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OUT WARREN’S WAY

STATE OF THE

INDUSTRY
It’s a distressed state, to be sure.
But there may be (just maybe)
light at the end of the tunnel.
It’s been a tough year.
Frozen food was flat
in dollars and down 1.1%
in units, according to
Nielsen. Dairy was up 2.7%
in dollars — primarily on
commodity cost increases
— but down 0.8% in units.

NO PANIC BUTTON
Before anybody hits the
panic button, keep in mind
that total combined channel dollars
rose by only 1.2%, with units flat. So
the malaise isn’t confined to us. Besides, restaurant traffic is flat, with
quick-service operators worried
about loss of share to supermarkets.
And the middle class is shrinking — the gap between high- and
low-income groups is the widest it’s
been in 100 years, and the share of
Americans who identify with being
middle class has never been lower.
Suffice it to say that there are far
larger issues affecting the industry
than are commonly seen by those
of us afflicted with frozen and refrigerated tunnel vision. But having
said that, it’s also a good thing that
there are consumer public relations
campaigns underway by both the
National Frozen & Refrigerated
Foods Association and the American Frozen Food Institute.
Much of what needs to be done,
of course, is tied to the healing of
self-inflicted wounds, especially in
key frozen categories that have done
most of the heavy lifting over the
years. (Think dinners and entrees,
for example.) We’ve been training
shoppers to buy only on deal. Cutting corners on ingredients to have
a lower price. Buying based on slotting and street money rather than
consumer needs. Being slow on the
uptake on the ‘healthy’ trend. It’s a
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long list, and we all know it well.
To heighten the drama, many in
our industry have come to terms
with this only recently and are
making changes for the better —
just as perimeter departments seem
poised to suck the lifeblood out of
frozen foods.
I asked Paco
Underhill, the
founding president of New Yorkbased Envirosell,
the behavioral
research and
consultancy, if he
believes that frozen food is losing
share to perimeter
departments. His
response was immediate.
“Of course,” he said. “The center
store has been declining year after
year. Part of the problem is that the
frozen industry has to give people
a more compelling reason why they
should be in the frozen food aisle in
the first place.”
Underhill, known for his bestselling books (Why We Buy, The
Call of the Mall, What Women
Want), believes that the frozen
industry needs to help people organize their time better via cheap,
healthy and convenient meals.
(Which reminds me of a sign
that used to hang on my office wall:
“Cheap. Fast. Good. Pick any two.”)

TODAY’S REALITY
But seemingly impossible demands
are today’s reality, like it or not.
Underhill believes frozen and refrigerated departments need to do a
better job curating their selections.
He also says we might try putting
meal basics together in a short set
that includes proteins, starch and
vegetables so shoppers wouldn’t
have to traipse up and down the
aisle looking for them.
All these ideas — any ideas, actually — are worth considering. Now.
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NEW PRODUCTS

Italian-Style Lunch Meats
Madison, Wis.-based Oscar
Mayer (www.oscarmayer.
com), part of the Kraft
Foods Group, debuts bold,
Old World Style lunch
meats for Italian sandwiches. Offered in 4-ounce
packages, the collection
includes Classic Pepperoni,
Turkey Pepperoni, Cracked
Black Pepper Salami and
Classic Salami, the last
of which is made using a
Mayer family recipe from
1922. All four varieties are
excellent sources of protein, offering up to 8 grams per serving. SRP is $3.29.
Gluten-Free Asian Entrees
Feel Good Foods (www.feelgf.com), New York, launches
gluten- and dairy-free Asian entrees made with allnatural, non-GMO ingredients. Billed as “the first of
their kind,” the
single-serve frozen meals come
in five MSG-free
varieties: Vegetable Fried Rice,
General Tso’s
Chicken, Mongolian Beef, Broad
Noodles with
Chinese Broccoli
and Chicken, and
Stir-Fry Chicken
with Vegetables.
Also free of preservatives and artificial flavors, the microwaveable 9- and
10-ounce meals carry a $6.99 SRP.
Veggie Patties
Boston-based Veggie Patch (www.veggiepatch.com) rolls
out a pair of protein-rich, vegetable-based patties free
of GMOs and trans fats. Roasted Red Pepper Falafels
combine red
pepper and
chickpeas
with a blend
of falafel
spices while
Moroccan
Red Lentil
Cakes feature red lentils, carrots
and zesty spices. The falafels contain 6 grams of protein
per serving; the lentil cakes, 8 grams. They’re offered in
12-count, 8.8-ounce and five-count, 9-ounce packages, respectively. Sold chilled and ready to cook, both products
carry a $4.49 SRP.
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Spicy Spreadable Cheese
Chicago-based Bel Brands USA (www.thelaughingcow.
com) introduces a “zingy” eighth
flavor of its The Laughing Cow
spreadable cheese wedges.
Made with real jalapeno peppers, Creamy
Spicy Pepper Jack is
free of artificial flavors
and preservatives and
contains 35 calories per
serving. SRP is $3.69 for a
6-ounce round with eight
.75-ounce wedges.
Italian Tortas
Omaha, Neb.-based ConAgra Foods
(www.villabertolli.com) adds a pair of Italian-Style Tortas
to its Bertolli frozen foods lineup. Similar to calzones
and strombolis, the
single-serve Italian
pies feature a flaky,
made-from-scratch
crust stuffed with
premium meats,
cheeses and slowcooked sauce. Varieties include Three
Cheese Marinara with
ricotta, parmesan
and mozzarella and
Italian Sausage with
spicy Italian sausage, cheese and basil-seasoned marinara.
Both come in proprietary trays designed to deliver crisp,
oven-baked flavor from the microwave. SRP is $2.99 for a
10-ounce torta.
Chocolate Malt-Style Ice Cream
Blue Bell Creameries (www.bluebell.com), Brenham,
Texas, adds Malt
Shoppe Ice
Cream to its
premium “brown
rim” collection. The new
flavor combines
chocolate malt ice
cream with milk
chocolate-covered
malted milk balls.
It’s available in halfgallons ($7.59 SRP) and pints ($2.25 SRP).
Natural Lunch Meats
Garner, N.C.-based Butterball (www.butterball.com) expands its packaged lunch meat lineup with an all-natural
offering free of artificial ingredients, added hormones, nitrates, nitrites and gluten. Offered in resealable 8-ounce
packages, the Natural Inspirations collection includes
Oven Roasted Turkey, Maple Turkey, Garlic Peppercorn
Turkey, and Herb Roasted Turkey. SRP is $3.99. Butterball

Blount makes all of our
organic soups all delicious...

...And that means increased sales as more and more of your customers are
buying organic foods. With Blount branded organic soups on your shelves,
why not capture your share of a rapidly growing market?
To learn more about our artisan crafted organic soups
and side dishes,contact us at 800.274.2526.
blountfinefoods.com/buildsales

You deserve better!

HOMESTYLE CREATIONS MADE WITH THE FINEST INGREDIENTS, BY MOMMA.

CHICKEN
ALFREDO

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

Come visit us October 12th at booth number 17

For sales and information, Please contact
Hope DeLong 561-309-7098 or 561-336-4040
707 Presidential Dr., Boynton Beach, Fl. 33435
#    0.    
Visit us at: www.mommabsmacandcheese.com

homestyle

spicy
pepper jack


   

   
   


gluten-free
mac & cheese

chicken &
biscuit pie

chicken alfredo

   



   
  



   
   

truffle

   
   

NEW PRODUCTS
Breakfast Sandwiches
Respect Foods (www.respectfoods.com), Palm Beach Gardens, Fla.,
introduces premium frozen breakfast sandwiches ready to eat in
90 seconds. Offered under the new Respect brand, the collection
includes three microwaveable varieties: Apple Maple Chicken Sausage, Egg and White Cheddar Cheese; Turkey Bacon, Egg and White
Cheddar Cheese; and Double Egg and White Cheddar Cheese.
Offered on a whole grain English muffin, each sandwich contains 4
grams of fiber and between 15 and 20 grams of protein. Each recipe
includes fewer than 25 recognizable ingredients. SRP is $2.99 to
$3.49 for a single 4- to 5.05-ounce sandwich.
also expands
its Chef Selects portfolio
with two new
fully cooked,
heat-and-serve
dinner solutions: Turkey
Meatballs
in Marinara
Sauce and
Turkey Breast
Medallions in
Barbecue Sauce. Sold refrigerated, each 15-ounce package
contains three servings and typically retails for between
$6.49 and $7.19.
Gluten-Free Ravioli
Lyndhurst, N.J.-based Dr.
Schar USA (www.drschar.
com) introduces glutenfree ravioli made with
ricotta and nutrient-rich
Swiss chard. Offered
under the Bontà D’ Italia
brand, the easy-to-prepare frozen pasta is made
in Italy in a dedicated
gluten-free facility. Also
free of preservatives, it’s
a good source of protein,
vitamin A, calcium and
iron. SRP is $5.99 for a
10.6-ounce package.
Sweet Cheese
Londonderry, N.H.-based Stonyfield Farm (www.stony
field.com), a business unit of Group Danone, Paris,
launches Organic
Petite Crème, a
fromage blanctype product
often eaten like
yogurt in France.
Nutritionally similar
to Greek yogurt but
milder in taste with
a creamy texture, the
fresh, sweet cheese is
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made with organic milk and cheese cultures rather than
yogurt cultures. Flavors include Vive la Vanilla!, La Vie en
Strawberry, Belle Blueberry, Mon Cherry Amour, Ooh Lala
Peach, Strawberry-Banana Ménage, and Plain & Simple.
Each 5.3-ounce cup contains 2.5 to 3 grams of fat and 10
to 12 grams of protein. SRP is $1.89.
Steam-and-Serve
Asian Entrees
Kahiki Foods (www.kahiki.
com), Gahanna, Ohio, adds
a pair of steam-and-serve
entrees to its all-natural
multi-serve meal collection.
Chicken Lo Mein features
sliced white meat chicken,
lo mein noodles, edamame,
broccoli and other vegetables
while Chicken Fried Rice combines steamed white rice with
white meat chicken, peas,
carrots and scrambled eggs.
Both can be steam-cooked in
the microwave in their own packaging. Kahiki also adds
a Sesame Chicken variety featuring white meat chicken,
green beans, baby corn and carrots and a savory sesame
seed sauce to its skillet-ready StirFresh lineup. Free of
preservatives, artificial flavors and MSG, all three meals
come in two-serving, 22-ounce bags with a $6.99 SRP.
Italian Snacks
and Appetizers
Intevation Food Group
(www.intevationfoods.
com), Plover, Wis., debuts
a line of frozen snacks
and appetizers under the
Fazoli’s brand. Inspired
by items served at the
Lexington, Ky.-based
quick-service Italian restaurant chain, the ovenready lineup includes
Mozzarella Stuffed Mini
Breadsticks, Parmesan
Boneless Chicken Nuggets, Chicken Alfredo Flatbread, Lasagna Fritta and
Six-Cheese Toasted Ravioli. Package sizes range from
8.5 to 11.5 ounces. SRP is $3.79. Q

$73 MILLION IN SALES
in 2013, made Atkins one of IRI’s
Top 10 New Product Pacesetters!

and
ATKINS CONTINUES TO
Beverage Brands
TOP 10 Food
2013 New Product
GROW WITH INNOVATIVE
Pacesetters
AND DELICIOUS NEW PRODUCTS

In Stores NOW!

Breakfast Sandwiches
Available JANUARY 2015!

Stone F ired Pizzas
atkins.com 1-800-6ATKINS

Contact your Atkins Sales Representative Today for a Complete List of Atkins Frozen Meals!

© 2014 Atkins Nutritionals, Inc.

EXPO EAST

WALKING

EXPO EAST
Nearly 1,300 exhibitors displayed their
wares at the natural products show in
Baltimore last month. Here’s a look at
some of the most interesting new frozen and refrigerated items.
BY DENISE LEATHERS
Tio Foods (www.tiogazpacho.com), Miami
Beach, Fla., debuted chilled gazpacho in
12-ounce bottles. Billed as an industry first,
the ready-to-drink chilled soups are made
with organic vegetables, olive oil and Himalayan pink salt. Available varieties include
Gazpacho Verde (kale, spinach, avocado
and mint), Gazpacho Clasico (tomato, green
pepper and cucumber) and Gazpacho del
Sol (yellow tomato, yellow pepper and carrots). SRP is $9.99.

T. Marzetti (www.marzetti.com), Columbus, Ohio, showcased
its new Mamma Bella’s Non-GMO Garlic Toast. Billed as the
only natural channel garlic bread made in the United States,
the product contains no preservatives, artificial colors, high
fructose corn syrup, synthetic colors or trans fat. Made with
fresh crushed garlic and RSPO-certified mass balance palm
oil, it’s available in three flavors: Garlic, Three Cheese Garlic
and Multigrain Garlic. Each reclosable 11.75-ounce package
contains nine individual slices. SRP is $4.99.
Graeter’s Ice Cream (www.graeters.com), Cincinnati, featured
its new Bourbon Pecan Chocolate Chip Ice Cream. Handcrafted 2.5 gallons at a time, the artisan ice cream comes in
recently redesigned craft packaging. The company is also
adding four flavors to its gelato collection: Black Raspberry,
Toasted Coconut, Dark Chocolate Mint Crunch, and Bananas
Foster. SRP is $4.99 per pint.

Carrot Ginger
~Gluten Free, Vegetarian~

Handcrafted soups, entrees, sauces and desserts made from scratch.
Select from one of our signature flavors or work with our culinary team to create your own
recipe. Our state-of-the-art manufacturing facilities offer the flexibility of fresh or frozen
finished products and pack sizes to help meet your needs.
Contact us today: (503) 946-5015 | sales@harrysfresh.com
www.harrysfresh.com/frb

Blue Marble Ice Cream (www.bluemarbleicecream.com),
Brooklyn, N.Y., introduced three new flavors of its non-GMO,
organic ice cream. Free of artificial ingredients, corn syrup
and antibiotics, the newcomers include Mexican Chocolate,
Midnight Mint Cookie and Butter Pecan, the latter of which
is described as an organic ice cream first. SRP is $6.79 to $7.49
for a 14-ounce pint. The company also launched 3.5-ounce
single-serves of three of its best-sellers: Chocolate, Vanilla
and Sea Salt Caramel.
Cedar’s Mediterranean
Foods (www.cedars
foods.com), Ward Hill,
Mass., featured its
new Food Should
Taste Good collection of “uniquely
topped” alternatebean dips. Available
varieties include
Lentil Bean Red Pepper Hummus, Black
Bean Dip, Falafel Hummus, White Bean Dip and
Edamame Hummus. Most of the
products are certified gluten-free (except Lentil Bean) and
Non-GMO (except Edamame Hummus). SRP is $4.49 to $4.99
for 10 ounces.

Food for Life Baking Co. (www.foodforlife.com), Corona,
Calif., showed Ezekial 4:9 Sprouted Waffles featuring legumes,
seeds and six organic sprouted grains to maximize nutrition
and digestibility. Made
without baking
powder, the
“first-of-theirkind” organic
waffles include at least
9 grams of
dietary fiber
and 11 grams of plant-based protein per serving. Also low in
sugar, the waffles are labeled “diabetic friendly.” Available
varieties include Original, Apple Nut, Blueberry and Golden
Flax. Offered in six-count, 10.6-ounce packages, the waffles
are expected to retail for around $4.99.
Blue Marble Brands (www.risingmoon.com), Providence, R.I.,
showcased its new Rising Moon Organics Slim, Trim & Organic
single-serve vegetarian entrees. Ready in 6 minutes, the
microwaveable, non-GMO collection includes Farfalle Pasta
Primavera, Penne Pasta in Vodka Sauce and Italian Cheese
Mini Ravioli in 8-ounce, BPA-free bowls (all with fewer than
340 calories) and dairy-free Lasagna, Manicotti and Stuffed
Shells in 10-ounce packages (all made with non-dairy soy).
SRP is $5.79.

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

  # $ $  

 $" ! 
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Sambazon (www.sambazon.com), San Clemente, Calif.,
introduced ready-to-eat, frozen Açai Bowls made with certified organic açai berries wild-harvested in Brazil’s Amazon
rainforest. Ready to
eat three minutes out
of the freezer, the Non
GMO Project-verified,
Fair Trade-approved
organic bowls come in
two flavors: Açai Berry
and Açai Berry + Strawberry + Blueberry. Both
come with a serving
of whole grain-rich
Nature’s Path granola.
Packed with antioxidants and healthy
omegas, each bowl
also contains 6 grams of fiber and 3 grams of protein. SRP is
$4.99 for 4.75 ounces.
Smári Organics (www.smariorganics.com), Petaluma, Calif.,
featured four additions to its line, billed as “the only certified organic Icelandic yogurt made in the U.S.” Protein-rich,
certified gluten-free newcomers include Peach and Coconut
non-fat yogurts and the industry’s first two whole milk offerings, Pure and Vanilla.
Made with milk from
organically raised, grassfed Jersey and Guernsey
cows, which contains
more protein and calcium
than regular cow’s milk,
Smári comes in 6-ounce
concontainers with a $2.39 SRP.
The Piping Gourmets (www.thepipinggourmets.com), Miami,
debuted frozen grab-and-go Gluten-Free Whoopie Pies.
Also free of dairy and eggs, the all-natural, non-GMO, vegan
desserts come in six flavors: Chocolate
Vanilla, Chocolate Mint, Chocolate
Raspberry, Double Chocolate, Classic
Vanilla and Vanilla Lemon. Sold singly,
the 2.75-ounce kosher treats can be kept
frozen for up to 12 months, refrigerated
for up to 21 days. SRP is $2.69.
Vital Juice Co. (www.vitaljuice.com), Seattle, showcased its Vital Kids collection
of 100% organic, locally cold-pressed,
vegan juices made with whole fruits,
vegetables and nuts. Free of extracts,
purees, sugars and artificial flavors, each
6-ounce bottle includes a full serving
of both fruit and vegetables. Available
flavors include Mrs. Beet, Green Gorilla,
Mr. Squeeze, Captain Carrot and Admiral
Almond — all Non GMO Project-verified. SRP is $2.99.
Golden Platter (www.goldenplatter.com), Newark, N.J.,
presented five all-natural, gluten-free chicken products with
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no added hormones, steroids or preservatives. The newcomers include Gluten-Free Buffalo Style and Crispy Wings (in
24-ounce packages) and Gluten- and Antibiotic-Free Chicken
Patties, Tenders and Nuggets made with whole muscle cuts of
breast meat (in 20-ounce packages). All five are fully cooked
and ready to heat. SRP is $6.99, except for the Buffalo Style
Wings, which are expected to retail for $7.99 to $8.99.
Udi’s (www.udisglutenfree.com), Boulder, Colo., part of
Boulder Brands, rolled out frozen Gluten-Free Lunch and
Dinner Burritos. Made with meats raised without antibiotics,
the 4.5-ounce burritos come in four flavors: Bean & Green
Chile, Chicken, Steak and Spicy Southwest Veggie. Sold singly,
they’re expected to retail for around $2.99 apiece.

DF Mavens (www.dfmavens.com), Astoria, N.Y., debuted Frozen Bars featuring its 100% vegan, dairy- and gluten-free ice
cream. Hand-made in New
York City with coconut
or almond milk, the
all-natural, GMO-free
bars-on-a-stick come in
five kosher flavors: Del
Lago Chocolate, Key
Lime Creme, Alphonso
Mango, Mint Almond
Cookie and Chocolate
Almond Fudge. Each
13.52-ounce box contains four individually
wrapped 3.38-ounce bars.
SRP is $6 to $6.49.
Quorn Foods (www.quorn.us),
Chicago, featured what it says is
the category’s only non-GMO,
meat- and soy-free frozen breakfast meat alternatives. Made with
a naturally occurring, sustainable
protein source from the fungi
family, the newcomers include
7.8-ounce Sausage Patties and
8-ounce Sausage Links, each with 0
grams of saturated fat and 50 calories per serving. The company also
showcased its reformulated “bigger,
juicier” Gourmet Burgers, now in
four-count, 11.3-ounce packages. It
also offers a Quarter-Pound version
in two-count, 8-ounce packages.
Easy to prepare in a microwave or skillet or on the grill, all
four items retail for between $3.59 and $4.99.

EXPO EAST

Sol Cuisine (www.solcuisine.com), Mississauga, Ontario, Canada, showed frozen Gluten-Free Meatless Chicken in three
Non GMO-verified, vegan
flavors: Smoky Chipotle
Tinga, Ginger Lime Teriyaki
and Tangy Korean BBQ, each
of which comes with a pair
of frozen sauce packets.
Ready to eat in six minutes,
the chicken substitutes
are produced using high
moisture extrusion technology for a more meat-like
texture. They’re offered in
10.6-ounce, resealable, BPAfree stand-up pouches with
a $5.49 SRP.
Calavo Foods (www.calavo.com), Santa Paula, Calif., featured
its all-natural Avocado Chocolate Mousse made with fresh
Hass avocados, rich chocolate and only three other ingredients. Packaged fresh, never frozen, the gluten- and lactosefree vegan dessert contains one third the fat of dairy pudding
and no added sugar. It’s ultra high-pressure packaged, giving it
a 110-day refrigerated shelf life. SRP is $3.99 for 8 ounces and
$4.99 for 12 ounces.
Vege USA (www.vegeusa.com),
Monrovia, Calif., featured its new
heat-and-serve Vegan Bowls
made in the United States with
non-GMO soy protein. Offered under the Vegetarian
Plus label, the microwaveable
meals for one come in four
cholesterol-free varieties:
Vegan Teriyaki Chicken,
Vegan Korean Sesame Beef,
Vegan Kung Pao Beef and Vegan
Thai Curry Chicken. SRP is $6.99 for 7 ounces.
Dreaming Cow (www.dreamingcow.com), Pavo, Ga., announced the addition of an eighth flavor of its all-natural,
cream-top, New Zealand-style yogurt. Like
the rest of the non-homogenized, minimally processed line, new Peach Mango
will be made with grass-fed whole cow’s
milk rich in naturally occurring fatty acids.
Free of gums, stabilizers, pectins, preservatives, gluten and refined sugar, it will be
available in December, offered in 6-ounce
cups with a $1.49 SRP.
Three Happy Cows
(www.threehappycows.com), Dallas, showcased its new low-fat Drinkable Yogurts.
Made with milk from cows not treated
with rBGH, the low-fat yogurt drinks come
in five natural, preservative-free flavors:
Mango, Piña Colada, Blueberry, Caramel
and Strawberry. Each 7-ounce bottle con-
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tains live and active probiotic cultures and 7 grams of protein.
SRP is $1.49 to $1.79.
Maple Hill Creamery (www.maplehillcreamery.com), Stuyvesant, N.Y., launched 100% Grass-Fed Greek Yogurt made with
certified organic
whole milk from
grass-fed cows raised
on small, independent
dairy farms in upstate
New York. Lower in added
sugar than most Greek
yogurts, the authentically
strained, full-fat product comes
in six kosher flavors: Plain, Vanilla, Strawberry, Peach, Wild
Blueberry and Raspberry. SRP is $2.49 to $2.99 for 5.3 ounces.
B’more Organic (www.bmoreorganic.com), Baltimore, debuted two new flavors of its gluten-free, low-lactose Organic
Skyr Smoothies. Made with milk from 100% grass-fed cows
and no added sugar, the newcomers include Caffe Latte and
Strawberry Banana. Also available: Vanilla, Mango Banana,
Banana and Plain. Each 16-ounce bottle contains at least 30
grams of protein — and 0 grams of fat. SRP is $3.99.
Fresh Matters (www.tudejuice), Prosser, Wash.,
launched a line of cold-pressed, high pressure processed blended apple juices with no
added sugar. A good source of Vitamin C, the
unfiltered ‘Tude juice blends come in eight
flavors: Berry-Red, Marionberry, Ginger,
Ginger + Turmeric, Blueberry, Lemonade,
Raspberry + Lemon and Cranberry, the
latter two of which are described by the
company as “industry firsts.” Watch for
Berry-Blue and Cucumber + Mint in the
coming year. Each 12-ounce bottle contains the antioxidants of three apples.
SRP is $3.29 to $3.49.
Thince Foods (www.thincefoods.com),
Chapel Hill, N.C., showed its no-salt-added, gluten-free, vegan soups. Available varieties include Split
Pea & Coconut; Lemony Lentil & Olives; Kale, White Bean &
Tomato; “Creamy” Spinach & Basil; and The Mighty Mung.
Available frozen and refrigerated, the better-for-you soups
come in both 14- and 30-ounce containers. SRPs are $5.49 and
$10.49, respectively.
Ruby’s Naturals
(www.rubyrockets.com),
New York, presented five
new flavors of its all-natural
Ruby’s Rockets, low-cal frozen fruit and vegetable pops
with probiotics described by
the company as “a smoothie
on a stick.” Scheduled for
roll-out this coming spring
are: Celestial Cherry, FarOut Fudge, Planetary Pink

EXPO EAST

Lemonade, Meteorite Mango and Gravity Grape. Billed as the
lowest-sugar pops on the market (4 to 6 grams per serving),
the non-dairy, non-GMO, kosher, vegan snacks contain no artificial colors, flavors, preservatives. Each 10.5-ounce package
contains six 1.75-ounce pops.
Pulmuone Foods USA (www.wildwoodfoods.com), Fullerton,
Calif., featured its new Fit Patties, best described as a cross
between
chicken
patties
and veggie
burgers.
Made with
all-natural,
humanely
raised
chicken and
vegetable
protein, the fully cooked
frozen patties contain 31% more protein, 65% less
fat and 25% fewer calories than typical frozen chicken patties.
They’re offered in three flavors: Honey BBQ, Teriyaki and
Tangy Chipotle. Each 12-ounce package contains four microwaveable patties. SRP is $6.99.
GeeFree Foods
(www.geefreefoods.
com), New City, N.Y.,
introduced glutenfree Puff Pastry
Sheets. Free of corn
and soy, the patentpending product
comes in 18-ounce
packages with two
puff pastry sheets.
SRP is $7.99 to $8.99.
Amafruits (www.amafruits.com), Orland Park, Ill., offered a
sneak peek at its new organic Açai sorbet, frozen and packed
in Brazil. Coming in January, the antioxidant-rich dessert will
come in three flavors: Açai, Açai and Strawberry, and Açai and
Banana. It›s expected to retail for $5.99 to $6.99 per pint.
Turtle Island Foods
(www.tofurky.com),
Hood River, Ore.,
showcased its nonGMO, meat- and eggfree Tofurky Pockets.
Made with organic
soy, the microwaveable, hand-held
frozen entrees come
in three flavors: Pepperoni Pizza, Turk’y
Broccoli & Cheddar,
and BBQ Chik’n. Each
9-ounce package contains two Tofurky pockets. SRP is $5.99.
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Tres Pupusas
(www.trespupusas.com),
Boulder, Colo., showcased its all-natural,
authentic Salvadoran
stuffed corn tortillas.
Made with non-GMO
corn masa, the frozen
vegetarian “pupusas”
come in five naturally
gluten-free flavors: Spinach & Cheese, Pinto Bean
& Cheese, Kale & Pinto
Bean, Green Chile &
Cheese and Black Bean & Sweet Corn. Offered in four-count,
10-ounce packages, they typically retail for $4.99 to $5.99.
Forager Project (www.foragerproject.com), San Francisco,
showed four new additions to its gluten-, dairy- and soy-free
cold-pressed beverage lineup. Made with cashew and almond
milks, the nutrient-dense, low-sugar newcomers include Nuts
& Chocolate, Nuts & Coffee, Nuts & Coconut and Nuts &
Matcha. (The company also offers a wide range of fruit and
vegetable juices.) Offered in 16-ounce bottles, the organic,
vegan drinks carry a $6.99 SRP.
Sunshine Burger & Specialty Food Co.
(www.sunshineburger.com), Fort Atkinson, Wis., debuted
a new variety of its gluten- and soy-free Organic Sunshine
Burgers. Made with
organic cooked black
beans, ground raw
sunflower seeds and
sprouted brown rice,
the quarter-pound
Loco Chipotle veggie
burger also contains
chipotle and jalapeno
peppers for a spicy
kick. Fully cooked and
browned, the vegan,
non-GMO burger
comes in two-count,
8-ounce packages
with a $4.99 SRP.
The Epic Seed (www.theepicseed.com), rolled out two new
flavors of its all-natural,
gluten-free Greek
Yogurt + Chia. Made
with rBGH-free milk
from grass-fed cows,
the probiotic-rich
newcomers include
Lemon and Coconut.
Each 6.6-ounce serving
contains 17 grams of
protein, 3 grams of fiber
and 850 mg of Omega-3
fat. SRP is $2.99. Q

THE DATABANK

FASTEST
FROZEN
BY PETER PENGUIN
During the 12 weeks ended
Aug. 10, sales of frozen
foods in supermarkets,
drugstores, mass merchants,
military commissaries
and select club and dollar
stores combined topped $12.08 billion,
a 0.5% increase compared with the same
period a year ago, reports Chicago-based
market research firm IRI (@IRIworldwide).
However, units fell 2.2% to 3.44 billion,
and volume tumbled 1.8% to 5.26 billion.
Volume sold with merchandising support
decreased 1.0 point to 41.4%.
For the 52 weeks ended Aug. 10, frozen
dollars were also up 0.5%, to $51.90
billion. But both unit sales and volume
dropped 1.1%, to 15.13 billion and 21.69
billion, respectively. Volume sold with
merchandising support edged up 0.3
points to 39.5%.
Our chart shows the fastest-growing
frozen department subcategories,
including the leading manufacturers,
for the 12 weeks ended Aug. 10. Only
subcategories with at least $500,000
in sales during the period are listed.
Manufacturers with less than $50,000 in
sales are not included.

