 Rev from
Hormel (+ 775,651%) deserves
much of the rest.

$5,943,799
Dollar sales amassed by
Starbucks Discoveries readyto-drink coffee during the
most recent 12 weeks, one of
the best performances
by a refrigerated product in
distribution less than a year.
Already the segment’s second-best seller, its
success helped grow
subcategory sales 17.0%.

96.2%

Dollar gain by private label
milkshakes/non-dairy drinks
(to $1,028,593), largest by a
store brand refrigerated
product. Despite its
success and a 38.6% jump by
top-seller Bolthouse Farms
Protein Plus, the rest of
the top 10 saw their sales fall,
leaving the subcategory as a
whole down 1.3%.

12%

Percentage of Coca-Cola
consumed in the U.S. that’s
drunk at breakfast.

4

Number of refrigerated
subcategories that sold more
than 45% of volume with
merchandising support during
the most recent 12 weeks. Not
surprisingly, given the time
of year, they include picnic
staples lemonade, fruit drink,
iced tea and frankfurters.
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Prairie Farms
Dean’s
Oak Farms
Country Fresh
Land O’Lakes

$12,087,910
$10,364,160
$9,619,454
$8,216,069
$7,932,981

11.8
4.2
(2.5)
(7.0)
5.3

4,136,472
3,666,764
3,139,174
2,538,857
2,611,297

7.2 24,963,140
(2.6) 22,894,300
(2.9) 18,560,960
(11.5) 18,162,970
(1.5) 19,495,220

7.9
2.7
(2.8)
(10.4)
(0.7)

UNCOOKED MEATS (NO POULTRY)
Private Label
Tyson
Nobrand
Nobrand
Hormel Always Tender
Nobrand
Our Certified
Laura’s Lean Beef
IBP
Smithfield

$836,119,300
$381,460,200
$84,382,770
$79,145,300
$61,758,100
$34,912,260
$33,094,930
$23,762,710
$11,195,130
$9,223,190
$7,967,564

16.4
32.7
24.6
(11.4)
1.3
(3.6)
(32.1)
3.6
118.5
6.7
20.6

138,416,200
64,889,760
15,737,160
12,414,780
7,439,542
5,275,758
5,289,963
5,069,129
1,784,239
2,564,457
1,575,204

19.6 239,295,800
36.0 121,280,100
26.3 25,425,330
(6.2) 21,766,490
6.5 16,085,670
(2.4)
7,353,350
(27.7)
9,351,433
(3.9)
7,086,777
112.9
1,807,914
(0.1)
3,097,456
26.5
1,900,295

16.4
24.3
36.1
(3.3)
3.8
(2.7)
(27.9)
4.2
107.9
4.4
29.3

DINNER SAUSAGE
Johnsonville
Hillshire Farm
Private Label
Eckrich
Premio
Aidells
Hillshire Farm Lit’l Smokies
Bar-S
Al Fresco
Jennie-O Turkey Store

$766,877,800
$204,044,100
$105,305,400
$70,177,650
$47,572,080
$18,192,310
$16,184,120
$15,908,610
$15,770,210
$10,409,530
$8,290,936

0.2
0.0
(5.3)
(8.0)
9.9
14.8
9.5
2.0
3.3
2.5
(7.3)

210,579,400
53,360,930
34,162,970
19,899,530
16,137,150
3,997,191
2,805,314
3,838,712
3,551,127
2,215,658
1,969,426

1.7
3.5
(6.9)
(0.1)
12.1
12.9
10.6
3.3
0.1
1.5
(8.6)

233,630,500
58,663,450
31,251,490
22,770,510
16,827,100
5,511,939
2,103,988
3,558,844
8,145,766
1,684,991
2,202,818

1.7
2.9
(6.6)
(5.7)
15.0
21.0
10.4
4.6
6.5
0.9
(8.0)

FRANKFURTERS
Ball Park
Oscar Mayer
Bar-S
Hebrew National
Nathan’s Famous
Private Label
Oscar Mayer Selects
Gwaltney
Sabrett
Eckrich

$761,414,100
$177,512,700
$131,250,800
$85,814,630
$61,531,730
$52,304,110
$27,282,850
$22,727,330
$15,320,750
$11,334,650
$8,903,950

(1.4)
0.7
2.1
(2.4)
(1.4)
(2.0)
(11.7)
(12.4)
(12.9)
0.4
4.1

305,775,200
54,613,480
54,772,810
75,040,980
15,526,220
12,216,620
9,582,000
6,453,692
9,753,703
2,266,103
5,612,541

(0.6)
(2.6)
13.0
(1.4)
(2.2)
(4.1)
(14.0)
(16.2)
(12.7)
17.8
5.3

325,877,500
62,746,890
58,255,760
68,398,740
13,589,950
12,623,200
13,082,330
6,255,378
10,811,530
2,960,895
5,445,245

(0.5)
(2.2)
12.3
(1.7)
(0.3)
(4.3)
(10.5)
(16.3)
(10.1)
5.6
3.9

NATURAL CHUNKS
Private Label
Kraft
Tillamook
Laughing Cow Mini Babybel
Cabot
Kraft Cracker Barrel
Belgioioso
Crystal Farms
President
Cabot Vermont

$744,101,000
$256,758,300
$55,992,660
$37,190,130
$29,571,840
$28,837,430
$24,594,300
$23,169,880
$20,308,980
$10,372,420
$6,844,023

1.1
(3.3)
3.4
(5.1)
18.6
316.6
10.4
6.0
(1.9)
(4.5)
(75.4)

197,153,700
73,315,010
20,010,210
6,873,540
6,352,703
8,987,205
7,683,821
4,793,295
8,093,115
1,741,330
1,024,586

0.4 143,668,900
(1.5)
(3.8) 60,707,640 (5.8)
5.7
11,376,140
6.0
(4.1) 8,389,602 (5.4)
19.4
2,732,848 30.2
278.5
5,399,649 297.4
17.2
3,883,395
14.3
7.0
2,836,781
4.2
(3.6) 4,285,940 (5.4)
(6.0)
874,880 (6.6)
(87.5)
1,303,421 (75.8)

ORANGE JUICE
Tropicana Pure Premium
Simply Orange
Private Label
Florida’s Natural
Minute Maid Premium
Minute Maid
Homemaker
Minute Maid Premium Kids Plus
Dole
Citrus World Donald Duck

$674,753,900
$189,786,500
$138,333,200
$119,483,900
$81,513,740
$55,571,580
$21,800,740
$9,241,060
$6,437,545
$4,499,224
$4,075,151

(4.1)
(5.1)
(0.6)
(0.6)
(10.2)
(12.9)
8.3
18.0
(15.9)
43.3
0.7

203,748,800
49,329,690
38,753,400
43,893,170
23,869,960
16,420,240
7,220,044
4,276,812
2,058,468
1,636,700
1,856,012

(1.1) 13,853,090,000
(1.6) 3,280,453,000
1.5 2,296,801,000
3.6 3,546,645,000
(9.0) 1,532,250,000
(10.7) 1,179,949,000
9.0 446,149,600
24.7 252,331,900
(12.0) 140,435,500
27.7 96,723,940
3.9 103,544,100

PROCESSED/IMITATION CHEESE-SLICES $476,837,300
Kraft Singles
$180,689,200
Private Label
$130,969,700

(1.6)
(5.6)
(8.0)

156,805,000
54,329,760
47,271,200

(4.9)
(9.0)
(11.3)

144,377,700
52,275,370
44,963,560

(1.2)
(4.1)
1.5
4.7
(9.5)
(9.4)
14.2
24.6
(11.0)
27.5
(2.0)
(3.3)
(7.8)
(11.2)

20.9%

Dollar gain by flavored spreads
(to $160,309,900), thanks
mostly to top-seller Sabra’s
28.4% advance. Nos. 2, 3 and
4 all saw their sales decline.

108

Distance in yards of the longest
kickoff return for a touchdown
in NFL history. Three men have
achieved the feat, and one, the
Baltimore Ravens’ Jacoby Jones,
did it twice — in one season.
His second record-breaking run
was last February at Super Bowl
XLVII.

-7.0%

Dollar loss by refrigerated
pickles (to $50,266,130), one of
the biggest losers in the deli
department. An 11.2% decline
by top-seller Clausen, which
owns 80% of total sales, gets
most of the blame. On the plus
side: No. 2 private label and
several other top-10 brands
enjoyed double-digit growth.

15.0%

Dollar gain by kefir/milk
substitutes/soy milk (to
$261,261,400), the largest dairy
subcategory to post a doubledigit gain during the most
recent 12 weeks. Nos. 1 and
2, Silk Pure Almond and Blue
Diamond Almond Breeze, registered 44.1% and 47.3% increases,
respectively.

3.5%

Dollar gain by pot pies (to
$94,526,470), despite losses
by four of the top five brands.
Of those, only No. 2 Banquet
(+13.9%) saw sales rise, though
several smaller brands registered double-digit growth,
including Boston Market,
Willow Tree and Blake’s.

Kraft
Kraft Deli Deluxe
Borden
Kraft Velveeta
Land O’Lakes
Crystal Farms
Sandwich Mate
Galaxy Nutritional Foods Veggie

$33,948,000
$32,757,760
$28,097,590
$27,604,280
$6,847,380
$6,186,552
$4,225,795
$1,217,584

70.2
(3.0)
(4.8)
31.3
(5.2)
(24.6)
(1.5)
(65.0)

10,638,340
6,266,279
11,168,220
11,115,570
1,144,268
1,821,421
3,714,569
363,275

42.9
(4.0)
(6.7)
47.5
(9.2)
(34.2)
(3.9)
(65.6)

10,743,860 83.5
5,823,621 (3.5)
9,174,064
(6.1)
8,900,261 44.5
1,457,948 (7.4)
1,753,328 (28.3)
2,206,855 (3.5)
165,762 (65.6)

$406,293,400
$224,306,600
$91,182,900
$16,429,530
$7,275,518
$7,094,519
$7,076,899
$5,094,989
$4,915,353
$3,613,628
$2,513,606

9.9
7.5
6.2
10.6
18.8
59.6
7.2
23.1
50.2
10.3
(9.0)

129,493,500
75,650,900
24,563,120
5,110,944
2,305,676
2,471,412
2,790,308
1,617,701
1,349,567
1,229,606
835,330

2.8
(1.5)
0.4
5.5
16.4
61.4
8.7
19.3
54.8
12.5
(14.7)

130,301,700
82,337,340
22,757,550
4,463,508
2,305,676
2,426,358
1,654,458
1,616,588
658,605
1,186,195
755,937

3.4
0.5
1.5
8.1
16.4
63.0
11.6
19.3
62.7
14.4
(15.8)

COFFEE CREAMER
$406,291,900
Nestlé Coffee Mate
$221,769,900
International Delight
$92,077,620
Private Label
$38,116,680
Bailey’s
$22,326,230
Nestlé Coffee Mate Natural Bliss $10,316,350
International Delight Cold Stone
$8,618,278
Silk
$3,591,580
Mocha Mix
$2,535,687
So Delicious
$1,871,221
Intrntnl. Delight Coffee House Inspirations $1,378,650

7.6
9.2
24.1
3.7
7.9
(13.8)
66.6
1.9
(5.2)
71.3
(90.8)

135,005,200
65,892,420
30,944,150
15,572,640
9,783,161
4,160,873
3,375,173
1,602,655
694,192
775,399
482,233

6.3 248,337,600
7.1 132,145,200
25.1 56,179,540
1.4 29,950,650
8.8
11,999,510
(8.8)
4,197,272
77.9 4,984,589
2.0
1,906,878
(4.1)
2,052,751
65.0
775,399
(91.2)
871,716

9.5
11.8
26.7
2.5
13.6
(16.6)
66.7
2.5
(1.9)
65.0
(90.1)

$405,386,900
$157,535,700
$105,464,000
$16,045,560
$14,704,130
$14,559,550
$12,183,660
$7,115,865
$7,032,789
$4,881,238
$4,257,087

5.7
2.2
6.1
0.2
59.5
(8.1)
8.9
10.8
4.9
(9.1)
(12.1)

128,917,400
54,283,240
36,092,670
3,357,397
5,155,752
5,483,184
2,027,678
2,600,302
2,304,877
1,229,621
874,213

4.6
(0.0)
5.2
(1.4)
76.7
(5.3)
15.7
11.2
5.5
(12.3)
(14.4)

68,573,450
29,683,120
17,031,370
2,636,578
2,566,551
2,694,986
2,085,145
1,219,021
1,133,683
574,004
461,911

3.9
(0.3)
5.4
(0.0)
62.9
(4.2)
9.5
11.2
2.2
(11.8)
(14.1)

MARGARINE/SPREADS
$390,308,900
Shedd’s Country Crock
$83,621,390
I Can’t Believe It’s Not Butter
$58,306,190
Blue Bonnet
$40,712,250
Land O’Lakes
$40,572,310
Smart Balance
$40,505,480
Private Label
$20,547,900
Imperial
$17,470,200
I Can’t Believe It’s Not Butter Light $15,856,950
Parkay
$15,816,350
Brummel & Brown
$9,726,204

(6.0)
(6.0)
(9.4)
(1.2)
7.9
(10.0)
(9.8)
1.3
(7.0)
(6.2)
(5.8)

170,471,100
27,718,540
17,933,630
30,660,780
15,343,010
12,509,800
12,454,910
16,229,080
5,300,022
7,871,306
3,306,110

(5.7) 221,937,200
(7.4) 60,022,730
(8.1) 20,374,760
0.2 39,659,720
5.3 10,854,050
(9.3)
13,174,620
(12.2) 18,420,080
0.9
17,915,760
(4.7) 5,608,063
(6.3)
8,013,218
(5.2)
3,162,348

(5.5)
(5.9)
(7.0)
1.8
5.3
(9.7)
(12.1)
2.4
(5.6)
(9.2)
(4.9)

5.6
2.3
14.1
1.2
12.6
(4.2)
74.0
3.9
0.5
30.1

94,651,240
27,347,120
10,907,350
9,869,600
5,867,535
4,982,720
2,190,766
1,717,124
2,274,143
1,419,356

7.4 84,565,080
6.0 24,778,400
18.0
8,203,910
2.6 8,029,864
18.2 5,494,540
(6.2)
5,741,975
73.4
4,139,714
5.6
1,831,630
2.2
1,179,862
47.7
1,320,358

7.1
6.0
17.4
1.5
15.8
(6.8)
63.7
1.8
2.2
53.0

BUTTER/BUTTER BLENDS
Private Label
Land O’Lakes
Challenge Butter
Tillamook
Crystal Farms
Breakstone’s
Cabot
Kerrygold
Keller’s
Hotel Bar

NATURAL SLICES
Private Label
Sargento
Tillamook
Kraft
Kraft Big Slice
Belgioioso
Sargento Natural Blends
Crystal Farms
Land O’Lakes
Alpine Lace

BREAKFAST SAUSAGE/HAM
Jimmy Dean
Johnsonville
Private Label
Bob Evans
Odom’s Tennessee Pride
Swaggerty
Owens
Eckrich Smok Y
Jennie-O Turkey Store

$310,197,100
$95,893,200
$35,409,560
$26,826,580
$21,100,290
$19,265,930
$11,877,930
$6,197,458
$5,852,312
$5,161,114

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

BY PETER PENGUIN
During the 12 weeks ended
Aug. 11, sales of frozen foods
in supermarkets, drugstores,
mass merchants, military
commissaries and select club
and dollar stores combined
surpassed $12.02 billion, a 0.2%
decrease compared with the
same period a year earlier, according to
Chicago-based market research firm IRI.
Units fell 0.7% to $3.52 billion and volume
tumbled 1.7% to 5.34 billion. Volume sold
with merchandising support rose 1.6 points
to 42.3%.
For the 52 weeks ended Aug. 11, dollars
were up 0.9% to $51.73 billion, but units
slipped 0.2% to 15.34 billion and volume
decreased 0.7% to 21.92 billion. Volume
sold with merchandising support jumped 1.3
points to 39.1%.
Our chart shows the largest frozen
department subcategories, including the
leading brands, for the 12 weeks ended
Aug. 11. Data is for the brands as originally
trademarked and may not include line
extensions.

F A C T O I D S

2,814.8%

Dollar gain by private label frozen cookie dough (to $187,825),
largest by a store brand frozen
product during the most recent
12 weeks. Its success, combined
with strong sales by newcomers
Pillsbury and Nestlé Tollhouse,
made cookie dough the frozen
department’s biggest gainer
— again!

$16,790,370

Dollar sales racked up by
Kellogg’s Special K Flatbread
Breakfast Sandwiches during the
most recent 12 weeks, highest
by a frozen product in distribution less than one year. Already
the handheld breakfast subcategory’s fourth-best seller, the
product’s success helped power
the segment’s 22.5% gain.
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ICE CREAM
$1,357,896,000
0.2 381,642,100
1.8 1,195,876,000 (0.8)
For top-10 brand data, see our story on Ice Cream & Frozen Novelties in this issue.
NOVELTIES
$1,103,100,000 (3.8) 362,721,300 (4.3) 495,836,900
For top-10 brand data, see our story on Ice Cream & Frozen Novelties in this issue.

(4.4)

SINGLE-SERVE DINNERS/ENTREES $976,861,100 (5.1) 462,937,000 (4.9) 294,513,700
For top-10 brand data, see our story on Dinners & Entrees in this issue.

(4.7)

PIZZA
Di Giorno
Private Label
Red Baron
Totino’s Party Pizza
Tombstone
Freschetta
California Pizza Kitchen
Jack’s Original
Red Baron Singles
Tony’s

$956,142,200
$212,562,700
$102,986,300
$90,495,280
$87,081,030
$62,951,390
$36,158,090
$28,872,740
$26,452,280
$21,343,400
$21,008,030

(1.1) 307,836,700
(9.6)
37,747,930
1.3 33,920,780
(14.5) 25,753,450
5.0 67,943,640
(3.9) 16,000,010
16.8
7,034,462
(10.3)
5,572,608
6.8
9,064,764
5.3
5,640,433
(12.8) 10,007,730

(2.2)
(11.0)
(0.7)
(15.5)
10.2
(5.1)
11.9
(12.4)
7.3
(2.7)
(13.5)

CHICKEN/CHICKEN SUBSTITUTES
Private Label
Tyson
Gold’n Plump
Pilgrim’s
Perdue Tender & Tasty
Perdue Perfect Portions
T.G.I Friday’s
Barber Foods
Perdue
Tyson Trimmed & Ready

$759,912,800
$227,416,600
$176,935,700
$33,595,630
$32,664,880
$31,833,650
$21,969,770
$18,466,920
$18,020,480
$16,489,220
$16,410,180

(0.5) 118,942,000 (2.3) 337,031,600 (5.2)
(1.6) 33,604,190
(3.9) 95,704,620 (5.9)
7.7 22,982,080
9.5 76,346,900
7.9
7.7
5,862,993
1.7 11,031,500
(1.3)
(23.8)
5,834,207 (18.3) 16,553,640 (27.8)
(28.3)
4,477,931 (30.9) 14,967,750 (33.0)
2.3
2,921,372
4.6
4,415,644
3.0
20.5
3,897,580 20.7
3,331,760
21.8
1.5 2,890,499
0.3
3,190,477
0.1
(4.2)
4,492,243
(9.2)
6,217,079
(1.9)
12.4
3,062,907
5.5
3,945,611
7.7

(1.0) 306,277,200
(8.3) 61,526,730
(3.6) 36,020,990
(15.4) 32,600,050
9.8 44,184,560
(5.3) 22,420,450
12.3
11,199,270
(13.5)
4,331,529
7.5 9,382,890
(6.4) 5,709,069
(13.6)
9,411,840

PROCESSED CHICKEN/CHICKEN SUBSTITUTE $706,004,100 2.4
Tyson
$178,534,100
(0.2)
Private Label
$144,111,700
5.8
Tyson Any’tizers
$66,293,120
(4.8)
Tyson Grilled & Ready
$56,225,010
29.0
Banquet
$48,442,080
(6.5)
Perdue
$41,206,430
3.1
John Soules Foods
$19,117,320
11.5
Foster Farms
$19,084,260
22.3
Perdue Short Cuts
$16,877,440
(2.1)
Fast Fixin’
$11,534,890
1.5

122,287,800
26,547,050
23,767,270
9,428,144
10,108,740
10,524,870
8,137,028
4,439,173
3,235,356
3,735,905
2,781,526

(0.4)
0.5
(1.0)
(4.4)
19.0
(6.8)
2.1
5.9
20.9
0.1
0.7

188,418,900
52,224,790
39,136,560
14,827,290
10,349,440
16,099,280
14,038,790
3,304,860
4,373,643
2,247,018
5,436,762

0.5
(1.3)
0.0
(8.6)
30.7
(4.8)
3.7
7.7
24.5
(1.1)
10.5

HANDHELD ENTREES (NON-BREAKFAST) $553,068,900
0.5
Hot Pockets
$151,665,000
3.5
El Monterey
$66,912,940
10.0
State Fair
$40,582,940
(8.5)
Lean Pockets
$40,169,020
0.1
Smucker’s Uncrustables
$28,280,620
20.7
Foster Farms
$24,936,250
7.4
White Castle
$24,693,810
0.8
Private Label
$21,839,970 (14.9)
José Olé
$13,291,180
7.3
Amy’s
$12,075,460
14.7

193,140,700
43,997,260
21,938,670
6,407,649
17,395,830
5,986,979
4,076,014
4,402,451
10,898,660
9,019,827
4,634,800

2.1
(0.4)
9.2
(5.6)
2.3
12.7
4.0
(2.0)
7.3
4.5
18.1

179,584,800
44,613,130
37,472,120
14,758,270
11,043,480
5,560,620
11,073,130
3,950,006
6,877,786
4,641,570
1,684,250

1.9
5.8
7.0
(6.2)
(0.1)
23.4
8.5
2.0
(7.1)
8.1
18.0

MEAT (NO POULTRY)
Private Label
Bubba Burger
Jensen
Silver T
Philly Gourmet
Ball Park
Steak-umm
John Soules Foods
Casa Di Bertacchi
Rosina

57,724,300
19,577,370
4,209,990
1,017,628
1,089,779
1,634,848
1,624,705
1,964,598
1,541,992
641,717
941,192

0.5 149,047,900
(3.9) 54,919,870
(5.8)
9,782,840
4.8
7,496,407
36.1 6,969,684
(5.6)
3,729,403
50.0
2,081,124
(13.7)
2,137,236
22.9
1,399,561
(8.3)
3,850,303
4.7
1,615,267

(1.3)
(7.5)
(4.8)
3.3
32.7
0.2
59.4
(24.1)
14.3
(8.3)
(10.9)

$499,067,800
$176,387,700
$47,752,340
$20,386,910
$19,805,190
$13,997,990
$12,662,800
$11,172,800
$10,175,970
$9,604,000
$5,982,748

(0.6)
(6.0)
(2.1)
(0.4)
23.7
(3.2)
54.8
(16.7)
14.2
(4.9)
(6.5)

Accelerate Proﬁtable Growth
in Your Frozen and Dairy
Departments with
General Mills

©2013 General Mills
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$21,000
Annual salary necessary to
qualify as one of the top
4% of earners worldwide.

3.8%

Percentage of frankfurter
volume sold with merchandising
support during the most recent
12 weeks, lowest among frozen
subcategories with at least
$1 million in sales during
the period. Despite the lack
of support, it was the
second-biggest gainer in the
department (+43.5%).

9.7%

Dollar gain by frozen all other
pasta/noodles (to $5,173,638),
thanks to advances by four
of the top five brands.
The manicotti, stuffed shell
and tortellini/tortelloni
segments also saw their sales
grow, but losses by the two
largest pasta subcategories,
ravioli and pierogi, kept the
category as a whole down (-1%).

1847

Year garden gnomes were
first introduced by vegetarian
spiritualist Sir Charles Isham,
who hoped they would attract
real gnomes to his garden. No
word on whether or not they
were successful.

-23.5%

Dollar loss by muffins
(to $27,146,660), largest by a
frozen subcategory with at least
$1 million in sales during the
most recent 12 weeks. One
bright spot: gluten-free Udi’s
226.2% advance, cementing its
spot as the segment’s No. 4.

24 www.frbuyer.com

OCTOBER 2013

FISH/SEAFOOD
$495,206,800
6.1 70,906,750
For top-10 brand data, see our story on Seafood in this issue.

3.8 107,416,400

6.2

SHRIMP
$418,579,100 (0.3) 50,403,450
For top-10 brand data, see our story on Seafood in this issue.

(3.6) 54,682,460

(4.4)

MULTI SERVE DINNERS/ENTREES $414,194,600 (6.1) 69,926,420
For top-10 brand data, see our story on Dinners & Entrees in this issue.

