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OUT WARREN’S WAY

PAGES

26 & 30
How Rustic Crust pizza rose from
the ashes in just a month, and
how Meijer was selected as our
Retailer of the Year.

RISING AGAIN

R

ustic Crust pizza, which is
in New Hampshire about
an hour from my house,
burned down in March. Because
I’m on my town’s fire department,
I heard a lot about it from friends
of friends.
Hoses freezing. Ice everywhere,
with firefighters slipping and sliding when they’re trying to work the
fire. It was
too hot to
go inside
when crews
arrived, so
“surround
and drown”
— as it’s
known in
the trade
— was the
only choice.
I’d briefly met Brad Sterl, the
founder and owner of the frozen
pizza company, at a few trade
shows. I hoped this wouldn’t be the
end of his business.
But when I heard that Brad was
back in production just a month
later, I called to ask how he did it so
quickly. I always feel skittish when
I call people who’ve been through
a lot, afraid they’ll think I’m prying
or being a voyeur to their pain.
Early in my career, my daily
newspaper job sometimes involved
calling people who had just lost a
loved one, and asking for a photo of
the deceased for the next edition.
No, this call wasn’t to be remotely
as difficult as those, but I was still
tentative with my questions at first.
I needn’t have been. Brad was human and open about the experience
from start to finish, sharing his
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doubts, hopes and determination.
It’s one of the more compelling,
inspiring stories I’ve ever worked
on. Check it out on page 26.

RETAILER OF THE YEAR

S

o Meijer is our Retailer of the
Year. (Page 30.) People often
ask how winners are selected,
but there are no set criteria. Well,
a few, maybe. My partner Paul
Chapa and I are always hearing a
lot of buzz in the trade about different companies.
When a lot of people are saying good things about a retailer,
I’ll begin some quiet research. The
first step is checking the financials.
Many years ago, I wrote an ode to a
major retailer that went under just
three months later. Lesson learned.
The next step is calling vendors
and suppliers, asking what they
think of bestowing the honor on
Retailer X. An occasional rant
from an unhappy vendor is allowed; too many of them, and the
candidacy ends.
Sometimes, as is the case this
month, the winner won’t talk
to the trade press. That used to
really tick me off, but it doesn’t
bother me anymore. I probably
get better, more accurate stories
by getting all my info from outside
sources.
I love research, and am disappointed when cool stuff doesn’t fit
into the story. So here are some
fun factoids from www.mlive.com,
about Meijer’s CEO, J.K. Symancyk.
They didn’t fit, but I had to find
room somewhere.
—His name is pronounced Suman-sic. J.K., his nickname since
grammar school, stands for James
Kevin.
—He’s bilingual, having learned
Spanish while working for Walmart
for a couple of years in Mexico.
—His degree is in theater, and he
starred in many productions at the
University of Arkansas.
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NEW PRODUCTS

100% Juice Bars
J&J Snack Foods (www.jjsnack.com), Pennsauken, N.J.,
debuts what it says is “the only frozen novelty in mainstream retail
made with 100%
juice.” Offered
under the Minute Maid brand,
the naturally
flavored 100%
Juice Bars come
in Grape, Orange
and Cherry
flavors, each
with about 40 calories. Made with apple juice from
concentrate and other natural flavors, the frozen treats
are free of gluten, nuts and high fructose corn syrup.
Each 27-ounce package contains a dozen 2.25-ounce
“squeeze-up” bars. SRP is $3.59.
Organic Iced Tea
Turkey Hill (www.turkeyhill.com),
Conestoga, Pa., launches refrigerated
organic iced teas made with simple,
natural ingredients: water, organic
cane sugar, organic tea and natural flavors. Offered in single-serve,
16-ounce bottles, the USDA-certified
organic collection includes Organic
Peach Tea, Organic Mint Green Tea,
Organic Sweet Black Tea (all made
with organic cane sugar) and Organic
Green Tea (with organic honey). Each
variety contains 50 to 90 calories per
serving. SRP is $1.59 to $1.79.
Organic Milk Protein Shakes
La Farge, Wis.-based Organic Valley (www.organicvalley.
coop) introduces what it calls the industry’s first-ever
organic milk protein
shakes. Made with protein from organic milk,
not protein powder, the
gluten- and lactose-free
shakes come in both
Dark Chocolate and
Vanilla Bean flavors. Fortified with vitamin D, Organic Balance provides
50% the recommended
daily intake of calcium
and 16 grams of protein.
They are sweetened with
organic stevia and unrefined, fair-trade, organic
cane sugar. A second,
higher-protein shake, Organic Fuel, contains 70% of the
recommended daily intake of calcium and 26 grams of
protein. It’s available in Chocolate and Vanilla. Free of
antibiotics, synthetic hormones, pesticides and GMOs,
both shakes come in 11-ounce bottles sold singly and
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in four- and 12-packs. SRP for single serves is $2.89 for
Organic Balance and $3.89 for Organic Fuel.
Kid-Friendly Meatballs
Alexandria, Va.-based Mom Made Foods (www.mom
madefoods.com)
rolls out Italian
Beef Meatballs and
Gluten-Free Turkey
Meatballs. Made
with USDA-certified
organic and antibiotic-free ingredients,
the microwaveable meatballs are
lower in sodium than
their conventional
counterparts, and contain no preservatives, trans fats
or artificial colors. Both varieties come in 2.5-serving,
8-ounce boxes with a $5.99 SRP.
Flavored Mozzarella Sticks
Rich Products Corp. (www.
farmrich.com), St. Simon’s
Island, Ga., expands its line
of Farm Rich frozen cheese
sticks with three new varieties. Currently available only
at Walmart, the collection includes Buffalo Blue
Breaded Cheese Sticks, Pretzel Crusted Cheddar Cheese
Sticks and Potato Stick
Crusted Ranch Flavored
Cheese Sticks. Also new:
Farm Rich Signature Sweets,
a pair of bite-size, dessert-type snacks. Chocolate
Cream Brownie Bites feature a cookie crumb crust while
Apple Cinnamon Pie Bites boast apple pie filling inside
a flaky pie crust. All five frozen snacks come in 12-ounce
packages expected to retail for $3 to $4 apiece.
Savory Cottage Cheese
Lynnfield, Mass.-based Hood (www.hood.com) adds
two herb- and veggie-flavored varieties to its cottage
cheese lineup, bringing the number of “savory” options
in its portfolio
to three. A
good source of
calcium, both
Cucumber and
Dill and Garden
Vegetable also
contain 13
grams of protein per serving
— 26% of the
recommended
daily value. “Great straight from the cup,” they can also
be used as a topping or dip and in recipes. SRP is $2.49
to $2.99 for 16 ounces.

All-Natural Chicken Meatballs
Chelsea, Mass.-based Kayem Foods expands its all-natural al
fresco lineup for the freezer case (www.alfrescoallnatural.
com) with a trio of gourmet
chicken meatballs free of
fillers. Ready in minutes, the
fully cooked, oven-roasted
meatballs come in three
100% natural flavors: Italian
Style with fresh basil and
mozzarella, Caramelized
Onion with roasted garlic, and
Spicy Jalapeno with roasted
peppers and Monterey jack
cheese. Made with lean, skinless chicken meat, the
gluten-free products
contain 60% less fat
and 40% less sodium than leading pork- and beef-based
meatballs, says the company. All three varieties come in
24-count, 18-ounce, resealable stand-up pouches with a
$7.99 SRP. First ship is August 2014.
Natural Ice Cream
To help celebrate its 100th anniversary, Velvet Ice
Cream (www.velveticecream.com), Utica, Ohio, debuts
four all-natural flavors made in small batches with
farm-fresh local cream, pure cane sugar and topquality, natural ingredients, including sustainably grown
Callebaut Belgian chocolate, slow-roasted Southern

pecans and pure vanilla. Free of
high-fructose corn syrup, the
newcomers include Original Vanilla,
Salted Chocolate Fudge, Vanilla
Chocolate Duo and Bourbon Pecan.
They’re expected to retail for $6.49
to $6.99 for 56 ounces.
Southeast Asian Entrees
Tukwila, Wash.-based InnovAsian
Cuisine (www.innovasiancuisine.
com) debuts authentic Southeast
Asian entrees created in conjunction with Sacramento restauranteur Chef Mai Pham. Offered under the Lemon Grass
Kitchen sub-brand, the collection includes six MSG- and trans
fat-free dishes specially formulated
for microwave cooking: Beef &
Broccoli Noodles, Chicken Pad Thai,
Chicken Red Curry, Lemongrass
Chicken Stir Fry, Shrimp Pad Thai and
Thai-Style Chicken Fried Rice. Ready
in 12 minutes or less, the multi-serve
frozen meals feature rice noodles,
crisp vegetables, all-white meat
chicken breast, flavorful sauces and
other high quality ingredients individually packaged for superior freshness. Already available at Walmart,
the 16- to 18-ounce entrees are expected to retail for $7 to $8 apiece.

No artiﬁcial colors, ﬂavors, or preservatives
Meats are nitrate, nitrite, & hormone free
Fresh pearl mozzarella & naturally
smoked Provolone cheeses
Fabulous tasting and on trend
MAP-packed for extended shelf life

Taste the Delicious Difference!
Visit us at:
Expo West Booth #8021

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

EXPRESS LANE

CONSUMER SHIFTS,
DOLLAR STORES
IMPACT FROZEN & DAIRY
IRI executives tell NFRA gathering to defend against
dollar stores and to focus on products offering
simplicity, wellness and excitement.

aFROZEN SCORECARD

BY WARREN THAYER

F

rozen and dairy foods face significant shifts in category sales trends because of evolving consumer
preferences. They also have to take action to avoid
further losses to the dollar store channel. Given these
and other factors, the need to understand and target
consumers effectively has never been stronger.
These were among the insights offered by Larry Levin,
exec vp of industry insights, and Sandy Krueger, exec
vp of dairy vertical at IRI, the Chicago-based market
research firm. They spoke at the Retail Executive Conference of the National Frozen & Refrigerated Foods Association April 8 in Tempe, Ariz.
Their presentations began with an overview of the dairy
department, which saw dollar sales rise by 2.9% in 2013,
and the frozen department, up by 0.8% in the same period.

aDAIRY SCORECARD

Top dollar producers for dairy in 2013 were milk ($15.6
billion), natural cheese ($11.7 billion), yogurt ($7.1 billion), juices and drinks ($6.1 billion) and eggs ($5.5 billion).
Key leaders in the department, and their percentage
dollar gain, were: refrigerated spreads, 17.5%; refrigerated
tea and coffee, 7.9%; cream/creamers, 7.6%; refrigerated
dressings, 5.7%; butter, 5.6%; and natural cheese, 1.9%.
Key decliners and their percentage dollar losses, included: desserts -10%; margarine/spreads, -5.3%; tortilla/

‘A number of manufacturers are
in leadership positions because
of their recent innovations.’

egg rolls/wraps, -4.4%; cottage cheese, -2.6%; processed
cheese, -1.9%; and milk, -1.8%.
Kraft is the dairy aisle leader with more than $5.20
billion in category sales. Following, in order, are: Dean,
$2.39 billion; Danone, $2.36 billion; White Wave, $1.94
billion; General Mills, $1.76 billion; Chobani, $1.20 billion; Nestlé, $1.13 billion; Sargento, $1.06 billion; Land
O’Lakes, $999 million; and Eggland’s Best, $720 million.
“A number of the manufacturers you see here are in
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leadership positions because of their recent innovations,”
said Krueger. “And, that’s further demonstrated when
we look at percentage growth over the past year. During 2013, Chobani and Eggland’s Best led the pack with
double-digit growth, but it’s important that each of these
manufacturers helped leverage innovation as a spark to
driving their overall positions.” Top dairy manufacturers in 2013 showed significant growth: Chobani, 18.1%;
Eggland’s Best, 13.0%; Danone, 7.7%; Nestlé, 7.7%; White
Wave, 7.6%; Land O’Lakes, 7.2%; and Sargento, 6.3%.
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Dinners/entrees continue to lead the pack in frozen, with
$8.9 billion in sales. They are followed by: ice cream/sherbet, $5.7 billion; poultry, $4.5 billion; pizza, $4.4 billion;
and seafood, $4.3 billion. “It’s not a surprise to see two
high-protein categories sitting in the top five of the frozen
segment,” Levin said.
Key leaders in frozen last year were: fruit, 11.6%; ice
cream/sherbet, 7.6%; breakfast, 5.2%; soups/sides, 4.4%;
potatoes/onions, 3.6%; and vegetables, 2.9%.
“We know a lot of consumers are starting to ‘drink
their meals’ and
using fruits and
another leader —
vegetables — to
propel a convenient,
good-for-you drink,”
noted Levin. “This
has helped lift these
categories. Handheld breakfast is another booming area
and driving growth for the industry.”
Key decliners in frozen foods were: juices, -10.2%; corn
on the cob, -5.9%; novelties, -5.2%; dinners/entrees, -2.7%.
He explained that category decliners are lagging in part
due to their less-healthy platforms, and are being replaced
by categories that consumers feel will be better for their
everyday lifestyles.
Top frozen food manufacturers in 2013 were: Store
brand, $9.97 billion; Nestlé, $7.36 billion; ConAgra, $3.31
billion; Tyson, $2.37 billion; Heinz, $2.00 billion; General Mills, $2.00 billion; Unilever, $1.83 billion; Pinnacle,
$1.63 billion; Hillshire, $1.29 billion; Schwan’s, $1.23
billion.
“From a branded perspective you see the impact of
Nestlé as the leader in frozen, having more than a full lap
lead on ConAgra,” noted Levin. “Again, however, when
we look at the manufacturers that are driving annual
growth, we see a different array of manufacturers.
Key leaders in performance growth last year, with their
percentage increase, were: Blue Bell Ice Cream, 8.3%;
Ruiz, 6.8%; Hillshire Brands, 5.3%; Kellogg’s, 5.0%; Tyson,
4.6%; and store brands, 1.4%.
“A number of category growth leaders are using innovation to spark their upswings — particularly leverag-

‘A lot of consumers
are starting to ‘drink
their meals,’ using
fruits and vegetables.’

ing protein and on-the-go consumption to drive sales,”
according to Levin.

aDOLLAR STORE IMPACT

Consumers are more value conscious now than they
were six years ago. IRI research has shown that even the
wealthiest consumers are focused on value — they have
certainly been bigger users of dollar stores in the recent
past, Krueger explained. “And, remember, as we search
for value that doesn’t mean cheap, but rather ‘how can
this make my life better.’ Simply, value for the money
does not mean cheap!”
She went on to say that many consumers who are seeking out value are shifting more purchases from grocery
stores to club stores,
dollar stores, Walmart
and mass merchandisers. These lower-cost
alternatives are growing rapidly and picking
up significant share.
Frozen foods, especially, have been hurt by the explosive growth of dollar
stores, Levin said. Dollar stores have seen a 26% gain in
frozen food sales year-on-year. This channel makes up
less than 1% of total frozen volume, but accounts for 7%
of category sales changes across channels.
Frozen meals and fruits/vegetables are driving the
growth in dollar stores, as are snacks and frozen protein — chicken, seafood and meat. Significant gainers
in dollar stores include: fruit and vegetables, up 35.6%;
meals, 34.8%; snacks, 26.4%; meat/poultry/seafood, 18.4%;
desserts, 13.5%; and baked goods, 12.5%.
Key dairy categories are also seeing double-digit
growth in dollar stores. These include: butter, 76%; yogurt, 51%; milk, 31%; margarine, 24.5%; creamers, 23.1%;
and processed cheese, 15%.

