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OUT WARREN’S WAY

THOUGHTS
ON SLOTTING
Yes, a very complex issue — and
one that’s evolving.

W

hen slotting fees
became commonplace
in the 1980s, one trade
magazine wrote outraged editorials against
them in every
issue, vowing to
continue until
slotting went
away. It seemed
Quixotic, and I
wondered then
if the guy was
trying to curry
favor with potential advertisers
with all his railing. If that was
his intention, it didn’t work. The
magazine went away years ago,
although of course slotting is still
with us.
But back then, the state of trade
relations had hit a new low. I’ve
never been a fan of slotting, but for
different reasons now than 30-odd
years ago.
At the start, slotting seemed
nothing more than a rip-off of
vendors by retailers — yet another
scheme to make money on the buy
rather than on the sell. For many
retailers, that’s still true today,
especially when fees go far beyond
actual costs tied to new item introductions.
As slotting became institutionalized, and as I developed friendships
with more retailers who dared to
be candid, my feelings changed.
I became convinced that too
many vendors were throwing new
products up against the wall to
see if any of them would stick. No
consumer research. No consumer
support. No real thought about the
hassle and expense for retailers
when items failed.
To a degree, I came to believe
that slotting had a place after all
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— but only to the extent of the
retailer’s actual costs. I was always
bothered, and still am, by the retailers who charge absurd slotting
fees and just drop the cash to the
bottom line.
But perhaps because it is difficult
to continue moral outrage for decades when it seems the rest of the
world has moved on, I eventually
moved on as well. Slotting was just
another fact of life in the industry
that everyone winked at. Some retailers abused it, others didn’t. And
often, buyers had no choice but
to demand slotting whether they
wanted to or not.
The abusers of slotting are still
with us. But today, I no longer
think of them as morally weak — I
just think of them as ignorant fools
ultimately headed for failure. The
abusers who pad their bottom lines
with slotting should dust off the
ancient literature about Efficient
Consumer Response.
Yes, I know, ECR was hot back in
the last century and nobody takes
it seriously anymore. But what’s hot
today is the very same thing — under new names — three “paradigm
shifts” later. (Hey, consultants have
to make a living too, you know.)

ECR, ANYBODY?
ECR was designed to meet consumer needs efficiently and effectively. Trade funding was designed
to help get consumers into the
stores to buy. Slotting was designed
to reimburse retailers for the costs
of rampant new product failures.
Slotting was not designed (or it
shouldn’t have been) so retailers
could use vendor funds to pay the
electric bill or the CEO’s bonus.
Increasingly, vendors are insisting that all trade funds be spent to
benefit the consumer, the retailer
and the vendor. Retailers ignore
this basic ECR concept at their
peril.
Warren Thayer, Editorial Director
warren@frbuyer.com
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NEW PRODUCTS

Value-Channel Vegetarian
Hamilton, N.J.-based Himalaya International (www.hima
layaint.com) debuts a line of all-natural, frozen vegetarian foods for the discount channel. Offered under the
Chef Ernesto label, the collection
includes Battered Mushrooms,
Vegetable Samosas (hand-crafted
vegetarian dumplings) and Veggie
Burgers, all of which can be
prepared in a frying pan, oven
or microwave. Free of preservatives and artificial colors, the
mushrooms come in 8-ounce
packages; the samosas in
eight-count, 6-ounce packages; and the veggie burgers in
two-count, 5.6-ounce packages. All three sell for $1.

Gluten-Free Filets
Boston-based Ian’s
Natural Foods ((www.
iansnaturalfoods.com)
iansnaturalfoods.com
adds gluten-free Herb
Crusted Fish Filets to its
line of allergy-friendly
natural foods. Seasoned
with a special blend of
herbs and spices, the
oven-ready frozen filets
are free of preservatives,
artificial ingredients,
trans fat and added
hormones and antibiotics. SRP is $5.99 to $6.99 for an
8-ounce package with four filets.

Nutritious Frozen Dairy Dessert
Brio Ice Cream (www.brioicecream.com), Montpelier, Vt.,
introduces a frozen dairy dessert with 25% fewer calories,
half the fat and 75% less cholesterol than traditional ice
cream. An excellent source of calcium, magnesium and vitamin D, Brio contains 6 grams of protein, 2 grams of fiber
and Omega
3s in every
serving, making it a good
alternative
to nutritional
shakes. It’s
also lowglycemic and
contains less
sugar (16 to 19
grams) than
many fruitflavored yogurts. Made with fresh, rBST-free milk from
Wisconsin dairy farms and no artificial colors, flavors or
sweeteners, the gluten-free, non-GMO frozen dessert
comes in five flavors: Mellow Dark Chocolate, Spring
Strawberry, Vanilla-Caramel, Coffee Latte and Tropical
Mango. SRP is $1.79 to $1.99 for 4 ounces and $4.98 to
$5.99 for 14 ounces.

Organic Strawberry Smoothie
Baltimore-based B’more Organic
(www.bmoreorganic.com) adds
a Strawberry variety to its line of
probiotic-rich, GMO-free organic
smoothies featuring Icelandic-style
skyr yogurt. Made with grass-fed
organic milk from small, family
farms in Lancaster, Pa., the new
Strawberry flavor contains two to
three times the protein of Greek
yogurt (36 grams) and no added
sugar. And, it’s fat-free. SRP is $3.99
for 16 ounces.

Mediterranean Snacks
ADF Foods (www.adf-foods.com), South San Francisco,
Calif., debuts vegetarian
Mediterranean Bites under
its Nate’s brand. Described
as “falafels with a twist,” the
frozen snacks come in four
falafel flavors: Southwestern, Sweet Potato, Garlic
& Pesto and Kale, each of
which comes with a packet
of tzatziki dipping sauce. An
excellent source of protein
and fiber, the oven-ready
bites are gluten-free and Non
GMO Project verified. They’re offered in sleek, resealable
10-ounce bags with a $4.99 SRP.
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Value-Added Seafood
Gloucester, Mass.-based Matlaw’s
(www.matlaws.com), part of National Fish and Seafood, launches three new restaurantquality shrimp options produced in the United States.
Crispy on the outside but tender in the middle, Southern
Country Fried Breaded Shrimp and Jumbo Butterfly
Breaded Shrimp come in 9-ounce packages while Buffalo
Popcorn Shrimp is offered in 8-ounce packages. SRPs
are $7.99 for the two full-size options and $3.99 for the
popcorn shrimp. Matlaw’s also introduces cook-in-bag
Seafood Paella
for two ready to
eat in 5 minutes. Made with
salmon, mussels, shrimp and
calamari tossed
with vegetables
and seasoned
rice, it’s offered
in 14-ounce bags
with a $6.99
SRP. In addition,
the company rolls out Salmon Burgers made from wildcaught whole salmon fillets flavored with a light, smoky
mesquite. Easy to prepare in a skillet, on the grill or in
the oven, they’re offered in four-count, 12-ounce cartons
with a $6.99 SRP.

Q

Meatless Sandwiches
Vancouver-based Gardein (www.gardein.com), now part of
Pinnacle Foods, expands it plant-based lineup with a trio of
handheld “pocket” meals ready to eat in as little as 2 minutes. Made with
non-bioengineered
soy and wheat,
ancient grains
and vegetables,
the hand-crafted
sandwiches come
in three vegetarian
varieties: Crispy
Chick’n with kale,
barley and sundried tomatoes;
Italian Meat-Free Sausage with roasted red peppers, sweet
potatoes and spinach in a soft dinner roll; and BBQ Pulled
Porkless Shreds featuring a tangy sauce in a soft dinner roll.
Each contains between 6 and 22 grams of protein. The Crispy
Chick’n variety is sold singly for around
$2.99, while the Italian Meatless Sausage
and BBQ Pulled Porkless flavors come in
four-packs with a $4.49 SRP.
Better-for-You Noodles
House Foods (www.house-foods.com),
Garden Grove, Calif., introduces a gluten-free, vegan alternative to traditional

noodles made without tofu. Non GMO-verified, koshercertified Smart Noodle contains 6 grams of fiber (from oats
and rice bran), 400 mg of ALA Omega 3 and 20 calories per
serving. Available in both spaghetti and fettuccine shapes, it’s
pre-cooked and packaged in water, so consumers just drain,
rinse and dry before adding to their favorite recipe. SRP is
$1.99 to $2.49 for 8 ounces.
Gelato
Englewood Cliffs, N.J.based Unilever (www.
unileverusa.com) doubles
the size of its Breyers Gelato Indulgences lineup with
four new flavors. They are:
Chocolate Caramel (chocolate gelato with caramel sauce
and chocolate curls), Mint Chocolate
(mint gelato with fudge swirl and chocolate curls),
Strawberry Truffle (strawberry gelato with fudge swirl and
dark chocolatey truffles) and Cappuccino (cappuccino gelato with
cream swirl and chocolate chips).
Offered in clear 28.5-ounce tubs,
the newcomers are expected to
retail for $4.49 to $5.99. Breyers also
adds two flavors to its original ice
cream collection: Chocolate Truffle
and Salted Caramel.

Q

Request Foods is your copacking partner. With 600,000 sq. ft. of cooking, blending, freezing and packing
capacity, we are your one-stop resource for R&D and processing. Our team of top culinary chefs creates
custom entrées, side dishes, heat ‘n’ serve portions, and a whole lot more - every meal in every size. Give your
retail, club store or national brand the consistent quality of Request Foods. We Make Your Brand ... Better.
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FASTEST
FROZEN
BY PETER PENGUIN
During the 12 weeks ended
March 22, sales of frozen
foods in supermarkets,
drugstores, mass merchants,
military commissaries
and select club and dollar
stores combined totaled $12.70 billion,
a 1.9% increase compared with the same
period a year ago, reports Chicago-based
market research firm IRI (@IRIworldwide).
However, units fell 1.9% to 3.58 billion and
volume slid 1.3% to 5.16 billion. Percentage
of volume sold with merchandising
support dropped 1.5 points to 34.9%.
For the 52 weeks ended March 22,
frozen dollars rose 1.1% to $52.92 billion,
but unit sales tumbled 1.8% to 15.16
billion and volume dipped 1.1% to 23.64
billion. Percentage of volume sold with
merchandising support dwindled 1.3 points
to 35.3%.
Our chart shows the fastest-growing
frozen department subcategories,
including the leading manufacturers,
for the 12 weeks ended March 22. Only
subcategories with at least $250,000
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

240.6%

Dollar gain by pudding/
mousse (to $230,968), largest by a subcategory too
small to qualify for our list.
Newcomer Looka Patisserie
and private label (+70.1%) own
the segment.

8

Number of top 10 frozen
subcategories that saw dollar sales rise during the most
recent 12 weeks. But only
three (ice cream, fish/seafood and appetizers/snack
rolls) posted both dollar and
unit sales gains.
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PIZZA KITS/TOPPINGS
Nestlé USA

$1,815,955
$1,815,955

**
**

COOKIE DOUGH
Nestlé USA
Gregory’s Foods
Signature Foods
Private Label
Trudeau Distributing Co.
600 Lb. Gorillas
Ruby Snap
Aryzta

$5,499,062
$3,992,512
$403,934
$369,998
$297,390
$108,257
$99,214
$78,314
$50,436

453.2
*
25.8
274.3
25.5
(1.9)
17.6
57.9
*

SIDE DISHES
Nestlé USA
Heinz
General Mills
Birds Eye Foods
Private Label
Ore-Ida
ConAgra
Old Fashioned Kitchen
Classic Cooking
Shiloh Foods

$96,889,424
$14,505,710
$14,143,322
$13,971,340
$13,731,881
$7,330,299
$4,097,756
$3,855,832
$1,937,605
$1,842,567
$1,776,211

GNOCCHI
Private Label
Mama Rosie’s
Seviroli
Savignano Foods Corp.
Lucy’s Foods
Perfect Pasta
Scaramuzza’s
Sicilian Chef
Rosina
P&S Ravioli
SQUASH/ZUCCHINI
Private Label
Birds Eye Foods
Earthbound Farm
Fresh Frozen Foods
Pictsweet
Stahlbush Island Farms
Potandon Produce
Small Planet Foods
Seabrook Foods

264,155
264,155

**
**

1,322,260 829.4
1,091,525
*
43,916
32.4
81,857 294.3
27,386
76.4
26,647 (21.6)
21,909 26.5
10,155
53.6
5,236
*

412,949
412,949

**
**

1,768,142 415.2
1,227,965
*
145,125
31.7
143,250 294.3
150,752
33.1
33,788 (21.3)
19,955
5.3
9,521 53.6
20,945
*

22.0 37,034,500
78.1
5,487,248
(11.7)
2,557,653
50.8
7,091,046
0.1
8,092,425
65.0
3,266,377
(3.2)
1,328,974
52.3
1,279,907
3.6
491,530
(26.0)
532,015
18.2
746,041

22.2 30,672,932 21.9
62.5
4,483,175 77.4
(13.8)
2,386,441 (11.4)
50.3
5,050,574 30.5
5.6
5,477,902
3.9
44.9
2,416,799 32.7
(2.0)
1,993,461 (2.0)
178.2
1,256,799 249.7
(3.8)
364,116
(1.4)
(32.8)
234,127 (32.6)
18.2
814,230 22.7

$1,574,000
$403,386
$206,089
$99,546
$89,014
$85,694
$65,289
$63,816
$60,175
$58,866
$54,856

21.0
222.0
(4.8)
(11.9)
9.2
(12.6)
38.4
2.7
1.2
(16.4)
0.1

597,656
163,985
93,185
48,892
49,408
40,812
15,704
16,866
11,286
27,072
6,519

19.0
298.4
(11.9)
(17.6)
20.9
(11.7)
34.0
(3.2)
(12.3)
(21.9)
5.1

$5,735,116
$2,788,424
$1,249,869
$417,094
$379,418
$325,219
$116,182
$102,966
$101,791
$67,511

16.4
45.2
(8.1)
(4.8)
9.5
(0.9)
47.1
*
(48.4)
11.2

2,988,721
1,635,566
620,838
141,919
145,236
212,624
46,086
36,428
34,780
32,252

9.6
22.0
(6.9)
(9.6)
7.3
2.8
47.8
*
(51.3)
5.8

TURKEY/TURKEY SUBSTITUTE $355,528,000
Jennie-O Turkey Store
$138,541,056
Cargill Meat Solutions
$69,747,712
Private Label
$61,293,680
Butterball
$37,574,456
Perdue Farms
$13,434,838
Foster Farms
$11,653,996
Plainville Farms
$6,568,390
Harvestland
$4,701,181
Royal Sausage Co.
$1,945,964
ConAgra
$1,512,133

14.8
12.0
11.1
19.7
32.9
5.4
4.1
35.5
10.8
(17.6)
7.6

70,115,248
26,463,956
14,269,120
11,856,573
7,192,330
3,194,312
2,111,173
1,366,730
1,033,225
392,004
517,937

DIPS
Heinz North America
Private Label
Phillips Foods
Gold Star Chili
Chef Jenn

13.5
11.9
55.3
(29.9)
7.9
39.8

1,525,555
1,290,618
128,728
18,789
18,876
15,660

$5,587,176
$4,658,048
$454,155
$116,040
$76,515
$67,963

598,621
17.5
176,479 220.6
93,185 (11.9)
42,480 (17.5)
30,880 20.9
40,812 (11.7)
12,024 25.7
16,866 (3.2)
16,060 (8.8)
27,072 (21.9)
13,037
5.1
2,896,643
1,607,790
484,166
88,700
287,732
233,708
28,804
27,321
21,738
38,160

16.1
33.5
(7.0)
(9.6)
6.6
6.1
47.8
*
(51.3)
5.1

11.8 102,247,784
10.1 40,596,768
5.3 19,976,630
20.4
16,161,814
30.6 12,165,954
4.3 3,630,504
(1.8)
2,939,795
33.5
1,366,730
11.4
1,114,484
(25.3)
751,299
4.3
841,648

11.7
10.7
5.1
17.2
34.3
4.0
(0.5)
33.5
10.9
(25.1)
4.3

9.8
8.4
41.7
(35.4)
1.4
47.8

839,005 12.8
706,678
11.5
63,385 47.6
11,743 (35.4)
11,798
1.4
9,587 45.0

Q

Q

81,000,000
Number of avocados consumed
by Americans on Cinco de Mayo,
according to the California
Avocado Commission.

-5.5%

Dollar loss by single-serve dinners/entrees (to $1,030,384,640),
the largest frozen subcategory to
see sales fall more than 5%. The
No. 2 brand, Marie Callender’s,
posted a 22.3% gain, but it wasn’t
enough to offset double-digit
losses by four of the remaining
top 10 brands, mostly in the
“diet” segment.

$9,244,534

Dollars racked up by newcomer Kellogg’s Eggo Breakfast
Sandwiches, largest by a frozen
product in distribution less than a
year — and the iconic brand’s first
foray into the fast-growing
protein sandwich segment.

41

Number of years between the
births of Elizabeth Ann Buttle’s
two children. Belinda was born
May 19, 1956 while Joseph entered
the world more than four decades
later on Nov. 20, 1997. Buttles was
60 at the time.

-34.0%

Dollar loss by cranberry juice/
drink concentrates (to $1,591,712),
the biggest loser among frozen
subcategories with at least
$1 million in sales. Four other
$1 million-plus frozen juice
subcategories also registered
double-digit losses.

3

Number of top 20 frozen
subcategories that also landed
on our list of top dollar gainers:
turkey/turkey substitutes, fruit
and pot pies.

