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Try our NEW Products at the NFRA Taste of Excellence!

Atkins Frozen
Has Been

INDUSTRY 
RECOGNIZED 

Each Year 
Since Launch

Atkins Pizza 
Source of Volume

Switching Gains

New Brand Buyer + 
Increased Consumption

New Category Buyers

45.9%

24.4%

29.7%

Atkins Pizza is 
86% incremental 

to the Atkins Frozen line...

... and 54% incremental to the category!*

MORE NEW & EXCITING 
ITEMS ON THE WAY!

Lasagna

A classic pasta layered  
with premium ground  
beef and ricotta cheese  
in a savory Italian-style 
tomato sauce, topped  

with mozzarella cheese.

Mac & Cheese

Elbow pasta mixed  
with a creamy blend of 

Cheddar, Parmesan, 
and Romano cheeses.

* IRI National Consumer Panel, NBD Weighted,  
Total U.S. All Outlets 20 Weeks Post Launch.
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QUIDDITCH 
AND QUOTES
A disconnected ramble followed 
by a mea culpa. 

In Quidditch action last month, 
Heinz defeated ConAgra in a 
hard-fought match that was 

scoreless until the very end. With 
seven seconds to play, Heinz’s 
Seeker caught the Golden Snitch, 
scoring 150 points. Heinz will 
now take on Nestlé in the finals, 
which will 
be played, 
invisibly, at 
the National 
Frozen & 
Refrigerated 
Foods 
Association 
convention. 
I’d say watch 
out for low-
flying broom-
sticks, but 
sorry, you won’t see them coming. 
•     •     •
I had planned an Albertsons/Safe-
way story this month, but thought 
better of it, since fur is still flying 
and the rookery of lawyers at the 
center of it all do not yet appear 
safe to approach. (FYI, “rookery” 
can be used for groups of pen-
guins or lawyers, interchangeably. 
Just baffled as to why that is true.) 
When things settle down a tad, I’ll 
give it another shot. 
•     •     •
Why, oh why, does the NFRA 
continue to ignore my plea requir-
ing that “name hats” be worn at its 
conventions? I’ve been asking for 10 
years. But no, they insist on distrib-
uting tiny badges that flop around 
backwards half the time, and even 
when they are on right-side-out, 
the type is too small for anyone to 
successfully sneak a glance without 
being caught. I am not alone in hav-
ing the memory of an amoeba when 

it comes to remembering faces. This 
is something the board of directors 
must take up at its next meeting. 
•     •     •
Okay, with housekeeping now 
out of the way, let me hold forth 
briefly on this month’s cover story. 
First, I’m beyond grateful to all 
who responded to my survey and 
phone calls. I wound up with more 
than 70 pages of notes, and it was 
a bear to winnow it down into a 
few pages. Response this year was 
higher than ever, and included 
heavy hitters from large companies. 

I know you’re all busy, and the 
time you spent on my behalf to 
make the story better means 
a lot. 

Now, for the part that re-
ally bugs me, believe it or not. 
Some of you said it was okay 
to quote you by name and 
company in the story. Let me 
explain why I did not do so. 

First, two of you called me 
in a panic saying you were 
afraid of getting in trouble for 

what you’d said. Understood, and 
no problem. I love candor above 
all else, and the information you 
shared was valuable to the story. 
But it made me fear that if two peo-
ple called, others out there might 
be having angst as well. This is a 
small industry, and I know a ton of 
you (even if I don’t recognize your 
faces at conventions). I don’t burn 
bridges. 

Second, nearly all of you who 
were willing to be quoted are from 
small- to mid-sized companies. 
Happily, the big guns also talked 
to me, but insisted on not being 
quoted. So quoting half a dozen 
small companies and nobody else 
could have given the reader the im-
pression that only small companies 
were interviewed. Not so. I hope 
you understand. 

Enjoy your day. I’m off to the 
Quidditch match.   
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NEW PRODUCTS

Flash-Frozen Flavor Cubes
Westlake Village, Calif.-based 
Crush Cubes (www.crush 
foodservice.com) introduces 
individually sealed, flash-
frozen, pop-and-use herbs, 
butters, sauces and season-
ings that allow cooks to add 
fresh, all-natural flavor to a 
variety of dishes with little 
prep time and lower cost per 
serving than from-scratch al-
ternatives. Made with locally 
sourced ingredients and free 
of artificial flavors, colors and 

preservatives, the gluten-free, recipe-ready cubes come 
in 13 varieties: Eight vegan Herbs (Garlic, Basil, Cilantro, 
Ginger, Parsley, Dill, Epazote and Shallots); two hormone- 
and rBST-free Butters (Garlic & Herb and Maple) and 
three Sauces and Seasonings (Pesto, Teriyaki and Chicken). 
Designed to prevent freezer burn, each 3-ounce package 
includes 24 Crush Cubes (1 cube equals approximately 1 
teaspoon of ingredients). SRP is $3.99 for the Herbs and 
Butters and $4.99 for the Sauces and Seasonings.

Gluten-Free Stuffed 
Sandwiches
S&F Foods (www.sf 
foodsinc.com), Romu-
lus, Mich., launches 
a line of certified 
gluten-free stuffed 
sandwiches featur-
ing fresh ingredients 
and dough made 
from scratch. Avail-
able flavors include 
Southwest Veggie, 
Spinach Artichoke, Pepperoni Pizza and Ham & Cheese. 
Each 9-ounce package includes two 4.5-ounce sandwich-
es, individually wrapped to prevent cross-contamination. 
Offered in cases of six, they carry a $3.99 SRP.

Seafood Snacks
Portsmouth, N.H.-based High Liner Foods (www.highlin 
erfoods.com) debuts a line of “globally inspired” frozen 
seafood snacks under its Sea Cuisine label. The Small 

Bites collection includes 
Crab Rangoons (10 
ounces), Sriracha Buf-
falo Shrimp (6.8 ounces), 
Hickory Bacon Wrapped 
Scallops (6 ounces), 
Lobster Mac & Cheese (10 
ounces) and Bacon Srira-
cha Shrimp (7.3 ounces). 
All five can be prepared in 
a conventional or toaster 
oven; the Rangoons and 
Mac & Cheese can also be 
deep-fried. SRP is $5.99 for 

the Sriracha Buffalo Shrimp, $7.99 for the Crab Rangoons 
and Lobster Mac & Cheese, and $9.99 for the Bacon Srira-
cha Shrimp and Bacon Wrapped Scallops.

Vegan Chili
Vegan To-Go (www.vegan       
to-go.com), Huntersville, 
N.C., introduces meatless, 
black bean Cowboy Chili free 
of trans fat, cholesterol and 
animal protein. Made with 
non-GMO soy, real garlic and 
adobo chile peppers, the 
hearty, vegan dish contains 12 
grams of protein per serving. 
Sold frozen, it’s offered in 
microwaveable 12-ounce pack-
ages packed four to a case. 
SRP is $4.99.

Gluten-Free Flatbreads
Brattleboro, Vt.-based Against the Grain (www.
againstthegraingourmet.com) rolls out buckwheat-based, 
gluten- and grain-free 
frozen flatbreads that 
can be enjoyed two ways. 
Baked, they’re a single-serve 
pizza; warmed and folded 
in half, they’re a handheld 
wrap. Made without corn, 
soy, eggs, refined sugar, 
tree nuts or peanuts, the 
all-natural, 7-inch pizzas/
wraps come in two flavors. 
Fiesta features zesty 
black beans, sour cream 
and cheese, while Classic 
combines vine-ripened tomato sauce with mozzarella 
and parmesan. Both come in single-serve 4.75-ounce 
boxes packed 12 to a case. SRP is $3.59 to $3.79.

Pizza Roll Ups
Farm Rich (www.farm 
rich.com), St. Simons 
Island, Ga., adds Pep-
peroni Pizza Roll-Ups 
to its frozen snack 
lineup. Hand-rolled in a 
flour tortilla and served 
with marinara dipping 
sauce, the oven-ready 
treats are made with 
real mozzarella cheese 
and whole pepperoni 
slices. SRP is $4.95 for 

15.25 ounces. Farm Rich also introduces party packs of 
both its Loaded Potato Skins (27.2 ounces) and Buffalo & 
BBQ Chicken Wings (32 ounces). The Potato Skins feature 
Idaho potatoes stuffed with real cheddar cheese and 
bacon while the all-white-meat Wings come with two dif-
ferent sauces for dipping. SRP for both is $8.65.
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Hemp Tofu
Weston, Conn.-based Living Harvest (www.
livingharvest.com) expands its line of Tempt 
collection with Non-GMO Project-verified, 
100% soy-free Hemp Tofu. Also free of gluten 
and allergens, the vegan lineup includes four 
varieties: Chorizo, Chimichurri, Chili Lime and 
Extra Firm Original. All four contain 30 grams 
of protein per serving and are an excellent 
source of Omega 3 and 6. Ready to eat in 5 
minutes, the product comes in 8-ounce pack-
ages packed six to a case. SRP is $3.49.

Meal-Ready Meats
Omaha, Neb.-based ConAgra Foods adds 
a pair of value-added meats to its Banquet 
lineup (www.banquet.com). Designed to make 

meals easier and more afford-
able, Banquet Meal Starters come 
in two varieties: Taco Night and 
Sloppy Joe Night. Sold frozen and 
ready-to-heat, both feature ground 
meat crumbles, textured vegetable 
protein and sauce. SRP is $3.99 for 
24 ounces, which makes enough 
for 12 tacos or sloppy joes. It can 
also be used to prepare a variety 
of other dishes.

Spicy Cream Cheese Dips 
St. Louis-based Ted and Andy, LLC (www.
mandip.com) launches a line of premium, 
protein-rich chip dips for “man-sized ap-
petites.” Offered under the Man Dip label, 
the hearty dips come in six gluten-free fla-
vors:  Original, Habanero, Buffalo Chicken, 
Jalapeno Popper, Cajun, and Chipotle 
Chorizo. Each savory, heat-and-eat variety 
features cream cheese (not sour cream) 
and a unique blend of spices combined 
with spicy chorizo, tender white chicken 
meat, zesty andouille sausage or flavorful 
Italian sausage. SRP is $5.95 for 
12 ounces of “Manbrosia.”

3460 John F. Donnelly Dr.   •   Holland, Michigan 49424   •   616.786.0900   •   requestfoods.com

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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EXPO EAST

Last month’s Natural Products Expo East trade show 
drew more than 25,000 attendees and 1,350 
exhibitors — a quarter of them start-ups — to the 

Baltimore Convention Center. More than 400 new brands 
made their debut at the 30th annual event, and many 
manufacturers rolled out additions to existing lines. For 
retailers who couldn’t make the trip, here’s a look at some 
of the newest natural, organic and better-for-you frozen 
and refrigerated products presented at the show:

Chewable Juice
Harvest Soul (www.harvestsoul.com), 
Alpharetta, Ga., adds two flavors — 
Veggie Beet Fusion and Berry Banana 
Fusion — to its line of Non GMO 
Project-verified, certified-organic 
Chewable Juices featuring bits of 
superfood seeds, nuts and berries. 
Blended rather than pressed so fiber and 
nutrients aren’t lost, the protein-rich, no 
sugar-added fruit and vegetable drinks 
are made with proprietary high pressure 
processing technology that extends 
shelf life to 60 days and protects flavors, 
vitamins, minerals and enzymes. SRP is 
$6.99 for a 12-ounce bottle, and bottles 
are packed six to a case.

Gluten-Free Chicken Nuggets
Hip Chick Farms (www.hipchickfarms.
com), Sebastopol, Calif., presents Gluten-Free Chicken 
Nuggets made in small batches with free-range, vegetarian-

fed chicken humanely 
raised without 
antibiotics on local 
farms — a category 
first, according to 
the company. Free 
of added hormones, 
artificial preservatives 
and fillers, the fully 
cooked nuggets 
are flash frozen to 

preserve flavor and texture. Each 8-ounce box (packed 12 to a 
case) contains approximately 10 nuggets. SRP is $6.99.

Cheeseburger 
Bites
GeeFree 
Foods (www.
geefreefoods.
com), East 
Northport, 
N.Y., adds 
Cheeseburger 
Bites to its line 
of gluten free-
certified frozen 
snacks. Made with grass-fed beef raised without hormones or 
antibiotics wrapped in the company’s signature puff pastry, 

the oven-ready snacks come in 10-count, 7.5-ounce boxes 
packed 12 to a case. SRP is 
$7.99 to $9.99.

Flavored Jackfruit
Chicago-based Upton’s 
Naturals (www.
uptonsnaturals.com) debuts 
all-natural Jackfruit in two 
flavors, Bar-B-Que and Chili 
Lime Carnitas. Described as 
“pulled pork for vegetarians,” 
the gluten-, soy- and oil-free 
meat alternative is high in 
antioxidants and a good source of fiber. Shipped ambient 
but sold refrigerated, the “first-to-market” product boasts 
an 18-month shelf life. SRP is $4.99 for 10.6 ounces, and a 
case contains 10 boxes.

All-Natural Halal Chicken
Chicago-based Crescent Foods (www.crescentchicken.com) 
introduces fresh, 
never frozen, 
Garlic & Herb 
Chicken Breasts and 
Chipotle Chicken 
Burgers made with 
hand-harvested, 
100% vegetarian-
fed poultry. 
The all-natural, 
halal products are prepared using high pressure processing 
that extends shelf life to 70 days. Free of fillers, MSG and 
preservatives, the microwaveable 4-ounce portions come in 
four-count, 16-ounce packages with a $9.99 SRP.

Organic Baby Food
Little Spoon Organic (www.littlespoonorganic.com), San 
Francisco, launches a line of certified-organic, Non GMO 
Project-verified 
refrigerated baby 
food. From single-
ingredient purees 
to multi-ingredient 
superfood blends, the 
gluten-free, allergy-
friendly collection 
comprises 10 SKUs across 
three steps. Step one 
includes Apple, Mango 
and Pear; step two, Kale, Parsnip & Pear; Carrot, Apple & 
Ginger; Beet, Banana & Mango; and Peas, Pear, Avocado & 
Mint; and step three, Quinoa, Butternut Squash, Apple & 
Kale; Oat, Pear, Goji & Cinnamon; and Chia, Mango & Coconut 
Milk. Seasonal varieties will also be offered throughout the 
year. All foods are prepared using high pressure processing, 
not high temperatures, to preserve nutrients and flavor 
and extend shelf life (30 to 60 days). Offered in BPA-free 
4-ounce containers with snap-in “little spoons,” the meals are 
expected to retail for $3.99 to $5.99 apiece.
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Hors d’Oeuvres 
Starters
Ontario, Calif.-based 
Michel de France 
(www.micheldefrance.
com) rolls out 
refrigerated heat-and-
serve Cocktail Blinis 
made in California 
with locally sourced 
ingredients. Ready to eat 
in about 3 minutes, the 
all-natural, European-
style hors d’oeuvres starters 
can be topped with a variety of sweet and 
savory ingredients. Offered in 16-count, 4.79-ounce packages 
packed 12 to a case, they’re expected to retail for 
around $8.99. 

Organic Frozen Chicken
Cohoes, N.Y.-based Bilinski’s (www.
bilinski.com) adds four certified 
organic options to its line of 
antibiotic-free, vegetarian-fed frozen 
chicken. Oven baked, not fried, the 
microwaveable newcomers include: 
Breakfast Chicken Sausage Patties, 

Sweet Potato Breakfast Chicken Sausage Patties, Italian-Style 
Chicken Meatballs and Pineapple Teriyaki Chicken Meatballs. 
Free of GMOs, gluten and wheat, the eight-count patties 
and 15-count meatballs both come in 12-ounce boxes (with 
recloseable inner bags) packed eight to a case. SRP is $7.99.

Organic Bone Broth
Real True Foods (www.
realtruefoods.com), Carlsbad, 
Calif., introduces gluten- and 
dairy-free Real Bone Broth hand-
crafted in small batches with 
all-organic ingredients. Also free 
of artificial flavors and colors, 
MSG and additives, the vitamin-, 

mineral- and protein-rich 
frozen broths come in 
two flavors, Beef and 
Chicken, made from 
the bones of organic, 
grass-fed cows and free-
range chickens. Used 
alone or as a nutrient-
dense base for soups, 
stews and sauces, the 
certified organic broths come in 24-ounce 

bags packed six to a case. SRP is $9.49 to $9.99.

  

 

 
 

 
 

 



EXPO EAST

Organic Flatbread 
Pizza
Columbus, Ohio-
based Jane’s Dough 
Foods (www.
sonomaflatbreads) 
introduces gourmet 
pizza made with 
organic sauce, 
ancient grain crusts 
and vegetables. 
Free of artificial 
flavors, colors and 
ingredients, the 10-inch, flatbread pizzas come in four 
preservative-free flavors: Spinach & Feta, (nitrate- and 
nitrite-free) Uncured Pepperoni, Chicken Sausage & Peppers, 
and Four Cheese. All four contain between 72% and 79% 
organic ingredients. SRP is $6.99 and flatbreads are packed 
10 to a case.

Savory Yogurt Snacks
The Chaat Co. (www.
thechaat.co), New York, 
rolls out a line of savory 
yogurt snacks paired with 
crunchy, turmeric-spiced 
lentil puffs. Made in New 
York with milk from rBST-
free, grass-fed cows, the 
yogurts come in four 
no-sugar-added flavors: 
Cucumber Mint, Mango 
Chili, Ginger and Tamarind 
Date. Free of gluten and 

GMOs, the savory, grab-and-go snacks come in 5.3-ounce 
cups packed 12 to a case. SRP is $3.29.

Organic Beet Juice
Bala Cynwyd, Pa.-based Love 
Beets USA (www.lovebeets.com) 
expands its line of naturally sweet, 
antioxidant- and nitrate-rich beet 
juices with a pair of certified organic 
options. Made with 100% juice and 
no added sugar, the gluten- and 
preservative-free newcomers include 
Organic Beet Juice and Organic 
Beet Juice with Ginger. Shipped and 
sold refrigerated, they’re offered in 
14-ounce bottles packed six to a case. 
SRP is $4.99.

Non-Dairy Fruit and Veggie Tubes 
New York-based Ruby’s Naturals 
(www.rubyrockets.com) launches 
veggie and fruit tubes made with coconut milk, organic 
fruits and vegetables, chia seeds and pea protein. Offered 
under the Ruby Rockets brand, the creamy, vegan snacks 
offer a gluten-free, non-dairy alternative to portable yogurt 
tubes — a category first, according to the company. And, 

they’re billed as the only tubes with vitamins A and C, iron 
and fiber. Available varieties include Stellar Strawberry, 
Telescopic Tropic and Beam Me Up Berry, all of which boast 
a 90-day shelf life. Shipped ambient but sold refrigerated, 

the tubes can also be frozen and eaten like a push pop. Each 
16-ounce package includes eight 2-ounce, tear-back tubes 
packed eight to a case. SRP is $4.29.

Vegan Chicken Substitutes
Chicago-based Quorn Foods (www.quorn.us) debuts a line 
of vegan chicken substitutes free of eggs, dairy and soy. 

Made with a 
potato protein 
for superior 
texture, the 
gluten-free, 
non-GMO 
collection 
includes ready-
to-cook Chik’n 
Cutlets (in 
8.89-ounce 
bags), Chik’n 
Tenders (in 

10.58-ounce bags), Breaded Chik’n Cutlets (in 7.05-ounce 
boxes) and Spicy Chik’n Patties (in 9.31-ounce boxes). 
Offered in cases of 12, the vegan chicken alternatives are 
expected to retail for $3.99 to $5.99.

Veggie Bites
Hilary’s Eat Well (www.
hilaryseatwell.com), 
Lawrence, Kan., adds 
three varieties of its 
organic Veggie Bites. Free 
of common allergens, 
including gluten, corn, 
eggs, dairy, soy and nuts, 
the Non GMO Project-
verified new flavors 
include Mediterranean, 
Spicy Mesquite and 
Broccoli. Made with real, 
minimally processed ingredients, the oven-ready, vegan 
snacks come in 12-ounce resealable bags packed 10 to a 
case. SRP is $4.69. Hilary’s also adds three new flavors to its 
allergen-free veggie burger lineup: Spicy Thai, Kimchi and 
Curry. SRP is $3.49 to $3.99 for two 3.2-ounce burgers packed 
12 to a case.
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Potato Sticks
Lucky Foods (www.
luckyfood.com), 
Beaverton, Ore., 
introduces heat-
and-serve Potato 
Stix featuring crispy 
spring roll shells 
filled with fresh 
potatoes, 
vegetables 
and cheese. 
Described 
as a fusion 

of American and Asian favorites, the 100% natural, 
fully cooked frozen snacks contain no additives, 
preservatives, added sugar or trans fat. Plus they’re 
free of MSG and GMOs. Available flavors include 
Original, Jalapeno, Baked Potato, Curry and Wasabi. 
Each 8-ounce box includes four rolls, and each case 
includes eight boxes. SRP is $4.99.

Probiotic Kefir with Protein
Lifeway Foods (www.lifewaykefir.com), Morton 
Grove, Ill., debuts Lifeway Protein Kefir featuring 
20 grams of whey protein per bottle and 12 
immunity-enhancing live and active probiotic 

cultures. Designed to promote muscle recovery post-
exercise, the naturally gluten-free, 99% lactose-free 
cultured milk smoothies use the carbs in kefir to increase 
protein absorption. Available flavors include Mixed Berry, 
Banana, Vanilla and Salted Caramel. Offered in two-serving, 
16-ounce bottles, the non-fat beverages come in cases of six. 
SRP is $3.49 to $3.99.

Vegan Cookie Dough
Durango, Colorado-based 

Alpendough (www.
alpendough.com) 
rolls out gluten-
free, vegan cookie 
dough (so go ahead 
and eat it raw). 
Made with gluten-
free whole grain oat 
flour from Bob’s Red 
Mill, organic brown 
sugar and cold-
pressed, unrefined 
extra virgin coconut oil, the product comes in 
three flavors: Chocolate Chip, Snickerdoodle and 
Double Chocolate Chip. It can be sold refrigerated 
(4-month shelf life) or frozen (1-year shelf life). 
One 16-ounce container yields 16 cookies and 
carries a $5.96 SRP. Cases hold six units.



EXPO EAST

Gluten-Free 
Pasta Meals
Blackwood, 
N.J.-based 
Caesar’s (www.
caesarspasta.
com) launches 
a group of all-
natural, gluten-
free pasta 
meals for two. 
Made with the 
company’s own rice pasta, the frozen collection includes 
Mexican Mac ‘n Cheese, Buffalo Mac ‘n Cheese, Portobello 
Mushroom Mac ‘n Cheese and Tofu & Kale Penne. All four 
are made without artificial flavors or colors, additives or 
preservatives. Offered in 18- to 20-ounce packages packed 
six to a case, they carry an $11.99 SRP.

Heat-and-Serve 
Potstickers
TMI Trading (www.
tmitrading.com), 
Brooklyn, N.Y., 
introduces fully 
cooked, heat-and-serve 
potstickers with 0 
grams of trans fat per 
serving. Offered under 
the Chef One label, the 
Asian dumplings come 
in four flavors free of 
artificial ingredients 
and added MSG: Thai 

Chicken, Vegetable, Chicken & Napa Cabbage and Shrimp. 
Each 13-ounce bag contains 14 to 16 potstickers, and bags are 
packed 10 to a case. SRP is $3.99 to $4.99, though retailers 
may opt to sell the Shrimp flavor for a slightly higher price. 
All four are also available for private label.

Gluten-Free Sides
Path of Life (www.
pathoflifebrand.
com), Warrenville, 
Ill., expands its 
collection of frozen 
natural and organic 
side dishes with a 
pair of gluten-free 
offerings. Non-
GMO Veggie Fries 
made with parsnips 
and carrots are an 
excellent source 
of fiber and vitamin A while Organic Hash Browns feature 
quinoa, white cheddar and spinach. Both come in 16-ounce 
bags packed six to a case. SRP is $4.99 to $5.99.

Kraut and Beet Ferments
Windsor, Calif.-based Wildbrine (www.wildbrine.com)  
expands its line of naturally fermented, naturally probiotic 

foods with a collection of 
raw kraut and beet ferments. 
Compatible with both vegan 
and paleo diets, the gluten-
free, Non GMO Project-verified 
lineup includes Organic Green 
Kraut, Organic Red Kraut (made 
with red cabbage), Smoky 
Kale Kraut, Brussel Kraut (with 
Brussel sprouts), Chioggia 
Kraut (with Chioggia beets) 
and Beets & Their Greens. Sold 
refrigerated, they boast a 160-
day shelf life. All six come in 
18-ounce jars packed six to a 
case. SRP is $6.99.

Gluten-Free 
Pecan Tarts
Foods by George (www.
foodsbygeorge.com), 
Mahwah, N.J., debuts 
gluten- and wheat-free 
Pecan Tarts created in a 
dedicated gluten-free, 
craft bakery. Shipped 
and sold frozen, the 
preservative-free, 
single-serve tarts come 
in 4-ounce rounds 

packed 12 to a case. SRP is $6.49. Foods by George also offers 
Mini Brownies free of gluten, wheat, lactose, casein and soy.

Kid-Friendly Organic Smoothies
Austin, Texas-based Daily Greens (www.
drinkdailygreens.com) adds a trio of kid-
friendly, nutrient-dense smoothies to its 
line of cold-pressed, certified organic fruit 
and vegetable drinks. Naturally vegan and 
gluten-free, the Non GMO Project-verified 
lineup includes three fun flavors: Peel 
Out (with chocolate, wheatgrass, bananas 
and hemp milk), Green Thing (with fruit 
and greens) and Berry Tasty (with mixed 
berries and greens). The high pressure-
processed, never-heated drinks contain 
raw, organic and fair trade ingredients 
sourced locally and sustainably when 
possible. Offered in half pint (8-ounce), 
BPA-free bottles packed 12 to a case, they 
carry a $3.99 SRP.

All-Natural Beet Hummus
The Wild Pea (www.thewildpea.com), Randallstown, Md., 
expands its line of all-natural, “wild flavor” hummus with 
a Beet Breast Cancer variety. Hand-crafted with fresh 
ingredients and no oil, the preservative- and gluten-free 
newcomer boasts 40 calories and 1 gram of fat per serving. 
The new flavor is a permanent addition to the 10-SKU line, 
and 5% of all sales will go to the American Cancer Society 
for breast cancer research. Shelf life is 45 days. Offered in 
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8.5-ounce 
containers 
packed 12 to 
a case, it’s 
expected 
to retail for 
$4.49 to 
$4.99.

Kids Sides 
and Snacks
New York-
based 
Kidfresh Foods (www.kidfresh.com) rolls out all-natural, non-
GMO, kid-friendly sides and snacks featuring nutrient-rich 

“hidden vegetables.” 
Made with real 
ingredients like whole 
wheat flour, rBST-free 
cheese, vegetarian-
fed chicken raised 
without antibiotics 
and cage-free egg 
whites, the frozen 
newcomers include: 
Russet Potato & 
Cauliflower and 
Yukon Gold & Yellow 
Squash Totally 

Rockin’ Tots in 10.5-ounce packages, Triple Cheese Pizza 
and Uncured Pepperoni & Cheese Pizza SuperBlastin’ Bites 
in 6.3-ounce packages, and Little Jammin’ Chicken Sliders 
and Fun-tastic Fish Sticks in 7.4-ounce packages. All six SKUs 
carry a $3.99 SRP and are packed eight to a case. Kidfresh 
also adds multi-serve, value-size bags of its Fun-omenal 
Chicken Sticks (13.4-ounce) and Super Duper Chicken 
Nuggets (14-ounce bags).

Almond Milk Horchatas
Bakersfield, Calif.-based Califia Farms (www.califiafarms.
com) adds dairy- and soy-free Horchata with Almond Milk 
to its year-round assortment. Originally offered only during 
the summer, the Latin-inspired product features a blend of 
Califia Farms’ almond milk, 
rice milk and tigernut 
(chufa) milk, an ingredient 
used in traditional Spanish 
horchata. Available flavors 
include Classic Cinnamon 
and Vanilla Coconut, 
both high in vitamin B12 
and calcium. Also free 
of gluten and GMOs, 
the vegan beverages 
contain 80 calories per 
serving. SRP is $4.99 for a 
48-ounce bottle, packed 
six to a case.



F A C T O I D S

283.0%
Dollar gain by cookie dough (to 
$4,185,413), largest in the frozen 
department. A six-digit gain by 

No. 1 Nestlé Tollhouse drove the 
advance, but the remaining top five 

brands all saw their sales rise as 
well.

$7,628,708
Dollar sales racked up during the 
most recent 12 weeks by Big Easy 

Blends, maker of the Slush Puppie 
(+36.4%) and new Icee Slush frozen 
slush brands. Their success drove a 

10% gain in the drink/cocktail drink 
concentrate subcategory — despite 
losses by eight of the nine remain-

ing top 10 manufacturers.

1,178
Value of the highest-scoring word 
possible in Scrabble: oxyphenbuta-
zone (a drug used to treat arthritis).

THE DATABANK

TOP 
FROZEN

BY PETER PENGUIN

During the 12 weeks ended 
Aug. 9, sales of frozen foods 
in supermarkets, drugstores, 
mass merchants, military 
commissaries and select 
club and dollar stores 

combined reached $12.38 billion, a 1.2% 
increase compared with the same period 
a year ago, reports Chicago-based market 
research firm IRI (@IRIworldwide). Units 
fell 1.0% to 3.47 billion, but volume rose 
2.6% to 6.07 billion. Percentage of volume 
sold with merchandising support dropped 
1.5 points to 35.5%.

For the 52 weeks ended Aug. 9, dollars 
jumped 1.5% to $53.00 billion, but units 
tumbled 1.8% to 14.99 billion. Volume 
edged up 0.4% to 23.38 billion, but volume 
sold with merchandising support dipped 
1.9 points to 35.0%.

Our chart shows the largest frozen 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Aug. 9. Manufacturers with less than 
$100,000 in sales are not listed.
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ICE CREAM $1,328,413,452 -0.6 363,756,845 -0.6 1,091,365,249 -2.6
For top-10 manufacturer data, see our story on Ice Cream & Frozen Novelties in this issue.

FZ NOVELTIES $1,134,642,826 1.9 356,018,040 -0.4 491,662,429 -0.1
For top-10 manufacturer data, see our story on Ice Cream & Frozen Novelties in this issue.

