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CREATING,
DAY AND NIGHT
By day, he lives in the world
of gluten-free frozen foods.
By night, he plays guitar for
a heavy metal rock ‘n roll/
alternative band.

OUT WARREN’S WAY

NEW DATA &
NEW COVERAGE
Here’s news on changes you’ll see
in the magazine, and a sneak peek
at the winners of this year’s Retail
Patriots Awards.

E

ffective with this issue, we’re
making a significant change
in the IRI data we publish,
and adding coverage of refrigeration. Here’s why, and what you can
expect.
First, we’re changing the way we report data from IRI,
the Chicago-based
market research
firm. Heretofore,
we’ve always published national sales
figures by brand,
along with the
caveat that the numbers are for brands as originally
trademarked, and may not include
line extensions.
While readers have long told me
that this is a very useful guide as
to trends and such, some — mostly
those who use data from Nielsen
— questioned the definitions of categories, subcategories and brands
that IRI uses. Most recently, my
friends from Blue Bunny ice cream
took issue with data we’d published
on their category.

KING’S MESSENGER
I’ve found myself at times like this
to be the king’s messenger — not
often a popular role. So I asked my
pals at IRI if they could give me
data at the vendor level, instead of
the brand level. Then I called people
who’d disagreed with IRI brand
numbers in the past, and read them
the IRI vendor numbers.
Lo and behold, everyone seemed
pretty satisfied.
So starting this month, you’ll see
IRI data at the vendor level. I gave
this a lot of thought, and decided
that it might actually provide even
better guidance than brand-level
data. It gives the smaller vendors
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more play, for instance, and as our
cover story shows this month, it’s
the smaller brands that are driving
significant sales increases in many
categories. It also removes any disputes over brand definitions.
Now, if there’s rioting in the
streets over this change, I may
consider going back to brand-level
data. (I’ve always been a peace lover,
living in Vermont with the cows
and all.)
The second change in this issue
is the further addition of coverage
on refrigeration. You’ve
already seen some stories
on this topic in past issues by Michael Garry,
the Supermarket News
veteran and a longstanding friend of mine.
We’re thrilled to have
his expertise on board
with us now, especially
as new regulations are
on the cusp of bringing
about enormous changes in use of
different refrigerants and equipment in supermarkets. Michael will
be spearheading our new, ongoing
coverage here.

‘RETAIL PATRIOTS’ NAMED
Winners of the annual Retail
Patriots Awards will be honored at
the National Frozen & Refrigerated
Foods Association’s annual convention in Orlando, Fla., on Monday,
Oct. 13. The reception, hosted by
Frozen & Refrigerated Buyer, runs
from 5:30 to 7 p.m. and is open
to all convention attendees at no
charge.
This year’s winners, all of whom
have gone “above and beyond the
call of duty” in supporting our
troops and veterans, are: Ahold
USA, Carlisle, Pa.; Harris Teeter Supermarkets, Inc., Matthews, N.C.;
Hy-Vee Inc., West Des Moines,
Iowa; The Kroger Co., Cincinnati;
K-Va-T Food Stores Inc., Abingdon,
Va.; and Premier Sales & Marketing, Black Mountain, N.C.
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NEW PRODUCTS

Low-Carb Breakfast Sandwiches
Denver-based Atkins Nutritionals (www.atkins.com)
launches low-carb frozen breakfast sandwiches compatible with all phases of the Atkins Diet.
Made with
low-carb
English
muffins, the
microwaveable
sandwiches come
in Sausage
with Egg and Cheese, Canadian Bacon with Egg and
Cheese, Bacon with Egg and Cheese, and Sausage with
Egg. Each contains 230 to 340 calories and 5 grams of
net carbs. SRP is $3.99 for two individually wrapped
sandwiches.
Dairy Desserts
The Dannon Co. (www.dannon.com), White Plains, N.Y.,
debuts a “first-of-its-kind” collection of pudding and
cheesecake-inspired
dairy desserts.
Offered under
the new Dannon
Creamery brand,
the line includes three
puddings made with
Grade A milk (Milk
Chocolate, Dark Chocolate
and Vanilla) and five cheesecake-style flavors made with
traditional Greek yogurt and fruit sauce (Strawberry,
Blueberry, Cherry, Lemon, and Caramel). The desserts are
offered in 5.3-ounce cups designed to
mimic the shape of a dessert bowl. SRP
is $1.69 apiece.
Gluten-Free Organic Sauces
Sky Valley Foods (www.skyvalleyfoods.
com), Yanceyville, N.C., introduces
certified-organic, gluten-free sauces
inspired by traditional cuisines from
around the globe. Offered under
the Sky Valley Foods label, the
non-GMO, vegan sauces come
in 11 varieties, including Koji
Marinade, Mole, Enchilada, Taco,
Verde, Hot, Korean BBQ, Thai Peanut, Plum, Miso and Sweet Chilli.
Positioned as grilling marinades,
the refrigerated sauces come in
19-ounce squeeze-bottles that
typically retail for $5.99 to $6.99.
The company also offers four varieties of gluten-free, organic miso:
White, Red, Saikyo and Brown.
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Sold under the Organicville Miso brand in 10.6-ounce
containers, they carry a $5.99 SRP.
Organic Fresh Soups
Fall River, Mass.-based
Blount Fine Foods (www.
blountfinefoods.com)
adds organic soups under
its flagship Blount brand.
Offered in 16-ounce cups
specially designed for easy
heating and eating, the collection includes Vegetarian
Chili, Minestrone, Tomato
Bisque and Lentil & Chickpea Soup. Made with locally
sourced ingredients whenever
possible, the soups are cooked in
small batches to ensure layered flavors and then cooled
quickly for best quality. They boast a 50-day shelf life
from date of manufacture and carry a $5.99 SRP. Blount
also offers four-cup bulk packs for club stores.
Bacon Jerky
Madison, Wis.-based Oscar Mayer (www.oscarmayer.com)
expands its bacon lineup with ready-to-eat bacon jerky.
Made with 100% real
bacon, the high-protein
snack comes in two
flavors: Bourbon Barbecue and Teriyaki Ginger.
Although it’s merchandised in the refrigerated
section alongside Oscar
Mayer bacon, bacon
jerky is shelf-stable, making it an on-the-go snack
option. Each 3-ounce
pouch is expected to
retail for between $5.99
and $6.99.
Ready-to-Bake Cookies
Minneapolis-based General
Mills (www.generalmills.
com) expands its Pillsbury
ready-to-bake refrigerated
cookie lineup with its first
filled varieties. Pillsbury
Melts come in two flavors:
Molten Fudge Cake features
a chocolate cookie with
fudge filling while S’more
Sensation offers a grahamflavored cookie with marshmallow center. Both come
with their own icing packet.
Each 11.5-ounce package yields nine cookies.

Innovation that’s worth the wait.

Join us to see the hottest products in the freezer section.
Come to the Taste of Excellence and Café NFRA
to sample all our 2015 frozen food innovations,
including some that are still under wraps.

®, ™, © 2014 Kellogg NA Co.
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IS COદ

REFRIGERATION VIABLE?
In a race against regulations, retailers are taking a
serious look at systems that use carbon dioxide in
whole or in part.
BY MICHAEL GARRY

F

ood retailers, like anyone running a business, dislike uncertainty, but that is exactly what they are
facing when it comes to refrigerants.
The discovery in the 1980s that leaks of popular
synthetic refrigerant gases can harm the atmosphere
has wreaked havoc on the cold chain ever since. Under
regulatory pressure, retailers have had to find replacements for, first CFCs (cholorofluorocarbons), then HCFCs
(hydrochlorofluorocarbons), and now, potentially, HFCs
(hydrofluorocarbons).

STOP THE LEAKS
One answer to the dilemma is ensuring that refrigeration
systems are leak-proof, and retailers are always striving
to tighten up their equipment. But over time, complex
refrigeration systems inevitably spring leaks.
Thus retailers worldwide are increasingly looking at
transitioning to refrigerant gases that are environmentally benign, meaning they don’t deplete the ozone layer
or contribute to global warming. Natural refrigerants
such as carbon dioxide (COદ, or R744 in refrigeration parlance), ammonia and hydrocarbons fall into that category.
But are the systems that use those refrigerants viable
economically and do they function efficiently?
Last month, in part one of a two-part series on natural
refrigerants, Frozen & Refrigerated Buyer looked at how
some large beverage makers and retailers are using hydrocarbons and carbon dioxide in self-contained coolers
and display cases. Part two will now focus on how North
American retailers are beginning to deploy storewide
refrigeration systems based in whole or in part on natural
refrigerants, notably COદ.

TARGET
For the past several years, retailers in
the United States have been testing
refrigeration systems that run partially
on COદ, along with smaller amounts
of HFCs than conventional systems use. These include
secondary and cascade systems. Over the past year, a
few chains have taken the next step, trying out COદ-only
transcritical systems.
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In June at the ATMOsphere America conference on
natural refrigerants in San Francisco, the biggest news
on the refrigeration front was
Minneapolis-based Target’s
announcement that it’s officially changing its prototype
for new stores from a conventional R404A DX (direct exchange) refrigeration system
to a hybrid (cascade) 134A/
COદsystem.
The hybrid system, implemented in different forms
in four Target stores since
2011, employs R134A — with
a Global Warming Potential
‘We believe advances
(GWP) of 1,300, low for an
in CO2 technology are
HFC — in the high-pressure
absolutely viable.’
(compressor-condenser) side
— Paul Anderson
of the system, COદto cool
low-temperature cases, and
R134A to cool medium temperature cases. Target declined to name the provider of the system.
Target considered
adopting a COદ-only
transcritical refrigeration system but decided
against it. “We couldn’t
make it pencil out,” said
Paul Anderson, senior
group manager engineering, Target, at the
conference.
Scott Martin, director
of sustainable technologies for system manu‘Target is going to
facturer Hillphoenix,
publicly congratulated
standardize on a
Anderson at the conferhybrid CO2 system.’
ence on Target’s deci— Scott Martin
sion to adopt the new
prototype. “It’s a major
statement to say that Target is going to standardize on a
hybrid COદ system,” Martin said.
In the refrigeration context, COદ, with a global warming potential of one, has virtually no effect on climate
change, as opposed to an HFC like R404A, whose GWP
is 3,900.
COદalso offers the advantages of being abundant,
inexpensive and harmless. It served as one of the first
refrigerants in early 20th century refrigeration, but was
eventually displaced by synthetics.
Because of their low installation numbers in the United
States, COદsystems remain higher priced than their
conventional DX counterparts. But that price disparity
is expected to shrink over time as production numbers

REFRIGERATION

rise. What really matters to early adopters is the ongoing
energy and maintenance costs of the systems.
In two stores with the hybrid system, one in Conyers,
Ga., and one in Columbia, Mo., Target found less energy
consumed than in conventional stores, for an annual savings of $2,000, said Anderson. He added that there is no
difference in uptime between the hybrid and conventional
systems.
With lower energy consumption and less usage of
HFCs, the hybrid system’s carbon footprint is 65% less
than that of a conventional model.
But Target found the hybrid system’s equipment cost to
be 25% to 30% greater than that of conventional counterparts, while installation comes with a 5% premium.
In addition, maintenance and repair has been $2,300 a
year, offsetting the energy savings. Anderson attributed
the higher maintenance costs to the current shortage of

California’s Cracking
Down on HFCs

The Environmental Protection Agency has recently proposed making HFC refrigerants such
as R507A and R404 unacceptable for commercial
use in new and retrofit retail food refrigeration
beginning in 2016. Other HFCs with a lower global
warming potential (GWP), such as R407C (GWP of
1,774) would not be prohibited.
However, in California — often a harbinger of
environmental actions taken nationwide — the
government is looking at going after all HFCs with
a GWP over 150.
The state’s Assembly Bill 32, passed in 2006,
requires California to reduce greenhouse gas
emissions to 1990 levels by 2020. To meet that objective for HFCs, the California Air Resources Board
(CARB) has proposed four possible approaches: a
high-GWP F-gas (HFC) phasedown, similar to what
has been adopted by the European Union; a ban
on high-GWP gases; a fee on high-GWP gases; or
carbon offset programs.
“Our goal is to reduce 80% of HFCs in refrigeration emissions,” said Glenn Gallagher, air pollution
specialist for CARB, in a presentation at the ATMOsphere America conference on natural refrigerants in June.
As for an alternative to HFCs, CARB is neutral,
accepting natural refrigerants or synthetics (such
as HFOs) that have a GWP of less than 150.
CARB has not made any decision yet on future
action. A plan covering all short-lived climate pollutants, including HFCs, methane, black carbon
and ground-level ozone, will be unveiled by 2015.
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technicians trained in the new technology.
Factoring all of these elements into the total cost of
ownership, Anderson identified a “negative incremental
cash flow of $60,000 for these systems.”
Target, however, is still going forward with the hybrid
system as its new prototype. This is based on the conviction that equipment and installation costs will head
downward. “We believe advances in COદtechnology are
absolutely viable,” Anderson said. “We look forward to
working with partners to develop
solutions that eliminate barriers
that still exist today.”

HANNAFORD BROS.
As a division of Belgium-based
Delhaize Group, Hannaford Bros., Scarborough, Maine,
has a front-row seat to the explosion of natural refrigerant
adoption by retailers in Europe, where upwards of 1,000
stores have installed COદ-only transcritical refrigeration systems. It’s quite a contrast to the very early testing
being done in the United States, but Harrison Horning,
director of energy and facilities for Hannaford, is hopeful
that American retailers will eventually catch up.
“It’s like Crash Davis, the ball player in the movie ‘Bull
Durham,’” he said at the ATMOsphere America conference. “He had great minor
league numbers but wanted
to get to the majors. Hopefully, the U.S. will get to the
major leagues in the coming
years on systems.”
Horning is overseeing
the first deployment of a
COદ-only transcritical refrigeration system in a U.S.
supermarket, a year-old,
36,000-square-foot HannaTranscritical systems
ford store located in Turner,
are ‘not cost-effective
Maine.
yet, but will be in a few
Like most transcritical
years.’
systems in operation, Han— Harrison Horning
naford’s was designed to be
efficient in a cold climate
such as exists during Maine winters. More recently,
however, stores in warmer climates — such as a Sprout’s
Farmers Market in Georgia — are beginning to test transcritical systems.
The transcritical system’s chief drawback is that it
sometimes operates at high pressures, ranging from 800
to 1,300 pounds per square inch. But that issue has been
largely addressed in the latest systems, partly through the
use of stainless steel piping.
In general, Hannaford’s transcritical system has been
very reliable. “I feel good about the reliability and performance,” Horning said. “That’s what I hoped for — and

was nervous about.”
The system has had good energy efficiency, he said, but
this was expected since many stores outside the United
States have had this result.
Horning has assessed the efficiency of the transcritical system by comparing the Turner store to two other
36,000-square-foot Hannaford locations, one in Bradford, Vt., that uses a conventional DX system with R407A
refrigerant (an HFC); and one in Portland, Maine, running a DX system with R507 (another HFC). The two DX
stores use different heat reclaim methods in their refrigeration systems.
From August to October in 2013, the three stores had
comparable energy efficiency. But after that, through
April of this year, the Portland store consumed the most
energy, followed in turn by the Turner and Bradford
stores.
When Horning isolated the electric energy consumed
by the refrigeration racks alone, he found that the COદ
system used the least, followed by the R507 system and
the R407 system.
Overall, the data so far indicates that “transcritical
COદcan be very efficient and allows free heat,” Horning
said. “It can be quite impressive how much heat you can
get in a cold climate.”
The transcritical systems are “not cost-effective yet, but
will be in a few years,” he said.
The first-cost of transcritical systems has reached parity
with conventional systems in Europe, said Kim Christensen, co-founder of transcritical system maker Advansor (now part of Hillphoenix). In the United States, the
cost of transcritical components is still higher than that of
conventional components, noted Martin of Hillphoenix.
“We need volume to bring down costs, but it’s coming.”
Along with Food Lion, a sister Delhaize chain, Hannaford is planning more pilot transcritical projects in new
stores. On the other hand, putting the COદ-only systems
in remodels and retrofits “is a tougher nut to crack,” he
said, but Hannaford would consider it if a store has enough
space and its existing system is at the end of its life.

WHOLE FOODS MARKET
Whole Foods Market, Austin,
Texas, operates nine stores
running some type of COદ
system. Eight of the stores use
systems — either secondary
or cascade — that incorporate both COદand synthetic
refrigerants.
The other store, opened in early 2014 in Brooklyn, N.Y.,
uses a transcritical COદ-only system, Whole Foods’ first
all-natural refrigerant system.
In all of its COદsystems, Whole Foods can reduce the
amount of synthetic refrigerant used compared with conventional systems. The systems also enable Whole Foods
to assess its energy and maintenance requirements and

determine the direction forward with natural refrigerants, said Mike Ellinger, global maintenance and refrigeration coordinator for Whole Foods, at the ATMOsphere
America conference, via Skype.
The energy consumption of a cascade system varies
by climate and time of year, but Whole Food’s cascade
systems “fell where we wanted,” said Ellinger.
Challenges Whole Foods has encountered with natural
refrigerant systems include too few properly trained
technicians and limited availability of the proper grade of
COદ(99.99% pure), said Ellinger.
In addition to COદ, Whole Foods plans to explore
other natural refrigerants, such as hydrocarbons and ammonia, Ellinger said.

