PIZZAXBREAKFASTSXASIAN FOODSXDIPSXSEAFOODXBREAD

DECEMBER 2013

www.frbuyer.com

THE POWER OF ASSOCIATION
Local groups are key to major promotions,
networking and community service.

TABLE OF CONTENTS

20

C O V E R STO RY

THE POWER OF ASSOCIATION
Local groups are key to major
promotions, networking and
community service.
T H E D ATA B A N K

12

IRI’s latest and greatest data,
brought to you by Peter
Penguin and Bessie Bovine.

THE FRONT END

4

Out Warren’s Way
5 Truths

6

New Products
Delicious, nutritious, capricious and
flirtatious — and just dying to get on
the shelf.

14

Johnny’s Awesome Column
Our friend Mr. Harris offers advice
on maxing out sales and profits of
the yogurt category.

16

Sales Trends
Nielsen’s Todd Hale says supermarket
gains trail those of other channels.

18

NFRA’s Skip Shaw on campaigns that
are improving consumer perceptions
in the dairy aisle.

C AT E G O RY C O V E R A G E

LOGISTICS

42

Frozen Pizza Down 1.4%
But growth at the high end helps offset
losses by mid-tier ‘mainstream’ brands.

28

Breakfast Is A Handful
The frozen breakfast category gets a shot in
the arm from a bunch of handheld SKUs.

32

Asian Snacks Up 7%
But single- and multi-serve meals continue to
struggle. Innovative new products, including
better-for-you options, could spark a
turnaround.

36

Spreads Up 19.2%
But retailers need to react quickly and
allocate enough space to meet growing
demand.

38

Flying Fish
Promoting nutrition and ease of preparation,
along with better assortment and placement,
can net even more gains.

40

Niches Rise In Bread/Dough
A growing number of better-for-you and
gluten-free options could breathe new life
into the category.

Learning from iGPS
The pallet pooler’s bankruptcy and sale underscore
the need for better asset management.

GETTING
PERSONAL

46

26

Marines At
The Door
A young couple’s
life changed
instantly in
November of 2010.
But the industry
has stepped up to
help this wounded
hero.

DECEMBER 2013

www.frbuyer.com

3

OUT WARREN’S WAY

5 TRUTHS
Why is it that if brains were
dynamite, some folk couldn’t
blow their noses?

S

ometimes when you state
the obvious, people look as
if they’d been hit in the face
with a wet squirrel.
So let’s go through
some truths that
should be self-evident,
and pepper them with
some of my favorite
Vermont-isms, picked
up while hanging
around Dan & Whit’s
General Store, a mile
from my house.

1.

“Better-for-you” foods are
moving faster than a smalltown gossip, but shelf sets reflecting
this are slower to come than a hog
on ice with its tail froze in. Oh,
there are exceptions, of course.
Kroger comes to mind, along with
a few others that might be making
Whole Foods as nervous as a longtailed cat in a room full of rocking
chairs. In fact, some insecurities
analysts see serious trouble for
Whole Foods’ stock in 2014. Their
insecurity — more than anything
that Whole Foods does — have
the power to crash the stock. But
I don’t see it happening. (Aha! A
prediction!)

2.

More than ever, buyers and
sellers have to get used to
commodity costs that fluctuate
faster than hell ever scorched a
feather. This will be tough for those
retailers who are so tight that their
eyelids squeak when they wink.
Sometimes (sigh), vendors are just
going to have to raise prices. We’re
going to introduce coverage of key
commodities on these pages in
2014, as well as on our Web site.

longer margins? Private label!
Need to destroy your competition?
Private label!” Some private label
managers I know are chewing nails
and spitting rust, they’re under
such pressure from the corner
office. Come on, there’s a limit to
what private label can do. Brands
have a place — even the smaller
ones. In fact, Nielsen research we
published in October
showed that smaller
brands are making
inroads as the No. 1
brands lost nearly a
full percentage point
during the last two
years.

4.

“Consumer
demand and
product innovation are
bigger factors than promotion in
category growth or decline.” That’s
another quote from our friends at
Nielsen, also in the October issue.
Yet many manufacturers find
promotion money slipping through
their fingers like water over a dam.
Yet, in negotiations with retailers,
they squeeze pennies until Lincoln
screams. (Of course some retailers
are so low they have to stand on
stilts to scratch a snake’s back,
so this may be understandable.)
But we need to do a better job of
measuring promotion results, and
then managing what gets spent.

5.

Me-too products are as
popular as a skunk at a lawn
party. One retailer told me this
year, “I look at new products as if
I were a consumer. Why would I
want to buy this new frozen pizza
when I have my favorite brands
already? And as a buyer, how is
this going to grow my category?”
Nobody has room for duplication.
Yet the big brands are especially
guilty of offering yesterday’s
oatmeal, over and over again. You
might as well talk to a post.

3.

Private label is not the
solution to all the problems
in the world. Really, this is as
dumb as a bag of hammers. “Need
differentiation? Private label! Need
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NEW PRODUCTS

Organic Gelato
Boulder, Colo.-based
Boulder Ice Cream (www.
figogelato.com) introduces certified organic
Italian-style gelato handcrafted in small batches.
Offered under the figo!
brand (“cool” in Italian), the low-fat, low-air
frozen dessert comes
in seven “rich, vibrant”
flavors: Pure Pistachio, Cool Limone, Chocolate Duet,
Salted Caramel Café, Coconut Almond Chip, Chocolate Peanut Butter and Vanilla Trio. Made in the United
States, the GMO-free gelatos are expected to sell for
$4.99 to $5.99 per pint.

Gluten-Free Ciabatta Rolls
Rudi’s Gluten-Free Bakery (www.rudisglutenfreebakery.
com), Boulder, Colo., debuts a pair of certified glutenfree, heat-and-serve
ciabatta rolls. Ready
to eat in about 10
minutes, the frozen
rolls are designed to
bake up crispy on the
outside and soft on
the inside. Available
in both Regular and
Rosemary Olive Oil
flavors, they’re offered
in resealable eightcount, 9.6-ounce bags
with a $6.49 SRP.

Premium Snacking Cheeses
Lincolnshire, Ill.-based Saputo Cheese USA expands its
Frigo Cheese Heads lineup (www.frigocheeseheads.com)
with individually wrapped
Premium Snacking cheeses. The upscale assortment includes five freshly
cut, natural cheese flavors:
Chipotle Cheddar, Garlic
& Herb White Cheddar,
Wisconsin Sharp Cheddar,
Wisconsin Colby Jack and
Pepper Jack String. Except
for the string cheese
(in 12-count, 10-ounce
packages), the collection
is offered in 10-count,
8.3-ounce packages. All
five carry a $3.99 SRP.

Better-for-You
Quiche
Union City, Calif.-based La Terra Fina (www.laterrafina.
com) launches better-for-you gourmet quiches made
with 100% egg whites and other natural ingredients.
Previously available only in select Costco stores, the
“homemade-style” refrigerated lineup includes
three heat-and-eat
varieties: Lorraine
(bacon and Swiss),
Cheesy Broccoli
and Spinach &
Artichoke. Each
dual-ovenable
23-ounce pie
yields about five
servings. SRP is
$8.99 to $9.99.

Greek Frozen Yogurt
The Dannon Co. (www.oikosyogurt.com), White Plains,
N.Y., brings its Oikos Greek Yogurt to the frozen aisle.
Produced by St. Paul, Minn.-based Kemps, a subsidiary of
Dairy Farmers of
America, Dannon
Oikos Greek Frozen Yogurt comes
in six protein-rich
flavors: Vanilla, Strawberry,
Chocolate, Black
Cherry, Café
Latte and Key
Lime. Packed with
active yogurt cultures, each variety
contains half the
fat of regular ice
cream and 150 calories or less per serving. SRP is $3.99
for 16 ounces.
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Authentic Italian Pizza
Italy-based Mandia Food (www.mandiafood.com)
introduces all-natural frozen pizza baked the traditional
Italian way in brick ovens. Crafted from hand-stretched
artisan dough that produces a lighter, slightly uneven
crust, the 12-inch pies come
in eight preservative-free
varieties: Cherry Tomatoes
and Spinach, Eggplant
and Buffalo Ricotta, Four
Cheese, Garlic and Cheeses,
Margherita, Mediterranean,
Portabella Mushrooms and
Potatoes, and Vegetarian.
Distributed in the United
States by Warren, Mich.based KLT Global (www.
kltglobal.com), the 13.4- to
16.4-ounce imported pizzas are expected to retail for
around $6.99 apiece.

NEW PRODUCTS

German-Style Quark
P.S. Let’s Eat (www.elliquark.com), Irvine, Calif., debuts
German-style quark, a fresh, better-for-you alternative
to cottage cheese, cream
cheese and yogurt for
cooking, baking and
snacking. Offered under
the elli brand, the 95%
lactose-free product
contains 17 grams of
protein, 0 grams of fat
and 80 calories per
serving — and no added
sodium or sugar. Also free of gluten, gelatin, rBST,
rBGH and GMO, the locally produced cheese comes
in five flavors: Lemon, Strawberry, Plain, Red Velvet
and Pineapple. Shelf life is 60 days from the date of
production. SRP is $2.29 for 5.3 ounces.
Simple Spreads
Englewood
Cliffs, N.J.-based
Unilever adds
two “simple”
varieties to its
spreads portfolio.
Both I Can’t
Believe it’s Not
Butter Deliciously
Simple (www.icantbelieveitsnotbutter.com) and Country
Crock Simply Delicious (www.countrycrock.com) feature
a simplified blend of real ingredients, including canola
oil, non-fat yogurt, salt and natural flavors — and no
artificial preservatives or partially hydrogenated oils.
Excellent sources of omega-3 ALA, the two spreads
contain 70% less saturated fat than butter and 0 grams
of trans fat. Both are packaged in newly redesigned
rectangular 12-ounce tubs that fit easily into a
refrigerator. SRP is $3.19 for I Can’t Believe it’s Not Butter
and $2.39 for Country Crock.
All-Natural Chicken Burgers
Chelsea, Mass.-based Kayem Foods expands its allnatural al fresco lineup (www.alfrescoallnatural.com)
with a trio of frozen, ready-to-cook chicken burgers.
Free of artificial ingredients, preservatives and fillers,
Gourmet Chicken Grillers contain 50% less fat than
beef burgers
and 70%
less fat than
pork sausage.
Made from
lean, skinless
chicken meat,
the glutenand pork-free
patties are offered in three flavors: Buffalo & Blue
Cheese, Sweet Italian, and Caramelized Onion. Each
28-ounce package includes eight all-natural burgers.
Samples are available now and the product will begin
shipping in February. SRP is $9.99.
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Squeezable Skyr for Kids
Siggi’s Dairy (www.siggisdairy.
com), New York, expands
its line of Icelandic skyr
with a trio of squeezable
yogurt tubes for kids. Free of
artificial sweeteners, coloring
and preservatives, the low-fat
treats contain up to 50% less
sugar and twice the protein
of the leading tube yogurt,
says the company. Made
with “simple, no-nonsense”
ingredients, it’s available
in three real fruit flavors:
Strawberry, Blueberry and
Raspberry. SRP is $3.99 for a
16-ounce package with eight
2-ounce tubes.
Flaky Crust Pies
Minneapolis-based Schwan’s Consumer Brands launches
Mrs. Smith’s Original Flaky Crust Pies made with real
butter, shortening
and seasonal fruits.
The unbaked, ovenready desserts
come in six flavors,
each with 0 grams
of trans fat per
serving: Apple,
Dutch Apple,
Cherry, Peach,
Pumpkin and
Sweet Potato. Easy
to prepare from
frozen, each 35- to
37-ounce pie serves eight. SRP is $6.99.
Mini Puff Pastry Cups
Pepperidge Farm (www.pepperidgefarm.com), Norwalk,
Conn., introduces a miniature version of its frozen
Puff Pastry Shells, ideal for bite-size appetizers and
desserts. Pre-formed and ready-to-bake, Puff Pastry
Cups can be filled with a variety of sweet and savory
ingredients after 20 minutes in a conventional oven.
SRP is $3.88 for a 24 cups.

CORRECTION
The Simple Truth and Simple Truth Organic products
pictured on page 23 of our November issue are
distributed by the Kroger Co., not Safeway as the
caption indicates. We apologize for the error.

Trion Cooler Merchandising
®

AMT Adjustable
Merchandising Tray
™

Organize
Org
ga
aniz Chaos, Increase Sales
Designed for yogurts; dips; spreads; puddings, gelatins
and snacks; ice cream and sherbet; instant soup cups;
microwave single-serves; food-to-go offerings, tubs,
bottles and other difficult to organize products.
Q

Small AMT adjusts from 2 11/16" to 3 5/16" wide for
4-6 ounce yogurt cups and similar small products.

Q

Medium AMT adjusts from 3 5/16" to 3 15/16" wide for
5-6 ounce greek yogurt cups and mid-range offerings.

Q

Large AMT adjusts from 4" to 4 5/8" wide for tub, pint,
11/2 pint, ice cream and large containers.

Q

Width adjusts in 1/8" increments and locks in place.
Two breakaways allow easy adjustment in the field
from standard 22" length to 20" and 18."

Q

Built-in manual feed allows trouble-free forwarding
and facing of products for increased sales and profits.

Q

Trays lift out for rear restocking and proper rotation.

Q

Durable, easy-clean plastic construction for long-life,
even under heavy use and in harsh environments.

Q

Optional plain-paper label, sign and flag holder
provides a protected home for product and price
information and improves promotional opportunities.
Proudly Made in the U.S.A.

Built-in Manual Feed

Adjustable Width

Built-in Handles

Optional Label/Flag Holder

Breakaway Lengths

Built-in Ventilation

Paddle Extenders
Sidewall Extenders

Part of the Trion® Shelf Works® System of Cooler and Storewide Merchandising Solutions.

©2014 Trion Industries, Inc.
297 Laird Street, Wilkes-Barre, PA 18702-6997
Phone 570-824-1000 l Fax 570-823-4080
Toll-Free In U.S.A. 800-444-4665
www.TrionOnline.com
Patents and patents pending. Note: Product photography is a simulation of a retail environment
and is not meant to imply endorsement by or for any brand or manufacturer.

THE DATABANK

TOP
FROZEN
BY PETER PENGUIN
During the 12 weeks ended
Oct. 6, sales of frozen foods
in supermarkets, drugstores,
mass merchants, military
commissaries and select club
and dollar stores combined
topped $11.78 billion, a 0.3% increase
compared with the same period a year
earlier, according to Chicago-based market
research firm IRI. However, units fell 0.8%
to 3.48 billion, and volume slid 1.0% to 5.05
billion. Volume sold with merchandising
support rose 1.3 points to 40.3%.
For the 52 weeks ended Oct. 6, dollars
were up 0.8% to $51.79 billion, but units
slipped 0.1% to 15.33 billion and volume
decreased 0.6% to 21.91 billion. Volume sold
with merchandising support jumped 1.3
points to 39.2%.
Our chart shows the largest frozen
department subcategories, including the
leading brands, for the 12 weeks ended
Oct. 6. Data is for the brands as originally
trademarked and may not include line
extensions.

F A C T O I D S

22.9%

Dollar gain by processed turkey
(to $24,110,600), largest by a
frozen subcategory with at least
$5 million in sales during the
most recent 12 weeks. Segment
leader private label (+91.4%) was
the primary driver, but No. 5
Jennie-O Turkey Store (+81.3%)
and newcomer Hormel Simple
Ideas also played a role.