PIZZA  $993,675,008   3.0   290,563,392   (3.6)  303,119,296   (0.5)
Nestlé USA   $420,545,280   1.5   93,589,000   (1.2)  116,431,000   (0.0)
Schwan’s   $201,288,400   0.4   52,140,956   (4.4)  65,461,372   (2.2)
Private Label   $109,853,072   8.5   35,075,456   4.6   37,740,640   5.0 
General mills   $94,014,000   (4.2)  64,310,052   (11.4)  45,782,272   (8.5)
Palermo Villa   $24,419,850   80.5   4,162,308   38.7   5,218,399   68.3 
Bernatello’s   $19,595,372   11.2   4,630,735   (0.2)  5,049,264   6.3 
Home Run Inn   $15,377,046   18.5   2,669,022   13.3   3,844,682   21.1 
Pinnacle Foods Group   $13,422,156   (7.9)  12,513,175   (14.6)  4,187,852   (14.1)
Dr. oetker USA   $13,202,118   (3.9)  3,540,490   (3.3)  4,392,388   (1.4)
Newman’s own   $12,739,809   1.3   2,184,131   0.7   1,850,937   (0.3)

SINGLE-SERVE DINNERS/ENTREES  $935,883,328   (0.9)  427,210,976   (3.3)  275,740,256   (2.9)
Nestlé USA   $283,383,488   3.8   107,866,336   3.0   71,117,248   1.5 
ConAgra   $260,364,000   (7.1)  145,050,512   (7.9)  93,625,216   (6.6)
Bellisio Foods   $90,711,048   5.9   67,777,056   (0.2)  38,491,640   2.9 
Heinz   $78,003,944   (13.0)  34,384,528   (13.1)  19,339,924   (13.0)
Amy’s Kitchen   $51,545,920   10.0   13,303,304   9.5   7,764,714   9.7 
Pinnacle Foods Group   $45,089,624   (3.7)  15,593,929   (9.8)  15,326,289   (9.6)
Windsor Foods   $17,704,704   (0.5)  7,375,219   0.3   6,133,935   0.7 
Atkins Nutritionals   $16,114,564   (1.5)  4,374,623   1.1   2,443,843   0.4 
Private Label   $13,184,464   22.4   6,049,926   13.8   3,856,587   15.6 
Birds Eye   $10,425,236   (2.2)  5,685,790   2.3   3,818,683   2.0

PRCSSD CHICKEN/CHICKEN SBST.  $688,050,432   4.5   114,692,096   1.5   174,435,968   1.8 
For top-10 manufacturer data, see our story on Meat & Poultry in this issue.

CHICKEN/CHICKEN SUBSTITUTE  $683,384,512   (9.3)  105,355,576   (9.1)  312,402,912   (4.7)
For top-10 manufacturer data, see our story on Meat & Poultry in this issue.

HNDLD ENTREES (NON-BREAKFAST)  $556,039,168   1.4   158,500,544   (5.2)  175,617,568   0.2 
Nestlé USA   $181,583,840   (4.9)  51,420,640   (14.3)  50,653,716   (4.9)
Ruiz Foods   $81,915,232   11.9   25,781,528   9.7   42,520,636   6.9 
Hillshire Brands  $46,119,648   16.0   7,855,874   16.4   16,842,998   15.7 
The J.m. Smucker Co.   $36,916,492   19.0   7,905,702   21.8   7,397,720   19.9 
White Castle Foods   $36,650,080   17.8   5,974,142   9.0   7,350,103   11.5 
Foster Farms   $23,752,112   (7.6)  4,027,246   (6.2)  10,339,302   (11.7)
Private Label   $19,595,228   (14.7)  7,752,680   (24.5)  5,872,514   (16.0)
AdvancePierre   $17,386,826   (2.2)  6,310,344   (7.7)  4,251,899   (6.6)
Windsor Foods   $17,176,506   10.1   11,419,121   12.1   5,612,621   6.9 
Amy’s Kitchen   $14,157,226   4.3   5,198,766   (0.4)  1,946,057   (0.4)

MEAT (NO POULTRY)  $530,713,088   2.1   54,976,656   (4.0)  138,637,088   (9.2)
For top-10 manufacturer data, see our story on Meat & Poultry in this issue.

FISH/SEAFOOD  $502,648,320   (2.2)  67,139,872   (3.1)  103,112,304   (2.7)
IRI is unable to supply top-10 manufacturer data.

SHRIMP  $478,525,472   6.3   50,524,316   13.5   54,679,472   14.2
IRI is unable to supply top-10 manufacturer data.

MULTI-SERVE DINNERS/ENTREES  $401,143,040   (1.6)  62,578,540   (5.4)  131,630,672   (5.4)
Nestlé USA   $152,065,840   (3.3)  18,643,776   (10.1)  51,854,012   (8.5)
ConAgra   $90,354,184   4.3   15,796,332   2.8   25,221,472   0.4 
Birds Eye   $63,291,468   12.8   12,964,126   8.5   22,520,864   14.3 
Private Label   $19,032,138   (12.0)  2,456,208   (18.4)  8,057,523   (12.5)
michael Angelo’s   $14,910,400   (0.8)  1,520,707   (2.7)  3,608,877   (10.6)
on-Cor   $13,076,467   (10.8)  4,515,065   (12.0)  7,731,652   (11.9)
Ajinomoto USA   $7,346,689   0.9   731,606   (9.7)  2,320,030   3.8 
Newman’s own   $5,680,433   (18.0)  821,128   (18.7)  1,178,734   (18.6)
Gourmet Express   $4,496,151   (53.3)  826,488   (55.7)  1,498,405   (56.2)
Zatarain’s   $3,590,111   1.2   369,195   (0.4)  1,037,046   2.1

APPETIZERS/SNACK ROLLS  $384,632,608   4.5   88,168,776   2.1   112,771,912   3.2 
General mills   $123,762,112   4.6   29,445,824   (1.7)  47,596,272   4.4 





25.3%
Dollar gain by pizza crusts/

dough, thanks to a 12.2% advance 
by gluten-free Udi’s, now the 

subcategory’s top seller. A triple-
digit gain by No. 2 private label 

also helped drive sales.

-14.3%
Dollar loss by prepared vegeta-
bles (to $53,898,748), the largest 
frozen subcategory to register a 

double-digit loss. Nine of the top 
10 manufacturers saw sales tum-
ble more than 10%, and the only 
top 10 brand that posted a gain 
was No. 9 Green Giant Healthy 

Weight.

$140,000,000
Money earned by Michael 

Jackson (1958-2009) last year, 
more than double the amount 

brought in by the second-highest 
post-mortem earner Elvis Presley 

($55 million). The rest of the 
top five include Charles Schulz, 

Elizabeth Taylor and Bob Marley, 
according to the Guinness Book 

of World Records.

37.3%
Dollar gain by private label fro-
zen cheesecakes (to $9,815,065), 
largest by a store brand frozen 

product with at least $1 million in 
sales. Three of the four remaining 

top five brands also registered 
gains, pushing total subcategory 

sales up 6.0%.

2
Number of plain vegetable sub-
categories (of 10 total) that saw 
dollar sales rise during the most 

recent 12 weeks. The two win-
ners: broccoli (+4.4%) and onions 

(+2.5%).

42%
Percentage of Americans that 

believe in ghosts, according to a 
2013 Harris poll.

ore-Ida   $32,774,682   9.3   8,243,536   8.5   7,363,067   5.7 
Delimex   $31,602,662   13.1   4,793,167   11.3   8,878,559   12.6 
Windsor Foods   $28,638,044   0.1   5,607,996   0.2   7,848,005   (0.2)
Rich Products Corp.   $24,984,656   (1.6)  3,545,439   (7.1)  6,927,239   (5.3)
Private Label   $22,525,078   10.8   5,570,806   5.1   5,823,956   11.9 
Heinz   $16,144,859   (14.4)  2,746,541   (18.6)  3,091,033   (15.8)
Schwan’s   $14,246,702   7.9   3,800,741   15.3   3,646,944   (1.2)
Ruiz Foods   $12,018,215   (15.2)  1,730,745   (12.5)  3,071,119   (21.7)
ConAgra   $7,403,786   21.0   1,671,499   47.1   1,219,762   4.4

PLAIN POTATOES/FRIES/HSHBRNS  $338,236,480   0.1   120,949,280   (0.3)  251,130,592   0.8 
ore-Ida   $141,049,456   0.1   45,581,124   (1.1)  89,656,224   1.8 
Private Label   $124,174,040   0.5   53,045,016   2.9   112,362,016   2.0 
Alexia Foods   $21,479,620   3.9   5,964,721   1.7   8,807,030   (1.9)
ConAgra   $11,561,966   8.2   4,038,137   0.1   5,821,584   1.5 
Lamb-Weston   $10,418,212   (1.9)  3,535,143   (10.5)  7,054,625   (12.0)
Heinz   $7,202,600   10.3   411,556   12.1   12,346,673   12.1 
mcCain   $6,734,336   (19.9)  2,452,563   (18.8)  3,748,560   (21.2)
J.R. Simplot   $2,483,127   (18.3)  1,215,243   (23.9)  2,452,779   (23.4)
mr. Dell Foods   $2,398,041   (0.1)  773,080   1.7   1,662,173   (0.4)
mr. Dees   $2,359,007   5.3   1,041,603   8.8   1,615,760   8.9

BREAKFAST HANDHELD  $315,091,968   4.4   73,222,288   (0.2)  77,467,904   1.5 
For top-10 manufacturer data, see our story on Breakfast in this issue.

TURKEY/TURKEY SUBSTITUTE  $308,387,456   5.5   58,817,000   3.0   86,951,616   2.0 
Jennie-o Turkey Store   $120,185,264   0.7   21,942,200   (1.0)  33,613,964   (5.3)
Private Label   $52,943,128   13.6   10,121,256   14.6   13,992,669   13.5 
Cargill meat Solutions   $51,342,564   (6.9)  10,650,930   (9.1)  14,778,166   (9.0)
Butterball   $37,909,628   28.9   6,809,257   20.7   12,125,940   27.7 
Perdue Farms   $11,349,588   (0.4)  2,819,846   1.2   3,183,743   1.9 
Foster Farms   $10,015,016   1.5   1,828,988   0.4   2,500,128   1.5 
Hain Pure Protein   $6,394,878   41.8   1,302,979   39.3   1,302,979   39.3 
Harvestland   $5,350,923   19.0   1,122,009   19.5   1,259,102   17.4 
Bubba Foods   $3,384,392   54.7   371,833   46.5   903,732   61.5
Royal Sausage Co.   $1,499,833   (38.2)  311,665   (40.4)  599,186   (40.5)

FRUIT  $231,892,448   6.0   46,402,508   (0.8)  71,627,424   1.0 
Private Label   $147,706,016   5.7   30,771,512   (0.3)  44,390,852   3.7 
Dole Packaged Foods   $34,391,496   4.9   6,089,514   (1.0)  11,724,256   (5.7)
Jasper Wyman & Son   $11,837,991   37.6   1,594,000   10.0   3,328,864   27.2 
Trailblazer Fruit Products   $6,281,423   (39.0)  733,176   (48.2)  2,199,527   (40.3)
Goya Foods   $3,458,432   8.4   1,351,135   7.8   1,203,871   8.7 
World Variety Produce   $3,361,177   (0.7)  343,942   (9.0)  1,719,708   (9.0)
Earthbound Farm   $3,111,382   62.5   533,387   33.6   443,767   52.9 
Welch’s   $1,872,377   (1.9)  406,739   (7.1)  454,418   14.1 
matosantos   $1,801,004   113.6   146,847   97.0   572,270   95.6
New World Farms   $1,699,521   (28.4)  352,120   (11.8)  611,999   (23.4)

WAFFLES  $200,386,208   (0.0)  72,240,904   (0.5)  68,974,680   1.0 
For top-10 manufacturer data, see our story on Breakfast in this issue.

FRESH BAKED BREAD/ROLL/BISCUIT  $149,873,984   (1.6)  54,114,000   (2.8)  49,489,252   (3.8)
T. marzetti   $57,805,768   (0.3)  18,610,176   (0.6)  15,701,294   (0.8)
Private Label   $36,726,000   (5.0)  16,145,790   (4.7)  15,107,868   (8.7)
Pepperidge Farm   $18,149,900   1.9   6,842,281   2.8   4,576,370   1.5 
Cole’s Quality Foods   $10,588,876   (6.0)  4,451,132   (9.2)  3,543,479   (9.1)
General mills   $7,655,975   2.3   1,971,086   2.9   4,474,779   3.0 
Homade Foods   $3,292,620   (2.9)  1,030,836   (5.1)  1,934,460   (0.0)
Furlani’s   $2,653,881   5.4   1,316,688   1.2   819,310   3.8 
Joseph Campione   $1,770,944   (0.2)  738,970   (0.4)  523,652   1.8 
Alexia Foods   $1,515,703   (13.4)  422,195   (17.6)  316,460   (17.4)
Bridgford   $1,413,688   3.1   427,452   5.0   424,932   5.1

MIXED VEGETABLES  $149,489,776   (3.5)  80,153,216   (2.4)  85,294,704   (2.7)
Private Label   $64,130,568   (1.9)  39,848,080   0.1   43,261,792   (1.7)
Birds Eye   $54,411,564   3.0   23,921,472   1.1   26,902,532   5.0 
Pictsweet   $11,698,048   1.3   6,608,102   (2.7)  6,440,714   5.3 
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39.7%
Percentage of frozen pizza 
volume sold with merchan-
dising support during the 

most recent 12 weeks — 3.7 
points less than a year ago. 

Industry observers say manu-
facturers are cutting back 
overall spending in order 
to focus on key accounts 

instead.

5.7%
Dollar gain by breakfast 

entrees (to $130,529,056), 
thanks mostly to a 20.7% 

advance by top-seller Jimmy 
Dean Breakfast Bowls, high-

lighting the popularity of 
bowls in every daypart now.

18,000
Number of visits to U.S. 

emergency rooms between 
2002 and 2010 for “zipper-

related” injuries to the male 
genitalia, making zippers the 
No. 1 cause of penile injuries 
among U.S. adults. (Bicycle 

frames are No. 2.)

10.1%
Percentage of bread/roll/
pastry dough volume sold 

with merchandising support 
during the most recent 12 

weeks, making it the biggest 
category with the least sup-
port. Both unit (+1.6%) and 
dollar sales (+2.0) were up, 
nonetheless, proving that 

merchandising isn’t the only 
way to move volume.

11.1%
Dollar gain by onion rings 
(to $14,282,088), despite 
losses by four of the top 

five brands. Newcomer Red 
Robin, already the subcat-

egory’s No. 4, drove the 
advance, displaying once 

again the power of restau-
rant brands at retail.

General mills   $8,319,440   (26.2)  4,994,064   (19.2)  2,691,932   (26.0)
Norpac Foods   $5,202,484   (16.5)  2,278,302   (1.5)  3,216,389   (14.5)
Hanover Foods   $1,518,367   3.8   786,956   (1.7)  795,374   1.3 
La Fe Foods   $725,470   (5.5)  305,454   (8.1)  382,820   (4.6)
Goya Foods   $583,368   19.1   231,041   19.5   284,521   16.7 
Small Planet Foods   $373,600   (24.2)  131,668   (24.7)  104,091   (20.9)

BREAKFAST ENTREES  $130,529,056   5.7   49,542,784   1.6   37,632,276   3.8 
For top-10 manufacturer data, see our story on Breakfast in this issue.

POT PIES  $100,223,048   4.1   58,340,824   (3.2)  37,907,336   (0.8)
ConAgra   $86,880,208   2.2   53,442,928   (4.8)  34,467,688   (2.3)
Nestlé USA   $2,979,573   (14.4)  1,010,427   (15.5)  795,121   (15.7)
Blake’s Turkey Farm   $2,066,469   36.1   549,051   40.8   323,731   30.9 
Heinz   $1,707,250  *  650,997  *  366,186  *
Boston market Corp.   $1,575,126   32.2   633,057   39.5   633,057   39.5 
Pinnacle Foods Group   $1,077,201   (1.8)  1,113,546   (0.0)  487,176   (0.0)
Amy’s Kitchen   $1,060,785   (14.5)  287,783   (21.1)  136,521   (21.0)
Willow Tree Poultry Farm   $793,567   (4.0)  172,002   0.8   205,356   (4.0)
Private Label   $593,391   57.2   242,007   132.9   207,166   68.2 
Boomerang’s Foods   $449,143   (14.1)  69,331   (17.0)  51,998   (17.0)

MEAT SUBSTITUTES  $100,187,408   3.2   25,252,862   0.1   18,005,080   (0.0)
Kellogg’s   $56,536,392   (2.7)  13,904,359   (6.5)  10,191,726   (6.2)
Kraft Foods   $7,453,718   (5.0)  2,197,906   (5.5)  1,432,339   (5.0)
Lightlife Foods   $7,223,675   2.9   1,893,462   4.2   1,279,132   3.0 
Gardein Protein International   $5,184,997   57.5   1,087,615   58.5   900,871   50.1 
Turtle Island Foods  $4,686,427   7.0   1,205,297   9.6   762,398   7.6 
Vitasoy USA (Nasoya Foods)   $2,245,989   90.9   708,050   74.2   489,206   40.1 
Amy’s Kitchen   $1,852,150   9.7   333,159   11.0   215,375   8.8 
Wholesome & Hearty Foods   $1,754,260   (43.0)  430,816   (38.6)  288,516   (43.8)
Private Label   $1,466,059   5.0   419,428   9.6   347,056   11.7 
Hain Celestial   $1,120,822   (24.1)  313,559   (30.5)  182,533   (25.8)

SIDE DISHES  $99,771,456   36.0   37,950,544   43.6   32,146,680   33.3 
Birds Eye   $23,764,574   107.5   12,695,655   97.6   8,627,593   96.7 
Nestlé USA   $21,564,188   33.1   6,245,545   39.1   7,293,909   25.9 
General mills   $11,600,165   47.4   5,401,068   50.2   3,871,201   25.7 
Heinz   $9,225,714   (8.7)  2,052,284   (2.4)  1,615,855   (4.8)
Private Label   $5,430,820   28.1   2,787,272   29.0   2,034,464   18.5 
ore-Ida   $3,820,938   26.9   1,050,965   8.3   1,619,188   11.2 
ConAgra   $3,269,808   159.4   1,069,436   362.0   1,043,557   477.0 
InnovAsian Cuisine   $2,380,592   58.8   674,205   55.2   758,481   55.2 
old Fashioned Kitchen   $1,578,976   2.6   375,756   (3.9)  281,082   (3.0)
Shiloh Foods   $1,469,469   0.9   607,201   2.0   612,462   1.7

SAUSAGE  $95,428,336   (7.6)  34,844,352   (4.7)  27,569,096   (7.7)
ConAgra   $32,391,420   (0.5)  19,972,154   (5.6)  9,560,509   (2.9)
Private Label   $17,388,028   (15.5)  3,430,087   (6.4)  5,407,542   (4.8)
Hillshire Brands   $9,126,754   2.2   1,463,157   1.2   2,379,406   (2.8)
Jones Dairy Farm   $6,909,721   19.5   2,619,818   20.8   1,224,501   16.1 
Purnell Sausage Co.   $6,032,690   1.6   778,274   12.0   1,910,332   11.8 
Applegate Farms   $5,153,814   45.2   1,102,288   44.4   482,252   44.4 
Hormel Foods   $3,739,659   (8.9)  2,522,699   (3.0)  1,892,024   (3.0)
Williams Sausage Co.   $3,739,107   (30.7)  667,136   (27.6)  1,338,671   (28.7)
Bob Evans Farms   $1,336,579   65.7   189,491   64.7   383,934   73.8
Johnsonville Sausage   $821,061   (84.8)  122,638   (83.7)  184,658   (87.2)

PIES  $88,715,096   (0.6)  21,033,480   (4.7)  28,499,552   (3.3)
Schwan’s   $47,273,148   3.3   10,149,447   (0.0)  14,123,390   0.1 
ConAgra   $34,019,832   (0.1)  9,376,104   (6.5)  11,976,282   (0.5)
Hillshire Brands   $4,177,652   (20.6)  762,887   (23.9)  1,408,100   (24.5)
Private Label   $624,676   (49.0)  332,706   (7.8)  207,152   (60.5)
maplehurst Bakeries   $325,211   (44.4)  93,971   (36.1)  234,928   (36.1)
The Village Piemaker   $292,282   5.0   24,683   0.9   74,049   0.9 
Fields   $258,156   (4.0)  40,729   (2.8)  81,457   (2.8)

* Product has been in distribution less than one year.

19www.frbuyer.comOCTOBER 2015



F A C T O I D S

202.0%
Dollar gain by milk substitutes-
all other (to $17,857,077), larg-

est in the department. The 
subcategory’s top-seller by a 

mile, WhiteWave Foods’ new Silk 
Cashew Milk, drove the advance. 

$948,888
Dollar sales amassed by Love 

Beets’ cooked beets during the 
most recent 12 weeks, one of 
the best performances by a 

refrigerated product in distri-
bution less than a year. Its suc-

cess — and gains by eight of the 
nine remaining top 10 brands 

— helped spur a 12.4% gain in the 
all other sides segment.

1,200
Number of different species of 

bats in the world today. And not 
one of them is blind.

SKIM/LOWFAT MILK $1,910,059,955 -13.2  655,111,565 -3.9  4,144,240,873 -4.5 
Private Label $1,205,592,293 -15.0  441,710,496 -2.7  2,959,223,352 -3.2 
Dean Foods $183,055,434 126.5  60,930,174 135.9  365,012,611 114.8 
HP Hood $102,263,731 6.8  24,865,455 5.7  113,772,272 6.8 
WhiteWave Foods $75,313,704 -0.4  14,497,737 -11.6  64,111,357 -12.7 
Prairie Farms Dairy $33,937,798 -16.5  11,950,331 -7.4  72,505,561 -9.3 
Hiland Dairy Foods $31,106,111 -10.7  10,279,082 -3.1  59,674,551 -3.1 
organic Valley organic Prairie $21,908,300 1.0  4,395,462 -8.9  18,711,632 -10.1 
Kemps $21,669,926 -13.9  7,521,952 -7.4  45,118,761 -8.3 
Borden $13,337,240 2.4  3,916,918 3.2  17,643,671 -3.3 
oak Farms Dairy $5,591,433 -72.3  2,119,896 -65.4  14,727,992 -63.1 

YOGURT  $1,727,989,760   2.9   1,185,970,944   1.3   778,365,696   1.8
IRI is unable to supply the top-10 Yogurt manufacturers.

FRESH EGGS  $1,568,632,704   29.3   463,650,848   (1.5)  6,786,082,816   (1.9)
Private Label   $833,129,536   29.9   262,796,960   (3.3)  3,781,303,296   (3.7)
Eggland’s Best   $232,968,736   29.2   62,164,200   13.1   822,225,280   13.7 
Country Creek Farms   $193,870,608   86.1   55,056,288   43.8   946,329,856   47.4 
Cal maine Foods   $44,544,016   29.3   9,331,353   (7.6)  211,532,144   (5.8)
Pete & Gerry’s   $18,845,362   88.4   4,498,540   75.1   52,728,344   89.4 
Dutch Farms   $14,870,276   27.0   5,296,977   (15.8)  69,943,632   (11.8)
R.W. Sauder   $14,096,604   (0.1)  3,912,269   (10.1)  63,020,192   (32.8)
Donner Enterprises   $12,750,555   56.5   3,333,064   4.4   49,876,688   1.6 
Rocky mountain Eggs   $11,708,443   67.0   2,919,355   19.8   50,517,056   25.4
Hillandale Farms   $10,117,156   (7.2)  3,736,330   (28.0)  45,618,452   (34.5)

NATURAL CHEESE-SHREDDED $968,056,586 -1.9  299,968,427 3.0  209,360,204 5.1 
Private Label $562,377,313 -1.8  170,395,386 4.0  134,376,211 6.3 
Kraft $203,220,234 -3.3  65,109,044 -0.6  37,773,455 3.2 
Sargento $76,385,846 -9.5  24,576,152 -4.6  13,153,853 -5.9 
Crystal Farms $27,971,912 -1.8  9,938,254 6.0  5,790,217 5.1 
Dairy Farmers of America $18,119,657 -14.1  7,031,906 -11.0  3,749,830 -10.9 
Schreiber Foods $14,965,256 42.7  5,870,526 55.8  4,034,035 43.8 
Saputo Cheese $8,689,363 -8.0  2,620,855 -3.9  996,987 -10.0 
Belgioioso $6,764,865 12.6  1,577,855 10.0  537,321 9.5 
Tillamook County Creamery $6,359,132 19.7  1,666,090 18.4  1,051,596 20.0 
Dutch Farms $4,815,547 2.7  2,165,363 8.0  1,171,469 5.1 

WHOLE MILK $921,774,186 -4.6  307,469,457 5.1  1,946,545,951 5.4 
Private Label $560,623,815 -6.4  198,455,255 6.9  1,340,310,219 7.2 
Dean Foods $103,751,926 274.0  33,346,113 286.6  203,928,480 249.9 
WhiteWave Foods $46,556,257 15.1  9,094,329 2.2  39,683,280 1.3 
HP Hood $29,828,655 16.0  7,203,278 15.0  34,680,096 16.1 
Hiland Dairy Foods $18,675,338 -4.8  6,110,576 3.6  34,009,347 4.4 
Prairie Farms Dairy $15,361,309 -6.7  5,297,174 2.4  31,290,412 3.3 
Borden $12,104,907 -5.8  3,848,769 0.7  18,295,868 5.1 
organic Valley organic Prairie $10,833,670 19.0  2,216,214 9.5  9,607,638 7.9 
Country Fresh $8,416,512 3.4  2,627,650 10.2  21,019,931 24.6 
oak Farms Dairy $5,096,036 -67.3  1,999,037 -58.5  12,938,672 -58.2 

NATURAL CHEESE-CHUNKS $796,240,677 -1.1  202,647,173 -0.2  144,520,363 0.2 
Private Label $262,970,111 -6.1  72,742,697 -1.8  59,677,416 -1.0 
Kraft $92,275,642 -11.0  28,228,154 -11.5  16,388,716 -8.6 
Tillamook County Creamery $49,877,900 -1.7  8,786,445 -3.2  9,841,057 -3.6 
Bel Brands $39,354,567 36.0  7,884,091 29.0  3,712,010 36.2 
Cabot Creamery $38,393,865 -1.0  10,356,814 -1.3  6,906,605 0.6 
Lactalis $32,283,349 3.4  6,356,232 6.8  4,785,865 5.7 
Belgioioso $29,687,834 5.6  5,966,875 7.3  3,329,786 5.4 
Cacique $24,539,149 0.3  7,438,589 -0.5  5,697,007 -0.1 
Crystal Farms $19,296,454 -5.9  7,469,291 -0.3  3,951,035 -1.4 
Boar’s Head/Brunckhorst $10,717,425 17.9  1,675,351 16.8  835,759 15.8 

ORANGE JUICE  $638,053,376   (2.1)  184,304,096   (3.5)  12,263,804,928   (4.5)
Tropicana Dole Beverages   $184,687,360   (1.1)  47,271,652   (1.7)  2,969,634,304   (3.7)
Simply orange   $142,931,312   0.8   38,727,760   (0.2)  2,228,717,824   (4.3)
Private Label   $112,699,040   (0.6)  38,911,936   (2.0)  3,175,843,584   (0.2)
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TOP
DAIRY

BY BESSIE BOVINE

During the 12 weeks ended 
Aug. 9, sales of dairy products in 
supermarkets, drugstores, mass 
merchants, military commissaries 
and select club and dollar stores 

combined totaled $17.80 billion, a 2.1% 
increase compared with the same period 
a year ago, reports Chicago-based market 
research firm IRI (@IRIworldwide). Unit sales 
rose 1.4% to 6.45 billion, but volume was flat 
at 55.06 billion. Percentage of volume sold 
with merchandising support rose 1.1 point 
to 41.2%.

For the 52 weeks ended Aug. 9, dollars 
shot up 4.0% to $79.25 billion, while units 
edged up 0.4% to 28.70 billion. However, 
volume tumbled 1.9% to 235.20 billion and 
volume sold with merchandising support 
expanded 0.3 points to 36.9%.

Our chart shows the largest dairy 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Aug. 9.
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16.2%
Dollar gain by handheld 

non-breakfast entrees (to 
$104,063,152), the largest 
refrigerated subcategory 
(except fresh eggs) to see 
sales rise more than 15%. 
Double-digit growth by 

top-sellers private label and 
Boar’s Head helped offset a 
28.2% loss by No. 3 Rev from 

Hormel.

-26.2%
Dollar loss by refrigerated 

milkshakes/non-dairy 
drinks (to $10,953,616), big-
gest loser among refriger-

ated products with at least 
$1 million in sales during the 
most recent 12 weeks — and 
the largest subcategory to 

post a double-digit loss dur-
ing the period.

12
Number of quarter-pound 
hamburgers (with mayon-
naise) consumed by world 

record holder Takeru 
Kobayashi in three minutes 

in July 2014. 

12.0
Increase in percentage of 
flavored spreads volume 
sold with merchandising 

support (from 31.4% a year 
ago to 43.4% during the 

most recent 12 weeks). The 
added support (mostly from 

top-seller Sabra) helped 
drive a 8.0% increase in 

units and 7.3% increase in 
dollars. 

-1.9%
Dollar loss by refrigerated 
dough (to $324,260,960), 
one of a handful of cat-

egories that failed to 
outperform their frozen 
counterpart (up 0.8% to 

$194,535,264).