SOBEYS
Sobeys, Stellarton, Nova
Scotia, has taken a leading role in Canada in the deployment of transcritical COદ
systems. As of May 31, the company — Canada’s second
largest grocery operator with more than 1,300 stores —
had installed the systems in 58 stores in Quebec, with
plans to add 10 more throughout the rest of the country
during the rest of the year.
“Transcritical COદis the standard for all new full-service format stores,” said Ian Crookston, manager, energy
management for Sobeys, at the ATMOsphere conference.
Sobeys is using three
North American transcritical system suppliers, Carnot
Refrigeration, Hillphoenix
and Systems LMP. Pricing of transcritical systems
is down 17% from 2011,
Crookston said, but added
that there are still “significant cost differences
between suppliers.” Over
the next year, Sobeys plans
to complete internal benchmarking of all costs related
‘Transcritical CO2 is the
to transcritical refrigeration,
standard for all new
including first cost, installafull-service format
tion, startup, first-year, and
stores.’
overall efficiency.
— Ian Crookston
The key drivers for
Sobeys’ implementation
of transcritical systems are energy conservation and
COદusage, which offer the win-win effect of saving
money and benefiting the environment. But Crookston
also stressed the long-term, game-changing impact of a
potential tax on carbon emissions, or comparable regulation, and the need to prepare for it by using low-GWP
refrigerants like COદ. “We should build stores expected
to operate at least 20 years,” he advised. “Keep this in
mind when designing stores.” Q
SEPTEMBER 2014

www.frbuyer.com 13

REFRIGERATION

WHAT’S ALL THE

HUBBUB, BUB?
What’s legal, and what’s not, under EPA’s proposed new
rule? Will 134a be banned? Do you have to use natural
refrigerants as of 2016? Here are the answers — well, at
least some of them.
BY KEILLY WITMAN

A

few weeks ago,
the EPA proposed a new
rule that would make it
illegal as of 2016 to use
R-404A and R-507A in
new commercial refrigeration systems and
retrofits. The rationale
behind this proposal is
that there are numerous
Keilly Witman
other HFCs that can
be used, all of which
have less global warming impact. These HFCs, like
407A, 407F, and 134a are readily available, and their use
instead of 404 and 507 is a no-brainer. Or so I thought.

CONFUSION REIGNS
I have been inundated with calls ever since the EPA issued
its proposal. Most of the calls focus on the confusion
generated by the wording of the proposal and the errone-

supermarkets to make this switch. I’ve heard that various
equipment manufacturers would face incredible hardships to change their manufacturing processes to comply
with this mandate. I’ve heard that service techs cannot
deal with this change. I’ve heard that this is just another
attempt to kill American businesses.
These calls baffle me.
First of all, if you are in this industry and you did not
suspect that this was coming, you haven’t been paying
attention.
With regards to the misinformation that might or
might not be coming from very knowledgeable and
informed industry stakeholders, I can only assume it is
based on innocent misunderstandings. If you rely on people other than the EPA to explain EPA proposals, rules,
and such, please be sure that these people have their facts
straight. Try to find a source of information that does
not have an economic interest in your decisions. The best
source of info about EPA proposals and regulations is the
EPA. I know it can seem scary to voluntarily call the EPA
and ask questions, but I can assure you that many who
work there are very eager to explain things to you. Really.
I promise.
The point about this switch from 404 and 507 being
impossible for supermarkets, systems manufacturers, and
service techs is contradicted by the number of supermarkets that switched years ago to lower GWP alternatives
for new systems and retrofits. In fact, supermarkets led
the charge toward lower GWP HFCs in 2009 and 2010.
Delhaize America worked directly with the EPA’s
GreenChill Partnership to get 407A approved for use in
commercial refrigeration by EPA’s SNAP Program, the program responsible for evaluating and regulating substitutes
for ozone-depleting chemicals in all end uses. According to
Wayne Rosa, Energy & Maintenance Manager at Delhaize America, the company made
the decision to switch its standard to 407A
due to all the leaks they incurred with R-507
conversions and because the high global
warming impact of 507 “was not the right
direction for the company or the environment.”
An added benefit of that decision was that retrofitting existing systems from R-22 to R-407A reduced the
amount of work needed by the refrigeration contractor
and reduced the cost of conversions per system. Among
the many other companies that have already moved
away from 404 and 507 for new systems and retrofits are
Walmart, Target, Whole Foods, Sprouts, Supervalu, Publix and Weis Markets. The general consensus seems to be
that there is little downside to switching to lower GWP
HFCs, and the environmental benefits of the switch are a
major upside.
Estimates from the nation’s main systems manufacturers show that anywhere from about 40-60% of the commercial systems sold in 2014 were for lower GWP HFCs,
mainly 407A. According to Dustan Atkinson, supermar-

‘First of all, if you are in this industry and
you did not suspect that this was coming,
you haven’t been paying attention.’
ous belief that 134a would not be allowed in commercial
systems as of 2016. That is easy enough to clear up. As of
2016, you may use 134a; in fact, of all the HFCs that may
be used, 134a is one of the best choices from the perspective of just the global warming potential of the refrigerant.
You may also choose any number of natural refrigerants for new systems. Though the natural refrigerant
choices for R-22 retrofits are not yet well developed,
retrofits that convert R-22 equipment into a CO₂ cascade
system with just small amounts of 134a or a 407 as the
primary refrigerant have been carried out successfully.
Some of the other calls are more troubling. I’ve heard
from supermarkets that have been scared by chemical
manufacturers into thinking that this rule means you
must use a natural refrigerant in commercial refrigeration systems as of 2016. I’ve heard that it is impossible for

14 www.frbuyer.com

SEPTEMBER 2014

Perfect Match.
Guaranteed.

With more than 30 years of experience and
the power of a comprehensive database of
eligible brands, we love making sparks fly.
In fact, we guarantee our results. You won’t
pay until you’re paired with a partner you love.
Let us set you up with the market’s
most eligible opportunities.

877.709.5755

|

match@DovetailPP.com

REFRIGERATION
ket systems product manager at Kysor Warren, “In recent this. At some point in time, I’m sure I will do that. For
years, we have seen a substantial shift from R-404a and
now, I’ll just say that this seems to be a question that is
R-507 to the various R-407 blends. Today, R-407 variboth asked and answered based on one’s politics, rather
ants account for nearly half of our total business and that than facts. Whether you believe that EPA should be
percentage is steadily increasing.”
done away with or you think that EPA doesn’t do nearly
These numbers
enough to protect the
are backed up by
environment, I doubt
information from
that anything I can
major commercial
write will change your
refrigeration service
mind.
I’m a pretty practical
contractors. Sean
person. I try to concenPatrick, director of
trate on areas where I
field operations at
can be of help. What
The AMS Group,
I am going to focus
states that “to date,
on in relation to EPA’s
100% of our converproposed rule are the
sions have been to
questions that I think are
a 407 variant.” He
the ones we should be
agrees with others
asking.
that occasionally
there may be capacGOOD QUESTIONS
ity constraints for
What is the definition of
R-22 retrofits to sysa “new” system? If you
tems where capacity
double the size of your
is tight, but these
store during a remodel
situations are rare.
and you double the size
Bryan Beitler,
of your refrigeration
chief engineer at
system, can you add new
Source Refrigeration, Target has been among the leaders in advancing refrigeration
404A racks onto an exreports that seven
technology.
isting 404A system? Or
of 15 of Source’s
does EPA consider the whole system now to be a “new”
major supermarket accounts already made the switch
system, due to the “new” racks being added to the “existto lower GWP refrigerants for new stores. He estimates
ing” racks?
that about 50% of the firm’s new installs use 407A. As far
Is the EPA going to propose a phaseout of the use of
as R-22 retrofits are
404A and 507 in existing systems at a later date, only to
concerned, “Most
have us go through yet another series of retrofits?
are using R407 for
Is the EPA going to restrict the supply of 404 or 507, so
this activity. It’s been
awhile since we have that the prices of these refrigerants increase enough that
no one can afford to buy it for existing systems?
done any retrofits
Is the EPA going to wait a few years and then restrict
with R404A or
the use of 407 refrigerants and/or 134a?
R507, as there were
And finally, are we ever going to find a solution to the
too many things to
environmental harm caused by refrigerants, so that it’s
change.”
Bill Almquist,
not necessary for EPA to regulate them anymore? Q
president and CEO
at Almcoe Refrigera- Keilly Witman is the owner of KW Refrigerant Management Strategy, a consulting company that specializes
tion, mentions that
in refrigerant management strategy for the supermarthe climate impact
ket industry. Keilly fundamentally changed the way
of the increased
energy consumption supermarkets approach refrigerant leaks with the
EPA’s GreenChill Partnership, which she launched in
of some of the lower
2007 and led until 2013. She worked with more than
GWP refrigerants
8,500 food retailers to reduce refrigerant emissions and
has to be counted against the climate benefits of the
decrease their impact on the ozone layer and climate
refrigerants themselves.
What about the final issue: that EPA is out to destroy
change, while helping them to save money. Keilly can be
American business? I could write an entire article about reached at keilly@kwrms.com, or 202-817-4430.

Many companies
have already moved
away from 404
and 507 for new
systems and retrofits, including
Walmart, Target,
Whole Foods,
Sprouts, Supervalu,
Publix and Weis
Markets.
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TOP
FROZEN
BY PETER PENGUIN
During the 12 weeks ended
July 13, sales of frozen foods
in supermarkets, drugstores,
mass merchants, military
commissaries and select club
and dollar stores combined
topped $12.04 billion, a 0.5% decrease
compared with the same period a year ago,
reports IRI (@IRIworldwide), a Chicagobased market research firm. Units fell 2.4%
to 3.45 billion while volume slid 2.3% to
5.21 billion. Percentage of volume sold with
merchandising support slipped 0.6 points
to 41.4%.
For the 52 weeks ended July 13, dollars
edged up 0.4% to $51.95 billion, but units
were down 0.9% to 15.22 billion and volume
tumbled 1.0% to 21.73 billion. Percentage of
volume sold with merchandising support
climbed 0.6 points to 39.6%.
Our chart shows the largest frozen
department subcategories, including the
leading manufacturers, for the 12 weeks
ended July 13.

F A C T O I D S

22.8%

Dollar gain by processed turkey/turkey substitutes (to
$24,379,960), largest by a frozen subcategory with at least
$1 million in sales. Top seller
private label (+55.6%) drove
the advance, but newcomer
Hillshire Brands’ Ball Park
Flame-Grilled Turkey Patties
had a strong debut, already
claiming the No. 2 spot.

$2,680,156

Dollar sales racked up by
ConAgra’s new Healthy Choice
Top Chef Café Steamers frozen pot pies, one of the best
performances by a product in
distribution less than a year.
Already the segment’s No. 3,
its success helped ConAgra
cement its leadership position
in the subcategory (it owns
almost 90% of sales).

ICE CREAM
$1,328,948,480
0.5 365,730,816 (1.0) 1,113,914,240
For top-10 manufacturer data, see our story on Ice Cream & Novelties in this issue.

(3.6)

NOVELTIES
$1,056,925,568
(1.4) 338,002,496
(3.1) 464,577,440
For top-10 manufacturer data, see our story on Ice Cream & Novelties in this issue.

(2.5)

SINGLE-SERVE DINNERS/ENTREES
Nestlé USA
ConAgra
Heinz
Bellisio Foods
Pinnacle Foods Group
Amy’s Kitchen
Overhill Farms
Windsor Foods
Atkins Nutritionals
InnovAsian Cuisine

$954,946,176
$283,067,168
$274,944,416
$93,853,104
$59,338,448
$46,926,540
$46,685,120
$21,866,048
$18,216,358
$17,846,736
$13,004,233

(4.6) 445,846,528
(10.3) 110,365,408
(4.8) 154,716,432
(13.2) 41,464,328
1.3 57,598,992
2.6
17,462,372
23.3
12,163,164
(14.2)
8,264,304
3.5
7,612,016
21.3
4,757,523
22.6
2,461,696

(5.4) 286,946,656
(9.4) 73,621,880
(3.7) 98,165,000
(15.0) 23,255,848
(4.5) 28,647,058
3.6
17,124,180
27.6
7,083,292
(11.2)
7,503,988
3.3 6,298,678
23.7
2,676,107
14.0
2,737,860

PIZZA
Nestlé USA
Schwan’s
Private Label
General Mills
Bernatello’s Pizza
Pinnacle Foods Group
Amy’s Kitchen
Palermo Villa
Newman’s Own
Home Run Inn

$947,755,392
$413,028,576
$196,365,728
$99,056,976
$94,856,664
$15,089,724
$13,757,422
$13,370,795
$12,718,291
$12,214,030
$11,444,278

(1.6) 298,692,928
(5.2) 96,495,240
3.6 53,805,128
(4.5)
31,246,196
5.9 72,670,208
13.3
4,142,634
(12.8)
13,718,506
17.7
2,193,476
(11.6)
2,913,070
(9.8)
2,088,447
(7.8)
2,047,613

(3.1) 302,227,296 (2.0)
(3.2) 118,793,984 (5.7)
(4.6) 65,809,920
0.1
(7.9) 34,767,044
(4.1)
2.8 49,339,416
9.5
1.7
4,138,717
8.9
(11.6)
4,565,865 (11.9)
22.6
1,613,241 23.0
(29.2)
2,978,965 (23.1)
(9.9)
1,790,061 (10.8)
(13.1)
2,691,797 (15.5)

CHICKEN/CHICKEN SUBSTITUTE
Private Label
Tyson Foods
Perdue
Pilgrim’s Pride
Gold’n Plump
AdvancePierre
Gold Leaf of Nebraska
Heinz North America
Kellogg’s
Foster Poultry Farms

$741,875,840
$221,788,768
$193,020,560
$59,108,528
$53,200,672
$48,271,008
$20,231,006
$19,032,830
$13,540,458
$8,936,658
$6,686,180

(2.4) 114,670,496 (3.6) 325,233,024
(2.8) 32,058,364
(4.7) 89,942,000
(3.1) 25,796,746 (3.6) 81,349,088
(25.4)
10,161,627 (22.6) 21,810,984
(10.3)
8,726,116 (10.9) 36,537,880
18.2
7,965,702
11.2 13,614,662
0.9
3,410,893 (0.8)
3,601,725
22.4
2,672,782 20.5 26,727,820
(27.1)
2,736,614 (30.4)
2,427,999
13.7
2,371,590
10.3
1,509,151
(16.2)
935,902 (20.3)
3,179,220

(3.3)
(6.5)
(1.7)
(31.8)
(11.3)
7.7
1.0
20.5
(27.4)
10.9
(6.3)

PROCESSED CHICKEN/CHICKEN SUB $706,704,384
Tyson Foods
$301,096,256
Private Label
$148,042,176
Perdue
$76,616,768
ConAgra
$42,574,500
John Soules Foods
$23,781,726
Foster Poultry Farms
$21,521,384
AdvancePierre
$12,016,312
Maxi
$11,423,876
On-Cor
$9,637,108
Pilgrim’s Pride
$4,183,890

0.2 121,785,840
(1.8) 46,775,072
3.8 23,192,268
5.0 15,662,274
(12.2)
9,458,094
21.2
5,989,482
11.8
3,633,778
(23.5)
2,633,132
2.0
1,357,699
0.0
2,848,305
(25.1)
625,452

(0.5) 186,124,160
(1.6) 78,310,816
(1.2) 38,663,928
7.0 20,607,644
(10.1) 14,652,432
31.9
4,269,474
9.8 4,965,027
(24.9)
4,111,741
(1.7)
4,187,247
(2.1) 4,026,647
(18.9)
1,296,515

(1.1)
(1.6)
(0.3)
6.3
(9.2)
24.8
11.4
(32.3)
4.6
0.2
(21.8)

HNDHLD ENTREES (NON-BREAKFAST) $538,851,456
Nestlé USA
$184,157,472
Ruiz Foods
$70,832,256
Hillshire Brands
$38,171,180
J.M. Smucker
$30,821,676
White Castle
$30,165,520
Foster Poultry Farms
$23,820,018
Private Label
$23,306,084
AdvancePierre
$15,102,722
Windsor Foods
$15,068,022
Amy’s Kitchen
$13,568,820

(1.5) 183,214,592
(11.2) 58,245,064
3.2
23,171,062
(8.2)
6,599,228
7.2
6,232,630
18.8
5,319,731
(3.4)
3,916,618
5.8 10,440,320
(1.4)
6,565,587
(0.8) 10,093,369
9.7
5,212,695

(3.7) 172,698,528
(14.6) 51,099,560
(1.3) 39,047,344
(5.4)
13,769,418
5.5
6,055,791
16.7
4,976,463
(3.1) 10,720,615
(2.8)
7,019,601
15.9 3,700,506
6.6
5,185,873
11.9
1,889,341

(2.5)
(10.5)
1.3
(5.8)
9.0
22.6
(2.2)
1.8
(7.3)
(6.0)
11.7

FISH/SEAFOOD
$512,584,288
1.8 68,907,312
For top-10 manufacturer data, see our story on Seafood in this issue.

(4.4) 104,766,816

(3.9)
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(4.4)
(8.5)
(1.6)
(16.8)
(3.9)
4.0
27.6
(11.5)
3.0
23.7
12.9
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World leader in gluten-free
The Next Generation in Gluten-Free bread...

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

Over 30 years of experience and world class R&D, manufacturing, and packaging expertise
make Dr. Schar #1 for Gluten-Free:
 #1 overall in Europe
 #1 in shelf stable bread in USA*
To best serve all segments, Schar focus is now on the fast-growing frozen segment +44.2%
in retail sales vs YAG.*
The recipe for our 2 new breads was developed in Europe using a next generation technology
to achieve the elasticity, structure, moisture, and appearance very similar to traditional bread.
0HHWLQJWKHQHHGVRIWKRVHZLWK*OXWHQ)UHH'LHWV+HDUW\:KLWHLV)RUWLÀHGZLWK9LWDPLQ%
and Hearty Grain is a good source of Fiber and has 2 ancient grains: Millet and Quinoa.
* Source:

2013 SPINS All Outlet Gluten-Free Bread Retail Sales Data

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

Learn more at drschar.com & schar.com

THE DATABANK

$3,000

Price per kilogram of the
world’s most expensive
edible fungus, according to
the Guinness Book of World
Records. Found in parts of Italy
and Croatia, white truffles
grow about a foot underground and can only be located
with the help of trained dogs.