58.3%

Dollar gain by private label other
breakfast food (to $808,877),
second largest by a store brand
frozen product during the most
recent quarter. Despite even
bigger advances by top-10 brands
Jimmy Dean and Bob Evans,
the Toaster Strudel-dominated
subcategory saw sales slip 0.9%.
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ICE CREAM
Private Label
Blue Bell
Breyers
Häagen-Dazs
Ben & Jerry’s
Dreyer’s/Edy’s Slowchurned
Dreyer’s/Edy’s Grand
Wells’ Blue Bunny
Turkey Hill
Breyers Blasts

$1,267,348,000
$276,510,900
$134,429,300
$106,350,700
$88,586,210
$85,250,770
$71,203,840
$62,799,570
$62,591,180
$49,834,180
$36,150,120

1.7 353,018,200
(2.3) 88,192,150
8.6 32,924,270
(3.3) 30,407,380
13.8 21,803,930
10.6
23,331,320
(2.9) 18,817,980
42.7
17,130,650
(11.5) 14,987,270
(0.4) 17,254,920
0.4 10,581,340

2.8 1,091,197,000 0.7
(0.4) 329,257,400 (2.8)
7.3 94,292,960
8.4
(0.6) 90,617,820
(1.4)
14.6 20,904,710
12.7
12.3 23,403,520
12.2
0.0 56,847,600
0.0
48.1 52,154,940
49.1
(11.4) 63,813,760 (9.8)
(0.4) 51,182,560 (0.6)
1.3 31,527,300
1.4

SINGLE-SERVE DINNERS/ENTREES $1,013,980,000
Stouffer’s
$131,147,300
Weight Watchers Smart Ones
$82,508,620
Banquet
$78,819,200
Marie Callender’s
$72,462,420
Stouffer’s Lean Cuisine Culinary Collection $59,610,690
Stouffer’s Lean Cuisine Simple Favorites $55,187,950
Hungry Man
$31,301,370
Healthy Choice Top Chef Café Steamers $26,859,560
Healthy Choice
$25,794,650
Stouffer’s Lean Cuisine Chef’s Pick $24,351,870

(5.0) 484,765,500
5.3 50,193,300
(8.3) 38,734,040
(6.8) 79,481,000
(9.1) 28,056,840
(3.2)
22,841,110
(9.6) 27,349,400
5.7
11,943,210
17.7
11,198,110
(51.0)
11,103,700
(2.1)
9,322,772

(4.5) 309,575,600 (4.4)
7.4 39,272,160
8.4
(9.5) 22,208,800 (12.1)
(3.8) 41,308,620 (4.0)
(7.7) 24,544,020 (7.6)
0.3 12,901,730
0.7
(3.5)
16,531,180 (3.6)
8.0 11,806,310
7.8
28.4 7,080,889 28.4
(53.6)
7,111,992 (52.3)
1.3
5,082,158
1.4

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

$960,534,100
$215,272,900
$103,140,000
$92,441,670
$83,164,310
$63,356,140
$40,378,020
$28,753,290
$26,459,220
$21,822,940
$20,597,600

(1.4) 305,647,500
(9.4) 38,243,250
2.7 33,634,360
(10.8) 26,872,060
0.8
61,811,500
(7.1) 16,420,520
31.1
8,163,249
(10.9)
5,614,434
(0.1)
9,320,178
5.3
5,951,384
(14.1)
9,886,448

(3.4) 309,606,000 (2.9)
(8.8) 63,956,060 (9.7)
(5.3) 36,503,020 (0.3)
(8.7) 34,013,220 (8.0)
(1.0) 40,311,240 (0.5)
(11.6) 23,015,080 (11.3)
34.2 12,946,790 32.7
(12.6)
4,318,588 (12.5)
(3.6)
9,654,910 (3.8)
(5.2)
5,835,751 (3.3)
(14.9)
9,316,375 (14.2)

NOVELTIES
Private Label
Nestlé Drumstick
The Skinny Cow
Dreyer’s/Edy’s
Wells’ Dairy Weight Watchers
Dreyer’s/Edy’s Outshine
Klondike
Blue Bell
Popsicle
Häagen-Dazs

$934,964,500
$122,317,400
$66,874,080
$46,468,160
$15,945,720
$43,373,930
$43,383,820
$43,213,840
$31,918,480
$31,454,630
$31,062,630

(2.1) 299,780,800 (3.7) 401,885,200 (3.4)
(0.6) 43,347,240 (4.2) 82,577,390 (5.2)
4.2
14,113,820 (0.3) 24,666,210
4.8
(11.4) 10,344,410 (20.0) 12,854,230 (12.0)
(74.6)
4,920,108 (70.2)
4,657,567 (73.7)
(18.0)
9,890,631 (17.8) 11,556,500 (18.5)
*
11,421,840
* 12,321,870
*
0.2
13,431,970
(1.2) 23,465,700
1.7
25.2
8,664,744 25.8 16,002,590 25.7
2.5
10,351,190 (3.8) 17,707,060 (8.3)
(6.1) 14,287,200 (5.6)
5,177,972 (3.5)

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

$766,589,700
$226,687,800
$179,130,500
$33,247,800
$32,767,040
$30,240,080
$22,151,830
$19,520,860
$19,141,980
$16,853,140
$16,657,200

0.8 119,769,900
(1.5) 33,208,140
6.4 23,206,440
10.3
5,736,982
(10.5)
5,753,106
(25.0)
4,247,341
(6.5) 2,884,028
(5.5)
3,395,997
12.7
4,138,571
11.6
3,054,749
(2.6)
4,440,596

PRCSSD. CHICKEN/CHICKEN SUBST. $721,726,500
Tyson
$189,449,400
Private Label
$144,988,600
Tyson Any’tizers
$68,933,170
Tyson Grilled & Ready
$56,567,680
Banquet
$48,429,930
Perdue
$41,743,120
Foster Farms
$19,626,370

2.0 125,215,300
4.1 28,702,410
2.4 23,734,720
(0.4)
9,685,374
21.4
10,130,410
(6.8) 10,421,400
(4.2)
8,472,844
23.8
3,237,725

(1.8) 333,313,200 (3.5)
(4.0) 93,291,240 (6.6)
8.5 76,578,610
7.1
2.0 10,701,240 (0.4)
(11.0) 15,876,900 (18.6)
(29.1)
14,187,430 (26.6)
(7.0)
4,354,421 (8.0)
(5.0)
3,534,688 (6.2)
13.9
3,523,019
13.3
2.2 3,946,004
4.4
(8.1)
6,167,782 (2.4)
(0.8) 192,565,600
4.7 56,382,790
(4.7) 38,938,640
(0.7)
15,117,000
19.4 10,456,750
(8.0) 15,926,850
(1.4) 14,361,380
22.2
4,314,226

0.1
4.7
(4.3)
(2.8)
19.7
(6.5)
(0.8)
24.3
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Number of years after its publication before Clement Moore
admitted having authored
‘Twas the Night Before
Christmas. Written primarily
for his children, the work was
never meant to be made public,
as the renowned poet believed
it was beneath his talents.

6

Number of subcategories
among the department’s
10 biggest losers that fall under
the frozen juice category,
whose total sales tumbled
10% during the most recent
12 weeks. But the one that did
the most damage was orange
juice concentrate’s 14.4% loss
(to $26,095,980).

$948,235

Dollar sales racked up by
Nathan’s Famous hot dogs during the most recent 12 weeks,
one of the best performances
by a frozen product in distribution less than a year. Already
the segment’s No. 2, the brand
combined with No. 3 Applegate
Naturals (+3,797%) to grow
total sales 20.8%.

29

Number of years Sir Walter
Raleigh’s devoted widow
Elizabeth carried his decapitated head with her — reportedly in a velvet bag. After
her death in 1647, his head
was finally reunited with his
body, which is entombed at St.
Margaret’s Church.

5.7%

Dollar gain by breaded vegetables (to $8,818,813), thanks
mostly to No. 2 Crunchtables’
71.6% jump. Observers say the
growing popularity of fried
pickles and other such products in foodservice is giving the
category a boost at retail.

John Soules Foods
Perdue Short Cuts
Fast Fixin’

$17,963,950
$17,578,900
$10,819,880

HANDHELD ENTREES (NON-BRKFST) $576,934,900
Hot Pockets
$160,878,900
El Monterey
$68,871,890
Lean Pockets
$40,081,350
State Fair
$36,417,940
Smucker’s Uncrustables
$34,813,950
White Castle
$25,373,570
Foster Farms
$23,609,730
Private Label
$22,221,080
José Olé
$13,755,570
Amy’s
$12,933,580

1.7
(0.0)
(2.7)

4,302,856
4,004,229
2,624,216

2.6 202,283,200
9.1 45,783,410
10.0 22,443,840
(3.3)
17,471,500
(16.8)
5,851,975
19.7
7,562,411
1.6
4,540,738
10.0
3,832,969
(15.5)
11,351,660
8.4
9,676,734
14.1
4,981,467

(1.7)
0.0
(3.4)

3,010,811
2,391,368
5,045,970

(5.1)
0.7
2.4

5.3 185,171,000
7.2 47,569,700
9.2 38,377,040
3.6 10,950,490
(13.8) 12,926,360
10.4 6,952,402
(2.1)
4,112,368
6.1 10,444,920
2.7
6,965,213
8.0
4,813,023
17.6
1,803,514

3.9
11.2
9.4
(2.7)
(17.3)
22.1
3.5
11.2
(9.3)
8.9
17.1
5.1
1.8
8.2
14.5
13.8
(5.9)
0.2
8.4
16.1
4.9
7.8

**FISH/SEAFOOD
Private Label
Gorton’s
Fishin Co.
Beaver Street Fisheries
Pinnacle Foods
Odyssey Enterprises
High Liner Foods
Atlantic Trading Co.
Great American Seafood
Quirch Foods

$499,576,800
$121,884,700
$67,691,640
$41,003,290
$35,058,380
$28,408,910
$24,264,490
$17,310,380
$15,283,330
$12,179,750
$10,656,820

6.4
2.9
8.1
21.8
21.2
(8.7)
3.9
12.8
23.3
4.4
8.7

72,581,360
17,879,850
13,477,360
4,707,140
4,134,224
5,595,182
2,051,775
2,934,777
978,196
1,543,185
1,326,644

3.3 109,245,300
4.3 23,163,490
9.0 14,354,670
17.2 12,541,020
17.4
9,897,541
(13.4)
7,055,367
(0.4)
4,857,732
18.2
4,501,712
45.8
2,079,595
11.3
3,233,450
9.4
3,474,891

MULTI-SERVE DINNERS/ENTREES
Stouffer’s
Birds Eye Voila
Bertolli
P.F. Chang’s Home Menu
Private Label
Marie Callender’s
Banquet
Michael Angelo’s
Gourmet Dining
Stouffer’s Easy Express Skillets

$442,489,000
$164,014,200
$53,246,420
$38,810,030
$24,082,940
$22,720,150
$17,221,440
$13,924,530
$12,939,020
$11,794,520
$7,243,727

(5.9)
9.8
3.2
(2.4)
(12.2)
(18.1)
(13.0)
(4.5)
(8.7)
(14.0)
(52.3)

74,641,150
22,746,860
11,897,750
5,776,775
3,081,062
3,216,922
2,864,797
5,044,979
1,409,007
2,573,378
1,768,210

(6.1) 156,532,500 (5.8)
14.6 63,342,960
7.2
(0.8) 18,645,260
3.2
(2.4)
9,023,528 (4.9)
(11.5)
4,281,474 (11.6)
(19.5)
9,256,434 (16.6)
(14.3) 6,503,865 (12.1)
(0.1)
8,377,228 (0.7)
(13.0)
3,389,675 (9.3)
(17.2)
4,535,665 (22.1)
(51.6)
2,632,625 (52.7)

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

$398,761,600
$132,682,600
$31,555,170
$15,283,690
$13,344,680
$11,179,360
$10,680,680
$10,206,750
$9,907,619
$9,307,982
$6,615,969

2.9 49,502,540
(4.5) 15,730,100
3.4
2,782,408
4.3
752,905
33.8
737,257
(10.0)
1,973,204
120.4
1,366,832
1.0
1,319,379
(2.0)
661,868
5.5
1,451,885
(5.1)
1,080,235

2.8 118,519,100
(2.6) 40,929,140
(0.1)
6,355,719
9.4
5,651,487
48.0
4,691,694
(7.0)
2,048,763
123.1
1,726,552
1.8 2,659,003
(5.3)
3,971,210
13.2
1,252,850
8.2
1,777,945

0.8
(6.5)
0.2
8.6
44.0
(13.2)
127.8
5.0
(5.3)
1.0
(9.1)

**SHRIMP
Private Label
Rich-SeaPak
National Fish & Seafood
Aqua Star Inc.
Tampa Bay Fisheries
Beaver Street Fisheries
Gorton’s
Maple Leaf
Tastee Choice
Great American Seafood

$398,149,000
$222,218,500
$28,141,170
$17,200,580
$16,120,430
$10,671,770
$10,277,800
$8,233,486
$7,028,447
$5,570,404
$4,201,919

0.3 47,729,000 (6.0) 50,535,840
(4.2) 26,773,450 (10.4) 27,423,630
5.8
3,987,373
0.9
4,558,201
(25.9)
2,922,701 (20.2) 2,288,624
63.1
2,304,404
51.0
2,112,640
(3.1)
522,585 (12.1)
1,227,494
31.1
1,185,978
7.9
1,396,163
(12.8)
1,420,161 (12.3)
1,067,212
10.1
391,278
0.3
755,405
2.8
746,352 (14.7)
678,067
(18.1)
334,007 (26.3)
633,976

(8.4)
(13.7)
2.4
(31.3)
53.8
(14.1)
18.3
(11.5)
(1.1)
(4.3)
(22.1)

APPETIZERS/SNACK ROLLS
Totino’s Pizza Rolls
Delimex

$389,040,300
$113,643,900
$30,933,780

(1.3) 92,996,380
(0.4) 29,534,160
10.8
5,015,516

(1.9) 116,783,600
(5.9) 44,549,260
14.3
9,876,972

0.7
0.4
11.9

* Product has been in distribution for less than one year.
** In the Fish/Seafood and Shrimp categories, IRI provides top manufacturers, not brands.
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REFRIGERATED
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select drug and dollar stores
combined reached $16.55 billion
during the 12 weeks ended Oct.
6, a 2.9% increase compared with the same
period a year ago, according to Chicagobased market research firm IRI. Units rose
1.3% to 6.41 billion, but volume fell 0.6% to
55.53 billion. Percentage of volume sold with
merchandising support expanded 0.9 points
to 39.1%.
In the deli, dollars shot up 4.7% to
$5.40 billion, while units jumped 1.6% to
1.56 billion. Volume increased 1.7% to 1.44
billion, but volume sold with merchandising
support tumbled 4.3 points to 37.0%
For the 52 weeks ended Oct. 6, dairy
sales climbed 2.8% to $73.35 billion, while
units grew 1.4% to 28.24 billion. Volume
increased 1.2% to 240.63 billion, and volume
sold with merchandising support edged up
0.4 points to 37.2%.
In the deli, dollars jumped 3.1% to $22.57
billion and units rose 1.6% to 6.52 billion.
Volume expanded 1.9% to 6.13 billion, but
volume sold with merchandising support
slid 1.3 points to 37.0%.
Our chart shows the largest refrigerated
subcategories (dairy and deli combined),
including the leading brands, for the 12
weeks ended Oct. 6. Data is for the brands
as originally trademarked and may not
include line extensions.

F A C T O I D S

58.3%

Dollar gain by bread
(to $1,004,961), largest by a
refrigerated subcategory with
at least $1 million in sales
during the period. Already the
segment’s top-seller, newcomer
Heidelberg drove much of
the growth.

27.0%

Percentage of pet owners that
admit they have had their cat or
dog pose for a photograph with
Santa Claus.

12 www.frbuyer.com

DECEMBER 2013

SKIM/LOWFAT MILK
Private Label
Horizon Organic
Hood Lactaid
Hiland
Prairie Farms
Dean’s
Land O’Lakes
Lactaid
Organic Valley
Country Fresh

$2,160,477,000
$1,378,877,000
$73,360,590
$53,259,750
$34,594,770
$34,398,180
$32,181,440
$28,359,090
$20,644,870
$20,602,710
$14,884,080

(1.9) 722,800,800
(1.6) 478,787,600
1.4 16,150,360
2.3
13,212,970
67.8
11,379,370
2.2 12,006,200
0.7
11,487,450
1.6
9,456,731
12.6
4,065,467
(6.2)
4,761,245
(5.4)
5,022,485

YOGURT
$1,686,942,000
8.8 1,211,944,000
IRI is unable to supply top-10 Yogurt brand data this month.

(4.7) 4,617,906,000
(4.4) 3,238,717,000
2.0 73,562,020
2.3 53,599,180
62.0 67,592,420
(2.6) 74,400,520
(4.5) 73,036,500
(5.5) 66,428,540
11.6 21,765,320
(7.7) 20,351,530
(9.2) 34,668,500

(4.8)
(4.1)
1.7
2.8
60.5
(3.2)
(1.0)
(5.0)
14.8
(6.1)
(8.7)

4.3 794,789,900

4.0
(1.8)
(6.0)
(4.0)
7.0
(0.9)
4.8
4.7
4.9
6.1
2.7

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

$1,280,348,000
$241,489,700
$223,975,800
$214,579,700
$116,973,200
$77,849,270
$46,170,040
$26,103,900
$25,019,260
$19,143,510

(2.3) 418,000,600
(10.6) 79,504,340
(3.0) 61,998,130
4.6 57,829,840
(7.7) 35,452,200
5.3 19,332,950
5.6 26,411,450
9.6
7,811,665
5.6 26,852,900
(2.4)
4,936,957

(2.4) 302,771,000
(8.5) 74,433,540
(8.4) 49,651,440
6.8 39,191,580
1.0 21,324,770
4.9 19,046,370
5.5 23,764,720
2.3
3,953,339
(8.6)
5,313,985
(0.6)
2,356,764

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

$1,070,004,000
$557,849,700
$138,425,100
$63,956,270
$26,237,910
$21,264,180
$16,504,970
$12,976,020
$12,644,170
$11,101,820
$8,597,516

2.7 457,453,100
(0.2) 263,905,800
12.9 43,608,460
3.9 27,317,040
8.2
11,323,370
(14.6)
6,597,238
*
5,016,757
29.7
8,001,683
1.6
4,307,096
4.0
5,848,567
11.6
2,582,243

1.4
1.1
12.3
(3.6)
(7.0)
(23.4)
*
38.7
4.7
11.4
1.3

NATURAL SHREDDED CHEESE $927,451,500
Private Label
$542,817,800
Kraft
$170,299,100
Sargento
$74,218,280
Crystal Farms
$26,192,110
Kraft Philadelphia
$21,515,390
Borden
$16,375,010
Sargento Artisan Blends
$7,184,989
DiGiorno
$5,847,354
Tillamook
$5,785,737
Belgioioso
$5,515,521

3.8 304,210,000
0.9 176,646,900
11.7 57,082,700
9.5 24,814,940
(3.6) 10,180,810
8.8
7,658,929
15.2
6,968,175
(4.1)
2,578,980
(8.6)
1,247,905
(7.2)
1,500,786
13.2
1,384,196

1.5 204,010,500
2.1
(2.4) 132,340,100 (0.6)
12.2 31,993,760
12.1
9.1 13,609,420
6.3
(1.3)
5,718,732
(1.3)
7.5
4,136,838
9.6
10.7
3,527,583 10.4
(4.0)
1,050,451 (3.3)
(13.0)
517,245 (11.3)
(21.3)
1,044,951 (19.4)
15.7
455,805
9.4

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

$925,946,000
$201,669,800
$158,750,800
$83,058,000
$70,272,660
$49,976,270
$37,158,560
$24,845,130
$23,511,710
$22,993,380
$17,192,010

10.9 194,081,100
11.7 44,936,440
8.3 29,028,310
1.7 13,530,850
22.2
6,699,377
9.4 10,439,330
14.5
7,764,867
21.8
6,995,214
(12.1)
5,676,413
6.3
4,823,290
8.5
8,101,344

(3.1) 180,704,400 (4.7)
(2.7) 40,133,560 (5.4)
(4.7) 28,122,190 (4.0)
(19.1) 14,420,810 (18.0)
2.5 13,573,700
0.2
(7.8) 10,168,610 (11.1)
(6.5)
7,791,759 (6.2)
8.4
5,574,687
6.9
(25.1)
4,992,532 (28.7)
(2.5)
1,896,044 (0.6)
14.3
4,674,863
12.7

WHOLE MILK
Private Label
Horizon Organic
Hiland
Hood Lactaid
Borden

$888,871,400
$543,791,200
$34,108,230
$19,127,840
$16,391,740
$13,328,830

2.2 290,347,000
2.0 182,291,200
10.4
7,650,807
57.9
6,243,216
9.2
3,620,984
(5.6)
4,425,392

(0.2) 1,841,173,000 (0.4)
(0.4) 1,234,845,000 (0.1)
11.3 34,026,060 10.8
51.7 35,341,100
51.2
8.5 17,096,760 10.4
(5.9) 20,292,490 (12.7)

6,668,700,000 1.7
3,765,099,000 1.6
565,785,200
11.3
452,250,200 (5.3)
178,339,200 (5.7)
170,335,200 (12.2)
65,405,800
*
98,623,790
37.4
92,094,120
6.3
74,477,380
4.6
40,470,660
9.8

$2,220,021

Dollar sales racked up by
Pepperidge Farms in the pastry/
dumpling and biscuit dough
subcategories during the most
recent 12 weeks, one of
the best performances by a
refrigerated product in
distribution less than a year.
Though available only at
Walmart, the brand is already
top 10 in both segments.