Citrus World   $82,687,328   (3.6)  23,482,692   (4.5)  1,514,675,200   (4.9)
Coca-Cola   $72,800,696   (8.9)  21,524,700   (13.5)  1,483,977,984   (12.4)
Sweeney Enterprises   $7,326,485   (8.7)  2,930,719   (9.5)  172,912,416   (9.5)
Johanna Foods   $5,103,846   24.5   2,309,992   20.9   135,222,144   21.7 
odwalla   $2,833,826   (4.1)  503,462   (7.1)  25,347,194   (8.8)
Dean Foods   $2,414,482   (26.1)  856,757   (22.2)  60,906,308   (30.3)
Freshco   $2,412,161   14.6   704,274   5.0   32,756,650   5.7

BUTTER/BUTTER BLENDS $508,856,594 2.2  145,381,376 5.7  141,815,785 5.6 
Private Label $241,848,243 -3.2  71,464,762 3.6  79,238,729 2.6 
Land o’Lakes $156,049,066 6.8  42,450,311 6.3  36,001,649 9.7 
Challenge Dairy Products $30,277,392 34.2  8,944,562 44.1  8,376,928 52.9 
Irish Dairy Board $14,021,907 69.6  3,927,685 77.1  1,989,389 78.6 
Keller’s Creamery $12,952,311 -3.6  4,250,032 -2.0  3,042,470 -1.3 
Tillamook County Creamery $6,819,152 -5.8  1,621,435 -11.4  1,621,435 -11.4 
Crystal Farms $5,873,602 -22.8  1,755,462 -20.4  1,658,888 -21.5 
Cabot Creamery $5,726,126 7.0  1,646,582 12.4  1,612,799 13.4 
Darigold $3,157,423 -3.0  927,980 4.5  927,980 4.5 
Dairy Farmers of America $2,913,122 -3.7  912,866 -9.3  508,440 -11.5 

NATURAL CHEESE-SLICES $497,480,055 6.7  155,979,965 13.1  81,844,245 12.2 
Private Label $181,252,971 -1.3  60,423,048 4.2  32,306,530 2.7 
Sargento $141,983,000 11.8  49,418,107 23.1  23,200,713 23.8 
Kraft $53,622,073 13.7  19,531,528 19.2  9,464,441 20.9 
Tillamook County Creamery $22,406,636 21.6  4,803,357 21.7  3,473,200 21.6 
Belgioioso $14,982,394 8.9  2,395,987 13.1  2,257,996 9.5 
Crystal Farms $14,651,596 21.5  4,261,702 25.1  2,305,651 25.3 
Dairy Farmers of America $8,874,626 1.9  3,294,232 5.2  1,438,494 2.5 
Boar’s Head/Brunckhorst $7,502,031 25.0  1,153,219 21.3  566,480 21.4 
Land o’Lakes $4,997,059 2.5  1,198,003 3.1  559,496 3.0 
Applegate Farms $4,419,188 9.8  775,612 5.4  394,894 3.6 

COFFEE CREAMER $463,649,836 4.8  147,948,342 3.3  290,621,510 6.0 
Nestlé USA $264,042,629 5.7  77,362,267 3.7  158,672,694 5.5 
WhiteWave Foods $129,268,577 7.3  43,707,906 7.3  80,018,295 10.1 
Private Label $43,046,811 1.3  16,792,470 1.8  34,701,125 4.0 
HP Hood $20,295,663 -18.6  7,798,416 -20.9  12,670,151 -11.7 
Bay Valley Foods $1,922,916 -10.1  530,280 -12.7  1,505,641 -10.2 
Baileys $1,797,334 * 693,589 * 1,072,841 *
Shamrock Foods $1,109,297 9.6  434,014 10.8  868,028 10.8 
Califia Farms $985,018 * 207,222 * 414,443 *
Darigold $839,846 7.9  258,894 3.1  517,789 3.1 
Hiland Dairy Foods $212,239 25.2  95,538 26.2  95,538 26.2 

PRCSSD/IMITATION CHEESE-SLICES $454,610,614 -9.0  137,667,008 -7.4  128,034,346 -6.3 
Kraft $271,252,234 -5.0  75,005,028 -4.0  71,371,446 -3.0 
Private Label $112,587,671 -17.2  37,717,739 -11.4  36,521,397 -10.6 
Dairy Farmers of America $34,361,052 -18.3  14,590,058 -18.4  10,890,560 -17.9 
Land o’Lakes $8,216,545 -1.5  1,195,726 -1.6  1,703,224 -3.3 
Crystal Farms $5,639,935 -16.0  1,486,251 -19.6  1,448,721 -18.6 
Schreiber Foods $4,389,629 103.2  1,988,501 186.6  1,554,518 164.1 
Galaxy Nutritional Foods $2,562,396 -15.8  766,789 -15.6  350,004 -15.4 
Boar’s Head/Brunckhorst $2,419,128 39.1  389,937 34.6  194,968 34.6 
Bongards’ Creameries $2,140,488 10.0  306,788 31.5  659,863 32.5 
Great Lakes Cheese $1,616,421 -20.7  1,103,929 -15.5  857,939 -13.6 

MARGARINE/SPREADS $318,727,881 -7.7  138,299,799 -8.8  191,736,070 -7.1 
Unilever Bestfoods $189,218,785 -6.2  72,193,775 -6.7  110,230,148 -4.9 
ConAgra $58,679,090 -5.6  37,619,339 -7.9  46,422,529 -6.1 
Boulder Brands $28,914,381 -18.1  8,452,712 -19.5  9,632,301 -16.9 
Private Label $15,922,313 -14.5  9,515,949 -15.7  14,677,089 -14.8 
Earth Balance $8,478,221 20.2  2,061,278 20.8  1,839,680 20.1 
Land o’Lakes $7,846,962 -11.9  3,728,694 -9.7  3,690,095 -10.3 
olivio Premium Products $3,437,699 -6.3  1,437,427 -11.0  1,219,509 -10.4 
Ventura Foods $2,851,629 -27.8  2,140,564 -23.6  2,960,794 -22.6 
mcNeil Consumer Healthcare $1,706,366 -8.4  364,219 -10.3  182,109 -10.3 
Heart Light $583,571 -19.4  235,307 -20.0  235,295 -20.0 
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America’s #1 Refrigerated English Muf n 

For more information contact your Acosta Representative or call 1-800-For-Bays www.bays.com

Sourdough Multi-Grain Honey WheatOriginal

Increase the pro tability
of your dairy case with 
Bays English Muf ns

Please stop by Table #40 at the 
NFRA Taste of Excellence.
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40
The only number in the 

English language that has its 
letters in alphabetical order.

44.3%
Dollar gain by private label 

almond milk (to $27,242,681), 
largest by a store brand 

refrigerated product with at 
least $5 million in sales dur-

ing the most recent 12 weeks. 
And it wasn’t even the sub-

category’s biggest winner: No. 
4 Califia Farms saw it sales 

shoot up 218.8%.

2
Number of refrigerated sub-
categories with more than 

half of all volume during the 
most recent 12 weeks was 

driven by merchandising sup-
port: lemonade (58.1%) and 
fruit drink (57.9%). Both saw 
sales rise significantly during 

the period.

10
Number of athletes who 

played in both the NBA and 
MLB, including TV’s Chuck 
Connors (The Rifleman). 

But only one, 6-foot 8-inch 
pitcher/forward Gene 

Conley played for both a 
World Series champion (1957 
Milwaukee Braves) and NBA 
champion (1958-61 Boston 

Celtics).

6.7%
Dollar gain by natural cheese 
slices (to $497,480,055), high-

est among the nine natural 
cheese subcategories. Top 

seller private label was down 
slightly, but the rest of the 

top 10 saw their sales expand 
— many by double-digits. 

Processed cheese slices, on 
the other hand, posted a 
category-worst 9.0% loss.

NATURAL CHEESE-STRING/STICK $271,095,157 4.5  77,287,597 4.9  50,068,031 9.1 
Private Label $65,720,899 5.0  24,748,759 -0.8  12,856,561 8.5 
Saputo Cheese $62,399,430 10.1  15,413,673 8.8  13,921,184 23.3 
Kraft $43,224,016 27.7  11,770,534 43.3  7,433,772 18.4 
Sargento $41,667,025 -10.6  9,588,373 -2.4  6,094,421 -5.7 
Lactalis American $17,856,759 -3.0  3,960,604 1.5  3,126,309 0.9 
Crystal Farms $12,487,911 2.9  4,148,567 2.6  2,344,848 4.1 
Weight Watchers $8,313,899 -19.0  2,040,263 -18.0  1,309,395 -19.4 
Dairy Farmers of America $3,965,558 -5.9  1,374,379 -8.0  771,916 -1.7 
WhiteWave Foods $3,536,501 39.6  754,920 36.4  283,095 36.4 
Schreiber Foods $2,937,808 -14.7  868,300 -22.0  577,009 -20.1 

COTTAGE CHEESE $263,888,943 2.7  100,696,893 10.7  120,569,037 6.3 
Private Label $99,442,763 -5.4  40,693,879 2.8  55,468,755 1.9 
Kraft $58,170,883 23.0  25,205,019 38.8  21,559,983 20.0 
Daisy Brand $17,126,157 0.5  5,630,495 -0.6  6,947,946 -2.0 
HP Hood $10,034,022 1.2  3,717,569 0.4  3,734,529 1.6 
Dean Foods $8,924,124 -15.7  2,969,796 -11.5  3,749,917 -15.1 
Hiland Dairy Foods $7,036,490 5.7  2,634,695 26.3  3,746,755 28.6 
Prairie Farms Dairy $6,959,813 6.3  2,380,225 21.0  3,362,952 26.6 
Friendship Dairies $5,244,065 2.3  2,010,226 5.2  1,831,443 2.3 
Darigold $5,094,902 5.6  1,557,759 1.6  2,200,133 9.4 
Kemps $4,876,505 -2.0  1,619,298 -1.5  2,114,384 2.7 

SOUR CREAM $252,852,354 3.3  129,707,332 1.9  128,769,836 2.0 
Daisy Brand $114,141,657 6.5  51,432,300 4.0  53,825,665 4.5 
Private Label $69,464,272 -0.6  43,448,415 -1.9  43,455,539 -1.1 
Kraft $31,238,984 2.2  16,752,202 6.6  14,703,049 2.1 
Kemps $4,613,936 3.5  2,198,961 0.6  2,011,136 0.3 
HP Hood $2,226,463 9.0  1,180,937 9.2  1,121,649 11.7 
Tillamook County Creamery $1,979,886 1.6  1,041,076 5.7  1,005,884 2.4 
Dean Foods $1,949,497 -3.5  1,158,545 2.4  1,011,635 0.0 
Friendship Dairies $1,913,695 12.8  1,100,524 12.4  1,028,049 11.6 
Cacique $1,803,114 15.8  560,907 16.0  525,850 16.0 
Crowley Foods $1,555,982 -13.2  864,837 -14.4  793,353 -12.1 

FRUIT DRINK  $245,478,464   7.0   125,252,752   3.5   8,016,685,056   (1.7)
Coca-Cola   $66,298,152   (8.3)  42,131,496   (10.5)  2,786,095,104   (10.7)
Sunny Delight Beverages   $53,881,936   (16.7)  27,314,164   (18.5)  2,272,208,640   (17.0)
Tropicana Dole Beverages   $45,179,496   (0.5)  21,160,626   6.7   1,240,076,032   7.1 
Simply orange   $21,169,582  *  10,471,456  *  530,944,896  *
Welch’s   $20,670,492   4.0   9,248,109   3.4   545,638,528   3.4 
millennium Products   $11,746,699   56.5   3,528,280   50.1   56,606,752   50.3 
Kevita   $4,434,771   71.8   1,491,321   62.2   22,668,080   62.0 
mamma Chia   $4,284,246   176.9   1,529,804   223.0   15,394,842   225.1 
Next Foods   $2,486,246   58.1   677,749   59.7   19,604,100   57.2 
Private Label   $2,125,485   (15.1)  1,131,969   (29.3)  107,028,272   (25.8)

PREPARED SALAD/FRUIT/COLESLAW  $242,341,536   1.3   74,446,608   (0.3)  116,737,288   (0.2)
Private Label   $148,207,520   6.6   44,316,776   5.6   74,553,800   5.9 
Reser’s Fine Foods   $36,576,800   (5.5)  8,683,293   (11.6)  18,285,450   (12.4)
Del monte   $23,557,446   (9.9)  11,636,580   (5.8)  9,462,444   (10.5)
Sandridge Food Corp.   $5,058,721   4.9   1,182,120   5.2   1,883,562   2.1 
St. Clair Foods   $4,874,554   11.8   956,887   8.7   4,784,437   9.1 
mrs. Gerry’s Kitchen   $3,473,892   (31.1)  674,346   (41.8)  1,190,142   (36.9)
Cedar’s mediterranean Foods   $2,604,994   (10.1)  768,355   (2.9)  478,585   (7.3)
Sundia Corp.   $2,421,510   (13.1)  1,915,494   (18.9)  907,753   (18.4)
Hans Kissle   $1,698,724   (4.6)  426,529   0.1   668,066   (5.8)
Papa John’s   $1,133,703   1.8   304,241   (4.9)  333,998   (4.8)

TEAS  $238,363,696   14.7   109,070,224   10.8   8,563,839,488   6.4 
Coca-Cola   $57,569,880   27.7   24,827,806   27.1   1,591,692,160   29.5 
Private Label   $39,463,424   3.2   22,325,158   (4.2)  1,986,394,880   (5.0)
Red Diamond   $28,962,768   (1.0)  12,243,864   0.2   1,306,691,968   (1.2)
Turkey Hill Dairy   $28,598,972   8.3   15,243,858   6.4   1,251,317,504   10.1 
milo’s Tea Co.   $21,341,482   21.6   8,664,496   23.4   879,501,632   21.0 

* Product has been in distribution less than one year.
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IT ’ S  E AST  M EE TS  WEST 
M E E T S  D E L I C I O U S

Simmering Samurai presents a completely refreshed product line 

featuring easier-to-prepare, delicious fried rice meals.

AJINOMOTO NORTH AMERICA, INC.  |  7124 North Marine Drive, Portland, OR 97203

P: 503.444.2002  |  E: info@ajifrozenusa.com  |  ajifrozenusa.com
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SLICED LUNCHMEAT  $1,360,445,184   1.3   401,351,040   (3.7)  293,286,784   (3.8)
Kraft   $521,566,464   4.2   139,059,840   (3.9)  118,406,472   (1.8)
Private Label   $241,918,752   (2.8)  58,612,960   (9.5)  46,356,064   (5.9)
Hillshire Brands   $143,431,584   (1.9)  33,793,376   (14.8)  21,723,788   (11.1)
Land o’Frost   $112,565,168   0.2   28,326,816   (1.6)  23,925,480   (5.1)
Bar-S Foods   $50,000,256   4.5   28,543,240   5.2   25,688,664   6.5 
Carl Buddig & Co.   $37,797,224   3.5   35,059,064   18.3   7,736,746   (2.5)
Hormel  $28,775,874   (5.1)  7,606,480   (15.1)  3,955,980   (13.9)
Armour-Eckrich meats   $28,357,620   2.6   11,238,352   (1.8)  7,843,378   (4.2)
Applegate Farms   $25,955,884   23.5   4,725,163   19.5   1,837,432   19.0 
Greenwood Packing   $13,713,489   (8.8)  8,826,518   (13.5)  4,391,333   (8.1)

UNCOOKED MEATS (NO POULTRY)  $1,066,870,144   9.0   143,471,200   3.6   242,664,064   0.5 
Private Label   $532,646,016   12.7   74,941,696   9.5   131,250,192   3.0 
TSD Sales & Distribution   $131,713,440   88.3   13,284,516   80.0   29,508,652   90.3 
Cargill   $121,329,552   (5.0)  14,649,858   (18.2)  26,657,184   (13.3)
Tyson Foods   $50,980,688   (50.0)  8,978,322   (38.9)  10,771,568   (57.6)
FPL Food   $39,135,536   10.9   4,751,002   2.4   8,271,671   0.6 
Hormel   $21,604,570   (24.7)  3,056,254   (22.3)  4,192,988   (17.7)
Laura’s Lean Beef   $19,942,666   4.6   2,626,651   (4.2)  2,634,539   (4.6)
Interstate meat   $17,914,252   49.8   2,080,539   23.3   3,950,218   40.1 
Tyson Fresh meats   $14,317,794   36.6   3,437,665   51.2   3,969,564   33.5 
National Beef   $9,934,042   28.0   929,412   10.0   2,538,000   12.4

BACON  $956,108,608   (6.8)  232,644,064   13.5   220,553,328   16.8 
Private Label   $198,181,536   (11.0)  50,123,208   12.2   49,732,356   17.2 
Kraft   $194,541,520   (7.6)  44,122,200   9.0   37,261,908   15.2 
Hormel   $111,286,280   (1.9)  24,098,348   32.0   20,706,332   29.9 
Wright Brand   $77,536,208   (0.1)  8,749,422   23.4   17,996,084   21.2 
Smithfield   $59,097,424   14.4   15,515,669   39.7   16,674,046   46.7 
Farmland Foods   $48,400,540   0.0   12,402,315   31.6   12,489,220   31.1 
John morrell   $22,568,016   (9.9)  7,940,236   19.7   6,148,741   22.1 
Gwaltney of Smithfield   $22,437,340   (22.0)  7,129,848   (7.7)  6,334,232   (5.8)
Bar-S Foods   $21,634,684   10.1   7,950,862   62.0   6,273,675   59.9
Tyson Foods   $15,807,154   (48.9)  4,825,103   (42.6)  4,267,044   (40.7)

DINNER SAUSAGE  $892,907,968   3.8   228,608,272   5.8   252,616,608   5.4 
Johnsonville Sausage   $243,124,128   5.8   60,933,488   11.6   67,272,992   11.7 
Hillshire Brands   $126,907,088   (3.5)  33,388,374   (12.4)  30,940,776   (14.0)
Private Label   $89,106,560   (0.8)  22,528,930   7.9   26,276,726   7.3 
Armour-Eckrich meats   $65,890,880   18.5   21,666,376   25.3   22,054,198   23.4 
Premio   $22,181,254   (2.5)  4,556,220   17.4   6,012,147   8.4 
Aidells   $22,064,872   13.5   3,871,799   14.4   2,903,849   14.4 
Bar-S Foods   $21,719,590   20.4   5,068,239   33.5   9,923,965   13.6 
Kayem Foods   $13,905,977   4.1   3,069,728   6.0   2,361,663   6.2 
Conecuh Sausage Co.   $11,893,456   15.5   2,263,614   11.6   2,753,460   13.6 
J&B Sausage Co.   $10,320,020   8.1   2,818,323   14.8   3,843,069   13.8

FRANKFURTERS  $780,580,800   (0.4)  288,328,000   (4.8)  302,303,904   (4.7)
Hillshire Brands   $187,919,312   (3.3)  51,288,412   (11.0)  56,927,856   (9.3)
Kraft   $140,461,104   (7.8)  53,887,820   (11.5)  56,462,860   (10.3)
Bar-S Foods   $87,347,072   (5.1)  74,377,912   (6.3)  69,188,136   (5.8)
John morrell   $66,856,944   34.0   22,460,368   39.7   18,419,880   33.1 
ConAgra   $60,072,968   (9.1)  11,407,436   (24.0)  10,508,917   (22.0)
Private Label   $19,944,380   15.4   6,832,304   7.3   8,170,937   10.2 
Gwaltney of Smithfield   $17,285,496   (8.0)  9,151,490   (7.9)  12,516,169   (4.8)
Armour-Eckrich meats   $15,454,040   (0.4)  9,721,069   (2.5)  8,602,629   (4.7)
Kayem Foods   $14,676,344   3.0   2,076,654   1.2   3,222,442   1.6 
Sabrett   $13,142,556   12.4   2,025,593   2.7   2,738,888   (0.0)

MEAT/CHEESE/CRACKER/DESSERT  $358,463,872   12.8   194,540,384   15.4   63,304,496   7.7 
Kraft   $265,091,984   10.5   151,248,464   18.1   50,350,448   7.3 
Armour-Eckrich meats   $34,988,344   (10.9)  31,412,356   (11.9)  6,249,736   (10.1)
Hormel   $30,616,130   4.0   3,056,736   1.1   4,221,511   6.8 
Sargento   $13,897,786  *  4,193,175  *  1,179,540  *
Private Label   $3,059,981   (1.8)  363,217   21.1   314,392   (19.5)
Daniele   $1,872,620   378.4   509,447   387.1   120,777   373.6 

F A C T O I D S

10.7%
Percentage of marinated veg-

etables/fruit volume sold with 
merchandising support during the 

most recent 12 weeks — lowest 
in the department among sub-

categories with at least $500,000 
in sales. Despite the lack of sup-
port, dollar sales shot up 31.1% to 

$3,466,998.

2.3%
Dollar gain by non-sliced lunch-

meat (to $53,793,440), thanks 
mostly to top-seller Fiorucci’s 
38.2% advance. Six of the nine 

remaining top 10 brands saw their 
sales tumble.

122
Age upon her death of the oldest 
person ever recorded. In 1997, on 
her 120th birthday, supercente-
narian Jeanne Calment claimed, 
“I only have one wrinkle, and I’m 

sitting on it.”
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TOP DELI
BY DELANO DELI

Sales of deli products in 
supermarkets, drugstores, 
mass merchants, military 
commissaries and select club 
and dollar stores combined 

topped $6.19 billion during the 12 weeks 
ended Aug. 9, a 2.0% increase compared 
with the same period a year ago, reports 
IRI (@IRIworldwide), a Chicago-based 
market research firm. Units climbed 3.0% 
to 1.68 billion and volume rose 2.0% to 1.57 
billion. Percentage of volume sold with 
merchandising support jumped 3.8 points 
to 41.9%.

For the 52 weeks ended Aug. 9, dollars 
shot up 6.0% to $25.75 billion, while units 
grew 1.8% to 6.81 billion. However, volume 
edged up just 0.3% to 6.27 billion, and 
volume sold with merchandising support 
expanded 1.6 points to 36.7%.

Our chart shows the largest deli 
department subcategories, including the 
leading manufacturers, for the 12 weeks 
ended Aug. 9. Manufacturers with less than 
$100,000 in sales are not listed.

This Panera bakery-café inspired Turkey Chili with Beans is made 
with turkey raised without the use of antibiotics and is gluten free. 
Provide your customers delicious premium-quality meals with 
heat-and-serve ease. Get your share of the gourmet market.

When your customers eat well, you profi t well.

For more info, call your Blount sales rep at 800-274-2526.

Available in conveniently-sized 
microwavable bowls that give busy 

customers more choices for eating well.

Exclusive Manufacturer & Partner of Panera Retail Soups, Sides & Meals

This Panera bakery-café inspired Turkey Chili with Beans is made 

Eating well is 
selling well

This Panera bakery-café inspired Turkey Chili with Beans is made 
with turkey raised without the use of antibiotics and is gluten free. 
Provide your customers delicious premium-quality meals with 
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This Panera bakery-café inspired Turkey Chili with Beans is made 

Mac & Cheese Mac & Cheese
with Uncured Bacon

Chicken Broccoli 
Cheddar Orzo

Chicken raised without
the use of antibiotics

Turkey Bolognese
Chicken raised without

the use of antibiotics

Turkey Bolognese
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Gopicnic   $1,335,055   (28.8)  392,838   (25.9)  97,465   (25.3)
Hillshire Brands   $1,325,568   66.1   452,599   48.5   90,923   49.1 
Applegate Farms   $1,224,277   361.0   292,596   427.3   96,548   428.8 
Greencore Group   $641,614   (31.2)  46,017   (53.2)  67,590   (53.2)

BREAKFAST SAUSAGE/HAM  $351,294,304   (1.3)  100,634,536   6.1   88,090,232   5.2 
Hillshire Brands   $101,021,848   (6.6)  24,013,320   (1.3)  22,118,598   (1.4)
Johnsonville Sausage   $45,342,668   10.8   12,729,592   12.8   9,391,425   10.2 
Bob Evans Farms   $36,316,032   2.9   9,293,488   9.7   8,651,916   10.1 
Private Label   $33,225,208   1.1   12,132,224   16.2   10,000,756   17.0 
ConAgra   $24,284,066   2.0   6,311,596   16.2   7,296,936   15.1 
Swaggerty Sausage Co.   $14,163,188   4.5   2,553,948   24.4   4,546,502   22.1 
Hatfield Quality meats Inc   $8,692,050   34.1   3,174,648   35.5   1,729,575   30.5 
Farmland Foods   $7,321,673   16.3   3,268,007   46.4   2,826,114   36.5 
Clougherty Packing Co.   $7,094,969   3.7   4,223,415   14.9   2,104,481   13.4
Jennie-o Turkey Store   $6,813,672   (9.5)  2,026,329   (9.6)  1,861,223   (7.5)

FISH/HERRING/SEAFOOD  $121,933,928   3.6   22,848,414   3.0   16,296,718   4.9 
Private Label   $18,788,720   (1.0)  3,765,470   (1.0)  2,216,594   0.1 
Trans-ocean   $13,323,068   0.6   4,804,833   0.2   2,962,451   3.6 
Louis Kemp   $7,269,822   3.1   2,522,563   2.6   1,802,947   (1.6)
Vita Food Products   $7,040,929   3.8   1,060,450   (1.0)  763,656   2.2 
ocean Beauty Seafoods   $5,777,884   11.3   784,344   9.3   219,785   8.5 
Acme Smoked Fish   $5,333,502   4.3   636,252   3.9   377,814   1.4 
Tampa Bay Fisheries   $4,952,986   (5.0)  325,782   (3.3)  326,501   1.3 
Chicken of the Sea International   $4,263,025   0.0   291,042   (2.2)  233,846   (6.7)
Seafood America   $4,235,562   7.8   705,444   18.8   526,978   18.7 
Ducktrap River Fish Farm   $3,804,293   10.2   465,754   15.1   164,232   14.7

PIZZA/PIZZA KITS  $78,656,664   0.7   11,585,755   (2.5)  24,732,708   (0.6)
Private Label   $64,778,864   2.7   8,835,924   2.7   20,538,790   2.5 
Plaza Belmont   $6,165,862   (12.7)  1,539,801   (22.6)  2,280,060   (18.6)
Uno Foods   $2,152,270   (6.8)  318,719   (5.6)  511,825   (7.5)
Champion Foods   $1,032,123   14.5   161,621   8.5   284,524   14.6 
Nardone Bros. Baking Co.   $925,508   (7.5)  172,928   (7.3)  336,701   (7.2)
Greencore Group   $867,539   8.7   96,984   5.2   248,522   5.2 
Classic Foods   $671,176   (2.9)  87,343   2.2   105,064   (14.7)
Vicolo operations   $504,358   35.3   55,801   32.9   52,721   33.5 
Hormel   $283,352   (10.9)  125,091   (12.4)  31,273   (12.4)
Panhandle Food Sales   $270,917   (5.4)  46,060   (7.8)  80,904   (7.9)

PASTA/NOODLE  $73,605,264   8.8   14,820,899   6.4   13,096,414   11.3 
Nestlé USA   $40,709,940   1.3   8,328,753   1.0   7,201,982   4.1 
Pastificio Rana   $12,755,151   95.5   2,463,862   96.5   2,274,012   112.7 
Valley Fine Foods   $7,621,551   13.3   1,468,657   13.1   1,277,827   18.9 
Private Label   $6,668,510   0.5   1,300,049   (11.5)  1,331,108   4.1 
Pulmuone Foods USA   $1,894,809   (47.1)  274,216   (52.5)  288,459   (53.5)
JSL Foods   $496,726   1.9   256,394   0.1   117,817   (0.1)
Nuovo Pasta Productions   $386,644   (4.3)  54,250   (7.2)  57,715   9.8 
La Pasta   $322,469   (24.0)  53,433   (29.0)  30,056   (29.0)
Kasia’s Polish Deli   $217,174   (9.1)  51,250   (19.1)  48,363   (14.7)
Garan Enterprises   $149,271   3.4   24,541   3.5   24,541   3.5

PICKLES  $55,611,792   4.2   15,285,044   (0.1)  25,588,356   (0.1)
Kraft   $45,448,536   5.9   12,593,497   1.2   21,014,868   1.6 
Private Label   $2,138,875   0.6   667,418   (0.5)  1,116,523   (1.1)
Farm Ridge Foods   $1,834,980   6.5   407,354   3.8   762,723   5.8 
Ba Tampte Pickle Products   $1,630,854   (5.4)  410,851   (8.4)  821,702   (8.4)
Boar’s Head/Brunckhorst   $1,056,922   8.3   267,334   7.4   417,494   8.1 
Hermann Pickle Farms   $863,628   (48.3)  243,717   (50.6)  419,707   (54.8)
Bubbies of San Francisco   $711,175   19.3   102,442   15.5   189,913   16.7 
Schorr Pickle   $517,594   (0.6)  137,623   1.1   267,864   1.2 
Sonoma Brinery   $191,437   25.4   39,436   22.6   51,633   22.3 
National Foods   $181,368   14.4   45,626   15.4   133,848   17.4

NON-SLICED LUNCHMEAT  $53,793,440   2.3   11,553,100   1.0   13,574,882   (3.2)
Campofrio Food Group   $9,183,558   38.2   1,590,845   38.0   735,559   40.5

* Product has been in distribution less than one year.

-7.4%
Dollar loss by refrigerated 

pot pies (to $3,727,809), big-
gest loser among subcatego-
ries with at least $500,000 
in sales. Sales of frozen pot 

pies, on the other hand, 
jumped 4.1% to more than 

$100 million, highlighting the 
fact that not every category 

is shifting from frozen to 
fresh.

15.4%
Dollar gain by private label 

frankfurters (to $19,944,380), 
largest by a store brand deli 
product with at least $5 mil-
lion in sales. Despite its suc-
cess, subcategory sales were 
down 0.4% as the top four 
national brands registered 

losses. But watch out for No. 
5, Nathan’s Famous, up 36.1%.

$169
Cost of the “Juuni Ban” hot 
dog sold by Seattle-based 
mobile caterer Tokyo Dog, 
which requires two weeks’ 

advance notice. The wallet-
busting frank features 

smoked cheese bratwurst, 
Wagyu beef, maitake mush-

rooms, foie gras, shaved 
black truffle, caviar and 

Japanese mayonnaise, all on 
a brioche bun.

155.8%
Dollar gain by peppers/

pimentos/olives (to 
$4,280,997), largest in the 
deli department. Private 

label dominates the segment, 
and its sales shot up 535.6%.

23.6
Percentage points separating 
bacon volume gains (+16.8%) 
and dollar losses (-6.8% to 
$956,108,608), thanks to 
a return to more historic 

prices.

THE DATABANK
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COOL INSIGHTS

PROMOTE OR 
INNOVATE?
That is the question posed by Todd 
Hale, who examines the impact of 
each approach to growth on fro-
zen and refrigerated sales.

BY TODD HALE

For the third time 
since 2011, the 
National Frozen 

& Refrigerated Foods 
Association (NFRA) 
selected Nielsen to 
create a compre-
hensive state of the 
industry report. 
The company was 
charged with provid-
ing new and broad-based insights 
on how frozen and refrigerated food 
categories are well-positioned for 
sustained growth. As the author 
of the previous reports and now a 
consultant with Nielsen, I collabo-

rated with company associates on 
this year’s report. As in the past, I 
will present study results during a 
general session at this year’s annual 
NFRA convention. But here’s a 
sneak peek at some of the findings:  

STRONG SALES AND GROWTH
While total year-over-year sales 
have been fairly flat, some frozen 

and refrigerated foods are 
delivering high levels of 
sales and growth. Within 
the dairy department, 
milk and cheese are huge 
drivers of annual sales, 
followed by yogurt, juices 
and drinks and eggs. Two 
of these top sellers also 
made the list of top drivers 
of long- and/or short-term 
growth (four-year CAGR 
and most recent 52 weeks 

versus year ago). Eggs is on the list 
of both long- and short-term top 
growth drivers, while yogurt is a top 
seller and a top driver of long-term 
growth. Butter, liquid tea and cream 
also made the list of dairy depart-

ment categories with the highest 
levels of both long- and short-term 
growth.  And pasta sauce was a top 
driver of short-term growth.