ONION RINGS
ConAgra
Private Label
Alexia Foods
Ore-Ida
Rich Products Corp.
Signature Foods
Fresh Frozen Foods
Great American Appetizers
Discount Sales
McCain Foods

$16,255,312
$4,804,968
$3,814,732
$3,518,851
$1,544,126
$1,413,382
$375,444
$236,719
$195,899
$104,359
$86,319

12.1
119.9
(4.0)
(9.5)
(17.3)
(5.8)
20.8
11.3
123.9
(7.1)
(10.3)

5,176,712
1,808,948
1,574,490
979,287
472,561
78,851
82,410
72,114
24,518
19,885
13,997

14.6
127.8
(5.2)
(13.5)
(18.9)
(5.8)
24.4
8.0
123.6
(7.4)
(11.6)

6,039,017
1,714,451
1,668,020
893,276
523,308
788,510
164,820
90,142
61,294
42,954
34,603

10.4
115.9
(5.8)
(11.6)
(18.6)
(5.8)
24.4
8.0
123.6
(4.7)
(10.7)

$642,032
$490,617

12.1
19.2

178,053
135,240

8.0
16.9

147,412
101,430

7.7
16.9

FRUIT
Private Label
Dole
Jasper Wyman & Son
Trailblazer
World Variety Produce
Goya Foods
Welch Foods
Earthbound Farm
New World Farms
Small Planet Foods

$274,861,888
$175,490,144
$43,429,008
$11,730,337
$8,590,777
$3,837,685
$3,494,359
$3,312,291
$3,281,543
$3,137,690
$1,920,665

11.9
10.4
15.3
14.5
5.8
5.7
8.1
30.7
137.7
(21.8)
(7.2)

56,995,416
37,630,048
8,341,513
1,768,355
999,919
393,106
1,363,366
798,103
570,342
526,321
449,015

6.1
5.6
12.5
(6.9)
0.5
(3.0)
6.7
29.1
90.2
(21.0)
(17.3)

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

$154,095,488
$136,193,600
$4,399,885
$2,705,353
$1,965,382
$1,846,564
$1,481,906
$1,371,033
$831,641
$581,239
$330,604

11.3
11.8
(21.0)
26.1
22.5
23.1
(7.9)
(19.9)
19.2
504.1
2.6

89,599,120
83,305,472
1,503,910
696,890
463,234
663,470
1,563,367
377,613
220,927
91,183
88,028

1.9 60,572,816
6.0
1.7 55,830,948
6.2
(25.3)
1,191,258 (25.5)
34.9
495,922
14.6
56.9
572,830
38.1
26.2
663,470 26.2
(8.6)
683,973 (8.6)
(22.3)
179,000 (22.3)
42.4
268,672
18.3
474.7
68,387 474.7
23.7
53,840
0.8

OTHER VEGETABLE/FRUIT JUICE $1,734,750
Old Orchard
$793,182
Dole
$764,442
Private Label
$122,822

9.9
6.5
18.1
6.3

1,028,031
518,831
408,412
66,015

13.9
7.7
18.8
2.8

PROCESSED TURKEY/TURKEY SUB $27,611,680 9.7
Private Label
$10,846,355
9.0
Rich Products Corp.
$2,687,763 278.5
Cargill Meat Solutions
$2,586,828
(4.2)
Butterball
$2,436,857
52.9
Home Market Foods
$1,684,195
34.9
Foster Farms
$1,489,293
2.6
Hormel Foods
$1,191,941 (48.3)
Hillshire Brands
$1,104,478 524.7
Perdue Farms
$886,829
16.1
Jennie-O Turkey Store
$439,475 (68.8)

4,904,497
1,736,269
324,334
653,007
472,278
350,313
224,898
202,314
123,838
210,801
75,493

4.8
5.1
146.4
(7.9)
53.4
45.6
5.2
(53.7)
384.6
31.5
(49.6)

TORTILLAS
Food For Life Baking Co.

85,119,376
9.5
52,049,372
9.5
15,302,779
11.3
3,463,297
10.1
2,999,757
0.5
1,965,532 (3.0)
1,209,532
7.3
713,878 36.7
476,902 127.5
1,052,643 (25.6)
346,336
11.1

3,065,998
1,556,493
1,225,235
198,044

13.6
7.7
18.8
2.8

6,602,309
9.8
2,510,257
1.2
981,707 326.2
525,014 (7.5)
494,682 40.2
423,494
19.1
400,991
14.3
189,670 (53.7)
210,934 633.6
133,386
5.7
113,017 (65.4)

PIES
$97,272,680
7.3 24,601,538
3.7 32,144,664
6.5
Schwan’s
$43,965,248
13.7
9,464,248
17.6 12,794,884
12.1
ConAgra
$40,973,900
4.5 12,695,070 (2.8) 14,705,981
5.6
Hillshire Brands
$6,700,368 (12.4)
1,457,266 (4.2) 2,844,928
(8.1)
Private Label
$2,460,718
34.8
439,206 (0.5)
753,173
18.4
Maplehurst Bakeries
$614,739 (22.3)
154,802 (22.3)
387,004 (22.2)
Fields
$331,295
(7.7)
54,262
(4.7)
108,525 (4.7)
Wick’s Pies
$214,333
4.4
35,751
(1.9)
68,089 (2.2)
The Village PieMaker
$212,606
23.3
18,538
23.6
55,614 23.6
Heinz North America
$199,934 (39.5)
66,570 (41.2)
48,263 (41.2)
* Product has been in distribution less than one year.
** Change is more than one million percent due to an extremely small year-ago base.
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FASTEST
DAIRY
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined topped $18.64 billion
during the 12 weeks ended March 22, a 4.0%
increase compared with the same period
a year ago, reports Chicago-based market
research firm IRI (@IRIworldwide). However,
units edged up just 0.3% to 6.77 billion,
and volume tumbled 2.6% to 53.99 billion.
Volume sold with merchandising support
rose 1.8 points to 36.1%.
For the 52 weeks ended March 22, dollar
sales shot up 5.3% to $78.84 billion, but units
fell 0.3% to 28.59 billion. Volume dropped
3.5% to 233.86 billion, and volume sold with
merchandising support slid 1.4 points to
36.2%.
Our chart shows the fastest-growing
dairy subcategories, including the leading
manufacturers, for the 12 weeks ended
March 22. Only subcategories with at least
$250,000 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

4.1%

Dollar gain by natural cheese
cubes (to $21,929,408), despite
losses by the top three brands.
All seven of the remaining top
10 registered double-digit — or
better — growth.

-12.6%

Dollar loss by egg substitutes
(to $36,965,408), one of the largest subcategories to see sales
fall more than 10%. But an 8.8%
increase in sales of egg white
substitutes (to $46,213,148) more
than offset the decline.

7

Bars of soap that could be
made with the fat in an average
human body.
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MILK SUBSTITUTES-ALL OTHER $14,866,180
WhiteWave Foods Co.
$8,368,619
Jackson-Mitchell
$3,756,999
HP Hood
$1,234,917
Good Karma
$715,481
Private Label
$291,529
Green Valley Organics
$137,067
Redwood Hill Farm
$121,517
C. F. Burger Creamery
$90,733

153.6
*
7.4
(6.5)
88.4
7.7
60.6
68.5
(14.8)

4,396,428
2,641,283
815,146
365,300
194,785
277,558
25,589
17,178
21,834

172.4
*
3.2
(7.8)
90.3
14.8
70.9
69.6
(17.2)

14,933,100 273.0
10,565,130
*
1,713,337
3.7
1,461,199 (7.8)
779,141 90.3
208,978
10.7
51,179 70.9
34,356 69.6
43,667 (17.2)

SALAD TOPPING/BACON BITS
Dole Fresh Vegetables
Private Label
DeLallo Packing Co.

$1,815,362
$896,103
$592,444
$214,111

135.2
*
11.0
58.2

829,636
410,154
326,905
59,923

130.2
*
11.8
53.2

3,762,682 178.8
2,191,528
*
1,164,190
12.4
299,629
41.8

COFFEE CONCENTRATE
New Orleans Coffee Co.
C&W Beverage
Kraft Foods

$1,251,203 116.9
$452,325
(5.0)
$375,669 1,014.0
$343,030
*

239,112 143.4
68,252 (6.2)
57,606 1,164.5
92,389
*

3,400,938 53.6
1,724,282 (5.3)
1,187,019 1,099.9
149,670
*

NATURAL CHEESE-ALL OTHER FORMS $56,709,824
Private Label
$13,858,580
Kraft Foods
$13,786,280
Land O’Lakes
$6,931,275
Belgioioso Cheese
$5,825,176
Lactalis American
$2,353,932
Saputo Cheese
$2,241,518
Sargento Food Co.
$1,578,365
Formaggio Italian Cheese
$1,248,092
Tillamook County Creamery
$1,193,589
Tropical Cheese
$759,215

30.2 15,262,880
20.8
4,511,562
64.0
3,525,028
20.4
2,122,703
45.9
1,199,368
5.0
446,083
5.8
728,310
3.2
627,474
36.5
153,838
14.3
293,319
30.6
280,220

18.2
17.8
56.5
4.0
25.2
11.1
1.3
(23.5)
44.3
7.1
33.5

8,456,157
2,802,867
1,722,630
1,101,498
760,682
374,954
227,478
240,710
164,075
140,052
161,388

20.7
11.0
65.9
9.1
49.4
1.8
1.3
(21.8)
23.9
6.6
30.9

PRCSSED/IMTTN CHEESE-ALL OTHER $53,817,892
Kraft Foods
$37,343,336
Private Label
$4,759,723
Yancey’s Fancy
$2,413,916
Red Apple Marketing
$1,599,964
Boars Head/Brunckhorst
$1,582,815
Cabot Creamery
$766,355
Hickory Farms
$551,991
El Viajero
$550,080
Crystal Farms
$393,885
Kemps
$366,193

28.1
46.8
(5.8)
28.3
0.5
29.7
1.4
24.0
(6.1)
9.3
(13.1)

12.2
27.6
(3.5)
24.6
(7.2)
21.3
(4.5)
22.6
(6.2)
5.4
(4.0)

13,402,416
10,580,304
1,353,001
193,193
149,929
129,691
123,958
93,198
109,264
75,236
163,507

19.5
36.6
(21.9)
24.6
(6.8)
21.3
(4.5)
22.6
(6.2)
5.4
(4.0)

VEGETABLE JUICE/COCKTAIL
Bolthouse Farms
The Naked Juice Co.
Evolution Juice Harvest Corp.
Odwalla
Forager Project
Raw Foods International
Suja Juice
The Hain Celestial Group
Stewart Bros.
Arden’s Garden
ALL OTHER FRUIT JUICE
POM Wonderful
Sambazon
Bolthouse Farms
Harmless Harvest
William G. Roe & Sons
Zico
Genesis Today
Califia Farms
Evolution Juice Harvest Corp.
Kern’s Beverages

10,370,838
6,303,848
1,580,861
406,662
303,050
259,381
247,916
149,117
145,685
150,472
32,701

$26,874,458
$16,469,030
$3,448,686
$2,304,208
$1,744,922
$545,299
$507,243
$461,474
$228,195
$174,413
$158,467

24.1
7.2
154.6
64.8
(22.4)
785.6
139.2
640.1
32.3
54.5
29.3

6,808,147 14.4 193,701,408
8.9
4,269,549
(2.7) 134,632,096 (1.0)
1,054,406
113.1 21,409,170 184.7
502,274 65.8
7,634,566 65.8
303,230 (36.8) 18,228,342 (25.1)
82,654 759.0
1,322,470 759.0
194,327 152.9
2,331,923 152.9
101,434 1,339.2
1,459,132 1,193.9
24,027
32.1
388,006
36.1
42,402 52.8
686,760 48.5
48,216 35.0
753,881 34.7

$21,522,120
$17,278,588
$1,142,402
$876,046
$608,364
$414,652
$331,251
$283,452
$276,015
$130,153
$85,651

21.4
24.0
8.8
(13.1)
270.9
20.8
*
(62.9)
129.4
34.5
(28.9)

4,530,259
7.4 109,270,296 15.0
3,585,756
3.7 84,158,256
21.9
179,341
18.2
5,738,915
18.2
101,978 (24.4)
5,179,381 (16.4)
226,431 280.4
1,922,000 303.7
118,543
8.2
3,707,472
7.0
49,783
*
2,523,997
*
47,739 (68.3)
2,705,347 (65.9)
155,493 130.6
1,403,445 151.7
23,705
29.1
829,417
41.9
27,582 (36.8)
882,614 (36.8)
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F A C T O I D S

66

Age of the world’s oldest male
stripper, American Bernie Barker.
A former real estate agent, he
took up stripping at age 60 as a
way to get back in shape while
recovering from prostate cancer.
Though no Magic Mike, he won
more than 40 contests by the
time he died in 2007.

1,463.2%

Dollar gain by muffins (to
$160,810), largest by a refrigerated subcategory too small to
qualify for our list. Newcomer
Armour Breakfast Makers drove
the advance.

$5,018,522

Dollars amassed by Starbucks
Iced Espresso Classics during the
most recent 12 weeks, one of the
best performances by a refrigerated product in distribution
less than a year. Its success combined with that of another new
Starbucks ready-to-drink coffee
helped grow the category 10.3%
to $34,694,600.

-7.1%

Dollar loss by the dairy
department’s largest subcategory, skim/lowfat milk (to
$2,132,070,016). While some
consumers have migrated from
dairy- to plant-based milks,
especially almond milk, sales
of whole milk rose 1.9% to
$991,503,872.

88.7%

Dollar gain by private label lemonade (to $7,903,626), largest
by a store brand refrigerated
product with at least $1 million
in sales. Its success combined
with an 8.9% jump by top-seller
Simply Lemonade helped the
subcategory expand 10.4%.
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ALL OTHER SIDE DISHES
Bob Evans Farms
Hormel Foods
Private Label
Reser’s Fine Foods
Vitasoy USA (Nasoya Foods)
Giorgio Foods
JSL Foods
Renaissance Food Group
Onofrio’s Fresh Cut
Modern Mushroom Farms

$36,314,244
$12,025,796
$6,633,705
$4,907,674
$3,842,893
$1,098,498
$930,163
$836,045
$547,574
$381,439
$336,244

17.9
22.5
0.4
19.8
34.7
(0.8)
144.1
7.2
(16.7)
(17.9)
(26.7)

10,511,856
3,614,917
1,987,478
1,702,307
679,908
508,962
231,977
322,434
132,998
65,665
77,826

17.9 11,402,207 15.0
22.6
4,431,236 23.2
(0.1)
2,577,116 (0.0)
26.9
1,379,578
15.3
35.9
1,148,928 34.3
(4.8)
254,481 (4.8)
137.1
117,331 139.8
(1.9)
204,930 (0.4)
(7.9)
60,680 (9.7)
(17.3)
50,680 (16.8)
(23.2)
38,913 (23.2)

NON-AEROSOL WHIPPED TOPPINGS
Private Label
WhiteWave Foods Co.
Dean Foods
Meadow Gold Dairy
Organic Valley
Kraft Foods
Kemps
Hiland Dairy Foods
Darigold
Byrne Dairy

$85,123,696
$48,912,524
$9,526,160
$2,652,448
$2,496,347
$1,911,348
$1,796,125
$1,740,742
$1,655,063
$1,406,025
$1,172,520

17.2
17.2
18.5
18.7
11.8
25.2
13.9
23.6
20.4
25.8
12.1

26,532,548
16,439,902
2,281,197
892,059
719,841
585,647
422,749
507,758
493,580
386,766
290,574

7.9
9.0
4.7
5.8
2.9
25.1
4.7
9.4
15.3
17.5
(9.1)

30,160,616
18,602,966
3,288,289
855,167
819,626
492,975
487,007
488,301
469,457
455,592
583,905

8.5
9.9
5.5
7.5
3.0
25.7
3.7
11.8
14.6
16.0
(9.1)

6,247,296,512
968,282,496
1,287,033,472
1,107,792,128
990,322,304
677,437,952
66,741,464
351,373,760
51,809,864
124,800,352
11,198,410

7.6
29.6
4.8
3.0
4.3
20.3
56.6
(12.7)
(13.7)
14.9
40.0

TEAS
Coca-Cola Co.
Private Label
Red Diamond
Turkey Hill Dairy
Milo’s Tea Co.
Millennium Products
Swiss Premium Dairy
Bolthouse Farms
Pepsi-Lipton Tea Partnership
POM Wonderful

$179,414,592
$37,905,928
$26,616,710
$25,185,808
$23,540,118
$16,344,076
$13,675,793
$7,475,397
$6,717,778
$5,071,807
$1,662,500

17.1 79,454,672
32.3
15,078,178
21.4
15,967,012
6.2 10,294,128
4.3
11,947,770
20.7
6,499,789
62.1
4,139,119
(14.5)
3,355,223
(5.8)
1,895,699
19.4
2,115,260
42.2
933,129

14.6
26.4
26.4
5.2
1.0
25.6
56.6
(14.2)
(16.9)
14.9
86.7

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

$570,565,824
$270,181,568
$174,027,168
$31,541,872
$17,533,620
$14,809,190
$7,795,305
$6,612,281
$5,632,982
$3,952,505
$3,477,833

16.8 159,756,944
13.1 77,975,432
14.8 46,769,624
42.3
8,501,671
24.4
5,519,563
117.8
4,027,301
11.9
1,818,801
8.3
1,820,221
(7.7)
1,678,505
10.9
1,267,848
16.5
1,060,360

5.7 155,545,120
0.9 85,855,928
7.0 39,870,388
25.1
7,880,545
8.8
4,166,268
124.1
2,048,241
(7.7)
1,818,801
(4.7)
1,769,718
(17.7)
1,590,879
3.9
1,267,848
3.9
600,041

5.2
0.8
8.7
28.8
14.3
126.3
(7.7)
(5.7)
(18.8)
5.1
(0.8)

NATURAL CHEESE SLICES
Private Label
Sargento Food Co.
Kraft Foods
Tillamook County Creamery
Crystal Farms
Belgioioso Cheese
Dairy Farmers of America
Boars Head/Brunckhorst
Land O’Lakes
Applegate Farms

$453,351,872
$183,380,384
$122,507,296
$45,241,456
$16,865,138
$12,619,570
$9,973,713
$8,504,278
$6,781,121
$5,063,239
$4,443,190

16.1
14.8
17.5
10.0
29.6
30.1
20.9
14.9
32.5
6.1
26.8

133,521,184
58,335,352
37,704,156
14,814,423
3,293,778
3,571,975
1,532,059
3,107,859
1,044,249
1,176,180
800,122

10.3 69,667,952
8.6
31,180,194
11.6
17,597,018
3.4 7,004,888
27.5
2,530,428
28.0
1,960,571
13.1
1,467,060
8.6
1,371,083
22.2
512,201
1.6
546,880
22.5
406,779

9.2
7.6
11.4
2.7
21.0
25.4
6.6
5.2
22.3
1.5
19.9

CREAM CHEESE BRICK
$152,114,736
14.7
Kraft Foods
$94,296,328
13.6
Private Label
$53,377,232
17.8
Crystal Farms
$1,793,908 (20.3)
Challenge Dairy Products
$941,949
79.1
Dutch Farms
$450,354
8.9
* Product has been in distribution less than one year.

