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OUT WARREN’S WAY

RANDOM
RANTS & RAVES
Consumer Reports supermarket
research deserves an ‘F’; Sprouts
rocks; kudos to ConAgra.

W

ell, Consumer Reports
just came out with its
annual supermarket ratings, and the national media is once
again lapping it all up as gospel.
Predictably, Wegmans
came in first, and
Walmart Supercenters
came in dead last. That
probably explains why
Walmart continues to
pick up a larger share
of market across the
country, right? (Ahem.)
If you check out the
fine print under the
chart in the magazine’s
May issue, it says “The findings
represent the experiences of our
readers, not necessarily those of the
general population.”
Gimme a break, Consumer
Reports. If your own experts rated
this “research,” they’d give it an
F. And if any of you reading this
believe that the magazine’s readers
are not a trifle more upscale than
the general population, then let me
bandage the knee you scraped when
you fell off the turnip truck.
Nothing against Wegmans. Great
stores. But to have a survey where
respondents say they are “very
satisfied” with prices at both Wegmans and Walmart seems off track
somewhere. Just sayin.’


Sprouts Farmer’s Market (see page
18) came in fifth in the Consumer
Reports rankings this year, behind
only Wegmans, Trader Joe’s, Publix
and Costco — but don’t hold that
against them. (The magazine’s readers ranked Whole Foods No. 15.)
I’ve always believed that Sprouts
does a helluva job, but it wasn’t
until I researched the story that I
had my doors blown off. The success of this chain is staggering, and
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everybody could learn at least a
little something from it.
Simply put, it gets shoppers in
the door with produce prices 25%
below the competition. To do that,
they self-distribute and work directly with growers. But there’s a lot
more to it.
Sprouts doesn’t carry many of
the big brands, focusing instead on
natural/organic, niche and local.
Niche and local brands, which I’ve
always believed in, provide differentiation and a loyal customer base.
And they aren’t
leaning heavily on
upscale shoppers.
It’s middle-income
consumers who are
ringing the registers.
Management has a
relaxed spirit of fun
(oh so rare in retail today) and the stores are
folksy. And profitable.
Read the story. Please.


While at a conference put on by
IRI last month in Orlando, I heard
a presentation on frozen breakfasts
by Bob Nolan, ConAgra’s vp of customer insights & analytics. I did not
fall off the turnip truck yesterday,
and I must say that Dolan seemed
sincere and credible when he talked
about how ConAgra’s sales team is
focusing on helping retailers grow
the category and not just pushing
its brands. I know, I know. You’ve
heard it before from every brand in
America.
But the company has done beaucoup research designed to bring
useful consumer insights to the
table. Nolan even conceded that the
sales staff at first had a hard time
getting their arms around the concept. Wouldn’t it be great if vendor
presentations became credible
again? Last I heard that consistently
was about 30 years ago, from some
retailers talking about P&G. Can’t
say I’ve heard it much since.
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NEW PRODUCTS

Breakfast on a Stick
Chicago-based Hillshire Brands
(www.jimmydean.com) adds to
its collection of fully cooked,
microwave-ready Jimmy Dean
Pancakes & Sausage on a Stick.
New Apple Cinnamon Pancakes
& Sausage on a Stick and Very
Berry Pancakes & Sausage on a
Stick offer 230 calories,
6 grams of protein and 13 grams
of fat per serving. Both flavors
come in five-count, 12.5-ounce
packages with a $3.99 SRP. The
company’s Original Pancakes & Sausage on a Stick are now
available in five-count packages as well.
Veggie Fries
Healthy Life Brands
(www.eatveggiefries.
com), Wellesley, Mass.,
debuts all-natural
Veggie Fries made with
U.S.-grown potatoes
and select farm-grown
vegetables. Rich in fiber,
protein and vitamins,
the GMO- and glutenfree sides promise classic French fry texture
with fewer carbohydrates and sodium. Crispy on the
outside and fluffy on the inside, the oven-ready frozen
fries come in four flavors: Carrot, Broccoli, Chickpea &
Red Pepper and Tuscan Bean & Herb. SRP is $4.49 for
14 ounces.
Natural Frozen Meals
Concord, N.H.-based Blake’s All Natural Foods (www.
blakesallnatural.com) expands its line of minimally processed, natural frozen
meals with five healthy,
home-style dishes
adapted from old family
recipes. Made with white
meat chicken and beef
raised without antibiotics, the from-scratch
newcomers include
Meatloaf Dinner Casserole, Chicken Dinner
Casserole, Chicken and
Dumplings, Chicken
Noodle Casserole and Tuna Noodle Casserole. The ovenready meals come in single-serve, 8-ounce packages with
a $3.99 SRP.
All-Natural Frozen Yogurt
Ventura, Calif.-based Foxy’s Frozen Yogurt (www.
foxyspash.com) adds two flavors to its line of premium
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frozen yogurt, now made with
all-natural ingredients and organic components. Low in fat
and sugar with just 120 calories
per serving, the newcomers
include Frisky Pash (pecan and
praline crunch) and Fancy Pash
(dark chocolate with tangerine
zest). All six Foxy’s flavors come in
pint-size containers featuring the
California Milk & Dairy Board’s Real
California Milk seal. SRP is $4.99.
Gluten-Free Meat Substitutes
Vancouver-based Garden Protein International (www.
gardein.com) introduces a trio of gluten-free, plant-based
proteins under its gardein brand. Made with non-GMO
soy, pea proteins and veggies, the meatless newcomers
include Veggie Burgers, Black Bean Burgers and Beefless
Ground (for tacos, chili,
meatballs, etc.). All three
are high in fiber, low in fat
and contain 0 grams of
trans fat and no cholesterol.
The burgers come in fourcount, 12-ounce packages
while the ground is offered
in 13.7-ounce packages. To
its traditional meat-free
lineup, GPI adds Golden
Fishless Filets with 32mg of
EPA and DHA Omega-3 fatty
acids. Made with non-GMO soy and wheat, the cholesterol-free, kosher filets come in six-piece, 10.1-ounce
packages. All four new items carry a $4.49 SRP.
Korean Meals
Stamford, Conn.-based American Halal Co. (www.saffron
road.com) introduces a new line of all-natural frozen
meals and tacos inspired by traditional Korean cuisine.
Offered under the company’s Saffron Road brand, the
certified gluten-free, halal collection includes four
10-ounce, singleserve entrees and
two 5-ounce tacos:
Bibimbop with
Beef, Beef Bulgogi,
Gochujang Chicken,
Bibimbop with Tofu,
Korean Tacos with
Tofu, and Korean
Style Tacos with
Chicken. Meatbased items are
made with pastureraised beef with no artificial hormones and vegetarianfed, humanely raised chicken, while the tacos feature
organic corn tortillas. The meals carry a $5.99 SRP while
the tacos are expected to retail for around $3.99.

fAST GROWING
MEATLESS BRAND!

New in the freezer aisle
gluten-free items and our fishless filet!
GOOD SOURCE OF

PROTEIN

VEGAN

NON GMO
SOY • WHEAT • CANOLA

PETA Libby Awards
BEST VEGAN MEAT
2013

KOSHER

Better Homes & Gardens
BEST NEW PRODUCT
2014

www.gardein.com

CHOLESTEROL

FREE

NEW PRODUCTS

Ice Cream Alternative
Escondido, Calif.-based
Arctic Zero (www.
arcticzero.com) adds
three flavors to its line
of high-protein, highfiber frozen desserts.
Now available in Salted
Caramel, Orange
Cream and Toasted
Coconut varieties,
as well as seven original flavors, the fat-free, low-sugar,
150-calorie ice cream alternative is made with natural,
GMO-free ingredients without artificial flavors, colors or
sweeteners. Plus, a proprietary new manufacturing process delivers a smoother, creamier texture. The glutenfree, kosher snack comes in standard pint-size packages.
Arctic Zero also offers 85-calorie, chocolate-dipped bars,
sold in four-packs. Both items typically retail for $4 to $5.

chili sauce. Fully cooked and ready to eat in 18 minutes or
less, the center-of-the-plate protein can be prepared in
a conventional oven or on the stovetop. Each 60-ounce
package contains approximately four servings. SRP is
$6.99 to $8.99.

Kefir Smoothies
Lifeway Foods (www.lifewaykefir.com), Morton Grove, Ill.,
launches three probiotic-rich, all-natural
kefir smoothies, each naturally glutenfree and 99% lactose-free. No sugaror salt-added Veggie Kefir comes in
Tomato, Cucumber and Beet varieties, while breakfast-friendly, fiberand protein-packed Kefir with Oats
is offered in Blueberry Maple, Apple
Cinnamon and Vanilla Plum flavors.
Both options come in 8-ounce bottles, sold both individually and in
four-packs. A third smoothie variety,
no-sugar-added Perfect 12 Kefir, is
sweetened with all-natural, zero-calorie stevia, making it a good choice for
diabetics as well as those watching their
sugar intake. Offered in 32-ounce bottles, it’s available in
Orange Cream, Apple Pear Cobbler, Triple Berry Tart and
Key Lime Pie flavors. SRPs are $1.49 to $1.89 (singles) and
$4.99 to $5.89 (four-packs) for the Veggie Kefir, $1.29 to
$1.59 (singles) and $4.79 to $5.49 (four-packs) for the Kefir
with Oats, and $3.49 to $4.39 for the Perfect 12 Kefir.

Organic Tea Pops
Victoria, B.C.-based DeeBee’s SpecialTea Foods (www.
deebeesorganics.com) brings its organic TeaPops to the
U.S. this spring. Made with freshly brewed, certified organic, rooibos and fair trade
teas and locally sourced, organic superfruits, the frozen
treats come in five flavors:
Berries ‘n Cherries, Southern
Iced Tea, Tropical Mango,
Minty Mint, and Toasted
Coconut. Sweetened
with fruit, coconut flower
blossom nectar or honey,
TeaPops are free of refined
sugars, GMOs, gluten, soy,
peanuts, dairy and fat — and
they’re low in calories. Each 10-ounce package contains
four individually wrapped pops. SRP is $7 per box.

Sweet Chili Chicken
Day-Lee Foods (www.day-leefoods.com), Santa Fe
Springs, Calif., expands its restaurant-quality Crazy
Cuisine lineup with a Sweet-Chili Chicken variety. Free of
preservatives,
trans fat and
added MSG,
the heat-andserve frozen
entree features
lightly battered
all-natural
chicken breast
meat and sweet
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Thaw-and-Serve Cheesecake
Schwan’s Consumer Brands
(www.edwardsdesserts.com),
Bloomington, Minn., adds
New York Style Cheesecake
to its whole-pie Edwards
lineup. Already the company’s best-selling single-serve
variety, the thaw-and-serve
frozen dessert is made
with real cream cheese in a
graham cracker crust. SRP is
$8.49 for a 22.4-ounce pie.

Gluten-Free Whole Grain Chicken
Framingham, Mass.-based Ian’s Natural Foods (www.ians
naturalfoods.com) introduces a pair of allergy-friendly,
gluten-free chicken products with whole grains. Easy
to prepare in a conventional
oven, both Smokin’ Sweet
Breaded Chicken Nuggets
(in 8-ounce packages) and
Southwest Breaded Chicken
Tenders (in 7-ounce packages) contain 8 grams of
whole grains per serving but
no gluten or wheat, milk
or casein, eggs, nuts, soy,
preservatives or artificial
ingredients. Both items are Whole Grain Council compliant. SRP is $6.29 to $6.99 for the nuggets and $6.49 to
$7.29 for the tenders.

JOHNNY’S COLUMN

7 WAYS TO CUT

OUT-OF-STOCKS
No, they’re not going away. But here are ideas that may
help you keep things under better control.
BY JOHNNY HARRIS

O

ut-of-stocks are
expensive to
both the retailer
and the vendor. They
are also no fun for
category managers to
explain to management
in Wednesday morning
meetings. Even if the
vendor shorts you on
an order, management
doesn’t want to hear that
JOHNNY HARRIS
— it’s always your fault.
The worst chewing
out I ever got was when I missed the forecast big-time on
a “buy two, get three free” promotion. It was unbelievable
how customers were carting stuff out of the stores, and I
couldn’t get trucks there fast enough. And I heard “Harris, don’t you know how to forecast?”
But out-of-stocks aren’t going away anytime soon.
No matter what, you’re going to have a little heartburn
every Monday morning when you look at the out-of-stock
reports from the weekend. But here are a few ideas that
might help you.
1. Keep good records. Know how much you sold the last
time an item went on deal, and whether there were other
factors to consider like a snowstorm, or a competitor
opening or closing. Don’t rely entirely on computer-assisted ordering. That’s all the rage now, but it doesn’t take
everything into consideration and can get you blindsided.
2. Set some benchmarks. What worked for me was
forecasting a 10-week supply for a one-week BOGO. For
a TPR, it was five weeks. Yes, the lift was that high. In the
poor economy, people are trained to buy items only when
they’re on sale. Come up with numbers that work for you.
3. Don’t hide out-of-stocks on the shelf by facing up
the holes with adjacent items. Yes, maybe the district managers won’t notice the problem when they go
through your stores, but you leave yourself open to the
out-of-stock being missed during the next ordering cycle.
Then your problem is far worse. Leave the hole.
4. Be especially vigilant of your private label. Big
brands like Kraft may have inventory in their warehouse
to help you out quickly, but private label vendors most often pack based on your order. Depending on the product,
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you might wait for a week
before a truck can show up.
5. Scorecard your stores
and your vendors on service
levels. I always told my dairy
buyer I wanted at least a 95%
service level on the shelf
across the department. That’s
not always possible, say, on
yogurt in January. That’s
when shoppers are going on
New Year’s diets, at just the
time vendors are discontinuing some items and adding a
bunch of new ones. You don’t
know what to order, and the
manufacturer doesn’t know
what to produce. It’s always
a mess. Make sure your vendors know what is expected
of them at an annual review
— I always asked for at least
a 98% service level from
vendors.
6. Ask vendors to be honest
about their capacity and
potential shorts, so you
both can plan better. Close
communication is especially
important when there’s a
problem upstream, such as
raw materials shortages or
production problems. In
some cases, you may want
to ask vendors not to focus
production entirely on the
top sellers, so you can keep a
few of the No. 4s and No. 5s
in stock.
Yes, out-of-stocks look just
terrible. But don’t try to
7. Don’t minimize the pohide them by facing up the
tential bump in sales when
holes with adjacent items.
FSIs drop in your market.
The condition might be
This is especially true when
you and/or your competitors missed in the next ordering
cycle, and you’ll have
run ads on the products at
worse problems.
the same time. Orders can
swing out of control after
shorts and out-of-stocks, and create a domino effect. It
can be weeks before things get back to normal. Some
stores that had an out-of-stock try to compensate by
ordering twice as much as they normally need on the next
cycle. That doesn’t make sense, and it hurts everybody. Q
Johnny L. Harris, president of Johnny L. Harris
Consulting, LLC, Fort Mill, S.C., can be reached at
803-984-2594 or at cmer0002@gmail.com.

RETAILWIRE

USEFUL

CONSUMER INSIGHTS,

ANYBODY?

We asked that question in last month’s issue, and
RetailWire.com asked its panel of experts. Here’s
what they said.

R

etailers frequently complain about the lack of
useful consumer insights in vendor presentations, a topic we included in our cover story last
month. Our pals at RetailWire.com picked up the piece
and asked its online readers for comment. Below are the
most “liked” comments that were posted.

partners well-thought-out insights from the mounds of
data they collect and analysis that leads to action. This
is not easy and takes resources to accomplish, but the
manufacturers that take the time and not make it just
about selling more cases will end up selling more cases
in the long term because the retailer will trust them.
“When someone asked Bob ‘what are we selling?’ Bob
told him that we are selling trust.” — Zel Bianco, President, founder and CEO, Interactive Edge.
“If retailers are so focused on getting the numbers
right so they can increase sales, why don’t they look at
their own data and crunch their own numbers? Wait,
that costs money, money that they can’t get manufacturers to reimburse. Most retailers, particularly large
ones, have mountains of data at their disposal, yet
few spend the time or money necessary to extract
good conclusions. Can you really blame manufacturers
for using the numbers that will put their products on
top? This is one instance where if you really want something done right, do it yourself.” — Max Goldberg,
President, Max Goldberg & Associates.