3,107

Number of toothpicks placed
in the beard of world record
holder Ed Cahill on Sept. 28,
2012. It reportedly took the
hirsute Irishman just under
3 hours to complete the task,
which gave his beard a
porcupine-like appearance.

33.0%

Dollar gain by salad topping/
bacon bits (to $577,544),
a subcategory that, at
different points over the past
several years, has been both the
department’s biggest gainer and
loser. Back on top once again,
it’s now dominated by private
label (+29.1%).

14,012.3%

Dollar gain by private label
ready-to-drink coffee (to
$1,315,641), largest by a store
brand refrigerated product.
Though the growth comes off
of a very small base, private
label is already the fast-growing
segment’s sixth-best seller.

59.1%

Percentage of cider volume sold
with merchandising
support during the most recent
12 weeks, highest in the
refrigerated department — and
20.8 points more than a year
ago. But it didn’t help spur
dollar growth: sales slipped
0.9% to $13,153,700.

Prairie Farms
Dean’s
Oak Farms
Country Fresh
Land O’Lakes

$11,849,810
$10,560,780
$9,827,343
$8,178,148
$7,975,075

8.9
2.7
(1.7)
(9.0)
4.9

4,056,099
3,759,022
3,196,754
2,528,169
2,616,452

4.6
(2.4)
(2.2)
(13.4)
(0.9)

24,267,480
23,522,320
19,057,580
17,984,250
19,524,530

5.2
2.6
(1.2)
(13.1)
(0.2)

UNCOOKED MEATS (NO POULTRY) $838,209,500
Private Label
$386,060,500
Tyson
$87,944,460
Nobrand
$77,065,780
Nobrand
$55,415,050
Hormel Always Tender
$34,317,220
Nobrand
$32,870,750
Our Certified
$24,286,390
Laura’s Lean Beef
$11,200,600
IBP
$10,165,650
Smithfield
$7,768,624

17.8 139,794,600
31.5 66,767,860
28.8
16,267,310
(8.1) 12,124,260
0.0
6,491,717
0.1
5,276,293
(29.3)
5,220,022
4.4
5,126,316
87.9
1,788,892
12.3
2,600,615
12.5
1,563,166

17.4 238,950,100
13.5
30.2 122,580,500
17.3
25.7 26,054,140
37.8
(6.5) 20,956,440 (3.0)
0.8 13,899,350 (2.6)
3.0
7,216,719
2.3
(27.5)
9,069,310 (27.6)
0.8
7,209,496
8.3
85.3
1,809,308 83.2
(10.8)
3,561,690
9.4
16.3
1,857,781
17.2

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

$751,332,900
$259,973,700
$54,015,940
$39,372,100
$31,825,790
$29,542,340
$24,371,590
$22,372,950
$20,480,520
$10,042,080
$6,200,175

1.4 199,849,600 (0.3) 146,093,700 (1.5)
(2.3) 74,801,490
(3.4) 61,282,020 (5.3)
3.2
18,801,140
5.7 10,777,410
5.6
6.6
7,363,587
4.9
9,217,660
15.4
20.7
6,933,539
18.6
3,074,150 32.8
269.1
9,261,824 221.6
5,555,666 241.6
12.8
5,033,971
11.9
2,949,568
7.7
8.1
6,903,404
15.3
3,479,320
12.5
1.7
8,189,579
1.3
4,327,216
(1.1)
(8.6)
1,689,802 (10.9)
848,073 (10.6)
(79.3)
860,683 (90.9)
1,170,458 (80.6)

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

$691,195,900
$161,145,700
$101,008,800
$63,693,620
$45,191,980
$17,523,490
$17,505,150
$15,520,520
$13,325,910
$10,017,410
$8,266,591

2.3 188,898,500
1.5 41,465,880
0.0 31,644,510
(5.8) 17,689,040
5.5
15,371,480
15.0
3,856,936
1.1
4,136,237
6.3
2,666,486
5.1
2,994,754
7.4
2,188,905
(5.3)
1,974,929

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

$681,813,100
$190,783,600
$141,509,900
$118,144,100
$86,886,710
$54,397,540
$21,245,510
$9,129,570
$6,611,992
$4,221,940
$4,088,626

(5.3) 206,948,200
(7.6) 50,350,980
0.9 39,834,880
(4.7) 43,016,480
(4.7) 25,915,750
(14.1) 16,032,790
6.0
7,344,347
5.1
3,987,925
(17.2)
2,087,656
(24.6)
1,546,348
(1.5)
1,872,560

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

$601,125,100
$137,641,600
$103,142,700
$74,802,720
$46,652,390
$40,650,060
$22,285,550
$18,952,140
$12,411,390
$7,305,497
$6,567,738

0.0 240,708,800 (0.0) 253,621,100
0.0
0.5 39,463,690 (3.0) 45,698,620 (2.2)
5.2 39,900,940
17.4 42,517,260
15.8
0.3 65,256,730
0.9 59,092,540
0.4
(0.7)
11,272,230 (2.0)
9,872,920
(0.1)
5.5
9,317,618
6.1
9,560,798
5.4
(5.7)
7,962,840 (14.9) 10,777,580 (7.8)
(8.8)
5,407,612
(7.4)
5,254,479
(7.3)
(19.6) 8,008,984 (24.7) 8,669,089 (22.8)
(2.3)
1,396,114
9.5
1,833,466
2.7
1.7
3,879,449
2.0
3,746,045
0.6

1.8 206,338,300
0.4 44,685,660
(3.3) 28,943,910
(2.5) 20,042,160
6.7
15,771,160
11.1
5,191,933
0.9
3,903,633
6.9
1,999,866
1.5
6,819,931
7.9
1,665,504
(8.0)
2,189,974

2.1
0.0
(2.9)
(6.2)
8.5
18.7
2.6
5.6
8.5
7.4
(7.2)

(2.9) 14,030,130,000 (3.2)
(3.5) 3,311,477,000 (6.6)
4.5 2,368,744,000 4.9
(5.0) 3,512,155,000 (2.0)
(0.7) 1,666,397,000 (1.7)
(12.2) 1,154,917,000 (10.5)
11.9 442,886,600 14.4
(1.7) 235,287,600
(1.7)
(14.1) 143,835,600 (12.3)
(30.3) 91,351,220 (30.4)
2.8 104,211,600 (3.3)

* Product has been in distribution less than one year.

DECEMBER 2013

www.frbuyer.com 13

JOHNNY’S COLUMN

YOGURT
AND YOU
The category is still on fire, and you can max out your
sales and profits by planning carefully now.
BY JOHNNY HARRIS

Y

ogurt — already a star in the dairy case — is
poised for another strong year in 2014. Greek
varieties and multi-packs are key drivers.
Total category dollars across all outlets jumped 7.7%
to $1.825 billion in the 13 weeks ended Oct. 26 versus
the same period a year ago, according to Nielsen. Brands
accounted for 90.1% of dollar sales, up from 89.6% last
year. Units rose by 4.0% to 1.309 billion, and volume also
pushed ahead.
So how are your plans coming along? By now you
should have received all of your new item presentations
for yogurt in anticipation of January-February rollouts.
You should also have your list of deletions to make room
for the new items.

THE MULTI-PACK MIX
Have you increased your mix of multi-packs in your shelf
sets? Multi-packs are continuing to pick up momentum,
which doesn’t surprise me in the slightest. Four years ago
I predicted that single-serves would eventually start to be
phased out. It’s happening, slowly but surely. I’m also seeing more Greek yogurt multi-packs than I did a year ago.
Single-serves are generally overstocked with a lot of
duplication. Realistically, how many brands of strawberry
single-serves do you need? (One key exception would be
college campuses, where kids eat on the fly and don’t want
a multi-pack.) If you go to four-packs, you can stock the
yogurt case a lot faster and save labor.
Trouble is, suppliers force you to buy four strawberries,
four cherries and so on. But many shoppers want two
different flavors because they don’t want to eat the same
thing for four days. Why not offer four-packs with two
different flavors? That will please the customers and help
grow the category. These blended multi-packs would be
additional SKUs, not replacing anything. And if I were
doing it, I’d mix it up with the No. 1 flavor and the No. 5
flavor — not the top two.
Let’s go back to single-serves for a minute. Singleserves of traditional yogurt routinely sell at 10 for $6 or
$5. Now, when you put them on sale, be careful not to
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undercut the price-per-item on multi-packs. Watch your
ordering and promotion plans.
While you’re at it, do your vendors justice and promote
one brand at a time. During my store visits I see a lot of
brands on sale at the same time, which makes no sense.
I can see promoting a Greek yogurt and a conventional
yogurt at the same time, but not more than one brand of
each variety.
When I started in the business, there were only 10
yogurt items. Today, you find more than 300 SKUs in
large retailers. That’s huge, but there’s potential for even
more. Average yogurt consumption in the United States
is about 15 pounds per consumer. In the United Kingdom, it’s more than 70
pounds. We talk about
how big the yogurt category has become here,
but in the U.K., you see
80 to 100 feet of yogurt.
Over there, people eat
yogurt at breakfast,
lunch and dinner — as
well as for snacks.
Segmenting out
products and pushing
yogurt for different eating
occasions would help
drive growth, along with
JOHNNY HARRIS
innovative items, such as
Chobani Flips. The more yogurt you get into consumers’
refrigerators, the more they are going to eat or at least buy.
Greek yogurt continues to fly off the shelf. Just two
years ago, it accounted for about 30% of total yogurt
poundage. This past January, it was up to 40% and by
September, it had hit 50%. I wouldn’t be surprised to see
it at 60% a year from now. Light Greek yogurt is growing
rapidly and adding incremental sales, as consumers watch
their weight.

SETTING THE SHELF
As for setting the shelf, I’d start with probiotics like
Activia, then regular light followed in order by Greek
light, regular, Greek, kids’ yogurt/puddings and organic.
Regular organics are fading both because of its higher
price and the shift to Greek yogurts. But there’s still room
for testing Greek organics, to see how they fly.
Finally, consider paring down the number of brands
you carry. You’ll have better holding power and a planogram that will be easier for consumers to shop. Good luck
with yogurt next year — if you plan right, you can really
cash in. Q
Johnny L. Harris, president of Johnny L. Harris Consulting
LLC, Fort Mill, S.C., can be reached at 803-984-2594 or
cmer0002@gmail.com.

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

UPFRONT

SUPERMARKETS
LAG IN RACE
FOR SHARE
Total refrigerated and frozen food sales are up by
2% this year, but supermarket gains trail those of
other channels.

A

lthough the recession officially ended in 2009, a
painfully slow recovery has limited growth in the
retail sector. But things are starting to improve.
Total sales across channels topped $767 billion during
the 52 weeks ended Aug. 3, 2013, a 2.1% increase compared with the same period a year earlier (units expanded
1.0%), according to a state-of-the-industry report prepared for the National Frozen and Refrigerated Foods
Association (NFRA) by Todd Hale, senior vp of consumer
and shopper insights at Nielsen.
However, much of the growth came from value channels — club stores, dollar stores and mass merchants
— which are adding stores at a much faster rate than supermarkets and other channels. Supermarket dollar sales
expanded just 0.8% compared with 1.0% for drugstores,
2.3% for c-stores and 3.6% for the value channel.

VALUE CHANNEL SLOWING
“Growth (in the value channel) is slowing as inflationary
pressures subside,” said Hale during a preview of the re-

nel jumped 4.7%, sales in supermarkets edged up just
0.1%. Thanks to growing demand for fresh foods in every
outlet, supermarkets managed a 0.7% gain in the refrigerated department (+2.0% all channels combined). But in
the frozen department (+0.9% all channels combined),
supermarket sales fell 0.7%.
According to the report, a number of refrigerated and
frozen foods rank among the fastest-growing categories
in every outlet examined
— though in most cases,
sales are expanding
faster outside the supermarket channel than in
it. In supermarkets, the
top-10 list includes dairy
snacks/spreads/dips and
yogurt; in drugstores,
refrigerated juices/drinks
and deli dressings/salads/
prepared foods; and in
c-stores, yogurt and refrigerated juices/drinks.
A look at the top frozen
and refrigerated catTODD HALE
egories across channels
reveals more gainers than losers. Positive numbers were
posted by dairy snacks/dips/spreads (+9%), frozen desserts/fruit/toppings (+8%), yogurt (+7%), frozen breakfast
foods (+7%), deli dressings/salads/prepared foods (+6%),
refrigerated juices/drinks (+5%), fresh eggs (+5%) frozen
unprepared meat/seafood (+3%), ice cream (+2%), refrigerated dough (+2%), frozen baked goods (+1%), cheese (+1%)
and frozen pizza/snacks (+1%, but driven by snacks, not
pizza). Those in negative territory include
frozen juices/drinks (-11%), refrigerated
pudding/desserts (-10%), ice (-7%), frozen
novelties (-2%), butter and margarine (-2%),
cottage cheese/sour cream/toppings (-2%),
milk (-1%), frozen prepared foods (-0%) and
frozen vegetables (-0%).
While some of the dollar growth can be
traced to inflationary pressures from rising
commodity prices, retailer focus, product
innovation, better-for-you offerings, snacksize portions, convenience — even more
affordable, downsized packaging — are fueling dollar
expansion in many categories.

‘Financial headwinds and ability to pay are
both short- and long-term issues impacting
consumer spending. Manufacturers and
retailers need to innovate and work harder
than ever to differentiate and give consumers a reason to buy.’
port at the NFRA’s annual meeting in San Diego Oct. 21.
But rapid expansion, increased brand focus and broader
price points in dollar stores in particular suggest valueoriented outlets will continue to challenge supermarkets,
especially in the still under-developed frozen and refrigerated arena.
In fact, the gap between sales growth in value outlets
and supermarkets was even more pronounced in the
frozen and refrigerated segment (up 1.6% across channels
to $126.2 billion): While dollar sales in the value chan-
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RICH-POOR GAP WIDENS
Although price pressures have eased a bit recently, food
prices are still elevated. Same with gas prices, health care
costs, utility and energy bills, etc. Yet inflation-adjusted
incomes have fallen for five straight years, reducing
consumers’ ability to spend (and widening the gap between rich and poor). As a result, said Hale, “Consumers

continue to make trade-offs or buy less,” which has led to
reduced unit sales in a number of frozen and refrigerated
categories. Overall, unit sales in frozen were down less
than 1% while unit sales in refrigerated rose just 1%.
“Financial headwinds and ability to pay are both short- and longterm issues impacting consumer
spending,” said Hale. As a result,
“Manufacturers and retailers need
to innovate and work harder than
ever to differentiate and give consumers a reason to buy.”
Many refrigerated and frozen categories have high annual
reaches (the percentage of households that purchase
them at least once a year), annual spends and buying
frequency, making them excellent candidates for weekly
store features that bring more shoppers to the store. But
Hale also suggested retailers include high-spend prod-

meat/poultry/seafood and ice categories, “We see limited
strong [refrigerated and frozen] buying from multi-cultural households,” said Hale. “As the Caucasian population becomes less important over time, are you doing all

Rapid expansion, increased brand focus and
broader price points suggest value-oriented
outlets will continue to challenge supermarkets,
especially in the still under-developed frozen
and refrigerated arena.
you can to create or drive demand from other population
segments that will be growing in importance?”
The study also confirmed what most retailers already
know: Female shoppers drive a larger share of refrigerated
and frozen food purchases in every category, although
males do account for more
than their gender’s 32% average in the milk, refrigerated
juices/drinks, ice cream and ice
categories.
In addition, the study revealed that top-spending frozen
and refrigerated food buyers
(about one-fifth of total buyers) account for almost half of
all sales in both departments.
While he understands that new
buyer acquisition is necessary,
Hale asked, “How much attention are you paying to the wants
and needs of your top-spending
buyers? Do you understand
what drives them to spend so
much?”