67,859,712
36,267,364
29,196,164
885,938
526,511
281,337

1.9
(1.3)
7.3
(36.1)
66.1
(7.8)

4.2
3.0
7.4
(36.1)
66.1
(7.8)

37,887,732
22,059,488
14,630,910
442,969
263,256
140,668

Q

Q
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FASTEST
DELI
BY DELANO DELI
During the 12 weeks ended
March 22, sales of deli foods
in supermarkets, drugstores,
mass merchants, military
commissaries and select club
and dollar stores combined hit $5.88 billion,
6.9% more than the same period a year ago,
according to Chicago-based market research
firm IRI (@IRIworldwide.com). However, unit
sales edged up just 0.2% to 1.52 billion, and
volume fell 1.1% to 1.40 billion. Volume sold
with merchandising support rose 0.4 points
to 33.6%.
For the 52 weeks ended March 22, deli
dollars shot up 7.8% to $25.42 billion while
units climbed 0.8% to 6.71 billion. Volume
slipped 0.4% to 6.22 billion, and volume sold
with merchandising support tumbled 1.6
points to 34.8%.
Our chart shows the fastest-growing
deli department subcategories, including
the leading manufacturers, for the 12 weeks
ended March 22. Only subcategories with at
least $250,000 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

0

Number of deli subcategories
that saw dollar sales fall during the most recent 12 weeks.
However, seven (of 18 total)
registered unit sales losses.

52.5%

Percentage of refrigerated
bacon volume sold with merchandising support during the
most recent 12 weeks, highest in the deli department
(by more than 10 percentage
points).

43%

Percentage of homemade
dinners served in the
United States that include
vegetables.

RELISHES/APPETIZER RELISH
Kraft Foods
Private Label

$289,286
$101,744
$85,281

53.9
127.0
53.6

133,145
70,251
31,926

61.6
158.6
8.8

PEPPERS/PIMENTOS/OLIVES
Private Label
DeLallo Packing Co.
Sinco
Food Match

$2,216,986
$1,304,124
$402,320
$301,067
$79,458

24.3
267.1
(39.5)
11.0
(42.0)

735,726
570,676
74,525
50,264
13,456

55.4
159.2
(39.5)
(2.0)
(51.3)

UNCOOKED MEATS (NO POULTRY) $1,098,645,504
Private Label
$568,839,232
Cargill Meat Solutions
$117,796,888
Tyson Fresh Meats
$116,094,872
Tyson Foods
$85,907,808
FPL Food
$41,386,848
Hormel Foods
$27,541,284
Laura’s Lean Beef Co.
$22,978,044
Interstate Meat Dist.
$10,854,406
National Beef Packing Co.
$9,689,675
Meadow Buffalo
$8,309,321
DINNER SAUSAGE
Hillshire Brands
Johnsonville Sausage
Private Label
Armour-Eckrich Meats
Aidells Sausage Co.
Premio Foods
Bar-S Foods Co.
Kayem Foods
Conecuh Sausage Co.
J&B Sausage Co.

$752,279,168
$149,084,912
$143,612,704
$80,021,208
$58,948,464
$19,592,224
$18,460,414
$14,174,869
$11,984,952
$10,916,265
$9,381,142

MARINATED VEGETABLES/FRUIT $3,021,848
U-Jin Enterprises
$994,944
World Variety Produce
$250,101
Winter Gardens Quality Foods
$192,003
Private Label
$162,374
Lucky Foods
$162,023
Ba Tampte Pickle Products
$143,785
Cedars Mediterranean Foods
$136,353
Sun Yun Trading Co.
$127,384
Cosmo’s Food Products
$90,085
Joseph’s Fine Foods
$80,491

16.6 147,602,448
26.4 78,381,016
(0.2) 14,395,388
70.8 13,264,000
(22.3)
13,165,806
25.5
5,074,248
(29.5)
3,869,982
13.9
2,978,599
3.8
1,538,011
18.4
835,965
5.2
847,907
9.6 190,640,128
5.2 39,985,208
9.5
33,915,272
21.6 18,906,632
17.5 18,900,528
19.6
3,406,435
(0.1)
3,452,342
21.0
2,959,037
12.8
2,667,709
26.0
2,090,172
26.9
2,509,065
9.4
21.8
16.5
6.5
37.7
27.3
2.2
(25.5)
13.3
(1.2)
3.8

638,797
199,884
45,092
34,422
44,143
34,016
35,248
38,812
33,776
13,445
22,930

93,271
43,907
23,266

65.6
158.6
34.5

328,104
33.1
226,365 274.8
40,993 (45.6)
38,643 (2.0)
5,298 (48.1)

(1.6) 243,322,288 (4.3)
5.6 134,038,192
(1.5)
(24.5) 25,480,888 (17.4)
51.0 25,439,968
56.1
(25.4) 18,586,136 (36.9)
2.7
8,434,443
1.8
(34.9)
5,417,827 (31.9)
(4.0)
3,142,788
0.5
(8.0)
2,415,134 (6.9)
(8.4)
2,286,174 (8.3)
0.6
874,915
1.0
1.2 201,256,624
(6.6) 37,269,352
1.7 35,332,824
4.8 20,979,598
13.6 18,697,880
18.6
2,554,826
(11.0)
4,525,790
20.7
6,616,961
11.4
2,034,561
12.2
2,495,387
22.8
3,345,869
6.5
22.0
17.3
5.7
20.7
29.6
(4.0)
(27.8)
12.5
(0.7)
4.2

0.7
(5.8)
2.0
8.9
12.1
18.6
(17.4)
20.0
10.8
15.9
17.7

591,502
5.9
174,898 22.0
39,395
17.4
48,695
6.8
23,498 23.3
29,764 29.6
70,496 (4.0)
19,406 (27.8)
29,554
12.5
17,247
0.8
20,067
4.2

MEAT/CHEESE/CRACKER/DESSERT $349,482,240 9.3 178,438,512
9.2 62,049,176
2.5
Kraft Foods
$262,749,184
9.8 134,634,096
11.8 48,724,488
2.8
Armour-Eckrich Meats
$42,146,480
(1.8) 38,445,328
(1.5)
7,493,540 (4.0)
Hormel Foods
$36,429,028
11.7
3,589,157
7.1 5,083,368
8.8
Private Label
$2,355,728 (29.7)
206,992 (39.4)
261,944 (41.2)
Applegate Farms
$1,445,170
*
337,350
*
111,148
*
Hillshire Brands
$1,336,489
*
460,918
*
92,184
*
Daniele
$568,615 2,855.6
166,191 5,384.1
35,588 2,804.5
Hickory Farms
$465,207
25.0
30,032
18.7
41,255 24.9
Revolution Foods
$413,229
33.8
121,753
43.7
26,057 45.9
Hillshire Brands
$58,221
*
5,458
*
11,940
*
POT PIES
$7,103,162
8.1
Budd Foods
$4,772,684
5.3
Private Label
$1,710,834
22.9
Meninno Bros. Mushroom Co.
$153,682
21.4
E.W. Mailhot Sausage Co.
$120,319
2.6
He Bo Family Foods
$110,401
6.0
Papa John’s
$108,397 (30.9)
Hans Kissle
$56,756
6.9
Dan Morrison Meat Pies
$54,868
(4.0)
* Product has been in distribution less than a year.

1,203,110
879,877
225,771
20,487
22,386
20,341
11,564
7,104
11,318
MAY 2015

6.8
6.4
18.1
21.4
(3.4)
0.6
(43.1)
6.9
(5.6)

1,963,829
1,496,861
339,563
20,487
22,568
23,617
36,860
13,319
7,919

6.3
6.4
18.5
21.4
(4.1)
1.3
(43.1)
6.9
(4.5)
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COOL INSIGHTS

DRIVING
GROWTH

In the third of a five-part series, Todd
Hale discusses winning shopping
trips through precision marketing
against shoppers that matter most.
BY TODD HALE

A

few years about income inequality
in the United States and around the
world. Despite improving economic
conditions, stagnant wages and a
shrinking middle class have received
part of the blame for lower-thanexpected U.S. retailing results. As a
result, I’ve been spending quite a bit
of time of late examining trends in
income and wealth, as well as shopping and buying behaviors across the
income spectrum.

SPENDING POWER IMPACTS
t the 23rd annual NFRA
WHERE WE SHOP
Executive Conference in
No surprise, Nielsen Homescan
Tempe, Ariz., last month,
metrics illustrate greater spending
there were discussions in most of
power as household income rises.
the general sessions around opporThat increase in spending power is
tunities to enhance retailer and
less about differences in shopping
manufacturer performance with
trips than it is about bigger shopping
greater focus on multicultural and
generational consumers. The oppor- basket dollar rings. Nielsen Hometunities are clear when you examine scan shows households with spending power shop around more. Annupopulation trends and total spendally, about the same
ing power, but so many
percentage of low and
companies seem to be
high income housestruggling to engage one
holds (defined as those
or more of these populawith incomes less than
tion segments.
$25,000 and $200,000
A couple of conferor more, respectively)
ence presenters brought
shop grocery stores,
up the need to have more
mass merchandisers
granular focus when lookand drugstores, but
ing for growth opportunithere are big differties within generational
ences in shopper
segments. That is, even
Todd Hale
penetration across
within population segother retail channel
ments like Millennials
formats. Warehouse clubs and most
and Boomers, there are differences in
specialty retail channels (hardware/
age, income, health and family status
that dictate the need to examine more home improvement, department,
office supply, pet specialty, electronic,
granular segments to understand
shopper demand and respond accord- liquor, news/book, and toy stores)
attract a disproportionate percentingly with the right offering, merage of affluent shoppers, while dollar
chandising, and messaging. The same
stores and convenience stores/gas
could be said for multicultural popustations attract a greater percentage
lation segments when you consider
of lower income households.
diverse countries of origin for Asian,
Hispanic and Black households.
SPENDING POWER IMPACTS
Rather than dwell on generational
HOW AND WHAT WE BUY
or multicultural shoppers, which are
Purchases on Deal: Nielsen Homefrequently covered by industry trade
scan shows purchases on deal rise
publications, I thought I would diswith income. But is this demandcuss an area of focus that affects all
driven or are deals more accessible
population segments. There has also
to the more affluent? Direct mail
been a lot of discussion over the past
16 www.frbuyer.com
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coupons and retail circulars are more
likely to be distributed in neighborhoods with greater spending power.
Nevertheless, the success of Aldi and
Save-A-Lot confirms how shoppers at
the lower end of the income spectrum seek retailers that help them
manage their spending. The high
penetration of smart phones across
income levels provides opportunities
for other retailers to deliver promotions more precisely and efficiently
than traditional paper-based means.
Store Brands Versus Brands: While
consumers don’t always do as they
say, there is a strong correlation
between the attitudinal attachment
consumers have for store brands
and store brand share, and both fall
as incomes rise. Lower store brand
share among affluent consumers is
actually due to the fact that more
affluent households spend so much
more on branded items. That is, store
brand buying rate increases across
households as income rises, and the
store brand buying rate among those
with incomes of $200,000 or more is
actually greater than the rate among
the lowest income group. However,
the annual buying rate for branded
items among those with incomes of
$200,000 or more is much greater
than the branded buying rate for
households with incomes under
$25,000. Obviously, retailers can win
with store brands among affluent
households, and the payoff can be
rewarding. However, be careful that
you don’t create store brand options
at the expense of branded items of
interest to your affluent shoppers,
which could drive them to a competitor. These findings also suggest
opportunities for tiered store brand
programs where shoppers can choose
between value store brands, national
brand equivalents and premium store
brand offerings.
Department Buying Mix: Relative
to the store departments households
shop and buy, affluent households
spend disproportionately more on
health and beauty, general merchan-

Q

dise, alcoholic beverages and fresh produce. Dry grocery
garners the highest share of spend for affluent and lower
income shoppers, but the most affluent spend five percentage points less in the dry grocery department. Affluent households’ mix of spend is slightly greater for the
dairy and slightly lower for frozen food.
Nielsen measures a small variation in
share of spend devoted to the dairy department (ranging from a low of 9.7% to a high
of 10.5%) and it peaks among households in
the middle. But as noted in many departments, per household dairy department
spend rises with income. Those in the
lowest income group spend about 80% less
than expected on the department, while
the most affluent households spend 16%
more. So there are opportunities to collaborate with manufacturers to ensure that
retailers maximize dairy department per
household spend among those with greater
spending power.
In the frozen department, Nielsen shows
share of spend falling as income rises (from
a high of 9.4% among the lowest income
group to a low of 7.3% in the most affluent group). As
noted in the chart, there is a very small variation in per
household spend for the frozen department with only the
lowest income group not spending at expected levels —
so for the frozen department, demand across the income
spectrum is fairly consistent. However, with the space
that warehouse clubs devote to their frozen departments,

I wonder if retailers in other channels might have opportunities to collaborate with manufacturers on more
premium offerings to attract those with bigger wallets.
Category Buying Mix: Nielsen measures diversity in
appeal for food category buying at the extremes of in-

come. Fresh produce, yogurt, and spices, seasonings and
extracts have much stronger annual buying rates among
more affluent households. On the other hand, cereal,
frozen vegetables and canned fruit sales rates are fairly
consistent across income groups. Note that the categories

with strong appeal to the more affluent have been exhibiting strong growth in retail sales, while sales growth for
the other categories have been soft or on the decline.

THE TAKEAWAY

Winning or driving growth in dynamic times requires
companies to look for opportunities to connect with
shoppers that matter most to their retail banners and/or brands. Who are the shoppers
that matter most to your company —near- and
long-term – and are you digging deep enough to
uncover the insights needed to identify opportunities to be engaged with them?
If your retail banner or brand is not connected today with shopper segments that will drive
future growth, then you need to start looking for
ways to connect with them via existing offerings or develop new offerings that meet their
demand. Those who fail to make this link will
likely not be around for the long haul! Q
— Retail insights thought leader Todd Hale is
the former senior vp of consumer and shopper
insights at Nielsen and now serves as principal
at Cincinnati-based Todd Hale, LLC. A popular
conference presenter, he also speaks at large and
small company events — everything from board meetings
to sales meetings to planning sessions. Todd’s discussions include the latest consumer and retail trends with
insights on how manufacturers and retailers can enhance
both near- and long-term market performance. He can be
reached at todd@toddhalellc.com.
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REFRIGERATION

CENTRALIZE
REFRIGERATION
MANAGEMENT!
Store level programs can hide huge
dollar losses from refrigeration
leaks.
BY KEILLY WITMAN

P

eople often ask me to name
the single most effective way to
cut supermarket refrigeration
leaks, based on my time heading up
the EPA’s GreenChill Partnership.
My response usually surprises
them: Your first priority should be to
switch from an individual-store-based
refrigerant management strategy to
one that is centralized at headquarters. This switch produced a 10% reduction in corporatewide leaks in one
GreenChill partner’s first few months
in the Partnership. This partner had
more than a thousand stores and
this 10% reduction equaled at least
150,000 pounds of refrigerant. Multiply that by about $5.00 a pound way
back then, and you get a cool $750,000
cost saving off the bottom line.
What do I mean when I recommend shifting to headquarters refrigerant management? Well, refrigerant
management has historically been

manager’s job is to sell groceries. A
tracking, management, and stratperson at headquarters who has been
egy to a central person who has the
hired to tackle this problem would
responsibility for all stores. Just to
have the knowledge and the time that
be clear: this does not do away with
individual store managers lack.
individual store responsibility under
Centralized refrigerant manageSection 608. I would never encourment leads to quick wins by focusage anyone to flout the law, even one
ing attention on the horrendous
that has as its only accomplishment
leak rates at some stores. From the
the killing of trees in the name of
perspective of the individual stores,
superior record-keeping.
these leak rates are probably considIf headquarters begins managing
ered normal. But a perrefrigerants centrally,
son who has the records
there has to be a
for all stores sees that a
system in place for
small number of outliers
individual stores to
make up a large percentproduce all records
age of the leaks. He or
required under
she can target those
Section 608, should
stores as the first priority.
an EPA inspector
Sometimes sending out
ask for them. Cencontractors to investigate
trally managing all
the problem leads to the
required informasimple solution: finding
tion on leaks greatly
and repairing the leaks
increases the likeliKeilly Witman
instead of just topping
hood that a store will
off the refrigerant every month. If
be able to produce those records. If
the problems are more complex,
left to their own devices, individual
headquarters can allocate funds to
stores rarely produce adequate leak
tackle them in other ways, includrepair records. The most likely reing investing in a new system if that
sponse from a store manager when
saves money in the long-term.
asked for refrigerant records by an
EPA inspector is something like “I
$30,000 FINES PER DAY
don’t have anything to do with that
Centralized refrigeration managestuff.”
ment often alerts corporate officials
So how did a shift to headquarters
to the potential legal liability from
management lead to such a huge
non-compliance with refrigerant
reduction in leaks in such a short
period of time in the exam- regulations. At $30,000 per violation, per day, fines can be much more
ple cited above? First of all,
calculating a corporatewide expensive than investing in better
refrigerant management.
leak rate for the first time
There are other examples of the
usually opens the eyes of
benefits in switching to centralized
the top brass to the enorrefrigeration management, but they
mous amount of money a
company wastes on replace- all boil down to the same premise:
better companywide refrigeration
ment refrigerant. And that’s the key:
the realization that the best financial management results in better companywide financial management. The
path is to solve this corporatewide
environmental benefits are a pleasant
problem.
An individual store manager looks
side effect. Q
at refrigerant leaks as a cost of doing
Keilly Witman (keilly@kwrms.com,
business. He or she is often unaware
that something can be done about the 202-817-4430) is the owner of KW
problem, or if aware, doesn’t have the Refrigerant Management Strategy
time to become a refrigeration expert and former head of EPA’s GreenChill
to figure out how to solve it. The store Partnership.