“This topic was discussed at the recent IRI Summit
(in Orlando) and one company in particular is doing
this correctly. ConAgra, under the leadership of Bob
Nolan (vp of customer insights & analytics) and his
category and shopper insights team, is looking at the
“Retailers are all too eager to take vendors’ money
whole category or occasion in their latest initiative,
for displays, marketing and promoters on the floor. Yet
breakfast. They spent a great deal of time and effort in
retailers rarely want to hear about mystery shops or
truly understanding this
other consumer surveys that
meal occasion and how it
provide objective insights
looks different on weekdays
regarding the quality of conversus weekends.
sumer experience, or lack
“They looked at a lot of
thereof in-store.
data to truly understand
“Vendors are typically
consumers’ need states and
desperate to make sales
brought it all back to how
numbers, so they hathe retailer could benefit
bitually pour in buckets of
in a very actionable way.
Who is more at fault for lack of credibility
money to increase sales of
They did not put their
in vendor presentations?
their products. They rarely
own products first. Yes, of
have enough time or monRetailers are much more at fault
0%
course, they wanted to sell
ey to invest in objectively
ConAgra products, but it
Retailers are somewhat more at fault
14%
studying what happens to
was more important to go
overall consumer experiBoth are equally at fault
43%
to their retail partners with
ence in store.
well-thought-out consumer
Vendors are somewhat more at fault
24%
The result is a clash on
insights that were actionable!
what moves sales ... no
Vendors are much more at fault
19%
“In fact, it was stated that
insight on consumer expesome of the sales people
Not sure/No opinion
0%
rience. It’s not as hard as
were not getting this immemany think it is ... consumdiately and wanted to know
ers are more than willing
what they were selling. “We are not necessarily going
to share their insights and experiences. (They already
to the retailer to ‘sell’ them anything.” They were going
share a LOT on social media!)
to work with their retailer on a plan that helps to grow
“Retailers and vendors need to agree on a systematic,
the category and it would most likely include ConAgra
ongoing JOINT process for collecting feedback from
products, other manufacturers’ products and perhaps
consumers, not just a token survey at quarter end.” —
the retailer’s private label brands.
Chris Petersen, PhD, President, Integrated Market“Manufacturers have to look at bringing their retail
ing Solutions. Q
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FASTEST
FROZEN
BY PETER PENGUIN
During the 12 weeks ended
Jan. 26, sales of frozen foods
in supermarkets, drugstores,
mass merchants, military
commissaries and select club
and dollar stores combined
totaled $11.92 billion, a 0.8% increase
compared with the same period a year
ago, according to Chicago-based market
research firm IRI. Units slid 0.1% to 3.53
billion while volume fell 0.7% to 4.85 billion.
Volume sold with merchandising support
climbed 1.1 point to 38.3%.
For the 52 weeks ended Jan. 26, dollars
grew 0.8% to $51.97 billion while units
remained at around 15.33 billion. Volume fell
0.7% to 21.89 billion, and volume sold with
merchandising support expanded 1.2 points
to 39.5%.
Our chart shows the fastest-growing
frozen department subcategories, including
the leading brands, for the 12 weeks ended
Jan. 26. Data is for the brands as originally
trademarked and may not include line
extensions. Only subcategories with at
least $250,000 in sales during the period
are listed. Brands with less than $100,000 in
sales are not included.

F A C T O I D S

60%

Percentage of pet owners who
admit they sometimes leave the
TV or radio on to keep their dog
or cat company when they leave
the house. One dog reportedly
became so addicted to Oprah
that he would stand in front of
the TV every day at 4 p.m. until
his owner finally switched on
his show.

$1,973,761

Dollar sales racked up by
Bertolli in the sweet goods (no
cheesecake) subcategory, one
of the best performances by
a frozen item in distribution
less than a year. But its success wasn’t enough to cancel
out losses by seven of the nine
remaining top 10 brands as total
sales fell 4.9% to $54,011,710.
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TORTILLA/EGG ROLL/WONTON WRPPRS $666,924
Simex
$173,537
Banh Trang
$134,651

28.2
12.4
25.2

306,088
56,438
51,029

26.6
11.7
19.9

29.2
11.8
19.9

FRANKFURTERS
Private Label
Nathan’s Famous
Applegate Naturals

$2,689,380
23.3
$1,663,598 (18.3)
$555,400
*
$322,829 1,370.7

PIZZA CRUSTS/DOUGH
Private Label
Udi’s
Kinnikinnick Foods
Stefano’s
Tiseo
House of Pasta
Calise & Sons Bakery
Guttenplans
Against the Grain Gourmet
Rhodes

$5,236,606
$1,627,918
$1,113,798
$347,224
$286,377
$223,183
$186,526
$166,911
$155,931
$136,740
$121,994

14.1
40.8
16.4
13.2
45.4
28.9
(10.5)
4.0
12.3
49.5
1.2

1,793,085
571,822
216,623
43,044
143,765
115,381
69,176
111,072
126,183
19,102
32,255

15.5
53.1
17.4
14.4
30.2
11.9
(10.8)
3.8
16.1
49.0
(1.7)

2,116,721 18.2
737,950 58.3
108,312
17.4
56,495
14.4
143,765 30.2
115,381
11.9
138,353 (10.8)
111,072
3.8
126,183
16.1
14,326 49.0
96,766
(1.7)

$27,616,280
$10,078,530
$2,224,821
$2,051,054
$1,427,112
$1,345,320
$1,208,235
$919,128
$696,568

12.8
73.4
*
5.2
(10.9)
(9.0)
11.3
1.9
(0.2)

4,943,701
1,634,704
409,496
512,894
209,399
144,041
229,001
106,200
249,945

13.3
96.3
*
6.8
(15.3)
(43.7)
25.8
0.5
0.0

6,694,238
11.2
2,504,561 62.7
383,903
*
419,503
6.5
342,245 (14.7)
311,566 (22.2)
346,768
17.0
134,302
2.8
218,702
0.0

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

$210,940,100
$136,817,300
$26,205,420
$6,580,676
$5,315,486
$3,788,289
$3,281,133
$2,924,765
$2,781,535
$1,935,369
$1,147,434

12.1
12.1
10.0
17.0
23.7
22.9
3.3
69.7
(22.0)
32.8
(67.2)

48,177,760
31,732,110
4,944,584
802,400
1,273,569
414,897
1,326,823
326,573
668,157
460,622
256,641

7.7 67,261,820 10.8
8.0 40,930,370 10.0
7.2
9,359,230 10.4
22.7 2,407,200 22.7
22.0
1,532,141 22.7
22.1
1,244,692
22.1
1.1
1,193,782
0.8
69.7
1,632,866 69.7
(8.5)
1,087,889 (33.2)
17.7
390,212
17.4
(65.3)
349,959 (69.6)

SAUSAGE
Banquet Brown ‘N Serve
Private Label
Jimmy Dean
Purnell Old Folks
Farmer John
Jones Golden Brown
Williams
Hormel Little Sizzler
Ole South
Johnsonville

$126,240,800
$37,506,200
$21,616,060
$20,184,990
$6,210,451
$5,090,616
$4,906,455
$4,142,069
$3,818,272
$2,600,990
$1,337,182

9.5
2.0
8.9
18.4
16.1
6.1
4.8
108.2
9.0
58.3
(43.9)

51,189,880
26,873,410
4,245,569
4,677,664
777,970
3,818,429
2,305,718
705,242
2,405,634
572,155
198,991

3.0 37,696,360
6.4
2.2 12,200,500
4.5
0.0
6,583,193
5.5
0.8
4,081,951
0.6
7.5
1,911,535
8.8
5.2
1,914,171
5.0
4.4
955,959
2.6
115.1
1,543,768 121.1
10.4
1,804,226 10.4
69.6
1,042,806 68.4
(45.6)
397,982 (45.6)

PROCESSED TURKEY/TURKEY SUB
Private Label
Hormel Simple Ideas
Shady Brook Farms
Foster Farms
Jennie-O Turkey Store
Cooked Perfect
Jennie-O
Armour

183,088
31.1
97,296 (15.1)
5,938
*
52,429 1,261.5

240,270
47,522
38,272

1,275,197
8.2
972,961 (15.1)
237,526
*
32,768 1,261.5

OTHER PLAIN VEGETABLES
$73,552,040
Private Label
$24,315,040
Birds Eye Steamfresh Premium Slcts $4,242,557
Birds Eye Steamfresh
$4,207,687
Pictsweet Deluxe Steamables
$4,201,541
Pictsweet All Natural
$4,168,741
Pictsweet
$3,947,322
Fresh Frozen
$3,223,777
Pictsweet Deluxe
$2,530,782
Seapoint Farms
$2,326,747
Goya
$2,266,598

8.9 36,813,400
7.1
15,110,620
(0.1)
2,110,631
20.2
1,724,559
4.7
1,695,970
0.2
2,473,945
7.7
2,305,391
23.7
1,109,865
23.5
1,136,173
(2.6)
504,103
8.0
699,207

6.1 34,726,830
4.4 13,463,450
2.3
1,582,974
11.7
1,082,529
(2.0)
932,725
(5.3) 2,645,494
2.1
2,435,221
21.8
2,242,628
23.7
1,226,070
2.8
1,110,480
5.0
1,622,450

6.1
3.7
2.3
7.5
(1.9)
(4.4)
5.3
23.7
24.3
(5.4)
4.6

TURKEY/TURKEY SBSTTTS
Jennie-O Turkey Store

8.2 54,166,050
10.2 19,240,560

9.2 82,750,050
17.8 29,070,600

7.8
11.1

$277,240,800
$100,344,800

70%

Percentage of women polled by
Women’s Health magazine who
think a man over the age of 35 who
wears his baseball hat backward
looks “ridiculous.”

3.0%

Dollar gain by the largest frozen
department subcategory pizza (to
$4,055,232,000) — despite a 4.7%
loss by top seller DiGiorno. An
increase in volume sold with merchandising support (+4.6 points to
53.7%) and strong performances
by Freschetta, private label and
Totino’s drove the growth.

14

Number of top 20 frozen subcategories, including four of the
top five, that saw dollar sales rise
during the most recent 12 weeks.
In fact, five of them made this
month’s list of top gainers (fruit,
turkey, handheld breakfast, mixed
vegetables and pot pies).

66

Number of children who visit the
emergency room each day due
to shopping cart-related injuries,
according to the Center for Injury
Research and Prevention. The
majority of the injuries — mostly
to the head — were caused by children falling out of a cart.

-3.9%

Dollar loss by frozen whip topping
(to $103,500,900), thanks to losses
by top sellers Kraft Cool Whip and
private label. On the refrigerated
side, however, whip topping sales
continue to expand, jumping 6.9%
during the most recent 12 weeks.

4.5%

Dollar gain by frozen shrimp (to
$545,798,000), despite a 14.0%
plunge in volume linked to rising
prices at retail.

Private Label
Shady Brook Farms
Honeysuckle White
Butterball Everyday
Butterball
Foster Farms
Perdue
Jennie O
Harvestland

$44,475,860
$31,004,980
$26,020,320
$18,417,470
$12,933,210
$8,815,657
$8,618,468
$5,607,032
$3,736,767

38.7
(9.3)
(3.2)
21.1
(2.7)
(2.4)
(9.9)
4.9
(20.6)

8,748,433
6,513,143
4,948,805
3,692,212
1,191,728
1,628,868
2,223,816
1,206,180
826,664

38.8
(4.1)
(13.7)
13.9
(4.8)
(1.0)
(16.4)
(1.5)
(27.2)

12,658,600 26.6
9,362,842 (6.2)
8,411,670 (3.7)
6,167,335 23.3
3,655,730 (2.5)
2,266,581
5.0
2,489,751 (13.9)
2,337,125 (2.4)
888,376 (26.3)

PRETZELS
Super Pretzel
Super Pretzel Softstix
Private Label
Lean Cuisine
Hanover
Super Pretzel Soft Pretzel Bites
Super Pretzel Pretzelfils
Kim & Scott’s Gourmet Pretzels
Servatii

$16,603,070
$9,318,097
$2,501,544
$1,135,736
$1,073,048
$813,213
$575,363
$389,238
$163,430
$102,337

7.8
(3.2)
17.7
9.6
*
(14.4)
36.2
(20.6)
(26.0)
(13.8)

5,766,089
1.0
2,856,498 (11.6)
967,960
9.6
521,824
4.4
424,467
*
320,672 (24.0)
280,483
41.1
169,578 (25.6)
28,890 (55.3)
23,628 (20.4)

5,901,145 (3.1)
3,814,523
(7.3)
544,478
9.6
434,011
2.4
185,704
*
445,566 (18.7)
189,921
31.5
95,388 (25.6)
23,439 (37.4)
20,084 (20.4)

BREAKFAST HANDHELD
$231,804,000
Jimmy Dean
$98,301,680
Jimmy Dean Delights
$31,635,540
Odom’s Tennessee Pride
$21,837,670
Kellogg’s Special K
$14,525,220
Private Label
$12,440,230
Hot Pockets
$7,684,955
Marie Callender’s
$5,591,584
IHOP at Home
$5,540,157
Wght Watchers Smart Ones Smrt Beginnings $3,621,526
Lean Pockets
$3,002,610

7.6
6.8
22.3
1.9
0.2
(13.9)
8.8
*
61.1
24.3
(17.7)

48,233,510
5.9 53,301,280
14,449,620
5.4 23,110,740
4,684,048
17.5
6,641,129
4,149,790 (2.2)
5,251,147
2,470,589
(1.3)
2,814,160
3,687,555 (8.4)
3,143,534
2,882,216 (6.5)
2,167,473
1,389,633
*
1,025,530
1,067,803
43.3
1,159,239
1,119,152
(1.0)
676,967
1,428,932 (28.8)
803,380

MIXED VEGETABLES
Private Label
Birds Eye Steamfresh
Birds Eye
Pictsweet
Green Giant
Birds Eye Recipe Ready
Flav-R-Pac
Green Giant Simply Steam
Green Giant Antioxidant Blend
Pictsweet Deluxe Steamables

$202,114,300
7.4 113,437,500
$84,382,960
5.6 51,813,200
$36,618,150
7.8 20,756,150
$19,384,660
2.5
6,826,866
$7,729,241
5.4
4,103,690
$5,418,372 (40.0)
3,164,740
$4,860,920
*
2,673,859
$4,106,332
(4.8)
891,165
$4,072,006
47.1
3,206,196
$3,290,920
34.3
2,071,064
$3,013,603
(1.1)
2,023,945

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

$514,266,500
$122,352,600
$68,543,700
$37,653,220
$33,860,090
$32,384,680
$25,789,950
$17,727,950
$14,216,860
$11,732,490
$10,889,830

7.1 72,476,060
5.2
17,171,310
(0.4) 13,383,400
17.8
4,112,230
14.7
3,781,672
(1.8)
6,409,812
10.7
2,276,193
10.2
2,993,840
21.7
875,114
10.7
1,499,626
(2.5)
1,304,797

POT PIES
Marie Callender’s
Banquet
Stouffer’s Signature Classics
Stouffer’s
Blake’s
Willow Tree
Amy’s
Swanson

$133,996,400
$71,207,250
$47,190,980
$2,917,838
$2,712,944
$1,890,660
$1,661,785
$1,457,392
$1,452,776

6.7
2.6
12.5
(4.2)
(5.2)
185.4
(5.7)
5.3
(14.1)

85,576,530
23,895,420
56,067,780
1,124,841
928,383
443,717
300,418
421,200
1,496,403

6.9
7.3
15.6
3.2
(1.4)
(14.1)
13.8
*
61.8
19.7
(13.9)

9.3 118,942,900
7.2 58,643,750
9.1 15,956,280
1.5 13,013,300
(0.2)
4,740,829
(36.9)
2,222,511
*
2,093,104
(4.7)
2,523,061
52.6
1,758,685
35.1
1,060,794
(7.0)
1,278,596

7.6
6.0
8.9
5.8
3.6
(32.1)
*
(3.6)
67.4
35.5
(6.9)

2.1 108,142,500
(1.0) 22,683,570
0.4 14,281,380
9.7 10,989,090
9.2 9,042,008
(4.4)
8,053,458
14.6
5,543,228
14.3 4,560,770
27.9
1,830,882
11.7
2,993,071
(6.8)
3,340,559

4.4
0.8
(0.3)
9.3
6.8
1.3
18.7
5.7
7.9
8.4
(9.4)

13.1 54,969,890
5.5 26,151,720
17.5 24,529,660
1.4
703,026
(0.3)
928,380
226.9
373,092
(9.4)
428,767
10.3
198,646
(13.9)
654,676

10.6
5.5
17.5
1.4
(0.3)
113.6
(9.4)
10.3
(13.9)

* Product has been in distribution for less than one year.
** In the Frozen Fish/Seafood subcategory, 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 club and dollar stores
combined topped $18.29 billion
during the 12 weeks ended Jan.
26, a 2.7% increase compared with the same
period a year ago, reports Chicago-based
market research firm IRI. Units expanded
1.9% to 6.89 billion, and volume edged up
0.2% to 56.08 billion. Percentage of volume
sold with merchandising support climbed
0.7 points to 33.5%.
In the deli, dollars shot up 7.7% to $5.40
billion, while units jumped 2.6% to 1.48
billion and volume rose 3.4% to 1.41 billion.
Volume sold with merchandising support
tumbled 2.1 points to 33.6%.
For the 52 weeks ended Jan. 26, dairy
sales were up 3.0% to $73.95 billion, and
units increased 1.6% to 28.39 billion. Volume
expanded 0.8% to 240.82 billion, and
volume sold with merchandising support
climbed 0.6 points to 37.5%.
In the deli, sales jumped 4.4% to $23.06
billion, and units rose 1.5% to 6.57 billion.
Volume grew 2.1% to 6.19 billion, but volume
sold with merchandising support fell 2.3
points to 36.3%.
Our chart shows the fastest-growing
refrigerated subcategories (dairy and deli
combined), including the leading brands,
for the 12 weeks ended Jan. 26. Data is
for the brands as originally trademarked
and may not include line extensions. Only
subcategories with at least $250,000 in sales
during the period are listed. Brands with less
than $100,000 in sales are not included.