F A C T O I D S

-20.2%

Dollar loss by breaded vegetables (to $7,198,558), the biggest
loser among frozen subcategories with at least $1 million in
sales during the most recent
12 weeks. Three of the top four
brands, including No. 1 Pictsweet
(-9.8%), saw their sales tumble,
but No. 2, private label,
registered an 8.8% gain.

11

Number of top 20 frozen
subcategories that saw dollar
sales rise during the most recent
12 weeks. But just six — and only
two in the top 10 — posted both
dollar and unit gains: ice cream,
meat (no poultry), turkey, fruit,
handheld breakfast and
mixed vegetables.

COOKIES
The French Patisserie
Private Label

$589,048 175.1
$395,704 2,624.7
$116,135
(5.6)

125,178 64.9
49,573 2,398.8
62,014
(7.6)

TORTILLA/EGG ROLL/WONTON WRPPRS $563,433
Quang Tri Co.
$210,749
Simex International
$126,175
Ramar Int’l. Corp.
$75,883
Tee Yih Jia
$58,296

24.7
44.7
5.9
(5.1)
71.3

$22,222,490
$7,937,470
$2,495,207
$2,296,760
$1,725,455
$1,282,349
$1,149,724
$995,546
$993,586
$682,964

21.6
21.8
*
0.9
(27.6)
(10.0)
83.9
(6.3)
40.0
(34.7)

$572,453
$425,288

17.3
21.0

TURKEY/TURKEY SUBSTITUTE $293,262,752
Jennie-O Turkey Store
$119,201,952
Cargill Meat Solutions Corp.
$54,981,060
Private Label
$46,703,892
Butterball
$29,391,014
Perdue Farms
$11,395,986
Foster Farms
$9,880,864
Plainville Farms
$4,508,750
Harvestland
$4,488,924
Royal Sausage Co.
$2,425,849
ConAgra Foods
$1,204,264

14.8
17.6
5.9
28.7
17.5
10.9
(18.1)
19.1
(10.6)
128.3
(5.4)

FRUIT
Private Label
Dole Packaged Foods
Trailblazer Fruit Products
Jasper Wyman & Son
World Variety Produce
Goya Foods
New World Farms
Welch Foods
Windsor Foods
Small Planet Foods

14.3 46,598,600
12.9 30,752,608
5.5
6,153,272
68.9
1,385,621
9.7
1,447,915
66.2
378,118
8.6
1,253,563
59.9
398,965
13.3
432,331
(11.7)
623,975
(42.8)
327,466

9.1 70,618,704 13.9
7.8 42,629,752
12.7
4.7
12,431,722
3.6
98.0
3,623,833 72.6
6.8
2,615,261
9.5
66.0
1,890,592 66.0
6.9
1,108,181
7.9
73.8
798,952 74.0
6.2
367,569
5.3
(0.5)
581,763 (6.5)
(43.6)
188,151 (43.5)

$3,575,700
$969,453
$726,361
$373,374
$237,528
$127,128
$121,339
$104,701
$81,086
$72,239

13.0
(6.5)
0.3
24.8
(14.5)
21.8
14.6
(4.2)
(3.4)
(2.2)

1,438,779
653,186
252,393
47,833
29,041
55,952
44,723
26,448
17,338
20,788

10.6
(7.2)
(1.4)
21.2
(24.4)
10.0
22.3
(5.9)
(8.7)
(1.1)

$202,194,816
$108,082,328
$7,767,382
$7,295,746
$7,030,359
$6,504,233
$5,447,556
$5,006,656
$4,278,175

10.7
11.1
38.8
16.7
14.2
24.4
(19.9)
(16.2)
14.5

18,467,112
10,542,141
795,072
339,164
901,635
296,963
654,313
294,952
433,174

(7.2) 21,575,440 (8.9)
(4.2)
11,255,164 (9.4)
11.9
765,814
13.3
(11.6)
665,232 (13.1)
15.1
1,206,369
14.2
0.3
593,926
0.3
(37.9)
547,247 (42.4)
(18.5)
470,181 (32.6)
(10.2)
499,219 (9.5)

PROCESSED TURKEY/TURKEY SUB
Private Label
Hillshire Brands Co.
Cargill Meat Solutions Corp.
Hormel Foods
Foster Farms
Butterball
Jennie-O Turkey Store
Home Market Foods
Perdue Farms
TORTILLAS
Food For Life Baking Co.

SAUCE/GRAVY/MARINADE
ConAgra Foods
Goya Foods
Santiago’s
Vienna Beef
Louisa Food Products
Windsor Foods
Armanino Foods of Distinction
Genova Delicatessen
V’s Restaurant
RAW SHRIMP
Private Label
Aqua Star
Tampa Bay Fisheries
Rich-SeaPak Corp.
Maple Leaf Products
National Fish & Seafood
Tastee Choice
Beaver Street Fisheries

$217,882,800
$139,166,704
$32,791,792
$10,124,086
$8,599,839
$3,385,174
$3,190,266
$2,372,130
$1,852,003
$1,282,290
$1,247,943

255,882
75,807
38,711
44,436
39,156

26.0
35.3
(4.1)
7.2
73.5

42,944 46.9
14,252 2,398.8
18,218 (6.3)

3,927,753
12.7
1,282,546 28.8
262,281
*
596,090 (4.4)
317,694 (29.0)
208,424
(7.5)
223,963
79.6
108,489 (41.6)
190,077
57.5
148,880 (35.7)
160,642
117,265

27.9
35.3
(2.6)
7.2
67.9

5,133,222 19.4
1,945,842 23.5
489,016
*
476,715 (5.3)
297,838 (29.0)
342,886 (4.7)
237,319 76.8
230,538 (19.7)
271,417 42.3
104,554 (38.0)
137,502
87,949

18.1
16.3

57,441,984
11.6 85,781,248
22,147,014
14.7 35,458,560
11,702,144
1.4 16,192,754
8,830,935
27.0 12,346,549
5,639,454
21.0
9,489,100
2,786,737
6.7
3,124,494
1,825,671 (20.2)
2,466,344
935,239
14.0
935,239
938,053 (9.8)
1,070,866
522,950
119.1
1,006,962
421,728
(7.8)
685,308

12.0
16.1
2.7
18.6
21.1
10.1
(28.1)
14.0
(11.5)
119.2
(7.8)
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14.3
16.3

198,036
56,855
32,578
30,550
28,366

1,141,279
6.8
397,474 (6.0)
252,781
(2.1)
83,707
21.2
65,342 (24.4)
52,455 10.0
32,102
8.0
11,571 (5.9)
9,169 (10.9)
29,729 (2.6)
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14.4

Length in miles of Guinness
World Record holder Gary
Duschl’s gum wrapper chain.
The Virginian has been working on his creation, which
stretches the length of 262
football fields, since 1965. He
only uses the wrappers from
Wrigley’s gum, the value of
which exceeds $131,000.

75.2%

Dollar gain by private label in
other breakfast food
(to $1,189,921), largest by a
store brand frozen product
with at least $100,000 in sales.
Despite its success and strong
starts by a couple of
newcomers, subcategory
sales fell 6.5% to $49,417,448.

-15.8%

Dollar loss by ice milk/frozen
dairy desserts (to $59,499,336),
the second-largest subcategory
to post a double-digit decline.
IRI recently began differentiating between ice cream (+2.3%),
which must contain at least
10% milk fat, and frozen dairy
desserts, a segment dominated
by Breyers.

6

Number of times Carl Mize, a
University of Oklahoma utility
employee, has survived being
struck by lightning. The odds
of being struck by lightning in
one’s lifetime are 5,000 to 1,
making Mize one in a million.

70.8%

Dollar gain by frozen pudding/
mousse (to $70,647), largest
by a subcategory too small
to qualify for our list. The
increase was driven entirely by
private label (+548.6%), which
owns 95% of sales.
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Big Easy Foods
Gorton’s

$3,496,706
$2,686,942

(37.8)
(38.9)

PRETZELS
J&J Snack Foods
Nestlé USA
Private Label
Hanover Foods
Auntie Anne’s
Servatii

$15,643,176
8.0
$11,167,797
(8.8)
$2,012,974
*
$1,019,556
4.9
$704,188 (26.8)
$485,027 74,624.2
$78,917 (33.8)

375,004
401,348

(59.6)
(45.1)

430,427 (49.8)
300,172 (40.9)

5,163,975 (0.5) 5,464,889 (6.9)
3,511,834 (16.7)
4,241,221 (12.9)
746,568
*
326,624
*
454,004
(1.5)
364,833 (5.0)
280,511 (35.8)
409,759 (25.5)
111,434 68,227.4
67,674 43,123.5
18,613 (37.1)
15,821 (37.1)

SIDE DISHES
Birds Eye Foods
Heinz North America
Nestlé USA
General Mills
Private Label
Ore-Ida Foods
Classic Cooking
Schwan’s
Old Fashioned Kitchen
ConAgra Foods

$64,848,808
$11,422,390
$9,144,006
$8,262,340
$8,026,118
$4,113,383
$3,010,800
$1,980,109
$1,653,177
$1,515,254
$1,264,515

7.8
9.4
(13.2)
21.8
4.6
10.1
5.6
31.5
(11.5)
2.1
599.1

24,616,176
6,408,330
1,659,518
3,080,740
3,751,711
2,118,308
970,982
597,423
1,137,166
386,640
232,228

4.6 20,581,724
8.8
16.8
4,377,527
16.4
(12.4)
1,448,590 (12.3)
9.6
2,613,121 34.9
(1.3)
3,073,624
9.7
2.9
1,688,855
4.6
6.3
1,456,473
6.3
37.3
261,694
37.3
(9.7)
701,437 (9.6)
(0.6)
283,913
0.8
583.8
181,440 582.9

BREAKFAST HANDHELD
Hillshire Brands
ConAgra Foods
Kellogg’s
Nestlé USA
Private Label
Heinz North America
Ruiz Food Products
Tyson Foods
Golden County Foods
Bob Evans

$213,310,048
$111,258,384
$21,805,430
$17,454,396
$12,745,083
$11,703,624
$6,252,150
$6,016,020
$4,460,383
$3,642,672
$2,883,058

6.5
3.5
(1.2)
0.3
31.6
(1.3)
(30.6)
351.8
*
(25.2)
(7.4)

43,713,148
5.5 48,019,924
4.5
15,005,948 (0.5) 25,095,266
1.3
4,480,608
(7.5)
4,984,100 (3.4)
3,018,227
0.9
3,366,328 (0.4)
4,244,478
5.6 3,070,798
17.4
3,450,518
(2.7)
2,949,671 (0.9)
2,174,880 (30.8)
1,218,369 (29.9)
3,314,668 162.3
1,726,632 361.3
972,466
*
857,574
*
726,017 (20.2)
748,276 (24.6)
594,022 (6.8)
797,788
(7.3)

ICE POP NOVELTIES
The Jel Sert Co.
Alamance Foods
Private Label
Vita Specialty Foods
Latin Specialties
Kisko Products
Tampico Beverages
Mercado Latino of L.A.
Sunny Delight Beverages
Fun Treats

$87,987,776
$35,981,632
$26,851,896
$14,667,449
$2,792,886
$1,671,247
$1,333,775
$1,004,391
$853,436
$630,106
$475,521

6.4 42,424,488
3.6 16,020,212
17.8
11,324,447
(2.6)
6,025,471
*
2,918,864
(3.7)
2,155,751
15.2
449,569
(61.5)
935,785
168.4
382,764
(1.5)
452,093
(24.6)
440,424

7.1 177,479,136
5.8 60,957,264
18.4 69,072,152
(2.7) 33,319,468
*
1,459,432
0.0
4,374,885
(8.2)
1,682,752
(65.5)
1,319,284
131.5
1,804,711
(12.5)
458,327
(25.1)
822,861

BEANS
Private Label
Birds Eye Foods
Pictsweet
Fresh Frozen Foods
Seapoint Farms
Hanover Foods Corp.
General Mills
Norpac Foods
Small Planet Foods
Miami Agro Import

$68,529,520
$33,178,964
$10,658,818
$10,650,811
$3,486,762
$2,072,224
$1,938,798
$1,600,979
$841,593
$622,542
$601,614

6.2
18.7
(4.6)
5.7
14.4
(5.8)
(3.9)
(10.0)
(26.6)
(3.0)
(15.6)

37,279,988
19,841,754
6,041,090
5,607,827
1,194,286
774,417
1,091,605
850,987
502,835
221,270
97,450

5.6
10.7
1.8
5.9
20.2
(12.2)
(4.2)
(12.4)
(10.2)
2.0
(5.9)

SAUSAGE
ConAgra Foods
Private Label
Hillshire Brands Co.
Purnell Sausage Co.
Jones Dairy Farm
Williams Sausage Co.
Johnsonville Sausage
Clougherty Packing Co.

$106,651,152
$32,547,604
$20,415,602
$8,928,063
$5,936,017
$5,783,449
$5,396,985
$5,065,286
$4,422,183

6.1
7.0
2.8
17.5
4.6
1.4
48.9
(35.7)
(2.1)

38,797,972
21,151,564
3,643,569
1,445,922
694,804
2,169,487
921,040
698,588
2,587,047

(1.2) 30,862,716 (1.6)
3.6
9,841,088
6.3
(10.0)
5,621,927 (8.6)
7.1 2,446,986
9.3
(8.5)
1,708,199 (8.6)
(6.4)
1,054,308 (7.8)
36.8
1,875,465 42.3
(37.5)
1,372,629 (38.6)
(20.1)
1,297,091 (20.2)

5.0
0.1
17.4
(3.4)
*
2.1
2.2
(63.1)
178.2
15.2
(24.1)

38,019,512
4.5
20,550,352
11.0
4,991,947
1.8
5,279,237
2.5
2,359,207
19.7
737,114 (3.4)
936,617 (5.5)
594,087 (17.4)
598,648 (30.6)
157,075
3.9
487,250 (5.9)

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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1

Hormel Foods
Applegate Farms

Number of frozen pasta
subcategories that saw sales
rise during the most recent
12 weeks. But since the lone
gainer was ravioli (+3.1%), also
the category’s largest segment,
total frozen pasta dollars were
down just 0.8% to $64,364,896.
A decrease in merchandising
support probably deserves
some of the blame.

37%

Percentage of Americans who
believe in haunted houses,
according to a Gallup poll.

$918,845
Dollar sales racked up by
Weight Watchers Smart Ones
frozen soups during the most
recent 12 weeks, one of the
best performances by a product in distribution less than a
year. Despite its success, weak
sales by ConAgra’s top-selling
Bertolli brand kept the segment in the red (-1.8%).

-7.8%

Dollar loss by frozen dips
(to $3,251,468), thanks mostly
to top-seller T.G.I. Friday’s
7.0% decline. While four of
the subcategory’s top five
manufacturers saw their sales
fall, No. 3 Phillips posted a
125.8% gain — and watch out
for newcomer Chef Jenn,
already No. 4.

1960

Year the Pittsburgh Pirates
won the World Series despite
being outscored by the N.Y.
Yankees 55 to 27. Three of the
Bucs’ four wins were by one
run, while its three losses were
all blowouts.
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$4,103,317
$3,546,713

6.2
109.4

2,599,835
762,996

(3.0)
134.6

1,949,876
333,837

(3.1)
130.5

MIXED VEGETABLES
Private Label
Birds Eye Foods
General Mills
Pictsweet
Norpac Foods
Fresh Frozen Foods
Hanover Foods Corp.
La Fe Foods
Small Planet Foods
Goya Foods

$158,234,608
$65,510,568
$53,129,912
$12,202,865
$11,625,365
$8,158,771
$2,310,304
$1,462,520
$761,938
$493,159
$484,747

4.9 83,240,088
1.2 39,884,332
9.0 23,859,910
(4.4)
6,746,096
2.6
6,831,515
36.6
2,568,911
24.4
918,564
(4.3)
800,380
(2.2)
329,125
8.9
174,777
5.0
191,255

5.6 89,209,360
4.7 43,986,272
9.5 25,741,500
(0.3) 3,880,654
1.3
6,163,417
15.7
4,927,502
26.8
1,819,720
(3.7)
784,831
(2.5)
399,106
19.4
131,465
4.9
241,721

5.9
0.9
14.7
(5.4)
(0.9)
35.2
26.6
(4.4)
(4.5)
7.9
5.7

MEAT (NO POULTRY)
Private Label
Eaves Packing Co.
Quaker Maid Meats
Jensen Meat Co.
Wis-Pak Foods
Hillshire Brands Co.
Steak-umm
AdvancePierre Foods
Casa Di Bertacchi
Home Market Foods

$510,540,352
$177,136,768
$54,349,480
$23,718,960
$21,955,014
$16,664,415
$15,800,418
$11,376,173
$10,112,721
$9,068,182
$7,540,227

4.1
0.4
13.0
11.9
7.7
9.6
24.6
2.0
7.1
(5.6)
19.0

56,186,436
18,212,866
4,893,515
3,372,788
1,089,448
939,048
1,964,958
1,963,931
1,290,198
606,006
1,316,813

0.3 150,205,424
(6.9) 52,225,684
15.3
11,357,120
1.5 6,590,930
7.1
7,975,213
7.4
5,634,287
20.9
2,510,249
0.3 2,269,940
3.9
2,306,797
(5.6)
3,628,102
23.6
2,272,144

1.8
(5.2)
15.3
11.1
6.4
7.4
20.5
6.6
2.0
(5.8)
13.7

POT PIES
ConAgra Foods
Nestlé USA
Blake’s Turkey Farm
Amy’s Kitchen
Boston Market Corp.
Pinnacle Foods Group
Willow Tree Poultry Farm
Private Label
Natchitoches La Meat Pie
Lightlife Foods

$98,952,560
$87,694,896
$3,479,767
$1,515,969
$1,242,752
$1,190,465
$1,096,099
$825,485
$360,056
$281,958
$235,864

4.1
3.7
(16.0)
155.2
(3.6)
2.9
(7.9)
(14.4)
47.9
61.1
407.9

61,359,808
57,266,500
1,194,902
389,520
365,397
453,543
1,113,774
170,514
96,830
71,558
70,715

ALL OTHER POULTRY/POUL SUB
Tyson Foods
Perdue Farms
Prepack Foods
Manchester Farms
Maple Leaf Farms
Quail International
Tip Top Poultry

$11,065,048
$9,033,173
$604,920
$456,819
$281,021
$243,798
$209,772
$69,164

4.0
4.1
17.4
(27.2)
(9.9)
5.0
105.9
43.4

2,232,239
1,999,587
115,736
23,153
25,400
22,359
21,966
8,517

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

$516,406,208
$123,995,824
$59,222,104
$43,520,080
$36,806,980
$26,760,892
$24,125,354
$16,641,410
$15,710,366
$13,285,881
$10,315,584

3.6 69,258,544
0.8 16,690,693
(6.9)
11,275,540
5.0
4,663,003
9.9
4,166,558
(1.6)
5,096,110
(1.6)
2,034,480
1.1
2,763,881
4.0
892,931
12.0
1,628,252
29.2
1,160,659

RAVIOLI
$28,194,432
3.1
Private Label
$10,162,013
14.2
Rosina Food Products
$4,240,924
(9.9)
The Hain Celestial Group
$2,561,583 (19.2)
Louisa Food Products
$2,151,977
2.3
Mama Rosie’s Co.
$1,833,450 (0.6)
Seviroli
$1,054,872 (23.3)
* Product has been in distribution less than one year.

8,157,440
3,207,414
1,568,048
589,928
530,215
537,995
239,469

1.5 38,842,400
1.3
1.4 35,916,024
1.3
(17.7)
943,435 (17.6)
203.4
247,093 126.7
1.5
173,229
1.2
7.1
453,543
7.1
(8.6)
487,276 (8.6)
(8.3)
213,572 (13.5)
169.2
118,533 85.2
121.1
45,161 44.5
487.8
44,197 487.8
3.7
3.7
2.5
(31.5)
(7.5)
(1.5)
135.6
48.9

3,999,386
1.5
3,419,254
3.2
219,823
6.2
180,319 (30.9)
28,272 (17.4)
57,985 (12.2)
32,227 140.0
42,584 48.9

(3.0) 105,851,752 (2.3)
(7.4) 22,852,732 (3.0)
(8.4) 12,261,439
(6.1)
(4.1) 11,490,034 (10.8)
5.8
9,268,932 (2.0)
(4.9)
6,555,752
(3.1)
(1.4)
4,911,797
1.2
0.4
4,322,316
(2.1)
(7.1)
1,842,751 (7.8)
13.4
3,327,793
6.4
17.1
2,853,230
10.3
(0.6)
12.0
(14.7)
(27.6)
(0.6)
(4.0)
(27.0)

11,250,101 (0.0)
5,028,621
15.2
1,797,255 (15.5)
914,771 (26.3)
639,349 (0.9)
750,896 (3.0)
396,662 (27.2)

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

THEDATABANK
DATABANK
THE
DATABANK
THE

FASTEST
DAIRY
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined totaled $17.43 billion
during the 12 weeks ended Aug. 10, a 5.2%
increase compared with the same period
a year ago, reports Chicago-based market
research firm IRI (@IRIworldwide). However,
units fell 0.9% to 6.36 billion and volume
tumbled 5.3% to 54.33 billion. Volume sold
with merchandising support shrunk 2.7
points to 39.6%.
For the 52 weeks ended Aug. 10, dollar
sales climbed 3.7% to $76.24 billion while
units edged up 0.7% to 28.58 billion. But
volume was down 1.9% to 237.79 billion.
Volume sold with merchandising support
fell 0.7 points to 36.5%.
Our chart shows the fastest-growing
dairy subcategories, including the leading
manufacturers, for the 12 weeks ended
Aug. 10. Only subcategories with at least
$500,000 in sales are listed. Manufacturers
with less than $50,000 in sales are not
included.

F A C T O I D S

-55.8%

Dollar loss by grape juice (to
$562,837), biggest loser in the
dairy department — again. Both
Welch’s and Tropicana — the
two top sellers — saw their
sales plummet, and no new
players have entered the
struggling subcategory.

22.6

Increase in percentage of
shredded processed/imitation
cheese sold with merchandising
support — from 18.9% a year
ago to 41.5% during the most
recent 12 weeks — the biggest
jump by a refrigerated subcategory with at least
$5 million in sales. Perhaps
as a result, dollars shot up
20.2% to $16,770,290.
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SALAD TOPPING/BACON BITS
Private Label
DeLallo Packing Co.
Dole Fresh Vegetables
Launch Foods

$1,007,181
$538,140
$207,448
$84,865
$70,359

VEGETABLE JUICE/COCKTAIL
Bolthouse Farms
Odwalla
The Naked Juice Co.
Evolution Juice Harvest Corp.
Forager Project
Life Juice
Raw Foods International
Stewart Bros.
The Hain Celestial Group
Arden’s Garden
ALMOND MILK
WhiteWave Foods Co.
Blue Diamond Growers
Private Label
Califia Farms
Hiland Dairy Foods Co.
Turtle Mountain Inc.

73.6
17.4
*
*
*

$23,854,868
45.5
$15,693,536
31.4
$2,391,320
(3.7)
$2,007,904 376.6
$1,663,268
65.7
$498,924
*
$332,560 5,216.7
$259,743 183.5
$179,542
50.2
$164,457
99.9
$148,731 225.2

428,135
293,861
55,237
27,547
20,931

50.6
19.6
*
*
*

1,717,702
1,045,163
280,904
145,093
139,073

76.3
20.9
*
*
*

6,195,356 58.6 180,204,896 34.8
4,185,242
46.7 130,119,280
30.1
505,565 (8.5) 25,520,222
3.3
710,367 378.5 10,797,570 378.5
345,394 60.4
5,249,982 60.4
77,738
*
1,243,812
*
62,601 7,912.3
1,001,622 7,912.3
90,851 185.4
1,090,217 185.4
42,969 46.9
697,466 45.0
17,374 101.4
272,080
97.1
44,857 239.2
701,190 239.2

$202,466,048
$99,532,712
$80,423,808
$18,891,176
$2,225,072
$791,574
$601,713

41.0
32.0
39.9
107.9
262.1
101.0
(9.7)

$813,128
$569,376
$137,882

33.8
6.4
240.7

141,608
87,705
18,855

59.9
9.1
253.2

3,048,049 39.5
2,120,727
5.9
437,363 272.9

PASTRY/DANISH/COFFEE CAKES $2,330,653
Private Label
$1,385,598
Daystar Desserts
$748,565
Artuso Pastry Foods Corp.
$61,833

33.1
(4.8)
*
(27.2)

486,766
7.6
355,142
(9.2)
83,558
*
4,490 (30.0)

384,276 39.4
228,305 (8.2)
135,782
*
6,387 (25.2)

KEFIR
Lifeway Foods
The Hain Celestial Group
Private Label
Elmhurst Milk & Cream Co.
Springfield Creamery
Clover Stornetta Farms
Best of Farms
Fresh Made

$21,176,794
$19,335,628
$652,027
$300,533
$293,264
$195,839
$153,884
$105,812
$78,865

22.6
24.7
(3.7)
8.1
(15.7)
41.4
11.6
12.7
(8.4)

6,362,644
5,724,657
158,643
253,287
86,837
44,287
30,139
28,967
21,729

18.5
21.3
(5.3)
(0.8)
(19.3)
33.9
3.6
8.2
(9.0)

11,486,518
10,512,796
280,236
253,287
173,675
81,420
60,277
57,520
43,458

19.4
22.3
(16.3)
(0.8)
(19.3)
35.7
3.6
7.4
(9.0)

$333,924
$218,022
$86,194

21.8
42.0
(16.8)

64,126
37,558
20,822

7.9
25.6
(21.3)

29,703
19,681
5,466

15.9
24.5
(21.3)

$16,770,290
$11,573,802
$1,732,409
$1,399,270
$496,529
$384,093
$363,383
$358,776
$73,637
$67,619
$64,505

20.2
48.5
(39.7)
(3.1)
8.4
(11.5)
0.2
14.9
26.9
310.3
(25.3)

6,593,168
4,520,949
937,118
385,738
134,030
322,621
72,303
71,105
19,080
14,262
17,429

4.3
26.2
(42.8)
(2.6)
6.7
(12.7)
0.6
14.7
40.9
351.2
(18.9)

3,863,926
2,608,953
475,448
172,874
67,015
128,349
141,033
142,210
38,160
7,131
8,715

16.4
45.6
(41.9)
(0.9)
6.7
(13.1)
12.4
14.7
40.9
351.2
(18.9)

COCONUT MILK
WhiteWave Foods Co.
Turtle Mountain
Private Label

$13,361,081
$8,940,906
$3,756,838
$663,338

17.4
20.4
10.2
22.2

3,990,187
2,565,572
1,172,195
252,421

14.3 16,023,744
14.9 10,325,282
12.8 4,688,777
15.8
1,009,684

15.1
15.6
13.9
15.8

JUICE/DRINK CONCENTRATE/SYRUP
Coloma Frozen Foods
Brownwood Acres Foods

$1,816,429
$1,124,858
$409,609

14.6
5.1
(11.4)

170,822
48,430
23,247

COFFEE CONCENTRATE
New Orleans Coffee Co.
C&W Beverage

CREAM CHEESE BALLS
Private Label
Moondarra
PRCSSD/IMITATION CHEESE-SHRED.
Kraft Foods
Private Label
Galaxy Nutritional Foods
Roma Pizza Works Co.
Dairy Farmers of America
Great Lakes Cheese Co.
Whitehall Specialties
Dutch Farms
Earth Island
P.J. Lisac & Assoc.

61,375,520 36.6 253,502,816
28,555,592 26.2 121,410,160
24,941,422
35.3 101,696,224
6,877,205 102.5 27,065,940
561,835 285.0
1,572,646
267,514
87.3
1,070,057
171,953 (12.0)
687,811

114.2
4.0
(9.1)

5,908,809
1,530,198
704,590

36.7
27.1
35.9
102.7
259.2
87.3
(12.0)

94.0
5.9
(9.7)

Increase the proÀtability
of your dairy case with
Bays English MufÀns

Bays partners with
other proÀtable items
in your dairy case.
America’s #1 Refrigerated English MufÀn

Original

Sourdough

Multi-Grain

For more information contact your Acosta Representative or call 1-800-For-Bays

Honey Wheat
www.bays.com
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F A C T O I D S

12%

Percentage of Americans who
say they regularly eat dessert
after dinner at home, down
from 24% in 1986, according to
a recent Parade/NPD Group
survey.