This switch produced a 10%
reduction in corporatewide
leaks in one GreenChill
partner’s first few months.
the responsibility of the individual
store. In fact, Section 608 refrigerant
regulations place the responsibility
for record keeping and repair of leaks
at the individual store level. That is
the single biggest flaw in Section 608
and the reason it has largely been a
failure in reducing and preventing
harmful refrigerant leaks.
Headquarters management shifts
the responsibility for refrigerant
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Trion WonderBar
®

®

The System
That Sells
™

Frozen
Food
Oversize
Packages

Cheese
and Fresh Pasta

Vac Pack
Meat

Storewide
Applications

Dual Lane
Merchandising

Maximize Your Merchandising Space.
Our revolutionary Tray and WonderBar® Merchandising System is
designed and manufactured with the most innovative accessories to
increase facings, maximize visibility, enhance package billboarding,
ensure product rotation, and reduce shrinkage for a full range of frozen,
refrigerated and general merchandise products. Easy to install and adjust,
this complete merchandising system also ensures quick restocking.

Trion Industries, Inc.
Toll-Free in U.S.A. 800-444-4665
info@triononline.com
www.TrionOnline.com
©2013-2015. Patents and patents pending. Product photography is a simulation of a retail
environment and is not meant to imply endorsement by or for any brand or manufacturer.

Trion will help you optimize your display space, attract customers,
increase sales and cut labor costs—and our products are built to last.
No wonder we’re the industry’s leading manufacturer and supplier,
with more than 12 million trays earning high praise from retailers
and shoppers every day!
Proudly Made in the U.S.A.
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Vendors Push Back on

SLOTTING
Slotting fees aren’t going away, but
vendors are demanding more in return.
BY WARREN THAYER

A

growing number of vendors are pushing back
on slotting fees, which range on a per-SKU basis in frozen and refrigerated foods from about
$8,000 to perhaps $100,000. It’s not a stampede, and slotting won’t disappear anytime soon.
But pushback is happening for a variety of reasons:
the slow-growth environment in the industry, the lack of
slotting required by Walmart and new competitive channels as well as a demand for measurable performance
against promotional spending by manufacturers.

INCREASES SLOW
These factors have slowed the annual rise in slotting fees
to a crawl, observers say. But slotting is built into the
financial framework of most chains, where significant
sums go straight to the bottom line. Increases in slotting,
when they happen, are most likely to come when a chain
makes an acquisition and its store base becomes larger.

‘Retailers may end up with
the same amount as slotting, but they’ve got to
perform for it.’

— Paul Weitzel

“Retailer consolidation puts more ACV in the hands of
a single company, which can have somewhat unpredictable effects on slotting fees,” says Dan Raftery, Raftery
Resource Network, Antioch, Ill. “Manufacturer consolidation means there are fewer companies doling out
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slotting. For example, what will be the effect of Heinz and
Kraft getting together? Everyone’s watching that one.”
Retailers and manufacturers alike say slotting is like a
drug addiction the industry finds impossible to quit. After all, quitting slotting cold turkey all by yourself would
‘Manufacturer consolidation
means there are fewer companies
doling out slotting. What will be
the effect of Heinz and Kraft getting together?’

— Dan Raftery

be risky from a financial and competitive standpoint. Hey,
who dares to go first? It’s easy to see why change is slow.
To gain control over their spending, manufacturers are
seeking concessions on listed slotting fee rates, or pushing hard for accrual programs tied to performance.
“More manufacturers are looking at slotting, markdown money and failure fees and pushing back,” says Paul
Weitzel, managing partner at Barrington, Ill.-based Willard Bishop. “We’re in a low-growth environment, and I’ve
seen more manufacturers say, ‘I can’t pay it.’ They’ll walk
away from the opportunity to get a new item in. I’ve never
seen it like it is now, where there is just no money. It used
to be that there was no money, but you found it. But today
there’s no money, and you can’t find it, either.”
Some manufacturers, he explains, may budget
$500,000 for significant distribution of a single SKU,
and look at the historical slotting practices across their
customer base. “They’ll look at the customer’s ACV and

Q

Q

‘FAIR & EQUITABLE?’

SLOTTING ROI
DEMYSTIFIED
BY KEVIN JANIGA
Here’s an explanation of the finances of
promotion and slotting in frozen foods.
Most consumer packaged goods brands have a contribution margin
in the 15% to 20% range of gross sales. Contribution margin is the
gross sales price minus all direct, variable costs (including cost of
goods sold, trade, discounts, and sales/marketing/supply chain
expense). For example, a hypothetical CPG food product looks like
the following:
Gross Sales Price (case)
Trade Promo/Discounts
Net Sales Price
Cost of Goods Sold
Gross Margin
Direct Selling Expense
Advertising/Consumer Promo
Freight/Storage/Supply Chain
Variable Contribution Margin

$10.00
$2.00 (20% trade promotion rate)
$8.00
$5.00
$3.00
$0.50
$0.50
$0.50
$1.50 (15% contribution margin)

Accrual programs can work if they are fair
So if an account wants $60,000 slotting per item, the manufacturer
and equitable, according to Gary Spinazze,
would have to sell 40,000 cases to pay for the slotting expense at
owner of Spinazze Enterprises, the Venice,
$1.50 contribution margin per case (assuming 15% contribution
Fla.-based consulting company, and the formargin on $10.00 hypothetical case). If the item moves 4,000 cases
mer vp of vendor relations at the Nash Finch
per month, it would take 10 months to pay back slotting.
Company, Edina, Minn.
The problem is that many CPG companies are not getting 100%
But he notes that “fair and equitable”
ACV distribution on new items at key accounts. Most guarantee only
doesn’t always fit its name. He says manufac80% ACV. Also, some are slow to get new items cut into planograms,
turers point to “open disclosure,” but “it really
which extends the payback period. It may result in product not
just amounts to robbing Peter to pay Paul.”
performing to its required levels during the contracted period.
From a manufacturer’s point of view, if a
Kevin Janiga is president of Winsights Marketing. He can be reached at
program has an efficient way to use accrual
813-635-6013 or Kevin@winsightsmktg.com.
money, then what is left over can be used for
slotting, he explains.
“But models vary all over the lot by wholeyou to put their items in with no support (‘Oh, but look
saler/retailer and by vendor. The manufacturer has to
at all the social media we’re doing’) and some chains evbudget everything in. The more progressive ones don’t
idently want high placement fees with no performance
care whether the money goes to promotion or slotting
attached. This is a negotiation relative to the importance of the items to the retailer and manufacturer.”
The complete national rollout of a single
Results of negotiations vary by individual retailers
and
vendors, all of whom, for better or worse, develop
frozen SKU can run to $1.5 million to
well-established reputations in the market. One vendor
$1.6 million if vendors pay the retailers’ recalls walking into a buyer’s office and immediately
hearing “Slotting is $9,000, and it’s non-negotiable. You
listed rates.
still want to come in?”
or whatever, so long as they sell cases. I see a lot of manMore vendors are saying they have decided that the
ufacturers measuring the efficiency of their spend. If
correct answer to that question is often “no.” They are
they can’t get efficiency for their money at one retailer,
keeping better track of the cost of doing business with
they’ll spend it somewhere else.”
individual customers, and seeing what their promotion
One retailer notes that “Some manufacturers want
money — including slotting — buys.
MAY 2015
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decide what to pay on a fair share basis,” he
says. “If retailer demands go beyond their fair
share budget, they may just move on to the
next retailer. There’s another factor here, too.
If a retailer isn’t a large customer, or a growing customer, less monies may be available.
More monies today are being tied to size and
growth, including slotting.”
But there are plenty of wrinkles to all this.
Bryan Nichols, the former COO of Busch’s
Supermarkets, Ann Arbor, Mich., and now
with Miami-based Transnational Foods, says
“Some retailers simply execute better on what
they commit to do, and suppliers know who
gives them a better return based on performance. Better performers get more funds on
slotting, as well as other marketing funds”.
He points out that “A buyer must meet the
specified components of his or her budget,
which may include slotting, ad fees, gross
margins, markdowns and many other possible
items. Some retailers, and some buyers, do a
much better job of making use of the bucket of
funds that come with a new item.”

COVER STORY

Trade promotion and slotting fees as a percentage
of a vendor’s sales vary widely. Vendors often figure on
spending about 15% of total sales on trade promotion
and 1% on slotting, says Don Stuart, managing partner
at Cadent Consulting Group, Wilton, Conn.
So how much are slotting fees today? In interviews
around the industry, we came up with a rough consensus. For a single item in frozen, some small chains have
a list price of $8,000 or $9,000 — sometimes less. But
the number can leap quickly to $20,000 or even into the
range of $100,000 at some major chains, Stuart says.
The complete national rollout of a single frozen SKU
can run to $1.5 million to $1.6 million if vendors pay the
retailers’ listed rates, he notes. Of course, listed rates
aren’t always followed, and what is paid can vary dramatically.
For example, a large chain with many stores will
generally want higher slotting fees. Retailers on the East
and West coasts tend to charge higher slotting fees than
those in the middle of the country. A vendor offering
significant marketing initiatives can often negotiate slotting downward. Fees in dairy
tend to be lower and, in some
categories, may not be paid at
all. And even the individual
retailer’s perception of the new
product can be a telling factor.

FORGET THE ‘ME-TOOS’
If a new item is a me-too or a
line extension, you can pretty
much guarantee that slotting
will be required, with little
‘Vendors often figwiggle room for negotiation. If
ure on spending
the retailer sees the new item
about 15% of sales
as a differentiator that will help
on trade promotion
grow the category and build
and 1% on slotting.’
store traffic, slotting fees are
more likely to be reduced or
— Don Stuart
even (on rare occasions) waived.
“Items that are perceived to
be real home runs often get a break on slotting as they
are perceived as growing the profitability of the category,”
says Nichols. “Slotting is most common when it is an
incentive for taking out an item (often a competing company’s item) and replacing it with a similar item.”
Most retailers have a set slotting fee that is negotiable,
according to Spinazze. Vendors who come in with a good
program to fulfill the retailer’s needs for gross profit are
the ones most likely to get slotting concessions, he says.
“If my management tells me I need $10,000 per SKU
in slotting, and the manufacturer says he will pay only
$5,000, we need to find some common ground,” Spinazze
explains. “I might say to the vendor, ‘You tell me how
much you’re going to sell in the next six months, and if
you don’t hit your goals, you come and pick up everything
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SAFEWAY’S SLOTTING
Slotting fees account for about 3% of vendor
allowances at Safeway, likely in the range of $75 million
last year. By comparison, the company’s net income for
the year was $113.8 million.
The numbers come from recent financial documents
filed by the company with the Securities and Exchange
Commission. Vendor allowances totaled $2.5 billion in
2014, said the company’s Form 10-K for the fiscal year
ended Jan. 3, 2015. That was up from $2.4 billion in
2013 and $2.3 billion in 2012. Promotional allowances
made up about 95% of the total in the fourth quarter
of 2014, with slotting at 3% and the remainder coming
from contract allowances, according to a breakdown in
the chain’s Sept. 6, 2014 Form 10-Q. Our estimates for
the year are based on those percentages.
“With slotting allowances, the vendor reimburses
Safeway for the cost of placing new product on the
shelf. Safeway has no obligation or commitment to
keep the product on the shelf for a minimum period,”
according to the 10-K.
We all know what promotional allowances are, but
contract allowances, for the uninitiated, are what
vendors pay to keep product on the shelf for a
minimum period of time or when volume thresholds
are achieved.

out of my warehouse. If you don’t want slotting at all, you
guarantee my product.’
“There’s limited space in frozen and refrigerated departments, and space is very valuable. If someone comes
in with kumquats and pickle juice and I bring it in with
reduced slotting, there’s a real problem if it doesn’t sell.
It’s an even bigger problem for the wholesaler, since the
wholesaler can’t dictate to independent retailers and force
product in. It’s up to the broker and manufacturer to get

‘It used to be that there was no money,
but you found it. But today there’s no
money, and you can’t find it, either.’
it on the shelf so there can be sell-through. They can’t just
complain that the item is in only four stores out of 1,000
— it’s their job, with the help of the wholesaler/retailer, to
get it on the shelf. Manufacturers — as well as wholesalers/
retailers — have to take responsibility for the product and
perform on what they say they are going to do. If they say
they are going to distribute one case per store, they have to
do that, but it doesn’t always happen,” Spinazze says.

Q

Q
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accrual program in
one way or another,
although smaller
vendors are more
likely to pay slotting,
Weitzel says.
‘I don’t know much about how the large
An accrual proCPG firms handle this, but slotting is a brick
gram does more than
wall to small manufacturers, effectively
pure slotting to actublocking access to markets. If I were a
ally get an item onto
big CPG firm, I’d probably like slotting as
the shelf, according to
it can keep the smaller manufacturers’
Raftery. “Slotting gets
(often family-owned businesses) superior
you into the retailer’s
products off the shelf. I think that slotting
warehouse, but what
also reduces consumer choice. All in all,
happens after than
slotting is anti-competitive and does not
can be problematic,”
align with customer-oriented retailer
he says. “All kinds of
strategies. We have avoided slotting in most
things can go wrong.”
cases by leveraging our brand reputation,
“Introductory alconsumer pull and by trying to build
lowance periods enpartnering relationships with our best
courage sell-through
retailer customers.’ — Frozen food vendor.
and quick reorders.
But this also requires
manufacturers to
have their ducks in a
row when it comes to materials, inmight offer 15% off per case of a new
gredients, production and logistics.
item that is scanned at the registers
If a product is really hot and orders
for its first four or six weeks, says
come too quickly, a manufacturer
Weitzel. That helps with in-store
may not be able to fulfill orders on
execution and sales, since the item is
time and that’s bad for everybody. So
more likely to wind up on the shelf
it’s all about accurate forecasting,”
more quickly, and in more stores.
he says.
0.5% FOR 12 MONTHS
With the possible exception of
the Easter bunny, nobody believes
As an alternative, to even out inslotting fees are always an accurate
ventories, production and logistics
reflection of a retailer’s true cost of
expenses, a vendor might offer 0.5%
for 12 months on the
new item as it scans.
This, and/or an aggressive consumer program,
‘I see a lot of companies
can reduce slotting or
measuring the efficiency
eliminate it (at least in
name) entirely, according of their spend.’
— Gary Spinazze
to Weitzel.
“A lot of slotting is
working its way into
accrual programs,” he
notes. “Retailers may end
up with the same amount as slotting, introducing a new item. Neverthebut they’ve got to perform for it. They less, costs can be considerable. Slotting fees charged “may or may not
only get the accrual if the product
be an appropriate amount dependsells, so they make more money if
ing on the size of the company and
they get it out quickly in as many
the average sales volume per unit,”
stores as possible.”
says Nichols.
Most major vendors are using an

A BRICK WALL

“Retailers want new items that are
true innovations, capable of bringing new users to the category and to
the stores, but these are soft metrics”
that are hard to measure, Stuart
explains.
Also hard to measure: slotting fees
themselves, when they go by other
names. As Nichols explains, some retailers may get funding converted to
“slotting” without realizing that the
supplier is doing it. In other words,
the retailer that has to have $9,000
slotting may have received that much
or more in other funds but the sup-

‘The more progressive
vendors don’t care
whether the money goes
to promotion or slotting
or whatever, so long as
they sell cases.’
plier just moved money around in
the bucket of funds available to the
chain.
In some cases, accrual programs
are gaining a larger share of total
funding. In lieu of slotting, a vendor
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“Manufacturers tend to underestimate the cost of
changing an item,” he says. “Old inventory must be
moved through the warehouse and the retail stores at
a loss, shelf sets must be redone and updated for every
section size across the company, new tags must be issued and every store must
implement the new plano‘They’ll look at
gram through the retailer’s
the customer’s
reset process. If an item
ACV and decide
will grow profitability of
what to pay on a the category, all this makes
sense — it is part of being
fair share basis.’
a successful merchant.
Otherwise, it is just extra
cost that needs to be borne by the manufacturer who
wants the change.”
Yes, there are costs tied to delisting an old product,
updating computer systems and making room for the
new item.
Slotting fees, like
all trade promotion,
are supposed to be
fair and equitable, as
well as quantified and
consistent. But trade
promotion is a witch’s
cauldron, with operational efficiencies, price
brackets, DSD, singleSKU pallets, logistics
and costs of doing
‘Manufacturers tend to
business all part of the
underestimate the cost
recipe.
of changing an item.’
Spinazze points out
— Bryan Nichols
that new products have
a much higher failure rate than items already on the shelf. That means
wholesalers/retailers have a much higher expense for
unsaleables. But manufacturers’ unsaleable rates often

‘Promotion money gets broken up into
different buckets, but when all is said
and done, it’s dead net that matters.’
don’t take this into account. Slotting fees, he says, help
compensate the retailer for the added costs of disposing
of product failures.
Vendors argue that some slotting fees, however, are
so high that they would be laughable if they didn’t hurt
so much.
“Ultimately, this gets down to the dead net cost
you are selling the product for to the retailer,” Stuart
says. “Promotion money gets broken up into different
buckets, but when all is said and done, it’s dead net
that matters.” Q
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& still counting
Refrigerated

t

Frozen

t

Service Deli

t

Private Label
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JOHNNY’S COLUMN

SLOTTING IS
HERE TO STAY,
BUT…
It’s an addiction that can cause long-term harm.
BY JOHNNY HARRIS

I

consider basing slotting at least partly on case costs.
All things considered, retailers shouldn’t be charging
the same amount of slotting for yogurt as they do for
cheese. It might be worthwhile to base it on forecasted sales, with one fee for up to $50,000, another for
$50,000 to $100,000 and so on.

