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A new concept store features a
full-service, sit-down restaurant
and bar. Is this the future of
retail foodservice?

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

GOOD FORTUNE IN EVERY BOX™

TaiPeiFood.com
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Juice. It’s in our DNA.
For 30 years Old Orchard has been producing the best tasting, highest
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OUT WARREN’S WAY

WE’RE
FINALISTS!
Johnny, Rhonda and Warren and
the ASBPE contest.

“S

ometimes when retailers look at the profitability report,
they get their panties
in a wad and don’t
think straight.”
Yes, that was vintage
Johnny Harris, in his
column last June. He
was writing about saving dead SKUs, and why
being a slave to profitability reports isn’t a
good idea.
Back then, I thought of replacing
part of that with “they get nervous and don’t think straight.” But I
decided to leave it in. One reason so
many of us love Johnny’s Awesome
Column is that he writes it just as
he talks it. You get the real deal.

SECOND-GUESSING

But then a few months ago, I was
second-guessing myself. I was
preparing entries into a competition
put on by the American Society of
Business Press Editors, who each
year decide what’s top-notch writing
in the business magazine industry.
Now, Johnny’s columns rock,
and I love this particular one. But
I thought, “Are the judges going
to get their panties in a wad when
they read that?” But once again,
I decided to just go with it. I also
entered his August column on
display cases, where, in describing automatic lights in the aisles,
he noted that “All you need now is
some colored lights and you’ll have
the makings of a circus!”
Yes, Johnny has fun with it, but
he also shoots straight and provides
real hands-on advice from someone
who’s been in the trenches. Our
readers find that valuable and I’m
more grateful to Johnny than he’ll
ever know.
Anyway, I got an e-mail from the
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ASBPE last month telling me that
Johnny’s column was a finalist in
the “Regular Column, Contributed”
category of its Awards of Excellence
competition. To my delight, Refrigerated & Frozen Foods Retailer is
also a finalist in two other areas:
“Humorous/Fun Department,” by
Rhonda Retailer, and “Editorial/
Editor’s Letter,” by yours truly.
The e-mail we
got was pretty cool:
“ASBPE’s competition recognizes
the hard work and
commitment of
business-to-business
and professional
magazine, newsletter, and Web editors
and designers. Such
an award is a most
prestigious acknowledgement that
your work has met high standards
of excellence and is at the top of
your profession. The Society’s
contest is extremely competitive,
and one of the largest US -business publication competitions. Our
judges are experienced business
editors, designers, consultants and
academicians. You and your staff
should be extremely proud.”

DO I GET ANY CASH?

When I e-mailed Johnny that he
was a finalist (we won’t know if we
are getting gold, silver or bronze
until later this month) Johnny wrote
back “Do I get any cash?” Um, no.
But Johnny’s happy anyway.
Rhonda Retailer, who makes a
comeback in this issue, is being insufferable. We’re not supposed to say
we “won” anything until after final
announcements are made, although
we can say we’re “finalists.” But
Rhonda is running around screaming “I won! I won!” As you can imagine, Vinnie Vendor is furious.
As for me, let me just say that I
wo…!! I wo… !! I really wo… !! Darn
it. Just can’t get that word out.

Warren Thayer, Editor
warren@frbuyer.com

VOLUME 5 ISSUE 10
Warren Thayer
Editor, Managing Partner
warren@frbuyer.com
603-252-0507
Paul Chapa
Sales Director, Managing Partner
paul@frbuyer.com
913-481-5060
Janet Matz
Art Director
janet@frbuyer.com
Denise Leathers
Executive Editor
denise@frbuyer.com
215-489-5090
Contributing Editors:
Johnny Harris, Dan Raftery,
Mike Friedman, Chef Rick
Tarantino, Adrienne Nardeau,
and Michael Garry.

EDITORIAL ADVISORY BOARD
Dan Raftery,
Raftery Resource Network
Todd Hale, Nielsen
Bob Anderson, former vp of
private label, Wal-Mart
Johnny Harris,
Johnny L. Harris Consulting
Skip Shaw, National Frozen
& Refrigerated Foods Association
Ellen Schmitz, IRI
Kraig Naasz,
American Frozen Food Institute
Corey Rosenbusch,
Global Cold Chain Alliance
Published by CT Media Partners,
Postmaster: Send address changes to
CT Media Partners, PO Box 342,
Norwich, VT 05055

U.S. subscriptions $40 per year.

T. Marzetti Company
1105 Schrock Rd.
P.O. Box 29163
614-846-2232
Fax 614-842-4186
www.marzetti.com

Columbus, OH 43229-0163
www.sisterschuberts.com

NEW PRODUCTS

Oat-Based Frozen Dinners
Ithaca, N.Y.-based Grainful (www.grainful.com) debuts
what it says are the first oat-based frozen dinners. Made
with whole-grain, steelcut oats, the 100% natural
meals offer “a healthy,
hearty alternative to pasta
or rice.” Free of preservatives, artificial colors
and artificial flavors, the
microwaveable, singleserve entrees come in
four varieties: Vegetarian
Chili, Porcini Mushroom
Chicken, Unstuffed Pepper
and Andouille Sausage and
Oat. Each 10-ounce meal includes a full serving of oats.
SRP is $4.99 to $5.99.

Frozen Barbecue Meats
Rich Products Corp. (www.
rich.com), St. Simons
Island, Ga., adds a group of
hickory-smoked barbecue
meats to its Farm Rich lineup. Made with pork, beef
and chicken, the Smokehouse BBQ collection
includes Pulled Pork BBQ,
Pulled Beef Brisket, Pulled
Chicken BBQ, Dry Rub
Smoked Chicken, and Dry
Rub Smoked Pork, all free
of artificial ingredients.
Easy to prepare in a microwave or conventional oven, the
frozen meats come in 16-ounce packages expected to
retail for $6.99 to $8.99.

Grab-and-Go Sides
Reser’s Fine Foods (www.resers.com), Beaverton, Ore.,
introduces a pair
of grab-and-go
side dishes available in both 1- and
3-pound packages.
Loaded Potato Salad
features russet potatoes, cheddar cheese,
bacon bits and dressing
while BBQ Smokehouse
Beans combine hearty
baked beans with shredded beef in a slightly sweet, savory sauce. The company
also rolls out a collection of 11-ounce cheese balls ready
for dipping. Offered under its Fresh Creative Foods
brand, the lineup includes Mediterranean Feta, Bacon
Ranch Cheddar, Pesto Parmesan, Spicy Taco and Cookie
Dough, the latter of which represents its first dessert option. Reser’s also debuts 15-ounce baked bries en croute
(wrapped in brioche dough) in three flavors: Cranberry
Orange, Raspberry Peach, and Apricot Orange.

Turkey Burgers
Garner, S.C.-based Butterball (www.butterball.com)
adds two frozen turkey burgers to its Everyday lineup.
Made with a
quarter pound of
lean white meat
turkey seasoned
with sea salt, All
Natural White
Turkey Burgers are
lower in sodium
and contain 70%
less fat than beef
burgers. Cheddar Turkey Burgers feature a third of a
pound of turkey and offer a more robust flavor. Both
varieties go straight from freezer to grill — no defrosting
or seasoning necessary. All-Natural White Turkey Burgers come in eight-count packages while Cheddar Turkey
Burgers are available in six-count packages. SRP is $8.49
to $9.49 for 2 pounds.

Gelato with Toppings
Englewood Cliffs, N.J.-based Unilever (www.unileverusa.
com) expands its Breyers portfolio with a new gelato
collection featuring a “trio of
textures”: creamy gelato,
smooth sauce and
crunchy toppings
like cookie pieces
and chocolate curls.
Offered under
the Breyers Gelato
Indulgences brand,
the line includes Vanilla Caramel, Raspberry
Cheesecake, Tiramisu
and Triple Chocolate, all
packaged in clear 28.5-ounce tubs that allow consumers
to see the product inside. SRP is $4.49 to $5.99.
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Seafood Skillet Meals
Baltimore-based Phillips
Foods (www.phillipsfoods.
com) launches a line of
all-natural skillet meals for
two. Ready to eat in about
10 minutes, the frozen entrees come in six varieties:
Asian Style Crispy Orange
Shrimp, Parmesan Basil
Crab & Shrimp Ravioli,
Creamy Parmesan Shrimp
Alfredo, Mediterranean Style Shrimp Primavera, Garlic
& White Wine Shrimp Scampi, and New Orleans Style
Shrimp. Offered in 21-ounce bags (except the Ravioli,
which comes in 18-ounce bags), the meals are line-priced
at $8.99 apiece. Phillips also debuts a pair of microwaveready frozen seafood dips. Sweet and spicy Honey
Chipotle Crab and smoky, cream cheese-based Bacon
Horseradish Seafood varieties both come in 10-ounce
containers with a $5.99 SRP.

NEW PRODUCTS

Dairy-Free ‘Cheese’ Slices
North Kingstown, R.I.-based GO Veggie! (www.goveg
giefoods.com), formerly Galaxy Nutritional Foods,
launches dairy-free,
vegan “cheese” slices in
four flavors: American,
Cheddar, Mozzarella
and Pepper Jack. Also
free of cholesterol,
casein, gluten, soy
and preservatives, the
low-calorie, highcalcium rice-based
slices promise “awardwinning” taste and
meltability. SRP is $3.79
for a 10-slice, 6.7-ounce
package. GO Veggie! also offers dairy-free shreds (Mozzarella and Mexican), grated topping and cream cheese.
Bread Pudding
Harry’s Fresh Foods (www.harrysfresh.com), Portland,
Ore., introduces Bread Pudding with Caramel Sauce.
Kettle-cooked in small batches, the classic dessert features apples,
cinnamon
and vanilla.
It’s offered
in sealed,
22-ounce
ovenable
trays with a
separate
1.75-ounce
packet of
caramel topping. Each
tray serves four to six. Shipped fresh or frozen but
sold refrigerated, the product has a 60-day shelf life
after thawing. SRP is $5.99. Bread pudding can also be
included in standard or custom holiday meal kits, with
or without protein.
Yogurt and Cereal Combos
Naugatuck, Conn.-based YoCrunch (www.yocrunch.
com), now part of the Dannon Co.,
partners with Kellogg’s to offer
what it calls an industry first.
Packaged in 4.7-ounce “shakeand-eat” containers with domeshaped lids, YoCrunch Cereal
Bowls come in five yogurtand-cereal combinations:
Nonfat Greek Vanilla Yogurt
with Kellogg’s Special K, Nonfat
Greek Strawberry Yogurt with
Kellogg’s Special K, Lowfat Vanilla Yogurt with Kellogg’s Frosted
Flakes, Lowfat Vanilla Yogurt with
Kellogg’s Fruit Loops, and Lowfat
Vanilla Yogurt with Kellogg’s Krave. SRP is $1.69.
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Natural Latin American Entrees
Buen Sabor (www.buen-sabor.com), Newburyport, Mass.,
debuts a “first-of-its-kind” collection of ready-made
traditional Latin American
entrees with a modern
twist. Made with clean, allnatural ingredients whose
source can be easily located
using the company’s Taste
Trace program, the frozen
lineup includes eight singleserve meals: Spicy Turkey
and Lentil Pastelon, Savory
Chorizo Seasoned Rice with
Cheese, Savory Rice with
Squash and Poblano Peppers, Savory Rice with
Chipotle Chicken and Beans, Beef Picadillo Empanadas,
Plantain and Cheese Empanadas, Chickpea and Sweet
Potato Picadillo, and Baked Tamal with Chicken and Pipian
Sauce. SRP is $4.99 for 8 to 10 ounces.
Fresh Pasta
Glen Rock, N.J.-based Randazzo’s Honest to Goodness Sauces
(www.randazzosauces.com)
adds fresh pasta hand-crafted
in small batches to its refrigerated foods portfolio. Made
with natural ingredients like
cage-free eggs and all-natural
flour, the line includes Tri-Color
Linguine, Spaghetti, Cheese Tortellini and Mini Cheese Ravioli.
Ready to eat in about 5 minutes,
the pastas come in 12-ounce
packages with a $5.99 SRP.
Gelato
Nestlé-owned Häagen-Dazs (www.haagendazs.com),
Oakland, Calif., expands its gelato lineup — now available nationwide — with four new varieties: Caramelized
Banana Chip, Pistachio, Pomegranate Swirl and Tiramisu.
All four are offered in 14-ounce cartons with a $4.79
SRP. Tiramisu is also available in 3.6-ounce cups with a
$1.49 SRP. Häagen-Dazs also rolls out two limited-edition
ice cream flavors, Banana Split and Midnight Cookies &
Cream, and one limited-edition frozen novelty, Pomegranate Dark Chocolate Ice Cream Bars. The ice cream
comes in 14-ounce containers, also expected to sell for
$4.79, while the bars are available in four-count packages
with a $4.39 SRP.

THE DATABANK

FASTEST
FROZEN
BY PETER PENGUIN
During the 12 weeks ended
April 20, sales of frozen foods
in supermarkets, drugstores,
mass merchants, military
commissaries and select club
and dollar stores combined
totaled $12.32 billion, about the same as
a year ago, according to Chicago-based
market research firm IRI. However, units fell
0.9% to 3.60 billion, and volume tumbled
1.0% to 5.02 billion. Volume sold with
merchandising support climbed 1.1 point to
38.6%.
For the 52 weeks ended April 20, dollars
edged up 0.5% to $51.98 billion, but units
decreased 0.4% to 15.30 billion and volume
dropped 0.9% to 21.84 billion. Volume sold
with merchandising support rose 1.2 points
to 39.7%.
Our chart shows the fastest-growing
frozen department subcategories, including
the leading brands, for the 12 weeks ended
April 20. Data is for the brands as originally
trademarked and may not include line
extensions. Only subcategories with at least
$500,000 in sales during the period are
listed. Brands with less than $250,000 in
sales are not included.

F A C T O I D S

-19.4%

Dollar loss by prepared vegetables (sauce/crumbs), to
$76,007,430, the largest frozen
subcategory with a double-digit
loss. This despite 52.4% of volume
being sold with merchandising
support, more than any other
frozen subcategory.

$2,381,627

Dollar sales racked up by Bertolli
frozen sweet goods during the
most recent 12 weeks, one of
the best performances by a new
product in distribution less than
a year. Despite its strong start,
the sweet goods category saw
sales tumble 6.2% to $52,454,870,
with four of the top five brands
posting losses.

