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OUT WARREN’S WAY

IS IT STILL

‘PRIVATE LABEL?’
Or Own Brand? Or Corporate
Brand? Or Store Brand? (Why
would anyone care?)

W

Clarence Birdseye was a pup. So
all of a sudden we’re supposed to
start calling it Own Brand, or OB? I
expect to see “GYN” after OB, with
a little dash in the middle. Or CB?
Citizen’s Band radio?
Why in heaven’s name is there a
movement afoot? Is it because we’re
afraid the word “Private” has been
co-opted by the NSA, and shoppers are going to think private label
products might have embedded
chips and spy on them while hiding
in the refrigerator?
This same brand of paranoia took
root with Health and Beauty Aids a
generation ago during the AIDS epidemic. Otherwise intelligent people actually thought that consumers
would associate deodorant, eye
shadow and nail polish with AIDS.
So the category became Health and
Beauty Care, or HBC. Phew! Sure
glad we dodged that one! And nobody would have bought Band Aids
anymore. Nobody. Ever.
Brokers have had their own little
battles here, too. Someone decided
that the term “broker” was outmoded and somehow not reflective of
their advanced intellectual holiness
today. So darned if the National
Food Brokers Association didn’t become the Association of Sales and
Marketing Companies. Rolls right
off the tongue, doesn’t it?

hilst standing innocently at the bar awaiting my usual glass of
chocolate milk (up) at the National
Frozen and Refrigerated Foods
Convention last month in Dallas,
someone — I’ve forgotten who —
tapped me on
the shoulder.
“I hope you
guys aren’t
going to call
‘Own Brands’
‘Private Label’
in your next
issue,” he said.
“Well, our
next issue
gets passed out at the Private Label
Manufacturers Association convention. Are they calling themselves
the ‘Own Brands Manufacturers
Association now?” I asked.
“You know they won’t change
that. But seriously, nobody calls it
‘Private Label’ anymore.”
Well, shoot. When you Google
DON’T ASK, DON’T TELL
‘Private Label,’ you get 17.8 million
I used to get chastised for saying
hits. All this makes me think of
“broker” again until a year or two
Yogi Berra’s explanation of why he
ago, when a truce was apparently
didn’t like a certain restaurant.
“Nobody goes there anymore,” he declared. Both terms are now at
least acceptable to most people. But
said. “It’s too crowded.”
it’s a bit like the military’s old rule
But I’m told there is a jihad
of “Don’t ask, don’t tell.” It’s just not
against using “Private Label” anypolite to ask people if they prefer
more. Warring tribes are insisting
to be called brokers, or sales and
on Own Brand, Corporate Brand,
Store Brand, or perhaps even Brand marketing company professionals.
So I just mumble and get through it
X, although I wouldn’t recommend
somehow.
that one.
Good luck to private label, or
What is this fixation we have
whatever it decides to call itself. I
with rearranging the Titanic’s
remain an infidel.
deck chairs? I mean, I have better
things to worry about, like Donald
Trump’s hair. Or Bernie Sanders’
hair, gosh, who’s his barber?
Warren Thayer, Editorial Director
Fact is, we’ve been calling it
Private Brand, or PL for short, since warren@frbuyer.com
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NEW PRODUCTS

Berry-Banana Blend
Milbridge, Mainebased Wyman’s
of Maine (www.
wymans.com) adds
a “first-of-its-kind,”
red, white and blue
blend to its line of
frozen berries. Offered in resealable
3-pound bags, the
fresh frozen mixture includes wild blueberries, strawberries and bananas. SRP is $10.99.
Fresh Frozen Fruit Snacks
Boulder, Colo.-based Cool Frootz (www.froozer.com)
debuts fresh frozen fruits and veggies in a tube. Offered under the Froozer
brand name, the Non GMO
Project-verified, soft-serve
snacks are made with
whole fruit, not purees —
and no added juice, water
or sugar. They’re available in
three nutrient-rich flavors:
Organic Strawbanana Bliss
(grapes, strawberries and
bananas), Blue Aloha (pineapples, grapes, bananas,
blueberries and carrots) and
Organic Tropical Sunset
(mangoes, grapes, pineapples and bananas). Free of
fat, gluten, cholesterol,
artificial colors and sweeteners, preservatives and sodium, the 35- to 40-calorie,
2-ounce tubes come in six-count, 12-ounce packages that
can be merchandised vertically or horizontally. SRP is
$4.99. The snacks can also be sold singly for $1.29 apiece.
Asian Appetizers
Kahiki Foods (www.
kahiki.com), Gahanna,
Ohio, launches a line of
frozen Asian appetizers
made with all natural
ingredients. Free of
preservatives, artificial
flavors and MSG, Asian
Stix feature taquitotype shells stuffed with
a variety of savory Asian
fillings. Ready to eat
in 3 minutes, the microwaveable snacks come in three
protein-rich flavors: Thai Basil Chicken, Korean BBQ Pork
and Toasted Sesame Chicken. Offered in 11-ounce boxes
packed eight to a case, they’re expected to retail for
$2.99 to $3.99, in line with Kahiki’s egg rolls. The company also rolls out all-natural Pork Potstickers in 22-ounce
bags. Packed six to a case, they will be line-priced with
Kahiki’s multi-serve meals ($5.99 to $6.99).
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Marinated Tofu Cutlets
House Foods (www.
house-foods.com),
Garden Grove, Calif.,
introduces ready-to-eat
Marinated Tofu Cutlets
made with organic tofu
produced from 100% U.S.grown soybeans. Designed
to be used right out of
the package with minimal
prep, the gluten-free, Non GMO
Project-verified cutlets come
in three MSG-free flavors, each
offering 14 grams of protein per
serving: Teriyaki, Asian BBQ and
Spicy Garlic. Served hot as a burger replacement or cold in a salad, the kosher-certified,
vegetarian cutlets come in 6-ounce packages packed six
to a case. SRP is $3.49 to $3.99.
Premium Frozen Yogurt
St. Paul, Minn.-based Kemps (www.kemps.com) expands
its super-indulgent Frozen Yogurt Shop collection
with four new, on-trend flavors: Strawberry Cheese-

cake, Chocolate Hazelnut, Cinnamon Spice Cookie and
Chocolate Lovers. Denser and more “scoopable” than
traditional packaged frozen yogurt, the premium line
features rosettes, revels and unique toppings designed
to create more visual impact. Clear packaging — “a
frozen yogurt category first” — lets consumers
see what’s inside the container before they
buy. SRP is $5.49 for 30 ounces. Containers
are packed six to a case.
Organic Baby Food
San Diego-based Once Upon a Farm
(www.uponafarm.com) introduces
refrigerated, organic baby food made
with whole fruits, vegetables and
superfoods. Offered in 100% recyclable, BPA-free pouches with screw-top
lids, the non-GMO, kosher-certified
collection includes 10 healthy, exotic
blends for four different age ranges:
Magic Velvet Mango and The Fairest
of Pears (5+ months); Green Kale & Apples, OhMyMega Veggie, Mamma Bear
Blueberry and Wild Rumpus Avocado
(7+ months); Just Right Porridge, Carrot-y Coconut-y Qui-

NEW PRODUCTS

noa and Sun-Shiny Strawberry Patch (9+ months); and
Chocolate Ever After (2+ years). Free of processed purees, concentrates and preservatives, all 10 varieties
are high pressure processed to keep flavors, colors,
textures and nutrients intact. SRP is $3.69 to $3.99 for
3.5 ounces. Each master
case includes two
eight-count display boxes.
Grass-Fed Milk
Yogurt
La Farge, Wis.-based
Organic Valley (www.
organicvalley.coop)
expands its certified
organic Grassmilk
lineup with a pair of
cream-on-top yogurts
made with whole milk from
100% grass-fed cows. Rich in
naturally occurring Omega-3 and CLA, the minimally
processed, non-homogenized yogurts come in two
flavors: Plain and Vanilla. Both are offered in 24-ounce
cups packed six to a case. SRP is $5.29.
Oreo Churro Bites
J&J Snack Foods (www.jjsnack.com), Pennsauken, N.J.,
brings Oreo-inspired chocolate Churro Bites stuffed
with real
crème filling
to supermarket freezers
nationwide.
Previously
available
only in
foodservice,
the ovenready frozen
desserts come with a packet of Oreo cookie
crumb topping that can be sprinkled on top for
added flavor and texture. Packed six to a case, each
10.3-ounce box includes approximately 20 Oreo
Churros. SRP is $4.99.
Probiotic Spread
Prosperity Organic Foods (meltorganic.com), Boise,
Idaho, adds
a probiotic
variety to its
Melt line of
certified, Non
GMO Projectverified organic
butter substitutes
made with virgin
coconut, hi-oleic
sunflower and
flaxseed oils.
Blended with a

8

www.frbuyer.com

NOVEMBER 2015

highly stable, patented probiotic from Ganeden, new
Probiotic Melt delivers active cultures more effectively than yogurt. Designed to boost immunity and
support digestive health, the buttery spread is also
rich in Omega-3 ALA and vitamin E. Plus, it’s free of
trans fat, gluten, dairy, soy, preservatives and artificial colors and flavors. The buttery spread comes in
10-ounce squares packed 12 to a case. SRP is $4.99.
Steel-Cut Oat Meals
Ithaca, N.Y.-based Grainful (www.grainful.com) expands its line of frozen single-serve meals made with
heart-healthy
steel-cut oats.
Now certified
gluten-free, the
all-natural collection features
six fiber-rich,
chef-crafted
entrees, including newcomers
Thai Curry,
Tuscan Bean &
Kale and Cheddar Broccoli.
Made with non-GMO ingredients and 100% whole
grains (20+ grams per serving), the microwaveable
meals come in recently redesigned 10-ounce packages packed six to a case. SRP is $4.99.
Shredded Cheese Strips
Nuestro Queso (www.nuestroqueso.com), Rosemont,
Ill., adds all-natural Oaxaca shredded strips to its
line of premium Hispanic dairy products. Although
Oaxaca cheese is traditionally sold in balls made of
long, hand-rolled
ribbons, shredded
strips are preferred by U.S. consumers seeking
more convenient
forms of authentic Hispanic
cheeses. Easy to
melt and string
when heated, the
gluten-free melting string cheese
can also be eaten
straight from the
package as a quick
snack. Made with
rBST-free milk,
they’re offered in 8- and 24-ounce bags with $3.99
and $9.99 SRPs, respectively. The shredded strips are
also available for private label.
Peanut Butter and Jelly Grahams
Concord, Mass.-based Welch’s (www.welchs.com)
launches frozen peanut butter and jelly graham

cracker sandwiches that
can be enjoyed frozen
or thawed. Free of high
fructose corn syrup,
artificial flavors and
artificial colors, Graham
Slam! sandwiches come
in two flavors, Strawberry and Grape, both
of which offer 7 grams
of protein and 12 grams
of whole grains per serving. Packed 10 to a case,
each 13.2-ounce package
contains six individually wrapped, 2.2-ounce sandwiches. SRP
is $4.64 to $5.40.
Frozen Desserts
Spring Creek Holdings,
Barrington, Ill., debuts a line
of frozen desserts under the
T.G.I. Friday’s brand, (www.
tgifridays.com). Inspired
by popular menu items,
the thaw-and-serve Frozen
Flings collection includes
10 desserts designed to
serve two: Whoopie Pies, Grasshopper Parfaits, Latte Cake,

Tennessee Whiskey Cake, Cookies and Cream Cake Pops, Sea
Salt Caramel Cake Pops, Chocolate Raspberry Cake Bites,
Lemon Iced Cake Bites, Molten Chocolate Cake Bites and
PB&J Mud Pie. Package sizes range from 3.2 to 10.8 ounces,
and SRP is $5.99.
Vitamin-Enriched Berries
Phoenix-based Inventure
Foods (www.inventurefoods.
com) launches vitaminenriched frozen fruit under
its Rader Farms brand. The
Fruit Plus Vitamins line adds
nutrients sourced from
whole fruits, vegetables and
other real foods to premium
grade berries, boosting
vitamin content 25% without
impacting taste or texture.
Available varieties include
Blueberries, Strawberries,
Mixed Berries (strawberries, blueberries and blackberries)
and Tropical Blend (strawberries, pineapple and mango).
Certified kosher and gluten-free, all four are free of added
sugars and artificial sweeteners. They contain 50 to 80
calories per serving and can be used in smoothies, on top of
cereal, mixed with yogurt and in a variety of recipes. SRP is
$3.49 to $3.99 for 12 ounces.
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FASTEST
FROZEN

BY PETER PENGUIN
During the 12 weeks ended
Sept. 6, sales of frozen foods in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar
stores combined totaled $12.33
billion, a 1.4% increase compared
with the same period a year ago, reports
Chicago-based market research firm IRI
(@IRIworldwide). Units slid 0.5% to 3.46
billion, but volume jumped 3.5% to 6.01
billion. Percentage of volume sold with
merchandising support dropped 1.7 points
to 34.7%.
For the 52 weeks ended Sept. 6, frozen
dollars rose 1.5% to $53.06 billion, but units
fell 1.7% to 14.99 billion. Volume climbed
0.7% to 23.43 billion. Volume sold with
merchandising support tumbled 1.9 points
to 34.9%.
Our chart shows the fastest-growing
frozen department subcategories, including
the leading manufacturers, for the 12 weeks
ended Sept. 6. Only subcategories with at
least $250,000 in sales during the period are
listed. Manufacturers with less than $50,000
in sales are not included.

F A C T O I D S
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Number of top 20 frozen subcategories (in terms of dollars)
that also rank among the top
20 gainers: fruit (+9.0%), breakfast entrees (+7.8%), shrimp
(+7.5%) and processed chicken
(+5.2%). No. 21, side dishes
(+33.8%), also made the list.