REACHING THE NUMBERS
Right now, retailers rely on
slotting to reach their numbers each month. Let’s say
you’re taking a margin of 32%
on an item, but you need an
average of 35% for the department to meet your company’s
financial goals. That
means you’ve
got to raise your
prices or find that
3% in adjustments via ad
Johnny Harris
dollars, slotting, swell allowances and so forth at the end of each month. But if the
slotting “profits” were put into the cost of goods, you’d
have longer margins — and probably more unit sales
as well because consumers would buy more. You’d
also have a competitive advantage price-wise.
Yes, I know. This is easier said than done. But more
retailers — most notably Walmart and others — are
not charging slotting. That gives them better partnerships with their key vendors, lower cost of goods and
lower prices for their shoppers. Over the long haul,
how will this affect you? Q

had never even heard of slotting back in 1977 when a
broker came in with a new item I didn’t want to put in.
But I’d just had the flu and I felt rotten, so when he said
he’d pay us $100 to get it on the shelf, I said okay. By the
time I retired, I was charging at least $15,000 per item.
At one time, vendors with new products
would give you a case per store introductory incentive rather than cash — it
was cheaper that way. One case
worked its way up to two cases,
then three and then
four. It was just
out of hand. I
couldn’t handle
four cases at one
time in
every store, and didn’t
good way to keep track when
have a
someone still owed me a case or two
in some stores but not others.
That’s about the time when free goods started
to morph over into slotting. Slotting is like a drug,
and it’s hard to get off it. I know because I tried. I told
Johnny Harris is president of Johnny L. Harris Consultmy boss what I was going to do, and he said okay, so long
ing, LLC, Fort Mill, S.C., is a retired Harris Teeter exas I made my numbers at the end of each period. I can tell
ecutive and a former chairman of the National Frozen
you from experience, there’s just no way you can do that
& Refrigerated Foods Association. He can be reached
with the system as it is in the industry today, unless you
at 803-984-2594 or at cmer0002@gmail.com.
want to increase your shelf prices and give the store keys
to your competition.
KROGER’S NELSON DIES
Yes, there are retailers that don’t take slotting
today. But if they know their competitor down the
Larry Nelson, 59, director of DSD at Kroger, died April 11 at his
street is getting $50,000 in slotting, they are going
home in Union, Ky. He was laid to rest April 16 in Borden, Ind. A
to demand the same amount either in cost of goods
highly respected industry veteran, he spent 31 years with Kroger
or a trade allowance.
— 15 in Louisville and 16 in Cincinnati.
“Larry was one of the nicest people in the industry,” says friend
That’s how the money should be used in the
Joe Keip of Michael Angelo’s. “He was a true gentleman, fair to evefirst place. After all these years, we’re still way too
ryone, and engaged in the business at all times. He cared about the
focused on making money on the buy rather than on
consumer, the vendor and his own company. He will be missed.”
the sell. Right now, most slotting goes straight to the
An active member and elder of his church who traveled abroad
retailer’s bottom line.
on several mission trips, Nelson was on the board of directors of
While I think the industry would be a lot better off
Master Provisions, a faith-based organization that provides food,
without slotting in the first place, there are a couple
clothing and other resources to people in need locally, regionally
of things that should be done if it is going to remain a
and globally.
fact of life.
Nelson is survived by his wife Cindy, three children and three
First, slotting ought to be based on the actual
grandchildren. His family has asked that any memorial donacosts of the retailer when a new item is added.
tions be directed to Master Provisions, 7725 Foundation Drive,
Florence, KY 41042. Online condolences can be shared at: http://
Otherwise, it’s like stealing, and there are bad feelwww.legacy.com/obituaries/nky/obituary.aspx?n=larry-joe-nelso
ings on both sides. Second, more retailers should
n&pid=174619120&fhid=20590.
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RETAILER OF THE YEAR

ALBERTSONS

GOES BIG
Its merger with Safeway earlier this year made it the
country’s third-largest supermarket chain. But will
that size and strength translate into a better shopping
experience for consumers?
BY DENISE LEATHERS

O

n Jan. 30, Boise, Idaho-based Albertsons completed one of the largest acquisitions in supermarket history, adding more than 1,250 Safeway
outlets to its roster. With a total of 2,230 stores across 34
states and the District of Columbia, the company jumps
from fifth to third among U.S. retailers, behind only
Walmart and Kroger. In recognition of this feat and its
potential to transform not just the two retailers involved
but the industry as a whole, Frozen & Refrigerated Buyer
names Albertsons its 2015 Retailer of the Year.
“This merger creates a unified, strong organization
that is dedicated to bringing a better shopping experience to more customers across the country,” said Albertsons CEO Bob Miller, who was initially named executive
chairman of the new organization but was promoted
to CEO last month. He takes over for former Safeway
CEO Robert Edwards, who moves into a new role as vice
chairman, though many observers think he’ll eventually
exit the company.
Though Edwards promised “compelling value” and “a
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superior shopping experience,” some analysts are doubtful. “You aren’t going to see them come up with any brand
new ideas about how to sell groceries,” says Milwaukeebased consultant David Livingston, citing the company’s
private equity ownership. “But you are going to see them
come up with brand new ideas about how to save on
expenses and increase profits.” He adds that, in terms of
sales per square feet, both Albertsons and Safeway consistently perform about 20% below market average. “So
the only way to survive was to merge.”

FOCUS ON LOCAL
While Livingston doesn’t expect much from the new
Albertsons, other industry observers are more optimistic
about the company’s future, especially if it continues in
an Albertsons direction. “Albertsons has traditionally
been very focused on local merchandising,” says Minneapolis-based consultant Craig Espelien. “They give their
store managers a
lot of autonomy,”
he explains.
“Corporate supplies the product, but they let
the store managers decide how
best to merchandise it to their
local consumers
in order to make money.” He adds, “If Albertsons can successfully translate that hyper-local approach to Safeway
and turn those store managers into merchants, I think
they’ll be OK.”
According to Mike Massimino, group vice president of
grocery for the new Albertsons, that is the plan. In a dis-

RETAILER OF THE YEAR

cussion of best practices that can be implemented across
the organization, he calls Albertsons “a nimble company
that maintains a very local feel.” He adds, “Our decentralized operations allow stores to quickly react to the changing needs of a very dynamic local customer base.”
That could be a difficult transition for the folks at
Safeway, which Espelien calls “a corporate giant that
does not make decisions quickly.” But if they can switch
gears successfully and tap into small, regional buying
opportunities, the chain will not only boost its reputation as a local retailer but start to build a better price
impression.
Albertsons in particular has had a “less-than-optimal”
pricing position in the marketplace [see chart], says
Bradenton, Fla.-based consultant Mark Heckman. The

chain’s recent
elimination of
its shopper
card is helping to improve that
perception, “but
perceptions are
hard to
change in the
near term,” he remarks.
“If there’s anything left over after they
satisfy their EBITDA requirements, Albertsons
would be smart to reinvest in
strategic price reductions…to
enhance competitiveness.”
What about that abandoned
In its monthly consumer survey, Worthington, Ohio-based Prosper Insights &
loyalty
card program? Heckman
Analytics (www.goprosper.com) asks consumers why they choose to buy their
says
it
never
developed into much
groceries at a particular store. Our chart compares Albertsons and Safeway
more
than
a
two-tiered
pricing
(pre-merger) against their top competitors. Yellow highlighted numbers show
system,
which
shoppers
view as
where the two scored more than five percentage points above average; blue
more
of
a
nuisance
than
anything
numbers show where they scored more than five below.
else.
But
Safeway’s
program
is
GENERAL
Average Kroger Walmart Safeway Albertsons
much
more
advanced.
Price
73.9%
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45.4%
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57.0%
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58.7%
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adds that while Albertsons may
Knowledgeable employees 8.9%
11.8%
4.1%
7.7%
5.9%
be tempted to leverage Safeway’s
Promotions (sales, coupons, etc.) 25.9%
38.6%
14.4%
36.5%
18.6%
expertise in loyalty marketing,
Store Appearance
17.9%
22.7%
9.9%
16.7%
28.9%
“they’re already so far behind
Store Layout
18.0%
21.2%
12.7%
16.7%
24.7%
Kroger in this regard, they may
Trustworthy Retailer
23.5%
26.3%
14.7%
23.0%
22.7%
choose to remain cardless.”
Unique Products
6.4%
5.6%
3.5%
4.5%
3.9%
And that could be a problem
Wide Aisles
9.1%
10.3%
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Source: Prosper Insights & Analytics, Monthly Consumer Survey, Aug. 12, 2014
Kroger can target the right con-
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sumers with the right offers, “which gives it a distinct
advantage over Albertsons when it comes to attracting
brand funds.”
“More and more manufacturers are asking ‘Where
will I get the biggest bang for my marketing buck?’” adds

‘If Albertsons can successfully
translate that hyper-local approach to Safeway and turn those
store managers into merchants, I
think they’ll be OK.’
Espelien. “And it’s no longer a question of who gets more
money, but who gets any money.” Without loyalty card
data to help manufacturers maximize their promotional
spend, Albertsons risks falling into the latter category.

STUCK IN THE MIDDLE AGAIN
According to Espelien, the Safeway-Albertsons merger
brings the United States closer to the European
arge chains with significant market
model where large
shares dominate traditional grocery — partly because size and strength are the only way to survive
“in the middle.”
“The middle is not a very lucrative position
these days, with recent success in the food channel being realized on the polar ends,” says Heckman. Kroger is the notable exception, he adds,
“but even Kroger has migrated more upscale
in recent years with larger stores, more fresh
offerings and better customer service.”
If it’s going to stay in the middle, Hauptman says the new Albertsons will need to
look for ways to differentiate itself. To attract
shoppers, “every retailer needs to identify
and lead on at least one major component
of the value equation. It will be very interesting to see what that area is for Albertsons going forward.” Clearly, it won’t be
price. And it probably won’t be customer
service, which both companies have
struggled with. Assortment? Maybe.
“I think Safeway does a better job merchandising in
frozen, dairy and perishables. They just have a better
variety, including some of the ethnic, better-for-you and
trendy items that consumers look for. And they merchandise them in both the traditional places and the
‘ah-ha’ places. They just built better, more welcoming
sections,” he explains. “If Albertsons is able to take that
page from Safeway’s playbook,” he continues, “I think
they can move from being a middle-of-the-road retailer
to one that’s a little more like a specialty store where
consumers can get everything they need.”

In order to get to that point, however, Albertsons will
need to invest some money in store remodels, which
have been on the back burner for some time now. “Both
Albertsons and Safeway are a bit behind in terms of
updating their stores and conditions,” says Espelien. But
a good shopping experience in a “nice” store is critical
to attracting aspirational shoppers. “It doesn’t have to
be high-priced but it has to be high touch,” he explains.
“If Albertsons can offer that, I think they can win. But
if they rest on their laurels and say, ‘Our stores are good
enough,’ they’re going to lose.”

THE PRIVATE LABEL QUESTION
Although Albertsons recently extended its transition
service agreement with Supervalu for another year,
industry observers say its Essential Everyday private
label program will likely be phased out over the next
two years as the chain moves to a single, companywide
store brand over which it has more control. “Albertsons
will want to take advantage of Safeway’s manufacturing capabilities, but it knows it would be inefficient to
produce two different labels,” says Espelien. While it’s
too early to say which way the new program will
lean, Massimino offers one clue:
“Customers may

have noticed some product
integration, including the introduction of
the [Safeway] O Organics and Open Nature lines into
Albertsons stores,” a move most observers applaud.
“Safeway has done pretty good with private label,
while Albertsons has not,” says Espelien. “I think O
Organics will be successful in Albertsons… And it
wouldn’t surprise me if they move Eating Right [Safeway’s all-natural private label] in, too.” Q
MAY 2015
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SPOTLIGHT: BREAD & DOUGH

FROZEN

BREAD

STUMBLES
Carb-cutting has taken a toll, but
the category is doing better than
expected. Cheesy, gluten-free and
microwaveable options are doing
well.
BY DAN RAFTERY

D

ollar sales of frozen fresh
baked bread/rolls/biscuits
declined 1.4% to $183.07 million in the 12 weeks ended March
22 versus the same period a year
ago, reports IRI (@IRIworldwide),

Made using a new technology
that produces its trademark
crust, Gluten-Free Croissants
from Dr. Schar come in classic and
hazelnut cream-filled flavors.

the Chicago-based market research
firm. Unit sales dropped 2.1% over
the same time period while volume
fell 2.3%.
In the frozen bread/rolls/pastry
dough category, dollar sales were
down 1.2% to $53.25 million with
unit sales dipping 1.8% and volume
off 2.2%.
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Standout performers in this
not-so-hot category include Bridgford (+12.6%), top-seller T. Marzetti (+5.2%) and Joseph Campione
(+4.5%) in frozen fresh baked and
Goya (+9.8%), Harvest Time (+8.9%)
and General Mills (+4.2%) in frozen
dough. Frozen dough leader Rhodes
was relatively flat.

But it’s hard to tell where this is
going,” DaRe continues. “For example, the increases in gluten-free
commercial bread products do not

BEHIND THE NUMBERS
“Category declines are being partially offset by strong increases in
sales of gluten-free breads, which
are up 43% year-over-year in the IRI
data,” according to Denise Sirovatka,
vp of marketing at Boulder Colo.based Udi’s Healthy Foods (www.
udisglutenfree.com). “People are
choosing to eat healthier, and the
gluten-free category is benefiting
from this overall shift,” she explains.
“When people incorporate glutenfree as part of eating healthier, taste
and texture are important factors.
Udi’s products taste good, so people
stick with the brand.”
Paul DaRe, vp of sales and marketing at Mississauga, Ontario-based
Furlani’s Food Corp. (www.furlanis.
com) thinks the IRI data indicate
that consumers are trading up to
larger packs and higher price point
items in the frozen bread category.
(The decline in dollars is smaller than
the decline in units.)
But the category is in decline, nevertheless. In an effort to understand
consumer buying patterns in the frozen bread category, DaRe offers some
interesting insights by comparing it
to other categories.
“Commercial bread sales have
declined pretty dramatically over
the last
six to
seven
years,”
he reports. “And a similar decline has happened in breakfast cereals, which is
surprising, given all the attention to
the importance of the breakfast meal.
These declines are driven by changes
in consumer habits as they walk away
from products with carbohydrates.

Rhodes’ Microwave Cinnamon Rolls
start out as frozen dough and then
rise and bake in the microwave.

account for the overall drop in the
rest of the category.”
So what are consumers eating
instead? And although down, why
has frozen bread not experienced the
same level of sales declines as commercial? Is this just a fad or a more
permanent trend where people are
walking away from carbohydrates
forever?

