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OUT WARREN’S WAY

A FROZEN
RANT
My personal and highly
opinionated view of reality.

F

rozen food units
and volume
haven’t been down
for the past few years
because of all the dollar stores, club stores,
drugstores and haberdasheries taking away
share. If that were true,
supermarket perimeter
departments would be
in the same boat. But
they’re thriving.
Anyone with a pulse can tell you
that supermarket perimeters and
foodservice have been cannibalizing
frozen departments, weakening and
picking off categories one by one.
Remember door after door of frozen
juice? Remember when the entrée
category was better than an annuity?
So do I.
Now, you can’t blame frozen’s
malaise on the weather. That excuse
still gets trotted out and it’s embarrassing, even with global warming.
And you can’t blame it on Millennials, Mexicans or McDonald’s. That’s
been tried, too, and solid research
says otherwise.
Unfortunately, consumers believe
frozen food is too processed, and
has too many ingredients they can’t
pronounce. They say it has too much
fat, sugar, sodium and cholesterol
and way too many calories. And how
do they know that? They read the
nutritional labeling on the backs of
the packages.
So what’s their solution? Blissful
ignorance. They buy more of their
entrees, pizza and desserts along the
perimeter, where there’s little if any
nutritional labeling. Looks healthy,
right? Tastes great, too. And the ads
on the front of the store fliers say it’s
good for you!
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Fact is, the frozen industry has
been fighting with one arm behind
its back for years. Those nutritional
numbers on the packages can hurt,
and more people are reading labels
than ever. So manufacturers have
jumped through hoops making
healthier foods with less salt, fat and
sugar. By and large, people don’t buy
them as much. Whether it’s an addiction to sugar and salt or just plain
slovenliness, I’ll leave
up to you. But a fact’s
a fact.
The National Frozen
and Refrigerated Foods
Association and the
American Frozen Food
Institute have been
working all-too-separately on consumer
education programs.
Some headway is being made, but
this is a long and expensive process
where serious moving of the needle is
difficult. I support and applaud their
efforts, but it’s damned annoying that
they haven’t teamed up better.
It appears to me that supermarkets
are on the cusp of heading much
deeper into foodservice. While store
designers and case manufacturers I
know say that the frozen food department’s footprint is consistently bigger
in new and remodeled stores, I can’t
help feeling uneasy.
Don’t go and tell me that nutritional labeling is going to hit the deli
also, as well as every restaurant menu
in America. After all, we’re ultimately
dealing with Congress here.
Meanwhile, so what if Dunkin
Donuts Pretzel Salt Bagel has 3,380
mg of sodium? Or if Bistro Shrimp
Pasta at The Cheesecake Factory
has 3,120 calories and 89 grams of
saturated fat? Or if the perimeter
pizza has twice the fat, sodium and
calories of the pizza behind the
frozen door? How about fighting for
a level playing field for frozen foods
and the perimeter?
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NEW PRODUCTS

All-Natural Hummus
Salinas, Calif.-based
Growers Express (www.
greengiantfresh.com)
expands its Green Giant Fresh lineup with a
line of all-natural, NonGMO Project verified
fresh hummus. Available
in eight gluten- and trans
fat-free flavors, each with
its own topping, the collection
includes Classic with Sesame Seeds, Roasted Red Pepper
with Red Pepper Coulis, Roasted Garlic with Roasted
Garlic, Roasted Pine Nuts with Pine Nuts and Sundried
Tomatoes, Artichoke Spinach with Roasted Red Peppers
and Spinach, Garden Vegetable with Roasted Vegetables,
Mediterranean with Tapenade, and Sundried Tomato
& Basil with Onion and Balsamic Vinegar. Designed for
merchandising in the produce section, the preservativefree dips are offered in 10-ounce cups made from 50% or
more post-consumer materials. SRP is $3.99.
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Vegan Cheesecake
Chicago-based Eli’s Cheese
cake Co. (www.elicheese
cake.com) rolls out a pair of
dairy- and egg-free vegan
cheesecakes. The 7-inch
desserts come in two
flavors: Belgian Chocolate
features an old-fashioned
cocoa cake topped with a layer
of cocoa-dusted chocolate and tofu cheesecake, while
Carrot Cake combines scratch-recipe carrot cake made
with pecans, cinnamon, ginger and molasses and vanilla
tofu cheesecake sprinkled with pecans and candied carrots. Typically sold frozen, the 25-ounce, uncut desserts
contain about eight servings each. SRP is $16.99.

Yogurt-Based Spreads
Karoum Dairies (www.
blueislespread.com),
San Fernando, Calif.,
debuts calcium- and
probiotic-rich yogurt
spreads free of added
sugar. Billed as a better-foryou alternative to traditional
spreads, Blue Isle Mediterranean
Yogurt Spreads contain 60 to 70 calories and 6 grams of
fat per serving — nearly 40% less than cream cheese. Allnatural, kosher-certified varieties include: Blue Original,
Honey, Blueberry, French Onion, and Spicy Vegetables.
SRP is $3.29 for an 8-ounce tub.

All-Natural Breakfast Sausage
Chelsea, Mass.-based Kayem Foods expands its all-natural
al fresco lineup (www.alfrescoallnatural.com) with two
new frozen,
ready-to-cook
chicken sausages.
Free of artificial ingredients,
preservatives and
filler, al fresco
Breakfast Chicken
Sausage contains
70% less fat and
40% less sodium than pork sausage. Made from lean,
skinless chicken, the gluten- and pork-free sausages are
offered in two flavors: Country Style with hints of sage
and thyme and Apple Maple with pure Vermont maple
syrup. Each 7-ounce package has eight all-natural sausages in a protective film designed to maintain freshness
and protect against freezer burn. Samples are available;
the product will begin shipping in August. SRP is $3.99.

Jarlsberg Minis
Darien, Conn.-based Norseland Inc. (www.jarlsberg.
com), the exclusive U.S. importer of Jarlsberg and other
Norwegian specialty cheeses, introduces grab-and-go
Jarlsberg Minis. Dipped in wax
and wrapped in cellophane
to replicate full-size Jarlsberg
wheels, the mild, semi-soft
cheese snacks contain 70
calories per 20-gram portion. A good source of calcium
and protein, all-natural
Minis come in fivecount, 100-gram
(3.57-ounce) bags
with a $4.99 SRP.

Tropical Ice Cream
Ramar Foods (www.ramarfoods.
com), Pittsburg, Calif., expands its
all-natural, kosher-certified Magnolia Tropical Ice Cream and Milkbar
lineups with a pair of exotic new
flavors. To its ice cream collection,
made with real fruit purees and rBSTfree dairy, the company adds a seventh
variety, Guava, featuring a delicate,
sweet flavor and well-balanced fruit and
ice cream notes. And to its Milkbar portfolio, Ramar
introduces its first non-dairy, vegan option, Calamansi
Lime Icepops. Magnolia ice cream is offered in pints
with a $3.99 SRP, while the icepops come in four-count,
12-ounce packages with a $4.59 SRP.
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Juice. It’s in our DNA.
For 30 years Old Orchard has been producing the best tasting, highest
quality juices at an affordable price. Our portfolio of unique blends and
trend-forward flavors are perfectly suited to the changing needs of
today’s consumer. And our vast experience and category insights
can help you to profitably advance
your business. If you are looking for
a partner that offers exceptional
products and unmatched service,
give us a call.
100% Juice. Juice Blends. Reduced Sugar Juice Cocktails. Info@oldorchard.com | www.oldorchard.com | 616-887-1745

NEW PRODUCTS

Better-for-You Burgers
Cluck Inc. (www.clucknmoo.net), West Nyack, N.Y., debuts all-natural half-chicken, half-beef burgers with 52%
less fat, 55% less saturated
fat and 34% fewer calories
than all-beef burgers.
Made with antibiotic- and hormonefree, humanely
raised chicken and
grass-fed beef, the
ready-to-grill patties
are pre-formed using a
“smashed burger” method that allows them to cook quickly, sealing in juices and
moisture. The refrigerated burgers come in four-count,
16-ounce packages. SRP is $7.99 to $8.99.

Organic-Herb Sauces
Bear Pond Farm (www.bearpondfarm.com), Glastonbury, Conn., adds a pair of organic-herb sauces to its
all-natural
“Farm to
Fork” collection. Made
with glutenfree, non-GMO
ingredients,
the newcomers
include Sun-Dried
Tomato Pesto and Tuscan Bruschetta. Packed with
certified organic Bear Pond Farm herbs, the two sauces
come in 6.5-ounce tubs with newly redesigned labels.
Shipped frozen, they have a 45-day shelf life after being slacked out to the chilled case. SRP is $5.99.

Organic Sriracha Hummus
Boulder, Colo.-based
Hope Foods (www.
hopefoods.com) adds
a ninth variety, Sriracha, to its line of
organic, non-GMO,
gluten-free hummus.
Made with 100% extra virgin olive oil and
organic garbanzo beans,
tahini and chili peppers, the
dairy- and soy-free vegan dip is high-pressure processed to maintain freshness and flavor without heat
pasteurization or artificial preservatives. It’s offered in
8-ounce cups and typically retails for $4.49 to $4.99.

Gluten-Free Spreads
Nashville, Tenn.-based
Mrs. Grissom’s Salads
(www.mrs grissoms
select.com) launches
a line of premium,
gluten-free cheese and
protein spreads. Made
with real cheese and
no high-fructose corn
syrup, the Mrs. Grissom’s
Select collection includes OldFashioned Pimento Cheese, Smoked Gouda, Smoked
Gouda with Bacon, Cheddar with Bacon, Chipotle
Cheddar with Bacon, Buffalo Chicken Cheese Dip,
Cranberry Pecan Chicken Salad, and Chicken Salad.
Hand-packed in 12-ounce containers featuring the
“Made in the Music City” tagline, the spreads retail for
$4.99 to $5.99 apiece. Club sizes are also available.

Grab-and-Go Wings
Woodburn, Ore.-based BrucePac (www.brucepac.com)
introduces grab-and-go chicken wings in four on-trend,
ethnic flavors:
Sriracha, Chipotle Mole, Fire
Roasted and Vietnamese-Style
Ginger Teriyaki,
only the last of
which is made
with gluten.
Offered under
the Urban Bruce
label, the natural chicken wings are fully cooked and
ready to heat. Sold refrigerated or frozen, they come
in 16-ounce, four-serving clamshell packages that typically retail for between $6.99 and $8.99. The wings are
also available in 5-pound bags for the deli case.

8

www.frbuyer.com

JULY 2014

Meatballs and Sauce
Kent, Wash.-based King’s Command Foods (www.
kingscommand.com) introduces a trio of fully cooked
and sauced, home-style
meatballs. Ready to
heat and eat either in
a microwave or conventional oven, the
0.5-ounce, all-beef
meatballs come in
three flavors: BBQ,
Teriyaki and Marinara.
They’re packaged in
oven-safe 8-ounce
trays and can be sold
refrigerated or frozen.
SRP is $2.99 to $3.99.

Twisted Flatbreads
Boboli International (www.boboli-intl.
com), Stockton, Calif., adds Twisted
Flatbreads to its Patissa lineup. Available
in Shredded Four Cheese, Calabrese
Salame & Cheese, Tomato & Mozzarella,
and Chicken Bacon Ranch flavors, the
savory frozen snacks feature handstretched dough stuffed with salame,
sliced tomatoes, fresh mozzarella,
minced garlic and a variety of premium
herbs and spices. Each 5.6- to 6.3-ounce
package contains a single oven-ready
flatbread. SRP is $2.99 to $3.99.
Center-Cut Cheese
Litehouse Inc. (www.
litehousefoods.com),
Sandpoint, Idaho,
debuts hand-crafted
Center Cut Blue and
Gorgonzola Cheeses
vintage-aged a
minimum of 100 days.

Offered under the company’s Simply Artisan Reserve
label, the two cheeses are made with single-source,
rBST-free milk from humanely raised cows fed an
all-natural, home-grown diet. Cut from the center
of a large wheel where flavor is richest and most
developed, the two cheeses are packaged on their
own serving tray. SRP is $5.99 to $6.99 for 5 ounces.
Organic Unsweetened Soy Yogurt
Eugene, Ore.-based Springfield Creamery (www.
nancysyogurt.com) adds an Unsweetened variety
to its dairy-free, vegan Nancy’s Organic Cultured
Soy Yogurt
collection. Ideal
for cooking, the
Unsweetened
variety is free of cane
sugars, colorings,
additives and gluten
and contains billions of
live, beneficial probiotic
bacteria in every serving.
SRP is $1.49 to $1.69 for
6 ounces and $3.59 to
$3.99 for 24 ounces.

GLUTEN



made with

gluten- free ingredients

the

GREEK YOGURT

NEW PRODUCTS

Duck Bacon
Maple Leaf
Farms (www.
mapleleaffarms.
com), Leesburg,
Ind., introduces
cured, naturally
applewood
smoked Duck Bacon. Made with premium boneless
breast meat, the thick-sliced bacon has the same texture
as traditional pork bacon but contains 57% less fat. Like
other types of bacon, it cooks in minutes in a skillet or
convection oven. SRP is $7.99 to $8.49 for a 12-ounce,
vacuum-sealed package.
All-Natural Guacamole
Good Foods Group (www.goodfoods.com), Pleasant
Prairie, Wis., launches a collection of all-natural
refrigerated guacamole
under the Tableside subbrand. Free of artificial
colors and flavors, the
clean-label dips use
high-pressure processing
to preserve freshness
and extend shelf life
without additives or

preservatives. Available varieties
include Chunky, Greek Yogurt,
Pineapple Poblano and Southwest,
all in 7-ounce packages with a
$3.99 to $4.99 SRP. Chunky and
Greek Yogurt varieties are also
available in 2.5-ounce singleserve cups, offered in four-count,
10-ounce packages with a $5.99 to $6.99 SRP.
All-Natural Greek Yogurt Dip
Austin, Texas-based Zilks Foods (www.zilksfoods.com)
expands its collection of all-natural, certified glutenfree Greek yogurt dips with two new flavors. Artichoke
& Parmesan features large chunks of artichokes and
parmesan cheese while French Onion includes pieces
of real caramelized onion. Both varieties
come in 12-ounce packages with a
$5.99 SRP. Zilks also announces
Non-GMO Project verification
for nine of its existing products:
Jalapeno & Cilantro, Hatch Green
Chili, Balsamic Roasted Garlic &
Red Onion, Roasted Red Pepper,
Famous Original and Spinach
& Artichoke Hummus and Hot,
Medium and Mild Fresh Salsa. Q  
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REFRIGERATED
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined topped $17.49 billion
during the 12 weeks ended May
18, a 4.3% increase compared with the same
period a year ago, reports Chicago-based
market research firm IRI. However, unit sales
slipped 0.4% to 6.48 billion, and volume
tumbled 3.3% to 53.25 billion. Percentage of
volume sold with merchandising support
fell 2.1 points to 36.0%.
In the deli, dollars shot up 6.9% to $5.40
billion, while units rose 1.6% to 1.48 billion
and volume grew 1.1% to 1.38 billion. Volume
sold with merchandising support decreased
2.1 points to 32.5%.
Our chart shows the largest refrigerated
subcategories (dairy and deli combined),
including the leading brands, for the 12
weeks ended May 18. Data is for the brands
as originally trademarked and may not
include line extensions.