$919,383

Dollar sales racked up by
Weight Watchers Smart Ones
thaw-and-go fruit and yogurt
smoothies, one of the best
performers among products in
distribution less than a year.
Their success helped drive a
5.5% gain in the drink/cocktail
drink concentrate subcategory,
despite losses by eight of the
top 10 suppliers.
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Nestlé USA
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Private Label
Trudeau Distributing Co.
600 Lb. Gorillas
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Rich Products Corp.
Private Label
Kellogg’s
Bob Evans Farms
Cedarlane Natural Foods
SIDE DISHES
Birds Eye Foods
Nestlé USA
General Mills
Heinz North America
Private Label
Ore-Ida
ConAgra
InnovAsian Cuisine
Old Fashioned Kitchen
Shiloh Foods
GNOCCHI
Private Label
Mama Rosie’s
Savignano Foods
Seviroli
Lucy’s Foods
Perfect Pasta
Scaramuzza’s
PIZZA CRUSTS/DOUGH
Boulder Brands
Private Label
Stefano Foods.
Kinnikinnick Foods
Against the Grain Gourmet
Score Tuesday Corp.
Calise & Sons
Guttenplan’s Bakery
House of Pasta
Original Pizza of Boston
TORTILLAS
Food For Life Baking Co.
Cadiz Distributors
Goya Foods
STUFFING
Savoie’s
Richard’s Cajun Food Corp.
ONION RINGS
ConAgra
Alexia Foods
Private Label
Rich Products Corp.
Ore-Ida
Signature Foods
McCain Foods
Fresh Frozen Foods
Discount Sales
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$4,134,204 229.5
930,356 385.6 1,298,491 219.1
$2,687,861 2,910.1
715,314 3,069.5
804,728 3,069.5
$417,287
12.2
42,834
14.3
142,222 14.5
$401,157
65.7
87,851
67.3
153,740 67.3
$274,220
31.8
23,543 25.8
120,726
21.1
$94,299
6.4
17,677
(1.2)
22,618 (0.6)
$77,831 (0.9)
16,616 (0.8)
14,999 (14.3)
$3,868,352 114.5
909,130 20.1 1,734,988 264.1
$2,839,721
*
483,435
* 1,450,304
*
$454,142 64.2
180,305 65.7
160,861 67.5
$263,765 (79.8)
108,966 (81.4)
63,342 (81.4)
$140,821
43.8
88,696 138.6
28,605
11.8
$62,741
11.9
13,456
8.5
5,046
8.5
$102,649,800 33.8 39,348,576 42.2 33,111,332 32.0
$26,137,956 128.3 13,882,159 115.4 9,442,530 115.5
$21,363,076
18.1
6,184,162 22.0 7,200,487
15.2
$12,034,682
37.2
5,626,217 35.4
4,024,193 20.1
$9,150,025 (10.0)
2,039,591 (2.7)
1,599,833 (5.8)
$5,437,483
27.0
2,773,711 28.5 2,035,425 18.8
$3,927,367
25.7 1,094,864
8.5 1,682,684
11.2
$3,347,854 185.2
1,103,143 391.8
1,076,788 504.8
$2,427,708
53.9
682,534 54.4
767,851 54.4
$1,648,121
7.4
409,469
5.4
305,478
5.3
$1,434,667
2.6
599,359
2.8
604,708
2.6
$1,225,771 30.8
459,615 35.6
455,694 33.3
$378,884 307.5
150,239 384.7
159,434 291.3
$141,745
6.2
63,438
11.9
63,438
11.9
$70,438
10.2
38,298
9.8
23,936
9.8
$66,236
(7.4)
31,983 (6.8)
27,618 (7.2)
$66,125
(5.5)
31,277 (4.8)
31,277 (4.8)
$56,372
22.2
13,650
18.1
10,317
12.7
$50,901
4.8
13,222
1.5
13,222
1.5
$4,521,235 28.9
1,223,932
9.3 1,609,988 35.3
$1,287,556
12.3
240,492
7.6
120,246
7.6
$733,287 312.9
193,571 225.8
203,396 137.4
$321,437
18.9
161,434
19.4
161,434
19.4
$244,449 (24.5)
31,203 (22.4)
40,954 (22.4)
$201,811
11.2
27,615
10.9
20,711 10.9
$189,103
(6.5)
101,413
(6.1)
101,413 (6.1)
$161,601
12.3
94,946
(1.6)
94,946 (1.6)
$122,418
(9.3)
92,303 (8.8)
92,303 (8.8)
$92,745 (14.5)
31,662 (18.3)
63,323 (18.3)
$88,622
(6.5)
37,785 (5.4)
47,231 (5.4)
$691,806
18.9
194,266 20.1
183,592 28.6
$468,454
8.8
132,928
12.7
99,696
12.7
$71,162
*
19,436
*
38,872
*
$54,832
63.7
9,333
71.3
12,924 71.5
$851,850
13.5
210,013
9.9
248,915
9.7
$540,355
13.5
138,754
8.2
153,600
9.5
$252,183
20.3
60,864
19.6
73,701 20.0
$14,002,560
10.2 4,235,486 10.3 5,084,618
5.5
$4,104,506
85.9
1,414,686 79.9
1,327,583 68.8
$3,130,064
(3.8)
828,974 (9.8)
760,514 (9.0)
$3,057,408
(9.5)
1,279,883 (8.3)
1,368,347 (8.8)
$1,517,476
(5.5)
84,412 (5.5)
844,121 (5.5)
$1,344,312
(9.6)
413,938 (9.0)
455,313 (8.9)
$332,818
34.9
72,965 36.8
145,930 36.8
$192,289 157.0
55,654 366.4
64,234 118.4
$101,034 (49.0)
28,637 (53.5)
35,797 (53.5)
$87,681 (0.7)
16,079
(6.1)
35,549
0.6
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87.4%

Dollar gain by baby food/
juice/snacks (to $131,856), largest by a frozen subcategory
too small to qualify for our
list. Top-seller Tasty Baby
drove the advance.

$214

Price of the Quintessential
Grilled Cheese at New York
City cafe Serendipity 3.
Included among its walletbusting ingredients: Dom
Perignon champagne, lobster,
truffle oil, edible gold flakes
and rare caciocavallo cheese.
The pricy Manhattan eatery
also offers a $69 “haute dog.”

-24.3%

Dollar loss by muffins (to
$3,877,785), biggest loser
among frozen subcategories
with at least $250,000 in sales
during the most recent 12
weeks. While the rest of the
frozen breakfast segment is
booming, carb-only muffins,
bagels (-13.7%) and even waffles (-0.9%) have struggled.

2,000

Average number of visits to
the emergency room each year
for “bagel-related injuries” or
BRIs, as they’re known in the
trade — many the result of
using one’s palm in place of a
cutting board. Based on one
metric, cutting bagels is the
fifth most dangerous activity
in U.S. kitchens.

43.0%

Dollar gain by private label
cheesecakes (to $10,103,261),
largest by a store brand frozen
product with at least $1 million in sales. Five other top 10
brands also enjoyed doubledigit (or better) growth, boosting subcategory sales 7.1% to
$27,923,140.

TRTLLA/EGG RLL/WONTON WRPPRS $376,973
9.6
181,570
5.7
130,813 (3.4)
Simex International
$124,373
2.0
38,387
1.6
31,927
0.7
Ramar International
$67,127
(11.1)
34,183 (18.7)
23,501 (18.7)
FRUIT
$227,133,920
9.0 45,527,928
2.7 70,069,216
3.6
Private Label
$145,288,944
9.4 30,177,140
3.7 43,742,216
7.3
Dole
$33,386,316
5.5
5,911,711
(1.2) 11,246,197 (5.8)
Jasper Wyman & Son
$11,501,670
43.7
1,517,545
14.5
3,208,110 33.5
Trailblazer
$5,231,871 (47.2)
633,961 (54.0)
1,901,884 (46.4)
Goya Foods
$3,509,363
9.8
1,366,684
9.0
1,217,812 10.0
World Variety Produce
$3,309,528
1.7
338,708 (6.4)
1,693,542 (6.4)
Earthbound Farm
$2,796,324
56.3
479,865 36.8
398,429 52.2
Welch Foods
$1,820,509
2.8
395,167
0.2
441,147 18.8
Matosantos
$1,702,806
50.1
135,204 38.4
520,870 32.4
New World Farms
$1,393,431 (22.8)
326,866
7.5
510,413 (16.1)
STUFFED PASTA SHELL
$2,186,559
8.0
402,832
9.1
671,523
5.8
Seviroli
$421,923 24.8
66,453 48.0
141,824
17.5
Venda Ravioli
$291,072
(3.5)
32,728 (3.3)
128,992 (3.4)
Private Label
$259,808 44.0
72,345
41.2
86,423 43.8
Rosina Food Products
$216,320
3.1
61,944
6.7
48,397
6.7
Pede Bros.
$137,870 (6.8)
34,041 (6.8)
53,133 (2.7)
Mama Rosie’s
$125,006
3.7
23,694
0.8
38,988
6.2
Lucy’s Foods
$107,018
3.9
24,378
3.9
31,996
3.9
The Hain Celestial Group
$105,210 (15.7)
21,368 (29.6)
26,711 (29.6)
Savignano Foods
$100,364
18.8
9,888 20.2
25,956 20.2
Sicilian Chef
$77,839
1.2
7,074 (0.8)
21,221 (0.8)
BREAKFAST ENTREES
$133,503,664
7.8 50,640,336
3.5 38,481,400
5.4
Hillshire Brands
$47,516,108
22.7 18,599,236 25.0 9,024,844 20.8
Kellogg’s
$14,931,546
16.0
5,785,285
14.8
5,229,363
13.5
Private Label
$14,690,654 (2.8)
6,654,953 (5.7) 6,397,805 (0.4)
Pinnacle Foods Group
$13,553,128
(9.4)
6,009,341 (15.4) 3,923,389 (9.9)
De Wafelbakkers
$13,112,364
1.4 3,820,994
2.6
6,957,326
2.0
Nestlé USA
$5,736,968 228.1
1,620,915 140.3
1,335,357 241.4
General Mills
$4,800,371 (10.6)
2,152,052 (33.2) 1,480,823 (8.0)
Heinz
$4,700,250 (32.8)
1,757,106 (32.7)
755,365 (36.8)
Bakery Chef
$2,610,770 (13.7)
657,766 (19.5)
1,032,947 (19.2)
Atkins Nutritionals
$2,542,846 (27.6)
730,576 (28.1)
313,881 (27.4)
SHRIMP
$474,092,608
7.5 50,515,116 15.4 54,668,256 16.9
IRI is unable to supply the top-10 shrimp manufacturers.
CHEESECAKES
$27,923,140
7.1 3,863,841
2.1 5,734,400
5.1
Private Label
$10,103,261
43.1
996,764
38.1 2,203,066
31.7
Hillshire Brands
$7,236,364
(6.3)
1,223,504
(5.1)
1,616,730 (5.4)
The Cheesecake Factory
$4,682,646
32.2
296,894 27.8
764,781
18.7
Schwan’s
$3,043,522
29.6
691,930
14.7
635,124 33.9
Panarama
$859,523
7.8
345,955
7.6
148,494
2.6
Rich Products Corp.
$777,633 (14.7)
93,464 (21.7)
128,109 (14.8)
Adam Matthews
$445,274
*
65,750
*
123,281
*
Lawler Foods
$245,838 (90.3)
52,610 (79.6)
49,345 (90.4)
Maddalena’s Cheesecake Co.
$51,574
87.5
2,784 72.4
5,602 83.8
PIEROGI
$19,794,252
7.1 6,170,403
7.7 7,431,324
6.8
Ateeco
$15,633,698
8.3
4,721,170
10.4 5,942,273
8.1
BCPI
$961,336
24.7
60,619
33.7
181,857 33.7
Poppy’s Pierogies
$681,096
0.8
618,082
10.1
498,729 10.0
Private Label
$663,442 (16.0)
302,191 (19.8)
351,704 (15.9)
Delicious Fresh Pierogi
$543,116
(8.3)
100,547 (13.5)
81,771 (13.5)
Kasia’s Polish Deli
$336,133
7.9
86,483
3.5
72,506
3.5
Old Fashioned Kitchen
$277,162
2.3
64,752 (0.0)
64,752 (0.0)
Dudek Delicatessen Foods
$170,846
16.9
30,200
18.5
30,200 18.5
Naleway Foods
$103,522
33.0
61,719 33.8
61,719 33.8
Mom & Pop’s Pierogies
$80,495
35.5
26,465 34.8
27,096 34.4
BROCCOLI
$82,047,072
6.1 42,584,020
3.8 44,778,408
2.8
Private Label
$40,485,592
4.6 23,450,964
3.4 25,735,184
2.5
*Product has been in distribution less than one year.
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No Compromises.

Panera bakery-café inspired Chicken & Broccoli Cheddar Orzo
features chicken raised without the use of antibiotics. Your customers
will love Panera at Home bowls for the marriage of super convenience
and premium quality. Put Panera sales power on your shelves.
Available in conveniently-sized
microwavable bowls that give busy
customers more choices for eating well.

Mac & Cheese

When your customers eat well, you proﬁt well.
For more info, call your Blount sales rep at 800-274-2526.

Mac & Cheese
with Uncured Bacon
Bacon used contains
no nitrites or nitrates

Turkey Bolognese

Turkey Chili with Beans

Turkey raised without
the use of antibiotics

Turkey raised without
the use of antibiotics

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

THE DATABANK

FASTEST

REFRIGERATED
BY BESSIE BOVINE
Sales of dairy products in
supermarkets, drugstores, mass
merchants, military commissaries
and select club and dollar stores
combined reached $18.05 billion
during the 12 weeks ended Sept.
6, a 2.8% increase compared
with the same period a year ago,
reports Chicago-based market research firm
IRI (@IRIworldwide). Units rose 1.4% to 6.50
billion and volume expanded 0.5% to 55.46
billion. Percentage of volume sold with
merchandising support climbed 1.5 points
to 40.0%.
For the 52 weeks ended Sept. 6, dollar
sales jumped 3.8% to $79.44 billion and units
edged up 0.6% to 28.73 billion. However,
volume fell 1.6% to 235.36 billion. Percentage
of volume sold with merchandising support
grew 0.6 points to 37.0%.
Our chart shows the fastest-growing
dairy subcategories, including the leading
manufacturers, for the 12 weeks ended
Sept. 6. Only subcategories with at least
$250,000 in sales during the period are
listed. Manufacturers with less than $50,000
in sales are not included.

F A C T O I D S

$933,052
Dollar sales amassed by Love
Beets in the all other side
dishes subcategory, one of the
best performances by a refrigerated product in distribution
less than a year. The brand’s
early success combined with
double-digit — or better —
growth by five of the top 10
helped drive a 12.4% gain for
the segment.