CHEESE PLEASE
Tough questions to answer, but DaRe
cites one area where consumers are
expanding bread consumption: products that have a cheese component.
“We are continuing to expand
distribution of our Cheddar Biscuits across the country,” he says.
“Consumers appreciate that this is a
value-added product because of the
cheese component.”
Thinking that he may be on to
something, I scoured the websites
of three manufacturers who showed

‘The two ends of the price spectrum are
often under-served in frozen bread.’
strong increases in frozen bread sales
during the most recent 12 weeks.
Among them, Joseph Campione of
Oak Creek, Wis. (www.josephcampi
one.com), has a new Cream Cheese
Breadstick to go along with its Five
Cheese Breadsticks. Plus, it offers

DELICIOUS
by design

Innovation  Inspiration  Value

www.furlanis.com

SPOTLIGHT: BREAD & DOUGH
three SKUs of cheese bread. Coming soon
is the microwaveable category. For
to the dinner roll range: a whole wheat and
example, Norwalk, Conn.-based
cheese variety. The company also offers
Pepperidge Farm (www.pepperidge
farm.com) debuted two varieties of
Five Cheese Texas Toast, and two of its six
Microwaveable Garlic Bread earlier
All Natural SKUs have a Five Cheese varithis year (including a Mozzarella opety. Likely Wisconsin cheese is involved.
Gluten-free options continue to gain motion), while Pennsauken, N.J.-based
mentum, as well. “IRI’s gluten-free frozen
J&J Snack Foods (www.jjsnack.com)
rolled out microwavable SuperPretfood categories have shown a 22% increase
zel Bavarian Pretzel Rolls and Sticks.
in dollars and units during the 52 weeks
But Salt Lake City-based Rhodes
ended Feb. 22, 2015,” reports Roberto
Bake-N- Serv (www.rhodesbread.
Cruz, director of marketing for Dr. Schar
com) recently took the trend a step
USA (www.drschar.com), Lyndhurst, N.J.
further, rolling out a microwavable
“We are excited about this growth and
dough product. And it could be a
will be expanding our frozen portfolio this
Tapping into demand for
game-changer, says CEO Ken Farnsyear,” he says.
cheese-flavored items,
worth, Jr.
The company recently added a certified
Furlani’s new Cheddar Biscuits
“Microwave Cinnamon Rolls are a
gluten-free croissant to its lineup. Imoffer an innovative twist on
frozen dough product,” he explains,
ported from Europe and available in both
“not a pre-baked item. So it actually
classic and hazelnut cream-filled, the crois- traditional biscuits.
rises and bakes in the microwave
sants are made using a new technology that
in only 60 seconds, with no microwaved aftertaste.” The
adds gluten-free wheat starch to achieve the product’s
retail package holds six rolls plus cream cheese icing.
trademark crust.
Another key gluten-free player, Udi’s, recently launched Distribution is expanding nationally.
a Rye-Style bread with caraway seeds. This product and
SELLING MORE PRODUCT
the company’s White Sandwich and Whole Grain will
While offering the latest and greatest new items is key,
soon be offered in a larger slice size, based on consumer
manufacturers offer some additional ideas for reversing
research, reports Sirovatka. “The slice size is comparathe decline in frozen bread and dough sales. “The main
ble to most premium breads, so now our consumers can
reason for lost sales is out of stocks during the peak sellhave a ‘normal’ size sandwich,” she explains. “The latter
two SKUs will also
be offered in a larger
24-ounce size based
Sales in supermarkets, drugstores, mass market retailers, military commissaries and select club and
on that same redollar stores combined for the 12 weeks ended March 22, 2015, according to IRI (@iriworldwide), a
search.”
Chicago-based market research firm. Percent change is versus the same period a year ago.
Boulder, Colo.CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
based Rudi’s (www.
FZ FRSH BKD BRD/RLL/BSCT $183,072,608.00
(1.4)
67,220,648
(2.1)
61,218,200
(2.3)
rudisbakery.com) is
T. Marzetti
$72,341,680.00
5.2
23,363,098
6.1
19,835,778
6.7
also expanding its
Private Label
$45,084,776.00
(3.2)
20,157,792
(3.2)
19,004,764
(4.9)
gluten-free lineup.
Pepperidge Farm
$20,854,110.00
(13.0)
7,767,153
(13.2)
5,227,981
(15.1)
After last year’s
Cole’s
$13,239,690.00
(6.2)
5,855,184
(4.1)
4,611,707
(6.0)
introduction of
General Mills
$8,733,551.00
(1.3)
2,304,969
(1.1)
5,118,952
(0.6)
Gluten-Free Ciabatta
Homade
$3,681,565.75
1.3
1,163,283
(2.5)
2,115,708
3.1
Rolls (in Original and
Furlani’s
$3,227,036.00
(11.0)
1,802,566
(8.6)
1,080,363
(22.0)
Rosemary Olive Oil
Joseph Campione
$2,230,836.50
4.5
942,106
9.1
673,225
11.3
flavors), the company
Alexia Foods
$2,080,515.00
(19.5)
600,345
(19.3)
449,647
(18.8)
recently reformulated
Bridgford
$1,851,486.50
12.6
544,926
12.6
541,763
12.9
its Gluten-Free SandFZ BRD/RLLS/PSTRY DGH $53,252,756.00
(1.2)
15,288,452
(1.8)
30,353,236
(2.2)
wich Breads (OrigiRhodes
$14,383,562.00
(0.1)
3,589,657
(1.6)
9,344,800
(0.7)
nal, Multigrain and
General Mills
$12,943,988.00
4.2
3,722,140
4.5
7,436,199
5.0
Cinnamon Raisin) to
Homade
$8,051,744.00
(9.1)
2,071,767
(11.2)
4,910,521
(10.0)
boost fiber content
Private Label
$4,403,249.50
(9.4)
1,410,011
(9.9)
3,194,997
(11.3)
and offer a softer
Goya Foods
$2,909,265.75
9.8
1,429,245
8.9
1,422,567
9.9
texture.
Athens Baking
$2,130,963.50
(1.4)
564,519
(3.4)
561,926
(3.2)
Another segment
Pepperidge Farm
$1,771,279.25
(2.9)
523,875
1.1
458,391
1.1
that’s also welcomHarvest Time
$1,501,488.50
8.9
386,254
8.3
558,942
7.1
ing some new entries
Bridgford
$1,194,036.00
(15.2)
338,247
(14.1)
775,586
(13.4)
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Our hot-from-the-microwave-or-oven soft
organic pretzels have everything you want in a
quick bite. Both snack-happy flavors have short
lists of mom-approved ingredients, 5–6 grams of
power-packed protein (depending on flavor) and just
170 calories each. Look for them in the freezer aisle.
No GMOs | No Artificial Chemicals | No Preservatives

rudisbakery.com

SPOTLIGHT: BREAD & DOUGH

ing season,” says Dan Yost, senior vp
at Anaheim, Calif.-based Bridgford
Foods (www.bridgford.com). “Frozen
dough sales are pretty bland during
the summer, but watch out during
the Thanksgiving, Christmas and
Easter holidays. Sales can actually
increase 10 times or more than usual
weekly averages. We suggest second-

ary displays as well as having extra
product sent out automatically to the
stores.”
Regarding assortment decisions,
Furlani’s DaRe suggests retailers take
chances on innovative, new products like its Cheddar Biscuits. “Get
away from the habit of sticking to
the tried-and-true assortment that

has worked for years,” he explains.
“Fresh-idea products are the best way
to stem the sales decline.” He adds,
“The two ends of the price spectrum
are often under-served in frozen
bread.” Some retailers carry a lot of
duplicate products in the middle of
the range, across several brands, and
limit variety at the extremes. His
point: consumers are
paying attention to the
premium and value
ends.
Udi’s Sirovatka
free bun currently in select markets but
BY ADRIENNE NADEAU
agrees.
“Over-SKUing
expected to be available systemwide soon.
categories,
which is
read is making a comeback. While
Green Leaf has menued a quinoa wrap
prevalent
in
glutengluten-free options are important
to capitalize on the interest and health
free,
results
in
lower
for those who suffer from gluten
halo of ancient grains. And, while caulisales
volume.”
Other
intolerance or have chosen a gluten-free
flower pizza crusts have been featured on
mistakes that can
diet for its perceived health
some restaurant menus,
negatively impact sales
benefits, more consumers are
including L.A.’s Prufrock
include sloppy merditching the substitutes and
Pizzeria, they’ve become
chandising and lack of
consuming carbs once again.
a staple on healthy food
brand blocking for key
But even though consumers
blogs and Pinterest
categories.
are back on the bread bandpages.
“Merchandising is
wagon, they are still looking
As these trends sweep
particularly
important
for healthy, unique, and artiacross segments, there
in
the
frozen
bread/
sanal products.
is increased pressure on
bread
dough
category
Operators are creating offerprepared foods to match
where products can
ings for more educated, aware
restaurant trends. For
get lost or look sloppy
consumers — those who want
Adrienne Nadeau
frozen dinner rolls and
on the shelf,” Sirotheir indulgence tempered
breads, suppliers should
vatka observes. As a
with real, authentic ingredients. While
look to make their products flavorful
result, “We are movsome restaurants are offering low-carb or
by adding spices and seasoning. And as
ing toward displaylow-calorie products, most are showcasing ethnic fare continues to expand into the
ready cases for frozen
rustic or ethnic products, often infused
mainstream, there are opportunities to
bread items for easier
with herbs or paired with savory spreads.
introduce global styles of bread, although
and more impactful
Chicago’s Pastoral and Philadelphia’s
manufacturers must remember to offer
merchandising. And
High Street, which both feature homeauthentic products that will appeal to the
brand blocking is
made breads, are examples of upscale
educated consumer. Suppliers that proessential for glutenindependents focusing on better breads,
duce ready-made paninis, sandwiches and
free, as brand is the
though premium rolls are being menued
wraps can offer products made with focacNo. 2 purchase-driver
across segments. Schlotzsky’s is testing
cia, ciabatta, or Asiago cheese baguette.
behind taste. Retailers
a focaccia flatbread, Au Bon Pain offers a
While bread is once again rising in
are seeing a 10 to 15%
whole grain flatbread and a whole wheat
popularity, consumers are looking for
lift by merchandising
wrap, and Dunkin Donuts has debuted
transparency in restaurant and prepared
frozen bakery next to
a new pretzel roll as a limited time offer.
products. Offering upscale, artisan items
meals and entrees in a
New bread products are not limited to
will win over consumers, but the key to
two-door set.” Q
entrees: bread pudding has been making a customer confidence is assuring them that
comeback and was especially popular last
they are consuming something real. Q
Dan Raftery is
season as a delicious cure for the winter
Adrienne Nadeau is a consultant with
president of Raftery
blues.
Technomic, Inc. (www.technomic.com), the
Resource Network and
Of course, there are plenty of options
a trumpet hobbyist.
available for those still watching their carb Chicago-based consulting and research
firm serving the food industry.
He can be reached at
intake. Culver’s recently debuted a glutenDan@RafteryNet.com.
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Frozen Ready-Dough , Heat & Serve Rolls and Delicious 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

Connect with Bridgford Foods on social media!
Facebook.com/bridgfordfoods ~ Pinterest.com/bridgfordfoods ~ Twitter and Instagram: @bridgfordfoods

SPOTLIGHT: MEXICAN

MEXICAN

Foods’ (www.megamexfoods.com) 2014 introduction of
frozen bowls under its Herdez Cocina Mexicana label.
Minneapolis-based General Mills (www.generalmills.
com) followed suit later in the year, adding Carne Asada
Steak and Honey Chipotle Chicken Bowls to its Old El
Paso lineup. But in keeping with the preference of today’s
consumers, the newest entry into the segment brings a
much cleaner label.
Consumers have always loved the bold flavor of
Made with non-GMO ingredients, Red’s Burrito Bowls
Mexican food, but new offerings with cleaner ingredifrom Franklin, Tenn.-based Red’s Natural Foods (www.
ents promise to take the category to the next level.
redsallnatural.com) feature white meat chicken or beef
steak raised without antibiotics, cilantro lime rice, roasted
BY DENISE LEATHERS
corn, black beans and tomatillo salsa. “They’re everything
consumers love about our burritos — just without the
steady influx of Hispanics — expected to repretortilla,” says Red’s founder and CEO Mike Adair. “They
sent 30% of the U.S. population by 2050 — conbring some much needed innovation to the natural frozen
tinues to spark America’s interest in Latin cuiburrito market.” The burritos are offered in both Chicken
sine. Already known as adventurous eaters, Millennials
and Steak, each of which offers 16 to 17 grams of protein
are especially drawn to the bold, spicy flavors of
— another in-deMexican, Cuban and Caribbean fare.
mand attribute.
“Years ago, consumers enjoyed simpler combiOriginally
nations with minimal to no spice or chili heat,”
popular only among
says Rachel Cullen, president and CEO of Dinuba,
athletes and dieters,
Calif.-based Ruiz Food Products, maker of the
protein has gone
El Monterey lineup (www.elmonterey.com). “But
mainstream, says El
today, products with jalapenos, green chilis,
Monterey’s Cullen.
red chilis, spicy taco picante, even chipotle are
“Consumers know
some of our most popular.” But bold flavor alone
that it helps them
isn’t enough to win over Millennials. They also
feel full longer, so
demand clean food with authentic ingredients,
they’re reaching for
prompting the recent entry of several natural and
high-protein foods
Saffron Road debuts four all-natural
organic players into the segment. Among them,
more often, espeMexican entrees made with chicken
Stamford, Conn.-based American Halal, maker of
cially in the mornand beef raised without antibiotics.
the “globally inspired” Saffron Road brand (www.
ing or for snacking
saffronroadfoods.com).
occasions.” To help
In the single-serve entrée segment, “We found that
meet that demand, Ruiz recently added a Meat Lovers
many Mexican offerings had become somewhat stale and variety to its Breakfast Burritos lineup. Cullen adds that
dated,” says executive vp Jack Acree. “[Manufacturers]
although burritos, taco and wraps account for only about
weren’t keeping up with the changing tastes or quality
5% of the frozen breakfast with protein segment, sales
demands of today’s consumers,” particularly Millennials
for the 52 weeks ended Feb. 14 were up 40% versus the
who tend to avoid the frozen section as a result. “So we
same period a year ago. “Consumers have discovered that
focused on a Nuevo Mexicano style that uses clean, aubreakfast burritos are a great solution for a convenient
thentic ingredients like cheese from cows raised without
hot breakfast with protein,” says Cullen.
rBGH, chicken and beef raised without antibiotics and
BUILDING A BETTER BURRITO
traditional Nixtimal corn tortillas.”
Created in conjunction with Chef Gabbi Patrick of Gab- Burritos remain popular as a lunch, dinner or snack opbi’s Mexican Kitchen, the all-natural line includes Enchition as well, manufacturers report. But again, many of the
ladas Al Chipotle, Chicken Enchiladas Poblano, Achiote
newest versions are cleaner and better-for-you than past
Roasted Chicken and Beef Chile Colorado, each of which
iterations, encouraged, no doubt, by EVOL Foods’ (www.
is served with mesquite black beans and garlic rice.
evolfoods.com) success in the category. Now part of the
Boulder Brands family, the Boulder, Colo.-based company
BOWLED OVER
is widely credited with reinvigorating the frozen burrito
While Saffron Road’s lineup comes in traditional rectancategory with better quality offerings. While it recently
gular trays, bowls are also making news in frozen, thanks entered the breakfast burrito game as well, EVOL’s newest
to the format’s popularity in Mexican quick-serve resproduct line is Street Tacos inspired by the unique fare
taurants. In fact, a whopping 50% of Chipotle’s sales are
offered by street vendors in some of America’s hippest citof burrito bowls, inspiring Chino, Calif.-based MegaMex
ies. The four-SKU collection includes Sweet Potato, Black
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Bean & Goat Cheese; Uncured Bacon, Potato &
cedarlanefoods.com) just
Poblano Pepper; Shredded Chicken & Caramelized
introduced a line of gluten-free
Onion; and Korean Style Beef & Kimchi, the latter
frozen tamales. Wrapped in
of which highlights a growing trend toward ethnic
corn husks (remember, Milfusion. Three of the four are also gluten-free, highlennials want authentic), the
lighting another hot trend in the category.
all-natural tamales come in
Another Boulder Brands company, Udi’s Gluten
four vegetarian flavors: Chile
Free (www.udisglutenfree.com), rolled out an
& Cheese, Roasted Vegetable,
entire line of gluten-free breakfast and lunch/dinSweet Corn, and Spinach &
ner burritos late last year, featuring cage-free eggs
Feta Cheese, the latter of which
and meats raised without antibiotics. Another
puts a Mediterranean spin on
important player in the gluten-free space, Santa
the traditional dish.
Rosa, Calif.-based Amy’s (www.amys.com) debuted
In the frozen snacks and apRuiz Foods adds Charbroiled petizers category, where proda gluten-free, vegan Black Bean & Quinoa Burrito,
Chicken and Monterey Jack
featuring organic black beans, organic quinoa,
ucts like taquitos, mini tacos
Cheese Quesadillas to its El
chard and broccoli, at Expo West in March.
and chimichangas are wellMonterey Signature lineup.
Demand for organic burritos continues to
established, manufacturers also
grow as well, particularly in the club channel. For
continue to roll out new items.
example, Red’s developed an Organic Chicken & Cheese
Ruiz Foods recently introduced Charbroiled Chicken and
Burrito to be distributed in Sam’s Clubs nationwide for a
Monterey Jack Cheese Quesadillas made with charbroiled
limited time earlier this year. And San Francisco-based
white meat chicken, 100% real cheese and fresh-baked
ADF Foods, maker of the PJ’s Organics brand (www.
flour tortillas. And, Houston-based Windsor Foods (now
pjsorganics.com), just launched an Organic Bean &
part of Ajinomoto USA) continues to gain distribution for
Cheese Burrito available exclusively at Costco stores in
its new José Olé Nacho Bites.
Northern California.
“Shoppers aren’t necessarily sitting down to a meal,
but rather several mini-meals throughout the day,” says
BEYOND THE BURRITO
Windsor’s Terri Bihl, director of Mexican CPG marketWhile burritos and tacos have become mainstream, other ing. “Moms are looking for better choices for that ‘fourth
Mexican foods are also finding a place at America’s tables. meal’ between lunch and dinner,” she adds. “Frozen MexiFor example, Carson, Calif.-based CedarLane (www.
can snacks with real meats and cheeses fit that profile.” Q

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

Consumer Appeal

LEARN MORE
312-506-3832

create

Winning Offerings

understand the

Competition

Contact Bart Henyan or visit us online:

bhenyan@technomic.com

technomic.com

HISPANIC
SHOPPERS

DO BUY FROZEN FOODS

A

t NFRA’s 23rd annual Executive Conference in
Tempe, Ariz., last month, Sue Klug, executive vp
and chief marketing officer at Commerce, Calif.based wholesale grocery cooperative Unified Grocers highlighted opportunities among Hispanic consumers, the fastest growing demographic segment in the United States.
At 52 million, Hispanics currently represent 16.3% of
the U.S. population. But that number is expected to grow
to 30% by 2050 when one of every six Americans (and one
in every four children) will be Hispanic. And while that
might have spelled disaster for frozen food manufacturers
years ago, Klug says today’s second- and third-generation
Hispanics actually spend a higher proportion of their
food budget on packaged foods, including frozen and refrigerated products. But that doesn’t mean they use them
the same way as non-Hispanics.
“Hispanic consumers use frozen and refrigerated
products as ingredients or as a portion of a meal, not as
an entire meal,” explains Klug, citing the need for more
versatile foods that can be used to create these “hybrid
meals.”