-15.9%

Dollar loss by soy milk (to
$70,942,560), one of the largest
dairy subcategories to register
a double-digit loss during the
most recent 12 weeks. The reason for its struggle: consumers’
preference for almond milk
instead. Its sales surged
41.0% to $202,466,048.

-34.0%

Dollar loss by breakfast entrees
(to $8,968,169), a stark contrast
to the subcategory’s success in
the frozen aisle. The top five
brands all registered doubledigit declines — but watch out
for No. 6, Don Miguel, whose
sales are on the rise.

80

Age at which iron-stomached
Serbian stuntman Branko
Crnogrorac was finally forced
to retire — after choking on the
pedal of a bicycle friends had
bet him he couldn’t eat within
three days. During emergency
surgery, doctors recovered
more than four pounds of metal
in his stomach, including two
gold rings.

9

Number of top 10 dairy
subcategories that registered
dollar sales gains during the
most recent 12 weeks (the only
loser: orange juice, down 4.0%).
But only five of the top
10 saw both dollars and
units expand.
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Fuze Beverage

$238,525

*

92,738

*

2,967,609

*

APPETIZERS/SNACK ROLLS
Advanced Fresh Concepts
Japanese Food Express
Lwin Family Co.
Fuji Food Products
Ito
Private Label
Sushi Ave.
Asiana Cuisine
Sushi House
Van Ornt Food

$164,594,240
$82,023,360
$24,457,186
$10,273,341
$7,719,411
$7,400,445
$6,175,178
$4,965,719
$2,579,266
$2,093,294
$2,069,149

14.3
15.3
21.4
11.5
1.3
6.9
25.0
6.5
7.7
(3.8)
8.8

23,203,338
10,468,902
3,388,442
1,478,866
1,484,046
1,040,607
843,973
716,445
373,529
291,079
828,115

13.6
14.0
20.5
10.9
23.2
4.0
18.6
8.0
5.3
(5.8)
8.8

12,758,522
5,934,926
1,786,502
643,214
815,313
415,395
463,825
317,546
179,298
137,578
776,358

13.2
13.8
19.8
10.9
10.9
5.2
21.7
3.9
5.9
(4.4)
8.8

ALL OTHER SIDE DISHES
Bob Evans Farms
Hormel Foods
Private Label
Reser’s Fine Foods
Renaissance Food Group
Vitasoy USA (Nasoya Foods)
JSL Foods
Modern Mushroom Farms
Onofrio’s Fresh Cut
Del Real Foods

$30,996,002
$10,279,119
$6,591,186
$4,772,703
$2,439,153
$1,421,807
$887,750
$658,019
$522,724
$375,603
$354,955

13.4
(8.3)
24.6
18.0
55.7
56.3
130.0
21.2
3.8
68.4
1.7

8,982,311
3,051,356
1,963,463
1,603,477
398,977
409,895
426,472
249,182
116,109
61,339
85,192

15.7
(8.0)
24.1
30.0
37.9
101.0
145.9
17.8
6.3
68.8
3.7

9,852,130
3,748,390
2,545,116
1,494,711
688,092
191,987
213,236
160,430
58,055
47,041
127,799

11.4
(7.8)
24.0
25.0
42.3
99.2
145.9
19.4
6.3
70.8
0.1

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

$462,486,336
$182,576,384
$126,836,688
$47,168,500
$18,465,312
$13,743,454
$10,223,198
$8,711,814
$6,003,189
$4,877,368
$4,195,950

13.2 136,970,672
15.5 57,683,624
7.7 40,086,840
16.0 16,380,936
12.1
3,966,053
10.9
2,115,863
20.4
3,134,318
28.3
3,130,564
30.1
950,946
(0.6)
1,162,099
(1.8)
841,144

5.5 72,282,144
5.9 31,282,092
(0.9) 18,713,046
15.6
7,827,334
14.8
2,867,245
2.2 2,060,024
17.3
1,543,372
19.9
1,403,373
22.5
466,799
(5.8)
543,209
(4.2)
442,059

4.6
5.1
(1.6)
15.4
5.5
(2.6)
16.2
16.7
22.5
(5.7)
(4.7)

$1,208,477,568
$638,371,648
$180,607,744
$104,197,208
$34,453,456
$28,753,004
$14,021,038
$11,707,949
$10,809,561
$9,976,994
$8,124,699

13.2 468,277,408
13.3 270,034,880
13.9 55,038,656
17.7 38,297,604
14.5 10,102,020
7.6
11,365,826
9.8
4,316,073
3.6
6,286,632
10.6
5,154,854
28.6
2,562,575
4.0
3,184,587

1.6
0.1
10.3
4.7
7.9
(1.4)
(5.2)
(11.9)
(2.8)
24.9
(9.1)

13.2
14.3
17.0
19.2
6.8
49.8
10.0
13.7
(9.8)
38.5

7,832,963
4,149,149
1,422,010
350,841
265,665
210,614
241,990
134,329
88,785
65,350

2.1
(0.2)
6.3
16.3
(0.8)
41.1
2.7
13.8
(14.8)
36.2

9,024,918
6,307,785
1,397,610
166,686
130,312
105,307
120,995
100,746
42,977
40,844

6.5
8.1
12.8
16.3
(0.7)
41.1
2.7
13.8
(15.8)
36.2

HANDHELD NON-BREAKFAST ENTREES $85,993,032
13.1 44,586,904
Private Label
$27,697,264
13.6
7,380,201
Hormel Foods
$12,713,676
73.6
7,282,229
Camino Real Foods
$7,807,929
13.4 19,382,604
Raybern Quality Foods
$7,024,803
(1.2)
2,685,194
Boar’s Head
$4,887,257 120.8
938,719
* Product has been in distribution less than one year.

14.2
10.1
75.0
13.0
(5.6)
139.9

17,639,314
4,070,886
1,372,955
4,892,542
1,567,339
725,381

7.6
12.4
70.9
14.1
(5.9)
142.1

FRESH EGGS
Private Label
Eggland’s Best
Country Creek Farms
Cal-Maine Foods
Sunny Farms
R.W. Sauder
Dutch Farms
Hillandale Farms
Pete & Gerry’s
Donner Enterprises
PRCSSD/IMTTN CHEESE-ALL OTHER
Kraft Foods
Private Label
Yancey’s Fancy
Red Apple Marketing
Boar’s Head
Cabot Creamery
El Viajero Brands
Galaxy Nutritional Foods
Hickory Farms

$37,739,528
$23,025,134
$4,386,873
$2,070,932
$1,328,860
$1,284,124
$765,240
$506,624
$375,663
$271,162

6,886,584,320 2.2
3,906,599,936
1.3
723,911,808
11.1
642,191,744
5.7
224,664,384
1.7
181,789,216 (0.2)
93,441,128 (3.4)
79,186,872 (10.9)
69,157,192
3.0
27,770,768 30.0
48,944,204 (14.1)

From the maker of America’s #1 Soft Pretzel

Bring Excitement & News to the Frozen Bread Category!
)XOO\%DNHG%DYDULDQ6RIW3UHW]HO5ROOVDQG6WLFNV
9HUVDWLOH*UHDWZLWK6RXSVDQG6DODGV
&RQVXPHUV·5HVWDXUDQW)DYRULWHV1RZ$YDLODEOH
IRU+RPH&RQVXPSWLRQ
&HQWUDO+LJKZD\3HQQVDXNHQ1-ZZZVXSHUSUHW]HOFRP
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RELISHES/APPETIZER RELISH
Kraft Foods
Private Label

PORK PRODUCT HOCKS/FEET
Hormel Foods
Royal Sausage Co.
During the 12 weeks ended
Bear Creek Smokehouse
Aug. 10, sales of deli foods
Richard’s Cajun Food Corp.
in supermarkets, drugstores,
Smithfield
mass merchants, military
Tyson Fresh Meats
commissaries and select club
and dollar stores combined hit $6.06 billion, Monogram Brands
8.1% more than the same period a year ago, Farmland Foods
according to Chicago-based market research Gwaltney of Smithfield
firm IRI (@IRIworldwide). However, units
UNCOOKED MEATS (NO POULTRY)
sales edged up just 0.2% to 1.62 billion, and Private Label
volume slid 0.4% to 1.54 billion. Volume sold Cargill Meat Solutions Corp.
with merchandising support fell 2.7 points
Tyson Foods
to 38.2%
Tyson Fresh Meats
For the 52 weeks ended Aug. 10, deli
FPL Food
dollars shot up 7.2% to $24.3 billion while
Hormel Foods
both units and volume jumped 1.7% to 6.67
Laura’s Lean Beef Co.
billion and 6.24 billion, respectively. Volume
Interstate Meat
sold with merchandising support tumbled
Meadow Buffalo
2.5 points to 35.2%.
Our chart shows the fastest-growing deli National Beef Packing Co.
department subcategories, including the
DINNER SAUSAGE
leading manufacturers, for the 12 weeks
Johnsonville Sausage
ended Aug. 10. Only subcategories with at
Hillshire Brands Co.
least $500,000 in sales during the period are Private Label
listed. Manufacturers with less than $50,000 Armour-Eckrich Meats
in sales are not included.
Premio Foods
Aidells Sausage Co.
Bar-S Foods Co.
F A C T O I D S
Kayem Foods
Conecuh Sausage Co.
Jennie-O Turkey Store
BY DELANO DELI

-1.4%

Dollar loss by refrigerated pizza
crust/dough, the only deli
department subcategory to
see sales fall during the most
recent 12 weeks. Four of the
top five brands, including No. 1
Pillsbury (-7.9%) — which owns
half of all sales — registered
declines. But No. 2 private label
posted a 12.5% gain.

8.1%

Percentage of relish/appetizer
relish volume sold with merchandising support during the
most recent 12 weeks — lowest in the deli. It was also the
department’s biggest gainer
(+41.3%), lending support to the
notion that heavy promotion
isn’t always necessary.
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BACON
Private Label
Kraft Foods
Hormel Foods
Wright Brand Foods
Smithfield
Farmland Foods
Tyson Foods
Gwaltney of Smithfield
John Morrell & Co.
Bar-S Foods Co.
BREAKFAST SAUSAGE/HAM
Hillshire Brands Co.
Johnsonville Sausage
Bob Evans Farms
Private Label
ConAgra Foods
Swaggerty Sausage Co.
Jennie-O Turkey Store
Hatfield Quality Meats
Farmland Foods
Armour-Eckrich Meats

$328,420
$172,478
$65,416

41.3
89.7
(1.5)

172,601
110,349
34,574

40.6
96.0
(20.1)

$13,666,293
$4,435,033
$2,685,736
$1,123,031
$758,954
$603,649
$285,488
$278,168
$262,955
$222,476

27.5
16.3
72.1
6.6
338.9
(4.6)
13.6
38.5
22.3
75.5

3,614,673
1,127,792
704,171
265,998
244,821
162,393
39,999
96,566
72,016
26,778

18.6
4.0
62.9
(11.4)
513.3
(21.9)
17.6
38.2
4.8
78.8

$979,894,016
$474,386,144
$126,947,664
$102,389,920
$80,011,824
$35,160,656
$32,969,360
$19,030,780
$11,978,084
$7,904,488
$7,692,630
$857,525,184
$230,039,952
$131,568,720
$90,983,176
$55,585,128
$22,590,610
$19,440,556
$18,036,406
$13,336,346
$10,306,911
$8,277,612

$1,024,721,984
$221,519,456
$210,311,808
$113,401,944
$77,577,576
$52,281,256
$48,384,700
$30,943,528
$28,759,566
$25,056,654
$19,649,808
$351,731,776
$108,163,664
$40,939,580
$35,276,360
$32,981,428
$23,799,152
$13,526,871
$7,533,662
$6,482,094
$6,295,237
$6,201,733

111,633
68,968
19,640

41.2
96.0
(19.9)

3,939,146 24.4
854,258
4.1
1,010,042 72.2
202,738 (11.1)
163,890 310.6
119,490 (20.8)
298,817
9.2
72,425 38.2
54,012
4.8
267,782 78.8

16.4 138,705,376 (0.3) 242,023,024
0.7
23.5 68,665,464
5.1 128,247,680
5.4
15.7 17,828,396
(3.9) 30,593,068
0.1
13.0 14,728,686
(9.1) 25,529,896
(6.1)
12.7
9,613,928
(3.9) 18,363,540 (4.3)
6.2
4,627,543 (12.6)
8,187,262 (12.5)
(12.8)
4,436,949 (22.6) 5,855,908 (23.6)
8.3
2,738,609 (0.0)
2,758,451 (0.7)
7.2
1,690,204
(7.7) 2,826,006 (6.6)
5.2
821,274
4.7
845,069
4.8
10.2
833,484
(3.7)
2,231,341
1.4
11.2 215,522,208
10.3 54,629,400
4.7
38,134,352
30.1
21,143,096
10.5
17,297,364
15.9
3,850,105
21.0
3,383,392
12.6
3,795,608
22.8
2,892,910
21.0
2,031,140
(2.0)
1,965,331

1.8 238,982,704
0.2 60,100,648
(2.6) 35,992,284
6.2 24,642,562
(0.2) 17,874,810
(6.2)
5,501,894
21.5
2,537,544
5.6
8,734,597
25.0 2,220,585
11.6
2,424,582
(1.9)
2,189,769

1.7
0.1
0.2
8.3
0.4
(8.2)
21.5
5.8
24.0
14.5
(2.3)

9.7 204,626,080 (0.3) 188,840,160
0.6
19.6 44,338,840
5.1 42,539,456 10.6
3.5 40,454,236
(4.3) 32,331,810 (6.5)
0.2 18,249,262 (13.5) 15,934,104 (15.8)
5.2 7,090,602 (4.0) 14,845,684
(4.1)
53.3
11,257,853
35.7 11,440,656
39.1
4.6
9,420,313 (8.9)
9,528,417 (6.5)
58.6 8,400,582 56.6
7,200,533 66.3
(6.3)
7,720,885 (10.6)
6,720,159 (11.5)
15.8 6,630,802
(1.4)
5,037,544
0.1
(18.0)
4,908,792 (30.0)
3,923,986 (30.0)
9.7 92,387,480
1.7
24,311,146
15.2
11,296,764
(0.0)
8,472,087
22.3 10,432,323
22.7
5,428,757
12.1
2,046,835
44.9
2,243,488
(3.9)
2,342,428
(3.6)
2,231,581
3.7
2,065,297

MEAT/CHEESE/CRACKER/DESSERT $311,983,456
6.2 166,218,800
Kraft Foods
$237,774,800
5.4 126,679,968
Armour-Eckrich Meats
$39,249,556
6.4 35,654,912
* Product has been in distribution less than one year.

(5.5) 82,446,944 (4.6)
(19.5) 22,425,660 (16.4)
3.2
8,532,724
3.6
(17.0) 7,858,069 (16.0)
5.4
8,537,319
5.9
8.3
6,340,797
9.9
(9.1)
3,721,934 (11.4)
57.1
2,012,989
51.5
(11.2)
1,324,839 (11.1)
(15.9)
2,070,474 (18.2)
(10.4)
1,078,641 (10.3)
9.7
9.1
11.2

58,159,712
46,635,764
6,953,346

1.4
1.4
0.3

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
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Let us set you up with the market’s
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REFRIGERANT

also facing the real possibility that the main replacement for R-22 – HFCs (hydrofluorocarbons) -- will be the
next refrigerant to be phased down because of their high
global warming potential (GWP), creating the need for
another replacement. In mid-September, less than a week
after the panel discussion, the White House announced
that it had secured voluntary agreements from Kroger,
Retailers say it’s a challenge to find refrigerants that do Coca-Cola and Red Bull to scale down or phase out their
the job and still satisfy the EPA.
use of HFCs. And earlier this year, the EPA proposed
making HFC refrigerants such as R-507A and R-404 unBY MICHAEL GARRY
acceptable for commercial use in new and retrofit retail
food refrigeration beginning in 2016.
Gary Cooper, director of refrigeration, Lowe’s Markets,
ince the mid-1990s, Section 608 of the Clean Air
Littlefield, Texas, lamented this state of affairs. “First
Act has complicated the lives of the refrigera[R-502] was bad, so we go to [R-22]. Then 22’s got a little
tion engineers who work for food retailers. And
bit of ODP [ozone depletion potential], a reasonable GWP
if a recent panel discussion organized by Frozen &
but now that’s bad, let’s go to [R-404]. Now 404’s bad, it
Refrigerated Buyer is any measure, Section 608 continhas a high GWP, though it’s
ues to be a major headache.
a zero ODP. How many times
Section 608 authorized the
are we going to have to keep
Environmental Protection Agency
doing this?”
to cut the usage and emissions of
One solution to the ongoozone-depleting gases such as CFCs
ing saga is to ensure that the
(chlorofluorocarbons) and HCFCs
refrigerants retailers use pose
(hydrochlorofluorocarbons) – the
no threat to the environment.
very synthetic refrigerants superSo-called natural refrigerants
markets have used for decades. To
fall in this category, and are
that end, the agency phased out
starting to be employed in
CFCs in the mid-1990s and now
North America.
it’s taking aim at HCFCs (notably
“Unless you put an all-natuR-22’s). By 2020, production and imral system in, it’s going to be an
ports of R-22 will be prohibited, and
ongoing thing as long as we’re
retailers have been scrambling since
around, and probably beyond
2010 to prepare for this eventuality.
us,” said Mike Ellinger, global
The EPA also seeks to reduce the
maintenance and refrigeraleakage of R-22 into the atmosphere,
tion coordinator, Whole Foods
stipulating that annual leak rates of
‘Every time you try to catch up to (the
Market, Austin, Texas. Whole
35% or more compel retailers to take
GWP), it’s moving.’ — Randy Walthers
Foods has installed a transcritcorrective measures. The agency
of Raley’s.
ical refrigeration – which uses
has proposed reducing that “trigger
only carbon dioxide, a natural
rate” to 20%.
refrigerant that is environmenSWAPPING STORIES
tally benign in the refrigeration context -- at a store in
Brooklyn, N.Y.
At the first annual refrigeration-merchandising panel
Another approach, which some of the panelists are takdiscussion on Sept. 10, refrigeration executives from
ing, is to test lower-GWP synthetic refrigerants that are
seven food retailers – Target, Giant Eagle, Dorothy Lane
just entering the marketplace.
Market, Raley’s Supermarkets, Whole Foods Market,
Save Mart Supermarkets and Lowe’s Markets -- swapped
stories about how they are transitioning out of R-22, what GETTING OUT OF R-22
Meanwhile, there’s the phaseout of ozone-depleting
refrigerants they are using in its place, how they are hanR-22 refrigerant to address. Giant Eagle, Pittsburgh, has
dling their used R-22, among other topics (which will be
removed between 50% and 60% of the R-22 in its chain of
covered in future articles). Merchandisers recently with
179 corporate supermarkets and 189 GetGo fuel/conveniBusch’s Supermarkets and Harris Teeter were also in the
ence outlets, said Brad Morris, manager of engineering,
panel discussion, which was sponsored by Hillphoenix,
Giant Eagle. “Most of our [R-22] retrofits occur when we
Conyers, Ga., Emerson Climate Technologies, Kennesaw,
do an expansion or remodel of our stores,” though in the
Ga., and EOS Climate, San Francisco.
next three to five years, leading up to the 2020 cessation
As if dealing with R-22 weren’t enough, retailers are

MERRY-GO-ROUND
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of R-22 production, “we’ll actually
start retrofitting as a stand-alone
project just to finish it.”
Giant Eagle originally used R404A as the replacement for R-22,
but then converted last year to
R-407A. The reason is the much
lower GWP of R-407A compared to
R-404A (2,000 vs. 3,800).

chain intends to convert a store from
R-22 to R-449A, which will require
a change in compressor oil. Neither
R-449A nor a similar refrigerant,
R-448A, is currently part of the EPA’s
list of acceptable substitutes for R-22,
known as the SNAP (significant new
alternatives policy) program, though
field tests are permitted.
Target, Minneapolis, is in the
process of retrofitting its 251 SuperTarget stores, inserting R-407A in
place of R-22, said Paul Anderson,
senior group manager, engineering.
The conversion process is based, not
on a remodeling program, but on a
model that evaluates the current and
expected price of R-22, as well as
maintenance, repair and energy costs.
Target is taking this approach
because “we’re not remodeling [SuperTarget stores] at a fast enough rate
today that would support a phaseout
to meet our goal, which is by 2020 we
hope to be completely out of R-22 in
our refrigeration systems,” he said.

‘Unless you put an all-natural
system in, it’s going to be
an ongoing thing.’ — Mike
Ellinger of Whole Foods.

MOVING TO 134A/CO2

Save Mart, Modesto, Calif., is
about 25% through its R-22 conversions, using R-404A as a substitute,
said Ray Agah, vice president of
engineering & construction. Its new
design refrigerant is R-407F. “404
was, I think, marginally, a mistake,”
said Agah. “It’s working pretty good,
relatively, but it was a mistake.”
Raley’s, West Sacramento, Calif.,
which operates 132 supermarkets,
has eliminated R-22 from all but six
of them, said Randy Walthers, manager, energy/utilities, at the chain.
Raley’s also uses R-404A as a replacement, but because of its “crazy” GWP
is seeking an alternative.
To that end, Raley’s this month
plans to test a refrigerant made by
DuPont called Opteon XP40 (R449A), which incorporates an HFO
(hydrofluoro-olefin), reducing the
GWP to 1,397. It will be used as a replacement for R-404A. In January, the

performance for a larger rack system.
R-134A is another possibility. In
remodels, Cooper has used R-407A
and R-407C (GWP 1,600), and is also
working with R-407F (GWP 1,824) as
a “design” refrigerant in a few sites.
In one large R-22 store undergoing
a remodel, Lowe’s is implementing a
distributed refrigeration system with
R-407F in the refurbished section.
In addition, Lowe’s is planning a
field test this month of Solstice N40
(R-448), made by Honeywell, in place
of R-404A. Like R-449, N40 incorporates an HFO, bringing its GWP
down to 1,300.
Dorothy Lane Markets, a threestore food retailer based in Dayton,
Ohio – by far the smallest retailer
at the panel discussion – is about
halfway through a retrofit of R-22
systems with R-404A, said Ed
Flohre, store director and director of
special projects.
Panelists were queried as to what
they do with their R-22 when they
remove it? Do they purify it and
stockpile it themselves for use in
stores still using R-22? Or do they sell
it to reclaim companies?

Target also operates 1,245 discount
stores with food sections, known as
PFresh, which were launched
in 2009 with R-134A (GWP
1,300) in place of R404A. In
June, Anderson announced
at the ATMOsphere America
conference (hosted by Shecco)
that the company is moving
to a hybrid (cascade) R-134A/
CO₂ refrigeration system in
new PFresh units. “That will
be our typical design going
forward,” he reiterated at the
panel discussion.
At Lowe’s Markets, about
20% of stores are still using
R-22, said Cooper, the rest
mainly having transitioned to
‘It’s total warming we should be
R-404A. However, the chain
concerned with.’ — Ray Agah of
is now testing alternatives
SaveMart.
for remaining R-22 retrofits,
remodels and new stores.
Lowe’s Markets stockpiles the reFor example, Lowe’s has begun
frigerant on its own. “The one caveat
trying R-438A (GWP 1,890), which
there is you have to be very thorough
“seems to be working fairly well,”
with your paper trail – where it
in stores with small R-22 refrigcame from, where it’s stored, where
eration systems, and is gathering
OCTOBER 2014
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it goes,” said Cooper, adding that
Lowe’s manually tags its gas cylinders. The refrigerant is stored in two
regional locations.
Giant Eagle, on the other hand,
works with a reclaimer (National
Refrigerants) that cleans and banks
its R-22. Any inventory that is not
required for leak replacement is
disposed of on a rolling basis, said
Morris. “So we’re slowly dwindling
down through our inventories.”

CAPACITY DEBATE
In assessing refrigerants, Agah
contended retailers should consider
impacts beyond GWP, especially
energy efficiency. “It’s total warming
we should be concerned with,” he
said. “We all know when you change
the refrigerant, we lose capacity. And
I think EPA should really go a little
bit deeper to find out that by making

According to Cooper, refrigeration
systems using R-407A require more
horsepower than R-404A systems
under the same conditions. This
needs to be considered along with
potential leak impacts, he said. “You
have to be effective in your design
and also factor in the efficiency of
your [refrigerant], or you’re not gaining any ground at all. Small drops in
efficiency add up quickly,”
On the other hand, a study by Emerson Climate Technologies showed
that, combining low and medium
temperature cases, the capacity
difference between 407 refrigerants
and R-404A is “at worst a wash,” said
Keilly Witman, a co-moderator of the
discussion who heads KW Refrigerant Management Strategy and is
the former manager of the EPA’s
GreenChill program.
Target has found the energy impact of using R-407A in an
R-22 conversion to be “pretty
insignificant,” allowing Target
to employ it in converted
SuperTargets, said Anderson.
But the retailer would not put
it in a new store, he added.
Whole Food’s Ellinger concurred with Anderson that R407A causes no drastic difference in efficiency in retrofits,
“and we monitor it pretty well.”
On the other hand Whole
Foods has also seen fit to use
R-407A in new stores, as well
as R-134A in some mediumtemperature systems.

IMPACT OF
PROPOSED RULE
The panelists were also asked
to comment on the EPA’s
proposed rule to make HFC
refrigerants such as R-507A
and R-404 unacceptable in
new and retrofit retail food refrigeration beginning in 2016. The rule is
intended to spur usage of available
alternatives with lower GWPs.
“If they enacted the rule today
as proposed, it would have a minimal effect on us as a company,” said
Ellinger. “We have transitioned to

‘How many times are we going to have
to keep doing this?’ — Gary Cooper of
Lowe’s Markets.
us do all of these things, what is the
total sum of the negative effect that
we’re going to have?”
For example, the panel debated
whether R-407A had sufficient cooling power (capacity), and overall
efficiency, to serve as a replacement
refrigerant for R-22 or R-404A.
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lower GWP refrigerants over the past
few years and we support the proposed rule to transition away from
404 and 507 refrigerants on newly
installed systems.”
But Walthers of Raley’s wondered
how the EPA was defining an ac-

‘Hybrid R-134A/CO2 will be
our typical design.’ — Paul
Anderson of Target.
ceptably low-GWP refrigerant. “The
GWP keeps on moving,” he said. “It’s
at 1,500. Is it going to stop at 1,500 or
go down to 1,000? Every time you try
to catch up to it, it’s moving.”
Flohre is also perturbed by the
prospect of having to switch refrigerants again. “When you buy something, is it going to last for 10 years?”
he said. “Not if the EPA changes
something and we have to spend a lot
of money on it. I appreciate everybody else telling us what you’re doing
and not doing, because that’s the only
way we small guys learn.”
Giant Eagle hasn’t used R-404A
in new stores in about two years.
But Morris wondered whether, in a
store undergoing expansion that had
been using R-404A, the chain would
need to use a lower GWP refrigerant or could simply employ more
R-404A. “That would be something I
would need to understand a little bit
more,” he said. In stores with R-22,
expansions would require a different
refrigerant. Q
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MERCHANDISING

MEETS ENGINEERING
And the discussion turns to ROI, packout, doors and
issues with in-store training and packaging.
BY WARREN THAYER

M

store-by-store basis, minimizing costs while remaining
relevant to the communities it serves.
Johnny Harris, who headed up dairy at Harris Teeter
for 37 years before becoming a consultant and awardwinning columnist for Frozen & Refrigerated Buyer, said
that he was more involved in specifying refrigerated cases
earlier in his career, but that over time he was generally
just asked by management how much space he wanted for
the dairy department.
Panelists generally agreed that doored display cases
work well in nearly every category in frozen and refrigerated foods. One said that three feet of an open medium-

argins and return on investment will increasingly determine how much space is devoted
to frozen and refrigerated foods — and
the growth or decline of those departments. To
improve upon financial benchmarks, retailers
should bring their merchandising people together
more often with store engineering personnel, display case suppliers and even packaging designers
at food manufacturers.
These were among many points raised by retail
panelists Sept. 10 in St. Louis at the RefrigerationMerchandising Panel, run by Frozen & Refrigerated
Buyer. Panelists, including merchandising and engineering personnel, differed on how well retailers pull
these disparate groups together — but all agreed
that doing so can yield profitable idea-sharing.
‘If you don’t have doors on cases, some customers look at you as
if you’re not a good neighbor. We get a lot of feedback on that.’
FIRST ANNUAL CONFERENCE
— Ed Flohre of Dorothy Lane Markets. Co-moderator Michael
The event, sponsored by Hillphoenix, Conyers, Ga.,
Garry is at center, and Brad Morris of Giant Eagle is at right.
Emerson Climate Technologies, Kennesaw, Ga.,
and EOS Climate, San Francisco, brought together
engineering executives from Target, Giant Eagle, Dorotemp case will pull about the same load as five doors. But
thy Lane, Raley’s, Whole Foods, Save Mart, Lowe’s, and
it’s not entirely about energy savings.
merchandisers recently with Busch’s Supermarkets and
There was agreement that doors rarely act as a barHarris Teeter.
rier between shoppers and the product anymore. Some
Bryan Nichols, most recently
panelists said their research shows
COO of Busch’s Supermarkets,
that doors do impede sales in certain
Ann Arbor, Mich., and now with
categories, but they consider details
Transnational Foods, Miami,
on this to be proprietary.
noted that while at Busch’s, “I had
Overall, however, shoppers
to balance the bottom line cost
seem to like doors. “We get comassociated with refrigeration and
ments from our shoppers in stores,
the size of sections up against
and they want doors on about
margin generated by those seceverything but bulk produce and
tions. People could have all the
red meat,” noted Ray Agah, vp of
equipment and all the room they
engineering and construction at
wanted, provided they could costSave Mart Supermarkets, Modesto,
justify it. And when you get down
Calif. “One woman stopped a store
to that basis, it’s amazing how
manager who was against doors,
often people have to soften their
and told him, ‘At home, I close the
positions. It’s always easy to want
door on my refrigerator, and I thank
something, but it’s not so easy to
you for closing the doors on your re‘As merchandisers, we look at how
justify it financially.”
frigerator here, also,’” Agah said.
much inventory we have at store
Nichols, who lives in Houston,
Other retailers reported similevel. Our goal in frozen was to have
said San Antonio-based H-E-B
lar
reactions from shoppers, with
no more than four weeks.’ — Johnny
does a particularly good job of
some
noting that customers now
Harris, formerly of Harris Teeter.
balancing item selection on a
often reach for the front product in
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a display instead of digging back, because they trust the
protection that doors provide. Ed Flohre, store director,
Dorothy Lane Markets, Dayton, Ohio, stated that “If you
don’t have doors on cases, some customers look at you
as if you’re not a good neighbor. We get a lot of feedback
on that.”