-33.4%

Dollar loss by butter blends (to
$969,107), biggest loser among
refrigerated subcategories
with at least $250,000 in sales.
The disappearance of former
No. 1 Olivio gets most of the
blame as several smaller brands
posted double-digit gains.
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MILK SUBSTITUTES-ALL OTHER
$17,815,044 204.3 5,248,946 220.2 18,246,283 367.0
WhiteWave Foods
$11,380,722
*
3,475,563
* 13,897,771
*
Jackson-Mitchell
$3,677,911
5.3
803,921
4.3
1,683,631
4.4
HP Hood
$1,219,237
5.5
366,432
8.1
1,465,727
8.1
Good Karma
$685,813
37.9
188,436 43.0
753,746 43.0
Private Label
$309,093
(4.7)
282,524
-9.9
211,893 (12.4)
Redwood Hill Farm
$160,323
79.2
23,707 82.2
47,415 82.2
C.F. Burger Creamery
$140,322
(2.2)
33,059 (8.0)
66,119 (8.0)
Summerhill Dairy
$62,341 42.8
16,539
31.9
33,078
31.9
COFFEE CONCENTRATE
$1,744,702
76.1
254,182 50.8 5,786,820 60.2
C&W Beverage
$1,034,807 486.9
150,060 464.9
3,377,492 524.8
New Orleans Coffee Co.
$518,708 (19.0)
80,650 (17.6) 1,870,095 (21.6)
PEANUT BUTTER
$1,169,580 43.8
249,505 39.2
280,281 49.6
Old Home Foods
$1,081,730
55.7
232,043 46.9
255,372 60.0
ALL OTHER FRUIT JUICE
$21,382,456
43.1 4,108,355 30.2 111,423,168 46.0
POM Wonderful
$16,132,004
45.3 2,909,279
27.3 75,964,576 43.9
Sambazon
$1,503,300
54.1
272,543 88.9
7,311,577 58.3
Harmless Harvest
$898,715 102.8
311,007 90.4
2,639,017 102.0
Zico
$782,693
*
104,684
* 6,093,103
*
Bolthouse Farms
$620,800 (42.8)
69,924 (59.7)
3,636,021 (46.3)
William G. Roe & Sons
$540,273
79.6
157,100 59.8
4,299,170 37.9
Califia Farms
$529,613 161.7
200,689 74.0 9,400,932 883.1
Genesis Today
$70,153 (84.7)
11,718 (86.3)
691,386 (85.0)
Evolution Juice Harvest Corp.
$53,383 (38.8)
9,090 (45.8)
349,247 (30.9)
FRESH EGGS
$1,692,976,384 38.7 463,716,160 (2.5) 6,735,819,264 (3.3)
Private Label
$907,837,568
41.2 263,866,272 (3.7) 3,776,432,640 (4.1)
Eggland’s Best
$247,617,312
35.7 61,483,268
10.4 814,114,368
11.2
Country Creek Farms
$204,445,776
94.3 53,738,568
39.1 902,050,048 39.4
Cal-Maine Foods
$48,860,104
42.4 9,209,458 (8.8) 206,547,696 (7.2)
Pete & Gerry’s
$20,027,974
75.2
4,728,147 60.6 55,689,280 73.2
Dutch Farms
$15,920,447
35.2 5,280,724 (17.9) 69,098,192 (14.8)
R.W. Sauder
$15,227,576
7.5
3,999,544 (10.3) 63,669,056 (32.8)
Donner Enterprises
$13,157,441
64.5
3,235,442 (0.3) 47,960,468 (2.8)
Rocky Mountain Eggs
$13,025,742
83.8
2,976,244
21.7 51,568,424 27.4
Hillandale Farms
$10,890,533 (0.4) 3,809,340 (27.6) 46,409,624 (34.1)
LEMON/LIME JUICE
$1,080,430
35.3
485,598
21.1 3,475,087 22.3
Coca-Cola Co.
$1,021,748
37.6
434,295
24.1
3,257,214
24.1
VEGETABLE JUICE/COCKTAIL $28,830,268 20.9 7,081,380
13.9 205,810,176 14.8
Bolthouse Farms
$16,815,948
7.9
4,363,032
3.8 138,650,416
6.9
The Naked Juice Co.
$3,806,277
90.1
971,294
37.6 24,648,200 129.7
Odwalla
$2,519,152
6.9
506,034
2.2 22,864,076
(9.1)
Evolution Juice Harvest Corp.
$1,975,112
14.1
401,445
12.1
5,476,313
0.6
Suja Juice
$1,258,394 951.4
277,628 1,784.6
4,953,192 2,001.5
Forager Project
$473,327
(8.7)
67,931 (15.8) 1,086,890 (15.8)
Raw Foods International
$399,796
49.6
148,344 59.9
1,780,124 59.9
The Hain Celestial Group
$281,146
78.1
30,467 83.2
515,785 97.2
Good Foods Group
$190,374
*
40,937
*
622,236
*
Stewart Bros.
$149,676 (18.7)
34,353 (23.9)
560,446 (23.3)
EGG WHITE SUBSTITUTES
$46,254,624
19.4 10,361,635
5.0 11,583,646
8.1
Crystal Farms
$19,610,676
18.5
4,372,561
8.9 4,424,901
7.8
Private Label
$18,786,566
18.4
4,317,072
(1.4) 4,976,062
1.7
ConAgra
$4,801,358
27.7
1,110,743
12.5
1,325,525 34.2
Eggland’s Best
$1,982,833
41.3
357,859 36.7
653,758 27.0
Pete & Gerry’s
$441,787
67.3
71,331 64.4
71,331 64.4
Abbotsford Farms
$211,154
46.3
53,236 40.9
53,236 40.9
Organic Valley
$185,537 (59.4)
28,885 (61.6)
28,885 (61.6)
Nulaid Foods
$121,227
21.4
26,606
4.0
26,606
4.0
HNDHLD NON-BRKFST ENTREES $106,993,872
18.4 51,430,336
7.8 21,257,988 13.0
Private Label
$34,096,560
17.2
8,440,118
11.2 4,826,483
11.8
Boar’s Head/Brunckhorst
$11,011,654 94.8 2,089,038 92.5
1,596,316
91.1
Hormel Foods
$9,429,941 (23.8) 6,596,056 (7.9)
1,104,238 (18.1)

It’s time ...

for us

CLEAN!

To Come

Introducing New “Clean Label” Products!
SAME GREAT TASTE ...
Now Featuring
• NO Partially Hydrogenated Oils
• NO High Fructose Corn Syrup
• NO Artificial Flavors
• NO Artificial Colors
• NO Preservatives

• Large Variety of
Sizes and Flavors

• Kosher Certified

• Available in Freezer or
Display Ready Refrigerated
Packaging

For more information on the Atlanta Cheesecake Company’s line of desserts, please call: 1(800)554-8891 ext 108
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Number of years after canned
food was invented in 1810 that
the can opener finally debuted.
Until that time, consumers had
to use a hammer and chisel to
open canned goods.

4

Number of newcomers listed
among the top 10 almond milk
manufacturers. Up 4.7% to
$213,433,670, the subcategory is
dominated by WhiteWave’s Silk
Pure Almond (+2.3%), but challengers private label (+37.4%)
and Califia Farms (+178.2%) are
grabbing bigger shares.

64.0%

Dollar gain by private
label breakfast entrees (to
$1,396,806), largest by a store
brand refrigerated product.
Despite the jump — and a 27.0%
advance by top-seller Odom’s
Tennessee Pride — subcategory
sales fell 2.5% to $9,247,814,
thanks to poor sales by
Hormel’s Rev.

9

Number of top 20 refrigerated
subcategories that saw dollar sales rise during the most
recent 12 weeks. However, 14
posted unit gains, highlighting
softness in commodity milk
prices in particular.

9.8%

Dollar gain by aerosol/
squeezable cheese spreads (to
$21,006,113), one of only two
processed cheese subcategories
to see sales expand (the other is
cheese spreads/balls).

43%

Percentage of men who say they
don’t know how to tie a tie,
according to a recent MSNBC
survey.

Camino Real Foods
$9,407,972
Raybern Quality Foods
$7,259,256
Stefano Foods
$3,050,447
Landshire
$2,238,781
Papa John’s
$2,112,656
Hillshire Brands
$2,065,221
AdvancePierre
$2,051,110
PINEAPPLE JUICE
$2,906,886
Tropicana Dole Beverages
$2,250,831
Del Monte Fresh Produce
$656,055
TEAS
$242,042,224
Coca-Cola Co.
$59,653,232
Private Label
$39,693,504
Red Diamond
$28,937,228
Turkey Hill Dairy
$28,618,920
Milo’s Tea Co.
$21,724,512
Millennium Products
$15,493,892
Swiss Premium Dairy
$9,107,678
Pepsi-Lipton Tea Partnership
$8,266,873
Bolthouse Farms
$7,197,474
POM Wonderful
$2,806,249
PIES (NO SNACK PIES)
$6,269,324
Private Label
$4,213,209
Cyrus O’Leary’s
$1,096,306
Kenny’s Great Pies
$334,780
Vicorp Restaurants
$297,700
Something Sweet
$175,595
APPETIZERS/SNACK ROLLS $188,401,936
Advanced Fresh Concepts
$100,446,408
Japanese Food Express
$27,082,708
Lwin Family
$12,372,614
Private Label
$6,967,818
Fuji Food Products
$6,468,256
Ito
$6,201,758
Sushi Avenue
$4,578,664
Asiana Cuisine Enterprises
$2,155,561
Sushi House
$2,123,600
Van Ornt Food
$1,948,770
ALL OTHER SIDE DISHES
$35,408,528
Bob Evans Farms
$11,238,375
Hormel Foods
$6,540,132
Private Label
$5,633,633
Reser’s Fine Foods
$3,799,406
Giorgio Foods
$1,050,067
Love Beets
$933,052
Vitasoy USA (Nasoya Foods)
$894,223
JSL Foods
$706,241
Renaissance Food Group
$638,578
Del Real Foods
$425,341
CRANBERRY COCKTAIL/DRINK $8,750,610
Simply Orange Juice Co.
$6,236,376
Millennium Products
$1,926,733
Mamma Chia
$172,984
Tropicana Dole Beverages
$124,629
Private Label
$89,074
Daklen Nutrition
$81,776
KEFIR
$23,609,270
Lifeway Foods
$20,037,988
The Hain Celestial Group
$1,672,905
Clover Stornetta Farms
$395,210
Fresh Made
$290,147
*Product has been in distribution less than one year.
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6.3
5.6
216.9
(5.5)
65.6
(11.1)
2,746.0
14.4
(11.4)
*
14.1
26.4
1.0
(1.2)
8.0
21.6
40.9
(11.5)
31.4
2.7
150.9
13.8
17.1
40.7
(25.6)
11.9
3.8
13.3
20.3
10.8
25.1
(2.4)
(14.6)
(17.8)
(7.7)
(10.0)
(1.4)
(7.8)
12.4
7.4
(3.4)
11.0
60.9
209.6
*
(0.3)
5.3
(52.1)
18.2
12.1
6.3
34.7
(15.0)
27.5
7.9
215.8
12.0
5.7
96.2
164.5
202.8

22,405,016
2,710,414
1,029,203
1,019,808
499,471
273,400
693,131
979,561
732,450
247,112
110,511,920
25,704,942
22,221,874
12,256,340
15,271,566
8,815,271
4,603,749
4,376,467
4,025,998
2,095,413
1,675,376
981,782
614,576
241,683
42,654
36,854
21,851
25,603,984
12,250,987
3,642,573
1,749,794
926,455
1,281,213
801,214
656,408
283,102
288,918
1,112,576
9,946,499
3,373,625
1,959,730
1,863,867
564,378
258,726
308,150
405,376
251,610
151,271
105,124
2,860,891
2,019,225
578,821
59,677
80,136
49,664
39,253
7,297,400
6,184,535
464,374
80,527
96,624

1.6 5,898,980
4.3
5.1
1,559,555
3.7
449.1
559,674 297.3
(9.2)
381,531 (12.1)
35.1
334,703 50.6
(13.7)
444,925 (10.5)
1,131.5
467,462 2,139.5
16.3 47,617,648 (4.1)
(13.0) 43,214,532 (13.0)
*
4,403,117
*
10.3 8,627,509,248 5.9
26.3 1,644,249,600 28.2
(5.7) 1,980,004,096 (5.0)
(0.3) 1,301,336,576 (1.8)
5.1 1,243,771,136
7.9
22.5 890,774,528 20.0
36.0 74,487,264 35.9
(15.0) 446,421,504 (12.9)
41.2 237,533,824 41.2
3.9 57,849,176
3.3
226.4 20,104,512 145.0
16.7 1,229,297 17.2
16.2
832,027 25.7
50.3
206,062
31.3
(27.2)
63,560 (27.2)
9.6
58,963
4.6
0.6
41,384 (2.8)
9.1 13,858,210
8.4
14.4 6,907,746 14.2
7.3
1,955,429
9.3
23.1
761,495 23.2
(4.6)
524,083 (0.9)
(11.6)
702,123 (11.4)
(24.5)
327,729 (22.8)
(8.3)
291,704 (7.9)
(18.2)
135,471 (18.5)
(3.6)
147,495
4.0
27.2
693,196 (15.4)
8.2 10,861,194
7.4
8.9
4,149,765
9.0
(3.4) 2,546,638
(3.1)
8.3 1,606,707 (1.5)
38.7
982,328 46.0
212.0
132,168 218.4
*
154,856
*
(5.3)
202,688 (5.3)
(1.4)
163,922 (0.8)
(60.5)
70,422 (60.7)
21.2
157,686 21.2
10.4 105,105,736
8.0
4.3 87,463,568
5.0
30.6
9,261,143 30.6
(11.7)
596,773 (11.7)
27.9
961,631 27.9
13.4
4,959,474
17.5
313.1
463,678 221.0
13.9 13,025,890 14.0
8.6 11,291,663
8.9
117.5
696,570 110.1
175.0
161,054 175.0
266.6
193,247 266.6
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DELI

PEPPERS/PIMENTOS/OLIVES $4,242,914
Private Label
$3,234,980
DeLallo Packing Co.
$427,108
Sinco
$327,537
Food Match
$73,690
BY DELANO DELI
World Variety Produce
$70,596
MARINATED VEGETABLES/FRUIT
$3,500,629
During the 12 weeks ended
U-Jin
Enterprises
$1,486,850
Sept. 6, sales of deli foods in
Winter Gardens Quality Foods
$244,879
supermarkets, drugstores, mass
$232,823
merchants, military commissaries World Variety Produce
$177,519
and select club and dollar stores Cedar’s Mediterranean Foods
Lucky Foods
$175,244
combined topped $6.15 billion, 1.3% more
Private Label
$157,417
than the same period a year ago, reports
Chicago-based market research firm IRI (@
Ba Tampte Pickle Products
$120,916
IRIworldwide). Unit sales rose 2.8% to 1.68
Joseph’s Fine Foods
$111,094
billion and volume grew 1.8% to 1.54 billion.
Sun Yun Trading Co.
$102,275
Volume sold with merchandising support
MEAT/CHEESE/CRACKER/DESSERT $375,031,904
jumped 4.0 points to 41.0%.
Kraft Foods
$283,014,144
For the 52 weeks ended Sept. 6, deli
Armour-Eckrich
Meats
$33,152,132
dollars shot up 5.3% to $25.76 billion while
Hormel Foods
$29,703,580
units climbed 1.9% to 6.83 billion. Volume
Sargento Food Co.
$13,985,069
edged up 0.5% to 6.28 billion, and volume
Private Label
$3,162,432
sold with merchandising support expanded
Hillshire
Brands
$2,133,720
2.1 points to 37.0%.
Daniele
$2,033,412
Our chart shows the fastest-growing
GoPicnic
$1,247,744
deli department subcategories, including
Applegate Farms
$958,136
the leading manufacturers, for the 12 weeks
Greencore Group
$570,609
ended Sept. 6. Only subcategories with at
least $250,000 in sales during the period are PASTA/NOODLE
$75,475,392
listed. Manufacturers with less than $50,000 Nestlé USA
$41,769,368
in sales are not included.
Pastificio Rana
$13,210,722
Valley Fine Foods
$7,434,028
Private Label
$6,915,750
F A C T O I D S
Pulmuone Foods USA
$2,046,070
JSL Foods
$498,026
Nuovo Pasta Productions
$389,019
La Pasta
$326,359
Kasia’s Polish Deli
$215,181
Garan Enterprises
$150,181
Percentage of frankfurter volPICKLES
$53,290,096
ume sold with merchandising
Kraft Foods
$43,550,888
support during the most recent
Private Label
$1,999,472
12 weeks, highest in the department — and 2.2 percentage
Farm Ridge Foods
$1,771,484
points more than a year ago.
Ba Tampte Pickle Products
$1,562,760
Despite the added support, dolBoar’s Head/Brunckhorst
$1,046,191
lar sales were flat and units fell
Hermann Pickle Farms
$813,243
4.1% as the top four brands regBubbies of San Francisco
$706,634
istered losses.
Schorr Pickle
$478,945
Grillo’s Pickles
$271,098
Sonoma Brinery
$191,095
UNCOOKED MEATS (NO PLTRY) $1,050,277,504
Private Label
$526,852,800
Dollar sales racked up by
TSD Sales & Distribution
$126,745,264
Sargento’s new Balanced Breaks,
Cargill Meat Solutions
$117,760,912
one of the best performances
Tyson Foods
$50,848,928
by a deli product in distribution
FPL Food
$38,272,256
less than a year. Already the segHormel
Foods
$21,911,084
ment’s sixth best-selling brand,
Laura’s Lean Beef Co.
$20,013,312
the single-serve cheese, nut and
Interstate Meat Distributors
$17,658,106
dried fruit snacks helped drive
Tyson Fresh Meats
$13,829,200
a 12.8% gain in meat/cheese/
National Beef Packing Co.
$9,850,445
cracker/desserts.
FISH/HERRING/SEAFOOD $123,130,904