ORGANIC
BOUNCING BACK
ucts in cross-category promotions that build shopping
baskets. Those with the highest average dollars spent per
purchase occasion include unprepared meat/poultry/
seafood, frozen prepared foods, pizza/snacks, cheese and
deli dressings/salads/prepared foods.
Although there are some small differences, the report
also highlighted refrigerated and frozen foods’ broad
appeal across small and large households, low and high
earners, young and old and households with and without
children. However, it also underscored the two segments’
underdevelopment among multi-cultural groups.
Except for the refrigerated juices/drinks, unprepared

Hale also spotlighted rising
consumer interest in health and
wellness and resumption in the growth of organic sales.
Other fast-growing, better-for-you claims include low
glycemic, GMO-free, hormone- or antibiotic-free, and
gluten-free. However, other label claims are struggling
(fortified, stevia, healthy oil, 100 calorie, etc.), underscoring the need to distinguish short-term fads from trends
with real staying power.
He added, “The pace of change will continue to escalate. If you aren’t thinking about it all the time, you can be
sure that someone else is!” Q
— Denise Leathers
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NFRA

NFRA SPARKS INTEREST
IN DAIRY AISLE
Campaigns focus on changing consumer perceptions of
the many diverse refrigerated items in the dairy aisle.
BY SKIP SHAW

A

ccording to the National Frozen &
Refrigerated Foods Association’s (NFRA’s)
recent consumer survey, the attributes that
matter most when preparing a meal are taste (71%),
affordable options (68%) and wholesome ingredients
that fit into a well-balanced lifestyle (65%). Foods in
the dairy aisle — including not only milk and cheese
but a wide variety of products — certainly exemplify
these qualities. Yet, most consumers overlook the
aisle as a source of the diverse ingredients they need
to bring their culinary vision to life.
To help change this perception, we partnered with
Edelman (The Holmes Report’s 2013 Global PR Agency
of the Year, and also our partner on the frozen food campaign), to launch a marketing/communications program.
This effort shows consumers how the dairy aisle offers so
much more than meets the eye — the creative, fun side to
these foods are beyond cool and waiting to be unleashed.

JUNE DAIRY MONTH
The campaign kicked off around June Dairy Month, when
we sparked conversation by creating a photo blog, The
Dish Diary Tumblr, to showcase unique, mouthwatering
dishes from the dairy aisle. We also partnered with The
Daily Meal, one of the nation’s top recipe websites, to
highlight new inspirational recipes using dairy ingredients through our own dedicated page, Meal Inspirations.
Complementing the positive momentum was a partnership with the Mr. Food Test Kitchen Show, a 30-million
national FSI and a $10,000 consumer sweepstakes.

ally, we hosted a Foodies Night In (#FNI) Twitter Chat in
conjunction with Cooking with Caitlin, where we shared
our back-to-school video and reached more than 610,000
food and lifestyle-engaged consumers.
To further increase refrigerated dairy foods’ online
visibility and relevance, we strengthened our digital and
social media strategy. This has netted a 1,200% increase
in Facebook likes and more than 400% increase in Twitter
followers since January. We even made refrigerated dairy
foods a worldwide trending
topic on Twitter during a
Resourceful Mom Twitter
Chat in June — reaching
more than 860,000 people
in the process. Alongside
Twitter and Facebook, we
launched a presence on Pinterest and our community
continues to grow as users
engage with and share our
content.
These efforts have generated more than 42 million
media impressions since
SKIP SHAW
May, but critical to continued growth of our reach is
the participation of NFRA members. Brands have the
predominant voice in media coverage and conversation
surrounding the refrigerated aisle. While NFRA’s voice
is growing through this outreach, our members have
the power to truly take the campaign to the next level
— helping create a surround-sound environment for the
consumer. We will continue to provide members with
resources to amplify our messages, ultimately driving
positive conversation and re-shaping consumer perceptions and behavior.

MUCH MORE TO COME
But we aren’t stopping there. Our early success is fueling
upcoming programs as well, including a holiday Satellite Media Tour with Aida Mollenkamp, and sharing
tips and recipes with consumers through a
robust “30 Ways in 30 Days” celebration via
social media. We’ll also be partnering with
the Mom it Forward blogger community to
extend holiday recipe ideas and participating
in a Twitter chat. We were proud to present
these early results at our recent convention
in San Diego, and are eager to see where the campaign
takes us in 2014 and beyond. For more information or to
become involved, please go to www.nfraweb.org or call
717-657-8601. Q

‘While NFRA’s voice is growing through this
outreach, our members have the power to
truly take the campaign to the next level.’
We also enlisted influential spokespeople, including
Aida Mollenkamp, former Food Network star, cookbook author, chef and culinary expert, to tell our story
and reach a broader audience. Aida has created a series
of unique, innovative recipes that feature refrigerated
products, which have been amplified via social media and
interviews with Kitchen Daily and Parade.com. Addition-
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Skip Shaw is president and CEO of the National Frozen &
Refrigerated Foods Association (NFRA), Harrisburg, Pa.

Discover an Ocean
of Ideas
S O U T H E A S T E R N
Frozen & Refrigerated
C O N F E R E N C E

April 23-26, 2014
The Southeastern Frozen & Refrigerated Conference
is a Comprehensive Event including:
• Retailer Business Meetings with Manufacturers
• Emerging Trends Expo
• New Item Sampling Gala and Café
• Informal Meeting Opportunities
S

www.carolinacoolfoods.com

For more information contact Joe D’Alberto at (704) 227-7447 or jdalberto@acosta.com
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The POWER of
ASSOCIATION

Local groups are key to major promotions,
networking and community service.
BY WARREN THAYER

W

hen I was new to the industry about 25
years ago, I went to an association meeting
in Asheville, N.C. I didn’t know a soul at
the crowded cocktail party, and stood at the edge of the
crowd with a mixture of shyness and dread.
Then Ilene Bloch of The Shelby Report walked over to me.
“You must be new here.”
“Yeah.”
“Well, let me introduce you around.”
And in the next hour, this competitor — who I’d
never met — introduced me to everybody in the room. I
exchanged business cards with people and was invited by
several to join them at their tables for dinner. The next
day, there were educational meetings, and I sat with newfound friends — more than a few remain friends to this
day. I listened to reports about charitable work, and plans
for upcoming promotions by the association.
This same basic scenario would be repeated at meetings in Indianapolis, Phoenix and at countless other
gatherings until I could always spot several friends in any
crowd. Then I began paying Ilene’s favor forward, introducing newcomers and even competitors around. Association meetings have strengthened my work as a writer/
editor and enriched my life with cherished friendships.
It’s easy to see why the local frozen and refrigerated
food associations have always been my favorite. Members
will tell you that their group’s primary goals are raising
consumer awareness of the quality and convenience of
frozen and refrigerated foods, and selling more product.
That’s certainly true, but there’s more to it than that.

‘RECALIBRATING’
As one friend I met at an association meeting years ago
told me, “At some of our events, families are involved and
you see everything in a different perspective. Buyers and
sellers are always in a locked battle, but when you get to
know each other in a social setting and meet everyone’s
kids, there’s a recalibration. You realize that we’re all human, trying to make a living in this world.”
The local groups profiled here are all part of the
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National Frozen & Refrigerated Foods Association (www.
nfraweb.org), Harrisburg, Pa. They continue to thrive
in the face of industry consolidation and tight budgets.
When you read about them, you’ll know why.

Eastern Frosted & Refrigerated
Foods Association
Contact: Mike Ryan, executive director
tNSZBO!WFSJ[POOFU
Web site: XXXFòBPSH

EFRA — the oldest frozen food association in the

country — has come a long way since its first luncheon
club meetings in 1937. Originally established as EFFA
(Eastern Frosted Foods Association), the association
expanded in 2011 to become the EFRA (Eastern
Frosted & Refrigerated
Foods Association).
Today, the association
has 82 member companies and is on track for
even more in the year
ahead. Each company
pays $400 in dues, which covers any and all employees
who want to join. “We keep programs as cost-efficient as
we can,” notes Mike Ryan, executive director.
“The consumer and the trade see and hear us loudly
and clearly, and the sign of the penguin has been accepted as the symbol of quality, value and convenience in
frozen and refrigerated foods,” according to the association. “As an EFRA member, you are part of a dynamic
force with a common goal… use more frozen and refrigerated foods… more sales for more profits.”
In addition to retailers and manufacturers, membership includes all segments related to the industry, including, brokers, distributors, transportation/warehousing
and packaging/labeling.

Pictured at EFRA’s Marketing Seminar/Las Vegas night
are, from left: Lisa Alfaiate of ESM Metro New York;
Eileen Nitschke, and her husband, Ernie Nitschke of
ESM Metro New York; and Telmo Mancilla of Associated
Food Stores. (Dealer is in green shirt.)

EFRA’s Frozen Food Festival, entitled “March is Frozen
Food Month!”, has won many coveted Golden Penguin
awards from the National Frozen & Refrigerated Foods
Association over the years, recognizing excellence in
marketing. Generally, about 20-25 manufacturers participate, and retailers use the EFRA logo in their ads during
the month. (Since the association expanded, it now offers
similar programs to the refrigerated foods community.)

From left are Mark Stein of New York Ravioli & Pasta
Company; Mark Manes of BEM Sales & Marketing;
and Hans Ketels of Kings Food Markets, at the
EFRA’s Blue Penguin dinner.

The Frozen Food Festival succeeds — manufacturers
and retailers, for successive years, have reported gains of
up to 15% during the event. Supported by all segments of
the industry, EFRA mounts this promotion effort with a
fully integrated marketing campaign involving retailers,
manufacturers, brokers, and media to help its member
companies sell more frozen foods.
Stores are decorated for the entire month with materials featuring the logos of each participating manufacturer. Display contests motivate retail personnel to build

better displays, and radio campaigns feature the theme
as well as participating brands. Blue Penguin Awards
bestow special recognition on those retailers, brokers, and
manufacturers who perform in outstanding ways in the
market area.
This year’s spring dinner event, dedicated to the distribution of the Blue Penguin Awards, included a presentation on selling frozen and refrigerated foods to Millennials. The presentation was by Edelman, the world’s largest
public relations firm, which is working with the National
Frozen & Refrigerated Foods Association to promote
frozen and refrigerated foods to consumers.
Each year, EFRA organizes several other dinners and
events focusing on a specific facet of the industry. All of
them provide opportunities for networking with other
members of the industry. For example, the “Night at the
Races,” held each year at Yonkers Raceway, is an enjoyable evening, with all proceeds going to EFRA’s scholarship fund.
This fund, designed to attract new talent to the frozen
and refrigerated food industry, has provided financial
assistance to hundreds of deserving college students —
further encouraging colleges to support training curricula related to the industry. Scholarships are also available
to promising talent within the industry to help advance
careers and to the children of member companies.
The association, as well as corporations and individuals interested in the future of the industry, have donated
more than $800,000 in scholarships since the program’s
inception in the mid-1970s. In recent years, the fund has
been raising and distributing about $30,000 annually in
scholarships. The EFRA Foundation is a full charity capable of accepting gifts and contributions of any size. It can
also set up funds in memory of deceased members.
The association’s Winter Marketing Seminar gives
members the opportunity to meet with peers, customers, friends and family in a relaxed environment conducive to building strong relationships. This annual
conference is generally held at a nearby ski resort. The
2014 seminar will be Feb. 7-9 at the Villa Roma Resort in
Callicoon, N.Y.
EFRA’s annual golf outing, held for more than 60 years,
provides similar benefits. The popular event mixes business with fun, and has seen attendance rise over the years.

Frozen & Refrigerated Food
Council of Northern California
Contact: Mary Ann Winkle
tNBXJOLMF!GSGDPVODJMDPN
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Web site: XXXGSP[FOBOESFGSJHFSBUFEGPPETDPN actively participating.
The council’s quarterly meetings feature presentations,
BMTPWJTJUGBDFCPPL

W

ith Safeway, Lucky,
FoodMaxx, Save
Mart, Raley’s, Bel Air and
Nob Hill Foods and other
key chains actively participating, the FRFCNC gets
excellent retail response
during its three promotions
each year. This year, for the
first time, a Hispanic Heritage
Month was also on the merchandising calendar.
The council’s Web site features downloadable coupons,
information about store events, new products and video
tips. Also on the site: news about the group’s aid to San
Francisco Food Bank and Feeding America. Volunteers
wear t-shirts emblazoned with “Never to cool to care.”
While social events and community service projects
are a part of the council, “We’re a sales-driven association,” says the council’s Mary Ann Winkle. “It’s all about
getting consumers into the stores to buy frozen and
refrigerated foods.”

MARK YOUR CALENDAR!
*OBEEJUJPOUPSFHVMBSNFFUJOHTBOEQSPNPUJPOT UIFSFBSF
'PPE#BOLWPMVOUFFSEBZTPO.BSDIBOE+VOF UIFUI
BOOVBMHPMGUPVSOBNFOUPO4FQUBUUIF#SPPLTJEF$PVOUSZ
$MVCJO4UPDLUPO $BMJG UIF5(*'"XBSET%JOOFSPO0DU 
BOEUIFNFNCFSTIJQBOOVBMMVODIFPOPO%FD

Frozen & Refrigerated Food
Council of North Carolina
Contact:+PF%"MCFSUP
 tKEBMCFSUP!BDPTUBDPN
Web site:XXXDBSPMJOBDPPMGPPETDPN

W

ith more than 300 members, the Frozen &
Refrigerated Council of North Carolina runs
three major
merchandising events each
year: March
Frozen Food
Month, June
Dairy Month
and a holiday
event — including both refrigerated and frozen foods
—from mid-November through the end of December.
Harris Teeter, Lowes Foods, Ingles, Food City, MDI,
IGA and Galaxy Food Centers are among the retailers
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typically by retailers offering company updates, along
with the opportunity for networking and fellowship.
“Members like the idea of getting together with folks who
have the same common goal — to sell more product and
interact with peers,” says Cathy Threatt, president, AMI,
Charlotte, N.C., and a member of the FRCNC. “There’s so
little face-to-face communication these days, and a great
deal of value is actually placed on it.”
Several manufacturers and retailers are active with
more than one local association. Among them is David
Weicht, Southeast sales director of Dallas-based Daisy
Brand.
Weicht is active with associations in North Florida and
North Carolina, and also attends the Southeastern Frozen & Refrigerated Food Conference. The gatherings give
him the opportunity to interact with customers and the
manufacturer community socially, he says, adding that
it improves customer relationships. Specific customerdesignated events allow retailers to share their insights
and future plans, providing valuable information, according to Weichert.
“Special themed events offer opportunities to generate
incremental volume, utilizing promotional and advertising support vehicles,” he states. The president of his company has joined him at NFFRF dinners the past two years.

Western New York Frozen &
Refrigerated Food Association  
Contact:%PVH3JDLFUUT
tESJDLFUUT!VQTUBUFOJBHBSBDPN
Web site: XXXXOZGSGBDPN

T

his association works closely with Wegmans Food
Markets and Tops Markets to support the sale of
frozen and refrigerated
foods in its market area. It
holds regular meetings to
coordinate activities including March Frozen Food
Month, June Dairy Month,
a scholarship program, support of local food banks and
the annual Paul Sheehan
Memorial Golf Outing.
The annual Taste of
Excellence allows the best
customers of Wegmans and Tops to sample dairy and
frozen items from supporting vendors. The event alternates between Buffalo and Rochester to reach the maximum number of consumers.
Invitations are sent to the Shoppers Club and Bonus

Card members that skew higher than the norm in dairy
and frozen department purchases. The event starts with
a VIP session for retailer category and store personnel,
then transitions into consumer sessions.
“We typically hand out samples to at least 1,600 attendees during the evening’s event,” says Doug Ricketts,
the association president and director of retail sales at
Upstate Niagara Coop, Buffalo, N.Y. “The supporting
vendors have the opportunity to share product attributes
as the demo staff presents samples to the consumers. We
consistently hear comments from attendees on how much
they enjoy sampling new products and will now purchase
the items since they know it is available at local retailers.”
The association’s calendar winds up each year with
a holiday recognition dinner honoring the work of
the members in supporting and directing the group’s
activities.

Frozen & Refrigerated
Association of the Northeast
Contact:%POOB.BHMJP QSFTJEFOU
tGSBOF!GSBOFPSH
Web site:XXXGSBOFPSH

T

he FRANE, founded in 1955, focuses on adding
business value, charitable giving and educational
support. In addition to organizing and supporting marketing events and promotions, it holds an annual business
program in September or
October. This program
brings together key decision makers from member
organizations, and features
an educational presentation by an industry expert.
The annual Ryan Marrocco Memorial Golf
Tournament has raised
and awarded more than
$600,000 in scholarships for deserving high school seniors and college undergraduates. Students are also teamed
up with member companies for the association’s Perishables Internship Program. This program offers paid and
unpaid internships in every area of the business, and is
designed to further education and support career choices
in the grocery industry.
FRANE works extensively with local food banks,
and its signature Backpack back-to-school program for
at-risk youth fights hunger and promotes healthy eating
alternatives.