What other frozen and refrigerated foods sell especially
well among Hispanics? While ice is the No. 1 frozen item
at Unified’s Hispanic stores, Klug says portable handheld
meals (pocket sandwiches, burritos, taquitos, etc.), waffles,
single-serve pizza, fruits and vegetables and club packs
are strong sellers as well. Also hot: natural and organic
products. (Yes, Hispanics can afford them, says Klug). In
fact, she reports, sales of natural frozen foods are growing
four times faster in Unified’s Hispanic stores than in all of
its member stores combined while sales of organic frozen
foods are growing 16 times faster. What isn’t selling
among Hispanics? Frozen dinners and entrees, bread and
rolls, soy milk and conventional dairy products.
Although Hispanic spending on food has risen 80%
over the past 10 years, Klug says Hispanic shoppers are
more focused on discount pricing than non-Hispanics.
They also use in-store coupons and coupons from the
store’s circular to a greater degree than other shoppers
and are more likely to visit websites to find additional
coupons. But many access websites through their mobile
devices rather than a home computer. “Hispanics are the
No. 1 consumers of digital social media on mobile devices,” says Klug. “So retailers should start with a mobile
experience and work back to a desktop experience.”
She adds, “This is a population that will continue
to grow. As they acculturate, their use of frozen foods
will continue to grow, too. So retailers need to figure
out a strategy.” On the plus side, “If you treat them
right and your brand delivers, Hispanics are very loyal
shoppers.” Q

HUMANELY RAISED

◆

◆

CERTIFIED GLUTEN FREE

100% VEGETARIAN FED

◆

◆

RAISED WITHOUT ANTIBIOTICS

®

New from the Fastest Growing Brand of Natural Frozen Entrées*

Introducing Saffron Road’s
Nueva Cocina Mexicana
Please contact us at sales@saffronroadfood.com or 877.425.2587
Based on National SPINSscan Conventional Report (powered by IRI) 24 weeks ending 12/28/14 for brands doing over $1 million in sales
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SPOTLIGHT: SOUP

FRESH SOUP

for consumers, especially those who
lesterol- and gluten-free refrigerated
demand quality.” The original rollout soups under the Smart Soup label.
included Vegetable Chili, MinThe vegan collection also carries the
estrone, Tomato Bisque, and Lentil
American Heart Association’s Heart
& Chickpea; new additions include
Check certification.
Tuscan Bean Vegetable and Carrot
Although Smart Soup is currently
Broccoli.
Made
with
wholesome,
loavailable
in the frozen department,
Organic, ethnic and better-for-you
cally
sourced
ingredients
and
cooked
customer
requests for a more convarieties take the refrigerated segin
small
batches
to
ensure
layered
venient
format
prompted it to take
ment to new heights.
flavors, all six varieties are offered
the line into the refrigerated section
in 16-ounce
as well. Offered in portable, singleBY DENISE LEATHERS
cups. Club
serve pouches that can be tossed
packs
into a purse or briefcase, available
he refrigerated soup
with four
varieties include Greek Minestrone,
category continues
10-ounce
Santa Fe Corn Chowder, Indian Bean
its meteoric rise as
cups are also
Masala, Thai Coconut Curry, French
consumers in search of
available.
Lentil, Vietnamese Carrot Lemonfresh yet convenient meals
Another
grass and Moroccan Chick Pea.
gravitate to the perimeter.
company
“We’ve seen an explosion in the
Dollar sales shot up 14.0%
jumping on
variety of ethnic/international flavors
to more than $76.44 milthe organic
sought out by consumers,” says Richlion across channels during
trend is Hain ard Breakell, director of sales and
the 12 weeks ended March
Celestial
marketing for Smart Soup. “I believe
22, reports Chicago-based
Group (www. this desire for more exotic flavors is
market research firm IRI (@
Blount adds two new
hain-celes
reflective of the globalization of our
IRIworldwide). With more
varieties to its organic
tial.com),
world, where people are increasingly
than half of all sales, prifresh soup lineup, now
Lake Success, exposed to the exciting variety of
vate label (+10.0%) remains
available nationwide.
N.Y., which
flavors and ingredients offered by difthe top seller, followed by
will debut a
ferent cultures.”
three brands produced
line of organic chilled soups under
Which ethnic cuisines are hot?
by Fall River, Mass.-based Blount
its Imagine brand later this year.
Indian and regional Hispanic varieFine Foods (www.blountfinefoods.
Flavors include Kale & Potato, Carrot ties are getting a lot of play, accordcom): Panera Bread Co. (+33.2%),
Ginger Coconut, Butternut Squash,
ing to some manufacturers. “But our
Legal Sea Foods (+32.2%) and its
own Blount brand (+534.4%), which Lemon Chicken Quinoa and Chicken Asian flavors are growing the fastest,”
Tortilla. The first three flavors are
reports Nona Lim, founder and CEO
is now available in supermarkets
vegetarian, spotlighting another imof the San Francisco-based soup
nationwide (it had been offered priportant category
company that bears her
marily in the Northeast).
trend.
name (www.nonalim.
“Everyone’s trying to eat healthier,
While many
com). New additions to
and consumers think of refrigerated
health-minded
its collection include
soup as cleaner and fresher than
consumers seek
Celery Root, Kale &
shelf-stable or even frozen,” says exorganic soups,
Potato and Spicy Rice
ecutive vp of marketing Bob Sewall.
varieties, all free of addi“And it’s definitely more convenient,” others are looking for more
tives and preservatives.
especially when it’s offered in readyspecific attribto-heat 10-ounce cups that double as
SUPER SOUP?
utes around sobowls. But the category is also getThe company also adds
dium, gluten and
ting a boost from a continued shift
a new flavor, Sze Chuan
other hot-button
toward better-for-you.
Spicy Broth, to its allingredients. This
GOING ORGANIC
natural, gluten-free bone
fall, Richmond,
broth lineup, which
British ColumLast fall, Blount debuted a line of
highlights soup’s pobia-based Global
organic soups that it says is the first
tential as a super-food.
Gourmet Foods
Nona Lim expands its
such line available nationwide. “Or(www.thesmart
single-serve fresh portfolio “Some of our customers
ganic products are no longer just a
are drinking it as a hot
soup.com) will
with three additive- and
niche trend,” says Sewall. “Organics
beverage for the nutridebut a line of
preservative-free soups —
have made it to the mainstream and
tion and energy boost,”
plus a new bone broth.
are a rapidly expanding consideration all-natural, cho-

UP 14.0%
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SPOTLIGHT: SOUP
says Lim. “That’s
Smart Soup’s Breakell. “But there are
as Kale & Potato,
a completely new
still many benefits associated with
Vegetarian Chili
use in the U.S.,
frozen,” especially for products that
and Chicken Corn
but drinking bone
can’t be consumed right away.
Chowder.”
broth is a very
Clearly, some of the biggest names
In order to
ancient practice
in the business agree. For example,
inspire confidence
across much of
Camden, N.J.-based Campbell’s
in their fresh soup
Asia. It’s a trend
(www.campbellsoup.com) introduced
program, retailers
that definitely
six SKUs of frozen soup under the
should not only
has our attenCampbell’s Reserve label last year.
offer an adequate
tion.” And while
Although still in limited distribunumber of SKUs,
she’s not ready to
tion, the preservative-free line racked
but also make
In response to consumer
reveal plans for
up $1.41 million in sales during the
sure core varieties
demand, better-for-you
any additional
most recent 12 weeks. Petaluma,
are in stock, adds
frozen soup manufacturer
new items, “We’d
Calif.-based Amy’s Kitchen (www.
Fields.
Smart Soup will debut a
“In the next
like to empower
amys.com) also entered the category
refrigerated collection
five years, Milmore customers to
recently, filling the better-for-you gap
this fall.
lennials will have
consider a healthy
with three gluten-free, organic opmore spending power than any other
broth as an alternative to coffee or
tions: Potato Leek, Broccoli Cheddar
tea to boost their energy through the group,” she continues. “Retailers
and Corn & Potato Chowder.
should cater to their desire for conafternoon.”
Blount is also planning to enter
Lim suggests cross-merchandising venient, fresh foods by investing in
the category this summer. Its new
the expansion of the perimeter. Those line of frozen bowls will include a
broths with cut veggies, noodles and
sliced meats so consumers can create that don’t will lose out on sales.”
handful of protein-rich stews, chilis
their own unique soup varieties at
and “meal soups” hearty enough to
NEW IN FROZEN
home. Other manufacturers suggest
serve as a stand-alone lunch or dinAlthough frozen soup sales fell 4.9%
offering lunchtime meal deals that
ner. “Restaurants like Chipotle have
pair a cup of soup with a salad or half to $11.68 million across channels
had a lot of success with bowls,” says
during the 12 weeks ended March 22, Sewall. “So we’d like to extend our
a sandwich, similar to what many
according to IRI, no one’s ready to
restaurants are doing.
line into them as well.” Offered under
write the category off just yet.
“Merchandising soup with salad
both the Blount Organic and Panera
“The quality of refrigerated fresh
and other summertime fare is a great
labels, the bowls will feature clean
way to sell soup year-round,” adds Se- soups seems to be having a huge
proteins like antibiotic-free turkey
impact on consumer behavior,” says
wall, who also recommends offering
and organic chicken. Q
in-and-out seasonal
varieties that keep the
section interesting.
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and
“People love variety,”
dollar stores combined for the 12 weeks ended March 22, 2015, according to IRI (@iriworldwide),
he explains. “And it’s
a Chicago-based market research firm. Percent change is versus the same period a year ago. Only
important to keep up
manufacturers with at least $400,000 in sales are listed.
with what’s happenCATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
ing in restaurants.”
RFG SOUP
$76,442,376
14.0
14,619,436
8.5
21,040,652
12.4
“The majority of
Private Label
$40,943,184
10.1
9,397,815
7.5
12,446,713
9.4
soup sales are still
Panera
Bread
Co.
$28,560,948
33.2
4,121,275
20.2
7,044,044
33.7
made up of tradiLegal Sea Foods
$3,083,716
32.2
382,403
9.3
663,762
26.9
tional flavors such as
Blount
Seafood
Corp.
$716,534
566.6
102,830
500.6
171,221
575.6
Cheddar Broccoli,
Ivar’s
$452,364
(29.5)
72,940
(22.1)
89,325
(40.7)
Chicken Tortilla and
FZ SOUP
$11,678,818
(4.9)
2,941,909
(22.1)
3,252,976
(5.4)
Creamy Tomato,”
ConAgra
$2,977,063
(22.9)
482,463
(23.2)
723,694
(23.2)
says Marilee Fields,
Tabatchnick Fine Foods
$1,645,854
(3.1)
765,583
(1.9)
694,580
(1.9)
marketing manager at
Campbell’s
$1,411,256
*
236,541 *
354,811
*
Portland, Ore.-based
Heinz
$902,720
(70.1)
458,652
(71.2)
229,326
(71.2)
Harry’s Fresh Foods
Private Label
$688,884
57.0
159,991
82.1
171,051
40.5
(www.harrysfresh.
Boston
Chowda
Co.
$544,231
5.1
92,169
3.9
103,692
3.9
com). “But shoppers
Amy’
s
Kitchen
$446,617
*
139,861
*
87,413
*
still want interesting
*
Product
has
been
in
distribution
less
than
one
year.
flanker flavors such

SOUP

46 www.frbuyer.com

MAY 2015

SPOTLIGHT: ASIAN

GOOD
FORTUNE
Innovative flavors and healthy
ingredients help Asian varieties
grab a bigger share of the frozen
meals segment.
BY CHRISTINE BLANK

T

he frozen Asian category is
blooming along with consumers’ growing desire for Asian
flavors. Millennials, in particular, are
seeking out convenient frozen meals
and appetizers influenced by Thai,
Chinese, Japanese and other cuisines.
Asian varieties represent 32% of
the frozen meal mix segment, 19% of
the frozen multi-serve meal segment
and 11% of the frozen single-serve
meal segment, according to Nielsen
data for the 13 weeks ending April 5.
The category’s growing popular-

Known for its more adventurous palate, “The Millennial demographic is
the biggest melting pot of ethnicities
out there,” says Andrew Jaffe, vp of
marketing for Boulder Brands’ EVOL
Foods (www.evolfoods.com), Boulder,
Colo. “So they’re going to be looking
for more bold and spicy flavors.”
“Many Millennials have grown up
with easy access to Chinese, Thai,
Japanese and Korean cuisines from
food trucks and restaurants, and they
are looking for these flavors in the
frozen aisle to eat at home,” adds Leo
Griffin, CEO of Artisan Bistro (www.
theartisanbistro.com), Irvine, Calif.
While frozen food manufacturers
have launched a number of innovative new products in recent months,
the industry still has a ways to go.
“Asian cuisine is among the most
popular and most difficult for the average consumer to prepare,” according to the Concentric white paper “A
New Translation of Asian,” prepared
for Tukwila, Wash.-based InnovAsian (www.innovasiancuisine.com).
“If we gave consumers better quality
and readily accessible packaged and
prepared Asian products, and we put
a fraction of the emphasis in-store
on Asian that we place on Italian or
Mexican products, how much more
of the $683 billion [spent in restaurants each year] could be ours?,” the
paper asks.

MILLENNIALS WANT
AUTHENTIC, HEALTHY

Day-Lee’s new Crazy Cuizine
International Favorites
collection finds inspiration
outside Northern Asia.

ity comes as no surprise. Although
Asian-Americans represent only
about 5% of the U.S. population, Millennials are the largest multi-cultural
demographic group in the country,
and 43% of them are non-white.

What will it take to lure customers
from Asian restaurants to the Asian
door of the frozen food aisle? Manufacturers say Millennials in particular are seeking healthy, nutritious
meals with authentic ingredients.
Category leader P.F. Chang’s (www.
pfchangshomemenu.com), part
of Omaha, Neb.-based ConAgra,
stresses its use of authentic Asian
ingredients and cooking techniques
— along with innovative flavors. “It
is important to insert the brand into
trending conversation topics such
as real, fresh ingredients,” says John
Stanwood, senior brand manager.
“For example, the quality cuts of beef,
white meat chicken breast and sauces

that are made from scratch are paired
with crisp, colorful vegetables in all
our meals.”
After relaunching its P.F. Chang’s
Home Menu entrees and appetizers
as “portioned for two” and adding

Artisan Bistro
adds an Orange Miso Cod
variety to its line of Asianinspired, sustainably caught
seafood bowls.

new sides, sales surged 21% across
outlets for the 13 weeks ended April
5 versus the same time period a
year ago, according to Nielsen data
supplied by the company. The brand
accounts for 17% of sales in the meal
mix segment and 6% in multi-serve
meals, according to Nielsen.
New side items include Steamed
White Rice, Steamed Brown Rice and
Chang’s Signature Rice. Revamped
Home Menu entrees, featuring new
packaging, include Kung Pao Chicken, Sesame Chicken and Chicken
Fried Rice while appetizers include
Chicken Mini Egg Rolls, Vegetable
Mini Egg Rolls and Chang’s Cream
Cheese Wontons. “We are pleased
with the new lines, as they are showing strong velocities and drive [sales]
incrementally to the multi-serve
category,” Stanwood says.
Artisan Bistro is also stressing
the real, healthy ingredients in its
Orange Miso Cod Seafood Bowl,
introduced in April as part of a line
of sustainably-caught seafood bowls.
Other Asian-inspired bowls from
the company include gluten-free
Sesame Ginger Wild Salmon, Thai
Style Yellow Curry with Chicken
MAY 2015
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and Asian Style Coconut Lemongrass with Chicken. The line is NonGMO Project Verified and carries
Marine Stewardship Council Chain
of Custody certification.

P.F. Chang’s relaunches its Home
Menu lineup with side dishes and
appetizers, so consumers can
create a complete meal.