-11.8%

Dollar loss by frozen yogurt/
tofu (to $84,036,400), the
largest subcategory to post a
double-digit loss during the
most recent 12 weeks.
Among the biggest losers:
Ben & Jerry’s and ConAgra’s
Healthy Choice.

5

Number of frozen subcategories in which at least half
of all volume was sold with
merchandising support. Not
surprisingly, all five are
desserts (ice pop novelties, ice
cream, frozen yogurt, pie and
frozen novelties).

2

Number of times Phillies fan
Alice Roth was injured by foul
balls hit by future Hall-ofFamer Richie Ashburn on Aug.
17, 1957. The first broke her
nose. But when play resumed
as she was being carted away
on a stretcher, she was struck
by a second, which broke a
bone in her knee.

242.5%

Dollar gain by private label
muffins (to $58,983), largest by
a store brand frozen product.
But that wasn’t the biggest
jump: Three other brands
(Garden Lites, Vitalicious
VitaTops and Pillsbury) registered four-digit advances off
of small bases. But subcategory
sales fell 8.0% nonetheless.

MEAT (NO POULTRY)
Private Label
Eaves
Quaker Maid Meats
Jensen
Wis-Pak Foods
Hillshire Brands
Steak-umm
John Soules Foods
AdvancePierre
Casa Di Bertacchi

$511,751,872
$175,516,736
$51,912,548
$24,417,504
$21,943,802
$20,562,902
$15,383,135
$11,210,452
$10,087,417
$9,832,646
$9,271,021

3.1 57,568,860
0.4 18,456,826
11.1
4,704,985
8.9
3,435,241
5.8
1,101,345
5.4
1,119,022
15.9
1,913,086
0.3
1,946,654
(4.2)
1,659,680
(1.4)
1,276,119
(6.8)
619,738

0.0 150,492,624
(5.3) 52,269,908
14.0 10,864,290
0.9
6,795,336
6.3
8,074,178
4.0
7,090,162
11.4
2,447,199
1.2
2,251,265
3.0
1,429,926
(5.6)
2,296,194
(6.7)
3,707,872

(4.9) 148,098,768 (2.9)
(5.3) 63,549,808
(1.9)
(4.5) 26,903,678 (7.4)
(0.5) 19,843,592
6.7
(7.2)
8,943,707
(0.1)
4.6
4,087,164 10.2
0.3
8,934,966
0.3
(19.5)
3,425,097 (17.7)
(15.9)
2,305,255 (9.0)
0.3
1,404,822 (0.4)
(44.1)
911,439 (44.8)

69,986,144
23,241,124
16,478,101
12,017,320
3,005,357
1,587,791
5,219,871
1,875,543
846,483
979,653
654,080

1.2
(4.0)
13.6
8.2
5.9
3.4
11.8
4.8
(2.6)
(4.6)
(7.0)

MULTI-SERVE DINNERS/ENTREES
Nestlé USA
ConAgra
Birds Eye
Private Label
Michael Angelo’s
On-Cor
Gourmet Express
Ajinomoto
Newman’s Own
Contessa

$423,649,088
$169,431,632
$91,069,976
$55,780,448
$21,282,880
$15,074,034
$14,887,624
$9,716,815
$7,615,171
$6,818,296
$4,243,353

(2.5)
(1.1)
(6.1)
3.5
(4.7)
7.5
1.1
(13.2)
(11.3)
2.4
(37.8)

APPETIZERS/SNACK ROLLS
General Mills
Windsor Foods
Ore-Ida
Delimex
Rich Products
Private Label
Heinz North America
Ruiz Foods
Schwan’s
ConAgra

$356,629,472
$111,061,632
$28,637,076
$28,175,988
$26,388,342
$25,389,004
$19,985,454
$19,118,612
$14,234,428
$13,193,046
$6,322,579

(4.6) 83,206,840 (6.0) 104,866,616 (4.7)
2.3 28,684,818
1.0 42,277,632
1.7
(13.2)
5,754,176 (17.8)
7,929,274 (14.3)
(3.8)
7,043,052
(2.3)
6,548,439 (3.7)
(7.6)
4,017,191
(6.1)
7,413,853 (15.8)
4.0
3,847,030
(7.5)
7,292,326 (4.3)
(3.0)
5,279,728
2.9
5,176,335
(1.3)
(11.7)
3,357,563 (10.0)
3,700,137 (12.0)
5.7
2,055,677
3.9
4,013,786 16.0
1.8
3,261,079
3.7
3,711,070
2.4
(34.7)
1,174,317 (44.0)
1,210,014 (30.9)

PLN POTATOES/FRIES/HSHBRWNS $340,726,400
Ore-Ida
$141,815,168
Private Label
$123,000,720
Alexia
$21,427,368
Lamb-Weston
$10,624,401
ConAgra
$9,204,118
McCain
$8,598,068
Heinz North America
$8,049,873
J. R. Simplot
$2,803,392
Mr. Dell Foods
$2,482,194
Treasure Valley
$2,066,885

(0.4) 122,961,792
(8.9) 46,627,232
4.1 51,449,400
1.3
6,173,179
18.7
3,940,609
137.7
3,597,689
(9.7)
3,148,283
26.3
959,225
3.9
1,489,548
(1.7)
797,940
(19.7)
1,127,003

(0.4) 250,029,968
0.2
(10.5) 87,933,576
(8.1)
4.9 109,788,968
3.4
1.3
9,247,786
9.0
16.9 8,035,598
17.5
153.0
4,776,256 144.3
(8.9)
4,973,106 (8.5)
172.8 11,650,140 10.4
4.8
2,988,172
5.1
(3.1)
1,750,639 (3.3)
(33.2) 2,240,526 (26.0)

TURKEY/TURKEY SUBSTITUTE $291,859,008
Jennie-O Turkey Store
$119,898,192
Cargill Meat Solutions
$55,104,400
Private Label
$49,035,936
Butterball
$28,318,084
Perdue
$11,421,626
Foster Poultry Farms
$9,211,516
Harvestland
$4,503,142
Plainville Farms
$4,441,734
Royal Sausage Co.
$2,066,681
Zacky Foods
$1,039,687

14.7 57,376,824
16.9 22,440,098
1.4
11,749,798
35.6
9,469,140
16.7
5,497,301
11.3
2,808,343
(14.4)
1,757,805
(12.0)
939,620
19.4
923,944
100.7
444,241
23.6
187,960

13.4 84,870,608
17.1 35,969,840
(1.5) 16,297,970
36.7 12,746,470
22.5
9,209,587
8.3
3,172,346
(16.6)
2,288,572
(12.1)
1,077,098
14.5
923,944
93.4
847,086
12.6
262,508

12.6
17.1
(0.9)
22.2
21.7
13.2
(23.7)
(12.6)
14.5
92.9
27.4

COOKED SHRIMP
$237,061,664
(1.5) 25,524,742 (18.4) 24,939,382 (21.4)
For top-10 manufacturer data, see our story on Seafood in this issue.
FRUIT
Private Label
Dole
Jasper Wyman & Son
Trailblazer Fruit

$226,348,496
$144,818,912
$34,870,416
$9,478,936
$7,714,117

10.5
10.0
5.4
10.0
13.5

49,134,568
32,611,184
6,545,715
1,625,491
928,892
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6.8
6.6
4.1
7.8
17.0

73,017,512
43,963,992
13,116,166
2,892,112
2,786,675

10.1
10.0
3.2
9.3
17.0
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TOP
DAIRY
BY BESSIE BOVINE
During the 12 weeks ended
July 13, sales of dairy products
in supermarkets, drugstores,
mass merchants, military
commissaries and select club and
dollar stores combined registered $17.24
billion, a 4.7% increase compared with
the same period a year ago, reports IRI (@
IRIworldwide), a Chicago-based market
research firm. However, units fell 1.5% to
6.29 billion and volume tumbled 5.4% to
53.43 billion. Percentage of volume sold with
merchandising support decreased 2.4 points
to 39.9%.
For the 52 weeks ended July 13, dollars
jumped 3.6% to $75.49 billion, while units
edged up 0.8% to 28.39 billion. But volume
was down 1.6% to 237.23 billion. Volume sold
with merchandising support slipped 0.2
points to 36.8%.
Our chart shows the largest dairy
department subcategories, including the
leading manufacturers, for the 12 weeks
ended July 13. Manufacturers with less than
$1 million in sales are not listed.

F A C T O I D S

1562.4%

Dollar gain by store brand
juice and drink smoothies (to
$442,716). Though private label
has yet to crack the top 10, the
gain is the largest by a store
brand product in the refrigerated section — and contributed to the subcategory’s 2.2%
advance (to $141,117,024).

$686,893
Dollar sales racked up by
Pillsbury’s Cinnabon pastry/
dumpling dough, one of the
best performers among refrigerated products in distribution
less than a year. Its success
combined with that of another
newcomer, Pepperidge Farm,
helped the subcategory expand
6.0%, making it the only dough
segment on the rise.
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SKIM/LOWFAT MILK
$2,178,996,992
Private Label
$1,398,404,096
Dean Foods
$79,307,120
Whitewave Foods
$74,634,400
HP Hood
$72,928,528
Prairie Farms Dairy
$40,081,244
Hiland Dairy
$35,075,468
Kemps
$26,644,818
Organic Valley/Organic Prairie
$21,517,690
McNeil Consumer Products
$21,276,716
Oak Farms Dairy
$19,934,504

(6.0) 4,290,510,336
(5.8) 3,002,526,208
(9.5) 168,363,984
0.5 72,439,968
0.9 83,070,120
(3.5) 78,730,624
3.5 61,772,756
(2.2) 52,743,288
(1.3) 20,715,462
4.3 22,031,100
9.1 39,482,180

(6.4)
(6.3)
(8.8)
(0.5)
1.9
(5.0)
1.2
(1.0)
(0.0)
4.5
10.8

YOGURT
$1,679,282,688
0.6 1,174,766,080
IRI is unable to provide top-10 manufacturer data for this category.

(1.9) 763,894,720

(3.0)

FRESH EGGS
Private Label
Eggland’s Best
Country Creek Farms
Cal Maine Foods
Sunny Farms
Land O’Lakes
R.W. Sauder
Dutch Farms
Hillandale Farms
Donner

$1,192,119,552
$625,599,616
$160,971,968
$103,622,680
$34,879,588
$28,785,980
$19,451,140
$14,320,492
$11,932,716
$10,766,227
$8,704,942

14.0 458,602,528
12.6 261,837,376
14.7 49,158,204
19.8 37,789,320
18.6 10,064,393
9.2
11,392,645
18.5
5,820,853
18.9
4,411,615
14.7
6,481,230
17.9
5,114,421
22.9
3,438,812

0.4 6,751,691,264 1.3
(2.8) 3,790,257,408
(1.1)
10.0 647,149,824
11.0
5.9 641,360,768
7.6
7.1 226,026,880
1.1
0.1 182,388,384
1.3
18.2 76,263,200
17.8
0.9 94,654,336
0.1
(4.4) 80,961,464 (4.4)
1.1 68,459,192
6.1
6.9 53,489,792
3.5

NATURAL SHREDDED CHEESE
Private Label
Kraft
Sargento
Crystal Farms
Dairy Farmers of America
Saputo Cheese
Schreiber Foods
Belgioioso
Tillamook County Creamery
Dutch Farms

$972,333,312
$564,986,496
$201,672,576
$81,704,032
$27,913,032
$20,277,102
$9,122,353
$8,164,704
$5,637,775
$5,516,562
$3,730,377

9.1 286,607,040
8.9 161,391,840
0.7 64,518,056
8.0 24,835,698
5.3
9,329,807
13.7
7,707,664
9.9
2,658,346
283.7
2,693,138
13.8
1,407,797
7.0
1,490,659
40.0
1,559,186

(2.0) 196,060,976
(3.4) 124,747,568
(6.1) 34,337,204
0.0 13,471,079
(8.6)
5,422,185
2.9
4,126,483
6.9
1,095,764
191.4
2,199,864
13.6
463,133
8.0
935,125
35.1
868,842

WHOLE MILK
Private Label
WhiteWave
Dean Foods
HP Hood
Hiland Dairy
Prairie Farms Dairy
Oak Farms Dairy
Milk Products
Garelick Farms
Country Fresh

$949,075,712
$578,671,488
$39,051,920
$33,915,340
$23,387,396
$19,592,726
$15,978,466
$15,327,923
$13,696,748
$9,468,540
$8,713,476

9.1 286,995,712
8.5 178,842,784
19.7
8,555,871
31.7 10,385,605
13.4
5,691,172
11.0
5,874,057
24.5
5,018,757
18.4
4,727,625
(24.2)
4,164,265
18.1
3,226,185
0.9
2,787,303

1.2 1,812,847,488 0.6
0.4 1,202,277,376 (0.5)
16.3 37,801,576
15.6
23.1 75,440,816 29.0
10.3 27,544,164
11.2
1.1 32,502,094
(1.3)
13.7 29,448,698
8.7
12.3 30,324,662
13.5
(31.8) 19,981,036 (39.0)
11.9 18,338,468 16.8
(2.7) 17,352,060 (7.4)

NATURAL CHUNKS
Private Label
Kraft
Tillamook County Creamery
Cabot Creamery
Bel Brands USA
Lactalis USA
Belgioioso
Cacique
Crystal Farms
Boar’s Head

$785,653,696
$273,865,600
$102,588,688
$51,576,840
$38,519,700
$30,221,472
$28,589,440
$25,124,484
$23,178,122
$20,660,804
$9,274,784

5.8 199,349,984
7.3 73,024,160
4.6
31,314,044
9.7
9,291,850
4.4 10,646,702
(2.8)
6,386,311
(5.5)
5,436,889
17.0
5,027,084
16.3
7,102,373
(0.9)
7,588,333
(10.9)
1,473,402

1.1 142,175,392
0.5 59,138,856
(1.6) 17,690,044
7.8 10,840,858
0.6
6,997,083
(4.7)
2,892,567
(4.8)
4,205,691
14.5 2,838,502
19.7
5,399,805
(8.6)
4,049,478
(14.3)
745,832

ORANGE JUICE
Coca Cola Co.
Tropicana Dole Beverages
Private Label

$662,596,352
$222,002,576
$195,357,632
$113,776,680

(3.8) 194,700,576
(3.0) 63,313,656
(4.7) 50,772,968
(6.0) 40,330,376

(6.2) 13,132,383,232 (7.2)
(4.8) 4,037,841,664 (4.0)
(5.8) 3,265,751,808 (8.7)
(9.2) 3,220,569,600 (10.3)
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1.8 672,972,288
2.5 445,388,096
(1.5) 24,772,340
3.1 16,080,589
4.2 19,078,220
7.7 12,680,107
13.2 10,605,601
6.0
8,640,775
2.0
4,821,017
6.9
4,109,300
15.5
6,061,174

(0.7)
(1.8)
(9.5)
0.7
(7.4)
4.2
6.2
374.8
13.9
10.1
33.5

(1.6)
(2.1)
(1.5)
0.8
(0.1)
0.5
(3.6)
10.0
17.4
(7.9)
(14.7)

IQF Arils.
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The next most W∂ nderful ingredient.

P∂M Wonderful individually quick frozen (IQF) arils are fast becoming a year-round favorite.
They’re a healthy and delicious way to add sweet, tart goodness to things like smoothies, frozen
mixed berry blends, frozen fruit bars, sorbets, baked goods and more. Even sweeter—P∂M is the
world’s largest grower and processor of pomegranates. Which means we maintain the highest
levels of quality control every step of the way. Give our arils a try. And let’s be W∂ nderful together.
FOR MORE INFORMATION EMAIL: industrialsales@pomwonderful.com
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F A C T O I D S

7.5%

Estimated percentage of the
U.S. potato crop purchased by
McDonald’s each year for its french
fries — about 45.6 billion pounds.

58.3%

Percentage of lemonade volume
sold with merchandising support
during the most recent 12 weeks,
highest in the refrigerated
department. Another refreshing
summer beverage, fruit drink, was
the second-most merchandised
subcategory (57.1%).

10.3%

Dollar gain by refrigerated flavored
spreads (to $172,545,984), thanks to
double-digit gains by five
top 10 brands. One noteworthy
loser: No. 5 Kraft (-30.2%), maker of
the Athenos brand.

18.22

Seconds it took Australian rescue dog Osbert Humperdinck
Pumpernickle to tip-toe across
an 11.5-foot tightrope, a Guinness
World Record. Known as Ozzy,
the pup is a border collie/kelpie
mix, a breed known for its keen
sense of balance.

9

Number of natural cheese subcategories (of 10 total) that saw dollar
sales rise during the most recent
12 weeks, thanks partly to commodity price increases. Top gainers
were slices (+12.4%), all other forms
(+11.7%), shreds (+9.1%) and cubes
(+9.0%). Only grated cheese (-6.0%)
failed to make the cut.

24%

Percentage of Americans who
believe we won our independence
from a country other than Great
Britain, according to a Gallup Poll.