‘MAJOR PUSHBACK’

Damned if you do, and damned if you don’t, it seems.
Retailers want maximum packout, so they push case
makers into building deeper and taller units. But when
cases get too tall, shoppers can’t reach the top shelf.
Several panelists reported shoppers standing on the
bottom ledge of cases to reach the top shelf, asking for
help or just giving up. One retailer joked that “It’s really
just a training issue. We have to train shoppers to step on
the bottom shelf, and reach.”
Training — for store associates, this time — was also a
hot topic. And it, too, ties into packout.

His stores recently put smoked meat behind doors, but
he doesn’t expect to add doors to fresh meat or cold beer
— “there’d be a major pushback.” When the stores do
remodels, he said, they almost always update to doored
‘STACKED TO THE GILLS’
cases. “We’re looking at some retrofits, but if a case is not
“How many times do you tell people in the stores to stock
built for a door it doesn’t look right, so it is almost better
the pizza shelves and leave two inches between the top
to just do a new case.”
Harris said he’s seen cases that look good when retof the product and the bottom of the shelf above? And
rofitted with doors, although they have limited packout
then you walk by and it’s stacked to the gills,” noted Gary
compared with cases built with doors in the first place. But Cooper, director of refrigeration at Lowe’s Markets, Litby the same token, he noted that frozen cases with doors as tlefield, Texas.
original equipment sometimes have too much room.
That, of course, impedes air flow in the cases and
“As merchandisers, we look at how much inventory we
wreaks havoc with product quality. Worse, in the case of
have at store level,” he said. “Our goal in frozen was to have pizza and pillow-pack frozen vegetables, product is often
no more than four weeks. But you put in a single facing of
stacked on its side so that the front panel of the packaging
Pictsweet broccoli,
— a key selling point — is
and you might have
not seen.
five weeks’ supply
Panelists also faulted
in that one row. You
food manufacturers for
can get up to eight or
having little if any undernine weeks’ worth of
standing of air flow dyproduct behind those
namics when it comes to
doors.
designing packaging.
One panelist noted that
“Over in dairy, we
“You wouldn’t believe the
used to have milk in
number of products over
about eight doors,
the years that have crossed
but over time we cut
my desk where we looked
that back because
at the packaging and said,
we needed space for
‘No thanks. It’s not going to
creamers and other
‘I had to balance the bottom-line cost associated with
work within the configuraitems. Well, guess
refrigeration and the size of sections up against margin
tion of the case.’ I can’t bewhat? You can put a
generated by those sections.’ — Bryan Nichols, former
lieve how many companies
helluva lot of creamers
COO of Busch’s Supermarkets. At left is co-moderator
hire MBAs to come in and
in those doors, too.
Keilly Witman.
work on marketing projects,
Somehow the case
and you just want to ask
manufacturers should
them, ‘Have you ever been inside a supermarket?’”
say, ‘Hey, we’ve got these racks for creamers.’ It shouldn’t
That comment brought laughter and knowing nods,
be up to the International Delights and Coffee-Mates of
with one member joking, “Maybe you’d better not print
the world,” Harris said.
This led into a discussion of companies such as B-O-F
that part.”
and Trion that provide gravity-flow shelving and afterSave Mart’s Agah blasted packaging — particularly for
market custom applications. It’s a complex issue — Harris pint and half-gallon ice cream — that produces air flow
pointed out that some gravity flow shelves, when they
problems. This leads to frost build-up which hampers
misbehave, can trap milk at the top of the slide until they shoppers wanting to read ingredients labels. “The cuscome racing forward, sometimes smashing fingers, losing tomer of yesterday is no longer the customer of today,” he
caps or falling onto the floor.
said. “They want to read ingredients, and are more aware
“Of course your operations guys will say ‘It’s driving my
of what they put inside their bodies.”
labor costs down,’ but if you go with shelves that are too
There was more — lots more, actually — but we’re out
short, you will run out of stock all the time,” Harris noted.
of space. See you next month! Q
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WHAT IS YOUR

USED R-22
WORTH?
Plenty! And it’s worth your serious attention.
BY KEILLY WITMAN

A

bout five years ago at the FMI Energy
Conference, I gave a plenary presentation on the EPA’s R-22 phaseout. I posed
a question to the audience: Why were supermarkets paying people to come and haul away their
used R-22? I commented, admittedly somewhat
facetiously, that paying someone to come and
take away your used R-22 after a refrigerant retrofit was like finding a suitcase full of money buried in your basement and paying a junk collector
to come and haul it away for you.
I was confronted by several reclaimers after the
presentation who told me that my analogy was extremely flawed. The money in the suitcase would have to
be so dirty that it couldn’t be used unless it was cleaned
and made like new. They assured me that I’d gladly pay
someone to haul away money that was covered in mud
and grease. The conversation then deteriorated into jokes
about money laundering, and, as is often the case at the
FMI Energy Conference, the conversation resulted in
more questions than answers.
Over the past five years, supermarket industry practices with respect to used R-22 have certainly changed.
Most recognize now that the value of a pound of used
R-22 is
about
equal to
the price
you’d pay
to purchase a
pound of new R-22. The common practice is to recycle
the used R-22 in-house by running it through a filter
drier and storing it for use in the company’s other R-22
systems. Supermarkets save money by not having to
purchase as much new R-22, but they also protect themselves by hedging against future price increases and/or
R-22 shortages as the R-22 phaseout progresses to its end
stage in 2020.
I know of companies that have not had to purchase

R-22 for the past three years because they have their
own stockpiles. They watched the R-22 prices rise and
fall over the past few years with big smiles on their faces.
They aren’t worried about possible price increases when
the EPA cuts production of R-22 again next year. Year
after year, these companies need less and less R-22, while
building up more and more of a reserve. Imagine not having to worry at all, ever again, about the R-22 phaseout.
Companies do face some challenges in managing these
R-22 reserves. How
do you transport the
R-22 between stores?
Where do you store
it until it’s needed?
Who keeps track of
all that R-22? How
do you make sure
that your refrigerant doesn’t fall off
the back of a truck at
some point, especially
as the price of R-22
goes up? Finally, how
much time do you
want your refrigeration team to spend on
your R-22 stockpile,
Keilly Witman
instead of keeping
your display cases
cold? All of these issues are manageable, as demonstrated
by the numerous companies that have successfully executed their plan for used R-22 over the past few years.

DO THE MATH
If a company does 10 R-22 retrofits in a year, pulling out
about 3,000 pounds from each of those 10 systems, the
company has a stockpile of about 30,000 pounds of R-22.
If R-22 costs $10 per pound, you’ve got an asset of about
$300,000. Remember that this $300,000 would otherwise be a cost to the company as it purchases new R-22
for its systems. If you take
the standard assumption of a
1% profit margin for a supermarket, a company has to sell
about $30 million worth of
goods to earn $300,000.
I have yet to run into a company that can’t find or hire someone to manage an asset
of this size. I’d do it. And believe me, if I found a suitcase
full of that much money in my basement, I’d find a way to
clean the mud and grease off it, too.Q

I know of companies that have not had
to purchase R-22 for the past three years
because they have their own stockpiles.

Keilly Witman (keilly@kwrms.com, 202-817-4430) is
the owner of KW Refrigerant Management Strategy and
former head of EPA’s GreenChill Partnership, which she
launched in 2007 and led until 2013.
OCTOBER
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BEFORE YOU GO MESS
WITH PACK SIZE…

and distribute to all the stores. If we’re not really careful,
about half of them won’t even get put up in time, and then
we can get zapped by the state authorities. Scandal! Supermarkets are lying to shoppers about package weights!
It’ll be in the papers and on the 5 o’clock news. And we’ll
take all the heat, not you.
This is for all you newly minted vendor MBAs: If you
Then of course there’s a bit more unpleasantness, althink reducing pack size is a ‘simple trick’ to make you
most under the radar. If the tags aren’t changed, the data
a hero, think again.
reports going to IRI and Nielsen get all screwed up. What
gets lumped together under the same SKU, and what is
BY JOHNNY HARRIS
recorded as a different SKU? Margin of error can become
margin of terror if you can’t explain the
on’t get me wrong. I don’t care a
funny little discrepancies to your boss.
whit if you play around and make
And don’t forget, some of these can be
the casepacks smaller. Sometimes
time bombs, like when the old large
12 to the case is too many for items with
packages get mixed in with the new
dating, and cutting back to nine gives
smaller ones in the warehouse.
me better packout, fresher product on
But all this is chicken feed compared
the shelf and less product having to go to
with having to redo planograms; somereclaim. We both do better when there’s
times major resets are in order. We’ll
less reclaim.
expect your reset teams to handle this.
But why in tarnation do you keep making
Don’t worry —they’ll bill you. And, to
pack sizes smaller instead of just raising the
get rid of old packaging to make room
price by a nickel? It’s marketing cowardice,
for the new, we’ll bill you, too, one way
really, and you don’t even fool consumers.
or another. That’ll show up in those
JOHNNY HARRIS
It has not escaped their attention that some
fancy little reports that show up in your
yogurt cups can practically fit in a shot
office and give you heartburn.
glass, and that half-gallon ice cream is working its way
But worst of all, when you downsize your packaging,
down to pint-size.
you create a chain reaction. Your competitors get wind of
I know, I know. You’re just out of college with mounit, and have a powwow with their marketing MBAs and
tains of debt and you want to be a hero to the boss so
consultants. (You guys are like lemmings, I swear.) Then
you’ll be promoted and can move out of your parents’
one by one, they downsize their packaging, also. They’ll
place. And your professors all told you that you have to
do it right when we’re in the middle of a reset. Believe me,
keep sales up — or at least pretend to — if you want to
customers will love that.
keep your job. Am I right?
Finally — and yes, I’m almost done — we’ll have our
Well, let me tell you what happens in the real world
own powwow, and the decision will be made to follow
when you figure you’ll keep dollars and units ahead by
suit and downsize our private label.
shaving down the package size. First, you won’t meet
Yippee. New packaging, at our expense. Working
your goals. Second,
through our inventories of
you’ll really tick me
both old product and old
off. And ticking off
packaging. New item codes.
buyers is bad for
New shelf sets.
business.
I hope this has been
You see, as soon as
educational for you. This Real
you pull the trigger on a smaller pack size, I’ll have to get
World Course is tuition-free, but please, let this old proto work on creating a new item code and a new planofessor give you a bit of advice.
gram so the smaller stuff fits on the shelf. Do you have
First, and this one’s really important: Cutting pack size
any idea what that means, son? (Or maam, if appropriate.) doesn’t increase unit sales. But it easily leads to volume
Have you ever been on a sales call? Ever been in a buyer’s
reductions. If there’s ice cream in the home freezer,
office? Ever been in a supermarket?
consumers are going to eat it. When it’s gone, they don’t
Well, let me walk you through it all. Creating a new
run to the store right away to restock. They’re out of the
item code is necessary so that when shoppers stand at the market awhile, and you’re not going to increase shopper
shelf, they can see on the shelf tag how many ounces are
trips by making them run out of ice cream more often.
in the package, the cost per ounce and other things you
Second, if your pricing is driven by commodities, don’t
never even dreamed of at your keg parties.
get so excited when, say, cheese goes up. What goes up
Those new tags aren’t cheap, they take time to produce
must come down eventually. You’re better off taking a

D

‘All this is chicken feed compared
with having to redo planograms;
sometimes major resets are in order.’
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Frozen Ready-Dough , Heat & Serve Rolls and Exciting New Monkey Bread!
®

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

For instant service or more information, contact us at

800-854-3255

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

www.bridgford.com

JOHNNY’S COLUMN
price increase instead of going through all the hassle and
expense of cutting a package down by an ounce or two.
You’re not going to lower your own pricing anyway, even
if the package weighs a bit less. And then, at the end of
the year, you’re going to have to explain why price stayed
flat and volume went down.
Third, if
you’re considering changing pack size,
discuss it with
your retailer
partners,
and not just
Walmart. Believe it or not, we might even have some
insights that could benefit both of us.
Thank you. And good luck on moving out of mom and
dad’s house. Q

‘Cutting pack size
doesn’t increase unit
sales. But it easily leads
to volume reductions.’

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.

KROGER SEES ‘NATURAL’
MARGIN SQUEEZE
As the segment becomes more competitive, there’s
more pressure on margins. But double-digit growth in
natural/organic continues.

C

incinnati-based Kroger said its Simple Truth
brand should reach $1 billion in sales this year,
and that it expects continued growth in the natural/organic segment. But margins are being squeezed.
“Our natural foods department continues to grow in
the double digits, accelerated by significant household
gains,” Mike Schlotman,
senior vp and CFO, told
securities analysts in a Sept.
11 conference call.
And Mike Ellis, Kroger’s
president and COO, said “the
natural/organic customer is
changing and growing in numbers,” adding that items in
the segment are increasingly being integrated on the shelf
with mainstream products.
Kroger CEO Rodney McMullen noted that customers
don’t choose to buy strictly one way or the other. “There’s
a small percentage of customers that are only organic
and natural, but most of our customer base actually buys
across the whole store.”
Significantly more than half of Kroger customers buy
from the natural/organic segment, and their numbers are
increasing. But it’s not easy to establish their reasons for
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buying that
way, he said.
“There’s a
lot of product
innovation
in that space
as well,” according to
McMullen.
“So some of
the customers
may be buyKroger expects its Simple Truth brand to
ing products
reach $1 billion in annual sales soon.
there because
of the innovation and not necessarily because of organic or natural.
It’s just because it’s a new item and it tastes good. So how
much of it is driven by one piece versus the other? I think
it would be just speculation.”

SKU COUNTS RISE
Ellis noted that it’s difficult to determine what percentage
of natural/organic segment sales are incremental, since
there’s so much switching out done by customers. But
while natural/organic SKU counts continue to rise for
both branded products and private label, “There’s more
margin pressure now on natural and organic than there’s
ever been,” he said.
“It’s becoming more and more of a competitive category,” according to Ellis. “And so although margins tend
to be better in natural and organic, I don’t know if that’s
going to continue for the foreseeable future.” Q

UDI’S, EVOL POST GAINS

Boulder, Colo.-based Boulder Brands reported that its
gluten-free brands, Udi’s and Glutino, grew by 26.9% in
the second quarter of the year, while its EVOL brand skyrocketed 131.2% and topped $10 million for the first time.
“Overall, we continue to gain distribution on glutenfree… increasing to 22.1 average items at conventional
grocery retail, up from 20 at the start of the year,” said
Steven B. Hughes, CEO, during an Aug. 7 conference call
with securities analysts.
Hughes added that EVOL had an average of four items
on the shelf in conventional grocery stores, and that he
expects to increase distribution meaningfully in the coming quarters.
He noted that at Target, EVOL’s most developed account, the brand is ranked by Nielsen at No. 10 in all of
frozen, ahead of Healthy Choice (No. 15) and just a little
behind Stouffer’s red box (No. 8).
He predicted further growth from Udi’s as it launches
into two national restaurant chains and debuts a baked
goods line into ambient in-store bakery sections. Udi’s is
also introducing a variety of new products. Q
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VENDOR VICTORS

WHERE SMALLER
VENDORS WIN

Still more reasons why a ‘top 2 and private label’ policy may not be wise.
BY DAN RAFTERY & WARREN THAYER

S

maller vendors
are posting larger
gains than the
top two vendors in
the frozen, dairy and
deli departments. Last
month, we published
data showing that
smaller vendors grew
faster in 41 out of the
67 subcategories with
annual sales of more
than $10 million.

44 OUT OF 74
IN DAIRY
This month, our data
shows that in the dairy
department, smaller
vendors outpaced the
top two vendors in 44
out of 74 subcategories.
In deli, smaller vendors
came out ahead in 11
out of 16 subcategories.
Our 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.
We asked IRI to filter
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DAIRY DEPARTMENT
SEGMENT

DOLLAR
SALES
% CHG

VEGETABLE JUICE/COCKTAIL
36.0
Top Two
(No Private Label)
Other Eight
CIDER
7.1
Top Two
Private Label
Other Seven
PRCSSD/IMITATION CHEESE-LF
8.0
Top Two
Private Label
Other Seven
WHIPPED
7.4
Top Two
Private Label
Other Seven
PRCSSD/IMIT. CHS-ALL OTHR (21.0)
Top Two
Private Label
Other Seven
FRUIT NECTAR
(6.7)
Top Two
Private Label
Other Seven
SOFT
7.5
Top Two
Private Label
Other Seven
BRICK
(0.2)
Top Two
Private Label
Other Seven
GRATED CHEESE
2.3
Top Two
Private Label
Other Seven
NATURAL CUBE
(0.5)
Top Two
Private Label
Other Seven
CHEESECAKES
5.0
Top Two
Private Label
Other Seven
DOUGH (BREAD/ROLLS/BUN) (4.5)
Top Two
Private Label
Other Seven

OCTOBER 2014

WTD AVG
$ SLS
CHG
23.2
180.3
(11.2)
4.9
63.0
10.9
(24.8)
84.4
8.3
2.8
80.9
(35.2)
50.6
14.1
(4.8)
2.5
40.8
1.9
17.2
46.9
2.2
(5.3)
38.6
(8.4)
4.1
24.8
(9.0)
1.0
20.7
7.5
0.6
30.2
(4.7)
(4.6)
17.6

OTHERS
MINUS
TOP 2

UNITS
% CHG

157.1

50.6

74.3

25.6

73.5

3.2

72.5

3.3

49.3

(18.7)

45.7

(6.4)

45.1

2.0

36.4

(4.0)

33.2

(0.1)

29.6

0.2

22.6

4.4

22.3

(3.8)

WTD AVG AVG UNIT
UNITS
PRICE*
CHG
2014*

AVG UNIT
PRICE
2013**

37.3

3.77

4.20

212.6

3.73

4.15

1.0
33.3
96.7

3.91
3.70
3.74

4.45
4.70
4.52

7.4
(31.9)
67.5

5.72
4.81
6.45

5.54
4.36
5.86

4.4
(1.2)
97.4

2.84
2.25
2.47

2.74
2.17
2.70

(37.0)
40.2
17.4

5.05
2.72
4.64

4.91
2.53
4.78

(2.5)
(0.8)
25.7

2.75
2.45
2.62

2.82
2.37
2.34

(4.9)
7.4
79.0

2.94
1.99
2.44

2.75
1.83
2.97

(3.0)
(6.0)
24.2

2.15
1.57
1.68

2.04
1.56
1.51

(10.9)
1.2
26.7

4.45
2.97
5.32

4.33
2.89
5.41

(12.9)
(1.6)
45.5

4.74
4.18
3.52

4.53
4.07
4.25

7.2
0.1
19.8

7.04
7.78
6.00

7.02
7.73
5.52

(4.7)
(2.5)
45.6

2.27
1.85
2.02

2.27
1.90
2.51

its cross-channel sales data to show the top 10 manufacturers in each subcategory. 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.
Percentage changes in retail dollar sales and unit
sales are shown for the 52 weeks ended this July 13
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 the national brand manufacturers also
showed either an increase or decrease.
We sorted the results by the difference between
the changes of the smaller vendors versus the larger
ones. Curious about the impact relative pricing
might have on these results, we developed the average unit price over the two time periods.

MANY FACTORS
Many 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 underlying 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.

. . . . .
To continue reading this story
and the rest of the charts,
go to our online edition at
www.frbuyer.com
and click on the “Overflow” tab.

. . . . .

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

MAXING OUT

management, and store management and equipment while going above
at the local and corporate level. Using and beyond compliance. Collaboraa smart phone or a tablet to capture
tion allows service contractors and
data in the field means greater data
technicians to do what they do best:
transparency and efficiencies, espediagnose problems and design solucially when managing multiple store
tions, while enabling store managers
locations
from
one
central
office.
to do what they do best: manage.
Yes, mobile technology is great for
Mobile
technology
has
the
potenconsumers in-store, but are you
tial to transform refrigerant manage- MANAGING REFRIGERANTS
using it to improve operational
“At Almcoe, we have implemented
ment. Refrigerants have
efficiencies?
refrigerant management software
typically been difficult to
that our techs use on every service
manage, but mobile techBY JOE MADDEN
nology is changing this for call or installation, to track the refrigerants used as an asset,” explains
the better. In the United
mart phones
States, supermarkets must Bill Almquist, president of Almcoe,
and mobile
a Dallas-based mechanical contractcomply with regulations
technology are
ing company serving supermarket
for refrigerant manageshaping how consumment at the regional, state refrigerant needs.
ers shop for grocer“In addition, the system tracks the
and federal level.
ies — enabling new
refrigerant through our inventory
To do this, they rely
ways to create shopto the condensing equipment at our
heavily on their meping lists (more than
customer’s location. The leak rates
chanical contractors. By
500 apps for shopJoe Madden
are tracked real time through the
empowering technicians
ping lists), search for
system, giving our technicians and
with mobile technology
recipes, find coupons
the facility owner information as to
to manage refrigerants, owners and
or discount offers, “scan and bag”
the condition and compliance of the
mechanical contractors can comand even pay. Whole Foods’ recent
piece of equipment.
municate on a common platform to
announcement that it will accept
“We believe that this system will
solve problems that have traditionally
the new Apple Pay gives customers
give us the accountability that will
a faster and more convenient way to been elusive.
make us better
Three
check out.
stewards of our
common
PILOTED TESTS
refrigerant assets
issues retailand will provide
ers face with
Piloted tests of mobile payments
our customers the
refrigerants
suggest that transaction times can
tools they need to
are: accessbe significantly shorter — freeing
make replacement
ing and
up cashiers for customer service. To
decisions,” he says.
date, the focus of the shoppers’ use of synchronizThe grocery
ing service
digital technology is around finding
industry has long
records for
value and purchasing the best deals,
By combining refrigerant tracking
succeeded in
compliance
according to a Booz & Co. study.
software with mobile-enabled realintegrating techreporting;
Mobile technology can also genertime data and analytics, a mechanical nology to enhance
ate higher spending overall, according reducing
contractor and store management
customer experioverall leak
to a study about mobile promotion
can view the refrigerant information
ence, streamline
rates; and
strategies published by the American
at the same time.
supply chains and
Marketing Association. Targeted mo- planning
lower costs. Applyretrofits and
bile promotions aimed at increasing
equipment upgrades to optimize eco- ing mobile technology to back-end
the distance traveled to find the prosystems and store operations can
moted product leads to an increase in nomic and environmental outcomes.
result in significant efficiencies, cost
unplanned spending, the study notes. By combining refrigerant tracking
savings and reduced regulatory and
In other words, consumers will spend software with mobile-enabled realtime data and analytics, a mechanical reputational risk. The world is going
more if they are led down aisles they
mobile… what about you and your
contractor and store management
hadn’t planned to travel to reach the
service technicians? Q
can view the refrigerant information
discounted item.
at the same time.
For the operations side of the
Madden is the chief business
This allows an informed, colgrocery business, mobile technology
development officer, EOS Climate,
plays a role by providing connectivity laborative and efficient approach to
San Francisco.
managing refrigerant inventories
between technicians/operators, their

MOBILE

S
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Sweet Success!
Unilever is the global leader in ice cream,
providing a diverse portfolio of products
to drive category growth. With leading
brands, world-class innovations, and the
most marketing spend in the category,
our product offerings are attracting more
consumers every day. We think that’s
pretty cool.

©2014 Unilever

GOLDEN PENGUINS

PENGUIN
WINNERS
TAKE HOME
GOLD
NFRA-led promotions honor best
creative merchandising displays
and events while driving consumer
awareness and excitement.
BY PETER PENGUIN

G

olden Penguin Award winners will be honored for
their creative merchandising
displays at the National Frozen &
Refrigerated Foods Association convention Oct. 14 in Orlando, Fla.
Last month, winners in the June
Dairy Month and Summer Favorites
Ice Cream & Novelties promotions
were announced by the Harrisburg,
Pa.-based association. Winners of the
March Frozen Food Month penguin
awards were named earlier this year.

RETAILERS & PARTNERS
The annual awards honor retailers
and their partners for having the
most creative merchandising displays — driving traffic and increasing sales for stores and participating
brands. Silver awards are generally
presented at the regional association
level. Winners of three consecutive
Gold penguin awards receive special
Amber penguins, and must sit out
the competition for a year.
The June Dairy Month promotion
helped drive traffic in the refrigerated
dairy aisles and increase sales for
many categories and brands. NFRA
honored 14 Gold Penguin and 18
Silver Penguin winners for their promotional excellence. In addition, two
companies received Amber Penguins.
Judges looked for the most creative
efforts using the June Dairy Month
logo/theme during a month-long program. Winning entries demonstrated
the effective use of promotional
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elements such as in-store programs,
advertising, consumer education,
creative use of merchandising materials and special displays.
Joined by 18 participating brands,
NFRA increased awareness for June
Dairy Month by distributing a twopage FSI to 20 million consumers
across the country on June 1. It also
distributed digital coupons through a
partnership with Coupons.com.
A $10,000 consumer sweepstakes engaged fans on NFRA’s Easy
Home Meals social media channels
throughout the month of June. Additionally, NFRA’s partner, the Mr.
Food Test Kitchen, focused on June
Dairy Month with a special TV spot
broadcasted to more than four million households on June 6.
To promote June Dairy Month,
NFRA partnered with online hub,
Bakespace.com and its #KitchenParty

on Google Hangout, to host two live
video chats with celeb spokesperson
Aida Mollenkamp and influential
blogger Gaby Dalkin, engaging
consumers with recipes and how-to’s
in the kitchen. To capitalize on the
trend toward smaller meals, NFRA’s
partner bloggers developed a “snacksize” series of visual content and
recipes positioning the refrigerated
dairy aisle as a go-to destination for
snacking.
Fourteen brands sponsored the
Summer Favorites promotion this
year, producing a total of 19 Gold
and 26 Silver penguin awards. The
promotion was also supported with
consumer outreach including a VIP
Coupon and Freezer Giveaway on the
Easy Home Meals Facebook page and
a partnership with the Mr. Food Test
Kitchen that extended the messaging
to TV and online audiences.

GOLDEN PENGUINS

Here are the winners
of the awards:

2014 JUNE
DAIRY MONTH

SILVER PENGUIN
WINNERS

AMBER PENGUIN
WINNERS

Manufacturer Branded
HP Hood LLC, Roslyn
Heights, N.Y.

Local Refrigerated Food
Association Over
50 Members
Frozen & Refrigerated
Food Council of Northern
California, Hollister, Calif.

Ehrmanns U.S.A., Irvine, Calif.
Florida’s Natural Growers,
Woburn, Mass.
Retail Corporate Chain or
Division Over 50 Stores
Wakefern Food Corp.,
Keasby, N.J.

Retail Corporate Chain or
Division 10 - 50 Stores
Harmons,
West Valley City, Utah

Retail Corporate Chain or
Division Over 50 Stores
Price Chopper Supermarkets,
Schenectady, N.Y.