58.4%

$13,985,069

161.7 1,688,122 254.1
725,387 270.3
511.8
1,491,961 463.6
617,499 694.7
(4.8)
88,477
(7.1)
42,742 (6.2)
4.1
54,686
4.1
42,043
4.1
(60.9)
12,142 (65.2)
4,904 (62.9)
69.0
16,593 121.0
2,784 49.6
34.1
742,305 30.6
667,748 30.6
106.4
298,543 106.3
261,225 106.3
15.0
43,425
14.3
62,371
15.1
32.9
42,331
33.4
36,414 31.6
(16.6)
50,999 (14.6)
25,500 (14.6)
51.1
36,393 50.4
31,844 50.4
21.1
44,139
12.5
22,613 22.7
(3.3)
30,383 (9.0)
60,767 (9.0)
50.9
31,387 63.2
27,391 62.8
4.0
24,698
(7.1)
21,611
(7.1)
12.8 218,914,960 14.9 68,531,960
8.6
10.8 176,701,120
17.0 55,905,344
8.6
(12.3) 29,886,312 (13.1) 5,944,710 (11.5)
2.4
2,926,215 (2.4) 4,043,724
4.1
*
4,206,753
*
1,183,360
*
3.5
410,681 39.6
315,207 (17.3)
96.6
724,692 89.8
135,802 69.6
371.2
545,874 365.6
128,203 361.1
(35.8)
364,756 (34.3)
87,737 (36.2)
14.2
232,482 27.6
76,737 28.0
(43.1)
40,400 (60.9)
59,339 (60.9)
8.0 15,279,514
6.9 13,394,016 10.5
0.9 8,452,906 (0.3)
7,356,127
3.1
72.3 2,591,800 85.6
2,351,171 84.8
6.7
1,427,726
6.5
1,219,408 10.6
6.2
1,350,365 (5.8)
1,365,882
8.3
(37.0)
420,665 (21.4)
346,334 (35.2)
(1.6)
257,472 (4.2)
118,364 (4.3)
(1.9)
55,131 (7.8)
56,940
13.1
(23.4)
54,560 (27.4)
30,690 (27.4)
(6.9)
50,966 (12.0)
48,171 (8.9)
4.5
24,712
4.4
24,712
4.4
6.4 14,620,811
3.1 24,500,238
3.1
7.9 12,046,937
4.6 20,149,560
4.9
(1.3)
616,822 (3.5)
1,033,796 (3.9)
11.3
392,232
8.6
738,676
12.1
(4.3)
392,155 (8.8)
784,310 (8.8)
10.8
264,370
10.4
413,522
11.2
(42.4)
226,931 (44.8)
390,410 (49.8)
19.8
102,265
17.6
189,898
19.2
(2.3)
128,059 (0.5)
248,377 (0.6)
308.0
38,938 324.9
77,875 324.9
28.1
39,178 24.5
51,435 24.7
5.8 144,214,592
3.8 243,610,240
1.3
9.8 75,877,448
10.2 133,102,368
5.0
85.5 13,187,840
87.3 29,085,732 96.8
(9.4) 14,508,671 (18.9) 26,228,588 (14.3)
(52.5)
9,033,727 (39.9) 10,893,537 (58.2)
5.7
4,773,912
2.5 8,253,205 (0.1)
(23.0)
3,097,295 (19.7)
4,237,554 (14.4)
5.2 2,646,922 (2.4) 2,653,095 (2.9)
46.5 2,064,333
23.1 3,968,723 42.3
25.0
3,353,418 34.9
3,905,187 24.0
28.7
938,770
15.4 2,502,651
17.2
5.8 22,964,414
4.3 16,475,603
7.9

*Product has been in distribution less than one year.
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JOHNNY’S COLUMN

‘RELATIONSHIPS.’

WHERE’D THEY GO?
Business lunches and golf games are becoming scarce.
People change jobs like undershirts. And trade relations are worse than ever. Hmm…
BY JOHNNY HARRIS

W

hen I was new in the business, my boss told
me “You have to have good relationships
with the people who call on you. They are the
ones who will make you or break you.”
And it was true. But today, top brass at retailers, brokers and manufacturers seem to work hard to prevent
good personal relationships among trading partners.

I HEAR EXCUSES
Oh, I hear all the excuses for changing buyers and reps
like undershirts. The brass wants its people exposed to all

happened, I should tell my supervisor immediately.
It wasn’t long before a fish guy came in and offered me
a percentage of commission if I’d take on his line. I stood
right up and told him it was time for him to leave, and
then I told my boss, who took me into the president’s office to tell him.
I’ve wondered sometimes
if that wasn’t just set up to
see what I would do. I guess
I passed. But I can tell you
this much: In all my years as a
buyer, I was offered something
inappropriate maybe twice, and
both times I told the people to
leave, and that I did not appreciate their offer.
Yet it’s gotten so you need to
fill out a form to take someone
JOHNNY HARRIS
out to lunch. That’s if you’re
even allowed to do it at all. Did I get a free lunch once in
awhile? Yes. Did I ever get a house or a car? No.
The fact is that trade relations today are probably worse
than ever. People go in and out of jobs quickly. They rarely get a lunch or a golf game together. They don’t really
know each other very well anymore. So when something
goes wrong on a deal or whatever, there’s no inner reserve
or relationship to fall back on. Arguments escalate more
quickly, and they’re more likely to result in real business damage. And all
because someone in a
corner office is afraid
that a cheeseburger,
fries and a Coke from
a vendor will sweeten
up the buyer enough
to grant special favors.
Two more points
here. First, any buyer
worth a damn isn’t going to be swayed by a lunch or a golf
game. Good buyers know that their business, and their
careers, can go South in a hurry if they start buying on
anything but quality and price.

When something
goes wrong, there’s
no inner reserve or
relationship to fall
back on.

Arguments escalate more quickly, and they’re more
likely to result in real business damage.

facets of the business. Or they’re afraid that if people get
too friendly, there will be sweetheart deals.
When I hear the latter excuse, I often wonder if it’s
because the brass played pinochle with company funds
themselves years ago. So now they are afraid that their
employees will try the same thing.
When I moved from a store job and became a buyer,
a boss warned me I’d be offered all kinds of things by
salespeople trying to get their lines in. He said that I’d be
offered trips, the use of beach houses and money. I said
“No way,” but he insisted it was true and that if it ever
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MEALS & ENTERTAINMENT
And second, don’t think for a minute that the folks in the
corner office won’t hear about it if you accept big-ticket
concert or game tickets from trading partners. Your “donor” will be filling out his company’s expense report, and
your name will be listed under “Meals & Entertainment.”
So when the presidents of the broker and your company
get together for lunch (yes, they still can), it just may come
up in conversation. n
Johnny Harris, president of Johnny L. Harris Consulting,
LLC, Fort Mill., S.C., can be reached at 803-984-2594 or
cmer0002@gmail.com.

ONE GREAT GUY.

26 YEARS

.

A MILLION
WARM WISHES.
Happy
Retirement
to

Ron Suchecki,
from your family at

© 2015 ATEECO, INC.

ADVERTORIAL

Love letters to Ron

We have been blessed
with Ron Suchecki being
the face of Mrs. T’s in our
industry for over 26 years.
He took us national and led
the efforts that helped us
win many Penguin Awards
of recognition. Many
years ago, when Ron was
stocking store shelves, he
slipped, fell and suffered
a broken back. Last year,
Ron underwent a successful
heart transplant. I am
privileged and honored
to know a man who has
literally broken his back
and given his heart to
supporting his family,
his employers and our
industry. Mrs. T’s wouldn’t
be who we are without you,
Ron. Thank you for your
dedication and all you’ve
done for me, the Twardzik
and Mrs. T’s families! —
Tom Twardzik, Owner/
President, Ateeco, Inc./Mrs. T’s
Pierogies

I had the good fortune of having Ron
invite me to be part of his foursome at the
annual FRANE golf event. He certainly
makes the day unforgettable. Starting
from his attire (Notre Dame blue and gold
knickers and his white clown shoes) to
his enduring quality of talking you into
buying the most raffle tickets you have
ever bought at one event. We all know
Ron thoroughly enjoys life and razzing
his friends. This definitely showed up
after every one of my shots. I will never
be able to play in the FRANE outing
without thinking of Ron complaining
about “fetching my balls” after every shot.
Ron, our best always. —Joy Sgro, C&S
Wholesale Grocers, Inc.
It’s been a true pleasure working with Ron
over the years. He has dedicated so much
of himself serving on NFRA’s board of
directors and as our convention chairman.
His whole-hearted commitment to NFRA
and the industry is unmatched. All his
friends at NFRA wish Ron and Terry all the
best for the future. —Skip Shaw, NFRA
I could always count on you to bring a
smile to my face and a laugh to the belly.
From day one when we met until today,

Suchecki, soo-chek-ee (proper
name): A bit of a dumpling but
filled with warmth, kindness
and professionalism, typically served with a hearty belly
laugh and a genuine smile.
Good luck Ron, you will be
missed! God bless.
—Ron Schwenn, Roundy’s
Supermarkets, Inc.

pierogi, pi·ro·gi
(noun): a dough
dumpling stuffed with
a filling such as potato
or cheese, typically
served with onions or
sour cream.
Definitions courtesy of Ron Schwenn
your passion for the business has been
infectious… Simply awesome! Sincere
thanks for your friendship and partnership
over the years. Enjoy your retirement.
Peace. —John Greer, Acosta Sales,
Pittsburgh.
Thanks for all you’ve done for Giant Eagle.
You have always brought a can do attitude
and excitement to our partnership. Best
of luck and enjoy your retirement years,
you’ve earned them!! —Tony Hatok,
Giant Eagle
It has been my privilege to work with
you for the past fifteen years. You are
without a doubt one of the finest men
I have ever met in this industry and in
fifty years I have met a lot of them. LUV
YOU MAN… YOU DA BEST. Thanks for
everything. —Bart Bartolotta. Acosta
Sales, Pittsburgh
Our industry is blessed with a lot of
people who are not only are good at what
they do, but good deep down inside.
You, my friend, top the list. Have a joyful
retirement. —Bill Spear, Basha’s
You remain one of my favorite people
EVER that I have had the privilege to work
with in this business. You are a man of
integrity, mixed with tenacity and a joy of

life. I will personally miss
seeing you at the annual
NFRA events. Enjoy your
retirement to the fullest
and stay in touch! —John
Mas, Albertsons-Safeway,
NorCal Division
Congratulations Ron! The
Good Lord broke the mold
after you. You are indeed a
special person. Both Ronnie
and I will both think of you
and your wonderful family
often. Enjoy your retirement.
God bless. —Mike &
Ronnie Meyer, Meyer &
Associates

Best of luck on your
retirement, Ron! —Michael
Jarvis, Bozzuto’s

Ron, it has been a pleasure
working with you all these
years. Your passion for Mrs.
T’s and the food industry is
truly inspirational. Enjoy your retirement.
—Tony Fricchione, Bozzuto’s Inc.
Congratulations on your retirement! All
the best to you and your family during
this exciting chapter in your life! —
Zdenka Favazzo, Albertsons/Safeway,
Southwest Division
Sending well-wishes from Hannaford!
Enjoy! —Hannaford Team
Ron, you smile more than anyone else I
know. Good luck. We are going to miss
you. —Tom Swain, Meijer

Ron, you have been a loyal friend to
Douglas Sales for many years and you and
Terry have blessed us with your courage,
strength and faith. We will miss you dearly
but wish you and your family good health
and happiness in the years ahead. Be well.
—Your friends at Douglas Sales
I will definitely miss Ron’s smiling face in
my office and his passion for pierogies!
I proudly have a “Golden Pierogi”
Christmas ornament hanging in my office
that I received from Tracy Dash/Co-Sales
(Ron’s Broker in Los Angeles) to support
the pierogi movement. He will be missed!
—Joseph Early, Unified Grocers,
S. Calif. Division

COOL INSIGHTS

YOUNG OR OLD:
WHO MATTERS MOST?

Todd Hale discusses differences in the buying habits of
Millennials and Boomers and how they might impact
the future of frozen and refrigerated foods.
BY TODD HALE

A

t last month’s 2015 NFRA Convention, I shared
insights on how well NFRA member categories are connected across generational and
multi-cultural consumer segments, as well as among
households at the extremes of spending power.
A number of articles emphasize the importance
of driving retail sales by connecting with younger
population groups, whose size as well as current and
future spending power are well-documented. The
U.S. Census projects that by 2020, the majority of the
U.S. population (57%) will be Millennials or younger.
That group will include 190
million people, but that leaves
145 million hungry and
thirsty consumers within the
Gen X, Boomer and Greatest
Generation segments.
According to U.S. Census
data, about 30% of those
between the ages of 18 and
34 are still living with a parent. While our two Millennials have left the nest and
Todd Hale
have their own careers and
interests, we are always more than willing to open
our wallets to support their spending habits. Given
higher levels of unemployment for younger populations (9.1% among 20 to 24 year olds in September),
as well as the number of under-employed Millennials who are working in jobs below their educational
level and/or are saddled with high levels of college
debt, I would assume there are many others who
receive a little — or a lot — of financial support from
their parents as well.

DEPARTMENTAL DIFFERENCES
What can we learn from current spending levels
across refrigerated and frozen departments and
categories?
Dairy Department: Within the top-ranking categories (based on annual sales levels) in the dairy
department, Nielsen Homescan metrics reveal fairly
universal appeal (in terms of sales per 1,000 house-
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holds) across Millennial and Boomer households. But
within bottom-ranking dairy categories (ready-to-eat
desserts, whipped toppings and refrigerated bread),
Millennials have lower sales rates. Can demand among
Millennials be built or will future category growth be a
challenge? At the same time, Boomers are important to
the success of a number of dairy department categories,
particularly ready-to-eat desserts and whipped toppings.
Warning: don’t walk away from these sales opportunities by trying too hard to attract younger consumers.
Deli Department: With few exceptions, deli department categories provide opportunities to connect

THE GENERATION GAP

Millennials and Boomers shop certain frozen and refrigerated
categories differently.

Dollar sales per 1,000 households index
Millennials
FH Age <35
Dairy Department
Ready-to-Eat Desserts
Whipped Toppings
Bread
Deli Department
Lunch Combos
Side Dishes
Salads
In-Store Meals
Appetizers
Mexican Tortillas
Frozen Foods Department
Ice Cream
Novelties
Ice
Poultry
Waffles, Pancakes
& French Toast
Sweet Goods
Breaded Chicken
Meat-Imitation
Whipped Toppings
Breakfast Entrees
Juice
Toaster Pastries
Soup, Chili & Stew
Meal Starters
Dip
Bagels
Pizza Crust
Index:

Boomers
FH Age 55-64

n
n
n

n
n
n
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n
n

n
n
n
n
n
n

n
n
n
n

n
n
n
n

n
n
n
n
n
n
n
n
n
n
n
n
n

n
n
n
n
n
n
n
n
n
n
n
n
n

n 120 or greater n 80-120 n 80 or less

Source: Nielsen Answers On-Demand Syndicated Panel,
52 weeks ended July 25, 2015; ranking on retail dollar sales
(UPC-coded items only)

with shoppers that really matter as
there is good or solid development
among Millennials and Boomers.
Again, however, for deli department categories with low sales
among Millennials (side dishes,
salads and appetizers from the deli),
will demand dissipate or grow as
Millennials age? For categories like
salads and appetizers where Boomer
spending rates index 20% or greater
than expected, don’t lose sight of
your current power spenders.
Frozen Department: Nielsen
measures fairly universal appeal for
the largest frozen food categories,
but again, there are exceptions. For
example, Millennial-run households
spend 20% or less on ice cream
and novelties, so producers need to
assess the risk of current Millennial spending rates on future sales.
At the other end of the spectrum,
Millennials over-spend on frozen
poultry and frozen waffles, pancakes

and french toast. Are manufacturers
in these categories leveraging the
kinds of communication messaging and devices that appeal to these
younger shoppers to maximize sales
opportunities?
Appeal among Millennials
weakens in some mid- and bottomtier frozen food categories. Sweet
goods, whipped toppings, breakfast
entrees, soup/chili/stew and bagels
all report below-average spending
by Millennials. Frozen categories
with above-average spending among
Millennials include breaded chicken
and toaster pastries. Frozen sweet
goods and frozen whipped toppings
are two categories where Boomers
exercise stronger spending.