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

$2,217,736,000
$1,417,002,000
$76,092,940
$54,674,120
$37,609,480
$35,794,500
$31,091,780
$29,700,380
$22,138,180
$21,525,250
$14,299,630

1.4 689,046,000 (6.0) 4,406,177,000
1.9 454,002,000 (6.3) 3,065,174,000
3.0 16,202,250 (0.3) 73,661,390
3.8 13,423,030
2.8 54,774,340
5.0
11,961,260 (4.2) 74,439,060
45.4 10,821,620 34.0 63,642,560
(2.9) 10,182,480
(9.9) 65,924,100
0.2
9,201,199 (8.3) 65,178,020
1.2
4,980,067 (0.6) 21,438,890
7.5
4,175,741
5.1 22,404,240
(1.5)
4,561,403
(7.6) 31,247,330

YOGURT
$1,761,526,000
3.0 1,243,370,000
IRI is unable to provide top-10 brand data for this category.
FRESH EGGS
Private Label
Eggland’s Best
Great Day Farmers Market
Sunny Farms
Cal Maine Sunup
Land O’Lakes
Sauder’s Eggs
Dutch Farms
Hillandale Farms
California Ranch Fresh
SLICED LUNCHMEAT
Oscar Mayer
Private Label
Oscar Mayer Deli Fresh

(6.3)
(6.5)
(0.6)
3.3
(5.7)
32.2
(8.2)
(8.6)
1.0
6.0
(9.5)

0.6 804,351,200

(1.0)

$1,272,394,000
$670,354,000
$165,910,400
$77,375,840
$31,157,530
$26,867,540
$19,060,720
$15,958,230
$14,420,470
$12,897,380
$10,444,880

13.7 482,911,900
10.4 276,691,200
19.5 50,986,890
12.1 29,600,510
7.0
12,391,450
22.2
7,217,415
15.9
5,606,538
26.3
4,612,356
31.3
7,434,756
39.7
5,820,407
49.4
4,001,971

0.6 7,117,703,000
(3.7) 4,008,604,000
16.2 669,771,800
2.5 499,757,200
(0.9) 199,993,000
4.1 177,557,800
13.4 73,456,140
5.6 97,402,050
4.3 92,004,340
16.5 76,824,610
27.9
61,731,180

1.1
(2.2)
17.6
3.2
0.0
(2.9)
13.7
2.0
3.1
19.7
24.6

$1,196,173,000
$223,951,300
$213,939,100
$183,924,500

0.9 381,105,700
(5.5) 72,820,170
0.9 57,932,300
(6.3) 48,532,940

(0.8) 274,856,600
(5.4) 69,319,380
(2.7) 45,329,490
(6.8) 33,290,040

(1.4)
(2.7)
(3.5)
(5.7)
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36.8%

Dollar gain by vegetable juice/
cocktail (to $23,874,100), largest by a refrigerated subcategory with at least $5 million
in sales. Top seller Bolthouse
Farms (+28.3%) drove the
advance, but newcomer Naked
— already the segment’s No.
3 — also played a role.

2

Number of founding fathers
who died on the Fourth of
July. Both Thomas Jefferson
and John Adams
passed away July 4, 1826.

-8.7%

Dollar loss by bread/roll/
buns dough (to $79,429,850),
one of the largest refrigerated subcategories to post
a decline during the most
recent 12 weeks. Except for
newcomer Pepperidge Farm
and all-natural Immaculate
Baking Co., the rest of the top
10 struggled.

12.5

Reduction in percentage of
fresh egg volume sold with
merchandising support, which
fell from 43.9% a year ago to
just 31.4% during the past 12
weeks. Despite the loss of support — and some significant
price increases — volume
edged up 1.1% while dollar
sales shot up 13.7%.

$3,861,552

Dollar sales racked up by
Armour Breakfast Makers in
the refrigerated lunches subcategory, one of the best performances by a refrigerated
product in distribution less
than a year. The rest of the
category continues to expand
as well (+4.0%), thanks to topseller Lunchables’ double-digit
growth.
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Hillshire Farm Deli Select
Land O’Frost Premium
Bar-S
Hormel Natural Choice
Buddig
Oscar Mayer Carving Board
Eckrich

$106,842,700
$69,633,820
$40,731,860
$25,597,040
$24,262,840
$18,282,300
$15,938,800

13.7 29,790,800
7.8 17,034,690
1.8 23,671,770
6.4
7,748,967
9.1 25,086,200
(19.6)
4,626,315
(0.3)
6,513,294

13.5
8.4
3.0
4.8
(7.4)
(16.9)
(4.2)

NATURAL SHREDDED CHEESE $1,010,005,000
Private Label
$585,239,900
Kraft
$186,397,300
Sargento
$76,304,520
Crystal Farms
$27,356,340
Kraft Philadelphia
$24,688,250
Borden
$18,099,100
Sargento Artisan Blends
$6,538,660
Tillamook
$5,831,863
DiGiorno
$5,518,330
Belgioioso
$5,493,222

6.3 310,299,600
5.8 174,386,400
5.6 62,286,550
0.1 23,954,330
(6.8)
9,758,128
8.4
8,630,723
11.0
7,535,528
(14.6)
2,191,051
4.1
1,491,919
(9.0)
1,173,353
15.8
1,400,318

(0.2) 209,030,000
0.5
(2.4) 132,473,100
(1.1)
4.2 33,307,530 (0.3)
(3.5)
13,217,190 (4.0)
(12.1)
5,529,097 (11.5)
6.1
4,616,790
5.8
6.5
3,828,910
6.9
(17.4)
867,482 (18.0)
2.2
1,158,554
25.1
(14.4)
487,106 (11.8)
19.7
464,652
20.1

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

7.9 289,386,500
0.6 1,835,139,000 0.2
8.6 181,496,000
0.7 1,225,183,000
0.4
15.6 8,228,066
12.3 36,498,940
11.7
28.7
6,001,151
18.2 33,635,480
16.3
10.6
3,898,203
9.5
18,443,110 10.2
16.0
4,474,734
7.2 26,554,940
4.2
(14.5)
3,643,108 (20.5) 15,814,260 (25.8)
1.4
3,432,053 (6.5) 22,235,450 (2.9)
8.3
3,104,705
0.2 18,269,580
0.8
8.9
2,710,276
(1.0) 20,329,260 (1.0)
(4.2)
2,389,573 (10.6) 17,000,590 (12.0)

$949,846,700
$582,794,400
$37,783,590
$19,950,620
$17,780,770
$14,220,240
$11,743,020
$10,593,100
$10,384,490
$8,931,762
$8,107,635

18,107,210
11.3
16,762,980
8.3
21,014,530
1.5
3,861,298
2.2
5,321,798
15.9
2,141,625 (22.8)
5,059,189 (2.8)

UNCOOKED MEATS (NO POULTRY) $915,389,200 19.6 135,938,700
Private Label
$438,053,800
29.1 66,469,900
Tyson
$93,116,580
17.1 14,578,250
Nobrand
$82,706,620
15.5
11,421,940
Nobrand
$60,214,020
3.2
6,368,651
Hormel Always Tender
$33,318,380
(4.0)
4,846,734
Nobrand
$31,307,310
(2.0)
4,290,591
Our Certified
$27,870,200
13.8
5,136,026
Laura’s Lean Beef
$12,102,650
29.8
1,866,869
IBP
$11,503,030
31.0
2,879,322
Interstate
$9,076,329
15.4
1,420,542

7.9 229,912,500
15.4 121,959,800
(4.2) 23,107,550
2.2 19,629,770
(5.3)
13,213,350
(8.1)
6,658,537
(15.7)
7,258,222
2.3
7,292,837
27.9
1,890,216
30.5
3,274,183
8.4
2,021,954

BACON
Private Label
Oscar Mayer
Hormel Black Label
Wright
Farmland
Smithfield
Hormel
Bar-S
Gwaltney
Butterball Everyday
NATURAL CHUNKS
Private Label
Kraft
Tillamook
Laughing Cow Mini Babybel
Kraft Cracker Barrel
Cabot
Belgioioso
Crystal Farms
Cabot Vermont
Cacique Ranchero

6.7
12.8
2.6
4.2
(12.3)
(9.1)
(16.2)
4.8
27.9
23.7
2.1

$904,250,800
$197,117,100
$173,198,000
$77,426,840
$72,581,710
$43,975,000
$32,780,900
$21,718,710
$19,102,760
$17,771,750
$15,519,470

8.8 191,930,000
12.3 44,039,490
9.8 34,815,770
1.7 12,698,120
13.1
7,120,132
23.8
9,930,376
5.1
7,420,142
10.4
4,366,197
(7.2) 5,202,690
(26.0)
4,480,469
4.3
7,010,273

0.0 182,308,900
0.2
1.3 40,589,900
3.3
4.3 34,241,850
5.5
(13.7) 13,265,200 (14.4)
0.4 14,428,050 (0.3)
22.7
9,773,902
18.7
(0.7)
7,407,113 (3.3)
1.6
1,815,256
3.2
(16.8)
4,135,675 (16.9)
(31.7)
4,017,753 (31.3)
7.9
4,047,379
6.9

$781,102,000
$272,058,400
$61,798,280
$42,917,460
$30,326,880
$28,362,430
$21,125,260
$20,836,490
$19,953,670
$16,628,460
$12,306,700

3.2 202,372,800
3.1 74,034,030
9.5 20,801,300
0.9
7,822,768
(6.5)
6,497,119
9.5
8,805,775
54.3
5,914,443
24.2
4,253,580
(1.1)
7,646,625
(34.5)
4,549,687
10.5
3,695,255

1.1 145,999,000 (1.7)
(0.4) 59,712,190
(4.1)
6.7
11,951,860
6.2
(1.6)
9,747,019 (5.0)
(7.4)
2,822,475 (3.7)
12.4
4,451,669
11.6
47.9
3,933,684 49.4
22.1
2,385,644
19.7
(2.5)
4,070,731 (2.9)
(39.5)
3,083,989 (36.7)
13.8
3,033,976
13.9

NEW healthy and all natural al fresco breakfast links,
from the #1 chicken sausage brand.
boost freezer sales with al fresco!

INNER FILM MAINTAINS FRESHNESS AND PROTECTS FROM FREEZER BURN!

With 70% less fat and 40% less sodium than pork sausage,
our new chicken links are yet another healthy,
all natural al fresco product in your freezer case!
Call Chris Reisner at (617) 889-1600 x258 or email alfrescosales@kayem.com to find out more.
Samples available now! 1st Ship August 2014 • Also look for al fresco grillers and meatballs in the freezer case!

THEDATABANK
DATABANK
THE

TOP
FROZEN
BY PETER PENGUIN
During the 12 weeks ended
May 18, sales of frozen foods
in supermarkets, drugstores,
mass merchants, military
commissaries and select club
and dollar stores combined
topped $12.08 billion, a 0.5% decrease
compared with the same period a year ago,
reports Chicago-based market research firm
IRI. Units fell 1.7% to 3.53 billion, and volume
tumbled 1.9% to 4.99 billion. Percentage of
volume sold with merchandising support
rose 0.5 points to 39.2%.
For the 52 weeks ended May 18, dollars
edged up 0.3% to $51.89 billion, but units
were down 0.7% to 15.26 billion and volume
shrunk 1.1% to 21.77 billion. Percentage of
volume sold with merchandising support
climbed 1.0 point to 39.7%.
Our chart shows the largest frozen
department subcategories, including the
leading brands, for the 12 weeks ended
May 18. Data is for the brands as originally
trademarked and may not include line
extensions.

F A C T O I D S

22.3%

Dollar gain by processed turkey/turkey substitutes (to
$25,067,690), largest by a frozen subcategory with at least
$1 million in sales. Top-seller
private label (+91.4%), which
owns about a third of all sales,
is driving the increase, but No.
2 Hormel Simple Ideas also
enjoyed strong sales (+44.6%).

$2,367,098
Dollar sales racked up by
Kellogg’s Eggo Bites in the all
other breakfast food subcategory, one of the best performances by a frozen product in
distribution less than a year.
Already the segment’s No. 3,
the new item taps into growing
demand for both portability
and bite-size products.
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ICE CREAM
Private Label
Blue Bell
Breyers
Häagen-Dazs
Ben & Jerry’s
Dreyer’s/Edy’s Slowchurned
Dreyer’s/Edy’s Grand
Turkey Hill
Wells’ Blue Bunny
Breyers Blasts

$1,194,732,000
$249,410,100
$129,482,900
$101,625,500
$86,506,520
$85,118,690
$58,267,870
$52,456,980
$45,179,140
$40,387,720
$33,540,160

1.9 325,261,100
(2.9) 77,994,000
5.9 30,951,570
(1.7) 29,332,670
4.1
21,151,460
8.5 22,537,530
(7.3) 15,016,070
(9.5) 13,874,830
11.2 15,042,500
(30.2) 10,170,380
(5.0)
9,911,442

1.9 973,847,000 (1.3)
(1.4) 290,528,000 (2.0)
4.4 88,393,280
5.8
0.5 87,632,940
0.5
4.2 20,247,810
3.7
8.3 22,659,440
8.5
(6.7) 45,151,670
(7.1)
(8.3) 41,690,460 (9.2)
11.7 44,376,650
11.3
(24.9) 36,886,430 (33.2)
(1.4) 29,513,830
(1.5)

SINGLE-SERVE DINNERS/ENTREES $1,039,164,000 (4.8) 488,670,700 (4.8) 313,857,600
For top-10 brand data, see our story on Dinners & Entrees in this issue.

(4.1)

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

$979,994,300
$225,428,000
$100,663,300
$94,341,300
$83,694,370
$69,589,590
$45,415,760
$33,642,850
$31,803,810
$22,356,470
$15,008,260

(1.4) 306,623,500 (1.7) 314,827,200 (1.5)
(5.5) 41,547,550 (3.8) 68,119,500 (5.8)
1.7 31,960,320
(1.2) 35,367,180
0.7
(0.6)
26,631,110
(1.7) 33,910,360
(1.5)
6.0 65,104,240
9.3 43,843,510
13.1
(1.2)
19,302,110
0.2 26,156,260 (2.8)
20.6
8,823,474 20.5 13,679,850
17.5
6.1
6,713,871
5.6
5,448,187
11.5
62.1 10,982,150
75.7
11,955,150 58.4
4.7
6,035,693
6.8
5,830,232
2.1
(42.8)
5,439,218 (40.5)
5,620,779 (40.7)

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

$814,429,300
$101,819,500
$60,013,780
$39,121,000
$37,810,830
$37,773,910
$36,593,360
$31,859,640
$30,640,280
$30,480,360
$20,671,230

(2.2) 250,099,500
(5.0) 34,729,880
(1.2) 12,464,380
55.5
10,128,120
(22.9)
7,906,770
(17.1)
8,366,967
(2.4)
11,279,290
19.9
8,210,317
4.5
13,123,970
6.8
9,686,564
(6.2)
5,469,462

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

$743,049,200
$224,119,600
$165,158,100
$33,354,060
$31,452,760
$24,048,500
$22,610,540
$21,473,980
$16,291,060
$15,474,270
$8,835,612

(0.7) 115,995,300
(1.3) 317,466,600 (0.9)
(1.4) 32,756,120
(1.1) 91,833,910 (2.5)
(3.0) 21,184,620
(1.9) 71,630,970
(1.2)
14.2
5,578,829
9.2 10,294,970
5.7
(1.8)
5,493,233 (2.5) 15,319,220
(1.4)
14.3
3,207,262
20.1
4,841,144
19.7
0.1
3,868,740
1.9 4,099,598
1.3
26.2
5,140,929
14.4
8,102,522 30.5
3.6
2,913,364 (5.0)
3,818,551 (1.8)
(23.7)
3,136,545 (27.9)
2,764,770 (25.5)
(68.7)
1,261,693 (69.0) 3,498,205 (72.7)

(4.0) 337,367,000 (3.0)
(6.4) 68,317,580
(4.1)
(3.7) 21,994,380
(1.4)
40.5
11,130,340 45.6
(32.8) 10,365,960 (26.9)
(18.8) 10,077,640 (16.4)
(5.8) 19,463,200 (4.7)
19.9 15,364,350 20.4
1.0 5,098,800
4.8
12.9 16,390,550 10.4
(5.9) 3,405,286
(7.1)

PROCESSED CHICKEN/CHICKEN SUB $729,396,100
Tyson
$184,827,500
Private Label
$146,731,700
Tyson Any’tizers
$69,331,390
Tyson Grilled & Ready
$54,181,490
Banquet
$44,882,420
Perdue
$43,083,270
John Soules Foods
$23,237,940
Foster Farms
$20,920,580
Perdue Short Cuts
$17,701,060
Perdue Simply Smart
$13,838,890

(0.7) 126,181,800
0.2 28,168,640
2.5 22,885,630
(4.1)
9,810,298
(12.1) 10,060,800
(12.7)
9,560,078
(0.1)
8,789,486
18.6
6,261,838
11.8
3,471,515
(2.7)
4,127,555
27.5
2,228,703

(1.8) 192,945,800
0.9 54,597,630
(3.7) 38,126,400
(7.7) 15,370,960
(11.4) 10,343,830
(13.3) 14,775,120
5.6
15,113,760
26.2
4,291,312
10.0
4,709,811
2.8
2,459,100
31.7
2,847,587

(1.6)
1.7
(2.4)
(7.5)
(12.1)
(13.9)
4.7
21.7
12.1
1.7
34.0

*FISH/SEAFOOD
Private Label
Gorton’s
Fishin Co.
Pinnacle Foods

6.6 90,989,010
(2.3)
18,818,140
(1.7) 19,044,870
22.7
5,557,260
10.6 10,051,590

2.5 133,591,400
(13.3) 25,041,880
3.1 20,394,810
16.6 13,686,750
14.9 12,648,890

2.9
(10.2)
7.2
6.1
17.0

$621,861,600
$136,737,400
$88,354,590
$49,730,190
$43,512,690

2

Number of triple plays turned
by the Minnesota Twins during
a single game July 17, 1990 at
Boston’s Fenway Park — a feat
never repeated since. Despite
a pair of triple-dips, both of
which went third to second to
first, the Twins managed
to lose the game to the
Red Sox 1-0.