(5.5) 145,253,200

(5.3)

APPETIZERS/SNACK ROLLS
Totino’s Pizza Rolls
Delimex
Farm Rich
Private Label
Ore-Ida Bagel Bites
José Olé
T.G.I. Friday’s
El Monterey
Tai Pei
Bagel Bites

0.6 111,624,800
0.9
6.8 42,037,240
4.5
4.6 9,036,082
5.1
5.1
7,893,207
4.6
0.1
5,142,301 (2.7)
18.3 3,898,994
9.4
9.1
4,181,081
11.2
(9.3)
2,914,177 (10.6)
(9.4)
3,396,949 (5.8)
6.4
3,622,455
1.7
9.6
3,116,444 10.5

$375,526,800
$108,901,000
$29,110,990
$25,497,570
$20,101,010
$18,439,590
$15,940,370
$15,343,770
$13,185,450
$12,458,200
$11,805,210

PLAIN POTATOES/FRIES/HASHBROWNS $335,407,700
Private Label
$117,381,400
Ore-Ida
$54,980,060
Ore-Ida Golden Crinkles
$29,563,810
Ore-Ida Tater Tots
$19,733,070
Alexia
$18,729,810
Ore-Ida Fast Food Fries
$7,803,313
Ore-Ida Golden Fries
$7,589,227
Ore-Ida Easy Fries
$6,282,335
Heinz Valley Select
$6,044,524
Ore-Ida Crispy Crowns
$6,024,439

(2.0) 89,301,600
1.9 28,618,260
8.0
4,469,781
(1.0)
4,423,533
(6.2)
5,071,737
9.0
6,226,977
7.8
3,022,774
(9.5)
3,001,041
(10.5)
1,910,636
0.3
3,091,234
8.9
1,353,535
121,622,000
48,679,640
17,454,850
7,809,236
6,019,782
5,327,131
2,285,675
2,367,818
6,072,411
333,392
2,635,594

4.0 245,307,900
2.9 105,560,700
(4.9) 30,982,140
6.5 22,849,880
7.0 13,456,900
(3.3)
7,362,785
(4.8)
4,418,694
5.3
5,230,614
9.8
1,762,360
4.4 10,001,770
62.2
3,423,297

2.0
0.8
(4.0)
3.3
6.8
(0.9)
(6.7)
5.1
9.9
4.4
12.4

2.6 50,072,180
(3.6) 17,903,850
27.0 6,902,099
(6.1)
6,243,306
(5.5)
4,823,970
14.8
3,932,441
37.9
2,179,891
(10.0)
2,146,823
24.1
927,579
(13.7)
1,040,081
6.4
351,167

1.2 74,382,980
(0.0) 28,005,040
22.6
10,311,810
(3.4)
8,897,093
(7.8)
6,377,753
6.5
6,461,675
30.5
3,217,478
(17.6)
2,342,683
6.4
1,935,727
(24.4)
1,210,194
3.0
987,428

(0.3)
(5.7)
17.5
(4.9)
(7.6)
13.3
51.1
(17.7)
7.6
(21.8)
0.6

BREAKFAST HANDHELD
$212,111,900
22.5 43,441,290
For top-10 brand data, see our story on Frozen Breakfast in this issue.

18.9 48,539,240

21.0

WAFFLES
$202,697,700 (0.2) 71,469,070
For top-10 brand data, see our story on Frozen Breakfast in this issue.

(1.3) 68,486,060

(1.6)

FRUIT
Private Label
Dole
Townsend Farms
Wyman’s
Dole Ready-Cut Fruit
Wyman’s of Maine
Goya
Sunrise Growers
Well-Pict
Cascadian Farm Organic

10.4 61,568,500
11.8 37,067,420
(3.3)
9,487,234
29.3
2,098,914
15.9
1,262,607
(8.0)
1,635,693
46.4
1,121,072
3.0
1,029,544
11.3
682,380
9.7
1,138,880
15.5
200,888

14.1
13.0
7.2
29.3
19.9
(6.6)
46.4
2.6
17.7
9.7
16.1

TURKEY/TURKEY SUBSTITUTE $250,337,400
Jennie-O Turkey Store
$94,056,990
Private Label
$35,942,980
Shady Brook Farms
$29,446,390
Honeysuckle White
$21,069,900
Butterball Everyday
$20,460,550
Foster Farms
$11,318,190
Perdue
$8,004,777
Jennie-O
$5,523,085
Harvestland
$5,022,738
Butterball
$3,788,137

$188,420,700
$121,005,000
$24,798,870
$5,993,746
$4,399,526
$3,716,776
$3,427,265
$2,925,357
$2,124,141
$2,037,372
$1,335,694

0.4
0.4
(8.2)
3.5
4.8
(4.7)
(7.9)
3.2
6.3
3.6
17.7

15.3
15.1
2.8
27.3
19.8
(5.2)
48.2
6.2
17.2
12.3
12.0

42,391,730
28,155,040
4,564,221
699,638
979,347
780,103
373,691
1,173,673
447,398
227,776
368,978

FRESH BAKED BREAD/ROLL/BISCUIT $150,434,100 (2.0) 55,471,660
Private Label
$38,050,240
(0.4)
16,741,530
New York
$36,856,990 (0.0) 12,945,320
Pepperidge Farm
$20,907,360
(7.8)
7,767,316
Sister Schubert’s
$16,857,800
(1.8)
4,440,589
Cole’s
$10,977,070 (10.2)
4,649,049
Pillsbury Grands
$6,057,062 (13.6)
1,654,062

(2.5) 50,586,210 (2.1)
(2.5) 16,256,440
1.6
1.7
9,684,423
2.1
(6.0)
5,423,652 (6.2)
(1.8)
4,796,154 (10.0)
(12.1)
3,698,737 (13.4)
(15.1)
3,453,760 (11.8)
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5

Number of frozen department
subcategories that sold more
than 45% of total volume
during the most recent
12 weeks with merchandising support. Not surprisingly,
given the time of the year,
they all fall under the ice
cream and novelties banners.

00000000

Between 1960 and 1977, the
secret number authorizing
U.S. presidents to launch
nuclear missiles. Jimmy Carter
reportedly once sent a jacket
to the dry cleaners with the
code still in the pocket. Really.

11.0%

Dollar gain by frozen cheesecakes (to $28,609,130) —
almost as impressive as the
segment’s 12.2% advance in the
refrigerated department.
Nos. 2 and 5, private label
(+43.7%) and Atlanta
Cheesecake Co. (+97.6%),
were key drivers.

1

Number of top 5 frozen
subcategories that saw dollars
expand during the most recent
12 weeks. Of the five, which
together represent more than
40% of total department sales,
only ice cream registered a
gain (+0.2%), providing
one explanation for the
department’s overall loss.

5

Number of 3.9-inch steel nails
removed from a piece of
wood in 32.4 seconds by world
record holder René “Golem”
Richter — using only his teeth.

Mary B’s
Mamma Bella
Joseph Campione
Furlani
MIXED VEGETABLES
Private Label
Birds Eye Steamfresh
Birds Eye
Green Giant
Pictsweet
Flav-R-Pac
Pictsweet Deluxe Steamables
Green Giant Antioxidant Blend
Green Giant Simply Steam
Pictsweet All Natural

$2,761,245
$2,453,370
$1,931,580
$1,808,570
$149,921,100
$64,201,360
$29,211,100
$14,351,530
$6,734,862
$4,099,527
$3,361,860
$2,813,326
$1,997,354
$1,982,084
$1,810,936

16.3
(4.9)
(5.6)
8.6

995,096
798,826
771,125
1,072,151

1.5 78,349,270
(0.3) 37,842,340
4.1 14,881,760
0.4
4,398,430
101.3
3,492,495
(11.0)
2,199,532
(12.7)
691,572
(6.4)
1,956,236
1.8
982,190
(52.4)
1,244,409
(3.6)
928,210

24.0
3.7
(8.7)
(1.5)

1,641,864
591,925
545,215
640,896

2.0 83,781,900
1.9
(0.7) 43,279,820
0.9
6.4
11,417,620
6.2
(3.2)
8,779,530
0.1
151.9
2,290,011 98.3
(13.5)
2,473,428 (8.9)
(13.4)
2,091,683 (17.9)
1.9
1,236,402 (10.6)
(3.4)
542,110
1.4
(51.2)
622,215 (49.9)
(0.3)
1,337,419 (0.8)

BREAKFAST ENTREES
$127,592,500
Jimmy Dean Breakfast Bowls
$26,956,710
Jimmy Dean
$22,825,990
Private Label
$18,763,440
Aunt Jemima
$14,841,770
Weight Wtchrs Smrt Ones Smrt Beginnings $4,313,657
Weight Watchers Smart Ones
$4,013,145
Jimmy Dean Skillets
$3,593,721
Farm Rich
$3,516,266
Krusteaz
$3,342,571
Jimmy Dean Delights
$3,158,715

1.0 44,691,000
1.3 33,068,700 (2.7)
18.6 10,830,290
16.5
4,852,282
14.5
(4.5)
3,416,849
(9.5)
5,759,114 (5.5)
12.9
8,707,460
14.2 6,826,064
4.1
(15.1)
6,815,389 (18.2)
4,260,572 (20.0)
*
1,620,844
*
840,099
*
(19.5)
1,505,632 (16.4)
541,537 (12.8)
(21.3)
805,626 (20.5)
906,329 (20.5)
3.2
768,181
0.3
1,683,396
4.3
(3.1)
998,383 (0.8)
1,306,223 (3.0)
(3.4)
1,251,314 (4.9)
547,450 (4.9)

SAUSAGE
Banquet Brown ‘N Serve
Private Label
Jimmy Dean
Johnsonville
Purnell Old Folks
Farmer John
Jones Golden Brown
Hormel Little Sizzler
Williams
Rudy’s Farm

0.4
(4.5)
(2.5)
13.0
(13.3)
16.6
(2.3)
1.8
(5.7)
(18.9)
14.5

$108,094,100
$29,531,820
$19,805,300
$14,152,980
$7,828,487
$5,653,177
$4,454,001
$3,975,281
$3,525,113
$1,798,430
$1,631,610

MEAT SUBSTITUTES
$97,690,270
Morningstar Farms
$39,365,510
Morningstar Farms Grillers
$10,820,190
Boca
$9,270,364
Morningstar Farms Chik Patties
$4,482,631
Gardein
$3,557,495
Tofurky
$3,468,426
Morningstar Farms Grillers Prime $3,405,049
Gardenburger
$2,652,591
Lightlife Smart Dogs
$2,587,733
Lightlife
$1,753,548

41,218,980
19,969,680
4,053,317
3,549,010
1,109,990
757,917
3,220,541
1,783,261
2,321,273
286,037
184,001

(2.2) 25,708,780
3.1 10,383,260
(8.4)
2,680,481
(26.3)
2,526,719
(10.4)
1,216,694
78.8
819,239
21.7
871,072
(12.6)
941,722
0.6
707,283
(6.7)
649,540
26.2
503,795

(0.5) 32,436,870
(4.9)
9,013,341
4.7
6,148,672
16.2 2,990,869
(6.8)
2,219,975
18.0
1,867,419
(4.5)
1,617,598
(0.5)
742,464
0.3
1,740,954
(13.9)
614,226
20.8
602,514
(4.0)
(2.0)
(10.4)
(24.4)
(9.9)
68.9
19.3
(9.7)
2.1
(6.4)
19.8

FZ YOGURT/TOFU
$96,351,670
15.0 26,788,710
15.7 58,239,800
For top-10 brand data, see our story on Ice Cream & Frozen Novelties in this issue.
POT PIES
Marie Callender’s
Banquet
Stouffer’s Signature Classics
Stouffer’s
Swanson
Boston Market
Amy’s
Willow Tree
Blake’s
Private Label

$94,526,470
$49,239,810
$35,147,480
$2,173,702
$1,964,143
$1,169,419
$1,143,344
$1,103,743
$973,498
$517,409
$180,849
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0.0
(2.4)
(4.0)
10.4
(15.3)
20.2
(4.6)
(1.9)
0.3
(29.7)
17.5

18,157,320 (2.7)
7,779,529
1.7
1,909,919 (6.9)
1,853,936 (30.5)
760,434 (9.9)
607,112 104.7
548,577 24.3
588,576 (9.7)
442,052
2.1
506,605 (6.6)
327,546
19.9
6.9

3.5 60,238,030
4.8 38,204,880
2.8
(0.3) 16,354,320
0.3 17,857,270
(1.2)
13.9 40,030,990
12.9
17,513,560
12.9
(5.2)
814,261
(4.7)
508,913 (4.7)
(8.8)
632,672 (8.6)
632,672 (8.6)
(35.2)
1,196,902 (38.6)
523,644 (38.6)
25.7
416,797
37.5
416,797
37.5
0.1
308,840 (0.2)
145,695 (0.4)
29.3
187,331
23.8
249,076 24.5
59.7
108,103 73.0
98,052 39.6
(82.0)
25,424 (98.0)
48,186 (91.7)

*Number is either not available, or very high, indicative of a recent launch working off a small base.
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DAVE’S
MARKETPLACE
A Rhode Island independent thrives
amid the 800-pound gorillas.
BY WARREN THAYER

W

hat would you do if you
had nine grocery stores in
a market with 10% unemployment? And just to make this a
bit more challenging, what if your
stores were in Rhode Island, surrounded by Walmart supercenters,
Stop & Shop, Shaw’s, SuperTarget,
CVS and Walgreens?
Well, if you were Dave’s Marketplace, based in East Greenwich, R.I.,

now you would be reinvesting in all your stores with
new cases, new interior décor packages and additional
landscaping, looking to
attract new customers and
expand on perishables.
You would also be expanding your largest store
by more than 8,000 square
feet to accommodate the
demand for more produce,
prepared foods, seafood
and an expanded highly
sought after café. (The company also owns a gift store,
bringing the total number
of units to 10.)
To get a handle on one
of the East’s best success
stories, we chatted with
Mike Saccoccia, director of
procurement.

Dave’s likes to keep it simple, but it packs
a lot of departments and items into
30,000-35,000 square feet.

What are some elements
that have been key to your
success?
Perishables have led the way
for us, along with local seafood and produce. Since our
beginnings in 1969, we have
established ourselves as having the freshest produce and
perishables – with outstanding quality. Having certain
healthy items can build almost
a cult-like following of people
who will come to your store
just to buy them.
We go to many shows
throughout the country like
Expo East and filter through
new products that include
organics, non-GMO, natural,
gluten-free and vegan foods.
We look for trends that our
customers are talking about
Mike Saccoccia, director of procurement for
– trends that our customDave’s Marketplace, is optimistic about the
ers are interested in learning
growth of frozen low-cal and organic entrees, more about – trends that we
and Mexican, Indian and Asian options.
feel will bring value to our
marketplace. Some people
(retailers)
seem to think that if a new
you’d have been adding more stores
product
doesn’t
sell as fast as Cheerduring the past few years. You’d have
ios
right
off
the
bat,
that they have
become the largest independent groto
make
twice
as
much
money on it.
cer in Rhode Island, and right about
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We don’t do that — we put the best
possible price on new products from
the beginning and then sample it to
everyone to demonstrate how good,
how unique the product is.
Storewide, we put our reputation
out there daily — and it shows. Our
kitchen areas provide fresh food daily
with our hot bars, salad bars, sushi
stations, dim sum bars, and our fresh
brick-oven pizza. Our standards are
very high – as are our customer’s
standards: they trust us and we hold
that trust in high esteem. We also
work hard to serve customers who
have food allergies, or want organic
or gluten-free products. Many people
just want better foods in general, and
we set ourselves apart with our offering for them.
Given the competition all around
you, and the cost of healthier foods,
do you run into problems with
price image?
Smaller guys like us can be perceived
as being a bit higher, but we give
shoppers values and I think they
know that. I do a lot of price checks,
and we don’t play the gasoline card
game, for example. You don’t need a
card to actually get the value here.
We don’t play games with pricing –
where different customers can get
different deals based on points or by

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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having a membership card. We give
quality and value with a shopping experience that is exceptional. We run
strong ads that keep our customers
focused on our good deals, and we
focus on the products that customers
are interested in.
What are some of the softer sides
of that value, besides price?
Consistency and quality, which in
turn has built trust. We have to earn
that trust, of course, but people feel
more relaxed and have a tendency
to buy foods they really enjoy when
they trust you. And we really do have
a friendly atmosphere. Customers
make requests for something new or
special every day, and we work to fill
their needs, which helps build our
reputation. When you walk in the
door, there’s free coffee. We must
give away a million cups a year —
people love it! They look forward to
stopping by after work, getting what
they need and grabbing a quick cup.
It’s an investment in our customers
that they appreciate.
Also, a great deal of thought has
gone into our store designs and
remodels, to make them easy to
shop. We keep it simple, but pack
a lot of departments into 30,00035,000 square feet. Our wholesaler
(Bozzuto’s, Cheshire, Conn.) has
been really wonderful here, helping

How do you
differentiate your
offering in frozen
and refrigerated?
We have more vegetarian lines — people want healthy and
convenient foods at
a value. Some of our
What’s your cusstrongest lines are
tomer base like,
Morningstar, Fortune
demographically?
Yakisoba Noodles,
It goes from one
Franklin Farms
end of the specand Tofurkey. New
trum to the other.
lines are continually
We serve the guy
emerging and vying
who works everyfor customers’ attenday and packs a
tion. We work hard
lunch, all the way
to bring in new items
to the professional
— to try new things.
who lives alone and
People will work
wants to pick up
with a vegetarian
something good
protein, and doctor
to eat at home
it up with sauces and
instead of going to
spices. Plain tofu is a
a restaurant. Each
‘We have more vegetarian
strong seller for that
of our locations
lines — people want
reason. We look for
services this broad
healthy and convenient
re-sealable packagspectrum. Fundafoods at a value,’ says
ing, and things like
mentally, all our
Saccoccia.
cut cheese in small
customers are lookenough
sizes
for
just two people to
ing for fresh, healthy and delicious
use
without
waste.
We do well with
foods. Sometimes, for one person
frozen
gluten-free
bread,
organic veg– other times for family dinner. Our
etables
and
frozen
yogurts
or frozen
customers have come to rely upon us
soy
ice
cream.
We
had
great
results
for great tasting, good foods: every
from
the
very
start
with
Yasso
frozen
demographic values that.
yogurt bars, and premium ice creams
sell pretty well, too. It doesn’t have
to be a big package, either — people
like the small reusable containers
and they don’t have to worry as much
about freezer burn. Frozen organic
fruits sell well to people who want to
make a smoothie without throwing
away the rest of the fruit.
us with remodels
and providing us
with information
and good contacts.
We’re a small company, but they treat
us like a big one.

The stores’ kitchen areas provide fresh food daily — from pastas to dim
sum to brick-oven pizza.
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What about frozen entrees?
Frozen entrees are a tough category,
especially since we do so much with
our prepared kitchens (along the perimeter). I still see opportunity with
some of the frozen low-cal and organic options, and Mexican, Indian
and Asian entrees. And, for another
example, Ramar Foods (Kusina)

Frozen Ready-Dough , Heat & Serve Rolls and Exciting New Monkey Bread!
®

Bridgford products are simple to prepare and have that special “home-baked flavor” everyone loves!
Your customers will appreciate the convenience, as well as the exceptional quality. All Bridgford products
are supported with Free Standing Insert ads in newspapers and strong promotional programs.

For instant service or more information, contact us at

800-854-3255

Bridgford Foods, P.O. Box 3773, Anaheim, California 92803

www.bridgford.com
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makes terrific Filipino frozen entrees.
Frozen gluten-free options are also
strong in the frozen department —
filling that quick but somewhat tasty
void for prepared gluten-free options.
But the days of TV dinners are definitely over.
Do you make a point to buy local?
Yes. We buy a lot of local product
from farmers and small vendors. For
example, Narragansett Creamery’s
yogurt is very popular among our
customers. There’s something in our
flier every month showcasing a local
supplier. They generally have a strong
sense of ownership and will come
in and do demos. People in Rhode
Island love their local products — we
get e-mails from people who have
moved to Florida or wherever, wanting us to ship them Rhode Island
products, and we do.
Our market is very different, so it

KICKS OFF

COOL FOOD

FOR KIDS
This year’s program distributes
health/nutrition education
curriculum to more than 20,000
schools, spreading the word
about the benefits of frozen and
refrigerated foods.

T

he National Frozen &
Refrigerated Foods Association
(NFRA), Harrisburg, Pa.,
and leading brands are once again
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of national data. What’s good
nationally may not work here,
and vice versa. Colombo
yogurt used to be huge for us,
but it didn’t do well enough
elsewhere in the country and
General Mills dropped it.
Often, national numbers don’t
mean anything here.

‘Our market is very different, so it is
important for vendors to come in with
regional sales numbers instead of
national data,’ Saccoccia notes.

is important for vendors to come in
with regional sales numbers instead

actively addressing the childhood
obesity problem through their
annual Cool Food for Kids in-school
education program kicking off this
month.
The Cool Food for Kids health/
nutrition education curriculum is
being distributed now to more than
20,000 elementary schools across the
nation. The program takes students
on a “farm to fork” journey via print
and video to meet the people behind
their favorite frozen and refrigerated
foods. The curriculum includes activities emphasizing to busy families
how frozen and refrigerated foods
can be part of healthy meal solutions.
“Cool” in-class activities help
students learn more about healthy
food choices and the importance of
daily physical activity. New this year,
a whiteboard-ready online learning
game expands the program both in
and out of the classroom. It teaches
kids to put together a nutritious meal
that includes every food group on the
MyPlate chart. For parents, there is a
take-home letter about the benefits of
family mealtime and a chance to win

How are you doing with
energy costs?
The cost of running cases
is soaring through the roof.
Cases need to be very efficient.
We have about 60 doors of
frozen foods in our stores. The
coffins are not cost-efficient to
run, and they take up a lot of
space. But they do a great job
of displaying the product and
so they sell the best. We’re always looking for ways to make
our cases more efficient. n

the Cool Food for Kids Sweepstakes
on NFRA’s consumer Web site www.
EasyHomeMeals.com. Prizes include
cash, digital tablets and fitness bands.
October Cool Food for Kids has
added promotional power as NFRA
continues its public relations efforts
to change and enhance the conversations about frozen and refrigerated foods. NFRA’s Cool Food Panel
of food experts and dietitians are
blogging about the effort. NFRA
spokesperson, celebrity chef Aida
Mollenkamp, is sharing Cool Foods
messaging and specially-created
recipes on NFRA’s Easy Home Meals
social properties. Cooking with
Caitlin and Mr. Food’s Test Kitchen
are sharing Cool Food for Kids
videos and recipes with their online
audiences.
NFRA has also created a Cool
Food for Kids digital toolkit for its
members so they can join the initiative. The toolkit includes links to the
print and online activities for them
to share with their audiences and
messaging to create social media
posts. n
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MID-SIZE
AND WISE
There are more opportunities than ever for
enterprising, mid-sized private brand manufacturers.
Here are five points to keep in mind.

seriously. What are the retailer’s financial objectives and
how are their buyers compensated (what impacts their
bonus structure?). What are industry influencers saying
about them in the press (what is Frozen & Refrigerated
Buyer saying about them!)? Do buyers mention experiencing frustration in their efforts to get the private brand
items they want? I was recently reading about the great
success Avis had with its “We Try Harder” ad campaign
geared to leverage its No. 2 position behind Hertz as a
positive. The premise of the campaign, “we work harder
to survive,” is a message I believe will resonate with many
buyers.

BY AL GREENWOOD

3. AVOIDING THE TRAP

I

Manage buyer expectations and quickly jettison those
promises you cannot fulfill. No one likes to be strung
along, but I have seen manufacturers say yes to everything a retailer asks for until they finally have to acknowledge they cannot fulfill all of those promises. Staying out
of this trap is important.

n the past few years,
many manufacturers
focused on growing their
business and moving along
with the rising tide of private brands. Many of them
are achieving that growth
and are now focusing on
improving profitability.
AL GREENWOOD
Consolidation is impacting
this trend.
It makes sense that these manufacturers are looking at
ways to rationalize their offerings, decrease formula variability and packing changes, etc., to improve profits. At
the same time, we see almost daily news coverage confirming that consumers are increasingly more accepting
of private brands.
This indicates a growing market for private brand items
that may be considered niche by some larger manufacturers. Herein lies the opportunity for mid-sized
manufacturers.

They may need you, but is the retailer going to take a
chance on you? Showcasing successful business partnerships with highly regarded retailers goes a long way. It
doesn’t have to be a PowerPoint slide with 50 logos on it
— just pick a few and talk about how you have succeeded.

5. CLOSING THE LOOP
Are you comfortable sharing financial information? Can
you play up the fact that you are owned by a successful private equity firm or divulge the amount you have
invested in new machinery? Recognize that some retailers

There is a growing market for private
brand items that may be considered
niche by some larger manufacturers.

1. THE SEARCH

Moves by mid-sized manufacturers are going to
most immediately impact small-to-mid-sized retailers. These retailers will be the first to have difficulty
developing unique items to help them differentiate from
their competition. There are many retailers out there who
are having such conversations with their larger suppliers — and they are not all small chains. Determining who
they are and where the resulting opportunities are takes
work. Sales people, non-competing manufacturers, direct
calls to buyers, brokers, etc., can all be important resources in gathering this information.