KEY TAKEAWAYS
Trying to connect your products to
consumer groups can be a challenge when the extremes within
those groups demonstrate unique

demands as represented by their
buying habits. This bifurcation of
demand across Millennials and
Boomer households is evident
across many, but certainly not all,
frozen and refrigerated categories.
Where current demand is understated among younger population
segments, manufacturers in those
categories need to ascertain if demand will increase in the future or
not and respond accordingly. Where
current demand and spending is
greater among older population
segments, ride those waves as long
as you can, but recognize that many
good things do come to an end. 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@todd
halellc.com.

Award Winning Foods
Made for your Brand

Better For You Foods LLC develops branded
and private label products for consumers of
natural, allergen-free and “better for you” foods.
Retail (frozen, deli, shelf-stable), Food Service,
School Nutrition and assorted customers can
rely on our in-house chefs and R&D team to
create unique, high-quality products –
including pizzas, baked products,
pastas and more.
Gluten Free Certified, Non-GMO ingredients,
custom sizes, unique toppings
and Certified Organic products available.

To discuss your private label project, contact Amy Lotker:
Email PL@better4ufoods.com • Visit www.better4ufoods.com/PL

TAIPEIFOOD.COM
© 2015 Ajinomoto Windsor, Inc.

UPFRONT

ENGAGE

can be distributed among information channels. To meet this demand,
we create, host and distribute digital
product content that contains more
than 200 product attributes.
That means retailers don’t
have to get all this product
information into one platform
from many suppliers. Buyers
and merchandisers can seek
Here are some fast-moving trends
in digital communication and shop- and sort product information
to populate their websites and
per engagement that need to be on
help shoppers find specific
your radar.
products or attributes. And
BY SUSAN SENTELL
they can be consistent in
their own brand comet’s say a shopper is searching
municaGoogle, a phone app or a blog
tion on
to learn about specific product
websites
ingredients, nutritionals and caloand apps.
ries for this afterShoppers can then check
noon’s stock-up
the retailer’s website or motrip to the store.
bile apps and get informaWill your stores
tion about promotions tied
come up as an opto loyalty cards. They can
tion for the prodstay on a retailer’s website
ucts the shopper
or app without leaving for
is seeking? Just as
another site to check on
important, will that
product information. And
shopper be able to
even if they don’t access it
find the items easily
in-store, shoppers can use
on your shelves?
this information to order
online and arrange store
PATH TO
pick-up or home delivery.
PURCHASE
Susan Sentell
Ultimately, shoppers
These are tough
want to know which stores
questions, and increasingly relevant
carry the specific items — perhaps
ones. The consumer path to purchase gluten-free or low-sugar — that they
is evolving quickly both in-store and
want. To help with their search,
online. Increasingly, more shoppers
they may also want to know which
are gathering information about
fruit juices or ice cream your stores
products before
making a decision
in-store. What’s
more, smaller brands
and local manufacturers have been
very successful using
digital to become
known online, especially among
(or your competitors) carry. Having
Millennials. Engaging the shopper in high-quality images of packaging
new ways is critical.
can often help them make a deciTogether, this is creating a growsion.
ing need for accurate, consistent and
To make that happen, we offer a
robust product images and data that
complete digital representation of

YOUR

SHOPPERS!

each product, so the shopper can
view the package online similar to
how they’d view the package at the
shelf. This lets buyers and shoppers
alike see claims on the packaging,

L

nutrition information and panel
shots online.
These capabilities and others can
speed up and improve retailers’
internal processes. This can include
analyzing potential new items,
optimizing the shelf and even creating planograms that are practically
store-specific.

DATA INTEGRATION
Our data can be used across the
enterprise to power critical business
processes and platforms including
warehouse/logistics systems, category management and consumer-facing
merchandising programs in-store.
For example, a shopper can be engaged in the frozen food aisle by seeing key product attributes on a shelf
talker. With a photo of the
packaging it will be immediately clear that you carry the
item. So if it is out of stock,
shoppers can ask if you have
any in the back room so you
don’t lose the sale. This helps
with in-stock positions and
shopper satisfaction, especially with
fast-turning items. n

Will your stores come up as an option
for the products the shopper is seeking? Will that shopper be able to find
the items easily on your shelves?
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Susan Sentell is president and
CEO of Gladson, Lisle, Ill.
(www.gladson.com).

consumer behavior changes. Making distribution resumed, or is the shift
a forecast is relatively easy. It’s much
to other brands more enduring?
harder to make a forecast that reacts
WINNERS ACT
immediately to consumer demand
Responding appropriately to such facshifts. For example, who knew two
tors is a game where winners act and
years ago that Greek-style yogurt
losers wait. Pricing and price elasticwould dominate the category today?
ity should be analyzed at least weekly
Or that a fast-growing subculture
in all categories and subcategories.
would demand so many organic or
gluten-free foods? In both cases, con- This allows pricing shifts to be dialed
up or down depending on consumer
sumer demand shifted mightily in a
short and unpredictable period.
You can beat your competitors if
A weekly or daily reassessment of
you quickly understand and react
demand allows a quick and measappropriately to changes in conured response to shopper behavior
sumer demand.
changes. Whether those
changes are local (such as
BY JEFF BULGER
a plant closing) or global
(like a recession), the years
of collected data are much
n today’s increasmore predictive when they reaction. Before modern price opingly complex
timization systems were the norm,
factor in what is happenretail environprices were left on shelves far longer
ing now. To react quickly,
ment, forecasting
than they should have been. This was
you must follow and
demand must be
because it was “too much work” to
respond to subtle connuanced, rapid and
sumer signals. Temporary complete the analysis frequently or
complete. Failure
simply because the category managers
intense fluctuations in
to adjust quickly to
demand — perhaps caused producing those prices were inclined
consumer demand
Jeff Bulger
to hold prices longer than optimal to
by weather or a sports
can drive customers
“give them a chance.”
team’s newfound ability
to competitors who
When quick demand shifts are
go the extra mile to understand what to win games — must be considered.
added to historically relevant deBut they should be eliminated from
drives shopper choices.
mand curves around seasonal and
next year’s forecasts as patterns reKVI ANALYSIS
demographic patterns, a true and full
turn to more normal baselines.
picture of your consumer emerges.
Will the closing of a single manuIn the October issue, “Profit from
Beyond the known shift
these KVI Strategies,”
towards fish during Lent
we explored ways to
Temporary intense fluctuations
and frozen or prepared
generate additional trafin demand — perhaps caused
appetizers and bread durfic and profit by using
by weather or a sports team’s
ing the holiday season,
optimization technology
newfound ability to win
you can use your own
and key value item (KVI)
games — must be
data to forecast whether
analysis. Now, how do
considered.
halibut sells over shrimp,
we anticipate and satisfy
for example, or whether
the demand we created?
higher-quality brands and
A good forecasting
private label tiers will sell
system will genermore at Thanksgiving.
ate forecasts based on
Agility and responsivehistorical data. A better
ness driven by analytforecasting system will
ics – using both historical and
facturer’s ice cream plant due to
layer seasonal impact on top of that
history. A best-in-show system will do Listeria affect all brands of ice cream emerging data sources – is critical
to shopper-centric retailing and the
both — but it will also react quickly to as consumers become concerned
competitive edge. n
changing demand signals on a weekly with the threat? How long will that
concern last? Will consumer demand
or even daily basis.
Jeff Bulger is senior manager, customfor that manufacturer’s products
This last point is the one that is
return when the plant is cleansed and er success, for Revionics, Inc.
missing from most systems driving

GET QUICK-

REPONSE
DEMAND
FORECASTS
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A weekly or daily reassessment of demand
allows a quick and measured response to shopper behavior changes.

NOVEMBER 2015

www.frbuyer.com 27

COVER STORY

PRIVATE LABEL
ON THE BRINK
Yes, dollar share is up, but store brand unit share
remains at 21.1%. Industry insiders say future growth
hinges on innovation.
BY DENISE LEATHERS

T

here’s good news and bad news on the private
lar growth in the face of flat unit sales isn’t necessarily a
label front. The good news is total private label
bad thing, since retailers are probably keeping more of
dollar sales jumped 3.1% to $117.97 billion
those dollars in their pocket, thanks to higher store brand
across channels (excluding convenience stores)
margins. Plus, it suggests that price gaps are narrowing,
compared with a gain of just 2.0% (to $685.53 billion)
something industry experts have been calling for since
for all brands, boosting store brand dollar share for the
the early ’90s.
52 weeks
But shouldn’t all of the recent reended Aug.
tailer consolidation have driven much
29 0.2 points
greater share gains? Perhaps. “Since
‘Could it be that national
to 17.7%,
2012, private label dollar growth has
brands out-innovated
according
been comparable or just slightly better
and/or out-promoted
to Nielsen
than national brand growth,” reports
private label?’
(see chart
Cincinnati-based consultant Todd Hale,
on page 32).
former senior vp, consumer and shopThe bad
per insights with Nielsen, now principal
news is most
of Todd Hale, LLC. While an improved
Todd Hale
of those
economy could mean fewer households
gains were
need store brands to make ends meet,
the result of price increases, not because consumers are
“Could it be, too, that national brands out-innovated and/
buying more private brand merchandise. Unit sales were
or out-promoted private labels?” he asks.
down 0.2%, but unit sales of all brands fell slightly further
DIFFERENCES IN PROMOTION
(-0.3%), keeping store brand unit share steady at 21.1% —
While the former is debatable (more on that in a minute),
a tenth of a percent off a high of 21.2% two years ago.
the latter is not. In fact, during the most recent 52 weeks,
But depending on your perspective, private label dol-
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28.5% of private label unit sales were on promotion — in
based industry consultant Craig Espelien. Higher-ups
the form of a feature ad, display and/or temporary price
need to understand that not everything is going to work,
reduction — compared with 35% of branded unit sales,
he continues, but taking a few chances is the only way to
reports Hale. While the gap may seem negligible, Hale
find out what does. “You can’t let fear of failure keep you
says differences in how the two types of products are
on the sidelines. Fail fast, fail cheap and then move on to
promoted are significant. “Most retailers rely heavily on
the next thing.”
feature ads and TPRs [for their private brands],” he says.
Unfortunately, says Espelien, the innovation vacuum
“But digital
‘You’d have to hold a gun to my head to extends beyond
coupons are
product assortment.
get me to carry more than one national “There’s no creativity in
becoming
brand of core frozen vegetables — and I how we merchandise,
more commonplace,”
how we grow sales,
might not even carry that if my private
and national
how we position our
label was strong enough.’
brands are
products. Instead of
leading that
constantly pushing our
charge.
products, we’ve kind
Craig Espelien
“And while
of gone back to, ‘Here
more retailare our price gaps, buy
ers are making it easy to find private label offerings via
what you want.’” The problem, he says, is that retailers are
their websites, many still require shoppers to use a search no longer focused on brand-building and other long-term
option rather than presenting an easy-to-use selection
goals. Instead, buyers are rewarded for filling certain
on their computer, tablet or smart-phone screens,” Hale
buckets today (think slotting fees) instead of taking risks
continues. “Some retailers may have thought that an ‘if
that require them to sell in order to fill those buckets.
we build it, they will come’ strategy would work,” he adds. Espelien adds, “Private label executives are looking more
But what they really need to do is build it and then drive
at ‘How do I buy?’ rather than ‘How do I sell?’ and that’s a
them to it as well.
real negative for the industry.”
And then there’s the innovation piece. Although it
FROZEN SHARE EXPANDS
should be a great place to make ‘small bets,’ “Private
Despite the lack of innovation overall, private label has
label has historically had a high aversion to risk. And
made inroads in the frozen department where dollar sales
innovation requires risk,” says Bob Shaw, president/CEO
jumped 2.6% (to $10.01 billion) compared with a gain of
of Concentric Marketing, Charlotte, N.C. Although he
just 1.2% for all brands, boosting store brand share 0.3
thinks today’s retailers are innovating more, “There’s
points to 20.7%. Although activity varies by retailer, “If
still a long way to go.” In fact, retailers have passed on
you look at the Safeways and Krogers of the world, they’ve
some potential blockbusters simply because there was
really upped their game on the premium side of the frono national brand equivalent at the time. But look at the
zen segment,” says
success of chains like Trader
Espelien, citing ice
Joe’s that are creating “wow mocream as one examments” with private label all over
‘Private label has
ple. “And in frozen
the store rather than just rolling
historically had a high
pizza, no one’s really
out me-too versions of national
aversion to risk. And
doing anything sexy
brands, says Shaw. If that’s a
innovation requires risk.’
except private label.”
little too much innovation, he
He adds that the
suggests easing into new items.
frozen department
“Even if you aren’t going to add
as a whole and those
longer-tail products, you can
Bob Shaw
two categories in
certainly build a better mouseparticular have seen
trap through superior packaging,
a reduction in promotional support from national brand
unique sizes or better-for-you varieties,” explains Shaw.
players, which also tends to help private label.
“I also think there are opportunities to ‘test’ in-and-out
In addition to pizza and ice cream, says Ed Mieskoski,
items much more than retailers have done,” he continvp of business development for Fort Worth, Texas-based
ues. “That includes unique seasonal items and additional
Marketing Management Inc. (MMI), retailers have also
flavors. The upside is great — and the downside is a relaincreased emphasis on premium vegetables (steamable
tively small bet.”
varieties, unique blends, better-for-you options, etc.) and
Yes, there’s a lot of turnover in the private label
breakfast foods, two categories that enjoyed both dollar
ranks and job security is a major concern, “But retailers
and unit share growth. “Retailers should continue to difshouldn’t be afraid to try new things,” adds MinneapolisNOVEMBER 2015
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ferentiate their assortments through value-added proddairy products (soy, almond, coconut, etc.) continue to
ucts and innovation,” he remarks.
experience double- and triple-digit growth, and they
But at the other end of the spectrum, growth is being
are being captured mainly by national brands,” reports
driven by SKU rationalization in commodity categories
Christine Bellamo, director of dairy at Stamford, Conn.where duplication of national brands just isn’t necesbased Daymon Worldwide.
And then there’s the cheese category, where store
sary — a move Espelien supports wholeheartedly. “You’d
brand dollar and unit share fell 0.4 points. “Secondary
have to hold a gun to my head to get me to carry more
and tertiary regional brands afraid of losing their space
than one national brand of core frozen vegetables — and
have spent a lot of money to try and stay relevant, which
I might not even carry that if my private label was strong
squeezes store brands,” says
enough,” he
Espelien, who calls cheese “the
says. Same
‘All of the new yogurt brands and
most under-utilized” private
thing in froproducts coupled with heavy
label dairy category. “It’s a segzen potatoes
promotional support have had a
ment where store brands can reand a couple
ally stand out. There’s plenty of
of other
negative impact on private label.’
[opportunity for] differentiation,
categories
and the national brands don’t
where two
really add value.” So cut some
choices is
Ed Miekoski
out and take those sales for your
plenty. “In
own label, he suggests.
every category, there’s a No. 1and/or No. 2 brand that you probably
SHAPING BRAND IMAGE
need to carry,” he continues, “but everything else you’re
While everyone loves private label margins, store brands
carrying is because someone in the buying office thinks
shouldn’t be viewed only as cash cows. They also play a
they can fill some buckets by taking them on.” Espelien
adds that the number of items in the supermarket contin- critical role in shaping a retailer’s brand image. “Whether
you want to own foodies, the last-minute shopper, Millenues to go up, but the average shopper still only buys 25 or
nials, budget-conscious consumers, the fresh-focused seg30 products. “There’s just so much clutter,” he says, “and
ment or whoever, there should be some strategy and inprivate label is no longer rising above it.”
tentionality around your private label mix,” explains Shaw.
DAIRY SHARE DWINDLES
In other words, use private label thoughtfully to help tell
While private label rocked the frozen department over the your story and drive home your point of difference.
And different tiers can serve different purposes. While
past year, it didn’t fare as well in the dairy aisle. Although
premium private label can be used to differentiate,
store brand dollar sales were up 1.3% (to $23.28 billion),
sales of all brands rose 2.8%, shaving 0.5 points off private “Second-tier or entry level lines can enhance a chain’s
price-value image while also defending against low-price
label’s share, now 35.7% — a five-year low. Same story on
the unit side, where store brand sales fell 1.3% versus 0.3% competitors,” says Jon Hauptman, partner at Barrington,
Ill.-based Willard Bishop. He adds that even if you don’t
for all brands, cutting private label share 0.3 points to
sell a lot of
35.7% (same as its dollar
economy tier
share) — also a five-year
‘Plant-based dairy products (soy,
private label,
low. The biggest problem
almond, coconut, etc.) continue to
the fact that you
is the yogurt category
offer it really
where store brand dollar
experience double- and triple-digit
home the
sales fell 2.2% and dollar
growth, and they are being captured drives
message that
share, 0.5 points to 9.4%.
mainly by national brands.’
shoppers on a
“Private label declines
budget can get
are due primarily to the
everything they
continued increase in the
Christine Bellamo
need at your sunumber of CPG brands,”
permarket — no
particularly Greek and
need to hit the
other international-style
yogurts, says MMI’s Mieskoski. “All of the new brands and dollar store in order to make ends meet.
“Kroger now offers a robust assortment of second-tier
products coupled with heavy promotional support have
private label under three different brands. And Walmart
had a negative impact.”
Another problem area: milk. Although private label
recently rolled out the Price First entry level line,” reports
owns a whopping 56.0% of total dollar sales, that’s a
Hauptman. “Now they can better compete for the value
whole percentage point less than a year ago. “Plant-based
shopper against non-traditional competitors like Aldi.”