MARK YOUR CALENDAR!
%VSJOH.BSDI '3"/&'FFETUIF)VOHSZBOOVBM
WPMVOUFFSFWFOUTBUGPPECBOLMPDBUJPOTUISPVHIPVUUIF

/PSUIFBTU
.BZ BOOVBM3ZBO.BSSPDDP.FNPSJBM(PMG5PVSOBNFOU 
XJUIBMMQSPDFFETUPCFOFöUUIFBTTPDJBUJPOTTDIPMBSTIJQ
QSPHSBN
"VHVTU 7PMVOUFFS"QQSFDJBUJPO&WFOUBU5BOHMFXPPE -FOPY 
.BTT XJUIBMMQSPDFFETUPCFOFöUGPPECBOLQBSUOFST
UISPVHIPVUUIF/PSUIFBTU
4FQU BOOVBMGBMMHPMGUPVSOBNFOUJO/FXQPSU 3* XJUI
BMMQSPDFFETTVQQPSUJOHGPPECBOLQBSUOFST
4FQU BOOVBMNFNCFSBXBSETEJOOFS 5IF)PUFM7JLJOH 
/FXQPSU 3*

Southern California Frozen &
Refrigerated Foods Council
Contact: %FCSB7BO%FS8FJEF FYFDVUJWFEJSFDUPS
tEFCSB!4$'3$PSH
Web site:XXX4$'3$PSH

F

ounded in 1952, this association has long been active in consumer promotions each year, circulating
millions of FSIs to homes during March, July and October events. The
FSIs, featuring
discounted participation for manufacturers, include
coupons and
package shots of
sponsoring manufacturer brands, and directs consumers to the association
Web site to enter a sweepstakes. Online coupons and retailer reprints contribute to the increased circulation and
consumer awareness throughout Southern California.
Promotions for 2014 already have participation
planned by retailers including Vons/Pavilions, Albertsons, Smart & Final, Unified Grocers, Gelson’s and more.
Community service is also a goal of the association.
In March, members provide donated food for a breakfast
they prepare and serve to the kids (aged 0-18) at Orangewood Children’s Home, Orange, Calif., a home for abused
children. This year, member companies donated frozen
pancakes, waffles, burritos, sausage, potatoes, toaster
strudel, orange juice and more, providing a fun and
healthy breakfast to about 130 children and staff. Pappy
Penguin brought joy to children, gave away gifts and provided reassurance that someone cares for the well-being
of the children. The kids also enjoy an ice cream social in
June, as well as a barbecue and track and field games in
October, all provided by the association.
An annual golf tournament raises money for a scholarship foundation, open to association members and their
families. One other unusual benefit: the association’s Web
site has a career center, where members can anonymously
DECEMBER 2013
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post their resumes or apply for jobs that are advertised.
Members are enthusiastic about all the benefits of
the association. “SCFRC provides both professional and
social occasions to further communicate, share goals and

Associations often have events where families
join in. From left: Tom Van Der Weide and his wife,
Debra, executive director of SCFRC; Ken McFall,
who is the husband of Jill McFall, president of
SCFRC; and Dave Frankeny, of Nestlé USA.

objectives, and provide networking opportunities between brokers, vendors, retailers, wholesalers and distributors within the frozen and refrigerated food industries,”
says Joseph Early, Unified-SoCal frozen food category
manager.
Kathy Flores, Albertsons-SoCal frozen food manager,
notes that “Our participation in SCFRC has allowed us
to get to know the representatives that call on us on a
personal and social level which enhances the business
relationship.”

MARK YOUR CALENDAR!
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The Southeastern Frozen &
Refrigerated Conference

M

ore than 350 retailers, manufacturers and others
tied to the industry gathered in April for the annual meeting and conference of the Southeastern Association of Frozen & Refrigerated Food Councils at the Westin
Hilton Head Island Resort & Spa, Hilton Head, S.C.
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The event, held for nearly 30 years, includes not only
social gatherings and golf, but also one-on-one meetings between retailers and manufacturers to discuss new
product launches and business plans. Retailers taking
part included BI-LO/Winn-Dixie, Carlie C’s IGA, Galaxy
Food Centers, Harris Teeter, IGA, Ingles Supermarkets,
K-VA-T Food Stores/Food City, Lowes Foods, Merchants
Distributors Inc., Piggly Wiggly and W. Lee Flowers.
This year’s program featured an industry overview by
Skip Shaw, president of the National Frozen & Refrigerated Foods Association, a keynote address by Marine Corps
Brig. Gen. Burke Whitman, and a New and Emerging
Trends Expo, with manufacturers making presentations
about the latest trends in frozen and refrigerated foods.
A highlight of the meeting came when the association
presented a $25,000 donation to the Food Industry Serving
Heroes (FISH), a non-profit foundation that helps troops,
veterans and their families by providing wheelchairs, service dogs, financial literacy and jobs within the industry.
“It was special for us to be in a position to do that,” said
an association spokesperson, noting that donations to
different charities often reach $50,000-$60,000 each year.
Other charities receiving support from the association
have included the Second Harvest Food Bank, the March
of Dimes, Toys for Tots and the Make-A-Wish Foundation.
Next year, the conference will be April 23-26, again
at the Westin Hilton Head Island Resort & Spa. The

Southeastern Association of Frozen & Refrigerated Food
Councils includes councils from Central Florida, North
Florida, North Carolina and South Carolina. To learn
more or to register for next year’s event, go to www.
carolinacoolfoods.com or contact Joe D’Alberto at
jdalberto@acosta.com.

Frozen & Refrigerated Foods
of Central Florida
Contact: -JOEB-BNCFSTPO
"DPTUB4BMFT.BSLFUJOH
tMMBNCFSTPO!BDPTUBDPN
Web site: XXXDPPMGPPETPSH

T

he Frozen & Refrigerated Foods Council of Central
Florida has been highly effective in raising awareness of the benefits of frozen and refrigerated foods in
its entire market. A frequent winner of Golden Penguin
awards for excellence in merchandising, it runs several
programs throughout the year at low cost for both the
retailer and the manufacturer. Last October, FRFCCF ran

two demos in each of 900 Publix stores.
During the March Cool Food For Families program
at Publix, the association secured reduced pricing for 16
brands on ad space in 4.7 million newspaper inserts and
in-store fliers. It also purchased “Fresh Ideas — Great Taste
— Frozen Foods” static clings that
were placed on every third door
in frozen departments.
Two vendors had demos
in 900 Publix stores, complete with tent cards placed
at each location by FRFCCF’s demo agency. Each
store had six hours of demos
(three hours apiece for participating manufacturers),
providing them with opportunity to distribute additional
product support materials.
The promotion also included placement of brand-specific shelf signs reflecting coupon offers or reduced prices
along with the customized event logo.
At the same time, the association connects with the
communities it serves in many ways, such as helping
with the Make-a-Wish Foundation, painting houses for
the needy in the annual Paint Your Heart Out event, and
providing school supplies, goodies and special events for
children from low-income families.

MARK YOUR CALENDAR!
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North Florida Frozen &
Refrigerated Food Association
Contact:%PO5BNBO
tEPOBMEUBNBO!CFMMTPVUIOFU
President: Steve Joyce,
"EWBOUBHF4BMFT.BSLFUJOH

W

e asked David M. Welch, director of dairy and
frozen foods for Bi-Lo Holdings, Jacksonville, Fla.,
to sum up his thoughts on his involvement in the North
Florida Frozen & Refrigerated Food Association.
“We are around 80 members strong, made up of a
great group of manufacturers, brokers, and several BILO Holdings associates who are committed to not only
growing our collective frozen and dairy businesses on a
local level but also helping the National Frozen & Refrigerated Foods Association continue its growth nationally.
“Our association is not just about the business side of
our industry; we are also very passionate about giving

back to society and the communities we live and work in.
For several years we have partnered with some key charities, hospitals, universities and local organizations who
give us a chance to help meet societal needs in unique
and different ways.
“For example, multiple times per year we go to Wolfson Children’s Hospital in Jacksonville (Fla.), where our
association makes a financial contribution to the hospital
to purchase things such as Apple i-Pads for patients’ use
during their extended stays in the hospital. Members
also visit each patient’s room where we share frozen and
refrigerated snacks, toys, socks, coloring books, etc., to
hopefully bring just a little joy and comfort in their time
of extreme need.
“We also partner with ‘Meals on Wheels’ where our
association members provide frozen and refrigerated
food items to help feed the elderly of our community. In
addition, we prepare and serve meals at our local ‘Ronald

McDonald House’ and give frozen ice cream treats to
handicapped children during a summer sports camp.
“Our most significant contribution to both our community and the frozen food industry is the donation of
hundreds of thousands of dollars since our inception to
offer scholarship opportunities to several colleges and
universities for their business students who will potentially enter the industry as a career choice.
“Our members benefit from the social networking and
interaction with like-minded members of the industry
who want to sell more of their product, promote frozen
and dairy food products and have a chance to give back
to the community.
“The most meaningful and enjoyable event each year
is our annual kick-off event held at the World Golf &
Hall of Fame resort in St Augustine Fla., where we have
great participation from not only our membership but
executives at high levels of most manufacturer organizations. We have keynote speakers from NFRA, from BI-LO
Holdings’ executive leadership team and community
leaders. We also award our scholarships to the chosen
recipients at this event.
“To sum it all up, the North Florida Frozen and Refrigerated Foods Association is healthy, active, and ready to see
continued growth in our industry for many years to come.”

MARK YOUR CALENDAR!
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SNAPSHOT: FROZEN PIZZA

FROZEN
PIZZA
DOWN 1.4%
But growth at the high end
helps offset losses by mid-tier
‘mainstream’ brands.
BY DENISE LEATHERS

T

hanks in part to a decrease in
volume sold with merchandising support, dollar sales of frozen pizza fell 1.4% across channels to
$960.5 million during the 12 weeks
ended Oct. 6, reports Chicago-based
market research firm IRI. Category
leader DiGiorno saw its sales tumble
9.4% while six of the remaining top
10 brands registered losses — three
in the double digits. One bright spot:
No. 6 Freschetta, which posted a
whopping 31.1% gain.

SECOND TIER IS GROWING
The category’s modest decline in the
face of significant losses by some of
its best sellers suggests growth is
coming from smaller, second-tier
brands that better meet the needs of
“non-traditional” frozen pizza buyers.
“They’re bringing products that
appeal to consumers who have, to
an extent, left the category — Baby
Boomers and 20-somethings — because they don’t want the typical
25-ounce rising crust cheese pizza,”
says Mike Pytlinski, Palermo brand
director at Milwaukee-based Palermo’s Pizza (www.palermospizza.com).
Smaller, kid-free households want
more sophisticated, upscale offerings
with unique toppings they can enjoy
with a glass of wine and a salad, he
explains. Yes, such products often
retail for upwards of $6, “But clearly,
people are willing to pay for premium
quality because that’s where the
growth is.” He adds that the value side
of the category is declining, while the
middle is flat to down.
To help meet rising demand for
restaurant quality, Palermo’s fol-
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lowed up its late 2012 introduction
of artisan-style flatbreads with a new
line of superpremium “craft” pizzas.
More than a year in the works, the
Screamin’ Sicilian lineup includes
five “overtopped” adult varieties piled
high with ingredients like rough-cut
pepperoni, Italian meatballs and fireroasted vegetables. Still in limited test
markets, “It’s selling exceptionally
well absent much promotion, which is
practically unheard of in this category,” says Pytlinski, who thinks growth
from heavy dealing on mainstream
brands has been maxed out.
“This is a mature category, so
retailers really need to balance the
known volume offered by the major
brands with the incrementality offered by more unique, higher-end
brands,” he adds.
While mainstream brands aren’t
about to give up their pepperonis and
supremes, they do seem to be reach-

free crust, a nod to a growing trend
toward cleaner ingredient decks.
In addition to the new line, Nestlé
also upgraded six classic varieties of its California Pizza Kitchen
Crispy Thin Crust pizza (www.
cpkfrozen.com) with more premium
ingredients, enhanced sauces and
more cheese. It also made a former
limited-edition variety, Fire-Roasted
Vegetables, a permanent part of the
collection and launched two new
limited-edition flavors: Greek Recipe
and Spicy Chipotle Chicken.

PREMIUM INGREDIENTS
“We know that our consumers are
always on a quest for more premium
ingredients and have sophisticated
tastes,” says director of Nestlé pizza
marketing Todd Macsuga. “For us,
that means bolder, unexpected ingredients, flavors and a superior crispy
thin crust.”

FROZEN
PIZZA
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores
combined for the 12 weeks ended Oct. 6, 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
PIZZA
$960,534,100
(1.4) 305,647,500 (3.4) 309,606,000 (2.9)
DiGiorno
$215,272,900
(9.4) 38,243,250
(8.8) 63,956,060 (9.7)
Private Label
$103,140,000
2.7 33,634,360
(5.3) 36,503,020 (0.3)
Red Baron
$92,441,670
(10.8) 26,872,060
(8.7) 34,013,220 (8.0)
Totino’s Party Pizza
$83,164,310
0.8 61,811,500
(1.0) 40,311,240 (0.5)
Tombstone
$63,356,140
(7.1) 16,420,520 (11.6) 23,015,080 (11.3)
Freschetta
$40,378,020
31.1
8,163,249
34.2 12,946,790
32.7
California Pizza Kitchen
$28,753,290
(10.9)
5,614,434 (12.6) 4,318,588 (12.5)
Jack’s Original
$26,459,220
(0.1)
9,320,178
(3.6) 9,654,910 (3.8)
Red Baron Singles
$21,822,940
5.3
5,951,384
(5.2) 5,835,751 (3.3)
Tony’s
$20,597,600
(14.1) 9,886,448 (14.9)
9,316,375 (14.2)

ing out to “new” pizza consumers
with more upscale offerings. For example, Glendale, Calif.-based Nestlé
USA recently debuted Thin & Crispy
Pizza under its DiGiorno brand
(www.digiorno.com). Different from
its Classic Thin Crust collection,
which includes four “mainstream” varieties, the new line comes in flavors
such as Spinach with Garlic, Tomato
Mozzarella with Pesto and Pepperoni and Peppers. Free of artificial
flavors, it also boasts a preservative-

Minneapolis-based Schwan’s
Consumer Brands appears to be
moving in a similar direction, rolling out three new Freschetta Thin
& Crispy varieties (www.freschetta.
com) “now made with 100% real
cheese, plentiful topping and better ingredients.” Built on what the
company says is “the crunchiest,
crispiest crust yet,” the newcomers
include Signature Pepperoni, Canadian Style Bacon & Pineapple and
Four-Cheese Medley. Q

CATEGORY REVIEW: BREAKFAST

BREAKFAST
IS A HANDFUL
The frozen breakfast category gets a shot in the arm
from a bunch of handheld SKUs.
BY DAN RAFTERY

F

rozen breakfast foods rose 4.5% in dollars and
2.1% in units across retail channels during the 12
weeks ended Oct. 6, according to data from IRI, the
Chicago-based market research firm. Pretty nice, but
most of the action is in the handheld subcategory, where
dollars jumped 15.7% and units gained 11.8%.
Kellogg’s Special K brand handhelds posted super-hero
gains of 295.4% in dollars and 234.1% in units off a small
year-ago base. That put the product into fourth place in
the segment.

SHOPPERS TRADING UP
Category leader Jimmy Dean brands hold the top two
spots in both dollars and units. When combined, the
Jimmy Dean and Jimmy Dean Delights brands account
for 56% of dollars from 42% of the units among all of the
handheld brands. Shoppers are clearly
trading up.
“We are seeing the demand for
poultry and high protein meatless options increase as consumers seek out
better-for-you breakfast options,” says
Amy Grabow, vp, marketing, Jimmy
Dean (www.jimmydean.com), Neenah, Wis. “Consumers
recognize that it is not just about eating any breakfast, but
that a high-protein balanced breakfast can manage their
appetite throughout the morning.”
“Jimmy Dean recently added the Turkey Sausage, Egg
and Cheese Honey Wheat Flatbread to its line of Delights
by Jimmy Dean,” says Grabow. “And we’ve expanded our
line of fully cooked products with the introduction of
Fully Cooked Maple Turkey Sausage Links, combining the
sweet flavor of maple with savory sausage.”
Another recent launch: the Delights by Jimmy Dean
Garden Blend Breakfast Bowl featuring Scrambled Egg
Whites, Diced Potatoes, Peppers & Onions and Cheddar
Cheese. Jimmy Dean Breakfast Bowls hold the top spot
among brands in the frozen breakfast entrees subcategory.
The Jimmy Dean brand is also poking its head up in
the other breakfast food subcategory, where dollars are
up 474.2% on a unit sales increase of 96.0% for the same
period.

Springdale, Ark.-based Tyson Foods (www.tysonfoods.
com) is launching seven SKUs under the new Tyson Day
Starts brand next month. Products will include flatbreads, wrapped omelets and biscuit sandwiches. The
new range follows the recent launch of Tyson’s Wright
Brand bacon products.
Frozen waffles continue to generate the second-largest
subcategory sales, driven by Kellogg’s Eggo and private
label waffles. Some interesting swings are seen by the
double-digit gains and declines by four of the top-10
brands in this category. Kellogg’s Eggo Thick and Fluffy is
up 10.9% in dollar sales while Kellogg Nutri Grain, Aunt
Jemima and Kelloggs Eggo Seasons posted declines of
14.8%, 13.8% and 25.5%, respectively.
For shoppers looking for a sweet breakfast treat, Gagne
Foods, Inc. (www.gagnefoods.com), Bath, Maine, is rolling
out two new items: Pumpkin Cinnamon Roll and TripleBerry Swirl, which is like a cinnamon roll, with fruit in
place of cinnamon.
“These items are designed for the ‘give-a-damn’ shopper
who wants to see fresh on the ingredient deck and bakeddaily quality,” says Michael Gagne, president.
Gagne has found a sweet spot, somewhere between
healthier-for-you and decadent. “These SKUs are loaded
with butter, cream cheese and fruit and contain no preservatives,” says Gagne. The Pumpkin Cinnamon Rolls are
in exclusive distribution at Whole Foods until the end of
2013 and the Triple Berry Swirl rolls out this month.
Gagne offers two tips
for boosting sales in the
frozen bakery and instore bakery sections.
“Anyone doing either
live or passive tasting of
warm bakery products
will sell more,” says Gagne. “A good way to do passive
tasting is to cross-merchandise near other products which
are symbiotic.” Example: sample biscuits near the rotisserie chicken in the deli.

The handheld subcategory
saw dollars jump by 15.7%,
with units ahead 11.8%.
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FROZEN BEATS BAKERY SHRINK
Gagne thinks the pendulum is moving back toward freshbaked from pre-baked frozen, driven in part by consumer
awareness of ingredient labels. “Shrink is always the
challenge,” he notes, “which is why frozen is popular with
retailers. However, some of these products are loaded with
preservatives and consumers are paying attention.”
In addition to sampling, he recommends merchandising multiple items in tied, gusseted bags to boost sales.
“We’ve seen this work better than traditional merchandising on a tray in in-store bakeries,” says Gagne. Q
Dan Raftery is president of Raftery Resource Network
and a trumpet hobbyist. He can be reached at
Dan@RafteryNet.com.