Within the frozen department, 
top sellers include entrées, ice cream, 
novelties, seafood and pizza, but none 
of the top sellers were on either of the 
lists of top long- or short-term driv-
ers of growth. However, some frozen 
categories are driving significant 
long- and short-term growth, and 
three of them — fruit, pizza crust, 
and gravy and sauces — were on 
the top-five list for both.  Soup, chili 
and stews, and breakfast sandwiches 
round out the list of categories driv-
ing the most long-term growth, while 
dip and ice complete the list of top 
short-term growth categories.

CAN PROMOTION 
DRIVE GROWTH?
Most frozen categories with low sales 
have issues with growth. What is 
needed to revitalize these categories: 
innovation and/or more promotional 
support? A comparison of category 
dollar growth to levels of promotion-

SALES & GROWTH LEADERS
Top five categories in each department, based on annual dollar sales

and short- and long-term growth.

*On two lists     **On all three lists

DOLLAR SALES (billions)
DAIRY DEPARTMENT

Milk $17.7
Cheese $17.5
Yogurt* $7,5
Juices & Drinks $6.6
Eggs** $6.3

FROZEN FOODS DEPARTMENT
Entrees $10.7
Ice Cream $6.3
Novelties $4.5
Seafood $4.4
Pizza $4.4

% CHANGE VS. YEAR AGO 
DAIRY DEPARTMENT

Butter* 15.7%
Liquid Tea* 13.3%
Eggs** 11.2%
Cream* 6.6%
Pasta & Sauce 6.4%

FROZEN FOODS DEPARTMENT
Dip 21.0%
Gravy & Sauce* 13.4%
Fruit* 10.5%
Ice 7.1%
Pizza Crust* 6.9%

4-YEAR CAGR 
DAIRY DEPARTMENT

Liquid Tea* 8.0%
Eggs** 7.7%
Butter* 6.4%
Yogurt* 6.2%
Cream* 6.0%

FROZEN FOODS DEPARTMENT
Fruit* 14.6%
Pizza Crust* 12.6%
Soup, Chili & Stew 11.3%
Breakfast Sandwiches 9.8%
Gravy & Sauces* 4.7%

Source: Nielsen Answers, Total U.S.-all outlets combined plus convenience, 
52 weeks ending July 25, 2015, UPC-coded products only.

Todd Hale
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al support shows no correlation between the two. In fact, 
there are about as many categories with high promotional 
support that are growing as are declining. And there’s 
high growth in categories with both low and high levels 
of promotional support. A comparison of category dollar 
growth trends to changes in levels of promotional sup-
port reveals no correlation between increased promotion-
al support and category growth either. In fact, there are 
more growth categories where promotional 
support has fallen.

These findings support Nielsen research 
that suggests promotional planning needs 
to be very purposeful to ensure it is used to 
drive incremental volume to benefit both manufacturers 
as well as retailers.

CAN INNOVATION DRIVE GROWTH?
Milk is a $17.7 billion category (within Nielsen-measured 
retail channels), largest among the NFRA categories, but 
near-term sales were off 1.8% and long-term sales growth 
was just 0.3%.  However, these figures don’t come close to 
telling milk’s amazing story. A drill-down into category 
segments provides an excellent example of how product 
innovation within specialty milk, milk substitutes and 
organic milk drove big growth in a category with huge 
sales and importance across the store. Innovation within 

yogurt, refrigerated juice and eggs also yielded excellent 
growth within the dairy department.

KEY TAKEAWAYS
These findings are not meant to suggest that 
manufacturers and retailers should make drastic cuts 
in their product promotions and funnel those dollars 
into product innovation efforts. Consumer interest in 

value is still very important, even in good economic 
times. However, increased spending has not been 
delivering consistent gains commensurate with the 
huge amounts of money spent on trade promotions. At 
the same time, very few product innovations survive 
in the marketplace. All the more reason to ensure you 
are being very thoughtful about how your company 
promotes and innovates. n

—Retail insights thought leader Todd Hale is the former 
senior vp of consumer and shopper insights at Nielsen and 
is principal at Cincinnati-based Todd Hale LLC. He can 
be reached at todd@toddhalellc.com. 

There’s no correlation between increased 
promotional support and category growth.

PIZZA EXPERTS 

DELIVERING 
INNOVATION & PROFITS

STOCKPALERMOS.COM
PALERMOSPIZZA.COM

3301 West Canal Street
Milwaukee, WI  53208

Taste our
Italian heritage  
and visit us at

PLMA
BOOTH #2100
NOV. 16 -17, 2015

With more than 50 years 
and 3 generations of pizza 
experience, we not only 
deliver an innovative pizza 
program, we deliver profits.

Call 800-800-7912 or visit 
stockpalermos.com to find 
out how to grow your pizza 
category with Palermo’s − 
the pizza experts.



Johnny Harris

JOHNNY’S COLUMN

Listen, this wasn’t my idea. But here are eight things I 
see coming down the pike in the next year or two. (Or 
three.) 

BY JOHNNY HARRIS

As Yogi Berra once said, “It’s tough to make predic-
tions, especially about the future.” 

But this month’s cover story is full of predictions, and 
Warren asked me to come up with some of my own. I 
tried telling him that those who have knowledge don’t 
predict, and those who predict don’t have knowledge. But 
he insisted anyway. So here goes. 

1. Retailers and vendors will all try to differentiate 
by being more “healthy,” and as that continues, 
there will 
be a nice 

niche business for 
delicious, unhealthy 
junk food. Count 
on it. Yes, the big-
gest gains will come 
from organic, natural, 
gluten-free and crap-
free. But there’s still a 
market out there for 
the other stuff.  

2. More 
“healthy 
food” will actually taste good. It doesn’t seem 
that long ago that I’d have preferred eating egg 

cartons soaked in crankcase oil than chowing down on a 
veggie burger. But today, there’s really delicious healthy 
food available. And as more consumers find out about 
it, we may get back some traffic that we’ve lost in our 
departments. 

3. Frozen food companies will get back into pro-
moting and innovating, or in a few short years 
they’ll lose the farm. Brands aren’t spending 
nearly as much on promotion as they used to 

do, and the whole department has suffered. Promoting 
smarter and more efficiently should help, but you never 
know. I’ve seen “sales” where an item sells better at two 
for $5 than at $2.49 apiece. And innovation doesn’t mean 
just adding a new flavor. 

4. Private label 
will get stronger 
in areas where 
brands are cut-

ting back on promotion and 
innovation. As for innova-
tion, private label is doing 
a helluva job. Been in a Trader Joe’s lately? I doubt those 
MBAs from the big food companies have. They really 
need to stop rearranging those deck chairs on the Titanic 
and try something besides tired line extensions. 

5. Consolidation/big weddings will continue. 
People keep telling me that there’s nothing left 
to consolidate, and that all the big companies 
have married up. Well, I keep hearing of new 

potential weddings all the time, on both the retailer and 
vendor side. 

6. Divorces will accelerate and stepchildren will 
be kicked out of the household. All those big 
vendors marrying up don’t always find wedded 
bliss. They’re going to find things they don’t 

like about each other, and soon there will be fights in the 
boardroom. (Or is that “the bored room?”) Next thing 
you know, they’ll be splitting themselves up, or saying 
that the other’s children aren’t “part of the core mission.” 
Companies like Pinnacle should have a fine old time. 

7. For new products over the next few years, we’ll 
see more upscale items than downscale or even 
middle-class items. If you’ve been reading the 
papers or just plain living in the United States, 

you know why. The only wild card here is that Walmart 
occasionally tries to latch onto an upscale item, and then 
the truly upscale stores drop it like a hot potato. But most 
mainstream stores want to carry everything Walmart 
has, and then some. God forbid one of their shoppers ever 
says, “I guess I’ll have to go to Walmart for that.” 

8. Some companies will innovate by giving their 
workers enough time and resources to get 
things done and actually “exceed the expecta-
tions” of their trading partners. Imagine that! 

Oh, the early ones trying this will probably fail. Pioneers 
get arrows in their backs. But pioneers also get the gold. 

Johnny Harris, president of Johnny L. Harris Consulting, 
LLC, Fort Mill, S.C., is a distinguished psychic. He can be 
reached at 803-984-2594 or at cmer0002@gmail.com. 

Promoting smarter 
should help, but 
you never know. 
I’ve seen ‘sales’ 
where an item sells 
better at two for 
$5 than at $2.49 
apiece.

I PREDICT…
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REFRIGERATION

Keilly Witman

‘SOMEONE ELSE’
HAS TO BE US!
A new non-profit group, including Whole Foods and 
several vendors, aims to work together to hasten the 
spread of natural refrigerants. 

BY KEILLY WITMAN

A few weeks ago, a 
group of environ-
mental leaders in 

supermarket refrigeration 
formed a new non-profit 
group called the North 
American Sustainable 
Refrigeration Council.

Its purpose is to bring 
together all supermarket 
industry stakeholder groups 
that believe natural refrigerants are key to eliminating the 
industry’s contribution to the major environmental prob-
lems caused by refrigerant emissions: harm to the ozone 
layer and global warming. Their goal is to work together 
to overcome the hurdles that stand in the way of broader 
adoption of natural refrigerants. 

The organizations represented on the board of directors 
of the non-profit include supermarket end-users, service 
contractors, equipment manufacturers, and component 
manufacturers. Membership in the non-profit 
is open to businesses in all of those sectors.

FOCUS ON NATURAL
While the group is in favor of all refrigerants 
that protect the ozone layer and reduce the 
global warming impact of refrigeration, the 
members will focus on natural refrigerants. 
Why? The answer lies in the paradigm shift of the past 
five years in how our industry moves from one generation 
of refrigerants to the next.

In the past, chemical manufacturers like Honeywell 
and DuPont (now called Chemours) led the charge to-
ward each new generation of environmentally-friendlier 
refrigerants, because they were the ones that developed 
and held the patents on those refrigerants. It was in their 
interest to push for each generation’s wider adoption and 
quick uptake. 

But chemical manufacturers can’t patent refrigerants 
like carbon dioxide and ammonia, and because they can’t 
make money on naturals, they have little business interest 
in their acceptance. Thus, the group that had historically 
led the push for government approval for new refrigerants, 
the adoption of new codes, service technician training, 

and stakeholder education did not step up to the plate on 
behalf of the naturals. And why would they? They are in 
business to make a profit, and there is nothing wrong with 
them championing the solutions that are in their own 
business interest, as they are doing with the lower GWP 
HFO blends that they recently brought onto the market.

However, that means that someone else has to go to 
bat for the naturals. And this reliance on “someone else” 
is the key to the slow uptake of naturals. Companies and 
people interested in natural refrigerants have all been 
discussing the hurdles that need to be overcome for 
years. They sit at conferences, they read and write articles, 
and they discuss late into the night all of the things that 
“someone” needs to do (yes, I do include myself in that 
group). We all have all the answers to all the problems, 
but as long as everyone is waiting for someone else to act, 
nothing gets done. 

This reliance on someone else is not only due to passing 
the buck. Understandably, no one company wants to take 
on the cost and time burden to single-handedly overcome 
the hurdles that face natural refrigerants — not when 
their competitors will benefit from those solutions just as 
much as they will. 

To move forward, we need everyone to be part of the 
solution. We need competitors to work together, and we 
need all the different types of companies that do business 
with naturals to work together. End-users need to share 
information with other end-users. Equipment manufac-
turers that compete with each other in this space need 
to work together where they have common interests. 
Service contractors need to work together to overcome 
the hurdles they face in using natural refrigerants. But 

perhaps most 
important, 
end-users and 
equipment 
manufactur-
ers and ser-
vice contrac-
tors all need 

to work together and acknowledge that all of the hurdles 
they face are interconnected. 

IT’S EVERYONE’S JOB
The challenges and the work involved in setting up a new 
non-profit is not to be underestimated. So kudos to Whole 
Foods Market, True Manufacturing, Carter Retail Equip-
ment, Hillphoenix, Danfoss, Parker Hannifin, and Source 
Refrigeration for stepping up and making the North 
American Sustainable Refrigeration Council happen. They 
all recognized that, in the end, “someone else” has to be us, 
if we want to make progress for the environment.  n

Keilly Witman (keilly@kwrms.com, 202-817-4430) is the 
owner of KW Refrigerant Management Strategy and for-
mer head of EPA’s GreenChill Partnership.

‘Chemical manufacturers can’t 
patent refrigerants like carbon 
dioxide and ammonia… they 
can’t make money on naturals.’
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Did you know

76%
of consumers serve an 
Appetizer or Side Dish 
with their Asian meal?

We did.
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UPFRONT

BRING FROZEN 
SHOPPERS BACK!
Why ‘healthy,’ ethnic, snacks and local — among other 
things — can bring shoppers back down the frozen aisle. 

BY PHIL LEMPERT 

Supermarket retailers today are challenged to cre-
ate a “unique shopping experience” for their cus-
tomers. That’s easier said than done, especially for 

retailers stocking 40,000+ SKUs. What’s more, consumer 
segmentation creates the need to market to many nar-
row slices of the population at once. All this makes it 
more difficult than ever to serve the 32 million American 
adults (an estimate from The Time Use Institute) who 
shop each day in a conventional supermarket. 

MORE HEALTH-CONSCIOUS
A recently completed SupermarketGuru Consumer 
Panel survey, published mid-September, showed that 
58.3% of shoppers say they are “more health-conscious 
than they were a year ago,” and almost the same num-
ber say they are eating healthier as well. And it’s not 
just talk. The National Frozen and Refrigerated Foods 
Association’s (NFRA) soon-to-be-released State of the In-
dustry report, conducted by Nielsen and Todd Hale, LLC, 
found that wellness claims based on organic content 
presence have been growing consistently year-over-year, 
with a four-year compounded dollar growth rate of 14% 
— considerably faster than the 2% sales growth (latest 52 
weeks) across the store. 

Why are consumers eating better? Half of those 
responding to the SupermarketGuru Consumer Panel 
survey said it’s to lose weight, but a large collection may 
simply be more health-conscious because they have more 
nutrition informa-
tion at their disposal. 
They are eating more 
fruits and vegetables, 
eating less fast food, 
reading nutrition 
labels, buying more 
portion-controlled 
foods and buying more local foods — all of which can at-
tract more shoppers to the frozen food aisle.  

As information is more critical and more available to 
shoppers nowadays, industry group leader NFRA has 
done its job in assuring that consumers understand the 
frozen aisle is real food with real ingredients. NFRA’s 
oft-visited Easy Home Meals website has a wealth of 
resources that includes chef-inspired recipes and whole-
some meal ideas showcasing frozen food’s freshness and 
wholesome qualities. Stories and recipes also focus on 

other frozen benefits such as portions and packaging that 
don’t leave anything to waste. 

As the foodie culture in America swells, discussions 
around frozen foods are aplenty in today’s mainstream 
and niche media. A New York Times column in August 
2015 by Stephanie Strom, “TV Dinners in a Netflix World,” 
showcased just how many frozen food brands, both large 
and small, are reformulating their recipes to be healthier, 
include more produce, balance nutritionals and up the 
taste profiles with more chef-and ethnic-inspired foods.  

In a recent interview I did with Christine Day, CEO of 
Luvo, she said her recipe for 
success is to combine a nutri-
tion platform with fabulous 
tasting and unique foods. In-
novation, she noted, is crucial. 
The Hartman Group, which 
also conducted research for 
Luvo, says in a recent analysis, 
Market Dynamic of the New 
Premium, that Luvo is part of 
the premium category in frozen 
foods that is seeing rising sales, 
which fits perfectly with the 
needs of foods’ most passionate 
market — the Millennials who 
savor taste, quality, nutrition, 

convenience and value. And to reaffirm the importance 
of that group, by the year 2020, Millennials will comprise 
57% of the population, accounting for vast buying power. 

In the 2015 NGA SupermarketGuru Consumer Panel 
survey, we also find that the national palate contin-
ues to shift with growing ethnic populations and their 
influence on neighbors, who are inclined to eat a wider 
variety of foods at home to help avoid meal tedium. Seven 
out of 10 respondents say having these kind of foods 
is “very” or “somewhat” important to choosing which 
store they shop in. Not surprisingly, leading the “very” 
important response are Hispanics (46.7%) and Asians 

(39.5%), and consumers age 24 and 
younger (40.5%) — shoppers who 
are coveted by supermarkets. This 
underscores the need to offer a 
wider breadth of frozen foods for all 
ethnic tastes and all meal occa-
sions, including snacks. Per capita 
consumption of snacks eaten in 

place of full meals has reached 191 per year, according to 
the NPD Group. 

NFRA is doubling down on the variety angle with its 
consumer PR campaign. “Variety is something we know 
consumers of all ethnic backgrounds want, and a large 
portion of them simply don’t know the extent to which 
variety exists in the frozen foods aisle,” says Skip Shaw, 
NFRA’s CEO. “Our Cool Food Panel members, regard-
less of their ethnicity, are constantly pushing the enve-
lope, showcasing new brands, ingredients and recipes 

TV Dinners in a Netflix World 
showcased just how many frozen 
food brands… are reformulating 
their recipes to be healthier…

Phil Lempert
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that tear down all taste borders. And 
they’re doing this across a variety of 
media platforms where consumers 
live, work and play.”  

The biggest trend (and one of the 
longest lasting) that I have observed 
in our industry has been the move of 
customers to buy more “local.” This 
trend is not only about supermarkets 

buying tomatoes from a nearby farm; 
it also is present in the frozen food 
department, where we are now seeing 
smaller brands, with limited distribu-
tion that mirrors the local food scene. 
It’s also important to understand that 
one of the major reasons shoppers like 
local, in addition to supporting com-
panies who have a vested interest in 
their communities, is that they want 
to know where their foods are coming 
from and who is making them. With 
frozen “local” food, consumers can 
know the origin of their food and be 
confident in its quality. 

Supporting this trend, our survey 
finds that consumers have a keen 
sense of which countries and regions 
of the world tend to generate foods of 
either high quality or high risk. (One 
perfect example is buying domestic 
frozen blueberries that were picked 
and frozen at the peak of freshness 
versus buying fresh imported ones that 
were picked before they ripen and have 

less flavor and nutrients). More than 
three-quarters of consumers look at 
the location of where their foods come 
from. So it’s not about being 50 or 100 
miles from the store, but about clearly 
identifying on the package where the 
food comes from. 

REACH OUT TO SHOPPERS
The entire frozen food world must 
reach out to shoppers — all shoppers — 
and tell them that we are evolving these 
foods to better meet their needs and 
tastes. The New York Times article was 
a terrific call to action that every frozen 
brand needs to read and learn from. I 
hope you will join me in telling shop-
pers just how great frozen foods are!  n

“Supermarket Guru” Phil Lempert is 
spokesperson for the National Frozen 
& Refrigerated Foods Association, and 
well-known TV/radio news reporter, 
newspaper columnist, author, consum-
erologist and food marketing expert. 

UPFRONT

Shoppers like to know 
where their foods are 
coming from and who 
is making them. With 
frozen ‘local’ food, 
consumers can know 
the origin of their 
food and be confident 
in its quality.
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UPFRONT

3 STEPS TO EFFECTIVE
TRACK & TRACE
Advice to help you (and your brand) survive a recall. 

BY BILL TOMASI

Track and trace has long been important in the 
perishable food industry. But the Food Safety 
Modernization Act (FSMA) has upped the ante by 

putting formal requirements around the process. And 
it’s not just about meeting regulatory requirements — 
it’s also about brand preservation. Should a product be 
recalled, you must be able to find its location in a quick, 
concise, and organized manner. Anything less could 
severely damage the brand — a company’s single most 
valuable asset. 

The key to mitigating risk is swift, clear access to 
product data — where components came from and where 
the finished product has gone. That’s where an effective 
track and trace strategy comes in. Here are three things 
to consider for ensuring your track and trace strategy will 
protect a brand during a crisis.

1. Invest in a system that automatically gathers infor-
mation and easily creates reports.

When a recall 
goes into ef-
fect, you need 
to act fast. The 
response be-
comes all the 
more compli-
cated when 
dealing with 
products that 
have multiple 
components 
from differ-
ent suppliers. 
A company 
could hire 10 
new em-
ployees to 
tackle the 
new FSMA 
data-gathering 

and reporting requirements. But imagine trying to dig 
through file cabinet after file cabinet trying to figure 
out exactly which shipments of frozen quiche contain 
contaminated E. coli spinach. To say it’s a drag is a rabid 
understatement. 

An automated solution, however, will be more accu-
rate and cost-efficient. When a track and trace strategy 

functions properly, it collects information from every step 
in the process: what treatments organic farmers used on 
their crops; when components came into the manufactur-
ing facility and when they left; and, of course, where the 
finished product is going.

A warehouse management 
system easily fulfills this goal 
by recording and monitoring 
information about products 
during each step of the supply 
chain. The system keeps all 
the data in one place and pro-
vides an integrated platform 
among suppliers, manufactur-
ers, and distributors, creating 
greater synergies that stream-
line response not just during a 
recall, but also over the course 
of normal operations.

2. Establish standardized processes.
As soon as a company receives a request for informa-
tion under the FSMA, the clock starts ticking. Instead 
of winging it when it’s time to produce data, spend 
time now establishing protocols for responding to such 
requests. Think about how to gather and mine the data; 
which employees are authorized to access and compile 
it; and how one will meet the requirement for deliver-
ing the data electronically. Enacting such standardized, 
corporate procedures is as important as the data itself 
in ensuring that one’s track and trace strategy will work 
when it’s really needed.

3. Validate the data. 
Finally, one must ensure that the information being 
tracked is accurate. After all, what good is a report if a 
company can’t trust the data that’s in it? Conduct spot 
audits to make sure that the right information is collected 
and that each bit of it is 100% correct. When you automate 
a track and trace strategy, you’re putting a lot of trust in 
it — especially when bringing a new supplier online. But 
by conducting spot audits, it will know that it’s capturing 
information that’s as close to perfect as possible.

When talking about track and trace, you are really 
talking about brand protection. But by weaving these 
three strategies together — automated data collection, 
standardized response processes, and thorough valida-
tion procedures — you have the tools you need to protect 
your company’s future. You will be able to handle a recall 
effectively and intelligently, keeping not just regulators 
happy, but also your customers. n

Bill Tomasi is vp of product management at IBS, a world 
leader in distribution resource management software, 
providing ERP and WMS business applications for the 
wholesale, distribution and manufacturer/distributor 
markets. He can be reached at bill.tomasi@ibs.net.

Bill Tomasi

As soon as a company receives a 
request for information under the 
FSMA, the clock starts ticking. 
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UPFRONT

PROFIT FROM THESE
KVI STRATEGIES 
Here’s how to grow department 
traffic, sales and profits with strate-
gies built around key value items. 

BY JEFF BULGER

Frozen and 
refrigerated 
departments 

are often seen as 
having relatively 
stable inventory 
with few oppor-
tunities to change 
buyer behavior. 
But modern price optimization tools 
— and a strategic approach that sees 
the departments as interdependent 
— can drive more traffic, increase 
margins and build bigger 
baskets.

To do this, each item, 
subcategory and cat-
egory should be analyzed 
through a series of key 
metrics to find its role: 
1. Price elasticity. If you 
change a price on this 
item, how will custom-
ers react? Inelastic items 
show little change in 
response when a price is 
raised. Elastic items show 
large changes in demand 
when a price is lowered. 
2. Close scrutiny of data 
on weekly revenue, units 
and profit. 
3. Assortment analysis. 
Will aggressively changing the strat-
egy in one group of items increase 
their velocity at the expense of the 
rest of the assortment? Lowering the 
price of private label frozen entrees 
and shifting the customer demand 
pattern is only good if it doesn’t can-
nibalize sales and profits in the rest 
of the assortment. 

Key Value Items (KVI) are “key” 
to building traffic through the fro-
zen and refrigerated aisles. The KVI 
list must be short — items typically 
carry much lower margins while 

also increasing traffic. You need 
surgical precision. The perfect KVI 
must have:
1. Strong elasticity — a reduction in 
price will strongly increase consumer 
spend.
2. Higher than average weekly 

metrics — to get full value from a 
reduction here, the customers must 
already recognize the product’s 
value before the first price cut.
3. Low cannibalization of related 
products — a reduction in price 
will build basket size in new ways 
without impacting customer loyalty 
to other products in the same area.

Next, by using the same methods 
on items that aren’t on the KVI list, 
you can zero in on subcategories that 
are best for overall traffic increase.

And what about the subcategories 

with low elasticity, lower weekly met-
rics and the potential to hurt other 
items in the assortment if priced 
aggressively? These areas present the 
opportunity to increase profit dollars 
and expand assortments that attract 
more discriminating shoppers. While 
the traditional products that have 
been around for decades are still 
present in entrees, vegetables and 
other main line categories, the nature 
of the sections has changed dramati-
cally to include selections unheard 
of even five years ago – gluten-free, 
organic, natural, prepared foods, diet 

and vegan. 
The overall effect is both balanced 

and precise. Some categories pull 
customers into the aisle with value 
while others are keeping them there 
with offerings of new, healthier and 
highly convenient choices. The cycle 
quickly becomes self-perpetuating 
as this section of the store becomes 
a hub of both value and interesting 
meal choices.

However, there are two cautions 
to keep in mind. First, the consumer 
demand pattern never remains static 
— the approach to the attraction/
retention cycle must be reviewed 
constantly, based on the latest data. 
Second, without the benefit of a 
pricing intelligence system that can 
review every item in every subcatego-
ry at a high frequency, items will fall 
through the cracks as consumer de-

mand patterns and 
competitive impacts 
change at lightning-
fast speed. In less 
than four months, 
Greek yogurt went 
from a minor part 
of the assortment 
to a category leader 
with a completely 
different strategic 
impact and role. 

It’s important to 
use a disciplined 
approach to KVIs 
while staying on 
top of — or even 
ahead of — which 
category items 
create destination 

traffic. This can transform frozen 
and refrigerated departments into 
store traffic and profitability leaders. 
Shaking off old habits and examin-
ing current shopper behavior in full 
detail can help you make pricing and 
assortment choices that expand mar-
ket baskets while attracting a richer 
array of non-traditional shoppers. n

Jeff Bulger is senior manager, cus-
tomer success, for Revionics, Inc. In 
the second segment of this two-part 
article, he’ll dive deeper into explor-
ing demand-sensing capabilities.

Jeff Bulger

42 www.frbuyer.com  OCTOBER 2015



-10

0

10

20

30

40

50

2012
52 Weeks thru 

12/22/12

2013
52 Weeks thru 

12/21/13

2014
52 Weeks thru 

12/20/14

-4 0

41

-6 -1

50.2

-5 -1

37�.1

YOU DESERVE 
ANOTHER 37%
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Joe Kent
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Growth, that is. Actually, as our partner, you deserve 100% of the credit.

We’re proud to have grown dollar sales by at least 37% over the past three 
consecutive years*. This makes Innovasian Cuisine the fastest growing Frozen Asian 

brand* and one of the fastest growing brands in all of Frozen Prepared Meals. 

Thank you. And together, here’s to many more.
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In 2016 and beyond, frozen may 
lose space to dairy. Manufacturers 
will launch more new products, but 

on the frozen side, retailers expect little 
in the way of true innovation. Retailers 
are a tad more bullish than vendors 
about promotion levels next year, but 
all agree that digital and e-commerce 
are growing like topsy. You can look for 
fewer demos next year, and a weaken-
ing of broker influence. 

These are among the trending 
highlights of an extensive phone and 
e-mail survey of frozen and refriger-
ated food vendors and retailers done 
over the past month. While I wouldn’t 
say it is a definitively accurate snapshot 
of the industry, I do believe it is direc-
tional. If nothing else, there is food 
for thought in many of the comments 
here — whether you agree with what’s 
said or not. 

But let’s be clear right now that 
retailers are not going to be expanding 
or contracting big sections of relatively 
fixed space in either frozen or refriger-
ated space over the course of a year. 
As Don Stuart, managing partner at 
Wilton, Conn.-based Cadent Consult-
ing, quite rightly says, “They can’t.” 

He sees new stores and remodels 
emphasizing more fresh/less frozen, 
but forget about any sudden big 
changes. In fact, the changes you see 
throughout this story are undoubtedly 
more about where survey respondents 
see trends over the next few years, 
rather than just 2016. 

To my way of thinking, the industry is 
becoming more like the federal gov-
ernment every day. There’s nowhere 
near enough money, time or resources 
to get things done more than half-
assed. Big money — on both the

WHAT’S 
NEXT?
Here’s what retailers and 
vendors see in the crystal 
ball for 2016 and beyond. 

BY WARREN THAYER
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Among retailers, 55% of our survey respondents 
expect frozen food space to remain unchanged, 

with 27% expecting it to shrink and only 18% predicting 
growth. One retailer who expects space to shrink points 
out that fresh and dairy continue to put pressure on fro-
zen for more space “based on performance — sales, units 
and gross profit.” 

Some expect space to increase in their chain’s remod-
els, and others say they have expanded frozen space in 
recent years and will be holding steady for awhile. One 
reported that a shift to more small-format stores will 
simply decrease the size of all departments. 

Among manufacturers surveyed, 36% expect de-
partment space allocation to shrink, with another 36% 
expecting it to stay the same. But 28% expect the depart-
ment footprint to grow.

Pessimists blame lackluster sales in the department 
in recent years, particularly in key categories such as 

dinners and entrees. They say consumers perceive frozen 
foods as too processed, with too many unpronounceable 
and unhealthy ingredients. 

Those who are optimistic about frozen food growth say 
the dominant manufacturers are putting more focus on 
on-trend healthier products, and can also be expected to 
bring attractive slotting and promotion money to retail-
ers. They also cite improved consumer perceptions result-
ing from public relations efforts of the National Frozen & 
Refrigerated Foods Association. s

Manufacturers surveyed are more optimistic about 
space being added to dairy departments than their 

retailer counterparts. Yogurt and eggs are most common-
ly singled out as categories driving potential added space 
— either taking room away from slower-moving segments 
or forcing an increase in the department as a whole. 