12 www.frbuyer.com

JUNE 2014

COOKIES
Looka Patisserie

$578,731 333.5
$441,222 2,893.6

82,369 320.6
55,302 2,676.1

31,837 183.1
15,899 2,676.1

TORTILLA/EGG ROLL/WNTN WRPPRS

$605,983

39.9

267,278

37.1

208,109

39.8

TORTILLAS
Food For Life Ezekiel 4:9

$605,690
$445,145

26.0
42.6

182,881
122,603

20.0
37.4

176,779
91,952

9.7
37.4

$26,089,710
$9,167,016
$2,212,082
$2,014,514
$1,400,705
$1,344,046
$1,152,877
$815,534
$729,566
$649,888
$604,831

20.1
95.1
297.9
8.2
(6.4)
(12.9)
23.6
(3.9)
40.5
6.8
20.0

4,729,917
1,502,025
418,526
506,506
211,101
134,282
224,162
95,997
244,123
113,590
136,041

21.1
137.9
289.1
9.2
(7.2)
(49.2)
38.8
(3.5)
49.7
(0.8)
20.6

6,043,785
2,226,674
392,368
411,105
346,585
303,936
325,186
121,984
213,608
198,783
201,506

21.7
90.2
289.1
8.8
(2.3)
(27.3)
27.2
(2.9)
49.7
(0.8)
30.8

PROCESSED TURKEY/TURKEY SUBS
Private Label
Hormel Simple Ideas
Shady Brook Farms
Foster Farms
Jennie-O Turkey Store
Cooked Perfect
Jennie-O
Armour
Farm Rich
Mama Lucia
FRANKFURTERS
Private Label
Nathan’s Famous
Applegate Naturals

$4,244,700
19.2
$2,810,658 (12.2)
$948,616 3,398.4
$343,670
76.4

PRETZELS
Super Pretzel
Lean Cuisine
Super Pretzel Softstix
Private Label
Hanover
Super Pretzel Soft Pretzel Bites
Super Pretzel Pretzelfils

$19,085,190
$10,092,730
$2,832,981
$2,607,608
$1,036,603
$794,563
$585,223
$427,339

16.0
(4.5)
*
17.7
(3.4)
(20.9)
38.2
(5.9)

6,915,956
3,311,418
1,102,803
1,032,103
474,651
285,034
299,412
193,896

FRUIT
Private Label
Dole
Townsend Farms
Wyman’s
Wyman’s of Maine
New World Farms
Well Pict
Dole Ready Cut Fruit
Goya
Dole Wildly Nutritious

$245,301,900
$156,477,100
$31,969,550
$8,505,041
$6,179,772
$4,321,942
$4,049,161
$3,697,384
$3,614,056
$3,286,404
$3,084,878

14.9
13.4
13.3
20.2
27.4
21.7
*
72.6
(19.4)
6.4
332.7

53,803,520
35,278,500
6,118,998
1,034,579
1,475,579
473,415
672,695
412,885
902,915
1,309,205
512,548

10.1 77,956,310
8.7 46,685,900
12.0 11,678,860
24.6
3,103,737
33.0
1,802,531
17.4
1,420,245
*
1,422,018
72.5 2,064,425
(4.1)
1,365,446
4.6
1,153,967
145.0
1,156,954

13.7
11.5
12.2
24.6
29.6
17.4
*
72.5
(31.2)
3.3
637.4

TURKEY/TURKEY SUBSTITUTES
Jennie-O Turkey Store
Private Label
Shady Brook Farms
Honeysuckle White
Butterball Everyday
Foster Farms
Perdue
Butterball
Jennie-O
Harvestland

$299,001,400
$112,547,600
$52,329,150
$33,100,210
$24,749,320
$21,126,710
$10,142,650
$9,990,682
$6,210,129
$5,355,705
$4,395,779

10.0
9.4
44.2
(8.1)
(9.8)
26.0
(7.1)
1.0
6.7
6.4
(15.4)

59,732,420
21,444,640
10,111,990
6,939,359
5,134,449
4,316,721
1,962,411
2,584,826
581,052
1,112,623
960,083

10.6 86,759,640
15.9 32,589,100
46.5 13,713,240
(5.6) 10,023,540
(20.7)
7,227,250
13.5
6,864,011
(7.1)
2,588,227
(0.4) 2,942,002
8.6
1,665,057
4.5
2,166,893
(15.9)
1,042,896

8.0
8.4
30.0
(6.5)
(14.8)
28.4
(6.1)
4.0
7.0
2.9
(16.8)

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

254,632
9.6
163,948 (8.2)
9,478 3,179.7
56,404
83.4
18.2
(2.8)
*
14.4
(4.5)
(35.3)
60.3
0.6

$118,476,100
6.7 45,769,940 (1.6)
$34,518,550
0.8 23,510,040
(2.3)
$21,125,630 (0.0)
4,147,178 (7.0)
$17,339,740
17.2
3,674,928
(1.8)
$6,358,135
14.9
801,270
8.9
$4,716,206
6.8
2,194,124
8.0
$4,642,423
1.9
3,342,085 (2.6)
$3,894,363
(12.1)
2,528,190 (17.3)
$3,888,941
75.0
696,855 90.6
$3,417,274 4,223.0
699,676 4,391.7
$1,948,388 (21.4)
282,142 (20.4)

2,085,000 12.7
1,639,477 (8.2)
379,128 3,179.7
35,253 83.4
6,576,590
2.3
4,182,228 (6.2)
482,476
*
580,558
14.4
395,536
(6.1)
442,374 (25.4)
204,050 50.6
109,067
0.6

35,122,440
2.4
10,875,850
1.1
6,456,262 (4.8)
3,319,475
1.9
1,975,284
9.5
912,269
7.4
1,674,952 (2.9)
1,896,142 (17.3)
1,527,752 94.5
306,108 4,391.7
564,283 (20.4)
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Number of wooden boards
“karate-chopped” by skydiver
Ernie Torres while falling from
16,000 feet. The U.S. Navy parachute instructor is still waiting
to hear whether his feat constitutes a world record.

-6.9%

Dollar loss by DiGiorno,
to $252,828,200, the frozen department’s largest
single brand. Despite the
leader’s struggles, total
pizza sales edged up 0.2% to
$1,043,873,000, thanks to gains
by seven of the nine remaining
top 10 brands.

2.8%

Dollar gain by the largest frozen
department subcategory, ice
cream, to $1,155,513,000 (units
were up, too: +3.3%). Four of the
top five brands saw their sales
expand, but the biggest advance
was recorded by No. 8 Turkey
Hill (+12.8%).

3

The United States’ best-ever
finish at the World Cup Soccer
Finals — in 1930. That was the
same year Bert Patenaude
became the first (and, as yet,
only) American to ever record a
World Cup hat trick, in a game
against Paraguay.

-5.2%

Dollar loss by appetizers/
snack rolls, to $414,632,800,
biggest loser among the top 20
frozen subcategories (and the
first time in recent memory
that dubious distinction hasn’t
gone to single- or multi-serve
entrees). The top two brands
managed modest gains, but the
rest of the top 10 struggled.

GNOCCHI

$1,225,989

6.0

470,352

0.3

476,679

0.7

RAVIOLI
Private Label
Celentano
Rosetto
Louisa
Mama Rosie’s
Gina Italian Village
Farm Rich
Seviroli
Andrea
Mama’s

$36,344,160
$11,722,690
$4,120,909
$3,568,543
$2,691,572
$2,653,143
$2,164,933
$1,445,713
$1,345,080
$1,078,336
$449,078

6.0
9.1
7.3
(15.0)
4.4
6.7
5.8
*
(3.3)
8.7
(15.9)

11,384,700
3,681,705
1,492,056
912,413
711,644
904,050
1,387,549
233,725
260,919
449,414
49,954

3.9
5.0
9.5
(19.6)
7.5
5.0
10.1
*
(8.1)
17.7
(25.3)

15,188,950
5,709,167
1,824,393
1,421,160
849,573
1,179,613
1,288,208
314,684
503,143
437,786
199,816

2.7
7.9
11.6
(19.2)
7.2
(3.4)
9.6
*
(8.4)
14.6
(25.3)

PIZZA CRUSTS/DOUGH
Private Label
Udi’s
Kinnikinnick Foods
Stefano’s

$5,064,300
$1,349,031
$1,275,076
$384,786
$297,829

5.1
1.4
21.8
14.4
38.3

1,778,968
478,404
257,096
47,345
150,780

4.9
(1.0)
26.2
14.6
28.5

1,980,008
603,374
128,548
62,141
150,780

2.8
0.2
26.2
14.6
28.5

4.0 33,726,830
(0.3) 13,050,830
1.6
1,028,092
6.7
1,289,715
(1.6)
1,664,552
6.3
2,324,183
(1.3)
2,397,596
13.3 2,068,709
15.2
1,221,007
(1.0)
1,126,855
1.9
1,395,650

3.7
(1.1)
1.4
3.7
(1.6)
8.8
(0.3)
12.9
16.3
(10.5)
3.0

OTHER PLAIN VEGETABLES
$72,158,360
4.5 36,492,610
Private Label
$23,571,790
1.2
14,751,770
Pictsweet Deluxe Steamables
$4,807,018
8.7
1,884,718
Birds Eye Steamfresh
$4,784,397
9.1
2,047,686
Birds Eye Steamfresh Premium Selects $4,479,647 (4.0)
2,219,403
Pictsweet
$3,832,645
8.5
2,228,631
Pictsweet All Natural
$3,771,247
(1.0)
2,245,696
Fresh Frozen
$2,963,892
13.2
1,031,062
Pictsweet Deluxe
$2,537,136
15.1
1,139,088
Seapoint Farms
$2,405,636
(7.0)
539,228
Goya
$2,004,954
7.5
629,616
TORTELLINI/TORTELLONI
Private Label
Seviroli
Rosetto
Celentano
Louisa
Mona’s
Mama’s Homestyle
Angy’s
Gina Italian Village

$12,245,410
$4,470,699
$1,232,899
$1,059,267
$872,980
$671,954
$447,541
$441,303
$381,652
$303,002

MIXED VEGETABLES
$205,037,000
Private Label
$83,069,190
Birds Eye Steamfresh
$39,012,660
Birds Eye
$21,500,130
Green Giant
$6,104,547
Birds Eye Recipe Ready
$5,937,899
Pictsweet
$5,888,634
Flav-R-Pac
$4,504,300
Green Giant Simply Steam
$4,223,416
Pictsweet Deluxe Steamables
$3,577,370
Green Giant Antioxidant Blend
$3,294,359
STUFFING
Savoie’s
SAUCE/GRAVY/MARINADE
Odom’s Tennessee Pride
Goya
Vienna Beef
Santiago’s
MEAT SUBSTITUTES
Morningstar Farms
Morningstar Farms Grillers
Boca
Gardein

4.5
13.1
(1.6)
(18.4)
18.8
20.5
(0.3)
(1.1)
2.4
8.3

3,655,592
1,357,529
378,863
271,352
288,254
182,349
143,910
63,179
144,116
105,169

3.3
13.1
(10.0)
(24.5)
21.0
22.2
0.0
(3.2)
12.3
20.1

4,191,132
2.5
1,650,826
14.4
340,401 (12.5)
322,230 (24.5)
328,301
21.7
227,937 22.2
143,910
0.0
214,107
(0.1)
106,508
17.5
114,244
13.3

4.2 112,941,900
7.0 118,051,100
5.1
0.8 50,814,230
2.8 56,567,420
0.8
3.1
21,721,270
6.2 16,643,090
5.4
3.5
6,955,400
1.3 14,255,850
7.8
(37.9)
3,720,153 (30.0)
2,664,874 (22.0)
*
3,522,838
*
2,789,411
*
1.6
3,077,882 (2.0)
3,565,805
1.5
(4.7)
906,943
(5.3)
2,782,178 (5.4)
42.0
3,077,451 46.2
1,700,654
61.5
7.8
2,284,853
2.3
1,446,017
2.4
18.6
1,808,477
12.5
951,544
14.8

$793,528
$390,756

3.9
(2.1)

215,451
120,313

2.7
(1.2)

270,294
120,313

9.7
(1.2)

$3,636,565
$1,153,801
$760,160
$389,310
$366,254

3.2
(0.9)
3.1
(0.3)
16.7

1,464,926
788,555
262,592
51,845
47,082

1.5
1.4
(0.5)
(12.5)
16.8

1,227,398
482,106
267,711
116,651
82,394

0.7
2.4
(0.9)
(12.5)
16.8

$93,284,780
$37,294,650
$10,395,510
$8,015,183
$4,812,569

3.2
5.9
1.7
(20.1)
55.8

24,121,500
9,460,655
2,499,232
2,343,949
1,068,689

1.4 17,038,420
2.9
0.5
7,087,818
5.0
(1.6)
1,838,636
1.4
(12.9)
1,523,168 (24.5)
56.1
800,449 52.0

* Product has been in distribution for less than one year.
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FASTEST

REFRIGERATED
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined topped $17.81 billion
during the 12 weeks ended April
20, a 4.3% increase compared with the same
period a year ago, reports Chicago-based
market research firm IRI. Units expanded
1.2% to 6.66 billion, but volume tumbled
1.2% to 54.36 billion. Percentage of volume
sold with merchandising support fell 0.2
points to 35.3%.
In the deli, dollar sales shot up 8.2% to
$5.42 billion, while units jumped 3.4% to 1.49
billion and volume rose 3.5% to 1.40 billion.
Volume sold with merchandising support
decreased 1.0 point to 33.2%.
For the 52 weeks ended April 20, dairy
sales climbed 3.3% to $74.69 billion, and
units expanded 1.5% to 28.47 billion.
However, volume was flat at 240.19 billion.
Volume sold with merchandising support
grew 0.8 points to 37.4%.
In the deli, sales jumped 5.7% to $23.47
billion, and units rose 1.9% to 6.62 billion.
Volume was up 2.5% to 6.23 billion, but
volume sold with merchandising support
tumbled 2.4 points to 36.1%.
Our chart shows the fastest-growing
refrigerated subcategories (dairy and deli
combined), including the leading brands,
for the 12 weeks ended April 20. Data is
for the brands as originally trademarked
and may not include line extensions. Only
subcategories with at least $500,000 in sales
during the period are listed. Brands with less
than $250,000 in sales are not included.

F A C T O I D S

1,984

Pounds of metal eaten by
Frenchman Michel Lotito,
a.k.a. Monsieur Mangetout
(Mr. Eat Everything) between
1959 and 1997. The entertainer
reportedly consumed
18 bicycles, 15 shopping carts,
six chandeliers and an airplane,
among other things, with
no ill effects. But bananas
and hard-boiled eggs made
him sick.
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PASTRY/DANISH/COFFEE CAKES $2,586,777
Private Label
$1,326,251
Nobrand
$791,880
Barista
$264,041

53.3
3.0
*
222.7

532,242
304,183
88,419
88,652

38.2
3.6
*
191.6

411,233
165,127
143,681
83,005

92.3
5.9
*
236.1

DINNER/SANDWICH ROLLS/CROISSANTS $815,441
Private Label
$518,075

48.8
32.5

355,449
228,696

65.1
28.6

247,589
160,016

45.3
26.2

VEGETABLE JUICE/COCKTAIL $23,278,820 40.9
Bolthouse Farms
$16,759,940
34.6
Odwalla
$2,209,363
(7.2)
Naked
$1,211,536
*
Evolution Fresh
$655,816
55.1
Evolution Fresh Essential Greens
$605,000
46.2
Naked Power Garden
$444,717 1,278.1
Life Juice
$290,985
*

6,534,751 67.8 187,972,900 34.1
4,873,462 64.6 145,630,500 36.3
472,573 (4.6) 23,571,350 (7.9)
434,627
* 6,606,326
*
142,407 58.6
2,164,588 58.6
130,246
47.3
1,979,733
47.3
162,173 1,422.8
2,465,032 1,422.8
40,021
*
640,343
*

$65,918,100
37.4
$20,728,270
12.8
$13,562,710 2,106.0
$4,767,287
7.4
$3,102,916
1.8
$2,419,311
38.6
$2,400,918
(8.1)
$1,420,683 (29.8)
$1,132,249
*
$922,970 (18.1)
$904,868 (23.8)

23,641,950 58.9 10,983,650 24.7
5,708,643
9.1
3,171,260
11.3
8,222,335 2,409.8
1,557,510 2,218.6
1,908,428
7.4
1,139,721
6.8
1,242,253
1.8
698,767
1.8
457,027 48.0
347,771 52.0
1,169,975 (8.4)
452,612 (8.9)
640,122 (32.8)
400,077 (32.8)
245,603
*
142,997
*
162,102 (17.4)
179,802 (18.0)
173,269 (30.7)
135,919 (27.9)

HANDHELD NON-BREAKFAST ENTREES
Private Label
Hormel Rev
Raybern New York Deli Style
Raybern
Boar’s Head
Landshire
Bagel-fuls
Taylor Farms
Owens
Stefano’s
JUICE/DRINK CONCENTRATE/SYRUP
Nature Blessed
Fuze
Fruit Fast

$2,249,705
$1,300,128
$450,441
$424,840

30.5
11.6
*
(11.4)

232,373
56,567
144,475
23,234

170.4
10.7
*
(10.2)

7,741,906
1,777,019
4,623,187
743,479

149.1
12.0
*
(10.2)

SALAD TOPPING/BACON BITS
Private Label

$710,507
$497,683

29.8
15.5

328,196
271,426

27.1
17.9

1,266,993
965,741

28.2
19.5

PEPPERS/PIMENTOS/OLIVES
DeLallo
Private Label
Keepos

$1,585,397
$475,304
$376,397
$281,024

28.9
3.2
23.8
*

451,511
92,924
231,450
52,043

18.9
17.1
7.5
*

222,559
53,996
63,051
40,011

11.6
(5.2)
13.6
*

KEFIR/MILK SUBSTITUTES/SOYMILK $318,063,800 24.5 97,161,030
Silk Pure Almond
$87,798,460
26.3 25,793,320
Blue Diamond Almond Breeze
$75,315,630
46.8 23,645,000
Silk
$47,759,920
(6.6)
13,153,550
Private Label
$29,383,110
20.8 10,894,410
Lifeway
$17,833,250
42.7
5,666,973
Silk Light
$12,417,660 (31.9)
3,712,212
Silk Pure Coconut
$9,580,908
34.0
2,785,495
Silk Pure Almond Light
$8,685,435
*
2,697,973
8th Continent
$4,679,850 (17.8)
1,444,772
So Delicious
$3,774,496
18.7
1,137,955

22.6
23.3
43.6
(8.4)
18.0
48.1
(35.7)
27.7
*
(18.6)
18.3

UNCOOKED MEATS (NO POULTRY) $929,302,400 22.0
Private Label
$443,421,200
32.5
Tyson
$97,259,980
21.3
Nobrand
$83,131,760
14.7
Nobrand
$58,714,620
2.0
Hormel Always Tender
$35,821,280
1.9
Nobrand
$31,724,900
(2.8)
Our Certified
$28,340,920
15.4
Laura’s Lean Beef
$12,628,830
38.2
IBP
$11,779,830
20.2
Interstate
$9,041,253
17.9

13.3 241,514,900
23.1 128,737,400
0.9 24,815,460
3.7 20,320,650
(4.0) 13,243,160
1.1
7,443,379
(14.7)
7,621,128
7.7
7,622,481
37.6 2,002,976
12.5
3,389,701
14.0 2,070,827

11.1
18.7
8.0
4.9
(12.2)
0.0
(15.3)
9.3
37.4
11.6
6.1

24.8
(27.4)
*
20.1

11.4
(27.1)
*
12.2

READY-TO-DRINK COFFEE
$34,906,560
International Delight
$14,238,050
Starbucks Discoveries
$6,433,429
Bolthouse Farms Perfectly Protein $4,989,269

21.2
(28.0)
*
5.0

143,068,100
70,115,100
15,785,860
11,959,530
6,397,706
5,429,060
4,544,872
5,465,789
1,982,721
2,794,754
1,457,766
9,911,904
3,654,657
1,310,898
1,834,658

380,767,500 21.0
110,304,700 25.3
96,408,860 44.3
58,032,300 (11.8)
41,607,050
16.5
10,306,290 44.4
14,848,850 (35.7)
11,203,980 28.4
10,791,890
*
5,779,088 (18.6)
4,529,347
18.9

444,369,500
233,897,000
66,462,540
38,905,650

It’s finally here – 100% pomegranate concentrate from the largest company that grows, harvests and
processes our own pomegranates from our own California orchards. P∂M’s proprietary processes
ensure consistent quality, complete traceability and the highest standards of color and taste you
expect from the pomegranate experts. So go with the industry leader. And make your products more
W∑ nderful. FOR MORE INFORMATION: industrialsales@pomwonderful.com or 310.966.5800.