22 www.frbuyer.com

Citrus World
Sweeney Enterprises
Johanna Foods
Dean Foods
Odwalla
Hiland Dairy
Prairie Farms Dairy

$86,543,960
$7,899,788
$4,410,548
$3,156,628
$3,133,457
$2,284,055
$1,866,197

0.7
(15.0)
9.1
(12.7)
(6.1)
6.9
1.0

25,033,462
3,184,027
2,063,182
1,065,948
582,268
914,069
702,262

(2.3)
(26.5)
7.6
(15.2)
(5.6)
8.5
1.9

1,617,724,800 (0.8)
187,857,584 (26.5)
120,366,984
7.2
82,754,704 (18.5)
30,588,904 (6.9)
66,222,032
3.7
49,417,748
0.5

PRCSSD/IMITATION CHEESE-SLICES $487,904,448
Kraft
$276,744,192
Private Label
$134,492,176
Dairy Farmers of America
$41,053,052
Land O’Lakes
$7,891,154
Crystal Farms
$6,581,921
Galaxy Nutritional Foods
$3,034,902
Great Lakes Cheese
$1,930,944
Bongards’ Creameries
$1,850,698
Schreiber Foods
$1,771,459
Milk Products
$1,700,583

3.5 144,041,488
1.7 74,896,456
3.8
41,610,552
11.9
17,561,616
11.8
1,142,646
5.7
1,838,761
(13.7)
908,639
(7.9)
1,154,949
23.2
223,192
(1.6)
502,060
22.3
599,208

(7.1) 132,541,024 (7.2)
(8.3) 70,564,792 (8.0)
(10.5) 40,061,636 (10.0)
3.7
13,101,258
3.3
(0.4)
1,675,241
5.8
2.0
1,767,682 (0.0)
(14.4)
413,992 (13.9)
(0.3)
915,582 (10.2)
7.6
464,870
1.1
(8.5)
436,908 (4.8)
5.7
449,415
5.7

NATURAL SLICES
Private Label
Sargento
Kraft
Tillamook County Creamery
Belgioioso
Crystal Farms
Dairy Farmers of America
Boar’s Head
Land O’Lakes
Alpine Lace

$446,517,696
$176,195,136
$124,476,728
$44,272,536
$17,121,884
$12,042,974
$11,267,535
$7,630,086
$5,736,886
$4,658,101
$4,229,427

12.4 131,896,208
13.0 55,583,732
9.2 39,660,848
10.7 14,856,080
7.2
3,628,689
11.7
1,841,626
41.6
3,184,881
27.5
2,729,960
38.1
904,099
(2.5)
1,110,196
0.7
850,878

4.7 69,774,544
3.8 30,227,852
2.1 18,515,954
6.1
7,071,781
9.2
2,674,021
5.5
1,835,582
29.2
1,731,248
20.8
1,253,882
30.7
443,893
(8.1)
519,076
(1.1)
446,996

4.2
3.4
1.4
5.7
2.0
(1.5)
41.2
17.3
30.8
(7.9)
(1.9)

COFFEE CREAMER
Nestlé USA
WhiteWave
Private Label
HP Hood
Turtle Mountain
Bay Valley Foods
Shamrock Farms

$443,035,456
$250,763,232
$118,474,808
$41,717,984
$24,718,756
$2,722,355
$2,170,450
$1,055,206

7.0 144,254,336
5.7
75,159,824
10.1 40,189,688
9.5 16,281,250
1.8
9,918,810
41.9
1,107,877
(16.1)
624,032
14.7
404,880

5.0
4.9
8.7
4.6
(8.0)
38.9
(11.8)
10.9

8.9
8.2
12.1
9.6
3.3
38.9
(18.4)
10.9

BUTTER/BUTTER BLENDS
Private Label
Land O’Lakes
Challenge Dairy Products
Keller’s Creamery
Tillamook County Creamery
Irish Dairy Board
Crystal Farms
Cabot Creamery
Darigold
Dairy Farmers of America

$432,208,960
$232,128,256
$102,788,896
$21,669,730
$13,286,926
$7,929,052
$7,790,005
$6,292,497
$5,510,138
$3,000,771
$2,918,646

7.9 119,782,720 (6.0)
5.9 66,482,728
(9.7)
9.3
25,164,916
(1.9)
22.0
6,113,791
11.8
(0.8)
4,466,274 (10.2)
11.5
2,353,188
3.2
63.2
2,096,149 60.8
(14.5)
1,826,955 (28.8)
13.2
1,627,901
5.5
(29.8)
846,212 (45.4)
39.7
980,827
41.1

MARGARINE/SPREADS
Unilever Best Foods
ConAgra
Land O’Lakes
Boulder Brands
Private Label
Olivio Premium Products
Ventura Foods
McNeil Consumer Products

$377,592,288
$197,096,640
$60,668,520
$45,872,212
$43,358,996
$18,860,896
$3,656,198
$3,435,184
$1,957,974

(3.2) 162,686,128
(0.4) 75,166,320
(7.3) 39,794,096
0.2
17,795,226
(11.7) 12,740,094
(7.0)
11,287,344
13.8
1,628,702
1.6
2,517,861
(6.9)
427,832

(4.4) 211,702,912
0.5 113,231,744
(11.0) 48,382,404
1.7 12,863,210
(16.5) 13,599,327
(8.7)
17,153,036
14.5
1,375,308
6.4
3,145,581
(6.3)
213,916

(4.8)
(1.8)
(9.5)
(1.3)
(12.5)
(7.4)
16.0
(1.4)
(6.3)

20.3
10.6
32.5
29.3
27.7

16.9 370,137,728
6.0 193,021,056
28.4 93,473,592
27.4 45,836,188
23.6 10,628,675

16.0
5.4
29.3
25.3
25.5

KEFIR/MILK SUBSTITUTES/SOYMILK $313,232,608
WhiteWave Foods
$160,670,048
Blue Diamond Growers
$73,846,272
Private Label
$31,982,440
Lifeway Foods
$19,530,050
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94,103,720
45,188,372
22,885,964
11,979,281
5,758,726

275,635,168
150,995,232
72,985,608
32,800,656
14,233,707
1,107,877
1,709,363
809,761

121,715,512 (4.9)
74,335,712 (7.2)
23,229,768
0.5
5,454,283
13.6
3,254,507 (11.2)
2,353,188
3.2
1,053,703 65.6
1,780,904 (29.4)
1,586,146
2.9
845,721 (44.8)
567,136 26.4
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TOP
DELI

$1,276,293,888
$483,373,184
$233,659,920
$142,488,416
$107,777,072
$45,228,008
$33,849,328
$28,215,982
$23,973,080
$20,572,856
$14,831,824

2.3 399,874,016
(2.0)
141,221,136
4.6
61,231,356
14.6 39,632,120
6.7 28,048,308
1.5 26,042,040
8.2 28,684,766
5.1
8,359,200
(6.3)
9,911,398
40.0
3,889,472
17.0 10,289,596

UNCOOKED MEATS (NO POULTRY)
Private Label
Cargill Meat
Tyson Foods
Tyson Fresh Meats
FPL Food
Hormel Foods
Laura’s Lean Beef
Interstate Meat
National Beef
Smithfield

$960,520,192
$462,499,776
$124,486,496
$100,564,232
$79,613,872
$34,209,660
$33,550,928
$19,317,560
$11,782,700
$7,381,316
$7,234,118

16.3 137,293,824
24.0 67,404,592
14.8 17,660,704
12.9 14,660,847
11.0
9,978,275
4.5
4,547,970
(11.6)
4,511,444
15.9
2,797,535
10.2
1,679,009
(0.5)
813,096
(19.6)
1,392,732

1.1 237,612,864
1.6
6.8 125,603,152
6.7
(2.2) 30,342,308
2.2
(7.7) 25,329,066 (3.5)
(1.0) 18,351,066 (4.4)
(12.5)
7,984,878 (12.6)
(20.3) 6,042,258 (21.4)
7.9
2,820,433
7.0
(3.6)
2,784,745 (3.4)
(14.3)
2,106,684 (12.1)
(22.7)
1,603,534 (25.8)

BACON
Private Label
Kraft
Hormel Foods
Wright Brand
Farmland Foods
Smithfield
Tyson Foods
Gwaltney of Smithfield
John Morrell & Co.
Bar-S

$938,615,872
$211,953,680
$176,692,096
$107,134,128
$75,857,304
$45,489,608
$41,293,324
$27,201,970
$25,607,226
$20,089,608
$19,030,118

8.7 186,514,240
18.2 43,788,660
6.5 32,704,242
(0.2)
17,230,736
6.6
6,956,643
10.9
9,036,122
24.9
8,771,234
41.7
7,579,383
(15.5)
6,751,661
0.0
5,490,125
(14.2)
4,829,271

(4.2) 176,410,416 (4.1)
0.8 40,153,964
3.8
(3.6) 31,389,968 (4.0)
(17.0) 15,066,738 (20.0)
(6.2) 14,720,814
(6.1)
(3.6)
9,068,103 (3.2)
8.7
8,813,764
7.3
39.7
6,312,933 43.6
(23.5) 5,904,964 (23.4)
(13.6) 4,050,658 (16.2)
(27.6)
3,842,856 (27.6)

$10,797,987

DINNER SAUSAGE
Johnsonville Sausage
Hillshire Brands
Private Label
Armour Eckrich Meats
Premio
Aidells
Bar-S
Kayem Foods
Conecuh Sausage Co.
Jennie-O Turkey Store

$849,383,424
$229,584,704
$134,662,416
$84,915,296
$52,555,052
$21,490,552
$18,976,968
$17,473,416
$13,265,644
$10,233,344
$8,321,803

9.8 215,036,688
9.7 55,239,824
4.2
39,139,676
20.2 20,105,040
5.9 16,248,293
13.2
3,709,580
18.4
3,309,446
6.9
3,684,467
20.5
2,912,489
22.9 2,024,029
(1.3)
1,990,955

-4.1%

FRANKFURTERS
Hillshire Brands
Kraft
Bar-S
ConAgra
Nathan’s Famous
Private Label
Gwaltney of Smithfield
Armour Eckrich Meats
Kayem Foods
Specialty Foods Group

$774,727,360
$198,313,040
$148,963,536
$90,733,856
$63,692,096
$48,550,424
$24,828,442
$18,783,826
$14,923,150
$13,738,406
$4,645,225

2.1 298,053,344
5.1 60,443,264
(2.6)
57,818,616
4.9 77,014,320
4.9
14,767,349
* 10,586,420
(8.9)
7,066,878
(19.4)
9,804,229
9.9
9,454,271
1.3
2,043,319
(91.2)
1,942,585

BY DELANO DELI
Sales of deli products in
supermarkets, drugstores,
mass merchants, military
commissaries and select club
and dollar stores combined
totaled $5.87 billion during the 12 weeks
ended July 13, a 7.0% increase compared with
the same period a year ago, reports IRI (@IRI
worldwide), a Chicago-based market research
firm. Units fell 0.4% to 1.58 billion, and
volume was off 1.0% to 1.51 billion. Percentage
of volume sold with merchandising support
tumbled 3.0 points to 37.4%.
For the 52 weeks ended July 13, dollars
jumped 6.9% to $23.87 billion, but both units
and volume climbed just 1.8% to 6.61 billion
and 6.22 billion, respectively. Percentage of
volume sold with merchandising support
decreased 2.7 points to 35.3%.
Our chart shows the largest deli
department subcategories, including the
leading manufacturers, for the 12 weeks
ended July 13. Manufacturers with less than
$1 million in sales are not listed.

F A C T O I D S

49.7%

Dollar gain by relish/appetizer relish (to $338,852), largest by a deli
department subcategory. The top
five brands all posted double-digit
gains, but the primary driver was
top seller Claussen (+84.2%) from
Kraft Foods.

Dollar sales amassed by Oscar Mayer
P3 meat/cheese/cracker/desserts
during the most recent 12 weeks, one
of the best performances by a deli
item in distribution less than a year.
The “Portable Protein Packs” come
in four varieties, each with at least
13 grams of protein.

Decrease in bacon volume during
the most recent 12 weeks, largest in
the deli department. The subcategory registered an 8.7% jump in dollar sales but steep commodity price
increases have led some consumers
to seek less expensive alternatives.

SLICED LUNCHMEAT
Kraft
Private Label
Hillshire Brands
Land O’Frost
Bar-S
Carl Buddig & Co.
Hormel Foods
Armour Eckrich Meats
Applegate Farms
Greenwood Packing

(1.9) 290,733,088
(4.8) 116,161,616
(1.6) 47,589,772
13.0 24,627,352
0.7 24,661,192
2.8 23,044,704
(3.9)
7,451,356
3.7
4,236,433
(7.0)
7,212,249
47.0
1,522,424
13.5
4,846,971

1.7 238,699,040
1.1 60,762,612
(2.5) 36,822,808
0.2
23,371,190
(4.3) 17,030,714
(7.9)
5,341,694
19.2 2,482,085
(0.3)
8,401,746
21.7
2,239,110
14.2
2,427,432
0.2 2,222,906
(1.5)
0.4
(1.9)
3.4
(3.6)
*
(28.5)
(21.1)
13.6
0.7
(85.1)

(2.0)
(2.3)
(4.5)
12.3
4.1
1.1
9.9
0.5
(6.0)
46.4
15.6

1.4
0.9
0.3
1.7
(2.6)
(8.3)
19.2
(0.9)
21.2
17.2
(0.3)

314,137,312 (2.6)
64,867,864 (4.8)
60,762,504 (2.3)
71,349,168
4.6
13,190,200
(1.5)
10,619,605
*
10,285,721 (22.4)
13,053,120 (20.0)
8,541,888
12.4
3,124,005 (6.6)
1,725,571 (87.0)

BREAKFAST SAUSAGE/HAM $335,655,968
9.7 90,100,392 (3.4) 81,289,072
Hillshire Brands
$96,897,784
(0.1)
21,885,712 (20.5) 20,872,316
Johnsonville Sausage
$40,638,144
13.7 11,450,287
3.7 8,646,888
Bob Evans
$32,532,748
(3.6)
7,915,749 (19.7)
7,316,377
Private Label
$31,867,608
23.0 10,284,275
8.9
8,484,547
ConAgra
$23,313,032
21.3
5,541,925
11.6 6,448,634
*Product has been in distribution less than one year.

(2.8)
(17.1)
4.1
(18.8)
10.2
12.6

FOODSERVICE

MENU MEMO

more seafood.
Roti Mediterranean Grill offers salmon as an addition
to a sandwich, salad, or rice plate, although it does come
with a $2 upcharge. Freshii offers shrimp as an option for
Here’s what’s happening with Mediterranean cuisines
their bowls, burritos, and wraps, including the Mediterand seafood in foodservice, and how it affects you.
ranean bowl which features kalamata olives, feta cheese
and roasted red peppers.
BY ADRIENNE NADEAU
As these flavors become common in restaurant settings, users will be looking to replicate these dinners at
eritage ingredients are popping up on menus
home. Seafood, even as part of a protein medley in frozen
for many reasons, such as versatility and flavor,
entrees or prepared meals, is a way to differentiate among
but it’s important to note that ethnic cuisines
retail competitors. Consumers see it as an upscale or
often benefit from a health halo and Mediterranean fare restaurant-like offering.
is a shining example.
Mediterranean foods also benefit from the many possible vegetarian offerings. Restaurant operators are using
‘HEALTH FOOD’ EVOLVES
health-related menu descriptors to
As consumers become increasingly
market their products. This year,
interested in where their food is
“organic” appeared in 3.2% of Medibeing sourced from and the susterranean menu descriptions, and
tainability of their meal, the overall
“vegetarian” is mentioned 2.3% of
definition of “health food” is changthe time. Certainly, items like falafel
ing. Healthy once meant diet food:
and spanakopita are seen as filling
low-fat, low-calorie, or sugar free.
and delicious, while coming in at a
Today, a healthy diet means some
lower price point.
opportunity for indulgence with
While falafel is a traditional Midconcern ultimately revolving around
dle Eastern food typically served
fresh ingredients and natural prodwrapped up in a pita or flatbread, the
ucts that are responsibly sourced.
word can also refer to a sandwich
ADRIENNE NADEAU
While it is the younger generations
item itself. Some 37% of respondents
that are driving the “good for the planet, good for the
found Mediterranean sandwiches appealing, and women
body” philosophy, older consumers are also beginning to
showed higher incidence than men. Subway, Freshii, and
gravitate to this mindset. As a result, products like Greek other limited service restaurants have launched limited
yogurt, oils, and proteins aren’t seen as negative, but as a
time offers for falafel dishes with great success.
necessary part of a balanced diet.
Falafel is beginning to make an appearance in frozen
Many consumers see Mediterranean cuisine as inand refrigerated meals, with vegetarian and specialty
herently healthful due to the heavy usage of fish, herbs,
manufacturers leading the charge. Mediterranean
and vegetables. Fish, a staple due to the region’s focus
sandwiches are also becoming mainstream and there is
on the sea, has one of the most favorable perceptions of
more willingness to try these products. Further, adding
all, with 73% of consumers polled calling it healthy or
an American twist on an ethnic dish or incorporating
very healthy. According to Technomic’s Menu Moniheritage ingredients in a familiar format such as pasta is a
tor, chicken is the favored
great way to capture a larger market.
protein with 21% menu
Both Wendy’s and The Counter, famous
incidence, but seafood acfor their burgers, incorporated Greek
counts for 11.3% of proteins
ingredients in new menu items this year.
in Mediterranean dishes,
Wendy’s rolled out the Ciabatta Bacon
with the most popular
Cheeseburger which touts “Mediterraneitems being shrimp, tuna and salmon. It’s no surprise that an-inspired ingredients like rosemary garlic aioli, roasted
seafood takes a substantial share of the menu, as it has
chopped tomatoes, and spring mix” and The Counter
been growing across market segments.
launched a kale salad featuring Greek feta and a lemon
Limited service restaurant operators strive to maintain vinaigrette. While both new dishes have received good
price points, as $7.60 is seen as the ideal price for lunch
reviews, the challenge of including global flavors on an
and $8.54 is the optimal cost for a fast casual dinner. Yes, American menu remains.
consumers are willing to spend up to $10 for an entrée,
TAKE THE RISK!
but competitive pricing is key. As a result, more affordable proteins are often used in order to keep check averIf the success of these items is any indication, incorporatages down. However, between the rising costs of beef and ing Mediterranean flavors and ingredients is a risk worth
the demand for authenticity, some operators are using
taking. The flavors and ingredients are becoming more

H
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familiar to consumers. As restaurants continue to incorporate them, these
items will likely increase in demand and encourage consumers to purchase a
frozen or refrigerated version of falafel or spanakopita and other crowd-pleasers for home entertaining. Q
Adrienne Nadeau is a consultant with Technomic, Inc. (www.technomic.com),
the Chicago-based consulting and research firm serving the food industry.