Convenience, friendlier packaging and single-serve are 
also seen as contributing to gains in the dairy footprint. 

FROZEN’S  
FOOTPRINT

Expected change
 Retailers Vendors
Grow 18% 28%
Shrink 27% 36%
Same 55% 36%

DAIRY’S  
FOOTPRINT

Expected change
 Retailers Vendors
Grow 45% 59%
Shrink – 6%
Same 55% 35%

retailer and the vendor sides — rules. (You know the 
Golden Rule of Business, don’t you? “He who has the 
gold makes the rules.”)

As in Congress, each special interest (in our case, 
retailer, vendor and broker) wants someone else to 
pick up the tab for everything. And like Congress, they 
all fight like hell and nothing much seems to change. 

Yet, I’m an optimist on all counts. Eventually, this 
logjam has to break. I’m encouraged by the vendors 
who give more than lip service to quality and service 

as well as price. I’m glad that some of the Big Food 
companies are getting their butts kicked and are 
scrambling to get back on track. And even though 
slotting and various vileness live on and are making 
anecdotal gains, there’s a spark at many retailers that 
shows they’re serious about getting things right and 
filling consumer needs.   

As my dad used to say to me when bad stuff was 
hitting the fan, “Well, I suspect the Fourth of July will 
still come, regardless.” s
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Some observers expect growth for dairy but even more 
for deli. But there is concern about whether Greek yogurt 
has potential for still more growth, or if it has matured. 

Retailers say that fresh perimeter departments, 
including dairy, are “in” with consumers now and more 
likely to grow than frozen. Some see dairy’s growth 
coming out of the hide of the frozen department. Sev-
eral retailers expect to increase the size of dairy sec-
tions with remodels next year. s

Manufacturers seem ready to launch more new prod-
ucts than retailers are expecting in 2016. Fully 61% 

of manufacturers say they will increase their number of 
introductions next year, 
while only 42% of retail-
ers expect to see more. 

Todd Hale, principal at 
Todd Hale, LLC, Cincin-
nati, expects to see more 
new frozen products next 
year “because the busi-
ness climate is improving 
somewhat and vendors 
see the need to innovate 
to pull the department 
out of soft times.”  

Retailers and vendors alike say that better-for-you and 
organic and gluten-free will be key drivers, along with 
convenience and product innovation. What sort of in-
novation? Well, nobody seems sure, or, if they are, they’re 
not telling. Retailers are skeptical of true innovation 
within frozen, with some saying they expect “renova-
tion, not innovation” — meaning cleaner ingredi-

ent decks and healthier versions of existing products. 
But retailers see possibilities for real innovation in 

dairy, especially in plant-based milk alternatives, cold-
brew coffee, eggs and yogurt. They agree that the flat-
tened sales of yogurt recently will not work against the 
category, since they expect 
vendors to work hard on 
innovation to differentiate 
their offerings.

Both retailers and ven-
dors agree that niche and 
better-for-you products 
from smaller manufacturers 
will see more launches, and 
will likely get more space on 
the shelf in 2016 as retailers 
seek differentiation. They 
say that specialty frozen 
food in dedicated sections 
— such as Asian or Mexican 
or organic — will become 
increasingly popular. 

A number of retailers 
expect fewer new items in 
2016 because of the consoli-
dations on the manufacturer 
side. Says one retailer, “As 
big suppliers merge, it takes 
time to see what new items 
will be launched — they 
will be delayed and reprior-
itized.” Another retailer who 
expects fewer new items 
adds that “Manufacturers appear to be taking a more 
targeted approach to new item introductions, rather 
than throwing many items at the wall to see which ones 
stick. Retailer/wholesaler fees are increasingly expensive 
(now even Walmart is charging for slotting) due to high 
new item failure rates and associated expenses with 
marking down and disposing of discontinued items.” 

For their part, some vendors say they are tired of 
playing in the branded retail game, and are going to be 
introducing fewer new products so they can focus more 
attention on private label and foodservice. They complain 
that retailers — especially conventional grocers — are 
slow to accept real innovation. 

Others plan to use 2016 to “fix the mix” on existing 
products in their lines, or to grow and support items 
launched this year. That’s not necessarily bad news, as 
many of those surveyed say that new products introduced 
this year are just now gaining traction. And several say 
they will be adding new products next year or in 2017 as 

more production capacity is added. 
“Fix the mix is huge,” according 
to Cadent’s Stuart. “There is no 

more space, so innovation 

There will be 
more new frozen 
products next 
year ’because the 
business climate 
is improving 
somewhat and 
vendors see the 
need to innovate 
to pull the 
department out 
of soft times.’ 
— Todd Hale,
 Todd Hale LLC

COVER STORY

NEW  
PRODUCTS

Expected change
 Retailers Vendors
Grow 42% 61%
Shrink 25% 26%
Same 33% 13%

In frozen, some 
retailers expect 
‘renovation, not 
innovation’ — 
meaning cleaner 
ingredient decks and 
healthier versions of 
existing products.
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platforms must be 
launched at the 
expense of delist-
ing less incremen-
tal SKUs.” 

One frozen 
manufacturer 
sums it all up this 
way: “The center 
of the store in 
general, and the 
frozen aisle in par-
ticular, still drive a lot of volume and profit. By definition, 
the center of the store can’t be on the more fashionable 
perimeter, so retailers are looking for ways to get more 
traffic and profit out of that space. 

SPECIALTY & NICHE
“By giving more attention to specialty, niche and newer 

categories that are on-trend, more interesting, and/or 
better-for-you, retailers hope to get more traffic into the 
frozen aisle. And by shifting to the specialty, niche, and 
new, the focus is on the products, not the price. This pro-
vides a little more margin than some of the more mature 
and, in some cases, declining categories.” s

Okay, so there’s universal agreement that better-for-
you products will pick up space next year, regardless 

of category. But the real action will be in segments within 
categories, rather than across entire categories. 

About two-thirds of manufacturers surveyed expect 
their categories 
to get roughly the 
same amount of 
space next year as 
they did this year, 
with another 30% 
expecting “the 
same” and the rest 
expecting a de-

cline. A wide variety of manufacturers are included in the 
survey, and it’d be dopey to break things down further for 
the sake of granularity or to look especially smart. 

It’s clear, however, that refrigerated manufacturers are 

more optimistic about gaining space than 
their frozen counterparts. And manufac-
turers in general tend to be more opti-
mistic if their products are traditionally 
merchandised next to a declining category, 
figuring it will be easier for them to grab 
more space in a reset. 

So let’s turn to the retailers. Here are 
categories most often singled out as get-
ting more space next year on the refriger-
ated side: plant-based beverages (think 
almond milk, etc.), yogurt, eggs, juice and 

heat-and-eat options. Categories most likely to lose space, 
according to our respondents, include commodity milk, 
lunchmeats, hot dogs, puddings and dough.

On the frozen side, retailers most often say they’ll give 
more space to fruit, smoothies and side dishes. One chain 
buyer says he sees space gains going to superpremium ice 
cream, steamed veggies, no-sugar-added items, non-dairy 
ice cream and specialty pizza. But our retailers say that 
entrees/dinners, frozen juice, desserts and bagels/bread 
can expect space challenges next year. 

Ellen Schmitz, principal, client insights, at IRI, the 
Chicago-based market research firm, notes that “a lot of 
frozen space is tied up by dinners, and that’s been doing 
poorly the last couple of years. But it does appear that 
pizza is picking up some space, as well as novelties.” s

Retailers in our survey are more optimistic about 
increases in vendor promo spending next year than 

manufacturers. But they’re also more likely to expect less 
spending. “Suppliers are watching their spend rates,” is 
how one retailer put it. And another retailer says, “We 

COVER STORY

Among the winners: 
fruit, smoothies and 
side dishes in frozen; 
plant-based beverages, 
yogurt and eggs in dairy. 

CATEGORY
WINNERS
& LOSERS

PROMOTION:
MORE, OR 

LESS?
Expected change
 Retailers Vendors
Grow 58% 42%
Shrink 25% 8%
Same 17% 50%

‘Fix the mix is huge. 
There is no more 
space, so innovation 
platforms must be 
launched at the 
expense of delisting 
less incremental 
SKUs.’ — Don Stuart, 
Cadent Consulting 
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continually see manufac-
turers cutting promotions 
in attempts to make their 
promotional dollars ‘more 
efficient.’” 

Todd Hale notes that 
promotion in the aggregate 
has stayed about the same 
over the past four years 
in dairy/deli/frozen. For 
the 52 weeks ended July 
25, 2012, the change in 
units on promotion versus 
the prior year was -2%. In 
succeeding years through 
2015, the change was +1%, 
-3% and +1%. 

The real action has 
been within the different 
departments, he says. In 
those four successive years, 
the change in units on 
promotion for dairy was, 
respectively, 0%, 0%, -4% 
and +6%. In frozen, it was -6%, +2%, -3% and -7%. And 
in deli, it’s been +4%, +3%, +9% and +3%. Hale says that 
the recent spike in dairy is at least partially attributed to 
eggs, butter and plant-based beverages such as almond 
milk. And of course the prepared meals and snacks 
have been booming in the deli. With promotion down 
so far in frozen thus far in 2015, and considering the 
angst many feel about the future of the 
department, I’d expect to see more 
promo next year. 

According to one chain 
executive, “More promo-
tion is needed (particularly 
in frozen) as customers 
migrate more to the fresh 
side of the store. Pulling 
back now is not wise. We 
expect to see more elec-
tronic and digital media 
driven promotions using 
social media, stealth mar-
keting, and special deals that 
reward customers for loyalty and 
maximize spend while limiting risks. I 
also see the paper advertisements continuing on, as that 
portion of our business is not extinct yet.” 

There’s pretty near universal agreement that there 
will be a lot more spending on digital next year com-
pared with this year. The focus is on smart phones and 
social media. 

Although they’re in the minority, some respondents on 

both sides worry that digital may not be producing rings 
at the register. One manufacturer says, “We think social 
media is way too cluttered to drive consumer demand.” 

But IRI’s Schmitz is confident that digital promotion 
is getting the job done. “Digital is very targeted, and it is 
definitely working. We have a whole group here evaluat-
ing different programs. It makes total sense — people 
are spending a lot more time on digital devices, and it’s 
very inexpensive to execute.” 
One manufacturer who is bullish on electronic media 
says he’ll be promoting more on “Digital, of course! The 
way consumers shop has changed over the years. Con-
sumers are using paper shopping lists and coupons less 
than ever, and are shopping with mobile phones in hand 
more than ever. Brands can be successful by targeting 
the consumer on their mobile devices with the use of 
electronic couponing, and advertising within shopping 
apps. Consumers are also researching products from 
right within the store. By proper use of SEO, brands can 
help consumers access coupons for products that they 
may have not otherwise bought.”

BYE-BYE BOGO?
There’s pretty fair agreement — especially among 

manufacturers — that deep discounts and BOGOs will 
decrease somewhat next year, or at least they’d like them 
to. Yet multiples, like 3 for 
$5, remain popular. Other 
than that, opinions varied 
widely about what types of 
promotions work best. 

According to one 
manufacturer, “Hope-

fully, we’ll see less 
focus on price, 

and more focus 
on products, 
new/emerging categories, thematic promo-
tions and events. We don’t think deeper 
discounts on traditional frozen products 
and categories will drive more traffic to the 
center of the store. Things like promoting 

family meals, celebrating Chinese New Year, 
etc., are the kinds of promotions we would like 

to see more of. We think retailers will benefit 
if they promote some of the new and emerging 

categories, to let the consumer know they have more 
and different options in the frozen aisle.”

IRI’s Schmitz believes that if nothing else, promotion 
will be more efficient in the year ahead. “Everyone is 
getting smarter about the way they price and promote. 
They’re cutting out things that haven’t worked, and 
maybe going for shallower TPRs.” 

Most manufacturers told me that demos are on their 
serious “bad list.” I got so many earfuls on this from both 

If nothing else, 
there’s agreement 
on one point: there 
will be a lot more 
spending on digital 
next year compared 
with this year.

‘Digital is very 
targeted, and it is 
definitely working. It 
makes total sense — 
people are spending 
a lot more time on 
digital devices, and 
it’s very inexpensive 
to execute.’ 
— Ellen Schmitz, IRI 
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      What kind of ice cream brings curious foodies and global consciousness to your freezer case?
New, ultra-premium Choctál, the first single-
origin line in the category. Each origin features
a single, exotic variety of cacao or vanilla
beans. So your customers can compare eight
distinctive chocolates and vanillas. Like Ghana
vs. Costa Rica. Madagascar vs. Mexico. The
buzz is already growing. Shouldn’t your ice
cream sales be, too? Don’t wait. Call Robert
Michero at 855-424-6282 or e-mail him at
robert.michero@choctal.com to learn more.

Bring the world 
to your freezer case.

Introducing Choctál single-origin ice creams.
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Scoop globally. 
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retailers and vendors that I decided to make it a separate 
topic. s

I don’t have actual data on this because our survey 
didn’t even ask about demos. But lots of people volun-

teered opinions anyway, which surprised me. Retailers 
seem to understand vendor frustration with demos, but 
say that demos need to be improved rather than discon-
tinued. Vendors generally don’t like demos, calling them 
expensive and inefficient. 

Let’s start with the retailers. “The current programs 
that the vendor community uses are ‘Mabel with a 

table.’ They lack pizzazz 
sufficient to justify the 
spend and/or deliver the 
anticipated results,” says 
one chain executive. “We 
are looking at sourcing 
these out and taking 
them to a new level. 
Eliminating them totally 
is a bad move because 
it can drive trial. Com-
panies need to invest 
in solutions that offer 
excitement.” 

Another chain executive says, “There is always a need 
for balance of trade and demo monies. There’s no doubt 
that a strong ad with display will normally get more trial 
for a new item than demos. But there is need for some 
theater in the store and I have seen some brands fail 
because they did not allocate at least some funding to 
demo. Again, it’s balance.”

But like I said, vendors are generally less than thrilled 
about demos. Here are some typical comments: 

—“We control the demos by contracting certain days 
that they have to do them and give each demo person 
packets on the execution, etc. With that, we also under-
stand that some demo people aren’t very good no matter 
what you do. Bottom line, our biggest issue with demos 
is you’re hitting only those consumers who are in the 
store during those hours on that day — a pretty small 
audience in most cases.”

—“Demos are very expensive and are done for the 
retailer’s benefit. You have one day, four to six hours, 

inexperienced demo people, and the demo could be 
scheduled during the week — not a heavily shopped day. 
We have for 30 years given them our best shot and it is 
a losing way to promote. A TPR, or electronic coupon 
which can be good from two to four weeks, is far more 
effective and the way the shopper buys today. We refuse 
to do demos, and just turned down an account because 
the buyer wanted $6,000 worth of demos and a demo 
plan in place.”

Aside from all that, vendors think demos are a dandy 
idea. s

 

Hey, don’t blame me, I’m just the messenger. But a 
good chunk of respondents see the influence of 

brokers weakening next year. This was spread pretty 
evenly among both large and small retailers and ven-
dors. The dissatisfaction has different causes depending 
on who you ask, but it’s very much there. 

So here’s my gut instinct. Big manufacturers, especial-
ly, are wanting to pay only for menu-based services, and 
are putting heat on broker fees. Some of them are threat-
ening to move to direct sales, though observers are split 
on whether going direct is a trend or not in frozen and 
refrigerated foods. Smaller manufacturers complain 
they are getting lousy service from large brokerages 
because of their size, and some of them are finding true 
love with small, specialist niche brokers. As one vendor 
put it, “I can’t speak for the big dogs, but for a smaller, 
specialty manufacturer, having strong, engaged, results-
focused brokers is critical to our long-term success.”

Yet many broker companies have a bad habit of taking 
on more clients than they can handle in these days of 
multi-tasking and budget squeezing. Broker employees 

‘The current 
programs that the 
vendor community 
uses are ‘Mabel with 
a table.’ They lack 
pizzazz sufficient 
to justify the spend 
and/or deliver the 
anticipated results.’ 

THE DEMO
DEBATE

BROKER
INFLUENCE

WANING
Expected change
 Retailers Vendors
Grow 17% 23%
Shrink 33% 47%
Same 50% 30%

COVER STORY

54 www.frbuyer.com  OCTOBER 2015



have too much to do in too little time. But given the pres-
sures of the market, it’s easy to see why this is happening.

As for retailers? Forget it. Buyers are beyond 
swamped and can use all the help they can get. One 
manufacturer who sees brokers becoming stronger 
says, “I had a retailer not give me his card because he 

wanted everything 
funneled through 
the broker.” Ouch. 
And this guy is 
senior at a decent-
sized company. 
Yeah, that kind of 
blew my mind. 

It all gets down 
to money, of 
course. Cost-shift-

ing is nothing new, but it’s gotten more extreme in the 
recession that was supposedly over a couple of years ago. 
There are so many nuances here that summing things 
up in a neat package is not even close to possible. So here 
are some verbatim comments, starting with retailers.

RETAILERS
—“Most retailers prefer dealing with a broker because 
turnover for most sales agents with the CPG occurs too 
frequently and the impending learning curve causes 

the business to suffer. A broker provides ‘normalized’ 
transitions and has the benefit of sitting with a category 
manager across multiple categories and fully under-
stands the retailer desires, market strategies, and ‘hot 
buttons’ not to push.

“The retail side of the business (resets) is changing 
models and going to a single-source solution. Brokers 
have baked in a lot of profitability in this arena and 
most of them do not have the highest-quality, single-
source solution to provide to the retailer. They will need 
to adjust their need for this dependency as they con-
tinue to see it shift and/or improve their offerings.”

—“A strong broker will continue to do well because the 
principal trusts their judgment and truly lets them run 
their account. I’m personally seeing too many compa-
nies hiring their team right out of college without any 
knowledge of the industry. They don’t understand the 
needs of the consumer or the company they call on and 
there is a huge disconnect.” 

—“More and more manufacturers seem to want the na-
tional representation rather than regional and also want 
to get their fair representation at store level.” 

—“Broker influence will be about the same, although 
they are helping filter the data better than previous 
years.” 

One manufacturer who 
sees brokers becoming 
stronger says, ‘I had a 
retailer not give me his 
card because he wanted 
everything funneled 
through the broker.’



—“With consolidation, brokers are getting larger but 
maybe less effective with many more lines. It will be in-
teresting what effect the merger of Ahold and Delhaize 
will have in the market.”

VENDORS
—“Brokers have influence only where they add value and 
that value has to be understood by the retailer for them 
to be influential and effective. Great brokers are few and 

far between. Most 
brokers do not earn 
their wages, but great 
brokers close deals 
and are very efficient 
for manufacturers 
and retailers. Great 
brokers are getting 
older and the indus-

try is not attracting younger broker personnel. Who 
would want to work for a broker when the retailers don’t 
respect them or partner with them? Great brokers are 
retiring and there is a great need for young talent.”
—“Broker influence is getting slightly stronger. There’s 
a bigger focus on business insights/analytics, but less 
focus on store level retail coverage across the board.” 
—“Brokers don’t seem to offer the influence that they 
used to. The retail buyers seem to be looking more at 
the numbers and slotting fees for new items.” 
—“Longevity at the broker level as well as the customer 
level does allow for insight to the manufacturer. De-
mands by the retailers for support with resets and some 
large manufacturers demanding ‘total coverage’ at retail 
has made the retail service provided to smaller manu-
facturers almost nonexistent.”
—“Brokers are weaker at headquarter influence. Retail-
ers are less reliant on broker involvement in promotion-
al planning and planogram design but still count on 
them for store coverage work — resets and continuity 
coverage. Retailer consolidation is eliminating many of 
the smaller brokers who built their business on high-
level relationships. The larger brokers are not focused 
on these relationships and validate their existence by 
providing services focused on data analytics and retail 
store coverage.”
—“We do a little more headquarter management 
directly and may reduce some of the commission base, 
but for a company of our size ($1B) the retail merchan-
dising is critical to maintain a presence and we aren’t 
going to migrate to a direct retail force anytime soon.”
—“Weaker. The few brokers have too many accounts 
and many accounts don’t allow entertainment, where 
some past relationships were formed. Also, decisions 
are more data-driven than people-driven than in the 

past and upper management access seems to be de-
creasing for brokers.”
—“In the private label world, Daymon, Federated, Topco 
and others are losing their share of the business as they 
have been too rigid on how they are compensated in a 
changing world. Manufacturers want more of a menu 
approach and (brokers) are more fixated on a percent 
fee, which is not always the best way to compensate 
them for their services.”

—“The pendulum is swinging back to regional/local 
brokers unless you are a mega-manufacturer. Medium/
small companies just can’t get the attention of big bro-
kers. Buyers are stretched to breaking point also. They 
need help.” s

Among retailers, the key worries focus around 
declining sales in frozen foods, commodity cost 

changes, bird flu/egg costs, food safety and increased 
competition from emerging channels. 

Concerns about getting Millennials down the frozen 
food aisle is at or near the top of the list for most. Chain 
buyers are hoping frozen foods can find an identity that 
consumers understand and embrace more. 

But concerns aren’t confined to frozen foods. As one 
buyer put it, another concern is “properly respond-

ing to shifts in consumer 
preferences in areas that are 
space-constrained.” There 
are also worries about the 
unhealthy image of many 
processed foods, including 
frozen dinners/entrees and 
even yogurt, which often 
has a high sugar content. 

Another retailer says he 
has concerns about the lack 
of stability in commod-
ity costs: “Huge swings in 
costs are becoming more 

and more prevalent. Supply and demand seems to have 
a much more global effect and traders are adding new 
variables to the puzzle.” 

The potential impact of bird flu came up time and 
again among retailers, who worry that any further out-

‘As Lidl enters the 
U.S. market, it will 
be interesting to 
see if it and Aldi 
will have the same 
impact on our 
market as they 
have in Europe,’ 
says one retailer. 

WHAT KEEPS 
YOU UP AT 

NIGHT?

‘There’s a bigger focus 
on business insights/
analytics, but less 
focus on store level 
retail coverage across 
the board.’
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breaks would have a serious im-
pact on egg prices. Food safety 
is also an issue, though less 
commonly cited. Says one 
chain buyer, “We will 
just be glad to have 
Blue Bell back!” after 
the listeria outbreak. 

Competition has 
always kept buyers 
up at night, but 
with chains invad-
ing from Europe, 
the growth of e-
commerce and the 
availability of fro-
zen and dairy foods 
about everywhere 
but cigar shops… well, 
it’s tough. 

“As Lidl make its en-
trance into the U.S. market, 
it will be interesting to see if 
it and Aldi will have the same 
impact on our market as they have in 
Europe,” says one retailer. 

Another adds that his chain is seeing increasing 

competition in Southern Califor-
nia as the Haggen stores are 

dispersed among different 
buyers. 

Vendors share these 
concerns. But also high 

on their lists were the 
economy, over-stor-
ing, GMO labeling 
and new labeling 
laws in general. One 
vendor says retail 
consolidations are 
always a concern. 
“The larger the com-
pany, the slower they 

move and the more 
costly they become to 

do business with.” 
But there’s still some 

joy in Mudville. As one 
vendor notes, “Despite all 

its problems, this is still a great 
industry in which to compete and 

participate.” And Alan Murray, CEO of 
Boulder, Colo.-based NextFoods, says enthu-

siastically, “It’s great not to be BIG FOOD!”  n



SPOTLIGHT: ICE CREAM

58 www.frbuyer.com  OCTOBER 2015

A TEMPORARY 
SETBACK
The removal of Blue Bell products 
from freezers nationwide dragged 
total ice cream sales down a bit. 
But a whole host of innovative new 
items promises to bring the cat-
egory back.

BY DENISE LEATHERS

Thanks in no small part to Blue 
Bell’s months-long disappear-
ance from the shelves following 

a listeria outbreak, ice cream/sherbet 
volume slid 2.7% across channels 
during the 12 weeks ended Aug. 
9, reports Chicago-based market 
research firm IRI (@IRIworldwide). 
However, growing demand for 
higher-priced premium options miti-
gated the impact on dollars, which 
fell just 0.9% to $1.52 billion. 

Among the four ice cream/sherbet 
subcategories, only the Breyers-
dominated ice milk/dairy dessert 
segment saw dollar sales expand 
(+4.4% to $62.01 million). The larg-
est subcategory, ice cream, was off 
0.6% to $1.33 billion (though all of 
the traditional top 10 manufactur-
ers except Blue Bell posted gains) 

while sherbet/sorbet/ices fell 2.4% to 
$50.70 million. But the biggest loser 
was frozen yogurt/tofu, down 8.9% 
to $79.35 million (despite double-
digit gains by Nos. 2 and 3), as more 
consumers opted for “the real thing” 
over better-for-you alternatives. In 
fact, 11% of respondents to a recent 
survey by Mintel said they actively 
avoid “healthy” versions of frozen 
treats because they’re meant to be 
just that: treats.

According to a new report from 
the London-based company, con-
sumers still want ice cream that’s 
good for them, but products “low in” 
calories, fat and sugar no longer meet 
their definition of healthy. “Instead 
of placing the focus on what prod-
ucts lack, promoting added benefits 
that are often tied to health, such 
as premium, locally sourced ingre-
dients, healthy mix-ins and dairy 
alternatives, may hit the mark,” says 
the company. And that’s exactly what 
manufacturers are doing.

SMALL-BATCH IS 
BIG BUSINESS
“The biggest trend is the sheer 
number of small-batch shops trying 
to enter the category in an effort to 
meet demand for artisanal brands 
with higher quality and locally 
sourced ingredients,” says George 
Denman, vp of sales for Cincinnati-
based small batch manufacturer 
Graeter’s (www.graeters.com). In 

fact, last month’s Natural Products 
Expo East featured at least a dozen 
such companies, one of which is 
actually called Batch (see sidebar). 

While most of those manufactur-
ers’ products are truly hand-crafted 
in small batches, big companies that 
recognize the trend’s popularity 
among Millennials in particular are 
looking for a piece of the artisanal 
pie as well. For example, Glendale, 
Calif.-based Nestlé recently de-
buted an Artisan Collection under 
it Häagen-Dazs brand (www.haagen 
dazs.us). After evaluating more than 
100 different products, the company 
reportedly worked with a handful of 
ice cream artisans (identified on the 

THE SCOOP ON 
NATURAL

ICE CREAM
Last month’s Natural Products 

Expo East in Baltimore featured 
several natural and organic 

ice cream and frozen novelties 
manufacturers. Here’s a look at 
some of their newest offerings:

Three Twins Ice Cream (www.
threetwinsicecream.com), 
Petaluma, Calif., adds two new 
flavors, Cherry Chocolate Chunk 
and Banana Nut Confetti, to its line 
of certified organic pints. Made 
with a simple, from-scratch base 
featuring milk, cream, sugar and 
eggs, the pints retail for between 
$4.49 and $4.99 and are packed 
eight to a case. The company also 
debuts organic Madagascar Vanilla 
Ice Cream Wafer Sandwiches. SRP 
for a 24-ounce six-pack is $5.79 to 
$6.29. They’re also sold singly for 
$1.99 to $2.49.                             b 

The Jolly Llama builds on the 
success of its dairy-free Coconut 
Cream Pops with new Coconut 
Cream Sandwiches, coming early 
next year.

Mr. Green Tea adds a sixth 
flavor, Black Sesame, to its line 
of traditional Japanese-style ice 
cream pints.
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front of each package) to co-create 
six unique new flavors: Applewood 
Smoked Caramel Almond, Banana 
Rum Jam, Tres Leches Brigadeiro, 
Chocolate Caramelized Oats, 
Spiced Pecan Turtle and Ginger 
Molasses Cookie. 

While small-batch ice cream 
makers say mass-produced products 
like Haagen-Dazs’s don’t meet most 
consumers’ definition of artisanal, 
Häagen-Dazs dollar sales jumped 
7.9% during the most recent 12 
weeks on a 2.2% increase in units. 
But the biggest gainer among the 
top 10 was No. 7 Talenti (+36.6%), 
whose late 2014 purchase by mega-
producer Englewood Cliffs, N.J.-
based Unilever has had little effect 

on its popularity so far. It introduced 
seven new gelato flavors this year, 
from tried-and-true (Chocolate Chip 
Cookie Dough) and tried-and-true-
with-a-twist (Salted Peanut Cara-
mel) to dessert-inspired (Oatmeal 
Raisin Cookie and Tiramisu). 

Another noteworthy new Talenti 
variety is Raspberry Cheesecake, 
which taps into one of the hottest 
new flavor trends: cheese in ice 
cream. While doubling down on 
dairy may seem a bit over the top, 
other manufacturers are jumping in 
as well. For example, Florham Park, 
N.J.-based Ciao Bella (www.ciaobel 
lagelato.com) recently rolled out 

Chocolate Mascarpone gelato. And 
Graeter’s will soon begin producing 
pints of Cream Cheese with Cin-
namon Crumbles ice cream after the 
flavor performed well at its scoop 
shops. The flavor is based on one of 
the most popular baked goods sold 
at the shops: a cream cheese-filled 
cinnamon Danish topped with but-
tercream frosting, says Denman. 

CARAMEL POPCORN 
ICE CREAM?
He also notes a trend toward cara-
mel flavors, including a Caramel 
Fudge Brownie variety that Graeter’s 
tested at its brick-and-mortar stores 
this past summer. While everyone 
offers a version of salted caramel, 
one take on caramel not seen before 
is Yuengling’s Caramel Popcorn fla-
vor, one of four new varieties rolled 
out by the Orwigsburg, Pa.-based 
company (www.yuenglingsicecream.
com) this past spring. Other new ad-
ditions, Orange Cream and Peanut 
Butter Cup, milk the nostalgia trend, 
as do the company’s Root Beer Float 
and Black & Tan varieties. 

Nestlé-owned Dreyer’s (www.
dreyers.com) is doing the same 
thing with its new frozen custard 
lineup, which features six flavors 
often sold at frozen custard stands 
(Old Fashioned Vanilla, Chocolate 
Malt, Peanut Butter Pie, etc.), which 
many consumers visited regularly as 
kids. Another manufacturer trading 
on consumers’ happy childhood 
memories is Lafayette, Calif.-based 
Boardwalk Frozen Treats (www.
boardwalkfrozentreats.com), 
maker of the new 14-ounce Baskin-
Robbins lineup, now available in 
supermarkets. 