F A C T O I D S

57.8%

Dollar gain by private label
processed/imitation cheeseall other, one of the largest
by a store brand refrigerated
item. Despite its success, the
subcategory suffered the
biggest loss among products
with at least $5 million in
sales (-39.6%), thanks mostly
to a 58.2% tumble by topseller Kraft Velveeta.
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DINNER/SNDWCH ROLLS/CROISSANTS $1,397,937
Private Label
$935,578
Bisquick Bakery
$266,665

64.5
42.7
*

650,084
469,301
132,651

READY-TO-DRINK COFFEE
$32,694,690
International Delight
$14,044,860
Starbucks Discoveries
$6,323,428
Bolthouse Farms Perfectly Protein $3,998,194
Bolthouse Farms
$2,188,494
Bolthouse Farms Protein Plus
$1,858,176
Blue Diamond Almond Breeze
$1,193,906
Private Label
$901,186
Green Mountain
$628,079
Silk
$411,066
Prairie Farms
$328,838

49.6
(8.6)
*
(5.3)
*
3.8
*
884.6
*
343.2
*

8,799,478
3,614,269
1,256,080
1,391,011
708,624
630,508
307,566
280,740
135,575
106,333
93,249

42.6 420,852,400 39.8
(6.7) 230,829,500 (8.5)
* 63,683,230
*
(1.2) 30,038,450 (5.0)
* 17,692,440
*
(0.1) 12,431,030
1.9
* 19,684,250
*
341.9 17,967,380 3,572.6
*
6,507,617
*
399.1
6,805,332 399.1
*
5,967,947
*

VEGETABLE JUICE/COCKTAIL
$18,641,870
Bolthouse Farms
$13,916,220
Odwalla
$2,190,059
Evolution Fresh
$565,850
Evolution Fresh Essential Greens
$545,515
Naked Power Garden
$421,711
Evolution Fresh Essential Vegetable $187,508
Raaw
$153,091

39.8
37.3
9.8
86.7
78.1
*
14.3
387.7

4,965,269
3,844,094
459,504
122,028
115,785
150,841
41,802
56,063

57.2 153,668,100
56.4 119,174,200
23.5 23,815,680
89.9
1,854,821
78.1
1,759,929
*
2,292,778
11.1
635,386
411.8
672,760

HNDHLD NON-BRKFST ENTREES
Private Label
Hormel Rev
Raybern New York Deli Style
Raybern
Landshire
Boar’s Head
Bagel-fuls
Taylor Farms
Owens
Stefano’s

65.4
35.6
*

$57,133,290
28.7 19,203,040 44.9
$19,069,780
14.6
5,310,573
12.2
$8,932,921 2,027.1
5,062,616 2,143.7
$4,093,738
5.2
1,638,227
5.2
$2,700,796
(0.9)
1,080,909 (0.9)
$2,264,667 (12.9)
1,109,674 (12.6)
$1,992,207
42.7
368,235 46.2
$1,481,498
60.5
672,273
79.6
$1,052,970
*
224,894
*
$938,665 (10.3)
161,938 (10.5)
$915,679 (23.0)
165,692 (25.1)

459,087
330,600
76,004

51.8
31.2
*

30.0
34.7
1.0
89.9
78.1
*
11.1
411.8

9,708,171 19.0
2,969,769
13.2
985,385 2,025.3
979,165
4.9
608,011 (0.9)
430,376 (13.3)
281,919
51.5
420,170 79.6
130,949
*
181,174 (10.7)
133,642 (26.2)

PEPPERS/PIMENTOS/OLIVES
Delallo
Norpaco
Keepos
Private Label

$2,512,535
$993,968
$462,018
$379,305
$351,477

27.9
17.3
6.9
*
(1.9)

598,151
156,540
47,487
71,341
257,502

22.0
29.9
17.3
*
(5.7)

366,443
128,302
84,015
54,847
61,791

37.7
32.0
21.9
*
(1.3)

PRCSSD/IMITATION CHEESE-SHRED.
Kraft Velveeta
Private Label
Go Veggie
Borden Cheddar Melt
Borden Ched-O-Mate
American Accent
Imo’s
Imo’s Provel
Ridgeview Farms

$19,362,770
$12,063,570
$3,295,656
$1,513,151
$537,943
$417,143
$345,149
$317,222
$175,671
$167,460

27.0
60.3
(9.3)
*
29.8
(21.9)
(15.4)
1.8
(12.2)
(2.8)

8,216,473
5,014,758
1,794,397
414,922
252,960
356,426
67,481
94,526
37,908
36,340

18.9
43.5
(8.7)
*
38.6
(21.5)
(17.6)
0.3
(17.2)
(7.6)

4,707,020
2,939,613
910,831
183,878
126,480
143,365
119,494
47,263
18,954
72,680

27.9
68.3
(9.7)
*
38.6
(21.4)
(15.3)
0.3
(17.2)
(7.6)

SALAD TOPPING/BACON BITS
Private Label
Delallo Salad Savors

$705,224
$461,772
$103,665

24.4
14.3
*

321,462
255,351
31,122

27.8
19.7
*

1,278,716
907,607
170,413

26.9
22.5
*

$145,509,400
$91,981,950
$13,340,430
$9,976,240
$6,873,032
$6,026,640
$2,993,508
$2,364,643
$2,319,581
$2,015,765
$1,084,054

23.5
28.5
38.2
3.6
(13.8)
12.9
69.6
*
2.9
(6.6)
25.3

42,235,390
24,751,730
4,374,293
3,563,336
2,387,923
1,897,833
685,883
794,256
785,020
655,780
448,611

25.9 28,006,870
33.3 17,547,880
37.0
2,709,664
11.8
1,896,494
(14.1)
1,147,534
16.9
1,262,992
57.1
495,232
*
595,692
6.9
550,041
(1.4)
438,208
32.1
275,005

25.0
30.0
36.1
9.1
(18.7)
13.1
81.7
*
9.7
(4.4)
31.3

**FLAVORED SPREADS
Sabra Dipping Co.
Private Label
Tribe Mediterranean Foods
Kraft Foods
Cedars Mediterranean Foods
Tryst
The Fresh Hummus Co.
Garden Fresh Gourmet Salsa
Josephs Fine Foods
Fountain of Health Foods

14

Number of top 20 refrigerated
subcategories that saw dollar sales
rise during the most recent 12
weeks. Top gainers were uncooked
meats, bacon, breakfast sausage/
ham, eggs and natural slices, several of which were driven by commodity price increases.

34%

Percentage of Americans who
admit they’ve used the express
lane at the supermarket even
though they had too many items.
The practice is not without risk: In
January, a 77-year-old Florida man
attacked the shopper in front of
him with his cart when the man
exceeded the 20-item limit at
Walmart.

-4.8%

Dollar loss by orange juice, the
largest refrigerated juice subcategory. While No. 2 Simply Orange
(+2.1%) continues to grow, seven of
the remaining nine top 10 brands
saw their sales fall. Rising prices
and competition from other juice
varieties are reportedly to blame.

7.0%

Dollar gain by refrigerated teas
(to $150,026,200), which aren’t
grabbing headlines like ready-todrink coffee, but continue to grow
month after month. The top five
brands, including No. 1 Gold Peak
(+12.0%) all saw their sales expand.

1800

Number of times the average
American will eat at McDonald’s in
his or her lifetime.

14.5

Increase in percentage of pie
volume sold with merchandising
support during the most recent 12
weeks (from 19.7% to 34.2%), the
biggest jump by a refrigerated subcategory. Despite the added support, sales fell 6.2% to $6,665,124.

PROCESSED/IMITATION CHEESE-LOAF $131,947,900
Kraft Velveeta
$124,281,400
Private Label
$6,912,610
Land O’Lakes
$471,115

23.0
28.0
(25.8)
(4.6)

23,513,030
21,970,350
1,447,611
54,635

18.5 43,092,900
24.8 40,004,370
(31.8)
2,895,261
(4.3)
110,054

KEFIR/MILK SUBSTITUTES/SOYMILK $275,077,100
Silk Pure Almond
$74,507,940
Blue Diamond Almond Breeze
$60,432,120
Silk
$47,457,280
Private Label
$27,244,500
Lifeway
$15,192,020
Silk Light
$12,647,610
Silk Pure Coconut
$7,862,293
8th Continent
$4,719,629
So Delicious
$4,282,950
Meyenberg
$3,291,412

22.1
39.3
42.6
(13.2)
24.8
43.8
(28.5)
53.3
(19.6)
22.7
4.6

84,193,170
21,540,600
19,281,350
13,324,470
10,269,640
4,723,038
3,783,593
2,285,427
1,461,255
1,375,635
748,064

20.6 326,625,700 18.8
33.7 91,586,130 36.4
41.4 78,645,200
42.1
(14.7) 56,175,740 (17.1)
24.3 39,382,730 22.9
49.7
8,676,585 46.3
(31.5)
15,134,370 (31.5)
48.4
9,150,765 48.5
(22.5)
5,845,018 (22.5)
21.2
4,717,824 22.8
1.3
1,561,474
2.2

19.1 145,009,300
29.6 72,416,740
33.9 16,630,220
(3.3)
11,655,770
1.9
5,888,832
1.4
5,279,864
(25.7)
5,161,460
10.8
5,270,527
34.3
1,890,692
9.8
2,598,992
105.7
1,462,681

17.0 248,602,100 15.0
27.9 134,511,400
21.2
21.2 26,490,060
33.7
(7.6) 19,994,420 (3.8)
1.6 12,379,730 (7.4)
(0.3)
7,270,242
0.2
(27.5)
8,540,157 (29.5)
10.5
7,356,304 15.0
34.1
1,903,793
33.7
17.2
3,057,561
14.5
109.7
2,129,929 102.8

UNCOOKED MEATS (NO POULTRY)
Private Label
Tyson
Nobrand
Nobrand
Hormel Always Tender
Nobrand
Our Certified
Laura’s Lean Beef
IBP
Interstate
BLENDED FRUIT JUICE
Simply Orange
Dole
Tropicana Farmstand
Minute Maid
POM Wonderful
Private Label
POM
Tropicana Pure Premium
Naked
Bolthouse Farms
BACON
Private Label
Oscar Mayer
Hormel Black Label
Wright
Farmland
Smithfield
Bar-S
Hormel
Gwaltney
Butterball Everyday

$874,167,400
$417,063,800
$94,257,340
$76,210,190
$52,126,760
$34,441,690
$32,689,510
$25,405,480
$11,853,040
$9,987,307
$8,652,372
$83,923,160
$25,617,760
$23,716,650
$9,606,552
$5,176,802
$2,742,992
$2,468,134
$2,447,945
$2,129,693
$1,741,897
$1,060,162
$1,029,986,000
$227,995,700
$184,014,800
$94,903,620
$86,399,460
$47,424,380
$44,451,600
$26,608,050
$24,033,150
$21,416,670
$15,939,660

18.6 27,287,680
22.1 1,401,026,000 16.4
36.3
7,871,611
41.5 453,034,000
41.6
(3.4)
8,263,186 (0.0) 487,772,500
0.0
464.9
3,080,163 477.3 134,253,700 470.2
(18.7)
1,592,391 (20.5) 93,951,090 (17.7)
(27.5)
667,162 (29.4) 12,934,870 (28.6)
(1.1)
983,936 (10.5) 64,550,810 (7.9)
*
953,602
* 11,443,230
*
(21.2)
723,602 (14.0) 38,665,600 (20.8)
142.6
554,214 192.7 8,844,449 154.6
(11.0)
233,125 (18.8)
7,460,013 (16.0)
16.3 221,145,800
26.5 52,650,060
9.0 35,800,440
24.3 16,643,270
23.0
8,848,424
3.4 10,415,200
8.4 10,417,400
22.8
7,699,474
16.7
4,911,974
(23.8)
5,318,467
8.0
7,618,333

3.6 209,684,700 2.6
15.4 48,306,220
14.4
(3.2) 34,642,790 (3.7)
11.8 17,255,800
9.7
1.7 17,940,890
2.2
(14.0) 10,385,210 (14.7)
(4.0) 10,316,090 (4.8)
11.1
6,109,247 10.0
6.4
2,031,560
8.5
(35.3)
4,755,541 (35.7)
18.2 4,248,047
13.0

PORK PRODUCT HOCKS/FEET $25,812,980
IBP
$5,397,319
Hormel
$5,355,779
Royal
$3,052,792
Gwaltney
$2,635,774
Bear Creek
$1,645,691
Wilson
$1,160,814
Smithfield
$847,810
Hobe’s
$379,847
Farmland
$367,613
Savoie’s
$320,985

15.6
28.8
6.0
47.4
49.0
2.7
2.3
(8.4)
17.1
2.9
(1.9)

6,004,457
941,037
1,519,438
825,224
377,571
424,712
140,544
236,600
119,716
103,911
68,954

11.1
49.1
1.2
38.3
49.8
(7.5)
7.8
(22.3)
17.1
(12.0)
(6.9)

PEANUT BUTTER
Old Home

14.2
12.7

186,925
108,699

10.3
(0.8)

$864,078
$453,168

25.1
30.2
(17.4)
(4.2)

16,411,650 25.4
6,692,316 33.6
1,154,135
1.2
1,222,139
51.6
3,775,709 49.8
314,216 (7.9)
1,405,437
7.8
173,460 (20.7)
89,787
17.1
77,933 (12.0)
68,954 (6.9)
209,297
105,372

15.9
2.1

* Product has been in distribution for less than one year.
** In the Flavored Spreads subcategory, IRI provides top manufacturers, not brands.
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RETAILER PROFILE

SPROUTS

ended March 30, up by 26% from the prior year. That
number is driven by projected comp store sales growth of
12.5% and strong performances by new stores.

inflation as to a change in the mix of items purchased.
Shoppers are buying more raw food and organics, which
have a higher average selling price. They’re also buying a
few more items per trip. Underlying it all, Sprouts executives say, is growing demand by everyday shoppers across
demographic groups for healthier food choices.
Sprouts is seeing conventional supermarkets expand
their offerings in natural and organic foods, but says it
isn’t hurting business. “I think the conventional that does
it best is Kroger,” said James Nielsen, COO of Sprouts, on
a conference call
with securities analysts. “We’ve seen
them add variety,
but they still can’t,
for our consumer,
completely complement their pure
shopping experience for natural.
So while we’ve
seen (Kroger) take
The private label program, with
a shift, we haven’t
more than 1,400 items, is being
seen that impact
expanded this year, with focus
our business. And
on unique signature products.
in fact, in some
cases it’s helped our business.”
Sprouts has differentiated via its “Healthy Living for
Less” tagline and focused on produce that is priced 25%
below its competition to draw in shoppers and build trial.
Produce takes up 15% of store selling space and accounted for about 26% of sales last year.
The frozen food director of a competitor says “Sprouts
knows its strong produce identity will bring traffic. They
are much more reasonably priced than Whole Foods.”
The May issue of Consumer Reports magazine certainly
backs that up. In its annual supermarket ratings, Sprouts’
pricing is seen as better than average, while Whole
Foods’ pricing is ranked at the bottom. Sprouts, by the
way, is ranked by Consumer Reports as the fifth-best supermarket in the country, behind only Wegmans, Trader
Joe’s, Publix and Costco. Whole Foods came in 15th in
the rankings, based on 27,208 survey responses.
Our competing frozen food friend says that once
shoppers have been drawn into a Sprouts store by the
produce, “There is a good chance of selling their frozen,
dairy, deli and supplements. They focus on fulfilling certain consumer needs and don’t try to stock everything to
be a one-stop shopping destination.”

TRAFFIC UP 8.5%

16,500 SKUs

BLOSSOMS

Offering ‘Healthy Living for Less,’ this upstart chain has
blossomed from one store in 2002 to 170 (and counting)
today.
BY WARREN THAYER

P

hoenix-based Sprouts Farmers Market, the specialty retailer of fresh, natural and organic foods, is
blossoming in tough competitive turf.
Founded with a single store in 2002, Sprouts is now a
public company with 170 stores in nine states. It expects
sales in the range of $720 million for the first quarter

Sprouts’ fourth quarter ended with a same-store sales
increase of 13.8% — its 27th consecutive quarter of
positive same-store sales growth.

None of this is entirely new, of course. Sprouts’ fourth
quarter ended with a same-store sales increase of 13.8%
— its 27th consecutive quarter of positive same-store
sales growth. The quarter also saw an 8.5% increase in
customer traffic and a 5% increase in basket size.
That gain in basket size is attributed not so much to
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Indeed. In keeping with its natural and organic offerings,
Sprouts doesn’t carry most of the traditional, national
branded products you might expect in a supermarket.
You won’t find Doritos, Tide or Lucky Charms among
the 16,500 or so SKUs the stores typically carry. Instead,
you’ll find lots of local brands and better-for-you offer-

Sprouts leadership team includes, from left:
Brandon Lombardi, chief legal counsel; Steve
Black, chief information and marketing officer;
Doug Sanders, president; Jim Nielsen, COO; Amin
Maredia, CFO; Ted Frumkin, senior vp of business
development.

ings, including 4,600
natural and
organic
products in the grocery department alone. There are also
more than 2,000 gluten-free items. Last year, perishables
accounted for 50.1% of sales.
Sprouts’ primary supplier of dry grocery and frozen
food products is Nature’s Best, which accounted for about
23% of purchases last year. Another 4% of purchases were
made through United
Natural Foods. Sprouts
self-distributes its produce through its DCs
in Arizona and Texas,
and via a third-party
DC in California.
The chain’s stores have open floor plans with displays
about six feet high, so you can view all the departments at
once upon entering the store. Bright and folksy “farmer’s

market-style” signage delineates the
departments, and
you’ll find wooden
crates stacked here
and there.
Sprouts works
to get and keep well-trained, enthusiastic store associates,
which it says helps produce a differentiated shopping experience and superior customer service.
It’s a formula that appeals to a broader demographic
base than other natural and organic food retailers, says
Douglas Sanders, president and CEO. Speaking on a
recent conference call with securities analysts, he noted
that “The customer has a demand for healthier food
choices, and it’s growing across demographics. So we’ve
always been very, very focused on the middle-income,
everyday grocery
customer.”
Now, he says, the
appeal of Sprouts’
emphasis on natural and organic is
extending to uppermiddle-income shoppers as well. All this is good for the
chain, since it is focusing its attention on the hottest segments of the market, Sanders notes.

A Consumer Reports survey ranks
Sprouts as the fifth-best supermarket in
the country. Whole Foods came in 15th.