©2014 POMWonderful LLC. All rights reserved. POM, POM WONDERFUL and the accompanying logos are registered trademarks of POMWonderful LLC. PI10960

Our pomegranate
concentrate makes
everything W∂ nderful.
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$7,966,993

Dollar sales racked up by
Dunkin Donuts coffee creamer,
one of the highest totals by a
refrigerated product in distribution less than a year. Already
the subcategory’s No. 7, the
newcomers’ success helped
advance total sales 8.7% to
$491,103,800.

9

Number of natural cheese subcategories (of 10 total) that saw
dollar sales rise during the most
recent 12 weeks. The only loser:
natural cubes (-1.1%). Top gainers were natural slices (+8.5%)
and grated cheese (+5.2%).

700,000

Number of rubber bands used
to create the world’s largest rubber band ball, which
measured 6 feet 7 inches in
diameter and weighed more
than 9,000 pounds. Created by
Floridian Joe Waul, the giant
ball took four years to create.

-5.9%

Dollar loss by cookie/brownie
dough, to $101,701,300, one
of the largest refrigerated
subcategories to see sales
fall more than 5.0%. Eight of
the top 10 brands registered
declines, including No. 1 Nestlé
Tollhouse.

56.0%

Percentage of aerosol/squeezable cheese spreads sold with
merchandising support during the most recent 12 weeks
(which included the Super
Bowl), highest in the refrigerated department — and
19.3 points more than a year
ago. Despite the added support, sales were down 2.5% to
$20,225,940.

Bolthouse Farms Protein Plus
Bolthouse Farms
Blue Diamond Almond Breeze
Private Label
Green Mountain
Prairie Farms
Silk

$2,339,973
5.8
$1,640,152 1,303.0
$1,230,190
*
$997,619 335.4
$462,642
*
$342,517 5,399.4
$308,435 (78.1)
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16,490,050
13.8
12,283,480 1,634.5
20,176,410
*
19,434,220 646.9
4,976,319
*
6,310,998 5,436.1
5,553,447 (75.3)

FLAVORED SPREADS
$165,262,100 20.9 48,417,660
For top-10 brand data, see our story on Dips & Spreads in this issue.

25.5 31,845,070

24.4

PRCSSD/IMITATION CHEESE-SHREDDED $17,352,780
Kraft Velveeta
$10,340,420
Private Label
$2,960,998
Go Veggie
$1,591,490
Borden Cheddar Melt
$499,759
Borden Ched-O-Mate
$394,279
American Accent
$351,803
Imo’s
$307,459

17.1
42.8
(15.0)
*
21.5
(16.0)
(8.3)
0.5

6,942,706
3,987,845
1,572,133
448,491
223,010
332,839
68,668
91,385

3.3
17.5
(17.8)
*
22.6
(16.9)
(9.8)
(2.2)

4,014,027
2,353,584
810,345
199,639
111,505
134,167
121,682
45,692

12.7
38.6
(17.2)
*
22.6
(17.1)
(8.3)
(2.2)

$156,672,700
$63,333,760
$23,570,880
$16,136,040
$9,194,660
$6,512,150
$5,795,888
$5,238,744
$4,948,404
$2,444,891
$2,204,676

15.3
26.0
24.7
(4.1)
9.8
3.8
10.3
22.9
18.1
11.4
1.7

22,629,210
8,020,485
3,248,604
2,116,771
1,324,844
923,748
1,228,504
757,652
704,074
359,247
882,302

13.4 12,453,050
22.5
4,365,569
21.8
1,713,051
(8.0)
1,360,338
10.2
576,530
0.0
365,703
43.5
708,101
21.4
435,445
18.5
316,034
9.1
172,220
1.7
827,159

12.3
21.6
22.4
(7.1)
10.5
1.1
35.3
26.4
0.8
9.2
1.7

ALL OTHER SIDE DISHES
$29,122,690
Bob Evans
$11,619,300
Private Label
$4,089,608
Hormel Country Crock Simple Ideas $1,843,335
Reser’s Fine Foods
$1,829,557
Nasoya
$1,125,379
Reser’s Main St. Bistro
$1,056,785
Reser’s
$812,587
Fortune
$767,881
Garden Highway Chef Essentials
$648,459
Bob Evans Oven Bake
$453,787

13.5
5.1
(0.7)
*
59.6
162.4
84.0
17.7
12.7
(8.0)
(58.5)

8,477,894
3,459,320
1,360,061
559,251
226,778
549,120
261,873
222,997
313,400
140,714
107,713

BREAKFAST SAUSAGE/HAM $370,035,900
Jimmy Dean
$106,650,800
Johnsonville
$43,624,190
Private Label
$32,657,090
Odom’s Tennessee Pride
$26,114,840
Bob Evans
$23,848,760
Swaggerty
$14,196,030
Owens
$7,086,212
Eckrich Smok-Y
$6,445,390
Bob Evans Farm Fresh Goodness
$4,916,498
Jennie-O Turkey Store
$4,690,589

12.2 105,009,000
2.5 94,553,780
3.0
(2.5) 24,623,910 (22.6) 22,965,430 (20.7)
25.7 12,973,370
17.7
9,780,677
17.9
18.3 11,754,640
15.0
9,660,632
15.9
16.1
6,756,086
13.3
7,846,542
13.5
4.1
5,981,014
(9.7)
5,707,638 (8.3)
73.1
2,571,436 68.2
4,541,724
51.2
7.2
1,757,620 (10.7)
1,928,939 (6.9)
3.7
2,417,774
(1.4)
1,254,341
(1.4)
9.4
1,363,993 (3.8)
1,140,249 (3.8)
(22.9)
1,489,748 (10.6)
1,445,951 (7.4)

APPETIZERS/SNACK ROLLS
AFC
Japanese Food Express
Southern Tsunami
Hissho Sushi
Kikka
Fujisan
Private Label
Sushi Avenue
Ace
Van

PORK PRODUCT HOCKS/FEET $13,883,080
Hormel
$4,085,677
Royal
$2,463,319
Bear Creek
$1,160,094
IBP
$740,152
Smithfield
$612,988
Farmland
$327,825
Gwaltney
$315,591
King Cotton
$312,971

11.9
4.8
45.1
2.8
15.2
(1.6)
20.7
1.7
22.0

BACON
Private Label

11.9 205,635,600
19.3 48,327,860

$942,921,700
$208,512,900

* Product has been in distribution for less than one year.
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856,010
18.4
721,340 1,658.0
315,256
*
303,660 196.0
103,673
*
98,609 5,436.1
86,773 (75.3)

3,709,230
1,145,902
658,689
292,791
112,563
172,485
91,794
39,220
115,041

13.6
4.5
5.3
*
46.7
188.8
85.7
17.3
11.2
(8.2)
(57.4)

7.9
2.4
40.4
(9.5)
12.3
(16.3)
2.2
0.7
25.6

9,208,243
4,417,966
1,187,622
699,072
544,886
274,560
328,590
243,417
196,338
66,004
134,642

12.0
7.6
(0.4)
*
48.6
188.8
86.4
15.6
11.0
(8.2)
(57.4)

4,752,077
871,562
984,840
216,834
796,418
127,115
68,845
392,196
86,281

8.9
2.3
52.0
(9.1)
3.3
(14.6)
2.2
0.7
25.6

4.7 196,910,500
11.5 45,052,920

5.6
14.7

EXPRSS LANE

NFRA CONVENTION
IS OCT. 11-14
Industry’s leading business event will be in Orlando.

T

his year’s National Frozen & Refrigerated Foods
Association convention will be Oct. 11-14 at the
Orlando World Center Marriott, Orlando, Fla.
You can register online at www.nfraweb.org.
The convention’s primary focus is on pre-arranged
business meetings in hotel rooms and at the centrallylocated NFRA Café, where buyer and seller can meet and
network over coffee and snacks. Registered attendees
receive a list of others attending, and use this information to schedule meetings, often months in advance. For
this reason, it is always wise to register early and book
appointments as soon as possible.
One highlight of the convention is the Taste of Excellence — think of a ballroom with serving tables where you
can sample frozen and refrigerated products from exhibiting vendors. There’s a bar, and always plenty of networking.
This year’s event will be Sunday, Oct. 12, starting with a
preview exclusively for retailers from 5 p.m. to 6 p.m., with
the common people allowed in from 6 p.m. to 7:30 p.m.
Dana Perino is the featured speaker at Monday’s breakfast. She served as the White House press secretary to
President George W. Bush from 2007-2009, and is now a

Fox News contributor and co-host of The Five, the channel’s daily political news show. (Democrats, if there are
any in the room, will be
wise to remain silent.)
NFRA’s annual membership luncheon will
be Monday, and feature
installation of officers/directors. NFRA chairman
Scott Haws of Land O’Lakes will present the state of the
association address.

RETAIL PATRIOTS
Monday evening, Frozen & Refrigerated Buyer magazine
will host the annual Retail Patriots Awards reception,
honoring companies that have gone “above and beyond
the call of duty” in supporting our troops, veterans and
their families.
Tuesday morning’s breakfast speaker will be Dennis
Snow, whose customer service abilities were honed during his 20 years with the Walt Disney World Company.
His responsibilities included coordinating the Disney
Traditions program, which is universally recognized as a
benchmark in corporate training.
The convention concludes that evening with the Grand
Awards Reception and Banquet. Winners of Golden Penguin awards for March Frozen Food Month, June Dairy
Month and June/July Summer Favorites Ice Cream and
Novelties promotion will be honored. Q

Carrot Ginger
~Gluten Free, Vegetarian~

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

EXPRESS LANE

MILLENNIAL
MYTH-BUSTING
Yes, they will buy frozen foods. And no, they probably
don’t like your tweets or Facebook page.
BY WARREN THAYER

B

more ethnic cuisines, for example. Things that seemed
exotic to us have always seemed fairly mainstream to
them.
How does this affect shopping habits in supermarkets?
Supermarkets and food companies are way behind on all
this. Too many are doing what
they always did. Many of the
changes they’ll be talking about
in five years have already happened. Look at it this way — the
grocery store of 1990 doesn’t
look that different from what
we see today. But the 30-yearold consumer of 1990 is very
different from the 30-year-old
shopper today. That’s significant.
You can choose to embrace that
as an opportunity and learn
Bob Shaw
more about it, or choose to be
irritated by it.

ob Shaw says too many people in the industry worry
that Millennials don’t like frozen foods.
“It’s just not true. Millennials do understand frozen
foods and the convenience factor. They’re time-pressed
themselves. But they want more real, authentic foods in
the department, which isn’t necessarily the same thing as
organic and natural. Marketers are making way too many
assumptions about this demographic, and those assumptions are often wrong.”
Shaw, president of Concentric (www.getconcentric.
What are the Millennial myths that need busting?
com), the Charlotte, N.C.-based consultancy, has been
The first one is that the Millennials care when your
doing extensive research on Millennials for more than
brand is talking on social media. Companies will jump
a year. In a presentation at the recent Retail Executive
on Facebook, or have the intern
Conference of the National
tweeting all over the place. The
Frozen & Refrigerated Foods
fact is that Millennials want
Association, he busted myths
you to stay out of their personal
about Millennials and shared
space on digital media. Social
data about their shopping habits
—Most-shopped segments: In order, meat/
media can be a powerful tool,
in the frozen and refrigerated
seafood, produce, dairy, frozen food, snacks
but you won’t win over Millendepartments.
and pasta.
nials simply by shifting budget
Happily, Shaw is not one of
—Categories where brands matter most:
to digital. Your efforts must be
those professorial consultants
Pizza, pint ice cream/novelties, dinners/
perceived as an integral part
with elbow patches and a Meerentrees, chicken strips/nuggets, appetizers.
of a bigger idea that matters to
schaum pipe. He’s actually been
them and their interests. Stara retail frozen food department
—Categories where brands have less
bucks, Pepsi and Red Bull use
manager, and has a good grasp
differentiation: Bagged vegetables, bagged
social media well, and they win
of the business.
potatoes, bread/rolls, ice cream, juices/mixers.
big with Millennials.
We chatted.
—Categories where more variety and
You’ve also said that MillenAre all generations essentially
innovation are desired: Pizza, breakfast
nials are not obsessed with
the same as they get older, or
meals, dinners/entrees, ice cream/novelties,
health, all-natural and nutriare the Millennials actually
yogurt, breakfast meals, organic/natural,
tion.
different?
bagged vegetables.
Yes. Don’t forget that a third
Neither. But they grew up in
—Benefits that would make them buy more
of Millennials are obese, and
a very different world than
frozen foods: Lower prices, more nutritional
even more are overweight. But
earlier generations. With all
benefits provided.
they are keenly attuned and
the new technology, and the
—Benefits that would make them buy
self-critical on why Americans
choices they’ve grown up with
more refrigerated foods: Lower prices, more
battle with weight. Despite the
since they were babies, they
nutritional benefits provided, fewer varieties of
abundance of healthier fresh
have higher expectations. That
the same product or flavor.
and packaged food solutions,
doesn’t make them spoiled. It
—Top on-package nutritionals: Protein,
they get why the model isn’t
does make them expect to find
vitamins, low calories, low sodium, no trans-fats.
working. They get why Amerimore items in stores, more
cans are fat, and want to do bettypes of stores to shop, more
Source: Concentric Spring 2014 Millennial Study
ter. They’re not purists; they just
fast-casual restaurants and

SHOPPING HABITS
OF MILLENNIALS
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expect that you’ll provide them with
somewhat healthier food alternatives.
Is cause marketing the way to go
with this group?
Millennial affinity toward causes is
vastly overstated. They care about
causes to the extent they’re intrinsic to who you are and reflect your
values. Simply bolting yourself on to
someone else’s cause returns feelgood, but does little else. So, if you
have something unique and engaging, go for it. But otherwise, focus

your dollars elsewhere.
How important are celebrity endorsements to Millennials?
If you go down this road, above all
else choose a celebrity that is “everyday relatable.” Don’t waste your money on a celeb for star power, unless
he/she is a natural fit with your brand
and highly relatable. Otherwise, Millennials will just tune you out.
It’s been said that Millennials are
real cynics about marketing.