Dollar stores have
seen a 26% gain in
frozen food sales
year-on-year.

aINNOVATION DRIVERS

IRI recently released its list of 2013 New Product Pacesetters. These top new products focused on nutritional
value. Attributes most often cited included: fiber/multigrain, 42%; natural/organic, 39%; real fruit benefits, 36%;
vitamins/calcium, 22%; and real vegetables benefits, 14%.
Pacesetters offered less or fewer of: sugar/calories, 57%;
fat, 23%; smart snack/portion, 23%; weight management,
11%; and ingredients, 7%.
Three emerging themes — simplicity, wellness and
excitement are driving many of today’s new product
launches, Levin said. Some Pacesetter products offering
simplicity/convenience include Healthy Choice Baked,
Chobani Bites and Perdue’s Simply Smart.
Some examples for fun and exciting products are
Bolthouse’s Mocha Cappuccino and Land O’Lakes Saute

Express. And in the wellness sector, examples include
Capri-Sun’s Super V (“a great way for kids to indulge in a
drink that’s really good for them”), Laughing Cow (“taking fat out of its classic cream cheese spread”) and the
Smart Ones’ healthy Inspiration lineup, Krueger noted.

aTHE 5 PACESETTERS

IRI’s top five new frozen and dairy products for 2013 were:
No. 5: The Atkins frozen lineup, positioned for simplicity and wellness, had first-year multi-outlet sales of $74
million. It drew 2.5% trial and a strong repeat rate of 41%.
No. 4: Special K Flatbread sandwiches, also positioned for simplicity and wellness. The product posted
multi-outlet year-one sales of $78 million, achieving 90%
distribution. Trial and repeat rates were 4.7% and 37.8%,
respectively.
No. 3: Pepsi’s Müller Greek yogurts, with first-year
sales of $95.8 million. The items were positioned for simplicity and excitement. Trial and repeat rates were 8% and
46%, respectively.
No. 2: General Mills’ Yoplait Greek yogurt, which
drove $135 million in its first year, sparked by nearly 12%
trial and 46% repeat rates. Its positioning: simplicity and
wellness.
No. 1: Dannon Light & Fit Greek yogurt, with multioutlet year-one sales of $145 million. Positioned for simplicity and wellness, it achieved 74% distribution and had
trial/repeat rates of 7% and 51%, respectively.
The IRI speakers said that while new products are great
and exciting, it is important for manufacturers to keep
a close eye on second-year results. They’ve consistently
seen products lose significant share in year two, because
innovation teams have moved on to other launches and
their babies aren’t supported. Accordingly, it is important
to retain distribution, push variety and avoid underspending on promotion.

aTARGETING IS KEY

Careful shopper targeting can help manufacturers drive
frozen and dairy sales, Krueger said. “Whether it’s going
after your own segments in a very calculated household
to household approach — knowing their passions and
emotions is critical to success. One size doesn’t fit all, and
knowing how to efficiently reach a household is a path to
success.”
Krueger added that targeted niche innovations are
critical — whether it’s to an aging population or a growing segment like Hispanics. Further, personalization is
truly taking hold in the marketplace, with digital connections offering a whole new means of communicating,
she explained. “It’s much more efficient and feasible now
to send personalized flyers that appeal to an individual’s
heart and mind as you strive to drive sales through a oneto-one connection,” she said. n
MAY 2014
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top
FROZEN
BY PETER PENGUIN
During the 12 weeks ended
March 23, sales of frozen
foods in supermarkets,
drugstores, mass merchants,
military commissaries and
select club and dollar stores
combined topped $12.39 billion, a 0.1%
decrease compared with the same period
a year ago, reports Chicago-based market
research firm IRI. Units fell 1.3% to 3.63
billion, and volume was down 1.2% to 4.98
billion. Volume sold with merchandising
support rose 1.0 point to 37.9%.
For the 52 weeks ended March 23, dollars
edged up 0.4% to $51.91 billion, but units
decreased 0.6% to 15.29 billion and volume
tumbled 1.0% to 21.83 billion. Volume sold
with merchandising support jumped 1.1
point to 39.6%.
Our chart shows the largest frozen
department subcategories, including
the leading brands, for the 12 weeks
ended March 23. Data is for the brands as
originally trademarked and may not include
line extensions.

F A C T O I D S

-12.5%

Dollar loss by pies (to
$90,145,030), the largest frozen
subcategory to post a doubledigit decline, in part because of
a 7.8 point drop in volume sold
with merchandising support.
Eight of the top 10 brands saw
their sales tumble, but No. 9 private label registered a 34.2% gain.

-248.8%

Dollar loss by ice pop novelties,
to $7,181,246, largest (again) by a
frozen subcategory with at least
$1 million in sales. Nine of the
top 10 saw their sales fall, but
No.9, Jel Sert’s Angry Birds pops,
posted a 432.7% gain!

15%

Percentage of people who say
they’re able to wake up for
work on time without the aid of
an alarm clock, according to a
recent MSNBC survey.
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PIZZA
Di Giorno
Private Label
Red Baron
Totino’s Party Pizza
Tombstone
Freschetta
California Pizza Kitchen
Jack’s Original
Red Baron Singles
Di Giorno Pizzeria

$1,100,922,000
$265,760,500
$108,697,700
$105,119,600
$94,269,930
$76,978,520
$49,069,290
$35,795,390
$29,897,230
$24,614,250
$22,558,320

1.5 348,024,400
1.4 362,338,400
1.1
(8.6) 49,999,660 (7.0) 83,733,710 (9.5)
7.4 34,709,440
3.2 38,488,920
5.6
(1.6) 30,682,080 (0.9) 39,029,350
(1.4)
10.3
71,155,010
10.0 47,418,680
12.6
(2.3) 21,718,040
(1.5) 30,087,100
(2.1)
26.8
9,680,558
28.7
15,153,360 26.4
2.2
7,184,022
0.1 5,846,866
5.3
6.1 11,065,720
11.9 11,457,680
11.8
11.0
6,650,331
12.6 6,545,846
6.7
966.5
4,299,266 1,019.8
5,342,087 1,017.1

ICE CREAM
Private Label
Blue Bell
Breyers
Häagen-Dazs
Ben & Jerrys
Dreyer’s/Edy’s Slowchurned
Dreyer’s/Edy’s Grand
Wells’ Blue Bunny
Turkey Hill
Breyers Blasts

$1,093,557,000
$240,696,600
$116,703,000
$86,841,010
$80,631,000
$79,388,450
$57,808,210
$50,678,240
$46,872,000
$42,722,360
$27,693,930

1.3 294,066,000
1.2 885,621,900 (0.9)
(0.2) 75,524,630
2.2 276,865,300
0.5
7.6 27,974,300
4.1 78,435,680
8.3
(8.5) 23,101,300 (10.2) 68,734,260 (10.7)
9.8 19,353,640
12.0
18,617,150 10.5
8.2 20,126,850
5.7 20,230,610
5.8
(5.8)
14,743,320 (5.6) 44,504,300 (5.7)
(4.7) 13,254,450
(4.1) 40,298,400 (3.7)
(7.4) 10,835,700
(3.2) 43,462,120 (6.6)
8.6 14,076,020
8.7 41,504,900
8.5
(6.3)
7,513,163 (8.0) 22,341,560
(8.1)

SINGLE-SERVE DINNERS/ENTREES $1,089,522,000
(5.1) 520,440,800
Stouffer’s
$131,101,500
(0.3) 50,628,350
Weight Watchers Smart Ones
$93,436,350 (17.8) 45,123,040
Marie Callender’s
$79,803,960
(2.0)
32,125,720
Banquet
$77,509,470
(4.8) 76,482,920
Stouffer’s Lean Cuisine Culinary Collection $70,285,340
0.4 29,034,570
Stouffer’s Lean Cuisine Simple Favorites $64,736,240
(1.5) 32,097,160
Healthy Choice Café Steamers
$33,709,420
37.6 14,093,320
Hungry Man
$33,155,840
5.7 12,676,520
Healthy Choice Top Chef Café Steamers $29,558,390
1.0 12,529,290
Healthy Choice
$23,427,770 (50.4) 10,091,730

(4.5) 332,470,200
5.3 39,738,080
(17.8) 25,478,430
2.6 28,130,990
(3.9) 39,651,330
2.7 16,421,780
2.6 19,448,560
48.8
8,942,918
8.6 12,557,700
9.5
7,926,238
(52.2)
6,661,045

(3.7)
7.4
(19.7)
2.6
(4.3)
2.9
2.8
47.0
8.7
9.6
(49.1)

$831,046,600
$253,732,600
$183,876,900
$34,521,810
$32,407,950
$26,933,470
$23,792,010
$23,555,270
$21,458,430
$21,106,160
$17,465,880

2.3 128,582,600
(0.2) 36,678,060
2.8 23,145,290
12.9
5,852,775
(11.9)
5,589,422
(17.4)
3,890,955
12.0
3,185,467
(3.6)
3,965,593
(13.6)
4,459,729
17.4
5,175,632
15.3
3,148,917

1.5 352,990,500
0.0 104,770,200
6.0 79,202,880
8.1 10,556,350
(10.8) 15,331,380
(18.6) 12,237,660
18.1
4,804,441
(7.4)
4,251,306
(15.5)
4,001,463
8.1
7,669,220
5.2
4,113,808

1.7
(1.4)
4.8
3.9
(17.8)
(17.8)
17.1
(5.4)
(15.1)
20.6
9.5

PROCESSED CHICKEN/CHICKEN SUBS $811,484,200
Tyson
$214,718,900
Private Label
$152,996,300
Tyson Any’tizers
$88,020,100
Tyson Grilled & Ready
$58,961,770
Banquet
$50,685,720
Perdue
$47,122,220
John Soules Foods
$22,505,390
Foster Farms
$22,295,460
Perdue Short Cuts
$18,072,180
Perdue Simply Smart
$14,667,120

1.2 139,459,200
7.1 32,317,400
1.1 24,214,930
(3.2) 12,730,660
(8.0)
11,365,170
(11.5) 10,714,960
(0.0)
9,506,018
20.0
5,967,248
9.0
3,632,992
(6.0)
4,076,957
47.5
2,337,068

(0.5) 217,192,100
6.3 64,270,290
(5.0) 40,607,370
(3.0) 20,211,330
(5.8) 11,642,720
(12.8) 16,487,800
4.3 15,992,350
21.4
4,241,285
5.8
4,992,375
(4.7)
2,451,179
61.8 2,995,864

1.0
10.1
(3.1)
(3.8)
(7.6)
(15.2)
4.4
23.6
4.5
(4.7)
61.0

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

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

$655,959,100 (3.6) 197,165,800 (5.6) 263,897,100 (3.6)
$86,178,920
(3.1) 29,083,280
(4.3) 56,019,220
(2.1)
$46,172,520
3.3 9,088,065
0.8 16,098,890
4.4
$36,961,370 (19.7)
7,805,944 (31.6) 10,458,240 (24.5)
$35,375,380 (20.8)
7,942,100 (21.2)
9,465,695 (20.5)
$29,481,570
(1.9)
8,646,538 (4.2) 14,949,070 (2.5)
$27,869,760 1,954.9
6,659,164 1,634.0
7,397,545 1,814.4
$26,106,860
20.6
6,512,100
19.9
12,418,170 20.7
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$2,478,032

Dollar sales racked up by Weight
Watchers Smart Ones in the frozen
soup subcategory, one of the best
performances by a new frozen
product. Already the segment’s No.
2, its success and that of another
newcomer, Heinz, weren’t quite
enough to bring the category
(-3.3%) into the black.

38%

Percentage of Americans who
could not pass the U.S. Citizenship
Test, according to Newsweek,
which asked 1,000 current citizens
to give the exam a try. Of the
3 million immigrants who took
the test between 2009 and 2012,
approximately 92% passed.

16.6%

Dollar gain by pretzels, to
$19,905,540, second largest by a
frozen department subcategory.
Newcomers Lean Cuisine, which
already grabbed the No. 3 spot
from private label, and Auntie
Anne’s helped drive the advance,
but a pair of Super Pretzel
sub-brands enjoyed
double-digit growth.

49.4%

Percentage of frozen pot pie volume sold with merchandising support during the most recent
12 weeks — a whopping 16.8 points
more than a year ago. Despite
the increase, driven mostly by
No. 2 Banquet, total sales were
flat, but Banquet enjoyed a healthy
4.6% gain.

14

Number of states, many in the
South, where Walmart was the
most frequently listed site of
“missed connections” ads posted
on Craigslist (“Our eyes met
over the dog food, but I was too
afraid to say hi...”). According to a
Psychology Today analysis, those
looking for love may want to give
the chain a try.
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Häagen-Dazs
Popsicle
Magnum
*FISH/SEAFOOD
Private Label
Gorton’s
Fishin Co.
Pinnacle Foods Group
Beaver Street Fisheries
Odyssey Enterprises
High Liner Foods
Atlantic Trading Co.
Great American Seafood
Quirch Foods

$26,014,300
$22,745,990
$16,367,500

3.3
(7.2)
(0.4)

11,474,480
6,429,509
4,204,324

$635,871,200
$144,635,200
$94,071,700
$49,003,500
$46,393,820
$42,501,410
$29,545,200
$22,762,300
$17,173,340
$14,562,560
$11,792,690

(0.2)
(2.2)
(10.8)
15.2
(9.3)
10.5
4.3
0.5
3.2
7.8
(12.0)

93,613,920
20,158,490
20,143,860
5,213,524
10,477,100
4,774,223
2,565,298
3,845,516
1,060,894
1,825,393
1,376,497

5.2
(9.6)
(1.5)

4,282,761
11,390,730
2,651,958

6.2
(7.3)
(1.5)

(7.5) 137,507,800 (4.6)
(13.4) 26,803,640 (9.4)
(11.4) 21,138,230 (9.5)
4.3 13,965,170
3.5
(12.0)
13,171,260 (9.9)
4.1 11,041,600
0.6
6.0
6,210,612
9.2
1.4
5,663,853 (3.4)
(8.2)
2,171,936 (8.4)
(0.9) 3,690,644
2.5
(16.9)
3,526,373 (20.4)

HANDHELD ENTREES (NON-BRKFST) $581,089,200
Hot Pockets
$155,391,200
El Monterey
$69,711,390
Lean Pockets
$37,245,230
State Fair
$36,377,080
Smucker’s Uncrustables
$32,391,350
White Castle
$30,848,150
Foster Farms
$24,154,150
Private Label
$22,388,170
José Olé
$14,289,840
Amy’s
$13,869,140

(1.1) 199,098,000
(0.0) 43,444,510
4.5 22,492,520
(12.1) 16,078,700
(7.9)
6,203,668
14.8
6,751,464
8.5
5,591,577
(2.5)
3,962,160
(10.6) 10,826,300
(2.6) 10,140,080
14.5
5,424,256

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

$500,954,600
$273,383,400
$41,117,520
$26,133,120
$16,661,160
$13,021,220
$12,172,840
$8,804,531
$7,389,929
$6,895,002
$6,860,241

3.0 54,344,270
(0.9)
29,416,180
2.0
5,910,215
55.1
3,549,785
(23.2)
2,415,200
19.0
1,337,057
(1.7)
576,246
(30.1)
1,450,036
(13.4)
341,346
(12.5)
704,425
70.7
397,827

(13.5) 56,907,290 (16.8)
(18.5) 29,673,330 (22.2)
(3.5) 6,690,507
(1.9)
38.9 3,090,989 27.9
(32.2)
1,944,915 (37.3)
(8.1)
1,559,415 (5.8)
(14.4)
1,155,538 (28.1)
(37.3)
1,145,400 (33.9)
(37.2)
671,519 (36.0)
(27.1)
687,714 (33.4)
33.3
617,622
41.4

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

$489,685,200
$181,070,900
$56,641,380
$41,713,470
$30,232,200
$26,366,360
$18,511,460
$15,546,960
$13,714,580
$12,423,680
$9,121,415

(4.5)
7.6
1.2
(0.6)
(6.1)
(6.6)
(23.3)
(2.0)
(21.3)
(10.2)
94.3

(4.2) 174,254,200 (3.5)
13.2 70,905,970
8.7
0.5 20,356,380
4.2
4.0
10,111,030
3.7
(2.0)
5,775,851
(1.7)
(6.7) 10,528,500 (7.2)
(22.3)
7,136,904 (22.0)
(1.2)
8,755,149 (2.3)
(21.1)
3,724,014 (20.6)
(19.8)
4,444,973 (24.3)
96.8 5,009,307 90.6