Request Foods is your copacking partner. With 600,000 sq. ft. of cooking, blending, freezing and packing
capacity, we are your one-stop resource for R&D and processing. Our team of top culinary chefs creates
custom entrées, side dishes, heat ‘n’ serve portions, and a whole lot more - every meal in every size. Give your
retail, club store or national brand the consistent quality of Request Foods. We Make Your Brand ... Better.
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ice  cream  must  be:
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Not like so-called “super-premium” commercial
brands, that are made on high-volume equipment
continuously pumping out rivers of a foamy slurry
into containers that has to be flash frozen
before you can eat it.

YÃtòYĄjěÚÊÚ¶à

Authentic craft ice cream is made in small batches.
By people. Which means a passionate artisan, not a
pump, begins by pouring cream, milk, sugar, and
eggs, into a batch freezer, and then carefully, slowly,
blends the mix into incredible ice cream.
A true batch process, like every good story, has
a beginning, middle, and an end.

Created  with  
ĄªÃøĄ
Ã¡òÃĄøà

Craft ice creams are made with
the finest natural ingredients.
Like farm fresh cream, 100%
cane sugar, seasonally harvested
fruit, dry-roasted fancy
pecans, and real
gourmet chocolate.
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WHAT  MAKES  GRAETER’S  SO  COMPLETELY  
DIFFERENT  FROM  ALL  THE  REST?
Louis & Regina
Graeter

ICE  CREAM  MAKERS  SINCE  1870
Graeter’s ice cream is still made by the Graeter Family,
now in its 4th generation, using the same family recipes
that are over a century old.

ONLY  GRAETER’S  USES  FRENCH  POTS!

Today, even other craft ice cream makers use modern equipment that
churns air into the finished product. But not Graeter’s. We still use
authentic, old-world French Pot freezers, which slowly spin to gently
transform cream into ice cream---without adding air. In 1870, everyone
made ice cream this way. Today, only Graeter’s uses French Pots to
make the best ice cream that you’ll ever taste!

AND  EACH  PINT  IS  STILL  
ħ,¬:ħ &à

We love our ice cream packing machine. His name is Bud.
And when he scoops the ice cream out of our French Pots, it is
so thick and dense that he has to pack it into every pint by hand.
That is what makes an authentic handcrafted product!
And unlike some other brands, Bud still packs a full 16 ounces
into every pint. He wouldn’t have it any other way!

ħ, =ħD , ==@ @D '  =ħ+@ , Òþģà
www.graeters.com

RETAILER PROFILE
In reaching out
to shoppers, the
company has invested fairly heavily
in developing a new
digital platform, and
is focusing attention on improving
customer engagement. On the social
media side, it has
a partnership with
Salesforce.com.
In addition to its
Web site (www.
sprouts.com), you’ll
In Sprouts’ frozen lineups, you won’t
find many of the mainstream national find Sprouts on
Facebook, Twitter,
brands. Organic/natural, niche and
Pinterest and Youlocal brands dominate the mix.
Tube. At the close of
last year, Sprouts had a customer database of more than
608,000 customers, many of whom receive electronic versions of weekly circulars or monthly newsletters.
Another differentiator: store brands. The chain’s fourth
quarter was its best to date in same-store private label
sales growth. The private label program, with more than
1,400 items, is being expanded this year, with focus on

22 www.frbuyer.com

APRIL 2014

unique signature
products.
The better-foryou product mix,
competitive prices
and easy-to-shop
stores — they average 27,500 square feet
— have been good
for business. This
year, Sprouts plans to
open between 22 and
24 new locations. It
opened its first new
store in Kansas in early January, and will be in 10 states
by year’s end, thanks to the opening of four new stores in
the Atlanta market. The company is tentatively considering opening a Southeast distribution center late in 2015
or early 2016.

ROOM FOR 1,200 STORES
Only a quarter of its new stores will also be in new
markets for the chain. Sprouts executives don’t believe
the chain has reached saturation in any of its markets
yet. Research done for the chain shows that the market
in the United States can support about 1,200 Sprouts
stores operating under its current format, including 300

in states where it now
operates. It plans to
achieve 12% or more
annual new store
growth in the next five
years, balanced among
existing, adjacent and
new markets.
Although the average
Sprouts store is only
about eight years old,
the chain plans to remodel at least 15 stores
this year, focusing on
There’s a folksy feel to the
the Texas area. The
stores, with ‘farmer’s marketremodeling program
style’ signage and wooden
began last year in the
crates stacked here and there.
Phoenix market.
Driving the growth
is a well-seasoned leadership team. Sanders has 30
years in the grocery business, including time with
Brookshire Brothers and Associated Wholesale Grocers before joining the Sprouts start-up in 2002. CFO
Armin Maredia has more than 15 years of Fortune
1,000 public company experience.
Nielsen, the COO, was president of Californiabased Henry’s Farmer’s Market (once owned by Wild

Oats) before Sprouts
bought the chain in 2011.
And Steve Black, Sprouts’
chief information and
marketing officer, was vp
of operations at Sunflower Farmer’s Market,
which Sprouts bought a
year later. The founder
of Sunflower, by the way,
was also the co-founder
of Wild Oats, which was
bought by Whole Foods.
I could go on, but you get
the idea. Yes, it’s a small
world. And Sprouts is
blossoming in it. Q
Material for this story
included 10-K reports filed
by Sprouts with the Securities and Exchange Commission, investor analyst
reports and transcripts of
conference calls by SeekingAlpha.com.

AT A GLANCE
Headquarters
Phoenix
President and CEO
Doug Sanders
2013 net sales
Up by 36% to $2.44 billion.
2013 net income
Up by 163% to $51.3 million
Store count & locations
170 stores in Arizona,
California, Colorado,
Kansas, New Mexico,
Nevada, Oklahoma, Texas
and Utah. (Georgia is being
added this year.)
Employees
15,000
Web site
www.sprouts.com
Photo credits: Paul Chapa (page 18).
Courtesy of Sprouts (page 19 and 23).
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This evolution of supply chain’s role is
creating c-level supply chain officers “accountable for a major portion of the P&L
and delivering results,” she added.
Lee Nicholson, senior director of supplier efficiencies, Ahold USA, Carlisle, Pa.,
concurred with this assessment. At Ahold
USA, supply chain used to be owned by
the merchandising department. Now it
has become its own pillar, he said. “We
enable everything; without us nothing
gets done.”
Hambleton and Nicholson made these
comments during a panel discussion at
the Supply Chain Conference, sponsored
jointly by the Food Marketing Institute
and the Grocery Manufacturers Association recently in Orlando. Comments
throughout this story were made by panelists at sessions delving into why supply
chain efficiencies are important not only
to bottom-line profits but top-line sales
as well.
One of the abiding themes throughout
the discussions — and one that underscores the importance of supply chain
— was the need for collaboration between
retailers and suppliers to reduce logistics
costs and keep shelves well-stocked.

$aving $$
ON

LOGISTICS

Retailers and vendor partners reveal ways to cut costs and
improve sales via backhaul, data sharing, maxing out truck
capacity and more.
BY MICHAEL GARRY

T

he supply chain has traditionally been regarded mainly as a
cost on a retailer’s P&L, but that mindset is changing, said
Brenda Hambleton, chief strategy and marketing officer, thirdparty logistics provider ES3, York, Pa.
“Supply chain is becoming a core part of any company’s strategy,” she
said. “It’s the mechanism for delivering (that) strategy to customers. Marketing means nothing if you don’t get products to the customer.”
Certainly, when supply chain disruptions take place and products aren’t
shipped, “companies lose share and they start taking notice,” she noted.
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HY-VEE & HORMEL
COLLABORATE
One of the more impressive examples of
transportation collaboration, which is
now a decade old, is a program forged by
Hormel Foods, Austin, Minn., and HyVee, West Des Moines, Iowa.
Given the proximity of Hormel’s seven
main production facilities and Hy-Vee’s
236 supermarkets in the Midwest, Hy-Vee
trucks returning from store deliveries
have become carriers of Hormel Foods’
frozen and refrigerated products from
those facilities to Hormel’s Midwest
refrigerated DC in Osceola, Iowa. After
dropping off loads at the Osceola DC —
many on the same day as pick-up — the
trucks return to their home base, HyVee’s main DC in Chariton, Iowa, just 25
miles away.
Last year, Hy-Vee pulled 2,400 truckload shipments, accounting for $90
million of product, to the Osceola DC,
noted Thomas Gravelle, director of
logistics, transportation and customer
service at Hormel. The program has

grown 2% to 3% annually since 2004, when Hy-Vee carried 597 shipments to Hormel’s DC. “It’s a great success
story and a great sustainability story, with Hy-Vee taking empty miles off the highway and conserving fuel,”
he said. The program also helps Hormel burnish its
relationship with Hy-Vee.
What Hormel pays Hy-Vee for this
service — which was not disclosed — is
approximately what Hormel would pay a
third-party carrier, Gravelle said. The rate
remains the same each year, regardless of
fuel prices, noted Jim Moore, assistant vp
of transportation for Hy-Vee.
Hy-Vee’s trucks travel about 43,930
miles per month in delivering products
to Hormel’s Osceola DC — miles “we
would drive to return home anyway,”
said Moore. With a mileage rate of about
six miles per gallon, that translates into
7,322 additional gallons of fuel per month
that Hy-Vee prevented from being consumed by another
company. About half of Hy-Vee’s outbound private fleet
that delivers to stores does contract work for Hormel or
backhauls products directly to its own DCs, he added.
Hy-Vee is considering offers from vendors interested
in pursuing a program similar to Hormel’s. They would
need to be located “in lanes where we use backhaul,”
Moore said.

SAFEWAY HAS BACKHAUL TEAM
While not engaging in Hy-Vee’s role of third-party carrier, other food distributors at the conference reported
progress with backhauling products or materials to their
own DCs to reduce empty miles and transportation costs.

We’ve taken backroom
inventory from 15% of
total inventory down to
between 5% and 8%.’ —
Lee Nicholson, Ahold USA.

Pleasanton, Calif.-based Safeway employs a corporate
team that analyzes backhaul opportunities with vendors and works with field backhaul teams to fill available capacity.
Recently, the retailer has successfully backhauled
produce in growing regions, said Tom Nartker, vp of
transportation and global logistics. Using its own fleet to
perform backhauls “has helped us tremendously in avoiding more expensive broker-type operations,” he noted.

Safeway is also committed to backhauling materials
from its retail stores, such as corrugated cardboard and
even cooking grease, which is being converted to biodiesel to run the fleet.
Salt Lake City-based Associated Food Stores (AFS) has
increased its outbound backhauls (from stores) by about

Price Chopper is looking at more
warehouse automation because
it is “concerned about where
we’re going to get entry-level
order pickers and lift drivers.” —
Robert Doyle, vp, distribution,
Price Chopper Supermarkets.

10%, across about 40% of its routes, via “better data collection and collaboration with our vendors,” said director
of logistics Glen Keysaw. Dispatch software as well as its
transportation management system have helped returning trucks make timely pick-ups at vendor DCs, and
its WebFocus business intelligence tool has aided with
analysis of backhaul opportunities.
Despite these success stories, transportation collaboration
can sometimes be an
elusive goal for retailers and manufacturers. Some seek help
from third parties
such as Chainalytics, Atlanta, which
helps trading partners
identify potential opportunities. Last year
the firm participated
in a 14-company industry initiative aimed at fostering
collaboration. (See “Joint Efforts Spotty So Far,” page 50,
Frozen & Refrigerated Buyer, March 2014.)
To date, the companies in the initiative have found “incremental” backhaul opportunities — nothing to “blow
the doors off,” said Kevin Zweier, vp, transportation
practice at Chainalytics. One-way, third-party carriers
are already “pretty efficient,” cutting down somewhat on
the need for collaborative backhauls, he noted.

‘It’s a great success
story and a great
sustainability story,
with Hy-Vee taking
empty miles off the
highway and conserving fuel.’

‘LOTS OF CATS TO HERD’
Zweier suggested that two or three manufacturers seek
out co-shipping opportunities, coordinating with retailers. “There are lots of cats to herd,” he acknowledged. For
retailers, co-shipping offers an opportunity for “more velocity, smaller shipments and reduced inventory,” he said,
APRIL 2014
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LNG costs about $1.20 per gallon less than diesel fuel, but the
alternative fuel trucks are 8% less fuel efficient than diesel trucks,
notes Glen Keysaw, of Associated Food Stores, center. At left is
Hormel’s Thomas Gravelle, and at right, Tom Nartker of Safeway.
while manufacturers can improve their relationships with
retailers. “There’s not always freight savings for manufacturers,” he said. “Some may do better than others.”
Consolidating orders on a single truck is something
more manufacturers may be forced to do in order to
satisfy retailers’ demand for more frequent deliveries and
leaner store inventories.
Ahold USA, for example, “doesn’t want to put more
product in the store than the store needs at any given
time,” said Nicholson. “The old way of putting 30 days
of inventory in a store are gone. We’ve taken backroom inventory from 15% of total inventory down to
between 5% and 8%.” He admitted this is a “challenge
for manufacturers.”

system issues alerts to store
employees to ensure that promotions are properly managed.
In addition, promotional
plans designed by Ahold USA’s
merchandisers in concert with
manufacturers are shared “throughout our organizations
to drive excellence and on-shelf availability,” he noted,
adding, “Not many retailers do that.”
One key way to control supply chain costs is to get a
handle on demand volatility, and thus inventory requirements, through forecasting systems. Of course, forecasts
are notoriously prone to error, though San Franciscobased Del Monte over the last few years has brought its
forecast errors down to the 15% to 20% range, said Ron
Fingers, senior manager.

AHOLD SHARES DATA

Besides transportation, retailers and manufacturers
are trying to collaborate on other supply chain initiatives, such as inventory control and optimization.
This often begins with retailers sharing POS data
with suppliers.
Over the past two years, Ahold USA has engaged
in a data-sharing program with its vendors orchestrated by Retail Solutions Inc (RSi), Mountain View,
Calif. The initial goals of the program are to “stabilize on-shelf availability and promotions,” said
Nicholson.
By sharing transaction and other data with suppliers, Ahold USA, which includes Stop & Shop, Giant of Landover, Md., and Giant of Carlisle, Pa., has
been able to manage promotional product flow into
stores based on past performance and to control
sell-through after promotions, said Nicholson. The
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Like many retailers, Associated Food Stores is focusing
more attention and investment in technology — both in
the warehouse and on the road.

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!
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Acknowledging that inventory forecasting is “not easy
work,” Nicholson noted that Ahold USA is now getting
forecasts from a variety of sources, including its wholesaler C&S, ES3, its supply chain and merchandising departments and manufacturers. “We’re trying to
get one version of the truth,” he said.
Ahold USA has also been actively sharing its forecasts with manufacturers via RSi
in order to address out-of-stocks, phantom
inventory and distribution voids, said Nicholson.

of fuel annually and preventing 456 accidents.
Keeping trucks running efficiently is always top-ofmind for retailers. Ironically, while the Supply Chain
Conference was taking place in mid-February, President

‘DISTRIBUTION VOIDS’
For example, Ahold USA has found that
more than 1,000 items per store fall into the
category of distribution voids — products
the company wants to carry but are not being ordered or replenished. In some cases,
products fall out of the system during resets.
“We’re trying to avoid that by partnering with vendors to
improve accuracy,” Nicholson said.
With a better grasp of inventory, Ahold has been able
to fix problems at the store level by sending daily alerts to
store employees, who are charged with making changes
at the shelf. “We’ve seen a dramatic amount of on-shelf
improvements,” he said.
Nicholson provided this example: When one flavor of
Lean Cuisine is blocking another in a refrigerated case,
the system will sense something wrong (because no sales
are being reported) and instruct an associate to go to the
specific location and rearrange the case.

FACING LOST TRUCK CAPACITY

One issue very much on the minds of retailers, manufacturers and third-party carriers is the diminishing amount
of trucking capacity serving the industry. The number
of tractors on the road is down 11% from 2005, and new
hours-of-service rules implemented last July — including
a 34-hour minimum rest period for drivers — took out
between 1% and 3% of capacity, noted Hormel’s Gravelle.
If the government mandates the use of electronic logging
devices on trucks,
that could drive an
additional 6% to 8%
of capacity out of the
industry, particularly that supplied by
smaller operators, he
added. “They’re going to retire and go fishing.”
To compensate for capacity lost due to hours-of-service
changes, Thomasville, N.C.-based Old Dominion Freight
Line had to add drivers for linehaul routes, according to
Ed Garner, director of national accounts. But Congress is
considering a bill that would expand use of twin 33-foot
trailers, he noted, adding that such an expansion would
increase capacity by 17% while saving 102 million gallons

Hy-Vee trucks returning from store deliveries have become
carriers of Hormel Foods’ frozen and refrigerated products
from nearby Hormel plants to Hormel’s Midwest refrigerated
DC in Osceola, Iowa. Last year, Hy-Vee pulled 2,400
truckload shipments, accounting for $90 million of product.