-10.7%

Dollar loss by frozen yogurt/
tofu (to $76,847,810), the largest frozen subcategory to
suffer a double-digit loss during the most recent 12 weeks.
Several top-10 brands saw significant declines, giving
support to the argument that
the froyo craze is only a trend,
not a long-term shift.

1.1%

Percentage of frankfurter volume sold with merchandising
support during the most recent
12 weeks —10.8 percentage
points less than a year ago.
Despite the loss of support,
unit sales jumped
7.3% while dollars shot up
15.4% to $5,362,445.

33

Number of days Kanchana
Ketkaew of Thailand lived in a
12-by-12-meter glass room with
5,320 live scorpions. During her
world record confinement, she
was stung (only) 13 times.

10

Number of frozen juice subcategories (of 10 total) that
saw sales fall, including six
by double digits, during the
most recent 12 weeks. The
“best” performance (-5.0%)
was turned in by drink/cocktail drink concentrates, thanks
mostly to subcategory leader
Dole Shakers’ 47.6% gain.

Beaver Street Fisheries
Odyssey Enterprises
High Liner Foods
Atlantic Trading Co.
Great American Seafood Import Co.
Quirch Foods

10,688,480
5,484,869
5,672,645
2,306,517
3,860,640
3,201,858

2.4
3.3
6.4
(4.4)
9.9
(17.7)

HANDHELD ENTREES (NON-BRKFST) $547,808,700 (2.5) 187,469,500 (2.9) 174,409,400
For top-10 brand data, see our story on Dinners & Entrees in this issue.

(2.4)

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

$41,585,300
$27,778,400
$23,696,120
$18,298,800
$14,814,980
$11,065,170

$472,424,100
$255,122,800
$41,842,990
$22,933,250
$17,758,830
$12,325,190
$10,975,690
$8,249,032
$8,124,029
$6,145,639
$5,372,674

14.1
4.1
14.0
6.9
12.7
(6.6)

6.1
0.4
17.6
45.7
(10.2)
2.6
(0.9)
9.5
(22.7)
(3.9)
58.8

4,747,399
2,306,457
3,958,458
1,142,594
1,885,274
1,277,964

9.7
2.2
14.3
(2.8)
14.1
(13.9)

49,918,720 (11.8) 52,407,860 (14.9)
26,516,180 (19.4) 26,775,220 (22.2)
6,139,606 20.6
6,873,169
14.5
2,870,814
23.5
2,577,903
14.3
2,458,939 (24.9)
1,945,736 (31.0)
551,862 (13.2)
1,142,907 (25.3)
1,133,259 (20.5)
1,225,854 (24.9)
382,228 (18.8)
743,763 (18.4)
1,364,423 (26.5)
1,083,663 (21.8)
700,852 (15.7)
626,768 (24.2)
305,587
25.7
467,735 28.5

MULTI-SERVE DINNERS/ENTREES $468,431,900 (4.6) 78,658,610
For top-10 brand data, see our story on Dinners & Entrees in this issue.

(5.2) 165,956,100

(4.0)

APPETIZERS/SNACK ROLLS
$375,319,000 (5.9) 87,157,450 (7.2) 109,985,500
For top-10 brand data, see our story on Snacks & Appetizers in this issue.

(5.6)

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

$365,418,500
$116,593,500
$25,745,330
$13,710,640
$13,177,870
$11,571,310
$11,111,530
$10,221,520
$9,079,926
$8,744,433
$7,498,582

2.3 46,099,920
(2.1)
13,391,950
7.6
2,286,453
6.1
685,567
(2.7)
1,685,848
(0.5)
2,044,856
17.6
620,929
(1.7)
1,710,132
(8.6)
607,009
(4.3)
1,133,083
7.9
1,295,906

1.2 104,958,800 (0.8)
(6.6) 34,617,420 (9.0)
9.6
5,149,339
9.4
8.3 5,044,494
7.4
(7.7)
2,097,817
(7.1)
4.0
2,108,011
1.3
20.2
3,851,978
18.7
5.3
1,401,039 (2.6)
(8.7)
3,631,818 (9.0)
(7.2) 2,200,840 (3.8)
7.9
2,296,847
2.5

PLAIN POTATOES/FRIES/HSHBRNS $363,493,200
Private Label
$127,969,000
Ore-Ida
$54,396,160
Ore-Ida Golden Crinkles
$29,709,310
Ore-Ida Tater Tots
$21,983,480
Alexia
$19,497,060
Ore-Ida Crispy Crowns
$7,755,729
Ore-Ida Golden Fries
$7,714,189
Ore-Ida Fast Food Fries
$7,553,156
Heinz Valley Select
$6,762,989
Ore-Ida Easy Fries
$5,954,893

0.2 132,565,900
3.3
54,157,760
(11.7) 17,225,840
(6.3)
7,729,237
(4.9)
6,599,255
(12.7)
5,715,349
33.4
3,752,576
(1.7)
2,384,820
(14.0)
2,227,135
(1.6)
395,500
(7.8)
5,420,443

1.4 266,371,100
0.8
4.5 115,189,000
3.5
(12.4) 31,534,360 (9.7)
(8.7) 23,131,560 (4.9)
(6.4) 15,053,970 (4.5)
(10.8) 8,083,260 (8.9)
90.1 4,088,700
13.0
(2.3)
5,245,762 (2.0)
(14.6)
4,218,422 (15.3)
4.6 11,003,210 (3.0)
(13.8)
1,571,536 (14.0)

TURKEY/TURKEY SUBSTITUTE $294,140,700
Jennie-O Turkey Store
$112,554,900
Private Label
$50,876,640
Shady Brook Farms
$31,797,510
Honeysuckle White
$23,782,780
Butterball Everyday
$21,692,250
Perdue
$9,889,824
Foster Farms
$9,782,905
Butterball
$5,571,466
Jennie-O
$4,985,862
Harvestland
$4,454,809

10.8 58,478,800
12.3 21,323,840
40.7
9,827,187
(6.7)
6,631,838
(11.7)
4,959,308
23.9
4,452,295
6.6
2,530,094
(10.4)
1,875,637
7.7
522,171
(2.5)
1,014,299
(13.5)
964,751

11.4 85,555,580
18.9 32,932,830
43.2 13,340,730
(4.7)
9,544,784
(21.8)
6,941,837
16.9
7,094,770
3.1
2,944,743
(12.2)
2,468,936
10.3
1,494,482
(0.2)
1,985,784
(12.9)
1,056,319

9.5
13.3
27.9
(5.7)
(16.7)
27.3
10.1
(11.7)
9.0
(2.8)
(14.8)

7.8 77,942,400
6.6 46,865,580
7.1
11,542,160
17.4 3,069,306

11.1
9.8
7.4
17.4

FRUIT
Private Label
Dole
Townsend Farms

$244,449,000
$155,940,900
$31,600,570
$8,485,115

11.5
10.1
9.2
14.1

53,574,780
35,272,260
5,957,657
1,023,102

*In the Frozen Fish/Seafood subcategory, IRI provides top manufacturers, not brands.
JULY 2014
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JOHNNY’S COLUMN

IT’S NOT A
CONTEST!
Instead of fighting each other,
department heads need to focus on
what’s good for the customer and
the chain as a whole.
BY JOHNNY HARRIS

I

f I had my career to do over, I’d
do more to encourage and participate in cooperation between
departments when it comes to
merchandising. Department heads
tend to look at their business units
as their own, to run in competition
with all the others. It’s rare that they
work together as a team to help the
company grow and thrive.
I used to ask people in the produce
department if I could display ReddiWip with the strawberries to get some
extra movement for
both of us. They’d
ask me “What am I
going to get out of it? Is the vendor
going to pay me?” I’d say “no,” and
that was that. Then someone would
ask me if they could put bacon by my
eggs, and I’d say “no” just as quickly.
That’s just not the way to run a

you should give it a try. All this is
ordered all of them taken out. (No,
supposed to be about making it easier Nestlé wasn’t happy!)
for the customer, not winning a dePillsbury had some Styrofoam
partmental competition.
coolers you could put on the floor
Think about it.
during the day, and roll
What goes with
them back into a cooler
eggs? Bacon and
at the back of the store at
sausage. Or maybe
night. They were wellsome Texas Pete
insulated and kept the
hot sauce on a
product cold all day. That
shelf extender.
worked well, but you
What goes with
don’t see it often.
strawberries?
Basically, change has
Whip topping.
to come from the top.
What’s the best
The vp-level people
thing with hamwould be wise to provide
burger? Sliced
some incentives for the
cheese. How about
departments to collaboJOHNNY HARRIS
Nesquik across
rate on merchandising.
from milk? I could
It shouldn’t be a winnergo on forever, and so could you. So
take-all contest.
how come it hardly ever happens?
Putting together meal deals with
Yes, there are limits, of course.
items from several different departLots of times, items in produce can’t
ments is easy. Maybe the corner ofbe displayed in dairy because the
fice folks should ask the departments

The vp-level people would be wise to provide some incentives for the departments to collaborate on merchandising.

business. We should all work together. If someone comes up with an
idea to cross-merchandise a couple
of items from different departments,
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cases are too cold. And in produce,
there aren’t always electrical outlets
for spot merchandisers. It seems
every other aisle in the store has outlets for the floor cleaning machines,
but not in produce. That’s a simple
store design issue, but
it doesn’t get much attention. It’s rare, but I’ve
even had some vendors
pay someone to run
power to a dedicated
cooler.
Politics is another
limitation that has to be
reckoned with. I recall
one chain where someone authorized Nestlé
to put in coolers for
cookies in every store.
Of course with different
store configurations, the
coolers couldn’t be put in the same
exact location in each store. And one
of the bosses at headquarters didn’t
like it that he wasn’t consulted, so he

to have a set number of deals together every month. When items are
promoted properly both in displays
and the store flier, you’re going to get
extra sales. In fact, you’d better make
sure the items stay in stock.

KEEP IT SIMPLE
It needn’t be complicated, with the
shopper having to buy six items or
whatever. Just putting sliced cheese
beside the sliced sandwich meats on
pegs can trigger impulse sales. There
are plenty of opportunities in the
deli, like shredded cheese. You see
processed and sliced cheese, but rarely shredded. Milk and juice would
also go well in the deli, so shoppers
can get drinks with their sandwiches.
You get the idea. And none of this is
rocket science! 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.
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WALMART PUSHES

SMALL FORMATS
Neighborhood Markets may hit $10 billion by fiscal
2016. And Walmart’s “tethering” program could be a
game-changer.

B

entonville, Ark.-based Walmart has ambitious
plans to expand its smaller format stores. In
the year ahead, it plans to add about 200 more
Neighborhood Markets and about 100 more Walmart
Express stores.
The smaller formats are easier to site and take less
time and money to build. What’s more, they’re turning in
excellent numbers. The Neighborhood Markets are projected to do more than $8 billion in sales this fiscal year
and $10 billion by fiscal 2016. The stores average 38,000
square feet and carry about 25,000 SKUs.

$$ PER FOOT
According to Bill Simon, Walmart’s president and CEO,
Neighborhood Markets turn in more dollars per square
foot than “the major leading grocery chains,” and have
had positive comp store sales every year since their 1998
launch.
“We are capturing new sales dollars, new trips and new
customers when we put these stores in,” he says. Even
when a Neighborhood Market is in close proximity to a
Walmart supercenter, he adds, internal data shows that
customers spend
an additional
$300 a year with
the company.
Shoppers tend to
do stock-up trips
at the supercenters on weekends,
and fill-in trips
at Neighborhood
Markets during
the week.
The first
Walmart Express
Walmart Express stores have exceeded stores appeared
the company’s projections.
in 2011, and
“have exceeded what we had projected,” according to
Simon. The stores, in the range of 15,000 square feet with
10,000 SKUs, have done best when they feature a pharmacy and gasoline sales, he adds. Simon reports good
comps and profitability.
The smaller format stores compete effectively against
dollar stores, grocery stores and pharmacies, Simon says.
One key differentiator: shoppers can order an item at
walmart.com and pick it up at the brick-and-mortar store.
He explains that Walmart is working on “tethering”
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its smaller stores into the company’s distribution system,
e-commerce system and supercenter network.
So if a shopper knows she needs to stop for gas later in
the day on the way home, she can place her grocery order
online to be picked up when she buys her gas. And if she
needs something that isn’t stocked in the small store,
she can
also order
it at the
same time
and have
it waiting
for her.
How
do the
logistics of
this work?
Simon
explains
that when
Neighborhood Markets, launched in 1998,
someone
have had positive comps every year.
orders
something online, “you find out where it is and you
figure out how to get it to them the quickest, most effective way.”
For small stores, you don’t want the expense of bringing a pallet or two in a 53-foot trailer. “Yet on the fresh
side, for example, we have enough to be able to send the
truck there,” Simon notes. “So hypothetically, the algorithm could tell you that we’ll send pallets in a 53-foot
trailer for the fresh product, but for the dry product we
will cross-dock from the supercenter. And for the slowmoving items, we could ship them from the walmart.com
DC to the small store to be stocked on the shelf.”
He adds that there are many other methods to get the
items to the smaller format stores via Walmart’s current
distribution network and the development of the crossdock operation from the supercenter.

PILOT PROGRAM
In a pilot program in Northwest Arkansas, Walmart has
an Express store that is tethered to a supercenter, with a
small carrier providing logistics support for frozen and
ambient products. The customer places her order on a
kiosk at the Express store, knowing that if the order is
placed by a certain time that she’ll be able to pick it up
later the same day.
There is already labor at the supercenter preparing
pickups and deliveries that go to a customer’s home.
These workers can now put together orders that go to the
Express store.
This system is expected to be especially successful in
rural areas where consumers have to drive long distances
to a supercenter. What Walmart is working on now is establishing the ideal “tethering point” between the smaller
format store and the supercenter or DC. Q
—Warren Thayer
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THE
PRICE IS
RIGHT

(RIGHT?)