They understand the nuance and
language of marketing more than
you might think. They know when
it’s B.S. They want to love the brands
they grew up with, but feel they’ve
outgrown you. They love new products, but if you try too hard they’ll
deem you disingenuous and walk
away. Or worse, they’ll tell their
“friends” on digital media. Finally,
Millennials despise products overtly
designed for them by old people.
They want them to be rooted in a
truth about who they are. Q

photo: Canstock Photo: Digifuture

CHICKEN WILL FLY
Beef and pork prices are soaring, but poultry is poised
to fill the protein gap.
BY MONICA GELINAS & DENNIS COLLINS

W

hile the Chinese Year of the
slightly in the second half of the year but
Rooster isn’t until 2017, here in
remain above 2013 price levels.
the United States the 2014 grilling
What about consumers’ willingness
season will likely be the year of the chicken.
to spend more on meat and poultry? The
The reason: Beef and pork prices are at rebiggest opportunity is exploring different
cord highs relative to poultry. A sharp reduccuts of poultry to expand product offertion in beef supply, due to a multi-year drought
ing. Fast-casual restaurants have started
that forced ranchers to reduce herd numbers
to use dark meat options in stew-like
to a 60-year low, has driven beef prices up.
menu items to provide better flavor, which
Summer pork supplies also will be sharply
may be a good indicator for retailers if
lower because of a virus that killed sevaccepted into mainstream. AdditionMonica Gelinas
eral million baby pigs earlier this year. That
ally, ethnic flavors such as Peruvian lend
impact will be felt this summer when those
themselves to dark meat options driving
pigs would have gone to market. Meanwhile,
menu planning.
However, there is still hesitation from
strong export demand for both beef and pork
operators on true consumer interest and
is pushing prices even higher. So, poultry is
additional operational concerns navigatpoised to fill the protein gap, and can do so on
ing tendons and ligaments. Chicken thigh
short notice as reproduction and feeding periand whole chicken leg are good options
ods are minimal. But so far poultry producers
to provide a range beyond boneless, skinhave not responded as one might expect.
USDA estimates first quarter broiler meat
less breasts. Q
production will be only 1.4% higher than a
Dennis Collins, director at Trilateral Inc.
year ago and that total production for 2014
Dennis Collins
(www.trilateralinc.com), provides purwill be 125 million pounds less than originalchasing and risk management advisory
ly forecast—only 1.8% higher than in 2013.
services and training for the food industry. He works in
Surprisingly, partial blame may be unattractive prices
partnership with Monica Gelinas, founder of Grit Work,
for whole birds. The USDA estimates first quarter whole(www.gritwork.com), building sustainable supply chain
bird wholesale prices will be down 4.9% from a year ago
strategies in natural and specialty food.
and, after peaking in the second quarter, will decline
JUNE 2014
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JOHNNY’S COLUMN

PRICING

FOR PROFIT
There are lots of potholes along
this road. Here’s my advice on how
to avoid them.
BY JOHNNY HARRIS

P

ricing can be a real pain in the
butt. If you want to stay out of
trouble, the most important
thing is to get a clear understanding
from top management on what they
want in the way of pricing strategies
and tactics.
They may tell you “This item is to
be priced the same as the competition.” But you’d best find out right
away whether they mean Competitor A, B or C. Then they may say you
can’t be more than X percent above
the rest of the competition.

IT GETS MESSY
It can get messy pretty quickly. Do
yourself a favor and learn all you can
about what your objectives are supposed to be. (At least for this month.)
Naturally, you always have to be
competitive when it comes to milk,
bread and eggs and such.
Many retailers have been announcing price cuts on hundreds or even
thousands of items all across their
stores. That can be dangerous, because most shoppers aren’t
stupid.
They may not tell
you, but they’ll be
thinking, “Why are you
lowering all these prices
now? Because the competition came to town? Are you
telling me you’ve been overcharging me for 40 years?”
Broad price cutting takes
some finesse, and sometimes lowering prices
against a new competitor isn’t worth
it. I’ve seen
chains with

ment may jack the price up by 30
somewhat higher prices but with
cents and all hell breaks loose with
good service, selection and loyal
the vendor. So when you make deals
customers. Yet they get their panties
like that, be sure to tell the pricing
in a wad worrying about a new comdepartment, and repetitive entry, and
mind them if necessary.
they make a big
I love temporary price
deal about slashreductions — they’ll
ing prices.
often work when an
Their shoppers,
ad doesn’t. I once had
however, might
a vendor who came in
have seen no need
every quarter and gave
to go anywhere
me $7,500 for an ad for a
else, and had acweek. That worked out to
cepted that they
an allowance of $50 per
were paying a bit
case, and case cost was
more because they
only about $12 or $15.
liked the stores.
Worse still, the ad never
Cutting prices
JOHNNY HARRIS
increased movement.
in those circumSo I told them, “Let’s
stances is just
take the $7,500 and put it into cost of
giving away profit — you’re probably
goods for a 9-week TPR. Then we’ll
not going to be losing customers to
the new competitor anyway. This isn’t take the TPR off for a few weeks, and
put it back on again.” At least then
always true, but people don’t take it
we got movement. There are plenty of
into consideration enough.

‘That worked out to an allowance of $50 per
case, and case cost was only about $12 or $15.
Worse still, the ad never increased movement.’
Besides having good communication with your top management,
it’s also wise to work closely with
the pricing department. I might sit
with a vendor and negotiate a lower
cost or a better deal, and commit
to keeping
an item at
an agreedupon price
point. But a
few weeks
later, the
pricing
depart-

items it’s not worth running ads on
because there’s no lift. But some folks
just like pocketing vendor money.

PRIVATE LABEL
For private label, I always started
at around 10% lower than national
brands in most categories. You can’t
go too low — if a customer sees a
Velveeta knockoff that is $2 below
Velveeta, they’ll think the quality
isn’t there.
Lots of times, I’d shield my
private label against the brands. I
might have been making 35% to 50%
on my private label but only 10%
on the brand, so there’s room to
promote there. Q
Johnny L. Harris, president of
Johnny L. Harris Consulting, LLC,
Fort Mill, S.C., can be reached at
803-984-2594 or at cmer0002@
gmail.com.
Shopping cart photo credit: © Can Stock Photo Inc. / lucadp
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RHONDA RETAILER

WAKE UP, RHONDA!
The Takeaway: Retailers need to jump on restaurant trends
much faster than they do now.
BY VINNIE VENDOR

R

honda, have you been in a restaurant lately?
If so, have you looked at a menu?
Oh, I forgot. You still have difficulty with big words. And even more trouble
with anything foreign-sounding, like quesadilla and General Tso. Allow me to
inform you that quesadilla is not pronounced “quay-sah-dill-ah” and that General
Tso’s name is pronounced simply as “So.” Your attempts at a Mandarin pronunciation of Tso are beyond embarrassing. I shudder to think how you’ll butcher the
names of Thai, Korean or Vietnamese foods.
Perhaps your mild deafness and personal fears of embarrassment are clouding your judgment on how you stock your shelves. (I’ll never forget the day I told
you that gluten-free was a big trend, and you responded with “Yes, gluttony is
getting bigger all the time. Do you have any in your line?”)
Oh, Rhonda, when are you going to wake up? Your shoppers are in restaurants
more than you’d ever imagine, and they’re excited about the new flavors they are finding. They don’t dare to try making Chicken La-Jawab or Enchiladas Poblanas at home, but they’d like
to see some exciting new stuff in your stores. And that’s especially true for Millennials.
What? I said “Millennials.” Look it up, Rhonda. They’re increasingly important to your business.
Oh, and by the way, corn dogs and hockey pucks aren’t exactly cutting-edge anymore. Q

SHUT UP, VINNIE!
The Takeaway: Vendors don’t research their new products enough,
and use us as test markets.
BY RHONDA RETAILER

V

innie, poor baby! I can tell you must be under a lot of stress lately. Here, have
a hankie!
I know it’s trendy to be all over the latest and greatest menu items at the hot new
ethnic restaurants near your boss’s house. And that she wants all of them in your line.
I also know she never makes the same mistake five times in a row.
That’s exactly what worries me, Vinnie. We’ve been burned more than once by
some of your company’s hare-brained “sure-fire new items.” It’s hurt my business,
upset my customers and you’ve wound up paying a lot of slotting, markdown and
failure fees. You forget so easily. I worry about you. How old are you again?
You keep throwing new items up against the wall to see which ones will stick.
And every one of your ideas is part of “a significant new trend in the industry.”
Vinnie, you don’t know a trend from a trefoil or a fad from a fandango.
Do you see “Test Marketer” tattooed on my forehead? No, Vinnie, I’m in this
to make money for my stores. So please do your research, and stop trying to
pass off me-too line extensions as the hottest thing since sunburns.
How about some intelligent give-and take on what might work best for my
demographic and my chain’s specific strategies? And guess where you can put
your corn dog kimchi? Q
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ADVERTORIAL

Gluten-Free Delights®
Fill Key Market Void
High-quality, great-tasting and affordable stuffed sandwiches debut
from an experienced market innovator; growth potential seen as huge.

S&F

Foods, Inc.PZÄSSPUNHRL`]VPKPU[OLTHYRL[
I`ILPUNÄYZ[V\[^P[OHSPULVMJLY[PÄLK
NS\[LUMYLLZ[\MMLKZHUK^PJOLZ
.S\[LU-YLL+LSPNO[ZJVTLPUMV\YZH]VY`ÅH]VYZ!
7LWWLYVUP7PaaH/HT *OLLZL:WPUHJO(Y[PJOVRLHUK
:V\[O^LZ[=LNNPL>P[O[^VZHUK^PJOLZWLYV\UJL
WHJRHNL[OLSPULJHYYPLZHZ\NNLZ[LKYL[HPSVMVUS`  
S&F Foods’ new gluten-free stuffed sandwiches come in
SUCCESS	
 AHEAD
Pepperoni Pizza, Ham & Cheese, Spinach Artichoke and
4HYRL[VIZLY]LYZZLLZ\JJLZZHOLHK>P[OTPSSPVU
Southwest Veggie.
(TLYPJHUZUV^VUHNS\[LUMYLLKPL[VYZLLRPUNNS\[LU
MYLLVW[PVUZ[OLKLTHUKMVYZ\JOWYVK\J[ZOHZUL]LYILLU WLYZVUPUHMHTPS`PZNS\[LUPU[VSLYHU[L]LY`VULJHULH[
[OLZLZHUK^PJOLZHUKLUQV`[OLT¹
Z[YVUNLY
)YPHU.HUZTHUUILZ[ZLSSPUNH\[OVYVMDefeat Wheat:
-\Y[OLY[OLYL»ZWSLU[`VMYVVTMVYNYV^[O¸<S[PTH[LS`
Your Guide to Eliminating Gluten and Losing WeightPZH
[OPZJH[LNVY`^PSSZ[HIPSPaL[VHSL]LSJVUZPZ[LU[^P[O
ILSPL]LY7LYOHWZILZ[RUV^UHZ;OL.S\[LU
KLTHUKHZZVJPH[LK^P[OHIV\[ VM
.SHKPH[VYOLUV[LZ[OH[¸+L]LSVWPUNNS\[LU
[OLWVW\SH[PVU¹WYLKPJ[LK4HYR3HUN
MYLLJLY[PÄLKWYVK\J[Z[OH[HYLKLSPJPV\Z
H:[1VZLWO»Z<UP]LYZP[`MVVKTHYRL[PUN
HUKJVU]LUPLU[PZX\P[LHJOHSSLUNLI\[0»T
WYVMLZZVY^YP[PUNPU[OL-LILKP[PVU
OHWW`[VZH`[OH[: --VVKZHJJVTWSPZOLK
VM The New York Times>P[O[VKH`»Z
Q\Z[[OH[^P[O.S\[LU-YLL+LSPNO[Z¹
WVW\SH[PVUQ\Z[UVY[OVMTPSSPVU[OH[
.HUZTHUURUV^ZVM^OH[OLZWLHRZ
^V\SKTLHUHULHYKV\ISPUNVMKLTHUK
·OLOHZJLSPHJKPZLHZLOPTZLSM/LPZH
MVYNS\[LUMYLLPU[OLUL_[ML^`LHYZ
WHY[ULYPU.H[L7SH[L0UJHIYVHKIHZLK
0USLHKPUN[OLJOHYNL^P[ONS\[LU
MVVKTHYRL[PUNJVUZ\S[HUJ`PU+LU]LY,HYS`
MYLLZ[\MMLKZHUK^PJOLZ: --VVKZ^PSS
PUOPZJHYLLYH[THQVYHK]LY[PZPUNHNLUJPLZ
ILWHY[VMHSHYNLHUKYVI\Z[JH[LNVY`
PU*OPJHNVOL^VYRLK^P[OHTVUNV[OLYZ
[OH[PZNYV^PUNYHWPKS`5VUIYLHRMHZ[
Z[\MMLKZHUK^PJOLZ[\YULKPUZHSLZVM
Brian Gansmann, the ‘Gluten 2YVNLY¸7VYR;OL6[OLY>OP[L4LH[¹
/PSSZOPYL-HYTZ9LK3VIZ[LYHUK:HT»Z
IPSSPVUPU[OL^LLRZLUKLK(WYPS
Gladiator,’ has appeared on
*S\I/LSH[LYTV]LKVU[VILJVTLKPYLJ[VY
HJJVYKPUN[V090[OL*OPJHNVIHZLK
NBC, FOX, CBS, ABC, and
VMTHYRL[PUNHUKI\ZPULZZKL]LSVWTLU[
THYRL[YLZLHYJOÄYT)YLHRMHZ[Z[\MMLK
QVC, but what he likes most
MVY*LKHYSHUL5H[\YHS-VVKZ5V^H[
ZHUK^PJOLZHKKLKHUV[OLY IPSSPVU
is having an audience of kids
.H[L7SH[LOL»ZHZWVRLZWLYZVUMVY: -
WS\ZPU[OLZHTLWLYPVK
in school settings, talking
-V\UKLKPU9VT\S\Z4PJO
about nutrition.
FOUR	
 YEARSʼ	
 WORK
IHZLK: --VVKZOHZHTVKLYU
¸>OLU0^HZÄYZ[KPHNUVZLK[OLPUP[PHS
ZX\HYLMVV[MHJ[VY`ULHY+L[YVP[4L[YVWVSP[HU
NS\[LUMYLLWYVK\J[Z^LYLOVYYPISLHUKP[O\Y[[OL^OVSL
(PYWVY[;OL<:+(6YNHUPJ.S\[LU-YLLHUK)9*
JLY[PÄLKMHJPSP[`HSZVKVLZJVWHJRPUNHUKOHZZ[YVUNZHSLZ ZLNTLU[T\JOSPRLWVVY[HZ[PUNSV^MH[P[LTZO\Y[[OH[
ZLNTLU[PU[OL Z)\[^L»]LILLU^VYRPUN^P[O: -
PUZJOVVSHUKPUZ[P[\[PVUHSMVVKZLY]PJLVWLYH[PVUZ
MVYHSTVZ[MV\Y`LHYZTHRPUNZ\YL[OLWYVK\J[PZHIZVS\[LS`
0UP[PHSYLHJ[PVUMYVTIV[OJVUZ\TLYZHUK[OLYL[HPS[YHKL
^VUKLYM\S1\Z[NL[WLVWSL[V[Y`P[4`OH]PUNJLSPHJ
OHZILLU]LY`WVZP[P]L([MVVKL_WVZHJYVZZ[OLJV\U[Y`
OHZNP]LUTLH\UPX\LWLYZWLJ[P]L·^L»]L[^LHRLK
JVUZ\TLYZYLWLH[LKS`HZRJVTWHU`YLWYLZLU[H[P]LZ^OLYL
[OLWYVK\J[V]LYHUKV]LYHNHPU[VNL[P[YPNO[¹OLZHPK
[OL`JHUI\`[OLUL^NS\[LUMYLLP[LTZ
¸.S\[LU-YLL+LSPNO[ZHYLYLHSS`NVPUN[VTV]L¹
¸>L\ZL[OLMYLZOLZ[PUNYLKPLU[ZHUKKV\NOTHKLMYVT
ZJYH[JO¹HJJVYKPUN[V4H\YLLU(JJPHPVSPKPYLJ[VYVM9 +
MVY: -¸>LZ[HY[LKKL]LSVWPUN[OLZ[\MMLKZHUK^PJOLZ
MV\Y`LHYZHNV^P[OHTPZZPVU[VWYVK\JLHNS\[LUMYLL
WYVK\J[[OH[[Y\S`[HZ[LZNYLH[HUKPZHMMVYKHISL0MVUS`VUL
www.sffoodsinc.com

S&F Foods, Inc.