GOLDEN PENGUIN
WINNERS
Manufacturer Branded
Land O’Lakes Inc.,
Arden Hills, Minn.

FoodMaxx, Turlock, Calif.

Sargento Foods Inc.,
Plymouth, Wis.
Retail Corporate Chain or
Division Less than 10 Stores
Chris’ Food Center,
Sandstone, Minn.
Assisting Company:
Crystal Farms, Duluth, Minn.
Retail Corporate Chain or
Division Over 50 Stores
Acme Markets, Malvern, Pa.

Retail Sales Agent
Co-Sales, Phoenix

Harmons Grocery #7,
Farmington, Utah
Assisting Company:
Co-Sales Company,
Salt Lake City

Chris’ Food Center,
Sandstone, Minn.
Assisting Company:
Crystal Farms, Duluth, Minn.

CROSSMARK, Plano, Texas
Retail Supermarket
Best Endcap Display
Bales Marketplace,
Aloha, Ore.
Assisting Company:
Co-Sales Northwest,
Tigard, Ore.

Pick N Save Menomonee
Falls, Menomonee Falls, Wis.
Assisting Company:
Kemps, Cedarburg, Wis.

Retail Supermarket Best
Department Display
Safeway Store #1932,
Dublin, Calif.
Assisting Company:
Co-Sales Northern California,
Pleasanton, Calif.
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Retail Supermarket Best
Endcap Display
Albertsons #989, Mesa, Ariz.
Assisting Company:
Co-Sales Company, Phoenix

Retail Supermarket Best
Department Display
Albertsons #1002, Mesa, Ariz.
Assisting Company:
Co-Sales Company, Phoenix

Albertsons Southwest
Division, Tolleson, Ariz.

Retail Supermarket

Overall Store Promotion
Chris’ Food Center,
Sandstone, Minn.
Assisting Company:
Crystal Farms, Duluth, Minn.

Olsen’s Piggly Wiggly,
Cedarburg, Wis.
Assisting Company:
Kemps, Cedarburg, Wis.

2014 ICE CREAM
& NOVELTIES
GOLDEN PENGUIN
WINNERS

OCTOBER 2014

Northeast
Giant Eagle, Pittsburgh
Pacific/Western
Albertsons #1002, Mesa, Ariz.
Assisting Company:
Co-Sales Company, Phoenix
Southeast
Piggly Wiggly #3201,
Leakesville, Miss.
Assisting Company: Wells
Enterprises, Inc., Laurel, Miss.
Rouses Supermarket #23,
Youngsville, La.
Assisting Company:
Wells Enterprises, Inc.,
Lafayette, La.
Southwest
Homeland #4236,
Yukon, Okla.
Assisting Company:
Wells Enterprises, Inc.,
Edmond, Okla.
Belton Hy-Vee #1034,
Belton, Mo.
Assisting Company:
Wells Enterprises, Inc.,
Lee’s Summit, Mo.
West Central
Chris’ Food Center #119,
Sandstone, Minn.
Assisting Company:
Kemps,
Lindstrom, Minn.
Hy-Vee #1610,
Sioux City, Iowa
Assisting Company:
Wells Enterprises, Inc.,
Sergeant Bluff, Iowa
Hy-Vee #1890,
West Des Moines, Iowa
Assisting Company:
Wells Enterprises, Inc.,
Johnston, Iowa
Hy-Vee #6069, Windsor
Heights, Iowa
Assisting Company:
Wells Enterprises, Inc.,
West Des Moines, Iowa

SILVER PENGUIN
WINNERS
East Central
Marsh #37, Noblesville, Ind.
Assisting Company:
Wells Enterprises, Inc.,
Lapel, Ind.
Jack’s Fresh Market #185,

Manistique, Mich.
Assisting Company:
Wells Enterprises, Inc.,
Two Rivers, Wis.
Northeast
Bozzuto’s, Inc.,
Cheshire, Conn.
Pacific/Western
Albertsons #6601,
Glendora, Calif.
Southeast
Harveys #1635, Alma, Ga.
Assisting Company:
Wells Enterprises, Inc.,
Hazlehurst, Ga.
Southwest
Walmart #3492, Wichita, Kan.
Assisting Company:
Wells Enterprises, Inc.,
Wichita, Kan.
Albertsons #938,
Albuquerque, N.M.
Assisting Company:
Wells Enterprises, Inc.,
Placitas, N.M.
United #4377,
Oklahoma City, Okla.
Assisting Company:
Wells Enterprises, Inc.,
Edmond, Okla.
Price Cutter #57, Joplin, Mo.
Assisting Company:
Wells Enterprises, Inc.,
Webb City, Mo.
West Central
Piggly Wiggly #207,
Lake Geneva, Wis.
Assisting Company:
Wells Enterprises, Inc.,
Milwaukee
Crossroads County Market,
Wausau, Wis.
Assisting Company:
Kemps, Cedarburg, Wis.
Hy-Vee #1074,
Charles City, Iowa
Assisting Company:
Wells Enterprises, Inc.,
Osage, Iowa
Pick N Save - Menomonee
Falls, Menomonee Falls, Wis.
Assisting Company: Kemps,
Cedarburg, Wis.
Hy-Vee #1899, Yorkton, S.D.
Assisting Company:
Wells Enterprises, Inc.,
Yankton, S.D. Q
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A GOURMET FROZEN

FOOD STORE?
On the stomping grounds of upscale Millennials in
Manhattan? Seriously?
BY WARREN THAYER

I

can’t think of anything less likely than a frozen food
specialty store opening up to rave reviews on the
Upper East side of Manhattan, home to upscale
Millennials and foodies.
But that’s what happened when Babeth’s Feast (www.
babethsfeast.com) opened its doors in July at 1422
Third Ave. Oh, the
1,700-square-foot store
carries a few ambient items, but most of
what you’ll see there are
freezer lineups full of
premium, flash-frozen
pastries, entrees, vegetables, desserts, ice cream
and breakfast items and
such. You’ll also see enthusiastic, repeat shoppers. Lots of them.
In addition to developing and making its own
recipes, the store stocks
items from select local, national and international vendors. Here’s a small sampling of the 300+ items you’ll find
there: Julian’s Recipe Belgian Waffles; mini cherry Danish
pastries; Browne Trading smoked seafood; cauliflower
blue cheese
velouté soup;
Beecher’s Mac
& Cheese with
Roasted Poblanos and Chicken;
leek, kale and
ricotta quiches;
three berry
crumble; and
Gelato Fiasco
gelatos. There’s
The store develops and makes its
also a selection
own recipes, and stocks premium
of meat and
frozen items worldwide.
fish and even
chopped herbs.
This gourmet frozen food emporium got its start when
Elisabeth de Kergorlay moved to New York and missed
visiting Picard (www.picard.fr), the chain of frozen food
stores in France. Check out the Web site — you can have
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it translated (sort of) on Google — and you’ll get the idea.
Soon, she partnered up with Jason Bauer, a founder of
Crumbs Bake Shop, the West Side purveyor of signature
cupcakes, and the pair got to work. One of their first
challenges was (surprise, surprise) changing the image
of frozen foods from low-end belly filler to high-quality
and nutritious convenience food.
As noted, sourcing is key. But there are many subtle
and not-so-subtle differentiators here. The store’s Web
site educates consumers about the benefits of flash
freezing — right down to how the process avoids damage to cell membranes. There’s a demo kitchen for tastings and serving instructions. And de Kergorlay points
out to skeptics that her products are frozen at their
peak, locking in freshness.
Clicking on product pages on the store’s Web site will

give you information Babeth’s Feast has 1,700 square
feet and stocks 300+ frozen foods.
about whether an
item is vegan, glutenfree, organic or part of any other special diet. You can
also filter your results by dietary preference.
And if you want inspiration on how best to promote
frozen foods in your own stores, here’s an excerpt from
the Web site of Babeth’s Feast: “The magic of frozen
food is that it
provides as much
convenience as
the meals that
are famously bad
for you (think
delivery pizza,
drive-through
burger joints,
Chinese takeout… ) while
giving you as much pleasure as a meal freshly made
from healthy ingredients would. Most frozen dishes
will be ready to enjoy in minutes, and only require as
much skill as opening a package, turning on an oven or
— even simpler — popping a tray into the microwave.

When Elisabeth de
Kergorlay moved to
New York, she missed
visiting Picard, the
chain of frozen food
stores in France.

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
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Frozen food products do not risk quick
expiration, making them very stockable
for the convenience of those who don’t
have time to shop for groceries on a
regular basis.” Q

to consider preparing a full
meal in the evening. Instead,
I invited my friends over for
drinks and began buying frozen
hors d’oeuvres by the dozen to
complement them. All I had to
do was either let them thaw in
the refrigerator, or heat them
in the oven for a few minutes
before serving them. At last I
could enjoy the food as well as
the company of my guests.
Babeth’s Feast founder Elisabeth de
“On weekends, I could experKergorlay explains how her gourmet
iment much more freely. Each
frozen food store got its start.
Sunday I would shop for a more
elaborate assortment of proddiscovered frozen food in
ucts from an amazing variety
France in my late 20’s. Although
of frozen pastries, appetizers,
French people are notoriously
soups, quiches, meats, pasta,
picky about food, shopping daily at spedesserts etc … With these at
cialty shops and markets for ingredients,
hand I was able to serve an
I noticed habits beginning to shift and
impressive brunch buffet-style.
that an additional stop was being made
“Additionally, I was able to add
‘I invited my friends over for drinks
to another type of specialty shop: the
a personal touch each time, and
and began buying frozen hors
frozen food store.
my guests never guessed the
d’oeuvres by the dozen.’
“I had just moved to Paris, and
origin of my creativity; this was
wanted to entertain my friends at home. With an intermy best kept secret. Amusingly, my friends came to call
est in food but having a busy workday, I had no time
our generous Sunday meal: ‘Babeth’s Feast.” Q

IT STARTED
IN PARIS…

“I

NEW Flavors, Packaging & Recipes…
Crazy Quick! Crazy Good!

are making Crazy Cuizine® the brand in demand!
Let’s talk at NFRA in Orlando! Mario Holguin, Sales Mgr. 562 667 7042 crazycuizine.com

EGGS

EGG PRICES
STABILIZING
After a period of volatility, prices
should settle down over the long
haul. Here’s what to expect, and why.
BY MONICA GELINAS
& DENNIS COLLINS

G

reen eggs and ham may not
be so farfetched if green represents the cost of those eggwhites-only breakfast sandwiches
many people are enjoying.
What’s driving the demand for
eggs? One answer stems from efforts
by foodservice chains to compensate
for expensive beef. For example, the
popular trend of topping hamburgers
with eggs lets operators shave costs
by replacing a couple of ounces of
high-priced beef with a more budgetfriendly egg.
Demand for expanded and healthi-

er menu choices is
another driver. At
breakfast, for example,
yogurts, hot cereals
and now egg-white sandwiches are
helping operators leverage breakfast
menu margins to compensate for
lower margins on red meat items.
The continued growth of gluten-free
and vegetarian menu expansion has
also fueled eggs as a good solution for
non-meat protein.
However, increased demand for
eggs has come with a cost. The price
of powdered egg whites has more
than tripled from January 2013 levels.
Over the same period, however, whole
eggs averaged only 12% higher than
the previous two years — but with
a volatile wholesale range between
$0.895 to $1.755 per dozen.
Recent pricing reflects a more
balanced supply/demand scenario.
Nearer-term we can expect prices
to move higher on the seasonal fall
baking season and back-to-school demand. Longer-term, USDA forecasts

for egg production/disappearance and
prices through 2015 remain virtually
static.
Per capita consumption of eggs in the
United States reached 251.5, the highest since 2007’s 251.7. Across retail
channels for the 52 weeks ended Aug.
10, dollar sales of fresh eggs rose 8.6%
to $5,732.3 million, according to IRI,
the Chicago-based market research
firm. Units inched ahead by 1.3% to
2,219.3 million, and volume was up
1.8% to 31,381.3 million. Q
Gelinas (monica@gritwork.com) is
founder of Gritwork LLC, and Collins
(dcollins@trilatinc.com) is a director at Trilateral, Inc. They provide
purchasing and risk management
advisory services to the food industry.

STATE OF THE

INDUSTRY
The need to niche is stronger than ever.
So is the need for better item selection,
cost control and, um, ‘efficient consumer response.’
BY WARREN THAYER

I

t’s pretty obvious when you walk into
a Sprouts or an Aldi, for example.
Niche is where it’s at.
Better-for-you. Extreme value. Upscale. Downscale. We even write this
month about a thriving gourmet frozenfood-only store in New York City’s Upper
East Side.
If you’re very smart, like Kroger, you
can play the technology card and get to

KEY DEPARTMENT TRENDS, 2011-2014
Nielsen data shows department and category trends for the total United States, all outlets combined, including food, drug, mass merchandiser, convenience, military and select club and dollar stores. Walmart POS data is included. Periods are, respectively, the 52 weeks ended:
Sept. 3, 2011; Sept. 1, 2012; Aug. 31, 2013; and Aug. 30, 2014.

DOLLARS
DEPT./CATEGORY
FROZEN FOODS
Baked Goods
Breakfast Foods
Dessert/Fruit/Toppings
Novelties
Ice
Ice Cream
Juices/Drinks
Meal Starters
Pizza/Snacks
Prepared Foods
Unprep Meat/Seafood
Vegetables
DAIRY
Butter & Margarine
Cheese
Cot Chs/Sour Crm/Topping
Dough Products
Eggs
Juices & Drinks
Meal Starters
Milk
Puddings/Desserts
Snacks/Spreads/Dip
Yeast
Yogurt
DELI
FRESH PRODUCE
FRESH MEAT
PACKAGED MEAT

2011
$48,883,579,583
$2,068,215,290
$2,777,209,859
$1,501,136,753
$4,091,355,199
$1,382,852,188
$5,498,041,850
$474,844,986
$39,863,631
$6,059,281,616
$14,099,147,541
$5,655,676,540
$5,235,954,131
$61,115,961,088
$3,855,717,104
$15,114,893,886
$3,056,765,377
$1,997,707,869
$4,508,016,292
$5,757,622,255
$1,441,982
$18,728,414,197
$520,044,050
$1,663,880,777
$1,737,847
$5,909,719,452
$10,427,073,749
$21,450,844,385
$4,405,799,818
$16,991,246,108
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2012
2013
2014 % CHG 2011
$50,071,235,206 $50,380,190,423 $50,369,231,463
2.7
$2,127,701,510
$2,137,771,177
$2,076,594,103
0.5
$2,973,436,511
$3,186,386,787
$3,295,138,321
9.5
$1,649,872,455
$1,779,583,833
$1,843,436,151
3.0
$4,266,310,951
$4,149,709,610
$4,084,696,513
4.1
$1,383,789,774
$1,298,871,665
$1,353,635,828
3.8
$5,753,227,880
$5,838,574,922
$5,894,036,221
2.8
$453,296,549
$402,359,715
$356,486,739
-3.4
$41,439,144
$57,033,173
$37,738,007
0.1
$6,060,060,756
$6,122,701,180
$6,199,824,979
-0.3
$14,313,691,891 $14,253,500,770
$14,056,690,161
3.5
$5,739,091,912
$5,852,389,234
$5,915,191,162
0.6
$5,309,315,872
$5,301,308,358
$5,255,763,278
2.9
$63,858,111,243 $64,796,854,366 $66,532,841,257
7.7
$3,888,329,715
$3,822,317,423
$3,883,795,782
13.4
$16,016,112,818
$16,212,620,521
$16,773,587,966
6.0
$3,128,967,352
$3,078,922,887
$3,140,569,433
6.0
$2,029,960,593
$2,061,761,122
$2,031,226,429
1.7
$4,787,656,997
$4,987,726,791
$5,434,908,892
10.7
$5,939,820,117
$6,201,739,229
$6,158,069,144
4.6
$37,326,364
$44,115,624
$30,301,002
-90.0
$19,266,690,138
$19,015,566,611
$19,237,814,065
8.6
$470,684,784
$425,668,345
$394,932,236
-3.8
$1,821,525,633
$1,981,401,755
$2,199,662,711
13.2
$1,668,269
$1,670,285
$1,703,337
-4.9
$6,469,368,465
$6,963,343,773
$7,246,270,259
9.4
$10,898,269,315 $11,392,904,584 $11,638,156,545
3.6
$22,397,123,451 $24,005,179,553 $25,270,269,801
6.7
$4,745,706,694
$5,165,163,025 $5,998,107,750
16.3
$17,387,506,222 $17,655,395,266 $18,512,784,394
7.5
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% CHG 2012 % CHG 2013 % CHG 2014
2.4
0.6
0.0
2.9
0.5
-2.9
7.1
7.2
3.4
9.9
7.9
3.6
4.3
-2.7
-1.6
0.1
-6.1
4.2
4.6
1.5
0.9
-4.5
-11.2
-11.4
4.0
37.6
-33.8
0.0
1.0
1.3
1.5
-0.4
-1.4
1.5
2.0
1.1
1.4
-0.2
-0.9
4.5
1.5
2.7
0.8
-1.7
1.6
6.0
1.2
3.5
2.4
-1.6
2.0
1.6
1.6
-1.5
6.2
4.2
9.0
3.2
4.4
-0.7
2488.5
18.2
-31.3
2.9
-1.3
1.2
-9.5
-9.6
-7.2
9.5
8.8
11.0
-4.0
0.1
2.0
9.5
7.6
4.1
4.5
4.5
2.2
4.4
7.2
5.3
7.7
8.8
16.1
2.3
1.5
4.9

know your customers better than even they do, uncannily grabbing different niches with your variety of
banners. You can go upscale, like Wegmans, or go wild
with service like Publix. Or you can put new emphasis on
foodservice, like Hy-Vee.
Yes, that’s only a tiny, unfair listing. But you get the
idea. Todd Hale, the consultant formerly with Nielsen,
says there’s more of a need to niche today than ever
before. And he attributes part of that to the erosion of
the middle class. After all, for many years, most supermarkets comfortably targeted the middle class and didn’t
have to give much thought to the rest. In retrospect, that
seems almost easy — worthy of a nostalgic sigh — by
comparison.
I asked my friend Bryan Nichols, most recently the
COO of Busch’s Supermarkets, Ann Arbor, Mich., and
now with Transnational Foods, Miami, about this. “I
absolutely agree,” he said. “We were talking about middle market roadkill 10 or 15 years ago when people were
trying to cope with the Walmart expansion and getting
clobbered. We’re into a market now where those who cater to a specific segment can do very well, but those who
try to be all things to all people are struggling.”
I suppose that’s always been true, to one degree or
another, but it seems faster, more Darwinian, today. For
good reason, more people than ever are studying the
techniques of best-practice retailers and emulating what

works in their own stores. So much depends on carefully
curated item selection and customized planograms.
It was Nichols who said, during Frozen & Refrigerated
Buyer’s refrigeration-merchandising panel discussion in
St. Louis last month, that department heads increasingly
need to cost-justify future space allocations for their sections and equipment. After all, we’ve come a long way in
our ability to track net profit by item and feet of display
space, including factoring in the cost of refrigeration and
energy. For years, I’d taken it as a given that the frozen
and dairy departments would keep getting a slightly
larger share of the supermarket footprint. I don’t believe
that anymore.

NOT ALL GLOOM
But it’s not all gloom and doom. New independents with
financial savvy and a good understanding of their target
consumers are thriving. During Walmart’s incredible rise
a decade or so ago, many people were writing off independents entirely.
And overall, frozen and refrigerated food retailers and
manufacturers seem more niche-minded, interested in
discovering and efficiently responding to the needs of
their shoppers. So, is “efficient consumer response” coming back? Not as a buzzword, thankfully. But more people
in the industry finally seem willing to walk the walk,
rather than just talk the talk. Q

UNITS
DEPT./CATEGORY
FROZEN FOODS
Baked Goods
Breakfast Foods
Dessert/Fruit/Toppings
Novelties
Ice
Ice Cream
Juices/Drinks
Meal Starters
Pizza/Snacks
Prepared Foods
Unprep Meat/Seafood
Vegetables
DAIRY
Butter & Margarine
Cheese
Cot Chs/Sour Crm/Topping
Dough Products
Eggs
Juices & Drinks
Meal Starters
Milk
Puddings/Desserts
Snacks/Spreads/Dip
Yeast
Yogurt
DELI
FRESH PRODUCE
FRESH MEAT
PACKAGED MEAT

2011
15,979,382,719
680,203,747
959,651,253
520,013,880
1,527,573,849
611,870,779
1,590,834,503
282,882,036
9,746,371
1,901,402,244
4,566,096,422
788,930,615
2,540,177,020
25,812,014,100
1,532,662,335
5,080,311,213
1,354,532,634
1,011,609,940
2,157,863,256
2,075,635,474
277,491
6,909,208,872
197,604,144
505,863,625
719,342
4,985,725,774
3,333,493,230
8,526,369,286
904,249,273
5,406,687,333

2012
15,668,374,016
675,263,528
973,616,874
525,705,737
1,501,119,202
595,142,462
1,564,236,850
253,198,569
8,716,034
1,855,984,578
4,461,744,129
771,916,056
2,481,729,997
25,550,396,403
1,502,221,093
5,094,127,339
1,325,437,110
977,628,249
2,132,891,648
2,081,277,123
14,611,640
6,819,844,942
177,530,905
527,909,148
665,983
4,896,251,223
3,491,808,714
8,842,785,436
903,912,991
5,386,473,553

2013
15,584,973,624
659,565,123
1,021,875,461
548,519,165
1,442,979,807
544,871,454
1,603,870,827
224,524,428
16,189,426
1,884,994,711
4,380,107,579
765,502,158
2,491,973,485
25,661,686,202
1,474,727,671
5,157,256,052
1,326,967,033
995,953,303
2,112,597,790
2,167,090,313
17,805,292
6,644,325,202
187,731,424
564,417,213
615,709
5,012,199,200
3,671,856,810
9,199,265,182
955,218,916
5,437,608,730

2014 % CHG 2011
15,413,025,918
0.2
634,028,112
3.8
1,082,046,409
7.0
541,296,054
-1.4
1,394,871,047
0.1
549,219,681
0.7
1,606,329,658
-3.8
202,560,437
-8.1
10,315,733
-3.3
1,876,543,523
-1.7
4,276,209,026
1.2
722,876,222
-2.7
2,516,730,016
1.0
25,446,996,442
-0.1
1,431,440,977
-2.2
5,155,743,240
0.8
1,319,405,567
-0.9
977,512,217
-0.8
2,141,586,547
0.2
2,110,479,286
2.0
11,992,537
-93.9
6,425,245,869
0.1
171,532,274
-3.1
617,547,642
8.8
600,971
-9.5
5,083,909,315
-1.7
3,714,828,211
5.8
9,525,524,374
3.6
1,041,938,183
7.3
5,404,667,463
-0.7

% CHG 2012 % CHG 2013 % CHG 2014
-1.9
-0.5
-1.1
-0.7
-2.3
-3.9
1.5
5.0
5.9
1.1
4.3
-1.3
-1.7
-3.9
-3.3
-2.7
-8.4
0.8
-1.7
2.5
0.2
-10.5
-11.3
-9.8
-10.6
85.7
-36.3
-2.4
1.6
-0.4
-2.3
-1.8
-2.4
-2.2
-0.8
-5.6
-2.3
0.4
1.0
-1.0
0.4
-0.8
-2.0
-1.8
-2.9
0.3
1.2
0.0
-2.1
0.1
-0.6
-3.4
1.9
-1.9
-1.2
-1.0
1.4
0.3
4.1
-2.6
5165.6
21.9
-32.6
-1.3
-2.6
-3.3
-10.2
5.7
-8.6
4.4
6.9
9.4
-7.4
-7.5
-2.4
-1.8
2.4
1.4
4.7
5.2
1.2
3.7
4.0
3.5
0.0
5.7
9.1
-0.4
0.9
-0.6
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‘FLAT’ IS

THE NEW ‘UP’
Retail sales continue to be hobbled by the lingering
recession and income disparities, says Todd Hale, a
consumer insights thought leader.

“F

lat is the new up,” Todd Hale says when asked
about the state of the food industry. He’d
heard the half-in-jest comment from a friend
recently, and the humor is easy
to understand if you’ve been
following retail’s disappointing
numbers the past few years.

$$ UP 1%, UNITS FLAT

Hale says. Commodity prices and demographic variations on channel shopping and buying habits have also
played a part.
Citing Nielsen numbers, he illustrates how channels
are skewed by income.
“The club channel caters to the more affluent shoppers,
getting 60% of its sales from households with incomes
of $75,000 and more,” according to Hale. “For the grocery channel, that number drops to 43%, and for mass
merchandisers, it’s 36%. The ‘haves’ are spending and
shopping, while those with lower incomes are struggling,
with stagnant wages. I’m not surprised we’re growing this
slowly; it is what it is.”
There are also differences in the way people
shop, by age bracket. It
seems the older you are,
the more trips you make
to the store to buy food.
But to balance this out,
younger people have a
higher basket ring per
trip. And when it comes to
buying items on deal, Millennials come out ahead of all
other groups.
Finally, commodity price increases have been hammering sales and volume in fresh seafood, deli prepared
foods/cheese and meat. For example, according to Nielsen
Perishable Group, seafood prices in supermarkets jumped
by 9.9% in the 52 weeks ended June 28, 2014. That helped
push dollar sales ahead by 6.2%, but volume fell by 3.4%.

When it comes to
buying items on
deal, Millennials
come out ahead of
all other groups.