CATEGORY REVIEW: BREAKFAST

BREAKFAST
FOR DINNER?!
Creative planograms and
innovative merchandising can
help grow this already-healthy
category.
BY AL GREENWOOD

T

he breakfast category is
one of the brightest spots
in the frozen department.
The inherent convenience of
the department is made for that
rushed morning meal. Frozen
breakfast also provides a good
opportunity to show consumers
that frozen foods can be healthy.
Low-fat, whole-wheat, glutenfree, etc., frozen items appeal
to a consumer looking to start
their day off in a healthy way. A
good experience with these items
can help change a consumer’s
opinion of the whole frozen
department.
But I am not sure we are capitalizing on this opportunity. In
particular I see little in the way of
exciting merchandising: endcaps
dedicated to the category, fliers
with a breakfast grouping, etc.
Wouldn’t a whole theme around
“Breakfast For Dinner!” be fun?
The planograms also rarely
seem to be set to cater to a breakfast meal solution. Brand blocking
makes this tough. Here private
label can play a role.
Step one is to develop a wide
range of items, such as breakfast
sandwiches, entrees, French toast,
cinnamon buns, hash browns, etc.
Once this is done the retailer has
the freedom to shelve these items
in a way that makes putting meals
together simple for the consumer
and inspires them with variety.
Done right, I believe a program like
this can be a competitive advantage
over the fella down the street. Q
Al Greenwood is a food industry
consultant with experience at
Borden, Daymon and A&P. He can
be reached at albert.greenwood@
yahoo.com
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FROZEN
BREAKFASTS
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores
combined for the 12 weeks ended October 6, 2013, according to IRI, the Chicago-based market research
firm. Percent change is versus the same period a year ago. Data are for the brands as originally trademarked
and may not include line extensions.
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
TOTAL CATEGORY
$695,746,200
4.5 217,219,800
2.1 203,524,400
2.6
BREAKFAST HANDHELD
$235,802,200
15.7 48,866,780
11.8 54,176,640
13.8
Jimmy Dean
$99,455,540
6.3
14,622,990
3.5
23,535,360
6.7
Jimmy Dean Delights
$33,025,440
55.3
5,050,052
57.1
7,070,452
49.1
Odom’s Tennessee Pride
$22,342,820
1.6
4,252,016
(4.0)
5,338,705
0.8
Kellogg’s Special K
$16,466,540
295.4
2,807,541
234.1
3,181,028 304.7
Private Label
$12,534,960
(10.7)
3,725,020
(7.7)
3,133,530 (12.8)
Hot Pockets
$7,264,159
6.2
2,783,474
(4.1)
1,942,321
3.9
IHOP At Home
$5,409,905
16.8
1,042,768
5.5
1,130,447
17.2
Wgt Wtchrs Smrt Ones Smrt Begins. $4,279,043
27.5
1,322,406
7.7
780,737
27.2
Lean Pockets
$3,377,669
(10.7)
1,591,186
(19.6)
893,318
(7.8)
Wgt Wtchrs Smart Ones
$2,888,553
(12.4)
1,061,245
(12.7)
574,452 (12.7)
WAFFLES
$212,507,200
0.2 76,794,460
(0.7) 73,730,620 (0.2)
Kellogg’s Eggo
$115,223,900
1.2
36,479,610
(2.4) 42,012,360
0.2
Private Label
$35,715,400
(0.1)
17,122,120
2.6 15,005,680
1.4
Kellogg’s Eggo Nutri Grain
$19,206,790
(14.8)
5,703,067
(16.4)
5,057,138 (16.7)
Kellogg’s Eggo Thick and Fluffy
$10,746,730
10.9
4,090,751
7.8
3,213,058
10.6
Van’s
$7,743,867
9.8
2,597,551
12.1
1,407,658
13.0
Kellogg’s Eggo Wafflers
$5,826,865
9.3
2,412,242
11.4
1,613,307
11.4
Aunt Jemima
$4,837,908
(13.8)
2,985,271
(13.0)
2,296,442 (13.0)
Kellogg’s Eggo Minis
$2,877,200
5.5
1,145,541
3.0
780,457
3.0
Kashi
$2,252,162
(7.4)
688,889
(5.5)
434,896
(5.5)
Kellogg’s Eggo Seasons
$1,678,272
(25.5)
713,834 (28.3)
437,223 (28.3)
BREAKFAST ENTREES
$167,270,200
0.4 59,353,380
1.6 49,669,340 (2.2)
Jimmy Dean Breakfast Bowls
$27,613,880
9.9
10,972,160
5.1
4,902,399
3.0
Private Label
$24,436,870
12.8
10,825,440
16.4
9,821,426
3.7
Jimmy Dean
$24,434,960
(5.4)
3,598,309
(11.9)
6,095,558
(8.4)
Aunt Jemima
$17,178,480
(15.1)
8,522,342
(16.1)
5,154,109 (17.2)
De Wafelbakkers
$11,869,670
5.5
3,587,193
6.6
6,587,455
5.3
Kellogg’s Eggo
$6,596,714
(4.2)
2,484,597
(5.6)
2,473,403
(5.7)
Wgt Wtchrs Smrt Ones Smrt Bgn
$5,167,792
*
1,886,682
*
1,049,147
*
Kellogg’s Eggo Minis
$5,068,413
(10.0)
1,761,577
(11.6)
1,645,900
(11.7)
Weight Watchers Smart Ones
$4,619,957
(29.9)
1,697,666 (30.3)
590,479 (27.4)
Jimmy Dean Skillets
$3,474,562
(23.9)
782,249
(23.4)
880,030 (23.4)
OTHER BREAKFAST FOOD
$68,724,500
(0.9) 27,481,500
(0.8) 22,238,610
2.4
Pillsbury Toaster Strudel
$51,140,340
(3.0)
21,969,720
1.0
17,777,450
0.7
Pillsbury Toaster Scrambles
$6,150,835
1.8
2,483,791
1.1
1,552,369
1.1
Jimmy Dean
$2,770,579
474.2
282,881
96.0
691,695 922.5
Weight Wtchrs Smrt Ones Mrnn Exp $1,668,519
(25.5)
603,621
(26.1)
301,810 (26.1)
Kellogg’s Eggo Frnch Toastr Stcks
$1,635,836
(29.5)
620,835 (30.7)
492,819 (30.7)
BAGELS
$6,118,491
(10.7)
3,361,474 (10.9) 2,875,404 (10.1)
Lender’s
$2,639,785
(19.5)
1,496,748
(20.1)
1,183,531 (20.4)
Private Label
$1,999,248
11.5
1,124,365
6.3
960,572
8.6
Ray’s New York Bagels
$670,928
1.4
207,374
11.0
293,537
11.7
Bagels Forever
$548,047
(9.6)
434,440
(11.4)
312,276
(11.4)
Finagle A Bagel
$126,958
(58.5)
53,505 (45.0)
80,257 (45.0)
MUFFINS
$5,272,755
(23.0)
1,346,107 (24.5)
817,796 (25.9)
Vitamuffin Vitatops
$2,586,783
(33.7)
582,199 (32.6)
291,099 (32.6)
Kellogg’s Eggo Mini Muffin Tops
$1,144,491
(30.4)
421,308
(32.1)
339,701 (32.1)
Vitalicious
$537,300
20.7
127,111
22.4
63,555
22.4
Udi’s
$445,216
74.4
86,966
73.8
43,483
73.8
Vitamuffin
$95,332
(45.7)
20,688 (44.6)
10,344 (44.6)
*Product has been in distribution for less than one year.
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ANUGA

SHOPPING

FROZENS

AT ANUGA
Here’s a quick look at the Anuga
show in Germany, with some frozen
food highlights.
BY JOHN KAROLEFSKI

M

ore than 500 exhibitors
from 50 countries exhibited
frozen foods in October at
Anuga, the world’s largest food and
beverage trade fair.
In addition to frozen foods, nine
other segments of the industry were
represented under one roof, including beverages, dairy and organic. The
five-day show, in Cologne, Germany,
featured 6,777 exhibitors and drew
155,000 visitors from 87 countries.
Most exhibitors visited by Frozen
& Refrigerated Buyer were seeking
brokers to enter the U.S. market,
although some already had a toehold
in American supermarkets.
As in the United States, convenience is a key driver in frozen snacks
and meals.
These foods
help timepressed
shoppers
find flavorful
meals on a
budget, without going to a
restaurant.
Natural,
organic and
better-for-you
foods had
strong representation at the show, along with
products meeting special dietary
needs. Also popular: frozen foods
free of additives, gluten and/or lactose, and those targeted to consum-

ers seeking halal
and vegan/vegetarian cuisine.
Germany
exhibited the
most frozen food
products at Anuga
— not surprising
considering the
location of the
show and local
consumption
habits. In 2012,
per capita frozen
food consumption in Germany
averaged 90.4 pounds. The typical
German household consumed 184.3
pounds of frozen foods the same
year. Analysts predict
slight growth this year.
Here are a few of
the items we found of
interest:
—Sweet Pancakes
from Frenzel in
Germany are quick
and easy to prepare
— “with an American
flair” — in a toaster
(www.frenzel-tk.de/en).
—Chili Mango
Prawns from Golden
Fresh in Malaysia are spread with
a spicy mango chili jam and
hand-crumbed in a special
“firecracker” system (www.
fresh.com.my).
—Frites BIO from Lutosa in
Belgium are organic French
fries made from potatoes grown
without pesticides or chemical fertilizers. Quartiers
BIO (organic skinless
potato wedges) and Puree Nature BIO (organic
plain mashed potatoes)
complete the line (www.
lutosa.com).
—Fingerfoodballs from
Scelta Mushrooms in the
Netherlands are meatless vegetable
snacks in six flavors: mushroom,
broccoli and mushroom, spinach and

mushroom, sauerkraut,
ratatouille and red cabbage with apple (www.
sceltamushrooms.com).
—Shrimplicious Bites
from Squarefish in
Switzerland are breaded
or sesame-coated wild
Aegean shrimp snacks
that are made without
additives (www.square
fish.ch).
—Culinary Herbs from
Daregal Le+ Taste in
France include basil,
chives, mint, oregano, rosemary,
thyme, sorrel, tarragon, and others.
The wide range of packaging includes
cardboard box, eco box, plastic box,
plastic bag and
aluminum bag
(www.daregal.
com).
—Vegetarian
Mutton Mushroom from
Foodswise Network in Malaysia is made
from 100%
natural ingredients, such as
soya bean and
mushroom, with natural herbs and
spices (www.foodswise.com).
—Garlic and Herbs from Dorot in
Israel consists of a line of seasonings
in cubes, including crushed garlic,
ginger, basil, parsley, and cilantro. It
is expanding its line in such supermarket chains as BI-LO, Trader Joe,
and Heinen’s (www.mydorot.com).

The next Anuga trade fair (www.
anuga.com) will be Oct. 10-14, 2015
in Cologne. Q
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CATEGORY REVIEW: ASIAN

ASIAN

SNACKS

UP 7%
But single- and multi-serve meals
continue to struggle. Innovative
new products, including betterfor-you options, could spark a
turnaround.
BY DENISE LEATHERS

S

ales of Asian foods across outlets in the United States
jumped 5.2% from 2011 to
2012, topping out at more than
$1.52 billion, according to a January
2013 report from London-based
Mintel. The research firm expects
sales to expand another 27.8% to

Manufacturers say adventurous,
snack-loving Millennials are
helping drive gains in the frozen
Asian appetizers category,
including Windsor’s Tai Pei lineup.

$1.95 billion by 2017, cementing
Asian’s spot as America’s secondmost popular ethnic cuisine (after
Mexican).
Unfortunately, the frozen segment hasn’t always enjoyed the same
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success. Although it got a big boost
Windsor Foods, maker of the Tai Pei
from the debut of Wanchai Ferry and lineup (www.taipeifood.com).
P.F. Chang’s Home Menu in 2010,
AUTHENTIC, REGIONAL KEY
the two brands’ sales have leveled
Asian-Americans are also likely to
off since. Compared with the same
drive up sales. Although they make
period a year ago, dollar sales of
up only about 5.5% of the population,
frozen multi-serve Asian meals fell
Asians are the fastest growing ethnic
2.0% across channels during the 52
group in the country, and Mintel
weeks ended Oct. 6, while sales of
believes their numbers
frozen single-serve
will expand an additional
entrees tumbled 8.6%,
11.3% by 2018. As a result,
according to data from
says the research firm,
Chicago-based market
“There will likely be an
research firm IRI, supeven higher demand for
plied to us by a market
authentic herbs, spices
observer. Manufacand prepared dishes
turers say a lack of
from an array of culpromotional support
tural backgrounds. The
from the category
key for continued sucleaders combined with
cess in this category is
the frozen Asian segfor companies to follow
ment’s fragmentation
restaurant trends and
is part of the problem.
expand offerings within
One bright spot:
frozen Asian snacks
Since most Americans less-known cuisines, such
and appetizers, up
already combine fried as Vietnamese, Korean
and Tibetan.”
7.0% over the past
rice with their main
Debbie Curdy, director
year, thanks to strong
dish, Ajinomoto put
of
marketing at Tukwila,
performances by Tai
them together in a
Wash.-based
InnovAsian
Pei, Pagoda and P.F.
new line of flavored
Cuisine
(www.innova
Chang’s (though P.F.
fried rice ‘s’entrees.’
siancuisine.com) couldn’t
Chang’s sales plunged
46% during the most recent 12 weeks, agree more. “We believe consumers
are getting bored with traditional
according to the supplied IRI data.)
Chinese offerings,” she explains.
Although the poor performance of
“They’re looking for more regional
Asian multi-serve and single-serve
cuisines with bold new flavors like
meals mirrored what’s happening in
they’re already
those two categories
getting in many resin general, frozen
taurants.” She adds
Asian snacks outthat InnovAsian is
performed the snack
working on a line of
segment as a whole,
chef-inspired meals
which saw its sales
based on regional
fall 1.3% during the
cuisines to bring
past year.
new excitement to
“We attribute the
the category.
success of frozen
“Innovation is and
Asian snacks to
always will be the
purchases by Milkey to sales growth,”
lennials, who are
agrees David
more interested
Weinberg, director
in snacking than
of marketing for Santa Fe Springs,
older generations and also enjoy new
Calif.-based Day-Lee Foods (www.
taste experiences, including ethnic
day-leefoods.com), maker of the Cracuisine,” says Beth Conner, direczy Cuisine and Day-Lee Pride brands.
tor of marketing for Houston-based

Windsor sees
sales of frozen
Asian snacks driven by Millennials,
who skew high
on snacking and
enjoy new taste
experiences.

But retailers need to give manufacOrange Chicken and Broccoli Beef.
let meals for two under the StirFresh
turers with unique items a chance to
“We developed the product as a side
brand. The five varieties are: Orange
showcase their products, he remarks. dish but we’ve found many consumers Chicken, Beef & Broccoli, Sweet &
“And be sure to tell customers about
also use it as a quick, delicious entree, Sour Chicken, Garlic Shrimp & Vegnew items that you’re carrying.”
hence the term ‘s’entree,’” says direcetables, and General Tso’s Chicken
Although Day-Lee is working on
tor of sales Chet Mayekawa.
— all free of preservatives, artificial
several new products for 2014, the
Offered under the company’s Simflavors and MSG.
first to hit the
mering Samu“Consumers are demanding bettershelves is Crazy
rai label, the
for-you products that they feel better
Cuisine Sweet
collection grew about serving their families,” says
Chili Chicken.
out of a recdirector of marketing Scott Corey,
“The sweet chili
ognition that
adding that the company is focusing
flavor profile is
most American on having fewer, cleaner ingredients.
hot right now,”
diners combine
BFY SINGLE-SERVES
says Weinberg.
Asian entrees
Windsor is also on-trend here, roll“That blend
with fried rice
ing out what it calls the category’s
of ‘sweet heat’
before eatDay-Lee Foods will debut what it says
first better-for-you line of singleis popping up
ing. “So why
is a category first: Sweet Chili Chicken. prepare two
serve frozen Asian entrees. Still in
everywhere.
Look for it early next year under the
limited test markets, the Tai Pei
But Day-Lee is
separate items
Asian Garden collection includes
pleased to be the company’s Crazy Cuisine label.
when you can
eight high-fiber, low-sodium meals,
first Asian food
get everything
each with around 300 calories and 8
manufacturer to launch this tradialready combined in one bag?” asks
tional but trendy flavor profile.”
Mayekawa. “It’s just more convenient.” or fewer grams of fat.
Other flavors to watch for include
While the line also includes
Made with lean meats, crispy
curry, lemongrass, yuzu and spicy
traditional Chicken Fried Rice and
vegetables and brown or white rice
sriracha, a hot sauce named after the
Vegetable Chow
or whole grain noodles,
Eastern Thailand city of Si Racha, ofMein, the three
“These items meet the
ten used as a dip for seafood. In fact,
protein-based
needs of consumers
Windsor Foods recently developed
varieties come
who are looking for
with a separate
restaurant-style menu
flavor packet
items that make eating
so consumers
well deliciously easy,”
can choose the
says senior brand manamount of flaager Terri Bihl.
vor they want.
A final key to growth
Besides the
in the frozen Asian
ability to cusfoods category is the
tomize meals,
creation of a clearly deconsumers also
fined Asian destination
sriracha wontons for one of its private want more betterin the frozen food seclabel customers. (Eggrolls represent
for-you products in
tion where consumers
To meet growing
about half of all Asian appetizer sales, every category. Accan find complete meal
demand for betterbut potstickers/wontons and spring
cording to Mintel,
solutions. Although
for-you Asian
rolls are growing significantly.)
57% of consumers
retailers have vastly
entrees, Kahiki Foods
it surveyed said
different approaches
recently introduced
FRIED RICE ‘S’ENTREES’
they prefer to make
to merchandising this
all-natural StirFresh
While some manufacturers focus on
ethnic food from
category, “Those that
skillet meals for two.
new flavors, others are developing new scratch rather than
have consolidated Asian
ways to deliver old favorites. For exbuying prepackmeals and Asian appeample, Portland, Ore.-based Ajinomo- aged dishes. “So providing products
tizers in one section seem to have the
to (www.ajifrozenusa.com) recently
that feel less processed and fresher...
highest overall sales velocity,” says
launched a line of flavored fried rice
could attract more consumers.”
Corey. “Putting these items together
“s’entrees” that combine the traditionGahanna, Ohio-based Kahiki
is consistent with...how consumers
al side dish with center-of-the-plate
(www.kahiki.com), would agree — it
eat at Asian restaurants — even more
proteins like General Tso’s Chicken,
is rolling out all-natural bagged skilso than other ethnic cuisines.” Q

The sweet chili flavor profile is hot right now, says
Day-Lee, noting that the
blend of ‘sweet heat’ is
popping up everywhere.
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LOGISTICS
MERCHANDISING:
ASIAN

DESTINATION

ASIAN

Combining frozen Asian foods from
different categories in a single set
could help jumpstart sales.