COVER STORY

NEW HY-VEE IS HIGH ON

FOODSERVICE
A new concept store, the latest of which
opened in April in Olathe, Kan., features a
full-service, sit-down restaurant and bar. Is
this the future of retail foodservice?
BY DENISE LEATHERS

A

lthough prepared foods are part of its DNA, West Des
Moines, Iowa-based Hy-Vee is taking foodservice to the next
level in its new concept stores. The latest opened April 8 in
Olathe, Kan., a suburb of Kansas City, replacing an existing supermarket two miles away. It’s the fourth such store built from the ground up,
though others are expected to follow.
At 93,000 square feet, the Olathe Hy-Vee boasts the largest footprint
of the chain’s 238 locations (among those without an on-site liquor store).
And it’s got all of the bells and whistles, from Chinese takeout and a
wood-fired pizza oven to an artisan bakery and imported cheese shop.
There’s also a salsa bar, a 609-bin bulk foods section, and a gelato station.
Another key feature is the extensive grab-and-go meals section where
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consumers can choose chef-prepared
items displayed behind glass or prepackaged grab-and-go meals from a
nearby self-serve area. Most of these are
along a wall near the main entrance, so
customers looking for a quick bite to eat
can get in and out easily.
But the biggest difference between
this Hy-Vee and others is its full-service,
sit-down restaurant and bar. Called
Market Grille, the upscale, 175-seat eatery serves breakfast, lunch and dinner,
offering everything from Beef Wellington and Potato-Crusted Cod to more
adventurous options like Bacon, Jalapeno and Maple Wontons and Peanut Butter Burgers. There’s also a wide selection
of fresh sushi, made-to-order flatbreads
and pizza and Asian meals, plus expansive dinner and Sunday brunch buffets.
And then there’s the bar, which offers 65
different craft beers, local beers on tap,
and an extensive wine list. Oh, and did I
mention the dozen or so big-screen TVs,
which allow patrons to follow the Royals
or Chiefs whenever they’re playing?
The company hopes to open as many
as 75 new Market Grilles by 2016 (some
in new stores, some added to existing
stores). Other Hy-Vees will get Market Cafes, which feature more limited
menus and fewer alcoholic beverage
options. Why the big move into fullservice, sit-down restaurants?
Although Hy-Vee has always had
cafe-type dining in-store, “We hadn’t
really updated the concept since the
1960s,” explains Olathe store director
Lisa Michel, whose first job 33 years
ago was in a Hy-Vee kitchen. “We found
that we were capturing breakfast and
lunch, but not so much dinner. So this
was a way to incorporate all of those day
parts,” and get the after-dinner drinks
crowd, too. “It’s sort of the next step in
retail foodservice.”
She adds, “I admit I was
a little nervous
because
there’s so
much competition in
Kansas City.
But we’re doing extremely
well.”

Although it hasn’t been able to determine
whether Market Grille diners are heading over
to the store after dinner for a gallon of milk or a
loaf of bread, anecdotal evidence suggests they
are. “Typically, stores are very busy between 4
and 7 p.m. when people are on their way home
from work. But now we’re staying busy until
9:30 or 10, with people coming over from the
bar and restaurant to pick up a few things for
the next day,” rather than stopping at, say, a
convenience store.

TARGETING MILLENNIALS
Although it’s only two miles from the store it
replaced, the new Olathe Hy-Vee has attracted
a very different consumer. In fact, reports
Michel, it serves more families with children
younger than two than all but one other store
in the entire chain. “So our demographic has
changed immensely to young families,” a.k.a.
quality-focused, fresh-obsessed, health-oriented
Millennials.
The Olathe Hy-Vee already has a lot to offer
Although the yogurt section includes a whopping 18 doors,
this influential group of consumers, from an
“We’re constantly restocking it,” says store manager Lisa Michel.
on-site Starbucks to the chain’s largest storewithin-a-store Health Market. But it’s had to
shrimp and other fishes whose prices have been through
make some adjustments as well. For example, an early
the roof recently.
promotion around Banquet frozen meals was a nonNext to the seafood section is a fresh meat case
event, leaving the store with a lot of leftover stock, “deequipped with misters (like in the produce department)
spite a very, very aggressive price,” recalls Michel. “We
designed to keep products from drying out while on dislearned pretty quickly that this store isn’t as ad-driven as play. It’s one of only two to try out the concept, which is
its predecessor.” And because the consumer base is more still being tested. It’s also one of only a handful of stores
upscale, the assortment needed to be tweaked a bit. “So
with double-decker meat cases, a space-saver that also
I’ve encouraged my frozen guy to get out there and make allows more variety. “We have 145 different products in
sure we have a good variety of higher-end options
as well,” she explains.
But the company’s been pleasantly surprised by
shoppers’ response to certain other offerings. For
example, the Olathe Hy-Vee is one of only a handful
of stores to feature a large cut-vegetable set in the
produce section filled with pre-sliced and
-diced items ready for the grill
or wok. “We absolutely cannot
keep it full,” says Michel, noting that demand for convenience is
there, including a lot of value-added items like kabobs,
almost as strong as demand for fresh stuffed peppers and wrapped asparagus,” says Michel,
among Millennials.
citing their popularity with time-starved young families.
Consumers have also respondAcross from the meat and seafood cases, tucked beed well to the store’s open-air
hind the colossal imported cheese shop (more than 200
fresh seafood case, which feadifferent varieties!) is Hy-Vee’s Chef Stadium, featurtures a wide variety of products ing a full kitchen and a counter with seating for up to a
that meet sustainability cridozen. A nearby grill station allows less-formal how-tos
teria established by Hy-Vee’s
on meal preparation. “Our plan is to eventually do daily
Responsible Choice program. cooking demos, with at least four on an average weekIt includes a selection of
end,” says Michel. On the day we visited, the store was
lower-priced “alternatives” to
advertising an upcoming demo on healthy ways to grill

‘Typically, stores are very busy between
4 and 7 p.m.... But now we’re staying
busy until 9:30 or 10 with people coming over from the bar and restaurant to
pick up a few things for the next day.’
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seafood, featuring one of its seven in-store
chefs as well as the store’s dedicated dietician.
The plan is to promote and display many of
the items featured in each demo, so attendees
can easily find everything they need to recreate the dish at home.

says Michel.
While endcaps
at many stores
include only
items on sale,
most endcaps
here include a
CROSS-MERCHANDISING A PRIORITY
mix of sale- and
Michel is a big proponent of endcap displays
regular-price
that bring together a variety of complementary
items. For exproducts.
“It’s just more convenient for
ample, a fajitathe consumer,” she explains.
themed endcap
And, it can lead to an addwith both raw
on sale, if the customer
and pre-cooked
hadn’t considered, say,
chicken, shredgarlic toast to go along
ded cheese,
with her lasagna, she
lettuce, tortiladds. Many displays
las and salad
also feature small
shells featured
vignettes that tell a
both sale- and
story about how the
regular-priced
items can be used.
items tagged
(Michel calls it
“Best Sellers.”
A shopper selects a dozen eggs from an
“boutiquing.”)
But in another
endcap that also includes bacon, bagels and
Although displays of nonendcap full of
orange juice.
perishables are more elaborate, a
breakfast prodrefrigerated endcap is full of children’s lunchbox staples ucts — eggs, bacon, bagels and orange juice — nothing
— Lunchables meal kits, Capri Sun juice pouches, Oscar was on sale, although all of the private label items offered
Mayer cold cuts and Hy-Vee cheese cubes and slices.
“Fuel Saver” points with purchase. The popular promoAlso included are a lunchbox, some school supplies and
tion allows shoppers to accumulate cents off every gallon
an apple for the teacher. Yes, the store gives up a little bit of gas they buy at a Hy-Vee location (the Olathe Hy-Vee
of real estate, “But the displays add a lot of personality,”
doesn’t include a gas station, but other stores nearby do).
“When our
weekly allowances are
passed on to
us, we usually divide
them between
TPRs (‘Price
Declines’) and
fuel savings,”
says Michel. But
private label
products in particular are frequently offered
with fuel points,
creating a positive association
in consumers’
minds.
According to
Michel, Hy-Vee
Thanks in part to its placement directly across from bacon, eggs and other refrigerated
offers individubreakfast staples, the frozen breakfast department is growing by leaps and bounds.
al store manag-
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The Olathe Hy-Vee’s eponymous Health Market includes
more than 40 doors of natural, organic and gluten-free
refrigerated and frozen products.

ers a high degree of autonomy with regard to promotion
and pricing. “A lot of grocers out there dictate pricing
from the front office. But Hy-Vee allows us to price the
store ourselves based on our unique demographic,” which really gives it a leg up on the
competition, she explains.

fruit for smoothies, take up the last row of frozen
foods, opposite the first row of refrigerated foods,
home to eggs, bacon, bagels and sausage. So now,
everything a shopper might need for breakfast —
refrigerated or frozen — is in one aisle. “Frozen
breakfast is growing by leaps and bounds, but I
think that’s in no small part because of where we’ve
put it,” says Michel.
Another flourishing adjacency that was more
happy accident than anything else is frozen pizza
next to cold beer. “At first I wondered why beer was
in the back corner near the milk and eggs,” says
Michel. “But we can’t keep it full.” She adds that
in Kansas, supermarkets can only sell beer with a
lower percentage of alcohol than that sold by liquor
stores, so expectations are fairly low. “But being
able to pick up a case while you’re at the grocery
store doing your other shopping is clearly a major
convenience for consumers.” And seeing it right
next to the pizza reminds them how well beer and
pizza go together.
The pizza section itself is impressive — 20 doors
— allowing significant brand depth. Compared to
the old store, “We’ve been able to add a few more
upscale varieties that we didn’t have before like
Palermo’s Screamin’ Sicilian and The Dish,” says
Michel. But rather than a few varieties of this brand
and a few varieties of that, the section features complete lines with something for everyone. Under the Freschetta label, for example, we saw flavors such as Chicken

FROZEN & DAIRY TOGETHER
Unlike most stores, which merchandise dairy
foods along the perimeter and frozen foods
in one or two long aisles somewhere in the
middle of the building, the Olathe Hy-Vee
puts refrigerated and frozen items together
in one large department in the corner. In
contrast to the rest of the store, the aisles in
the refrigerated/frozen section run East to
West, making the department more distinct.
Within the department, merchandising
strategies have been updated. “Our company
as a whole has done a lot more study on
Store director Lisa Michel confers with two of the Olathe store’s seven
where things should be placed. In this store,
on-site chefs about the next day’s offerings.
if you think about where a product should
Club, Canadian Style Bacon & Pineapple, and Roasted
be, that’s where you’ll find it,” she says. For example, frozen desserts, pie shells and whip toppings are in the same Portabella Mushroom and Spinach.
But perhaps the biggest standout in the frozen departaisle as ice cream, so shoppers looking for an alternative
to Rocky Road or Mint Chocolate Chip will find it nearby. ment is the ice cream section, which occupies both sides
of almost an entire aisle — about 37 doors in all. “It’s
Shelf-stable cones, syrups and toppings are on a nearby
gotten a lot more real estate than ever before,” with much
endcap, not the other side of the store.
of the added space going to novelties and single-serves.
Similarly, frozen breakfast foods, including frozen

28 www.frbuyer.com

JUNE 2014

THE SECRET TO SELLING MORE
CLAM CHOWDER?
MAKE IT GLUTEN-FREE.

TEN
U
L
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FREE

EXTREME
NEW ENGLAND
CLAM CHOWDER

LIKE US

f ine foods

SOUPS | SIDE DISHES | SAUCES
Blount’s authentic Extreme New England Clam Chowder appeals to a wide audience – including
those who have celiac disease or gluten sensitivity, or who simply prefer gluten-free foods.
It’s chowder made with only wholesome, premium ingredients minus any wheat, barley or rye.
With all the rich flavor and none of the worry, now everyone can enjoy this seafood favorite.
To learn more about our artisan crafted gluten free soups, contact us at 800.274.2526.
blountfinefoods.com/buildsales
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In fact, single-serves (both pints and
smaller sizes) fill four entire doors,
with products from manufacturers
large and small, national and regional
(Häagen-Dazs, Breyers, Edy’s, Blue
Bell, Kemps, Hiland, 2nd St. Creamery, Hy-Vee, etc.).
In addition to traditional ice cream
and novelties, the section carries a

wide variety of both Greek frozen
yogurt and gelato, expected to be “the
next big thing.” There are also betterfor-you, reduced-fat and -calorie
options — though not as many as in
years past — and a smattering of milk
shakes, another up-and-coming category. We even spotted a few facings
of Thrive, a frozen version of meal

The Experts Weigh In
We asked some of the industry’s top retail
consultants what they think about Hy-Vee’s
new concept store, which features a full-service
restaurant and bar as well as a variety of other
foodservice options. Here’s what they had to say:

“Hy-Vee appears to be satisfying the need of middle
America for a more up-market shopping and foodservice
experience... They’re now attempting
to differentiate from both Walmart
Supercenters and traditional supermarkets with unique offerings not found
elsewhere, e.g. full-service restaurants
and additional foodservice options. The
only drawback associated with the new
format is that it requires a large and
costly box to operate, which, in turn,
will demand strong weekly sales to
sustain it. But Hy-Vee has a long track
record of success, and I’d expect this
new format to be successful as well.”
— Jon Hauptman, Partner,
Willard Bishop
“Like a CPG company, Hy-Vee is looking for ways to extend its brand... And
since supermarkets are all about food,
a restaurant is a very logical brand extension. Many retailers aren’t comfortable with it because it requires a very
different skill set. In fact, the Wegmans near me closed its
sit-down restaurant, though it’s still the gold standard for
in-store food courts, an approach that seems more in-line
with what supermarkets already do. But Hy-Vee wouldn’t
be rolling out restaurants to most of its stores if it wasn’t
confident it had figured out how to make it work.... For
Hy-Vee, (in-store restaurants) are about keeping consumers in ‘their world’ by becoming their primary outlet for
everything food-related. Plus, restaurant margins are
pretty attractive.... The restaurants will reinforce Hy-Vee’s
grocery business and vice versa. When they’re served a
fresh, wonderful restaurant meal, consumers will be more
likely to want to buy ingredients for their own meals at the
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replacement beverages like Ensure.
Frozen dinners and entrees take
up most of both sides of an aisle
— about 36 doors in all. To attract
higher-end consumers who’ve left the
category, the store has added more
premium offerings. But Michel says
manufacturers like ConAgra are
helping by cleaning up their ingre-

same store. It’s very smart branding, I think. Yes, in-store
restaurants are a hard operational road, but if Hy-Vee can
pull it off, it’s potentially transformative.”
— John Rand, svp, Market Insights Group, Kantar Retail
“I’ve seen the Madison, Wis. (Fitchburg) store and really
liked it. When I was there, they had a prime rib buffet
brunch. I think it’s a winner. They offer great food, reasonable prices, and it’s a fun place to hang out. One thing
that helps is Hy-Vee is very selective in terms of hiring only
top-quality employees with good attitudes. You won’t see
the down-trodden types like you see
at Walmart. The Hy-Vee in Madison
is developing a cult following for
lunches with the firemen and policemen, which is key to its success.
Most other chains are simply too
sterile to pull it off.”
— David Livingston, Principal,
DJL Research
“The in-store restaurant/market
concept has been around awhile but
is typically very difficult to execute.
Lund’s/Byerly’s here in the Minneapolis area (which Hy-Vee recently
announced plans to enter) had fullservice restaurants, but the formal
seating was a space waster as it was
only supported by the traditional
meal crowd. Now, it’s gone to highend food courts with (grab-and-go)
chef-prepared meals, entrees and
desserts, which have two benefits: 1.) they make money,
and 2.) they make the store a destination.... The biggest
downside is the amount of effort it takes to keep these
food courts fresh and evolving. And if the company
doesn’t accept the high shrink that comes with this type
of operation, quality can become an issue. I’m a big fan
of these types of areas because they can really enhance a
store’s and company’s image. Hy-Vee’s biggest challenge
is the independent nature of its stores; it may be more
difficult to maintain standards in a large number of these
types of outlets.
— Craig Espelien, vp, Consumer Products Inc.,
a subsidiary of Marketing Management Inc.
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dient decks and improving the quality of their frozen
nut-based and DHAdinner lines. The Olathe Hy-Vee also offers a few doors
fortified milks, the last
of ethnic entrees, but not as many as some might expect
of which is “flying off
in such a big store that serves so many Millennials, who
the shelves,” thanks
tend to be more adventurous eaters. And although there
to the store’s high
are a lot of handheld frozen breakfast options, there aren’t number of young
a lot of frozen burritos and other handheld lunch and
families. Natural, non-homogdinner entrees either. The area’s homogeneous population enized milk and kid-friendly Stonyfield
(mostly Caucasian) and distance from both coasts likely
yogurt are also fast movers, says Michel.
plays a role.
Although many stores have eschewed the store-withinWhatever the category, one thing that’s consistent is
a-store concept in favor of integration with mainstream
the frozen department’s neatness, which Michel attribbrands, Michel wouldn’t have it any other way. The
utes partly to “pushers” installed in many doors. “I think
Olathe store often competes for shoppers with Whole
we’re the first store they’ve gone into,” she reports. And
Foods, she explains, and a separate section more closely
except for a couple of sets where they just weren’t workmatches the Whole Foods shopping experience. Plus,
ing, “they’ve really kept the department looking good, esin a store the size of the Olathe Hy-Vee, it would take
pecially categories like frozen vegetables, frozen potatoes
customers a lot longer to find the better-for-you products
and skillet meals.”
The refrigerated section has doors.
“It’s part of our green initiative,” says
Michel. Supplied by Hussmann, “The
doored cases are very energy-efficient,
and they encourage consumers to linger
because the department’s no longer so
cold.” Another big energy saver is electronic sensors in every case, refrigerated
and frozen, that turn off lights when no
one’s shopping the aisle.
The biggest “wow” in the dairy department is the yogurt section — all 18
doors of it. “Even though we give it so
much space, including several doors of
specialty yogurt in the Health Market,
we’re constantly restocking it,” says
Ice cream and novelties, including four doors of single-serves,
Michel. “We’ve pulled in a lot more
Greek selections, more handheld for kids occupy almost an entire aisle. The balance is reserved for pie shells,
and more multi-packs” that take some of whip topping and other frozen desserts, so consumers looking to
the strain off of shelf stockers. As in the
satisfy their sweet tooth will find everything in one place.
frozen pizza section, the category’s depth
they want if they were scattered across 93,000 square
(for holding power) is more striking than its breadth —
feet rather than in one section. For customers who want
though there were a few surprises (Noosa?) mixed in
gluten-free, natural or organic, “It’s just a lot more conwith heavy hitters like Dannon, Yoplait and Chobani and
venient. And the large presentation allows us to make a
regional favorites Belfonte and Anderson Erickson.
definitive statement.”
SEPARATE HEALTH MARKET
The Health Market also includes a door of hot-selling
But a short stroll over to the Health Market finds the
better-for-you beverages from brands such as Bolthouse
brand variety missing in the traditional refrigerated and
Farms, Odwalla and Evolution. “We would have liked to
frozen sections. A veritable who’s who of natural, orhave a selection of those drinks near checkout,” Michel
ganic, vegetarian and gluten-free brands, the eponymous
adds, but there just wasn’t room. If one of Hy-Vee’s venstore-within-a-store boasts 10 aisles of non-perishables
dors can figure out a way to make it work, she’s all ears.
and more than 40 doors of refrigerated and frozen items.
“Our vendor relationships are so important to us —
That’s where we found yogurt from Siggi’s and Elli’s,
probably more important than to any other retailer out
frozen pizza from American Flatbread and Kinnikinnick, there,” she continues. “We’re a team, and we appreciate
entrees from Amy’s and Cedarlane, baked goods from Ru- them as much as they appreciate us. A lot of retailers have
di’s and Udi’s, waffles from Van’s and Kashi, and the list
a lot of rules for vendors — what they can and can’t do,
goes on and on. There’s also a large selection of specialty
when they can and can’t be in the store, etc. We’re not like
and designer eggs and a wide array of organic, soy- and
that. We’re very open. We’ll try anything once.” Q
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PIZZA: UPSCALE
& DOWNSCALE
Budget is still strong, but better-for-you and gourmet
varieties are getting the most attention.