More retailers are turning to price
optimization tools for the answer. Here’s
what you need to know to max out your
profits, according to industry experts.
BY DENISE LEATHERS

A

new study from Miami-based RSR Research reveals
that the retail industry is in the grips of promotional
fever. Nearly half of respondents to the survey said
their pricing strategy has become more promotions-driven
in the past three years, while 55% reported an increase in the
volume of price changes sent to stores and other channels.
“It’s almost like a drug,” says study author and managing
partner Paula Rosenblum. Retailers need a sales boost, so
they run a promo. When that’s
not enough, they run another. As
a result, consumers, too, have
become addicted to the hot deal,
buying certain categories only
when they’re on sale. “It can’t
go on like this forever,” writes
Rosenblum, citing a race to
the bottom that can only
have one winner. “Sooner
or later, the industry must
shift to fewer, more strategic price changes.”
The vehicle driving
that shift is price optimization technology, already utilized to
at least some degree by many leading retailers. But within the next two to three years, “I think it’ll
be the industry standard, table stakes, if you will — and not
just for the big boys but even for retailers with 25 stores or
fewer,” says Jeff Bulger, client success partner at Austin,
Texas-based Revionics, a global provider of end-to-end
merchandising optimization solutions. There’s just too
much information out there now, too many competitors
across disparate channels, too many different consumer
segments, too many miles between stores to possibly
manage pricing the old-fashioned way with spreadsheets
and gut feel.

KNOW YOUR CATEGORY’S ROLE

One key thing price optimization tools can do is help retailers
identify the roles various categories play — which are trafficbuilders, which are margin-drivers and which are destinations
that help attract and retain customers.
“Traffic-drivers are where they want to be more aggressive
and match or beat competitors’ prices,” says Sharat Mathur,
Ph.D., senior vp and practice leader for revenue growth management at Chicago-based IRI Global Analytics & Consulting.
“A low price on a price-sensitive staple like milk, for example,
can make a shopper switch stores.”
The problem is many retailers have way too many of these
“key value items” or KVIs. “Merchants tend to think of them
very emotionally,” says Karen Dutch, senior vp of marketing at
Revionics. “So we find the list gets bigger and bigger with time
because, while retailers often add products, they never want to
take other products off.” Ideally, she continues, “The list should
contain between 15% and 20% (of total SKUs), but it’s often in
the 30% to 35% range — twice as big as it should be.” By simply
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using price optimization tools to whittle down the list, “Gross margins can go
up 3% to 4%,” she adds.
There can also be tiers of KVIs, says
Kathy Beck, senior director of product
marketing at Revionics. “Those products
pantry-load,” which takes away future sales and margin.
that are extremely price-sensitive, what we would call
“The goal is to go right up to the edge of pantry-loading
super-KVIs, are the ones you match on. But others might
but not beyond,” says Bulger. “You don’t make money on
have a little more leeway. Maybe you only have to be
within 5% or 10%. As long as you’re within a certain range, that one item, but you do get folks in the store. I don’t
want them to buy a year’s
you still get credit.”
supply because I want those
For non-KVIs,
“Loyalty card data is the
customers coming back to
temporary price cuts
single greatest asset available my store as often as I can get
(TPRs) are still the
to retailers today. The more
them. So I need to make the
most popular form of
promotion, though
you can segment shoppers — prices attractive without seeing carts and carts of the same
experts wish retailers
who they are, what they buy, item leaving more stores.”
would try something
what their preferences are —
How attractive? Accordnew. “When you walk
down a typical groand provide the appropriate ing to Jon Hauptman, partner
at Chicago-based Willard
cery aisle, all you see
offers, the better...”
Bishop, any promotion should
are yellow tags,” says
— Hoss Tabrizzi
offer a minimum savings
Bulger. “It gets to the
of 10% or at least 50 cents
point where it’s just
for high-ticket items. But if it’s going to be featured on
visual noise.” Worse yet, “Customers often decide they
the front page of the retailer’s ad circular and/or on an
won’t buy anything without a yellow tag.” Something a
endcap display, minimum savings should be closer to 15%
little more inventive — a free Red Box movie rental with
or $1 for high-ticket items. Oftentimes, however, deeper
purchase or points toward a bigger item — would elimiprice cuts are required.
nate that risk and create more excitement.
That said, TPRs aren’t going anywhere. They’re part of
GO DEEP, BUT LESS OFTEN
retailers’ DNA. But retailers can certainly be more judiIn general, says Mathur, deeper, less frequent promotions
cious in how
they use them. deliver better results long-term than shallower, more
frequent promotions, at least from a manufacturer point
In terms
of view. From the retailer’s perspective, however, it’s not
of length,
quite as clear since BOGOs, for example, aren’t always
Mathur says
completely funded by manufacturers and may require
that after
some investment by retailers. So you have to do the math.
promoting
an item 15 to
25 weeks a year, retailers will
“A lot of times retailers
start to see diminishing returns. “If you’re offerallow vendors to dictate
ing 12-packs of soda at three for $10 or $12 for 48 weeks a
year, shoppers will never pay $4.99 because they know if
their TPRs by throwing
they wait a week, it’ll go on sale.”
money at them. But just
A better approach, says Hoss Tabrizzi, managing dibecause they want to push
rector at Newport Beach, Calif.-based Strategic Marketa particular item doesn’t
ing Sciences, is to offer TPRs during holidays or other
special occasions that make sense, whether the Fourth
mean it’s appropriate for
of July, the Super Bowl, graduation or Christmas, so
your shopper...”
consumers are less likely to view the promotion as an
— Kathy Beck
everyday phenomenon.
“You also want to take into account the product’s purOne exception is premium items with high brand eqchase cycle,” he adds. “If it’s something typically bought
uity like, say, single-serve coffee cups. In those cases, says
every 30 days or so, don’t deep discount it more than
Mathur, shallower, lower frequency TPRs are more than
every 30 days because you’ll empower customers to
adequate. Highly seasonal items like spices are another
JULY 2014
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special case. “Our work found that some spices that shoppers buy around the holidays are much less sensitive [than
other products]. So don’t promote them at all,” he says.
Price optimization tools can also help retailers determine which products they should promote. For example,
says Tabrizzi, a product like
Egg Beaters in the refrigerated section is so specific to a
certain shopper and has such
high functional value that
it’s unnecessary to promote
it very often or deeply. But
in a category such as frozen
pizza, competitors outside the
supermarket have made low
prices a very big deal, forcing
retailers to join the fray or get
left behind.
But how do you know your
frozen pizza promotion is actually taking a sale away
from Domino’s or Pizza Hut and not DiGiorno or Freschetta, which amounts to nothing more than taking
money out of one pocket and
transferring it to the other?
Price optimization tools can
help answer that question,
says Bulger, so retailers
can identify which items
lift the total basket by
encouraging customers to buy more than
they would normally
or, better yet, to buy
the product from
them rather than a
competitor.
“It’s about identifying items that aren’t quite as
interchangeable in consumers’ minds,”
he explains. But what if a
manufacturer is offering trade funds
to promote an item you don’t think
helps the bottom line? Don’t you
sorta have to take it?
Not necessarily, answers Beck. “A
lot of times retailers allow vendors
to dictate their TPRs by throwing
money at them. But just because
they want to push a particular item
doesn’t mean it’s appropriate for
your shopper or that it will make
the aisle better.” Price optimization tools can help retailers identify
which trade funds they should accept and which they
should negotiate back on. Beck adds that, thanks to all
the shopper data they’ve collected, “Retailers know their
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customer better than any brand ever will. And that’s
created a real power shift between retailer and vendor.”
Price optimization tools can also pinpoint which sale
items will drag other full-price items along with them —
the chocolate sauce, whipped cream and ice cream cones
that go along with the ice
“When average [private cream that’s on deal. “It
goes back to the old queslabel] gaps run higher
tion of whether you should
put hot dogs and hot dog
than 20% to 23%, it’s a
red flag that some prices buns on sale at the same
time,” says Bulger. “Well,
are likely out of line
no. If you put hot dogs on
and the retailer may be
sale, consumers will buy
the buns at full price.”
unintentionally leaving
Another way to trigger
money on the table.”
purchases of complemen— Jon Hauptman
tary items — and build
goodwill among busy
shoppers — is by bundling them into pay-one-price meal
deals or even buy-these, get-that free offers. “Most of my
customers use them as a way to generate private label
sales,” says Bulger. “The idea is that they buy it once for
the deal but buy it twice for the taste.”

THE PL SOLUTION

According to Rosenblum, a retailer’s private label allows it to be price-competitive without actually lowering
prices. “Take a store like Whole Foods, which isn’t even
attempting to be lowest price: When you look at prices on
its 365 brand, suddenly it’s competitive. So retailers don’t
have to offer the lowest price on every national brand
item,” she remarks. “That’s why God made private label.”
But according to Hauptman, it’s important to have
multiple private label tiers, including a value or economy
tier that boosts the retailer’s price image and encourages
consumers to shop the aisles more intensively. “Economy
private label can also serve as the opening price point
in the category,” he explains. That way, the retailer’s
primary private label
“The list of key value line doesn’t have to do
items should contain double-duty as national
brand equivalent and
between 15% and
opening price point
20% (of total SKUs), brand, which requires
artificially low price
but it’s often in the
points and wider-than30% to 35% range
necessary price gap.
— twice as big as it
Ideally, says Hauptshould be.”
man, private label-national brand price gaps
— Karen Dutch
should average around
20%, “though we commonly find average gaps of 30% or more.” Some items
require a smaller gap (usually not less than 10%) while
others need a much wider gap in order to be relevant.

“But when
average gaps run
higher than 20% to 23%, it’s a red flag
that some prices are likely out of line and the retailer may model.
Basically, conbe unintentionally leaving money on the table.”
And who says the gap always goes one way? “We’re
sumers can scan something in a store and find out very
seeing a lot of retailers put their highest level, premium
quickly that they can buy it somewhere else a lot cheaper,
private labels ahead of branded products,” says Beck. “So so they’re no longer buying on the highs, just the lows.
always indexing off the national brand isn’t necessarily
They’re cherry-picking.” That kind of shift can very
the best strategy.”
quickly erode a retailer’s 1% to 2% profit margin, he adds.
Another traditional
While personalized pricing skirts
pricing rule that doesn’t
the
issue of price transparency, it’s
“Retailers don’t
always hold water is
still based on receipt data, which
have to offer the
volume discounting, i.e.
shows what consumers bought, not
lowest price on
offering lowest price per
what they intended to buy. “So even
unit or “best value” on
though it gets down to individualized
every national
the largest package sizes.
it’s not able to stop the cannibrand item. That’s pricing,
“Particularly in urban
balization of margin that comes with
why God made
areas, people just don’t
offering a promo on an item a shophave the shelf space for
per already intended to buy — deal or
private label.”
economy or family-size
no deal,” explains Ouimet.
— Paula
packages,” says Beck.
By monitoring local prices, his
Rosenblum
“So we’re starting to see
company’s solution, a computer
almost the reverse: retailmodel called Engage3, determines
ers offer their best prices on smaller sizes.” Price zones
exactly what a shopper intends to buy at which stores and
represent another way retailers are tailoring prices to
at what prices. Then, it creates offers designed to boost
customers in a particular area.
basket size at those stores.
Taking that concept a step further, a handful of
“So let’s say a shopper is buying a set of products at your
forward-thinking retailers are using shopper loyalty data store, but plans to go to Costco to buy her paper goods.
to create customized offers delivered via a coupon gener- This program can create offers that will encourage her
ated at checkout, an e-mail, a
to pick up
text or, more recently, a mobile
those paper
“Retailers are terrified of price
app. One report says fewer than
goods in
5% of offers received today are
your store
transparency because it shortindividualized, but that numinstead.”
circuits the high-low model.
ber is expected to rise to more
He adds
Consumers can scan something in
than 30% within eight years,
that, in
a store and find out very quickly
driven by the growth of mobile
many cases,
devices and apps.
that they can buy it somewhere else the offers
don’t have
a lot cheaper, so they’re no longer
WAVE OF THE FUTURE
to match
buying on the highs, just the lows.”
“Loyalty card data is the single
the comgreatest asset available to retailpetitor’s
— Ken Ouimet
ers today,” says Tabrizzi, who
price, just
believes personalized promoget yours
tion is “absolutely” the wave of the future. “The more you
close enough so that the trip to Costco isn’t worth the
can segment shoppers — who they are, what they buy,
savings. “Consumers are willing to pay a little bit more for
what their preferences are — and provide the appropriate the convenience of one-stop shopping,” he explains.
Just how much do retailers stand to gain from an
offers, the better off you’ll be,” he explains, citing Safeindividualized, intent-based approach to pricing? “With
way’s Just for U program as one example. As an added
(regular) price optimization — raising or lowering prices
bonus, personalized prices aren’t picked up and shown
on the right products — we’d see 1% of sales would be
on comparison engines, highlighting the increasingly
driven to the bottom line. But with intent-based price
important role of price transparency.
“It’s a game-changer,” says Ken Ouimet, co-founder
optimization, we’re seeing over 10% of sales being driven
and CEO of San Francisco-based Engage3. “Retailers
to the bottom line. So it’s 10 times more powerful,” says
are terrified of it because it short-circuits the high-low
Ouimet. Q
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SPOTLIGHT: DINNERS & ENTREES

ENTREES
STUMBLE

“The time has come for us to extend
Jimmy Dean beyond breakfast,” said
Hillshire Brands Co. president and
CEO Sean Connolly at a conference
earlier this year.
Rolling out to stores this month,
the new lineup includes four sandBut the arrival of a couple of indus- wiches under both the Jimmy Dean
try heavyweights could help turn
and better-for-you Jimmy Dean
the tide in a category that’s already Delights brands: Smoked Sausage
welcoming more adventurous ethand Beef under Jimmy Dean, Smoked
nic dishes, better-for-you options
Ham and Pulled Chicken under
and comfort foods ‘with a twist’.
Jimmy Dean Delights, and Pulled
Pork and Hickory Smoked Turkey
BY DENISE LEATHERS
Breast under both. However, the
Jimmy Dean sandwiches are larger
he frozen dinners/entrees
and come one to a box while smaller,
category suffered yet another
300-calories-or-less Delights come
setback during the 12 weeks
two to a box. All eight varieties are
ended May 18. Sales across chanpackaged in the company’s awardnels tumbled 4.1% to $2.06 billion,
winning Heat Fresh microwaveable
according to Chicago-based market
pouch, which heats in a single step,
research firm IRI. Sales in the single“leaving the bun soft, not soggy.”
serve and multi-serve subcategories
The new line also includes eight
fell 4.8% (to $1.04 billion) and 4.6%
single-serve bowls with a strong
(to $468.43
comfort-food
million),
vibe. Under Jimrespectively,
my Dean: Grilled
maintaining
Steak, Smoked
a pattern of
Bacon Mac &
losses estabCheese, Golden
lished over the
Roasted Chicken
past couple
and Pulled Pork.
of years. But
Under Delights:
the decline
Golden Roasted
in handheld
Turkey, Hickory
entree sales,
Smoked Ham,
down 2.5% to
Three Cheese
American Halal launched all-natural
$547.81 milPasta and SouthKorean frozen entrees under the
lion, is a bit of Saffron Road brand, including the
west Style Grilled
a shock, given company’s first two beef dishes,
Chicken.
the segment’s
Another
Bibimbop with Beef and Beef Bulgogi.
recent growth. Also new: a pair of Korean tacos.
frozen meals catA poor perforegory newcomer
mance by the subcategory’s top seller is St. Simons Island, Ga.-based Rich
Hot Pockets, down 5.4% despite a big Products, maker of the Farm Rich
jump in volume sold with merchanbrand (www.farmrichsmokehouse.
dising support, deserves some of the
com). Although Farm Rich Smokeblame. But manufacturers also cite
house BBQ meals are family-sized
growing competition from the refrig- — and consumers have to add their
erated side of the store where sales of own bun — they also tap into the
handheld entrees jumped 35.8%.
popularity of Southern-style barbeBut help for the frozen section
cue, says senior marketing manager
may be on the way as frozen breakShannon Gilreath. Already common
fast behemoth Jimmy Dean (www.
in the South, barbecue restaurants
jimmydean.com) makes its first foray are popping up across the country,
into the lunch and dinner segment.
creating demand for similar make-

T
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at-home fare. “But most people don’t
have time in their busy schedules to
slow-cook barbecue,” says Gilreath.
“(Our product) allows them to enjoy

Momma B’s adds Chicken Alfredo
to its collection of premium-quality
comfort foods ‘with a twist.’

barbecue that’s been hickory-smoked
for hours in no time at all.” Available
varieties include Pulled Pork BBQ,
Pulled Beef Brisket, Pulled Chicken
BBQ, Dry Rub Smoked Chicken and
Dry Rub Smoked Pork.