N

ew players continue to enter
both the frozen Asian entree
and appetizer segments,
grabbing the interest of both foodies
and mainstream consumers.
Although sales have been down
lately, a more cohesive approach
to merchandising could help turn
things around in a hurry, says Chet
Mayekawa, director of retail and

Credit: Canstock Photo (www.canstockphoto.com) / flashon

private label sales at Portland, Ore.based Ajinomoto North America
(www.ajifrozenusa.com ).
In many stores, he explains, Asian
entrees are displayed alongside Italian, Cajun and seafood meals in the
frozen dinners door, while eggrolls
and potstickers are placed next to
chimichangas and pizza rolls in the
frozen appetizer section. If, instead,
retailers put all of the frozen Asian

dumplings sitting right next to the
orange chicken, that is.
“If that’s the way consumers enjoy
Asian meals in restaurants — appetizers followed by entrees, rice and
side dishes — then shouldn’t we make
it easier for them to recreate that experience at home by putting all of the
components in one unified section?”
Mayekawa asks.
He’s also a big fan of secondary
display, particularly during the first
quarter when Chinese
New Year in late February
followed by March Frozen
Food Month gives retailers
an opportunity to deliver a
one-two punch. “It’s a fabulous opportunity to ‘supercharge’ category visibility
by bridging efforts around
‘the Year of the Horse’
right into Frozen Food Month,” says
Mayekawa.
Demos represent another effective merchandising tool, but only in
chains where such programs fit into
the retailer’s overall marketing plan.
Some consumers believe certain
Asian foods are too exotic or spicy
for their taste — or that they require
a wok and other specialty tools to
prepare. But a demonstration combined with a sample can go a long
way toward reversing those assumptions.
And for consumers who already
know they like Asian food, Mayekawa
says retailers should make sure
they’ve got a robust assortment that
includes not just category staples
like General Tso’s chicken and beef
and broccoli but more adventurous,

Category
$ Sales % Change
Frzn. Entrees-Oriental $958,948,513
-6.6%

Unit Sales % Change
305,918,390
-5.8%

All outlets combined, 52 weeks ended Oct. 26, 2013
Source: Nielsen
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WHO BUYS ASIAN
FROZEN FOODS?

According to Nielsen Homescan
Consumer Facts, 44.7% of U.S.
households purchased frozen onefood Oriental entrees (without a side
dish) in 2012 while 7.7% purchased
two-food Oriental entrees (with

‘Shouldn’t we make it easier for
consumers to recreate the Asian
restaurant experience at home
by putting all of the components
in one unified section?’

FROZEN ASIAN ENTREE SALES

foods together in a single destination section, consumers would be
more likely to pick up additional meal
components that they hadn’t considered — until they saw those shumai

grow and become part of the American lexicon,” he says.

regional cuisines that shoppers are
likely to have sampled in restaurants.
“While Chinese and Japanese
flavors currently dominate the landscape, we’ll see other Asian flavors

a side dish). Average annual dollars spent in the two categories was
$19.68 and $8.65, respectively.
The heaviest buyers of Oriental entrees were households with
incomes above $70,000 and, especially, $100,000. One-food entrees
were purchased more often by larger
households, households with children
ages 13 to 17, older bustling families,
and those where the female head
of the household works full-time.
Two-food entrees were purchased
more often by one- and two-member
households, households headed by
females 45+, families with no children under age 18, senior singles and
established couples, and those living
in cosmopolitan centers and affluent
suburban spreads.
Caucasians purchased more frozen
Oriental foods (both one- and twofood) — and frozen prepared foods in
general — than consumers of other
races. Ironically, Asians were among
the lowest purchasers of all frozen
prepared foods, including Oriental
entrees, and particularly two-food
varieties. From a geographic standpoint, Easterners over-indexed for
two-food Oriental entree purchases
while Westerners over-indexed for
one-food entrees. Southerners underindexed for both. Q

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

LOGISTICS
MERCHANDISING:
DIPS

SPREADS

UP 19.2%
But retailers need to react quickly
and allocate enough space to meet
growing demand.

A

fter a couple of down years,
the refrigerated dip category
is back in the black, thanks in
part to the introduction of betterfor-you Greek yogurt-based options.
But the real headline-maker is the
refrigerated spreads segment (mostly
hummus and other Mediterranean
spreads), which saw its sales jump
19.2% over the past year to more
than $900 million across channels,
according to Nielsen.

‘Chains that jump on
the refrigerated
spreads trend early
have the opportunity
to really dominate that
space by offering a
robust assortment of
unique products not
available elsewhere.’
Although double-digit gains are
always good news, retailers don’t
always react to such rapid growth
in a timely fashion, often failing to
allocate adequate space, says Peter
Cokinos, general manager at Elk
Grove Village, Ill.-based Grecian
Delight (www.greciandelight.com),
maker of the Oopa! lineup. “The
upside is chains that jump on the
trend early have the opportunity
to really dominate that space by
offering a robust assortment of
unique products not available
elsewhere.” By leading the way
instead of always playing catchup, he adds, “Chains can use this
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category to really differentiate them- up refrigerated dips’ better-for-you
selves from the competition.”
attributes at the point of sale with
To grow sales even faster, Cokinos
shelf tags and signage or in fliers and
suggests retailers consider passive
in-store magazines. “All of our Oopa!
sampling that allows consumers not
products as well as our new Cat Cora
sure if they’ll like baba ghanouj or
line, created in conjunction with the
tzatziki to try
before they
buy. Considerably less expen%BJSZEJQTXFSFQVSDIBTFECZPG64DPOTVNFSTJO
sive than tradi XIJMFSFGSJHFSBUFETQSFBETXFSFCPVHIUCZ BDDPSEtional demos,
JOHUP/JFMTFO)PNFTDBO$POTVNFS'BDUT#ZUIFFOEPGUIF
sampling with
ZFBS IPXFWFS TQSFBECVZFSTIBETQFOUNPSFUIBOEJQ
complemenCVZFST WFSTVT 
tary products
*OCPUIDBUFHPSJFT WPMVNFJODSFBTFEXJUICPUIJODPNFBOE
like pita chips
IPVTFIPMETJ[F)PVTFIPMETIFBEFECZGFNBMFTBHFBOE
or baby carrots
ZPVOHFS UIPTFXJUIDIJMESFOPGBOZBHFBOEUIPTFXJUIXPSLalso demonJOHNPNTPWFSJOEFYFEGPSCPUIQSPEVDUT CVUQBSUJDVMBSMZSFstrates how
GSJHFSBUFETQSFBET)PXFWFS CPUIFTUBCMJTIFEBOEFNQUZOFTU
refrigerated
DPVQMFTXFSFBMTPBNPOHUIFIFBWJFTUEBJSZEJQCVZFST
spreads are
3FGSJHFSBUFETQSFBEQVSDIBTFTXFSFIJHIFTUBNPOHUIPTF
typically conSFTJEJOHJOiDPTNPQPMJUBODFOUFSTwBOEiBõVFOUTVCVSCBO
sumed.
TQSFBETwBõVFOUTVCVSCBOJUFTBMTPCPVHIUUIFNPTUEBJSZ
But Cokinos
EJQT5IPTFMJWJOHJOTUSVHHMJOHVSCBODPSFTBOEQMBJOSVSBM
says retailers
BSFBTCPVHIUUIFMFBTUPGCPUIJUFNT
can boost sales
$BVDBTJBOTQVSDIBTFENPSFEBJSZEJQTBOESFGSJHFSBUFE
TQSFBETUIBOPUIFSFUIOJDHSPVQT FYDFQU"TJBOT XIPCPVHIU
even further
NPSFSFGSJHFSBUFETQSFBET"GSJDBO"NFSJDBOTCPVHIUUIF
by highlighting
MFBTUPGCPUIQSPEVDUT
secondary uses
*OUFSNTPGHFPHSBQIZ UIPTFMJWJOHJOUIF$FOUSBM64PWFS
for the prodJOEFYFEGPSEBJSZEJQTXIJMFUIPTFJOUIF&BTUPWFSJOEFYFEGPS
uct, particuSFGSJHFSBUFETQSFBETQ
larly as a meat
marinade. For
example, “Mediterranean sauce, also celebrity chef, are all-natural, and
known as skhug, pairs very well with that really seems to resonate with
chicken and beef,” he explains. In
consumers.”
fact, a handful of forward-thinking
Protein-rich Greek yogurt-infused
retailers have placed refrigerated
dips and spreads are also hot, and
spreads in the fresh meat and seaCokinos firmly believes they reprefood sections along with recipe cards sent “the next big thing.” (As if the
that tell consumers how to use them. category needed a boost!)
As the dips and spreads segment
While refrigerated spreads aren’t always on the shopping list, adds Coki- grows, he adds, retailers should also
consider adding larger sizes of top
nos, “Everyone buys beef, chicken
sellers, which deliver a higher ring for
and fish, so those are good products
the department but also reward loyal
to cross-merchandise against.”
consumers with a better value. Q
He also suggests retailers talk

WHO BUYS DIPS AND SPREADS?

DIPS AND SPREADS SALES
Category
Refrigerated Spreads
Refrigerated Dips

$ Sales % Change
$907,281,707
$648,012,501

All outlets combined, 52 weeks ended Oct. 26, 2013
Source: Nielsen

19.2%
0.0%

Unit Sales % Change
242,263,488
244,233,474

18.4%
0.2%
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LOGISTICS
MERCHANDISING:
FROZEN SEAFOOD

FLYING FISH

store’s website.
about breaded fish sticks and other
Getting consumers to visit the
‘less sophisticated’ fare intended
frozen seafood section can be a chal- more for children than adults,” she
lenge since fish isn’t always on the
explains. But 79% of frozen food
Promoting nutrition and ease of
shopping list. “Retailers should use
shoppers are over the age of 45, so
preparation, along with better
powerful in-store messaging to drive
why not use this very valuable, heavassortment and placement, can
awareness of seafood as a meal opily traveled center-store real estate to
net even more gains.
tion and direct shoppers to the many reach more of them? She adds that if
innovative new selections available
manufacturers didn’t have to spend
slew of value-added newin the category,”
comers that eliminate the
‘Cooking demos let shoppers witness
says Carline.
fear factor associated with
Seafood merat-home seafood preparation are
first-hand the ease of preparation and
chandising can be
helping propel the category to new
very fragmented,
heights. During the 52 weeks ended
delicious taste of seafood.’
with a diversity of
Oct. 26, reports Nielsen, dollar
brands in both the back-of-the-store
so much on slotting and placement
sales of frozen fish jumped 3.3%
traditional seafood cases and in the
fees, perhaps they could use those
to $1.63 billion across channels.
center-store frozen lineups, according funds to educate consumers about
Frozen shrimp sales were up as well
to Rick Armstrong, retail salesman
the new value-added options avail— +2.0% to $1.64 billion — though
for BSF’s flagship brand Sea Best.
able there.
unit sales have fallen during the
“I was in a new store recently and
most recent quarter as rising prices
counted 36 different brands in one
shifted some consumers to more
Breaded fish had the highest penetrafive-door seafood set,” he reports.
affordable seafood alternatives.
tion (30.2%) of all the frozen seafood
“What kind of brand message does
How can retailers keep the mosubcategories last year, followed
that send to consumers?” If they like
mentum going? According to
closely by unbreaded frozen fish
brand X tilapia and would like to
Bluzette Carline, director of mar(26.9%) and shrimp (26.5%), accordtry a different variety from the same
keting for Jacksonville, Fla.-based
ing to Nielsen Homescan Consumer
Beaver Street Fisheries (www.seabest. maker, odds are good they won’t
Facts. However, consumers spend
find many choices, which makes it
com), “Health and wellness remain
awfully hard to grow the category, he almost twice as much each year on
top-of-mind for many consumers,
unbreaded fish and shrimp as on
explains.
so educating them about seafood’s
breaded.
“Retailers should offer brands that
many nutritional benefits is key.”
It’s no surprise, then, that houseWhile many new items make prepar- stretch across multiple segments or
holds with annual incomes below
ing seafood at home easier than ever, species so that once customers have
$30,000 under-indexed for una good experience with a particular
some potential buyers still avoid the
breaded seafood purchases of all
types (shrimp, fish, crab, all remaining) while those with incomes
above $70,000, and especially over
Category
$ Sales % Change Unit Sales % Change
$100,000, over-indexed on unbreaded
Frozen Shrimp
$1,637,895,736
2.0% 200,261,935
0.5%
seafood buying. In general, lowerFrozen Fish
$1,631,539,200
3.3% 245,770,482
0.1%
income households purchased more
Remaining Frzn. Seafood $194,638,920
-3.8% 24,104,950
-6.4%
breaded seafood than those with
All outlets combined, 52 weeks ended Oct. 26, 2013
higher incomes.
Source: Nielsen
Heavy frozen seafood buyers included households headed by females
brand, they can move on to other
age 35 to 54, both younger and older
category. No one wants to risk ruinoptions under that same brand,” says “bustling families,” and both “esing a $10 piece of fish. That’s where
Armstrong.
tablished” and empty-nest couples.
retailers can help.
Carline suggests retailers consider
However, households with children
“Cooking demos let shoppers witopening up the center-store seafood
are the heaviest users of breaded
ness first-hand the ease of preparasection to healthier, more innovaseafood. Seafood purchases are
tion and delicious taste of seafood,”
tive products with broader appeal.
also higher among non-Caucasians,
says Carline, who also suggests
“There’s a stigma attached to that
particularly Asians and Africanoffering easy seafood recipes and
Americans. Q
serving tips both in-store and on the space — consumers think it’s all

A

WHO BUYS SEAFOOD?

FROZEN SEAFOOD SALES
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Frozen Seafood Has Never Been Better.

Sea Best® takes frozen seafood to a whole new level. By providing
superior quality and extraordinary service, it’s clear to see and
taste why we have become one of the largest distributors of
seafood to the retail and foodservice industries.
When you want the best, ask for it by name and taste the difference.

Live Healthy. Eat Best.

For more information contact a Sea Best® seafood expert @ 866.950.2378.

seabest.com

facebook.com/SeaBestSeafood
@seabestseafood

MERCHANDISING: BREAD

NICHES RISE IN
BREAD/DOUGH
A growing number of better-for-you and gluten-free
options could breathe new life into the category.

F

dition, says Cruz, the area can serve as a hub for information on gluten-free eating, including educational materials, recipes and support for those struggling with celiac
disease or gluten-intolerance. He also suggests retailers
encourage their own dieticians to help build programs
and solutions to better serve gluten-free shoppers.
“That kind of customer service is especially appreciated
by gluten-free consumers, who are likely to become some
of the store’s most loyal customers,” says Cruz.

rozen bread and dough sales have been lackluster
WHO BUYS FROZEN BREAD AND DOUGH?
of late, but merchandising opportunities and rising
volume in niche segments have the potential to help According to Nielsen Homescan Consumer Facts, 37.6%
return the category to positive territory. Manufacturers of U.S. households purchased frozen bread at least once
in 2012, spending a total of $9.01 in the category that
say it’s critical for retailers to keep frozen bread and
year. Just over 22% bought frozen biscuits/rolls/muffins
dough products stocked during peak selling seasons
when volume can increase up to tenfold. The most prac- ($9.01), while just 3.2% took home frozen dough products
($6.82).
tical solution here is adding secondary displays.
With a few exceptions, purchases of all three products
During the rest of the year, suppliers suggest sharing
were
higher among middle-income households and lower
display space with complementary center-of-the-plate
in
households
with incomes below $30,000 and above
items more likely to be on the shopping list than bread
$100,000.
While
purchases of frozen biscuits/rolls/muf— frozen lasagna, frozen soup, etc. Seasonal cross-profins
were
similar across age groups, households
motions with nonheaded
by
females age 54 and younger overfrozen items like
indexed
on
frozen bread while those headed
shelf-stable pasta
by
women
55
and older over-indexed on frozen
and fresh meat can
dough
products.
Households with children
also give the categobought
more
frozen
biscuits/rolls/muffins and,
ry a boost.
especially,
frozen
bread.
Frozen dough sales have fallen a bit post-recession
In terms of location, households in areas described as
as consumers trade up to more expensive convenience
“comfortable
country” and “plain rural living” purchased
products. But recipes that illustrate how easy it is to make
all
three
products
more often than others, particularly
monkey bread or focaccia from frozen dough can have an
those
in
struggling
urban cores and cosmopolitan centimpact, particularly during holiday baking season.
ers.
Families
were
most
likely to buy frozen bread and, to
Offering a robust assortment of better-for-you items
a
lesser
degree,
frozen
biscuits/rolls/muffins,
while older
— all-natural, multi-grain, high-fiber, etc. — can also
couples
and
start-up
families
—
as
well
as
headed
by
help the frozen category better compete against in-store
females
not
employed
or
only
employed
part-time
— were
and independent bakeries that already enjoy the “fresh”
the
biggest
purchasers
of
frozen
dough
products.
advantage. Perhaps the most in-demand, better-for-you
bread attribute is gluten-free. In fact, a new
report from London-based Mintel estimates sales of gluten-free foods and beverages jumped 44% from 2011 to 2013 and are
Category
$ Sales % Change Unit Sales % Change
expected to grow another 48% over the next
Bread/Dough Products $564,795,763
-2.5% 223,099,524
-4.7%
three years, topping out at $15.6 billion in
Biscuits/Rolls/Muffins $413,351,898
-0.1% 120,061,625
-1.5%
2016. The good news for frozen bread catAll outlets combined, 52 weeks ended Oct. 26, 2013
egory managers: 80% of gluten-free breads
Source: Nielsen
and baked goods are sold frozen.
Retailers hoping to grab their share
Except for frozen biscuits/rolls/muffins, which were
of the fast-growing segment should consider creating
purchased
most often by African-Americans, Caucasians
well-signed, easily identifiable gluten-free sections, says
were
bigger
buyers of all three products than other races,
Roberto Cruz, marketing manager for Lyndhurst, N.J.especially
Asians.
Southerners bought the most biscuits/
based Dr. Schar USA (www.drscharusa.com). Not only
rolls/muffins,
while
those in the Central U.S. purchased
will a dedicated section with a broad assortment make
the
most
frozen
bread.
Consumers in both the Central
shopping easier for the 24% of consumers who either eat
U.S.
and
East
purchased
significantly more frozen dough
gluten-free or live with someone who does, it also sugproducts,
while
those
in
the
West under-indexed for all
gests the retailer is serious about meeting the needs of a
Q
three
products.
group that’s been woefully underserved in the past. In ad-

‘Sales of gluten-free foods
and beverages jumped
44% from 2011 to 2013.’