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

$452,121,800
$125,770,100
$39,568,180
$29,483,280
$26,254,130
$21,678,300
$18,166,150
$17,985,880
$14,895,970
$14,020,360
$12,974,040

(4.4) 106,814,300
1.3 33,062,470
2.1
6,604,897
(5.9)
4,722,780
(5.3)
6,803,277
(12.2)
4,607,308
(2.0)
3,800,928
(5.0)
6,297,029
(16.8)
2,237,286
7.0
1,780,977
(13.4)
3,225,628

(3.6) 133,001,400
1.6 48,454,960
(3.8) 11,868,940
0.2
9,396,332
2.6
6,313,133
(7.3) 4,448,799
(1.7)
5,251,648
0.4
3,798,730
(25.5)
4,073,074
13.2
3,614,669
(11.4)
3,789,975

(3.5)
1.4
0.8
(2.8)
(7.1)
(11.1)
(2.1)
(4.6)
(9.6)
(1.3)
(12.8)

PLAIN POTATOES/FRIES/HSHBRWNS $378,136,700
Private Label
$134,424,500
Ore-Ida
$55,612,090
Ore-Ida Golden Crinkles
$30,913,470
Ore-Ida Tater Tots
$23,470,150

2.4 139,670,300
3.9 57,216,430
(8.5) 17,632,830
(4.7)
8,167,126
(3.7)
7,129,225

4.5 277,024,100
5.5 121,759,900
(9.0) 31,973,810
(5.8) 23,838,550
(4.6) 15,916,050

2.4
4.5
(6.7)
(4.7)
(5.0)

81,915,310
24,255,310
12,853,330
6,431,679
4,165,770
3,878,686
3,071,873
5,203,872
1,514,038
2,510,653
2,991,456

(1.6) 184,548,600
(3.4) 45,289,660
(0.2) 38,863,680
(8.0) 10,127,960
4.3 13,218,670
10.0 6,483,680
6.0
5,069,227
(3.8) 10,749,360
(2.9)
6,733,282
(0.5)
4,979,509
18.5
1,963,415

(0.6)
(0.4)
5.0
(12.4)
(4.4)
17.5
10.9
(2.8)
(5.4)
(5.8)
18.5

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

JOHNNY’S
COLUMN
THE DATABANK

TOP

REFRIGERATED
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select drug and dollar stores
combined topped $17.79 billion
during the 12 weeks ended March
23, a 3.5% increase compared with the same
period a year ago, according to Chicagobased market research firm IRI. Units rose
1.2% to 6.68 billion, but volume fell 0.6%
to 55.06 billion. Percentage of volume sold
with merchandising support edged up 0.1
point to 34.3%.
In the deli, dollars shot up 8.0% to $5.44
billion, while units jumped 3.6% to 1.50
billion and volume climbed 4.0% to 1.41
billion. Volume sold with merchandising
support declined 0.6 points to 33.1%.
For the 52 weeks ended March 23, dairy
sales grew 3.0% to $74.32 billion, while units
expanded 1.4% to 24.42 billion. Volume
increased 0.2% to 240.41 billion, and volume
sold with merchandising support rose 0.9
points to 37.5%.
In the deli, dollars were up 5.2% to
$23.32 billion and units climbed 1.8% to
6.60 billion. Volume expanded 2.3% to 6.22
billion, but volume sold with merchandising
support tumbled 2.2 points to 36.3%.
Our chart shows the largest refrigerated
subcategories (dairy and deli combined),
including the leading brands, for the 12
weeks ended March 23. Data is for the
brands as originally trademarked and may
not include line extensions.

F A C T O I D S

-15.6%

Dollar loss by horseradish/horseradish sauce (to $6,015,784), one
of the biggest losers in the
refrigerated department. Eight
of the top 10 brands saw sales
tumble. But No. 4, private label,
registered a 3.5% gain.

1

Number of deli department subcategories (of 18 total) that saw
dollar sales fall during the most
recent 12 weeks. The only loser:
refrigerated pizza/pizza kits,
down just 0.8% to $82,571,020.
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SKIM/LOWFAT MILK
Private Label
Horizon Organic
Hood Lactaid
Prairie Farms
Hiland
Dean’s
Land O’Lakes
Organic Valley
Lactaid
Alta Dena

$2,287,871,000
$1,468,321,000
$77,980,820
$55,090,990
$39,723,540
$36,440,080
$33,995,840
$30,317,310
$22,948,630
$21,959,790
$14,099,780

0.1 726,142,300
0.7 481,007,000
4.5 16,686,150
2.4
13,707,570
8.9 13,041,720
49.1
11,243,270
3.4
11,543,720
(0.9)
9,602,270
0.3
5,190,645
10.2
4,294,703
(7.9)
4,371,296

(4.1) 4,662,039,000
(4.1) 3,260,075,000
1.7 76,219,330
2.8 55,508,390
4.2 82,503,240
42.6 66,925,740
0.7 75,817,000
(5.6) 68,176,750
(1.9) 22,293,630
8.5 23,041,740
(5.9) 20,228,780

(4.1)
(4.0)
1.8
2.5
4.3
43.0
4.2
(5.4)
0.1
10.1
(6.1)

YOGURT
$1,754,641,000
4.4 1,258,038,000
IRI is unable to provide top-10 brand data for this category.

2.4 812,840,400

0.1

2.0 7,275,068,000
(1.7) 4,090,587,000
14.9 678,764,000
1.8 504,374,600
(1.1) 200,223,600
4.0 184,120,600
20.7 73,976,860
24.2 109,390,100
7.8 98,603,100
16.2 82,783,550
(4.5) 43,836,910

2.2
(0.6)
15.0
1.7
0.0
(1.0)
21.6
22.6
4.7
13.6
1.8

(0.3) 277,622,800
(2.1) 69,493,260
(3.3) 46,134,450
11.3 36,287,110
(0.7) 18,928,760
7.1 16,842,970
3.8 21,105,860
3.5
3,939,118
(7.2)
5,320,333
(13.2)
2,357,062
4.5
5,558,573

0.0
1.5
(1.6)
11.6
(2.1)
7.0
2.4
3.7
15.6
(19.9)
5.3

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

$1,283,581,000
$675,141,400
$168,423,200
$77,719,780
$31,189,980
$26,181,860
$19,247,150
$16,624,630
$15,602,430
$13,681,670
$9,672,263

10.1 494,636,400
6.7 282,613,500
18.3 51,833,990
8.8 30,059,920
6.5 12,457,430
11.0
7,512,707
21.3
5,653,587
37.5
8,838,341
20.3
4,658,485
24.9
6,312,358
5.7
2,658,111

SLICED LUNCHMEAT
Oscar Mayer
Private Label
Oscar Mayer Deli Fresh
Hillshire Farm Deli Select
Land O’Frost Premium
Bar-S
Hormel Natural Choice
Buddig
Oscar Mayer Carving Board
Eckrich

$1,194,711,000
$225,143,900
$210,466,000
$201,055,200
$110,301,700
$69,489,550
$40,577,720
$25,629,220
$24,584,610
$19,587,740
$16,930,760

0.4 384,610,500
(4.4) 73,302,260
(0.1) 57,930,750
9.4 53,960,540
(2.4) 31,071,890
7.0
17,107,080
1.9 23,773,900
7.3
7,772,617
9.2 25,676,950
(19.0)
5,092,033
9.0
7,010,850

NATURAL SHREDDED CHEESE $1,059,996,000
Private Label
$609,551,200
Kraft
$203,855,100
Sargento
$84,103,600
Crystal Farms
$27,785,430
Kraft Philadelphia
$26,517,120
Borden
$19,474,280
Sargento Artisan Blends
$7,473,675
Di Giorno
$5,920,963
Belgioioso
$5,599,405
Tillamook
$5,218,801

3.7 340,566,900
2.4 228,086,700
3.3
2.3 191,079,100
(0.1) 144,114,600
1.6
8.8 69,462,850
9.4 38,272,070
8.8
1.2 27,321,980
2.9 15,054,150
2.1
(14.4)
10,177,170 (16.2) 5,770,807 (14.8)
5.5
9,633,806
6.8
5,143,525
6.4
21.2 8,566,040 24.2
4,334,654
24.1
(14.9)
2,577,649 (14.2)
1,029,299 (15.3)
(6.8)
1,253,376 (10.2)
518,136 (8.2)
11.4
1,409,083
16.6
468,300 10.5
(17.7)
1,288,696 (16.0)
1,003,227 (10.7)

WHOLE MILK
Private Label
Horizon Organic
Hiland
Hood Lactaid
Prairie Farms
Borden
Dean’s
Oak Farms
Land O’Lakes
Country Fresh

$970,914,900
$598,661,000
$37,139,200
$20,799,940
$17,524,210
$14,596,850
$12,951,770
$11,240,220
$10,295,740
$8,950,795
$8,366,910

6.0 301,966,900
6.6 190,376,100
14.6
8,132,624
33.2
6,341,468
9.4
3,885,120
18.4
4,709,472
(8.3)
4,023,462
5.5
3,778,683
1.0
3,160,700
6.6
2,798,106
(7.8)
2,519,779

BACON
Private Label
Oscar Mayer
Hormel Black Label
Wright

$963,525,200
$216,896,100
$171,145,100
$81,439,010
$76,926,090

13.5 211,695,100
23.1 50,954,580
10.1 34,322,870
10.8 13,970,680
15.8
7,923,135

2.1 1,926,451,000 2.1
2.3 1,292,436,000 2.5
12.2 36,183,550
11.7
25.7 36,319,220 26.6
9.1 18,259,270
9.7
14.1 28,705,490
14.2
(13.2) 18,014,600 (17.4)
2.5 24,756,470
8.1
(2.0) 18,952,340
0.2
1.7 20,977,900
2.1
(11.5) 18,030,420 (12.5)
5.3 201,219,300
15.2 47,227,060
3.3 33,618,340
(1.8) 14,641,640
2.0 16,029,840

5.5
17.6
4.3
(2.9)
1.8

Trion Cooler Merchandising
®

AMT Adjustable
Merchandising Tray
™

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

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

■

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

■

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

■

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

■

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

■

Trays lift out for rear restocking and proper rotation.

■

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

■

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

Built-in Manual Feed

Adjustable Width

Built-in Handles

Optional Label/Flag Holder

Breakaway Lengths

Built-in Ventilation

Paddle Extenders
Sidewall Extenders

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

©2014 Trion Industries, Inc.
297 Laird Street, Wilkes-Barre, PA 18702-6997
Phone 570-824-1000 l Fax 570-823-4080
Toll-Free In U.S.A. 800-444-4665
www.TrionOnline.com
Patents and patents pending. Note: Product photography is a simulation of a retail environment
and is not meant to imply endorsement by or for any brand or manufacturer.
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1937

Year Sylvan Goldman, part
owner of a Piggly Wiggly chain in
Oklahoma City, introduced the
shopping cart as a way to get customers to purchase more items at
one time. It didn’t catch on right
away (men thought it was effeminate), forcing him to hire male
and female models to push carts
around the store.

44.0%

Dollar gain by vegetable juice/
cocktail, to $22,499,960, the largest by a refrigerated subcategory
with at least $1 million in sales.
Top seller Bolthouse Farms saw
its sales jump 39.5%, but several
top 10 brands registered even bigger gains — and newcomer Naked
already grabbed the No. 3 spot.

$3,693,264

Dollars amassed by Dannon Oikos
Greek yogurt-based dip, one
of the best performances by a
refrigerated product in distribution less than a year. Already the
subcategory’s No. 8, its success
— and gains by seven of the nine
remaining top 10 brands — helped
grow total dip sales 9.0% to
$166,756,900.

100

Number of years Mother’s Day
has been celebrated in the United
States (the first was May 9, 1914).
Since then, it’s evolved into the
nation’s third-highest spending holiday (after Christmas and
Valentine’s Day), with the average
American shelling out $168.94 for
gifts last year.

24.9%

Dollar gain by kefir/milk substitutes/soy milk, to $312,634,700,
the largest refrigerated subcategory to see both dollar and
unit sales grow double digits.
Nut-based milks are driving the
advance, including newcomer Silk
Pure Almond Light, already the
segment’s eighth-best seller.
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Farmland
Smithfield
Hormel
Bar-S
Gwaltney
Butterball Everyday

$45,108,960
$37,761,660
$23,376,820
$23,082,340
$20,162,650
$16,541,840

8.0
9.0
16.0
4.8
(26.1)
4.2

10,278,610
9,053,268
4,831,591
6,708,264
5,365,673
7,547,285

0.7
5.7
8.1
(1.4)
(32.4)
8.9

10,212,670
8,951,311
1,973,208
5,318,083
4,781,303
4,353,181

(1.0)
3.1
7.6
(2.7)
(32.3)
7.7

UNCOOKED MEATS (NO POULTRY) $936,140,200
Private Label
$447,793,500
Tyson
$99,753,930
Nobrand
$83,611,030
Nobrand
$57,276,580
Hormel Always Tender
$36,644,310
Nobrand
$32,320,240
Our Certified
$28,322,040
Laura’s Lean Beef
$12,862,210
IBP
$10,678,070
Interstate
$9,028,738

21.5 149,221,400
32.9 73,920,830
24.6 16,867,770
8.1 12,476,020
1.2
6,418,329
2.0
5,593,814
(10.9)
4,895,661
15.9
5,703,748
39.5
2,048,145
6.2 2,360,600
37.5
1,502,159

16.0 252,938,500 13.6
28.1 135,846,500
22.1
6.7 26,545,610
15.2
(0.2) 21,198,400
1.9
(2.6) 13,297,650 (11.7)
1.2
7,668,818
(0.1)
(18.5) 8,084,577 (20.0)
13.6 8,040,907 16.8
39.8 2,064,982 39.4
(3.2) 2,993,089
(1.5)
36.9
2,137,722
27.1

ORANGE JUICE
$786,229,100
Tropicana Pure Premium
$225,156,900
Simply Orange
$172,238,700
Private Label
$131,718,100
Florida’s Natural
$96,367,300
Minute Maid Premium
$61,577,860
Minute Maid
$23,495,020
Homemaker
$8,697,972
Minute Maid Premium Kids Plus
$8,093,423
Citrus World Donald Duck
$5,146,231
Dole
$3,709,353

(4.4) 235,639,300
(5.6) 59,629,680
6.6
47,727,760
(8.4) 47,238,490
(1.8) 28,566,910
(9.5) 18,447,040
(7.4)
8,051,186
(17.2)
3,516,460
(9.1)
2,595,444
7.9
2,358,742
(43.4)
1,372,535

(3.3) 16,052,920,000
(2.2) 3,925,389,000
9.8 2,943,493,000
(9.7) 3,830,229,000
1.4 1,857,283,000
(6.3) 1,327,960,000
(2.1) 475,366,100
(28.7) 207,471,100
(6.7) 178,585,900
14.0 130,301,800
(43.1) 81,220,860

NATURAL CHUNKS
Private Label
Kraft
Tillamook
Laughing Cow Mini Babybel
Kraft Cracker Barrel
Cabot
Belgioioso
Crystal Farms
Cabot Vermont
Cacique Ranchero
DINNER SAUSAGE
Johnsonville
Hillshire Farm
Private Label
Eckrich
Hillshire Farm Lit’l Smokies
Premio
Aidells
Bar-S
Al Fresco
Jennie-O Turkey Store
FRANKFURTERS
Ball Park
Oscar Mayer
Bar-S
Hebrew National
Nathan’s Famous
Private Label
Oscar Mayer Selects
Gwaltney
Eckrich
Sabrett
COFFEE CREAMER
Nestlé Coffee Mate