COMFORT FOOD STILL HOT
In the South, nothing says home like
barbecue. But in other parts of the
country, comfort food means mac ‘n
cheese, meatloaf and chicken pot pie,
all of which are enjoying strong sales
in frozen form. “Comfort food is still
a major force,” confirms Fred Martino, vp of sales at Aurora, Ill.-based
On-Cor (www.on-cor.com), which recently introduced party-size trays of
some of its best-selling comfort foods
(mac and cheese, lasagna, meatballs,
etc.). Despite some improvement,
“Consumers are still unsure of the
economy,” he explains, “and they’re
turning to their traditional favorite
foods for comfort and stability.”
Hope DeLong, who handles sales
and marketing for Boynton Beach,
Fla.-based Momma B’s (www.
mommabsmacandcheese.com),
couldn’t agree more. But, she adds,
“This isn’t your grandma’s mac and
cheese!” Today’s consumers want
premium-quality, updated versions
of old favorites, often with a modern
twist. For example, in addition to
its Homestyle variety, Momma B’s

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

AJINOMOTO NORTH AMERICA, INC. | 7124 North Marine Drive, Portland, OR 97203
P: 503.444.2002 | E: info@ajifrozenusa.com | ajifrozenusa.com
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lineup includes both Pepper Jack and
Truffle flavors as well. And its new
Chicken Biscuit Pie features a buttermilk biscuit crust, “So it’s not the
same old, same old.” The next addition to the Momma B’s collection, expected to hit the shelves this month,
is Chicken Alfredo with chunks of
white meat chicken, real cheese and
no preservatives or artificial flavors.
“We’re taking traditional entrees and
using real, wholesome ingredients
and quality proteins to create a dish
that looks and tastes like you made it
from scratch. It’s like nothing else on
the market today,” says DeLong.

Omaha, Neb.-based ConAgra
(www.conagrafoods.com) is also
leveraging the popularity of comfort
foods, particularly its Marie Callender’s and Banquet pot pies. According
to reports, it plans to expand both
lines and introduce Italian-style tortas — meat and cheese filled pies —
under its Bertolli label later this year.
Concord, N.H.-based Blake’s
All Natural Foods (www.blakesall
natural.com) is also jumping on the
comfort food bandwagon, rolling
out a line of all-natural, made-fromscratch meals “just like mom used
to make.” Made with antibiotic- and

hormone-free meats and organic
pasta, available varieties include
Meatloaf Dinner Casserole, Chicken
Dinner Casserole, Chicken & Dumplings, Chicken Noodle Casserole, and
Tuna Noodle Casserole.
“We’re always looking for new ways
to bring unique, convenient, madefrom-scratch meals to as many people
as we can, and this new line does just
that, in a healthy and all natural way
that hasn’t been done before,” says
president and CEO Chris Licata.
Other companies are exploring
different ways to make their products better for you. “Consumers
are asking for less
sodium and less fat in
Sales in supermarkets, drugstores, mass
their meals,” says Jeff
merchants, military commissaries and select club and dollar stores combined for the 12 weeks
Gehres, senior direcended May 18, 2014, according to IRI, the Chicago-based market research firm. Percent change
tor sales and prodis versus the same period a year ago. Brands are as originally trademarked and may not include
uct development at
line extensions.
Holland, Mich.-based
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
private label supplier
SNGL-SRV DNNRS/ENTRS $1,039,164,000
(4.8) 488,670,700
(4.8) 313,857,600
(4.1)
Request Foods (www.
Stouffer’s
$127,022,400
(3.6)
48,536,020
(0.4)
37,808,580
(0.1)
requestfoods.com).
Weight Watchers Smart Ones
$87,369,510
(17.2)
41,126,490
(17.7)
23,116,140
(19.6)
But gluten-free has
Marie Callender’s
$86,155,500
9.6
36,772,340
20.9
32,097,740
20.6
quickly become one
Banquet
$73,342,740
(6.0) 72,408,000
(5.4)
37,568,510
(5.8)
of the most-requested
Stouffer’s Ln Csne Clnry Cllctn $60,716,680
(0.7)
22,912,840
0.9
12,933,680
1.1
product attributes,
Stouffer’s Lean Csne Smpl Fvrts $57,678,290
1.1
27,268,210
1.1
16,536,540
1.4
prompting Request
Healthy Ch. Café Stmrs
$32,820,140
41.0
12,948,540
47.6
8,025,149
42.3
to develop a variety
Hungry Man
$32,489,270
3.4
12,398,800
4.3
12,282,070
4.4
of gluten-free meals.
Healthy C. Top Chef Café Stmrs $27,986,040
(0.2)
11,143,990
3.8
6,913,808
1.9
Fortunately, says
Healthy Choice
$21,554,570
(50.1)
8,969,306
(53.1)
5,891,892
(50.5)
Gehres, high-quality
HNDHLD ENTRS. (NO-BRKFST) $547,808,700
(2.5) 187,469,500
(2.9) 174,409,400
(2.4)
gluten-free ingrediHot Pockets
$139,087,000
(5.4)
38,562,800
(8.4)
40,807,240
(3.5)
ents have become
El Monterey
$67,589,070
0.7
22,142,580
(3.8)
38,112,840
(0.2)
readily available, so
State Fair
$33,858,910
(5.8)
5,780,666
4.6
12,316,120
(3.1)
offering gluten-free
Smucker’s Uncrustable’s $33,009,990
12.2
6,678,651
7.6
6,533,848
14.5
meals isn’t as difficult
Lean Pockets
$32,873,350
(15.6)
14,263,930
(10.7)
8,957,788
(14.8)
as it used to be.
White Castle
$30,155,580
10.5
5,329,903
6.9
4,988,910
13.9
In fact, BoulderPrivate Label
$23,094,800
(0.9)
10,964,520
(0.1)
6,870,750
0.0
Colo.-based glutenFoster Farms
$22,993,070
(5.6)
3,753,682
(6.4)
10,154,220
(6.0)
free leader Udi’s
Amy’s
$14,180,440
16.2
5,526,288
21.6
1,998,353
21.3
(www.udisglutenfree.
José Olé
$13,312,040
(6.9)
10,024,880
1.9
4,596,821
(11.1)
com) recently rolled
MULTI-SRV DNNRS/ENTRS $468,431,900
(4.6) 78,658,610
(5.2) 165,956,100
(4.0)
out its first glutenStouffer’s
$174,821,400
2.1
23,473,730
0.7
67,285,650
1.5
free frozen entrees.
Birds Eye Voila
$57,676,940
1.8
13,012,800
0.0
20,834,790
5.2
The newcomers
Bertolli
$39,361,100
(11.8)
6,085,696
(12.9)
9,516,858
(12.7)
include Broccoli &
P.F. Chang’s Home Menu $27,282,660
(6.7)
3,874,300
(0.1)
5,369,022
(0.3)
Kale Lasagna, ItalPrivate Label
$24,406,040
(4.0)
3,566,468
(5.4)
9,979,376
(2.2)
ian Sausage Lasagna,
Marie Callender’s
$16,195,830 (23.0)
2,774,719
(19.9)
6,097,402
(23.6)
Penne & Cheese and
Banquet
$14,575,290
4.7
4,878,769
3.1
8,190,009
2.8
Penne & Cheese with
Michael Angelo’s
$13,909,370
(11.7)
1,535,730
(12.3)
3,807,499
(9.9)
Bacon. “The frozen
Gourmet Dining
$11,618,490
(11.5)
2,413,600
(16.4)
4,230,207
(19.5)
food category is
On-Cor
$8,496,168
63.1
2,778,608
65.4
4,673,410
62.7
crowded, competitive
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You deserve better!

MOMMA B’S HOME-STYLE ENTREES USE
PREMIUM INGREDIENTS FOR A PREMIUM TASTE!

INTRODUCING MOMMA B’S NEW

CHICKEN
ALFREDO

For sales and information: Please contact Hope DeLong 561-309-7098 or 561-336-4040
3UHVLGHQWLDO'U%R\QWRQ%HDFK)Oȏ7HOȏ)D[
Learn more at www.mommabsmacandcheese.com

TENDER WHITE MEAT CHICKEN
AND PENNE PASTA IN A
CREAMY ALFREDO SAUCE

MADE WITH
REAL CHEESE

100%

NO PRESERVATIVES NO ARTIFICIAL FLAVORS

SPOTLIGHT: DINNERS & ENTREES
and price-driven, which has led to a
decrease in the overall quality and
taste of the offerings,” says the company. “And for gluten-free consumers, specifically, they’ve been
limited to small, hard-to-find
brands or vegetarian options.”

siancuisine.com), which recently
debuted a six-flavor line of Southeast Asian entrees under the Lemon
Grass Kitchen moniker. Available

certified, gluten-free lineup includes
the company’s first two beef dishes,
Bibimbop with Beef and Beef Bulgogi, as well as Gochujang Chicken
and Bibimbop with Tofu. It
also features a pair of Korean
tacos, one with tofu and one
with chicken, highlighting the
ETHNIC GROWS UP
growing popularity of “ethnic
Beyond better-for--you, the
fusion,” not only in restaurants
other hot trend in frozen entrees
but in the frozen aisle as well.
Another category newcomer,
is ethnic flavor profiles. AccordNewburyport, Mass.-based
ing to Chet Mayekawa, director
Buen Sabor (www.buen-sabor.
of sales for Fort Lee, N.J.-based
The Hillshire Brands Co. makes the jump from
com), is also going beyond the
Ajinomoto North America
breakfast to lunch this month, debuting 16
usual ethnic fare with a line of
(www.ajinomoto-usa.com),
sandwiches and bowls under its top-selling
all-natural, single-serve, Latin
consumers are being exposed to
Jimmy Dean and Jimmy Dean Delights brands.
American meals, offering eight
lesser-known, regional ethnic
traditional dishes “with a modern,
flavor profiles at restaurants, but when varieties include Beef & Broccoli
Noodles, Chicken Pad Thai, Chicken
fresh twist.”
they look for similar products at their
“We’re going beyond the burrito,
local supermarket, they’re often disap- Red Curry, Lemongrass Chicken Stir
because there’s simply so much more
Fry, Shrimp Pad Thai, and Thai-Style
pointed by a limited selection that
to Latin American cuisine than what
includes only the basics. Manufactur- Chicken Fried Rice.
Sticking to the same part of the
is currently offered in stores,” says
ers are doing their part by offering a
world, Stamford, Conn.-based
Buen Sabor founder and CEO Sarah
wide array of more exotic offerings;
American Halal (www.saffron
Pike, citing dishes like Spicy Turkey
but getting retailers to carry them is
roadfood.com), recently launched
and Lentil Pastelon, Chickpea and
sometimes a challenge.
Among those bringing new items
a collection of all-natural Korean
Sweet Potato Picadillo, Plantain and
to market is Tukwila, Wash.-based
frozen entrees. Offered under the
Cheese Empanadas, and Baked Tamal
InnovAsian Cuisine (www.innova
Saffron Road brand, the halalwith Chicken and Pipian Sauce. Q

Request Foods is your copacking partner. With 600,000 sq. ft. of cooking, blending, freezing and packing
capacity, we are your one-stop resource for R&D and processing. Our team of top culinary chefs creates
custom entrées, side dishes, heat ‘n’ serve portions, and a whole lot more - every meal in every size. Give your
retail, club store or national brand the consistent quality of Request Foods. We Make Your Brand ... Better.

  # $ $  
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Nominations open for

This marks the sixth year that Retail Patriots will be honored during
the annual convention of the National Frozen & Refrigerated Foods
Association. Retail Patriots have gone “above and beyond
the call of duty” in supporting our troops and veterans.

To nominate a company for a Retail Patriot Award,
please contact Paul Chapa at 913-481-5060 or paul@frbuyer.

SPOTLIGHT: DESSERTS

DESSERT

Pound Cake Slices.
Smaller sizes also
encourage experimentation, says Jon Wiersum, marketing vp for
Bloomington, Minn.based Schwan’s Consumer Brands, maker
of the Edwards brand
(www.edwardsdesserts.
Frozen desserts struggle, while the
refrigerated category turns in gains. com), which offers 11
Singles varieties. He
But brands in both segments have
Atlanta Cheesecake Co.’s new gluten-free
notes that, where it’s
ups and downs.
cheesecake sampler lets gluten-sensitive
sold, cheesecake is the
consumers indulge their sweet tooth.
BY DENISE LEATHERS
best-selling Edwards
dairy,” says Scott Jacobson, founder
Singles flavor, prompthanks to increased competiing the company to add it to its whole and co-owner. “Our first flavor is
(fair trade) dark chocolate.”
tion from both in-store baker- pie lineup as well this past spring.
He sees more consumers seeking
ies and refrigerated options
The single-serve trend extends
perceived as “fresher,” segments of
into frozen novelties. The Jolly Llama to avoid dairy/allergens while still
enjoying indulgent treats. “Any prodthe frozen dessert category continue (www.thejollyllama.com), the Santa
ucts that satisfy those two demands
to struggle.
Monica-based maker of Jolly Llama
at once are perfectly positioned for
“The frozen category is dominated Sorbet Pops, has been on the health
success,” he says.
by a few major national players, and
forefront for several years with its
ConAgra, Omaha, Neb., recently
they’re not changing the mix fast
squeezup pops made from whole
rolled out a line of Italian desserts
enough to satunder its recently acquired Berisfy the needs
tolli brand (www.villabertolli.com).
of today’s
Offered in four-packs that retail
dessert confor around $2.99, the layered treats
sumer,” says
come in Tiramisu, Lemoncello,
Chris CarpenTriple Chocolate Strata Cake and
ter, sales and
Cappuccino Strata Cake.
marketing vp
A similar but more upscale singleat Kennesaw,
ConAgra’s new single-serve Bertolli Desserts have
serve dessert ($7.49 for a two-pack)
Ga.-based Atalready grabbed the No. 6 spot in the frozen sweet
recently debuted at Whole Foods
lanta Cheesegoods subcategory.
Markets in the Northeast, with
cake Co. (www.
wider distribution expected. Offered
atlantacheesecakecompany.com).
fruits. The 3-ounce single-serve
in reusable glass ramekins under
“Some retailers are looking at unique tubes, packed four to the box, come
the Just Enough of a (Very) Good
items from regional and/or specialty in pineapple coconut, raspberry,
Thing label (www.jevgt.com), the
suppliers that can bring new life to
banana coconut, mango and strawhigh-end desserts from New York
the frozen category, but not at the
berry flavors.
City come in three flavors: Key Lime,
pace they are in the refrigerated area,
All are free of dairy, gluten, tree
Tiramisu, and Mango-Passion Fruit.
where they’re a lot less risk-averse.”
nuts and peanuts, as well as being
Reminiscent of the “shooters” offered
non-GMO and kosher. Each serving
SINGLE-SERVES HEAT UP
has 100 or fewer calories, and 50% of by many restaurants, the EuropeanOne trend in frozen desserts is a
the daily values of vitamins A and C. style dessert parfaits are sold frozen
(next to premium ice creams), but
move to smaller products for one or
Featured in publications such as O,
are intended to be kept in consumtwo. According to Matt Peno, asThe Oprah Magazine and Women’s
ers’ refrigerators — for up to 21 days.
sistant brand manager for Sara Lee
Health, the products first achieved
Although it just hit the shelves at
Desserts (www.saraleedesserts.com), distribution in Whole Foods in 2009
the beginning of the year, Bertolli
now part of the The Hillshire Brands and are now available nationally.
has already grabbed the sweet goods
Co., Chicago, the company has gotThe company is debuting a line of
category’s No. 6 spot, putting it right
ten good reviews for its 10-ounce
Coconut Cream Pops. “They’re very
behind the top 10’s biggest gainer,
Portioned for 2 Fruit Pies as well as
rich and creamy, and feel very much
Marie Callender’s (+59.6%), also a
its individually wrapped single-serve like real ice cream, but without the

DEMAND
DIVIDES

T
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NEW!