2. THE UNDERSTANDING
I have seen both large and small suppliers gain an advantage by making the effort to really understand their retailer customers. We at Daymon Worldwide take this very
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will be uncomfortable if their orders represent one-third
or more of your company’s total sales. It may seem counterintuitive, but some retailers will be uncomfortable representing such a high percentage of your company’s sales.
We are seeing a natural, even healthy, pruning in our
industry. And everyone can win as the private brand “pie”
grows. Some players can focus on efficiencies, while midsized players can make a good living on the opportunities
that “pruning” opens up. n
Al Greenwood is director, supplier relations, at Daymon
Worldwide, Stamford, Conn. He can be reached at
agreenwood@daymon.com.

®

Have your cake… and sell it too!

Hav -a -Bite...
It’s a Piece of Cake!

INTRODUCING

It’s a Piece of Cake!

TM

Delicious Cake Balls in a variety of ﬂavors.

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

EXPO EAST

WALKING
EXPO EAST
Here are some items of interest I found during the
Natural Products Expo East last month in Baltimore. It’s
not a complete list — hey, I couldn’t be everywhere!
BY WARREN THAYER
Seven Spoons Food (www.sevenspoonsfood.com),
Marietta, Ga., introduced a line of internationally inspired skillet meals for two:
Chicken Biryani (northern Indian
Mughlai cuisine); Vegetable
Thai Green Curry; and Quinoa
Vegetable Biryani. The items
feature all-natural ingredients
with no artificial flavors, colors
or preservatives. There are fewer
than 500 calories per serving,
and fewer than 30% of calories
from fat. The meals are ready in
15 minutes.
Van’s Natural Foods (www.vansfoods.com), Vernon,
Calif., will soon launch Love Your Heart Totally Natural
waffles, made with whole wheat, whole grain barley and
whole grain oats. The waffles have seven grams of fiber
per serving to help lower cholesterol. They are packed six
to the eight-ounce box and come 12 to the master case.
Feel Good Foods (www.feel-good-foods.com), San
Francisco, debuted gluten-free frozen egg rolls in chicken,
vegetable and shrimp varieties. Packed three to the
nine-ounce box, the items
are made with all-natural
and non-GMO ingredients,
without MSG, preservatives or artificial flavors.
They carry a suggested
retail of $4.99.

and Potato Stix (original, jalapeno and curry varieties).
The all-natural-vegetarian and hand rolled items have no
MSG, GMO, trans fat or preservatives.
Monterey Farms (www.montereyfarmsartichokes.
com), Salinas, Calif., exhibited its ArtiHearts artichoke
hearts in Grilled, Buffalo, Herbal and Natural flavors. The
all-natural U.S.-made products can be eaten out of their
six-ounce bags, hot or cold and have a 90-day shelf life.
To give you a feel for the product, here’s the description
of the Grilled variety: “Steamed, then tossed with olive oil
and expertly grilled… a delightfully smoky, fresh-off-thegrill flavor that practically melts in your mouth.” Get the
idea? I could live on these.
Beyond Meat (www.beyondmeat.com), El Segundo,
Calif., will soon make its frozen Grilled, Southwest and
Lightly Seasoned Chicken-Free Strips available in trays,
rather than the existing bags.
Grainful (www.grainful.com), Ithaca, N.Y., introduced
“the first dinner entrees to extend the oat category beyond breakfast.” There is more than one serving of 100%
whole grain steelcut oats in every
10-ounce meal.
All-natural without preservatives,
artificial colors or
flavors, the products
come in Vegetarian Chili, Unstuffed
Pepper, Porcini
Mushroom Chicken
and Andouille Sausage. Suggested retail is in the range of
$4.99-$5.99.
Smart Flour Foods (www.smartflourfoods.com),
Austin, Texas, debuted gluten-free frozen pizzas in three
flavors: Classic Cheese, Garden Margherita and Uncured
Pepperoni. Instead of using rice flour, the company makes
its products with a blend of sorghum, amaranth and teff.

Foods by George (www.foodsbygeorge.com), Mahwah,
N.J., had a new dairy-free version of the company’s awardwinning gluten-free cheese pizza. The seven-inch thin
crust pizza, which fits in most toaster ovens, is also free
of casein, lactose and cholesterol.

Go Veggie! (www.goveggie
foods.com), North Kingstown,
R.I., introduced dairy-free
Strawberry Cream Cheese
at the show. The eight-ounce
vegan product is free of cholesterol, casein and gluten, and
carries a suggested retail in the
range of $3.99.

Lucky Foods (www.luckyfood.com), Beaverton, Ore.,
showed Spring Rolls (chicken flavor, original flavor and
Thai style), Pot Stickers (traditional, and sweet and sour)

Special Tea Foods Ltd. (wwwspecialteafoods.com),
Victoria, B.C., introduced Deebee’s Organic Tea Pops in
five flavors: Cherry Berry, Mint-A-Licious, Mango Tango,
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Classic Iced Tea and Coconut Groove. The frozen items
are full of organic fruit, contain no refined sugars and
come in organic, non-caffeinated herbal and traditional
tea varieties. They are certified non-GMO, organic, kosher and vegan, and are gluten-, dairy-, nut- and soy-free.
Suggested retail is $7.99-$8.49 for a box of six, or $2.49 for
an individual bar.
New from geefree
(www.geefreegluten
free.com), New City,
N.Y., are gluten-free
puff pastries. Varieties are: Spanakopita,
Franks in a Blanket
and Chicken Pot Pie.
Hilary’s Eat Well (www.hilaryseatwell.com), Lawrence,
Kan., introduced all-natural Root Veggie veggie burgers. With ingredients including millet, turnips, sweet
potatoes, expeller pressed coconut oil, beets, psyllium
husk powder — all of them organic — the items are free
of GMO ingredients, preservatives, artificial colors or
flavors, gluten, dairy, soy, corn, yeast, egg or nuts. They
can be prepared in any standard toaster, on the grill, in
the oven or on a stovetop skillet.
Daiya Foods (www.
daiyafoods.com),
Vancouver, B.C.,
launched dairy-, soyand gluten-free pizzas
featuring zesty sauce
and gourmet toppings.
The vegan, thin-crust
pizzas come in four
varieties: Cheeze
Lovers, Fire-Roasted
Vegetable, Margherita, and Mushroom & Roasted Garlic.
Ranging from 14.6-16.6 ounces, they carry suggested
retails of $9.99.
The Spinach Ball Company (www.spinachball.com), Ft.
Wayne Ind., exhibited a variety of — what else? — spinach balls that can be served as appetizers, side dishes or
meals. The all-natural items are a blend of spinach, herbs,
spices and bread crumbs, all stuffed with various cheeses
and then baked. Rich in vitamins and a good source of
calcium, they have no GMOs, MSG, or trans fats. The
products have a shelf life of 45 days when refrigerated,
and one year when frozen. Packaged with dill dip, they
come in flavors including Feta, Monterey Jack, Spicy Jack,
Kale Creole Cream Cheese, and all-natural seasoned
bread crumbs.

Health Is Wealth (www.healthiswealthfoods.com), a
division of Bylada Foods, Moonachie, N.J., exhibited three
varieties of all-natural frozen mini pizza bagels: Vegan,
Cheese and Sausage. Made with organic sprouted flour
and organic tomato sauce, the items are 70% organic.
Packed nine to the seven-ounce box, they carry a suggested retail of $2.99-$3.49. Packaging is 100% recycled
paperboard.
Cape Cod Select (www.capecodselect.com), Carver,
Mass., rolled out 16-ounce Cranberries Plus Apples and
Cranberries Plus Bluberries. Fresh-frozen without additives or preservatives, they have no GMO ingredients
and are an excellent source of antioxidants and fiber. The
premium products are billed as ideal for baking, making sauces, chutneys, as a topping, or making healthy
smoothies. Suggested retail is $4.69-$4.99.
Cedar’s Mediterranean
Foods (www.cedarsfoods.
com), Ward Hill, Mass.,
launched three new hommus flavors: Edamame,
Red Pepper Lentil and
Chipotle. The eight-ounce
all-natural items are free
of cholesterol and trans
fats. Suggested retail is
$3.39-$3.69.
The Quesadilla Store (info@quesadillastore.com), Long
Island City, N.Y., debuted six bold-flavored all-natural
refrigerated quesadillas at the show. The items, with a 30day shelf life, are: Wild Mushroom, Fresh Tomato Salsa,
Spinach & Goat Cheese, Manchego & Truffled Corn,
Refried Black Bean & Cheese and Chipotle Shrimp. Suggested retail is $3.99-$4.49.
Green Wave Smoothie Pops (www.greenwave
smoothies.com), Charleston, S.C., blend whole fruit and
greens (not juice) in vegan
frozen novelties. Blending
retains the full benefit of the
dietary fiber in the fruits and
vegetables and also improves
absorption of key nutrients.
Dairy-, soy- and gluten-free,
the pops are low-calorie
alternatives to sugary frozen
treats and have no added
sugar. “Kalelicious” ingredients include banana, orange,
mango and kale. “Greena Colada” ingredients include banana, spinach, coconut, lime
and pineapple. Each box has four three-ounce pops.
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B’More Organic (www.bmoreorganic.com), Baltimore,
exhibited half prints of skyr, which looks and tastes like
Greek yogurt. It’s made with skim milk, so it’s naturally
very low in sugar and is fat-free. It’s also an excellent
source of protein and calcium. Much of the lactose is
consumed by the bacteria, so it can be consumed by
people who are lactose sensitive.
The special bacteria culture also gives skyr its taste
and makes it full of healthy probiotics. Flavors available
are: vanilla, mango banana, banana, plain and caffe latte.
10% of after-tax profits go to Johns Hopkins Hospital
breast cancer research. Suggested retail is $2.49.

Sukhi’s Gourmet Indian Foods (www.sukhis.com),
Hayward, Calif., introduced Indian Bites in four flavors:
Samosas and Chutney (spiced potato pockets with peas
and cilantro chutney), Masala Meatballs (gluten-free
Indian spiced chicken meatballs with masala sauce), Aloo
Tikki (gluten-free spiced potato croquettes with peas and
cilantro chutney) and Spinach Pakoras (gluten-free potato

and spinach fritters with tomato raisin chutney). The
meatballs are 10 ounces, and the rest are 12 ounces.
Nine Sons Rising (9sonsrising.com), Greenville, S.C.,
introduced Southern-style all-natural
sweet potato biscuits. Flash-frozen (not
pre-baked), they go from freezer to table
in 12 minutes. There are eight biscuits
per 14-ounce box.
Maple Hill Creamery (www.maple
hillcreamery.com) , Stuyvesant, N.Y.,
rolled out drinkable kosher yogurt in
six flavors: Maple, Plain, Vanilla, Wild
Blueberry, Lemon and Orange Crème.
The 100% grass-fed creamline yogurt is
made with certified organic whole milk
from a handful of small farms in upstate
New York. SRP for the 12-ounce bottles
is $3.49.
Three Twins Ice Cream (www.threetwinsicecream.
com), Petaluma, Calif., exhibited its “inconceivably delicious organic ice cream.” The company has 10 flavors in
pints, three flavors in single-serve cups, two flavors in
1.5-quart sqrounds and more on the way, according to
its Web site. A few of the varieties: Strawberry Je Ne Sais

Leader of the Packs

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

3460 John F. Donnelly Dr., Holland, Michigan 49424

•

616.786.0900

•

requestfoods.com

Quoi, Fair Trade Vanilla Bean Speck, Mint Confetti and Dad’s Cardamom.

Frozen Guru (www.frozenguru.com), Boca Raton,
Fla., exhibited all-natural Flour-Free Waffles that
are also free of gluten, dairy, yeast, egg, oil and
preservatives. Made with silken soy puree and
gluten-free rolled oats, they come in three flavors:
Sweet Banana (7 ounces, vegetarian), Coconut
Chia (7 ounces, vegetarian) and Blueberry Chia
(6.1 ounces, vegan). Billed as having the lowest
carbs and sodium of any waffle on the market, the
waffles feature high Omega 3 content due to the
flax seed and chia content. Each serving has 8-9
grams of protein and 4-6 grams of fiber. They are
recommended for the toaster oven, but can also
be prepared in a microwave. Each
6_SR_FrznRefrBuyerMag_HalfHorizAd.pdf
1 package
3/20/13 has
4:20six
PM
waffles, and a suggested retail of $5.69.

New Hope Natural Media, Boulder, Colo., launched NEXT
(www.nextknows.com), a portfolio of data and analytics
to help members of the natural products industry identify
future trends and position product offerings and more. For
starters, it tracks data about ingredients and products exhibited at Expo East and Expo West, giving you a quick headsup on trends about, soy, gluten-free, chai and so on. The
portfolio also
has segments
that provide
insights about
consumer
segmentation
and buying
habits, which
products are
on a trajectory
for growth, expertise needed for entrepreneurial manufacturers to succeed, and identify new product opportunities.
“Having the pre-eminent database of pre-shelf data means
we’ve captured meticulous details about ingredients and
products before they hit the mainstream and applied big data
analytics to glean market leading insight for our customers,”
added Bill Tuohig, vp, product leader at New Hope. “The solutions we are rolling out will help businesses bring the right
products to the market and maximize their opportunity to
win in the marketplace.” n

EXPRESS LANE

PERSONALIZING

PIZZA

It’s a strong trend in foodservice. Here’s what the retail
market can do to compete.
BY MATHEW MANDELTORT

C

ustomized Mexican
food concepts have
been popular in the
quick-service restaurant
world for awhile. By now,
everyone knows that you can
choose from a variety of rice,
beans, proteins and sauces
to build your own burrito
at Chipotle, Qdoba or other
chains.
Mathew Mandeltort
But not everyone knows
that the same personalized
principles are being applied to pizza. Emerging chains
such as Uncle Maddio’s and Pie Five have focused on
made-to-order pizza with unique, high quality ingredients. Thanks to revolutionary fast-baking ovens, the
cooks take the order, prepare and serve the pizza in 10
minutes or less. In fact, Blaze pizza boasts on its Web
site that “Every gourmet pizza is fast fire’d over a blazing open flame to perfectly crisp perfection in just 120
seconds.”
Consumers get the benefit of a personalized pizza pie
and get to watch it being assembled. This transparency
carries a health halo — with so much concern over clean
labels, pure ingredients and fresh offerings, being able
to see the ingredients and watch the construction of the
meal is a value-add to customers.
In a 2012 study, Technomic found that consumers age
18-34 ate pizza more than four times in a typical month.
That’s a huge market for both retailers and foodservice
operators. And while loading up a pizza with extra toppings will incur extra charges, the individual check at
Uncle Maddio’s averages a very competitive $8.50.

for adventurous customization. Make sure your product
portfolio includes a few exotic concepts.

2. Offer builder options, including…
• A spice pack to vary the heat or flavor notes of a pie.
• An infused oil pack (for a flavored crust) to create a
more upscale offering and finish to a pizza.
• Meat and veggies pouches for customers sharing a pie
who only want certain ingredients on half the pie or want
to combine them how they like.

3. Use premium ingredients/socially-conscious ingredients that are sourced, just like at fast-casual restaurants. Think Neiman Ranch Pepperoni, or hormone-free
sausage.
4. Suggest recipes for jazzing up standard pizza offerings. For example, three new concepts by adding three
ingredients to a plain pepperoni pizza or recipes for
leftover pizza.
5. Market around the convenience and affordability
of frozen pizzas. They’re an at-home staple, or a pricesensitive solution for a pizza craving.

6. Go at the breakfast day part. Existing frozen breakfast pizzas have only scratched the surface, compared
with foodservice options. Pizza frittata for breakfast?
Pizza quiche?

7. Go at the p.m. snack daypart. Snacking has become
huge. Make a better option for snacking besides chips,
salty snacks, candy or even high-calorie smoothies.
Wouldn’t that be a hoot if a well-crafted snack pizza had
fewer calories than a large smoothie? (Pizza — it’s not just
for breakfast anymore!)

8. Adopt on-trend ideas from other segments.
• Pretzel bread is very popular with chains nowadays.
(Took them awhile!) Why not a pretzel crust?
• Pull a Taco Bell and partner with an ingredient supplier to innovate out-of-the-box. Doritos Locos Pizza
anyone?
• Don’t be afraid to go the indulgence route. Be the first
one on the block to come out with a fried pizza item. (The
Chip Shop in New York City does a pizza that is batterdipped and fried.)

9 WAYS TO FIGHT BACK

9. Look overseas for inspiration. Pizza in other countries is other-worldly.
• Malaysia: Mediterranean Chicken Pizza with french
fries on top.
• South Korean: Coconut Shrimp Pizza (available at
Pizza Hut).
• India: Corn and Jalapeno. n

1. Push the envelope on new, cutting-edge flavor profiles, such as Thai, Indian, regional Mexican, regional
Chinese, Middle Eastern etc.
Part of the appeal of “build-your-own” is the opportunity

Mathew Mandeltort is a managing 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.

Here are some things branded and private label pizza
manufacturers can do to meet new restaurant-driven
trends and keep from losing share.
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GOLDEN PENGUINS

PENGUIN

WINNERS STRUT
Outstanding merchandising will be
recognized for efforts during three
NFRA-led promotions this year.
BY PETER PENGUIN

A

mber and Golden Penguin
awards will be presented
Oct. 22 at the Grand Awards
Banquet during the National Frozen
& Refrigerated Foods Association
(NFRA) convention in San Diego,
Calif.
Retailers, manufacturers and brokers are to be honored for outstanding merchandising and promotion
during March Frozen Food Month,
June Dairy Month and June/July Ice
Cream & Novelty events.

AMBER WINNERS
The special Amber Penguin commemorates three consecutive
Golden Penguin awards, and winners must then sit out competition
for one year. Silver Penguin awards
are typically presented at local association meetings.
Judges included marketing professionals from accredited colleges and
universities. Winning entries demonstrated the effective use of promotional elements such as in-store
programs, advertising, consumer
education, creative use of merchandising materials and special displays.
Joined by 18 participating brands,
NFRA increased awareness for
March Frozen Food Month by
distributing a three-page FSI including coupons and package shots
to more than 36 million consumers across the country on March 3.
NFRA partnered with DreamWorks
Animation and the theatre release of
The Croods. The tie-in encouraged
consumers to enter the DreamWorks
Family Adventure Sweepstakes
hosted on NFRA’s EasyHomeMeals.
com consumer Web site. Fans of
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NFRA’s Easy Home Meals Facebook
page had the chance to win a freezer.
A Hussmann glass-top freezer was
awarded each week during March.
A panel of bloggers who acted as
frozen food ambassadors during the
month delivered the message that
frozen food is Real Food - Frozen.
Called “Cool Food” panelists, they
included Estela of Weekly Bite, registered dietitian; Alison of Ingredients,
Inc., nationally known cookbook author and recipe developer; and Angie
of Eclectic Recipes, recipe developer
and blogger. Each blogger linked to
NFRA and Easy Home Meals from
their own Web sites and developed
recipes and tips in support of March
Frozen Food Month.

2013 MARCH
FROZEN FOOD
MONTH
GOLDEN
PENGUIN WINNERS
Co-op Wholesaler
Wakefern Corporation, Keasbey, N.J.
Corporate Wholesaler
Bozzuto’s Inc., Cheshire, Conn.
Local Frozen Food Association
Over 50 Members
Frozen Food Council of Northern
California, Hollister, Calif.
Manufacturer - Branded
Ateeco Inc./Mrs. T’s Pierogies,
Shenandoah, Pa.

GOLDEN PENGUINS

Military Commissary
Overall Store Promotion
*Yokota Commissary, Japan
Assisted by:
Acosta Sales & Marketing
(Military Division), APO AP

Retail Supermarket
Best Endcap Display
Top Supermarket #520 Dansville, Dansville, N.Y.
Assisted by: Nestle USA Pizza Division, Derby, N.Y.
*Will receive an Amber
Penguin.

Military Commissary
Best Department Display
Yokota Commissary, Japan
Assisted by:
Acosta Sales & Marketing
(Military Division), APO AP

SILVER
PENGUIN WINNERS

Military Commissary
Best Endcap Display
Fort Bragg North Commissary, Fort Bragg, N.C.
Assisted by: Acosta Sales &
Marketing, Jacksonville, N.C.
Sheppard AFB Commissary,
Sheppard AFB, Texas
Military Sales Agent
*Acosta Military, Norfolk, Va.
Retail Corporate Chain or
Division 10 - 50 Stores
Harmons Grocery,
West Valley, Utah
Retail Corporate Chain or
Division Over 50 Stores
Weis Markets, Sunbury, Pa.
Assisted by: Crane
Communications Inc.,
Bala Cynwyd, Pa.
Retail Sales Agent
Douglas Sales Associates,
Inc., Piscataway, N.J.
Retail Supermarket
Overall Store Promotion
Chris’ Food Center,
Sandstone, Minn.
Assisted by:
Dean Foods, Esko, Minn.
Retail Supermarket
Best Department Display
Kings Supermarket #49,
Bedminster, N.J.
Assisted by: Douglas Sales
Associates, Piscataway, N.J.
Wharton ShopRite,
Wharton, N.J.
Assisted by: Douglas Sales
Associates, Piscataway, N.J.
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Co-op Wholesaler
Associated Wholesalers, Inc.,
Robesonia, Pa.
Corporate Wholesaler
Supervalu,
Pleasant Prairie, Wis.
Local Frozen Food Assn.
Over 50 Members
Frozen & Refrigerated Foods
of Central Florida, Temple
Terrace, Fla.
North Florida Frozen & Refrigerated Food Association,
Fleming Island, Fla.
Military Commissary
Overall Store Promotion
Camp Foster Commissary,
APO AP, Calif.
Assisted by:
Ruiz Foods, Dinuba, Calif.
Military Commissary
Best Department Display
Fort Bragg North Commissary, Fort Bragg, N.C.
Assisted by:
Acosta Sales & Marketing
Ft. Leonard Wood Commissary, Fort Leonard Wood, Mo.
Assisted by: Acosta Sales &
Marketing (Military Division),
Norfolk, Va.
McClellan AFB, McClellan
AFB, CA
Military Commissary
Best Endcap Display
Eglin Commissary,
Eglin AFB, Fla.
Assisted by: Acosta,
Fort Walton Beach, Fla.
Ft. Sam Houston Commis-
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sary, San Antonio.
Assisted by: Advantage
Marketing, San Antonio.
Military Sales Agent
Dunham & Smith Agencies,
Prince George, Va.
Retail Corporate Chain or
Division Under 10 Stores
Dan’s Supreme Key Food,
Hempstead, N.Y.
Retail Corporate Chain or
Division 10 - 50 Stores
Albertsons LLC South West,
Tolleson, Ariz.
Food Maxx Supermarkets,
Turlock, Calif.
Kings Food Markets,
Parsippany, N.J.
Mars Supermarkets,
Baltimore.
Retail Corporate Chain or
Division Over 50 Stores
A & P, Montvale, N.J.
Ahold USA, Carlisle, Pa.
Key Foods, Staten Island, N.Y.
Roundys Supermarkets Inc.,
Milwaukee.
Safeway Inc.,
Pleasanton, Calif.
Save Mart Supermarkets,
Modesto, Calif.
Retail Sales Agent
Acosta Sales & Marketing Safeway Team,
Pleasanton, Calif.
Retail Supermarket
Best Department Display
Save Mart #94, Lathrop, Calif.
Shoprite of Manahawkin,
Manahawkin, N.J.
Assisted by: Douglas Sales
Associates, Piscataway, N.J.
Retail Supermarket
Best Endcap Display
Albertson’s #981,
Chandler, Ariz.
Assisted by:
Co-Sales Co., Phoenix, Ariz.
Bashas #110, Mesa, Ariz.

Assisted by: The Pictsweet
Company, Bells, Tenn.

2013 JUNE
DAIRY
MONTH
AMBER
PENGUIN WINNERS
Manufacturer
Private Brand
*Stremicks Heritage Foods,
Santa Ana, Calif.
Military Commissary
Overall Store Promotion
*Fort Leonard Wood
Commissary, Fort Leonard
Wood, Mo.
Assisting company:
Dunham & Smith Agencies,
Prince George, Va.
Corporate Wholesaler
*Bozzuto’s, Inc.,
Cheshire, Conn.
Retail Corporate Chain or
Division Over 50 Stores
*Safeway, Inc.,
Pleasanton, Calif.
Retail Supermarket
Overall Store Promotion
*Chris’ Food Center,
Sandstone, Minn.
Assisting company:
Land O’Lakes, Esko, Minn.

GOLDEN PENGUIN
WINNERS
Corporate Wholesaler
Supervalu Inc.,
Pleasant Prairie, Wis.
Local Association
Over 50 Members
Frozen & Refrigerated Foods
of Northern California,
Hollister, Calif.
Manufacturer Branded
Land O’Lakes Inc.,
Arden Hills, Minn.
Military Commissary
Best Department Display

Fort Leonard Wood
Commissary,
Warrensburg, Mo.
Assisting company:
Dunham & Smith,
Prince George, Va.
Military Commissary
Best Endcap Display
Fort Bliss Commissary,
El Paso, Texas.
Assisting company:
Dunham & Smith
Agencies,
Prince George, Va.
Retail Corporate Chain
or Division 10 - 50 Stores
Harmons Grocery,
West Valley, Utah.
Retail Sales Agent
Crossmark, Plano, Texas.
Retail Supermarket
Overall Store Promotion
Pick n’ Save
Menomonee Falls,
Menomonee Falls, Wis.
Assisting company:
Kemps, Cedarburg, Wis.
Retail Supermarket
Best Department Display
Rueben’s County Market,
Hartford, Wis.
Assisting company:
Kemps, Cedarburg, Wis.
Retail Supermarket
Best Endcap Display
Albertsons #952, Phoenix.
Assisting company:
Co-Sales Company,
Phoenix.
Bales Marketplace,
Aloha, Ore.
Assisting company:
Co-Sales Northwest,
Tigard, Ore.
Retail Supermarket
Over 50 Stores
Ahold USA, Carlisle, Pa.