customized toppings. Customization of that sort is a big
driver among Millennials.
I asked a cross-section of pizza vendors for their
thoughts on category trends, and how you might be able
to sell more pizza, more profitably. Rather than going
back and forth between them on each question and confusing the heck out of you, I figured I’d just present them
and their responses here, in no particular order.

Rustic Crust, Pittsfield, N.H., has partnered with small
dairies in Vermont to offer specialty cheeses on its Sliced
Tomato & Five Cheese and its Twisted Onion Six Cheese
rozen and refrigerated pizzas are flat to moderpizzas — both under the American Flatbread (www.
ately up, with most of the action coming at both
americanflatbreadproducts.com) brand. The Six Cheese
the gourmet and budget ends. Brands within these
has fresh mozzarella, asiago, smoked cheddar, sage
segments are winning and losing share from each other
cheese, tilsit cheese and Verin the usual dogfights, but a few conclumont mozzarella topped with
sions can be drawn fairly easily.
red onion. Both all-natural pizThe budget segment is still doing well.
zas have handmade, thin and
My usual barometer there is Totino’s
crispy crusts baked in a woodParty Pizza, and it’s up around 8% in dolfired oven. The cheese contains
lars, units and volume. Can’t get much
no rBST growth hormone.
more steady than that. And it’s average
“There’s a very specific flavor
unit sold for $1.32 in the 12 weeks ended
and aroma you get when eatApril 20, according to IRI, the Chicagoing pizza with these cheeses,”
based market research firm.
says Brad Sterl, president and
DOUBLE-DIGIT GAINS
founder of Rustic Crust. “So
much stuff on the shelf today
The upscale segment is also healthy.
is the same, when consumers
Freschetta, which checked out at $5.19 a
are looking for gourmet pizzas
pop, grew in the 16%-20% range in dollars,
with better ingredients they
units and volume. Lots of smaller-size
Rustic Crust’s American Flatbread
might find in a high-end pizza
vendors producing upscale, gourmet pizuses specialty cheeses from small
restaurant.”
zas are also seeing double-digit gains, but
dairies in Vermont on its Sliced
The company has also come
they don’t make IRI’s top-10 list because
Tomato & Five Cheese and its
out
with a Tomato Pie without
their dollar volume isn’t that high. Taken
Twisted Onion Six Cheese.
cheese. “We use rich, roasted
together, though, they pack quite a punch.
organic tomato sauce and add almost like a bruschetta
Gourmet pizzas are significantly outpacing the pizza
topping to it, with a bit of balsamic and a touch of onion.
category as a whole among retailers served by KeHE
You get the aroma from the balsamic, and it’s got a very
Distributors, Romeoville, Ill., according to Tim Means,
crisp taste,” explains Sterl.
category director.
“We are one of the more expensive frozen pizzas, and
“Above all, customers want pizzas that fall into the
some retailers get nervous about the price” he adds. “But
health and wellness segment,” Means says. “They’re
we outdid the expectations, with the ingredients and the
seeking out extra attributes such as gluten-free, organic
way we make the dough. That’s our success — creating a
and natural as well as vegetarian, vegan and ethnic taste
more artisanal product.”
profiles.”
On the drawing boards now: pizzas made with arugula,
Also high on the list of attributes wanted by consumand with influences from India and the Mediterranean.
ers: pizzas that provide close to a full serving of vegetaThey’ll soon be off to focus groups and test markets, with
bles, high protein, reduced sodium and low-fat. “Key
a launch perhaps in the spring of next year.
brands with those attributes are growing well,” Means
Sterl notes that the pizza market is seeing a real dichotnotes. “Frozen flatbreads and low-calorie offerings are
omy. While there’s still growth in the budget segment,
also doing well.”
there’s also strong interest on the premium side.
Frozen pizza crusts/dough performed better than the
“Everything we hear and see from customers and in
pizza category as a whole, according to the IRI data. My
our sales reflects that there is desire for better ingrediguess is that we’re seeing higher quality ingredients, and
ents, for something different. Customers tell us they are
some gluten-free in there, along with consumers who
willing to spend more to get that. In the toppings, they
like to make their own pizzas — perhaps with their own
BY WARREN THAYER

F

34 www.frbuyer.com

JUNE 2014

SPOTLIGHT: PIZZA

want to see something that looks like a vegetable and not
a green blob,” Sterl says.
Rustic Crust is also considering coming out with
family-size packs with two 10-inch pizzas for the grocery
channel. It has had good success with similar packages at
the club level, and more product can fit on the shelf with
this configuration.
Sterl says his company’s focus groups show that consumers prefer to have shelf sets that divide pizza into
budget, mid-price and gourmet sections. He believes
planograms like this generate more dollars per linear
foot and that “Consumers we talk with want to find their
pizza within segments, rather than looking through perhaps 30 doors.”
Brand blocking is okay, he says, so long as consumers
can find the type of pizza they want. He adds that Rustic
Crust is using digital services now to target consumers
seeking out premium pizzas, and “we are finding success.”

new opportunity at retail with new topping combinations
and crust options.”
Palermo’s Pizza (www.palermospizza.com), Milwaukee, launched its Screamin’ Sicilian line last fall in test
stores in Wisconsin and Illinois, and has been expanding
ever since.
The line “is
effectively the
first truly craft
frozen pizza,”
says Mike Pytlinski, Palermo’s
brand director.
“We’ve invested
heavily in the
product and it
is quite honestly
overtopped.” The
products typically retail for $8.99,
which he notes is
“a huge premium Palermo’s Screamin’ Sicilian pizza,
to the category
with a cut-out window to show the
but it is not often quality and quantity of the toppings,
discounted,” still
has seen strong sales since last fall’s
with an attractive launch.
margin.
The crust is made in an Italian hearth, with sauce made
from ground tomatoes (not puree). “Toppings include
fresh slices of mozzarella, boulders (think
the size of dimes) of sausage or meatballs. It
is an over the top experience,” according to
Pytlinski.
He adds that the packaging features
“rough, brown board with engaging graphics and product names (think ‘craft beer’
meets frozen pizza). It’s not just ‘Cheese’
but ‘Bessie’s Revenge;’ it’s not just sausage
but ‘Boss Hog.’ Our latest variety best
reflects this — it is called Spicy Clucker and
is a Jalapeno Chicken Bacon Ranch with
literal pinwheels of jalapeno, strips of bacon
and pulled chicken.”

Contract manufacturer Little Lady Foods (www.little
ladyfoods.com), Elk Grove Village, Ill., has been focusing
on healthy, organic and nutritious options for its retailer
customers, according to Don Czerwonka, vp of sales.
Here are two of its recent better-for-you creations:
—All-Natural Chicago-style Deep Dish Pepperoni
Pizza, made with pepperoni and mozzarella cheese and
topped with fresh tomato sauce and garnished with
grated Parmesan.
—Healthy Kids’ Turkey Sausage Pizza. The low-calorie,
low-sodium pizza features whole-grain wheat crust (made
with more than 50%
white whole wheat
flour) and is topped
with tomato sauce,
low-fat cheese and
Italian seasoned turkey
sausage. These pizzas fit
the new school nutritional requirements.
“Of course, pizzas are
not just for dinner anymore,” says Czerwonka.
“We developed a pizza
for consumers who
have a sweet tooth!”
In mid-June, Columbus, Ohio-based
They sure did.
Among the new items Little Lady Foods has Jane’s Dough Foods (www.janesdough
S’mores Gourmet
created: S’mores Gourmet Dessert Pizza,
foods.com) will launch a 12-inch glutenDessert Pizza features
with vanilla sauce on a sweet crust, topped free chicken pizza with fire-roasted pep“decadent, delicious
pers, says general manager Alan Hoover.
vanilla sauce on a sweet with marshmallows, chocolate chips, and
sprinkled with graham cracker crumbs.
The 18.9-ounce pie is made with ancrust, topped with
tibiotic-free chicken that has been fed a
marshmallows, chocovegetarian diet. The pizza has no artificial colors, flavors
late chips, and sprinkled with graham cracker crumbs.”
or preservatives, and carries a suggested retail of $8.99.
“The consumer wants and craves the opportunity to
There are 10 items to the master case.
purchase restaurant quality pizza at retail,” Czerwonka
Hoover notes that the Sonoma Flatbread line is focusadds. “Trending dishes in restaurants impact and pose

36 www.frbuyer.com

JUNE 2014

SPOTLIGHT: PIZZA

ing entirely on gluten-free now. “We
are seeing fabulous results with it.
We first came out with gluten-free at
the same time as a multigrain with
ancient grains, but the gluten-free
pizzas outsold the multigrain by
about a 9-1 factor,” he points out.
The company’s parent, Donatos,
also based in Columbus, was founded
in 1963 and today owns 154 pizza
restaurants in six states. Hoover
explains that Jane’s Dough leverages Donatos’ restaurant expertise in
creating and manufacturing products
that resonate with consumers.

“We really do provide restaurant
quality because we use the same
sauces and similar ingredients that
are used in our restaurants. We work
really hard to get the same great taste
as in Donatos’ restaurants,” he says.
“We’re redefining the gluten-free
taste experience, and we’re beating
the competition by wide margins in
tests with independent labs” showing
high scores on purchase intent and
acceptance of pricing.
Sampling the gluten-free products
in-store boosts sales significantly,
he says, and the resulting gains have

been sustained. “A lot of people who
don’t have celiac disease tried glutenfree some time ago, for perceived
health reasons, but they didn’t like
the taste. It’s important to get our
products into their mouths. When
we do, they say ‘wow’ — they can’t
believe it’s gluten-free.
Hoover says some retailers have
seen success with better signage for
gluten-free sections. “A two-inch
shelf tag helps, but signage that
extends out into the aisle makes it
much easier for people to find glutenfree items,” he notes. Q

PIZZA

Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar stores combined for
the 12 weeks ended April 20, 2014, according to IRI, the Chicago-based market research firm. Percent change is versus the
same period a year ago. Brands listed are as originally trademarked, and may not include line extensions. Chart shows
brands with sales of more than $500,000.
CATEGORY
FZ PIZZA
DiGiorno
Private Label
Red Baron
Totino’s Party Pizza
Tombstone
Freschetta
California Pizza Kitchen
Red Baron Singles
Jack’s Original
DiGiorno Pizzeria

$ SALES % CHG UNIT SALES % CHG
$1,043,873,000
$252,828,200
$103,797,000
$101,545,900
$88,068,890
$73,357,620
$45,692,840
$34,616,200
$23,868,670
$23,366,580
$21,592,020

0.2 325,767,500
(6.9)
47,564,980
6.3
33,025,390
2.1
29,198,630
7.8 66,773,830
(3.7) 20,632,080
19.6
8,800,480
4.2
6,944,552
7.3
6,428,178
(12.7)
8,548,948
187.9
4,038,463

VOLUME % CHG MCHDSG* PT. CHG**

(0.2) 339,414,500
(4.9) 78,821,080
3.2 36,453,820
3.0
37,211,400
8.2 44,973,820
(3.3)
28,373,610
18.8
13,705,640
3.4
5,636,008
9.5
6,348,122
(7.5)
8,847,427
201.7
5,008,024

(0.3)
(7.9)
4.2
3.1
11.9
(4.6)
16.3
9.4
4.2
(7.6)
200.7

51.4
58.7
36.8
49.6
57.1
56.1
55.4
45.7
30.3
67.8
53.4

0.5
3.3
0.4
(11.1)
8.8
(6.0)
2.9
1.9
(4.3)
14.8
0.9

FZ PIZZA CRUSTS/DOUGH $5,064,300
Private Label
$1,349,031
Udi’s
$1,275,076

5.1
1.4
21.8

1,778,968
478,404
257,096

4.9
(1.0)
26.2

1,980,008
603,374
128,548

2.8
0.2
26.2

31.4
50.1
33.3

(0.3)
(12.4)
(3.9)

RFG PIZZA CRUST/DOUGH $31,541,700
Pillsbury
$11,621,180
Mama Mary’s
$9,966,387
Private Label
$6,707,109
Papa Sal’s
$724,633
Birrittella’s
$699,656

3.8
(1.4)
10.2
8.8
13.6
(3.8)

12,388,090
4,512,624
2,786,853
3,289,081
696,571
365,760

3.0
(3.8)
11.2
9.0
17.4
(3.7)

11,767,110
3,591,801
2,809,169
3,491,006
696,571
342,900

3.1
(3.8)
11.8
6.0
17.4
(3.7)

25.8
26.5
27.2
27.8
30.8
0.1

1.4
(1.5)
0.4
4.9
8.6
(0.7)

1.8
8.1
(18.8)
(16.1)
7.1
1.0
(10.1)
(19.5)

12,535,500
8,832,569
2,204,307
309,654
191,652
138,840
156,271
110,727

(3.5) 26,403,200
8.5 20,945,440
(21.3)
3,072,019
(45.9)
480,089
6.7
368,877
2.7
355,778
(12.1)
246,149
(23.6)
168,715

3.3
13.2
(20.1)
(50.5)
5.9
2.7
(11.4)
(24.4)

22.8
20.3
33.1
28.9
31.1
49.8
1.9
49.5

0.8
1.0
0.4
5.1
(0.7)
10.5
0.6
(8.4)

RFG PIZZA/PIZZA KITS
Private Label’
Mama Rosa’s
Uno
Nardone Bros
Wholesome Homes
Family Finest Make-N-Bake
Donato’s

$80,111,920
$63,826,230
$7,443,290
$2,027,964
$1,070,648
$1,065,568
$877,274
$838,874

* Percent of volume sold with merchandising support such as secondary display or temporary price reduction.
** Change in percentage points compared with a year ago (as opposed to percentage change of the total number).
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World leader in gluten-free
The Next Generation in gluten-free bread...