Hale, former senior vp of consumer and shopper insights with
Nielsen and now principal at
Todd Hale LLC, the Cincinnatibased consultancy, notes that
dollars across channels rose by
Todd Hale
1% during the past year, with
units flat. Inflation has driven most dollar gains, although
that pressure is waning with notable exceptions such as
in meat and some dairy categories.
IMPROVEMENT AHEAD
“Over the past five plus years, the only dollar growth
we experienced came in 2011 (4%) and 2012 (3%) when in- Hale expects slight improvement in the year ahead. Conflationary pressures had retailers accepting manufacturer sumer confidence is up somewhat, and while people are
price increases as well as passing on increases on their
still paying off debt and trying to save, more consumers
products too,” Hale notes.
are planning to spend in disMost store growth (about
cretionary categories such
1,855 units) since 2005
as electronics, vacations
has come from low- and
and apparel. This could also
high-end niche retailers
affect food sales, especially if
such as Aldi, Save-A-Lot,
wages rise by 3% or so durTrader Joe’s, Fresh Market,
ing the next year.
Whole Foods and Sprouts,
“But it all comes down to
he points out. While natuspending power — where
ral, organic and specialty
people shop and what’s imretailers accounted for
portant to them,” he says.
nearly half of that growth,
So, in the year ahead,
the deep discounters are in
will people shop more in
the lead. Further, the deep
the frozen and refrigerated
discounters are spurring
departments than they have
Deep discounters like Save-A-Lot are spurring
mainstream supermarket
been? And what’s important
chains to add their own no- mainstream supermarket retailers to add their own
to them in those aisles?
no-frills value formats.
frills value formats.
The frozen food departMuch of what we’re seeing today is tied to the lingerment, unfortunately, has had flat or negative sales for
ing effects of the recession and the continued, growing
awhile now, “and it is not showing a good trend in terms of
income disparity between the haves and the have-nots,
coming out of it,” Hale notes. “Millennials are not overly
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excessive in spending in frozen, and we’re seeAnd last month,
ing smaller families and a lot more interest in
NPD said that the
fresh. When I go to the store, I am amazed at
gap between highall the traffic along the perimeter, but there’s
and low-income
not much traffic in frozen.”
groups is the widest
What can be done about that? Hale sees no
it has been in 100
easy answers. “We have to figure out how to
years, and the share
come out with more secondary locations for
of Americans who
frozen” and innovative cross-merchandising
identify with the
with ambient and refrigerated departments,
middle class has
he says. He concedes this won’t be easy, given
never been lower.
“Like other retail
the need for wiring and plumbing for refrigsectors, the reserated cases.
“But we have to find a way to bring contaurant industry is
tinuity between frozen and the rest of the
feeling the effects
Chipotle resonates especially well with
store. For the most part, frozen items are not
of this cultural and
younger consumers.
ingredients but a complete meal or serving by
economic phenomthemselves. That makes it harder to pull people down the
enon. One of the effects of income bifurcation is that
aisle,” he explains.
visits to quick-service restaurants, which have an average
check size of about $5, were flat in the year ending June
FOODSERVICE: TRENDS & TROUBLES
2014 compared with the same period last year, and visits
Foodservice trends provide insights into the likely shopto fine dining restaurants, which have an average check
ping habits of consumers in different age brackets. Hale
size of $40, were up 3%. Total restaurant industry traffic
notes that by the year 2020, Millennials are expected
was flat for the period, the research firm says.
“The challenge is that about 80% of restaurant visits
to outnumber Boomers by 10 million — something
are at quick-service restaurants and
that today’s retailers need to keep in mind. And he sees
the growth in fine dining visits, which
changes going on in the quick-service restaurant sector,
holds only a single-digit traffic share,
for example.
isn’t enough to increase overall traf“Yes, people are still going to Burger King and Mcfic. Low-income consumers, who are
Donald’s,” he says. “But what matters more to younger
heavier users of quick-service restauconsumers are places like Panera and Chipotle. These
rants, were most adversely affected by
restaurants have the perception of providing fresher,
the Great Recession and have less discretionary income
better-for-you meals.”
to spend on dining out. With low-income visit cutbacks
A look at favorite quick-service restaurants among
and not enough fine dining traffic to make up for traffic
different age brackets provides insights into their likely
declines, restaurant operators will need to appeal to the
shopping habits in supermarkets.
middle class to fill the gap,” says NPD.
Among quick-service restaurants, Chi“Although the percentage of consumpotle, Panera Bread, Quiznos, Starbucks and
ers identifying themselves with the
Chick-Fil-A had the highest penetration
middle class is shrinking, this group
indices, respectively, for Gen Y/Millennials
still represents a large segment of the
(born 1977-1994), according to Nielsen. For
Gen X (born 1965-1976), the favorites were Chi- population and shouldn’t be ignored,”
potle, Quiznos, Chick-Fil-A, Panera Bread and Starbucks, says Bonnie Riggs, NPD’s restaurant industry analyst.
“However, offering a good product at a fair price is no
in that order.
longer good enough. To attract them will take a deeper
Things were quite different for the Boomers (born
understanding of what they want when dining out.”
1946-1964). They indexed highest for, respectively, KFC,
“Consumer attitudes and behaviors have changed since
Boston Market, Long John Silver’s, White Castle and
the Great Recession began and may well have changed for
Panera Bread. And the Greatest Generation (born prior
good,” says Riggs. “But the fact remains that Americans
to 1946) chose, in order, Hardee’s, KFC, Boston Market,
still make billions of visits to restaurants each year, but
Panera Bread and Arby’s.
By some accounts, supermarkets seem to have found
they are more conscious of their spending and want to be
a way to maintain share against restaurants. The NPD
certain that the return on their investment in a restauGroup, the Port Washington, N.Y.-based research firm,
rant meal is a pleasurable dining experience that meets
predicted last summer that prepared foods from retail
their needs and expectations.” Q
will grow twice as much as restaurant visits over the
—Warren Thayer
next decade.
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‘FROZEN IS FOR
CONVENIENCE,
DAIRY IS FOR HEALTHY’
But wait! That’s just the tip of the iceberg. Here’s a look
at the consumer survey Edelman did for the NFRA.
BY WARREN THAYER

T

Credit © Can Stock Photo Inc. / monkeybusines

he top two reasons consumers say they shop the
frozen food aisle are because it has “convenient
and easy-to-make products,” and because they
are searching for dinner options. But they say they shop
the dairy aisle for very different reasons. The top two
answers here: “healthy, well-balanced options,” and “to
stock up with staples.”
These are a few of the findings of an extensive consumer research report done for the National Frozen & Refrigerated Foods Association, Harrisburg, Pa., by Edelman,
the Chicago-based public relations firm. The research was
designed to gather insights for NFRA’s ongoing public

WHY DO YOU SHOP IN THE
FROZEN AISLE?
ANSWER
% OF TOTAL
% MEN
Convenient and
easy-to-make products
67%
62%
Dinner options
46%
47%
Budget-friendly products
43%
40%
Individual portion sizes
37%
35%
To stock up with staples
36%
36%
Snack/appetizer options
35%
29%
Reliable foods my family will eat
35%
34%
Lunch options
34%
37%
Dessert options
32%
25%
Breakfast options
31%
32%
Flavorful foods I couldn’t make on my own
27%
30%
Foods I can entertain with 19%
24%

% WOMEN
69%
45%
45%
37%
36%
38%
36%
33%
35%
31%
25%
17%

By age bracket, Baby Boomers shop more for staples
than younger consumers, and Millennials tend to shop
more for budget-friendly products. By a 10% margin,
women (35%) shop more than men (25%) for desserts
in the frozen department. “Foods I can entertain with”
is most popular among the 25- to 34-year-old bracket
(25%), and least popular among those aged 55 to 64 (10%).
People tend to look to frozen foods more for dinner and
lunch options, with breakfast options being the least
popular answer — suggesting an opportunity gap.
Now, let’s look at reasons consumers shop in the
dairy aisle.

WHY DO YOU SHOP IN THE
DAIRY AISLE?
People tend to look to frozen foods more for dinner and
lunch options, with breakfast options being the least
popular answer.

relations campaigns to improve the image of frozen foods
and the perceived versatility of refrigerated foods. Retailers and manufacturers can also use the information to
help improve merchandising and promotion.
The August 2014 online survey of 1,007 adult men
and women, done for Edelman by Los Angeles-based
Impulse Research Corp., is based on responses from a
panel selected to closely match United States population
demographics.
Let’s start with that question about why consumers
choose to shop in the frozen food aisle. Multiple answers
were allowed for this question and the others in the survey. For this reason, totals can be more than 100%.
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ANSWER
% OF TOTAL
% MEN % WOMEN
Healthy/well-balanced options
54%
52%
54%
To stock up with staples
53%
46%
57%
Breakfast options
42%
37%
44%
Reliable foods my family will eat
42%
38%
43%
Lunch options
31%
31%
31%
Dinner options
31%
30%
31%
Budget-friendly products 29%
31%
28%
Indulgent options
26%
32%
23%
Creative options to make flavorful/innovative recipes
26%
24%
26%
Snack/appetizer options
25%
21%
26%
Dessert options
23%
21%
24%
Foods I can entertain with 17%
22%
15%

COVER STORY

Credit © Can Stock Photo Inc. / dobled

There’s a dramatic difference in the answers given for
dairy versus frozen. Findings here could suggest that
dairy foods are perceived as healthier, and that fill-in trips
to the dairy aisle are more frequent.
Stocking up on staples is probably so popular because
of milk, juice, bacon and eggs commonly sold in the dairy
department. But older consumers seem much more likely
to want to stock up than younger ones: only 39% of 18- to
24-year-olds listed stocking up as a primary reason to
shop the dairy aisle, versus 68% of 45- to 64-year-olds.
Healthy,
well-balanced
options are of
more importance to Millennials than
Baby Boomers
— a bit of a surprise given how
many Boomers say they
are watching
their diets to
Men are increasingly involved with
maintain their
food preparation; 25% say cooking is
health and live
their passion.
longer. Data
shows that men shop the dairy aisle more for indulgent
options and foods for entertaining than women do.
The survey also asked consumers for their top three
options on what best describes a quality meal.

WHICH OF THESE BEST DESCRIBES A
QUALITY MEAL TO YOU?
ANSWER
% OF TOTAL
% MEN % WOMEN
A delicious meal
75%
79%
73%
A well-balanced/healthy meal that I feel proud serving to
family members
55%
52%
56%
Having family/friends sit down around the table for a meal
41%
33%
44%
Food within budget
38%
38%
37%
Creating a dish that will impress family or friends
25%
25%
25%
Full courses from breakfast to appetizers to dessert
24%
31%
21%

First place “a delicious meal” clearly trumped fourthplace “food within a budget.” “Well-balanced, healthy
meals” also scored high.
It’s interesting to note that budget-friendly meals
scored third out of the 12 reasons given for buying frozen
foods, and seventh out of 12 reasons given for buying
dairy foods. This could suggest that consumers expect
frozen foods to be cheaper, and are more willing to pay
a higher price in the dairy department. Retailers and
manufacturers need to buttress the image of frozen foods
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among consumers if they want to grow the department.
Next question, please.

WHERE DO YOU EAT BREAKFAST?
ANSWER
% OF TOTAL
Kitchen/dining table
36%
In front of the TV
19%
On-the-go
19%
Kitchen counter
15%
At the office/school
9%
At a restaurant/café
1%
At a friend’s house
1%

% MEN
34%
16%
23%
16%
8%
2%
1%

% WOMEN
37%
20%
17%
15%
10%
1%
0%

While foodservice operators have been grabbing breakfast share from supermarkets, the majority of these meals
are still eaten at home. (I just wonder why 1% of the guys
say they eat breakfast “at a friend’s house.” Sounds a little
fishy.)

WHERE DO YOU EAT DINNER?
ANSWER
% OF TOTAL
Kitchen/dining table
54%
In front of the TV
31%
Kitchen counter
6%
On-the-go
4%
At the office/school
3%
At a restaurant/café
2%
At a friend’s house
0%

% MEN
49%
28%
8%
7%
4%
4%
0%

% WOMEN
55%
33%
5%
3%
3%
1%
0%

Older people are more likely to sit at a table and eat,
while younger consumers are more likely to eat at the
kitchen counter or on-the-go. People in the South tend to
eat more often in front of the TV. (Glad to see that all the
men at least eat dinner at home.)
Here’s a sampling of a few of the other questions posed
by Edelman:

HOW DO YOU FEEL ABOUT COOKING?
ANSWER
% OF TOTAL
% MEN % WOMEN
It’s a way to take care of myself or provide for family/
friends
26%
19%
28%
Love it! It’s my passion
21%
25%
19%
It’s a chore/task
16%
17%
15%
It’s a relaxing moment in my day
14%
19%
12%
Excited to try new things
12%
10%
13%
I feel it’s better left to someone who knows how to cook or
likes to cook.
5%
5%
5%
Wish I could spend the time doing something else
4%
4%
5%
Stressed about ingredients, recipes or meal planning
2%
1%
3%

ABOUT THE NFRA & ITS RESEARCH
The National Frozen and Refrigerated Foods
Association (NFRA), Harrisburg, Pa., represents all
segments of the frozen and refrigerated dairy foods
industry, helping promote the products of its members
via two separate consumer campaigns: Real Food.
Frozen and The Dairy Aisle. Beyond Cool.
It is the sponsor of the March National Frozen

Food Month, June Dairy Month, June/July Ice
Cream and Novelties promotion and October Cool
Food for Kids educational outreach program. These
programs operate in tandem with an ongoing news
bureau fueled by chef and foodie storytellers and
online partners. For meal preparation tips, recipes
and sweepstakes opportunities, visit http://www.
EasyHomeMeals.com or follow “Easy Home Meals” on
Facebook, Twitter and Pinterest.

WHAT’S YOUR BIGGEST
BARRIER TO COOKING?

I don’t have any barriers to cooking
28%

ANSWER
% OF TOTAL
% MEN % WOMEN
Time: prep, cook time and clean up
38%
37%
39%
Grocery shopping: it’s time consuming, I stress about what
to buy, I don’t like the crowds
16%
0%
15%
Boredom: I need to expand my repertoire to bring in more
variety
8%
6%
8%
Taste: I wish my cooking tasted better
6%
7%
5%
Health: I don’t know how to prepare healthy meals
4%
4%
4%

HOW MUCH TIME DO YOU
SPEND EATING A MEAL AT THE
KITCHEN TABLE?

26%

ANSWER
% OF TOTAL
% MEN
Less than 10 minutes
17%
16%
At least 10 minutes
42%
42%
At least 20 minutes
25%
31%
At least 30 minutes
2%
2%
I/we don’t eat meals at the kitchen table
14%
8%

29%

% WOMEN
17%
42%
23%
2%
17%

Q

SNACKS & APPETIZERS

SNACKS & APPS FALTER

help with new product development, some are getting
something even more valuable from restaurants: their
brands. “There’s been a resurgence of restaurant brands in
the frozen section lately,” says Horan, citing newcomers
Americans are snacking more than ever, but health
concerns and cannibalization by handheld entrees pulls like Chili’s and Steak n Shake. Since the products themcategory down.
selves may not be familiar, “Restaurant brands provide a
quick source of identification for consumers and, more
BY DENISE LEATHERS
importantly, help new products clear the trust hurdle
uring the 12 weeks ended Aug.
much quicker,” he explains.
10, sales of frozen snacks and
The most recent restaurant
appetizers, including breaded vegbrand to enter the frozen
etables and pretzels, fell 2.9% to $390.91
section is Fazoli’s, named
million across channels, according to
after the Lexington, Ky.-based
Chicago-based market research firm IRI
chain of 220 quick service
(@iriworldwide). Although top seller
Italian restaurants, mostly
Totino’s Pizza Rolls, which owns nearly a
in the Midwest. Produced by
third of all frozen appetizer sales, posted
Intevation, the Fazoli’s line
a 3.6% gain, eight of the nine remaining
includes five frozen snacks
top 10 brands saw their sales decline, two
and appetizers in 8.5- to
Bylada Foods debuts vegan Egg
by double digits.
11-ounce packages: MozzarelRolls, Vegetable Spring Rolls and
A recent report from The NPD Group,
la Stuffed Mini Breadsticks,
Potstickers under its all-natural,
another Chicago-based market research
Parmesan Boneless Chicken
kosher Macabee label.
firm, reveals the incidence of snack foods
Nuggets, Chicken Alfredo
being consumed at main meals is expectFlatbread, Lasagna Fritta and
ed to grow about 5% by 2018 — good news for frozen
Six Cheese Toasted Ravioli, the latter of which is a trendy
snack manufacturers. So why the decline over the past
new item that seems to be gaining some traction (Farm
12 weeks?
Rich debuted a similar product earlier this year).
Concerns over frozen snacks’ nutritional profile repre“We’re really focused on the Italian snack niche, which
sent one challenge as does the continued incursion of a
wasn’t being actively marketed,” says Horan, highlighting
related category, frozen handheld entrees, into the frozen the continued popularity of ethnic snacks that reference
snacks section. But the real problem is lack of innovacuisines from around the globe.
tion, says Dan
ASIAN REMAINS HOT
Horan, sales
and marketing
Partly because of its better-for-you reputation, “Asian
vp at Plover,
is still trending very heavily,” reports Meade Bradshaw,
Wis.-based Innational sales manager at Moonachie, N.J.-based Bylada
tevation Food
Foods (www.byladafoods.com). In an effort to tap into
Group (www.
the popularity of the year’s hottest superfood, kale, the
intevation
company launched Kale Spring Rolls under its Health is
foods.com ).
Wealth brand earlier this year. Next, it will debut a trio of
Frozen snack Asian items under its all-natural Macabee label. Expected
manufacturto hit shelves later this year, the kosher, vegan lineup
ers often find
includes Egg Rolls, Vegetable Spring Rolls and Potstickers.
inspiration
for
Astoria, N.Y.-based Water Lilies Food (www.waterlilies
Top-seller Totino’s adds a pair of fiery
new
items
in
food.com),
recently went in a similar direction, rolling out
new flavors to its Bold Pizza Rolls
the
foodservice
a
line
of
all-natural
and organic potstickers, spring rolls
lineup: Spicy Taco and BBQ Chicken.
sector, he exand egg rolls under the Mandarin Market brand. Accordplains. Nowadays, however, “Restaurants tend to innovate ing to vp of sales Al Greenwood, frozen manufacturers
more within promotional offerings as opposed to product haven’t kept up with demand for high quality products,
offerings. Their focus now is on meal deals, offering unincluding natural and organic items. In order to make up
limited appetizers, selling apps and entrees for $10, etc.,
for past failures and negative perceptions about frozen
not developing the latest and greatest appetizers,” which
snacks, it’s especially important for them to execute now.
leaves frozen manufacturers without a muse. “Now, the
A new report from London-based Mintel suggests he’s
need to innovate falls directly on them.”
right. In order to grow the category, says the company,
Ironically, although manufacturers aren’t getting much “Manufacturers will need to continue offering products

D
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that feature natural ingredients and minimal processing
while toeing the fine line between satisfying health-conscious consumers and those who still want to indulge.”
Convenience must also remain a priority since it’s one
of the top two reasons consumers choose frozen snacks.
To help in that regard, Fort Lee, N.J.-based Ajinomoto
North America (www.ajinomoto-usa.com) is rolling
out retail-size packages of its EZ Ice Potstickers, reports
director of sales Chet Mayekawa. Already a hit in the club
channel, the frozen snacks come in pop-up trays with a
small amount of oil and water on the bottom, allowing
easy stove-top preparation in a standard non-stick skillet. The water creates steam that makes one side of the
potstickers soft, while the oil allows the other side to fry
up crisp, says Mayekawa. Retail packages will contain two
trays of 12 potstickers each.

& Seafood Co. (www.seapak.com), part of Rich Products
Corp., recently introduced a line of “snack-size” products
“to better serve those consumers looking to enjoy shrimp
or seafood items during non-meal occasions,” says director of marketing Daryl Miller. Available varieties include:
Clam Strips, Shrimp Poppers, Shrimp Fries, Shrimp ‘N
Batter and Fish Bites. “We know Americans are snacking
more,” he adds, “and we’ve seen great success with these
products in test markets.”
Another Rich Products brand, FarmRich (www.farm
rich.com), is filling in gaps in its line with a pair of classic
frozen snacks. Ready in minutes, both Pepperoni Pizza
Bites, available exclusively at Walmart, and Loaded Potato Skins, available nationwide, are made with real cheese
and other high-quality ingredients, says senior marketing manager Shannon Gilreath. “Our brand is all about
making moms’ and dads’ busy lives a little easier,” she
GO BOLD!
remarks. “(Now,) they can bring two restaurant favorites
Bold Southwestern and Mexican-inspired flavors also
home to the freezer to be enjoyed any time.”
There is growing demand for products rich in protein.
remain popular. For example, Minneapolis-based General
“Consumers know protein helps them feel full longer,”
Mills (www.totinos.com) just expanded its Totino’s Bold
Pizza Rolls lineup with two new varieties: Spicy Taco and making it a popular choice for both breakfast and snacking, says Rachel Cullen, president and CEO of Dinuba,
BBQ Chicken. And J&J Snack Foods (www.jjsnack.com),
Calif.-based Ruiz Foods Products (www.elmonterey.
Pennsauken, N.J., recently debuted Buffalo and Nacho
com), maker of the El Monterey brand. She adds that
flavors of its bite-size, cheddar cheese-stuffed SuperPretboth the company’s El Monterey Signature PM Burritos
zel SoftStix.
Also tapping into the power of bold: Libertyville,
and El Monterey Breakfast Burritos are excellent sources
Ill.-based Mr. Dee’s (www.mr-dees.com), which rolled
of protein.
Cullen says El Monterey’s sales (appetizers and handout Old Bay Seasoned Potato Bites in May. Although
held entrees combined) were up 6.7% during the most
Old Bay seasoning is often used in seafood dishes, it’s
making its way into other categories and is often seen on recent 12 weeks, thanks mostly to the stellar performance
of its 12-count Signature Burritos. The product’s success
restaurant menus.
Recognizing a shift in how consumers eat, seafood
spotlights the growing popularity of handheld entrees,
manufacturers are also getting into the category in a
whose sales slipped a bit (-1.1%) during the most recent 12
bigger way. St. Simons Island, Ga.-based SeaPak Shrimp
weeks but are up slightly for the year.
In addition to
burritos, the frozen
handheld category
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
has seen an influx of
dollar stores combined for the 12 weeks ended Aug. 10, 2014, according to IRI (@iriworldwide),
snack-size sandwiches
the Chicago-based market research firm. Percent change is versus the same period a year ago.
recently, particularly
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
“smoked” varieties
like pulled pork and
APPETIZERS/SNACK ROLLS $390,908,608
(2.9) 93,696,896
(5.2)
118,512,744
(3.5)
barbecue chicken, says
APPETIZERS/SNACK ROLLS $368,066,880
(2.9) 85,986,664
(5.0) 109,440,368
(2.9)
Bradshaw. ChicagoGeneral Mills
$118,235,184
3.3
29,951,732
(0.7)
45,583,848
2.6
based Hillshire Brands’
Ore-Ida Foods
$29,981,920
(1.9)
7,594,069
(0.9)
6,967,645
(1.8)
(www.jimmydean.com)
Windsor Foods
$28,603,376
(10.2)
5,596,140
(15.3)
7,866,470
(10.4)
recent introduction
Delimex
$27,902,926
(4.5)
4,298,058
(4.4)
7,868,075
(13.3)
of eight new smoked
Rich Products Corp.
$25,362,194
(1.3)
3,812,027
(14.4)
7,310,323
(8.5)
sandwiches under its
Private Label
$19,968,104
(1.1)
5,212,672
2.1
5,128,025
(0.6)
Jimmy Dean and JimHeinz North America
$18,853,250 (10.0)
3,373,760
(6.6)
3,669,656
(9.2)
my Dean Delights laRuiz Food Products
$14,163,372
4.9
1,979,190
1.1
3,919,814
12.8
bels promises to bring
Schwan’s
$13,165,340
3.7
3,280,546
7.3
3,681,825
3.5
even more attention to
ConAgra
$6,127,073
(34.1)
1,137,167
(42.2)
1,169,331
(31.0)
smoked fare. Look for
BREADED VEGETABLES
$7,198,558 (20.2)
2,546,259
(18.9)
3,607,501
(14.6)
the first frozen snack
versions soon. Q
PRETZELS
$15,643,176
8.0
5,163,975
(0.5)
5,464,889
(6.9)
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SNACKS & APPETIZERS

FLATBREADS,

appetizer category by far, although neither has grown
during the past two years. Wings, nachos, French fries
and dips also remain among the top sellers. Operators
have begun creating craft versions of these indulgent
favorites — creating inventive seasoning, new dips or
rubs to differentiate their products. Customers ordering
small plates or using multiple appetizers to create their
own meals are more likely to be concerned about the
healthfulness of their meal and are looking for offerings that align with their dietary goals. However, when
ordering an item to be shared before a meal or as a bar
snack with a group, indulgence is a key component.
Items that are handheld, sharable, and fried continue to
be successful on menus.
Here are the latest hot trends in foodservice
Beyond chips and salsa, Mexican offerings are exappetizers.
tremely popular. From 2011 to 2013,
BY ADRIENNE NADEAU
the number of Mexican appetizers
menued in the top 500 full service
uring the height of the
restaurants spiked from 61 to 101. As
recession, appetizers
salsa surpasses ketchup as the mostmet price resistance in
used condiment, it’s no surprise that
restaurants. Now, 38% of conconsumers are focused on flavors
sumers say they order appethat originated south of the border.
tizers on all or most of their
Even outside the Mexican category,
restaurant occasions. While
studies show that salads and soups
we haven’t quite caught up
with Mexican ingredients or flavor
with 2007’s pre-recession high
profiles are particularly popular.
of 42%, it’s still quite a jump
Trios are one of the most common
from the 27% who said the
ways that customers order Mexican
Adrienne Nadeau
same in 2009. With customappetizers – opting to try multiple
ers more willing to order appetizers during a meal or
offerings, ordering a sample platter as an entrée, or
visit a restaurant for a snacking occasion, there has been sharing with a group.
renewed focus on the category.
Several new trends have picked up
steam lately, with flatbreads growing
Thinking about all the snacks you consume, what percent of these snacks
especially quickly. These versatile flavor
are purchased from a restaurant and what percent are purchased from a
carriers fit almost all restaurant conretail location? (by generation, means shown)
cepts. Operators across segments have
% Overall
been using flatbreads with upscale ingre79%
dients and bold, ethnic flavors to create a
77%
From a retail
diverse array of dishes.
75%
location
80%
Ethnic dishes also continue to thrive,
83%
especially younger customers who have
grown up with more global cuisine.
85%
Korean and Japanese items are generating buzz as Bao, soba noodles, and other
21%
Asian-inspired items appear on more
23%
From a
menus. Appetizers are a good place for
25%
restaurant
20%
operators to test drive new ideas and
17%
flavor profiles, as customers are more
15%
likely to be adventurous in selecting a
starter, rather than an entrée. In fact,
Gen Z
Millennials
Gen X
Boomers
Matures
38% of customers report that unique or
ethnic flavors play a strong role in their
Base: 1,500 consumers aged 18+
appetizer selection.
Source: 2014 The Snacking Occasion Consumer Trend Report, Technomic
Of course soup and salad still lead the

ETHNIC

& ‘BOLD’

D

80% OF SNACKS PURCHASED AT RETAIL
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IT’S E AST MEETS WEST
MEETS DELICIOUS
Simmering Samurai presents a completely refreshed product line
featuring easier-to-prepare, delicious fried rice meals.

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

SNACKS & APPETIZERS

The majority of appetizer and
entrée foods consumed as snacks,
such as chips and salsa, nachos, dips
and breads are offered in abundance
at retail locations, and products like

wings and sandwiches are readily
available at supermarket delis and
prepared foods sections. Consumers
often prefer to buy these snacks at
retail instead of limited- and full-

SUPERMARKETS SEEN GAINING SNACK SHARE
In the year to come, do you think you will be purchasing snacks from the following
locations more often, less often or the same amount?
64%

62%

55%
39%

20%

25%

15%

14%

Grocery-store
prepared-foods
sections

6%

Convenience-store
prepared-foods
sections

More often

Less often

Food trucks

Same amount

Base: 1,500 consumers aged 18+
Source: 2014 The Snacking Occasion Consumer Trend Report, Technomic

service restaurants.
Accordingly, supermarkets are
creating more diverse and exciting
prepared food options. Aware of
the growing ethnic trends, Market
Street (part of United Supermarkets, Lubbock, Texas) is offering
a soba noodle salad and Bristol
Farms, Carson, Calif., is featuring a chile potato salad and New
Mexico Chicken Chile in its deli,
made with the regional Hatch
Chile Pepper. With so much
variety in-store, shoppers can
build a meal with several small
offerings — and many retailers
use appetizers as part of their
grab-and-go meal programs.

ON PAR WITH
RESTAURANTS
Consumers perceive items in the
supermarket deli, and increasingly in the freezer case, as on
par with what they purchase
from a limited- or full-service

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

understand the

Competition

Contact Bart Henyan or visit us online:

312-506-3832

72 www.frbuyer.com

create

Winning Offerings

OCTOBER 2014

bhenyan@technomic.com

technomic.com

ETHNIC & ‘HEALTHY’ SHOW STRONG GAINS
restaurant. And vendors and
retailers are marketing frozen
entrées as shareable by two
people. There has also been
increased demand for premium and gourmet side items
in the frozen department, for
bundling with other prepared
items or as a snack.
Marketers can profit from
these trends by offering flatbreads, up-and-coming ethnic
flavors and creating comfort
foods that feature bold and
inventive flavor profiles. Dips,
sauces, and spice mixes are
also important in creating the
overall experience and building differentiation. Q
Adrienne Nadeau is a consultant with Technomic, Inc. (www.
technomic.com), the Chicagobased consulting and research
firm serving the food industry.

Appetizers (Top 500 Full-Service Restaurants)
Number of items
Chains Offering
Average Price
2011
2013
2011
2013
2011
2013
Salad
573
585
192
195
$6.72
$6.91
Soup
565
528
209
204
5.56
5.89
Non-breaded Protein
524
545
135
133
11.21
11.70
Breaded Protein
473
419
179
170
9.46
9.84
Dips
337
339
144
145
7.47
7.72
Breaded Vegetables
232
230
131
134
6.16
6.26
Samplers
178
170
138
130
15.15
14.24
Wings
166
162
113
115
8.90
9.73
Other Appetizer
140
165
66
78
8.37
8.66
Nachos
131
128
96
97
8.68
9.16
Quesadilla
122
120
90
83
8.73
9.21
Fries
120
112
82
78
6.03
6.04
Breads
108
105
68
67
6.35
7.02
Breaded Other
97
92
94
88
6.53
6.89
Burger/Sandwich
86
85
48
46
8.00
9.40
Non-breaded Vegetables 83
85
49
57
6.81
6.72
Mexican
61
101
41
52
8.12
8.14
Potato Skins
51
42
46
40
7.38
7.75
Total
4,047
4,013
232
233
$8.16
$8.48
2011 average prices are estimates based on calculating the 2013 price times the %
change in MenuMonitor
Source: Technomic MenuMonitor, Oct/Dec 2011, 2013; 2014 The Snacking Occasion
Consumer Trend Report, Technomic
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SPOTLIGHT: PIZZA

WARMING

upper end of the category, while the
bottom is actually declining,” confirms Mike Pytlinski, brand director for Milwaukee-based Palermo’s
(www.palermospizza.com), which
debuted the super-premium Screamin’ Sicilian line last year.

Frozen pizza is poised for a turnaround, thanks to an influx of
higher-end, premium products
that are bringing new users to the
segment.