Here’s  why  retailers
nationwide  are  sweet  on

According  to  2012  52-week  
Nielsen  data:

/HDGLQJEUDQGIRUIUR]HQ
FUHDPSXIIVDQGpFODLUV
/DUJHVW86SURGXFHURI
SUHPLXP(XURSHDQGHVVHUWV
$JJUHVVLYHFRXSRQPDUNHWLQJ
DQGWUDGHSURPRWLRQV
1HZSDFNDJLQJDQGZHEVLWH
-RLQXVWRGD\DW
www.delizza.us

5DQNHGDPRQJWKHWRSILYH
86EUDQGVLQ%DNHU\
'HVVHUWFDNHV)UR]HQVDOHV
YROXPH
7KH21/<EUDQGWRSRVW
JDLQVLQVDOHVXQLWVVROG
For  samples  and  sales  information,  please  contact:

'HOL]]D3DWLVVHULH&RUSRUDWLRQ3DUNZD\%DWWOHERUR1&

SPOTLIGHT: DESSERTS
ConAgra brand (www.mariecal
lendersmeals.com). New additions
to its single-serve lineup include a
trio of cakes — Carrot, Red Velvet
Cake and Double Chocolate Cakes
— all in two-count packages.

Cheesecake Co. (www.elicheesecake.
com), recently debuted Belgian Chocolate and Carrot Cake cheesecakes, with
more flavors expected in 2015. The vegan
newcomers feature a tofu-based cheesecake atop a layer of traditional chocolate
or vanilla cake.
GOING EVEN SMALLER
ConAgra recently added a trio of
While single-serves are big news,
premium fruit pies with pour-over
some manufacturers are going
glazes (Almond Glazed Cherry, Caramel
even smaller, rolling out bite-size
Apple and Creamy Glazed Peach) to
desserts that allow consumers
its whole-pie Marie Callender’s lineup.
to customize portion size. “The
And Schwan’s introduced six flavors of
biggest growth we’ve seen in the
Mrs. Smith’s Original Flaky Crust Fruit
category is bite-size,” says Atlanta The Jolly Llama, a leader with
Pies last year (www.mrssmiths.com).
healthy novelties, is adding to its
Cheesecake’s Carpenter, whose
This fall, it’s adding Pumpkin Crème to
line with Coconut Cream Pops.
company introduced bite-size
its Edwards cream pie collection, says
cake pops last year to good reWiersum.
Sara Lee is also rolling out a thaw-and-serve Gingersults. “We’ve got a few other new items scheduled for a
bread Pound Cake to be available seasonally. But a new
fall launch in the bite-size/mini category,” he adds.
St. Simons Island, Ga.-based Rich Products (www.
Blueberry variety, also hitting the shelves this fall, will
farmrich.com), maker of the Farm Rich brand, is introbecome a permanent part of the lineup. Q
ducing both Chocolate
Cream Brownie Bites
Sales in supermarkets, drugstores, mass merchants, military
and Apple Cinnamon
commissaries
and
select
club and dollar stores combined for the 12 weeks ended May 18, 2014,
Pie Bites. Offered
according
to
IRI,
the
Chicago-based
market research firm. Percent change is versus the same
under the Signature
period a year ago. Brands are as originally trademarked and may not include line extensions.
Sweets sub-brand, the
Top brands in key categories only.
minis can be eaten
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
singly or added to ice
FZ PIES
$106,122,300
(4.4) 26,814,040
(9.2)
37,186,030
(3.3)
cream.
Marie Callender’s
$35,701,980
(7.9)
7,490,040
(16.3)
12,714,850
(5.5)
That kind of verEdwards
$32,508,990
7.4
5,705,347
7.7
10,742,570
8.1
satility, which allows
Mrs. Smith’s
$8,626,200
(15.3)
1,860,004
(13.9)
4,083,866
(17.5)
consumers to customEdwards Singles
$7,786,224
(4.8)
3,164,384
(5.9)
1,113,314
(5.8)
ize desserts to fit their
Sara Lee
$7,012,496
(14.4)
1,353,320
(14.1)
2,644,305
(10.0)
own needs, marks
Banquet
$4,463,018
(17.9)
5,391,134
(14.1)
2,358,621
(14.1)
another important
FZ SWEET GOODS-NO CHSCK $50,973,300
(9.2)
12,629,010
(2.5)
12,863,310
(12.9)
category trend, says
Pepperidge Farm
$15,085,260
(12.2)
4,570,998
(11.3)
5,017,724
(12.5)
Sara Lee’s Peno, citing
Sara Lee
$8,535,865
(1.9)
1,919,221
(3.6)
1,654,267
2.1
the company’s Pound
Delizza
$5,269,318
(7.3)
1,074,395
(5.2)
955,793
(5.1)
Cake, Cheesecake and
Private Label
$4,867,589 (20.3)
888,886
(11.9)
982,011
(27.3)
new Angel Food Cake.
Marie Callender’s
$2,587,248
59.6
823,315
178.9
659,182
11.7
The category is
Bertolli
$2,379,972
*
830,880
*
302,037
*
also beginning to
FZ CHEESECAKES
$29,021,890
(4.3)
4,150,800
(6.2)
6,285,885
(5.9)
welcome a variety of
Sara Lee
$9,059,030 (10.0)
1,516,814
(9.8)
2,015,136
(11.2)
all-natural and GMOPrivate Label
$7,733,655
8.8
830,022
17.1
2,016,527
20.5
free desserts, but the
The Cheesecake Factory
$3,712,356 (26.8)
246,525
(33.7)
711,534
(45.2)
biggest better-for-you
RFG CHEESECAKES
$50,503,690
2.7
6,952,234
(0.1)
8,863,977
4.4
newsmaker is glutenPrivate Label
$31,154,360
(0.1)
3,974,965
(3.4)
5,534,804
3.4
free, says Carpenter.
The Father’s Table
$10,362,170
(6.0)
1,422,693
(1.2)
1,816,103
(6.2)
“We introduced a
Atlanta Cheesecake Co.
$2,714,793
50.0
366,518
38.2
467,767
47.4
gluten-free cheesecake
Eli’s
$1,066,254
3.3
146,555
5.9
127,111
(17.0)
sampler late last year
RFG CKS (NO SNCK/CFFE CKS) $26,026,830
3.4
2,773,789
6.5
4,583,088
6.1
that’s performing quite
Private Label
$20,675,150
3.6
2,196,172
7.9
3,701,987
7.0
well into early 2014,”
Nobrand
$1,227,650
*
137,088
*
222,767
*
he remarks.
Chicago-based Eli’s
* Product has been in distribution less than one year.
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SPOTLIGHT: SOUP

SOUP SOARS
Refrigerated soup jumps 7.8%, although the smaller
frozen category drops off.
BY DAN RAFTERY

D

other 99% of the organic shoppers want something that
tastes good. “You don’t just wake up tomorrow being a
vegan. For example, the organic chili made by Blount has
a lot of ingredients that give it a great taste. And oh by the
way, it’s organic,” says Sewell.
The seven top-selling flavors during the past several
years are, in order: Cheddar, Tomato, Potato,
Clam Chowder, Chicken Noodle, Chili and
Enchilada/Tortilla, according to Megan Lammers, marketing specialist at Harry’s Fresh
(www.harrysfresh.com), Portland, Ore. Regional
favorites include Lobster Bisque in the Southeast
and Northeast, and Chicken Chili in the South
Central United States. Ethnic soups — such as
Hispanic and Asian flavors — are growing in
popularity, she notes.

ollar sales of refrigerated soup increased
7.8% for the 12 weeks
ending May 18, 2014 versus year ago, according to
Chicago-based IRI, the market research firm. Unit sales
increased 7.5% during the
Harry’s Fresh soups turned
SINGLE-SERVES GROW
same period.
in a 23.4% dollar gain in the
Private label, the largest
Sewall recommends that retailers be sure to have
12 weeks ended May 18,
share brand in refrigerated
enough cup sizes of soup products for consumers
according to IRI. The products
fresh soup, declined 5.7% in
to choose from. For example, 10-, 12-, 16-, 20-,
are certified by the Safe
dollars and 2.8% in units.
24-, and 32-ounce sizes are all available. Some
Quality Food Institute (level 2
Panera Bread, the second
of the smaller sizes need to be merchandised
credentials), as well as by both separately, he explains. Club stores are taking on
largest share brand, showed
Oregon Tilth and the USDA for
very strong growth in both
quad packs for the smaller size cups of individual
organic manufacturing.
dollars (up 51.3%) and units
serving soups.
(up 55.2%).
Successful refrigerated soup retailers merchanOther strong brands in the refrigerated category
dise the category in the deli with temporary price reducinclude Harry’s, ahead 23.4% in dollar sales and 6.9% in
tions at least once a month, says Lammers of Harry’s
units. Ivar’s is up 28.3% in dollars and 25.6% in units;
Fresh. The soup is displayed in full sight, well-lit and wellSoluppa is up 20.9% in dollars and 13.1% in units.
advertised. Soup stations work best in a high-traffic area,
“The reason sales are growing in this category,” says
usually close to produce (think soup and salad) and the
Bob Sewall exec vp of sales and marketing at Blount Fine
deli soup (think soup and sandwich for lunch), she adds.
Foods (www.blountfinefoods.com), Fall River, Mass., “is
The next big trend, according to Sewall, will be growth
that consumers are now eating at home like they would
in indulgent products. He points to Blount’s lasagna soup
eat at Panera. They are looking at soup as a
as an indulgent
less expensive source of protein. For examsoup item that
ple, soup and salad or soup and sandwich.
“tastes great
Soup is a healthy replacement for other
and again oh,
sources of protein and consumers know
by the way, also
they’re saving a lot of money.”
happens to be
Beyond a meal component, soup prodorganic.”
ucts are used as nutritious after-school
Addressing
snacks, he notes, adding that people want
the trend of
to eat healthier food. Sewall points to two
new soup items
changes happening in the soup category as
coming out with
a result.
bold flavors and
“The first is cleaner labels. Consumers
fresh ingrediwant more nutrition and easier to read
ents, Sewall says,
San Francisco-based Nona Lim Soups kicked off
labels, which may mean that they are eat“Consumers
the East Coast launch of its refrigerated line at
ing more fat but at least they understand
look for everyday
what’s on the label and know what they are the Fancy Food Show in New York.
ingredients that
eating.”
don’t confuse
The second is the growth in offerings of organic soups
them.” In order to be certain that they have an adequate
with bold flavors. “The ‘purist organic shopper’ would
supply of ingredients for their organic products so that
eat woodchips if they were organic,” says Sewall. But the
they could distribute nationally, Blount worked with pro-
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OFFER ORGANIC SOUPS
WITH 100% CONFIDENCE

GLUTEN
FREE

ORGANIC
CHICKEN TORTILLA SOUP

LIKE US

Blount has the trusted sources for certified organic ingredients,
the culinary development skills and the advanced production
processes to assure your customers that Blount soups meet their
high standards. With our choice varieties, you can offer Blount
organic soups that appeal to your customers’ tastes – or partner
with us to develop your own varieties and brand.
To learn more about our artisan crafted organic soups and side
dishes,contact us at 800.274.2526. blountfinefoods.com/buildsales

SPOTLIGHT: SOUP
duce suppliers and growers over a two-year period.
“In some cases this meant that we had to purchase
products for the Panera brand before they were planted in
the field,” Sewall notes. (The company is launching four
new Panera brand 16-ounce soups in September.)
At the recent Summer Fancy Food Show in New York,
San Francisco-based Nona Lim Soups (www.nonalim.
com) kicked off the East Coast launch of its refrigerated
line. The soups, which have been available on the West
Coast, are non-GMO Project verified, gluten-free, dairyfree, vegan and completely preservative- and additivefree. Available in BPA-free pouches, the line includes:
Asian Lemongrass, Carrot Ginger, Red Lentil Veggie,
Tomato, Zucchini, French Onion, All Bean Chili and
Thai Green Curry.
While the refrigerated soup category showed strong
gains, it was a different story in the frozen segment,
where dollar sales dropped 6.6%. Unit sales increased

23.3% in units. Overall SKU counts in the frozen category
rose by 0.9 to 5.5 average weekly items per store, IRI said.
And when features and displays were combined, volume
increased by 264.0%.
Dan Raftery is president of Raftery Resource Network
and a trumpet hobbyist. He can be reached at
Dan@RafteryNet.com.

SOUP TO STAY HOT: MINTEL
Refrigerated/frozen product outpaces soup category
as a whole, but evolution of bolder flavors, healthier
options must continue.