SILVER
PENGUIN WINNERS
Manufacturer Branded
Florida’s Natural Growers,

Woburn, Mass.
Military Commissary
Best Department Display
Fort Bliss, El Paso, Texas.
Assisting company:
Dunham & Smith,
Prince George, Va.
Military Commissary
Best Endcap Display
Fort Leonard Wood,
Warrensburg, Mo.
Assisting Company:
Dunham & Smith,
Prince George, Va.
Retail Corporate Chain or
Division 10 - 50 Stores
Albertsons Southwest
Division, Tolleson, Ariz.
Food Maxx, Turlock, Calif.
Kings Super Markets, Inc.,
Parsippany, N.J.
Retail Corporate Chain or
Division Over 50 Stores
Wakefern Food
Corporation, Keasbey, N.J.
Retail Supermarket
Best Department Display
Monmouth County Market
#139, Monmouth, Ill.
Safeway #969,
Moraga, Calif.
Assisting company:
Co-Sales Safeway Team,
San Ramon, Calif.
Retail Supermarket
Best Endcap Display
Albertsons #989,
Mesa, Ariz.
Assisting company:
Co-Sales Company,
Phoenix
Ballard Market, Seattle.
Assisting company:
Co-Sales Northwest,
Tigard, Ore.
Retail Supermarket
Overall Store Promotion
Sullivan IGA, Sullivan, Ill.

Custom Pizza Manufacturing
Since 1967

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

Refrigerated

•

Frozen

•

Service Deli

•

Private Label

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

•

CANADA

•

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

www.sapiazza.com
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GOLDEN PENGUINS

NFRA NAMES ICE CREAM/NOVELTY
PENGUIN WINNERS
Awards will be presented at NFRA convention.

W

inners of Golden Penguin awards for merchandising excellence during the
June/July Ice Cream and Novelty competition will be honored Oct. 22 in
San Diego at the annual convention of the National Frozen & Refrigerated
Foods Association.
This year, one winner will receive an Amber Penguin to commemorate three consecutive Golden Penguin awards. Silver Penguins, also listed here, are typically awarded
at local association meetings.
Here is a list of all Penguin awards in the rookery:

2013 ICE CREAM
& NOVELTIES
GOLDEN PENGUIN
WINNERS
East Central
*Elmer’s County Market
#180085, Escanaba, Mich.
Assisting company: Kemps
LLC, Two Rivers, Wis.
Northeast
Riesbeck’s #007,
St. Clairsville, Ohio
Assisting company:
Wells Enterprises/Blue
Bunny, Aliquippa, Pa.
Pacific/Western
Food Maxx #486,
Watsonville, Calif.
Yokes Fresh Market #10,
Spokane, Wash.
Assisting company:
Wells Enterprises/Blue Bunny, Spokane Valley, Wash.
Yokes Fresh Market Deer Park, Deer Park, Wash.
Assisting company:
Wells Enterprises/Blue
Bunny,
Spokane Valley, Wash.
Southeast
Walmart #2928,
Goose Creek, S.C.
Assisting company:
Wells Enterprises/Blue
Bunny, Goose Creek, S.C.
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Southwest
Belton HyVee #1034,
Belton, Mo.
Assisting company: Wells
Enterprises/Blue Bunny,
Lee’s Summit, Mo.

LeMars, Iowa.
Walmart #2253,
El Cajon, Calif.
Assisting company: Wells
Enterprises/Blue Bunny,
Ramona, Calif.

West Central
Pick ‘n Save Waterford,
Waterford, Wis.
Assisting company:
Kemps, Cedarburg, Wis.
Pick ‘n Save Pewaukee,
Pewaukee, Wis.
Assisting company:
Kemps, Cedarburg, Wis.
*Will receive an Amber
Penguin

Southeast
Priceless Foods #488,
Hendersonville, Tenn.
Assisting company: Wells
Enterprises/Blue Bunny,
Hendersonville, Tenn.
Harveys #2384, Tifton, Ga.
Assisting company: Wells
Enterprises/Blue Bunny,
Hazlehurst, Ga.

SILVER
PENGUIN WINNERS
East Central
Schnucks #744,
Newburgh, Ind.
Assisting company:
Wells Enterprises,
Newburgh, Ind.
Walmart #1809,
Jonesville, Mich.
Assisting company: Wells
Enterprises/Blue Bunny,
Marshall, Minn.
Pacific/Western
Bashas #79, Tucson, Ariz.
Assisting company: Wells Enterprises, Inc., Tucson, Ariz.
Albertsons #6601,
Glendora, Calif.
Assisting company: Wells
Enterprises/Blue Bunny,
OCTOBER 2013

Southwest
Ft. Leonard Wood Commissary, Ft. Leonard Wood, Mo.
Assisting company:
Dunham & Smith Agencies,
Prince George, Va.
Price Cutter Plus #3,
Springfield, Mo.
Assisting company: Wells
Enterprises/Blue Bunny,
Springfield, Mo.
HyVee #1398,
Manhattan, Kan.
Assisting company: Wells
Enterprises/Blue Bunny,
Topeka, Kan.
Gene’s Heartland Foods,
Dodge City, Kan.
Assisting company: Wells
Enterprises/Blue Bunny,
Dodge City, Kan.
Passantino’s Sunfresh #325,

Independence, Mo.
Assisting company: Wells
Enterprises/Blue Bunny,
Independence, Mo.
West Central
Chris’ Food Center,
Sandstone, Minn.
Assisting company:
Kemps LLC, Lindstrom, Minn.
Pick ‘n Save Kenosha,
Kenosha, Wis.
Assisting company:
Kemps LLC, Cedarburg, Wis.
Crossroads County Market
#386, Wausau, Wis.
Assisting company: Wells
Enterprises Inc./Blue Bunny,
Stevens Point, Wis.
Festival Foods #18-1496,
Mauston, Wis.
Assisting company:
Wells Enterprises, Inc.,
DeForest, Wis.
HyVee #1610,
Sioux City, Iowa.
Assisting company: Wells
Enterprises/Blue Bunny,
Sergeant Bluff, Iowa. n

REFRIGERATION COSTS

NEW TECH SAVES

ON REFRIGERATION
New ways to keep your compressors happy and healthy
can also save you serious cash and aggravation.

M

ost retailers know that refrigeration is by far
the most costly equipment to run in a supermarket. Indeed, it accounts for between 44%
and 62% of energy consumption, depending on location,
according to a report by E Source, Boulder, Colo.
What retailers may not
know is that to get the most
out of their refrigeration,
they need to pay close attention to the compressor — the
linchpin of the system and
the part most responsible for
its performance.

resulting improvements included easier troubleshooting,
reduced maintenance costs, increased compressor reliability and greater system uptime.
Another chain that has leveraged this technology is
Lowe’s Market, Littlefield, Texas. The chain was able to
reduce energy consumption by 4%, handle 85% of its
compressor diagnostics remotely and extend the life of its
compressors, according to another Emerson case study.
Lowe’s proactive monitoring and service at 50 stores improved refrigeration performance to the point of preventing more than $100,000 in product losses the first year,
the study noted.
As a result of installing the CoreSense Protection system along with Copeland Discus compressors, Premier

EQUIPMENT
MONITORING
Fortunately, advances in
equipment-monitoring technology are making it easier
to do just that. One example
is the CoreSense Diagnostics
system, which is integrated
into — and keeps a sharp eye
on — the Copeland Discus
compressors widely used in
the supermarket industry.
Both the diagnostics and the
compressors are made by
Emerson Climate Technologies, Sidney, Ohio.
Price Chopper’s installation resulted in easier troubleshooting, reduced
In the past, retailers
maintenance costs, increased compressor reliability and greater system uptime.
depended on service techs
using mechanical or basic
Refrigeration, a contractor based in Platte City, Mo.,
electronic temperature and pressure controls to monitor
averted two potential compressor failures within weeks
compressors. With the advanced diagnostics, “you’re not
of a start-up, as described in another Emerson case study.
relying on techs checking the store on a monthly basis
The Food Safety Modernization Act, which the Food &
and hoping he’s doing all of his checks right,” said Mitch
Drug Administration is in the process of implementing,
Knapke, refrigeration marputs added pressure on retailers to ensure the reliability
ket manager for Emerson.
of their refrigeration equipment. As a result, “a lot of peo“It feeds information out
ple are looking at electronics to help (maintain product
automatically.”
safety) vs. doing manual checks,” said Knapke.
Price Chopper, a NorthEmerson is known for providing a range of store
eastern chain based in
Schenectady, N.Y., wanted to augment the operation of its equipment monitoring technology, notably its E2 Facility Management System store controllers that oversee
refrigeration system and decided to install the Copeland
everything from compressor groups, condensers and
Discus Digital compressor with CoreSense Diagnostics,
cases to walk-ins, HVAC units and lighting. Emerson also
according to a case study published by Emerson. The
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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.

REFRIGERATION COSTS

provides enterprise monitoring software that make it easier for chains to
quickly zero in on “problem stores.”
For smaller retailers, Emerson offers
its own monitoring services.

REMOTE MONITORING
The CoreSense diagnostics take that
oversight one step further by allowing remote monitoring of the electrical impulses coming out of the compressor. The diagnostics, in effect,
use the compressor as a “sensor” to
predict and diagnose system health.
“With the CoreSense Diagnostics,
we have an electronic control module
on the compressor that’s communicating to the store controller,” from
which data can be viewed remotely,
Knapke explained. “So you’re feeding
richer information from the device
level. It’s much more insightful information than what we had in the past.”
The integration of the equipment also
simplifies the wiring of the equipment
— a common challenge that bedevils
refrigeration installations.
For about five years, Emerson has
offered a basic version of the integrated CoreSense system (CoreSense
Protection) that looks at a compressor’s oil pressure and motor temperature. The basic system, for example,
alerted Premier Refrigeration to a
compressor problem by issuing a
high-motor temperature alarm
with a low oil
warning notice,
said Emerson.
The company released the
more advanced Diagnostics version
two years ago. “We’ve added more
features such as power (i.e., voltage
and current) monitoring and motor
protection as well as one common
wire,” noted Knapke. The system can
track input history over several days.
The integrated CoreSense/Copeland compressors are typically
installed in new stores or remodels;
Emerson does not currently offer the
ability to retrofit an existing compressor with the CoreSense system,
though some retailers have been able

to do that themselves. Emerson does
not sell the compressors directly to
retailers; they are part of a complete
refrigeration system marketed by a
vendor such as Hill Phoenix or Hussmann. Knapke could not comment

Lowe’s Market reduced
energy consumption by
4%, handled 85% of its
compressor diagnostics
remotely and extended
compressor life.

on the cost the CoreSense
technology would add to a
refrigeration system.
While the Diagnostics unit
has experienced limited adoption
(about 5% of annual installations),
early adopters “are beginning to
take advantage of the data” generated by the system, said Knapke.
Moreover, the company is still refining the technology. “We feel it has
far more potential, and the industry
is ripe for that.”
The key advantage of the diagnostics is that if a compressor is determined to be under-performing, it
can be serviced before experiencing
an expensive failure. “The analogy is

the need to turn the compressor
on and off, modulation increases a
compressor’s reliability and lifespan
while reducing maintenance. In the
store, it leads to more stable case
temperatures — and less product
loss — as well as less defrost and
more consistent expansion valve
operation.
The diagnostics are also able to
ascertain whether there is a problem with a compressor’s contactor
(power switch), which can also
deter shutdowns. “When you have
a contactor that goes bad, it’s only
pulling in one leg of power,” said
Knapke. “That’ll cause severe
damage to the compressor
and cause it to fail.”
One of Premier Refrigeration’s technicians was able to
discover that a contactor point on
a compressor was beginning to fail
and addressed it before the compressor itself went down, according to
Emerson. Without diagnostics, a
service technician “may not notice it
and allow the contactor to continue
to fail,” Knapke observed.
Refrigerant leaks — a costly and
environmentally damaging aspect of
commercial refrigeration — are also
reduced with the integrated compressor system. In the past a number
of accessories would be mounted
onto the compressor
via tubing subject to
leaks, but that tubing
is eliminated in the
integrated CoreSense/
Copeland compressor.
Moreover, Emerson
manufactures the integrated system
in its facility so it is not subject to
the leak-inducing vagaries of in-store
installations.
But retailers may need to prepare their technicians and other
employees for the new technology
and its associated process changes.
Rather than rely on one specialist
to use the system, retailers should
try to “duplicate that person across
the enterprise to fully utilize the
equipment and software,” Knapke
advised. n

The Food Safety Modernization Act puts
added pressure on retailers to ensure the
reliability of their refrigeration equipment.
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your car,” said Knapke. “ People are
used to changing the oil every 3,000
miles but now you have sensors that
tell you that there’s 50% oil life left,
etc.” It’s the difference between being
proactive and reactive, he said.

MATCHING THE LOAD
Another feature built into the CoreSense Diagnostics is “modulation,”
matching the refrigeration load in
the cases to the compressor’s capacity so that the compressor only works
as hard as it needs to. Eliminating

®

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

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
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GUERRILLA
VS. GORILLA
How some small and nimble retailers
and vendors are gaining share against
the 800 pounders.
BY WARREN THAYER

T

he days of conventional warfare are over
for both retailers and manufacturers.

For decades, I’ve been hearing that “the small retailer (or manufacturer) is
being squeezed to death by consolidation and the 800-pound gorillas.” Okay,
that’s partly true. The landscape is in fact littered with the wreckage of retailers
who tried to out-price Walmart or run “me-too” stores. Same for manufacturers
who thought innovation was too scary and that business would go on as usual
forever.
But since I was a pup, there have always been small innovative, risk-taking retailers and manufacturers who kept a step ahead of the gorillas. These guerrilla
fighters share many of the same characteristics. So it should be no surprise that
the lessons of manufacturers often apply to retailers and vice versa.
In researching
this story, I focused
more attention than
usual on manufacturers, because
there are lessons
to be learned from
them and about
them. Almost
invariably, those lessons can be extrapolated and used by retailers. And the fact
is, innovative retailers and innovative manufacturers need each other now more
than ever.
For a Tier-2 retailer to differentiate — and that’s the only true road to survival
— it needs a steady supply of innovative products. Those generally come from
Tier-2 manufacturers, whether regional or niche players. Smaller retailers can’t
survive by stocking the same items as Walmart. (Duh!) But too many of them
are afraid to be first with truly innovative items from smaller vendors. They’d
rather pick pockets for slotting and funny money instead of focusing on the
consumer. Big mistake, although I’m sure it doesn’t apply to you.
I hope you read the story about the success of Dave’s Marketplace on page 28.
It’s actually a pre-requisite for reading this story, so if you haven’t read it, I’m

For a Tier-2 retailer to differentiate
— and that’s the only true road to
survival — it needs a steady supply
of innovative products.
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sorry, but please stop and turn
back there now. I’ll wait.
Researching is always so much
more fun that writing, so I’d better get started with my story. But
I have to say that along the way,
I learned from Nielsen’s Todd
Hale that the No. 1 brands have
been losing share during the last
two years. Who’d have guessed
that? And in chatting with Black
Monk founder Ryan Mathews, I
learned yet again that he’s much
smarter than I am, which really
ticks me off sometimes. Ah, well.
Onward…

LEAD BRANDS
ARE LOSING
SHARE!
Who’d have thunk it? But recent
Nielsen data shows that the No.
1 brands have lost nearly a full
percentage point during the
past two years!

S

o, are the lead brands really
killing off the mid-tier? It
would be difficult indeed to
prove that based on Nielsen data
released this summer.
The research firm studied

58,000 of the lead brands across all outlets in the United
States, and came up with some interesting numbers. Let’s
take a look:

UNIT SHARES
		
Lead Brands
Private Brands
Other Brands

2011
25.8%
20.9%
53.3%

2012
25.1%
21.1%
53.8%

2013 Point Change*
24.9%
(0.9)
21.1%
0.2
54.0%
0.7

For the 52 weeks ended July 2, 2011, June 30, 2012
and June 29, 2013.
*Unit share point change versus two years ago.
The lead brands in the chart above are the No. 1 manufacturer brands. In cases where private label is No. 1 in
a category (as would
be the case with milk,
for example), the topranked manufacturer
brand would then be
identified as the “lead
brand” for our purposes
here.
As you can see, the
lead brands actually lost nearly a full percentage point in
unit share during the past two years. Private brands had a
gain of 0.2 points while other brands grew by 0.7 points.
Is that a stampede? No. But it’s certainly not suggestive
of a collapse of the smaller brands. In many cases, the
No. 2 and No. 3 manufacturer
brands have picked up most of
the share from No. 1. But not
always. It isn’t hard to find categories where small brands have
had a significant positive impact
on their segments.
Todd Hale, Nielsen’s senior
vp of consumer and shopper
insights, notes that it is still possible for small brands to come
out of nowhere to dominate
a category or niche in a very
TODD HALE
short time, pointing to Chobani
yogurt as just one example. Using social media to build
brand advocates can also be very effective — “If you look
at Dollar Shave Club on youtube, you can get a good look
at how clever digital advertising can be.”
Even old established brands that seem near death
can come back with proper nurturing, he adds. Old
Spice, Hale says, came out with innovative new products
targeted to younger males, leveraged a new advertising
campaign and created an image that brought the brand
back to life.

There’s little if any
statistical correlation between trade
promotion levels
and product sales.

“When you look at brand performance, it’s really about
understanding what consumers buy and why, and how
they respond to product benefits. The whole story is about
innovation,” according to Hale. “There has to be more
investment in innovation, instead of a focus on price or
the next great trade deal.”

PROMO DOESN’T HELP
Hale sees little if any statistical correlation between
trade promotion levels and product sales. He points to
high levels of growth in many categories regardless of levels of trade promotion. And Nielsen data actually shows
there are more growth categories where promotional
support has fallen.
Summing it all up, Hale notes that “Consumer demand
and product innovation are bigger factors than promotion
in category growth or decline.”

ADVICE FOR THE
SECOND TIER
Thoughts for vendors (and retailers) fighting the
800-pound gorilla.
BY RYAN MATHEWS

C

onventional wisdom holds that second-tier manufacturers won’t survive the ongoing tsunami of
industry consolidation. Of course, that’s been the conventional wisdom for 10, 20 and — in some cases — 30 years,
and many of the firms perennially found on capitalism’s
endangered species list have managed to, at least so far,
defy the laws of commercial Darwinism.
So, what should second-tier firms do?

THE FOUR CHOICES
There really are only four choices: get larger; get smaller;
stay the current course and hope for the best; or fold.
Let’s look at them in order.

• The easiest way to get larger is to merge with or acquire
another company. Of
course – even if they
stand on each other’s
heads – a marriage of
midgets does not create
a giant. Putting together
two underperforming
firms more often than
not creates a brand
spanking new underperforming company. The problems
that plagued the individual companies remain – or are
magnified in the new enterprise.

Underperforming
SKUs should be
pruned, as should
underperforming
human assets.

• Getting smaller may be a successful strategy for some
second-tiers provided they are shedding fat rather than
OCTOBER 2013
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muscle. Underperforming brands, line extensions, sometimes even rationalizing size assortment can reduce a
company’s overall sales but increase their margins.
• Staying the course has worked for some companies but
complacency isn’t really a good strategy for anyone. And,
while dumb luck can, no doubt, get some companies a lot
further along than they deserve, it too isn’t a recipe for
long-term success.

with 100% certainty. We got
ahead of the game and set up
our manufacturing and supply
chain to be able to sustain our
growth and be able to ensure
our retailers were getting
quality product, on time.

Anything you’d have
done differently?

• Finally, selling out is always a strategy worth think-

ing about while a failing company still has some market
value. Likely buyers? Other second-tier companies pursuing the “Get Larger” option. If selling out isn’t possible,
selling off the assets and folding the company may be the
only viable path.

Are there things second-tier companies can do short of
a commercial “Hail Mary,” such as developing a wonder
product or securing the rights to the next big thing?
The answer is a guarded “Yes”.
All second-tier firms should do as much internal
housekeeping as possible before they do anything else.
Underperforming SKUs should be pruned, as should
underperforming human assets.
Once that’s done second-tier manufacturers would
be well advised to see what unserved, or underserved,
niches exist inside their current and emerging markets.
These niches could be based around price, size, variety
or other characteristics. By focusing on areas larger
manufacturers haven’t pursued, some second-tiers might
discover a second — or even third — wind. Of course,
then again, there may be a reason why nobody is trying
to fill that niche that looks so inviting.
Ryan Mathews is founder and CEO of Black Monk
Consulting, and an internationally recognized futurist
and author.

HOW YASSO SUCCEEDED
Boston-based Yasso Frozen Greek Yogurt is one of the
industry’s best recent success stories. We chatted with
Amanda Klane, co-founder.

What are some of the things you did right, or
differently, to grow so quickly?

The No. 1 thing we did right was offer a line of products
that filled a void in retailers’ shelves, which was high
quality, truly nutritional novelties. We achieved this
through the use of Greek yogurt, which allowed us to
make products that were nutritionally beneficial as well
as having clean ingredients. We also set ourselves up to
be able to grow quickly when the opportunity presented
itself. You can’t grow and establish relationships with
retailers if you do not have the ability to service them
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Anytime you make a change to
packaging, formulas, etc., you
can say you maybe should have
done them differently originally. But I think most important, you need to listen to feedback and make changes
to continuously improve. No one is perfect and there are
always ways to improve, so we just focus on making those
changes as needed.
AMANDA KLANE

It’s hard getting onto the shelf as a newbie.
Any advice?

You have to offer something different and be ahead of the
game. Also, you have to make sure the retailer can trust
that you are able to sustain their business without any
issues. Customer service is extremely important and you
need the retailer to know you can play with the big guys
and service them 100%. Building a team you can trust to
work with retailers to help improve and execute is also
very important. You usually get one shot to prove yourself, so you need to make the most of it.

TYSON’S STRATEGY

‘O

ur marketing strategy for success is simple —
segment, concentrate, dominate. We identify a
promising market segment, concentrate our resources
in it and ultimately gain
for Tyson Foods a dominant share of that segment.’ — Don Tyson, late
chairman of Tyson Foods,
in a letter to shareholders.
I’ve always called this
Tyson’s three-word MBA.
It is a good strategy for
any business, including
retail. How many small
and mid-size retailers have
DON TYSON
really identified a segment
of their market, concentrated their resources on it and worked to dominate that
niche? Well, at least the successful ones have! n
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A RETAILER

I suppose that is successful to a
certain extent, but there’s no focus.
It’s not really doing us any favors, or
them either. They should look at their
resources and create a justification for
going after certain retailers in certain
markets. Then, when they get a success, they can use that story line to go
after a different market next year.
If you have a $2 million ad budget,

to take something off the shelf to put
them on, and go to an internal meeting to provide justification for that.
I’d love it if a vendor came in and
said something like, “We looked at
this category, and you’re carrying
Candid thoughts of a major retailer
four brands. One of them is a me-too,
about differentiation, and best
and it’s ranked No. 4 with a 5% share.
practices he wishes more vendors
We’d like to replace it with our item
would follow.
in these four metro areas in these
specific stores.” Boy,
worked for a small
that’d be great.
manufacturer early
We expect vendors to
in my career and
know their own prodwe had to define how we
ucts well, and that’s
were going to spend our
usually true. But what’s
limited resources and get
often lacking is their
on the shelf. It was the
knowledge about us and
usual things — slotting
our market. They need
fees, free cases for each
to invest the time and
store with new products,
effort to know how our
and so forth.
stores look and operIf we weren’t paying
ate. Often, because they
slotting in some instancknow one of our metro
es but other retailers
areas, they think they
were getting it from us,
know how we operate
we had to provide someeverywhere. Not true.
thing to balance things
Many retailers have difout. If we could pay for
ferent ways of using, or
‘Vendors should understand that their product isn’t likely
slotting with product
not using, a loyalty card
to match up with all of our stores, and be realistic.’
instead of cash, that was
from market to market,
better. Your margin was
for example.
already built in to the
Most buying departprice, and you came out ahead.
don’t even think of going to Los
ments don’t have the time to teach
Angeles. It might work for you in
sales reps about our business. We exDEFINING THE MARKET
Denver or Charlotte, if you target
pect people to come to the table with
We made a point to define which
the retailers that align with you and
an understanding of our chain.
retailers were right for us and our
what you can spend. Vendors need to
WANTED: IDEAS
product. I wish more vendors today
be realistic, or they wind up hurting
would do that, rather than just
I most appreciate a sales call when
everyone.
throwing things against the wall to
We always ask vendor reps, “Why
people come in with ideas on price
see if they stick somewhere. But so
should I put your product on my
points, promotion plans, distribution
many smaller vendors don’t target
shelf? What gap are you filling? And if plans, planograms and merchandisyou aren’t
ing. I’m not saying I’ll follow all their
filling a
ideas, but it is good to hear them out
gap, what
if they have good market knowledge.
are you
I look at new products as if I were a
even doing consumer. Why would I want to buy
here?’
this new salad dressing when I have
specific markets. A lot of them just
Vendors should understand that
my favorite brands already? And as
come in and say “Hey, we’ve got
their product isn’t likely to match up
a buyer, how is this product going to
something,” and they try to sell it to
with all of our stores, and be realistic. grow my category?
everybody they possibly can. No con- We’re in several markets, and the
Second-tier vendors can go far with
sumer research, and no real thought
local market knowledge — but they
demographics are quite different.
about distribution.
What’s more, we will very likely have need to put in the time and effort. n

SPEAKS OUT

I

‘Second-tier vendors can go far with local
market knowledge — but they need to
put in the time and effort.’
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NEW!