DATA SHOWS SHIFT

TREND
BY DENISE LEATHERS

S

ince the end of the recession,
consumers who once opted
for frozen pizza in order to
save a little dough have returned to
more expensive takeout and dine-in
pizzeria varieties. As a result, the
category has struggled to regain its
footing in recent years. But a growing recognition among manufacturers that consumers expect better
quality from frozen pizza is fueling a
recovery.
During the 12 weeks ended Aug.
10, frozen pizza dollar sales edged up
0.2% (versus the same period a year
ago) to $962.67 billion across channels, reports Chicago-based market
research firm IRI (@iriworldwide).
However, both unit sales (-2.9%) and

In fact, a recent analysis by the
company reveals that sales of frozen
pizza sold for between $5.50 and $7
and $7-plus (about 21% of the total)
jumped 8% and 13%, respectively,
during the 52 weeks ended Aug. 9.
But sales of products priced between
$2 and $3 and under $3 (about 35% of
the total) fell 2% and 5%, respectively.
(Sales of products priced between $3
and $5.50 — 44% of the total — were
flat to down.)
“A lot of retailers are still pounding the lower end of the category,”
Pytlinski explains. “But it’s run its
course; it’s lost its incrementality.”
He adds that instead of giving the
majority of shelf space to brands in
the middle and lower tiers, retailers should consider focusing on the
middle and upper tiers instead. “By
cutting items at the bottom and adding items like Screamin’ Sicilian at
the top, retailers can actually grow
the category.”
The proof is in the numbers. At
the company’s urging, says Pytlinski,
two of Palermo’s customers — both
large regional
chains — rejiggered
their assortments a
year or so ago, placing more emphasis
on the middle and
upper tiers and less on the bottom.
As a result, during the past 52 weeks,
58% of the frozen pizza category at
Account A was priced $4 and above,
with the remaining 42% going for
less than $4.
What happened? Sales of products in the four highest-price tiers
rose (between 2% and 1,751%), while
sales in the bottom two fell. But the
most important outcome was a 10%
increase in sales for the category as
a whole at the chain (versus 0.2%

nationally), and an average price per
unit that approached $4 (versus $3.12
nationally).
The story was much the same in
Account B, where 68% of total sales
were of pizzas priced $4 and up, leaving 32% for those under $4. Again,
sales in the four highest price tiers
went up, while sales of pizzas in the
$2 to $3 tier tumbled 8%. The chain’s
overall frozen pizza sales jumped

Private label supplier Freiberger USA
offers a variety of unique toppings and
crusts designed to help store brand
programs stand out from the crowd.

11% compared with the previous
year, and average price per unit
climbed to $3.82.
“Shoppers are willing to pay a
premium for products that deliver a
premium experience,” says Pytlinski,
citing a broader consumer trend that
crosses multiple categories. In seg-

‘The growth is occurring at the
upper end of the category, while
the bottom is actually declining.’

Palermo’s new Screamin’ Sicilian
lineup taps into growing
demand for artisan-style “craft”
pizza.

volume (-1.4%) were down slightly,
suggesting a slow but sure shift to
higher-priced, more premium options.
“The growth is occurring at the
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ments that run the gamut from cars
to clothing, “People are diverging,
moving to the upper or lower ends —
either splurging or saving — but not
so much the middle,” he explains.
“Now that trend is coming to frozen pizza, which, until recently, had
been mostly mainstream or below.”
As such, he continues, it’s important
for retailers to adjust their assortments accordingly. “Our message is
that if you want to grow the category,
you need to support all of these

®

In  celebration  of  our  50th  anniversary,  
we  are  donating  50,000  pizzas  to  food  banks  
across  the  country  and  sampling  at  select  retailers.  
Thank  you  for  50  amazing  years!  

Tour  Dates
September  
Paul’s Pantry, Green Bay, WI
Hunger Task Force, Milwaukee, WI
October
Harvesters Community Food Network, Kansas City, MO
Greater Chicago Food Depository, Chicago, IL
Feeding America, Grand Rapids, MI
November
Food Bank of Central & Eastern North Carolina, Raleigh-Durham, NC
Second Harvest Food Bank of Metrolina Inc., Charlotte, NC
Nourishment Network, Jacksonville, FL
Feeding America Tampa Bay Inc., Tampa, FL

palermospizza.com/50th-anniversary

®

Our  Mission  is  to  Deliver  a  Great  Pizza  Experience
stockpalermos.com
palermospizza.com

3301  West  Canal  Street
Milwaukee,  WI    53208
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different tiers, including the middle
based Schwan’s Consumer Brands
and up.”
(www.theschwanfoodcompany.com),
Beyond price, what exactly condebuted a gluten-free version of its
stitutes premium or super-premium
Freschetta brand in February, reports
pizza? For starters, something difvp of brand marketing Jon Wiersum.
ferent from what’s been done in the
Certified by the Celiac Sprue Assopast. “Until
ciation, it’s available
recently, we’ve
in two flavors (Four
only had shades
Cheese Medley and
of gray differSignature Pepperoni),
entiation, slight
each of which retails
differences
for around $9.99
from brand
— more than three
to brand,”
times the category
says Pytlinaverage.
Other brands are
ski. To justify
expanding their
a higher price
presence in the
tag, a product
gluten-free seghas to stand
ment as well. For
out from the
Jane’s Dough expands its
example, Columbus,
crowd, whether
Gluten-Free Sonoma Flatbreads
Ohio-based Jane’s
in terms of
by Donatos lineup with 6.5- and
Dough Foods (www.
quality, better10-inch varieties for singles and
sonomaflat breads.
for-you attribcouples, respectively.
com), just debuted
utes, unique
smaller versions
ingredients,
of its original 12-inch Gluten-Free
ethnic characteristics, size or shape,
Sonoma Flatbreads by Donatos.
packaging or whatever. In Screamin’
“With the growth of our familySicilian’s case, it’s the quality — and
size gluten-free lineup, we felt we
quantity — of the toppings combined with a unique, fun approach to also needed to offer smaller sizes for
singles and couples,” says general
branding. But other up-and-coming
manager Alan Hoover, who calls the
premium brands have found success
new crispy flatbread crust “insanely
with other attributes, most notably
great.” He adds, “We like to say that
gluten-free.
we’re redefining the gluten-free
GLUTEN-FREE TAKES OFF
pizza experience.”
Although gluten-free still represents
Both the 6.5-inch personal size
just a small portion of the frozen
and 10-inch pizza for two come
pizza category, the growing number
in four flavors: Chicken and Fire
of consumers seeking to reduce or
Roasted Peppers (with antibioticeliminate gluten from their diets has
free chicken), Uncured Pepperoni,
caught the attention of the Big Three
Four Cheese and Vegetable, the latter
two of
which
are new.
Suggested retail
prices
are $5.99
for the
pizza manufacturers. While smaller
6.5-inch and $7.99 for the 10-inch.
companies like Dr. Schar, Udi’s and
Another specialty player jumpAmy’s have been in the gluten-free
ing on the single-serve bandwagon
pizza game for a while now, the catis Denver-based Atkins Nutritionals
egory’s No. 2, Bloomington, Minn.(www.atkins.com), which will roll out

Four in 10 respondents in a recent
Mintel survey reported interest in both
single-serve pizzas and smaller formats
that facilitate sharing.
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four low-carb stone-fired pizzas-forone in January. According to marketing manager for frozen Mark Gillilan,
the company’s goal was to eliminate
the need for Atkins devotees to
“cheat” on their diets by offering lowcarb versions of foods they miss the
most. But until recently, there weren’t
any good substitutes for pizza.
“We worked on the recipe for close
to a year before coming up with this
formulation,” he reports. But by all
accounts it was worth the wait. “Testers have said that it’s a great pizza, not
just a great low-carb pizza,” he says.
Available varieties include Cheese,
Pepperoni, Vegetable and Three-Meat,
all of which contain just 11 grams of
net carbs and 2 grams of sugar plus 22
to 26 grams of protein. The microwaveable pizzas will be line-priced
with Atkins’ frozen entrees, which
racked up more than $74 million in
their first year on the market, earning

To help dieters stick to its plan, Atkins
Nutritionals will debut four stone-fired
low-carb pizzas for one in January.

them a spot on IRI’s 2013 New Product Pacesetters top-10 list.
New research from London-based
Mintel suggests both Jane’s Dough
and Atkins are on the right track.
In fact, four in 10 respondents to its
recent survey reported interest in
both single-serve pizzas and smaller
formats that facilitate sharing. “I
think that’s where a lot of retailers
are missing out,” says David Foran,
director of business development at
Elk Grove Village, Ill.-based Little
Lady Foods (www.littleladyfoods.

SPOTLIGHT: PIZZA

com), which specializes
Sausage with Peppers and Onions; Spinach, Tomato
in private label pizza,
& Red Onion with Pepperoni; and Chicken, Green
both refrigerated and
Peppers & Red Onions with Pepperoni. SRP is $6.79
frozen. “Most of what’s
to $8.99.
available in retailers’ deli
QUALITY RULES
sections, for example,
While pizza with specific attributes like gluten-free
are big 16-inch pizzas for
and low-carb are grabbing more shelf space, the
families,” he explains. But
category is also welcoming a lot of new products
there’s a real dearth of
that differentiate on both quality and uniqueness.
single-serves, which he
“Upscale new toppings are trending,” says Foran,
thinks could do a boomciting specialty meats like chorizo and cheeses like
ing business if they were
chevre (goat cheese). “We’re also seeing a lot of
placed near the checkout
For more discerning adult
ethnic influences — so Mediterranean pizza topped
counter.
diners, Schwan’s will introduce
Smaller sizes also
single-serve, artisan-quality Bon with feta cheese, olives, garbanzo beans, etc.”
allow for more indiGöercke also notes a trend toward “craft” or
Appetit in early 2015.
vidualization, says Tobias
“artisanal” varieties inspired by more traditional
Göercke, sales manager at Morris Plains, N.J.-based
local or regional specialties. While the craft phenomenon
Freiberger USA (www.freibergerusa.com), which also
has already taken hold in categories like beer, wine and
focuses on private label. So while the kids share a small
preserves, “It’s coming to frozen and refrigerated pizza as
cheese or pepperoni pie, mom can indulge in an upscale well,” he remarks. “It can be found as Arabian flatbreads,
pear and roquefort
flatbread while dad
enjoys a four-meat
deep dish.
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
dollar stores combined for the 12 weeks ended Aug. 10, 2014, according to IRI (@iriworldwide), a
That’s the kind
Chicago-based market research firm. Percent change is versus the same period a year ago.
of thinking behind
Solon, Ohio-based
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
Nestlé USA’s (www.
FZ PIZZA
$972,004,224
0.7 302,558,016
(2.7) 306,457,920
(1.0)
nestleusa.com) new
PIZZA
$962,666,240
0.2 300,339,200
(2.9) 303,670,848
(1.4)
DiGiorno Design
Nestlé USA
$413,400,704
(3.4)
94,649,120
(2.7)
116,246,024
(5.4)
A Pizza kit, which
Schwan Food Co.
$200,347,984
4.9
54,512,664
(3.3)
66,936,096
1.6
allows consumers
Private Label
$100,109,056
(1.3)
32,522,160
(3.9)
35,305,312
(1.6)
to top their pizza
General Mills
$98,127,568
5.6
72,588,416
(0.8)
50,030,848
6.9
however they see
Bernatello’s Pizza
$17,416,812
22.4
4,618,856
4.3
4,699,368
13.7
fit — extra cheese
Pinnacle Foods Group
$14,571,048
(12.1)
14,647,215
(10.4)
4,873,611
(10.6)
here, no onions there,
Palermo Villa
$13,537,111
(12.5)
3,002,792
(33.5)
3,102,397
(26.9)
etc. “We’re making
Amy’s Kitchen
$13,168,062
15.0
2,132,140
18.0
1,581,521
18.9
it easy to...customize
Home Run Inn
$12,967,450
(0.8)
2,353,603
(6.5)
3,174,203
(7.8)
mealtime to fit speNewman’s Own
$12,574,218
(1.8)
2,168,519
(0.4)
1,856,363
(1.2)
cific tastes and please
everyone around
PIZZA KITS/TOPPINGS $4,810,410
*
708,806
*
1,107,445
*
the table,” without
Nestlé USA
$4,810,410
*
708,806
*
1,107,445
*
preparing multiple
PIZZA CRUSTS/DOUGH $4,527,517
2.8
1,509,990
3.0
1,679,604
0.9
dishes, says director
Private Label
$1,308,042
11.7
480,247
21.7
613,708
21.8
of marketing Todd
Boulder Brands
$1,134,838
10.5
224,511
15.0
112,255
15.0
Macsuga.
Kinnikinnick Foods
$323,112
3.1
40,313
5.1
52,911
5.1
Each Design A PizStefano Foods
$255,927
12.5
127,456
8.8
127,456
8.8
za kit includes a fullScore Tuesday Corp.
$196,876
13.6
101,866
1.0
101,866
1.0
size cheese pizza with
Against the Grain Gourmet
$160,413
51.0
22,075
50.5
16,556
50.5
individually wrapped
Calise & Sons
$137,642
7.0
92,466
7.8
92,466
7.8
meats, veggies and
Guttenplan’s
$132,123
(4.8)
98,670
(8.6)
98,670
(8.6)
shredded cheese plus
House of Pasta
$107,959
(11.6)
38,719
(14.3)
77,438
(14.3)
a seasoning packet.
Rhodes International
$77,350
(2.2)
21,238
3.1
60,527
(2.1)
Available varieties
* Product has been in distribution less than a year.
include Pepperoni &

FROZEN PIZZA
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pizzeria-style crusts, regional dairy ingredients like Greek
yogurt, Middle Eastern labneh or Italian mascarpone —
and an infinite array of other compounds.”
A quarter of respondents to Mintel’s most recent
survey said they
had purchased
craft or artisan
pizzas within
the past several
months, “suggesting that
a number of
consumers
look for storebought brands that
provide premium
quality or unusual
flavor combinaNestlé’s new DiGiorno Design
tions.” More than
a Pizza kit allows families to
half of respondents
customize their pie, eliminating
agreed that “it’s
the need to buy multiple varieties.
worth it to spend
more on higher-quality, store-bought pizza than regular
store-bought pizza.”
Another big trend in the category is simple, clean ingredients. “Consumers want to understand what’s in their

food,” Göercke explains. “I think ‘free-from,’ pantry-style
ingredients and reduced-fat and -sodium products will all
have a big impact on the category.”
Wiersum says Schwan’s new Bon Appetit line, coming in early 2015, offers all that and more. Made with
high-quality toppings like whole slices of mozzarella and

Upscale new toppings are trending,
including specialty meats like chorizo
and cheeses like chevre (goat cheese).
fresh-cut cherry tomatoes, the new brand meets two key
consumer demands: it’s single serve and artisan-quality.
“It’s the perfect pizza for the adults in the household who
want a premium quality, artisan-style pizza made with
their tastes in mind,” he explains. Available varieties include Mozzarella e Pesto, Spinaci, Trio Bacon (Canadian
bacon, bacon, pancetta), Pepperoni e Pesto and Roasted
Vegetables. They’re expected to retail for around $4.99.
Wiersum adds that the way consumers shop has
changed: They’re no longer stocking up, shifting instead
to just-in-time shopping that helps stretch their food dollars. So single-serves likely to be eaten for lunch or dinner
on the day they’re purchased are a good fit. 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
OCTOBER 2014
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SPOTLIGHT: INDIAN

INDIAN SALES

JUMP 20%

Authenticity is key, along with turning around misconceptions by some consumers.
BY DENISE LEATHERS

T

hanks in part to the “more adventurous” palates
of Millennials, many of whom are the children of
immigrants, supermarket sales of Indian foods
jumped 20% during the 52 weeks ended this past July,
reports Schaumburg, Ill.-based SPINS.
A recent report from London-based Mintel found that
consumers of Asian foods, including Indian, were less
likely to prepare food from scratch, perhaps because the
dishes are perceived as too complex, creating a big opportunity for manufacturers of frozen Indian foods.

‘AMERICANIZED’ DOESN’T CUT IT
Unlike in the past, “Today’s Indian food consumers are
looking for authentic recipes, not toned down flavors” or
Americanized versions of traditional Indian fare, according to Mike Ryan, sales and marketing vp at Union,
N.J.-based Deep Foods (www.tandoorchef.com), maker
of the Tandoor Chef lineup. In fact, he says, sophisticated shoppers are starting to demand more distinctive
regional Indian cuisines, similar to what’s happening in
the Chinese
food category.
“The Indian
sub-continent
is a very large
area with
diverse cultures
and cuisines,”
Ryan explains,
and consumers are ready to
explore some of
them.
Himalya’s new bite-size Vegetable
But some
Samosas, now available at Costco,
shoppers still
recently earned a shout out from
harbor misthe Weight Watchers organization.
conceptions.
When asked
about Indian food, “The three words American consumers think of are ‘spicy,’ ‘hot’ and ‘curry,’” explains Sanjiv
Kakkar, co-founder and managing director of Hamilton,
N.J.-based Himalya Fresh Foods (www.himalyainternational.com). “But that’s just not accurate. There are a lot
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of different herbs and spices in Indian foods beyond just
curry that aren’t hot, that simply impart flavor.” The good
news is, consumers — and retailers — are starting to get
the message.
“We refer to Chicken Tikka Masala as the vanilla
ice cream of Indian foods,” says Jack Acree, exec vp
of Stamford,
Conn.-based
American Halal, maker of the
Saffron Road
lineup. It’s the
one Indian dish
most consumers are familiar
with, he explains, and it’s
not too spicy.
American Halal’s vegetarian
A couple of
years ago, stores Chana Saag, the first of several
products in its Saffron Road line
might offer
several different to earn non-GMO Verification,
taps into growing demand for
brands of the
meat-free Indian offerings.
Chicken Tikka
Masala — and
little else — because that’s all consumers and buyers
knew about Indian food. But today, the assortments are
much more robust. “We see more trying Saag, Biryani
and, for those who want something spicy, Vindaloo,”
says Acree.

ALL-NATURAL, TOO
Many Indian meals straddle the ethnic and natural categories, which gives them two target consumers, explains
Ryan. As a result, “Most have very clean ingredient panels
and good nutritionals,” making them a good fit for “light”
lines as well. In addition, many traditional Indian meals
are meat-free, attracting vegetarians to the section, too.
They’re also more likely to carry third-party certification for attributes like gluten-free and organic, says

Yes, demos can be pricey, but
when it comes to ethnic products
that consumers have never even
heard of, let alone tasted, they
may be the only way to go.
Acree. For example, Santa Rosa, Calif.-based Amy’s
Kitchen (www.amys.com), which specializes in natural
and organic fare, offers several frozen Indian meals,
including new addition gluten-free Light & Lean Mattar Paneer. And Hayward, Calif.-based Sukhi’s Gourmet

SPOTLIGHT: INDIAN

Indian Foods (www.sukhis.com) recently expanded its
natural lineup to include gluten-free Vegetable Biryani
and Chicken Biryani.
On the multi-serve side of the category, Boulder, Colo.based EVOL (www.evolfoods.com) added gluten-free
Chicken Tikka Masala to its new line
(it also debuted single-serve Lean &
Fit Chicken Tandoori), while category newcomer Seven Spoons (www.
sevenspoonsfood.com), Marietta, Ga.,
offers gluten-free Chicken Biryani and vegetarian Quinoa Vegetable Biryani, the latter of which is described as
“Incan and Indian fusion.”
Fusion is a big trend in the ethnic food category in
general because it helps transition consumers from
familiar to unfamiliar
cuisines (think Korean
tacos). For example, says
Acree, Saffron Road offers vegan Manchurian
Dumplings that bridge
the gap between Chinese
and Indian.

Sukhi’s is also expanding its presence in the frozen
appetizers category, debuting a line of all-natural Indian
Bites last year. Available varieties include Aloo Tikkis,
Potato Samosas, Masala Meatballs and Spinach Pakoras.
And the company has added Chicken Samosas with a side

‘Today’s Indian food consumers are looking for
authentic recipes, not toned down flavors.’
of Cilantro Chutney dipping sauce to its frozen entree
collection, underscoring the fact that appetizers often
double as mini meals.

DEMO AND INTEGRATE

“When we first started at Costco, we thought only Indian
customers would pick up our products,” says Kakkar,
whose items had been sold mostly at specialty stores. “But
we found that approximately 70% of our buyers are Caucasian,” a result he attributes to two things: demos and an
integrated approach to merchandising. Very few shoppers
will pick up an ethnic product they’ve never tried before,
he explains. But if they have the opportunity to try it
first, quite often, they’ll pick it up. (A good price — $10
NAAN PIZZA IS HOT for 100 pieces — doesn’t hurt either, he adds.) Yes, demos
And Tandoor Chef
can be pricey, but when it comes to ethnic products that
offers a line of frozen
consumers have never even heard of, let alone tasted, they
Naan Pizza, to which it
may be the only way to go. If nothing else, he says, try
recently added a Jalapputting a tray full of samosas on the deli counter and let
eno variety that brings a consumers serve themselves.
little Southwestern flair
Kakkar also appreciates that at Costco his product is
Deep Foods recently added
to the Indian-Italian
integrated with other frozen appetizers, not segregated
a Jalapeno variety to its
combo. According to
in a separate Indian foods door unlikely to be visited by
Tandoor Chef Naan Pizza
Ryan, the new flavor was most consumers.
lineup, which bridges the
developed as a result of
Says Acree, “Many more shoppers will be exposed to
gap between familiar and
consumer demand.
Indian foods if they’re placed alongside similar convenunfamiliar cuisines.
The popularity of
tional items. And
Naan Pizza also highthey’re more
lights the growing importance of both conventional and
likely see someethnic snacks and appetizers, a category that’s seeing
thing that appeals
a lot of new product activity as manufacturers shift to
to them” if the
meet changing consumer eating habits. “People are lookproduct isn’t
ing for foods that are not only easy to prepare but easy to
hidden away in a
eat,” making portable snacks that don’t require sauces —
separate section.
or cutlery — especially popular, says Kakkar. The newest
But proper
addition to Himalya’s line, which was recently picked up
placement is
by Costco, is a 100-count package of all-natural, biteonly half the
size vegetable samosas. Just 0.75 ounces, the miniature
battle. Ryan says
Amy’s adds gluten-free Mattar
version of the full-size product is free of trans fat and
retailers need to
Paneer to its better-for-you Light
contains only 192 calories per serving, earning it kudos
& Lean collection.
make sure their
from Weight Watchers, he adds.
assortments are
The company is also rolling out two additional frozen
complete. “They really need to offer the entire gamut as
appetizers this fall: Paneer Tikka, a vegetarian snack made far as vegetarian meals, meat-based meals, appetizers,
with water buffalo cheese, and Paneer Rolls, bread stuffed Naan bread, etc., so consumers can replicate the Indian
with cheese, spices and vegetables then lightly fried.
restaurant experience at home.” Q
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Let the whole family in on the great,
baked flavor of our new Gluten-Free Heat
& Serve Ciabatta Rolls. Available in Plain
and Rosemary Olive Oil varieties.
rudisbakery.com/gluten-free
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LOGISTICS

HEALTHY
GAINS IN
DINNERS
& ENTREES
No, not the entire category — but
many ‘healthy’ items are thriving.
BY DAN RAFTERY

F

and 14.5% in units.
In the handheld entrée category,
double-digit gains were also registered by White Castle Foods, ahead
24.7% in dollars and 23.5% in units
and AdvancePierre Foods, up 13.4%
in dollars and 11.1% in units.
In the multi-serve dinners and entrées subcategory, Michael Angelo’s
posted the largest gains, up 12% in
dollars and 7.6% in units. There were
also strong showings by Birds Eye
Foods, up 8.6% in dollars and 4.1% in
units and Newman’s Own, up 7.7% in
dollars and 8.3% in units.

LAUNCHES ABUNDANT
irst the bad news. Frozen dinner and entrée sales are down.
New product launches are abundant,
Single-serve dinners and
especially from smaller players.
entrées dropped 3.4% in dollars and
Boynton Beach, Fla.-based Momma
5.0% in units during the 12 weeks
B’s (www.mommabsmacandcheese.
ended August 10 versus the same
com) will launch its first gluten-free
year-ago period, according to IRI (@ home-style mac and cheese at the
iriworldwide), the Chicago-based
NFRA convention in Orlando this
market research firm.
month. “It is outstanding and tastes
Handheld
as if it were made with
entrées fared
gluten-based pasta,”
slightly better,
says Hope DeLong,
showing a depresident of Hope
cline of 1.1% in
DeLong and Associates,
dollar sales and
which handles sales and
5.2% in units in
marketing for Momma
the same time
B’s. “Our new Chicken
period. MultiAlfredo in both singleserve dinners
and multi-serve sizes is
and entrées
already on the market
showed the
and doing very well.”
smallest decline,
This fall,
dropping only
Kahiki is
0.4% in dollars
debuting
and 3.9% in
the Asian
units.
category’s
Now the good
first steam
news. Within
entrées.
the overall
(See the
This fall, Kahiki is debuting
downward trend the Asian category’s first
New Products section
in this category,
of this issue for more
steam entrées. Steaming
strong gains
information.) “Steamhas a healthy halo and has
were posted by
ing is a consumer benproven successful with
a few manufacefit because it has the
shoppers.
turers. Amy’s
capability of delivering
Kitchen single-serve dinners were
superior product quality with less
up 23.8% in dollars and 26.6% in
effort and cleanup for the consumer,”
units; Birds Eye was up 19% in dolsays Scott Corey, director of marketlars and 17.1% in units; and Atkins
ing, Kahiki Foods (www.kahiki.com),
Nutritionals was up 16.2% in dollars Gahanna, Ohio. “Steaming also has

the perception of being cleaner and
better for you than other cooking
methods.”
Michael Angelo’s (www.michael
angelos.com), Austin, Texas, will tar-

Momma B’s will launch its first
gluten-free home-style mac and
cheese at the NFRA convention in
Orlando this month.

get restaurant diners with the launch
of three new pasta products in December. The new Italian white sauce
entrées are: Penne Pasta with Cheese
and Bacon; Lasagna Florentine with
Kale; and Cheese Ravioli with Peas
and Ham. Kale is being added to the
company’s red sauce seven-vegetable
lasagna. “Kale is a trendy health
ingredient right now,” notes Michael
Angelo’s Joe Keip vp-branded sales.
Boulder Brands recently launched
two new burrito products in larger

Among multi-serve dinners and
entrées, Michael Angelo’s posted
the largest gains, up 12% in
dollars and 7.6% in units.
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serving sizes. “We talked to consumers and found that men wanted
a bigger burrito,” says Phil Anson,
founder and senior vp of EVOL
Foods, a division of Boulder Brands
(www.boulderbrands.com), Boulder
Colo. “If Chipotle Mexican Grill
can do a 20-ounce, we thought an
11-ounce, male-oriented item would
resonate in frozen.”
“A food revolution is happening

Go to our website @ michaelangelos.com

SPOTLIGHT: DINNERS & ENTREES
LOGISTICS

in this country right now,” according to Anson. “It’s not
just happening at the farmer’s market. Legacy brands in
the freezer case with ingredient lists a
mile long are not what consumers want
today, especially Millennials,” he says.

Cross-channel shopping may also be diluting sales.
“Shoppers are looking for a good value to put some
protein on the table at a
time when beef prices are
skyrocketing,” says Fred
Martino, vp-sales, On300 CALORIES
Cor Frozen Foods (www.
“Frozen aisle sales are being re-ignited
on-cor.com), Aurora, Ill.
by natural and organic foods that are
“These budget-conscious
fueling the food revolution,” he adds.
consumers have taken to
“Calorie-counting is certainly important
cross-channel shopping.
to many consumers and 300 seems to be
No longer do they buy
the magic number for lighter-positioned
frozen entrées at just the
meals.”
traditional grocery store;
“However, the natural food consumer is
they are finding values at
more concerned about nutrition balancing
dollar stores and the like.
Michael Angelo’s is adding kale to its
and less about calorie avoidance,” Anson
They are spreading their
seven-vegetable lasagna. And look for
says. He believes that portion control and
money around to different
three new restaurant-inspired pasta
bolder flavorings in ethnic products are
outlets.”
products in December.
Newcomer Momma B’s
also driving space redistribution in frozen
has seen its business grow to more than 3,500 stores in
dinners and entrées.
little more than a year, says DeLong, “because the conMichael Angelo’s Keip offers another twist. He says
sumer is looking for affordable quality frozen food. They
“The overall sales trends are not so great because the
will pay a little bit more for real ingredients at a fair price.”
But don’t confuse these entrées with 5
for $10 products. “Those promotions will
always be important for that particular
consumer,” says DeLong “but to bring
more people to the freezer aisle, quality has to be there.”
industry in general faces a big obstacle about the perception of frozen foods. Whether it’s the Millennials who
pay attention to ingredients because they want to or baby SOCIAL MEDIA HELPS
“We hear daily from customers through social media
boomers who do so because they need to, the perception
about how they love the homemade taste of our entrées
is that frozen foods are full of sodium and preservatives
and about how they don’t have to make them themand artificial ingredients.”
“I don’t for a minute think everyone is going back to
selves.” She credits social media attention on a daily basis
making food from scratch,” adds Keip, “but I do befor creating awareness and rapid growth of the Momma
lieve that retailers
B’s product line.
Both Keip and Anson see
and manufactursuccesses around the couners in the frozen
try by retailers promoting
department have
frozen entrées as meals, not
an opportunity
just single products. Keip
to improve the
suggests a “start your meal
negative percepwith” promotion to crosstion by focusing on
merchandise appetizers with
the convenience
entrées for example. “A lot
of frozen meals.”
of people will microwave an
He’s hearing people
EVOL Foods has launched two new burrito products in
entrée for lunch, but there’s
around the industry
11-ounce sizes, targeting men who want larger servings.
a huge opportunity to reach
touting the “meals
more with lunchtime promotions to increase awareness
in minutes” advantage of frozen foods.
“Whether for a single person, a couple or a family, it’s
of this option,” notes Keip.
“Cross-merchandising is a concept that has been provimportant for manufacturers and retailers to promote
en to work in all retail categories,” says Kahiki’s Corey.
frozen food as a quick and easy meal solution and to
“Those few retailers who have moved in this direction
focus on the exciting flavor profiles that are derived from
in frozen foods are seeing a positive impact in sales as
better ingredients,” says Keip.