FOOD FACTOIDS
6 in 10 consumers indicated they
would likely order a menu item
featuring flavors and ingredients
typically associated with
Mediterranean cuisine.
52% of the consumers polled
for Technomic are active flavor
seekers – consumers who seek
out new and innovative cuisines
and value authenticity, variety,
uniqueness and originality.
82% of supermarkets offer
hummus as a dip in the
refrigerated aisle, ranking higher
than salsa (73%) and guacamole
(72%).
The Top 500 Limited Service
restaurants have seen 1.2%
growth in seafood sales since
2012.
The Top 500 Full Service
restaurants have seen 2% growth
in industry sales for seafood.

Food industry. Facts. Insights. Consulting.
Technomic delivers in-depth insights and business-building guidance grounded in facts.
Facts built on five decades of tracking and interpreting food industry developments. Our services range from online
research tools to large-scale studies to custom consulting solutions. We help food-focused companies of all shapes and
sizes innovate and grow. Specifically, we deliver intelligence to:
boost

Consumer Appeal

LEARN MORE
312-506-3832

create

Winning Offerings

understand the

Competition

Contact Bart Henyan or visit us online:

bhenyan@technomic.com

technomic.com
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WHEN SMALLER VENDORS WIN
Why a ‘top 2 and private label’ policy may not be wise.
BY DAN RAFTERY

W

e were curious about whether larger vendors
are growing more quickly than smaller vendors. To find out, we asked IRI to filter their
52-week dollar sales data to show the top 10 manufacturers in each category segment for the frozen department. (We’ll do the same for dairy and deli next month.)

OUR METHODOLOGY
We separated out the top two manufacturers, private
label and all others in the group of 10 vendors. For those
few segments where store brands did not make the top 10
in retail dollars, we used eight manufacturers in the “others” group. We included only those subcategories with
annual sales of at least $10 million.
Percentage changes in retail dollar sales and unit sales
are shown for the latest available 52 weeks versus the
prior 52 weeks. For the two vendor groups (i.e. the top
two vendors and the other seven or eight) we developed a
weighted average change over the same two time periods.
The weighted average change is the amount that each
group changed in total over the two time periods. It is
weighted by the largest vendor sales in each group. It is
not the average of each manufacturer’s change, but rather
the total effect of each group on retail sales and unit sales
over the last year.
In other words the two top vendors either showed an
increase or decrease versus the prior year and the rest of
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the national brand manufacturers also showed either an
increase or decrease.
We sorted the results by the difference between the
changes of the smaller guys versus the larger guys. Top
place in frozen foods, for example, went to the frozen
muffins segment, where the smaller vendors showed
a total retail dollar increase of 93.5% and a total unit
sales increase of 124.9% versus sales declines of 25.6%
and 27.0%, respectively, for the top two national brand
vendors. Interestingly, private label behaved differently
in this segment, gaining 20.2% in dollars, while dropping
7.6% in units.
Curious about the impact relative pricing might have
on these results, we developed the average unit price over
the two time periods.
Still looking at the frozen muffins segment, the average
retail price for the small guys during the current 52 weeks
is $4.46 — a decline from the prior year average of $5.18.
The big guys show a price increase from $3.67 to $3.74
over the two years. Private label also shows an increase in
average retail price, going from $2.14 to $2.79.
Several factors could drive the performance of a group
of manufacturers — including but not limited to the
number of brands introduced, package size changes and
the number of items discontinued. The price shoppers pay
at checkout has had an impact on category and total store
performance for several years. Regardless of the underly-

ing causes of the change,
these tables should get
you thinking.
In some cases, the large
drop in retail pricing
may have caused a huge
increase in unit sales and
the resulting increase
in dollar sales for the
small guys. In others, the
increase in average retail
for private label may
have added enough dollar sales to make a small
decline in unit sales
bearable. But if nothing else, it appears that
a policy of “two brands
plus a private label” in
each subcategory may
not always be the best
money-maker for you. Q
Dan Raftery, president of
Raftery Resource Network, can be reached at
Dan@RafteryNet.com.

WHERE SMALLER
VENDORS WIN
In the frozen department, smaller vendors
outpaced the top two
vendors in 41 out of 67
subcategories.

O

ur chart is a
custom analysis
of vendor-level
data from IRI (www.iri.
worldwide.com), the
Chicago-based market
research firm. It was
developed for Frozen
& Refrigerated Buyer
by Raftery Resource
Network (www.
RafteryNet.com) using
manufacturer totals
provided by IRI. Data
covers sales in supermarkets, drugstores,
mass market retailers,
military commissaries
and select club and dollar retail chains for the

52 weeks ended July 13, 2014.
The listings show the 41 frozen food
department subcategories (with annual
sales of more than $10 million) where
smaller vendors turned in higher sales
increases than the top two vendors. These
weighted average dollar sales changes (in
the second column of data) were calculated by Raftery. Subcategory and private

label percentage changes are IRI calculations.
The top two vendors outpaced the
smaller vendors in 26 frozen food subcategories with sales of more than $10
million. The smaller vendors are defined
here as firms with sales in the top 10 in
the subcategory, but not including the top
two vendors and private label. Q

FROZEN DEPARTMENT
SEGMENT

DOLLAR
SALES
% CHG

MUFFINS
(14.1)
Top Two
Private Label
Other Seven
SQUASH/ZUCCHINI
1.4
Top Two
Private Label
Other Seven
WHIP TOPPINGS
(3.4)
Top Two
Private Label
Other Seven
CHEESECAKES
(7.2)
Top Two
Private Label
Other Seven
RAVIOLI
2.8
Top Two
Private Label
Other Seven
CHILI
1.0
Top Two
(No Private Label)
Other Eight
PLN POTATOES/FRIES/HSHBRWNS 1.1
Top Two
Private Label
Other Seven
PRPRD VGTBL (SAUCE/CRUMBS) (14.1)
Top Two
Private Label
Other Seven
FRUIT
13.5
Top Two
Private Label
Other Seven
SWT GOODS - NO CHEESECAKES (5.1)
Top Two
Private Label
Other Seven
POT PIES
3.4
Top Two
Private Label
Other Seven
SHERBET/SORBET/ICES
(7.1)
Top Two
Private Label
Other Seven

WTD AVG
$ SLS
CHG
(25.6)
20.2
93.5
(9.5)
(5.96)
51.4
(3.1)
(4.4)
39.5
(23.6)
28.2
7.2
(6.3)
6.6
14.9
(4.5)
12.7
(3.3)
4.0
13.3
(14.6)
(13.1)
1.2
12.4
13.4
27.9
(8.4)
(16.3)
5.6
2.6
8.6
16.3
(10.3)
(8.1)
3.0

OTHERS
MINUS
TOP 2

UNITS
% CHG

119.2

(16.5)

60.9

(2.8)

42.6

(4.2)

30.8

(4.9)

21.1

(0.2)

17.2

(1.3)

16.6

2.8

15.8

(9.3)

15.5

9.2

14.0

0.8

13.7

6.6

13.3

(7.9)

WTD AVG AVG UNIT
UNITS
PRICE*
CHG
2014*

AVG UNIT
PRICE
2013**

(27.0)
(7.6)
124.9

3.74
2.79
4.46

3.67
2.14
5.18

(15.5)
(2.0)
42.2

1.87
1.42
2.60

1.75
1.48
2.44

(2.8)
(7.3)
55.2

1.60
1.38
3.12

1.61
1.34
3.47

(20.0)
32.6
8.0

7.22
9.52
5.41

7.56
9.85
5.45

(5.9)
4.3
6.2

2.84
3.16
3.57

2.85
3.09
3.30

(7.8)

3.37

3.26

15.6

4.46

4.57

(2.5)
5.9
15.6

3.01
2.37
2.87

3.04
2.42
2.93

(9.0)
(26.4)
1.4

1.83
1.80
1.93

1.95
1.52
1.94

9.8
9.4
16.2

5.30
4.40
4.74

5.17
4.24
4.31

(7.4)
(5.3)
24.0

3.60
5.43
4.42

3.64
6.14
5.19

6.9
(38.4)
2.6

1.53
3.98
2.47

1.59
2.26
2.18

(10.7)
(9.2)
2.2

3.51
2.54
3.38

3.50
2.50
3.35

SEPTEMBER 2014

www.frbuyer.com 27

7( % 2 % /4 ( % 2 3 &! , ,
4!) 0%)

0OSITION YOURSELF FOR EXCITING
SALES GROWTH WITH 4AI 0EI 

single serve entrées

OTHER FROZEN
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SUBCATEGORIES
WHERE THE
TOP 2 WIN
Here are the frozen
subcategories
where the top
two vendors grew
faster than smaller
vendors within the
top 10 (dollar ranking). The list is in
order of where the
top two vendors
won by the most,
and works it way
down to where the
gap narrows and
finally disappears:

Frankfurters

t
t
Corn
t
Cooked Shrimp
t
Onion Rings
t
Raw Shrimp
t
Drink/Cocktail
Cocktail mixes

Drink Conc.

t
Dips
t
Appetizers/
Snacks

tPies
t

30 www.frbuyer.com

FROZEN DEPARTMENT
SEGMENT

DOLLAR
SALES
% CHG

SOUP
(11.4)
Top Two
Private Label
Other Seven
ICE CREAM
1.6
Top Two
Private Label
Other Seven
PRCSSD FZ/RFG TRKY/TRKY SUB 19.4
Top Two
Private Label
Other Seven
COOKIE DOUGH
9.4
Top Two
Private Label
Other Seven
ICE CREAM/ICE MILK DSSRTS
(2.1)
Top Two
Private Label
Other Seven
CARROTS
(4.2)
Top Two
Private Label
Other Seven
BRD/ROLLS/PSTRY DGH (4.2)
Top Two
Private Label
Other Seven
ONIONS
(0.3)
Top Two
Private Label
Other Seven
MULTI-SRV DNNRS/ENTREES
(3.8)
Top Two
Private Label
Other Seven
SAUSAGE
6.1
Top Two
Private Label
Other Seven
SINGLE-SRV DNNRS/ENTREES (4.5)
Top Two
(No Private Label)
Other Eight
BREADED VEGETABLES
(2.3)
Top Two
Private Label
Other Seven
PIZZA
0.2
Top Two
Private Label
Other Seven
CORN ON THE COB
0.7
Top Two
Private Label
Other Seven
FZ/RFG MEAT SUBSTITUTES
1.2
Top Two
Private Label
Other Seven
SEPTEMBER 2014

WTD AVG
$ SLS
CHG
(18.6)
2.1
(5.5)
(3.7)
(1.7)
9.1
(13.7)
79.5
(1.5)
8.5
290.2
20.2
(2.8)
(7.0)
7.3
(8.6)
(2.3)
0.3
(8.2)
(4.2)
0.1
(4.2)
2.5
3.7
(4.6)
(5.7)
3.0
4.5
2.9
11.9
(7.0)
0.3
(6.8)
1.5
0.4
(1.9)
3.9
4.0
(1.0)
2.3
4.1
(2.3)
46.0
2.6

OTHERS
MINUS
TOP 2

UNITS
% CHG

13.1

14.6

12.8

1.4

12.2

17.6

11.7

2.9

10.1

(5.7)

8.9

1.3

8.3

(4.5)

7.8

1.6

7.6

(4.6)

7.4

0.2

7.3

(4.3)

7.2

(5.9)

6.0

(1.0)

5.1

(2.7)

4.9

(1.1)

WTD AVG AVG UNIT
UNITS
PRICE*
CHG
2014*

AVG UNIT
PRICE
2013**

39.7
10.4
(7.6)

3.66
4.93
3.07

6.28
5.33
3.00

(4.2)
(0.3)
9.0

3.75
3.16
3.78

3.73
3.21
3.78

(12.2)
107.4
(8.6)

4.48
6.16
5.93

4.56
7.12
5.50

4.1
125.5
26.8

5.21
16.75
6.26

4.99
9.68
6.61

(4.4)
(5.7)
1.8

17.28
16.18
10.73

16.99
16.41
10.19

0.6
1.5
2.2

1.57
1.22
1.78

1.73
1.27
1.82

(8.3)
(6.3)
(1.2)

3.67
3.12
3.25

3.67
3.06
3.21

(2.2)
4.4
(1.5)

1.74
1.17
1.52

1.77
1.19
1.44

(5.4)
(6.1)
0.5

6.57
7.03
4.77

6.52
7.01
4.66

(0.3)
(4.8)
6.1

1.91
5.15
2.87

1.82
4.77
2.72

(5.2)

2.09

2.13

(2.4)

2.05

2.00

(11.9)
4.7
(3.4)

2.10
1.87
4.01

1.99
1.93
3.86

(3.0)
(1.2)
1.4

3.96
3.13
1.76

3.92
2.98
1.72

(7.9)
2.8
1.3

3.69
3.05
3.94

3.43
3.06
3.84

(5.3)
43.5
0.6

3.88
3.68
4.11

3.76
3.62
4.03

Fz/Rfg A/O Pltry/
Pltry Subst.

FROZEN DEPARTMENT
SEGMENT

DOLLAR
SALES
% CHG

HNDHLD ENTREES (NON-BRKFST) 0.7
Top Two
Private Label
Other Seven
FRSH BKD BRD/ROLL/BISCUIT (1.0)
Top Two
Private Label
Other Seven
FZ/RFG TRKY/TRKY SUBSTITUTE 8.8
Top Two
Private Label
Other Seven
NOVELTIES
(1.9)
Top Two
Private Label
Other Seven
BREAKFAST ENTREES
1.7
Top Two
Private Label
Other Seven
ICE POP NOVELTIES
(1.4)
Top Two
Private Label
Other Seven
PIZZA CRUSTS/DOUGH
9.0
Top Two
Private Label
Other Seven
FISH/SEAFOOD
4.8
Top Two
Private Label
Other Seven
PIEROGI
(1.2)
Top Two
Private Label
Other Seven
MEAT (NO POULTRY)
2.1
Top Two
Private Label
Other Seven
PIE/PASTRY SHELLS
0.1
Top Two
Private Label
Other Seven
SIDE DISHES
(2.1)
Top Two
Private Label
Other Seven
FZ/RFG CHCKN/CHCKN SUBST. 0.8
Top Two
Private Label
Other Seven
YOGURT/TOFU
(3.2)
Top Two
Private Label
Other Seven
WAFFLES
(1.1)
Top Two
Private Label
Other Seven

WTD AVG
$ SLS
CHG
(2.8)
(5.8)
2.1
(3.7)
2.8
1.0
3.1
38.2
7.4
(5.1)
(2.8)
(1.0)
0.4
5.5
4.2
0.6
4.4
4.2
15.6
21.8
18.6
3.8
1.0
6.6
(1.3)
(1.8)
1.0
3.2
(3.1)
5.0
2.9
(5.3)
3.4
(3.3)
1.2
(2.9)
(1.4)
(1.0)
(1.0)
(1.5)
3.9
(1.4)
(1.6)
1.2
(1.6)

OTHERS
MINUS
TOP 2

UNITS
% CHG

4.9

0.8

4.7

(1.4)

4.3

8.6

4.1

(3.8)

3.7

5.0

3.7

(0.3)

2.9

10.6

2.8

(0.4)

2.3

(0.2)

1.8

1.2

0.5

(0.5)

0.4

(3.4)

0.4

(0.8)

0.0

(4.3)

0.0

0.7

WTD AVG AVG UNIT
UNITS
PRICE*
CHG
2014*

AVG UNIT
PRICE
2013**

(5.1)
0.9
6.0

3.10
2.09
3.79

3.03
2.23
3.94

(3.5)
1.1
0.2

3.00
2.27
2.71

3.01
2.24
2.68

4.7
38.3
3.4

5.03
5.14
4.96

5.11
5.15
4.77

(7.7)
(5.6)
(0.8)

3.32
2.90
3.50

3.23
2.81
3.51

(0.3)
8.2
13.6

2.96
2.26
2.79

2.94
2.32
3.04

2.7
5.0
3.1

2.22
2.42
1.03

2.27
2.43
1.02

18.5
27.0
15.5

5.55
2.84
2.02

5.69
2.96
1.96

0.4
(5.5)
3.3

5.94
7.13
7.52

5.74
6.67
7.29

0.9
(4.7)
(7.1)

2.83
2.10
4.00

2.90
2.04
3.68

(1.0)
(4.6)
4.5

8.22
8.44
9.29

7.89
8.31
9.24

0.9
(5.3)
7.5

3.29
2.20
2.50

3.23
2.20
2.60

5.1
(5.4)
(5.6)

2.67
1.96
2.37

2.90
1.83
2.30

(1.9)
(2.2)
(3.3)

7.05
6.89
5.79

7.01
6.80
5.65

(3.6)
5.3
(4.3)