“Licensing agreements that bring 
products from shops, restaurants, 
coffee shops, etc. are very relevant 
right now,” says vp of sales Don 
Hall. With 2,500 shops nationwide 
and 70 years of history, “Baskin-
Robbins enjoys exceptional brand 
recognition. It’s a multi-generational 
brand, enjoyed by kids of today, their 
parents and their parents’ parents. 
It’s an experience they all grew up 

NATURAL ICE CREAM

Gourmet Sorbet Corp. (www.
sorbabes.com), Mamaroneck, N.Y., 
expands its dairy-, gluten- and 
soy-free Sorbabes lineup with 
three new non-GMO flavors: 
Dreamy Passionfruit with White 
Chocolate, Creamy Coconut Chai 
with Macaroons and Rich Dark 
Chocolate Hazelnut. Billed as a 
category first, the fruit- and whole 
nut-based vegan sorbets with 
“chunky mix-ins” are made with 
100% plant-based ingredients. SRP 
is $4.99 to $5.99 per pint. 

Paleo Passion Foods (www.
paleopassionfoods.com), 
Greenwich, Conn., introduces an 
eighth flavor of its gluten-, fat- and 
dairy-free Paleo Passion Pops. Like 
the rest of the non-GMO, vegan 
lineup, all-natural newcomer Kim’s 
Kokonut with Chia Seeds contains 
no added sugar, colors or flavors. 
The Paleo diet-friendly pops 
come in four-count, 11-ounce, 
double-sided boxes that can be 
merchandised horizontally or 
vertically. SRP is $5.99 to $6.99. 
Single-serves are also available.

JC’s (www.ilovejc.com), 
Chatsworth, Calif., debuts a 
lower-calorie, “naked” version 
of its flagship Pie Pops. Made 

Tapping into demand for scoop 
shop brands, Boardwalk Frozen 
Treats launched a Baskin-
Robbins collection last year. New 
flavors, including Mom’s Makin’ 
Cookies, are coming in 2016.

b
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with and it translates very well into 
retail.” He adds that the line fills a 
gap in the superpremium pints seg-
ment for more mainstream, family-
oriented offerings. New flavors for 
2016 include Mom’s Makin’ Cookies, 
Salted Caramel, Peanut Butter Cup 
and Pistachio Almond.

Another company making the leap 
from foodservice to retail is Keyport, 
N.J.-based Mr. Green Tea (www.
mrgreentea.com), which started 
out nearly 50 years ago supplying 
traditional tea-flavored ice cream to 
Japanese restaurants in New York 
City. One of the first to use real food 
(chai from 
India, ginger 
from Aus-
tralia, etc.) 
rather than 
flavorings, 
the com-
pany rolled 
out its first 
retail pints 
five years 
ago, says 
vp Michael 
Emanuele. 
“We thought 
that if we 
could please 
the chefs at 
Michelin-star 
restaurants, then there was no reason 
the average Whole Foods shopper 
wouldn’t love our ice cream, too,” he 
explains.

Made with milk from artificial 
hormone-free, pasture-raised cows 
from New York and Pennsylvania, the 
all-natural, GMO-free collection fea-
tures six flavors, including newcom-
ers Fortune Cookie (the company’s 
take on vanilla) and Black Sesame. 
“Just a few years ago, no one other 
than Whole Foods buyers believed 
consumers would eat green tea ice 
cream,” says Emanuele. “But there’s 
been a huge change over the past two 
years.  A lot of the buyers are 20- and 
30-something foodies who under-
stand that another sea salt caramel is 
not what consumers are looking for.” 
He adds that the next step is mak-

ing unique, high quality, natural and 
organic products more affordable. 

NOVELTIES GO UPSCALE
Demand for better-quality, premium 
products is also growing in the fro-
zen novelties category where dollar 
sales rose 1.8% to $1.28 billion on a 
0.7% decline in units. Four of the top 
five novelty brands registered gains, 
but the biggest winner among the top 
10 was No. 9 Magnum from Unilever, 
up 17.2%. New this year are Magnum 
Double Peanut Butter and Magnum 
Minis Double Chocolate bars. 

Another new chocolate-covered bar 
comes from Hacketts-
town, N.J.-based Mars 
Ice Cream (www.mars.
com), which just rolled 
out a pair of chocolate-
dipped Dove Sorbet 
Bars (Strawberry with 
Milk Chocolate and 
Raspberry with Dark 
Chocolate). According 
to the company, fruit 
and chocolate is trend-
ing, viewed by con-
sumers working to eat 
healthier as a “permis-
sible indulgence.” The 
first sorbet-based flavors 
in the Dove Bar lineup, 
the 150-calorie frozen 

treats come in six-count packages.
While Magnum and Mars have 

the premium ingredients angle cov-
ered (both are made with high qual-
ity chocolate), manufacturers say 
today’s consumers equate premium 
with better-for-you as well. “And 
being all-natural is the No. 1 factor 
consumers consider when determin-
ing which products are healthy,” says 
Scott Jacobson, founder and owner 
of The Jolly Llama Co. (www.thejol 
lyllama.com), Park City, Utah. But 
according to a recent report from 
Mintel, the second most important 
factor is being dairy-free. In fact, the 
company calls dairy-free the fastest 
growing subcategory in the frozen
desserts segment. (Even Ben & 
Jerry’s is getting in on the action, 

bwith rBST-free dairy and high 
quality, non-GMO ingredients, 
JC’s Nudies come in four flavors, 
each of which features a swirl of 
chocolate or caramel: Cookies & 
Cream, Mint Chocolate, Peanut 
Butter & Fudge and Salted 
Caramel. SRP is $4.99 for a four-
count, 10-ounce package. 

GoodPop (www.goodpops.com), 
Austin, Texas, adds a seventh 
flavor, Chocolate Milk, to its line 
of all-natural, gluten-free frozen 
treats. Made in small batches 
with rBST-free dairy, Fair Trade 
chocolate and no artificial flavors, 
the new variety comes in four-
count, 11-ounce boxes with a 
$4.99 to $5.99 SRP. 

Batch Ice Cream (www.
batchicecream.com), Boston, 
debuts two new flavors: Dark 
Chocolate Mexican Chile 
& Roasted Almonds and 
Caramelized Banana & Walnuts. 
Made with real, recognizable 
ingredients, including organic 
evaporated cane juice, Fair Trade 
chocolate and fresh, rBGH-free 
New England dairy, the new-

Yasso will debut three add- 
itional indulgent, ice cream-
style flavors of its Greek frozen 
yogurt bars next year.

(Continued on page 65)
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ICE CREAM & FROZEN NOVELTIES
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Aug. 9, 2015, according to IRI (@iriworldwide), 
a Chicago-based market research firm. Percent change is versus the same period a year ago. 
Manufacturers with less than $2 million in sales during the period are not listed. 

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
ICE CREAM/SHERBET $1,520,476,491 -0.9% 421,311,612 -1.3% 1,237,884,204 -2.7% 
ICE CREAM $1,328,413,452 -0.6% 363,756,845 -0.6% 1,091,365,249 -2.6%
Private Label $302,012,089 6.2% 95,441,006 6.5% 358,036,856 5.6%
Nestlé/Dreyers $259,193,215 5.6% 66,767,158 0.8% 147,180,837 -0.7%
Good Humor/Breyers $156,226,590 20.8% 42,658,153 21.3% 121,434,419 22.1%
Ben & Jerry’s $122,689,617 24.8% 31,592,889 21.0% 31,694,475 20.6%
Wells’ Enterprises $103,368,651 5.8% 24,220,682 5.2% 119,601,666 3.5%
Turkey Hill Dairy $60,316,200 3.1% 19,214,467 -7.8% 57,032,850 -7.9%
Talenti $58,424,945 36.6% 13,422,760 36.1% 13,983,398 36.6%
Friendly’s $36,517,609 18.8% 13,080,859 15.6% 39,329,365 15.8%
Dean Foods $31,331,313 3.9% 7,418,422 4.8% 38,494,534 1.7%
FZ YOGURT/TOFU $79,348,663 -8.9% 21,513,557 -11.1% 52,888,484 -4.9%
Private Label $17,114,176 -1.6% 5,530,337 -4.5% 20,351,166 6.1%
Kemps $11,307,270 11.2% 3,052,785 7.8% 8,937,157 4.2%
WhiteWave Foods $11,081,383 26.0% 2,164,200 27.3% 2,378,105 22.5%
Ben & Jerry’s $6,892,048 -29.6% 1,803,425 -31.0% 1,803,420 -31.0%
Wells’ Enterprises $6,063,496 -11.9% 1,645,755 -12.5% 5,753,553 -3.6%
Nestlé/Dreyers $5,177,875 -24.8% 1,310,546 -28.4% 2,942,109 -29.5%
Dannon Co. $4,990,438 -24.7% 1,514,439 -27.4% 1,559,919 -24.2%
ConAgra $2,011,619 -64.1% 511,567 -66.3% 473,552 -65.7%
ICE MLK/FZ DAIRY DESSERT $62,011,107 4.4% 18,571,169 0.9% 53,547,356 -0.7%
Good Humor/Breyers $47,581,076 6.8% 13,881,229 5.6% 41,260,221 5.4%
Arctic Zero $4,145,666 73.1% 903,966 78.4% 903,966 78.4%
Private Label $3,418,352 -20.5% 1,667,529 -22.0% 4,298,373 -28.1%
Friendly’s $2,749,791 -0.2% 963,342 0.1% 2,890,027 0.1%
Nestlé/Dreyers $2,002,130 -30.4% 569,664 -32.9% 1,708,993 -32.9%
SHERBET/SORBET/ICES $50,703,269 -2.4% 17,470,042 -3.7% 40,083,115 -3.0%
Private Label $22,669,299 5.8% 8,761,675 2.6% 23,573,974 1.8%
Nestlé/Dreyers $7,918,953 -14.1% 1,989,535 -18.4% 2,622,615 -20.1%
Talenti $3,476,618 33.6% 819,101 38.9% 819,101 32.3%
FROZEN NOVELTIES $1,282,403,985 1.8% 400,558,927 -0.7% 677,903,164 -0.5%
NOVELTIES $1,134,642,826 1.9% 356,018,040 -0.4% 491,662,429 -0.1%
Nestlé/Dreyers $311,331,951 5.2% 85,977,912 0.1% 90,980,178 -0.1%
Good Humor/Breyers $229,009,932 2.9% 76,158,845 1.1% 110,182,788 3.2%
Private Label $145,540,931 7.2% 48,832,198 2.7% 100,661,918 6.0%
Wells’ Enterprises $111,454,635 -2.9% 29,366,234 -8.1% 42,754,411 -1.0%
mars $54,675,790 13.9% 16,743,220 13.0% 12,123,560 13.7%
Unilever Bestfoods $37,208,986 17.2% 9,570,361 8.1% 6,092,744 10.3%
J&J Snack Foods $24,526,199 1.5% 8,436,960 -2.3% 17,679,917 -1.5%
Ziegenfelder Co .$23,034,555 22.0% 10,682,309 20.2% 25,971,167 21.7%
Ice Cream Specialties $19,149,081 11.6% 5,120,093 1.7% 10,099,546 2.9%
ICE POP NOVELTIES $87,036,178 -1.2% 40,826,561 -3.8% 174,221,957 -1.9%
The Jel-Sert Co. $35,082,364 -2.5% 14,796,752 -7.6% 59,359,559 -2.6%
Alamance Foods $27,472,873 2.3% 11,611,822 2.6% 69,803,523 1.1%
Private Label $14,014,364 -4.5% 5,687,964 -5.6% 32,086,420 -3.7%
Vita Specialty Foods $3,808,419 36.4% 3,967,895 35.9% 1,983,948 35.9%
ICE CREAM/ICE MILK DESSERTS $60,724,980 3.5% 3,714,326 0.5% 12,018,777 3.5%
Celebration Foods $33,990,832 2.4% 1,871,522 1.2% 6,609,945 1.8%
Rich Products Corp. $12,501,064 1.6% 736,936 -0.3% 2,003,932 1.8%
Friendly’s $7,105,696 18.9% 611,875 12.4% 2,134,833 16.5%
Private Label $3,641,403 2.6% 234,056 5.5% 670,660 -3.9%

b comers contain no artificial 
flavors, corn syrup, gums or 
carrageenan. SRP is $6.99 to 
$7.99 per pint. 

Jonny Pops (www.
jonnypops.com), St. Louis 
Park, Minn., rolls out a sixth 
flavor of its all-natural, 
gluten-free pops. Like the 
rest of the real fruit- and 
cream-based line, newcomer 
Banana Cinnamon offers 
the taste and texture of ice 
cream combined with the 
wholesomeness of a fruit bar. 
Each 8.25-ounce box contains 
three individually wrapped 
2.75-ounce pops. SRP is $4.99. 

The Hyppo (www.thehyppo.
com), St. Augustine, Fla., 
offers all-natural, gluten- and 
dairy-free ice pops hand-
made in Florida with fresh 
fruit (not concentrate), herbs 
and spices and evaporated 
cane juice. Now available 
in three-count boxes, the 
all-natural flash-frozen 
pops come in four gourmet 
flavors: Blueberry Lavender 
Lemonade, Champagne 
Mango, Watermelon Hibiscus 
and Strawberry Basil. SRP is 
$4.99.

NATURAL ICE CREAM



Up 36.6% during the most 
recent 12 weeks, the Talenti 
gelato lineup includes 
seven new flavors.

announcing plans to offer its first 
dairy-free options in 2016.)

While its product line is already 
all-natural, The Jolly Llama is currently 
rolling out dairy-
free Coconut Cream 
Pops in three flavors: 
Salted Caramel, 
Mint Chocolate Chip 
and Dark Chocolate, 
says Jacobson. Next 
year, it will debut 
dairy-free Coconut 
Cream Sandwiches 
in Chocolate with 
Salted Caramel Swirl 
and Vanilla with 
Chocolate Swirl 
flavors. 

Another player in 
the better-for-you, 
all-natural novelties 
segment, Boston-
based Yasso (www.yasso.com), is also 
expanding its presence. Earlier this 
year, reports co-founder and co-CEO 

Drew Harrington, the company rolled 
out four “more indulgent,” ice cream-
type flavors that made consumers 
forget they were eating a 100-calorie 

snack made with Greek 
frozen yogurt. Offered 
in flavors like Chocolate 
Chip Cookie Dough and 
Mint Chocolate Chip, the 
new varieties have been 
so successful that Yasso 
is introducing three more 
decadent, ice cream-style 
flavors in 2016. They 
are Cookies & Cream, 
Chocolate Chip and Cin-
namon Bun. 

“We’re seeing a grow-
ing number of consumers 
who wish to indulge more 
sensibly with brands 
that offer better-for-you 
nutritionals, quality 

ingredients and portion control,” says 
Harrington, citing the need to balance 
good taste with good-for-you. n

(Continued from page 62)
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Phin & Phebes (www.
phinandphebes.com), 
Brooklyn, N.Y., expands 
its line of hand-crafted 
pints with two new flavors: 
Mucho Vanilla made 
with premium-grade 
Madagascar vanilla and 
Toasted Green Tea with 
hints of toasted brown 
rice. Made with non-GMO, 
Fair Trade and organic 
ingredients, the pints retail 
for $5.99 apiece. 

Capitalizing on the 
significant health benefits 
of cranberries and the 
continuing popularity of 
frozen smoothies, Carver, 
Mass.-based Cape Cod 
Select (www.capecodselect.
com) has expanded its 
line as its sales continue 
climbing exponentially. 

New to the line are: Tropical Blend — Cranberries 
Plus Pineapple, Mango and Banana; and Power Blend — 
Cranberries Plus Blueberries, Blackberries and Raspberries. 
They join two others: Cranberry, and Cranberry Plus 
Blueberries. All come in 16-ounce resealable standup 
pouches, packed eight to the case.  

“Today’s consumers are more health-conscious, 
including especially Millennials and younger people,” 
says Pat Rhodes, brand manager. “They want high-quality, 
natural food and they want to know where it comes from. 
The Cape Cod brand name is gaining increased recognition 
among consumers for its traceability and superior quality. 
We’ve seen retailers switch from private label to our 
national brand for that reason.” 

Indeed, private label’s rate of growth in frozen fruit has 
fallen during the past year, with branded products picking 

up share. In the 52 weeks ended 
Aug. 9, according to IRI, frozen fruit 
grew by 10.4% to $1.04 billion, 
leading many retailers to add more 
space to the category. 

And when it comes to quality, Cape 
Cod Select’s line walks the talk — it 
is Kosher certified, certified Women-
Owned, HACCP certified (top score) 
and Global GAP certified. (All the 

cranberries are non-GMO verified.) 
As for cranberries themselves, well… you’re finding them 

now in everything from ice cream to granola bars to Bud 
Light (seriously). Consumer demand is skyrocketing for 
good reason — they’re 
high in antioxidants 
and vitamin C, and 
are a source of fiber, 
manganese and vitamin 
K. As one of nature’s 
super fruits, they lower 
harmful cholesterol 
while raising good 
cholesterol. And to top 
it all off, they’re just 
plain delicious! 

ADVERTORIAL

Smoothies Trend Spurs New Cape Cod Fruit Items 

For more than 70 years, the Rhodes family has been 
harvesting quality cranberries from its own bogs. 
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YOGURT 
SALES
UP 3.0%
Seasonal flavors, real ingredients 
and innovative pairings drive strong 
growth.

BY CHRISTINE BLANK

Refrigerated yogurt sales grew 
3.0% to $1.73 billion across 
channels during the 12 weeks 

ended Aug. 9, according to Chicago-
based market research firm IRI (@
iriworldwide). Units rose 1.3% (and 
volume, 1.8%), suggesting sales are 
shifting slightly to 
higher-priced spe-
cialty items and 
multi-packs.

Category 
growth is not 
expected to 
slow anytime 
soon. In fact, a 
new report from 
Rockville, Md.-
based Packaged 
Facts predicts 
total U.S. sales 
will approach $9.3 
billion by 2017, up 
from $7.3 billion 
in 2012. Greek 
yogurt accounts for more than half of 
all dollar sales currently, but the seg-
ment “slowed considerably” in 2014 
as other international and specialty 
varieties gained momentum.

SEASONAL FLAVORS 
ADD EXCITEMENT
Industry observers expect yogurt 
sales to spike this fall as manufac-
turers unveil innovative new flavors 
— and bring back top sellers from 
last autumn. For example, Norwich, 

N.Y.-based Chobani (www.chobani.
com) is reintroducing its limited-
edition Pumpkin Spice flavor, which 
became the fastest-growing SKU in 
company history 
when it debuted 
last year, ac-
cording to vp of 
communications 
Michael Gonda. 
The company 
is also adding a 
seasonal Cin-
namon Pear 
flavor with real 
pear pieces to 
its flagship line 
and a Pumpkin 
Harvest Crisp 
variety to its Flip 
collection that 
features low-fat pumpkin yogurt with 
a side of pie crust pieces, pecans and 
glazed pumpkin seeds. 

Other limited edition yogurt fla-
vors unveiled 
earlier this 
year include 
Green Tea 
and Concord 
Grape, both 
of which 
helped drive 
excitement in 
the category, 
says Gonda.

Introduc-
ing new 
flavors as 
seasonal 
offerings is 
also a great 
way to test 

the waters. For example, Bellvue, 
Colo.-based Noosa Yoghurt (www.
noosayoghurt) recently made its 
popular Pumpkin flavor avail-
able year-round, offering it in both 
8-ounce singles and 4-ounce four-
packs. “Last year, when this flavor 
was available in Target, it was their 
No. 1-selling yogurt during the fall 
season,” says Noosa co-founder Koel 
Thomae. The company also intro-
duced Vanilla and a limited-edition 
Cranberry Apple variety.

Minneapolis-based General 
Mills (www.generalmills.com) is 
also jumping on the seasonal flavor 
bandwagon, launching Yoplait Greek 

100 Whips! 
Pumpkin 
Cheesecake 
and bringing 
back limited-
edition Yo-
plait Original 
Apple Crisp, 
Yoplait Light 
Pumpkin Pie 
and Yoplait 
Greek 100 
Caramel 
Apple. But 
the company 
also intro-
duced an 

entirely new line, Yoplait Plenti, this 
past summer. “Our consumers said 
they were looking for a ‘more satisfy-
ing’ yogurt,” says marketing manager 
Alicia Beerman. “Yoplait Plenti meets 
this demand by approaching Greek 
yogurt in a very unique way — with 
fruit, pumpkin seeds, flaxseeds and 
whole grain oats. It also has a one-
to-one sugar-to-protein ratio with 12 
grams of protein to help consumers 
feel fuller longer,” she adds.

Similarly, Walnut Creek, Calif.-
based Facci Food Co. (www.yoatz.
com) recently launched six flavors 
of Yoatz, a combination of oatmeal 
and 4% milkfat yogurt. “There are 
strong indications that consumers 
enjoy different textural experiences 
with their dairy products,” says CEO 
Chris Straface. “Oats and yogurt are 
a natural pair.” 

PROTEIN, REAL 
INGREDIENTS KEY
More wide-reaching food trends are 
also benefitting the yogurt category. 
In response to consumers’ grow-
ing interest in eating more protein, 
White Plains, N.Y.-based Dan-
non (www.dannon.com) recently 
launched Dannon Oikos Triple Zero 
Greek Nonfat Yogurt, which con-
tains 15 grams of protein per serving 
and no fat, added sugar or artificial 

Chobani adds a limited-edition 
Cinnamon Pear flavor to its flagship 
line and a Pumpkin Harvest Crisp 
variety to its Flip collection.

Dannon’s new Evolution Fresh Fruit on 
the Bottom Greek Yogurts are available 
in supermarkets and Starbucks’ stores 
nationwide.



(Continued on page 65)
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sweeteners. The high-protein aspect 
also helps Dannon appeal to male 
consumers, says Michael Neuwirth, 
senior director of public relations.

“Protein is a major trend in the 
food industry; it’s a nutrient most 

Americans are pursuing,” Neuwirth 
says. As a result, Dannon is also 
doing well with its Oikos Triple 
Zero and Light & Fit Protein Shakes, 
which contain 12 grams of protein 
per 10-ounce bottle.

Another new Dannon product, 
distributed through both grocery 
stores and Starbucks’ shops nation-
wide, is Evolution Fresh Fruit on the 
Bottom Greek Yogurts, Inspired by 
Dannon. The company partnered 
with Starbucks-owned Evolution 
Fresh, which makes high pressure 

processed juice, to create a Greek 
yogurt that “lets the real fruit shine 
through,” Neuwirth says.

“Consumers seek foods that con-
tain more recognizable ingredients 
and fewer of them,” he explains. To 
that end, the Evolution Fresh line is 
made with “simple” ingredients, in-

cluding non-fat milk and fruit sweet-
ened with agave, and no artificial 
flavors, sweeteners or preservatives.

A growing number of consumers 
have a “less is more” mentality, seek-
ing products in which whole, real in-

gredients are not 
only used but vis-
ible, says General 
Mills’ Beerman. 
As a result, Plenti 
features whole 
pumpkin and 
flaxseeds, fruit 
and whole grain 
oats “that you can 
see,” she reports. 
“In addition, 
colors, flavors 
and sweeteners 
in Plenti are from 
natural sources.” 

Chobani has always used real fruit 
and no artificial sweeteners, and 
it has less sugar than most leading 
brands, says Gonda. Its Simply 100 
line boasts just 100 calories per serv-
ing and features natural sweeteners 
such as stevia and monkfruit.

“What we have learned from our 
Flip line is that people really want 
a better snacking option,” he adds. 
“There are not a lot of yogurts that 
are thoughtfully curated, with non-
GMO and natural ingredients.”

To increase awareness of its use 
of real, natural ingredients, 
Chobani launched a national 
TV and print campaign in 
June with the tagline: “To 
love this life is to live it natu-
rally.” According to Gonda, 
“That campaign really drove 
increased awareness and trial 
of some products that people 
were not as familiar with, 
including Flip.”

Latching on to the “bet-
ter for you” ingredients trend, 
Pepsi-owned Muller Quaker Dairy 
(www.mullerquaker.com), Purchase, 
N.Y., recently launched a line of 
low-fat yogurts inspired by favorite 
desserts. Available in Strawberry 
Cheesecake, Raspberry Brownie 
Supreme, Dulce De Leche Delight, 

and Peach Cobbler flavors, the yo-
gurts contain no high-fructose corn 
syrup, artificial sweeteners, flavors 
or preservatives. And they’re made 
with milk from cows not treated 
with hormones like rBST.

MORE NUTRITIOUS, 
FULL-FAT YOGURTS
In addition to “real” ingredients, 
consumers have become more aware 
of the effect of probiotics on their 
health, and many are seeking out 
more nutritious, probiotic-rich yo-
gurt varieties.

“Consumers have a much better 
understanding of how probiotics, 
fermented foods and ‘good bacteria’ 
can benefit their health,” Neuwirth 
says. As a result, “They’re incorpo-
rating more foods like yogurt into 
their diet and [better-for-you] mix-
ins into their yogurt like cereal, nuts 
and fruit.”

Yoatz’s Straface is also seeing more 
interest in organic foods, better qual-

ity ingredients, products with fewer 
artificial sweeteners, and more full-
fat products  instead of those made 
with skim milk. 

“As ‘fat’ is no longer hailed as a 
diet culprit, especially when it comes 
to dairy, more whole milk yogurt 
options are popping up on shelves,” 
reports Thomae. “Bringing full flavor 
back into the yogurt aisle is definitely 
a way to get more consumers into the 

Yoplait’s new Plenti collection features whole pumpkin 
and flaxseeds, fruit and whole grain oats to help 
consumers “feel fuller longer.”

A combination of oatmeal and 
4% milk fat yogurt, Yoatz come 
in six protein- and fiber-rich 
organic flavors. 

Chobani is reintroducing 
its limited-edition Pump-
kin Spice flavor, which be-
came the fastest-growing 
SKU in company history 
when it debuted last year.



category,” he adds.
The use of local ingre-

dients is also important to 
consumers, says Thomae, 
so Noosa sources its milk 
from farms near its Colo-
rado headquarters.

Petaluma, Calif.-based 
Smari Organics (www.
smariorganics.com) is 
launching three new fla-
vors of its thick Icelandic 
yogurt made with whole 
milk from grass-fed cows 
raised on small fam-
ily farms with no rGBH 
growth hormones or 
antibiotics. The newcomers 
include Key Lime, Pineapple and Black Cherry Chia. 

Another company that uses milk from grass-fed cows, 
Pavo, Ga.-based Dreaming Cow Creamery (www.dream 
ingcow.com) is also expanding its offerings, adding Peach 
Mango to its 6-ounce line and 32-ounce containers of 
Vanilla and Plain. Willows, Calif.-based Sierra Nevada 
Cheese Co. (sierranevadacheese.com), is also emphasiz-

ing its certified grass-fed cows. In fact, the 
company’s new whole milk yogurt collec-
tion is actually offered under the Graziers 
brand name. Made with organic fruit and 
other “clean” ingredients, it includes Plain, 
Blueberry, Strawberry and Vanilla flavors.

DRINKABLES, SNACK SIZES GROW
More consumers want on-the-go snack 
options, fueling growth of drinkable 
yogurts and smoothies as well as snack-
size yogurts, says Thomae. To meet that 
demand, Noosa recently launched 4-ounce 
four-packs of its yogurts. 

In addition, Dannon launched Light 
& Fit Protein Shakes earlier this year in 
10-ounce bottles. The shakes contain 12 
grams of protein, five grams of fiber and 

zero fat, says Neuwirth. “We’ve also had terrific success 
with our Danimals Kids smoothies,” he adds. “But we be-
lieve there are opportunities for more drinkable products 
in other segments of  the category as well.” The company 
is also adding a seasonal Cinnamon Pear flavor with real 
pear pieces to its flagship line and a Pumpkin Harvest 
Crisp variety to its Flip collection. n

New additions to Smari’s Icelandic 
yogurt collection are made with 
whole milk from local cows raised 
without hormones or antibiotics.
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MILLENNIALS 
DRIVE INDIAN 
GROWTH
The cuisine’s bold flavors and better-for-you attributes 
are grabbing the attention of America’s most influential 
demographic.

BY DENISE LEATHERS

Although Indian represents only about 2% of cur-
rent ethnic food sales (Mexican and Asian own the 
lion’s share), industry observers believe that figure 

is likely to grow, thanks to the convergence of several 
different factors. Topping the list: the Millennial genera-
tion’s growing appetite for bolder, more adventurous 
ethnic fare. In fact, more than half of the Millennials who 
responded to a recent survey by London-based Mintel 
said they’ve eaten Indian food within the past three 
months — significantly more than Baby Boomers (20%) 
and Generation X (30%). Consumption was also higher 
in households with children under 18 (52%) versus those 
without (24%), which means the next generation of con-
sumers is already becoming familiar with the cuisine. 

Indian food is also getting a boost from the growing 
number of Indians immigrating to America. In fact, re-
cent census data indicates Indians are the fastest-growing 
Asian population in the United States. But demand isn’t 
coming only from Millennials and Indians. “Lifestyle eat-
ing is in,” explains Sanjog Sikand, director of marketing at 
Hayward, Calif.-based Sukhi’s (www.sukhis.com). “And 
Indian cuisine includes a lot of gluten-free and 
vegetarian options.” Marketers continue to take 
advantage by rolling out new offerings.

GLUTEN-FREE, VEGETARIAN KEY
Stamford, Conn.-based Saffron Road (www.
saffronroadfood.com) recently added a pair 
of gluten-free, Halal-certified Indian dishes to 
its globally inspired, all-natural frozen entrée 
lineup, reports executive vp Jack Acree. Chicken 
Vindaloo is made with vegetarian-fed, antibiot-
ic-free chicken while vegetarian Palak Paneer 
features leafy spinach and hand-crafted farmer’s 
cheese. Next up is Chicken Saag, which builds 
on the success of the company’s vegetarian 
Chana Saag, the first frozen entrée verified by 
the Non-GMO Project. 

Blaine, Wash.-based Luvo (www.luvoinc.com) is also 
expanding its global entrees collection with new Indian 
dishes, including gluten-free Vegetable Bibimbap and 

Red Curry Chicken, vegetarian Vegetable Coconut Curry 
Pilaf, and Chicken & Harissa Chickpeas. All the meals 
in the Luvo line are free of artificial flavors, colors and 
sweeteners and 
made with meat 
from animals 
raised without 
antibiotics or 
hormones. 

Another player 
in the natural 
and organic 
space, Petaluma, 
Calif.-based 
Amy’s Kitchen 
(www.amys.com) 
recently added 
gluten-free, ve-
gan Thai Green 
Curry to its 
lineup. And its 
Thai Red Curry 
is now available 
in a family-size 
package.

Even retailers 
are getting in on 
the frozen Indian food trend. For example, Trader Joe’s 
just rolled out a pair of Indian-inspired vegetarian snacks, 
Portobello Mushroom Fries and Vegetable Samosas, un-
der its private label.