I

n its April 2014 report on the soup category, market
research firm Mintel Group Ltd., Chicago, forecasts
a 16% increase in the total sales of all “store-bought”
soup in the U.S. between 2013 and 2018. With a current 4.1% share of the
overall soup market,
refrigerated/frozen
fresh soup looks poised
Sales in supermarkets, drugstores, mass market retailers, military commissaries and select club
to increase that share
and dollar retail chains for the 12 weeks ended May 18, 2014, according to IRI, the Chicagoand beat the average
based market research firm. Percent change is versus the same period a year ago. Brands are as
growth projection.
originally trademarked and may not include line extensions.
According to recent IRI
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
data, nearly half of that
REFRIGERATED FRESH SOUP $49,664,260
7.8
10,439,710
7.5
13,827,180
6.1
gain has already been
Private Label
$29,335,520
(5.7)
6,954,316
(2.8)
9,081,217
(4.3)
booked in the refrigerPanera Bread
$14,828,420
51.3
2,582,751
55.2
3,423,522
51.9
ated/frozen segments,
Legal Seafood
$1,572,133
(3.6)
243,830
10.6
348,393
(1.6)
just in the last year.
Harry’s
$1,454,010
23.4
231,642
6.9
403,264
12.2
Ivar’s
$427,725
28.3
68,305
25.6
95,240
43.7
4 KEY TRENDS
Soluppa
$267,256
20.9
30,131
13.1
60,262
13.1
Mintel highlights four
Bob Evans
$254,757 (36.2)
92,060
(36.2)
69,045
(36.2)
key trends that should
Cooking Light
$248,401 (55.2)
24,865
(56.0)
62,163
(56.0)
impact the sales of reCaptain Parker’s
$159,898
66.7
15,220
66.4
28,538
66.4
tail soup sales over the
FROZEN SOUP
$9,437,844
(6.6)
2,996,365
30.7
2,666,521
(4.9)
next five years.
Bertolli
$2,845,450
22.3
467,838
23.3
701,757
23.3
1. The slow economic
Weight Watchers Smart Ones
$1,939,947
*
1,047,313
*
523,657
*
rebound. Many conTabatchnick
$1,437,018
(3.0)
678,388
(7.7)
618,863
(7.5)
sumers are cooking at
Boston Chowda
$483,790
17.6
90,367
24.1
101,664
24.1
home, and 80% agree
Heinz
$407,291
*
193,753
*
96,876
*
that “store-bought”
Private Label
$291,593
(5.6)
60,046
(1.2)
75,410
(7.8)
soup is a relatively afPhillips
$275,501
(27.5)
67,209
(35.5)
42,039
(36.3)
fordable meal solution.
Culinary Delights
$148,241 (45.8)
24,553
(47.9)
33,938
(48.0)
2. Innovations in
Soup Supreme
$145,230
(0.2)
9,246
(5.2)
29,164
(6.4)
flavor, convenience and
Bertolli Meal Soup
$35,185 (99.0)
5,508
(99.1)
8,261
(99.1)
nutrition. Fresh ingre*In distribution less than a year, so no year-ago figures to compare.
dients, microwavable
packaging and lowsodium versions of existing flavors will be big.
30.7% over the same year-ago period, which sounds like
3. Households with children. This is the only trend that
an odd discrepancy until you factor in the introduction
Mintel identifies as a potential negative as the percentage
of Weight Watchers Smart Ones soups and Heinz (in a
comparatively small 8-ounce size). Total volume, down by of households with children declines over the next few
years. “Brands must make kids an important part of their
4.9%, was more consistent with dollars.
merchandising and marketing initiatives to best attract
It wasn’t all bad news in frozen soups. Bertolli, the
category brand leader, increased 22.3% in dollar sales and households with children, especially because the number

REFRIGERATED & FROZEN SOUP
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of these types
ents who buy
of households
soup for the
has declined
household inbetween 2003
creasingly view
and 2013, from
store-bought,
32.3% of all
RTE soup as
households to
something less
28.6% of all
than nutritious.
Blount Fine Foods is introducing four 16-ounce Panera soups in September:
“Indeed, while
households,”
Autumn Squash; Shrimp & Roasted Corn Chowder; Chicken, Kale and Sweet
some 85% of rethe report says. Potato; and Organic Vegetarian Chili.
4. About 25%
spondents who
growth among Hispanic and Asian consumers between
buy soup for the household agree that soup is a healthy
2009 and 2019. Responses to a recent Mintel consumer
meal option, nearly two-thirds also agree that prepackaged
survey show that these ethnic groups have a high propensoup is too high in sodium and nearly six in 10 agree that
sity towards refrigerated and frozen soups.
these products contain too many artificial ingredients and
preservatives. Beefing up the healthy ingredients in packCONSUMER HOT BUTTONS
aged soups could help counter these perceptions: more
Respondents to a Mintel Internet survey conducted in
than half of respondents would like to see more superfoods
February 2014 indicated the following meal occasions
such as kale or ancient grains included in store-bought
where they ate soup: 54% lunch (total meal); 41% dinner
soups,” the Mintel report says.
Analysts at Mintel provided the following advice to
(total meal); 40% as part of dinner; 39% as part of lunch;
soup manufacturers. “Burnish the nutritional image” with
14% as a snack between meals.
more vegetables, vitamins, minerals or fiber. “Expand
Here’s what respondents to that survey said about
flavor varieties,” possibly with ingredients from other culsoups that they would be interested in and willing to pay
more for: 89% full serving or more of vegetables; 80% low- tures’ cuisines. “Stay on top of food trends” to be in touch
with “ever-changing tastes of consumers.” Our advice to
sodium; 79% vitamins and minerals; 79% high-fiber; 76%
retailers: Watch for the new soup product launches that
all-natural/organic.
are in tune with these recommendations. Q
On the down side, Mintel reports that many respond-

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

SPOTLIGHT: SNACKS & APPETIZERS

NEW ITEMS
COMING TO
SNACKS & APPS

The category has seen some bumps, but help may be on
the way.
BY WARREN THAYER

F

rozen snacks and appetizers were off by 5.2% in
the 12 weeks ended May 18, according to IRI, the
Chicago-based market research firm. Base volume
was 85.8%, with average weekly items per store 64.4.
But new products may help add some spark. Here’s a
sampling of recent and upcoming launches, with vendor
commentary.

Ruiz Foods (www.elmonterey.com), Dinuba, Calif., offers
four varieties of El Monterey breakfast burritos in singleserve, 4-count and 12-count packages: Egg, Sausage,
Cheese and Potato;
Egg and Bacon; Egg,
Sausage and Cheese;
and Jalapeno, Egg and
Cheese.
“Consumers continue to look for foods
that are convenient
and great tasting
while offering quality
and value. They also
want innovation —
new options with
choices in flavors,
heat, spices and
textures,” says Rachel
Cullen, president and
CEO of Ruiz.

As demand for
Ajinomoto will debut a retail
healthy items conFort Lee, N.J.-based Ajinomoto North America (www.
pack of its EZ Ice Potstickers.
tinues to rise, look
ajinomoto-usa.com)will soon roll out a retail pack of its
They’ve already seen success
EZ Ice Potstickers, according to Chet Mayekawa, director for more items with
in club stores.
kale, says Meade
of sales. The items have proven successful in Sam’s Club
Bradshaw, national sales manager at Bylada Foods (www.
and Costco.
byladafoods.com), the Moonachie, N.J.-based marketer of
Packed in pop-up trays with a small amount of oil
Health is Wealth.
and water on the bottom, the frozen potstickers can be
“This fall, we’re coming out with both a spring roll and
prepared in a nonstick skillet, where they fry up crisp on
a sprouted grain burger with kale,” he notes.
one side and soft on
Spinach-like kale, dubbed “the queen of greens”
the other, he says. The
by www.webmd.com, is growing rapidly in
water in the EZ Ice feapopularity and is linked to significant health
ture creates the steam,
benefits including cancer protection and lower
while the oil makes the
cholesterol.
bottom of the potstick“It has terrific nutrient richness and it’s deliers crisp.
cious,” according to Bradshaw. “You’re going
Club packs have five
to see a lot more of it as an ingredient in many
trays of 12 potstickers
kinds of foods. The spring roll we’ll be offering
to a box; the retail pack
ties in the strength of Asian appetizers with
will have two trays.
kale.”
Mayekawa notes that
With snacking four and five times a day
the items tap into the
becoming a widespread trend, Bylada has been
trend toward conBylada Foods will soon be rolling out
looking for new target markets for its products.
venience and portion
two new items made with kale, ‘the
“Indie women,” Bradshaw says, are in the comcontrol.
queen of greens.’
pany’s sights right now. (Google “indie women”
He adds that retailers
and you’ll be amazed.)
would be wise to have
“They’re a group with a relatively low profile, but they
destination sections for ethnic foods, rather than spreading Asian or Mexican items throughout the frozen depart- are increasingly influential in the food industry,” he
explains. Now 31 million strong, the group is made up of
ment, by category. “Don’t make it difficult for people to
single women aged 27-34 who spend $50 billion a year on
find the product,” he says. “And while I understand why
some big brands want brand blocking, I’m not sure it gives food and beverages.
“These are very busy people, out of college mode and
customers the best chance to find new and unique items.
into the work scene. They’re loyal to brands, looking
A growing sub-segment can be hidden by brand blocks.”
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SPOTLIGHT: SNACKS & APPETIZERS

RESTAURANT SNACKS
SPREAD TO RETAIL
Unique flavor profiles, fusion foods, better-for-you offerings and indulgent
comfort foods with a twist are gaining share — on menus and on the shelf.
BY ADRIENNE NADEAU

I

n 2013, 38% of consumers said
that they ordered appetizers on
all or most of their restaurant
occasions. We’re seeing more
unique flavor profiles, fusion
foods, and better-for-you offerings.
Even so, indulgent comfort
foods and easy-to-share plates
also remain popular, leading to
exciting new twists on familiar dishes. Chefs are creating
upscale French fries, tater tots,
ADRIENNE NADEAU
pizzas, chicken wings, and pigs in
blankets by incorporating alternative ingredients, new spices, and robust dipping
sauces. Gourmet ingredients, such as artisan cheeses or premium proteins or
upmarket spreads, can revitalize any menu’s starter section.
Breadless proteins — such as lettuce wraps or meat platters — saw a 4% increase and overtook soup for the second leading appetizer, settling right under
salad, the steady category leader. Vegetables and ethnic dishes have earned more
menu mentions as well, as consumers grow their global palate. Flatbreads have
been a crucial part of growing the “other appetizer” category. Flatbreads, which
are often labeled as flatbread pizzas, have shown a 13% increase in menu mentions
over the past two years.
Part of its success comes from its dual role as both starter and snack. While
consumers are likely to order a hand-held, shareable, or classic dish (such as a
soup or salad) before a meal, shared plates are growing in popularity. Consumers are increasingly visiting restaurants for snacking and are sharing small plates.
Trio plates with complementary products are thus big sellers, particularly with
alcoholic beverages. Customization and curation is important. Consumers are
using small plates and upscale starters to create their own meal, allowing them
to sample a variety of cuisines in one sitting. They often appreciate that the broad
selection of items appeals to different need states and occasions.

SHAREABILITY, VARIETY
Naturally, these trends are moving beyond foodservice. Shareability, variety and
value are key attributes, especially at retail. Most appetizer trends are mimicked
in the freezer aisle: ethnic flavors, premium ingredients, and flatbreads are spiking
in popularity. However, shareability is the most striking trend. Frozen entrees can
be easily shared to recreate the allure of small plates.
As the demand for appetizers and small plates grows, retailers will expand their
offerings. Consumers favor the variety and diversity of starters, so it is likely that
ethnic offerings, shareable entrees and innovative starters will continue to gain
shelf space as well as menu space.
Adrienne Nadeau is a senior analyst with Technomic, Inc. (www.technomic.com),
the Chicago-based consulting and research firm serving the food industry.
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for bargains, want to eat
healthy and they snack a
lot,” he says. Bylada will
be targeting this group via
online shopping sites as well
as other media.
Several new items have been
launched recently by Farm
Rich (www.farmrich.com),
St. Simons Island, Ga.
Three new varieties of
cheese sticks – Buffalo Blue
Breaded, Pretzel Crusted
Cheddar, and Potato Stick
Crusted Ranch Flavored –
and, for the first time, two
new desserts – Chocolate
Cream Brownie Bites and
Apple Cinnamon Pie Bites
– are available at Walmart
nationwide. The five new
snacks are priced around
$3-$4 each.

Ruiz Foods offers four varieties
of El Monterey breakfast
burritos in single-serve, 4-count
and 12-count packages.

Farm Rich also debuted its
first Signature Sweet Snacks:
Chocolate Cream Brownie
Bites and Apple Cinnamon
Pie Bites.
“We’re really excited to
build off our cheese stick
heritage with three fun new
flavors and introduce our
very first sweet snacks,” says
Shannon Gilreath, senior
marketing manager.

Pennsauken, N.J.based J&J Snack
Foods Corp. (www.
jjsnack.com) added
three new product
lines to its SUPERPRETZEL brand last
fall. SuperTwists — a
combination of soft
pretzels and savory
cheese fillings —
come in Honey Chipotle, Fiery Pumpernickel and Jalapeno
Ranch flavors.
Sweet Cinnamon
Soft Pretzel Bites
combine traditional
soft pretzel dough
with sugar and
cinnamon bursts.
Bavarian Soft Pretzels
come in a variety of
shapes and sizes such
as braids or jumbo
24-ounce, and are a
great accompaniment
to craft beer. Q

FROZEN SNACKS/APPETIZERS
Sales in supermarkets, drugstores, mass merchants, military commissaries, and select club and
dollar stores combined for the 12 weeks ended May 18, 2014, according to IRI, the Chicagobased market research firm. Percent change is versus the same period a year ago. Data is for the
brands as originally trademarked, and may not include line extensions. Top-10 brands with sales
of more than $1 million only.
DOLLAR SALES
TOTAL CATEGORY

$ SALES % CHG UNIT SALES % CHG

VOLUME

% CHG

$402,005,000

(5.2)

96,648,690

(6.0) 120,291,700

(5.3)

APPETIZERS/SNACK ROLLS $375,319,000
Totino’s Pizza Rolls
$106,784,000
Farm Rich
$29,376,070
Delimex
$26,462,850
Private Label
$21,219,740
Ore Ida Bagel Bites
$15,781,310
Jose Ole
$15,372,600
TGI Friday’s
$15,211,730
El Monterey
$13,675,260
Bagel Bites
$11,916,650
Tai Pei
$11,332,400

(5.9)
(0.6)
8.3
(9.4)
(3.8)
(6.3)
(12.1)
(17.5)
(6.6)
7.5
(18.0)

87,157,450
27,199,290
4,546,667
4,163,079
5,581,484
5,410,634
3,046,152
3,118,249
2,085,727
1,498,163
2,779,501

(7.2) 109,985,500
(2.7) 40,842,280
2.0
8,531,507
(4.0)
7,788,276
2.6
5,333,042
(3.4)
3,356,842
(14.2)
4,162,722
(16.1)
2,946,529
(10.9)
3,882,307
16.3
3,054,570
(18.2)
3,301,677

(5.6)
0.1
3.9
(13.2)
(2.8)
(5.2)
(15.4)
(18.2)
4.0
1.0
(17.4)

BREADED VEGETABLES
Pictsweet
Crunchtables
Private Label

$8,746,954
$1,737,920
$1,067,778
$1,009,633

(4.5)
2.5
(23.7)
3.8

3,139,951
820,160
514,713
551,960

(7.1)
(4.9)
(24.1)
6.5

4,192,276
1,145,910
317,297
511,467

(2.3)
11.2
(25.0)
4.2

FZ PRETZELS
Super Pretzel
Lean Cuisine
Super Pretzel Softstix

$17,939,100
$9,499,296
$2,776,386
$2,372,699

13.7
(6.6)
*
12.5

6,351,291
3,068,670
1,088,617
911,907

15.1
(4.3)
*
7.9

6,114,005
3,949,593
476,270
512,948

(1.3)
(8.9)
*
7.9

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

3 Gold Awards for

‘Editorial Excellence’

Frozen & Refrigerated Buyer won three more awards for
‘editorial excellence’ last month: For Johnny Harris’s columns
in June & August, 2013; for Warren Thayer’s editorials in June
& November, 2013; and for Rhonda Retailer’s columns
(ghost-written by Warren) in April & May 2013.
These regional awards from the American Society of
Business Press Editors will now be entered into national
competition this month. Frozen & Refrigerated Buyer won two
national awards five years ago for ‘Best Magazine Launch.’
Quality editorial produces strong readership and a
quality environment for your advertising. To learn how
we can help your brand succeed, contact

Paul Chapa at 913-481-5060 or
paul@frbuyer.com.