Here’s why retailers
nationwide are sweet on

According to 2012 52-week
Nielsen data:

•Leading brand for frozen
cream puffs and éclairs
•Largest U.S. producer of
premium European desserts
•Aggressive coupon marketing
and trade promotions
•New packaging and website
Join us today at
www.delizza.us

•Ranked among the top five
U.S. brands in Bakery/
Dessert cakes/Frozen sales
volume
•The ONLY brand to post
gains in sales/units sold
For samples and sales information, please contact:

Delizza Patisserie • 252-442-0270 • 6610 Corporation Parkway, Battleboro, NC 27809
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ADVICE FROM A

BRANDING EXPERT
Mid-size retailers and vendors need each other,
and can help each other grow.
BY TAJA DOCKENDORF

M

id-size retailers and vendors can help each
other tremendously by working together to
provide market differentiation and growth.
Let’s look at opportunities for retailers in their private
label positioning.
While mid-size retailers have to control every nickel,
one thing that is often overlooked is management of the
price gap between national brands and private label.
In the frozen food department, store brands tend to
be 24% lower than branded products, according to a
Nielsen study.

MIND THE GAP
With this in mind, stores should look to close this gap
with alternative mid-tier brands. By allowing this level
of diversity in product options and price point, the
store is better positioned
to stand out among its
market competitors. This
also creates a more diverse
offering and appeals to a
deeper consumer base. It
significantly increases the
potential for incremental
sales gains at retail.
Mid-size vendors also
need new and innovative
ways to stay relevant, since
top-tier brands and private
TAJA DOCKENDORF
label dominate the shelves.
They have the advantages of being nimble, at the forefront of trends and being intrinsically more interesting
out of the gate.
But they also need to take real risks in product development, look for differentiation and experiment with
innovations. This can take many forms, from exploring ingredients in alternate ways to marketing online to
building a more active brand experience via sponsorships
and experiential events.
In the words of Albert Einstein, one thing is certain:
“We can’t solve problems by using the same kind of
thinking we used when we created them.” Here are some
approaches that have helped my clients garner deeper
brand awareness:
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—Creation of smaller product lines to engage a new market segment.
—Re-branding the line to keep up with design and packaging trends.
—Taking a hard look at packaging and labor costs to
reduce retail cost.
—Co-packing for companies wanting to test new products without managing the full process. This is a great
way to build
capital while
still supporting
your own product line growth.
—Building a
presence online.
Couple this
with promotional events and lifestyle-driven event sponsorship to further define your brand culture and speak
directly to current and future customers.
Make sure that you still align with the passion of what
you are producing. Confirm that the products you are
creating also exude an underling transparency and honesty. Consumers are smart, and have acquired finely tuned
radars — they are drawn to the brands that resonate with
them. So if your market share is shrinking, take a hard
look at your brand, what you stand for and what makes
you unique. Then stay nimble and re-emerge in a way that
the big brands don’t expect.

Stores should look to close
the private label/big brand
margin gap with alternative mid-tier brands.

Taja Dockendorf is founder and creative director of
Pulp+Wire (www.pulpandwire.com), a Portland, Me.based brand strategy, packaging and launch firm.

‘NO MORE
ME-TOO’S’

Verbatims from a retailer on how vendors can help
him differentiate.

“P

lease stop presenting us with me-toos. I look
for the smaller vendors to provide us with
real differentiation, and the ability to act
quickly without 40 layers of bureaucracy. Show me that
you can do that, and present items that have a really good
hook. Pick something you’re good at and go with it, depending on what strength you bring to the party. Be ready
with insights about the consumers who buy your product,
and why they’re a good match for me. And once you have
items in my stores, keep an eye on them. If something
isn’t working, come to me with an idea of what’s wrong
and how to fix it before I consider delisting it.” n
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GETTING

7. See if, as a small vendor, you can spend your money on
marketing instead of slotting.

DOOR

9. Know your consumer, and the retailer’s consumers.

IN THE

12 tips for mid-size vendors
looking to get in the retailer’s
door and stay on the shelf.
BY DAN RAFTERY

1. Have a new product. If you don’t have one, get one. A
good one.
2. If you can’t get the retailer to return your calls, be a

detective and find someone who can. Might be a specialty
distributor, broker or mutual friend on LinkedIn.

3. Provide the retailer with regional taste information.
Have data, or taste profile consumer research.

4. Think ethnic cuisine.
5. Think “Made in USA.” It’s getting stronger.
6. Have clean labels, and fewer ingredients.

‘TAKE IT TO
THE TRENCHES’
Based on a conversation with Frank Dell, president,
Dellmart & Co. (www.dellmart.com), Stamford, Conn.

I

f you’re a small brand that is dying a slow death,
try taking your battle to the store level instead of
focusing entirely on chain
headquarters. Make sure your
brand is solid locally — think of
the IGA model and how they are
so involved in their communities
with charities, sports teams and
so on. This can work for manufacturers, too.
At the store level, remind the
consumer about your brand
using testing, sampling and
promotion. Everyone thinks
FRANK DELL
sampling is for new products,
but that’s a mistake. A lot of
older brands can get pushed aside and forgotten about.
Keep a store-level presence, and both consumers and
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8. Go with in-store sampling, especially with a new
product.

Make sure they match.

10. Talk benchmarks. Don’t hide from this question.
What is expected in cases per week, and what if you don’t
reach that number? Have an exit strategy.

11. Monitor what’s happening in-store. If products aren’t
cut in everywhere, or shelf tags aren’t in place, you’ll have
a “false failure” on movement.
12. Help the retailer’s margin
squeeze. Keep in mind that a
truly new product can come in
with a higher price point because
there’s no history of something
similar. n
Dan Raftery (Dan@RafteryNet.
com) is president of Raftery
Resource Network and a member
of this magazine’s editorial
advisory board.

DAN RAFTERY

in-store personnel will know you better, and you’ll be
less likely to be bumped off the shelf.
Consider a different-size pack so you aren’t going
head-to-head with a nearly identical item at Walmart or
the big chains.
It’s also really important to watch how your consumer
is trending, demographically. Many brands rely on the
boomer generation, but this group is aging and dying off.
Is your brand attractive to younger consumers coming
up? If not, you need to fix
it, and fast. Find the best
way for your products to
move down the age scale.
Some of the chains you
have been selling to may
be redefining their own
target markets. Have you
stayed on top of that, and
how are you responding?
Finally, choose your retailer targets carefully. If you do
great in Food Lion, for example, you aren’t likely to do
that well at Harris Teeter. Accept it. And look for chains
that carry a lot of regional or smaller brands. At Stop &
Shop, you’ll see all kinds of regional brands that nobody
outside the area knows about. This certainly makes it
easier for them to compete with Walmart, and can make
you a valuable brand. n

Many brands rely
on the boomer
generation, but
this group is aging
and dying off.

6 TIPS FROM A
WALMART
ALUMNUS

Bob Anderson, former head of private label at Walmart
and a member of our editorial advisory board, shares
insights for mid-size vendors.

1. If you’re trying to go into a national chain, be careful
not to bite off more than you can chew. You don’t really
need to be in Walmart or Kroger to have credibility in the
market. Look for opportunities in your own backyard.
2. Break the mold. I can walk down the frozen food aisle
and still not see Asian Tacos. Why not a cone with sherbet in it? How about lemon meringue cupcakes? But be
sure that it fits your capabilities, and you can do it well.

3. Don’t wait until things are handed to you — be a cal-

culated risk taker. Make a decision and monitor things as
they go along. If you’ve got a good idea, don’t let Kraft or

ConAgra beat you to it.

4. Really study the market

and do some analysis. I don’t
see enough mid-size guys
doing that. When was the last
time you looked at BaskinRobbins’ flavors, sizes and
mix-ins? Have you been to
Hispanic markets in Florida?
Put those insights to use for
you and your customers.

5. Take the “stupid” out.
BOB ANDERSON
Work with a local contract
carrier and take out supply chain costs. Look to reduce your cost of packaging,
and know what is the right casepack for which retailer.
Consider ink-jetting the flavors on your packages so if
you drop a flavor, you don’t lose money on packaging
inventory.

6. Bring documentation on sales calls on your number
of deliveries, service levels and on-time percentage. Be
ready to explain where some raw materials have gone
up, and what you’re doing about it. Consider having your
CFO come on a sales call to explain things from a different perspective than the sales department. That can help
defuse push-back on price. n
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BOGO BATTLE AT
WALMART & PUBLIX
Observers on Retailwire.com think Publix will come
out ahead as Walmart offers to match its BOGO offers
in Florida.

O

n Oct. 3, RetailWire.com polled its Braintrust
panelists for their take on Walmart’s strategy to
match Publix’s BOGOs. There have been price
skirmishes for awhile between
the two, but the BOGO
battle is new.
Walmart is the industry’s 800-pound gorilla,
and of course Publix is a
different species entirely. But
the strategies here apply in many situations. Walmart is
matching BOGOs of all food and drug competitors in
this particular market. Here’s what RetailWire’s panelists
had to say when asked how should Publix respond, and
whether it should abandon its “Walmart doesn’t always
have the lowest price” campaign.”

Why battle Walmart on price? Are you kidding? Publix
should stress their ‘best ats’ first — great service and
higher quality. Sam Walton said it best: ‘It’s easy to compete with us — just do what we don’t do.’”
— Lee Peterson,
EVP Creative Services, WD Partners
“Don’t abandon it (‘Walmart
doesn’t always have the lowest price’) and don’t worry
about Walmart matching.
Walmart will play the ‘we
don’t stock that particular
version’ or take forever to
figure out how to give you
the discount, hoping folks
give up.”
— Dr. Stephen Needel,
ManagingPartner,
Advanced Simulations

the register. ‘Walmart Doesn’t Always Have the Lowest
Price’ is probably not the best ad slogan. To me it sounds
like they are saying that for the most part Walmart does
have the lowest price. Just not always, which everyone
knows anyway. I think any ad Publix does it would be
better not to mention Walmart because you only give
Walmart more attention.’
— David Livingston, Principal,
DJL Research
“Publix runs the risk of falling into the trap of competing
with Walmart on pricing. Walmart has made it clear with
its ‘smash mouth’ pricing initiatives that it will
always be the low-price provider. It is even
targeting dollar stores on pricing. Publix
should not engage in a price war with
Walmart. It is an unwinnable proposition. The market knows about Publix’s
BOGO campaign. Instead of escalating
the price war, Publix should return to the high
ground of products, selection and service that makes it
one of the most revered food retailers in the country.
— Richard J. George, Ph.D.,
Professor of Food Marketing,
Haub School of Business, Saint Joseph’s University
“If the best reason to shop with you is that you can
sacrifice margin points faster than the other guy you will
inevitably lose. The Publix campaign cedes total control
of pricing strategy to Walmart. Really a rookie move. My
vote if I ran Publix? Quit playing Walmart’s game. Figure
out all the things you do that Walmart can’t begin to
match and start advertising them.”
— Ryan Mathews,
founder, CEO,
Black Monk Consulting

RETAILWIRE POLL

Who is most likely to win the ad
battle between Publix and Walmart?

“Publix is not going to win
a price war with Walmart.
Instead, Publix should
focus on quality of prodPublix by a wide margin
11%
ucts and customer service.
Publix by a slim margin
33%
That does not mean that
they need to abandon the
It will be a stalemate
33%
“Walmart doesn’t always
Walmart by a slim margin
11%
have the lowest price.” It
has been effective and can
Walmart by a wide margin
11%
continue to be so in the
“Knowing Publix, they will
future. When faced with a
only get stronger by battling
tough competitor, look at
Walmart. Publix is larger and stronger than ever, and
what makes your company different and emphasize those
they have done so by using Walmart as muscle to force
points. Publix has much more than low prices going for it.”
out competitors. Publix should just keep being Publix.
— Max Goldberg,
Walmart might match their ad like they do others, but I
Founding Partner,
doubt they will do so unless the customer asks them to at
The Radical Clarity Group
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CATEGORY
DOWN 3.8%
But improved quality, better-for-you attributes and
more ethnic flavors could help bring consumers back
to the frozen aisle.
BY DENISE LEATHERS

L

ingering concerns over the quality of frozen meals
combined with an increase in restaurant visits
continue to take a toll on the dinners and entrees
category. During the 12 weeks ended Aug. 11, sales
across channels totaled $1.94 billion, a 3.8% decrease
compared with the same period a year ago, according to
Chicago-based market research firm IRI.
Sales of single-serve meals fell 5.1% to $976.86 million, while sales of multi-serves tumbled 6.1% to $414.19
million. One bright spot: the handheld (non-breakfast)
subcategory, which registered a modest 0.5% gain, to
$553.07 million.
The handheld segment notwithstanding, the category
may face an even bleaker future. In a new report on
frozen meals, London-based Mintel predicts sales will decline from about $8.08 billion last year (down from $8.38
billion in 2007) to $7.63 billion by 2017. Although the
recovering economy plays a role, “The foremost reason for
the...drop in sales is that consumers increasingly perceive
frozen meals as less nutritious than preparing meals from
scratch or even dining out,” says the company. In fact,
a whopping 43% of adults surveyed in 2012 agreed that
most frozen dinners have little nutritional value, and 47% would
like to see a wider selection of
healthy frozen meals.
The good news is many
manufacturers have gotten
the message loud and clear
and are taking steps to
clean up their nutritionals. “When we develop
new products, we work
to keep the calorie and
sodium counts down,”
says Jeff Gehres, director of sales and product
Tastee Choice development at Holland,
adds two varieties to Mich.-based private
its 24-ounce skillet meals for label manufacturer
two lineup. Look for more Request Foods (www.
new flavors in early 2014. requestfoods.com). “Our
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goal is zero trans fat in all new items.”
“Consumers are looking at what goes into the package more than ever before,” adds Phil Bravo, executive
vp of sales at Jersey City, N.J.-based Tastee Choice (www.
tasteechoice.com). “We’re constantly looking at ways to
improve our product without compromising taste.”
Austin, Texas-based Michael Angelo’s (www.michael
angelos.com) takes
a similar approach,
says vp of retail sales
Joe Keip. “We’re very
conscious of what
we’re putting in the
box,” he explains,
citing the company’s
increased use of
natural and organic
ingredients, betterfor-you grains and
fresh vegetables.
“Everyone’s
stressed about costs,
but we have to be
Manufacturers like Ruiz
careful not to use
Foods continue to upgrade
artificial preservapackaging technologies.
tives, fillers and
A new tray means the
meal extenders that
company’s El Monterey
deteriorate quality,”
Enchiladas cook even faster
he says. Keip adds
than before.
that health-minded
consumers are already more apt to choose fresh prepared
meals over frozen, so manufacturers have to work doubly
hard to win them over.
One way Michael Angelo’s is reaching those shoppers is
by putting key nutritional information on the front of some
of its multi-serve packages where consumers can see it.

NEW IN ALL-NATURAL
While many manufacturers are focused on improving
the nutritionals of mainstream products, others are rolling out new items developed specifically for consumers
seeking better
quality. Among
those getting the
most buzz is Solon, Ohio-based
Nestlé USA’s new
Lean Cuisine
Honestly Good
collection (www.honestlygood.com).
Free of preservatives and 100% natural, all six varieties
feature lean proteins such as whole white meat chicken
breasts and wild-caught fish filets, nutritious whole grains
and fresh vegetables, as well as a sauce packet that allows
consumers to customize flavor.
“We recognize that today’s consumer wants more,” says

A whopping 43% of
adults agreed that most
frozen dinners have little
nutritional value.

SPOTLIGHT: DINNERS/ENTREES

director of Lean Cuisine marketing
Mike Niethammer. “She’s seeking great-tasting whole ingredients
that she can feel good about, like
wild-caught salmon from sustainable sources and whole grain pilaf.”
Merchandised in the natural meals
section, the line comes in new packaging featuring a 100% recyclable
outer sleeve and translucent tray so
consumers can see the meal they’re
about to purchase.
On the multi-serve skillet meal
side, Greenville, Ky.-based Gourmet
Express (www.gourmetexpressco.
com), maker of the Gourmet Dining brand, recently debuted a new
all-natural sub-brand: Tru Earth.
Offered in 21-ounce packages, the
meals-for-two come in four flavors,
three of which are Cajun, making

Michael Angelo’s debuts 44- to
46-ounce family-size portions
of top-sellers like Lasagna and
Eggplant Parmesan.

it “a niche within a niche,” according to one industry observer. So far,
the product has only been spotted at
Walmart. No word on whether distribution will eventually expand.
While all-natural products are
certainly popular, consumers define
better-for-you in different ways, so
manufacturers are rolling out new
items with other attributes as well.
For example, Denver-based Atkins
(www.atkins.com) debuted a line of
low-carb, no-sugar-added meals in
January, marking its first foray into
the frozen aisle. It currently offers 12
single-serve varieties, including two
for breakfast, but will add six more
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in the coming months: Mexican
Chicken, Orange Chicken, Shrimp
Scampi, Swedish Meatballs, Bacon
Scramble and Steak Scramble.
Manufacturers of vegetarian
fare are also ramping up their new
product development. For example,
Garden Protein International (www.
gardein.com), Richmond, British
Columbia, recently added meat-free
Crispy Chick’n Sliders and Sizzling Szechuan Beefless Strips to its
Gardein lineup, while Battle Creek,
Mich.-based Kellogg’s (www.morn
ingstarfarms.com) and Torontobased Sol Cuisine (www.solcuisine.
com) rolled out new veggie burger
varieties.
According to Mintel, almost a
quarter of consumers it surveyed
— many of whom do not consider
themselves vegetarians — said they’d
like to see more vegetarian meal
options. As a result, many “mainstream” manufacturers have also
added meatless meals to their frozen
entree offerings. For example, Kellogg’s recently expanded its Kashi
collection (www.kashi.com) with two
meat-free steam meals for two: Three
Cheese Ravioli and Mushroom and
Asparagus Risotto. And Tukwila,
Wash.-based InnovAsian Cuisine
(www.innovasiancuisine.com) just
introduced Vegetable Fried Rice.
Other manufacturers are using
meat more to accent a meal rather
than as the basis
for it. For example,
Michael Angelo’s
is rolling out four
single-serve (and
gluten-free) varieties of risotto: Bolognese, Chicken
Lemon Thyme, Vegetable, and
Chicken and Mushroom. The added
protein makes it a main dish, says
Keip, but lighter than many meatbased offerings.
Another key frozen entree trend
is the move to more ethnic flavors.
In fact, three out of 10 respondents
to Mintel’s latest survey said they’d
like to see a wider selection of ethnic

meals — not the same old cheese
enchiladas and General Tso’s chicken
but truly unique, on-trend dishes.
“We believe consumers are getting bored with traditional Chinese

Nestle’s new Lean Cuisine Honestly
Good collection taps into growing
demand for simple, all-natural
frozen meals.

offerings,” confirms InnovAsian’s
director of marketing Debbie
Curdy. “They’re looking for more
regional cuisines with bold new
flavors like they’re already getting
in many restaurants.” She adds that
InnovAsian is already working on
a new line of chef-inspired meals
based on regional cuisines.
“We think these flavors will bring
more excitement to the category
and ultimately recapture millennials
who, while they haven’t completely
walked away from the freezer case,
certainly aren’t purchasing frozen
meals very frequently.”

‘While they haven’t completely
walked away from the freezer case,
millennials certainly aren’t purchasing frozen meals very frequently.’
Other companies looking to cash
in on the ethnic meal trend include
Portland, Ore.-based Ajinomoto
North America (www.ajifrozenusa.
com), which recently introduced
a collection of fried rice entrees,
and Hunt Valley, Md.-based Simply
Asia (www.simplyasia.com), maker
of the Thai Kitchen lineup, which
just rolled out its first frozen meals.
Another manufacturer, Frankfort,

SPOTLIGHT: DINNERS/ENTREES

Mich.-based Go Fusion Foods (www.
gofusionfoods.com), recently debuted
a line of frozen sandwiches that
fuse Asian with other ethnic flavors,
another key category trend. Available
in flavors like Korean Jambalaya and
Szechuan Taco, the sandwiches have
the added advantage of portability,
which makes them especially popular
among on-the-go millennials. Hayward, Calif.-based Windsor Foods
(www.taipeifoods.com) is targeting
another niche within the Asian meals
category, rolling out a collection of
better-for-you, single-serve Asian
entrees under the new Tai Pei Garden
sub-brand.
But consumers of Asian food
aren’t the only ones looking for more
adventurous flavors. In fact, reports
Mintel in its January 2013 Ethnic

Almost a quarter of
consumers – many of
whom do not consider
themselves vegetarians
– would like to see more
meat-free meal options.

Foods report, “When it comes to
Mexican/Hispanic foods, consumers
continue to desire new flavors, heat
levels, textures, etc., and are much
more willing to experiment today
than they were 10 to 15 years ago.”
The newest addition to the frozen
Mexican meals segment is Minneapolis-based General Mills’ Old El Paso
lineup (www.oldelpaso.com), which
first hit the shelves last month. Offered in both bags and microwaveable
trays, the meals for two come in four
varieties —Enchiladas, Quesadillas,
Fajitas and Burritos — each available
in either beef or chicken flavor.

TARGETING MILLENNIALS
“We’re targeting time-crunched
millennials in smaller, two-person
households where both partners
work and are too busy to cook but
still want high-quality meals with
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premium
preparing to roll
ingredients,”
out 44- to 46-ounce
says a company
family-size versions
representative.
of some of its top
That’s the
sellers (Lasagna
same group
with Meat Sauce,
Tastee Choice
Eggplant Parmesan,
is trying to
etc.).
reach with its
Expected to hit
24-ounce skillet
the freezers in Demeals for two,
cember, the prodsays Bravo,
ucts fill a void in
citing a need
the category, which
for quality as
is skewed toward
Garden Protein International
well as value.
smaller households.
adds Szechuan Beefless Strips
“Consumers
“Even if there are
and Crispy Chick’n Sliders to its
are more savvy
only three people in
Gardein line of meatless meals.
than ever, and
the household, our
they do their
customers tell us
homework before entering the store
they often have to buy two or three
to shop.”
multi-serve products to feed everyHe adds that Tastee Choice
one,” says Keip. “We can save them
recently introduced two new meals
some money by offering a product
— Chicken Alfredo and Chicken
that includes five to six servings.”
Sausage Rosé — the latter of which
In addition to new package sizes,
is a truly unique dish “that will add
new packaging technologies are also
sales to the category because it’s not
making news. Launched earlier this
another me-too offering.”
year, Omaha-based ConAgra’s new
While some manufacturers focus
Bertolli Al Dente pasta meals for one
on smaller households, others are
and two (www.villabertolli.com) feature microwave tray-in-tray steamer
bowls similar to what the company
already uses for its Marie Callender’s
and Healthy Choice meals. Dinuba,
Calif.-based Ruiz Foods (www.
elmonterey.com) is also using new
microwave trays for its El Monterey
Enchiladas that allow faster cooking
than the old version.

COMFORT FOODS HOT

Nestlé introduced a line of
three-serving, 30-ounce skillet
meals under the Stouffer’s
Satisfying Skillets sub-brand.

looking to meet the needs of larger
families. For example, Nestlé just
introduced a four-SKU line of threeserving, 30-ounce skillet meals under
the Stouffer’s Satisfying Skillets
sub-brand. And Michael Angelo’s is

While ethnic and other new cuisines
continue to grab headlines, demand
is also growing at the other end of
the spectrum where comfort foods
like pot pie and macaroni and cheese
are finding new life. In fact, sales of
frozen pot pies were up 9.3% during
the past 52 weeks compared with a
year earlier. And mac and cheese is
suddenly popping up everywhere.
One of the newest entries into
the burgeoning category is Boynton Beach, Fla.-based Momma B’s
Mac & Cheese (www.mommabsmac

SPOTLIGHT: DINNERS/ENTREES

andcheese.com), which rolled out
three all-natural, preservative- and
GMO-free varieties earlier this year:
Homestyle, Pepper Jack and Truffle.