Obama announced tough new fuel standards for heavyduty trucks at a Safeway DC in Maryland. The standards
will be drafted by March 2015 and go into effect a year
later. The Union of Concerned Scientists was quoted in
The New York Times as saying that improved gas mileage
for trucks would reduce oil consumption by as much as
one million barrels per day.
Mike Meehan, vp-sales at Fleet Advantage, Ft. Lauderdale, Fla., applauded the prospect of more efficient
trucks. “Take a look at the impact improved fuel economy
can have on costs,” he said. Already, he added, the “ROI
on today’s new fuel-efficient equipment is double-digit.”
The transition to alternative fuels represents another
potential cost-cutting opportunity. Associated Food Stores
has operated two Kenworth HPDI (high pressure direct
injection) LNG (liquified natural gas) trucks for more than
two years and about 500,000 miles. The advantage of the
trucks, noted Keysaw, is that LNG
costs about $1.20
per gallon less
than diesel fuel.
The disadvantage
is that the trucks
are 8% less fuel efficient than diesel trucks. One of the
trucks had “a lot of downtime” while the other’s downtime
was comparable to a diesel truck’s, he added.
While the HPDI trucks did not save AFS money, Keysaw still expects new engine technology to make these
trucks “a potentially good regional alternative.” In fact,
last December, Westport Innovations, Vancouver. B.C.,
introduced the Westport HPDI 2.0 natural gas system,

AFS has an app to text drivers all information needed for a haul — route, trailer
number, location in the yard and payment.
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which it said was “capable of delivering performance and
fuel economy equivalent to that of current high performance diesel-fueled engines.”
Safeway is also testing LNG tractors in the Los Angeles
market, where the LNG supply infrastructure is strong.
In particular, the retailer has been using tractors propelled by the
new Cummins 12-liter
natural gas
engines for a
few months.
These vehicles are less fuel efficient than diesel trucks, and “what
fuel costs per mile will determine this,” said Nartker.
But Nartker also believes that the technology of LNG
and CNG trucks has improved and that the next generation will be suitable for short hauls.
Chainalytics’ Zweier observed that retailers and manufacturers evaluating natural gas need to consider the density of the fueling infrastructure in the regions they cover.
If it’s not sufficient, they would have to look at installing a
fueling location on-site.
Fleet Advantage’s Meehan recommended that retailers and manufacturers leverage the “big data analytics”
available on onboard computers to analyze the viability
of natural gas fuels and come up with a cost per mile.

“Information is key,” he said. “The analytical component
is right at your fingertips.”
In another innovative move, Safeway is testing liquid
nitrogen as the cooling agent for refrigerated trailers running in LNG trucks in its Northern California operation.
We’re taking diesel out of the equation completely in
these trailers,”
said Nartker.
“We’re getting
good performance — it’s a
real win.”
The retailer
is also employing biodiesel made from grease collected
from stores, and is testing a new alternative fuel called
DME (dimethyl ether) in two Volvo tractors later this
year in Northern California. “We have high hopes (for
DME),” Nartker said. “It may have more potential than
LNG and CNG.”

Safeway backhauls materials from its stores, such
as corrugated cardboard and even cooking grease,
which is converted to biodiesel to run the fleet.

REACHING ABOVE AND BEYOND YOUR EXPECTATIONS IN
COLD STORAGE WAREHOUSING AND CONSTRUCTION

THE DRIVER SHORTAGE
Hiring and keeping truck drivers remains a persistent
hot-button issue. The national turnover in drivers averages 97%, leaving a shortage of about 25,000 drivers
nationally, said Garner of Old Dominion, whose own
driver turnover is 21%. The projected shortage over the
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next six years is 330,000, he added. “So we try to keep our
drivers happy.” To that end, Old Dominion has a number
of husband-and-wife linehaul teams. “It’s been a real success,” he said.
Safeway, which sees itself as an attractive employer
for truckers since most of their trips are short hauls, is
nonetheless focused on staying engaged with its drivers.
“We make sure they understand we appreciate what they
do — that we’re partners with them and will react to their
issues,” said Nartker.
AFS also endeavors to minimize turnover of its driver
workforce, who are usually called upon to haul two trailers at the same time and make eight deliveries as well
as a backhaul on any given route. “We focus on improving their quality of life,” said Keysaw. “We try to reduce
paperwork and improve the comfort of the tractors with
upgraded seats and bunk heaters.”
AFS introduced automatic transmission this year
and it has been “received extremely well,” said Keysaw.
The wholesaler has also devised a communication application whereby it texts drivers all of the information
needed for a haul — route, trailer number, location in
the yard and payment.

Associated Food Stores has increased its outbound
backhauls from stores by about 10%, across about
40% of its routes, via “better data collection and
collaboration with our vendors.”

Truck drivers can keep transportation costs down by
driving efficiently and safely. To motivate its drivers to do
that, AFS recently invested in on-board camera technology. The cameras start recording when a driver stops too
fast, turns too quickly or gets into an accident.
Installing cameras — on top of telematics to monitor
trucking activity — was initially “a hard sell,” acknowledged Keysaw. Drivers viewed it as “adding Big Brother
to our trucks.” However, he added, drivers are also shown
how the video can protect them in liability suits over
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accidents, which helps some accept the cameras. The
wholesaler also trains its drivers in the tractor yard with a
learning management system.
New drivers at Old Dominion, having passed a drug
and criminal background check to get hired, need to pass
a rigorous driving test before going out on the road. The
company also runs an in-house driving school that enables dock workers to transition to driving.
The Federal Motor Carrier Safety Administration has
tried to improve drivers’ safety record by launching the
Compliance, Safety and Accountability (CSA) program,
which rates carriers’ and drivers’ safety performance.
While agreeing with the program’s intent, Garner criticized its scoring mechanism. In particular, he said that
drivers and carriers shouldn’t be assigned negative points
for no-fault accidents. “Some tweaking is needed,” he said.

GREENER WAREHOUSES
At their distribution centers, retailers are also focusing on
improving both energy and logistical efficiencies. For example, Schenectady, N.Y.-based Price Chopper Supermarkets has converted lighting at its frozen food warehouse
from T5 lamps to LED, achieving a “great
ROI,” said Robert Doyle, vp of distribution. The chain found that the LED lighting,
which is controlled by motion sensors, was
off for significant periods of time due to lack
of activity in certain areas. An ROI study of
relamping dry facilities and perishables is
now underway.
In new construction, Price Chopper is
saving “a lot of money” by preventing the loss
of heat and refrigeration through the installation of vertical dock levelers, noted Doyle.
“They help tighten up the building.”
SKU proliferation has been playing havoc
with the supply chain operations of many
retailers. Doyle admitted that he dislikes
incremental items because they are brought
into a DC at the expense of established
items. Slots with full pallets of high-volume
items may need to be converted in part to accommodate
higher-level picks or even case-flow racks and eaches.
“The profile of the building continues to change, which
is time-consuming and costly,” he said. To handle slowmoving items, Price Chopper found it would need to
expand DC space by almost 100%. Instead, it has taken
some GM/HBC lines out of the DC.
Price Chopper had considered and rejected warehouse
automation a few years ago, but is now revisiting that option for moving pallets as well as other tasks. The reason
is that the chain is “concerned about where we’re going to
get entry-level order pickers and lift drivers,” said Doyle.
Hiring enough workers apparently presents a challenge
across the supply chain — one of many retailers will be
grappling with in the coming years. Q
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BREAKFAST

items have declined. Strengths of the frozen breakfast
category include a continuation of a shift to eating at
home, convenience and healthy ingredients. There is
opportunity, Schmitz says, to capitalize further on the
better-for-you trend and offering innovation and more
choices to consumers.
On the down side, the category will always be threatened by foodservice and fresh foods. And promotional
efficiency has been eroding. In the 12 weeks ended
Dec. 29, incremental sales from promotion accounted
for only 5.2% of dollars, Schmitz points out. Only the
Innovative new items, more space and healthy
combination of both feature and display at the same time
ingredients continue to spark the category. But
produced a higher lift than the same period a year ago.
existing items and promotion efficiency lag.
Lift from simple displays, features and temporary price
reductions were all less efficient than the prior year.
BY WARREN THAYER
Percent of frozen breakfast volume sold with merchandising support rose
parked by solid gains from key segfrom 26.1% to 27.8% in the
ments, the frozen break12
weeks ended Dec. 29,
fast category continued
according
to IRI. Comits upward momentum in
pared
with
the prior year,
the 12 weeks ended Jan. 26,
handheld
entrees
rose
according to IRI, the Chicagofrom
26.1%
to
27.8%,
wafbased market research firm.
fles
climbed
from
28.5%
Dollars rose 2.5% to
to 31.6% and entrees were
$681,363,200 versus the
up from 22.7% to 24.3%.
same period a year ago, with
Bagels,
muffins, egg substiunits and volume also rising.
tutes
and
other breakfast
Volume sold with merchandisKellogg’s
Eggo
Thick
foods
all
posted
declines.
ing support rose by 3.0 points
&
Fluffy
waffles
are
among
But
categorywide,
weeks
to 29.7%.
innovative
items
recently
of
support
fell
from
11.4
to
Handheld breakfast entrees — the largest subcatadded
to
the
category.
11.2.
Here’s
how
the
three
egory — also posted the largest growth. It surged to
top categories broke out:
$231,804,000, up 7.6% versus the same period a year
handheld
entrees,
up
from
9.6
to 9.9; waffles, down from
ago. And this is healthy growth. Units climbed 5.9% and
9.9
to
9.1;
entrees,
up
from
10.0
to 10.2. All other segvolume was up by 6.9%. Volume sold with merchandising
ments
declined.
support was up by 3.8 points to 22.9%.
Waffles were flat, although unit and volume both rose.
WALMART LEADS
And breakfast entrees posted a 2.5% dollar gain. “Other
Nine out of the top 10 retailers gained in dollar sales
breakfast foods,” bagels and muffins all had declines.
of
frozen breakfasts in the 12 weeks ended Dec. 29. Total
Dollar growth in frozen breakfasts has been driven
frozen
breakfast sales in that period were $666.6 million,
by more shelf space and higher velocity in the top three
or
3.7%
ahead of the prior year. That works out to a gain
segments versus a year ago, according to Ellen Schmitz,
of
$23.9
million, and Walmart came out ahead of the
principal, client insights at IRI. Average weekly items per
pack
with
$4.7 million of it, IRI says.
store in the 12 weeks ended Dec. 29 topped out at 108.7,
Next
in
order were: Sam’s Club, $3.4 million; Kroger,
versus 102.0 in the year-ago period.
$2.6 million; Target, $2.2 million; Publix, $1.4 million;
Delhaize, $1.3 million; and Food Lion, $1.1 million.
ITEM STORE COUNTS
Schmitz notes that the Kellogg Company (www.kel
Here’s how the individual segments broke out, according
loggs.com),
Battle Creek, Mich., posted consumption
to IRI data: breakfast handhelds, up by 3.1 items per store
growth
of
3.4%
in the frozen breakfast category in fiscal
to 33.0; waffles, up by 2.9 items to 29.9; entrees, up by 1.5
2012.
She
cites
the
company’s Thick & Fluffy Eggo waffles
items to 31.2; bagels, down by 0.3 items to 4.9; muffins, up
as
a
recent
success
story in the category, and also singles
0.4 items to 3.6; egg substitutes, flat at 1.0 items; and other
out
Jimmy
Dean
Delights
Garden Blend Breakfast Bowl, a
breakfast foods, down by 0.5 items to 11.8.
meatless
meal
with
240
calories,
made by Chicago-based
Innovative new items have contributed greatly to
Hillshire
Brands
(www.hillshirebrands.com).
dollar gains in the category, as sales of many existing
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New flavors, new lines and new reasons to buy. From the freezer
case to snacks to morning foods, Kellogg can help you pick up some
tidy profits throughout the center store. See all the 2014 Kellogg
Innovations right now at centerstoregrowth.com/2014

SPOTLIGHT: BREAKFASTS

FROZEN BREAKFASTS
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores combined
for the 12 weeks ended Jan. 26, 2014, according to IRI, the Chicago-based market research firm. Percent change is
versus the same period a year ago. Data is for brands as originally trademarked, and may not include line extensions.
Only brands with sales of $1 million or more are included.
CATEGORY
$ SALES % CHG
TOTAL CATEGORY
$681,363,200
2.5
HANDHELD BKFST ENTREES
$231,804,000
7.6
Jimmy Dean
$98,301,680
6.8
Jimmy Dean Delights
$31,635,540
22.3
Odom’s Tennessee Pride
$21,837,670
1.9
Kellogg’s Special K
$14,525,220
0.2
Private Label
$12,440,230
(13.9)
Hot Pockets
$7,684,955
8.8
Marie Callender’s
$5,591,584
*
IHOP At Home
$5,540,157
61.1
Weight Wtchrs Smrt Ones Smrt Bgn $3,621,526
24.3
Lean Pockets
$3,002,610
(17.7)
WAFFLES
$205,150,800
0.1
Kellogg’s Eggo
$109,434,600
0.7
Private Label
$37,959,920
0.2
Kellogg’s Eggo Nutri Grain
$17,943,350
(13.4)
Kellogg’s Eggo Thick And Fluffy
$10,337,730
13.3
Van’s
$7,368,322
6.5
Kellogg’s Eggo Wafflers
$4,742,711
(11.1)
Aunt Jemima
$4,517,562
0.6
Kellogg’s Eggo Minis
$3,077,690
4.7
Kashi
$2,061,838
(6.7)
Kellogg’s Eggo Seasons
$1,961,380
(14.4)
BREAKFAST ENTREES
$169,400,900
2.5
Jimmy Dean Breakfast Bowls
$28,690,850
15.8
Private Label
$24,759,050
7.2
Jimmy Dean
$23,761,040
0.4
Aunt Jemima
$16,313,280
(8.8)
De Wafelbakker’s
$12,211,210
4.0
Kellogg’s Eggo
$6,406,213
(4.5)
Weight Wtchrs Smrt Ones Smrt Bgn $5,313,696
74.4
Kellogg’s Eggo Minis
$4,972,080
2.6
Jimmy Dean Delights
$4,271,051
6.3
Weight Watchers Smart Ones
$4,116,986
(33.7)
OTHER BREAKFAST FOOD
$63,253,120
(4.3)
Pillsbury Toaster Strudel
$47,800,600
(3.1)
Pillsbury Toaster Scrambles
$5,516,640
(5.6)
Jimmy Dean
$1,839,066
283.8
Kellogg’s Eggo Frnch Toastr Stcks
$1,576,971
(11.9)
Weight Wtchrs Smrt Ones Mrnn Exp’ $1,440,851
(29.8)
Bob Evans Breakfast Bake
$1,422,789
443.9
BAGELS
$6,354,036
(5.5)
Lender’s
$2,934,642
3.6
Private Label
$1,921,596
(7.5)
MUFFINS
$5,352,624
(11.8)
Vitamuffin Vitatops
$2,306,840
(25.1)
Kellogg’s Eggo Mini Muffin Tops
$1,052,700
(36.7)
*Product has been in distribution for less than one year.
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UNIT SALES
213,602,000
48,233,510
14,449,620
4,684,048
4,149,790
2,470,589
3,687,555
2,882,216
1,389,633
1,067,803
1,119,152
1,428,932
74,888,670
34,719,750
18,499,870
5,411,177
3,874,425
2,480,410
1,943,814
2,545,781
1,241,452
616,447
831,974
60,885,240
11,660,490
10,937,560
3,505,175
7,656,048
3,719,707
2,383,277
1,991,753
1,719,433
1,800,796
1,557,521
24,719,180
19,806,730
2,090,666
169,617
601,269
530,861
443,566
3,460,506
1,644,317
1,060,227
1,399,121
529,582
390,935

% CHG
4.0
5.9
5.4
17.5
(2.2)
(1.3)
(8.4)
(6.5)
*
43.3
(1.0)
(28.8)
5.0
5.2
5.5
(12.7)
14.5
9.7
(7.7)
8.9
9.8
(8.3)
(16.5)
6.5
13.4
10.8
(5.7)
(10.7)
4.9
(1.2)
64.2
3.7
7.1
(36.7)
(5.6)
(2.2)
(9.6)
24.7
(7.3)
(32.9)
524.1
(5.1)
3.3
(12.8)
(12.4)
(24.2)
(35.1)

VOLUME
197,278,800
53,301,280
23,110,740
6,641,129
5,251,147
2,814,160
3,143,534
2,167,473
1,025,530
1,159,239
676,967
803,380
69,931,550
38,281,780
16,257,810
4,734,831
3,031,618
1,345,247
1,300,023
1,980,373
845,801
389,163
509,584
49,956,360
5,203,776
9,957,091
6,004,337
4,775,109
6,785,981
2,371,397
1,140,283
1,600,369
787,848
549,767
20,289,540
16,347,640
1,306,666
469,576
477,287
265,431
388,120
2,950,233
1,300,573
923,212
834,180
264,791
315,211