‘Calorie-counting is certainly important to
many consumers and 300 seems to be the
magic number for lighter-positioned meals.’
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Asian, Now in Three
New Flavors...

Naturally Delicious!

Bring your Asian category to life through the Asian
Door! Kahiki can help with our full line of all natural
Asian meals and appetizers including StirFresh® and
[OL(ZPHUJH[LNVY`»ZÄYZ[:[LHT :LY]LTLHSZ

Real Asian

Real Simple

Toll Free: 888-436-2500 Kahiki.com

SPOTLIGHT: DINNERS & ENTREES

consumers pick up more related items to complete their
meals, specifically side dishes and appetizers.“
Corey recommends creating an Asian meals door.

‘Legacy brands in the freezer case
with ingredient lists a mile long are
not what consumers want today.’

and avoid bundling products in ads, where you have to
‘buy this to get that’ at a special price; it should be kept
simple. Single price points help. BOGOs (buy one get one)
are making a comeback.”
“We’re all trying to sell more product,” notes Michael Angelo’s Keip. “However the tendency to promote price is not in line with trends in the frozen food
department. Consumers are not moving to items that
are less expensive, they’re moving to items that have a
higher quality value and are better for them.”Q

“Cross-merchandising frozen Asian SKUs has the potential to lift sales for retailers who currently merchandise
Dan Raftery is president of Raftery Resource Network
Asian items in different sections of their frozen aisles,” he
and a trumpet hobbyist. He can be reached at Dan@
observes.
On-Cor’s Martino notes that “Cross-merchandising
RafteryNet.com.
related items in the
same section to
help shoppers have
Sales by manufacturer in supermarkets, drugstores, mass market retailers, military commissaries
a more efficient
and select club and dollar stores combined for the 12 weeks ended August 10, 2014, according
shopping experience
to IRI (@iriworldwide), the Chicago-based market research firm. Percent change is versus the
might be countersame period a year ago.
intuitive to some
retailers, who want
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
to lead the shopper
SNGL-SRV DNNRS/ENTRS $942,952,192
(3.4) 441,242,304
(5.0) 283,708,992
(3.9)
through the store
ConAgra Foods
$277,344,288
(2.3)
156,415,936
(1.9)
99,594,704
1.1
to find all of the
Nestlé USA
$273,451,104
(11.3) 104,835,880
(12.5)
70,169,584
(11.8)
items on their list
Heinz N.A.
$90,697,384
(12.0)
40,076,432
(14.0)
22,496,914
(15.5)
and make impulse
Bellisio Foods
$84,914,304
1.6
67,878,280
(2.8)
37,246,536
(2.5)
purchases along the
Amy’s Kitchen
$46,882,776
23.8
12,156,139
26.6
7,083,320
26.6
way. But providing
Pinnacle Foods
$46,795,760
1.9
17,275,180
1.8
16,948,874
2.3
a type of ‘grab-andWindsor Foods
$17,633,636
3.6
7,288,562
3.0
6,040,947
2.9
go’ offering may
Atkins Nutritionals
$16,380,399
16.2
4,332,253
14.5
2,436,892
14.5
benefit the store in
Private Label
$10,607,368 (22.2)
5,265,444
(19.3)
3,307,074
(20.2)
the long run.”
Bird’s Eye Foods
$10,357,598
19.0
5,367,896
17.1
3,638,641
17.6
“When consumHNDHLD ENTRS (NON-BKFST) $547,419,584
(1.1) 168,407,152
(5.2) 175,238,144
(2.2)
ers say they don’t
Nestle USA
$190,815,040
(11.5)
59,990,208
(14.7)
53,237,476
(10.9)
have the time to
Ruiz Food Products
$72,875,088
5.5
23,467,368
1.6
39,645,920
3.5
shop, it often means
Hillshire Brands
$40,594,860
(2.3)
6,983,189
5.1
14,731,818
(1.4)
they don’t have the
White Castle Foods
$31,090,264
24.7
5,480,213
23.5
6,586,207
19.6
mental energy to
The J.M. Smucker Co.
$31,037,556
9.0
6,488,929
7.4
6,172,750
10.3
think about assemFoster Farms
$25,635,768
1.5
4,256,991
3.2
11,689,705
4.4
bling an entire meal.
Private Label
$22,612,738
0.0
10,139,381
(10.8)
6,853,978
(4.8)
Cross-merchandising
Advance Pierre Foods
$17,777,754
13.4
6,841,470
11.1
4,552,070
8.0
meal-related items
Windsor Foods
$15,595,332
4.0
10,177,435
10.0
5,248,838
(2.3)
helps the shopper
Amy’s Kitchen
$13,565,865
8.8
5,219,905
8.9
1,953,702
8.0
who may remember
MULTI-SRV DNNRS/ENTRS $412,675,840
(0.4) 66,780,024
(3.9) 141,376,560
(2.2)
that and return the
Nestlé USA
$164,697,248
0.1
21,940,694
(6.0)
59,693,344
(3.3)
next time they need
ConAgra Foods
$86,619,872
(5.0)
15,358,992
(4.3)
25,118,912
(7.4)
meal solution help,”
Bird’s Eye Foods
$56,097,768
8.6
11,950,831
4.1
19,698,792
11.3
says Martino.
Private Label
$21,680,768
0.3
3,016,849
(2.2)
9,229,392
6.7
He adds that the
Michael Angelo’s
$15,026,054
12.0
1,562,511
7.6
4,037,029
14.8
end of month is
On-Cor
$13,705,424
(1.1)
4,762,285
(3.2)
8,185,476
(2.9)
when food budgets
Gourmet Express
$9,606,000
(14.3)
1,863,712
(20.9)
3,415,821
(17.4)
are stretched most,
Ajinomoto Frozen Foods
$7,204,450
(8.3)
801,915
(13.9)
2,210,035
(4.2)
“so it is key that the
Newman’s Own
$6,827,642
7.7
995,573
8.3
1,428,648
7.8
retailers advertise
Contessa Premium Foods $3,664,744 (44.7)
572,875
(47.6)
798,477
(48.1)
with this in mind
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“Quite possibly, the most
delicious and convenient gluten
free snack ever to hit the frozen
foods section.”

SPOTLIGHT: GARLIC BREAD

NEW ITEMS BOOST
GARLIC BREAD/TOAST
Pull Aparts, whole grains and Cheddar Biscuits are
breathing new life into a tradition-bound category.
BY MICHAEL GARRY

W

parture, but still pays homage to the important elements
that make garlic bread such a staple,” DaRe says.
He describes the garlic bread/toast market as “quiescent,” and says there has been an emphasis by retailers
on traditional items. “There’s a lot of duplication of SKUs,
but there’s only so much juice you can squeeze from that
strategy,” he says.
The recent influx of new items, however, is proving to
be “good medicine for the category,” says DaRe.

NEW PACKAGING
hile garlic toast and bread continue to make
Manufacturers have taken to creating new packaging
consumers’ mouths water, the category has
for their products. T. Marzetti, for example, has given
matured. But now some innovative products
appear to be sparking new interest in the buttery, garlic- Pull Aparts a vertical rather than horizontal display on
its box. Pepperidge Farm (www.pepperidgefarm.com),
infused victuals.
Norwalk, Conn., recently redesigned the
For example, T. Marpackaging on its Texas Toast, highlighting
zetti (www.marzetti.
the product and its key ingredients — garcom), Columbus, Ohio,
lic, butter and parsley. “The product’s new
has had success with
look is resonating with consumers,” says
two items launched in
Sharon Stenger, business director-frozen
April — Soft Pull Aparts
for Pepperidge Farm.
garlic bread and a whole
Social media is becoming a common
grain version of its garlicmarketing vehicle for the garlic bread/toast
flavored Texas Toast, says
category and related items. Furlani’s, for
Joe Tuza, senior vp, retail
example, has a new interactive Facebook
marketing, sales and inT. Marzetti’s New York-brand Texas Toast
page with online couponing, which offered
novation for T. Marzetti.
comes in a new whole grains version to
a 75 cents-off printable coupon for the
Both are under the New
appeal to health-conscious consumers.
Cheddar Biscuits in September. T. MarYork Brand.
zetti’s MarzettiKitchens.com site offers
The Soft Pull Aparts,
recipes for all of the company’s products, including one
dubbed “bread for sharing,” consist of two six-ounce
for Texas Toast called asparagus toasts. And Pepperidge
loaves covered with garlic and butter, each containing
Farm has “added digital into our overall marketing mix
eight mini rolls that can be torn off. The dual-ovenable
for frozen bread/
loaves, made of “yeastier, softer bread,” are T.
toast products,”
Marzetti’s first microwavable garlic bread item,
says Stenger.
Tuza notes.
Cross-merchanThe product has been broadly distributed
dising is also popuand is “seeing good pickup,” says Tuza.
lar. T. Marzetti is
The whole grain Texas Toast has eight
offering purchasers
garlic-flavored slices, each with nine grams
of its Pull Aparts
of whole grain. Not as widely distributed as
a coupon for $1
the Pull Aparts, it “serves a specific niche — if
off its microwaveyou’re looking for garlic bread with a healthier
able PrestoPasta
angle,” says Tuza. Both new products are
products (marketed
premium-priced.
Pepperidge Farm is highlighting the
by its Reames diviThese new offerings come two years after
key ingredients -- garlic, butter and
sion), as well as $1
T. Marzetti introduced Garlic Knot Snacks,
parsley -- on its Texas Toast packaging.
off the Pull Aparts
another variation on the garlic bread theme.
for those who buy
Furlani’s Food Corp. (www.furlanis.com),
Mississauga, Ontario, enlivened the garlic bread category PrestoPasta. Last month, Giant Eagle tied the two products together in ads.
last year with the introduction of its “restaurant-style”
On the display side, DaRe is seeing more requests
Cheddar Biscuits, eight pieces filled with cheddar cheese
and topped with a butter-garlic spread. The item is “grow- from retailers for shelf-ready cases of frozen garlic
breads. “It’s one way around execution issues in terms of
ing nicely,” says Paul DaRe, vp of sales and marketing.
stocking,” he says. Q
The Cheddar Biscuits represent “quite a significant de-
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Innovation  Inspiration  Value

Capture the Category
A Two-Part Strategy:
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SPOTLIGHT: YOGURT

YOGURT UP 1.1%

new flavors of Yoplait Greek designed to “broaden its
appeal.” According to associate marketing director Betsy
Frost, “We talked to a number of consumers who really
want to love Greek yogurt but just don’t love the taste.” So
Indulgent, dessert-type varieties are taking the catthe company added “taste-forward” flavors like Key Lime
egory by storm; but the 100-calorie Greek segment is
Pie, Lemon Meringue and Cafe Mocha that it hopes will
still going strong.
make Greek yogurt more palatable to the masses.
Mix-ins are also amping up flavors. McGuinness says
BY DENISE LEATHERS
35 to 40% of Chobani customers’ first interaction with
the brand is with a Flip product, highlighting its role as
ogurt sales rose 1.1% to $1.68 billion across
a gateway-to-Greek item. The newest addition to the Flip
channels during the 12 weeks ended Aug. 10,
collection, launched early last year, is Clover Honey flavor.
reports Chicago-based market research firm
On the traditional yogurt side, General Mills debuted a
IRI (@iriworldpair of co-branded Yoplait items featuring mini
wide). But units fell
Hershey bars and Hershey’s Cookies ‘n Creme
1.6% and volume
Bites. The chocolate mix-ins meet the need for a
dropped 2.5%, sugsweet snack when yogurt isn’t enough, creating
gesting a continued
another usage occasion.
shift toward higherAnother traditional yogurt manufacturer,
priced Greek and
Tillamook, Ore.-based Tillamook (www.
specialty yogurts.
tillamook.com), recently launched a fuller fat,
In an August
non-strained dessert yogurt that’s creamier and
2014 report, Lonmore indulgent than its conventional offering,
don-based Mintel
says director of product management and inpredicts the category
novation Joe Prewett. Varieties include Honey
General Mills adds several “tastewill expand 27%
Cinnamon Creme Brulee, Marionberry Cobbler,
forward” flavors to its Yoplait Greek
through 2019. But
lineup in an effort to broaden its appeal. Salted Caramel, and Oregon Strawberry Shortaccording to manucake. He cites a mini-trend toward full-fat foods
facturers, it has the potential for more. “While per capita
— like whole milk rather than skim or 2%.
consumption has leapt from around 2 pounds in 1975
This past summer, Chobani debuted Whole Milk Greek
to 14 pounds today, we’re still well below the 40 pounds
Yogurt in both 5.3-ounce single-serve and 32-ounce mulconsumed in countries such as Germany and France or
ti-serve packages, the latter of which is designed for home
even the 20 pounds in Canada,” reports Peter McGuincooks that use the product in
ness, chief marketing and brand officer at New Berlin,
recipes, on baked potatoes, in
N.Y.-based Chobani (www.chobani.com) “Reaching new
chili or fajitas.
shoppers will depend largely on introducing products that
“We’re starting to see
go beyond traditional uses and usage occasions.”
other yogurt companies
Lately, manufacturers seem to be focusing new produse whole milk for at least
uct efforts on yogurt-as-dessert. Chobani this summer
some of their lines — or at
debuted a three-SKU Indulgent line made with dark
least getting above the 2%
chocolate and whole milk Greek yogurt. And Dannon
threshold,” confirms Koel
(www.dannon.com) just launched Dannon Creamery, a
Thomae, founder of Bellvue,
“first of its kind” line of indulgent, pudding- and cheese- Colo.-based Noosa Finest
cake-inspired “dairy desserts,” the latter of which are
Yoghurt (www.noosayoghurt.
made with Greek yogurt.
com), which specializes in
Tillamook expands its
whole milk (plus a touch
brand into a new day part,
‘ENTIRELY NEW CATEGORY’
of cream) Australian-style
after-dinner, with a line
“Creamery isn’t just another flavor or line extension but
yogurt. “Research has shown
of indulgent, fuller-fat
an entirely new category within dairy,” says Michael
that saturated fats are not
dessert yogurts.
Neuwirth, senior director of public relations at the White the enemy we once thought
Plains, N.Y.-based company. “We saw expansion into
they were,” says Thomae, noting that the potential health
the evening daypart as a necessary step in the continued
benefits of full-fat dairy products are driving increased
growth of the category.”
consumer demand. “Not to mention that whole milk
Other manufacturers are rolling out more indulgent
dairy just tastes so much better than low fat!”
forms of Greek yogurt. For example, Minneapolis-based
New additions to the Noosa line include Coconut
General Mills (www.generalmills.com) recently debuted
and Pineapple, both of which harken back to the com-

Y
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pany’s tropical roots. Borrowing a strategy
100 lineup. And
from ice cream manufacturers, Noosa also
Chobani welcomed
debuted a limited-edition seasonal variety,
Key Lime Pie and
Pumpkin, which highlights a growing trend
Pineapple Coconut to
in the category.
its all-natural Simply
“We’ve found that our consumers are
100 collection.
variety seekers and love the treasure hunt
Manufacturers
of finding new seasonal SKUs they love,”
without
100-calorie
Dannon Creamery, a “first-of-its-kind”
says General Mills’ Frost, who also likes the
lines
are
bolstering
collection of dairy desserts, includes five
excitement limited editions create in the
their
0%
fat
options.
Greek yogurt-based cheesecake varieties.
category. This fall, the company will offer
To complement its
Original Yoplait Apple Crisp and Yoplait Light Pumpkin
new 2% Fat Farmstyle Greek line (“the fastest growing
Pie varieties. Frost notes that Yoplait Light is now made
yogurt brand in the West”), Tillamook just rolled out a
without aspartame.
0% Fat collection, including California Nectarine, Oregon
Chobani also supports a limited batch program, which
Marionberry, Pacific Northwest Honey, Key Lime and
McGuinness says allows it to tap into trends and emergOregon Dark Cherry, says Prewett.
ing tastes. This fall, it’s rolling out Apple Cinnamon and
The category has also seen new kid-friendly Greek
Pumpkin Spice varieties.
launches from Dannon and Chobani, and yogurt-and-cereal breakfast items from Chobani and YoCrunch (www.
100-CAL GREEK STILL GROWING
yocrunch.com), Naugatuck, Conn. But will retailers be
While much of the new product activity this year is
able to find room for all those new items?
on the indulgent side, last year’s hot-seller, 100-calorie
They should, says Frost. “Yogurt is an expandable
Greek yogurt, is still gaining ground, and manufacturers
category, so the more you put in front of consumers, they
continue to expand their offerings. For example, General
more they buy. In fact, stores with larger set sizes actually
Mills recently added Boston Cream Pie, Mango, Blackhave higher sales rates — not just sales dollars — than
berry Pie, Raspberry and Pineapple to its Yoplait Greek
those with smaller sets.” Q

GLUTEN
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PFS BUILDING
LARGEST PRW
IN NORTH AMERICA
Facility, in Richland, Wash., will have more than 40
million cubic feet of cold storage and use advanced
automation.

C

hatham, N.J.-based Preferred Freezer Services
(PFS) is overseeing the construction of what it
says will be the largest public refrigerated warehouse in North America and the largest single cold storage facility built at one time in the world.

Preferred Freezer Services’ new facility will be the largest
single cold storage facility built at one time in the world.

worldwide each year and is the only event in the world
dedicated to cold storage construction, design, and maintenance. Attracting more than 200 warehouse operators,
contractors, and suppliers, it features opportunities to
discuss and learn about the latest trends, regulations and
technologies impacting cold storage construction.
There will be educational programming with peer case
studies and presentations by industry thought leaders, and
an expo with cutting-edge products and technology. Q

IRTA OFFICERS ELECTED

Chris Mnichowski, president and CEO of CTI Freight Systems, the parent of Cold Train Intermodal and CT Cartage, has been elected 2014-2015 chairman of the International Refrigerated Transportation Association (IRTA).
IRTA is a part of the Global Cold Chain Alliance
(www.gcca.org), Alexandria, Va. Jim Gray, K&J Trucking, Sioux Falls, S.D., was elected vice chairman and
Matt Luckas of Hanson Logistics, St. Joseph, Mich., was
elected treasurer.
Newly elected to the IRTA board were: Gregg Bostick,
Americold, Atlanta; Brendan McCahill, Datamyne Inc.,
Miami; Eric Olafson, Port of Miami, Miami; Josh Malkin,
On a Roll Trucking, Buffalo Grove, Ill., Diogo Lobo, Lineage Logistics, Colton, Calif., and Leonard (Bud) Rodowick, Thermo King, Minneapolis. Q

US COLD OPENING
IN SALT LAKE AREA

United States Cold Storage is opening a new facility in the
Salt Lake City area this November. Located in the new
Ninigret North Industrial Park in Syracuse, Utah, it sits
on a 35-acre parcel with ample room to grow.
The cold storage facility features 5.2 million cubic feet
of refrigerated storage (22,850 pallet positions) and another 1 million cubic feet of food grade dry storage (4,084

The Richland, Wash., facility, slated for a July 2015
opening, will stand 120 feet tall and cover 455,000 square
feet with 313,000 square feet dedicated to automated
freezer space. It will add more than 40 million cubic feet
of cold storage capacity to PFS’s continually expanding
footprint. This will be the company’s first cold
storage warehouse in the state.
The automated freezer will feature robotic
cranes rather than the human-operated equipment relied upon by traditional warehouses. It
is strategically located near an existing railroad
spur. The track system will provide 207 miles of
pallet support and will have the capacity for 50
New facility, to open in November, will accommodate products
rail cars per day.
in four distinct freezer, refrigerated and dry storage areas.
The project is “exciting, new, and different” and
is “our first venture into the Pacific Northwest, with two
pallet positions). It will accommodate products in four
additional locations in the development stage,” according
distinct freezer, refrigerated and dry storage areas.
to Preferred Freezer Services president Brian Beattie. Q
Union Pacific Railroad provides Salt Lake City with

IACSC EXPO IS NOV. 6-9

The 34th International Association for Cold Storage Construction (IACSC) Conference & Expo is set for Nov. 6-9
at the Boca Raton Resort in Boca Raton, Fla.
The gathering draws construction professionals
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refrigerated and dry rail service. With 18 refrigerated
dock doors, 6 dry dock doors, and cross-dock transportation services, the facility is 35 miles from the local
intermodal yard. Operations include a state-of-the-art
C0દ refrigeration system as well as future capacity for
low-temp blast freezing. 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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LOGISTICS

UNFI BEEFS UP
LOGISTICS
Intermodal climbs 50% in past year, and new
technology increases service levels, cuts inventory.

U

se of intermodal/rail grew more than 50% at
Providence, R.I.-based United Natural Foods,
Inc., during fiscal 2014,
according to Steve Spinner,
president and CEO.
Spinner, speaking with
securities analysts on Sept. 18
about the year’s results, said
the company’s intermodal
loads totaled nearly 10,000
during the year. He called the practice “a much more
cost-effective solution.”
Additionally, he said the company had improved its
fleet fuel efficiency by 3.8% year-over-year, and laid plans
to remove 2.8 million miles of distribution with the addition of two new strategically placed DCs.
UNFI’s national procurement system, now fully implemented in the Western region, increased service levels by
about 4%, while reducing overall inventory by 4.7%, Spinner noted. “Our Eastern region systems began conversion
during the fourth quarter and will be completed by the
early second quarter of fiscal 2015.”
The company’s national warehouse management
system is integrated into its business systems and is now
deployed in five DCs across the country with several
planned for fiscal 2015. Q

ICS MOVING TO NEW FACILITY
International Cold Storage, Inc. (www.internationalcold-storage.com), Pompano Beach, Fla., will move to a
new 2,600-pallet-position warehouse in Oakland Park,
Fla., at the end of October.
Built on a 6-acre lot, the facility will have 12 receiving
docks, six shipping docks, and a new inventory control
system allowing real-time usage by customers. The large
lot will also provide for efficient movement of containers,
as well as room for long-term growth.
“Our business has grown dramatically, and with that,
we need to be in a facility that will meet and exceed the
increasing standards required to be a leader in our industry, whether those standards be in the area of food safety,
efficiency or service. With this new building, ICS will be
able to do just that,” according to Joel Barthel, president
and CEO.
“As trade into this region increases, due to the expansion of the Panama Canal, we fully expect to see a surge
in the need for first-class cold storage facilities.” As a
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member of the Port Everglades Association, ICS is a
staunch supporter of Canal and Port expansion plans.

AGRO OPENS IN CHARLESTON
Atlanta-based AGRO Merchants Group (www.agromer
chants.com) has upgraded a former Piggly Wiggly
distribution center in the Charleston, S.C., market, and
opened for business last month. The 121,000-square-foot
cold storage facility has 14,000 frozen pallet positions,
and USDA meat import and export inspection services.
It features COદblast freezing cells capable of a 24-hour
freeze time, LED lights and computerized systems.
Chris Hughes, president of AGRO, conceded that
there is some risk in putting this many pallet positions
in a space that competes with a more mature market in
Savannah, but he believes the demand will be sufficient
as many of his customers have said they want to use the
Charleston location.
Agro was formed in January of 2013. With financial
partner Oaktree Capital Management, it operates more
than 1.8 million square feet of refrigerated warehouse
space. Q

NOCS EYES 12% LESS
USE OF ENERGY
New Orleans Cold Storage (www.nocs.com) plans to
reduce facility energy consumption by about 12%. The
company recently inked a deal with Portland, Ore.based Cascade Energy (www.cascadeenergy.com) to
maximize energy efficiency at NOCS sites companywide.
Cascade’s energy management services will help reduce
facility energy consumption by an estimated 12% by the
fifth year of the program.
NOCS CEO Mark Blanchard made the decision to
implement the program after a pilot project completed at
NOCS’ Jourdan Road site delivered $160,000 in cost savings in the first year.
“Energy is typically the second-highest cost for big industrial companies,” said Josh Bachman, Cascade Energy
senior engineer and director of customer engagement.
He added that Cascade will develop a strategy involving a
combination of measurement, benchmarking, tune-ups,
capital projects, as well as on-site training and technical
support.Q

TQL OPENS ARK. OFFICE
Cincinnati-based Total Quality Logistics (www.tql.com),
the non-asset based freight brokerage company, will open
an office in Lowell, Ark.
“We’re pleased to add the state of Arkansas to our
footprint. This new location will give us access to the
outstanding professional talent in Northwest Arkansas,”
notes Kerry Byrne, TQL exec vp. Q

GETTING PERSONAL

FROM J.P. MORGAN
TO MAIA YOGURT

It all started with a dare from Hamilton Colwell’s pregnant cousin: “I bet you can’t make a better yogurt.”

O

ne day in the fall of 2008, Hamilton Colwell had
just had enough. Bright, ambitious and armed
with a degree from Colgate University, he was a
senior associate at J.P. Morgan in Manhattan, structuring derivatives and helping multinational corporations
strip out risk and become solvent.

22-HOUR DAYS
“I loved every minute of it,” he recalls. He’d wanted a
Wall Street career since he was a boy living in Cheshire,
Conn. But the bloom fell off the rose shortly after the disastrous collapse of Lehman Bros. that year. Colwell found
himself working up to 22 hours a day — going home just
to shower, take a nap, and return to the office.
It didn’t take much of this to get him thinking about
the meaning and value of his life’s work. Besides, when he
went out onto the city streets near his midtown office, he
noticed that people hardly ever smiled.
“I realized I wanted to do something more meaningful, something
that would have
a positive impact
on people’s lives,”
he says. “I realized
there are many ways
to do this, one of
which is by creating better products
that are essential to
people’s health and
happiness. Nothing
is more essential
than food.”
Yes, food. Specifically yogurt. Greek
yogurt. His cousin,
Abby, had recently
dared him to make
a better-tasting,
A long way from Wall
less-sweet, highStreet, entrepreneur
protein Greek yoHamilton Colwell moves
gurt. After all, she
cases at a loading dock.
was pregnant, and
she had cravings.
So Colwell went to work in his Upper East Side apartment in New York City. “I had a stove about the size of a
laptop, and a homemade incubator.” It was the beginning
of Maia Yogurt, named for the Greek goddess of spring
and rebirth.

98 www.frbuyer.com

OCTOBER 2014

As soon as batches were ready and poured into Dixie
cups, he and his roommates would run out and ask strangers in the streets and bars to try it. “At first nobody would
take any from us, but that soon turned into everyone. In
time, we had confirmation from hundreds of people that
it was a better yogurt, with less sugar and no artificial ingredients. They also loved the grass-fed milk and awesome
probiotics,” he says.
Now it was time to put the business plan into action.
“We took three years to work
on the product,” he says. “I got
the help of dietitians and food
scientists, and studied everything dairy, at Cornell.”
The new venture, involving
just family and friends, established headquarters in New
Haven, Conn., and arranged
for production in central Pennsylvania. In 2010, it made its
first deliveries into Manhattan
using SUVs, including ColHamilton Colwell
well’s 1995 Ford Explorer.
“We didn’t have a refrigerated truck, so during the
summer we found that the best solution was to wrap
the cases in insulated sleeping bags and get to the city
quickly,” he recalls. That wasn’t always easy, and Colwell
still shudders to think about the six-hour
traffic jam into Manhattan one Friday
morning.
But soon he was on a first-name basis
with the people who worked at his customers’ loading docks. “I practiced my
Spanish and Korean with them,” he says.
“I loved it so much, I’d get up at 3 or 4
in the morning and make deliveries so I
could talk to the guys at the back docks,
trying to learn more about the business.”
The initial months were tough. Colwell
experienced just about every imaginable
problem, and then some. And without
an investment banker’s salary, “I had to
make sacrifices. Your customer comes
first, then your team, and then you. You
have to be the last in line. Things were
tight.”
It all paid off. Production has jumped
to 100,000 cups a week — still small, but
“five or ten times what we did a year ago.”
Wholesale grocers and specialty distributors now handle the logistics, and Fresh
Market has taken Maia on nationally.
Colwell doesn’t think much about investment banking
anymore. And he’s glad that his cousin, Abby, now the
mother of three, made him that dare seven years ago.
— Warren Thayer
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