1.7
0.3
9.1
(6.0)
11.8
10.9
94.5
25.9
(8.4)
(43.0)
4.5
6.9
5.5
(0.8)
6.3
7.6
2.1
20.6
14.1
0.4
22.0
(2.6)
1.0
0.2
3.1
3.5
5.7
1.2
(2.2)
(9.6)
(26.2)
4.9
(2.3)
7.7
7.5

1.9 151,103,200 (0.0)
0.8 63,897,060
(1.2)
9.3 13,301,490 10.8
(5.1) 9,078,240 (8.9)
13.3
3,003,723
19.9
15.7
4,179,270
14.5
97.5 4,080,057 84.6
25.3
2,305,293
24.1
(9.2)
4,062,331 (9.5)
(47.6)
3,203,218 (45.0)
7.1 2,884,095
7.9
4.4 199,309,800
4.5
2.1 33,293,550
1.3
(4.1) 29,348,830 (2.9)
5.8 18,956,540
0.5
5.2 15,992,930
5.0
1.4
9,853,734
1.3
12.6
5,185,176 20.2
18.2
2,154,659
17.5
(7.9)
5,395,041 (4.7)
22.9
1,776,701 23.0
(0.6)
2,377,256 (0.5)
(0.1) 202,439,400
(1.1)
(1.5) 28,868,740 (5.7)
8.3 33,003,450
5.7
0.6 54,900,570
0.9
6.0
7,251,021
7.6
(1.8)
7,405,121
(1.2)
(9.8)
8,028,151 (8.3)
(4.8)
4,342,177 (4.7)
(30.3)
7,077,516 (28.9)
3.4
2,923,165
2.0
2.9
1,264,714
0.1
6.4 309,896,100
9.6
6.0 164,375,600
9.8

$785,108,000
$277,489,000
$65,279,420
$40,688,950
$31,178,690
$26,618,140
$21,783,590
$20,072,450
$19,619,790
$17,159,560
$11,734,870
$684,574,800
$126,544,300
$104,495,300
$64,522,190
$48,292,460
$35,323,540
$17,668,890
$16,389,250
$11,428,510
$10,372,880
$8,831,328
$502,445,300
$105,048,400
$92,699,720
$72,027,580
$36,873,140
$33,621,160
$16,896,420
$15,357,670
$10,251,750
$5,682,433
$5,251,376
$496,087,000
$268,783,200

207,071,200
77,549,210
22,937,520
7,393,243
6,857,646
8,268,065
6,264,702
4,083,239
7,618,664
4,814,007
3,512,129
187,710,400
32,210,180
31,924,070
17,554,470
15,872,730
10,435,690
3,813,473
2,872,878
2,403,070
2,335,394
2,152,944
199,297,400
26,499,450
31,422,300
61,149,270
8,207,316
7,510,086
6,781,622
4,464,108
6,572,118
3,037,565
1,093,197
165,701,000
80,482,770

(4.4)
(5.5)
12.5
(10.1)
2.6
(6.2)
(5.2)
(28.7)
(5.4)
6.6
(43.0)

NEW al fresco all natural chicken meatballs,
coming soon to the freezer case!

76.4%

-1.1%

-4.5%

Total Meatball
Category

Turkey
Meatballs

Chicken
Meatballs

al fresco helped drive HUGE GROWTH
in the chicken meatball category*.

Today’s customers want to eat better, and all natural, gluten free al fresco chicken meatballs are exactly what they’re
looking for: gourmet ﬂavors without ﬁllers, 60% less fat and 40% less sodium than beef and pork meatballs.
Call Chris Reisner at (617) 889-1600 x258 or email alfrescosales@kayem.com to ﬁnd out more.
Samples available now! 1st ship August 2014
*AC Nielsen Grocery Unit Volume 52 wk thru 02.18.14

JOHNNY’S COLUMN

GETTING SKU

RAT RIGHT
SKU rationalization can make or break your department. Here are some tips to help you get it right.
BY JOHNNY HARRIS

1. Set a benchmark.

When I was a category
manager, I hated to have
to delete any item because I knew I was going
to get requests to put it
back. So I had a rule of
thumb that said if something didn’t sell a half a
case a week per store, it
was subject to being cut.
Then, if I got too many
complaints, I’d put it
Johnny Harris
back. The item may not
have been a strong mover, but you have to consider how many customers you’ve
ticked off. It’s best to be proactive on your own, rather
than reactive to a complaint from the big man upstairs in
the corner office.

2. Don’t be afraid to make a decision out of
fear you’ll be second-guessed from above.

You’ve got to keep trying new programs, new ideas. If
the boss gets on you too hard, all you have to do is say
“I’ll fix it.”
The boss isn’t always right, of course. I remember a
boss who thought we didn’t need strawberry yogurt in
several different brands. We were moving more than 200
cases a week of everything, but he wanted to get rid of

Do you really need three sizes of
parmigiana cheese, or Velveeta?
Dannon and go to Yoplait. It just doesn’t work that way;
you’ll get a lot of complaints.
On the other hand, we once had a brand of eggs that
moved just under a half a case per store, and I deleted
it because someone else made a good case for using the
space. But two weeks after the stores started running
out of inventory, I had more complaints than you could
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imagine. People were consistently saying they were going to shop at different stores if we didn’t put them back,
so I did.

3. Go with your gut.

The alternative to allow special item requests by customers is not easy to execute. You might send one or two
cases to a particular store, only to find they get lost or the
customer can’t find them. It can turn into a nightmare.
I’ve always believed that if an item is slow for you, it’s
probably also slower for your competition and even the
manufacturer. It really should be up to the manufacturer
to get rid of it — it’ll save a lot of grief for everyone.

4. Go easy on carrying multiple sizes of
everything.

Do you really need three sizes of parmigiana cheese, or
Velveeta? You may decide to get rid of the smallest size
and let those shoppers go to 7-Eleven. They aren’t likely to
be buying a lot of groceries anyway, and you really have to
get rid of duplication.

5. Accept new items when they come out,
without waiting six months for a formal
category review.

If you review a category once or twice a year, that’s fine.
But don’t shut down the possibility of profiting from
something new just because you want to wait for your
next category review. All you’re doing is losing out to your
competitor down the street, and ticking off customers.

6. Don’t lock into two brands and a private
label per category.

This just makes customers go to your competitor. If I have
to have 15 brands of yogurt to satisfy my customers and
keep them loyal, so be it. Do I carry every item they have?
No. Do I carry half of them? Maybe. Don’t send your customers away. Remember, Walmart tried cutting way back
on SKUs awhile back, and wound up putting them back.
There was a reason!

7. Bring in new products based solely on
their merits, and nothing more.

Lots of times if a category manager doesn’t like a particular manufacturer or broker rep, the item just doesn’t get
authorized. That happens a lot, and we all know it’s the
truth. This can really hurt your business. Have I ever done
that? Yes. Was I wrong? Definitely. And eventually, I had
to add the product anyway. n
Johnny L. Harris, president of Johnny L. Harris Consulting, LLC, Fort Mill, S.C., can be reached at 803-984-2594
or cmer0002@gmail.com.

RETAILER PROFILE

DOLLAR GENERAL
ADDS COOLER SPACE
Same-store sales rise for 24th straight year. SKU cuts,
700 new stores set for this year. But CEO’s stock sale
spooks some investors.

fident there is room for many more in both existing and
new markets. Dreiling said the company estimates there
are 14,000 current opportunities for small box value
retailers nationwide.

A CHINK IN THE ARMOR?

But is there a chink in the armor? Some investors were
rattled when Dreiling sold the majority of his stock in the
company in March for $19 million. The Motley Fool stock
advisor was among those
BY WARREN THAYER
asking the question, but
there were few answers
ollar General continues to
to be had. When the
increase its market share of
CEO sells a large chunk
consumables in both units and
of stock, as Safeway’s
dollars across all markets, Richard
Steve Burd did a few
Dreiling, chairman and CEO, told
years back, it can mean a
securities analysts in a recent conferlot… or nothing at all.
ence call.
Tobacco (a new addiSpeaking about the fourth quarter
tion to the merchandise
and year ended Feb. 15, Dreiling noted
mix), perishables, candy
that in the first half of the year the
and snacks contributed
Goodlettsville, Tenn.-based retailer
Dollar General expanded coolers in more than the majority of Dollar
expanded coolers in more than 1,600
General’s sales increase
1,600 stores, giving the chain an average of
stores, giving the chain an average
last year, and Motley
about 12 cooler doors per store.
of about 12 cooler doors per store.
Fool believes this may
Perishables delivered strong growth over the course of the mean same-store sales could be declining for Dollar Genyear, he said.
eral’s core products. Same-store sales were up by 3.3% for
This was the 24th consecutive year of same-store sales
2013 but only 1.6% for the fourth quarter.
growth by Dollar General, which also increased both its
“Tobacco not only stimulated additional sales of
customer traffic and average ticket for the 24th consecutobacco itself, but it brought more traffic in the door.
tive quarter. Full year sales increased 9.2% to a record
Excluding tobacco, Dollar General may have been on its
$17.5 billion, and sales per square foot increased to $220,
way to negative same-store sales... and still may be in the
compared with
future. The Dreiling selling is perhaps ahead of a peak on
$216 a year ago.
the horizon,” the stock advisor said.
Dollar General
Dollar General warned in its earnings report about “an
opened 650 new
aggressive competitive retail landscape and our customstores last year
ers’ uncertainty about spending in the current economic
and remodeled or
environment.” And Dreiler noted during the conference
relocated another
call that “We remain cautious on the current operating
582, increasing
environment and the many challenges our customer is
its selling square
facing in 2014.”
footage by 6.6%. In
GROSS MARGIN 31.9%
the fourth quarter,
it opened its 12th
The retailer has its own challenges, too. Stiff promotional
distribution center,
competition is squeezing everyone’s margins. Gross marin Bethel, Pa., to
gin in the fourth quarter dipped by about a half percent
help serve its grow- to 31.9% of sales. Sales growth of tobacco products and
With more than 11,000 stores in
ing store base in the perishables, both of which have lower gross margins,
40 states, Dollar General says it
Northeast.
outpaced other categories across both consumables and
has more retail locations than
The chain exnon-consumables.
any retailer in America.
pects 2014 to rise
One analyst noted that dollar store prices in general are
by 8% to 9%, while
often not much lower than at traditional retailers. Dreilit plans to cut back on total SKUs. Total square footage
ing, while defending Dollar General’s EDLP program,
is projected to grow by 6%, with same-store up by 3% to
said traditional retailers now believe the dollar channel is
4%. It plans to open 700 new stores in 2014, and is conviable and take it more seriously as a competitor. n
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Our Advertising
Has Paid Off!

Want to see what
Frozen & Refrigerated
Buyer can do for your
brand?
Contact Paul Chapa,
sales director, at
913-481-5060 or
paul@frbuyer.com.

“Advertising Momma B’s in Frozen & Refrigerated
Buyer has paid off for us from the very beginning.
Just a year ago, we were ‘Who is Momma B’s?’ But
after our ads began, buyers everywhere knew all about
us and our concept. We’ve been able to build amazing
visibility and differentiation in just a year. Our line
is already a strong success, thanks to our quality
ingredients, clean labels and advertising in Frozen &
Refrigerated Buyer.”
—Hope DeLong, sales & marketing for Momma B’s.
561-309-7098, www.mommabsmacandcheese.com

EXPRESS LANE

ARE YOU GAME FOR
‘UNIQUE PROTEINS?’

are organic, all-natural, grass-fed, free-range, humanely
raised, sustainable and pesticide-free. Meanwhile, on the
West Coast, San Francisco-based Roam Artisan Burgers
is serving bison and elk burgers.

More restaurant menus are offering burgers from buffalo, wild boar, elk and ostrich. Here’s what’s trending.

These chic restaurants are not only offering trendy proteins, but high-quality ones. The menus of Bareburger,
Chicago Burger Bar, and Roam all boast the usage of
grass feed animals and also highlight organic ingredients
and local sourcing.
Combining exciting proteins and
sustainability is
making game meats
irresistible, especially to the soughtafter Millennial
market.
It’s no surprise
that menu mentions of bison have
increased 25% since
Adrienne Nadeau
2012, according
to Technomic’s Menu Monitor. Numerous articles, chef
interviews and Food Network programming has highlighted the low saturated fat content of bison and the high
protein and iron of venison. With consumers increasingly
looking for “better for you” options without sacrificing
flavor, highlighting these attributes encourages diners to
try new concepts.
Bon Appétit magazine has featured a bison burger and
FoodGawker.com has showcased several ethnic recipes
featuring lamb, although such proteins haven’t become a
standard for at-home cooks. However, it is only a matter
of time before
game proteins
become common ingredients
for home chefs.
KivaSun (www.
kivasunfoods.
com), Corte
Madera, Calif.,
and High Plains
Bison (www.
highplains
bison.com), Golden, Colo., both offer pre-made bison
burger patties at select Costco locations, and Trader Joe’s
has its own frozen offerings of buffalo steak burgers. If
the growth of menu mentions is any indication, supermarket freezer cases will soon expand their game meat
offerings as well.

BY ADRIENNE NADEAU

U

pscale restaurants have long used game meats
to liven up their menus and showcase culinary
flair. Unfortunately, these exciting plates were
often relegated to fashionable, independent restaurants
and the average diner was not exposed to the likes of
bison or buffalo.
However, a shift has come thanks to celebrity chefs like
Anthony Bourdain and experimental
shows on the Food Network, which
often highlight the healthful attributes and unique flavor profile of
these alternative proteins. Unique
proteins are not only becoming
more commonplace, they are moving across segments.
Despite the rising popularity,
these proteins aren’t yet mainstream at casual family restaurants. Diners are more
likely to seek out new
and surprising dishes
at upscale restaurants,
such as lamb ribs or
pork frites at Chicago-based Girl and the
Goat, or the venison
chop at Orlandobased Seasons 52, a
fast-growing fresh
grill and wine bar
with a seasonally inspired menu. Seasons 52 evokes the
fresh appeal of the farmer’s market, featuring wood-fire
grilling and brick-oven cooking. No menu item is more
than 475 calories.
The use of alternative proteins is also expanding
through casual dining — particularly among upscale
burgers. Houston-based Fuddruckers has advertised
its buffalo, elk and wild boar burgers for years, but new
concepts are embracing the use of these trendy proteins.
Burger Bar Chicago has garnered attention for its lamb
and bison burgers.
Bareburger has 17 locations in the New York City area
and just opened a new restaurant in Columbus, Ohio.
This summer, it plans to open in Santa Monica, Calif., Toronto, Ontario, and Berlin, Germany. The restaurants feature lamb, wild boar, elk, bison, and ostrich burgers that
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ORGANIC & LOCAL

If the growth of menu
mentions is any indication, supermarket
freezer cases will soon
expand their game
meat offerings as well.

Adrienne Nadeau is a senior analyst at Technomic
(www.technomic.com), the Chicago-based consulting
and research firm serving the food industry. n

Lemon Chicken Quinoa
~Gluten Free~

Handcrafted soups, entrees, sauces and desserts made from scratch.
Select from one of our signature flavors or work with our culinary team to create your own recipe.
Our state-of-the-art manufacturing facilities offer the flexibility of fresh or frozen finished products
and pack sizes to help meet your needs.

Contact us today: (503) 946-5015
Sales@HarrysFresh.com

www.HarrysFresh.com/FRB

Visit us at IDDBA Booth #3954

EXPRESS LANE

RUSTIC CRUST

RISES

(AGAIN)

Fire destroyed the plant in March, nearly ruining
100 jobs and an entrepreneur’s dream. Here’s the
inspirational story of how the company came back
in a month.
BY WARREN THAYER

O

n the night of March 6, Rustic Crust pizza
burned flat. The offices and production facility in Pittsfield, N.H., burned with such fury
that firefighters used up nearly all the town’s water, so
schools had to close the next day.
A supervisor tried to put out the flames that first appeared by the pizza ovens, but it was too late. Workers ran
out of the plant into sub-zero temperatures. Fire department hoses froze. It all happened quickly. None of the

He said we had a fire, but that
everyone had gotten out safely and
he’d called the fire department. I
figured maybe it was no big deal, that
someone had over-reacted. But when
nobody called me back for about 20
minutes, I was nervous.
Back in 1996, I’d put every single
penny I had into the business. So I
called my chief operating officer at
his house — it was almost midnight
Brad Sterl
there. By the time he arrived at the
site, he said fire was coming through the roof and that it
didn’t look good.
If I could have thrown up then, I would have. My arms
were shaking and I didn’t know what to do. We started
packing and were out of the hotel in just a few minutes.
My sales manager was with me.