% CHG
2.1
6.9
7.3
15.6
3.2
(1.4)
(14.1)
13.8
*
61.8
19.7
(13.9)
2.1
1.6
3.8
(13.4)
17.4
10.3
(7.7)
10.1
9.8
(8.3)
(16.5)
(0.0)
13.8
(0.8)
(0.2)
(9.9)
4.5
(1.3)
131.8
4.0
7.1
(33.8)
(1.8)
(1.4)
(9.6)
636.5
(7.3)
(32.9)
524.1
(5.6)
2.4
(9.7)
(16.7)
(24.2)
(35.1)
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SNACKS

preferences,” says Cullen, citing the
fall, several by double-digits. The
need for continued innovation. Ruiz’s
biggest loser was No. 3 private label
newest addition borrows from the
(-21.1%).
salty snack category where seasoned
“National brand promotion has
tortilla chips are grabbing more shelf
been very heavy; they’re buying back
space. “We took a traditional Mexishare big time,” explains Meade
can item, taquitos, and brought exBradshaw, national sales manager
But ethnic varieties, especially
citement by adding
at Moonachie,
Mexican, continue to gain ground
a bold flavor on the
N.J.-based Bylada
among consumers seeking bolder,
outside,” she exFoods (www.by
more adventurous flavors.
plains. Offered in
ladafoods.com).
24-count packages,
But, while volume
BY DENISE LEATHERS
El Monterey Shell
sold with merShockers Chicken
chandising supntil a year ago, the frozen
Taquitos come
port was up half a
snacks and appetizers catin both Jalapeño
point from a year
egory was growing like gangRanch and Nacho
ago (to 39.9%),
busters as consumers began using
Cheese flavors.
the increase was
Houston-based
pizza rolls, taquitos and mozzarella
driven by just two
Windsor Foods
sticks as mini meals. A recent report
top-10 brands,
Bylada’s Health is Wealth
(www.windsor
from London-based Mintel showed
Delimex and
Vegetable Spring Rolls tap into
foods.com), maker
sales expanding by 23% from 2007 to T.G.I. Friday’s,
growing demand for better-forof the José Olé
2012, prompting it to predict strong
both owned by
you snacks.
lineup, is also
growth over the next five years. Now Pittsburgh-based
expanding its ofthat forecast seems unlikely.
H.J. Heinz (www.
During the 12 weeks ended Jan. 26, heinz.com). The rest of the top 10
ferings. But according to director of
sales of frozen appetizers and snack
Mexican CPG marketing Terri Bihl,
sold less volume with merchandising
rolls fell 2.7% to $495.68 million
it found its inspiration in the foodsupport this year versus last.
across channels (versus the same peservice sector where nachos rank as
HISPANIC FLAVORS HOT
riod a year earlier), reports Chicagoone of the most popular appetizers on
Ethnic flavors continue to gain
based market research firm IRI.
every menu. Seeking to fill a void on
ground, with Hispanic-inspired
Sales in the snack segment tumthe retail side, the company launched
offerings leading the way. In fact, rebled 3.1%, although units were
an at-home version, Nacho Bites, last
ports Rachel Cullen,
down only 2.4%
year. Described as “a spicy, cheesy
president and CEO of filling wrapped in a crispy shell,” the
and volume 0.5%,
Dinuba, Calif.-based
highlighting a
product is “completely portable,”
Ruiz Food Products
continued shift
which Bihl says is another important
(www.elmonterey.
toward better-valcategory trend.
H.J. Heinz-owned T.G.I. Friday’s
com), maker of the
ue, higher-count
also added a nacho kit last year, reEl Monterey lineup,
items.
the Mexican segment ports spokesperson Suzanne Basista.
The news wasn’t
But its Chicken & Cheese Nacho
of the category saw
bad everywhere,
Toppers are meant to be added to
its sales expand 3.3%
of course. Sales in
consumers’ own tortilla chips.
during the last quarboth the frozen
Another Heinz brand, Delimex,
ter of 2013, a full perpretzels and
also welcomed a couple of new adcentage point more
breaded vegetables
ditions recently, including Beef Soft
than other frozen
segments — which
Farm Rich is testing three
Tacos and Pork Taquitos, the latter of
snack
subcategories.
together represent
new flavors of its flagship
which is billed as a category first.
“Consumers
want
only about 5% of
Mozzarella Sticks at Walmart
“Many consumers are looking
bolder,
more
exciting
the total category
stores this spring.
for proteins other than beef and
flavor experiences as
— were up 7.8%
chicken, and pork is on the menu at
well as variety,” she says. And Mexiand 1.5%, respectively. And three of
most popular fast-casual Mexican
can snacks deliver — on both fronts.
the category’s four best sellers (Torestaurants,” says Basista. “But until
“We’re always experimenting with
tino’s, Farm Rich and Delimex) regisnow, there were no pork offering in
new product ideas while staying
tered gains. But six of the remaining
frozen Mexican snacks.” She adds,
abreast of emerging consumer taste
seven top-10 brands saw their sales

DOWN 3.1%
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“Our pork taquitos are a good example of how we look to
under its Health is Wealth brand, and Bradshaw says it
launch traditional Mexican items that meet the preferplans to roll out several additional gluten-free items in
ences of today’s consumers.”
the fourth quarter.
Bold Hispanic flavors aren’t limited to traditional
Lake Success, N.Y.-based Hain Celestial (www.hain
celestial.com) is also adding gluten-free snacks. It reMexican snacks. And traditional Mexican snacks don’t
cently added a trio of all-natural, gluten-free baked snacks
always feature Hispanic flavors. For example, Minneapunder its Earth’s Best brand, including Chicken Nuggets,
olis-based GenBroccoli & Cheese Nuggets, and Sweet Potato Nuggets.
eral Mills (www.
generalmills.com)
FLAVORED MOZZARELLA STICKS
recently added a
The conventional side of the category is also seeing new
Jalapeño Popper
product activity. Rich Products Corp. (www.farmrich.
variety to its very
com), St. Simons Island, Ga., maker of No. 2 snack brand
American Totino’s
Farm Rich, is testing three new varieties of its flagship
Pizza Roll lineup
mozzarella sticks at Walmart this spring: Buffalo Blue,
(it also welcomed
Pretzel Crusted, and Potato Stick Crusted Ranch Flavored.
a Buffalo Chicken
The company is also trying out a pair of “sweet snacks”
flavor), while Commerce, Calif.-based that mark its first foray into the frozen dessert segment.
Its Chocolate Cream Brownie Bites and Apple Cinnamon
Contessa (www.
Ruiz Foods found inspiration
Pie Bites also exploit growing interest in portion-control
contessa.com) just
for its new El Monterey Shell
rolled out Fish Em- minis that allow consumers to eat as many or as few as
Shockers Chicken Taquitos in
panadas, Fish Tacos they’d like — rather than a whole brownie or piece of pie.
the salty snacks aisle.
Also new to the category: Fillo Blossoms from
and Fish Taquitos.
Mexican isn’t the only ethnic cuisine gaining a footCleveland-based Athens Foods (www.athensfoods.com).
hold in frozen snacks. Asian products are also popular,
Designed for entertaining, the frozen phyllo doughreports Bradshaw, citing strong interest in Bylada’s Health wrapped hors d’oeuvres come in four “upscale” flavors:
is Wealth brand Vegetable Spring Rolls. “Mediterranean
Asiago Chicken, Chicken & Pesto, Spinach & Cheese,
flavors are catching on, too,” he adds. “We’re looking at
and Steak Fiesta.
Bylada is also going in a more premium direction
some Mediterranean flavors for our frozen snacks.”
with its new Crostini, says Bradshaw. Unlike traditional
Indian flavors are also making news in the category. In
pizza bagels, the product features premium toppings
fact, Hayward, Calif.-based Sukhi’s (www.sukhis.com)
like spicy chicken or roasted vegetables rather than
recently rolled out all-natural Indian Bites, a collection
pepperoni or sausage. The snacks debuted in Canada
of bite-size Indian hors d’oeuvres that includes Potato
last year and are expected to be available in the United
Samosa, Masala Meatballs, Spinach Pakoras and Aloo
States later this year. Q
Tikkis. Three of the four frozen snacks are gluten-free,
highlighting another
key category trend.
At Expo West,
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
reports Bradshaw, “the
dollar stores combined for the 12 weeks ended Jan. 26, 2014, according to IRI, the Chicagotop-three requests were
based market research firm. Percent change is versus the same period a year ago. Data is for the
hormone-free, GMObrands as originally trademarked and may not include line extensions.
free and gluten-free. A
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
lot of consumers have
FZ
APP/SNACK
ROLLS
$495,681,900
(2.7)
114,122,200
(2.4)
144,910,700
(0.5)
a child with celiac disFZ
APP/SNACK
ROLLS
$470,004,300
(3.1)
105,178,100
(2.4)
134,808,100
(0.5)
ease who needs to eat
Totino’
s
Pizza
Rolls
$120,499,400
5.4
29,145,400
2.1
46,780,720
6.8
gluten-free. But instead
Farm
Rich
$41,240,910
9.7
7,071,624
3.5
12,602,410
9.3
of preparing a sepaPrivate
Label
$33,850,820
(21.1)
7,802,358
(6.8)
7,197,647
(22.4)
rate gluten-free meal,
Delimex
$31,843,590
4.1
5,098,858
10.6 10,345,460
8.3
they’re buying glutenT.G.I.
Friday’
s
$21,752,680
(14.0)
4,588,564
(8.3)
4,481,464
(14.0)
free for the whole famJosé Olé
$18,129,200
(4.5)
3,795,071
(4.8)
5,241,427 (4.5)
ily,” so it’s important
Ore-Ida
Bagel
Bites
$17,364,040
(4.3)
5,843,192
1.4
3,598,412
(4.7)
to offer gluten-free
Bagel
Bites
$14,493,600
15.1
1,894,023
27.1
3,808,152
12.1
products that everyone
El
Monterey
$14,047,100
(18.2)
1,944,494
(30.0)
3,612,480
(15.0)
will enjoy.
Tai Pei
$12,255,050 (12.8)
2,941,200 (12.8)
3,553,379 (12.4)
Bylada offers glutenFZ
PRETZELS
$16,603,070
7.8
5,766,089
1.0
5,901,145
(3.1)
free chicken nuggets
FZ
BREADED
VEGETABLES
$9,074,576
1.5
3,177,980
(6.7)
4,201,481
1.9
and mozzarella sticks

FROZEN SNACKS & APPETIZERS
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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

SPOTLIGHT:
DESSERTS
MERCHANDISING:
BREAD

DESSERTS:

TRICKY AS EVER
The category is up and down and
sideways as usual, with big winners
and big losers in each segment.
BY WARREN THAYER

I

’ve never been able to pick a solid
trend in the desserts category with
any real confidence over the years.
Pies skyrocket, then get smooshed
into some poor vendor’s face.
Cheesecake sales are solid as a rock,
and then there’s a sudden and inexplicable cheesequake. After reaching
new heights, toppings hit bottom.
This month, while fiddling with
the IRI data, I tried to come up with
some direction. And at risk of getting a pie in the face for it, I’ll put it
out here for your consideration.

be biting (and smacking their lips).
At least vaguely satisfied with
my math, I called my old pal Lynn
Dornblaser, director of innovation
and insights for Mintel International
Group (www.mintel.com), Chicago.
I didn’t tell her about my methodology, but she seemed to agree with my
final conclusions.
“‘Healthy’ may be a hot trend with
consumers, but indulgent desserts
are most certainly not going away,”
she says. “Consumers don’t always eat

LONG DIVISION
II looked at the dessert segments in
IRI’s charts (the largest segments are
on the next page), and divided dollar sales by volume. For a data geek
like me, this amounts to goofing off
when I should have been working,
but whatever.
Anyway, in frozen pies, the five
brands with price-per-volume above
the segment average saw their sales
rise. And the brands with price-pervolume below the segment average
saw their sales fall. Units seemed a
less accurate indicator, what with different size packages and single-serves
and all.
But it did suggest that consumers
are looking to indulge in “the real
thing,” and “the real thing” tends to
have more expensive ingredients.
I did the same math on the other
segments until my eyes hurt, and
found directionally similar results.
My take on this is that the desserts
that are doing well today tend to be
pricier. That’s true in part because of
the single-serve and portion-control
trend, and partly because consumers
want really, truly indulgent (and thus
more expensive) products. Which is
okay, because consumers appear to
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Delizza, marketer of bite-size eclairs
and cream puffs, is working on new
items to add incremental sales to
retailers’ holiday programs.

healthy — it’s not always one way or
the other. We have data that shows
overwhelmingly that consumers say it
is important to treat themselves once
in awhile, even if they’re on a diet.”
As Dornblaser sees it, taste and
enjoyment are paramount in desserts.
Some people may have “a nice vegetarian meal with veggies, and whole
grains, and then go for an indulgent
dessert. Or maybe they’ll be good
all week and treat themselves on the
weekend. It’s actually a balancing act
every day.”

‘DO ONE OR THE OTHER’
Her advice to marketers: Don’t try
to be a little bit healthy or a little bit
indulgent. Recognize that the two
don’t go together often when it comes
to desserts, and just go one way or
the other.
Dornblaser sees a trend toward
more pre-portioned servings, either
in single- or twin-packs, or separately
in full-sized packaging. Trader Joe’s,

she says, has done an especially good
job with its frozen desserts, picking
up on international trends. In the
United Kingdom, Dornblaser notes,
many frozen desserts come in individual portions in a package, intended
for entertaining. She also sees a trend
for consumers to seek out more desserts for special occasions “instead of
just because you have a hankering for
something sweet. I’m talking about
frozen desserts that are designed to
be thawed and then eaten — something more upscale that you might
serve to guests versus having for everyday consumption,” she explains.
Frozen dessert vendors see many
of the same trends, and are focusing
new item plans on meeting consumer
needs. For example, Delizza Patisserie (www.delizza.us), Battleboro,
N.C., is working on new items to add
incremental sales to retailers’ holiday
programs, according to Fred Liggero,
vp of sales and marketing. The company markets a full line of bite-size
eclairs and cream puffs.
“We are in the testing stages, but
these items will be unique flavors and
designed to add to the holiday flair,”
he says. “We set the standard for new
items 13 years ago, coming into the
category by offering a true European
product from Belgium.” He expects
to see more new items featuring a
European-style recipe, noting that
Delizza’s products have seen a long
run of success.
And Atlanta Cheesecake Company (www.atlantacheesecakecom
pany.com), Kennesaw, Ga., recently
launched a gluten-free Cheesecake
Sampler with some of the company’s
best-selling flavors, according to
Chris Carpenter, vp of sales and
marketing.
It’s now available in a 32-ounce
whole-cake size, although smaller-size
portions should be available soon.
Carpenter says that gluten-free seems
to have staying power and that sales
on the product continue to grow. Also
growing quickly, he adds, are portioncontrol items in smaller pack sizes.
“Bite-size portions tend to appeal
to shoppers who want something for
entertaining, but that can also be
used to snack on for other occasions.

®

SPOTLIGHT: DESSERTS
The hot flavors include
Salted Caramel, Fresh
Berries (like Blackberry)
and yes, Greek Yogurt.”
So how can retailers
sell more product, more
profitably? The best way
to grow the category is
selling quality items at a
fair price, Carpenter believes. “Consumers know
what they pay for desserts at a restaurant and if the retailer
can give them an equally appetizing product for a lot less
than they pay at the restaurant, they will keep buying.”
He adds that “Many retailers are now merchandising

Atlanta Cheesecake Company recently
launched a gluten-free Cheesecake
Sampler with some of the company’s best-

desserts with the home meal replacement
items to spur an add-on dessert purchase.
The jury is still out on whether it will be
successful as we still have many shoppers
calling us thinking their favorite item has
been discontinued from a retailer when it
has just been moved.”
Liggero stresses the need to offer not
only private label but branded products to give shoppers
more choice and to build traffic. Delizza runs digital coupons on its Web site and on www.coupons.com, as well
as with its retail partners. “We continue to support our

DESSERTS

Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
dollar stores combined for the 12 weeks ended Jan. 26, 2014, 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. Only brands with sales of more than $200,000 are listed.
CATEGORY
$ SALES % CHG
FZ PIES
$202,093,800
(1.0)
Marie Callender’s
$70,370,480
0.9
Edwards
$43,759,440
13.1
Mrs. Smith’s
$31,382,230
(17.7)
Sara Lee
$27,699,490
(0.3)
Edwards Singles
$6,481,338
3.7
Claim Jumper
$4,898,162
(3.7)
Banquet
$4,326,150
(17.2)
Private Label
$3,523,262
64.9
Claim Jumper Restaurant
$3,226,164
1.8
Plush Pippin Ultimate
$894,632
(11.5)
FZ WHIP TOPPINGS
$103,500,900
(3.9)
Kraft Cool Whip
$78,031,160
(2.0)
Private Label
$23,589,910
(6.4)
Kraft Cool Whip Frosting
$1,058,006
(56.7)
Rich’s
$494,380
429.8
RFG CHEESECAKES
$56,933,690
1.6
Private Label
$32,922,730
(7.4)
The Father’s Table
$12,784,050
(0.6)
Atlanta Cheesecake Co
$2,334,558
36.0
Adam Matthews
$1,278,247
95.0
Eli’s
$1,199,504
25.2
Nobrand
$810,533
208.7
Lakeview Farms
$370,673
21.0
Black Tie
$318,884
37.6
Jon Donaire
$287,901
(11.2)
FZ SWEET GOODS - NO CHEESECAKES $54,011,710
(4.9)
Pepperidge Farm
$14,124,880
(3.7)
Sara Lee
$7,281,222
(10.4)
Delizza
$7,063,309
(13.4)
Private Label
$5,311,020
(21.3)
Poppies
$3,462,152
1.5
Marie Callender’s
$2,660,965
40.1
Mrs. Smith’s
$2,656,240
(8.4)
Bertolli
$1,973,761
*
Chudleigh’s
$1,258,576
(8.6)
Tulip Street Bakery
$1,215,882
(9.8)
* Product has been in distribution for less than one year.
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UNIT SALES
49,807,550
14,739,200
8,294,855
8,480,299
7,294,104
2,518,703
864,990
5,073,932
834,971
552,690
225,411
77,382,260
58,478,190
18,298,610
402,946
71,407
7,114,947
3,915,358
1,563,979
311,124
140,220
152,645
229,759
132,123
21,661
22,299
13,052,540
4,288,733
1,734,311
1,464,375
1,031,942
626,788
772,686
659,374
682,132
146,003
294,455

% CHG
(4.2)
(2.8)
16.0
(19.4)
3.2
2.5
(2.1)
(14.3)
56.7
3.7
(11.9)
(3.4)
(1.7)
(6.3)
(58.4)
55.7
3.7
(6.2)
4.7
29.3
60.2
40.9
60.0
22.3
33.3
(13.7)
2.4
(0.3)
(12.3)
(10.8)
(5.1)
2.7
106.1
4.7
*
5.8
(14.0)

VOLUME
89,862,400
30,047,790
15,677,070
17,977,960
16,069,870
874,082
2,234,479
2,219,845
1,327,562
1,233,896
563,527
44,073,360
32,292,000
11,113,370
266,952
313,929
9,981,202
5,862,364
2,303,791
414,699
283,433
152,171
132,112
86,159
43,798
51,809
14,061,660
4,614,868
1,480,906
1,323,992
1,072,883
1,036,681
812,733
1,361,171
247,713
307,909
288,722

% CHG
(1.6)
4.1
16.6
(20.9)
2.9
2.6
(2.6)
(14.3)
83.9
5.7
(11.9)
(3.1)
(1.5)
(6.7)
(58.4)
699.0
(0.0)
(8.6)
0.6
37.7
73.1
16.9
145.4
20.1
34.6
(12.5)
(4.2)
(2.2)
(8.1)
(10.9)
(17.2)
0.6
8.4
8.0
*
(12.4)
(12.1)

NEW!