FROZEN BREAD & DOUGH SALES
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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

LOGISTICS

LEARNING
FROM IGPS
The pallet pooler’s bankruptcy and sale underscore
the need for better asset management.
BY MICHAEL GARRY

T

he pallet world was shaken up by this summer’s
sale of Orlando, Fla.-based Intelligent Global
Pooling Systems (iGPS) to iGPS Logistics LLC.
A Delaware bankruptcy judge approved the sale for
$39 million in late July, overruling objections that
iGPS was worth far more, according to Law360.com.
This allowed iGPS Logistics — a joint venture formed by
Balmoral Funds, One Equity Partners, certain of their
affiliates, and Jeff and Robert Liebesman — to announce
completion of the sale on Aug. 1.

EXPANSION PREDICTED
As the owners of South African-based Palogix International, the Liebesmans are no strangers to the pallet pool-

Rehrig Pacific
Co. is supplying
plastic pallets to
iGPS Logistics.

ing business, something Jeff Liebesman, chief executive of
iGPS Logistics, touted in the announcement of the sale.
“Our new capital structure, combined with
the pooling experience brought by existing
management team, Robert and myself, will
enable us to enhance our current operations
and expand our product offerings in the
years ahead.”
However, when recently contacted about
the progress iGPS Logistics has made since
August, Liebesman said he would prefer to
wait a few more months, adding that anything he said
now would be “premature.”
Jerry Welcome, president, Reusable Packaging Association, Arlington, Va., is bullish on the company’s

prospects. “The bankruptcy as I see it just allows them to
reorganize and regroup,” he said. “I think they still have a
great product.”
Founded in 2006, iGPS billed itself as “the world’s first
pallet rental service featuring lightweight, 100% recyclable plastic pallets with embedded radio frequency identification (RFID) technology.”
In its effort to attract users of
wood pallets, which still dominate the market, the company
claimed it could save manufacturers and retailers up to $5 per
pallet load based on “savings
in transport, reduced product
damage and other operational
efficiencies.”
But IGPS’ biggest problem
proved to be loss of its plastic
pallets, especially in light of
their higher cost relative to
wood pallets. When the comBRIAN LINDELL
pany filed a voluntary Chapter
11 petition in the Delaware
Bankruptcy Court in June, it reportedly could not account for as many as 1.5 million of its 15 million pallets.
“We have seen recent activity by GMA vendors that include moving away from iGPS to either CHEP or PECO,”
said Lewis R. “Randy“ Fletcher, senior vice president
distribution and transportation, for Associated Grocers,
Baton Rouge, La.
One hint of iGPS Logistics’ direction is that it has been
employing GPS (global positioning system) technology on
some of its pallets, according to Brian Lindell, director,
business development for Rehrig Pacific Co., which is supplying pallets to iGPS Logistics. Lindell is a big believer
in using GPS and RFID to manage reusable transportation assets and is also trying to spread awareness among
manufacturers and retailers about the importance of
better asset management.

$500 MILLION ANNUAL LOSS
To that end, Lindell, along with Mark Howl, selling and
delivery operations
manager, PepsiCo,
will be giving a session, “How to Reduce
Loss/Theft of Reusable Packaging,” at
the GMA/FMI Supply
Chain Conference in
Orlando, Fla., Feb. 1719. In the description of the session, reusable packaging
loss — for wood and plastic pallets as well as other types
of plastic crates, trays and carts — is estimated to exceed
$500 million annually in replacement costs.

Last June, iGPS reportedly
could not account for as
many as 1.5 million of its
15 million pallets.
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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
NORTH DAKOTA • OKLAHOMA • PENNSYLVANIA

SMART PHONE,
SCAN ME!

LOGISTICS

DSD suppliers, who typically own their pallets and
other reusable shipping assets, lose them when route
drivers allow them to accumulate at retail locations,
where they are subject to theft, Lindell noted. In the case
of pallet poolers such as iGPS and CHEP, which generally supply manufacturers who ship to retail warehouses,
there is even less control over how pallets are handled
than in the DSD
model, he added.
RFID is one way to
track pallets. In addition to tags, RFID
requires readers to be
stationed at strategic
points — warehouses,
stores, etc. — in
order to accumulate
location data. “RFID is good for understanding the trips
(made by reusable assets) in a given time period, especially for DSD,” noted Lindell, whose customers use the
technology, but “the cost and complexity of the (RFID)
infrastructure can be difficult.”
GPS is a more powerful technology than RFID since
it doesn’t rely on stationary readers. Over the past few
years GPS tags have started to be used to locate and
retrieve lost or stolen assets — and even shut down illegal recyclers. Their high price point — about $160 per
tag — means they are usually used on only a handful
of pallets, though those serve as an indicator of where
hundreds of other, non-tagged pallets are located. “We
employ GPS with a number of our customers,” noted
Lindell. “You can save thousands of dollars by employing a few of those tags.” Q

Pallet poolers have
even less control
over how pallets
are handled than
in the DSD model.

ORGANIC CERTIFICATION
EARNED BY
HENNINGSEN

H

enningsen Cold Storage
has again received
USDA Organic
Certification after Oregon
Tilth evaluated its Twin
Falls, Idaho and Scranton,
Pa., facilities. Both met
the strict requirements set
forth by USDA’s National
Organic Program.
The Twin Falls location has
two warehouses in a campus setting
with 12 million cubic feet of frozen storage.
There is 3.1 million cubic feet of multi-temperature storage space in the Scranton facility. The non-profit Oregon
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Tilth is an accredited USDA organic certification agency.
Organic certification requires extensive effort and documentation to ensure organic products never commingle
with nonorganic products. Organic food sales increased
from $3.5 billion in 1996 to $31 billion in 2012, and land
dedicated to organic crops has doubled nationwide since
1997. Henningsen responded to this growing demand by
making its Twin Falls and Scranton warehouses USDA
Organic certified. Q

LOGISTICS LEDGER
Salt Lake City, Utah-based refrigerated carrier C.R. England (www.crengland.com) is deploying 200 TrailerTails
on its trailers. TrailerTail technology, manufactured
by ATDynamics (www.atdynamics.com), Hayward,
Calif., reduces aerodynamic drag when attached to the
rear doors. C.R. England could see an annual diesel fuel
reduction of 2 million gallons with the technology, ATDynamics said… Ft. Lauderdale, Fla.-based Service Cold
Storage (www.servicecold.com) and Tippmann Group
(www.tippmanngroup.com), Ft. Wayne, Ind., have broken
ground on a frozen distribution warehouse in Stevens
Point, Wis. The facility, scheduled to be completed in
June 2014, includes 126,982 square feet of frozen storage space… Spartan Logistics (www.spartanwarehouse.
com) has acquired a 160,000-square-foot warehouse
it had been renting in Anderson, S.C. The Columbus,
Ohio-based third-party logistics operator liked the location halfway between Charlotte, N.C., and Atlanta for
a contract with Cincinnati-based Kroger… Diamond
Logistics Northwest (www.diamondlogisticsnw.com),
Quincy, Wash., has secured 18 acres from the Port of
Quincy for future expansion of its cross-docking and
load consolidation facilities… Hastings, Mich.-based Viking Corporation (www.vikinggroupinc.com) has added
a new dry ESFR pendent to its line of storage sprinklers.
The new Model VK504 is intended for freezers and cold
storage facilities where a wet-pipe sprinkler system is
installed in a conditioned space above the insulated ceiling. By eliminating the need for in-rack
sprinklers, the VK504 allows for greater racking
flexibility, better protection from potential
damage, and reduced costs, the company
says… Midwest Refrigerated Services (www.
midwestrefrigerated.com), Milwaukee, has
completed a 50,000-square-foot expansion to
its facility on County Line Road. New space includes push-back racking, pick tunnels and carton
flow racking… The New York Times recently had
an ad for a two-bedroom, two-bath apartment in
Brooklyn for a mere $4,906 per month — but one advertised feature: the building has “cold storage” for Fresh
Express grocery delivery. Q

ADVERTORIAL

A CHAT WITH BOB MORAN
The CEO of fast-growing Flagship Logistics Group talks about LTL
brokerage, new technology and a mission to hire war veterans.
What differentiates you as a
logistics provider?

As part of Flagship Food Group,
a diverse food manufacturing
business, Flagship Logistics Group
has a unique understanding of
the needs of food shippers. We
manufacture 800-plus frozen food items and serve tens
of thousands of retailer locations. Our ability to originate
our own freight makes it possible for us to maximize the
use of our carriers’ trucks. This is a truly unique capability
when it comes to serving retailers and keeping our carriers
productive.
;OLYLHSJOHSSLUNLOHZILLU[VJVU[PU\LKL]LSVWPUNX\HSPÄLK
carriers and then keeping these carriers productive and
WYVÄ[HISL-YVT[OH[WLYZWLJ[P]L^LHYLTVYLVMHJHYYPLY
representative than we are a shipper representative. Our
support of carriers has created a loyal base of carrier partners
we employ whenever our customers are looking to move
temperature-controlled LTL (less than truckload shipments).
We use a network of third-party freezer operators to support
our cold chain consolidation activities and provide crossdocking and consolidation. By moving more than one
LTL shipment at a
We manufacture 800-plus time through these
operations, we are
frozen food items and
able to maximize
serve tens of thousands
the use of our trucks
and minimize
of retailer locations.
the loading and
unloading dwell time at the retail customer’s docks. This
productive method allows us to eliminate cost not only on
our trucks, but also for the retailers’ receiving operations.

What services are especially in increasing demand
from your customers?

As demand has grown, Flagship Logistics Group has
responded by adding new carriers and expanding our
services to include warehousing, pool consolidation, multistop pick-ups and deliveries, peddle runs, cross docking and
direct store delivery. Each new service is designed to enhance
our on-time delivery performance and to eliminate cost. By
improving handling methods we reduce cost to the shipper.
As a temperature-controlled LTL broker, we have been
responding to the growth of the freezer section in the
grocery industry. As consumers continue to show interest
in easy-to-prepare meals, grocers continue to add freezer
space to their store layouts. In addition, the grocer continues
to add product line diversity. More items and smaller
quantities of each item give the consumer lots of choices.

For the manufacturer, this creates the need to ship products
in smaller order quantities. As a result, the demand for
temperature-controlled LTL services has been increasing for
the past several decades.

How quickly has Flagship been growing?

Our business has been growing at double-digit rates for the
WHZ[Ä]L`LHYZHUK^LOH]LILLUL_WHUKPUNVWLYH[PVUZ
since 2009. Since that year, the
company has grown to four
times its original size. By
rationalizing our
branch locations,
we can localize
services into
the regions of
the country where
SVHKZHYLVYPNPUH[PUN,HJOIYHUJOTHUHNLZ[OL[YHMÄJ[OH[
originates in its region and supports carriers that are based
there as well. By adding sales and operations personnel, we
OVWL[VYLHJO TPSSPVUPUZHSLZPU[OLUL_[Ä]L`LHYZ

What’s on the horizon for next year?

The company has committed more than $1 million in
investment toward new technologies and facilities in
2014. We are developing new transportation management
ZVM[^HYL^P[O.;4:^OPJO^PSSILYVSSLKV\[PU[OLÄYZ[
quarter of 2014. We are installing integrated contact center
software that will improve customer service by managing
our Check Call processes and assisting us with reloading
carriers in their destination markets.
Our recently opened customer contact center in
Indianapolis will be partially staffed by returning military
veterans from Iraq and Afghanistan. Working with
organizations like Wounded Warrior Project and Food
Industry Serving Heroes (FISH) we are planning to employ
returning veterans with war-related injuries. Our facility has
been designed to be better than Americans With Disabilities
(ADA) standards. We will train returning veterans for various
sales and operations positions providing them with living
wage jobs that can lead to careers in logistics management.
The many people that have worked hard to get us to where
we are today will drive our future successes. By adding to
our team and expanding our carrier partnerships, we will
become a more valuable supplier to the food manufacturers
and retail customers that we serve.

Flagship Logistics Group
Indianapolis, Indiana
^^^ÅHNZOPWMVVKNYV\WJVTSVNPZ[PJZ

GETTING PERSONAL

MARINES

AT THE DOOR
A young couple’s life changed
instantly in November of 2010. But
the industry has stepped up to help
this wounded hero.

“I

t was a huge relief when the
Marines showed up in
their dark green uniforms
instead of in their dress blues. At
least I knew Mark was alive,” recalls
Heather Litynski.

‘I KNEW’
Married for a year when her husband
was deployed to Afghanistan, she
was working at a Starbucks when
the phone call came. “They tried not
to tell me who they were — it
was an awkward conversation.
They asked me if my name was
Litynski, and they pronounced
it right. I was a little surprised,
because most people butcher
the name. They said they were
calling from headquarters, and
I thought maybe it was Starbucks headquarters. But right
after I hung up, I knew.”
Before Mark’s deployment,
she’d learned in a briefing that if
her husband was injured, Marines
would be paying a visit in their dark
green uniforms, or “Charlies.” But if
they showed up in dress blues, the
unthinkable would have happened,
and she’d be a widow.
Actually, what had happened was
close to unthinkable. The Marines
who showed up told her that Mark
had stepped on an improvised explosive device (IED) and lost both legs
above the knee. He’d also lost most
of his left arm.
“I was taken aback,” she says. “I
guess you figure someone might be
killed, or injured and then recover.
You don’t expect permanent injuries.”
Heather stood firmly by her man.
She had her first conversation with
him two days later, while he was still
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overseas and on a ventilator. When
Mark was flown to Bethesda Naval
Hospital a few days later, she visited
him right away. He spent two months
there, and another two years as an
outpatient, working with prosthetics
and doing physical therapy.
Nov. 19, 2010 will always be Mark’s
“Alive Day.” That’s the day he could
have died, but didn’t. It’s a common
term in the military, and “Alive Day”
is cause for celebration.
As it happens, it was also a special
day for Mark’s brother, Michael, who
was getting his flight wings during
ceremonies at the Naval Air Station
in Corpus Christi, Texas. The whole
family was there when they got the
news about Mark.
Marines at the ceremony were also

help for this wounded hero.
When Mark’s left arm was blown
off, some of his fingers were never
recovered — including the one with
his wedding ring. Donated funds
replaced the ring immediately. But
this was just the beginning of an outpouring of support from individuals
in the industry and many companies,
including Nash Finch, Harris Teeter,
General Mills, Crystal Farms, the
Southeast Association of Frozen and
Refrigerated Food Councils, Flagship Foods, S.A. Piazza, Ruiz Foods,
White Wave, Cargill and the nonprofit Food Industry Serving Heroes
(FISH) charity.
One thing that Mark really wanted
was a track chair, an all-terrain
wheelchair that would enable him to
pursue a career in
the outdoors. But

From left, Heather and Mark on their wedding
day; at last year’s Semper Fi Fund golf
tournament in Englewood, Fla.; and at a benefit
concert in August.

upset to hear that one of their own
had a brother who’d been badly injured. One of their commanders, Col.
Marshall Denney, took it hard. He
told his close friend Paul Chapa, sales
director and managing partner of
Frozen & Refrigerated Buyer, to keep
Mark Litynski in his prayers.
Paul did that and more. Already the
driving force behind the magazine’s
Retail Patriot awards, he reached out
to friends in the industry to provide

the Veterans’ Administration turned down
his request on a technicality. Shortly after his
industry “family” heard
this, FISH arranged for a track chair
to be delivered to his home.

GRATEFUL & BLESSED

“I had no idea how deep patriotism is
in this country until Mark was hurt,”
Heather says. “I wish at the time I
could have had a glimpse of how my
life would be now. I would have felt a
lot less alone and a lot less scared. We
are grateful and blessed every day.” Q
—Warren Thayer
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