3.69
3.05
3.82

3.61
3.09
3.71

(0.9)
4.4
6.5

3.05
2.09
1.97

3.07
2.16
2.13
SEPTEMBER 2014

t
Broccoli
t
Tortellini/
Tortelloni

t
Breakfast

Handheld

t
A/O Pasta/
Noodles

t
t
Bagels
t
Proc. Fz/Rfg
Pretzels

Chkn/Chkn Subst.

t
Mixed Vegetables
t
Peas
t
Beans
t
Other Bkfst Food
t
Sauce/Gravy/
Marinade

t
Stuffed Pasta
Shells

t
Spinach
t
Other Plain Veg.
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GROWING

the corporate CEO
not dependent on
somewhere.”
the growing season,
The Co-op tries to get
and the Co-op gets
the best price for local
a healthy vendor
products while also takturnout.
In the Co-op’s case,
ing a smaller margin on
The Producers’
it’s anything made
them to help promote
Display Challenge
or grown within 100
sales and allow vendors
A small New Hampshire Co-op uses
worked well, excited
miles. According to a
to grow more quickly.
innovative ways to help local venboth shoppers and
company brochure,
American Flatbread
dors grow, and it’s paying off for
store associates and
“localvores” in the
Pizza, for example,
everybody.
is something you may
Co-op’s market have
began as a local product
be able to replicate
defined their local
in the Co-op stores, but
BY WARREN THAYER
successfully in your
has now gone national.
own stores. Here’s
foodshed as being
Gage is watching anotho help get associates fired up
how it worked.
within a 100-mile
er small vendor, Small
about local brands, the
The challenge to
radius of home. (A loBatch Pizza of Topsham,
Hanover Co-op runs
store
associates was
calvore, by the way, is
Vt., take off quickly in
Producers’ Fairs and display conto build a multi-dea person who is comhis stores.
tests at its four stores each year.
partment display that
mitted to eating foods
The Hanover, N.H.-based stores
At last month’s
conveys the extent of
grown within the local
ring up about 13% of total sales on
Producers’ Fairs, local
local products availfoodshed.)
products grown or produced by 270
vendors ran demos
able at the Hanover
Localvores point
of its vendors located within 100
and sampling stations
Co-op Food Stores.
out that eating locally
miles.
both inside and outside
Each of the four
grown food supports
the stores, generally
stores had to build
HELPS DIFFERENTIATION
local farmers and the
on weekend days from
a display that would
“It helps us build differentiation and
about 10 a.m. to 2 p.m.
be up from Aug. 1
local economy, helps
customer loyalty,” says Randy Gage,
In some cases, vento 28, with special
preserve the rural
category merchandiser, frozen, dairy
dors ran deals on their
signage requests to
landscape, reduces
and grocery. “The major chains don’t
products. There was live
be submitted to the
shipping distances
sell these products, and the quality
entertainment to help
communications
and the consumpdraw in the
department by July
tion of fossil fuels,
crowds,
1. Regular signage
reduces waste (local
including
would go through the
products tend to have
everything
store service desk.
less packaging) and
from live
WHOLE STORE
encourages regional
music, to
IS INVOLVED
food self-reliance.
puppet
“The merchandising
shows to a
department created
dunk tank.
this idea five years ago, and it’s been
(Go to Facebook and
fantastic,” says Gage. “It involves the
key in “the co-op food
whole store, and is directed by the
stores.” Look for posts
store manager. The judges can’t be
in August, especially the
from any of the stores, so we generfirst part of the month.)
ally pick three people from adminAt the Lebanon, N.H.,
store, store associate Dan istration: one from marketing, one
from education/member services
Hazelton played guitar
and one other person.”
with Cardigan MounBlue ribbons on the cases identify local frozen
Gage has been a judge at least
tain Tradition, a local (of
food vendors.
twice. He recalls sitting down for
course) bluegrass band.
about three hours with other judges
Not all of the vendors
and freshness are excellent. And if
can turn out for the Producers’ Fairs, coming up with criteria that stores
had to meet in order to win. It’s a
there’s ever a problem, you can get
since some of them are busy with
pretty cool list:
the company owner on the phone
crops in the fields. But many of the
1. Department participation.
without having to have a broker call
local products are packaged goods

LOCAL
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WHAT’S
LOCAL?

2. Meet Co-op goals.
3. Creativity.
4. Use of available space.
5. Use of special local promo
items.
6. Local farm promotion.
7. Cross-merchandising themes.
8. Staff participation.
9. Ease of shopping the display.
10. Sustainable practices in
display building.
11. Best use of brochures.
12. Organization.
13. Cleanliness.
14. POS-overall signage.
15. Restock planning.
16. Out-of-the-box ideas.
17. Overall planning.
The Co-op’s Randy Gage, affixing ‘local’ ribbons on the dairy cases, helped
Since the Co-op stores vary
judge the Producer’s Display Challenge at the company’s four stores.
widely in size, there’s no penalty
for having a smaller display in a
smaller store. In fact, this year’s winner was a relatively
pesto sauce, local deviled eggs and local bacon. Signage
small store, in White River Junction, Vt. Its six-foot
picked up on Dr. Seuss’s “Oh the places you’ll go!” and
display was based on a Dr. Seuss theme.
featured local farms and vendors.
When the judges walked into the store, they were
Each year’s winner gets bragging rights, and one-yearserved green eggs and ham — made with local green
possession of the Co-op Display Challenge Trophy. Q

Redefining the Gluten-Free Pizza Experience!
Certified gluten-free
No artificial flavors, colors, or
preservatives
No added nitrites or nitrates
Antibiotic -free chicken

New Crispy Crust!

Visit us at Expo East Booth # 2606
www.sonomaflatbreads.com
(614) 416 - 6853

Four delicious Personal and 10” sizes coming 10.15.14

JOHNNY’S COLUMN

GOT ‘LOCAL?’
You should! Here’s why supporting local brands is good
for you, and your shoppers.
BY JOHNNY HARRIS

W

hen I visit
stores, I see
a lot of local
products that should
have a “Buy Local” sign
or shelf talker, but they
don’t. This is especially
true for eggs; many
retailers buy eggs from
local farmers, but they
don’t sign them.
If you’re going to buy
JOHNNY HARRIS
local brands, sign them
and be proud of them. It
will build consumer traffic, loyalty and profits.
You can establish some parameters for what’s “local”
or “regional,” which also can be signed. Maybe a product
is local if it’s from the same state or within 250 miles, or
regional if it’s from within an adjoining state or within
500 miles.

WALK YOUR SECTION
Every category manager should walk their section wherever they are, and see what’s packed near their town or
region. A manufacturer may have its headquarters far
away, but a plant nearby. That’s worth considering also.
Of course if you have a great many local products in
a category, you might want to sign just 10 or 12 of them.
And you’ve got to be careful about just where products
come from.
For example, your local dairy may be importing from
far away. Let me explain. Many states don’t have enough
organic milk
to supply local
needs. A dairy
might pack its
milk in North
Carolina, but
import its
organic milk from Texas. You might label that as “packed
locally,” which may have a benefit, but don’t call it local.
Local products are very important to your shoppers.
Just try discontinuing one and see what happens. It won’t
be pleasant. And if you have stores in towns with dairies,
you damn well better carry their milk. The same goes for
local eggs, local bakeries and so on.
When I was with Harris Teeter, Hunter Dairy in Char-

‘If you’re going to buy
local brands, sign them
and be proud of them.’
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lotte used to deliver their milk door-to-door. When they
decided to sell out, Harris Teeter bought the business and
packed milk under the Hunter brand. Customers didn’t
know we owned the brand, but we got a premium for it.
Most direct-store-delivery milk is $1 to $1.50 more per
gallon than private label. We priced Hunter milk about 20
cents higher than private label, and it did very well. Shoppers were really loyal to the local Hunter brand.
Shelf labels and signage are one thing, but talking up
your local products is even better. Have pictures of the
farmers or small manufacturers, stress how close they are
to your stores and how that makes the products fresher.
Talk about supporting local businesses and jobs.
I never believed in stocking just two big brands and a
private label. You have to give the customers what they
want. If that means five brands and a private label, that’s
fine with me.
By the way, private label is spotty in many stores. Private label milk is milk and private label cheese is cheese,
but when you get into some of the cereals and frozen
stuff, a lot of it is crap. Your private label should be equal
to or better than the brand, and you should mean that
and not just say it.

MORE PROFIT
Finally, you can get
more profit by using the
smaller brands. They sell
well in markets where
shoppers are loyal to
them. And they also
give you more leverage
against your top vendors.
If you have small brands,
the big brands may spend
more with you because
they don’t want to give
up a piece of the pie.
Of course, when
Lots of retailers carry local
you become known for
eggs, but don’t sign them.
having local products,
there’s the occasional misunderstanding. Right before the
holidays each year, I’d get visits from local people whose
families told them that their cheese or soup is so good it
should be sold in stores.
Once when a lady brought me a quart jar of soup, I politely asked her how many jars she could make per week.
She said “About 12.” I told her we’d need about 1,000 jars
a week for the whole chain, and she got up and walked
out and I never saw her again. You’ve always got to be
courteous, but this is likely to happen to you someday,
too. Be ready. 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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SPOTLIGHT: ICE CREAM

ICE CREAM &

NOVELTIES DIP
But the super-premium segment is up 13% over the past
52 weeks, thanks to big gains in the gelato category.

an opportunity to strike a balance between taste and
health by combining more indulgent flavor profiles with
a nutritional label consumers can feel good about eating
every day.” The five new ice cream-inspired flavors introduced by Yasso earlier this year include Mint Chocolate
Chip, Sea Salt Caramel, Chocolate Fudge, Dark Chocolate
Raspberry and Peanut Butter Cup.

‘NO SUGAR ADDED’

While “diet” ice cream and novelties are on the decline,
manufacturers are experimenting with products that
check other better-for-you boxes, including vitamin-fortihe ice cream and frozen novelties categories took fied, added protein and gluten-free. But the most successsmall steps backward during the 12 weeks ended
ful better-for-you claim seems to, be “no sugar added.”
July 13. Ice cream dollar sales slid 0.6% across
For example, Le Mars, Iowa-based Wells’ Dairy (www.
formats to $1.46 billion while frozen novelty sales fell
bluebunny.com), recently expanded its Sweet Freedom
1.0% to $1.20 billion, reports IRI (@IRIworldwide), the
collection with ice
Chicago-based market research firm.
cream sandwiches
Although dollar sales were up in only two of
and vanilla bean
six ice cream and novelties subcategories — ice
and salted caramel
cream (+0.5%) and ice pop novelties (+6.2%) —
ice cream bars.
volume gains were lower in both, suggesting
And Englewood
prices are rising, due partly to strong growth in
Cliffs, N.J.-based
the super-premium segment.
Breyers (www.
A year or two ago, it looked like frozen
breyers.com), addyogurt and then Greek frozen yogurt might be
ed three flavors to
Building its no-sugar-added,
the ticket. But except for a handful of brands
on the success Splenda-sweetened
still on the upswing, the trend seems to be losof its Starburst Strawberry Sorbet lineup.
ing steam. In fact, frozen yogurt sales tumbled
Bars, Mars Ice Cream will introduce an
11.8% to
According to
Orange flavor early next year. George Denman,
$84.04 million during
sales and marketthe most recent
ing vp at Cincinnati-based Graeter’s Ice Cream (www.
12 weeks, reports
graeters.com), the company’s monk fruit-sweetened A
IRI. According to
Little Less Indulgence (ALLI) collection recently became
Amanda Klane,
the first to carry the Institute of Low Glycemic Research’s
co-founder of
“low glycemic” and “diabetic friendly for type 2 diabeBoston-based Yasso tes” certifications, which it will begin adding to packag(www.yasso.com),
ing later this year. “A product that allows consumers on
whose Greek frozen sugar-restricted diets to enjoy ‘actual ice cream’ without
yogurt bar sales
sacrificing taste is a game-changer,” he remarks. “Delivercontinue to expand, ing a little less indulgence with these health benefits is a
the company’s
formula for success.”
While Greek frozen yogurt grabbed a lot of headlines
success stems
Yasso brings ‘responsible
in
2012 and 2013, this year’s biggest newsmaker is gelato,
from its efforts to
indulgence’ to the Greek frozen
a
high-end
product that’s driving 13% growth in the
make Greek frozen
yogurt category with ice creamyogurt a little more super-premium segment. Minneapolis-based Talenti
style flavors.
(www.talentigelato.com) is leading the charge, registerdecadent. “Frozen
ing a whopping 66.0% gain during the most recent 12
desserts are an indulgence,” she explains. “And consumweeks. The company added three new gelato varieties
ers aren’t willing to sacrifice flavor when they’re treat(Argentine Caramel, Southern Butter Pecan and German
ing themselves,” hence the decline in items positioned
Chocolate Cake) this past spring, which coincided with a
as “diet.” But until recently, consumers watching their
package revamp.
weight didn’t have many other options, leading many to
Nestlé-owned Häagen-Dazs (www.haagendazs.com),
avoid the category altogether. “The majority of the ice
Oakland,
Calif., has added Caramelized Banana Chip,
cream category falls into two very specific buckets: highly
Pistachio,
Pomegranate Swirl and Tiramisu to its four
indulgent and diet-positioned,” says Klane. “But we see
BY DENISE LEATHERS
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SPOTLIGHT: ICE CREAM

original gelato flavors. But despite
term ‘plain vanilla’ from the lexicon
refer to it as ‘gastronomic tourism,’
heavy trade spending, the line is
because we know vanilla — and
taking consumers around the world
reportedly struggling.
by offering exotic flavors and vivid de- chocolate, too — is far from plain
Gelato category newcomer Breyers scriptions,” says Michael Leb, CEO of when you use beans from differis also having a tough time, despite
Pasadena, Calif.-based Choctal (www. ent parts of the world. People are
offering its Gelato Indulgences in
shocked by the variation,” says Leb.
choctal.com), which began shipping
larger 28.5-ounce tubs. ManufacturOffered in both pints and 4-ounce
product about six months ago.
ers say the presence of corn syrup
single-serve cups, the eight flavor
NO MORE ‘PLAIN VANILLA’
and artificial ingredients are likely
lineup includes four varieties of
Tapping into a foodie trend that’s
a turn-off to the super-premium
vanilla and four varieties of chocoalready caught on in other categories, late. “Our view is that salted caramel
consumer.
Denman says Graeter’s new gelatos including fine wine and whole-bean
may not be around in two years, but
coffee, “We’re trying to eliminate the
are made the old-fashioned way, by
vanilla and chocolate will,” explains
hand, one batch at
a time, with only natural ingredients. Enhanced with chocolate
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
dollar stores combined for the 12 weeks ended July 13, 2014, according to IRI (@iriworldwide), a
truffle inclusions — a
Chicago-based market research firm. Percent change is versus the same period a year ago. Only
Graeter’s hallmark —
manufacturers with at least $10 million in sales during the period are listed.
the line has been very
well-received, contribCATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
uting to the company’s
ICE CREAM/SHERBET $1,463,456,640
(0.6) 406,572,576
(2.1) 1,207,108,864
(4.2)
double-digit growth
ICE CREAM
$1,328,948,480
0.5 365,730,816
(1.0) 1,113,914,240
(3.6)
over the past year.
Private Label
$274,016,992
(5.2)
86,593,472
(5.9)
327,524,416
(5.5)
Another superNestlé/Dreyer’s
$235,207,872
(6.4)
62,371,480
(6.5)
137,552,336
(8.4)
premium trend is
Good Humor/Breyers
$170,392,080
2.0
48,001,392
(2.6)
137,333,984
(5.9)
the use of high-end
Blue Bell Creameries
$145,766,544
3.8
33,495,682
(0.8)
99,668,888
1.2
ingredients sourced
Ben & Jerry’s
$96,516,768
14.8
25,925,620
13.4
26,086,382
13.8
from around the
Wells’ Enterprises
$92,103,312
(6.7)
21,673,490
(8.7)
108,196,784
(8.3)
globe. For example,
Turkey Hill
$57,055,104
17.0
20,270,564
22.0
60,164,624
22.1
among the new gelato
Talenti
$38,158,232
66.0
8,659,151
58.7
8,992,359
63.5
flavors rolled out this
Friendly’s
$33,146,104
3.0
12,210,158
4.0
36,630,476
4.0
past spring by New
Kemps
$17,167,926
(7.5)
4,573,266
(3.2)
18,572,616
(8.7)
York-based Ciao Bella
FZ YOGURT/TOFU
$84,036,400 (11.8)
23,289,676
(12.1)
53,036,184
(7.5)
(www.ciaobellagelato.
Private Label
$16,508,142
(1.1)
5,501,689
(1.4)
18,015,902
(0.1)
com) were South
SHERBET/SORBET/ICES $50,471,672
(8.7)
17,552,112
(9.7)
40,158,360
(12.8)
American Dark ChocPrivate Label
$20,776,132
(12.2)
8,247,829
(13.0)
22,121,814
(14.4)
olate, Madagascar
FZ NOVELTIES
$1,197,966,336
(1.0) 381,806,752
(2.1) 644,734,144
(0.5)
Vanilla and Alba HaFZ NOVELTIES
$1,056,925,568
(1.4) 338,002,496
(3.1) 464,577,440
(2.5)
zelnut Caffé (Alba is a
Nestlé/Dreyer’s
$280,163,264
(3.4)
80,930,376
(7.5)
85,207,744
(4.0)
town in Italy’s PiedGood Humor/Breyers
$211,456,144
(1.5)
72,181,784
(0.2) 102,296,008
(0.7)
mont region known for
Private Label
$128,695,568
(8.1)
44,867,380
(11.6)
89,477,456
(8.5)
its hazelnuts). But one
Wells’ Enterprises
$111,365,608
(6.6) 30,800,960
(2.7)
41,484,204
(5.6)
company has taken the
Mars
$44,266,568
(1.9)
13,627,832
1.7
9,833,844
1.4
trend a step further,
Blue Bell Creameries
$41,261,712
13.9
10,899,122
11.0
20,291,528
11.3
debuting an entire
Unilever Bestfoods
$33,248,302
1.6
9,304,578
6.2
6,320,947
2.7
line of single-origin
J&J Snack Foods
$22,012,130
(1.7)
7,482,072
(8.6)
15,850,420
(3.8)
ice cream that allows
Ziegenfelder Ice Cream
$17,316,348
(2.5)
8,130,863
(4.0)
19,724,240
(5.7)
consumers to taste for
Prairie Farms Dairy
$14,493,172
7.2
4,402,732
7.1
8,316,446
5.8
themselves the subtle
ICE POP NOVELTIES
$83,463,048
6.2 40,202,588
8.5 168,728,832
5.8
differences between
Jel Sert
$34,437,980
1.2
15,509,743
6.8
57,784,244
(3.3)
chocolate ice cream
Alamance Foods
$26,380,860
24.0
11,047,923
24.8
67,976,176
23.7
made with, say, Costa
Private Label
$13,601,528
(0.7)
5,574,941
(0.1)
30,523,058
(2.4)
Rican cacao beans verICE CREAM/ICE MLK DSSRTS $57,577,816
(3.6)
3,601,690
(6.4)
11,427,888
(4.1)
sus that made with KaCelebration Foods
$33,134,308
(0.5)
1,870,674
(1.8)
6,514,710
(1.1)
limantan cacao. “We
Rich Products Corp.
$12,376,436
(13.0)
741,710
(15.8)
1,982,489
(12.3)
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Leb. “We’re not trying to
compete with companies
offering the latest flavors or
flavor combinations. We’re all
about simplicity.” He adds that
about half the population lists
vanilla as its favorite ice cream
flavor (chocolate is second
most popular in most surveys),
so the strategy appears sound.
International-style ice
creams are also popular. For
example, Pittsburg, Calif.based Ramar Foods (www.
magnoliaplease.com) offers a
Ultra-premium newcomer Choctal
full line of all-natural tropical
offers eight varieties of single-origin
ice cream under its Magnolia
chocolate and vanilla.
brand, including such exotic
flavors as Avocado, Lychee,
Leches and Hot Chocolate con
Mango, Thai Tea and new addition
Churros.
Tropical Guava. And Wells’ Dairy
Other trending flavors include
recently debuted four Hispaniccoconut and macaroon, reports
inspired varieties under its prePackaged Facts. But Denman says
mium Blue Bunny label, including
bourbon- and whiskey-infused ice
Coconut Mango Swirl, Flan, Cuatro creams are also gaining momen-