Indian flavors are also popping up in more traditional 
American foods like frozen pizza and veggie burgers, and 
industry observers report a growing number of products 
that fuse Indian with other ethnic cuisines. For example, 
Luvo offers Chicken Coconut Curry Burritos and Organic 

Apple Coconut Curry 
Burritos. But Indian-
inspired burritos aren’t 
as out there as they 
sound. In fact, says 
Sikand, “Bombay Frank-
ies” made with flatbread 
rather than tortillas are 
a popular street food 
in India, prompting the 
company to roll out a 
frozen version in three 
flavors: Vindaloo, Tikka 
Masala and Vegetable 
Samosa. Partly because 
they’re handheld, which 
is popular everywhere, 

“They’re doing really well,” she reports.
Marietta, Ga.-based Seven Spoons (www.sevenspoons 

food.com) is also jumping on the fusion trend. In addi-

Building on the success of its Non GMO 
Project-verified Chana Saag, Saffron 
Road will roll out Chicken Saag next.

That Indian Drink will debut two 
new flavors, Cranberry Orange 
Rosemary and Apple Beet Ginger 
(top), this January.
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to learn more about our appetizer, entrée and naan offerings.

Tandoor Chef is the #1 frozen Indian brand and represents the fastest growing 

category in the freezer aisle today. We offer certified vegetarian, vegan and 

gluten-free options in familiar entrées, naan pizzas and appetizers. With our 

authentic and robust flavors, we make it easy for your customers to explore 

new Indian cuisine while you gain higher profits with repeat sales.
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tion to Chicken Biryani, its line of internationally inspired 
skillet meals for two includes a Peruvian-Indian hybrid: 
Quinoa Vegetable Biryani. While biryani is traditionally 
served with basmati rice, the company replaced it with 
quinoa, a staple of Incan fare, in order to boost the meat-
less meal’s protein content, says Seven Spoons founder and 
president Raminder 
Bindra. “A majority 
of consumers haven’t 
tried Indian food, so 
fusing it with other, 
more familiar cui-
sines is a great way to 
bring more people in,” 
especially when it im-
proves the nutritional 
profile, he explains.

While the Seven 
Spoons line was 
already 100% natu-
ral, the company 
continues to look for 
ways to make it even 
cleaner, says Bindra. 
For example, it re-
cently upgraded from 
natural to antibiotic-
free chicken (in its biryani). And although the line has 
always featured non-GMO ingredients, new packaging 
calls that claim out on three SKUs. 

At customers’ request, “We also cut sodium content 
of our meals by about 20% — without using potassium 
chloride or sacrificing taste,” says Bindra, citing his chefs’ 
prowess with spices. In addition, he reports, the company 
reduced the size of its packaging almost 20%, though it 
still holds the same amount of product.

TANDOOR CHEF IN THE FRIDGE
Like many consumers who equate refrigeration with 
freshness, Indian food lovers are starting to look for 
options in the refrigerated section as well. To meet that 
demand, frozen category leader Deep Foods (www.
tandoorchef.com), Union, N.J., maker of the Tandoor 
Chef lineup, will launch a heat-and-serve refrigerated 
collection this winter. Each item will be free of gluten, 
GMOs and preservatives, reports sales and marketing 
vp Mike Ryan. And because they’re prepared using shelf 
life-extending high-pressure processing (HPP) technol-
ogy, there’s no need for additives or preservatives, he adds. 
(Shelf life is a whopping 90 days.)

“The line includes Tandoor Chef favorites such as 
Chicken Tikka Masala, Palak Paneer and Channa Masala 
as well as both Garlic and Tandoori Naan,” he reports. 
“But we’ll be introducing Chicken Korma, Paneer Tikka 
Masala, Baingan Bharta, Dal Makhani and Basmati Pilaf,” 
the latter two of which are side dishes. As increasingly 

sophisticated consumers move from straight-heat flavors 
to more complex flavor profiles, the company felt it was 
the right time to roll out some different items, he adds.

While the frozen Indian category is comprised mostly 
of single-serve entrees, Tandoor Chef’s new refriger-
ated collection comes in family-size packages designed 

to serve three or more, and consumers can mix and 
match entrees with their choice of sides and bread, 
says Ryan. “Building our new products this way gives 
shoppers a unique opportunity to enjoy an authentic, 
well-rounded, Indian-inspired family meal…and ex-
plore all that Tandoor Chef has to offer.” He adds, “We 
think this is a category-changer for ethnic food in the 
grocery store.”

Later this year, Tandoor Chef will also roll out a line 
of cold-pressed juices, featuring traditional ingredi-
ents designed to cultivate a sense of well-being using 
the ancient tradition of Ayurveda (think turmeric, 
ginger, fennel).

LASSI CATCHES ON
But one of the most popular Indian drinks, often 
served as a meal accompaniment or aperitif in Indian 
restaurants, is a cultured yogurt beverage called lassi. 
Similar to kefir, the smoothie-type drinks often serve 
as a counterbalance to the main dish. While Ameri-
cans and Europeans often pair foods with similar 

flavors (think turkey gravy on roast turkey), “Contrasting 
flavors are a defining characteristic of Indian cuisine,” ex-
plains chef Ipshita Pall, co-founder of Ithaca, N.Y.-based 
That Indian Drink (www.thatindiandrink.com). So, din-
ers might choose the company’s sweet Mango Rosewater 
lassi to offset the spiciness of tikka masala, for example.

Lassi from That Indian Drink features low-fat yogurt, 
real fruits and Ayurvedic spices with a wide range of 
natural healing properties, which is helping boost its 
popularity among non-Indians interested in yoga and 
Ayurvedic living. In fact, says Pall, the vast majority of 
That Indian Drink buyers are not Indian. “They’re mostly 
young people — and a lot of moms looking for a healthy, 
probiotic-rich beverage for their children.”

That Indian Drink is currently offered in three fruit-
and-spice flavors, but in January, the company will add 
two fruit-and-herb varieties: Cranberry Orange Rosemary 
and Apple Beet Ginger, says Pall. All five come in 8-ounce 
bottles.

Austin, Texas-based Dash of Masala (www.sassylassi.
com), whose 6-ounce Sassy Lassi lineup was recently 
picked up by both Walmart and Costco for distribu-
tion in select markets, is also expanding its offerings, 
reports founder and CEO Jaya Shrivastava. In response 
to customer requests, she explains, it just added a Plain 
variety with no added sugar. But in February, it will debut 
a children’s line. Packaged in lunchbox-size 3.7-ounce 
bottles (sold in four packs), Sassy Kids will come in both 
Blueberry and Strawberry. n

To further elevate its nutritional 
profile, Seven Spoons reduced the 
sodium content of its skillet meals 
for two by about 20%.





BREAKFAST 24/7
Led by the handheld segment, sales jump 3.2% as more 
consumers reach for breakfast foods in the P.M.

BY CHRISTINE BLANK

During the 12 weeks ended Aug. 9, sales of frozen 
breakfast foods rose 3.2% to $658.17 million 
across channels, reports Chicago-based market 

research firm IRI (@iriworldwide). Growth was driven 
by handheld breakfast items (+4.4% to $315.1 million) 
and breakfast entrees (+5.7% to $130.5 million). The 

other breakfast foods 
subcategory also saw a big 
spike, albeit off of a small 
base (+96.9% to $3.82 mil-
lion), due partly to IRI’s 
movement of top-seller 
Toaster Strudel to the 
handheld segment.

The carbohydrate side 
of the category didn’t fare 
nearly as well: Waffle sales 
were flat at around $200.4 
million, while sales of ba-
gels and muffins plunged 
13.6% (to $4.3 million) 
and 23.2% (to $4.0 mil-
lion), respectively. 

Although fewer con-
sumers are eating break-
fast, sales are on the rise 

partly because foods that used to be reserved for the first 
meal of the day are now being consumed 24/7 — one of 
the drivers behind McDonald’s recent decision to begin 
serving breakfast all day. In addition, a recent survey 
reveals 90% of Americans sometimes eat breakfast for 
dinner, while 30% of families make “Breakfast Night” a 
weekly occurrence. 

HANDHELD AND PROTEIN-RICH 
Among consumers who do have breakfast in the morn-
ing, more are eating it on the run. In fact, syndicated 
data reveals 64% of frozen breakfast with protein volume 
comes from handheld options. “Handhelds are hot, and 
egg-white based items are very hot,” says Russ Wil-
liams, vp of brand management and sales at Wellesley, 
Mass.-based Good Food Made Simple (www.goodfood 
madesimple.com). As a result, GFMS’s Breakfast Burrito 
and Egg White Burrito lineup, which include Chicken 
Apple Sausage, Southwestern Veggie and Garden Veggie 
flavors, are both doing well, he reports.

Another new egg white-based item is Milwaukee-
based Kangaroo Brands’ (www.kangaroobrands.com) 

Sandwich Bros. of Wisconsin Egg White and Turkey Sau-
sage flatbread sandwich, featuring an egg white cheddar 
omelet topped with all-natural Jones Dairy Farm turkey 
sausage. “The protein-to-bread ratio is unmatched…and 
the flatbread pocket is embraced by people watching their 
carbohydrate intake,” says COO and director of market-
ing Salem Kashou. He adds that because the sandwiches 
are just 3 ounces, they also make a great snack.

Another manufacturer of flatbread breakfast sand-
wiches, Battle Creek, Mich.-based Kellogg’s (www.kel 
loggs.com), recently added two new flavors to its Special 
K lineup: Egg, Bacon & Cheese Medley and Egg, Spinach 
and Cheese Medley. “[The sandwiches are] made with real 
eggs and are a good source of protein,” says AnnMarie 
Suarez-Davis, marketing vp of frozen food.

Also latching on to the protein trend, category leader 
Dinuba, Calif.-based Ruiz Foods (www.elmonterey.com) 
recently added Breakfast Egg, Ham and Cheese Bur-
ritos to its extensive El Monterey Signature lineup. The 
company chose the flavor because ham is the third most 
popular breakfast meat in U.S. restaurants, reports Rachel 
Cullen, president and CEO.

El Monterey is also launching a new line of 2.5-ounce 
Breakfast Roll-Ups, she adds. While still handheld — a 
must for today’s on-the-go consumers — Roll-Ups are just 
2.5 ounces each, making them a good choice for families 

HIGHER PRICES BODE WELL
FOR PREMIUM EGGS

Although fresh egg volume slid 1.9% during the 12 
weeks ended Aug. 9, according to Chicago-based mar-

ket research firm IRI (@IRIworldwide), sales of organic, free 
range and other premium eggs are rising. 

Although it may seem counter-intuitive, “Record egg prices 
[linked to Avian flu] are creating higher consumer demand 
for organic and humanely-raised eggs, which traditionally 
cost a lot more than conventional eggs,” says Sean O’Brien, 
vp of sales at Monroe, N.H.-based Pete & Gerry’s Organics 
(www.peteandgerrys.com). “However, the price difference 
between commodity, caged eggs and organic and humanely 
raised eggs has become much narrower recently, so many 
consumers are trying these types of eggs and then sticking 
with them once they have made the transition.” For example, 
Eggland’s Best volume jumped 17.6% during the most recent 
12 weeks, while Pete & Gerry’s was up about 11.0%.

Egg sales are also getting a boost from growing demand 
for healthy sources of protein. “Eggs are definitely undergo-
ing a big shift in the consumer’s mind from being a cholester-
ol-laden no-no, to a healthy, cost-effective source of protein 
and nutrients,” O’Brien says. “The FDA has helped reinforce 
this shift by announcing that eggs and cholesterol are no 
longer a villain and will formalize that recommendation in 
their new dietary guidelines set to be released this fall.”

Good Food Made Simple 
takes grab-and-go to a 
new level with Café Wraps 
and Pancake Puffs.
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with a range of appetites, 
says Cullen. Available 
flavors include Egg and 
Cheese and Maple Flavored 
Egg and Sausage. Walmart 
is selling them in 16-count 
packages while other retail-
ers offer 12-count packages.

While families are a 
popular target for frozen 
breakfast marketers, the 
folks at New Albany, Ohio-
based Bob Evans Farms 
Foods (www.beffoods.
com) have noted a rise in 
single-person households. 
“That’s a big reason 
why we’ve focused on 
offering single-serve 
portions of our most 
popular breakfast 
items. At the begin-
ning of September, 
we started shipping 
our latest single-
serve options: Sau-
sage, Egg & Cheese 
and Canadian Bacon, 
Egg & Cheese Eng-
lish Muffin Sand-
wiches,” says Chris 
Lambrix, senior vp 
of retail business 
development.

INNOVATIVE 
ITEMS LAUNCH
While Americans are 
eating higher-protein 
diets, they don’t nec-
essarily want more 
meat. To that end, 
Kellogg’s recently 
added a meat-free 
breakfast sandwich 
to its Morning-
star Farms lineup. 
“More than half of 
all Americans say 
they are interested in 
reducing the amount 
of meat in their 
diets,” says marketing 
director Todd Smith. 
“MorningStar Farms 
is making that easier 

than ever with the debut of MorningStar Farms 
Southwest Sunrise Breakfast Sandwiches — a 
unique, meatless way to start the day with 11 
grams of protein and 190 calories.”

Another innovative new item comes from 
Good Food Made Simple, which just launched 
saucer-shaped Pancake Puffs made with non-
GMO ingredients. Available in regular and 
banana flavors, “These are a unique and very 
portable breakfast and snacking item. Initial 
results show great promise for these products,” 
Williams says.

Another interesting new breakfast item 
spotted at Expo East last month: all-natural, 
thaw-and-serve Bagelinos, described as a cross 
between a bagel, a croissant and doughnut. n

FROZEN BREAKFAST
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar 
stores combined for the 12 weeks ended August 9, 2015, according to IRI (@iriworldwide), a Chicago-
based market research firm. Percent change is versus the same period a year ago. Manufacturers with 
less than $1 million in sales are not listed.  
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME  % CHG
FZ BREAKFAST FOOD  $658,169,152   3.2   199,117,536   (0.2)  188,188,496   2.1 
HANDHELD BREAKFAST  $315,091,968   4.4   73,222,288   (0.2)  77,467,904   1.5 
Hillshire Brands   $153,495,952   15.9   20,621,276   15.4   35,504,760   16.3 
General mills   $42,863,812   (3.8)  17,824,180   (4.9)  13,851,667   (7.1)
Kellogg’s   $25,278,066   18.3   5,288,760   16.0   4,784,132   4.2 
Private Label   $20,875,624   (0.2)  6,711,886   (5.8)  5,985,620   (4.0)
ConAgra   $17,887,142   (18.0)  3,310,777   (26.1)  3,948,956   (20.8)
Nestlé USA   $12,259,497   (3.8)  3,681,984   (13.3)  3,121,293   1.6 
Ruiz Foods   $10,905,932   73.9   4,767,016   42.3   3,186,212   78.1 
Heinz   $5,283,575   (30.8)  1,817,632   (32.4)  1,001,513   (32.1)
Bob Evans Farms   $3,570,362   22.8   1,034,262   68.4   940,704   17.1 
Good Food made Simple   $2,405,319   43.0   1,084,576   47.3   407,168   35.7 
WAFFLES  $200,386,208   (0.0)  72,240,904   (0.5)  68,974,680   1.0 
Kellogg’s   $146,070,832   1.3   48,169,184   1.2   48,351,300   0.8 
Private Label   $36,972,984   (2.1)  17,804,806   0.3   16,376,812   1.3 
Van’s Natural Foods   $7,434,662   (8.4)  2,405,185   (12.1)  1,338,346   (10.1)
Pinnacle Foods Group   $3,548,171   20.3   1,530,361   0.8   1,642,952   40.4 
Kashi Co.   $1,798,915   (6.4)  545,152   (6.1)  344,154   (6.1)
Nature’s Path Foods   $1,489,478   39.0   473,416   42.1   219,643   42.1 
BREAKFAST ENTREES  $130,529,056   5.7   49,542,784   1.6   37,632,276   3.8 
Hillshire Brands   $45,862,332   18.7   17,863,246   21.3   8,688,094   17.1 
Kellogg’s   $14,729,114   16.9   5,788,485   18.8   5,207,564   16.8 
Private Label   $14,684,528   (3.0)  6,677,238   (6.0)  6,434,894   (0.1)
Pinnacle Foods Group   $13,222,796   (11.6)  5,780,010   (16.9)  3,720,020   (13.5)
De Wafelbakkers   $12,962,108   0.3   3,758,873   0.1   6,845,078   (0.6)
Nestlé USA   $5,316,486   390.6   1,538,009   274.8   1,233,156   399.4 
Heinz   $4,812,473   (34.1)  1,798,575   (34.0)  778,352   (38.0)
General mills   $4,751,456   (13.5)  2,226,432   (36.6)  1,449,662   (12.8)
Atkins Nutritionals   $2,636,532   (28.9)  767,214   (27.3)  329,468   (26.9)
Bakery Chef   $2,506,048   (9.8)  646,554   (17.0)  982,129   (12.6)
BAGELS  $4,276,559   (13.6)  2,258,908   (16.2)  1,931,832   (15.6)
Pinnacle Foods Group   $2,005,961   (23.0)  1,124,580   (23.1)  891,294   (23.1)
MUFFINS  $4,043,010   (23.2)  952,419   (29.5)  483,754   (35.7)
Vitalicious   $2,551,772   (18.0)  609,539   (18.5)  304,767   (16.9)
OTHER BREAKFAST FOOD  $3,824,258   96.9   895,239   9.6   1,693,059   233.3 
Rich Products Corp.   $2,759,847  *  469,893  *  1,409,678  *

*Product has been in distribution less than a year.

Kellogg’s adds two varieties of 
Special K Flatbread Breakfast 
sandwiches and a meatless option 
under its MorningStar Farms brand.
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BETTER-FOR-YOU
IS ‘MOLTO BENE’
For non-Italian speakers, that means healthy is hot 
when it comes to Italian fare. 

BY DENISE LEATHERS

Like sales in many categories, pasta sales are shift-
ing from frozen to refrigerated as consumers seek 
out products they perceive as fresher and healthier. 

In fact, refriger-
ated pasta sales 
recently sur-
passed frozen 
pasta sales for 
the first time. 
During the 12 
weeks ended 
Aug. 9, refriger-
ated sales rose 
8.8% to $73.61 
million across 
channels while 
frozen sales 
edged up 1.7% to 
$66.48 million, according 
to Chicago-based mar-
ket research firm IRI (@
IRIworldwide). But even 
on the frozen side, the 
category is doing well, outpacing the department as a 
whole in terms of both dollars and units. Four of seven 
subcategories saw sales rise — two by double digits.

THE PUSH FOR QUALITY
To better compete with fresh alternatives, frozen pasta 
manufacturers are focusing on improving the quality of 
their offerings. For example, Charlestown, Mass.-based 
Mama Rosie’s (www.mamarosies.com) recently began 
shipping what it calls “fresh frozen” pasta. “We’re now 
grating our own cheese wheels imported from Italy and 
grinding our own whole white peppercorn and Sicilian 
sea salt,” reports company president Brian McNulty. “We 
combine that with fresh ricotta, egg whites and North 
Dakota durum flour, and the result is the freshest, best 
tasting pasta. It’s still frozen,” he adds, “but it’s fresh 
frozen. We think that will really resonate with today’s 
consumer, particularly Millennials looking for fresh, all-
natural products.”

Other frozen pasta manufacturers are tapping into 
growing demand for gluten-free products. Although the 
gluten-free trend has leveled out a bit (sales are increas-

ing 10% to 15% annually), the relatively underdeveloped 
gluten-free frozen pasta category still has plenty of room 
for growth. In fact, reports Schaumburg, Ill.-based SPINS, 
multi-outlet sales were only $1.3 million for the 52 weeks 
ended Feb. 22, a 23% increase over the previous year. 
To help meet “pent-up demand,” Lyndhurst, N.J.-based 
Dr. Schar USA (www.schar.com) introduced gluten-free 
bagged ravioli and a pair of single-serve, gluten-free pasta 
and sauce entrees (Caserecce Pasta with Pesto and Fusilli 
with Arrabbiata Sauce) under its Bontà d’Italia brand ear-
lier this year, reports director of marketing Roberto Cruz. 
All three are imported from Italy where they’re made in a 
dedicated gluten-free facility with ancient grains — an-
other important category trend.

“Consumer awareness of and demand for 
products with ancient grains is on the rise,” con-
firms Jasmine Asuncion, assistant brand man-
ager at Benicia, Calif.-based Valley Fine Foods, 
maker of the refrigerated Three Bridges lineup 
(www.threebridges.com). Considered “more 
natural,” ancient grains are also more easily 
digestible, more flavorful and higher in fiber and 
protein than the hybridized modern grains most 
consumers are used to. As such, Three Bridges 
recently introduced a pair of fresh, all-natural, 
ancient grain raviolis: Five Cheese and Chicken 
Sausage & Sweet Pumpkin with Sage, both in 
clear 9-ounce trays with peel-off tops.

Three Bridges also debuted a new line of 
pasta and sauce combos ready to eat in less than 
10 minutes. “Consumers are looking for more 
convenient 
options, but 
don’t want to 

sacrifice flavor,” says 
Asuncion. She adds 
that keeping the chef-
crafted sauce separate 
from the pasta allows 
shoppers to add as 
much or as little as 
they want. Varieties 
include Chicken & 
Mushroom Alfredo 
Sauce with Fettuccini 
and Italian Sausage & 
Roasted Red Pepper 
Sauce with Fettuccini.

Refrigerated 
pasta category leader 
Buitoni (www.bui 
toni.com), owned by 
Glendale, Calif.-based Nestlé USA, is also expanding its 
lineup with better-for-you offerings, reports marketing 
manager Erica Starrfield. “We introduced new vegetable 
pastas because we know consumers are always looking 

After Michael Angelo’s added kale 
to its Vegetable Lasagna, sales 
grew considerably. Now it’s testing 
antibiotic-free chicken and grass-
fed beef.

Three Bridges adds a pair of 
Ancient Grain Raviolis to its all 
natural refrigerated pasta lineup.
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for delicious ways to add more vegetables 
to their meals,” she explains. But the new 
pastas aren’t just filled with vegetables; 
the vegetables are actually folded into the 
dough as well, infusing it with color and 
flavor. Available varieties include Spinach 
& Artichoke Ravioli, Chicken & Roasted 
Garlic Tortelloni, Sweet Bell Pepper and 
Roasted Chicken Ravioli and Three Cheese 
Asparagus Ravioli. Starrfield says to expect 
more new additions in the coming year, 
featuring “the bold flavors we know our 
consumers love.”

BETTER-FOR-YOU FROZEN
Vegetables are also playing a more important role 
at Austin, Texas-based frozen entrée manufacturer 
Michael Angelo’s 
(www.michaelan 
gelos.com), where 
kale recently found 
its way into vegeta-
ble lasagna, driv-
ing double-digit 
gains. But adding 
vegetables is just 
one of the ways the 
company is boost-
ing its better-for-
you profile, says vp 
of branded sales Joe 
Keip, citing initia-
tives around anti-
biotic-free chicken 
and grass-fed beef 
as well as a new 
“made with organic” 
line. Although it’s 
free of preservatives, 
fillers and artificial 
flavors, “Michael 
Angelo’s will never 
be fat-free or low-
cal. But we can 
offer better quality, 
real food from the 
freezer. It’s good 
tasting and good for 
you, which is what 
today’s consumers 
are looking for.”

Keip adds that the 
company is currently 
testing frozen pro-
tein-only main dish 

entrees like Chicken Par-
mesan, Chicken Piccata 
and Meatballs & Sauce to 
which consumers can add 
their own pasta, potatoes 
or rice. Designed for con-
sumers who want to do a 
little cooking themselves, 
the meals are offered in 
deli-type trays-in-sleeves 
that connote freshness, 
says Keip.

Another new frozen 
item comes from Oma-

ha, Neb.-based ConAgra, which recently added Italian 
Tortas to its Bertolli lineup (www.villabertolli.com). 
Best described as an Italian pot pie, Bertolli Tortas 

FROZEN & REFRIGERATED PASTA
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and 
dollar stores combined for the 12 weeks ended Aug. 9, 2015, according to IRI (@IRIworldwide), a 
Chicago-based market research firm. Percent change is versus the same period a year ago. Only 
manufacturers with at least $500,000 in sales are listed.   

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
RFG PASTA/NOODLE  $73,605,264   8.8   14,820,899   6.4   13,096,414   11.3 
Nestlé USA   $40,709,940   1.3   8,328,753   1.0   7,201,982   4.1 
Pastificio Rana   $12,755,151   95.5   2,463,862   96.5   2,274,012   112.7 
Valley Fine Foods   $7,621,551   13.3   1,468,657   13.1   1,277,827   18.9 
Private Label   $6,668,510   0.5   1,300,049   (11.5)  1,331,108   4.1 
Pulmuone Foods   $1,894,809   (47.1)  274,216   (52.5)  288,459   (53.5)

FZ PASTA  $66,483,552   1.7   19,803,840   2.0   24,605,292   0.6 
RAVIOLI  $28,208,956   (1.0)  8,118,213   (0.8)  10,989,576   (2.3)
Private Label   $10,233,886   5.6   3,174,178   1.2   4,920,482   2.6 
Rosina  $3,954,151   (7.8)  1,458,354   (7.8)  1,610,793   (10.9)
The Hain Celestial Group   $2,839,496   10.8   670,438   13.6   1,040,816   13.8 
Louisa Food Products   $2,244,995   4.3   506,851   (4.4)  618,563   (3.2)
mama Rosie’s   $1,848,207   0.7   566,047   5.1   760,140   1.1 
Seviroli   $1,134,953   (34.2)  265,205   (13.5)  413,220   (30.9)
Savignano Foods   $982,273   9.8   403,529   8.2   392,606   9.0 

PIEROGI  $19,170,164   5.9   5,972,672   6.3   7,175,424   5.6 
Ateeco   $15,107,427   7.7   4,525,079   8.9   5,705,558   7.1 
BCPI   $885,373   0.6   55,702   6.1   167,105   6.1 
Poppy’s Pierogies   $698,189   (3.6)  638,323   2.1   513,988   2.2 
Private Label   $648,204   (7.7)  294,197   (10.4)  342,013   (6.9)
Delicious Fresh Pierogi   $567,694   (5.1)  104,390   (11.5)  84,907   (11.5)

TORTELLINI/TORTELLONI  $9,972,570   (5.0)  2,959,031   (4.1)  3,351,645   (5.8)
Private Label   $3,963,780   (5.7)  1,301,868   (0.3)  1,517,804   (3.4)
Seviroli   $1,068,773   (10.0)  358,909   (10.1)  318,771   (9.6)
Rosina   $928,860   (7.3)  259,419   (7.9)  318,498   (10.2)
The Hain Celestial Group   $826,520   14.4   187,088   8.5   222,167   8.5 

ALL OTHER PASTA/NOODLES  $5,085,065   6.6   1,759,260   4.5   1,796,503   4.7 
T. marzetti   $2,514,862   9.1   810,247   10.2   860,851   12.4 
Private Label   $573,745   18.5   195,672   11.8   213,728   9.7 

STUFFED PASTA SHELL  $2,192,928   10.4   403,640   10.9   675,813   7.6 

GNOCCHI  $1,203,318   33.6   446,203   35.6   442,933   32.9 

MANICOTTI  $650,548   (0.5)  144,822   (1.2)  173,398   (4.1)

Dr. Schar introduces gluten-free 
bagged ravioli and a pair of single-
serve, gluten-free pasta and sauce 
entrees.



come in two flavors: 
Italian Sausage 
and Three Cheese 
Marinara. Although 
classic Italian dishes 
like lasagna and 
spaghetti remain 
top sellers, “We do 
see stuffed pastas 
starting to make 
their way to the top,” 
says brand director 
Derek Neeley. Like 
tortas, “They’re a bit 
harder for consum-
ers to replicate on 
their own at home,” 
making frozen or re-
frigerated versions a 
popular alternative, 
he explains. New 
additions to Ber-
tolli’s Classic Meals 

for Two collection include Three Cheese Tortellini 
with Bacon and Chicken Carbonara. Whatever the 
product, Neeley says it’s important for manufactur-
ers and retailers to “evolve the consumer’s mindset” 
regarding the quality of frozen meals by highlight-
ing real ingredients, fresh freezing and other key 
attributes.

While he agrees that higher quality, clean label 
products made with better ingredients are a key 
trend, Dan Horan, sales and marketing vp at Plover, 
Wis.-based Intevation Group, points out that pizza 
rolls and other basic snacks continue to grind out 
gains year after year. “It’s a splintered market and 
growing more so each day.” To help fill a gap at the 
higher end, Intevation recently rolled out a new 
line of frozen Italian snacks under the Fazoli’s label 
(www.fazolissnacks.com), leveraging the power of 
the popular Italian restaurant chain. “Frozen snacks 
have done an excellent job of providing options 
within bistro-style, Asian, Mexican and Greek, but 
we noticed there wasn’t a brand that captured the 
Italian theme,” says Horan. “Fazoli’s represents an 
opportunity to capture that segment of consumers 
who currently identify with any number of Italian 
themed restaurants (Olive Garden, Carrabas, etc.). 
We bring those same options to the retail segment.”

The collection includes Six-Cheese Toasted 
Ravioli, Lasagna Fritta, Chicken Alfredo Flatbread, 
Parmesan Boneless Chicken, and Mozzarella 
Stuffed Mini Breadsticks. Horan says the company 
is working to bring additional items to market later 
this year. n

Buitoni’s new pastas 
feature veggies in the 
filling and in the dough, 
infusing it with color 
and flavor.

U N I T E D  S T A T E S   •   C A N A D A   •   M E X I C O
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about how we can exceed your goals.
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TALKING 
ORGANIC
A panel of industry experts sounds off on the latest 
findings at the All Things Organic Conference.

BY DENISE LEATHERS

Held in conjunction with the 
Natural Products Expo East, the 
All Things Organic Conference 

featured a discussion by three organic 
industry thought-leaders: Diane Ray, 
vice president of the Natural Marketing 
Institute, Harleysville, Pa.; David Winter, 
director of business development for 
SPINS, Schaumburg, Ill.; and Carlotta 
Mast, executive director of content and 
insights for New Hope Natural Media, 
Boulder, Colo.

Each panelist was asked to answer three 
questions about the organic industry, 
based on the most recent data. Here’s a 
look at what they had to say:

WHAT’S THE BIGGEST TREND?
Ray: The percentage of consumers who say they’ve used 
store brand organics over the past year climbed from a 
low of 41% in 2011 to an all-time-high 57% in 2014, she 
reports, making private label her pick for hottest organic 
industry trend.