30 www.frbuyer.com

NOVEMBER 2015

A strong value tier also takes the pressure off national ers have to get creative when it comes to selling. First
brand equivalent items, which are forced to act as open- and foremost, says Espelien, retailers should piggyback
ing price point
national brand promotions
products in
by including complementary
‘Second-tier or entry level lines
stores without
private label items in every
can enhance a chain’s pricean economy
ad for or display of national
private label,
value image while also defending brand products, particuhe adds. When
larly seasonal items. “You
against low-price competitors.’
that happens,
don’t even have to take a
retailers have
price discount on them,” he
to price midexplains. “Just merchandise
Jon Hauptman
tier items lower
the private label as part of a
than necessary,
solution.” Where to put it?
creating an
Espelien likes endcaps, which
unnaturally wide price gap. What is the optimal price
he believes should be reserved for cross-merchandised
gap? While it varies by category, “Best practice retailers
displays, not used as shelf extensions.
routinely offer gaps averaging around 20%,” says Haupt“We used to focus on how to get every customer to put
man. Nationally, however, 26% to 27% is most common,
one more item in the basket, preferably a store brand,”
suggesting there’s still work to be done. Nonetheless,
he explains. “That’s what endcaps should be used for —
more retailers are taking a sophisticated, analytical apnot just to sell sale merchandise but to sell an additional
proach to managing price gaps, which Hauptman sees as product as well.” Better yet, take the whole endcap for a
a big win for private label.
store brand you’re particularly proud of, sell it at a price
no one can beat and make that its permanent home, says
CREATIVE MERCHANDISING
Espelien. Unfortunately, “Many retailers are selling that
Since private label manufacturers don’t have the deep
space to the highest bidder. But Coca-Cola and Minute
pockets branded suppliers do, promotional dollars for
Maid aren’t trying to build your business. They’re trying
store brands are harder to come by, which means retailto build their brand, and they don’t care if shoppers buy it
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at your store or somewhere else. So why not help yourself
by using that space to build your own brand?”
When endcaps aren’t available or additional display
space is limited, Espelien suggests retailers highlight
certain own brand items by placing them front and center
on the shelf with twice the facings as other brands. Truly
unique products — whether in terms of flavor, size or
quality — from various tiers as well as core items with
hot prices that can serve as a bellwether for the store are
all good candidates.
Another strategy designed to boost price impression is
item-specific, compare-and-save shelf tags, says Hauptman. “I wouldn’t put them on every private label, but I’d
sprinkle some in every aisle so shoppers pushing their
carts up and down will notice the savings available in
every category, even those they don’t shop,” which sends a

pretty powerful message around pricing.
Hauptman also likes price-shielding whereby both
national brands and store brands are promoted at the
same time, so branded prices on a particular product are
never lower than private label. Not only does it preserve
store brand price leadership, “This approach can drive
excitement in the category and often drives total category
performance,” says Hauptman. However, he cautions,
price-shielding should only be considered when penny
profit generated by the sale-priced store brand is higher
than that produced by the corresponding national brand
item. So do the math.
An alternative is to promote a private label product the
week before the national brand does, effectively beating them to the punch and taking consumers out of the
market, says Espelien.

PRIVATE LABEL SCORECARD
Private label sales across all outlets combined (excluding convenience stores) for the 52 weeks ended Aug. 29, according
to Nielsen. Percent change is versus the same period a year earlier. Categories and subcategories with less than $1 million
in sales are not listed.
CATEGORY
$ SALES % CHANGE
UNITS % CHANGE
TOTAL ALL BRANDS
665,525,250,560
2.0 206,759,821,323
-0.3
TOTAL PRIVATE LABEL
117,969,724,872
3.1
43,618,989,173
-0.2
DAIRY DEPARTMENT
23,277,469,361
1.3
8,603,577,684
-1.3
Milk
9,373,300,776
-3.9
3,266,701,103
-0.2
Cheese
6,526,981,525
3.4
2,100,560,911
-0.4
Eggs-Fresh
2,875,621,408
13.7
1,110,113,429
0.2
Butter & Margarine
1,325,288,570
7.6
404,725,601
-5.5
Cttg Cheese/Sour Crm/Tpps
1,185,537,386
5.0
532,810,968
1.6
Yogurt
694,845,488
-2.2
631,218,612
-10.9
Juices & Drinks
594,353,691
0.8
223,924,067
1.1
Dough Products
368,647,217
-3.7
228,660,568
-3.7
Snacks/Spreads/Dip
319,959,393
2.1
99,708,587
4.0
Puddings/Desserts
11,659,317
-10.6
4,823,522
-16.2
Meal Starters
1,175,627
-25.2
307,678
-14.6
FROZEN DEPARTMENT
10,058,792,747
2.6 3,040,667,498
-0.1
Unprepared Meat/Seafood
2,408,787,907
2.9
271,261,234
-1.2
Vegetables
1,837,001,972
0.1
1,035,235,044
1.4
Prepared Foods
1,536,107,118
8.2
306,104,149
2.9
Ice Cream
1,265,087,836
0.7
399,323,576
-0.1
Dessert/Fruit/Toppings
802,798,579
5.9
220,933,702
-0.6
Pizza/Snacks
628,573,757
1.2
197,459,390
-1.8
Frozen Novelties
470,568,704
0.7
153,564,752
-2.9
Breakfast Foods
465,904,138
2.5
182,096,315
-1.1
Baked Goods
332,406,354
-2.2
125,296,497
-4.0
Ice
202,853,753
6.0
77,753,430
1.1
Juices/Drinks
108,702,628
-8.4
71,639,409
-7.5
PRODUCE DEPARTMENT
5,045,984,072
5.5 1,875,205,557
5.5
DELI DEPARTMENT
3,126,570,037
6.4
689,401,791
4.3
PACKAGED MEAT DEPT. 2,814,985,860
4.7
779,845,930
2.5
FRESH MEAT DEPT.
1,705,505,270
27.4
260,493,280
15.8
Source: Nielsen
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$ SHARE CHANGE
100.0
—
17.7
0.2
35.7
-0.5
56.0
-1.0
37.6
-0.4
47.1
-0.1
32.4
0.5
36.1
0.0
9.4
-0.5
10.6
0.0
18.8
-0.1
14.0
-0.2
3.0
-0.3
13.8
8.6
20.7
0.3
40.0
0.6
35.4
0.3
10.9
0.7
23.3
0.0
41.5
-0.1
10.3
0.0
13.4
-0.2
15.4
0.1
16.2
-0.2
26.2
0.0
34.2
0.8
19.2
0.2
30.1
0.6
14.9
0.3
25.4
3.2

UNIT SHARE CHANGE
100.0
—
21.1
0.0
35.7
-0.3
58.5
0.3
41.5
-0.4
52.6
0.0
29.2
-0.9
39.8
-0.1
12.5
-1.6
12.3
0.3
24.7
0.4
15.8
0.2
2.9
-0.5
10.5
7.5
21.6
0.4
38.1
0.2
42.4
1.1
7.5
0.4
27.2
0.3
41.0
-0.6
11.4
0.2
14.4
-0.4
20.4
0.3
20.5
-0.2
24.8
-0.6
40.1
1.8
19.3
0.4
23.2
0.3
14.6
0.4
24.6
3.0

BEST OF BREED
So which retailers are doing private label right? Nielsen Homescan’s list of the top 10 private
label chains, eight of which
are supermarkets, features an
extremely diverse group — from
extreme-value Aldi and Dollar
General to more upscale Wegmans and H-E-B — that seems
to have little in common. “These
retailers win with a combination
of organizational focus (from
top to bottom), operational
excellence in how they bring
private labels to life in their
stores and, ultimately, a superior
understanding of their shoppers,” says Hale.
He adds that No. 5 on the list,
Kroger, operates what he believes
is the most integrated private
label program in the country:
It manufactures a lot of what it
sells; it supports the program with brand-quality, multimedia marketing communication both in and out of
stores; it leverages shopper insights from its loyalty card
to deliver direct-to-consumer private label coupons; it
offers greater rewards to shoppers who use the Kroger
credit card to buy Kroger brands; it makes it easy to add

Kroger brands to its digital shipping list; and, finally, it’s
not shy about delisting private label offerings that don’t
carry their weight.
Although Kroger is a great role model, “Don’t get
caught up in what the competition is doing,” says Hale.
“Get caught up in what your shoppers want.” That’s the
real key to store brand success. n

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.

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

SPOTLIGHT: ASIAN

ASIAN FOOD

POISED TO POP
But only if price wars are replaced with true innovation
and smart marketing.
BY DAN RAFTERY

T

otal sales of frozen Asian foods have been fairly
flat for some time, according to industry observers. “Some brands, like our Crazy Cuizine line, are
up, and others are down,” says David Weinberg, director
of marketing for Santa Fe Springs, Calif.-based Day-Lee
Foods (www.day-lee.com).
“One reason is the limited amount of innovation in the
Asian foods category,” he notes. “By comparison, other
international ethnic
food categories have
benefitted from a
lot of unique new
products.”
“Consumers shopping in
the frozen Asian
category want bold
and spicy ethnic
options,” adds Na
Young Shin, head
of marketing at
Los Angeles-based
CJ Foods (www.
cjfoods.com), which
manufactures the
Kahiki’s Chicken Pad
Bibigo brand, a
Thai+Vegetable Egg Roll is one
leader in the Koof five new Bowl & Roll items.
rean foods segment.
“Many have walked away from the frozen aisle due to lack
of flavor and product innovation.” He’s quick to point
out, however, that Asian foods represent a healthy 8.7% of
total frozen meal sales.
An additional challenge is presented by the misperception that deli/refrigerated meals are fresh and made-toorder while frozen meals are laden with preservatives,
sodium and other not-to-good-for-you ingredients. “So
we’re also seeing demand shift from the frozen section to
the deli/refrigerated section in the ready meals category,”
continues Shin.
Lack of promotion represents another hurdle. Because
in-store demos are expensive, says Weinberg, few retailers
beyond Costco and Trader Joe’s use them to encourage
trial. “As a result, most of the money invested by suppliers
and retailers in the Asian food category has gone to price
wars rather than marketing efforts.”
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Scott Corey, director of marketing at Kahiki Foods
(www.kahiki.com), Gahanna, Ohio, agrees with Weinberg.
“We know from analyzing syndicated data that the Asian
frozen food category is promoted approximately 23% less
than the frozen food category as a whole,” he reports. “We
feel that more promotional focus on the category would
drive more Asian food sales in the grocery channel. Grocers need to do more to call attention to the segment.” He
adds that restaurants are benefitting from rising interest
in Asian cuisine. But retailers, not so much.

FOODSERVICE TO FREEZER
One company attempting to bridge the gap between foodservice and freezer is Omaha, Neb.-based ConAgra Foods,
maker of P.F. Chang’s Home
Menu (www.pfchangshome
menu.com). The fourth
best-selling brand in the
multi-serve meals segment
as a whole — and the No.
1 frozen Asian food brand,
its sales shot up 25.9% to
$26.92 million across channels during the 12 weeks
ended Sept. 6.
Whether enjoying their
favorite Asian meals or discovering new ones, “Consumers want an experience
that is relevant to them,”
says senior brand manager
John Stanwood. He boils it
P.F. Chang’s new Home
down to four key sales drivMenu Signature Spicy
ers: quality, vibrant flavors,
Chicken Skillet Meal for
protein-heavy foods and
Two is the No. 3 item at
convenience.
P.F. Chang’s Bistro.
“To ensure that Home
Menu is delivering quality,” he says, “Philip Chiang, P.F.
Chang’s co-founder, personally develops and approves
every recipe. His new skillet meals are made with quality
ingredients and authentic, made-from-scratch sauces…
just the way the restaurant makes them.”
The line also features “simple, yet bold, authentic
Asian flavors” and lots of protein. “Protein-heavy foods
are popular because they are known for their appetite
satiety,” says Stanwood. “They are an important source of
sales growth in the grocery stores. And for the fast-paced
weekday meal occasion, time-saving frozen options that
are packed with protein are a real bonus for consumers.”
The new skillet meals for two include protein and sauce
only — no starch or veggies — just like at the bistro. So
they can be used in a variety of ways: as appetizers, as
center-of-the-plate proteins, as the basis of a stir-fry or as
a side dish. The Signature Spicy Chicken features bitesized chicken in a sweet and spicy chili sauce, and the
Honey Chicken is lightly battered in a sweet and tangy