Could you get a flight out to the East Coast at
that hour?

Not out of Anaheim, so we drove to LAX and got a flight
out around midnight. The whole time until then, I’m on the
phone with everybody. I called Gary Hirshberg (founder of

photo: Robert Legg

The four-alarm blaze brought in about 50
firefighters. So much of the town’s water was
used that schools had to close the next day.

workers figured they had jobs anymore.
But just over a month later, the company was back in
business. Workers were paid throughout the ordeal, and
Brad Sterl, the president and founder, says Rustic Crust
is stronger than ever. We spoke with him about the
experience.

Where were you when you heard about the fire?
I was out at Expo West in California with my wife and
sales team. She and I had just walked into our hotel room
after dinner around 8:30 California time when I got a call
from the supervisor at the plant.
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Stonyfield Yogurt), who’s a good friend of mine. I got him
out of bed and asked him to get the word around, to see
if anybody can help me. Once I’m on the plane, I’m really
anxious and have a couple of drinks. The last phone call I
can make, I hear the roof is caving in. I’m thinking, “This
isn’t the end.” Once we’re at altitude on the way to Boston,
I go online and ask everyone I know if they can help me
find equipment and production space. The whole time I
never thought of not rebuilding or not coming back. That
surprised a lot of people; some of them thought I should
just take the insurance money and take off to a tropical island somewhere. But on so many levels, I couldn’t do that.

Juice. It’s in our DNA.
For 30 years Old Orchard has been producing the best tasting, highest
quality juices at an affordable price. Our portfolio of unique blends and
trend-forward flavors are perfectly suited to the changing needs of
today’s consumer. And our vast experience and category insights
can help you to profitably advance
your business. If you are looking for
a partner that offers exceptional
products and unmatched service,
give us a call.
100% Juice. Juice Blends. Reduced Sugar Juice Cocktails. Info@oldorchard.com | www.oldorchard.com | 616-887-1745

EXPRESS LANE

When did you get to the
property? What was that like?

I got there at about one in the afternoon. There was pretty much nothing
left. Some areas were still smoldering. Walking
through the
rubble, I found
some old signs
from a restaurant I used to
own. There
were boxes
of papers and
equipment
manuals,
frozen and
wet. I recognized a piece
of an oven.
Several pallets of cheese
had just been
delivered, and
even though
they had remained intact
in the cooler
they had been
exposed to
the elements and had to be thrown
away. It felt like all my dreams went
away. I thought of the 100 people who
depend on me for jobs — that wore
on me more than anything else. My
employees and half the town were
driving by the site, looking.

How did you get started bringing the company back?

The fire was Thursday night and by
Friday afternoon, my chief operating
officer and I were talking about a plan
on where to go and what to do. I started looking at temporary spaces and
equipment. Friday night, I had a conference call with the board, and told
them of our plan and how I wanted to
get all the employees together Monday
night so they could hear it all directly
from me, not the newspapers.

What was the meeting like?

It was surreal. I was standing in front
of about 150 people — both the workers and their families. We had all ethnicities there, including people from
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Asia and Nepal. Some of them had
translators. Everybody was emotional.
They thought I was going to fire them.
I got so choked up I couldn’t speak
for five minutes. The first words out

within a reasonable distance, so we
converted space in our warehouse a
few blocks away. We paid a couple of
our tenants in the building to move,
and started construction in less than

The Rustic Crust team celebrates an amazing comeback.

of my mouth were, “I want everybody
to know you are going to continue
getting paid.” Then I told them how
much I appreciate what they do for
me. The whole tone changed, and it
was very warming to see their faces.
Unemployment compensation would
have meant less pay, and a delay. I said
I intend to reopen in three or four
weeks and that we’d keep them busy.
To this day, it was the best decision
I ever made on how to treat people.
We have an even stronger team today
because of it.

What was your next step?

I called some construction companies
to come out and give us a plan in the
next week, and then build it over the
following three weeks. I said “if you
can’t do it, don’t come.” I didn’t think
about how reasonable it was, I just put
the timeline out there and said it had
to happen. Some people said we were
crazy, but we hired a company and I
couldn’t have asked for a better result.
We hadn’t been able to find a site

a week. Walls went up, drains were
put in. It was exciting.

Will you rebuild on your old site?
We intend to have the building up by
October. We built 10,000 square feet
in three weeks, so we know we can
do this. It’s all about the benchmarks
you set, and driving them home. Our
business has been growing by 40% a
year, and we’d been planning to add
a fourth production line in before the
fire. We couldn’t afford to be down.

How did your customers react?

Every one of our customers has been
really good. Only one customer was
afraid we wouldn’t make the planogram by late May, so they put us
off for a year. We should be in full
production very soon. It’s been great
keeping all the workers, and getting
such support. Now we’re giving back.
We have a woodfire oven on the back
of a truck, and we’ve been serving
pizza to the firefighters who came out
that night. It’s the least we can do. n

ADVERTORIAL

Momma B’s Taps a Niche
Momma B’s is changing the face of frozen foods!
Is this for real? Momma Who?

The R&D team has 28 years of successful product
ideation and brought 150 products to market
successfully. You can expect Momma B’s to be first to
market on many new and unique items.
First to market this last year were three unique
varieties of Mac & Cheese: Homestyle, Pepper Jack,
and Truffle. The Homestyle variety is delicious oldfashioned comfort food, while the Pepper Jack adds
some spice. The Truffle takes the meal upscale, and
Truffle Mac & Cheese is trending strongly upward on
restaurant menus today.
In the fourth quarter of 2013, Momma B’s launched its
unique twist of Chicken Pot Pie, a Chicken & Biscuit
Pie. Chicken Alfredo is the next frozen entree on the
drawing boards for 2014 with two more to follow.
Also in the works: a new cookbook, which may well
put Momma B’s in company with the likes of Betty
Crocker. The company has taken Momma B’s best
recipes and reformulated them for production in a
state-of-the-art manufacturing facility. The result is
delicious comfort foods that taste homemade.

‘NOBODY BUT NOBODY’
There’s a reason Momma B’s tagline is “Nobody
But Nobody Tastes Better than Momma B’s.” The
management team has kept her basic recipes and
artisan techniques intact, so the meals are all made
with top-quality ingredients and Momma B’s unique
innovations.
All entrees are made with 100% real cheese and allnatural, real butter and real cream — they can’t go
wrong!
Mac & Cheese products are free of preservatives and
GMOs. They are made in layers. First comes a base
shell, followed by cheese and then macaroni. Once
these layers are put into trays, cream cheese and sharp
cheddar cheese come next. Then the product is frozen.

The meals are
microwaveable,
although
connoisseurs
swear by baking
them. They also
prefer not to
stir. That way,
they say, you
get some cream
cheese on your
fork, along with
different bite
perspectives.
Because the
cream cheese
does not go all
the way to the
edge of the tray,
you also get
some pleasant
crispness
along the
sides. Finally,
the Mac &
Homestyle and Pepper
Cheese retains
Jack
(11
ounces)
and
Truffle (10 ounces)
its creaminess
carry
an
everyday
suggested retail of
with the help
$3.99.
30-ounce
family
sizes retail at
of rice starch. It
around
$7.99,
and
four-pound
catering
comes out very
trays
are
available
for
the
deli.
much like a
casserole.
Momma B herself would have been proud. Born in
1929, she was a Depression-era baby who saw her share
of hard times. She persevered, bringing families together
around the dinner table. And she’d have wanted her
recipes to contribute to more than just delicious dinners.
That’s why Momma B’s is honored to be sharing her best
meals with everyone. So give Momma B’s a try. You and
your shoppers will be glad you did!

Momma B’s
707 Presidential Dr., Boynton Beach, FL 33435
For sales & info, contact Hope DeLong at 561-309-7098 or 561-336-4040
(www.mommabsmacandcheese.com) • hopedelong@yahoo.com
Check us out on Facebook, Google+ and Pinterest.
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‘KUDOS TO

MEIJER’
Here’s why this 80-year-old regional
supercenter operator is our Retailer
of the Year.
BY WARREN THAYER

I

t’s not hard to find people willing to sing the praises
of Grand Rapids, Mich.-based Meijer, the 204-store
supercenter operator with — by some estimates —
$15+ billion in annual sales. For reasons you’ve just

—“Meijer has been in
business for 80 years

and is one of the largest
private companies in the
country,” says Don Stuart, managing partner at
Cadent Consulting Group,
Wilton, Conn. “Most
privately held companies
don’t survive after the second or third generation. To effectively do that, you have to stand
for something unique and have strong leadership. It’s a heck of an accomplishment — kudos to Meijer.”

$146 million to purchase and remodel an existing
770,000-square-foot distribution center.
The facility in southeast Wisconsin (in Pleasant Prairie)
is expected to serve stores in Wisconsin, Illinois and
maybe other states. The
chain is planning to open
Meijer plans aggressive growth
stores in the Wisconsin
communities of Grafton,
in the next few years, and is
Kenosha, Oak Creek,
expanding into Wisconsin this year.
Sussex, Waukesha and
Wauwatosa during the
next couple of years.
It’s been a steady progression for a company
that began as a supermarket and morphed into
a supercenter. This has
given Meijer a unique
focus and direction that
differentiates it even today, according to Rosenblum. Walmart, he points
out, has quite different
roots in that it began as a
mass merchandiser and
then got into food. He’s
among many who point
read, and for more you’ll see below, Meijer is Frozen &
that out, and they agree it makes a difference.
Refrigerated Buyer’s Retailer of the Year for 2014.
Like many retailers, Meijer localizes store assortments by the demographics of the community. But this
CLOSE TO THE VEST
is especially important for Meijer; in just its home turf
Although the company plays its cards close to the vest
of Grand Rapids, neighborhoods and income levels vary
and would not be interviewed for this story, CEO J.K.
significantly.
Symancyk told a Grand Rapids Area Chamber of ComMeijer is able to make a strong, differentiated variety
merce meeting last September that Meijer expects “specstatement by offering a wide selection of local brands and
tacular growth” in the range of 40% in the next decade.
products. Large store footprints also give it the shelf space
The biggest buzz around Meijer now is its entry into
it needs to do this.
the Wisconsin market. The company plans to spend
Because the chain is regional, it can more credibly
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—“One outstanding part
of Meijer’s culture is its

constant effort to try new
things so it can improve,”
says Frank Dell, president
of Stamford, Conn.-based
Dellmart & Co. “They don’t sit
back and wait for others to
test new ideas. They test for
themselves and implement what works. If a new
concept doesn’t work, they say, ‘okay,’ and look for
the next thing to test. Having this culture where
failure does not hurt a career is important in moving a company forward.”
stake its claim on buying local, says Stuart. “Local”
implies “fresh” to people, he points out. This is important as more shoppers understand such things as carbon
footprints tied to long-distance transportation, and the
potential for quality degradation with poor handling in
the supply chain.
“Meijer builds on a blend of local, freshness and
one-stop shopping,” Stuart adds. “Other retailers
try this, but they don’t do it as well as Meijer does. I
don’t see many retailers doing and leveraging local
sourcing to the extent they do.”

SOCIAL MEDIA USE
The focus on local began with produce — a key
differentiator and traffic driver for the chain —
and then spread to cheese, dairy, bakery, meat and
fish, he notes. Meijer uses social media sites such
as Facebook, Twitter, Pinterest and Foursquare to
spread the word about sourcing and local farms.
“As a regional player, Meijer really owns this.
They can play up ‘Made in Michigan,’ when the
best Walmart can push is ‘Made in USA.’ As a
regional chain, they can leverage their connection
with a handful of mostly contiguous states, and
offer more than boutiquey local grocers or Whole
Foods or farmer’s markets. It’s a challenge for
Walmart and Target to fight that,” Stuart explains.
Meijer puts a strong emphasis on health and
wellness in its merchandise mix and communications with shoppers, he says. “They’re not on the
bleeding edge here, but they’ve been sufficiently
forward here to be very competitive. As a supercenter, they’re able to do things across departments
with preventive and healthy products, and they do
it well.”
One observer says Meijer goes deep on several
key brands but is one of the best at exploiting local
brands and niches. “They have increased variety

— “Meijer excels at
executing localized
planograms, service
levels, promotion and
pricing,” says Craig
Rosenblum, a partner
at Willard Bishop, LLC,
the Barrington, Ill.based consulting firm.
“It’s all well and good to say you’re going to
do all these things, but executing them can
be another matter. Meijer executes well at
the store level, and that’s a push all the way
from the top.”
across all categories but a special focus in frozen lately
has been restaurant brands like TGI Friday. The strategy
is to get away from frozen peas and carrots and increase
the variety of prepared foods,” he says, adding that feature doors are planned well in advance and are often used
for seasonal items, not so much for special buys.

REPORT FROM NATHAN HALE
We sent a spy into the Meijer store in McHenry, Ill.,
on April 7. Here’s his report.
When you enter the store, non-food, GM and pharmacy
are on the left, with grocery on the right. There are 28
checkouts, with 14 of them self-service — and 12 of these
are for a dozen items or less.
The traffic flow on the right starts with floral and a small
café (without prepared food). Next comes bakery and
produce, then meat at the right wall. The frozen food aisles
start just after produce, at right angles.
Continuing along the side wall are seafood and service
meat, followed by deli (service and packaged). Self-serve
meat is in island cases, which flow into the frozen food
department.
Dairy lines the rest of the wall, starting with peg cheese
and moving into milk before turning up the back wall.
The frozen department has four aisles of varying
lengths, with doors on both sides. Backsides of the first
and last aisles are produce and chilled beer. There are four
open vertical endcaps (eight feet each) facing GM in the
store interior. They’re marked “Featured Items.” Two additional eight-foot endcaps with doors face the outer wall.
There are a total of 175 doors in-aisle, and 10 eight-foot
bunkers in two sections.
The refrigerated department has 176 linear feet, not
counting 24 doored cases for products such as milk, juices
and beverages.
By the way, our spy’s name wasn’t really Nathan Hale.
MAY 2014
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Frozen food shoppers at
Meijer report they can find
products quickly within the
department.

Meijer continues to enhance the
frozen and fresh departments, adding
more local produce and increased
value within bakery and deli without
sacrificing quality, Rosenblum says.
They’ve improved their own brands
along the way as well.
“Offering savings, localizing assortments, meeting shopper needs, bonding with them via digital and social
media — these are the things that are
driving Meijer’s success,” he adds.

COMFORTABLE WITH TECH
Another driver, observers say, is Meijer’s comfort level with technology. A
pioneer in the use of social media, last
month it began testing new automated
technology from NCR to speed up checkout lanes in its
Jenison, Mich., store. The system uses 17 cameras to scan
barcodes on items placed on a conveyor belt.
After scanning, items move to one of three collection
areas, where customers bag them. Customers can still
use regular checkouts at the store if they prefer, and the
new system has gotten mixed reviews online. The biggest
problem, apparently, is customers who foul up the process

in their confusion, and
make everyone else wait.
But Meijer shoppers like
the mPerks program, which
lets them search and select
digital store and manufacturer coupons from the
mPerks Web site or the
Meijer mobile app. Customers use their mobile phones
at checkout to redeem the
coupons, with personalized
rewards added when spending thresholds are met in

certain departments.
It’s all part of what the company calls “Meijer Math,”
which includes savings via sales events, BOGOs, multiples and TPRs. Meijer offers its own Platinum MasterCard, featuring savings across the store and at its gas
pumps. Also available: a standard Meijer credit card, and
a prepaid Visa card.
“Meijer does a really remarkable job of connecting with
their shoppers,” says Rosenblum. “They provide
many ways for shoppers to save and communicate all of them very well whether by credit card,
mPerks or weekly ads.”