tum, especially among affluent
users partial to craft and artisanal
brands. “Expect to see Graeter’s
launch something in this arena in
2015,” he reports.

NEW IN NOVELTIES
The novelties category has also
seen lots of new product activity.
The leader in candy bar-inspired
novelties, Hackettstown, N.J.-based
Mars Ice Cream (www.mars.com),
though known for its Snickers,
Twix, Milky Way and Dove ice
cream bars, has found inspiration
for its latest frozen treat outside the
chocolate bar segment. Starburst
Strawberry Sorbet Bars debuted
last February and have been so
well-received, says marketing
director Flip Block, the company
will introduce an Orange flavor
early next year. Offered in fourcount packages, the 2.6-ounce bars
contain only 70 calories. Q
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SPOTLIGHT: SEAFOOD
LOGISTICS

SEAFOOD
NETS 2.7%
INCREASE

better and best items are offered
under the Asian Gold, Chicken of the
Sea and Xcellent brands, respectively.

‘ADVENTUROUS’ MILLENNIALS

After years of growth, manufacturers say they’ve noticed a minor shift
from value-added seafood to commodity products. Rising seafood
But volume plunges 8.2% as
prices might play a role, “But we think
commodity prices soar.
it’s due mostly to more adventurous
eaters, i.e. Millennials, who tend to
BY DENISE LEATHERS
be more creative and like to cook
rozen seafood volume tumfrom scratch,” says Rebekah Cady,
bled 8.2% during the 12
marketing and packaging manager
weeks ended July 13, reports
at Baltimore-based Phillips Foods
Chicago-based market research
(www.phillipsfoods.com). Howfirm IRI (@iriworldwide.com). But
ever, she remarks, it’s important
thanks to steep commodity price
to remember that they’re often
increases, dollar sales rose 2.7% to
cooking for only one or two. “The
$952.72 million across formats. The majority of shoppers are cooking
disparity was most pronounced in
for busy, multi-person households.
the shrimp category where cooked
So they’re looking for value-added,
shrimp and raw shrimp volumes
heat-and-serve, prepared meal opplummeted 21.4% and 10.5%,
tions.” Millennials aside, adds Cady,
respectively. But cooked shrimp
a lot of consumers still don’t know
dollars were down just 1.5%, while
how to cook seafood from scratch,
raw shrimp dollars shot up 10.5%.
leading many to avoid the category
Frozen fish/seafood pricing has
altogether. So it’s doubly important to
been more stable recently, though
offer easy-to-prepare items.
certain species, including tilapia and
That kind of thinking combined
haddock, are seeing some inflation.
with growing emphasis on the
Dollar sales were up 1.8% to $512.58
store perimeter has led to increased
million, as a result, though volume
demand for refrigerated seafood,
fell 3.9%.
says Cady. PhilTo keep conlips continues to
sumers from being
expand its new To
“priced out” of the
Go program, which
seafood category,
includes crab cakes,
some manufacturlobster cakes, tuna
ers have created
burgers and lobster
tiered programs
mac and cheese, all
that offer somein modified atmosthing for shopphere packaging to
pers at every price
extend shelf life.
point. For examThe company is
ple, Chicken of the Gorton’s introduces never-fried
also adding a new
Sea Frozen Foods
Smart & Crunchy Fish Sticks and refrigerated item,
(www.chicken
Lobster Salad, to its
Fillets with 50% less fat than
ofthesea.com), El
club store lineup.
traditional coated seafood.
Segundo, Calif.,
For consumers
recently debuted a “Good, Better,
who want to feel like they “cooked,”
Best” shrimp program “that addressPhillips recently debuted a line of alles the needs of different customers by natural frozen seafood Skillet Meals
offering them a choice, not a single,
for two. Ready to eat in about 10 minone-size-fits-all product,” says marutes, they come in flavors like Mediketing director Bogdan Serbu. Good,
terranean Style Shrimp Primavera,

F
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New Orleans Style Shrimp, and Asian
Style Crispy Orange Shrimp, highlighting growing demand for more
adventurous, ethnic flavor profiles.
“We are seeing influences from the
Americas to Asia to the Caribbean,”
says Serbu. “Consumers like the
familiarity of species like salmon and
tilapia topped or infused with new
and exciting flavors.”
“Adults in particular are interested
in bolder flavor varieties,” says Chris

In line with changing eating patterns,
SeaPak rolls out a line of frozen
seafood snacks that allow consumers
to enjoy shrimp, fish and clams
outside traditional mealtimes.

Hussey, vp of marketing at Gloucester, Mass.-based Gorton’s (www.
gortons.com). “They’re more willing
to experiment than they’ve been in
the past.” He adds that Gorton’s new
Artisan Fillets, in flavors like Lemon
and Cracked Peppercorn and Roasted
Garlic with Herbs, were developed
with that consumer in mind. The
company is also addressing the needs
of consumers interested in better-foryou seafood options, particularly on
the batter-dipped side of the category.
Just now hitting the shelves,
Gorton’s new Smart & Crunchy
Fish Sticks and Fillets represent “a
significant step forward” in terms
of healthfulness, says Hussey. “They
offer the taste and crunch consumers have come to expect from coated
seafood but because they’ve never
been fried, contain 50% less fat [than
traditional batter-dipped fish].” He
adds that similar products have been
very successful in categories like
frozen chicken.
Seafood has also made inroads in
the snack and appetizer category,
which continues to grow with con-

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

every night is seafood night with Phillips

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

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

888.234.2722

SPOTLIGHT: SEAFOOD
sumers’ changing eating habits. Both advertised meal
Mass.-based MatGorton’s (fish bites) and Commerce,
law’s (www.matlaws.
deals, offering
Calif.-based Contessa (fish taquitos,
com), part of the
recipes in the
tacos and empanadas) recently rolled store newsletter
National Fish and
out seafood-based frozen snacks, and or on social media
Seafood family. For
Phillips is preparing to debut Olive
example, Matlaw’s
sites, or driving
Oil & Sea Salt Calamari Strips for its
offers a wide variety
trial with a couclub-store customers.
of stuffed clams, inpon that has to be
The company is also expanding its
cluding new flavors
added to a savings
frozen dip portfolio, adding Honey
like Bacon & Cheese,
card before shopChipotle Shrimp and Boston Bacon
Chorizo and Chili
ping.”
To meet growing demand for
And don’t
Horseradish to its collection.
Lime. “But when it
refrigerated seafood among
One of the newest players in the
forget in-store
comes to grilling,
consumers shopping the
frozen seafood snack segment is
demos and sammost people only
store perimeter more heavily,
SeaPak Shrimp & Seafood Co. (www.
pling. “Demos
think of hotdogs and
Phillips debuts Lobster Salad
seapak.com), St. Simons Island, Ga.,
and sampling
hamburgers.” But an
for its club-store customers.
which recently rolled out a five-SKU
are very effecin-store demo not
line of oven-ready, snack-size prodtive for boosting the visibility of
only opens their eyes to the possiucts, including Clam Strips, Shrimp
products consumers may not already bility of grilled clams, “It also gives
Poppers, Shrimp Fries, Fish Bites and
be familiar with or know how to
them the confidence to take them
Shrimp ‘N Batter (a seafood take on
prepare,” says Kevin Donahue, vp of
home because they know exactly how
the chicken nugget). “We know Amer- product merchandising at Gloucester, to prepare them successfully.” Q
icans are snacking more,
and we hope this line will
better serve those consumers looking to enjoy
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
shrimp or seafood during
dollar stores combined for the 12 weeks ended July 13, 2014, according to IRI (@iriworldwide), a
non-meal occasions,” says
Chicago-based market research firm. Percent change is versus the same period a year ago.
director of marketing
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$237,061,664
(1.5)
25,524,742
(18.4)
24,939,382
(21.4)
gests getting in consumPrivate
Label
$133,845,680
(5.8)
13,699,285
(25.6)
13,164,726
(28.5)
ers’ heads before they
Rich-SeaPak
$20,105,112
15.7
3,034,351
9.4
3,055,108
9.7
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is great, “But TPRs only
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Bay
Fisheries
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6.5
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715,899
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(30.0)
603,276
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RAW
SHRIMP
$203,074,624
10.5
18,648,700
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Private Label
$109,039,696
10.0
10,619,775
(6.9)
11,436,988
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Rich-SeaPak
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1.0
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5.2
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98% of those who aren’t,
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Star
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822,183
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“Retailers need to tell
Maple
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292,319
0.2
584,638
0.2
them how to prepare an
Tampa
Bay
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National Fish & Seafood
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they get to the store — by
Only
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with
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in
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SPOTLIGHT: ASIAN FOODS

‘AUTHENTIC’
ASIAN IS A HIT

Consumer trends point to increased growth for the
Asian category, both in restaurants and the frozen food
aisle.
BY DAN RAFTERY

C

onsumer desire for more authentic ethnic cuisine, cleaner lists of ingredients and premium
quality are helping build incremental sales in the
Asian food category.
Jack Acree, executive vice president, Saffron Road Food
(www.saffronroadfood.com), Stamford, Conn., believes
that “quality and authenticity are the main drivers for frozen foods” and
consumers are
paying attention.
“Cost and quality have been
driven so low in
the entrée category,” he notes,
“that when a
premium brand
comes along that
delivers quality
Saffron Road launched
and authenticity,
two Korean tacos, packaged in
they buy-in iman eye-catching food truck-like
mediately.”
box. They tie into the growing
“Natural can
food truck trend.
be lumped into
this in some
ways, as truly-natural brands (such as protein raised
without antibiotics for example) are also growing,” says
Acree. “When premium and natural are married in a
brand such as Saffron Road, one gets the fastest-growing
brand of frozen entrees (according to IRI 7/13/14).”
Acree believes that retailers and many of the larger
manufacturers have thought that low retails would drive
frozen food sales indefinitely. He sees that now changing.
“Young consumers have shown they are willing to pay
for true authenticity and ‘clean’ products,” says Acree.
Scott Corey, director of marketing, Kahiki Foods,
(www.kahiki.com), Gahanna, Ohio, agrees. “We see the
same trends in retail as we see in Asian restaurants,”
says Corey. “Consumers look for more interesting flavor
combinations in widely appealing forms. As the category
matures, hopefully more space will be made available to
bring the more interesting flavors to the market.”
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Al Greenwood, vp-sales, Water Lilies Food, Inc., (www.
waterliliesfood.com), Astoria, N.Y., notes that consumers
are looking for higher quality products — particularly organic and natural items. Frozen foods have fallen behind
here, and “It is now especially important for the frozen
department to overachieve on quality items offered to
overcome consumers’ negative mind-set,” he notes.
He adds that “snacking has overtaken meals in number
of eating occasions during the day.” Although most retailers recognize this, he thinks many retailers would benefit
from having more snack-type items.
Consumers hunger for more variety, according to
Greenwood, and “This is where the frozen Asian category
can play a big role as consumers are increasingly gravitating to ethnic meals that offer something different.” He
believes that cable-TV cooking shows and cooking websites will continue to fuel this demand even more in the
future.
New and innovative items are coming on strong. For
example, “Saffron Road launched a line of Korean entrees
in February (Beef Bulgogi, Bibimbop w/
Beef, Gochujang Chicken,
Bibimbop w/ Tofu)
that has been our
best-received launch
to date, both by
the trade and
consumers,”
says Acree.
“They are authentic dishes
that deliver
the flavors
consumers see
in the fast-growing
Korean restaurant/food truck movement.”
Saffron Road also launched two Korean Tacos (Chicken and Tofu) which are packaged in an eye-catching food
truck-like box, capitalizing directly on the rapidly growing food truck trend, especially in urban areas.
Meanwhile, Water Lilies introduced the Mandarin
Market brand, including organic and all-natural potstickers, spring rolls and egg rolls. Greenwood says the
line has clean labels: “For example, this is the Organic
Chicken Potsticker ingredient list: Organic Chicken,
Organic Cabbage, Organic Shitake Mushroom, Organic
Carrot, Organic Soybean Oil, Organic Scallion, Organic
Sugar, Organic Sesame Oil, Sea Salt, Organic Garlic, and
Organic White Pepper.”

MERCHANDISING IS KEY
Kahiki’s Corey continues to promote consolidated merchandising for Asian frozen foods. “Retailers who have
consolidated their Asian category into one section are
seeing improvements in sales,” he says. “Consumers shop

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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for Asian frozen food the way they
eat in restaurants, by pairing sides
and appetizers with their main meal.
When retailers merchandise with
this understanding, they have an opportunity to up-sell the shopper just
like restaurants do with the diner.
But he warns against promoting
multiple Asian brands at the same
time, thereby weakening incremental sales.
Water Lilies’ Greenwood recommends product sampling. “In our
dealings with Costco,” he says, “we
have come to recognize the power of
in-store demos. There is a direct impact on sales.” He adds that people talk about the demos
and like the excitement sampling brings to shopping.

CULINARY EXPERTS
SOUND OFF ON ASIAN
Johnson & Wales instructors share their thoughts on
Asian cuisine, and the frozen food aisle.

W

ho better to ask about trends in Asian foods
than a panel of experts from Johnson &
Wales University’s College of Culinary Arts in
Charlotte, N.C. InnovAsian Cuisine, Tukwilla, Wash.,
thought so, and as part of a comprehensive study on
the evolution of Asian, commissioned Concentric
Marketing to gain broader perspectives as part of
an upcoming white paper, “Asian Cuisine Is Now
Mainstreaming. What Are We Waiting For?” We’ll have
considerably more on that white paper next month.
Bob Shaw, president of Charlotte-based Concentric,
recently discussed the topic with four experts from the
college: Jerry Lanuzza, dean of culinary education; Susan
Batten, senior instructor; Karl Staybe, associate professor; and Tim Cameron, associate
professor. Here are excerpts from
that conversation.

What influence has Asian
migration had in shaping our
culinary scene?

Jerry Lanuzza

Lanuzza: It’s been huge. Asian
flavors are not going anywhere; their
influence will only get stronger. Thai
hasn’t hit its ground. People think of
Thai as Pad Thai and coconut curry,
but there’s so much more to it.
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Water Lilies introduced the Mandarin
Market brand, which includes organic and
all-natural potstickers, spring rolls and
egg rolls.

Greenwood has seen some retailers do
a good job with signage. “For example,
HEB’s Central Market does a nice job of
clearly marking the different sections of
the department with signage that attaches
to the outside of the freezer door and that
minimally impacts product visibility.” He
says retailers should communicate not only
deals, but themes such as organic/natural
and ethnic sections such as Asian foods. Q
Dan Raftery is president of Raftery Resource
Network and a trumpet hobbyist. He can be reached at
Dan@RafteryNet.com.
Much like Vietnamese food is more
than just phó.
Batten: The kids of the first generation Post-Vietnam war, Laotian
and Vietnamese people who came
here in the ‘70s are just now in college. They’ve grown up eating their
parents’ and grandparents’ food
at home and American foods at
school; their diets are really more
hybrid. This next generation is
more familiar with the traditional
flavors and yet equally comfortable
with our more contemporary or
Americanized take on Asian.