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

Over 30 years of experience and world class R&D, manufacturing, and packaging expertise
make Dr. Schar #1 for Gluten-Free
 #1 overall in Europe
 #1 in shelf stable bread in USA*
To best serve all segments, Schar focus is now on the fast-growing frozen segment +42.9%
in retail sales vs YAG*
The new recipe for our 2 new breads was developed in Europe using a next generation technology
to achieve the elasticity, structure, moisture, and appearance very similiar to traditional bread.
0HHWLQJWKHQHHGVRIWKRVHZLWK*OXWHQ)UHH'LHWV+HDUW\:KLWHLV)RUWLÀHGZLWK9LWDPLQ%
and Hearty Grain is a good source of Fiber
*Source: 2013 SPINS All Outlet Gluten-Free Bread Retails Sales Data

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

Learn more at drschar.com & schar.com

SPOTLIGHT: PIZZA

CONSUMERS SOUND OFF

ON PIZZERIAS

P

rice is the leading reason consumers don’t use
pizza restaurants more often, according to a survey
by Chicago-based Mintel Group last September.
About a quarter of respondents said pizza items are too
high in calories, fat and carbs.
Trouble is, healthier pizzas tend to be made from
higher-quality ingredients, which drive up costs. To
combat this, restaurants can offer both a value menu and
a more expensive better-for-you menu, Mintel says. Or,
restaurants may find success in offering pizzas in smaller
portions to keep costs down and control calorie, fat and
carb intake.
The survey asked 1,501 Internet users aged 18+ who
purchased an item from a pizza restaurant in the past
month for reasons they didn’t use pizza restaurants more
often. They could choose up to three responses. Here’s a
list of the most commonly chosen reasons, along with the
percentage of responses.
Items are too expensive
Pizza is too high in calories
Pizza is too high in fat
Pizza has too many carbs
Pizza has too much salt
It takes too long for my pizza to be made
The quality of the ingredients is too low
The ingredients are not fresh
Not enough gluten-free options
Portion sizes are too large
Lack of vegetarian options
Lack of dairy-free options
None of the above

27%
25%
22%
19%
11%
9%
7%
6%
4%
4%
4%
3%
32%

Mintel also asked the same consumers what they would
like to see more of on pizza restaurant menus. Again, up
to three responses were allowed for each respondent.
Results showed a desire for more upscale, gourmet-like
pizzas and other healthful items. A quarter of pizza restaurant users would like to see more upscale, customizable personal pizzas, while 21% of respondents would like
to see more specialty pizza flavor combinations.
Mintel says pizza restaurants can increase their offerings to include more premium toppings, cheese and
sauces, as well as more signature pizzas with new and
unique flavor combinations inspired by ethnic dishes
from around the world. Here are the most commonly
chosen items that respondents wanted to see more of on
menus, along with the percentage of responses.
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Upscale, customizable personal pizzas (e.g.,
you can choose your own gourmet ingredients)
Salad items at pizza restaurants
Specialty pizza flavor combinations (e.g., exotic,
regional)
Bite-sized snackable pizza items
Portable pizza items easy to eat in transit
A larger variety of non-pizza entrées (egg
sandwiches, pastas)
Pizzas made with flatbread crusts
Gourmet pizzas with preselected ingredient
combinations
More dipping sauces to choose from
Breakfast pizzas
Pizzas made with gluten-free crusts
None of the above

25%
25%
21%
17%
15%
14%
14%
14%
13%
12%
11%
18%

A PIECE OF PIZZA
OPPORTUNITY
Some hot restaurant trends have not been adequately
represented in the freezer aisle. Here’s what’s happening on the foodservice side.
BY ADRIENNE NADEAU

T

he average consumer eats pizza three times a
month, according to a Technomic survey. Most
consumers opt to visit restaurants or order
delivery, but more than half (59%) of the consumers
surveyed purchase frozen retail pizza once a month or
more. Craving is a major decision driver for purchase
and consumers report that they rank pizza on sauce,
cheese, crust and variety of fresh toppings.

MENU ADJUSTMENTS
Pizza restaurants, particularly in the fast casual segment,
have been distinguishing themselves by adjusting their
menu to offer allergen-free pies and artisanal ingredients. Flavored pizza crusts, innovative sauces and cheese
blends are all ways that pizzerias differentiate themselves.
Chefs are also experimenting with new vegetables and
are creating more specialty pies designed for vegetarian
customers. While meat-free toppings are a necessity for
vegetarians, they are often requested by non-vegetarians
as well. Similarly, gluten-free products are becoming more popular due to the rising awareness of Celiac
disease. However, gluten-free is predominately requested
for the perceived health benefits of a low-carb diet, as opposed to a true dietary restriction.

Whether operators are reducing carbs on their menu
or creating original vegetarian offerings, there is an overall market trend of thin-crust pizza with an emphasis on
high-quality ingredients. Regional operators might play
on locally sourced ingredients or highlight local flavors,
while upscale pizzerias are
experimenting with craft
ingredients.
For example, Chicago’s
Revolution Brewing offers a
Steakhouse pizza featuring
Horseradish béchamel and
roasted shitake mushrooms, which certainly
challenges traditional
expectations of pizza toppings. Even national chains
Adrienne Nadeau
are breaking norms, as
California Pizza Kitchen has begun offering mixed greens
and fried eggs as the final finish on several pizzas.
The freezer aisles of grocery stores are significantly
tamer and generally showcase cheese, pepperoni and
supreme frozen pizzas. However, consumer demands are
still being met by some industry leaders offering features
such as cheeseless and gluten-free options.
With such opportunity space around frozen pizza,

several restaurants are branching out into retail offerings,
or are bulking up their existing product line. Chicago
Pizza Kitchen, California Pizza Kitchen, Green Mill
Restaurant and Gino’s East are some of the restaurants
that offer retail options. While they all offer the classic
cheese and pepperoni pies, the premade offerings are getting more exciting, with California
Pizza Kitchen offering Greek pizza and Spicy
Chipotle Chicken and other non-traditional
offerings.

THIN CRUST
However, some hot restaurant trends have
not been adequately represented in the freezer
aisle. Thin crust has dramatically increased
in popularity, yet there hasn’t been a substantial surge in retail offerings. In qualitative
interviews, suppliers report that it is difficult
to retain the integrity of thin crust while baking a pizza
at home, but consumers look for what they see at restaurants, so it is worth investing in some additional research
and development in that area. Q
Adrienne Nadeau is a senior analyst at Technomic (www.
technomic.com), the Chicago-based consulting and research firm serving the food industry.
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SPOTLIGHT: ASIAN

ASIAN MIGRATION
New cuisines and flavors are moving from foodservice
to retail, but is the frozen department slow to react?
BY WARREN THAYER

F

rozen Asian food vendors we interviewed
agree on three points:
1. Restaurants with a variety
of Asian cuisines are spreading (and thriving) nationwide,
introducing consumers to
new cuisines.
2. When shoppers try to buy
these newfound cuisines in
the frozen food department,
they too often find just the
Ajinomoto’s Simmering
long-term category basics
instead of new, exciting items. Samurai Fried Rice line
can be used as a side
3. There is opportunity to
dish, snack or entrée.
sell more frozen Asian foods
by merchandising them in
a dedicated section rather than spread throughout the
department.
Let’s assume that Asian restaurants — whether
Chinese, Japanese, Thai, Vietnamese — have gained a
foothold in your market. They’re likely not there because of any sort of ethnic influx in the area. They’re
there because these cuisines
are increasingly mainstream.
Check out the menus of the
more successful restaurants,
and see if you have opportunity to stock some of the most
popular meals.
“When I look at syndicated
retail data, Asian flavor profiles still revolve around flavors
like General Tso’s and orange,”
says Chet Mayekawa, director
of sales at Fort Lee, N.J.-based
Ajinomoto North America
Crazy Cuizine has
(www.ajinomoto-usa.com).
launched Sweet-Chili
“General Tso’s is like vanilla
Chicken.
ice cream — it’s ordinary, but
has a huge share of the marketplace. Yet consumers are
finding new flavors at foodservice that are under-represented in supermarkets. Even Subway is using sriracha as
a condiment.”
“I did a double-take when I saw that Panda Express
had launched chicken with bacon,” says Mark Hannay,
vp at Windsor Foods (www.windsorfoods.com), the
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Ontario, Calif., marketer of brands including Tai Pei
and Ling Ling. “But it makes sense. Bacon is having huge
success, and there are few items with bacon other than in
breakfast foods. Actually, pork is a good seller in Asian
restaurants, but you don’t see that much of it in the frozen aisle. In many areas, our pork potstickers outsell the
chicken potstickers.”
Windsor, by the way, just introduced mini-potstickers,
which Hannay believes is the first mini in the segment.
“People love to put them in soups, and they’re also a bitesized snack,” he notes. The 17.5-ounce package carries a
suggested retail of $4.98.
Speaking of new products, Day-Lee Foods (www.daylee.com), Santa Fe Springs, Calif., recently introduced
Crazy Cuizine Sweet-Chili Chicken. “Consumer tastes
are expanding to embrace things beyond traditional Chinese foods,” says David Weinberg, director of marketing
and key account sales.
And Water Lilies Food (www.waterliliesfood.com),
Astoria, N.Y., has developed a line of organic and natural
items for its Mandarin Market
brand. Items so far include
Organic Chicken Potstickers,
Organic Chicken Dumplings,
All-Natural Chicken Egg Rolls
and All-Natural Spicy Pork
Egg Rolls, with more on the
way. The products contain no
antibiotics or growth hormones and have fillings that
are 38% to 45% meat.
“Shoppers are demanding more quality frozen food
options, more ethnic varieties
Windsor Foods has
and are snacking (eating appe- introduced minitizers) like never before,” says
potstickers, bite-size
Al Greenwood, vp of sales.
snacks that also go well
Ajinomoto is gaining
in soups.
distribution with its Simmering Samurai fried rice, now rolling out at Safeway.
The product can be used as a side dish, snack or entrée,”
says Mayekawa. It has a protein and a sauce packet that
shoppers can use to customize spicing. Varieties include
Broccoli Beef, Chicken, General Tso’s Chicken, Orange
Chicken and Vegetable Chow Mein.
Like the other Asian food vendors interviewed,
Mayekawa is a strong believer in the creation of an international destination for Asian foods in the frozen department. “An Asian section as a point of reference makes
it so much easier for shoppers — they don’t have to look
all over the place for different components for an Asian
meal,” he says.
Day-Lee’s Weinberg adds, “Not only is the consumer
increasingly interested in new/exotic flavor, but the
frozen department is especially in need of such items to
drive traffic.” Q

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

AJINOMOTO NORTH AMERICA, INC. | 7124 North Marine Drive, Portland, OR 97203
P: 503.444.2002 | E: info@ajifrozenusa.com | ajifrozenusa.com

SPOTLIGHT: SEAFOOD

SEAFOOD NETS $$,

nofh.com), New
Orleans. “Consumers are more
comfortable paying a higher price
for domestic
Supply issues push prices up and chase away units,
product,” notes
especially in shrimp.
Ketchum. “But
BY DAN RAFTERY
they need to see
that it is domesollar sales of frozen seafood across retail chantic.” Ketchum
nels increased 2.7% in the 12 weeks ended April
suggests high20 versus the same period last year, according to
lighting country
IRI, the Chicago-based market research firm. But units
of origin labels in
Phillips has debuted Bacon Horseradish
decreased by 7.7% for the same period.
the store.
Seafood Dip and Honey Chipotle Crab
Disease has caused shrimp farm stock, most of it
With family
Dip. Also new: Seafood Skillets, featured
overseas, to drop by more than 40%. And according
gatherings and
on our New Products pages this month.
to Rebekah Cady, marketing and packaging manager,
grilling occaPhillips Foods, Inc., Baltimore, adverse weather has hurt sions spiking at this time of year, demand for seafood
shellfish harvests during the past 12 months. This has
spikes, Cady says. Even if beef is on the grill, seafood topput a severe strain on shellfish supply, and will push
pings, dips and appetizers can add excitement. Meal deal
prices up, she says.
promotions including crab cakes or seafood dips drive
“Domestic fisheries are not catching a normal amount
shoppers to the seafood section and spur extra sales.
and demand is up,” according to Mike Ketchum, direcTo overcome consumer fears about preparing seafood,
tor of retail accounts, New Orleans Fish House (www.
Cady suggests more signage and displays showing how
easy it is to cook prepared
seafood. She notes that
Phillips Skillet Meals’
Sales in supermarkets, drugstores, mass market retailers, military commissaries and select club
packaging shows the
and dollar retail chains for the 12 weeks ended April 20, 2014, according to IRI, the Chicagoproduct is a complete
based market research firm. Percent change is versus the same period a year ago. Brands are as
meal for two, ready in
originally trademarked and may not include line extensions. In the frozen shrimp subcategory,
from 5 to 11 minutes.
IRI provides top manufacturers, not brands.
Matlaw’s Seafood
DOLLAR SALES
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
(www.matlaws.com),
FZ SEAFOOD
$1,142,101,000
2.7 149,357,600
(7.7) 196,705,200
(6.7)
Gloucester, Mass., deFZ FISH/SEAFOOD
$650,648,300
2.4 96,602,880
(3.7) 141,428,200
(1.7)
buted an entire line of
Private Label
$141,826,700
(3.3)
19,656,020
(15.7) 26,087,070
(11.2)
seafood products at the
Gorton’s
$96,451,830
(8.6)
20,997,690
(7.3)
22,475,120
(3.6)
2014 Seafood Expo North
Fishin Company
$51,088,540
21.8
5,650,648
14.3
14,301,230
6.9
America, according to
Pinnacle Foods
$49,022,330
0.1
11,509,240
0.6
14,468,290
2.2
Todd Almeida, marketing
Beaver Street Fisheries
$43,288,530
11.8
4,909,257
6.2
11,165,940
1.3
director. New items are:
Odyssey Enterprises
$29,327,580
4.6
2,473,488
3.8
5,918,128
5.9
Bacon & Cheese Stuffed
High Liner Foods
$24,291,210
6.4
4,049,774
6.1
5,871,483
0.3
Clams; Chorizo Stuffed
Atlantic Trading
$18,644,710
5.3
1,175,573
(5.4)
2,386,884
(4.8)
Clams; Chili Lime Stuffed
Great American Seafood $15,128,800
10.4
1,919,411
10.6
3,907,001
7.1
Clams, served in a natural
Quirch Foods Co
$11,533,330
(15.7)
1,344,643
(20.3)
3,388,121
(25.2)
clam shell; Southwest
FZ SHRIMP
$491,452,600
3.1 52,754,680
(14.1) 55,276,980
(17.3)
Breaded Tortilla Cod, JalaPrivate Label
$264,811,500
(1.9)
28,021,820
(20.5)
28,213,620
(23.9)
peño Breaded Cod; Pub
Rich-SeaPak
$43,451,880
7.1
6,297,841
4.1
7,122,999
4.0
Style Battered Cod; Panko
Aqua Star
$24,298,550
40.6
3,177,259
21.3
2,813,929
11.6
Breaded Cod; Southwest
National Fish & Seafood
$17,473,590
(16.3)
2,463,332
(29.0)
1,962,098
(34.4)
Zest; and traditional New
Tampa Bay Fisheries
$12,301,370
(1.1)
565,235
(16.0)
1,147,118
(28.9)
England fish. Q
Beaver Street Fisheries
$11,893,740
4.6
1,208,758
(18.9)
1,347,511
(21.2)
Dan Raftery is president of
Gorton’s
$8,806,532 (28.4)
1,487,454
(34.1)
1,181,643
(30.2)
Raftery Resource Network
Maple Leaf Products
$8,521,967
1.5
391,297
(27.6)
770,940
(26.3)
and a trumpet hobbyTastee Choice
$6,618,931
(15.1)
710,041
(23.6)
669,418
(33.5)
ist. He can be reached at
Mazzetta Company
$5,955,255
59.8
340,637
26.4
523,990
30.5
Dan@RafteryNet.com.

UNITS GET AWAY

D

FROZEN SEAFOOD
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From America’s #1 brand of restaurant seafood
soups, appetizers, entrées–

every night is seafood night with Phillips

No other seafood restaurant brand gives you so many delicious options to net more upscale customers and drive repeat sales.
Frozen and now refrigerated.

PHILLIPSFOODS.COM
© 2014 Phillips Foods, Inc. All rights reserved.