IT’S E AST MEETS WEST
MEETS DELICIOUS
Simmering Samurai presents a completely refreshed product line
featuring easier-to-prepare, delicious fried rice meals.
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honey sauce. “They
of single-serve
tion with new products that prove
are both among
entrées with an
themselves.” Look for new additions
the five top-selling
egg roll that can
to Day-Lee’s Crazy Cuizine Interentrées at the bistro,”
be heated in the
national Favorites line early in 2016
reports Stanwood.
microwave at the
at the Fancy Food Show, followed
Jack Acree, execusame time. Since
by joint marketing programs for the
tive vp at Stamford,
80% of consumers national rollout.
Conn.-based Ameriprefer an egg roll
MERCHANDISE SOLUTIONS
can Halal, maker
with their Asian
Based on P.F. Chang’s research
of the Saffron Road
meal, “Kahiki’s
around meal occasions and dinner in
lineup (www.saf
new Bowl & Roll
particular, Stanwood recommends
fronroadfood.com),
entrees feature
merchandising Asian foods in a way
says young shoppers
an Asian entree
that helps shoppers better underin particular want to
with an egg roll
stand what goes together. “Our goal
replicate restaurant
so
consumers
can
Bibigo Mini Wontons with
is to help shoppers create meal soluofferings at home.
have
both
at
the
Chicken & Cilantro are fully
tions,” he says. “For example, when
“Young shoppers
same
time,
just
cooked and ready in minutes.
retailers merchandise P.F. Chang’s
continue to look for
like what they
appetizers, side dishes and skillet
foods in supermarget at Asian food
meals all together, shoppers can easkets that reflect what they are eating
restaurants,” says Corey. Available
when they go out to a restaurant or
flavors include Chicken Pad Thai with ily see the entire meal. They are then
buying solutions, not just items.”
a food truck,” he explains. “CelebVegetable Egg Roll, Szechuan Pepper
Kahiki’s Corey agrees. “Based
rity chefs like Anthony Bourdain
Steak with Vegetable Egg Roll, Genon some of our recent research, we
have also helped raise the profile of
eral Tso’s Chicken with Chicken Egg
know that 76% of Asian frozen food
Asian foods.” He also points to the
Roll, Sesame Ginger Chicken with
consumer belief that Asian foods are
Vegetable Egg Roll, and Chicken Fried consumers serve an appetizer or
side dish with their main meal. That
healthier than other options, bringRice with Vegetable Egg Roll.
Kahiki is also
means there is a
ing new, health-conscious shoppers
preparing to
huge opportunity
to the category. In fact, he remarks,
launch a line of
for incremenone of the reasons Saffron Road’s
microwaveable
tal sales in the
new Teriyaki Chicken, introduced in
category, much
March, has been such a success is be- “Asian taquitos”
called Asian Stix.
more so than
cause “It’s an authentic recipe made
Varieties include
with other ethnic
with real, simple ingredients.”
Thai Basil Chickcuisines.”
CLEAN AND CONVENIENT
He recomen, Korean BBQ
“Clean labels — ‘free from’, low fat/
mends retailers
Pork and Toasted
calories/sodium, organic, etc.) are
take advantage of
Sesame Chicken,
important to these shoppers,” agrees each offering 12
this knowledge
One reason for the success of
CJ Foods’ Chin, who says conveniby merchandisgrams of protein
Saffron Road’s new Teriyaki
ence is key as well. But convenience
ing all Asian
per serving. The
Chicken: real, simple ingredients.
doesn’t refer only to speed to table.
food items (mulcompany will
“It also means innovative packagti-serve meals,
also debut Pork
ing that makes heating the prodsingle-serve meals, appetizers and
Potstickers in 22-ounce bags.
uct easy,” he says. Two new SKUs
side dishes) together. “Retailers are
As consumers of Asian foods
under the company’s Bibigo brand
currently doing this in other areas
become more adventurous, Day-Lee
— Chicken & Vegetable Dumplings
of the store such as the international
Foods is expanding beyond North
that steam in their own microwavespice/seasoning aisle and wine
Asian flavors and recipes into other
ble trays and fully cooked Mini
category,” says Corey. “So it makes
international flavor profiles. WeinChicken Wontons that also tap into
sense that the same approach would
berg is currently running market
the bite-size trend — fit the bill.
work in the frozen Asian food cattests of new products to identify
“Our new products provide consum- those with a high degree of success in egory.” n
ers with the authentic, Pan-Asian
the broader marketplace.
Dan Raftery is president of Raftery
flavor they’re looking for but are also
“We do not just throw things
Resource Network and a trumpet
easy to prepare,” says Shin.
against the wall and see what sticks,”
Kahiki is also jumping on the
hobbyist. He can be reached at
he says. “Rather, we scale up from
convenience trend with a new line
the market tests to national distribu- Dan@RafteryNet.com.
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NFRA SHOW

Lori Latshaw, C&S Wholesale Grocers

Bill Spear, Bashas’ Markets

Bob Bollbach, l., of RDD Associates, presents a $5,000 check
to Food Industry Serving Heroes (F.I.S.H.). Accepting is
F&R Buyer’s Paul Chapa.

Convention
Camera
Scenes from last month’s National Frozen
& Refrigerated Foods Association convention
in Dallas.

Warren Thayer, F&R Buyer, presents the Retail Patriot Award to Anthony
Renna, Sara Agnello and MIchael Renna, Michael Angelo’s.

Mike Jarvis and Tony Fricchione, Bozzuto’s

Martin Kelly and Bob Helland, Kahiki, and
Ken Rushing, Alliance Foods

Dave Marcus, Brookshire Grocery Co.,
accepts the Retail Patriot Award
from Warren Thayer, F&R Buyer.

Brad Sterl and Gunner Siverly,
American Flatbread

Tom Boothby, Co-Sales, and Dan Lehtonen and
Joe Keip, Michael Angelo’s

Patricia Barnes (“Sister
Schubert”), T. Marzetti,
and Randall King,
Lowe’s Food Stores

Ray Tarnowski, Philadelphia Warehouse &
Cold Storage, leads a conga line.

SPOTLIGHT: JUICE

HEALTHY

(www.drinkdaily
berry Acai and Tropical Greens.
greens.com) reFunctional vegetable and green
cently rolled out
juices are also hot, and unique
cold-pressed veggie
flavors abound. For example, Newsmoothies for kids in
ton, Mass.-based Evolution Fresh
8-ounce bottles.
(www.evolutionfresh.com) recently
Certain segments
launched Cold-Pressed Organic
Some traditional segments are
of the frozen juice
Sweet Greens and Ginger and Esstruggling, but up-and-comers like
market continue to
sential Greens with Lime juice in
smoothies, functional beverages
welcome new items
15.2-ounce bottles while Philadeland vegetable juice cocktails conas well. Sparta,
phia-based Love Beets USA
tinue to gain ground.
Mich.-based Old
(www.lovebeets.com) is
Orchard Brands
expanding its line of beet
BY CHRISTINE BLANK
(www.oldorchard.
juices with a pair of certified
com) offers “trendy”
organic options in 14-ounce
lthough the
GoodBelly’s
frozen lemonade
glass bottles.
largest subcatnew 15.2-ounce
As the superfood du jour,
flavors, such as Waegory, drink/
probiotic drinks
beets are appearing more and termelon Cucumber
cocktail drink concencome in Mango,
more frequently in functional and Cherry Limeade,
trates, registered a 5.5%
Blueberry Acai
beverages. For example, Alwhich are popular
gain, total frozen juice
and Tropical
pharetta, Ga.-based Harvest
with Millennials.
sales fell 3.3% to $82.5
Greens.
Soul (www.harvestsoul.com)
As an added bonus,
million during the 12
recently added Veggie Beet
“Our lemonade is sweetened with a
weeks ended Sept.
Fusion (and Berry Banana
combination of real sugar and Truvia,
6, 2015, according to
Fusion) to its line of “chewwhich reduces sugar 30% to 40%,”
Old Orchard
Chicago-based market
able juices,” which feature bits says Kevin Miller, vp of marketing.
rolls out a line
research firm IRI (@iri
of superfood seeds, nuts and
In addition, the company introduced
of frozen mixers
worldwide). However,
berries. Seeds are an increasa line of blend-and-serve frozen
in microwavable
the much larger refrigmixers this past summer, including
plastic containers. ingly popular juice add-in,
erated juices category
evidenced by the growth of
Margarita, Pina Colada and Strawfared a lot better, postcompanies like Mamma Chia (+174.6% berry Daiquiri flavors. They’re offered
ing a 2.9% advance (to $1.38 billion).
in the fruit drink subcategory).
in microwavable, 12-ounce plastic
Much of the new product innovaOther companies are focusing on
containers so consumers no longer
tion is linked to “healthy” natural
new audiences, especially children.
have to wait for them to thaw before
and organic juices with functional
Austin, Texas-based Daily Greens
reconstituting, says Miller. n
ingredients, such as probiotics and
antioxidants. “As consumption of carbonated soft drinks has
gone down — because
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar
of the sugar as well as
stores combined for the 12 weeks ended Sept. 6, 2015, according to IRI (@iriworldwide), a Chicagoother reasons — we
based market research firm. Percent change is versus the same period a year ago. Subcategories with
have seen the growth
less than $10 million in sales are not listed.
of juice brands such as
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
Naked and Odwalla,”
RFG JUICES/DRINKS
$1,380,968,448
2.9 492,857,856
3.2 28,687,847,424
0.1
says Alan Murray, CEO
Orange Juice
$639,121,344
(1.9)
186,063,232
(2.7) 12,319,107,072
(3.8)
of Boulder, Colo.-based
Fruit Drink
$249,613,584
8.9
128,702,248
6.9 8,158,862,336
0.7
NextFoods, which
Lemonade
$172,145,520
11.5
86,099,096
12.5 5,027,220,992
11.8
manufactures GoodJuice & Drink Smoothies
$146,516,064
6.4
42,204,880
7.2 996,030,208
6.4
Belly (www.goodbelly.
Blended Fruit Juice
$73,010,160
(8.6)
23,201,508
(7.8) 1,092,677,248
(13.0)
com) probiotic juices.
Vegetable Juice/Cocktail
$28,830,268
20.9
7,081,380
13.9
205,810,176
14.8
“Behind that, the next
All Other Fruit Juice
$21,382,456
43.1
4,108,355
30.2
111,423,168
46.0
wave is functional bevGrapefruit Juice
$18,054,330
(2.5)
5,175,742
(5.3)
300,383,264
(3.9)
erages, where you actuApple Juice
$10,193,325
(0.1)
3,356,818
(3.4)
153,270,704
(1.0)
ally feel the benefit.”
FZ JUICES
$82,494,952
(3.3)
49,086,528
(1.3) 140,378,880
(3.8)
GoodBelly recently
Drink/Cocktail Drink Concentrate $23,764,094
5.5
16,853,232
21.3
34,345,816
22.7
rolled out 15.2-ounce
Orange Juice Concentrate
$22,183,996
(6.3)
11,273,538
(8.4)
34,365,892
(8.4)
single-serves in three
Lemonade/Limeade Concentrate $16,827,530
(2.5)
10,959,029
(10.7)
42,706,452
(10.6)
flavors: Mango, Blue-

JUICES RULE

A

REFRIGERATED AND FROZEN JUICES
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SPOTLIGHT: MEXICAN

MEXICAN

(505 is the area code for Albuquerque, N.M., where the
wraps are manufactured), microwaveable MexiWraps
come in five flavors, two of which can be served at breakfast: Beef & Cheddar, Spicy Chicken,
Bean & Cheese,
Sausage & Egg
and Bacon & Egg.
Ready to eat in less
than 2 minutes,
all five varieties
New forms and formats, premium ingredients and bold
feature the brand’s
flavors aimed at the Millennial crowd are pushing the
signature ingredicategory to new heights.
ent, Hatch Valley
BY DENISE LEATHERS
green chiles, one
Saffron Road’s Nueva Cocina
of the ways they
Mexicana lineup offers new twists
hile total sales of frozen foods edged up just
deliver the “more”
on traditional Hispanic dishes.
1.4% across formats during the 52 weeks ended that Millennials
Sept. 6, sales of frozen Mexican snacks jumped
have come to ex4.8% and frozen Mexican handheld entrees 7.9%, reports
pect, says Lim. The chiles also tap into demand for more
Chicago-based market research firm IRI (@iriworldwide). authentic fare made with local ingredients.
Why is the Mexican segment outperforming not only the
Although innovative new twists are appreciated,
department as
authenticity is a key driver of Mexican food
a whole but two
growth, confirms Mike Adair, founder and
of the hottest
CEO of frozen burrito maker Red’s Natural
categories in it?
Foods (www.redsallnatural.com), FrankManufacturers
lin, Tenn. “Sometimes going back is going
cite the
forward,” he explains, citing the company’s
Millennial
reliance on formats “that have been around
effect.
for centuries.” The key, Adair says, is creat“Millennials
ing the higher-quality versions of tradiare the ‘more
tional products by using natural, organic,
generation,’”
better-for-you and other premium ingrediBy using the best quality natural and organic
says Gary
ents.
For example, Red’s just added Organic
ingredients, Red’s All Natural breathes new
Lim, North
Chicken,
Cilantro & Lime and Braised
life into a ‘centuries-old’ format: the burrito.
America CEO
Chicken, Rice, Quinoa & Sweet Potato Burof Denver-based Flagship Food Group (www.flagship
ritos to its lineup.
foodgroup.com). “They want more bold flavor, more heat,
Other purveyors of natural and organic fare are also
more spice and more variety. And that’s exactly what
expanding their presence in the Mexican segment. Santa
Mexican food offers.”
Rosa, Calif.-based Amy’s Kitchen (www.amys.com)
But unlike previous generations, Millennials
recently added organic,
grew up with fast food. So they’re looking for
gluten-free Black Bean &
similar products that they can purchase at the
Quinoa Burritos, while
grocery store and prepare at home.
Flagship Food Group
is preparing to launch
‘LEVERAGING EQUITY’
organic burritos under its
“We are constantly researching the foodservice
Lilly B’s brand. Meanwhile,
industry and restaurants to find those items
Vancouver-based Luvo
that are ‘transferable’ to the grocer’s freezers,”
(www.luvo-inc.com) just
explains Lim. The idea is to leverage the equity
added gluten-free Chicken
of an existing, on-trend item, he adds. After surChorizo Chili to its all-natveying the marketplace and then adding its own
ural frozen entrée lineup.
insights about the frozen food industry, Flagship Flagship Food Group’s new 505
“Today’s consumers
developed a unique, pentagon-shaped product it Southwestern MexiWraps feature
are done eating mediocre
a unique pentagonal shape for
calls MexiWraps.
food,” agrees Jack Acree,
easy, on-the-go consumption.
Offered under the 505 Southwestern label
executive vp at Stamford,

FOR THE ‘MORE

GENERATION’

W
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Conn.-based American Halal, maker of the all-natural
Spotted on the shelves at Walmart, the “snacks” are beSaffron Road lineup (www.saffronroadfood.com), includ- ing offered in three flavors — Chicken Chipotle, Vegetaing a new foursome of single-serve Mexican entrees.
ble Enchilada and Beef Barbacoa — sold in two-count
“Even chains like Chipotle are offering higher quality
packages for $5.63.
A more traditional frozen Mexican
Mexican.” But quality is just the start,
snack also seen in the freezers at Walmart
he continues.
recently: Doritos Loaded, manufactured
“Regular Mexican has been done
by Lisle, Ill.-based McCain Foods USA
and then overdone. Our specialty is
(www.mccainusa.com). Described as “into take something that consumers are
side-out nachos,” the oven-ready, bite-size
familiar with and give it a twist… This
snacks feature a Doritos crust wrapped
helps draw old consumers back into the
around melted cheese. Already available
category to try new items.” He adds,
hot at 7-Eleven convenience stores, the
“When I look at almost any frozen
frozen product is being offered in both
set, including the Mexican door, I see
7.5- and 15-ounce packages at Walmart.
so much duplication... For our Nueva
Also making news in the Mexican
Cocina Mexicana entrees, we partnered
snacks category: higher-count packages.
with (a top Mexican restaurant chef)
In fact, Houston-based Ajinomoto Windwho delves deep into authentic regional
Last year, frozen burrito
sor recently added taquitos in 56-ounce
cuisines like Oaxaca and Yucatan that
bowls were all the rage.
party packs to its José Olé lineup (www.
aren’t as familiar to the ‘burrito and
This year, manufacturers
joseole.com). “Mexican snacks lend
taco set.’”
such as EVOL are rolling
themselves well to all day parts,” explains
out snack-size cups.
FROM BOWLS TO CUPS
director of Mexican CPG marketing
While Acree stresses the importance of new flavors,
Terri Bihl. “So large packs allow consumers to stock up
some new formats are also creating excitement in the
and keep great snacks on hand all the time, whether
category. Last year, burrito bowls were big news, prompt- for after-school or a game-day get-together.” She adds
ing a handful of manufacthat party packs are one of the primary drivers behind
turers to roll out frozen
the Mexican snack category’s strong growth during the
versions of the popular
most recent 12 weeks.
Higher-count packages are also gaining a foothold in
foodservice offering. In fact,
the frozen burrito segment where Dinuba, Calif.-based
Red’s recently added two
Ruiz Foods recently added a Meat Lovers variety to its
varieties to its burrito bowl
lineup: Carnitas and Veggie. 12-count El Monterey Signature Breakfast Burritos collection (www.
But this year, companies
elmonterey.
are going a little smaller,
com). Although
moving from bowls to
single-serves
cups. For example, Boulder,
allow consumers
Colo.-based EVOL (www.
evolfoods.com), now part of to try out new
flavors without a
Boulder Brands, just rolled
big investment,
out 5-ounce frozen fajita
multi-packs are
cups in four gluten-free flasuper-convenient
vors: Grilled White Chickand offer estaben, Pork & Poblano Pesto,
Ruiz Foods adds a
lished customers
Sriracha Queso Grilled
Meat Lovers variety to
great value, says
Chicken and vegetarian
its breakfast burrito
president and CEO Rachel Cullen. And the new Meat
Southwest Veggie, Rice,
collection.
Bean & Cheddar. Made with Lovers variety taps into growing demand for products
high in protein — especially at breakfast, she adds.
proteins raised without antibiotics and non-GMO vegWhile El Monterey is the top-selling breakfast buretables, grains and oils, all four are under 190 calories,
rito in conventional outlets, the natural channel’s No. 1,
making them more of a snack than a meal.
Mexican cups sold under the Delimex brand (www.
Good Food Made Simple, is also expanding its offerings
delimex.com) from Pittsburgh-based H.J. Heinz (now
with a pair of all-natural, hand-rolled Café Wraps. The
part of Kraft Heinz), actually call themselves “snack-size newcomers include Huevos Rancheros with uncured
bacon and Chicken Chorizo, both made with cage-free
burrito bowls,” even though they’re actually 8 ounces
egg whites. n
apiece — the same as Red’s meal-size burrito bowls.