Here’s  why  retailers
nationwide  are  sweet  on

According  to  2012  52-week  
Nielsen  data:
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SPOTLIGHT: YOGURT

YOGURT

Conn.-based Maia Yogurt (www.
maiayogurt.com). “I think it’s because
now there’s a Greek yogurt for everyone,” including those watching their
weight.
In fact, reports Kai Sacher, director
of R&D at Chobani (www.
Lifted by Chobani’s new all-natural
chobani.com),
New Berlin, N.Y., sales
offering, the light Greek segment
of
“light”
Greek
yogurts shot up 320%
posts a 320% gain.
during the last 24 weeks of the year
BY DENISE LEATHERS
(versus the same period a year earlier), making them the biggest driver
hanks to continued growth
of the segment’s success recently.
in the Greek and premium
Since the introduction of Light &
segments, yogurt sales jumped Fit Greek and Yoplait Greek 100 in
4.9% to $1.50 billion across chanmid-2012, White Plains, N.Y.-based
nels during
Dannon (www.
the 12 weeks
dannon.com)
ended Jan.
and Gen26, reports
eral Mills have
Chicagoowned the
based market
lion’s share of
research firm
the light Greek
IRI. Units
segment.
rose 2.6% to
But Chobani
1.06 billion
recently dewhile volume
buted Chobani
gained 1.3%
Simply 100, “a
Billed as “the first and only”
to 698.7 milwholesome,
100-calorie Greek yogurt made with
lion. Dollars
delicious,
only natural ingredients, Chobani’s
were ahead
100-calorie
new Simply 100 line gave the light
of volume
Greek yogurt
Greek segment a big boost.
due to inflamade without
tion and the higher ring of Greek
artificial sweeteners.” Available in
yogurt and premium varieties.
Blueberry, Strawberry, Pineapple,
“Last year we saw 11% of (yoPeach, Black Cherry and Vanilla, the
gurt) category growth coming
product features a proprietary blend
from premium brands,” notes Kate
of three natural sweeteners: monk
Barton, marketing manager for the
fruit, stevia leaf extract and evapoLiberté and Mountain High brands
rated cane juice.
at Minneapolis-based General Mills
(www.generalmills.com). “We’ve seen TAKING ON SUGAR
incredible growth this past year, and
“Lowering calories has always been
are well-positioned to continue.”
important, but now reduced sugar
Liberté has both a Greek line and
is a big focus as well,” says Colwell.
a Méditerranée line. Its MéditerBut instead of artificial sweeteners
ranée line is made with whole milk
or even natural sugar substitutes,
and cream for a more European-style the Maia line contains real cane
yogurt.
sugar — just less of it. “We did a lot
Manufacturers say sales of Greek
of testing and eventually came up
yogurt grew about 40% in 2013,
with a product that’s naturally low
boosting its category share to
in sugar but still tastes delicious,” he
nearly 50%. “No country’s ever seen a explains, citing increased awareness
product take over its diet like Greek
of the harmful effects of too much
yogurt has in the U.S.,” says Hamsugar. Two new varieties, Peach and
ilton Colwell, founder of Hamden,
Raspberry Lime, give the line a total

JUMPS 4.9%

T
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of eight flavors.
Colwell says a big part of Maia’s
attraction is its 25 billion gut-friendly
pre- and probiotics — 10 times the
amount in other Greek yogurts —
which highlights consumers’ renewed
interest in products that promote
digestive health.
Although its sales seemed to have
plateaued a couple of years ago,
top-selling digestive health brand Activia is also enjoying strong growth,
thanks in part to Dannon’s introduction of Activia Greek last year.
The new item helped reignite
sales of non-Greek Activia as well,
prompting yet another line extension earlier this year, according to
Dannon’s senior director of public
relations Michael Neuwirth. Activia
Greek Light offers all the benefits of
regular Activia Greek but has only
80 calories. Available varieties are
Strawberry, Blueberry, Cherry, Peach
and Vanilla.
“People buy yogurt for different
reasons — weight management,
digestive health, a light dessert,
breakfast on the run, as a source of
protein, etc.,” says Neuwirth. “So it’s
important to offer both regular and
Greek products that meet all of those
consumer needs.”

Dannon’s Danimals
SuperStars low-fat Greek yogurt
for kids is lighter and less tart than
“regular” Greek yogurt, making it more
palatable to the 12-and-under crowd.

Until recently, one need that wasn’t
being met by the company was parents’ desire for a Greek yogurt their
children could enjoy. “We noticed
that a lot of kids’ Greek yogurt offerings were simply regular adult
Greek yogurt in smaller packages,”
explains Neuwirth. “But kids are less

5)&'*/&45*/(3&%*&/54"/%/05)*/(.03&
PVODFTt*OEVMHFOU TJMLZUFYUVSFt(MVUFOGSFF
$POUBJOT-JWFBOE"DUJWF$VMUVSFTt0,LPTIFSDFSUJåDBUJPOtS#()GSFFNJML
/PBSUJåDJBMýBWPSTPSTXFFUFOFSTt/PHFMBUJOPSBSUJåDJBMQSFTFSWBUJWFT
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SPOTLIGHT: YOGURT
accepting of Greek yogurt’s tartness,
and they’re a lot more sensitive to
texture.” After experimenting with
various cultures, the company’s
R&D department came up with a
lighter, milder Greek yogurt that’s
inherently less tart and, as a result,
doesn’t require as much flavoring to
cover it up. Billed as the first Greek
yogurt designed specifically to meet

Currently available at select
Whole Foods, Blue Hill Yogurt
comes in six “savory” vegetable
flavors, including Carrot,
Tomato, Beet, Butternut Squash,
Sweet Potato and Parsnip.

the taste preferences of children,
the product is free of high fructose
corn syrup and artificial flavors and
colors. It’s sold under the Danimals
SuperStars label and comes in Cherry
Rush, Cotton Candy Thrill, Mixed
Berry Half-Pipe, Strawberry Banana
Sprint and Strawberry Slide.

‘LESS TART’ GREEK
Of course, kids aren’t the only ones
who don’t like the taste of Greek yogurt, but still want to enjoy its many
health benefits, prompting other
manufacturers to tackle the flavor
issue as well. For example, Tillamook, Ore.-based Tillamook County
Creamery Association (www.tilla
mook.com) recently debuted “bettertasting, less tart” Farmstyle Greek
Yogurt made with buttermilk cultures. In addition to standard flavors
like Oregon Blueberry, Washington
Raspberry and Oregon Strawberry,
the new product also comes in Cinnamon Hazelnut, Honey Peach and
Coffeehouse Blend, underscoring the
growing popularity of dessert-type
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flavors, even in Greek
mato, Beet, Butternut
yogurt.
Squash, Sweet Potato
For example,
and Parsnip flavors, all
Danone-owned
made with 100% grassStonyfield Organic
fed milk.
(www.stonyfield.com),
Vegetables are
Londonderry, Conn.,
also popping up in
recently added both
Stonyfield’s new line
Cafe Latte and Black
of squeezable yogurt
Cherry to its Stonyfield
pouches for babies,
Greek lineup, which
toddlers and children.
now features “an even
YoBaby pouches come
General Mills’ Liberté
creamier texture and
in Blueberry, Mango,
has both a Greek line
perfected flavors.” And
Sweet Potato and Vaand a Méditerranée
General Mills just
nilla flavors, while Yoline. Its Méditerranée
expanded its Yoplait
Tot pouches are availline is made with
Greek 100 collection
able in Pear Spinach
whole milk and cream
with Apple Pie and
Mango and Strawberry
for a more EuropeanStrawberry Cheesecake
Beet Raspberry variestyle yogurt.
varieties. In addition,
ties. YoKids pouches,
the company recently launched nonon the other hand, are offered in
Greek Yoplait Light Dessert Mix-Ins,
more conventional flavors: Blueberry,
which feature low-cal yogurt and a
Strawberry and Strawberry Banana.
separate pack of toppings. Available
SECONDARY LOCATIONS KEY
varieties include Key Lime Pie with
While manufacturers are working
graham cracker crumbles, Boston
hard to make sure there’s a yogurt
Cream Pie with chocolate cookie
for everyone, lack of space remains a
crumbles, and Coconut Cream Pie
problem. Yogurt sections grew an avwith graham cracker crumbles.
erage of only about 1.5 linear feet last
But according to Colwell, dessert
year — not nearly enough to accomflavors are just the tip of the iceberg.
modate even an adequate assortment,
“Every imaginable flavor, from exotic
says Neuwirth. As a result, “The secfruits to garden vegetables to spices,
tion is still plagued by out-of-stocks,
will be tested in the marketplace
which often results in walk-aways
in the coming years,” he predicts.
and loss of sale.”
In fact, New York-based Blue Hill
Although some have suggested
Yogurt (www. bluehillyogurt.
that larger yogurt shelf sets will
reduce dollar sales per square foot,
Neuwirth says studies have shown
that giving yogurt more space actually brings incrementality to the
dairy department because the section
becomes much easier to shop. But
expanding linear footage usually
means taking space away from other
categories in- or outside the dairy
Packed with pre- and probiotics,
department or costly remodels. An
“lightly sweetened” Maia Yogurt
easier, less expensive solution is secalso taps into growing demand
ondary display.
for low-sugar Greek options.
“Yogurt is used in a lot of different ways and combined with a lot of
com) introduced a collection of six
other foods — fruit for smoothies,
vegetable-flavored “savory” yogurts
granola for breakfast, spices and sealast fall. Available at more than 100
sonings for dips. So there are lots of
Whole Foods Markets in the Northsecondary locations that can work,”
east and Mid-Atlantic, the vibrantly
says Neuwirth. Q
colored yogurts come in Carrot, To-
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If it’s out there,

it’s in here.

FMI Connect is the new FMI show,
redesigned so that every aisle,
exhibit and education session is
loaded with inspiration and ideas.
Stock up on solutions for your entire
store and every aspect of your
business, including:

More fresh and perishables to
keep customers coming back
Q Retail technology to enhance the
shopping experience
Q New product innovations to boost
margins in every department
Q Basket-filling temptations and the
latest taste trends
Q

Join industry peers from every channel at food retail’s defining event.

Co-located with:

BEVERAGE

Register today at fmiconnect.net!

SPOTLIGHT: ICE CREAM/NOVELTIES

‘HEALTHY’
MAY SPARK
ICE CREAM

eating ice cream,” she explains.
To make its Greek frozen yogurt
novelties even more indulgent, Yasso
recently rolled out five new varieties
inspired by consumers’ favorite ice
cream flavors: Mint Chocolate Chip,
Chocolate Fudge, Peanut Butter Cup,
Dark Chocolate Covered Raspberry
Super-premium and ‘better-for-you’ and “the one we’re most excited
items show strong gains, although
about,” Sea Salt Caramel. Made with
the category as a whole is flat.
all-natural ingredients and real Greek
yogurt, the newcomers contain 100
BY DENISE LEATHERS
to 130 calories and 5 to 6 grams of
protein each, “but will allow consumers to satisfy their craving for their
espite a burgeoning superfavorite ice cream flavors any day of
premium segment, ice cream
the week,” says
sales slid
Klane.
0.3% to $1.12 bilAnother
lion across channels
company looking
during the 12 weeks
to expand its
ended Jan. 26 (compresence in the
pared with the same
frozen Greek
period a year ago),
yogurt novelties
reports Chicagosegment is Le
based market
Mars, Iowaresearch firm IRI.
based Wells
But the frozen
Dairy (www.
novelties category
wellsenterprises
suffered even more
.com), which
significant losses.
produces the
Sales tumbled 4.3%
Craft ice cream leader Graeter’s
to $598.79 million,
debuts four flavors of authentic, Yoplait brand
under a licensing
hampered by wanItalian-style gelato made “the
agreement with
ing interest in “diet”
old fashioned way” in small
General Mills.
offerings from topbatches.
To its original
10 brands like The
three-flavor lineup, the company
Skinny Cow (-16.1%) and Weight
recently added a pair of Greek Frozen
Watchers (-19.4%).
Yogurt Bars with Granola.
While it’s clear consumers want
“Granola is an incredibly popular
better-for-you frozen desserts,
topping in refrigerated yogurt,” says
“they’re looking for healthy opmarketing manager Jill Feuerhelm.
tions that don’t require them to
“So adding it to our frozen (Greek)
sacrifice taste,” says Amanda Klane,
yogurt bars was a logical combinaco-founder of Boston-based Yasso
(www.yasso .com), the first company tion.” Available in both Strawberry
to offer frozen novelties made
with Greek
yogurt. “It’s
and Blueberry, the granola-coated
an opportunity to expand frozen
dessert consumption from weekends bars “deliver all the benefits of Greek
yogurt in a way that feels more like a
and special occasions only to everytreat,” she adds.
day (because) consumers no longer
The success of frozen Greek yogurt
have to worry about the high calonovelties has also attracted a numries, sugar and fat that comes with

D

ber of new players to a category that
didn’t even exist a few years ago. For
example, Atlanta-based Luvo (www.
luvoinc.com), formerly known as
LYFE Kitchen, just rolled out a line
of all-natural bars made with real
fruit and cocoa and rBST-free dairy.
Available in Strawberry, Blueberry
and Fudge flavors, the frozen treats
contain 90 calories and 5 grams of
protein per bar, reports the company.

‘A LITTLE LESS INDULGENT’
But Greek yogurt isn’t the only
way to make ice cream and frozen
novelties better-for-you. According
to Richard Graeter, president and
CEO of Cincinnati-based Graeter’s
Ice Cream (www.graeters.com), the
company’s new A Little Less Indulgent line, developed for the growing
number of consumers looking to
cut back on sugar, contains 50% less
sugar and 25% less fat and calories
than traditional ice cream. But instead of a stevia-based sugar substitute, the collection is sweetened with
crystalline fructose and monk fruit,
“a newer option that delivers a clean,
sweet taste without the bitter off-note
that often accompanies stevia-based
products.” Current flavors include
Madagascar Bourbon Vanilla Bean,
Chocolate Chip and Mint Chocolate
Chip, all offered in pints.
Like the yogurt and smoothie
categories, the better-for-you frozen
novelties segment has also welcomed
its first vegetable-enhanced items.
Oakland, Calif.-based Nestlé Dreyer’s
Ice Cream Co., part of Nestlé USA
(www.nestleusa.com), recently
launched a group of five Fruit &
Veggie Bars under its Edy’s Outshine
label (marketed as Dreyer’s Outshine
in the West).
Described as “a
tasty way to include vegetables
in your diet,” the
collection includes Blueberry Medley (with beets and sweet potatoes),
Tangerine Carrot, Apple and Greens,
Peach Mango Medley, and Strawberry Rhubarb, reports brand manager
Kerry Hopkins.

Craft brands can do for the ice cream category
what they did for the beer category 30 years ago.
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Another company tapping demand for better-for-you
Carl Breed. Building on the success of its standard fruit
frozen novelties, J&J Snack Foods (www.jjsnack.com),
bars, the company debuted Dark Chocolate-Dipped
Pennsauken, N.J., just introCoconut Fruit Bars last year, he explains. But
duced Minute Maid 100% Juice
consumers responded so well that it’s expandBars. Billed as the only juice
ing the line to include Dark Chocolate-Dipped
novelty in mainstream retail
Strawberry Fruit Bars as well (strawberry is its
made with 100% juice, the
best-selling original fruit bar variety). Offered
bars will be available only at
in six-packs, “They taste just like chocolateWalmart initially, though discovered strawberries,” says Breed.
For consumers who want to eat better but
tribution is expected to expand
aren’t willing to give up their favorite frozen
through the spring and sumtreats, snack-size minis that offer a smaller
mer. Available in Grape, Orange
portion of “the real thing” also remain popuand Cherry, the gluten- and nutlar. According to Craig Hall, general manager
free fruit bars contain no high
at Hackettstown, N.J.-based Mars Ice Cream
fructose corn syrup, “so families
(www.mars.com), snack-size versions of the
can feel good about offering this
company’s full-size Snickers, Twix, Milky Way
healthier, kid-friendly treat,”
and Dove Ice Cream Bars continue to sell well.
says director of marketing
Billed as a category first,
But Mars’ latest candy-inspired frozen treat is
Alissa Davis.
Edy’s Outshine Fruit & Veggie
While some manufacturmade with sorbet, so even the standard size
Bars from Nestlé USA offer
ers are making their fruit bars
is low-cal. Inspired by the best-selling fruit
consumers a new way to add
even better-for-you, Brenchews, Starburst Sorbet Bars “offer a burst of
more vegetables to their diet.
ham, Texas-based Blue Bell
strawberry flavor in a light and refreshing bar
Creameries (www.bluebell.com) is making its bars just
on a stick that consumers will love,” says Hall.
Wells is also embracing the portion-control trend,
a little more decadent, reports director of marketing
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SPOTLIGHT: ICE CREAM/NOVELTIES

rolling out cups of both Greek frozen yogurt and ice
cream under its Weight Watchers brand, reports Feuerhelm. “These cups are perfect for anyone who wants to
enjoy ice cream and keep on track,” she says.