‘Consumers want more
than what they see on
sale at five for $5.’
Offered in microwaveable 30-ounce
packages, “It’s the kind of product
consumers can put on their table and
say they made it themselves,” says

director of sales and marketing Hope
DeLong, citing its homemade taste.
“There’s nothing else like it on the
market today.” She adds that Momma
B’s will introduce a home-style
Chicken & Biscuit Pie later this year.
“There are consumers out there
who want better products and are
willing to pay a little more for attributes like all-natural, no GMOs,
no preservatives and no artificial
flavors,” she says. “They want more
than what they see on sale for five
for $5.” n

General Mills revives its Old
El Paso frozen lineup with
eight meals designed for timecrunched millennials.

DINNERS/ENTREES
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores combined

for the 12 weeks ended Aug. 11, 2013, according to IRI, the Chicago-based market research firm. Percent change is versus
the same period a year ago. Brands are as originally trademarked and may not include line extensions.
CATEGORY
$ SALES % CHG
UNIT SALES % CHG
VOLUME
% CHG
DINNERS/ENTREES
$1,944,125,000
(3.8)
726,004,100
(3.2)
619,351,600
(3.0)
SNGL-SRVE DINNERS/ENTREES
$976,861,100
(5.1)
462,937,000
(4.9)
294,513,700
(4.7)
Stouffer’s
$123,338,900
5.9
45,559,050
5.9
35,428,900
6.1
Weight Watchers Smart Ones
$82,184,980
(2.9)
38,635,180
(2.4)
22,169,300
(5.1)
Banquet
$76,619,600
(11.1)
75,781,810
(9.6)
39,333,920
(9.6)
Marie Callender’s
$70,759,420
(7.5)
27,210,060
(4.6)
23,789,550
(4.3)
Stouffer’s Lean Cuisine Clnry Cllctn
$55,938,850
(8.5)
20,821,010
(8.6)
11,753,150
(8.2)
Stouffer’s Lean Cuisine Smpl Fvrts
$52,258,460
(13.3)
25,139,130
(9.7)
15,195,740
(9.9)
Healthy Choice
$31,599,880
(31.3)
13,636,880
(32.2)
8,549,102
(32.0)
Hungry Man
$30,080,350
5.5
11,326,700
7.0
11,204,510
6.8
Hlthy Chc Top Chef Café Steamers
$24,903,210
30.1
9,696,638
36.7
6,131,404
36.5
Stouffer’s Lean Cuisine Chef’s Pick
$22,919,000
(7.7)
8,572,119
(7.5)
4,671,320
(7.4)
HNDHLD ENTRS (NO-BRKFST)
$553,068,900
0.5
193,140,700
2.1 179,584,800
1.9
Hot Pockets
$151,665,000
3.5
43,997,260
(0.4)
44,613,130
5.8
El Monterey
$66,912,940
10.0
21,938,670
9.2
37,472,120
7.0
State Fair
$40,582,940
(8.5)
6,407,649
(5.6)
14,758,270
(6.2)
Lean Pockets
$40,169,020
0.1
17,395,830
2.3
11,043,480
(0.1)
Smucker’s Uncrustables
$28,280,620
20.7
5,986,979
12.7
5,560,620
23.4
Foster Farms
$24,936,250
7.4
4,076,014
4.0
11,073,130
8.5
White Castle
$24,693,810
0.8
4,402,451
(2.0)
3,950,006
2.0
Private Label
$21,839,970
(14.9)
10,898,660
7.3
6,877,786
(7.1)
José Olé
$13,291,180
7.3
9,019,827
4.5
4,641,570
8.1
Amy’s
$12,075,460
14.7
4,634,800
18.1
1,684,250
18.0
MULTI-SERVE DNNRS/ENTRS
$414,194,600
(6.1)
69,926,420
(5.5)
145,253,200
(5.3)
Stouffer’s
$149,465,700
13.7
20,477,880
19.4
56,938,550
9.8
Birds Eye Voila
$50,750,870
3.2
11,342,830
(0.4)
17,510,280
2.6
Bertolli
$35,239,060
(6.8)
5,385,658
(2.4)
8,378,423
(5.6)
P.F. Chang’s Home Menu
$22,368,180
(17.9)
2,853,470
(17.5)
3,961,789
(17.3)
Private Label
$21,480,420
(22.1)
3,058,518
(22.9)
8,602,044
(21.0)
Marie Callender’s
$17,834,000
3.0
3,139,802
6.8
6,924,626
6.4
Michael Angelo’s
$13,357,340
(0.2)
1,443,780
(4.7)
3,499,084
2.8
Banquet
$12,935,990
(6.4)
4,555,116
(4.9)
7,574,955
(4.7)
Gourmet Dining
$10,628,090
(19.5)
2,214,910
(22.9)
3,973,554
(27.4)
Stouffer’s Easy Express Skillets
$7,271,068
(49.7)
1,758,012
(49.7)
2,621,375
(50.8)
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Introducing
NEW StirFresh™ entrées!
TM

Kahiki brings consumer
preferred NATURAL entrées
to the Asian category!
Today’s look

New look for 2014!

Kahiki Foods, Inc. | 1100 Morrison Road, Gahanna, Ohio 43230
Toll Free: 888-436-2500 | Fax: 614-751-0039
Kahiki.com
facebook.com/kahikifoods

SPOTLIGHT: BREAKFAST

MORNING

time to sit down at the table in the
morning, so portability is key. The
only question is which ‘vehicle’ they
choose. First it was biscuits, then
bagels, now flatbreads,” which also
tap into growing demand for betterfor-you breakfast alternatives.

up 4.0% during the most recent 12
weeks, store brands aren’t performing as well as the segment as a whole,
“so there’s still lots of opportunity for
private label growth.”
Despite the recent focus on flatStrong growth in the handheld
breads, other handheld breakfast
segment helped drive a 6.4% gain
options are also making news. In
in total frozen breakfast sales. But
FLATBREADS TAKE OFF
the traditional breakfast sandwich
more minis and single-serves could
Battle Creek, Mich.-based Kellogg’s
segment, for example, newcomer
stimulate additional growth.
(www.kelloggs.com) was the first to
Marie Callender’s (www.mariecallen
introduce flatbread breakfast sanddersmeals.com), owned by Omaha,
BY DENISE LEATHERS
wiches — offered under its Special K
Neb.-based ConAgra, recently rolled
brand — followed shortly thereafter
out six SKUs “with made-fromhanks to another doubleby Chicago-based Hillshire Brands
scratch bread” that promise ovendigit gain by the handheld
(www.jimmydean.com), which added
baked quality from the microwave.
segment, the frozen breakthem to its Jimmy Dean Delights
“Finally,” says the company, “a breakfast category remains one of the
lineup in February. Both brands
fast sandwich that toasts warm and
department’s top performers. Sales
come in three protein- and fiber-rich
flaky right from the microwave —
expanded 6.4% across channels to
flavors, including a meatless option,
never rock hard, never soggy — with
$642.67 million during the 12 weeks and contain fewer than 250 calories.
better bread for a sandwich that’s
ended Aug. 11 (compared with the
While Special K Flatbread Breakworthy of your morning.”
same period a year ago),
Jimmy Dean is also
reports Chicago-based
focusing on traditional
market research firm
breakfast sandwiches,
IRI. Handheld sales shot
adding a ninth variety
up 22.5% to $212.11
— and its first meatless
million, while sales of
option — to the comboth breakfast entrees
pany’s “meal-size sandand other breakfast food
wich” lineup. Offered
rose 1.0% to $127.59
in four-count packages
million and $88.78
with a $5.99 suggested
million, respectively.
retail price, the newHowever, sales of wafcomer features eggs,
fles, the second-largest
veggies and pepper jack
subcategory, slipped
cheese on a croissant.
Offered in non-traditional flavors like Apple Cinnamon
0.2% to $202.70 million,
“We’re seeing rising
and Chocolate Chip Raspberry, DeWafelbakkers’ new
the first time the segdemand
for more meatMini Pancakes come in consumer-friendly zip-lock bags.
ment lost ground in well
less options in frozen
over a year. Observers say waffles’
breakfast,” confirms Amy Grabow,
fast Sandwiches already rank as the
general lack of portability could play handheld segment’s fourth-best seller, vp of marketing for the Jimmy Dean
a role, citing the fact that Kellogg’s
brand. As a result, the company also
the Jimmy Dean Delights version
handheld Eggo Wafflers registered
added a Garden Blend Breakfast Bowl
helped drive a 70.1% gain in total
a 9.2% gain while its standard Eggos Delights sales during the most recent to its Delights range, featuring diced
posted a 0.6% loss. (But Eggo Thick
12 weeks, cementing the brand’s posi- potatoes, scrambled egg whites,
& Fluffy, +15.0%, Eggo Minis, +8.4%, tion as the subcategory’s No. 2.
cheddar cheese, red and green pepand Eggo Seasons, +110.4%, enjoyed
Given flatbreads’ phenomenal
pers and onions. Sold singly, it carries
strong growth).
success, many retailers are jumpa $2.99 suggested retail price.
“Handheld is here to stay,” says
ing on the bandwagon as well. “They
Companies that specialize in
Meade Bradshaw, national sales man- seem to be getting into private label
meatless meals are also looking to
ager at Moonachie, N.J.-based private flatbread sandwiches faster than they grab a piece of the frozen breakfast
label manufacturer Bylada Foods
did traditional breakfast sandwiches,” pie. For example, Richmond, Brit(www.bylada.com). “Consumers
says Bradshaw, whose company reish Columbia-based Garden Protein
finally understand the importance
cently debuted bacon, egg and cheese International (www.gardein.com)
of a good breakfast not just for good
and sausage, egg and cheese varierecently rolled out its first breakfast
health but also for weight manageties. He adds that although private
sandwich made with the company’s
ment. But they still don’t always have label handheld breakfast sales were
own garden-grown protein and vegan
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T

74 www.frbuyer.com

OCTOBER 2013

We have a long history of delivering nourishing content.

Introducing the redesigned centerstoregrowth.com.
Innovations. Research. News. Actionable insights to grow your
business don’t get any easier to digest.

®, ™, © 2013 Kellogg NA Co.

SPOTLIGHT: BREAKFAST
cheese on a whole wheat English muffin. Offered in two-count packages,
Good Start Breakfast Sandwiches
contain 55% less fat than similar products made with pork sausage, zero
trans fat and no cholesterol.

with the retailer, the collection
includes non-traditional flavors
like Chocolate Chip Raspberry,
Apple Cinnamon, Sweet Potato
and Chocolate Chip that can double as snacks — or even desserts.
But the big story is the minis’ new
MINIS AND SINGLES HEAT UP
packaging: resealable zip-lock
Snack-size minis represent another
bags.
“With the old packaging,
hot breakfast category trend because
which featured two inner bags
they allow consumers to tailor the
Bylada offers Mini Breakfast Biscuits in
inside one larger bag, as soon
size of the portion to the size of their
single-serve packages that help retailers
as you opened it, the product
appetite. And, they lend themselves
better compete with fast food outlets.
became susceptible to freezer
well to snacking, whether in the
buted Aunt Jemima Lil’ Griddles this
burn,” explains Savage. “So the
morning or during other day-parts.
past spring. The kid-friendly lineup
“Minis are the fastest-growing
first thing consumers would do is
includes both Original and Blueberry
format in our portfolio — and the
dump the entire contents into a zipMini Pancakes and Cinnamon French
category as a whole,” says Bob Savage,
lock bag. Now, we’ve done that for
Toast Sticks, offered in 14.5- and
vp of retail sales at North Little Rock,
them.”
Another new entry in the mini pan- 12.5-ounce multi-packs, respectively.
Ark.-based De Wafelbakkers (www.
Jimmy Dean expanded its mini
cake segment comes from Parsippany,
dewafelbakkers.com), which recently
breakfast
lineup recently as well,
N.J.-based Pinnacle Foods (www.
debuted a new line of mini pancakes
adding
a
fifth
variety — and the first
auntjemimafrozen.com), which deat Target. Developed in conjunction
to include pancakes — to its snacksize sandwich offerings. Offered in
10-count packages with two inner
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores
packs of five, microwaveable Maple
combined for the 12 weeks ended Aug. 11, 2013, according to IRI, the Chicago-based market research firm.
Pancake & Maple Sausage snacks-size
Percent change is versus the same period a year ago.
sandwiches are ready to eat in about a
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
minute. Suggested retail price is $5.99.
*FROZEN BREAKFAST FOOD $642,673,300
6.4 197,130,600
3.9 185,801,000
4.2
Minneapolis-based General Mills
BREAKFAST HANDHELD
$212,111,900
22.5 43,441,290
18.9 48,539,240
21.0
(www.generalmills.com) also entered
Jimmy Dean
$88,269,890
9.0
12,903,730
7.2 20,848,640
10.4
the mini breakfast fray recently,
Jimmy Dean Delights
$29,335,590
70.1
4,208,295
71.1
6,146,913
64.8
but its Pillsbury Heat-N-Go! Mini
Odom’s Tennessee Pride
$19,979,640
2.4
3,841,200
(1.8)
4,777,562
2.6
Pancakes and Mini Waffles come in
Kellogg’s Special K
$16,790,370
**
2,832,106
**
3,263,497
**
microwaveable single-serve pouches
Private Label
$11,852,640
4.0
3,542,214
17.2
2,973,305
4.5
that retail for around 99 cents apiece.
Hot Pockets
$6,472,822
4.7
2,505,511
(6.1)
1,757,687
0.6
Like De Wafelbakkers minis, PillsIHOP at Home
$4,818,176
33.4
900,150
17.2
982,065
30.6
bury’s offering also touts the fact that
Wght. Wtchrs. Smrt Ones Smrt Begs $4,481,087
36.4
1,426,392
20.9
831,528
40.9
the flavor is baked in, eliminating the
Lean Pockets
$3,214,213
(6.4)
1,534,040
(14.4)
860,379
(4.5)
need for syrup.
Weight Watchers Smart Ones
$3,093,579
11.4
1,162,685
15.5
629,362
15.5
Convinced single-serves can help
WAFFLES
$202,697,700
(0.2) 71,469,070
(1.3) 68,486,060
(1.6)
retailers
better compete against fast
Kellogg’s Eggo
$108,131,700
(0.6)
33,673,210
(2.9) 38,243,490
(2.0)
food
outlets,
Bylada recently rolled
Private Label
$35,126,220
(2.6)
16,382,270
(1.7)
14,574,120
(2.5)
out
its
first
single-serve
offering as
Kellogg’s Eggo Nutri Grain
$19,151,880
(9.8)
5,662,570
(11.8)
5,014,644
(11.5)
well,
also
in
the
mini
format.
AvailaKellogg’s Eggo Thick & Fluffy
$10,334,300
15.0
3,906,330
13.4
3,056,416
15.3
ble in both Sausage, Egg & Cheese and
Van’s
$7,433,345
12.6
2,372,764
15.3
1,286,136
16.4
Bacon, Egg & Cheese flavors, the comKellogg’s Eggo Wafflers
$6,309,919
9.2
2,575,325
11.3
1,722,377
11.3
pany’s new Mini Breakfast Biscuits
Aunt Jemima
$4,131,102
(23.2)
2,254,037
(25.2)
1,734,245 (25.2)
come in both standard multi-serve
Kellogg’s Eggo Minis
$2,672,710
8.4
1,057,646
8.5
720,574
8.5
Kashi
$1,995,614
(17.1)
612,130
(15.1)
386,438
(15.1)
packages as well as six-count, singleKellogg’s Eggo Seasons
$1,354,613
110.4
570,935
95.3
349,697
95.3
serve packages. While they offer a
low price point, “Single-serves are
BREAKFAST ENTREES
$127,592,500
1.0 44,691,000
1.3 33,068,700 (2.7)
also very shelf-friendly, giving retailOTHER BREAKFAST FOOD
$88,782,780
1.0 32,821,240
4.9 32,013,730
5.2
ers an opportunity to expand variety
* Includes subcategories not listed here.
without taking space away from other
** Product has been in distribution less than one year.
items,” says Bradshaw. n
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SPOTLIGHT: YOGURT

YOGURT

JUMPS 10.3%
With 43% of the market, Greek
yogurt is hotter than ever, prompting the introduction of new forms
and flavors.
BY DENISE LEATHERS

T

hanks to continued growth
in the Greek segment, yogurt
sales shot up 10.3% during the
12 weeks ended Aug. 11 (versus the
same period a year ago), topping
out at $1.65 billion across channels, reports Chicago-based market
research firm IRI. For the year, sales
are up 7.1% to $6.89 billion, though
units were up just 2.0% and volume 3.1%. But new research from
London-based Mintel suggests more
growth is on the way.
According to an August 2013
report, U.S. yogurt sales are expected
to top $9 billion by 2018 as demand
for healthier foods continues to
expand and Americans discover additional uses for the product.
“We believe the yogurt category is
just getting started,” confirms John
Heath, senior vp of innovation at
Norwich, N.Y.-based Chobani (www.
chobani.com), the top-selling Greek
yogurt. Despite a
40% increase in
total U.S. sales
in the past five
years, “Europeans still eat six
to seven times
more yogurt
than Americans,” leaving
all kinds of room for additional growth. “We see the potential
for it to be a staple in every kitchen,
right next to the eggs and milk.” To
get to that point, however, retailers
and manufacturers have to convince
more consumers to cook with yogurt,
he says.
“In addition to being a great base
for traditional parfait and smoothie
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recipes, Greek yogurt is a nutritious,
flavorful ingredient that can be used
to add moisture when baking or create a silky texture in soup recipes.
Used as a sour cream or mayo
substitute, Greek yogurt can lower
the fat, calories and sodium while
increasing the protein in consumers’ favorite comfort foods... The
possibilities are truly endless, so
we will continue to innovate and
push the boundaries of Greek
yogurt consumption.”
Another largely untapped market is men, says Michael Neuwirth,
senior director of public relations
at White Plains, N.Y-based Dannon (www.dannon.com). Although
women are still the biggest consumers of yogurt, including Greek
yogurt, “Men are more likely to eat
Greek than regular,” he explains. In
an effort to better position its Oikos
brand as a good source of protein for
fitness-minded men, Dannon recently began advertising in magazines
like Men’s Fitness and Men’s Health.
It will also return to the airwaves
during the Super Bowl next February,
says Neuwirth.

NEW FORMS OF GREEK
While new uses and users are key to
continued growth, Dannon is also
pushing new forms of Greek yogurt.
Neuwirth says many consumers
shop for yogurt based on the specific
benefits it offers: weight manage-

General Mills debuts Yoplait
Fruitful, premium blended yogurt
with a third of a cup of real fruit in
every 6-ounce serving.

ment, improved digestive health,
etc. But until recently, there were no
low-cal or probiotic-enhanced Greek

yogurts, leaving consumers of those
products unable to participate in
one of the fastest-growing categories
in the supermarket. So in July 2012,

Convinced new
forms of Greek yogurt
are key to continued category
growth, Dannon introduces Activia Greek.

Dannon launched 80-calorie Light &
Fit Greek, followed by Activia Greek
this past spring. In both cases, says
Neuwirth, the excitement created
by the addition of a Greek option
revitalized the entire brand, boosting
sales of non-Greek Light & Fit and
Activia as well.
Minneapolis-based General Mills
(www.generalmills.com) also debuted
a line of low-cal Greek yogurts last
year, to which it recently added a
ninth flavor, Strawberry-Banana. The
new variety, as well as top-seller Vanilla, are now available in convenient
multi-packs as well, reports the company. But the biggest news is General
Mills’ relaunch of its flagship Yoplait
Greek lineup.
“After talking
with thousands
of people, what
we consistently
heard was that
while people
enjoy the thickness and protein [of Greek
yogurt], they were still searching for a great taste experience,” says
Yoplait Greek marketing manager
Liza Dopp. “We also observed people
stirring their cups before eating, so it
became clear that a blended product
was what they wanted,” not fruit mixins or fruit-on-the-bottom.
Available in six fat-free flavors,
new Yoplait Greek features a special

REAL MAKES
EVERY LITTLE
BITE A VERY
BIG DEAL.

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

chobani.com

SPOTLIGHT: YOGURT
blend of slow-fermenting cultures
Chobani also expands its flagship
and real fruit pieces that delivers “an
6-ounce cup collection with two
exquisite, blended taste experience.”
fruit-on-the-bottom varieties, LowAlthough it continues to offer its
Fat Apricot and Non-Fat Blueberry,
traditional Total collection, which
and three blended flavors, Low-Fat
features fruit in a separate compartCoconut, Low-Fat Key Lime and
ment, Johnstown, N.Y.-based FAGE
Low-Fat Orange Vanilla. In addition,
(www.fageusa.com) also added a line of blended yogurts.
Sold under the Fruyo label,
it includes seven varieties,
each featuring fat-free Greek
strained yogurt blended with
fruit or vanilla.
Another player in the Greek
segment, Miami-based Alpina
Foods (www.alpinaus.com),
made a similar move this past
June, adding a line of all-natural, 5.3-ounce blended Greek
yogurts to its existing collecChobani adds a total of 14 flavors across
tion of yogurt with mix-ins
four sub-brands, including snack-size
(which was recently renamed
Chobani Bite, now in Honey with Ginger
Alpina Greek with Artisan
and Mint with Dark Chocolate Chips.
Granolas). Free of artificial
thickeners and flavorings, Alpina Greek comes in six authentically the company recently began offering
strained flavors, says the company.
a dozen top-selling 6-ounce varieties in money-saving four-packs. Six
CHOBANI EXPANDS
flavors of smaller 3.5-ounce cups are
Chobani is also filling in gaps in an
also available in eight packs.
already diverse portfolio, introducing
“Regardless of how you like to eat
a total of 14 new flavors across four
your yogurt, for us, it’s all about givsub-brands. To its new Flip lineup,
ing everyone access to real food,” says
which offers mix-ins like fruit, nuts
Ulukaya, citing Chobani’s simple,
and chocolate chips in a separate
natural ingredients. “However, a
compartment, the company adds
simply delicious product can also
Nutty for Nana, Peachy Pistachio,
be revolutionary when it comes to
Tropical Escape and Blueberry Power, unexpected flavors and ingredient
the latter of which was inspired
combinations.”
by Chobani founder and president
NEW IN NON-GREEK
Hamdi Ulukaya’s daily breakfast of
While Greek yogurt now represents
yogurt with chia seeds, hemp seeds
approximately 43% of total yogurt
and walnuts. And to its snack-size
category sales (up from just 1%
Bites collection, Chobani adds two
in 2007), the non-Greek segment
flavors: Honey with Ginger and Mint
still shows plenty of life. In fact,
with dark Chocolate Chips.
manufacturers of other internaThe company also introduces a
new flavor, Flyin’ Dragon Fruit, under tional styles of yogurt — Australian,
Swiss, Icelandic, etc. — continue to
its kid-friendly Chobani Champions
expand their offerings. For example,
lineup. Said to taste like kiwi, pear,
Bellevue, Colo.-based Noosa (www.
watermelon and mango combined,
noosayoghurt.com), which manuDragon Fruit is offered in both tubes
factures “Aussie-style” yogurt, just
and 3.5-ounce cups. Two other
launched a 12-count variety pack
popular tube flavors, Blueberry and
Strawberry, are now available in cups that contains four each of three topselling flavors, while New York-based
as well, reports the company.
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Siggi’s (www.skyr.com) debuted traditional Icelandic skyr in kid-friendly
squeezable tubes in August.
But manufacturers of regular
“American” yogurt also continue to
roll out new options. Two of the latest come from General Mills’ Yoplait brand. Yoplait Fruitful features
premium yogurt in 6-ounce cups
blended with one-third cup of real
fruit. All six flavors contain fewer
than 10 simple ingredients and no
artificial flavors or sweeteners.
“Many people like to stir their
own fruit into yogurt,” says associate
marketing manager Laura Arcieri.
“Fruitful allows them to skip that
extra step.... [It’s] a convenient and
delicious way to enjoy fruit throughout the day.”
For the younger set, the company
introduces Yoplait Go-GURT Protein
tubes in eight-count packages of
either Strawberry Superstar/Mighty
Fruit Punch or Berry Extreme/
Burstin’ Berry Lemonade. Each
2.25-ounce serving contains 5 grams
of protein — twice as much as the
leading kids’ yogurt, according to
the company — and no high fructose
corn syrup. Though the product is
currently available primarily in the
East, additional distribution is scheduled for later this month.
“Moms want protein for their kids
but want to give it to them in a fun
way that they can enjoy,” says Yoplait
Kids associate marketing manager
Ashley Carr, who adds that not all
kids like the taste of protein-rich
Greek yogurt.
Another new item aimed at
children comes from Green Bay,
Wis.-based Schreiber Foods (www.
schreiberfoods.com), which recently
licensed the Chuck E. Cheese brand
for a line of squeezable yogurts available exclusively at Wal-Mart. Sold
in boxes of 16 that include coupons
for Chuck E. Cheese restaurants,
the 2.25-ounce tubes come in four
flavors, each with 70 calories.
According to Mintel, parents with
children are more likely to buy yogurt of all type, making households
with children a key target for yogurt
manufacturers. n
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SPOTLIGHT: seafood

SEAFOOD
MAKES WAVES
Frozen fish products more than make up
for shrimp in troubled waters.
BY DAN RAFTERY

F

rozen seafood dollars across channels
are up a healthy
3.1% for the 12 weeks ended August 11, 2013
versus the same period last year, according to IRI,
the Chicago-based market research firm. Those gains
are driven by a whopping 6.1% increase in dollar sales
by frozen fish/seafood, offsetting a decline of 0.3% for
frozen shrimp.
Unit sales changes over the same periods show an
interesting swap by shoppers. Frozen fish/seafood units
increased by 3.8% and frozen shrimp units decreased by
3.9%. What’s happening with shrimp?
Mike Ketchum, director of retail accounts, New
Orleans Fishhouse (www.neworleansfishhouse.com),
New Orleans, says “Consumer demand for shrimp is so
big that everything processors put out is being gobbled
up. On top of that, back in June, some tariff increase and
quality questions impacted imported shrimp supply.”
The net result has been price increases as supply

Tampa Bay Fisheries is launching five
gluten-free frozen seafood products
under the Singleton brand.

dwindled and demand rose. “This has been a nice time
for U.S. shrimp fishermen,” notes Ketchum. “In addition
to better prices for their catch, they’ve seen an increased
appreciation for the flavor found in shrimp from the
nutrient-rich estuaries in Louisiana, for example.”
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Looking out a few months as the holiday season kicks
in, Ketchum suggests that category managers and buyers prepare for possible shortages of holiday favorites
like shrimp trays. “Since the next harvest season doesn’t
start until May,” says Ketchum, “buyers might want
to expand their number of suppliers as insurance that
their stores don’t run out.”
The IRI data indicate that shrimp is not
the only category experiencing retail price
increases versus last year. Frozen fish/seafood
posted a larger increase in dollar sales than
unit sales, indicating that consumers are either
trading up to more expensive SKUs or retail pricing has
moved up — or both.
With private label continuing to dominate both categories, it appears to be
bucking the higher-price trend in frozen fish/seafood but not shrimp. Private label
frozen fish/seafood units climbed by 6.3% during
this period, but dollar sales increased by only 4.2%.
Private label
frozen shrimp
dropped 8.1% in
units and 5.2%
in dollars.
Huge gains in
the frozen fish/
seafood category
were posted by
Atlantic Trading Company
with units up
45.9% and retail
dollars up 23.6%
in this period.
The next biggest gainer was
Beaver Street
Fisheries, with
units up 14.8%
and retail dolPhillips To Go Crab Cake Minis have
lars up 21.3%.
a 40-day refrigerated shelf life in
Third in overall
modified atmosphere packaging.
retail dollar
sales, Fishin
Company, was also the third-highest gainer, up 12.0%
in units and 16.4% in retail dollars.