“Store brand 
organics help remove 
some of the barriers 
to organic shopping,” 
she says, citing lower 
prices and high brand 
loyalty. “They open 
the door to whole 
groups of new users.” 
However, store brand 
marketers need to 
balance own brand 
communication with 
category and indus-
try communication. 
“Individual brand 
communications 
have typically been 
targeted at consum-

ers already ‘in the know’ and those who are ‘seeking.’” But 
store brand organics are likely to bring new consumers to 
the segment who need to know what organic standards 
are, why they’re so important and how they differ from 
individual claims like non-GMO or gluten-free. 

Winter: To get an idea what “the next big organic thing” 
will be in conventional supermarkets, he suggests look-
ing at what’s happening right now in the natural chan-
nel — where organic products grab the biggest share of 
total sales (42%) and organic trends tend to originate. 
Among the top-10 organic categories (based on absolute 

dollar sales) in 
the natural chan-
nel, but not in 
conventional, are 
oils and vin-
egars, candy and 
individual snacks, 
chips/pretzels/
snacks, and shelf-
stable fruits and 
vegetables, all 
of which should 
be considered 
organic products 
to watch.

But a look at 
the fastest-grow-
ing organic cat-

egories in the natural channel reveals most are non-foods, 
and many fall into the body care category (cosmetics, oral 
care, deodorants, etc.). So watch for them to make a bigger 
splash in conventional supermarkets as well, says Winter.

Mast: “Food tribes” are the biggest trend in the organic 
industry because “they’re driving the food 
revolution,” she says. What exactly is a food 
tribe? They’re social groups linked by a set 
of common values and beliefs that shape 
food and lifestyle choices. Examples include 
gluten-free, vegan, Paleo, Freegan, etc. Even 
though food tribes are often small, “Because 
they’re so passionate and vocal, they tend to 
be big influencers. They’re a source of inno-
vation and inspiration.”

WHAT EXCITES YOU MOST?
Ray: The most exciting thing is the potential 
for growth that still exists in the organic 
segment — even among the most devoted 
buyers, who represent just 29% of organic-
buying households but 64% of total spending 
on organics, she says. “Two other groups, 
Dabblers and Reluctants, have about the 
same penetration as Devoteds but, together, 

 ‘We should all keep organic on our radar 
because it’s still a huge driver of growth.’  
— David Winter

‘A lot of [companies] are choosing 
to put a natural claim on their 
products rather than pursue organic 
certification.’  — Carlotta Mast
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represent less than a quarter of total dollar volume. So 
there’s huge room for growth,” even in high-penetration 
categories like fresh produce (43%), dressings/salads/pre-
pared foods (20%) and milk (9%).

Winter: Eight of the top 10 new items launched in the 
natural channel during the past 52 weeks are certified 
organic, he says, “which is rather astounding.” If the 
natural channel serves as a lens into the future of natural 
foods retailing, “We should all keep organic on our radar 

because it’s still a huge driver of growth.”

Mast: Although less than 1% of the population is part 
of the “biodynamic” food tribe, which is devoted to 
environmentally beneficial, sustainable farming, she 
is excited that many of the values held by these “deep, 
deep organic consumers” are shared to some degree by 
mainstream consumers. For example, many conventional 
shoppers agree that how you grow produce impacts its 
nutrition (32%), livestock animals need better treatment 

For the first time ever, conventional supermar-
kets own a bigger share of total natural and 

organic sales than natural products retailers, 41.2% 
versus 40.7%, according to a 2015 overview of the 
natural foods marketplace pre-
sented at the Natural Products 
Expo East in Baltimore last 
month. E-tailers also snatched 
a bigger piece of the natural 
products pie: 3.8% in 2015, up 
from just 1.1% in 2005.

What can the natural chan-
nel retailers do to fend off the 
growing threat from conven-
tional retailers? Presenter 
Andrew Fleming, vp of natural 
sales at Naperville, Ill.-based 
KeHE Distributors, has a few 
ideas. According to SPINS 
data, he reports, 33% of natural 
channel unit volume is sold on 
promotion versus 43% in the 
conventional channel. How-
ever, the average discount in the natural channel 
is a healthy 28% compared with just 15% in the 
conventional channel. But here’s the kicker: those 
deep discounts produce average lifts of only 73% 
versus 106% for lower discounts at conventional 
supermarkets. “Consumers are trained to shop 
sales,” explains Fleming. “So while you may give 
them a great value, you’re probably not promot-
ing as many items as your competition,” which 
contributes to a pervasive perception that natural 
outlets don’t offer the same value as their conven-
tional counterparts.

Part of the problem is natural food retailers’ 
reliance on manufacturers’ suggested retail prices. 
“That can be dangerous because those prices are 
based on thousands of retail customers,” says 

Fleming. “You need to establish your own pricing 
strategy because only you know where you need 
to be competitive in your marketplace.” He adds, 
“You should be walking your competitors’ stores 

every day, examining their prices, 
their pricing and promotional strate-
gies,” and adjusting yours accord-
ingly.

Fleming also suggests retailers 
pass on promotions from suppli-
ers. “We focus so heavily on the buy 
side that there’s a tendency to hold 
on to that margin,” he says. “But 
at the end of the day, you have to 
sell those goods.” So go ahead and 
discount them — just not as much as 
you might have in the past. And be 
sure to message the deal properly, he 
adds. “A lot of this is about percep-
tion, so signage is important.” Give 
the sales price and the savings. Or, if 
it’s an EDLP, call it out.

Another key to pricing success is 
representing all departments in promotional flyers, 
on-line and in tagging programs. “I see lots of [nat-
ural channel] flyers with no produce or refriger-
ated or frozen,” reports Fleming. “But conventional 
retailers promote in every department.”

He also suggests natural food retailers play up 
the local angle — not just in the produce depart-
ment but all over the store. “Don’t assume con-
sumers know that your honey or cheese or ale is 
produced locally,” he says. “Call it out. And then 
call out the fact that you’re local, too. If you’ve been 
a part of the community for X number of years, 
let shoppers know.” Sampling events, behind-the-
scenes tours, meet-and-greets with local suppliers 
and other forms of community engagement can 
also help build consumer loyalty, Fleming adds. n

NATURAL CHANNEL DOLLARS AND SENSE
Natural food retailers are all over quality and service, but pricing and promotion 

could use a little work.

Andrew Fleming



(29%), I try to reduce my im-
pact on the planet (27%), and 
we need more small-scale 
agriculture (25%).

WHAT SCARES YOU?
Ray: Although individual 
elements of organic (non-
GMO, hormone-free, noth-
ing artificial) are becoming 
more visible, she fears the 
broad, all-encompassing 
term is becoming less mean-
ingful and more generic. In 
many consumers’ minds, 
“Organic simply equals no 
pesticides, but it needs to 
stand for the big picture — 
from seed/ground to fin-
ished product. How do we 
communicate to them that the organic umbrella encom-
passes all of that?”

Ray says, “Many consumers are confused about or-
ganic,” particularly the difference between organic and 
natural. “The healthy halo around ‘locally grown’ only 
adds to the confusion.” She says it’s up to the organic 
industry to educate them. “How can we communicate 

to shoppers that organic means non-GMO and a 
lot more?”

Winter: He, too, is concerned about consumers’ 
lack of understanding around the term “organic.” 
Although organic remains the most common 
certification carried by the 65,000-plus products in 
New Hope Natural Media’s NEXT Trend Database, 
many products hold more than one (non-GMO, 
etc.) — even though organic alone should cover 
it. “Why are double certifications driving faster 
growth than either certification on its own?” Win-
ter asks. Although the organic segment is growing 
faster than all products combined, “Do shoppers 
really understand what it means?”

Mast: She’s troubled by the fact that a whopping 
42% of products in the NEXT Trend Database 
feature a natural claim — despite the fact it doesn’t 
really mean anything. “A lot of first-time Expo East 

exhibitors, many of which are start-ups, are choosing to 
put a natural claim on their products rather than pursue 
organic certification,” Mast reports. Yes, it’s expensive — 
and there are often supply issues to contend with. “But as 
an industry, we have to do more to help these entrepre-
neurs understand the value of organic certification and 
make it easier to obtain.” n

‘Store brand organics 
help remove some of 
the barriers to organic 
shopping. They open the 
door to whole groups of 
new users.’  — Diane Ray
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MEAT & 
POULTRY 
SPUTTER
Sales of processed chicken were 
up, but better-for-you turkey and 
meat substitutes were the biggest 
gainers.

BY DAN RAFTERY
 

During the 12 weeks ended 
Aug. 9, frozen meat dol-
lar sales edged up 0.7% to 

$737.48 million on a 3.4% decline 
in units, according to IRI (@
IRIworldwide), the Chicago-based 
market research firm. However, 
performances varied widely from 
subcategory to subcategory. For 
example, frozen sausage dollar sales 
tumbled 7.6% while meat substitutes 
were up 3.2%. The biggest subcat-
egory, frozen meat, registered a 2.1% 
gain, though unit sales fell 4.0%.

The variation was just as pro-
nounced in the poultry segment 
where dol-
lar sales of 
processed 
items 
jumped 
4.3% to 
$710.12 
million but 
sales of un-
processed 
products 
fell 5.2% 
to $1.00 
billion. One 
bright spot on the unprocessed side, 
turkey/turkey substitutes, up 5.5% to 
$308.38 million.

BETTER-FOR-YOU SELLS
 “A number of big social trends 
are making turkey hot right now,” 
says Ivan Arrington, director of 
innovation, insights and licensing 
for Raleigh, N.C.-based Butterball 
(www.butterball.com). “First, there is 
demand for more protein in diets in 

general. Second is economics where 
turkey wins big over other protein 
options such as beef. And third is an 
overall health concern that more and 
more people 
are bringing 
to their diets.” 
As retailers 
respond to the 
trends, says 
Arrington, But-
terball has been 
gaining wider 
distribution. As 
a result, sales 
shot up 28.9% 
during the 
most recent 12 
weeks. 

“More than 
ever, today’s 
consumer is 
looking for 
healthier alter-
natives in their choice of what to eat,” 
agrees Scott Bennett, CEO of Golden 
Platter (www.gold enplatter.com), 
Newark, N.J. In the poultry category, 
that translates into growing demand 
for both gluten-free and antibiotic-
free (ABF). “Only 7% of those who 

purchase 
gluten-free 
products do so 
because they 
have celiac dis-
ease,” says Ben-
nett. “Almost 
two-thirds of 
gluten-free 
purchasers do 
so because they 
want to eat 
healthier.” And 
ABF is getting 

a big boost from chains like Panera, 
Chipotle and Chick-Fil-A that have 
moved to ABF chicken.

“Golden Platter’s entire fully-
cooked, frozen product range is 
certified gluten-free, is made from 
all natural ingredients, and has no 
hormones or preservatives,” says 
Bennett. But its newest product line 
also comes in a variety of fun shapes 
designed to appeal to children. It 
includes Chicken Tenders, Chicken 

Patties and Chicken Nuggets, the lat-
ter of which just launched in shapes 
from Disney’s Frozen.

While gluten-free and antibiotic-
free appeal to many 
better-for-you 
consumers, another 
subset of shoppers 
is looking for even 
healthier protein 
options. “Plant-
based alternatives to 
animal protein have 
historically been 
hard to find,” notes 
Rick Bauman, senior 
vp of sales for plant-
based protein manu-
facturer Gardein 
(www.gardein.com), 
Vancouver, Brit-
ish Columbia. And 
alternatives to pork 
have been particu-

larly scarce. So earlier this year, the 
company introduced Asian-inspired 
Sweet & Sour Porkless Bites. “Packed 
with 11 grams of protein per serv-
ing, they can be added to pineapples, 
green onions and rice for a perfect 
stir-fry that is ready in minutes,” says 
Bauman. 

NEW FOR THE GRILL
“Consumers’ love affair with their 
grill is at its peak this time of year,” 
says Mike Gerber, vp of research and 
development for Jack Link’s Protein 
Snacks (www.jacklinks.com), Mi-
nong, Wis. “We are in the heart of 
fall tailgating season and according 
to a survey conducted by Acosta, 
61% of consumers grill eight or more 
months of the year.” However, he 
says, they’re looking for new, differ-
ent items to barbecue.

To that end, Jack Link’s, which is 
widely known for its range of jerky 
products, recently entered the refrig-
erated case with a line of Jack Link’s 
Wild Side Sausages. Designed to 
meet demand for bolder, more unique 
flavors, the pre-cooked sausages work 
both on and off the grill and as a 
main ingredient in chilis, casseroles 
and quesadillas, says Gerber. Avail-
able varieties include Original Hard-

Golden Platter licensed 
Disney’s Frozen characters 
for new fun-shaped chicken 
nuggets — also gluten-free.

Jack Link’s brings its jerky expertise to 
a new line of bratwurst.
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wood Smoked, Hardwood Smoked with Cheddar, Jalapeño, 
Bratwurst with Bacon, and Bratwurst with Peppered Jerky 
(blended with coarse ground pepper jerky).

The folks at Butterball are also focusing on grillable op-
tions. “Our fastest-growing platform is the frozen burger,” 
says Arrington. “It is super-convenient and healthy. These 
burgers cook in less than 10 minutes.”

This summer, Butterball released a new product line 
called Natural Inspirations, which adds a fourth product 
to its frozen burger range. “The all-white-meat Natural 

Inspirations burger takes advantage of all of the reasons 
why people love turkey,” says Arrington. Other burgers in 
the line include the Original, Sweet Onion (“Anyone who 
likes onions on their burgers will like this flavor,” he notes) 
and Cheeseburger.

TALKING TURKEY
“Everybody likes turkey,” says Butterball’s Arrington, “but 
some people love it.” The company’s consumer research 
shows that these turkey-loving shoppers generally have 

higher incomes, larger 
families and signifi-
cantly larger shopping 
baskets than the average 
consumer, making them 
a highly desirable target 
shopper.

“The easiest way to 
keep these shoppers 
loyal to the store is to 
put all the frozen turkey 
products together in one 
area of the freezer case. 
Our research found that 
people spend a lot of 
time trying to find these 
products in the super-
market,” says Arrington.

According to Ar-
rington, “We always see 
a big uptick [in turkey 
sales] in January when 
people go into weight-
loss mode after the 
holidays. But we also 
see a more permanent 
gain with Millennials 
who have an inclination 
toward these kinds of 
products. 

“Millennials are famil-
iar with turkey at differ-
ent meals because they 
grew up with mom and 
dad making turkey tacos 
or turkey enchiladas for 
lunch and dinner and 
turkey sausage for break-
fast,” he explains. n 

Dan Raftery is president 
of Raftery Resource 
Network and a 
trumpet hobbyist. 
He can be reached at 
Dan@RafteryNet.com.

MEAT & POULTRY
Frozen and refrigerated sales (UPC-coded only) in supermarkets, drugstores, mass merchants, 
military commissaries and select club and dollar stores combined for the 12 weeks ended Aug. 9, 
2015, according to IRI (@iriworldwide), a Chicago-based market research firm. Percent change is 
versus the same period a year ago.  

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FZ/RFG POULTRY  $1,002,520,576   (5.2)  166,174,624   (5.2)  403,103,392   (3.3)
CHICKEN/CHICKEN SUB  $683,384,512   (9.3)  105,355,576   (9.1)  312,402,912   (4.7)
Private Label   $210,870,336   (2.4)  29,644,648   (3.9)  86,086,240   (1.4)
Tyson   $165,716,672   (15.8)  21,670,788   (16.7)  71,433,288   (12.8)
Perdue   $53,154,512   (12.1)  9,144,988   (11.2)  18,339,440   (17.7)
Gold’n Plump   $49,790,100   (0.1)  8,080,902   (1.0)  13,461,403   (4.0)
Pilgrim’s Pride   $28,230,578   (47.3)  4,231,466   (51.7)  27,958,088   (24.7)
AdvancePierre   $15,697,467   (18.4)  2,388,312   (19.0)  2,604,306   (21.2)
Gold Leaf of Nebraska   $15,550,532   (18.7)  2,597,522   (2.6)  25,975,222   (2.6)
Heinz   $14,268,834   4.9   2,938,733   8.2   2,474,567   1.8 
Harvestland   $10,575,033   47.7   1,626,044   75.1   2,526,610   52.2
Kellogg’s   $9,931,989   1.5   2,441,950   (5.5)  1,778,079   4.4 
TURKEY/TURKEY SUB  $308,387,456   5.5   58,817,000   3.0   86,951,616   2.0
ALL OTHER POULTRY/POUL SUB  $10,748,557   (3.2)  2,002,043   (10.5)  3,748,884   (6.6)

FZ MEAT  $737,483,200   0.7   115,549,456   (3.4)  189,222,096   (8.3)
MEAT (NO POULTRY)  $530,713,088   2.1   54,976,656   (4.0)  138,637,088   (9.2)
Private Label   $190,141,232   5.2   19,010,580   2.1   49,617,144   (7.1)
Bubba Foods   $60,154,536   10.2   4,494,851   (8.7)  10,537,389   (7.6)
Jensen meat Co.   $29,386,512   33.8   1,205,824   10.7   8,769,680   10.0 
Quaker maid meats  $22,652,294   (4.5)  2,729,171   (19.1)  5,512,935   (16.4)
Johnsonville Sausage   $13,671,477   39.3   2,361,205   78.3   3,550,357   38.7
Home market Foods   $12,371,247   62.8   2,120,661   60.4   3,453,289   50.8 
Hillshire Brands   $12,031,680   (23.8)  1,338,842   (31.9)  1,591,296   (36.6)
Steak-umm   $10,326,226   (9.3)  1,679,936   (14.5)  1,783,733   (21.4)
AdvancePierre   $9,062,631   (10.4)  1,009,049   (21.8)  1,851,988   (19.7)
Rich Products Corp.   $4,276,511   (70.9)  468,888   (64.9)  1,241,278   (77.2)
MEAT SUBSTITUTES  $100,187,408   3.2   25,252,862   0.1   18,005,080   (0.0)
SAUSAGE  $95,428,336   (7.6)  34,844,352   (4.7)  27,569,096   (7.7)
FRANKFURTERS  $11,154,326   (8.7)  475,589   (12.8)  5,010,846   (12.5)

PROCESSED FZ/RFG POULTRY  $710,123,648   4.3   118,535,104   1.3   179,299,392   1.6
PROCESSED CHICKEN/CHICKEN SUB  $688,050,432   4.5   114,692,096   1.5   174,435,968   1.8 
Tyson   $302,964,288   2.9   44,487,548   (0.1)  77,874,320   3.2 
Private Label   $117,843,120   7.7   18,580,864   5.2   33,574,820   7.5 
Perdue   $74,090,944   5.4   15,830,740   10.3   15,696,222   3.7 
ConAgra   $38,459,424   (14.1)  8,226,174   (17.9)  12,623,159   (18.7)
John Soules Foods   $27,864,650   17.9   6,229,886   7.7   4,563,788   10.1 
Foster Farms   $26,922,250   17.7   4,369,336   12.8   6,099,772   13.6 
maxi   $12,668,658   7.7   1,519,877   8.3   4,102,922   (4.6)
AdvancePierre   $9,030,810   (25.3)  1,958,362   (25.4)  3,014,603   (27.2)
InnovAsian Cuisine   $7,955,446   45.8   1,507,946   46.3   1,799,214   55.2
on-Cor   $7,241,400   (26.9)  1,698,280   (40.9)  3,152,167   (23.3)
PROCESSED TURKEY/TURKEY SUB  $21,842,788   (2.4)  3,822,609   (3.4)  4,845,804   (5.8)
PROCESSED A/O POULTRY/POUL SUB  $230,465   (19.8)  20,404   (28.3)  17,590   (63.4)
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USCS EARNS NATIONAL
DESIGN-BUILD AWARD

The Design-Build Institute of America (DBIA) 
has chosen United States Cold Storage’s newest 
distribution center in Covington, Tenn., to receive 

the 2015 National Design-Build Project/Team Award. 
Completed in January, this 9,010,000-cubic-foot facil-

ity maintains a -20°F environment for ice cream storage. 
Developed with Primus Builders Inc., Woodstock, Ga., 
Covington represents several important firsts for USCS 
— including the company’s first automated warehouse 
and its most energy-efficient and sustainable operation 
designed according to the U.S. Green Building Council’s 
Leadership in Energy & Environmental Design (LEED) 
program. The facility is under consideration for LEED 
Silver Certification.

DBIA announced its 20th annual Design-Build Project/
Team Award Winners in each of nine categories. USCS 
Covington was one of only three honorees in the “Indus-
trial/Process/Research” segment. Entries were recognized 
for exemplary collaboration and integration in design-
build project delivery, and were evaluated by a panel of 
industry experts. 

“To win a National Design-Build Project/Team Award, 
projects must not only achieve budget and schedule goals, 
but also demonstrate advanced and innovative 
application of design-build best practices,” says 
Lisa Washington, CAE, Executive Director/CEO 
of DBIA. 

According to Michael Lynch, vp of engineer-
ing at USCS, “Our newest warehouse in Coving-
ton is a testament to our company’s innovative 
culture and this operation has become a flagship 
facility to showcase many new, state-of-the-art 
technologies. We will consider many of these 
features at other USCS locations in the future.”

For example, the DC uses an inbound prod-
uct pallet handling system with two automated 
guided vehicles that can convey about 170 pallets 
per hour, 24 hours per day, seven days per week. 

USCS’s proprietary warehouse management system also 
directs automated storage and retrieval cranes, which 
move pallet loads of ice cream in and out prior to shipping.

Further, the new USCS facility drives down energy cost 
using several energy-efficient technologies, including LED 
lighting and a carbon dioxide/ammonia cascade refrigera-
tion system with glycol defrost. USCS and Primus used 
renewable and/or recyclable construction materials to 
build the facility, which also has numerous features to 
reduce water and increase indoor air quality.

“DBIA has a national reputation for pushing the 
industry to improve its processes,” says Matt Hirsh, 
president, Primus Builders. “The USCS Covington 
project team demonstrated its ability to incorpo-
rate technology, sustainability and safety on this 
project while delivering it on a fast-track schedule 
and within budget. It raises the bar for future cold 
storage facilities industrywide.”

UNILEVER PLANT ATTACHED
The building is plant-attached to an existing 
815,000-square-foot ice cream production facility 
operated by Unilever, according to Primus. The 
two buildings are connected by a -20°F elevated 

corridor, making it one of the largest ice cream manu-
facturing plants in the world. The USCS facility has also 
been named Best Project-Manufacturing, by Engineering 
News Record Southeast. n

INTERSTATE EXPANDS 
TWO WAREHOUSES
Interstate Warehousing, Fort Wayne, Ind., has com-

pleted the expansion of two warehouses, which are 
now open and receiving product. 

The Indianapolis (Franklin) facility added more than 
309,000 square feet of frozen and refrigerated warehouse 
space to the building, which has expanded four times in 
the 10 years since it was built in 2005. This expansion 
added more than 46,000 new pallet positions and another 
54 dock doors. This warehouse, at 900,000 square feet, is 

the largest in the com-
pany’s network.

Some 155,000 square 
feet were added to 
Interstate’s Nashville 
(Murfreesboro), Tenn., 
warehouse. It marked 
the second expansion 
of the facility since it 
was built in 2006. More 
than 23,000 pallet posi-
tions and 31 additional 
dock doors were added. 
The multi-temperature 
building now has 

Expansion at the Franklin, Ind., 
warehouse added 309,000 square feet 
and 46,000 new pallet positions. 

To win, the USCS project had to achieve budget and schedule 
goals, and demonstrate advanced and innovative application 
of design-build best practice.

LOGISTICS
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400,000 square feet, with additional room available for 
expansion. 

“We’re grateful for the customers who have given us the 
ability to grow by placing their trust in Interstate Ware-
housing, and we look forward to continuing to provide 
them with the best customer service in the industry,” said 
John Tippmann, Jr., president of Tippmann Group / Inter-
state Warehousing.  n

RAYMOND ADDS 2 NEW
REACH TRUCKS

The Raymond Corporation, 
Greene, N.Y., has introduced 

the Model 7200 (24 volts) and 
Model 7300 (36 volts) available 
in Reach-Fork and Deep-Reach 
configurations. 

The models are application-driv-
en to address customers’ narrow 
aisle storage needs and high-volume 
applications. There is a broad range 
of battery compartment configura-
tions, from 14.12 to 21.12 inches, 
with AC lift standard on all reach 
trucks.

Additional updates include strong 
ductile iron, bolt-on, baselegs that 
ensure reliable load support, accord-
ing to Raymond. The company says 
its innovative open view mast design 
offers unprecedented visibility.  n

PREFERRED FREEZER
EXPANDS IN WASH.
Preferred Freezer Services, Chatham, N.J., has 

opened a new facility in Lynden, Wash., with 11 
million cubic feet of cold storage capacity. The facility 

opens just in time for the local agricultural community’s 
harvest season.

Ground was broken in late March of this year, and time 
was of the essence during construction. Todd Klumok, 
the company’s exec vp of business development, praised 
“the city of Lynden, Victory Construction, and all of the 
local sub-contractors for completing the facility on an 
extremely tight timeline.”

It is the company’s second location in Washington and 
35th in the United States. General manager of the Lynden 

facility is Dan Shuler.  n

ZERO MOUNTAIN EXPANDS
Fort Smith, Ark.-based Zero Mountain has added 

90,000 square feet of freezer and cooler space to its 
current operation. The addition will double the com-
pany’s blast freezing capacity. 

Zero Mountain has also acquired Southpark LLC’s 
206,000-square-foot food grade dry warehouse next to 
its current location in Fort Smith. Recently, the company 
announced the launch of Zero Mountain Logistics, a full-
service fleet of over-the-road trucks and trailers.  n

KAYLA HENNINGSEN 
JOINS FIRM
Henningsen Cold Storage Co., 

Hillsboro, Ore., welcomes Kayla 
Henningsen, a fifth-generation fam-
ily member, as a full-time manage-
ment associate. She joined the com-
pany in the summer of 2014, as an 
intern working with Todd Larson, vp 
of warehouse operations, evaluating 
current training programs and avail-
able alternatives. After graduation, 
she began working full-time this 
January at the Portland East facility, 
learning the office administration functions.  n

Raymond’s new 
Model 7200 
(shown) and 
Model 7300 
feature a variety 
of innovations. 

Kayla HenningsenNew facility in Lynden, Wash., with 11 million cubic 
feet of cold storage capacity, is the company’s second 
location in Washington and 35th in the United States. 

An aerial view of Zero Mountain, where new construction is 
adding more freezer space and blast freezer cells. At right is the 
newly acquired dry 206,000-square-foot storage warehouse.
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‘ARF!’

TOP 
DOGS
SPEAK
Selected outtakes from 
recent conference calls with 
securities analysts, courtesy 
of SeekingAlpha.com. 

CAMPBELL SOUP CO.
Fourth quarter conference call, Sept. 3. 
Denise M. Morrison, president and CEO: Our adver-
tising — consumer and trade — was about 24% of sales. 

We aim for about 24%-25% as 
a rule… Within advertising, 
we are shifting more dollars 
out of conventional TV and 
more into digital. That spend 

has been shifting over time but will be up to 40% going 
forward. We are continuing to manage our trade promo-
tions to maximize our profitable volume. There is no real 
strategy to cut back, but there definitely are improved 
analytics and revenue management. So we have a much 
more productive trade spend.

GENERAL MILLS
First quarter conference call, Sept. 22. 
Shawn P. O’Grady, senior vp, president sales & chan-
nel development: In the U.S., food sales that are go-
ing through online are between 1% and 2%. Now, that’s 

changing pretty quickly, meaning 
moving from 1% to 2%. If you said what 
does it look like out four or five years 
ahead, all the projections I’ve seen are 
in the 5%-6% range. So it’s going to be a 
high growth area. Obviously Amazon is 
leading some of the thought there, Wal-

Mart.com is investing a great deal to make sure that they 
are utilizing their stores to make sure they are competi-
tive. And that really is causing all the players in the mar-
ketplace to be one of the actives in the e-commerce space.
Kendall J. Powell, chairman and CEO: It’s very easy to 
see e-commerce sales grow very rapidly. We have only to 
look at other markets where we do business like the U.K. 
and France where in some of our categories our online 
sales are approaching 10%. So it’s pretty clear that we’re 

going to move in that direction very rapidly in the U.S. 
O’Grady: The piece that will really shift the U.S. land-
scape on e-commerce is one that moves from being single 
item search to being full basket online search, which it 
has in the places Ken mentioned in Europe and other 
parts of the world. And you can see that coming and so 
that’s why we expect the growth projections to material-
ize… We’re now the third largest natural and organic food 
manufacturer in the United States and this enhanced 
scale combined with our dedicated stewardship of our 
brands has made us a significant and credible supplier to 
natural and organic consumers.

UNITED NATURAL FOODS
Fourth quarter conference call, Sept. 15 
Steven Spinner, president and CEO:  Contributing to 
our 2015 results is growth in our e-commerce business, 
which continued to build at a rapid pace. As a business-
to-business base provider, 
we believe UNFI has the 
necessary infrastructure 
to deliver via fulfillment to 
a growing range of retail-
ers and e-tailers. There are 
some pretty significant 
retailers that have started 
up over the last couple of years — that are extremely well-
funded — that are all UNFI customers. We also have a 
really active methodology for using e-commerce to satisfy 
retailers and customers who just aren’t big enough to take 
a delivery by truck. Obviously, there is a lot of interest 
across a lot of our retail customers. E-commerce is still 
relatively small, but it is growing exponentially and we are 
very optimistic about where it can go.

DOLLAR TREE 
Second quarter conference call, Sept. 1. 
Bob Sasser, CEO: We are continuing the expansion 
of our frozen and refrigerated category. In the second 
quarter, we installed freezer and coolers in 159 additional 
stores for a total of 
255 additional stores 
year-to-date. We 
currently offer frozen 
and refrigerated prod-
uct in 3,875 stores 
and we continue to 
grow. Frozen and refrigerated merchandise is generally 
lower-margin but it’s faster-turning, more frequently 
purchased. The increase in shopping frequency provides 
Dollar Tree the opportunity to drive incremental sales 
across all categories including our higher margin discre-
tionary product. Most importantly, the product serves the 
need of our customers. n
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3 Anytime & 2 Breakfast Wraps

4 Count – 22 OZ Boxes
Sales Volume in Excess of
Category Average*

505 MexiWraps are a registered brand of Flagship Food Group FOOD GROUP
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