CRAFT BRANDS GAINING
While better-for-you has grabbed a lot of headlines
lately, ultra-premium, “craft” brands are also gaining a
foothold in the category. Not to be confused with massproduced brands like Ben & Jerry’s and Häagen-Dazs
that have “commoditized” the super-premium segment,

The success of frozen Greek yogurt novelties has attracted new
players to a category that didn’t
even exist a few years ago.
“craft brands are made in small batches by passionate
artisans,” says Graeter, whose family has been making craft ice cream since 1870. He believes that craft
brands can do for the ice cream category what they did
for the beer category 30 years ago. “But you’ve got to be
authentic or customers will call you out; that’s the price
of admission,” he says. “You can be big or you can be
great, but you can’t be both.”
Having decided it would rather remain great,
Graeter’s recently introduced its first four gelato pints,
tapping into growing demand for the “sexy” European
import. “This
subcategory has
exploded and
shows no signs
of slowing,” says
Graeter. However,
“Many of the new
American gelatos... are a very
pale imitation of
true Italian gelato.” His company’s version is the
real deal, made
the authentic way
Yasso expands its line of Greek
in 2-gallon vertifrozen yogurt bars with five ice
cal batch freezers.
cream-inspired flavors, including
Available varieties
trendy Salted Caramel.
include Caramel
Truffle, Dark Chocolate Truffle, Hazelnut Truffle and
Vanilla with Milk Chocolate Truffles.
Another newcomer to the gelato category, Unileverowned Breyer’s (www.breyers.com), Englewood Cliffs,
N.J., rolled out a four-SKU line in January. Offered in
clear 28.5-ounce tubs — another important category
trend — the Gelato Indulgences collection includes
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Vanilla Caramel, Raspberry Cheesecake, Tiramisu and
Triple Chocolate flavors.
While gelato flavors tend to be more upscale and
indulgent, on the ice cream side of the category, Graeter
says Salted Caramel is still the biggest newsmaker.
“We’ve been making that flavor for over 100 years, but I
bet we sold more in the last 12 months than we have in
the last 12 years combined,” he reports.

FROZEN YOGURT SHOPS

EXPLORE FLAVORS

Greek varieties are strong, but keep an eye out for
Vietnamese, Asian and European styles.
BY ADRIENNE NADEAU

W

hether frozen, whipped or Greek, fruit flavors are the primary drivers of yogurt sales.
Classic flavors like strawberry and blueberry are top
sellers, although bold flavor profiles are in demand
and have become a point of differentiation. Papaya,
black cherry and other exciting flavors have become
regular offerings.
Upscale ingredients are a sought after by consumers and personalizing the experience is key. Self-serve
frozen yogurt chains, such as FroYo and No. 1 Zagatrated Red Mango, offer a variety of yogurt flavors and
toppings, so hundreds of combinations are possible.
Toppings range from the familiar, chocolate sprinkles
or Nestlé crunch, to the exotic, mandarin orange or
pomegranate. Orange Leaf is celebrating a Year of
the Flavor by launching a new flavor each month (it
debuted Pistachio in March). The company believes
that consumers, especially Millennials, are willing to
experiment with new concepts.
Greek yogurt’s strong success showed that yogurt
can be an upscale product. And in an increasingly
competitive market, international styles of yogurt are
fighting for market share with their healthful attributes. Tarte Asian Yogurt is a Vietnamese style yogurt
with a low calorie count, natural sweetener and high
calcium. Other European and Asian style products
are also appearing. Red Mango is now offering Greek
yogurt smoothies.
In a recent Technomic study, consumers were
asked which snacks they purchase at least occasionally (once every 90 days), and nearly a third of respondents (31%) selected yogurt. Women skewed slightly
higher, with 38% reporting that they purchased
yogurt at least once every 90 days.
Adrienne Nadeau is a senior analyst with Technomic,
Inc. (www.technomic.com), the Chicago-based consulting and research firm serving the food industry.

Among the most recent companies to add a Salted Car- search, Millennial consumers in particular continue to
amel variety are Wells Dairy, which just debuted a Salted
look for and value interesting and exotic flavors,” says
Caramel Ice Cream Candy Bar under its Weight Watchers Lang. “Blue Bunny is the first national ice cream brand
brand, and Blue Bell Creameries,
to embrace Hispanic influence in a unique
which recently rolled out Salted
line of flavors.”
At the other end of the spectrum,
Caramel half-gallons.
Another important flavor
manufacturers also report growing intertrend is Hispanic-inspired varieest in “old-fashioned” flavors that remind
ties that better reflect America’s
consumers of their hometown scoop
growing diversity, says Wells
shops. For example, Orwigsburg, Pa.-based
Dairy marketing manager MaYuengling’s Ice Cream (www.yuenglings
kenzie Lang. To meet demand for
icecream.com) recently resurrected a brand
more exotic, adventurous frozen
first produced in the 1920s. After a 28-year
desserts, the company recently
absence, it’s back on the shelves once again
added four Hispanic varieties to
in traditional flavors like Black and Tan
Tapping into demand for
its premium Blue Bunny lineup:
(chocolate and caramel), Root Beer Float
more exotic, globally-inspired
Cuatro Leches, Hot Chocolate
and Chocolate Marshmallow. Offered in
flavors, Wells Dairy adds
Con Churros, Coconut Mango
quarts, the ice cream is made with locally
four Hispanic varieties to its
Swirl and Flan.
sourced, all-natural ingredients and carries
premium Blue Bunny lineup.
“According to recent rethe “PA Preferred” logo. Q

ICE CREAM & FROZEN NOVELTIES
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores combined
for the 12 weeks ended Jan. 26, 2014, according to IRI, the Chicago-based market research firm. Percent change is
versus the same period a year ago. Brands are listed as originally trademarked and may not include line extensions
CATEGORY
$ SALES
ICE CREAM/SHERBET
$1,124,364,000
ICE CREAM
$1,024,041,000
Private Label
$220,999,500
Blue Bell
$109,128,400
Breyers
$82,704,190
Häagen-Dazs
$78,167,230
Ben & Jerry’s
$65,836,380
Dreyer’s/Edy’s Slowchurned
$58,770,260
Dreyer’s/Edy’s Grand
$48,804,920
Wells’ Blue Bunny
$44,749,060
Turkey Hill
$44,550,400
Breyers Blasts
$23,105,700
FZ YOGURT/TOFU
$61,833,050
SHERBET/SORBET/ICES
$38,489,900
FZ NOVELTIES
$598,791,200
FZ NOVELTIES
$550,154,600
Private Label
$72,533,270
Nestlé Drumstick
$38,737,200
The Skinny Cow
$30,057,100
Wells’ Dairy Weight Watchers
$28,712,490
Klondike
$24,220,600
Dreyer’s/Edy’s Outshine
$23,493,480
Häagen-Dazs
$23,298,490
Blue Bell
$21,574,910
Popsicle
$18,756,160
Magnum
$14,887,800
ICE CREAM/ICE MILK DESSERTS $43,120,040
ICE POP NOVELTIES
$5,516,464

% CHG
(0.3)
0.1
0.5
7.7
(11.9)
8.1
5.3
(7.7)
(6.3)
(4.2)
12.9
(7.3)
(1.5)
(7.7)
(4.3)
(4.1)
(1.9)
2.7
(16.1)
(19.4)
(6.2)
18,229.8
(0.0)
21.0
(12.9)
(6.1)
(3.6)
(28.3)

UNIT SALES
307,796,000
277,869,600
69,568,560
25,989,480
22,058,770
18,978,160
16,336,030
15,143,870
12,949,100
9,923,566
15,638,210
6,265,986
16,675,530
13,250,940
171,052,200
165,085,900
24,564,270
7,557,894
6,269,489
6,409,670
6,997,302
5,627,955
10,184,050
5,338,880
5,211,625
3,702,015
2,887,233
3,079,146

% CHG
(1.1)
(0.6)
2.4
5.4
(15.6)
7.3
3.8
(10.9)
(8.8)
(4.3)
18.5
(10.5)
(4.0)
(8.8)
(7.1)
(6.8)
(3.7)
(0.6)
(31.0)
(20.2)
(9.0)
17,041.9
(0.3)
19.1
(16.0)
(12.4)
(7.5)
(21.7)

VOLUME
910,321,000
841,187,600
252,899,200
75,256,250
65,880,570
18,472,720
16,398,630
45,774,570
39,594,350
40,671,920
46,456,190
18,632,210
37,970,370
31,163,020
237,382,500
218,014,800
46,174,280
13,480,620
8,280,358
7,456,343
12,157,850
6,151,244
3,824,638
10,158,200
9,322,376
2,346,737
8,850,283
10,517,400
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% CHG
(2.0)
(2.0)
0.0
9.6
(16.0)
6.0
3.7
(10.9)
(8.1)
(5.8)
18.5
(10.6)
1.1
(6.6)
(5.9)
(5.0)
(2.9)
4.3
(23.2)
(21.6)
(6.6)
18,520.3
2.3
19.7
(15.7)
(13.6)
(3.3)
(22.8)
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LOGISTICS

ACQUIRING
Deal doubles size of Lineage,
creates world’s second-largest
refrigerated warehouse network.

C

olton, Calif.-based Lineage
Logistics has agreed to purchase Millard Refrigerated
Services, Omaha, Neb. Terms were
not disclosed. With the acquisition of Millard, Lineage will expand
its network by 30 locations and
increase its footprint to more than
21 million total square feet and
more than 518 million cubic feet of
cold storage capacity.
The deal doubles the size of Lineage’s business and creates the second
largest refrigerated warehouse network globally, based on data from the
International Association of Refrigerated Warehouses. It will now operate
in 21 states versus 12 previously.

ADDITIONAL SCALE
The combination gives Lineage additional scale to support its growth and
increase its investment in technology,
logistics offerings and facilities, while
adding talented management to its
team, according to Lineage CEO Bill
Hendricksen.
“We always thought the potential
synergies between us and Millard
were very strong, but never thought
they would be available to do a deal,”
he added. “Our cultures, customer
focus and ways of doing business
are very similar, and our associates
nationwide are looking forward to
getting started.” Work on integration
will begin as soon as the deal is final,
and Hendricksen expects that “in a
year or two we’ll have the company
where we want it.”
He adds that customers will have
unparalleled geographic and customized service capabilities in major
logistics centers nationwide. “Millard’s highly reputable operations and
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dedicated focus on service makes the roots, values and culture,” said Kevin
Marchetti, managing director of
company a great fit for Lineage.”
Bay Grove (www.
Millard’s CEO and owner,
bay-grove.com), the
Lance Larsen, will stay inSan Francisco firm
volved as an investor and
that has built Lineage
board member in Lineage. He
Logistics through acwill, like all other previous
quisitions and investowners of companies now part
ments completed in
of Lineage, have a stake in the
partnership with encompany. “Lineage’s leadertrepreneurs, managers
ship team is highly experiand employees over
enced and the ideal partner
the past five years.
to continue growing Millard’s
Larry Larsen foundlegacy,” said Larsen.
Bill Hendricksen
ed Millard (www.
Brian Vinchur, CFO at Milmillardref.com) in 1963 to serve
lard, will join Lance Larsen in his
the industry in the Midwest. Since
other businesses. Tim Smith, Milthen, the family-owned and operated
lard’s senior vp of sales and marketcompany has grown to 30 facilities
ing, will join Lineage, as will Sean
Kimble, Millard’s senior vp of human nationally, with 228 million cubic
feet of capacity. In addition to cold
resources.
storage distribution and warehous“By acquiring Millard, we are exing, Millard provides value-added
ecuting on our long-term strategy to
services including transportation,
grow Lineage (www.lineagelogistics.
com) by adding a great family-owned high pressure processing and food
company with deep entrepreneurial
manufacturing. Q

NEW COO AT HENNINGSEN
Paul Henningsen has been promoted to the newly created position of
chief operating officer of Henningsen Cold Storage Co., Hillsboro, Ore.
He will report to Michael Henningsen, president and chairman.
In his new role, Paul will direct, administer, and
coordinate the internal day-to-day operational
activities of the company.
Henningsen joined the company in 1987, in the
engineering department. Most recently, he was
vp, corporate development and engineering, where
he was responsible for the development, design,
construction and management of many internal
programs and all capital projects, acquisitions,
expansions and engineering services.
“Paul has a keen sense for where we can best
strengthen our leadership in other departments as
Paul Henningsen
our company grows,” says Michael Henningsen.
Paul Henningsen is also president and chairman of Rose City Sand &
Gravel, a subsidiary of Henningsen Cold Storage, which owns and manages various property and buildings in the Portland, Ore., area. Q

123RD IARW-WFLO CONVENTION SET
More than 700 warehouse and logistics professionals will gather April
26-30 in San Diego for the 123rd annual convention and expo of the International Association of Refrigerated Warehouses and the World Food
Logistics Organization.
The event, themed “Continuous Improvement,” includes educational
sessions, networking opportunities and a sold-out show floor. For more
info, go to www.iarw.org. Q
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DEDICATION SETS LINEAGE APART
Lineage Logistics is a warehousing and logistics
company built to deliver sophisticated, customized and
dependable cold chain solutions. Lineage has one of the
largest facility networks in the U.S. forged through the
combination of entrepreneurial companies with long
histories and strong reputations. We are a company of
creative people dedicated to getting the job done and
absolutely committed to customer service.
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Decatur
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Decatur
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Perry
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Baltimore

Virginia
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Norfolk
Richmond
Smithfield
North Carolina
Tar Heel

COMPLETE COLD CHAIN SOLUTIONS
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GETTING PERSONAL

‘HIRE A VET!’
After several combat tours, this Marine came home to
direct new business for a firm that builds everything
from retail stores to frozen food warehouses. But he
says the transition to civilian jobs isn’t always easy.
BY DENISE LEATHERS

(But don’t tell his wife that.)
While Zavalla accompanied the general all over the
world, visiting such exotic locales as Senegal, Liberia, Germany, Italy and Mexico, it wasn’t all parties and dignitaries. The Sept. 11 attack on the U.S. embassy in Benghazi,
Libya, and a subsequent attack on Camp Leatherneck in
Afghanistan, as well as Hurricane Sandy (Fox coordinated
the Marine Corps’ response to the disaster) occurred during his time with the general.

ON THE HOMEFRONT

W

Zavalla’s military career, during which he earned both
orking as aide de camp — or executive assisbachelor’s and master’s degrees, ended in 2013 when his
tant — to Maj. Gen. Raymond Fox in 2012
wife accepted a tenure-track position at the University
was “one of the hardest things I’ve ever done,”
of Nevada, Reno. “I had been deployed so
says Marine Corps
many times, and it was really grueling. After
Capt. Raymond
living apart for five years, I just wanted to be
Zavalla. And this
back home with her,” he explains. Little did
from a man who
he know adjusting to life on the other side
did two tours in
wouldn’t be so easy.
Iraq and a year
While joining the reserves helped ease the
in Afghanistan.
transition, the job hunt presented a different
Despite the chalchallenge. He applied for many jobs for which
lenges, which
he was well qualified based on his experience,
required him to
but his résumé lacked key words sought after
plan, coordinate
by human resources departments.
and execute the
“I had no idea how to write a résumé for
schedule of one of
the kinds of civilian jobs I wanted,” he recalls.
the Marine Corps’
“I finally paid a guy $400 to ‘translate’ my
highest-ranking
military experience into something that
officers, it’s an
made sense to potential employers — and it
experience he
was worth every cent. So if you see that an
wouldn’t trade for
applicant is a vet, maybe do an interview and
anything. But he
let him explain how his experience qualifies
didn’t always feel
him for the job.”
that way.
He adds, “I know a guy who was an absoRecommended
lute stud in Afghanistan, an infantry squad
for the job by a
leader responsible for the lives of 15 Marines.
friend, Zavalla told
Capt. Raymond Zavalla in Afghanistan,
Now he’s stocking shelves at Whole Foods,
Maj. Gen. Fox that
where he coordinated charitable donations
an incredible waste of his skills. Not surprishe wasn’t interestfrom home through a group called Operation
ingly, he wants to go back.”
ed in the position
Care Afghanistan.
Often, military experience doesn’t seem
and was looking
to match up with jobs in the civilian workplace, but what
forward to becoming a company commander instead.
employer wouldn’t want to hire someone who’s demon“Great,” replied the general. “You start in two weeks.”
Although the hours were long, the travel exhausting
strated grace under fire, leadership, loyalty, dedication,
and comparisons to the general’s dog
What employer wouldn’t want to hire someone who’s
frequent (with Zavalla often coming
up short), “I thoroughly enjoyed the
demonstrated grace under fire, leadership, loyalty,
job,” says the captain, now director of
business development at Reno, Nev.dedication, and the ability to see a job through?
based United Construction.
And despite his early misgivings, “It was really a pleasand the ability to see a job through to the end no matter
ure to work for Major Gen. Fox. He’s very dynamic and
how difficult — all traits veterans bring to the workplace,
very tough, but he treats everyone in his inner circle like
asks Zavalla. “Take a chance,” he says. “If you give these
family.... If he called today, I’d probably come running.”
guys a job to do, a ‘mission,’ they won’t let you down.” Q
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Capture the Category
A Two-Part Strategy:
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