NEW GLUTEN-FREE ITEMS
Five gluten-free frozen seafood products are launching under the Singleton brand by Tampa Bay Fisheries
(www.tbfish.com), Dover, Fla., in partnership with the
Gluten Intolerance Group (GIG). “Considering that
millions of Americans suffer from celiac disease and
gluten intolerance, the market needs more appetizing
gluten-free options. Our R&D team worked with GIG

The clear choice is the Best choice
to drive center store profits.

Todays seafood consumer trends are leaning more towards
convenience, health and savings. At Sea Best® we get that.
Through research and insight we have created innovative,
restaurant-quality frozen seafood entrees that offer a solution
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Being recognized for originality, taste and functionality, our
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With so many Sea Best® chef-inspired options to choose from, it’s
easy to make the clear choice to add Sea Best® to your center
store and give your customers the Best.

facebook.com/SeaBestSeafood
@seabestseafood

For more information contact a Sea Best®
seafood expert at 866.950.2378

seabest.com
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to provide a gluten-free line under
the newly-revised Singleton Brand.
With GIG’s help, we are able to provide safe choices for our customers
who are affected by gluten intolerance,” says Wyatt Howard, Tampa
Bay Fisheries’ vp of marketing.
Singleton’s new gluten-free line will
be produced in the plant in Dover
and will include Breaded Fish Sticks,
Breaded Butterfly Shrimp, Crunchy
Fish Fillets, Batter Dipped Pub Style
Fillets and Popcorn Shrimp.
Tampa Bay Fisheries plans to
expand the line in the near future.
“Our R&D team is already working
on the next upscale Encrusted Finfish items. Our target market runs
from seafood novice to seafood lover,
and spans all demographics and
economics,” says Howard.
Howard also notes that Tampa
Bay Fisheries’ new encrusted fish
program, which involves a duel texture platform, is performing well in
sampling research. Look for several
new combinations, such as Bruschetta Encrusted Tilapia and a range
of marinated and glazed items.
Jacksonville, Fla.-based Beaver
Street Fisheries’ Sea Best brand

farmed and harvested in the deep
waters of Lake Toba, Indonesia, and
processed in the company’s BSC and
BAP certified plants.
“Many consumers are looking
for more options in sustainably
raised, all-natural food,
including seafood,” says
Bluzette Carline, director of marketing. “This
new product fits well with
their demands and offers
a quality product in an individual pack to appeal to
both foodservice and retail
applications.”

has launched four seafood entrees
prepared using the century-old
French technique of steaming “en
papillote” in parchment. The items,
under the Blue Horizon label, are:
Seafood Cioppino — a stew with

TRIED AND TRUE

“We launched Mrs. Paul’s
and Van de Kamp’s Spicy
Fish Fillets in 2013, which
Van de Kamp’s Spicy Fish Fillet is a 100%
we developed as a complewhole fish corn-breaded fillet, seasoned with
ment to our Original Fish
red and black pepper.
Fillet,” says Andy Reichgut,
vp frozen dinners and seafood, PinPollock, shrimp and blue-shell
nacle Foods Corp. (www.pinnacle
mussels in tomato broth with herbfoods.com), Parsippany, N.J. “The
cheese polenta; Sweet & Spicy Filet
Spicy Fish Fillet is a 100% whole fish of Sole — a Cuban-inspired filet in
corn-breaded fillet, seasoned with
a tropical sweet and spicy tomato
red and black pepper. We decided
sauce with chunks of pineapple and
to build off the current consumer
papaya, served with long-grain rice;
trend for spicier flavors for Mediterranean Salmon — a filet
moms to serve her family
with rustic rigatoni noodles in a
quick, easy and delicious
tangy Mediterranean style tomato
fish meals.
sauce with capers, olives and white
“We also released Mrs.
beans; and Seafood Enchiladas
Paul’s and Van de Kamp’s
— corn mesa crepes with a chile
Crispy Fish Tenders in
seasoned seafood mix of Pollock,
2013, also made with 100% scallops and shrimp in sour cream
whole fish fillets, perfect
sauce with smoky charred corn salsa
for tacos. We know that
and Spanish style rice. SRPs for the
consumers like to adopt
10-ounce entrees are $7.99-$8.99.
restaurant-style meals at
CRABBY HOLIDAYS AHEAD?
home. And we saw that
If the shrimp market becomes
recipes for fish tacos make
Four seafood entrees prepared using the “en up the majority of online
troublesome, you might want to
papillote” steaming technique have been
consumer searches for sea- consider some of the crab-based
introduced under the Blue Horizon label.
items available under brands such
food recipes,” says Reichgut. “Our products make it as Phillips and Ocean Café, gener(www.seabest.com) recently inally the top two brands on frozen
easy for moms to adopt at home for
troduced new all-natural tilapia
their kids. We strive to inspire them crab products subcategory rankings
products at retail and foodservice.
by Nielsen, according to Tampa Bay
by providing recipes on our Web
They are offered as fillets, loins and
Fisheries’ Howard.
sites: www.mrspauls.com or www.
in retail bags, and are deep-skinned, vandekamps.com.
“While frozen appetizers show an
individually frozen and vacuum
uptick during the holidays, we see a
Elevation Brands (www.elevation
packed. The all-natural fillets are
current trend away from big party
brands.com), Framingham, Mass.,
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SPOTLIGHT: SEAFOOD

packs and trays,” says Rebekah
Cady, marketing manager for retail,
Phillips Foods, Inc. (www.phillips
foods.com), Baltimore. “Price point
is a challenge but a search for variety is also a driver in this trend.”
John Baxter, Phillips’ vp of retail and club sales, notes that “The
two new Phillips To Go products
for retail will be refrigerated, never
frozen and packaged in modified
atmosphere packaging to give them
a 40-day shelf life.” Phillips To Go
Crab Cakes and Crab Cake Minis
will likely retail for $6.99 to $8.99.
“What makes these crab cakes
special,” says Baxter, “is that we use
only crab meat and they are the only
hand-made (in Baltimore) cakes
on the market. Plus they are never
frozen.” Phillips Pasteurized Lobster
Meat is also rolling into refrigerated
fish cases this fall with expected

retails of $18.99 to $21.99.
Baxter also has a suggestion to
help retailers keep party SKU movement alive from November through
the Super Bowl. “Consumers will
still want party SKUs, so retailers can offer smaller packs, such as
two-eight packs in lieu of a 24-pack
party tray.” His company plans to
strengthen promotions of crab products in support of this strategy.
At last month’s Expo East, San
Francisco-based Feel Good Foods
(www.feel-good-foods.com) introduced three gluten-free egg rolls,
including a shrimp variety. Suggested retail price for the 9-ounce
packages is $4.99. n
Dan Raftery is president of Raftery
Resource Network and a trumpet
hobbyist. He can be reached at
Dan@RafteryNet.com.

New from Beaver Street Fisheries are
all-natural tilapia products under
the Sea Best label.

FROZEN FISH/SEAFOOD
Total U.S. multi-outlet (supermarkets, drugstores, mass market retailers, military commissaries and select club and dollar retail chains), for the 12
weeks ended August 11, 2013, according to IRI, the Chicago-based market research firm. Brands are as originally trademarked and may not include line
extensions.
			
UNIT			
% VOLUME POINT CHG
						
CATEGORY
$ SALES % CHG
SALES % CHG
VOLUME % CHG ANY MERCH ANY MERCH
FZ SEAFOOD
$913,785,900
FZ FISH/SEAFOOD $495,206,800
Private Label
$123,105,000
Gorton’s
$63,255,640
Fishin’ Co.
$41,284,020
Beaver Street Fisheries $33,595,270
Pinnacle Foods
$26,975,200
Odyssey Enterprises
$24,500,850
High Liner Foods
$16,445,430
Atlantic Trading Co.
$15,102,700
Great American Seafood $11,581,740
Quirch Foods Co.
$8,013,341
FZ SHRIMP
$418,579,100
Private Label
$235,778,000
Rich-SeaPak
$26,247,050
National Fish & Seafood $18,573,590
Aqua Star
$16,205,960
Tampa Bay Fisheries
$11,724,060
Beaver Street Fisheries $10,167,740
Tastee Choice
$8,776,370
Maple Leaf
$7,952,780
Gorton’s
$7,739,722
Great American Seafood $4,433,839
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3.1 121,310,200
6.1 70,906,750
4.2 18,044,700
7.9 12,246,440
16.4
4,808,842
21.2
3,966,644
(6.8)
5,300,385
3.1
2,063,131
10.0
2,755,457
23.6
961,557
0.0
1,395,370
6.4
1,001,289
(0.3) 50,403,450
(5.2)
28,754,120
3.4
3,677,113
(19.5)
3,065,070
50.9
2,430,816
(6.0)
611,587
22.4
1,259,720
(7.2)
974,988
18.8
447,333
(9.2)
1,278,173
(28.3)
364,402

0.6
3.8
6.3
8.1
12.0
14.8
(9.4)
(1.4)
16.3
45.9
3.9
4.2
(3.6)
(8.1)
(3.2)
(15.9)
45.1
(6.8)
9.3
(10.6)
13.5
(9.3)
(32.5)

162,098,900
107,416,400
23,580,100
12,967,310
12,806,630
9,495,935
6,691,880
4,852,722
4,401,101
1,998,407
3,061,080
2,595,591
54,682,460
30,106,400
4,293,731
2,573,043
2,161,564
1,431,396
1,428,613
1,079,755
891,102
952,608
684,951

2.4
6.2
5.8
7.1
11.2
15.3
(2.8)
(1.1)
9.7
13.8
6.2
6.3
(4.4)
(10.2)
2.3
(22.7)
45.3
(9.9)
14.5
(6.2)
13.4
(9.6)
(29.8)

30.0
29.3
38.41
25.7
27.1
31.3
25.90
4.7
20.8
31.6
50.0
21.7
31.21
34.4
11.2
10.0
25.2
25.4
32.2
21.7
22.6
42.1
41.3

(3.0)
(0.1)
1.2
2.5
(0.8)
1.0
(5.7)
1.4
(3.4)
1.1
(8.6)
2.9
(7.8)
(11.5)
(5.9)
1.8
(7.4)
(1.5)
(16.2)
(0.0)
4.6
10.0
(21.2)
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STILL

restaurant dish that’s difficult to prepare from scratch, making it perfect
for frozen. “Risotto is often served
with vegetables as a side item, but we
added meat to ours, so it can double
as a light meal,” says Keip. Made from
scratch in small batches, the microwaveable single-serve dish comes in
four gluten-free flavors: Bolognese,
Chicken Lemon Thyme, Vegetable
and Chicken Mushroom.
Another new entry comes from
Omaha, Neb.-based ConAgra, which
recently debuted two Bertolli sub-

NUMERO

UNO

A steady stream of new and
improved products helps Italian
retain its title as consumers’
favorite ethnic cuisine.
BY DENISE LEATHERS

A

sian and Mexican
have grabbed most
of the headlines
lately, but America’s original “ethnic” cuisine, Italian,
remains most consumers’
favorite. In fact, a recent
survey by London-based
Mintel reveals 55% of consumers prepared Italian
food at home during the
Available in four flavors, Michael Angelo’s
past month versus 50%
new risotto lineup provides an easy makewho made Mexican and
at-home alternative to one of consumers’
44% who cooked Asian.
favorite Italian restaurant dishes.
Italian was the clear
brands (www.villabertolli.com). Offavorite among consumers age 55+
fered in “tray-in-tray” steamer bowls
(who were less likely to eat ethnic
similar to what the company already
foods of any kind) and households
uses for some of its Marie Callender’s
with children, highlighting the cuisine’s “mainstream” status compared and Healthy Choice entrees, Bertolli Al Dente meals for one come in
with other ethnic fare.
four flavors: Tortellini Margherita,
NO SURPRISE
Chicken Florentine Alfredo, Asiago
Ravioli Primavera, and Chicken
That comes as no surprise to Joe
Chardonnay & Penne. Bertolli RusKeip, vp of retail sales at Austin,
Texas-based Michael Angelo’s
(www.michaelangelos.com).
“The Italian casual dining segment, including restaurants like
Olive Garden and Macaroni
Grill, is very healthy right now,
tico Bakes, on the other hand, come
especially on the takeout side.” But
in MicroRite trays that promise more
consumers want to be able to enjoy
even heating and oven-baked taste
those dishes at home without a stop
out of the microwave. They include
at the restaurant, creating demand
mostly stuffed-pasta dishes (Stuffed
for high-quality frozen alternatives
Shells alla Vodka, Ricotta & Spinach
that also save money, he says.
Cannelloni, etc.) that are difficult to
The newest addition to Michael
make from scratch.
Angelo’s line is risotto, a popular

The company also adds three
flavors to its Bertolli Classic skillet
meals for two lineup: Chicken Margherita, Pappardelle Bolognese and
Lobster Ravioli.
Meanwhile, on the refrigerated
side, Glendale, Calif.-based Nestlé
adds two seafood varieties, Crab Ravioli and Shrimp Scampi Ravioli, to
its premium Buitoni Riserva collection (www.buitoni.com).

LARGER MULTI-SERVES
While Italian meals for one and two
are common, several manufacturers
are rolling out multi-serve entrees
as well. For example, Nestlé just
launched a line of 30-ounce Stouffer’s
Satisfying Skillets for three (www.
stouffers.com) that boast “20% more
food” than its 22- to 25-ounce skillets.
Two of the four varieties — Grilled
Asiago Chicken & Penne Pasta and
Savory Meatballs & Penne Pasta —
fall into the Italian subcategory.
Michael Angelo’s also offers
multi-serve meals, but Keip says
there’s a void at the larger-size end,
prompting its introduction of 44- to
46-ounce family-size entrees that
can feed five or six. Yes, he says,
households are getting smaller, but
even two- or-three-person households were reporting the need to buy
two or even three multi-serves in
order to adequately feed everyone.
Michael Angelo’s will also debut
additional varieties of its party-size
entrees (half a steamtable tray) after
the first of the year.
ConAgra took a similar step
recently, adding four “large family

Fully 55% of consumers prepared Italian food at
home during the past month versus 50% who made
Mexican and 44% who cooked Asian, says Mintel.
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size entrees” to its Marie Callender’s
Comfort Bakes lineup (www.marie
callendersmeals.com).
“Almost every supermarket now
has a family-size section to help them
compete against club stores,” says
Keip. “So there’s a growing need for
larger-size meals.” n

The only difference between
restaurant risotto and Michael Angelo’s
is the convenience of a grocer’s freezer.

Introducing Michael Angelo’s new family of Gluten Free risottos.
Like every meal from Michael Angelo’s, our new risottos are made from family recipes
that rival the finest Italian restaurants. All natural, gluten free and made in small batches
under Michael Angelo’s watchful eye, they’re a delicious and convenient alternative to dining out
that all moms will love. Celebrate the return of dining-in with Michael Angelo’s,
and bring those dining-out dollars back home to your store.

To learn more about how you can profit from our new risottos contact Joe Keip,
Vice President of Retail Sales at 732.759.8366, or visit www.michaelangelos.com

SPOTLIGHT: ICE CREAM

YOGURT SPARKS
ICE CREAM $$
Driven by strong growth in the frozen yogurt segment,
ice cream registers a modest gain. Novelties, hurt by a
relatively cool summer, show signs of coming back via
new products.
BY DENISE LEATHERS

T

hanks to double-digit gains in the frozen yogurt
segment, sales of ice cream/sherbet edged up
0.7% to $1.51 billion across channels during the
12 weeks ended Aug. 11, reports Chicago-based market
research firm IRI. But the advance was offset by losses
in the frozen novelties category, which saw sales during
the period tumble
4.0% from a year
ago to $1.24 billion.
Manufacturers
say a cold spring
deserves some of
the blame, particularly on the novelties side. “Novelties sales ebb and
flow more with
the temperature
outside than scoop
ice cream sales,” exThe introduction of gelato
novelties from Talenti and others plains Steve Crane,
is expected to spur growth in the FatBoy ice cream
national sales manstruggling category.
ager at Richmond,
Utah-based Casper’s (www.fatboyicecream.com).
“Novelties are rarely on the shopping list. To generate
that impulse buy,
the weather needs
to cooperate.”
Although it may
seem counter-intuitive, the economic
recovery has
also taken a toll
on the category,
says Craig Hall,
general manager
at Hackettstown,
N.J.-based Mars Ice Cream (www.mars.com). As they
become more comfortable spending money again, more
consumers are taking their families to scoop shops
versus treating them at home, he says.

‘We’ve seen other
European products
completely reshape
categories. Gelato
could do the same
for ice cream.’
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A new report from
London-based Mintel
reveals the category’s
been trending down for
awhile, not just postrecession. Although total
sales grew 9% from 2008
to 2013, when adjusted
for inflation, they’re
actually down 1%. Mintel
says a greater variety of
treat options plus the
tough economy have
Graeter’s ‘new’ Salted
slowed the category.
Caramel variety is already
On a more positive
its fourth-best seller.
note, the company predicts sales will grow 15% to $12.8 billion over the next
five years, a gain of about 2% when adjusted for inflation.
“An infusion of life through new products should warm
sales,” it says, noting that 60% of consumers like to try
ice cream and novelties they’ve never tasted before.

ICE CREAM GOES UPSCALE
Mintel says a lack of product innovation — along
with strong growth by frozen yogurt — has cut into
ice cream sales as well. But the research firm believes
the growing popularity of premium products, limited
edition flavors
and specialty
formulations like
gelato and slowchurned will help
keep the category
top of mind.
Twenty years
ago, the premium
segment (now
called superpremium) was
dominated by
Ben & Jerry’s and
Unilever brings its better-forHäagen-Dazs.
you Fruttare brand to the U.S.,
But since their
offering eight Fruit & Milk and
sale to Unilever
Fruit & Juice Bars.
and Nestlé, respectively, they’ve
become “commoditized,” says George Denman, sales
and marketing vp at Cincinnati-based Graeter’s (www.
graeters.com). “The new super-premiums are ‘craft’
brands like Graeter’s, Jeni’s and Steve’s — true artisanal ice creams made in small batches by family-owned
companies — like Ben & Jerry’s was in the beginning,”
he explains.
While Ben & Jerry’s and Häagen-Dazs typically retail
for $3.99 to $4.99 a pint, “new” super-premiums like
Graeter’s often go for as much as $5.99 to $9.99. Recog-
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nizing the potential of these high-end “boutique” items,
many of which have loyal fan bases, companies like Giant Eagle, Fresh Market and Whole Foods have carved
out dedicated craft ice cream sets, reports Denman.
Within the super-premium segment, one of the
hottest-selling products is gelato, which has lower fat
than ice cream but
boasts a “luxurious” mouth-feel.
Minneapolis-based
Talenti Gelato &
Sorbetto (www.
talenti.com), whose
annual sales were
up almost 70%
through mid-July,
leads the gelato
pack. But its success has spurred
new entries,
including one from
Category pioneer Yasso adds
Nestlé-owned
three varieties to its frozen
Häagen-Daz (www.
Greek yogurt bar lineup.
haagendazs.com),
Oakland, Calif.,
which debuted in April. Packaged in 14-ounce cartons,
it’s offered in seven “Italian-inspired” flavors (think
Stracciatella, Limoncello and Black Cherry Amaretto)

states, gelato could do the same for ice cream.
Other new gelato items to watch for include eight
flavors of dark chocolate-dipped Gelato Pops from
Talenti and ice cream sandwich-type Gelato Squares
from Florham Park, N.J.-based Ciao Bella (www.ciaobel
lagelato.com).

GREEK STILL GAINING

While gelato may be “the next big thing,” the current
big thing is Greek frozen yogurt. Although it represents
only about 7% of total ice cream/sherbet sales, Greek’s
success helped drive a 15.0% gain in frozen yogurt sales
during the most recent 12 weeks (versus the same period a year ago). In fact, Omaha, Neb.-based ConAgra’s
Healthy Choice brand (www.healthychoice.com), introduced last September, already ranks as the category’s
second-best seller. It recently added Dark Fudge Swirl
and Honey Swirl to its lineup.
Le Mars, Iowa-based Wells’ Dairy (www.wellsenter
prisesinc.com) has licensed General Mills’ Yoplait brand
to give its new frozen Greek yogurt entry a leg up. Introduced last October (and already the segment’s No. 7), the
Yoplait line includes both Greek and non-Greek frozen
yogurt pints and bars, making it one of the first “mainstream brands” to challenge Greek novelties pioneer
Boston-based Yasso (www.yasso.com).
According to Yasso co-founder Amanda Klane, sales of
Greek frozen yogurt novelties were up 112% during the
52 weeks ended June 8, so it’s no surprise
other companies are looking for a piece
of the action. While other manufacturers
launched frozen Greek yogurt pints, Yasso
recognized early on that only novelties
would offer the same portion control that
and carries a $4.79 suggested retail. Two flavors are also made single-serve Greek yogurt such a hit. The company
expanded from three to six flavors earlier this year —
available in 3.6-ounce, single-serve cups.
Another newcomer to the segment, Italy-based G7
adding Coconut, Mango and Vanilla Bean — and Klane
(www.g7gelati.it), is hoping its “made in Italy” status
says to look for additional varieties next spring.
Frozen Greek yogurt is also
will help it gain trial among gelato consummaking its way into other
ers interested in a more authentic product.
frozen novelties. For example,
Distributed in the United States by Warren,
Pennsauken, N.J.-based J&J
Mich.-based KLT Global, its hand-made
Snack Foods (www.jjsnack.
Siviero Maria lineup includes 10 flavors in
com) recently added three
1-liter/17.6-ounce rounded square containSorbet and Greek Frozen
ers, each garnished with whole nuts, IQF
Yogurt Swirls to its Whole
fruit or fine European chocolate. (Five varieFruit lineup.
ties are also offered in 2.82-ounce mini cups
But frozen Greek yowith spoons, sold mostly in c-stores.)
Borrowing a page from Talenti’s playgurt isn’t the only way to
Lindy’s new Sour Blasters frozen
book, “We use transparent packaging so
improve the nutritional
ices meet growing demand for
consumers can see the quality of the prodprofile of frozen novelties.
tart, sour flavors among kids and
uct before they purchase,” says national
Although the “light” catyoung adults.
account manager Terry Brunt. “We’ve seen
egory has suffered some
other European products completely reshape categolosses recently as consumers opt for products naturies,” he adds, citing Greek yogurt and hummus as
rally lower in fat and calories, FatBoy’s Crane thinks
examples. Although it’s still in its infancy here in the
there’s still life in the healthy segment. However, he

‘Novelties are rarely on the shopping list.
To generate that impulse buy, the weather
needs to cooperate.’
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acknowledges that today’s consumers are just as interested in what is in a product as what’s not. To meet
demand for novelties not just better-for-you but goodfor-you, Casper’s recently launched Active D’Lites

Mars will debut a frozen
version of its popular Starburst
fruit chews in February.

with Probiotics. Offered in Vanilla, Chocolate and
Almond flavors, the low-fat bars contain a daily dose of
probiotics to aid digestive health.
Other manufacturers looking to win points with
health-minded consumers are beefing up their fruit
bar programs. For example, Nestlé recently launched
fruit bars under the new Outshine brand (www.out
shinesnacks.com), which includes all of the flavors offered under the old Dreyer’s Fruit Bar brand as well as
six new varieties and several limited edition “Seasonal
Picks.” But the big news is the line’s two Coconut Water
flavors (Banana and Pineapple), billed as the first national coconut water-based frozen fruit bars.
“The popularity of coconut water has exploded, with
more than 23 million U.S. consumers enjoying coconut
water-based beverages,” says Outshine brand manager
Kerry Hopkins.
Englewood Cliffs, N.J.-based Unilever is also jumping on the fruit bar trend, bringing its Fruttare brand

Although total ice cream
sales grew 9% from 2008
to 2013, when adjusted for
inflation, they’re down 1%.
(www.fruttarefruitbars.com) to the United States for
the first time this past summer. Already available in
15 other countries, the line includes Fruit and Milk
Bars and Fruit and Juice Bars. Offered in four- and sixcount packages, respectively, they carry a $4.29 suggested retail.
Traditional better-for-you brands are also expanding
their offerings. Although its sales tumbled 11.3% during the most recent 12 weeks compared with the same
period a year ago, Nestlé’s Skinny Cow (www.skinny
cow.com) remains the novelty subcategory’s third-best
seller. It recently added a pair of ice cream-and-candy
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combos — Cookies ‘n Dough Ice Cream Candy Bars
and Salted Caramel Pretzel Ice Cream Candy Bars — to
its low-fat lineup.