MEIJER’S FROZEN FOOD SHOPPER

Meijer has made it easy for its customers to shop for frozen
foods, with more than 75% of department categories found
quickly — always, or most of the time, according to the Prosper
Insights & Analytics Monthly Consumer Survey. The chain’s frozen food shoppers are pretty steady, reporting that their frozen
food expenditures are up by 7.9% compared with two years ago,
although there was a small decline in the more recent year.
Some 13.6% of Meijer shoppers spend $26-$30 on frozen food
each month. Department shoppers base their purchase decisions on these criteria:
Price (52.4%); brand they trust (49.8%); what’s on sale (45.0%);
have a coupon (41.2%); it tastes best (40.4%); quality (31.1%); and
value (28.1%).
Roger Saunders, managing director of Prosper Business Development, says a good strategy for Meijer is to bring in these shoppers on price/value, and hold them with relationship marketing.
Some 42.6% of Meijer shoppers overall will buy their frozen
food from Meijer — this is second only to Kroger being able to
hold their shoppers to the frozen category.
Key demographics of Meijer shoppers augur well for the frozen
department. Average household income is a solid $60,941, and
65.1% are homeowners (versus the national average of 62.0%).
When Meijer shoppers do have children in the household,
36.6% are age five or younger. Saunders notes that there’s opportunity here to appeal to young mothers coming through the
stores. Meijer shoppers also skew high on being married and on
having grandchildren.
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Meijer is able to make a strong, differentiated
variety statement by offering a wide selection
of local brands and products.

Vendors, too, appreciate Meijer’s use of technology. They say the chain shares sophisticated shopper dynamics, enabling higher-quality partnering
than at many retailers. Says one, “They have teams
of analysts and plenty of research. They’ve made a
heavy investment in category management. This
makes them great to work with.” n
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WHY THEY SHOP AT MEIJER
Here’s what shoppers say about why they choose the stores where they buy most of their groceries.

Grocery shoppers rank Meijer higher than Kroger,
Walmart and Target on key criteria including price, selection, quality, produce, one-stop-shopping and promotion.
In the survey by Worthington, Ohio-based Prosper
Business Development (www.
goprosper.com), consumers aged 18 and older were
asked for the reasons they buy
groceries at the store they visit
most often. Respondents could
check more than one criteria
in the research, which was
done last August using a large
national sample.
Meijer came out first on 11
Roger Saunders
of the criteria, and second on
11 others. In six of the 10 most popular criteria, the chain
came out on top. This bodes well for Meijer, in that “the
deep patterns of consumer loyalties among grocers tend
to hold for 8 to 12 years,” according to Roger Saunders,
Criteria
Price
Selection
Location
Quality
Fresh Produce
One-Stop Shopping
Promotions (sales, coupons, etc.)
Open 24/7
Trustworthy Retailer
Service
Meat/Seafood Dept.
Store Layout
Bakery
Store Appearance
Wide Aisles
Deli
Double Coupons
Ethnic Foods
Advertising
Frequent Shopper Card
Knowledgeable Employees
Prepared Meals
Organic/Whole Foods
Fuel/Gas Rewards
Accepts food stamps (SNAP) or WIC
Gluten Free Foods
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Meijer
92.6%
75.7%
72.8%
55.1%
51.1%
48.4%
42.5%
32.5%
28.3%
25.1%
23.5%
22.6%
18.4%
17.8%
14.2%
13.7%
12.7%
9.6%
9.3%
8.9%
8.2%
7.0%
6.6%
6.3%
5.0%
4.0%
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Kroger
78.7%
67.5%
79.0%
53.9%
36.6%
19.2%
37.5%
17.7%
26.9%
31.6%
25.4%
20.2%
13.7%
19.3%
9.5%
18.5%
24.3%
3.7%
12.9%
46.0%
12.3%
7.6%
9.8%
56.6%
9.0%
3.1%

Prosper’s managing director.
He goes on to say that “Meijer has worked hard to
develop loyalty by listening to and paying attention to the
customer. It has earned long-term loyalty, and its customers are proud to call Meijer their store.
“That takes years of trust, brand building, security,
reliability, and commitment. Meijer has demonstrated
that clearly to their
customers in both
long-term markets in
Michigan, as well as
the new markets they
have entered in the
past 15 years. Look
for Meijer to build
on this pattern in
their new markets
in Wisconsin in the
coming year.” n

Walmart
90.7%
55.4%
66.8%
34.9%
26.5%
46.0%
13.4%
35.6%
17.5%
15.8%
17.4%
17.5%
16.2%
14.2
13.0%
16.1%
5.1%
4.7%
6.9%
2.6%
6.3%
9.1%
5.3%
4.6%
14.8%
3.5%

Target
75.6%
53.2%
62.5%
43.1%
19.6%
30.6%
20.8%
0.8%
27.0%
19.4%
8.8%
22.6%
8.0%
19.0%
6.9%
5.9%
5.2%
2.7%
5.3%
8.0%
7.9%
7.1%
6.2%
0.9%
3.6%
5.4%

Price was just one of several key
criteria Meijer shoppers listed as why
they shop the chain. Shoppers at
Kroger, Walmart and Target (Midwest
shoppers) did not rank this attribute
as highly in listing reasons they
made their choices.
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‘I’m a

MEIJER
MAN!’
Hiring the disabled at its distribution and manufacturing facilities
has changed the culture at the
Michigan retailer.
BY MICHAEL GARRY

N

ick Stevenson, an employee
at a Meijer grocery distribution center, has Down
syndrome. But he is not really that
different from any other employee
at the DC in that he comes to work,
clocks in and competently goes
about doing his job, which includes
unloading items and putting them
into totes. He gets paid the same as
anyone else doing comparable work.

PRIDE IN THE JOB
Where Nick may be different is in
the pride he feels about his job — a
pride that has helped transform his
workplace.
Grand Rapids,
Mich.-based Meijer,
which operates 204
supercenters in four
states, launched an
initiative in 2011 to
hire disabled people,
who have a 60% to
70% unemployment
rate, at its 14 distribution centers
and five manufacturing facilities.
For the first year, Meijer focused
on staffing a new manufacturing
plant in Lansing, Mich., that assembles party trays, veggie trays and
freshly made salads. “We said that
30% of our workforce at the plant
was going to be people with disabilities,” said Rick Keyes, Meijer’s

exec vp, supply chain operations and been hiring disabled people — with
disabilities ranging from hearing and
manufacturing, during a luncheon
sight impairments to physical and
presentation on Meijer’s initiative
mental limitations — for positions at
in February at the Supply Chain
its DCs and manufacturing plants.
Conference, sponsored by the Food
Marketing Institute and the Grocery The target is not necessarily 30% of
Manufacturers
Association. “And
we were able to acRick Keyes,
complish that.”
exec vp
Keyes was
inspired to hire
at Meijer,
disabled people at
explains how
Meijer’s distributhe company’s
tion facilities by a
program got
similar conference
started, and
presentation given
why it’s a
by Randy Lewis, a
former logistics vp
success.
for Walgreens. “I
was really moved,”
he said. “I sat there
and took notes
and thought, ‘This
is great, I’m going
to go back and do
this at Meijer.’”
the workforce as it was for the first
But he got caught up in the
manufacturing plant, “but we are
day-to-day and didn’t implement
opening up the ability (to hire the
anything until eight months later,
when he heard Lewis speak again at disabled),” said Keyes. The program
has unexpectedly led long-time emanother conference. “This time I’m
ployees who were concealing disabilikicking myself. This time we were
ties to disclose that they have them.
going to implement this.”
Despite opposition “from naysayIn placing disabled workers at
its facilities, Meijer has partnered
with Peckham Industries, Lansing,
Mich., which provides training and
job coaches who help the employees
become integrated into a working
environment. Goodwill Industries
is another organization that helps
companies employ the disabled.

‘This is about equal work for
equal pay. That’s what people
with disabilities are looking for.
You don’t have to sacrifice from
a performance standpoint.’
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ers here and there,” Meijer’s corporate leadership agreed to go forward
with the program. “It wasn’t about
charity,” stressed Keyes. “This is
about equal work for equal pay.
That’s what people with disabilities
are looking for. This doesn’t mean
you have to sacrifice from a performance standpoint.”
Over the past two years Meijer has

FOCUS IS ON ‘CAN DO’
Disabled employees are matched
with positions they can fill, sometimes with small accommodations.
“We take them through the facility
and show them all the jobs and then
let them tell us what they can do,”
he said. “A person might have one
arm or be missing a hand. We say,
show us how you can drive a hi-lo.
And they do just fine.” The emphasis

is on “what you can do, not what you can’t do.”
One legally blind woman now oversees “the most automated (warehouse) system that we have within Meijer,” said Keyes. All it took was to increase the size of
the computer screen
she works with and
change the font to
eliminate a red-andblue background that
was difficult for her to see. “It probably makes it easier
for our entire team to see,” he noted.
“With my vision loss, I was not sure I could do it,” the
woman said in a video Keyes showed at the conference.
“Meijer said yes you can. And I do. I can do anything.”
Hiring disabled workers at its warehouses has
changed the culture at Meijer as well as how it defines
leadership. “It’s our leaders’ responsibility to help (a
disabled employee), whether it’s an accommodation,
whether it’s working one-on-one with that individual,”
said Keyes. “Figure out how you can help that person be
successful. And that’s really the sign of true leadership.”
It’s translating into results for Meijer. At a Business
Summit on Disability Employment, held in Lansing last
year, Keyes noted that “We continue to see increased

productivity, reduced turnover and improved engagement.”
All new Meijer employees are required to go through
a 90-day probationary period, after which they receive

One legally blind woman now oversees ‘the most automated (warehouse) system that we have within Meijer.’
a name badge and are permanently on board. During
his probationary period, Nick Stevenson kept saying, “I
want my badge.”

A ROUND OF APPLAUSE
On his 90th day, he passed probation and received his
Meijer badge. As he clocked in that day, he was surrounded by his entire team, which gave him a round of
applause. “They knew how important it was for him to
get his badge,” said Keyes.
When he came home that day, he immediately announced to his father, “‘Look, dad, I’ve got my Meijer
name badge, just like you. I’m a Meijer man,’” related
Keyes. His father: Mark Stevenson, Meijer’s director of
produce. n

Custom Pizza Manufacturing Since 1967
over 350,000,000 pizzas made… & still counting

Refrigerated

•

Frozen

•

Service Deli

•

Private Label

For over 46 years S.A. Piazza has been producing custom solutions for our clients.
We manufacture a full range of frozen and refrigerated pizza products for your deli and
private label programs—from value, to NBE to premium tier. S.A. Piazza has the experience
and the creativity to help you maximize the profits on your private label pizza and deli
programs. Please contact us today to learn more about how we can exceed your goals.

UNITED STATES

•

CANADA

•

CALL STEPHEN PIAZZA II direct at (503) 542-8459

MEXICO

15815 SE Piazza Avenue, Clackamas, OR 97015 • ph. (503)657-3123 • fx. (503) 657-1784

www.sapiazza.com

SPOTLIGHT: BREAD/DOUGH

BREAD

OFF BY 1.4%
But manufacturers say more
convenient options, value-size
packaging and bold, new flavors
can get the category rolling again.
BY DENISE LEATHERS

H

urt by low promotional lift,
frozen bread and dough sales
slipped 1.4% to $244.02 million during the 12 weeks ended
March 23 compared with the
same year-ago period, according

For the 13% of U.S. households
that buy gluten-free bread,
Rudi’s introduces heat-and-serve
Gluten-Free Ciabatta Rolls in
Plain and Rosemary Olive Oil.

to Chicago-based market research
firm IRI. (See sidebar on promotion
on next page.) Losses were greatest
in the frozen dough subcategory
(-4.0%), where only two of the top
10 brands (Mary B’s and Goya) saw
sales rise. But in the frozen fresh
baked subcategory, sales were down
just 0.7%, thanks to modest gains
by the two top brands (private label
and New York) combined with
double-digit advances by Nos. 7 and
8, Mary B’s and Furlani. Both subcategories saw a decrease in volume
sold with merchandising support,
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popular roll
down almost
is hardly a
a full point to
me-too. “What
22.2%.
The news
sets our biswasn’t much
cuits apart is
better in the
their size: 2.2
refrigerated
ounces versus
section where
the standard
sales slid 2.1%
2.08 ounces.
to $451.54
We think the
million. Only
finished prodFrozen dough category leader Rhodes
the refrigeruct is superior
offers Warm-N-Serv Soft White Rolls
ated pastry/
and French Crusty Rolls in better-value to smaller bisdumpling
cuits not only
12-count packages.
subcategory
in appearance
saw sales expand (+3.0%), thanks to
but in texture.”
But the biggest news from Rhodes
strong performances from the Pillsis its introduction of 12-count packbury and Pillsbury Grands brands.
ages of Warm-N-Serv Soft White
The segment also got a nice boost
Rolls and French Crusty Rolls, both
from newcomer Pepperidge Farm,
of which currently come only in
which has already grabbed the No. 5
six-counts. “The new configuration
spot, despite being available only at
will give Rhodes consumers twice
Walmart.
In addition to Sweet Rolls (in
the rolls at a better value,” explains
Apple Caramel Pecan, Cherry and
Farnsworth. In fact, he adds, in some
Chocolate Chip Cinnamon flatest markets where both sizes are
vors), Pepperidge Farm also rolled
stocked, the 12-count is actually
out Buttermilk Biscuits and Flaky
Original Crescent Rolls. Though both
items have cracked the top 10, their
early success wasn’t enough to bring
either the refrigerated bread/roll/
bun dough (-4.6%) or biscuit dough
(-0.4%) subcategories into positive
territory. Manufacturers say lack of
promotion may have played a role in
the category’s decline. According to
IRI, volume sold with merchandising
support fell 1.6 points to 29.7%.
Although the frozen and refrigeroutselling the six-count. It’s a trend
ated bread/dough segments are getting squeezed for space by hot-selling Rhodes is seeing across product lines,
particularly in its roll business.
Greek yogurt and frozen breakfast
While sales of the company’s topsandwiches, manufacturers continue
seller, 36-count White Dinner Rolls,
to introduce innovative new items,
have grown steadily year after year,
albeit at a slower pace than before.
its 72-count White Dinner Rolls have
HARDLY A ME-TOO
registered double-digit increases.
On the frozen side, category leader
“Since the larger sizes provide more
Rhodes Bake-N-Serv (www.rhodes
rolls at a lower cost per roll, we
bread.com), Salt Lake City, recently
believe loyal Rhodes customers are
rolled out both Buttermilk and
seeking value without compromisSouthern Style Biscuits designed
ing quality,” says Farnsworth, who
to go directly from freezer to oven.
also thinks consumers are using roll
But according to company president
dough they’ve already got on hand to
Kenny Farnsworth, its version of the
make other items (pizza, breadsticks,

Although the category
certainly isn’t getting
any more space, manufacturers continue to
introduce innovative
new products, albeit at a
slower pace than before.