LOGISTICS

LINEAGE
BUILDING DC
IN PORT OF
CHARLESTON

C

olton, Calif.-based Lineage
Logistics will break ground
this month on a state-of-theart 340,000-square-foot cold storage
distribution center in Charleston
County, S.C. The project is expected

to create more than 80 new jobs
when completed.
“Specific customer needs and
comprehensive infrastructure in the
world-class Port of Charleston makes
this key logistics hub an important
addition to our other port-centric
facilities on the East Coast,” said
Bill Hendricksen, CEO of Lineage
Logistics.
The new DC will be in the Palmetto Commerce Park in North
Charleston with immediate access to
the Port of Charleston and rail access
providing regular service on Norfolk
Southern switches.
It will have the latest technology in
high-capacity blast freezing and new
transportation solutions to provide
customers a highly efficient solution
to export proteins to foreign markets,
according to Lineage. The facility will
also include new design features that
expedite domestic consumer access
to imported products.

ttt
KROGER ADDING
40 LNG TRUCKS
Cincinnati-based Kroger will be the
first in Oregon to deploy a fleet of
heavy-duty trucks that run on Liquid
Natural Gas (LNG). The 40 trucks
will replace 40 diesel trucks now in
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use, and are expected to start making
store deliveries in the Portland metro
area by the end of the year.
The use of natural gas fuel reduces operating costs for trucks and
cuts greenhouse gas emissions up to
23% in mediumto heavy-duty
vehicles.
“This is the first
step in Kroger’s
effort to transition our fleet to alternative fuels,”
said Kevin Dougherty, Kroger’s group
vp and chief supply chain officer.
The trucks will make deliveries to
about 50 Fred Meyer and QFC stores
as far south as Corvallis, Ore., and as
far north as Longview, Wash., averaging about 175 miles per day, six days
a week, 52 weeks a year. They are expected to reduce greenhouse gas emissions by about 755 metric tons per
year, which equates to removing about
159 passenger cars from the road
annually. The fleet will be fueled at a
new, private LNG fueling station at
Kroger’s Clackamas, Ore., DC, which
will be designed and engineered by
Clean Energy Fuels Corp., Newport
Beach, Calif.

ttt
WINCO OPENS
PHOENIX DC

Boise, Idaho-based WinCo Foods
began shipping from its newest distribution center in Phoenix on May

14. With more than 900,000 square
feet of warehouse space, the facility is initially servicing 19 WinCo
stores in Arizona, southern Nevada
and southern California. These
stores represent a little more than
half of the DC’s capacity, according
to WinCo.
The DC has about 500,000 square
feet of dry grocery space and more

than 360,000 square feet of perishable space for frozen items, fresh produce, meat and dairy products. It also
includes six banana ripening rooms.
The remainder of the center is comprised of offices and outbuildings.
Now shipping about 500,000
cases per week, the facility has total
capacity of about 75,000 pallets or
3,000 truckloads. There is preplanned space at the site to expand
by up to 50% in the future. Don
Kellogg, a 15-year WinCo employee,
manages the new DC.

ttt
GCCA DIRECTORY
HAS MOBILE APP

The Global Cold Chain Alliance
(GCCA) debuted its mobile directory
app at its recent IARW-WFLO Convention and Expo in San Diego. The
app features companies from every

sector of the cold chain, and is the
first mobile app providing a buyer’s
guide for the cold chain industry.
Providers included in the directory are members of the GCCA Core
Partners and represent these major
industries engaged in temperaturecontrolled logistics:
Warehousing — International Association of Refrigerated Warehouses
(IARW); Research and education —
World Food Logistics Organization
(WFLO); Transportation — International Refrigerated Transportation
Association (IRTA); Construction
— International Association for
Cold Storage Construction (IACSC);
Products and services — IARW Associate Members.
Robust search functionality allows
users of tablets and cell phones to
search for providers by company
type, services or location. To download the free app, visit the iTunes
App Store or Google Play, and search
for “GCCA Directory.”

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

1-800-791-2653
WWW.HENNINGSEN.COM
OREGON • WASHINGTON • IDAHO
NORTH DAKOTA • OKLAHOMA • PENNSYLVANIA

SMART PHONE,
SCAN ME!

LOGISTICS

TURNING REFRIGERANTS

INTO COLD CASH

A new tracking and management system enables retailers to monetize their refrigerants – and help the environment, too.
BY MICHAEL GARRY

F

ood retailers and their refrigeration contractors
have generally regarded refrigerants as commodities to be used, replaced or discarded. But a new
system that treats refrigerants as assets promises to
monetize phased-out refrigerants and more effectively
manage refrigerant inventory in an increasingly complex and regulated landscape.
The cloud-based software — called the Refrigerant
Asset System (RAS) and developed by EOS Climate, San
Francisco — is being used by Whole Foods Market and
Almcoe Refrigeration (a Dallas-based
contractor), among others via a software-as-a-service model.

REFRIGERANTS AS ASSETS
Why should refrigerants be managed
as assets? It starts with their volatile
nature as gases. Under business as
usual, “ultimately all refrigerants will be
emitted into the atmosphere” through
leaks or end-of-life disposal, said Jeff
Cohen, co-founder and senior vp for
science and policy, EOS Climate. And
once in the atmosphere, many synthetic
refrigerants that incorporate chlorine
or fluorine generally have a deleterious
effect, such as depleting the ozone layer
or magnifying global warming, which
has led to government regulation.
The Environmental Protection
Agency started regulating ozone-depleting and climatewarming chlorofluorocarbon (CFC)  refrigerants in the
1990s and hydro chlorofluorocarbon (HCFC) refrigerants

LOGISTICS LEDGER
Tippmann Group, Ft. Wayne, Ind.,
reports that the third Interstate
Warehousing facility — this one in
Indianapolis (Franklin), Ind. — has
achieved level 2 Safe Quality Foods
(SQF) certification. The DC, built
in 2005 and expanded three times,
has nearly 20 million cubic feet
of frozen and refrigerated storage
space. Previously, company facilities
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in the 2000s. CFCs have since been phased out while production and importation of HCFCs will end in 2020.
The remaining synthetic refrigerants, hydro fluorocarbons (HFCs), don’t disturb the ozone layer but still have
an exceptionally high global warming potential (GWP).
While they are not regulated in the United States, the
California Air
Resources Board is
considering regulatory options and the
Montreal Protocol,
the treaty under
which CFCs and
HCFCs were phased
down, is moving towards an agreement on HFCs.
This has left retailers dealing with leftover CFCs and
finding replacements for HCFCs while wondering about
when the regulatory shoe will drop on HFCs — all the
while making sure their leak rates are within regulatory
limits. It’s a lot more complicated than it used to be.
In Europe, retailers have already started replacing HFCs
in earnest as a result of a
wide array of regulations
imposed locally and by the
‘One of the
European Union. Many of
keys to this
those retailers have opted for
is that the
“natural refrigerants,” such as
supermarket
carbon dioxide (environmencan document
tally benign in the refrigeraand verify that
tion context), ammonia and
the gas is in
hydrocarbons such as profact reclaimed.’
pane and isobutane, which
— Jeff Cohen
should stand the test of time
of EOS.
because of their minimal
impact on climate change.
The natural refrigerant movement has begun
to make inroads in North
America, particularly in
Canada where Sobeys has
installed transcritical CO2
systems in dozens of stores. In the United States, Whole
Foods Market and Hannaford Bros. have embarked on
single-store tests of transcritical systems.

in Murfreesboro, Tenn., and Cincinnati received SQF Level 2 certification… Wal-Mart is building a
454,000-square-foot DC in Mankato,
Minn… Preferred Freezer Services, Chatham, N.J., plans to open
a new refrigerated warehouse next
April in Woodbridge, N.J. The site
is near exit 12 on the New Jersey
Turnpike, giving it easy access
to Newark Liberty International
Airport and the Port Newark-Eliz-

abeth marine terminal…Rosemont,
Ill.-based US Foods plans to open
a 500,000-square-foot DC in Seabrook, N.H., early next year, replacing its 188,000-square-foot facility in
Peabody, Mass… ROAR Logistics,
a Rich Products Corp. subsidiary
and third-party logistics provider based in Buffalo, is acquiring
Phoenix-based Legend Transportation Group to bolster its operations
in the Western United States. Q

Last month in San Francisco, more
than 200 organizations involved in
the adoption of natural refrigerants,
including retailers, food manufacturers, system vendors and policy
makers, converged at the ATMOsphere America conference, hosted by
Brussels, Belgium-based Shecco.
At the conference, three EOS Climate executives — Cohen, Kathryn
Rose, CFO and Joe Madden, chief
business development officer — explained how EOS is helping retailers
and contractors manage synthetic refrigerants in preparation for a future
that will undoubtedly include natural
refrigerants.

TRUE VALUE OF GAS
EOS Climate’s Refrigerant Asset
System is a tracking and management tool that employs inexpensive
barcode scanning (by mobile-devicewielding users) to keep an accurate
and transparent inventory of refrigerant assets across locations as well as
to generate compliance reporting. “It
puts in place a mechanism to realize the true value of [refrigerant]
gas throughout its lifecycle, from
purchase to use to reuse and endof-life,” said Cohen. The system can
encompass all parties to the handling
of refrigerant, from the retailer (or
other system owner) to the service
tech, distributor and even chemical
producer.
In addition to marketing the Refrigerant Asset System, EOS provides
several refrigerant services, including
closed-loop and verifiable reclamation, banking and destruction. For
example, the company has been able
to orchestrate the verifiable destruction of companies’ no-longer-used
CFC gases by leveraging California’s
cap-and-trade system.
The California system recognizes
CFC destruction as a carbon offset,
which EOS can sell to entities such as
utilities and oil companies in support
of their greenhouse-gas compliance
requirements. “We’re taking a waste
product and turning it into a tradable
financial instrument,” said Madden.
This, in turn, allows EOS to
compensate retailers for their CFCs,

offering far more than retailers would
get through other means. Those
retailers can, in turn, invest the
proceeds in advanced refrigeration
technology that uses lower-GWP
refrigerants.
In 2011, EOS was able to pay the
University of Rochester more than
$500,000 in connection with the destruction of CFCs equivalent to more
than 100,000 metric tons of carbon
emissions. The university used the
money to finance new chillers.
Beyond CFCs, the EOS system is
helping retailers manage the phase-

what they’re doing is selling it as a
waste product in its dirty state. So
we created a new market opportunity
and the business analytics to help
(retailers) know when they’re going to
have more supply and demand.”
For stores that have replaced
HCFC with HFC gases (such as
R404A or R407A), retailers can opt,
when possible, to use reclaimed HFC
rather than virgin.
“We are hypothesizing here that
they will continue to have (HFC)
systems in place for the next several
years,” said Cohen. “So what are
they to do in the meantime?
We think a better deal for
the environment and for
Kathryn Rose of
them economically is to use
EOS explained
reclaimed refrigerant more
how it is helping
than what they are doing
retailers and
today.”
contractors
Until retailers start retmanage synthetic
rofitting HFC equipment,
refrigerants in
the used gas would come
preparation for
from places like old housea future that will
hold refrigerators (R134A)
include natural
and closed supermarkets
refrigerants.
(R404A). Currently, much
of that gas isn’t recycled
because of its low economic
value. But EOS is trying to
alter that equation by quantifying the carbon-equivalent reductions associated
down of HCFCs -- and will help with with using reclaimed HFCs rather
any future phasedown of HFCs –
than virgin refrigerant, based on the
while reducing the emissions of both protocol used for CFC-destruction
gases. In particular, retailers can use
credits. This would support a comthe system to oversee the reclamation pany’s corporate responsibility efforts
of used refrigerant for reuse or sale to (carbon reporting) and will have
other retailers.
monetary value when emissions are
In the case of HCFCs (such as
restricted or priced.
R-22), retailers can partner with EOS
“One of the keys to this is that the
to have gas removed from retrofitted
supermarket can document and versystems and recycled to the equivaify that the gas is in fact reclaimed,”
lent of more costly virgin refrigerant. said Cohen. “That’s where the RefrigThat will initially mean purchasing
erant Asset System comes in.”
less virgin gas to recharge leakRetailers that do install new
ing systems and using fixed-cost,
refrigeration systems using lowreclaimed R-22 instead. Eventually,
GWP refrigerants will also be able to
as retrofitting and investment in new calculate their emission reductions
technology continue, retailers will be compared to conventional systems.
able to sell reclaimed R-22 to other
“This is a very important component
retailers.
that will help incentivize more and
“Currently system owners can’t sell faster deployment of advanced techreclaimed gas,” said Rose. “Typically
nologies,” said Cohen. Q
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GETTING PERSONAL

PHILLIPS FOODS

TURNS 100

CEO Steve Phillips recalls life as a
youngster crabbing with his grandfather and blowing the steam whistle
to call pickers to work. Now the
family business is a global enterprise,
and his four kids are taking on new
responsibility.
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day’s catch. I also
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urant an City, M
strained the
father, who was a
a
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e
in Oc
family dynamwaterman. I made
1956
ics.) The second was my
crab pots with him and
first trip to the Philippines as I was
lived first-hand the day’s
searching the globe to find crab bework of a waterman.
cause of the extreme shortage here in
These memories were profoundly
the Chesapeake Bay. I ventured there
meaningful and influenced the direcon my own. Going through the protion I took the business later in life.
cess of finding crab and then building
When my parents opened the resfactories so we could process had a
taurant in Ocean City in 1956, I was
major impact on both our company
about 11. I sorted and steamed crabs,
and my personal life.
and folded boxes for carry-out — my
It has always been rewarding to
watch new employees mature into
important members of our team. I also
enjoy working in the innovative parts
of the business as it has changed.

E. Phillips was a seafood
processor of crabs and oysters on Hooper’s Island in
Maryland’s Chesapeake
Bay 100 years ago. It was
the start of what would
become Phillips Foods
and Seafood Restaurants.
The next generation,
Brice and Shirley Phillips,
took an overabundant
crab harvest and started
selling to restaurants in
Baltimore, eventually
opening Phillips Crab
House in Ocean City, Md.
What started as a small
Third and fourth generations at Phillips Foods.
carry-out turned into a
Seated, from left: Jessica, Steve and Aaron
1400+ seat restaurant.
Phillips. Standing: Joanna and Brice Phillips.
Steve Phillips, now
president/CEO, represents the third
first official job was working the carrygeneration of family ownership. He
out. I enjoyed
has turned the business into a global
working — my family
company selling retail and foodseralways had a strong work
vice seafood, and expanded restaurant
ethic and taught me to
operations in the mid-Atlantic.
get a lot of satisfaction
Today, the fourth generation — all
from working hard.
siblings working at the headquarters in What are your most
Baltimore — are taking on increasing
memorable experiresponsibility: Brice (controller); Aaron ences? Two experi(operations/manufacturing); Joanna
ences were particu(marketing); and Jessica (sales).
larly transformative
We asked Steve Phillips about the
for me. In 1980, I
success of the family business.
opened Phillips
What are your earliest memories
of the business? When I was living
in Hooper’s Island as a young kid, I’d
go down to my paternal grandfather’s
processing plant and help him steam
crabs. I was allowed to blow the steam
whistle calling the pickers to work
when the watermen arrived with the
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Harborplace in
Baltimore. It was
a first venture
out on my own
and not with the
direct blessings
of my parents.
(Later they

How do you see the business evolving in the future? I see us taking
our existing products and developing
them into more flavorful and innovative foods to satisfy ever-evolving
palates. I would like our company
to evolve into a food business that
focuses on a variety of proteins. One
way we are working towards that goal
is through a new segment of the business called Phillips Fresh.

What’s important to pass on to your
kids as they take on responsibility? What I hope they have learned
from me, and from
my parents
before, is
how important a strong
work ethic is.
Also, the other
values that
I already see
them demonstrating in their
professional and
personal lives is
respect for others,
honor and integrity. I am truly
proud of my kids as
Steve P
hillips, p
they
have evolved
res
CEO: ‘I w
ould lik ident and
into
adults.
Q
e
evolv
our
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e into a
food bu mpany to
focuses
s
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iety of p s that
roteins.’

Innovation  Inspiration  Value

Capture the Category
A Two-Part Strategy:
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