SALTED CARAMEL LEADS
According to Graeter’s Denman, salted caramel is the
hottest flavor in just about any category, ice cream and
novelties included. Although Graeter’s has offered salted
caramel in its scoop shops for decades, it always referred to it simply as caramel. When it added the flavor
to its pint program recently, it also added “Salted” to its
name, and the new variety
quickly shot to the top.
It currently ranks as the
company’s sixth best-seller
— highest among Graeter’s
non-chocolate chip flavors.
But in stores that carry it,
Salted Caramel is No. 2 (so
expect some line extensions in 2014), says Denman. Graeter’s also added
Black Cherry Chocolate
Chip to its lineup earlier this year, hoping to win over
some of Ben & Jerry’s Cherry Garcia lovers. It’s already
the company’s No. 4 (out of 30 flavors in all).
Other popular flavors are inspired by favorite desserts, especially birthday cake. For example, Unilever
recently added a Birthday Cake variety to both its Good
Humor (www.
goodhumor.com)
and Breyers Blasts!
(www.breyers.com)
lineups, the latter of which also
welcomed a limitededition Strawberry
Shortcake flavor.
Novelties category
newcomer Friendly’s
(www.friendlys.
com), Wilbraham,
Mass., offers both
Chocolate Cake and
Strawberry Cake
The Yoplait collection from
Krunch Bars. And
Wells’ Dairy includes both
Brenham, Texasregular and Greek frozen
based Blue Bell
yogurt pints and bars.
Creameries (www.
bluebell.com) just reintroduced Blueberry Cheesecake
Ice Cream, featuring real cheesecake pieces and blueberry sauce swirl.
Sour flavors are also gaining a foothold, especially
in the kid-friendly ice pop novelties segment, reports
Veronica DeCristoforo, CEO at Charlotte, N.C.-based
Lindy’s Homemade (www.lindyshomemade.com). Citing

Sales of Greek
frozen yogurt
novelties were
up 112% during
the 52 weeks
ended June 8.
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ICE
CREAM & NOVELTIES
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores combined for the 12

weeks ended Aug. 11, 2013, according to IRI, the Chicago-based market research firm. Percent change is versus the same period a year
ago. Brands are as originally trademarked and may not include line extensions.

CATEGORY
ICE CREAM/SHERBET
ICE CREAM
Private Label
Blue Bell
Breyer’s
Häagen-Dazs
Ben & Jerry’s
Dreyer’s/Edy’s Slowchurned
Wells’ Blue Bunny
Dreyer’s/Edy’s Grand
Turkey Hill
Breyer’s Blasts
FZ YOGURT/TOFU
Private Label
Healthy Choice
Kemps
Ben & Jerry’s
Ben & Jerry’s Froyo
Wells’ Blue Bunny
Wells’ Dairy Yoplait
So Delicious
Dreyer’s/Edy’s Slowchurned
Häagen-Dazs
SHERBET/SORBET/ICES
Private Label
Häagen-Dazs
Blue Bell
Kemps
Talenti
Ciao Bella
Prairie Farms
Dreyer’s/Edy’s
Wholefruit
Dreyer’s
FZ NOVELTIES
FZ NOVELTIES
Private Label
Nestlé Drumstick
The Skinny Cow
Klondike
Wells’ Dairy Weight Watchers
Popsicle
Häagen-Dazs
Blue Bell
Magnum
Dreyer’s/Edy’s
ICE POP NOVELTIES
Fun Pops
Private Label
Pop Ice
Fla-Vor-Ice
Otter Pops
Fla-Vor-Ice Plus
Tampico
Frootee Ice
Jel Sert Angry Birds
Del Monte Fruit Chillers
ICE CREAM/ICE MILK DESSERTS
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$ SALES
$1,509,649,000
$1,357,896,000
$293,631,000
$144,832,500
$121,515,600
$93,974,450
$87,457,410
$73,741,690
$67,735,250
$66,095,520
$50,356,930
$41,601,650
$96,351,670
$16,593,500
$9,225,525
$9,055,807
$9,045,428
$6,349,589
$6,262,596
$5,354,128
$5,186,362
$4,006,820
$2,555,566
$55,401,330
$23,741,780
$7,751,783
$3,563,781
$1,792,300
$1,663,935
$1,539,296
$1,461,390
$1,362,392
$1,205,594
$1,080,758
$1,244,039,000
$1,103,100,000
$144,403,700
$79,357,630
$52,397,860
$51,619,040
$47,127,200
$39,393,300
$35,153,600
$34,682,040
$30,106,120
$19,096,140
$81,304,520
$22,590,820
$14,839,360
$8,798,888
$5,280,430
$4,320,950
$3,015,837
$2,561,189
$2,136,491
$2,008,230
$873,687
$59,634,820
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% CHG
0.7
0.2
(5.4)
7.8
(4.4)
21.3
8.7
(3.5)
(17.1)
44.9
(2.9)
(0.3)
15.0
(3.1)
613.2
27.4
10.4
2.7
22.2
*
43.1
(30.1)
(9.5)
(7.7)
(10.3)
(9.8)
1.1
(13.7)
74.2
(37.0)
3.1
(47.8)
(10.6)
428.8
(4.0)
(3.8)
(2.4)
2.7
(11.3)
(1.4)
(16.9)
(1.0)
0.2
22.0
(20.4)
(74.9)
(7.9)
(11.7)
(3.0)
(12.2)
(13.3)
1.4
(14.8)
(6.6)
(16.1)
*
(61.7)
(1.0)

UNIT SALES
428,046,000
381,642,100
94,060,140
35,475,080
36,260,140
23,454,050
24,175,750
19,413,660
16,479,910
17,911,690
17,524,800
12,681,770
26,788,710
5,453,514
2,607,661
2,403,954
2,645,711
1,724,544
1,693,708
1,721,333
1,002,510
1,025,441
652,021
19,615,280
9,568,441
1,997,208
1,307,827
596,548
383,070
379,420
442,776
362,742
449,164
268,625
405,371,600
362,721,300
52,626,950
17,357,410
12,408,850
16,937,780
10,676,210
13,683,540
15,801,590
9,516,130
8,112,776
6,014,790
38,828,070
9,437,632
6,078,841
2,488,535
2,878,550
1,153,238
380,020
2,665,732
988,803
927,953
376,921
3,822,263

% CHG
VOLUME
2.2 1,300,476,000
1.8 1,195,876,000
(3.4)
355,818,100
7.0
102,340,600
(0.3)
108,265,200
26.1
22,507,960
10.2
24,255,520
0.7
58,639,560
(16.8)
70,926,250
51.6
54,520,060
(2.0)
52,039,830
2.2
37,814,480
15.7
58,239,800
(2.3)
17,681,850
445.6
2,429,384
24.9
7,287,714
3.5
2,490,637
3.1
1,724,544
27.5
5,927,977
*
1,721,333
47.2
1,002,510
(27.7)
3,081,998
(8.4)
570,518
(6.4)
46,360,360
(8.5)
26,170,800
(10.1)
1,747,557
(3.1)
2,340,046
(16.5)
1,755,151
75.7
383,070
(42.0)
338,524
(3.0)
1,555,424
(45.1)
1,088,225
6.2
449,164
564.9
850,838
(4.7) 674,696,900
(4.3) 495,836,900
(3.7)
101,108,600
2.0
30,091,900
(15.8)
15,077,800
(1.2)
29,537,190
(18.0)
12,509,460
(7.9)
22,654,140
(7.3)
5,977,994
21.6
17,374,300
(19.0)
5,138,470
(70.5)
5,802,549
(9.1)
166,947,300
(11.2)
58,354,680
(4.1)
34,069,910
(11.1)
19,480,880
(9.7)
8,181,114
7.8
8,562,037
(14.8)
7,125,371
(5.7)
3,501,580
(13.8)
3,835,800
*
2,812,286
(60.7)
382,719
(2.4)
11,912,720

% CHG
(0.6)
(0.8)
(5.4)
6.2
(0.8)
23.7
10.0
0.8
(15.7)
53.0
(1.8)
1.9
6.9
(3.1)
577.7
26.2
13.1
3.1
27.5
*
47.2
(27.7)
(8.4)
(4.5)
(7.1)
(10.1)
(2.5)
(10.3)
75.7
(48.2)
6.0
(45.1)
6.2
426.5
(5.3)
(4.4)
(4.6)
5.7
(9.9)
2.2
(18.8)
(12.6)
4.0
21.0
(22.6)
(73.6)
(8.1)
(12.5)
(1.2)
(12.6)
(10.4)
0.1
(14.8)
(18.4)
(14.9)
*
(64.1)
0.3

* Product has been in distribution less than one year.

the popularity of candies like Sour Patch Kids and Warheads, the company introduced Sour Blasters flavored
ices. Free of fat, dairy and gluten, they come in four tart,
tangy flavors: Apple, Cherry, Grape and Watermelon.
Mars is readying 2.6-ounce Starburst Sorbet Bars for
a February launch. “Starburst is the No. 3 confection
brand, so its devoted fan base will be eager to try this
new, frozen version,” says Hall. The sticked novelties
offer “a burst of strawberry flavor in a light and refreshing bar.”
Mars’ line of candy-bar inspired novelties (it also
offers Snickers, Twix, Dove and Milky Way Ice Cream
Bars), may soon have company, as other ice cream companies are seeking partner brands. Key players like Unilever’s Breyers
have made
co-branding a
cornerstone of
their programs. Most
recently, the
company partnered with the
Girl Scouts,
adding Thin Mints and Samoas varieties to its Breyers
Blasts! lineup. Other new co-branded additions to the
collection include M&M and Creamsicle flavors.

Companies like Giant
Eagle, Fresh Market
and Whole Foods have
carved out dedicated
craft ice cream sets.

Made in Italy, the
Siviero Maria lineup
from G7 includes 10
“authentic” gelato flavors.

Smaller companies are also exploring co-branding.
Providence, R.I.-based Roba Dolce (www.robadolce.
com) recently rolled out a line of nine Ocean Spray gelato and sorbet pints (Dark Chocolate with Cherry Craisins, Cranberry Raspberry Lime, Blackberry Cabarnet,
etc.). Casper’s went a similar route, developing superpremium stick novelties dipped in Guittard chocolate.
Offered under the Casper’s Classics brand, they come in
flavors like Sea Salt Caramel dipped in Milk Chocolate
and Coconut dipped in Dark Chocolate.
“Co-branding with Guittard brings instant recognition and increases trial,” says Crane, who thinks the
practice will become even more common as competition grows. n
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UPDATE
ALDI PLANS $40M DC

Batavia, Ill.-based Aldi will begin construction early next
year on a 650,000-square-foot distribution center and
divisional headquarters in Rosenberg, Texas, according to
the Houston Chronicle.
The $44 million facility will serve the company’s growing Houston market, where Aldi had opened 12 new
stores as of May of this year. Further growth is planned.
Construction is set be completed by October 2015, with
the official opening scheduled for early 2016.
“We are pleased to bring our Houston distribution
center and divisional headquarters to Rosenberg,” said
Scott Huska, vp of Aldi’s Denton division. “The location of the site is prime real estate for our distribution
efforts, and will allow us to offer more grocery shoppers
in the Houston area a smarter shopping alternative. We
are proud to partner with our neighbors and look forward to continuing a long-term relationship with this
community.” n

CON-WAY FREIGHT
TO EXPAND IN TEXAS
New $3.7 million freight operations center
in Robinson will have 48 doors.
Con-way Freight, Ann Arbor, Mich., a less-than-truckload (LTL) trucking company and subsidiary of Conway Inc., plans to build a new, state-of-the-art, 48-door,
18,870-square-foot
freight service center in
Robinson, Texas.
The new $3.7 million
facility will serve as the
local hub from which the company will provide daily
freight pickup and delivery services, connecting central
Texas and the Greater Waco metropolitan area with one-,
two- and three-day service points in Con-way Freight’s
nationwide network, as well as Mexico and Canada.
The company has selected a 12-acre property in the
Robinson Industrial Park for the new facility, scheduled
to open in April 2014. The company operates a fleet of 24
commercial truck-tractors and 80 freight trailers from its
current facility in Waco, and expects to expand its local
fleet once the new facility is open. Con-way Freight in
Waco/central Texas currently serves more than 800 businesses in the greater metropolitan area and surrounding
communities. Nationwide, the company operates a fleet
of 9,600 truck-tractors and 25,000 freight trailers. n
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COLD TRAIN FLEET GROWS

Overland Park, Kan.-based Cold Train has expanded its
Quincy, Wash., refrigerated container fleet to more than
400 Hyundai 53’ containers while adding new destinations on the East Coast.
The company now delivers fresh produce and frozen
foods from Washington and Oregon to and from 19 states:
Illinois, Indiana, Michigan, Wisconsin, Ohio, Pennsylvania, New York, New Jersey, Connecticut, Massachusetts,
Delaware, Maryland, Virginia, North Carolina, South
Carolina, Louisiana, Mississippi, Georgia and Florida. Additionally, Cold Train has begun regular express service
from Washington and Oregon to Toronto, Ontario.
Cold Train departs both Quincy, Wash., and Portland,
Ore., six days a week and its door-to-door service takes
approximately 4 to 5 days to the Midwest and about 6 to
7 days to the East Coast.
Cold Train has just completed the second expansion of
it headquarters in three years and is beginning an expansion of its Quincy office. The company opened a Chicago
office earlier this year. n

HALL’S WILL ADD N.J.
CROSS-DOCK FACILITY

Hall’s Warehouse Corporation, South Plainfield, N.J., will
add a 103,765-square-foot cross-dock facility adjacent
to its headquarters by next spring. The temperaturecontrolled, state-of-the-art facility will allow Hall’s to
better serve one of its largest clients, while allowing more
opportunities in this niche market.
With the addition of a 35°F and 55°F temperature-controlled facility utilizing 49 truck docks for inbound receiving and outbound shipping, Hall’s will be able to substantially increase the current volume of freight already
traveling through its facility. There is “plenty of room for
future growth.” In addition to a 24-space tractor parking lot and backup generator capability, the building will
have a 1,280-square-foot receiving office, a 736-squarefoot shipping office, and a two-story, 5,460-square-foot
multipurpose complex. n

KROGER EYES ATLANTA DC

Cincinnati-based Kroger is considering a $225 million
industrial project in metro Atlanta, according to the
Atlanta Business Chronicle. The
development would include a
DC, freezer component and truck
maintenance facility, and require
between 1 million and 1.5 million
square feet.
‘Kroger has considered the
campus-like project for months, and it’s scouted several properties on which it might develop, according to
industrial real estate sources familiar with the plans,” the

What was your logistics company doing in 1923?
Our business was founded on these four principles, and
they have been the mainstay of our company ever since.

1-800-791-2653
www.henningsen.com
OregOn • WashingtOn • idahO
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SCAN ME!
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Chronicle says.
A 300-acre site at Fulton County Airport - Brown Field, just west of Atlanta, has emerged as a contender to land Kroger, those sources said. n

PEOPLE ON THE MOVE

C

olton, Calif.-based Lineage Logistics (www.lineagelogistics.com),
Colton, Calif., names Diogo Lobo its first president of logistics,
reporting to Bill Hendricksen, CEO of the company. Prior to joining Lineage, Lobo was head of international logistics at JBS USA, Greeley,
Colo., the world’s largest protein company, where he was responsible
for directing its international logistics efforts. “Diogo brings with him
invaluable experience and a unique perspective that will position Lineage
to efficiently manage every step of the supply chain for our customers,”
says Hendricksen… Salt Lake City-based England Logistics’ cold chain
LTL director, Jeremy Dailami, is elected to the International Refrigerated
Transportation Association’s (IRTA) Board of Directors for a three-year
term. “IRTA actively sought out an industry leader who could provide
accurate insight into the domestic transportation of chilled and frozen
goods,” says Richard Terry, IRTA Board Member.
“England Logistics was identified as one of the principal players in the arena. Jeremy Dailami’s role makes
him the perfect addition to the IRTA Board.”… Dr.
Patrick Brecht is named to the Scientific Advisory
Council of the World Food Logistics Association.
He is founder and president of PEB Commodities,
Petaluma, Calif., and has been a senior executive for
four multi-national companies. A former professor at
Cornell University, he has extensive transport-related
experience and has authored publications used as key
reference guides in the industry… Minneapolis-based
Jeremy Dailami
Ryan Companies US, Inc., hires Bob West as director of business development, food and beverage. He brings more than
23 years of business development and construction management experience and has contributed to projects totaling more than 5 million square
feet. Ryan Companies US is a third generation, family-owned national
developer, designer, capital investment consultant, builder and real estate
manager… Kingspan Insulated Panels hires Kevin Franz as its business
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development manager, focusing on
“reducing energy waste by optimizing the building envelope” in the
building market. With more than
20 years as a project manager, client
liaison and practicing architect, he is
responsible for growing Kingspan’s
market share in the Charlotte
and Raleigh, N.C., Columbia S.C.,
Charleston S.C., Atlanta, and
Nashville, Tenn., markets… Penske
Logistics, Reading, Pa., names
Michael Casidy to the newly created position of managing director
of Mexico. The company has been
operating in Mexico for 17 years providing a variety of logistics solutions
for manufacturers and shippers in
Mexico, including cross-border shipments via truck, intermodal shipments, transportation and carrier
management, DC and warehouse
management, lead logistics, crossdocking, in-plant material follow-up,
and others. Casidy will be based
in Saltillo, Mexico, which will now
function as the Mexico headquarters
for Penske Logistics. n

3M INTRODUCES
48-HOUR TESTING
FOR YEAST/MOLD

3M Food Safety, St. Paul, Minn., has
launched 3M
Petrifilm Rapid Yeast and Mold
Count Plate, an indicator test that
enables the detection of yeasts and
molds in as little as 48 hours, compared with five to seven days using
conventional agar methods. This
new plate also offers food processors
a simplified solution for inoculation
along with an easy, consistent way to
interpret and enumerate colonies.
The sample-ready system uses a
three-step process: inoculation,
incubation and
enumeration.
With the reduced
incubation time along with the flexibility of incubation at 25° C or 28°
C, food processors can have clearer,
easier and faster-than-ever colony
enumeration. The test results in blue-

colored yeast and mold colonies and contains technological enhancements that prevent colonies from spreading
or overlapping, providing superior interpretation. n

ROSENBUSCH
EARNS HONORS

Corey Rosenbusch, president and COO of the Global
Cold Chain Alliance (www.
gcca.org), was named a 2013
Young & Aspiring Association
Professional by Association
Trends magazine. Nominated
Corey Rosenbusch
by senior executives and peers
for their contributions and leadership, these Young &
Aspiring Professionals represent the present and future
of association management, according to a release by
the GCCA.
Rosenbusch was recognized for several accomplishments including, growing membership by 33%;
launching three international offices; building partnerships with European and Australian associations; and,
operating surpluses and expanding services during a
down economy. n

LOGISTICS LEDGER

Colorado Springs, Colo.-based Accellos, and SPS Commerce, Inc., Minneapolis, have partnered to deliver a
fully integrated, turnkey supply chain management
solution for the Microsoft Dynamics GP market.
Accellos is a provider of supply chain execution software solutions, and SPS Commerce is a provider of enterprise retail cloud services. “The breakthrough enterprise cloud service changes the competitive landscape,
enabling suppliers to seamlessly connect with more
than 50,000 supply chain partners including retailers,
distributors, vendors and logistics providers through a
single connection from their Microsoft Dynamics GP
system to SPS’s Universal Network,” according to a joint
release by the companies… Food distributor US Foods,
Rosemont, Ill., is seeking to relocate a current facility from Peabody, Mass., to the 505,000-square-foot
former Poland Springs warehouse in Seabrook, N.H. If
the deal goes through, US Foods, which cannot expand
at its Peabody site, would reportedly spend nearly $40
million in renovations. Those renovations would include
turning dry storage to cold and frozen storage, and the
installation of fuel tanks and light repair facilities for its
truck fleet. One of the country’s largest foodservice distributors, with $21 billion in annual sales, US Foods has
24,000 employees nationwide and 60 DCs in 37 states…
Joliet Cold Storage, Joliet, Ill., expects to complete construction on a $28 million, 217,000-square-foot distribution center for refrigerated and frozen foods next June. n

Visit us in Chicago at the International Dairy
Show • Booth #1977 • November 3-6

GETTING PERSONAL

LESSONS OF JUDO
A black belt frozen food marketer recalls what he
learned in competition, and how it helps him today.

C

het Mayekawa, the mild-mannered director of
sales at Fort Lee, N.J.-based Ajinomoto North
America, has a black belt in judo. But not to
worry — he doesn’t use it on sales calls. Well, a little, but
more about that later. The sport has been a love for this
marketer of Asian frozen foods since he was growing up
in the San Francisco Bay area. We chatted.

What do you like best about judo?
How it sharpens your senses. You are in constant contact with your opponent by grabbing onto their “gi,” or
uniform. It’s a game of maneuvering your opponent into
situations where you can use their energy or momentum
to your advantage by sweeping their legs with your feet,
or throwing them
over your hip or
bringing them to
the ground for a
pin or to force a
submission.
In a match,
your senses are
on overload trying to feel the
slightest twitch
or move that
might indicate
your opponent is
going to attempt
a particular
technique on you.
And in that split
second when your
Chet Mayekawa (bottom) about
opponent tries an
to throw his opponent for a win in
attack, your brain
the 1971 U.S. Judo Federation High
and body reflexSchool Nationals at San Jose State
ively responds
College. He finished in the top six.
with a defensive
tactic, or, better yet, a countermove that uses their attack
momentum and converts it to your advantage.
What are some of your favorite memories
from competing?
The only time I scored on an “ippon” in a national tournament setting was in the 1971 U.S. Judo Federation High
School Nationals (see photo). An ippon is a technique that
is judged decisive — it connects cleanly, with good form,
and there is little-to-no opportunity to defend against it.
The caliber of competition is so high that it is rare to get
someone in that position and score such a decisive win.

102 www.frbuyer.com

OCTOBER 2013

Another memorable moment came when I was a
sophomore in high school. My coach at the Palo Alto
Judo Club, Tamo Kitaura, was also head coach of the
Stanford University Judo Club. He let me train with the
Stanford team, and one night Stanford didn’t have someone to compete
in the under-135
pound weight
division. They
asked me to be
part of the team
for a dual meet
at UC Berkeley.
In a match that
would have been
forfeited had I
not been there, I
fought to a draw
and our team
won. Yes, it was
cool competing
against a college student who
was three years
older than me,
but what could
be better than
hanging out
with college guys Mayekawa today, with his hardafter the meet,
earned black belt.
walking around
Berkeley!
The final memorable moment happened in my thirties.
I had quit judo when I was a senior in high school, but
regretted never getting my black belt. Twelve years later,
I resumed training, and started competing again. Competing against college kids was not an easy task for an
“old man” like me. Eventually I got back into tournament
shape, competed, and placed first in my division in an
open invitational. Soon after that win, I was awarded my
black belt. That made my judo experience complete.
What lessons from judo do you apply
to business today?
First, there is no easy road to success. I’d wake up early in
the morning to run, and every step was an absolute grind.
But in retrospect, every step I took was a foundation to
every success I enjoyed as a competitor.
Second, be sensitive to the environment around you.
Understand your opponent so well that you can respond
to their slightest movement and convert their momentum
into something you can use for yourself.
Third, if you’ve trained properly, and life gives you
the slightest opportunity, trust your instincts and act,
because that action can lead to moments that are remembered forever. n