“Our frozen Asian-influenced
dishes…use 70% or more organic
ingredients and clean, sustainable
proteins like wild-caught salmon
and free-range chicken,” Griffin says.
“The demand for healthy foods with
no additives and artificial flavors has
grown beyond a trend and is now
expected in most products,
including those in the frozen
food aisle.”
Asian food manufacturers
seem to be getting the message. In fact, seven of the top
25 all-natural animal protein
frozen entrees are Asian dishes,
according to SPINS data for the most
recent 12 weeks, and “these items
appear to be outperforming the category as a whole,” Griffin says.

Chicken, Teriyaki Chicken and
Chicken Tikka Masala. Its low-fat,
300-calorie Lean & Fit entrees include Lemongrass Chicken, Teriyaki
Chicken and Chicken Tandoori.
Likewise, the Crazy Cuizine International Favorites line (www.crazy
cuizine.com), introduced early this
year by Santa Fe Springs, Calif.-based
Day-Lee Foods, contains steamed
chicken or “lightly-dusted” beef for
lower calories and less fat, according to Erin O’Connell, research and
development manager. “We added
vegetables and Asian rice or noodles
to encourage a complete meal for
families,” she adds.
As part of extensive consumer
research before launching Crazy
Cuizine International Favorites,
company executives found that
shoppers wanted bolder flavors,
healthier products and more global
ethnic dishes, O’Connnell says. The
first three entrees in the line were
the most demanded by consumers:
Beijing Broccoli Beef, Chicken Tikka
Masala & Rice and Garlic Chicken &
Noodles. Day-Lee also adds Sriracha Chicken Potstickers and Honey
Sriracha Chicken Bites to its primary
Crazy Cuizine lineup.

Foods Market stores and other
retail outlets for a suggested retail
price of $5.69.
While several manufacturers have
rolled out healthy Asian entrees,
better-for-you Asian appetizers are
also in demand, says Al Greenwood,
vp of sales at Astoria, N.Y.-based
Water Lilies Food (www.waterlilies
food.com). To that end, the company
recently launched four natural and
organic Asian appetizers under the
Mandarin Market brand, including Organic Chicken Potstickers,
Organic Vegetable Potstickers, All
Natural Vegetable Egg Rolls and All
Natural Chicken Egg Rolls. Mandarin Market is being sold in regional
Costco stores and will expand to
mainstream supermarket and natural
stores nationwide.

SUPERMARKETS
PROMOTE ASIAN
Frozen Asian category growth can
also be attributed to an uptick in
manufacturer and retail promotion.
For example, Quincy, Mass.-based
Stop & Shop stores (owned by Ahold)
are featuring close to a dozen private
label Asian food SKUs and a similar
number of Italian food SKUs in its

‘Millennials have grown up with easy access to
Chinese, Thai, Japanese and Korean cuisines from
food trucks and restaurants, and they are looking
for these flavors in the frozen aisle to eat at home.’

CLEAN LABELS KEY
EVOL Foods is also positioning its
Asian multi-serve skillet meals for
two and Lean & Fit single-serve entrees as healthier options. “Consumers are not only seeking more unique
and multi-ethnic flavors, but they are
also demanding cleaner foods. They
are reading labels more and paying
attention to ingredients,” Jaffe says.
EVOL’s new multi-serve skillet meals include: Thai Style Curry

48 www.frbuyer.com

MAY 2015

Shoppers are also demanding
more vegetarian items, says Jack
Acree, executive vp of Saffron Road
(www.saffronroadfood.com), by
Stamford, Conn.-based American
Halal. As a result, the company
recently added a Vegetable Pad
Thai entrée, which features rice
noodles, organic tofu, carrots and
scallions, to its World Cuisine line.
It also introduced Teriyaki Chicken
with crunchy vegetables. “Teriyaki
is also a great Japanese flavor and,
based on the success of our Korean
entrees, we wanted to extend our
reach into Asia,” Acree says. The
entrees are being sold in Whole

“World Menu” frozen section. A banner at the top of the featured freezer
door states, “Invite the flavors of Asia
to your table.”
“As retailers build these kinds of
programs, executives see it as one
more way to differentiate themselves
from their competitors,” Greenwood
says.
Trader Joe’s has also brought attention to the category in recent years.
“It’s the variety they offer in Indian,
Mexican, Asian and other cuisines.
Then, within each of those categories, they have a nice array of unique
items — not your everyday items,”
Greenwood says. Q

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

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

LOGISTICS

U.S. COLD GOES

SOLAR IN N.C.

V

oorhees, N.J.-based United States Cold Storage
will install a 2.7 megawatt ground-based solar
array at its Lumberton, N.C., refrigerated warehouse. The system will be on a fixed 30-degree tilt to
achieve a balance between high efficiency and low
maintenance.
“This photovoltaic system is part of USCS’ long-term
sustainable development strategy. Through continued
support from Swire, USCS can further integrate the
environmental benefits PV technology provides in both
our operations and in the communities in which we do

This is USCS’s second solar array to be installed in
the past six years.

business,” said Michael Lynch, vp of engineering at USCS.
Jesse Hooks, regional vp - MidAtlantic, said the site was chosen
because of available acreage and
substantial customer demand for
Every year, the International Association of Refrigerated Warehouses (IARW) publishes
blast freezing.
the IARW North American Top 25 List of the largest refrigerated warehousing and logis“This project will provide a
tics providers in Canada and the United States. The list is determined by total capacity
source
of renewable energy for
of temperature-controlled space operated by IARW Warehouse Members.
the next 20 years, allowing USCS
2015 IARW North American Top 25 List
to offset the purchase of carbonbased electricity. This is USCS’s
COMPANY NAME
LOCATIONS
CUBIC FEET
second array in the past six years;
1 Americold Logistics
Canada and United States 907,859,958
the first array has performed
2 Lineage Logistics
United States
600,291,320
reliably and confirmed the ability
3 United States Cold Storage, Inc.
United States
233,506,753
to integrate a PV system into an
4 Preferred Freezer Services
United States
212,896,689
existing warehouse.”
5 VersaCold Logistics Services
Canada
119,397,317
USCS has selected Mangan Re6 Interstate Warehousing, Inc.
United States
82,469,569
newables to assist in the design and
7 Nordic Logistics and Warehousing, LLC
United States
69,928,000
installation of the system. Mangan
8 Cloverleaf Cold Storage Co.
United States
64,983,705
Renewables, a division of Mangan,
9 Burris Logistics
United States
62,329,576
Inc., is a member of the Interna10 Henningsen Cold Storage Co.
United States
53,756,309
tional Association of Refrigerated
11 Congebec Logistics, Inc.
Canada
49,660,000
Warehouses and has been provid12 Hanson Logistics
United States
39,498,539
ing renewable energy solutions
13 Conestoga Cold Storage
Canada
36,879,800
since 2006. Q
14 AGRO Merchants Group, LLC[i]
United States
29,375,156
15 Trenton Cold Storage, Inc.
Canada
28,335,972
NEW LOGISTICS
16 Confederation Freezers
Canada
25,820,000
17 Zero Mountain, Inc.
United States
23,644,000
EFFICIENCIES
18 Brookfield Cold Storage
Canada
22,000,000
FOR SMITHFIELD
19 East Coast Warehouse & Distrib, Corp.
United States
22,000,000
Smithfield Foods, Smithfield, Va.,
20 Interstate Cold Storage, Inc.
United States
21,403,000
has revamped its management
21 Allied Frozen Storage, Inc.
United States
21,246,747
structure in a shift that will allow
22 Hall’s Warehouse Corp.
United States
20,625,304
significant savings on transporta23 MTC Logistics
United States
18,278,901
tion and logistics.
24 Nor-Am Cold Storage, Inc.
United States
17,223,000
In an April 14 conference call,
25 U.S. Growers Cold Storage, Inc.
United States
16,365,356
Kenneth M. Sullivan, exec vp and
[i] AGRO Merchants Group, LLC in North America includes Dean’s Services, LUCCA, and
CFO, told securities analysts that
Mullica Hill Cold Storage, Inc. Last updated on March 31, 2015.
the company has 40 plants spread
throughout the United States.

AMERICOLD TOPS IARW N.A. LIST
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“We manufacture bacon, for example, at several plants.
We’re manufacturing bacon in a plant on the East Coast
and we’re doing it, say, in Milwaukee. Under the prior
management structure, those plants
would have been
under different management teams,” he said, according to a call transcript by
SeekingAlpha.
“Under our new structure all those plants are on one
span of management control. So we can make better decisions in terms of where to manufacture that bacon and
position that bacon logistically in a place that is going to
reap the most benefits for the company.
“So it really becomes a manufacturing optimization
play, a logistics cost reduction play. And I would tell
you that those two things are not insignificant dollars.
Imagine making bacon on the East coast, making it in the
Midwest, putting it on a truck, shipping the Midwest bacon to the East Coast and vice versa and the trucks cross
each other in the night. We are going to fix that.” Q

PENSKE WINS EPA CLEAN AIR AWARD
Penske Truck
Leasing, Reading,
Pa., has won the
Environmental
Protection Agency’s
Clean Air Excellence Award, in the
Clear Air Technology category. EPA
awards honor projects nationwide for
their work on clean
Penske is the only winner that is
air and climate inia corporation; six other winners
tiatives. The awards
are government-related groups.
recognize innovative state, local, tribal, and private sector programs that
protect health and the environment, educate the public,
serve their communities and boost the economy.
“The investment we have made in our natural gas
rental tractor program removes many of the barriers
the transportation industry faces in determining where
natural gas is a fit for their operations, and it provides
an avenue to demonstrate and measure the clean air
benefits,” said Drew Cullen, senior vp of fuels and facility services. Q

EVAPCO DEBUTS LOW-CHARGE
AMMONIA SYSTEM
EVAPCO, Taneytown, Md., has launched its Evapcold
Packaged Refrigeration System, a factory-assembled,
low-charge ammonia refrigeration system. The system

52 www.frbuyer.com

MAY 2015

requires just 2.5 to 3.0 pounds of ammonia per ton of
refrigeration for an entire system — a fraction of the
refrigerant charge associated with traditional field-built
systems, according to the company.
The self-contained ammonia refrigeration rooftop systems are designed to ship in one- or two-piece modules.
They offer plug-and-play installation and faster startups
with significantly less onsite labor than field-built
alternatives, the company
says. The Evapcold product
includes innovations in
heat transfer technology,
energy efficiency and microprocessor control for reliable
low charge operation.
It lets engineers apply cost-effective ammonia refrigeration systems on retrofit applications, building expansions and new facilities while complying with increasing
local and federal regulations for safe ammonia use and
meaningful refrigerant charge reduction.
“With demand for ammonia and other natural refrigerants still on the rise, increasing regulatory pressure continues to adversely impact owners of ammonia
refrigeration systems,” said Kurt Liebendorfer, vp of
EVAPCO.
The system made its debut at the recent conference
and expo of the International Institute of Ammonia
Refrigeration in San Diego. Q

SWISSLOG ACQUIRES FORTE INDUSTRIES
Switzerland-based Swisslog has acquired FORTE Industries, the Mason, Ohio-based consulting, systems
integration and software technology firm focused on
optimizing distribution centers. It plans, designs and
implements material handling automation systems with
its warehouse execution software (WES) as the core of
each solution.
FORTE’s expertise in conveyor systems, case and
piece picking, and sortation solutions, particularly in
the e-commerce and multichannel retail segment, will
strengthen Swisslog’s offering in North America. Q

PFS OPENS 8TH N.J. FACILITY
Chatham, N.J.-based Preferred Freezer
Services has opened a new facility
with 8.4 million cubic feet of storage
capacity and 26,000 pallet positions in
Woodbridge Township, N.J. The freezer
will occupy 142,889 square feet, with a
29,715-square-foot loading dock. It is the
company’s eighth cold storage facility in New Jersey and
its 35th worldwide.
The facility will add 8.4 million cubic feet of storage
capacity and 26,000 pallet positions. Q

PLS ADDS PHOENIX OFFICE
PLS Logistics Services, Cranberry Township, Pa., the
provider of technology-enabled supply chain and freight
brokerage services, has opened a branch office in Phoenix. It is the company’s ninth office nationwide. Q

CARRIER TURNS 75

Company is developing sustainable solutions to preserve cold chain in developing countries.
Carrier Transicold, Athens, Ga., is celebrating a double
anniversary this year: 75 years of Carrier road transport
refrigeration and the 45th anniversary of the Carrier
Transicold business. The company provides equipment
for refrigerated trucks, trailers and containers.
Today, it is developing sustainable solutions to preserve the cold chain in emerging and developed countries. The cold chain, which includes marine container,
truck, trailer and retail refrigeration, enables perishables
such as fruits and vegetables to remain fresh for safe
consumption from farm to store. The cold chain plays a
role in preserving global food supply, but according to a
new study by the University of Nottingham, only 10% of
perishable foods are refrigerated worldwide. This offers
significant opportunity for more than 50% of global food
loss and waste to benefit from refrigeration.

Globally, 805 million people don’t have enough to eat,
yet one-third or more of all food produced never reaches
consumers due to spoilage and waste, according to the
Food and Agriculture Organization (FAO) of the United
Nations. The retail value of food loss and waste is estimated by the FAO to be worth $1 trillion (USD) per year,
equivalent to twice the GDP of Norway.
“It’s difficult to imagine a more inefficient system,”
said John Mandyck, chief sustainability officer, UTC
Building &
Industrial
Systems. “If
food waste
were a country on its
own, it would
be the third largest emitter of greenhouse gases. A
green cold chain is an essential strategy to extend food
supplies and reduce the significant emissions produced
by food waste every year.”
In India alone, an estimated $2 billion worth of fruits
and vegetables goes to waste each year because of a lack
of an integrated cold chain. Carrier Transicold’s latest
line of Citifresh truck refrigeration unit is designed specifically for countries like India to meet the challenges of
transporting fresh food long distances. Q

Q

REACHING ABOVE AND BEYOND YOUR EXPECTATIONS IN
COLD STORAGE WAREHOUSING AND CONSTRUCTION
+
+
+
+

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

@TippmannGroup

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

GETTING PERSONAL

ANGEL FLIGHTS

“Can I fly it?” So I took the plane off autopilot and he
flew for awhile.
Sometimes we overlook how good we have it, but get
caught up in complaining about things that in his life
The president of Stater Bros. Markets ‘combines his
wouldn’t even make the scale. This boy had taken his dispassion for flying with his passion for helping people.’
ability and turned it into a learning experience through
his positive attitude.
tater Bros. Markets president Pete Van Helden
Another especially memorable flight was with Keith
“combines his passion for flying with his passion for
Magnuson, who played for the Chicago Blackhawks
helping people,” says Josh Olson, executive director
from 1969 to 1979. He went to work for Coca-Cola after
of Angel Flight West.
retiring from hockey, and I got to know him when I was
As an Angel Flight pilot since 2000, Van Helden has
running Jewel-Osco.
logged countless hours in the air, flying people to medical
He was a wonderful guy — very outgoing, gentle and
appointments when they
friendly. That surprises
could not otherwise afpeople because when
ford transportation.
he was a player, he was
“Pete has served
known for being aggressive
on the boards of both
and for fighting a lot. He
Angel Flight West and
spent 1,442 career minutes
Angel Flight Central,
in the penalty box.
providing us with his
But we got talking
leadership and experabout Angel Flight at an
tise,” adds Olson. “He’s
event in 2003 when I was
the typical Angel Flight
a member of the Central
pilot in that he doesn’t
Chapter, and he was reseek out publicity, and
ally impressed with what
just wants to help. He’s
the organization does.
a self-made man with
He asked if he could do
humble origins, and he
a flight with me. I had a
understands where peoflight scheduled for the
ple come from if they
following week, and told
are in a disadvantaged
him I’d love to have him
economic position and
along.
need help.”
Our passenger was a
The flights also transyoung boy with a birth
port children to and
Van Helden with children he was taking to a specialty camp defect. When I picked up
from camps that speKeith, he was carrying a
on a recent Angel Flight.
cialize in helping kids
huge bag of autographed
with burns, deafness,
Blackhawks memorabilia to give to the boy. When we
disabilities or AIDS. Organ transplants are also flown on
took off on our way to get the boy, we had no idea if the
short notice.
kid was a hockey fan or even knew anything about it.
Here is how Van Helden recalls two of his most memoIt turned out the kid was a real hockey nut. And it was
rable flights:
all totally unexpected. So now here he is all of a sudden
Six years ago, I took a boy and his mom on a flight from in an airplane with Keith Magnuson, who has this huge
Northern California to Santa Monica. He was about 7,
reputation, and all this signed hockey memorabilia. He
and had spinal bifida that made walking very difficult.
was so excited — it had a real impact on his life, and
The minute I met him at the airport he smiled and said
Keith doted over the boy as if he were his own son. It was
“Are you my pilot today?” I said, “Yes, are you ready to
a great flight.
go?” and he said “Yes, sir!”
Just two weeks later, I got a call saying that Keith
I pointed out which plane it was, and he practically flew Magnuson had been killed in a car accident. Things can
on his crutches. “Pete,” he asked. “Can I fly up front with
change so suddenly. It felt like divine intervention that I
you?” I said “Of course,” and he saddled up in the copilot
was able to help him with his final good deed. Q
seat. Once we were airborne, he asked if he could tune in
All Angel Flight Chapters need donations and volunteer
some of the radios for me.
pilots.
If you want to help, visit www.aircharitynetwork.org
“Do you know how?” I asked. “Sure, I’ve done this a
and
select
the chapter nearest you.
lot,” he said, and I realized he’d learned how from being
on previous Angel Flight trips. His next question was
—Warren Thayer
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New Yoplait Plenti

On-trend Innovation for the Greek Category

Now 25% Less Sugar
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