DELICIOUS
by design

Innovation • Inspiration • Value

www.furlanis.com

SPOTLIGHT:
BREAD/DOUGH
Merchandising:
BREAD
monkey bread, etc.).
Convenience and bold flavors remain popular.
On the convenience side, Anaheim, Calif.-based
Bridgford (www.bridgford.com), best known for
its frozen dough products, recently introduced
its first fully cooked item. According to senior vp
Dan Yost, the company’s new heat-and-serve Buttermilk Biscuits and White Rolls are produced via
a proprietary technique that results in a moister
product with better holding power. “So not only is
it more convenient — it can be heated in a microwave — it delivers better quality than a dough
biscuit,” he says.

for bolder flavors that
bring a little excitement
to the dinner table.
Although they got their
start on the foodservice
side, DaRe says a strong
price proposition will
help the biscuits succeed
in the frozen department
as well.
Research from
Boulder, Colo.-based
Rudi’s Organic Bakery (www.rudisbakery.
CHEDDAR BISCUITS
com) indicates that 13%
Furlani taps into demand for bolder
As for new flavors, Mississauga, Ontario-based
of U.S. households are
flavor with savory Cheddar Biscuits.
Furlani (www.furlanis.com) recently debuted
buying gluten-free bread
Cheddar Biscuits, which mark “a significant departure
products, according to Doug Radi, senior vp of marketing
from the everyday,” according to sales and marketing vp
and conventional sales. And a majority of those would like
Paul DaRe. Expected to roll out across the United States
to buy them in conventional supermarkets where they althrough the end of 2014, the “savory, full-flavored biscuits ready do most of their shopping. Unfortunately, they can’t
with a strong garlic component” tap into growing demand always find gluten-free bread at their usual store, creating
an opportunity for retailers quick to jump on
the trend.
To help retailers expand their offerings
beyond
the basics, Rudi’s recently introduced
Base (not promoted) share of volume was 91.8% of total frozen
Gluten-Free
Heat & Serve Ciabatta Rolls. Soft
bread and dough — or $231.16 million — during the 12 weeks
and
chewy
on
the inside and crispy on the
ended March 23, according to IRI, the Chicago-based market
outside,
they’re
available in both Plain and
research firm. Incremental (promoted) share of volume was 8.2%, or
Rosemary
Olive
Oil flavors, says Radi.
$12.86 million. But while both base and incremental dollar volume
Another
frozen
bread manufacturer, Grand
fell, the decline was much steeper for the promoted goods.
Rapids, Mich.-based Cole’s (www.coles.com) is
Let’s look at that a little more closely. Base dollars fell by 0.8%,
also exploring “more exciting” flavor profiles.
or $1.97 million from the same period a year ago. But incremental
Last fall it launched four new varieties of
dollars were off by 10.4%, or $1.49 million. That’s a huge hit for a
Texas Toast and Cheese Sticks (cheese-filled
segment that accounts for only 8.2% of sales.
breadsticks) that it hopes will attract both
So where did the bottom fall out? The quick answer is that
younger consumers and more men to the
average promotional lift in the category dipped by 2.8 points to
category. Designed for grilling as well as oven54.0%.
baking, the newcomers include Chipotle BBQ,
Spicy Buffalo and Hidden Valley Ranch Texas
Let’s drill down. Here’s how the different types of merchandising
Toast and Hidden Valley Ranch Cheese Sticks.
support performed during the period versus the same 12 weeks a
Cole’s also debuted a pair of gluten-free
year ago. The first number is the percentage increase in volume with
items — Dinner Rolls and Garlic Baguettes —
support, versus the prior year. The second number is the percentage
highlighting the once-niche segment’s transichange in volume from a year ago.
tion to mainstream. n
Display only: 56.4%, 7.7%. Feature and display: 318.1%, 12.8%.
Feature only: 105.5%, (20.7%). Price reduction only: 32.1% (0.1%).
Feature and display did well together. But feature only — with its
20.7% decline in volume — contributed significantly to the drag on
Here’s expert advice on how to make sales of
sales.
frozen and refrigerated bread and dough rise.
Incremental share of volume was shared unevenly among the
How can retailers and manufacturers turn
segments. Fresh baked bread/rolls/biscuits made up 7.1% of the
refrigerated and frozen bread and dough
category’s 8.2% total. Next came frozen bread/rolls/pastry dough, at
into a winner — for both parties? Here are
1.0% and the tiny frozen cookie dough segment with a 0.1% share.
some tips from consultant Craig Espelien,
Average promoted price per volume in the category fell by a
vp at Consumer Products Inc., a subsidiary
nickel to $2.67, while average weekly items per store went down by
of Fort Worth, Texas-based Marketing
0.6 items to 33.4.
Management Inc.

DRILLING DOWN ON PROMOTION

4 FRESH IDEAS FOR FROZEN
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Let the whole family in on the great,
baked flavor of our new Gluten-Free Heat
& Serve Ciabatta Rolls. Available in Plain
and Rosemary Olive Oil varieties.
rudisbakery.com/gluten-free

SPOTLIGHT: BREAD/DOUGH
1. Migrate some
items. Given the
higher margins offered
by bakery items, it is
sometimes in retailers’
best interest to move
more upscale breads and
rolls from refrigerated or
frozen to fresh. (It also
helps differentiate them
from the Walmarts of
the world).
2. Segment for meal
solutions. Offer
sandwich-size rolls or
slider buns that meet
specific mealtime needs.
And look for gaps in the
fresh bakery assortment,
says Espelien. If it doesn’t
offer much in the way of,
say, dinner rolls (which
most bakeries don’t),
go all out with whole
wheat, flavor-infused and
gluten-free varieties.
3. Merchandise with
complementary items.
It’s how consumers
want to shop anyhow,
says Espelien, so work
together to make frozen
bread and dough part of
different meal solutions
(chicken pot pie, lasagna
and garlic bread, chicken
and biscuits, etc.). He
adds that bread and
dough are high-impulse
items not always on
the shopping list, so
placement in a display
with complementary
products or even alone
on an endcap can be a
game-changer.
4. Build excitement.
Take a page from ice
cream makers’ playbook
and rotate in limitededition seasonal varieties
that keep consumers
coming back to the
category to see what’s
new, says Espelien. n
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BREAD
& DOUGH
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club

and dollar stores combined for the 12 weeks ended March 23, 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
at least $1 million in sales during the period are listed.
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
FZ BREAD/FZ DOUGH	
$244,021,600
(1.4) 84,900,600 (2.2) 95,923,580 (1.9)
FZ FRSH BKD BRD/ROLL/BISCUIT $184,719,500
(0.7) 68,273,600
(1.5) 62,329,820 (0.1)
Private Label
$46,424,030
4.4 20,748,060
3.5 19,926,150
4.7
New York
$45,124,130
0.7
15,638,180 (0.8) 11,678,240
0.8
Pepperidge Farm
$23,870,660
(11.3)
8,881,138 (12.7)
6,116,295 (13.7)
Sister Schubert’s
$20,627,590
(6.5)
5,392,239
(8.8)
6,171,272 (7.4)
Cole’s
$14,060,440
1.2
6,078,657
2.5 4,884,564
2.1
Pillsbury Grands
$7,504,288
1.7
2,066,350
1.4
4,354,154
4.2
Mary B’s
$3,617,465
11.2
1,184,043
3.1
2,041,655
9.1
Furlani
$3,583,380
57.9
1,961,937
36.9
1,368,526 70.0
Mamma Bella
$2,680,157
(16.1)
835,772 (17.2)
617,709 (17.1)
Joseph Campione
$2,122,645
(21.4)
860,041 (22.8)
598,750 (23.3)
FZ BREAD/ROLLS/PASTRY DOUGH $53,262,370
(4.0) 15,456,640
(5.1) 30,840,740 (6.4)
Pillsbury Grands
$11,775,370
(0.9)
3,449,987
(1.3)
6,507,228
1.9
Mary B’s
$8,829,905
5.1
2,326,103
2.1
5,438,983
2.6
Rhodes
$7,053,036
(3.6)
1,586,512
(7.3)
5,543,143 (7.0)
Private Label
$4,714,909
(6.7)
1,501,704
(9.6)
3,569,745 (4.9)
Rhodes Bake-N-Serv
$4,038,099
(7.2)
1,043,932
(9.4)
2,883,292
(9.1)
Goya
$2,653,046
9.1
1,314,317
5.2
1,297,840
5.4
Athens Foods
$1,809,292
(8.3)
457,462
(9.9)
453,476 (9.6)
Pepperidge Farm Stone Baked
$1,809,236
(7.9)
513,680 (14.0)
449,470 (14.0)
Rhodes Warm-N-Serv
$1,645,740 (19.0)
635,232 (21.6)
449,134 (21.3)
Bridgford
$1,395,337
(6.9)
389,161
(3.5)
883,022 (5.8)
RFG DOUGH/BISCUIT DOUGH
$451,539,700
(2.1) 223,488,600 (2.2) 191,299,800 (1.8)
RFG BISCUIT DOUGH	
$141,826,000
(0.4) 99,614,300 (0.2) 89,813,810
0.5
Pillsbury Grands
$78,219,660
0.7 50,195,700
1.6 48,872,580
1.8
Private Label
$33,258,890
(3.8) 28,475,600
(3.7) 23,035,230 (2.4)
Pillsbury Golden Layers
$14,485,480
(2.2)
12,384,730
(1.6)
7,093,961 (0.7)
Pillsbury
$11,694,110
(4.3)
5,318,559
(6.4)
8,720,671 (4.7)
Pillsbury Golden Homestyle
$2,328,144
0.4
2,152,683
1.7
1,079,533 (0.3)
RFG DGH (PASTRY/DUMPLING) $104,858,700
3.0 42,153,610
(0.1) 36,106,380
3.0
Pillsbury
$63,707,300
2.7 26,973,930
(0.7) 21,829,280
3.1
Private Label
$18,321,570
(1.8)
8,736,065
(0.9)
7,451,894 (0.9)
Pillsbury Grands
$14,913,730
4.0
4,087,202
6.0 4,470,580
6.0
Pillsbury Grands Flaky Supreme $3,737,603
7.7
1,008,882
8.4
1,103,515
8.4
Pepperidge Farm
$2,067,562
*
565,181
*
548,240
*
Immaculate Baking Co.
$1,009,688
10.7
289,626
3.9
305,417
5.4
RFG COOKIE/BROWNIE DOUGH $104,810,500
(6.5) 36,850,460 (6.9) 39,796,560 (7.4)
Nestlé Tollhouse
$35,454,120
(7.0)
11,591,340
(7.6) 13,874,800 (7.9)
Pillsbury Ready To Bake
$20,072,890
(0.7)
7,517,314 (0.8)
7,014,910 (0.0)
Pillsbury
$16,730,110
4.0
5,312,817
(0.9)
6,723,147 (3.6)
Nestlé Tollhouse Ultimate
$9,385,442 (12.9)
3,385,953 (11.9)
3,385,953 (12.1)
Private Label
$7,952,234
(1.0)
3,485,513
0.2
3,611,749 (0.2)
Pillsbury Big Deluxe
$5,766,351
(7.9)
2,110,406
0.3
2,110,409 (13.5)
Pillsbury Simply
$2,237,333
(9.0)
826,677
(7.9)
723,343 (7.9)
Pillsbury Ready To Bake! Shape $1,898,463
(64.1)
839,143 (61.4)
576,911 (62.3)
Immaculate Baking Co.
$1,514,816
(3.4)
464,319
(8.2)
406,279 (8.5)
Pillsbury Big Deluxe Classic
$1,499,668
39.4
533,781
36.8
533,781 36.8
RFG DOUGH (BREAD/ROLLS/BUN) $100,044,500
(4.6) 44,870,200 (4.7) 25,583,060 (6.8)
Pillsbury
$70,951,120
(3.1) 29,936,560
(3.6) 16,920,870 (4.3)
Private Label
$19,607,760
(5.5) 10,286,370
(3.8)
5,320,153 (4.8)
Pillsbury Recipe Creations
$2,165,836
(8.1)
908,819 (10.4)
454,875 (10.4)
Pillsbury Grands
$2,050,990
(11.1)
1,393,012 (10.6)
1,361,947 (7.9)
Pillsbury Place ‘N Bake
$1,765,521
(17.9)
782,338 (18.0)
391,169 (18.0)
*Product has been in distribution for less than one year.
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Frozen Ready-Dough , Heat & Serve Rolls and Exciting New Monkey Bread!
®

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

For instant service or more information, contact us at

800-854-3255

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

www.bridgford.com

SPOTLIGHT: MEXICAN

MEXICAN

regions of the country (Baja, Verac“When we looked at the singleruz, Yucatan, etc.). It also debuted a
serve frozen meal segment, we
noticed there wasn’t a truly authentic trio of recipe-ready sliced and diced
peppers designed
Mexican offering beto make fromyond burritos and enscratch cooking a
chiladas,”
says
brand
With an emphasis on authenticity,
little easier.
manager
Stephanie
convenience and bold flavor, new
But one of the
Bloch.
items drive growth in the Mexican
company’s
bigDemand
for
more
foods category.
gest moves is the
authentic Mexican
recent debut of
convenience foods
BY DENISE LEATHERS
its popular Chi
is growing with the
Chi’s brand in the
emergence of Mexhanks to an influx of new
frozen departican-American milproducts from some of the
ment. “Chi Chi’s
lennials, adds brand
industry’s biggest players,
is a million-dollar
manager Gilberto
Mexican foods remain a bright spot
The newest addition
brand in the
Gutierrez. “In comin the otherwise struggling frozen
to the hot-selling
shelf-stable center
parison to first gendepartment. Nielsen says frozen
TortillaLand lineup:
store section, and
eration immigrants,
Mexican entrees in all outlets comCheesy Tortillas featuring
it’s got strong
bined (including convenience stores) millennials have a
flecks of real cheese.
recognition on
much higher need for
topped $337.55 million during the
the East Coast in
convenience because
13 weeks ended March 15, a 4.5%
of their busy American lifestyles. But particular,” says Bloch. “So we deincrease compared with the same
cided to leverage that brand equity by
they still love the authentic flavors of
period a year ago. That’s the largest
transitioning our Don Miguel’s brand
recorded during the period by a fro- Mexico that they grew up with,” he
to Chi Chi’s in markets east of the
explains.
zen prepared foods subcategory.
Mississippi. The Don Miguel brand
In fact, sales for the frozen preA CATEGORY FIRST
will still be available nationwide, but
pared foods category as a whole fell
The Cocina Mexicana line includes
it will be focused in the West.”
2.4% to $1.18 billion, with both the
10 different varieties, each of which
So far, the move is proving popuItalian (-7.8%) and Oriental (-6.1%)
features both an authentically prelar with retailers, says Bloch. “We’ve
entree segments registering losses.
pared protein and side dish, he says.
already had some who didn’t carry
Minneapolis-based General Mills
Meals run the gamut from Chicken
Don Miguel at all pick up Chi Chi’s.”
started the ball rolling last fall when
Chilaquiles and Beef
Like Don Miguel, the “new” Chi Chi’s
it rolled out
Barbacoa to Pork
line includes frozen appetizers and
eight MexiChile Verde and
both regular and breakfast burritos,
can meals for
Huevos Rancheros.
including two new varieties: Western
two under the
But instead of the
Style Omelet and Maple Sausage. The
Old El Paso
usual microwaveable company is also debuting a pair of
label (www.
tray, these come in
premium-quality, “gourmet” burritos
oldelpaso.com),
bowls — a category
— Steak and Cheese and Chicken,
marking the
first, according to
Rice and Cheese — currently availbrand’s first
Gutierrez. “The
able only at Walmart.
appearance in
bowl was inspired
While MegaMex hopes its rethe frozen aisle.
by Mexican-themed,
branding effort will help it grab a
But the segquick-service chains, bigger piece of the frozen handment got anwhich have had
Offered under the Herdez
held Mexican segment, the current
other big boost
incredible success
Cocina Mexicana brand,
category leader is looking to cement
after Chino,
with this format,” he
MegaMex Foods’ new line
its No. 1 position with the launch of
Calif.-based
reports.
of authentic Mexican bowls
value-size packaging. Dinuba, Calif.MegaMex
For consumers
builds on the format’s success
based Ruiz Foods (www.elmonterey.
Foods (www.
willing to do a little
in quick-serve restaurants.
com), maker of the El Monterey
megamexfoods.
more prep work,
lineup, recently rolled out 12-count
com), a joint
Herdez also launched a steam-bag
packages of six of its most popular
partnership between Hormel and
line of Mexican frozen vegetables,
single-serve Supreme Burritos and
Herdez del Fuerte, introduced a colChimichangas and Breakfast Burlection of 10 Cocina Mexicana Bowls including both single vegetables and
veggie blends inspired by different
ritos, reports president and CEO
under its Herdez brand.