Susan Batten

What’s the typical Americans threshold for
“authentic” Asian food?
Batten: Americans will only
step out of their comfort zone
so far, wherever that might be.
For most, the first thing they’ll
embrace is the familiar — beef,
chicken, shrimp and some form
of Asian noodle, and then the
flavor profile — sweet, hot, spicy,
sour and salty. It’s why Pad Thai
is so popular; it has all of the elements and tastes in one dish.

What makes Asian flavors so
distinctive?

Karl Staybe

Staybe: For Asian food, the sauce with a perfectly balanced flavor profile is everything. As Americans, we’re

SPOTLIGHT: ASIAN FOODS

comfortable with sweet and sour or teriyaki
sauce, and we’ve been exposed, in recent
years, to new tastes like garlic ginger and
Thai red curry. But, we’ve barely scratched
the surface. Just go to an Asian market and
see how many interesting sauces and seasoning ingredients there are that have yet
to be explored.

What Asian ingredients
or flavors are hot?

Tim Cameron

Cameron: Condiments are everywhere, like
banana or mango ketchups or Thai sweet chili that combine sweet and spicy. As an ingredient, lemongrass is
wildly popular because it brings the aromatic flavor and
brightness of Thai and Vietnamese to all types of foods.
And, chefs are using Asian mushrooms, bok choy, green
papaya, lychee nuts and different kinds of noodles.

What about Asian-inspired frozen food
products: are they good or bad?

Staybe: It’s been a good thing. It exposes a larger population, who might never set foot into a Vietnamese or
Korean restaurant because they’re intimidated and over-

whelmed by the menu, smells and language.
Yet, they’re more prone to pick up a Chicken
Red Curry or Pad Thai in a grocery store to
try at home.
Batten: I think for the general public, products like InnovAsian and P.F. Chang’s have
actually elevated the frozen food market
with better food profiles and more attention to detail and it’s exposed a lot of people
to more authentic Chinese flavors for the
first time.

What if you created your own Asian-inspired
frozen food entree?

Lanuzza: If we’re going to do it, we’ve got to do it right.
And, if you do it right, people will pay for the convenience. But first, you have to do your research — the food
science behind a product is essential. And, the flavors
must be balanced and not overwhelm the dish. Another factor is re-thermability: Does it hold up when it’s
reheated? Rice and noodles are so hugely important to
Asian dishes, they need to hold up and not go mushy and
the protein and vegetables must have the right texture. If
not, then it’s not right. Q

SPOTLIGHT: MEDITERRANEAN

MEDITERRANEAN

While traditional hummus is still consumers’ favorite,
manufacturers say unique flavor profiles like sriracha
and falafel as well as those derived from other ethnic
cuisines (think Southwest or Tuscan) are gaining steam.
Sweet flavors are also finding an audience. For example,
Ward Hill, Mass.-based Cedar’s Mediterranean Foods
(www.cedarsfoods.com) will add a limited-edition
One of consumers’ favorite restaurant cuisines is findPumpkin Spice variety to its lineup later this month,
ing its way onto more grocers’ shelves.
reports director of marketing Aimee Tsakirellis. Also
new: All Natural Beet and Everything (like the baBY DENISE LEATHERS
gel) flavors. In addition, Tsakirellis notes a trend
toward “alternate bean” varieties that replace
hanks in part to the growing
chick peas with garbanzo beans, edamame or
popularity of fast-casual outlets
other non-traditional hummus ingredients.
like Zoe’s Kitchen and Roti
Category leader Sabra has been joined by
Mediterranean Grill, Mediterranean
others now offering single-serve hummusfood ranked among the top-five resand-chip snacks. Taunton, Mass.-based
taurant cuisines in America last year.
Tribe Mediterranean Foods (www.tribe
In fact, Mintel Menu Insights data
hummus.com) debuted a pair of grab-and-go
reveals the incidence of Mediterranean
varieties (Classic and Sweet Roasted Red Pepper)
items on restaurant menus jumped 83%
this summer. Other companies are doing
between 2010 and 2013.
Cedar’s combines savory
the same thing with Greek yogurt-based
What’s the attraction? Manufacturdips, another rapidly growing category. For
ers say Mediterranean cuisine taps into and sweet in its new
example, Naugatuck, Conn.-based YoCrunch
hot consumer trends: It’s exotic, it em- limited-edition Pumpkin
Spice Hummus.
(www.yocrunch.com) is rolling out three
phasizes fresh veggies and sauces, and
Greek yogurt-based dips (Spicy Three Pepper,
everyone from the American Heart
French Onion and Cucumber Dill) paired with a single
Association to Dr. Oz says it’s the healthiest way to eat.
serving of pita chips or pretzels under its Yopa! subDOUBLE-DIGIT GROWTH
brand, now used for its Greek yogurt as well.
Meanwhile, Karoun Dairies (www.blueislespread.
Hummus (a.k.a. refrigerated flavored spreads), the first
com), San Fernando, Calif., debuted Mediterranean
Mediterranean product to really take hold in the United
States, posted another double-digit gain (+10.3% to $49.84 Yogurt Spreads that offer a healthier alternative to cream
cheese. Sold under the Blue Isle Mediterranean brand,
million) during the 12 weeks ended July 13, reports
the spreads contain 40% fewer calories and fat per servChicago-based market research firm IRI (@iriworldwide.
ing than cream cheese — and they’re all-natural. Availcom). New players continue to enter the far-from-mature
able varieties include Original, Honey, Blueberry, French
category. For example, Salinas, Calif.-based Growers
Onion and Spicy Vegetables.
Express (www.greengiantfresh.com) just rolled out eight
all-natural, non-GMO varieties under the Green Giant
COMING SOON TO FROZEN
Fresh brand. Also certified gluten-free, they’re designed
to be merchandised in the fresh produce section — where Mediterranean or Greek varieties of frozen pizza are
nothing new, but these cuisines have otherwise been
competition ostensibly is a little less fierce — alongside
scarce in the frozen department. That’s about to change
dippers like baby carrots and cut broccoli.
this fall, reports Peter
Cokinos, general
manager and exec vp
at Elk Grove Village,
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
Ill.-based Grecian
dollar stores combined for the 12 weeks ended July 13, 2014, according to IRI (@iriworldwide), a
Delights (www.
Chicago-based market research firm. Percent change is versus the same period a year ago.
greciandelight.com).
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
Although details are
RFG FLAVORED SPREADS $172,545,984 10.3
49,837,564
10.3 32,875,480
9.7
scarce, the new line of
Sabra
$108,343,968
10.3 28,934,978
8.4
20,156,208
7.9
frozen Mediterranean
Private Label
$17,020,980
49.7
5,647,672
57.3
3,568,394
55.9
foods “will bring the
Tribe Mediterranean Foods $11,810,933 (3.7)
4,350,621
5.3
2,288,363
2.0
authentic Greek food
Cedars
$7,028,758
(1.9)
2,195,773
(1.7)
1,506,262
(0.2)
experience into conKraft
$6,389,734 (30.2)
2,201,674
(27.8)
1,078,622 (32.6)
sumers’ homes.” Q
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have to move goods?
Air freight? No, too
costly for most. Barge?
No, not practical within
the continental United
States. The only viable
alternative to truck is
rail, or intermodal—a
combination of both rail
and truck.

INTERMODAL GAINS

RAIL & INTERMODAL

TO THE RESCUE?
Rail and intermodal may help prevent the ‘mother of
all capacity shortages’ in trucking, new research says.

New research by Chicago-based JLL (www.us.jll.com) says
“the re-emergence of the iron horse” and the growth of inland ports are poised to pick up freight capacity in the face
of looming shortages in the trucking industry.
The financial and professional services firm, which
specializes in commercial
real estate services and
investment management,
points to the rapid growth of rail and intermodal transportation in particular. You can download JLL’s complete
report, “Perspectives on supply chain 2014,” on its website.
A portion is excerpted here.

Intermodal has been the
fastest growing transportation mode for the past
nine years running. Ten
years ago, few companies
thought of rail (or intermodal) as a practical way
of moving their goods.
Today, that mindset is
changing. Growth has
been substantial: U.S. rail
intermodal volume was 3.1 million containers and trailers
in 1980 and 12.8 million units in 2013. This represents a
CAGR of 9.5% over the past 33 years.
Fast forward to March 2014. Proof that truck traffic is
being pushed onto rail can be found in several statistics,
care of the American Association of Railroads (AAR.org),
which tracks numbers from rail carriers that handle 95%
of U.S. and Canadian rail traffic:
—March 2014 carload traffic was up over 3.5% vs.
March 2013, and the highest since March 2011.
—March 2014 intermodal traffic was up over 9.9% vs.
March 2013, the 52nd consecutive year-over-year month-

Intermodal has been the fastest growing transportation
mode for the past nine years running.

W

hen it comes to moving goods around the
country, trucks handle the vast majority of
that transportation burden. This is true in the
United States, as well as in Asia or Europe, where trucks
are the primary go-to shipping method for most companies. The question for corporate shippers today is “what
if trucks are unavailable?” This might sound extreme, but
it is a real concern. According to Gordon Klemp, founder
and president of The National Transportation Institute
(NTI), the “mother of all capacity shortages” is coming.
Outside of a truck, what other options does a company
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ly increase for intermodal.
—North American freight cars in storage are at the
lowest point since the AAR started tracking the statistic
in early 2009 (15.5% vs. 31.9%).
So what has changed? Why the big fuss about rail?
Here’s the rundown:
—Freight costs are on the rise. No question about it.
This creates a need for corporate supply chain professionals to look for cheaper, alternative modes of transportation.
—Railroads are, on average, four times more fuel
efficient than trucks.
—Unlike truck trailers, containers can be “doublestacked.” This ‘two in one’ approach lowers costs and also
enhances productivity — containers can easily be transferred to and from ships and trucks.

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

—Trucking capacity will likely tighten. The trucking industry is being
impacted by a variety of issues that will continue to drive costs up and create tighter capacity, including federal regulations such as Hours of Service,
limiting the number of hours a driver can be on the road; higher operating
costs driven by insurance rates; fuel prices; and increasing driver wages. To
compound matters, a driver shortage appears to be on the horizon as many
are nearing retirement and the next-gen is pursuing other careers. A greater
reliance on rail intermodal means truck driver shortages are less of a problem.
—Sustainability initiatives are increasing
in importance. Corporations are looking
for ways to lower their
carbon emissions, and
part of this is finding
a way to seek more
efficient “greener” modes of transportation. (Trains, on average, are 60%
“greener” than trucks.)
—Risk mitigation is a notable priority. Given recent natural disasters such
as the tsunami in Japan and flooding in Thailand, corporate boards are asking
about risk management and there is too much risk to having all your transportation “eggs in one basket.”

The trucking industry is being
impacted by a variety of issues
that will continue to drive costs
up and create tighter capacity.

INLAND PORTS KEY
Rail and intermodal transportation will likely continue to grow in importance
as a way to offset the operational challenges as noted above. The development
of inland ports will be the key driver in bringing all of the supply chain constituencies together.
This “what is old is new” phenomenon will be due to the closely coordinated efforts of the trucking companies themselves, shippers, the railroads
and industrial real estate developers and their corporate occupier clients as
they focus attention and investment capital on inland ports. It’s all about the
ongoing battle to drive costs out of the supply chain while at the same time
delivering goods more quickly. Having a robust and flexible infrastructure is
crucial. Supply chain and real estate professionals are coming together like
never before, which will have long lasting impacts upon not only how and
where goods are transported, but where and how they are distributed. Q

TQ OPENING
IN ST. LOUIS
Freight broker Total Quality Logistics
(www.tql.com), Cincinnati, will spend
$1.2 million to open an office in St.
Louis. This will be the 14th state
where the company has locations.
The company, with more than
2,800 employees, generated sales of
$1.6 billion in 2013. It expects to create 95 jobs within the next five years
at the new location.
“St. Louis gives us access to outstanding professional talent. Finding
the right talent is key to our ability to
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grow market share within the third
party logistics industry,” said Kerry
Byrne, TQL executive vice president.
TQL connects customers moving
truckload freight with carriers who
can haul it. It works with more than
50,000 carriers across North America,
giving it access to millions of trucks to
help its customers move freight.
The company identifies the right
trucks for particular freight loads,
negotiates rates, and satisfies its
customers’ delivery requirements.
Founded in 1997 in Cincinnati, the
company moves more than 20,000
loads of truckload freight a week
throughout the continent, making it

one of the largest freight brokerage
firms in the nation. Q

HARRIS TEETER
TO EXPAND DC
Harris Teeter, the Matthews, N.C.,
subsidiary of Kroger, will begin construction in October of a $5.5 million, 50,000-square-foot expansion
of its Indian Trail distribution center
in Union County, N.C. The DC now
has about 580,000 square feet.
The company expects the construction will take up to 10 months
to complete, and will result in the
creation of 41 new jobs. The DC now
handles perishables and dry grocery,
and serves about 104 stores in the
Carolinas, Tennessee, Georgia and
Florida. When the addition is completed, it will serve up to 125 stores. Q

LOGISTICS
LEDGER

Plans for a new 450,000-squarefoot distribution center in
Hawfields, N.C., for Sam’s Club,
have been expanded to include an
additional 77,000 square feet for a
cross-docking facility. Prior to this
new addition, Walmart (owner of
Sam’s Club) had said the new DC
would cost about $96 million… A
former Dominick’s DC in Northlake, Ill., has been bought by
Bridge Development Partners,
Chicago. The company plans to keep
a 162,000-square-foot cooler facility
and a 135,000-square-foot freezer
building, which it will expand to
239,120 square feet. Both buildings,
with 32-foot ceilings, are available
for lease. Other buildings will be
torn down to make way for a new
590,000-square-foot DC… The
United States Cold Storage facility
in Turlock, Calif., is expanding to
13.3 million cubic feet of warehouse
space. The project will add 17,000
pallet positions and 15 dock doors in
the multi-temp (-20F to +55F) facility,
which was built in 2009. Q

National Reach, Local Connections
DEDICATION SETS LINEAGE APART
Lineage Logistics is a warehousing and logistics
company built to deliver sophisticated, customized
and dependable cold chain solutions. Lineage has
one of the largest facility networks in the U.S.
forged through the combination of entrepreneurial
companies with long histories and strong reputations.
We are a company of creative people dedicated to
getting the job done and absolutely committed to
customer service.
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GETTING PERSONAL

CREATING,

DAY AND NIGHT
By day, he lives in the world of gluten-free frozen foods.
By night, he plays guitar for a heavy metal rock ’n roll/
alternative band.

J

ason Spencer is creative director of new media management at S&F Foods, Romulus, Mich. He’s also
a guitarist for the five-member rock band Wilson,
which has played for as many as 3,000
people. While he loves both jobs, we chatted
with him about rock ’n roll.

tWhen and where was your band founded?
In 2009, in East Lansing, and then relocated to
the Detroit area.
tWhat instruments do you play? Do you
do any vocals?
Primarily guitar, but I dabble with bass from
time to time and any other instruments that
strike my interests. As of now, I do vocal
back-ups only. I’d like to focus on some vocal
training at some point, but I tend to focus on
my song-writing abilities.
tHow much do you travel?

We travel
several months
out of the year,
everywhere for
the most part.
Right now,
we’re touring
the United
States, on day
24 in Newport,
Ky. Our farthest trip may have been to Edmonton, Alberta. It definitely
felt far, but I think it was because we were touring Canada
in the winter.

tAny recordings sold?

Yes, an EP and a full-length are available, at www.
WilsonIsABand.com.

tHow did you first get interested in music?
My mom had a collection of CDs that sat around for the
longest time because we didn’t have a CD player (the times
of tape cassettes were in full force). Then I received my
first boombox as a gift and the first thing I did was take
the CD with the most interesting artwork and see what
happened. Sure enough, that CD was Nirvana’s “Nevermind.” At this point, I began to find my place in the rock
’n roll world of music. I think I was 8, and first played punk
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rock. My parents (his father, David, is president of S&F)
were very supportive from the beginning.
My very first band was Missused — yes, we used the
letter “s” twice. We were on top of the world, but so far
away from being anywhere but the local coffee shop. It
was great and built a foundation of what it would be like
to deal with four or five other people on a creative level.
We didn’t last very long, but it was enough to inspire me
to be a musician.

tWhat are some interesting experiences you’ve had?
We’ve toured with a band called GWAR. Everyday was a
unique experience! Also, we toured with Bam Margera...
and if anyone knows him from the show Jackass, you can
imagine the shenanigans. Every single day
of a tour is an unusual
experience. We are in
a new city every day
and meet new people
everyday. Yes, the loadin process is always the
same, but you never
know what you’re going
to get. You never know
what person you’re
going to inspire. It’s a
beautiful thing to move
people by, in so many
words, making noise.

tWho are some of
your favorite musicians and why?
Jimmy Page, hey, total
guitar wizard; John
Above, Jason Spencer playing
Mayer, guitar genius
at The Assembly in Sacramento, whether you like his
Calif. (Photo by Joe Calixto); at
music or not; Dave
left, Spencer’s band at Austin’s
Grohl has been a major
Fuel Arena, Grayslake, Ill.
influence on many rock
(Snack King Photos).
musicians, including
me; Dimebag Darrell,
amazing guitarist and influence on my style of playing.
tWhich artists have influenced you the most?
Led Zeppelin, Nirvana, ‘90s Alternative, Pantera.

tWhat’s your favorite song by another band?
Tough question, but probably Possum Kingdom by The
Toadies.

tWho would you most like to meet in the music world,
and why?
Dave Grohl, because he seems like a real dude who would
have an hour conversation with you over something simple.
tWhat would you ask him?
What his favorite jerky is!
—Warren Thayer
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