888.234.2722

SPOTLIGHT: DIPS & SPREADS

DIPS & SPREADS SURGE
From better-for-you Greek yogurt-based dips to unique,
“alternate bean” hummuses, the category is still hot.
BY DENISE LEATHERS

T

he dips and spreads category continues its meteoric rise. During the 12 weeks ended April 20,
reports Chicago-based market research firm IRI,
flavored spread sales shot up 20.9% to $165.26 million
while dip sales jumped 9.4% to $163.27 million (versus
the same period a year ago). In the two subcategories
combined, nine different top 10 brands registered double-digit advances, including top-seller Sabra (+24.5%).
While big gains in the hummus-heavy flavored spreads
segment is nothing new, such significant growth in the
dips subcategory is noteworthy. An influx of better-for-you
Greek yogurt-based products, including Dannon’s new
Oikos line (already No. 8), has definitely helped, but spicy,
Latin-inspired guacamoles and salsas from companies like
Wholly Guacamole (+48.8%), Sabra (+32.9%) and Yucatan
(+13.5%) have been an even more important driver.
“Avocado is on its way to becoming the next big
super food,” says Tara Murray, brand manager at Fort
Worth, Texas-based Fresherized Foods, now part of the

flavor profiles like sriracha and falafel. “But sweet flavors
in otherwise savory dips — like pumpkin spice hummus
or cranberry salsa — represent another hot trend.”
To “try out” new flavors — and create excitement in
the category — Taunton, Mass.-based Tribe Mediterranean Foods (www.tribehummus.com) started a limited
batch concept last year that’s become hugely successful,
says brand manager Stephanie Mathis. In fact, the first
limited batch flavor, Everything (like the bagel), was so
well-received, the company recently made it a permanent
part of its hummus lineup. Current limited batch variety
Rosemary Foccacia taps into the popularity of herbinfused olive oils.
Whether in lunchbox-friendly multi-packs or “combopacks” with chips or pretzels, single-serves represent only
about 6% of total hummus sales, says Mathis. But sales
jumped 67% in 2013, prompting Tribe’s upcoming launch
of cup holder-size To Go packs that combine hummus
and pita chips, still the No. 1 dipper.

VEGGIES GROWING

But according to Mary Beth Cowardin, director of
marketing-produce at Columbus, Ohio-based T. Marzetti (www.marzetti.com), its research shows veggies are
gaining ground. In fact, more than a third of the women
it surveyed said they’re eating more veggies now than two
years ago, reinforcing the company’s decision to merchandise its Otria Greek Yogurt
Veggie Dips in the produce
section rather than the
dairy department.
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club
and dollar stores combined for the 12 weeks ended April 20, 2014, according to IRI, the
She adds, “Cross merChicago-based market research firm. Percent change is versus the same period a year ago.
chandising with fresh
Brands are as originally trademarked and may not include line extensions.
produce, especially cut
fruits and vegetables, is
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
*FLAVORED SPREADS
$165,262,100
20.9
48,417,660
25.5
31,845,070
24.4
even more convenient for
Sabra Dipping Co.
$105,175,700
24.5
28,891,650
29.9
20,115,280
27.3
consumers,” and helps
Private Label
$14,818,070
33.5
4,883,306
36.2
3,061,418
34.7
highlight the dips’ freshTribe Mediterranean Foods
$11,042,470
(0.3)
4,039,993
11.1
2,125,482
6.4
ness. (Cross-merchandisKraft
$7,012,350
(21.5)
2,453,700
(12.4)
1,193,420
(18.0)
ing also works with fresh
Cedar’s Mediterranean Foods
$6,859,114
8.9
2,200,713
12.6
1,454,016
10.6
meat, refrigerated tortillas
DIPS
$163,267,000
9.4
58,263,880
6.9
48,555,250
5.7
and sandwich fixings.)
Private Label
$26,982,260
(3.4)
9,736,053
0.8
8,699,285
(1.1)
Even if some dips are
Marzetti
$18,450,880
3.1
5,399,390
5.8
4,522,136
0.4
also merchandised in the
Wholly Guacamole
$18,244,740
48.8
4,682,949
48.1
3,324,539
52.9
produce section, manuDean’s
$14,499,300
3.6
8,049,635
3.4
7,476,732
6.8
facturers would like to
Heluva Good
$13,263,860
6.7
6,552,448
3.9
5,454,316
4.5
Sabra
$6,225,884
32.9
1,802,787
41.2
978,769
32.3
see the creation of a dip
destination in the deli de* In the Flavored Spreads subcategory, IRI provides top manufacturers, not brands.
partment. “Hummus has a
great presence in most deli
sections but other products, like fresh salsa, guacamole
MegaMex family, maker of the Wholly Guacamole and
and Greek yogurt-based dips, can be harder for shoppers
Wholly Salsa lineups (www.eatwholly.com).
Beans are making news in the hummus category where to find,” says Greg Greene, marketing director for White
Plains, N.Y.-based Sabra (www.sabra.com). Taking some
“alternate” varieties like edamame and garbanzo beans
of the guesswork out of the process by putting everything
are taking the place of traditional chickpeas in some new
products, says Aimee Tsakirellis, director of marketing at in a single location can go a long way toward boosting low
Ward Hill, Mass.-based Cedar’s Foods (www.cedarsfoods. household penetration. He adds that Sabra is in the process of launching a “new and improved” salsa lineup. Q
com). The company is also experimenting with unique

DIPS & SPREADS

46 www.frbuyer.com

JUNE 2014

SABRA.COM

America’s #1 Selling Brand
of Refrigerated Dips and Speads.
Hummus, Salsa, Guacamole
and Greek Yogurt Dips.
STOP BY BOOTH #2032
TO EXPERIENCE
OUR FRESH FLAVORS.

LOGISTICS

NEW TECH SAVES $$
Advances in technology for refrigerated warehouses
debut at the IARW-WFLO Convention.
BY MICHAEL GARRY

V

endors at the recent convention of the
International Association of Refrigerated
Warehouses and the World Food Logistics
Organization in San Diego unveiled innovations in
refrigeration, warehouse automation, energy management and even RFID. Here’s an overview.

AUTOMATED STORAGE/RETRIEVAL
Swisslog Logistics (www.swisslog.com), Newport
News, Va. Swisslog, a provider of AS/RS (automated
storage and retrieval systems), recently installed a robotic
layer-picking system in the 35,000-pallet-position frozen

Publix is using Swisslog’s automatic robotic layer-picking
system in a new Orlando DC to distribute frozen food cases
into split trays for more efficient picking of orders. This
photo shows a different facility that goes one step further
with CaddyPick vehicles taking a fully picked pallet to a
stretch-wrapping machine prior to shipping to stores.

foods section of a new Publix DC in Orlando, Fla., slated
to open in September. The system takes layers of cases
arriving from a manufacturer and sorts them into “split
trays,” which are put away in dense storage locations. The
split trays are smaller platforms that take up much less
room than a pallet at the picking station, allowing more
SKUs to be picked in a given period of time.
The split trays allow retailers to “drive up the number
of SKUs you have, yet minimize what you maintain for
reserve inventory,” said Randy Jennings, director, food &
beverage sales, Swisslog. Instead of picking one SKU from
a single pallet at the pick face, a picker can pick from as
many as four to five SKUs from split trays, increasing efficiency by 33%, he said. “Ninety-eight percent of (frozen
foods) in that facility are going to be case-picked, so you
need to make better use of that space.”
Dematic (www.dematic.us), Grand Rapids, Mich.
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Dematic’s AS/RS systems are installed at a host of major
food retailers, including Albertsons’ refrigerated/chilled
facility and H.E. Butt Grocery’s frozen storage area.
“The most common (automation) in refrigerated/frozen
is pallet replenishment (at the picking area),” said Sean
O’Farrell, market development director, Dematic. “It
gets forklifts out of the area. All you have are people case
picking to a conveyor or to a pallet jack.” Q

REFRIGERATION SYSTEMS
Hillphoenix (www.hillphoenix.com), Conyers, Ga.
Hillphoenix has made waves in the grocery industry with
its Advansor transcritical booster system, which uses
only carbon dioxide as a refrigerant. The system has been
installed at a new Whole Foods store in Brooklyn, N.Y., a
Roundy’s Pick ‘n Save in Menomonee, Wis., and an Overwaitea’s Urban Fare store in Vancouver, B.C.
The transcritical system is different in that it runs
solely on a “natural refrigerant.” Leaks of natural refrigerants, including COદand ammonia, do no damage to the
ozone layer or contribute to global warming. By contrast,
R-22 refrigerant, which is being phased down in the
United States, depletes the ozone layer while HFC refrigerants used in place of R-22 have a high global warming
potential (GWP). However, transcritical systems have so
far been limited to northern climates where they work
more efficiently.
Hillphoenix is offering “scaled up” versions of its
transcritical system for refrigerated warehouses, with
about 19 installations over the past four years, said Tim
McCune, service manager, Hillphoenix. Food retailers are
looking at these warehouse systems, he added. “If you’re
familiar with the store version, it’s a natural progression
to the industrial unit.”
The transcritical systems serve as a hedge against the
risk of environmental regulations of HFC refrigerants,
which are widely anticipated. In industrial blast-freezing
applications, transcritical units are 7%-10% more efficient
than alternative systems, said McCune.

Advansor transcritical booster system from Hillphoenix
uses only carbon dioxide as a refrigerant.

Hillphoenix also makes “cascade” refrigeration systems
for cold storage warehousing that combine ammonia and
COદ.
Stellar (www.stellar.net), Jacksonville, Fla. Stel-

lar has installed the largest ammonia-carbon dioxide
cascade system, comprising 400,000 tons, at a U.S. Cold
Storage facility, said Michael Netting, divisional vice
president, Stellar, adding that Stellar has installed smaller
cascade units at Wegmans warehouses.
Cascade systems are attracting attention, he noted,
because by limiting the amount of ammonia to less than
10,000 pounds, they considerably lessen the extent of the
process safety management program users are required
by OSHA to implement. The cascade systems also hold
the ammonia within the machine room, mitigating the
risk of a leak in the main part of the facility. Q

ENERGY MANAGEMENT

RLS invested between $20,000 and $25,000 in 61 operations and maintenance “action items” addressing its
refrigeration, doors and underflow heating system, said
Leo. “We have monthly conference calls with Cascade to
go over the action items.”
At its Newfield, N.J., facility, RLS took on 35 action
items and was able to reduce its refrigeration maintenance costs by more than 50% in the second year. “We’ve
made energy conservation part of our culture,” said Leo.
Cutting energy costs at a refrigerated warehouse is
“80% about people issues” and “20% technical,” noted
Marcus Wilcox, CEO of Cascade. Cascade, which also
works with Kroger, Supervalu and Safeway, installs systems to track warehouse energy usage, and trains staff
on remediation activities. Q

Groom Energy Solutions (www.groomenergy.com),
Salem, Mass. Groom Energy worked with Pioneer Cold
Storage, Chicopee, Mass.,
Jamison Door (www.jamisondoor.com), Prospect, Ky.
to reduce
Datex (www.datexcorp.com), Clearwater, Fla. In one
its energy
of the first projects of its kind at a cold storage facility,
consumption
Eskimo Cold Storage, Gainesville, Ga., has cut the time
by 1.1 milspent searching for lost pallets from four hours to less
lion kilowattthan 10 minutes by using RFID tags on shipments from
hours at
two of its suppliers.
one facility
Jamison RFID, a division of Jamison Door, provided
‘Intelligent’
between 2011 the RFID tags and readers, and collaborated with Datex,
LED lighting
and 2013, a
which supplies Eskimo’s warehouse management system
replaced metal halides at a Pioneer
savings of
(WMS). The project was completed this year.
Cold Storage facility, saving $200,000
$200,000, said
Karen Reece, vp of Eskimo, estimated in a convention
between 2011 and 2013.
Bryan Hedge,
session that Eskimo annually misplaces about 4,000 palchief operatlets, or 3% of the total. The cost of finding a lost pallet
ing officer, Pioneer Cold Storage during a session at the
was about $50 apiece, totaling to more than $200,000
IARW-WFLO Convention.
per year, along with an additional
The reduction was due to the installa$25,000 in chargebacks from customtion of “intelligent” LED lighting in place
ers who didn’t receive goods.
of metal halides in frozen/refrigeration
By essentially eliminating the labor
areas. The system’s motion detectors encost of finding the pallets, Reece
able Pioneer to control its lighting usage
achieved an ROI on the $100,000 insuch that no energy is consumed during
vestment in ROI technology (includoff hours. Pioneer, which received a utility
ing 23 cents per tag) in 4.3 months.
rebate, recouped its investment in the
Jamison positioned RFID readers
technology over the first two phases of he
at the end of each aisle in Eskimo’s
project in 11 months.
facility. “When a (tagged) pallet
In the supermarket industry, Groom
passes through the readers, it says (to
Energy has worked with Giant Eagle,
the WMS) ‘I’m down this aisle,” said
Ahold and H.E. Butt Grocery, said Eric
Reece. If a pallet is misplaced, rather
Steele, director of operations, Groom
than searching through 32,000 pallet
Energy.
positions, employees using barcode
Cascade Energy helped RLS Logistics,
readers only need to look in a single
Newfield, N.J., save $200,000 annually in
Cascade Energy has helped
aisle with 600 positions.
energy costs, a 24% reduction, between
RLS Logisics cut energy costs
RFID tags can be used in other ap2011 and 2014 at RLS’s Pittston, Pa., facilsubstantially by addressing
plications, such as receiving and shipity, observed Tony Leo, CEO of the RLS
issues with refrigeration,
ping, noted Monte Lucas, president
Logistics warehousing group during an
doors and the underflow
of Jamison RFID, adding that Eskimo
IARW-WFLO Convention session.
heating system.
is able to add those applications. Q

RFID
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GETTING PERSONAL

CAMPING
WITH COLLEEN

had them for dinner. And I remember that evening, my
grandfather played Barbies with me.” Her grandfather
had the philosophy of not wasting any part of the fish. He
taught her how to eat everything but the bone, although
she admits to not always adhering to this.
Her favorite part about camping, she says, “is not hav‘Remember that life is out there. Take
ing a timeline. To
a breath and enjoy the scenery.’
me, the best experience I’ve ever had
BY SARAH THAYER
is you get up and
olleen Moreno, national sales
do whatever you
manager at Stockton, Calif.want to do that day.
based Boboli International, keeps
There’s no rush,
the stress at bay by going camping.
there’s no anything.
She and her family love the Sierras and
You wake up with
going to Lake Tahoe and Donner Pass.
the sun and you
One of her favorite memories is a
go to bed when it’s
camping trip to the Redwoods with her
dark.” Colleen has
kids
one dream campand two
ing spot: Crater
River rafting during a camping trip at Knights Ferry, Lake in OrnephCalif., are, from l., Colleen’s husband Ian, Colleen,
ews. “My
egon. “There’s
and their daughters Angelique and Dominique.
daughter,
so much unaged four
touched nature
or five at the time, bent
out there.” Someday, she’d like to do a backpacking trip.
down and picked up a
In a way, Colleen’s first jobs were a step away from
snake out of a stream.
camping — she worked as a sales manager for Marriott,
She showed her cousthen as director of sales for a Hilton in Stockton. But she’s
ins, both boys, and they
gone in the opposite direction from people who start out
refused to touch it,” she
camping and then move on to hotels.
says, laughing.
‘TAKE A STEP BACK’
On another camping
trip, she and her husband Of course, some lessons from the woods apply to her
were sitting by the camp- work at Boboli, too. “You have to learn to take a step back
fire after the kids had
and take a breath
On an Idaho trip with her
gone
to
bed.
They
heard
and evaluate
grandparents when she was
the
unmistakable
sounds
things,” she says.
10, Colleen displays some
of
animals
nearby
—
Then, go with it,
of the fish she caught.
very nearby. When they
figure out what
turned on the flashlight, there was a family of raccoons
works. “You’ve
right next to her. “You could hear them off to one side,
got to enjoy your
and then they’re right next to my leg, just sitting there.
work life as well
There were two adults and a small one. They kept walking as your home
by, and then we went to our tent.”
life. If you’re not
Born in Coos Bay, Ore., Colleen has been going on
happy in one it
camping trips with family since she was a small child.
usually reflects in
Sometimes several families would go at once, which made the other.”
for a fun campground with plenty of other kids to play
Her other life
with. Every summer, she spent two or three weeks with
lessons from
her grandparents in Oregon or Washington.
camping — such
“You can’t beat it,” she says. “When I was little we’d
as never being
catch fish and have them for dinner. My grandfather
afraid to unhook
Camping near the beach, Colleen
taught me how to skin them and clean them. Rainbow
a fish from her line
relaxes with her daughters, Angelique
trout, salmon — right out of the clean rivers.”
— are ingrained
and Dominique, and nephews, Ashton
“There’s nothing more peaceful,” she says. On one of
in her, and passed
and Bradley.
the trips with her grandparents, Colleen went fishing
down to her daughin Idaho. “I was probably 10, and caught six trout. I was
ters. “Remember that life is out there. Take a breath and
so proud of myself. I cleaned them all myself and we
enjoy the scenery.” Q
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