ENTREES UP 4.5%

T
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SPOTLIGHT: MEXICAN
Rachel Cullen. “The 12-counts respond to consumers’
desire for the quality and great taste of our burritos and
chimichangas in volume quantities. It’s all about the
convenience of having them readily available for a quick
snack or breakfast on the run.”
Other frozen manufacturers are focusing their efforts
on single-serve burritos that give consumers the opportunity to experiment with different varieties. But according to Phil Anson, founder and COO of Boulder, Colo.based EVOL Foods (www.evolfoods.com), the all-natural,
single-serve category where the company competes lacked
products substantial enough to satisfy some consumers’
appetites. To meet the needs of bigger eaters, EVOL recently rolled out a pair of extra-large 11-ounce burritos in
bolder, spicier flavors and darker, “more manly” packaging.
So far, says Anson, the new size is selling phenomenally
well, highlighting “a huge, unmet need for bigger burritos.” EVOL’s new Burritos and Quesadilla Plus assortment,
which features a separate packet of guacamole so consumers can customize the product to their own taste, also
continues to gain distribution, says Anson.

APPETIZERS GO BOLD
While the Mexican snacks and appetizers category has
struggled recently, manufacturers continue to roll out
new items in an effort to jumpstart sales. Among the
more successful is Ruiz’s new El Monterey Shell Shockers.
Unlike conventional chicken
taquitos, Ruiz’s version features Doritos-type seasoning
on the outer shell, offering a
more modern twist on a traditional snack, says Cullen.
Unique items with bold
flavors represent an ongoing trend in the category,
adds Terri Bihl, director of
marketing for Mexican CPG
at Houston-based Windsor
Foods, maker of the José Olé
lineup (www.joseole.com). The
company continues to expand
distribution of its new Nacho
Bites, which allow consumers
Ruiz Foods introduces
to enjoy one of their favorite
12-count, value-size
restaurant appetizers at home.
packages of some
As an added bonus, the José
of its most popular
Olé version is also portable —
single-serve burritos
another key category trend,
and chimichangas.
especially among millennials.
It’s available in both Chicken &
Cheese and Shredded Steak & Cheese flavors, the latter of
which is offered only in select markets.
Pittsburgh-based H.J. Heinz also debuted a nacho-type
frozen appetizer recently. But its T.G.I. Friday’s Nacho
Toppers are designed to be added to consumers’ own
tortilla or corn chips, says spokesperson Suzanne Basista.
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IT’S A WRAP!

The refrigerated tortilla category continues to struggle, but one company has found the key to success.

O

ne of the most popular Mexican foods in the
supermarket today is tortillas, which outsell
even pantry staples like pasta and hamburger rolls.
But, while sales on the shelf-stable side continue to
rise, sales of refrigerated tortillas fell 4.1% during the
12 weeks ended March 23 to $26.84 million, according to Chicago-based market research firm IRI. While
a few of the top 10 brands registered modest gains,
including No. 2 private label, most saw sales decline.
The lone exception: No. 3 TortillaLand, whose sales
shot up a whopping 40.6%.
Manufactured by San Diego-based Circle Foods
(www.circlefoods.com), now part of Tyson Foods, the
“on-trend” product checks many of consumers’ boxes,
says director of marketing Charlene Richardson. “It’s
made with a few simple ingredients, it’s all-natural, and
it’s fresh so consumers can cook it themselves.” She
adds, “It’s a product they’re proud to serve their guests.”
To build on TortillaLand’s success, Circle Foods recently rolled out two new twists on the original: fiberrich, whole-grain Oh-Mega3! Tortillas and Cheesy
Tortillas infused with bits of real cheese.
To help grow the refrigerated tortilla category —
and also meet consumer demand for meal solutions
— Richardson suggests retailers merchandise and
promote tortillas with complementary refrigerated
products. In addition, she says, TortillaLand is also
working with celebrity chef Rick Tarantino to develop
easy-to-prepare recipes that retailers could post on
their websites or distribute at point of sale. n

The company also introduced a pair of new snacks under
its Delimex brand — Beef Soft Tacos with 40% more filling than a previous iteration and Pork Taquitos, a category first. “Pork is a traditional protein in Mexican cuisine
and it’s on the menu at most popular fast casual Mexican
restaurants,” she explains. But until the Delimex intro, it
wasn’t represented in frozen appetizers.
While dedicated Mexican food manufacturers are
working overtime to fill gaps in their product lines, suppliers of more mainstream products are also looking
to cash in on the growing popularity of Hispanic fare.
For example, Atlanta-based Luvo (www.luvoinc.com),
formerly known as LYFE Kitchen, recently added three
enchiladas (Sweet Potato & Butternut Squash, Quinoa &
Vegetable and Chicken) to its better-for-you line of singleserve frozen entrees prepared “en papillote” in patented
paper pouches. And Pinnacle Foods (www.birdseye.com),
Parsippany, N.J., just debuted a family-size Fajita Chicken
variety of its BirdsEye Voila! skillet meals, seen on the
shelves at select Walmart stores. n
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BOEHLER IS NAMED
AMERICOLD PRESIDENT

Atlanta-based Americold (www.
americold.com) has named Fred W.
Boehler, the company’s COO, to the
additional post of president. Jeffrey
M. Gault, former president and CEO,
is retiring and will continue to serve
on the Americold board of trustees.
Boehler joined Americold in
February 2013 after serving as senior
vp of supply chain with Supervalu.
Earlier, he was senior vp logistics
Fred W. Boehler
and purchasing at Borders Group,
Inc., where he oversaw distribution operations, industrial
engineering, logistics planning and purchasing.
“Jeff Gault led Americold to consistent growth and success in a rapidly changing industry, and he was instrumental in the decision to expand Fred’s responsibilities,”
said Greg Mays, chairman of the Americold board of
trustees. “We recognize Jeff for his insight and valuable
contributions and thank him for his three years as an
executive of the company.” n

SPEED MONITORING SYSTEM

OFFERS NEW INNOVATIONS

Azuga SpeedSafe is a new device designed to prevent
speeding by providing more accurate location reports
than traditional GPS-only speed monitoring systems.
The unique innovation of the new speed monitoring
system is its ability to track speeding incidents everywhere a fleet operates — not just the
open road or on interstates, according
to San Jose, Calif.-based Azuga (www.
azuga.com) and SpeedGauge (www.speedgauge.com), San
Francisco, which partnered on the launch.
“This technology has decreased the number of speed
events by more than 40% in three months,” said Remy
Cano, president of Northwest Tank & Environmental
Services, Snohomish, Wash.
The instant-install, cloud-based GPS fleet tracking
and driver behavior solution compares actual vehicle speeds with the
posted speed limits on
interstates, as well as
frontage and side roads, rural and urban streets, yards
and specific locations identified by fleet managers. It
allows fleet managers to customize speeding thresholds,
receive real-time alerts of incidents that exceed those
thresholds, and pinpoint the exact location where the
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infraction occurred, including an optional street view.
Azuga SpeedSafe has a limited introductory price of
$2.99.
“Speeding is not only against the law but it’s also a
huge safety concern especially when it occurs in inclement weather, school zones, parking lots or loading zones.
This also makes it a major liability for our fleet customers,” said Ananth Rani, vp of Azuga. “Azuga reads vehicle
speed from wheel sensors every second and ensures a
very accurate solution for our customers.”
The National Safety Council estimates speed-related
crashes cost fleet managers $6 billion in lost productivity annually. Azuga and SpeedGauge say customers will
benefit from a reduction in speeding, hard-braking and
speeding citations — saving costs, minimizing liability
and keeping drivers safe. n

GS1 CONNECT
IS JUNE 8-12
Executives from more than 50 organizations in the
grocery, retail, foodservice and healthcare industries,
including The Coca-Cola Company, The Kroger Co., Eli
Lilly and Company, Mercy, Target, US Foods, Walmart
and Zappos.com, will headline the conference program at
GS1 Connect 2014. The conference and exhibit, themed
“Reinventing Business,” will be hosted by GS1 U.S. at the
San Diego Marriott Marquis & Marina and the San Diego
Convention Center from June 8-12.
GS1 Connect 2014 provides an opportunity for attendees to explore how GS1 Standards can improve product
traceability, operational efficiency, data quality, business
growth and collaboration between trading partners. Offering five distinct tracks in grocery, retail, foodservice,
healthcare, and GS1 standards and solutions, attendees
will have the opportunity to learn best practices for leveraging GS1 standards, and hear directly from industry
leaders about how they are implementing standards to
address critical business process needs.
The conference program offers five tracks including
one on grocery. Key topics in this track include the alignment of traceability processes across all food categories;
case study implementations of GS1 Standards; a panel
discussion on Global Data Synchronization Network use
cases; fresh approaches to meeting customer needs; and
the benefits of implementing Produce Traceability Initiative (PTI) recommendations. This track includes speakers
from H-E-B, The Kroger Co., Meijer, McLane, The Nunes
Company, SuperValu, Tanimura & Antle, Wakefern Food
Corporation, Sam’s Club, Walmart and Wegmans.
GS1 Connect 2014 is sponsored by The Coca-Cola
Company and The J.M. Smucker Company. Visit www.
gs1connect.org for more information or to register. n

LOGISTICS LEDGER

Kansas City, Mo…The 2014 Global Cold Chain Alliance Assembly of Committees will be July 26 – 30 at
Aldi broke ground May 1 on a new distribution center the Fairmont Washington, D.C., Georgetown… England Logistics (www.englandlogistics.com), Salt Lake
and divisional headquarters in Rosenberg, Texas,
City, has been awarded the 2014 Best of State, Utah’s
outside Houston. The company expects to complete
premier recognition and awards program, in the transthe projects in early 2016… Save-A-Lot will open a
portation/logistics category. The company is the nation’s
140,000-square-foot DC in Aurora, Colo., in June.
10th largest freight brokerage firm…
Mark Schmidt and John Olakowski
ARE
have joined Lathrop, Calif.-based
‘The driver recruiting and retention market remained extremely chalPower Automation Systems (www.
powerautomationsystems.com) to serve
lenging during first quarter 2014. Significant difficult factors included
customers with their warehouse managea declining number of, and increased competition for, driver trainment needs. Schmidt’s background is in
ing school graduates, a gradually declining national unemployment
material handling systems and supply
rate, and increased job competition from the strengthening housing
chain solutions, while Olakowski has
construction and hydraulic fracturing markets. We expect the driver
extensive experience in food and bevermarket to become more problematic as the year progresses.’
age production engineering along with
— From a press release by transportation and logistics provider Werner
supply chain solutions. The company
Enterprises, Omaha, Neb., reporting flat first-quarter sales.
helps maximize warehouse effectiveness
with its automated warehouse storage
solution family, PowerStor… Plover, Wis.-based Women
Heretofore, stores in the area had been served by a
in Trucking (www.women intrucking.biz), is accepting
company DC in Dallas… Seaford, Del.-based Trinity
nominations for The Distinguished Woman in LogisLogistics (www.trinitylogistics.com) has acquired
Legacy Transportation (www.legacytransportation.org), tics Award (DWLA). The award honors achievement and
leadership in logistics in North America. For info, e-mail
Gladstone, Mo. The Legacy staff, led by former president
ideas@tmwsystems.com, or call 440-721-2260. n
Harold Elliot, has joined the Trinity team’s location in

DRIVER SHORTAGES

‘CHALLENGING’

Reaching above and beyond youR expectations in
cold stoRage waRehousing and constRuction

visit us in
Booth 3454
at iddba
in denver!

•
•
•
•

Design/build construction
Blast freezing with Interstate Warehousing’s QFR Zone® system
Cold storage warehousing & distribution
Specializing in construction of multi-temp food distribution and
manufacturing facilities
• Customized distribution solutions at Interstate Warehousing
• Industry leader in warehouse automation assessment and integration
• Owner/Operators of more than 90 million cubic feet of frozen &
refrigerated warehouse space

@TippmannGroup

(260) 490-3000
9009 Coldwater Road • Fort Wayne, Indiana 46825 • www.tippmanngroup.com

GETTING PERSONAL

FINDING
THE GOAL

After college at North Carolina State University, when
Silva got involved in adult leagues, one of his friends was
on a team near Charlotte, N.C., and one day the coach
announced he wasn’t going to coach the next season. So
Silva stepped up.
“I had 30 years of experience at that point, so I could.”
Could is an understatement. The first team he coached
was one of the worst teams in the worst division, and two
years later they were playing in the second-top division in
Jorge Silva of Michael Angelo’s started
North Carolina.
playing soccer when he was three or four
“It was a huge acyears old. Lessons he’s learned over the
complishment. I had to
years have helped him, and many others.
teach them that mentality of expecting to win,
BY SARAH THAYER
rather than expecting to
lose.” He says this is his
s a Hispanic, you grow up with a
favorite part of coachsoccer ball at your feet. My first
ing — and much of what
soccer team I was probably
he brings to the table in
three or four years old, and a foot shorter
business, too.
than everyone else out there.” Jorge Silva
“Most of these kids
is a sales director at Austin, Texas-based
believe after high school
Michael Angelo’s Gourmet Foods, and he
they work.” He talks
loves soccer. In fact, this June, one of his
about how he works
dreams will come true — during a birthday,
with them to see the
no less: he is going to see the World Cup.
idea of college, of other
The Roja team, part of the Steele Creek
“Brazil is kinda like soccer mecca, so it’s
opportunities. To get
Athletic Association, won the Adidas
always been a dream to see a professional
soccer scholarships
Invitational tournament in North Carolina
game in Brazil,” he says.
in January 2013. Silva, coach, is at top right. to afford it. “Now,” he
Silva was three when his father moved
says, absolute pride
his family from Santiago, Chile. “My father moved us to
in his voice, “they have dreams beyond just getting a job
the United States to escape the dictatorship in Chile in
after high school.”
the 1970s, with $50 in his pocket. By the time he retired,
Silva inspires his players to bring out their competitive
he owned his own textile mill.” Silva tries to explain how
drive, to work as a team, believe in each other, and to trust
beautiful Chile is:
themselves. He likes teaching kids a
“Very mountainous,
sport that keeps them healthy and aclike a giant coastline.
tive, but he gets a lot more out of seeing
It can be 90 degrees
them dream of better things. Somein the city and you
times, he even brings inspirational
look up to see snowquotes to practice to read to them.
capped mountains.”
CAN’T BE COMPLACENT
His favorite town:
Pichilemu.
“In anything you do, you can’t be
I ask him about his
complacent,” Silva says. It’s one of the
favorite memory of
biggest lessons he can apply from the
playing soccer, and
field to the conference room: competihis voice changes.
Silva (bottom right) last June with his adult league tive drive. Silva – and of course his sis“We had a game, I was team at the Powerade State Games of North
ter Veronica DeCristoforo, co-founder
probably in eighth
of Lindy’s Homemade – learned that
Carolina, where the team took second place.
grade. The game went Members included players originally from Aruba,
drive and work ethic from their father.
into overtime, and
“It’s what the U.S. was built on,” he
Jamaica, Honduras, Chile and other countries.
after that we had a
says. “People moving to this country
penalty shootout. It was my first game under the lights.”
with nothing but a dream.”
Playing “under the lights” meant that all the parents
The mentality to succeed, as he proved on the field, is
had turned on their car headlights so the teams could
critical to keeping up with the competition in business.
see what they were doing. He still keeps in touch with
Michael Angelo’s is a relatively small company succeeding
most of his teammates, and they all remember that
in a bigger pool with tougher competition. “You’re always
game. “And, we won,” he says.
gonna have obstacles,” he says, “they just change.” n
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• Multi-vendor (MVC) consolidation programs
• eUSCOLD Online Services for 24/7 account access
• Import / export services
For more information:
Business Development: 779.435.1109 www.uscold.com