“Millennials are the
‘more generation’
— more bold flavor,
more heat, more spice
and more variety. And
that’s exactly what
Mexican food offers.”
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SPOTLIGHT: BREAD/DOUGH

BREAD RAKES
IN MORE

DOUGH

Units were down slightly, but
frozen bread and dough dollar
sales rose 1.3%, thanks in part to
the introduction of value-added,
microwavable alternatives.
BY CHRISTINE BLANK

A

lthough units were down
0.2%, frozen bread and
dough dollar sales rose 1.3%
to $197.4 million during the 12
weeks ended Sept. 6, according to
Chicago-based market research firm
IRI (@iriworldwide). Cookie dough
registered a huge 229.5% increase
off of a small base, but the gain was
driven largely by a 2.7% rise in frozen dough sales (to $41.2 million).
However, the category’s largest segment, fresh baked bread, rolls and
biscuits, saw its sales fall 0.9% to
$152.1 million.
“The biggest challenge in frozen
bread is that it’s not a terribly exciting category,” says Tom McDonald,
director of Western division sales for
Mississauga, Ontario-based Furlani’s
Food Corp. (www.furlanis.com). Unless they’re on a low-carb diet (which
presents its own set of problems), few
consumers crave a dinner roll like
they do, say, a bowl of ice cream, he
explains.
In addition, compared with other
frozen categories like single-serve
entrees and pizza, the bread segment is fairly small, so many retailers
tend to forget about or ignore it, says
McDonald. But that’s a big mistake.
Stepping up promotion and calling
attention to frozen bread in other
ways could go a long way toward
spurring growth, he says. In addition,
the category has welcomed a number
of new items recently, including completely new concepts like microwavable breads and doughs that signifi-
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cantly reduce freezer-to-table time.
“We have been working on the
technology to microwave cinnamon
rolls from frozen dough for a long
time,” says Kenny Farnsworth,
president of Salt Lake City-based
Rhodes Bake-N-Serv (www.rhodes
bread.com). “After many years
of R&D, we introduced Microwave Cinnamon Rolls with the
performance and flavor we know
consumers will love.” Now being
distributed more widely, the rolls
can be warmed in 25 seconds, says
Farnsworth. A boon to any consumer seeking added convenience,
they also appeal to that segment of
shoppers that only has a microwave
or hot plate for cooking, he adds.

MORE FROM THE MICROWAVE
After enjoying a lot of success with
its microwavable Cinnamon PullApart Monkey Bread, Anaheim,
Calif.-based Bridgford Foods (www.
bridgfood.com) will launch microwavable Monkey Bites early next
year, reports senior vp Dan Yost.
Ideal for breakfast, snacks and desserts, Monkey Bites will be offered in
twin packs that include two 4-ounce
servings. “We are especially excited

to launch this line extension because
tests concluded that the new twin
packs will drive incremental sales
without taking away from exist-

Bridgford Foods will launch a new size
of its Monkey Bites early next year.

ing sales of our 16-ounce Monkey
Bread,” he says.
Another innovative microwavable product is Microwavable Garlic
Bread from Norwalk, Conn.-based
Pepperidge Farm (www.pepperidge
farm.com), introduced earlier this
year. Likewise, Pennsauken, N.J.based J&J Snack Foods (www.jjsnack.
com) debuted microwavable SuperPretzel Bavarian Pretzel Rolls and
Sticks, also an example of a popular
foodservice product that made the
transition to retail.
Of course, plenty of advances have

Flour Prices Tumble

F

BY MONICA GELINAS & DENNIS COLLINS

lour costs have steadily declined over the past 18 months as hard red
winter wheat futures (the primary wheat variety for bread) dropped
47% from May 2014 to early September 2015.
Over the same period, Milling and Baking’s average bulk price for
bakers’ short-patent bread flour — a common commercially milled flour
for bread making — dropped 38.5%, from $21.30 to $13.10 per hundredweight, as did the price for whole wheat flour. Prices for high gluten
flour, used for crustier products such as Kaiser rolls and pizza dough,
fell by a third.
Market outlooks over the next year require increasingly complex global perspectives since growing world demand has made the market much
more sensitive to production problems and created more volatile price
swings. Current global and domestic stocks are ample. But the market is
carefully monitoring growing weather concerns in Australia, Russia and
the Black Sea region — all major wheat exporters. n
Monica Gelinas (monica@gritwork.com) is founder of Gritwork, LLC,
while Dennis Collins (dcollins@trilatinc.com) is a director at Trilateral,
Inc. They provide purchasing and risk management advisory services to
the food industry.

been made in the non-microwavable
their hands on, sparking demand for
bread and dough segment as well.
natural, organic and premium items,
Sticking with the pretzel roll segnot just in categories like ice cream
ment, Cole’s Quality Foods (www.
but in frozen bread as well. As such,
coles.com), Grand Rapids, Mich.,
Columbus, Ohio-based T.Marzetti
recently rolled out Pretzel Sticks with (www.mamabellas.com) recently
Pub Cheese. And Furlani’s new flaintroduced what it says is the categovored bisry’s first all-natcuit line,
ural, non-GMO
Frozen dough leader Rhodes
including
garlic bread,
expands distribution of its
Cheddar
offered under its
Microwave Cinnamon Rolls.
Cheese,
Mamma Bella’s
Jalapeno
brand. Also free
and clear, some say the gluten-free
and Fireof preservatives,
trend may be declining. “We see the
Roasted
high fructose corn demand for gluten-free products
Corn
syrup and artibeginning to crest,” Farnsworth
varieties, is
ficial flavors and
says. “Some retailers see continued
Furlani’s innovative biscuit line,
expected
colors, the line is
growth, [while] others are starting to
including Cheddar, Jalapeno, and Fire
to be fully
available in Garlic, see a decline, based on geography.”
Roasted Corn varieties, will be in most
distributed
Three Cheese
At the same time, 9% of consumU.S. grocery stores by the spring.
to grocery
and Multigrain
ers say they actively avoid gluten, and
stores by this spring.
varieties, all in “shelf-optimized” six- nearly 25% have purchased glutenEven though consumers are eating count packages.
free foods in the past quarter, accordhigh protein diets and are generWhile manufacturers of all types
ing to a recent report by Rockville,
ally more health-conscious, they are
of frozen foods have responded to
Md.-based Packaged Facts (www.
still buying indulgent items such as
the call for gluten-free foods loud
packagedfacts.com). n
breads and biscuits,
McDonald says. “Our
research indicates
that consumers have
Sales in supermarkets, drugstores, mass merchants, military commissaries and select club and dollar
a tendency to say one
stores combined for the 12 weeks ended Sept. 6, 2015, according to IRI (@iriworldwide), a Chicagothing and then do
based market research firm. Percent change is versus the same period a year ago. Manufacturers with
another,” he explains.
less than $1 million in sales are not listed.
“We have more gym
CATEGORY
$ SALES % CHG UNIT SALES % CHG
VOLUME % CHG
memberships than
BREAD/DOUGH
$197,429,664
1.3
67,655,744
(0.2)
74,406,792
(0.5)
before, yet we are
FRSH BKD BRD/ROLL/BISCUIT $152,077,120
(0.9)
54,867,984
(2.1)
50,096,656
(3.3)
more obese than ever
T. Marzetti Co.
$58,616,928
1.3
18,802,648
1.3
15,871,308
0.8
before. Breads make
Private Label
$37,824,876
(5.6)
16,726,798
(5.2)
15,533,062
(9.2)
you feel good when
Pepperidge Farm
$18,168,256
4.1
6,724,798
4.3
4,492,155
2.8
you eat them. As you
Cole’s Quality Foods
$10,697,038
(5.7)
4,487,928
(8.3)
3,594,333
(7.1)
fill the kitchen with
General Mills
$7,716,284
3.3
1,996,402
3.7
4,510,373
3.6
the nice aroma of
Homade Foods
$3,302,564
(1.9)
1,030,125
(4.1)
1,933,471
0.7
baking bread, it makes
Furlani’s Food Corp.
$2,740,696
7.5
1,370,433
4.8
851,147
7.0
you feel better.”
Joseph Campione
$1,724,630
(3.1)
702,538
(5.0)
500,257
(3.5)
Farnsworth agrees.
Alexia Foods
$1,545,819
(13.8)
436,849
(16.5)
327,443
(16.3)
“Consumers are more
Bridgford Foods Corp.
$1,382,305
1.0
419,818
3.3
417,339
3.4
mindful of eating
BREAD/ROLLS/PASTRY DOUGH $41,218,360
2.7
11,857,404
2.5
23,011,646
1.9
healthfully, but by
General Mills
$10,825,388
14.4
3,022,365
13.8
6,298,319
16.9
nature, we like to
Rhodes International
$9,974,902
1.6
2,420,862
(0.2)
6,198,683
(0.8)
indulge.”
Homade Foods
$6,454,886
(5.9)
1,641,388
(6.9)
3,982,319
(5.5)
However, some
Private Label
$3,023,449
(12.7)
973,222
(12.2)
2,117,125
(13.7)
consumers have
Goya Foods
$2,843,322
9.7
1,380,532
8.3
1,377,643
9.5
decided that if they’re
Athens Baking Co.
$1,823,370
5.7
515,963
11.4
515,902
11.7
going to splurge,
Pepperidge Farm
$1,054,958
(10.8)
292,739
(11.9)
256,114
(11.0)
they’re going to do it
COOKIE DOUGH
$4,134,204
229.5
930,356
385.6
1,298,491
219.1
with the best-quality
Nestlé USA
$2,687,861 2,910.1
715,314 3,069.5
804,728 3,069.5
foods they can get
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LOGISTICS

USED RACKING
BRINGS NEW HEADACHES
Trying to cut costs with used racks can be expensive.

W

hen Glacier Transit and Storage, a Plymouth,
Wis.-based cold storage provider, planned
to open a new 85,000-square-foot facility,
it sought to reduce costs by purchasing used rack for
phase 1 of the project, or about 6,000 pallet positions.
While the new facility is now
fully and efficiently operational,
buying used rack made the process
more costly and complicated.

Drive-in/drive-through rack is subject to the most
abuse because forklifts drive directly into the rack. Glacier chose SK3000 pallet rack, a rugged bolted rack with
structural channel columns, by Steel King Industries
(steelking.com), Stevens Point, Wis. A number of rack
features helped the cold storage company meet its rack
strength, durability, and maintenance goals.

25% MORE EFFICIENT

“Our new Steel King drive-in rack is about 25% more
efficient from a storage standpoint than our used rack because of the way it’s designed and laid out,” says Nothem.
“Since the new rack is engineered the way we need it and
integrated with forklift operation, our forklift operators are
also about 15% more productive
using it, compared to the used
STARTED GREAT, BUT…
rack,” adds Brusky.
Rick Brusky, Glacier’s maintenance
The new racking is conmanager, puts it this way: “Buying
structed
of hot-rolled structural
used rack started out great, but
channel
column
with full horsoon went from one horror to anizontal-diagonal
bracing, proother.” It turned out that the used
viding
greater
frame
strength,
drive-in warehouse rack essentially
durability
and
cross-sectional
had no usable rails. Worse, the
company had paid in advance. Kyle ‘Buying used rack is like buying a car from area. All grade-5 hardware
provides greater shear strength,
a private party. Unless you inspect every
Nothem, Glacier’s president, notes
and a heavy 7-gauge wrapsquare inch of it, you don’t really know
that “We didn’t get half of what we
around connector plate ensures
ordered, and much was twisted like what you’re getting. Seen here is part of a
a square and plumb installation
used racking system after it collapsed.’
a pretzel and unusable.”
with a tighter connection and
They argued with the used rack
greater movement resistance. n
seller, which went out of business. “We ended up having to make the rack rails, top ties, and load bars,” says
Nothem. “We worked with a metal fabricator who made
pieces to fit our used rack. It was a nightmare.”
During the four months it took to put up the used
racking, Glacier lost revenue because it couldn’t put any
oth facilities of Henningsen Cold Storage in
product in the rack. For phase 2 of the project, it conPortland, Ore., have been recognized by the OSHA
sulted with Tom Maloney, account manager at Brookfield,
On-Site Consultation Program’s Safety and Health
Wis.-based Wisconsin Lift Truck (wisconsinlift.com).
Achievement Recognition Program (SHARP) for con“Unless you inspect every square inch of used rack,
tinuing to exceed standards aimed at preventing injury
you don’t really know what you’re getting,” Maloney
and illness.
notes. “Even then it’s common for up to 25% of used rack
They have maintained a DART (Days Away, Restricted,
received to be unusable due to missing or mismatched
parts, as well as damage from fork truck impact, improper or Transferred) rate below the national average within
use, shipping, handling, or disassembly-reassembly. With the transportation and warehousing industry. They also
continued to show a commitment to safety and health
all the unknowns, used rack can end up costing as much
across all levels of associates, including corporate level
or more than new racking.”
For phase 2, Glacier Transit and Storage added another management. n
85,000 square feet to the facility, and chose to work with
Wisconsin Lift Truck and purchase new drive-in rack.
“With new rack, it’s easy to optimize storage efficiency
by adjusting rack dimensions to the warehouse before it’s
reight brokerage firm Total Quality Logistics (www.
built or shipped,” says Maloney, whose engineers made
tql.com), the Cincinnati-based freight brokerage firm,
adjustments to the racking about seven or eight times
has opened an office in Charleston, W. Va., its first in
to accommodate the changing requirements of Glacier’s
the state. It has also expanded its logistics operation in
cold storage customers.
Daytona Beach, Fla. n
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getting personal

A VISIT WITH
‘MOM’ SARA
Sara Agnello recalls raising Michael Angelo’s, along
with sons Michael and Anthony Renna.

What was it like in the early stages of the business?
What were your biggest challenges?
Michael Angelo’s was launched from the family pizzeria.
Mike and his friends would make dinners at night after
the restaurant closed by pushing tables together to form
an assembly line. He would put the meals in freezers and
sell them to customers coming in to pick up pizzas to go.
The original meals were Meat Lasagna, Eggplant Parmesan, Stuffed Eggplant and Manicotti. The biggest challenges were that we had no knowledge of the industry, we
didn’t have the proper facility, and we had no money.
Starting out, what was your best day? Your worst day?
The best day early on was gaining our first major account,
Big Bear Supermarkets. Before this we were only selling to a few mom and pop
shops. The worst day was
when we got a call from an
early account asking about
our USDA inspection bug
and what our establishment number was. It didn’t
exist. We didn’t even know
we needed one.
What are your first
memories of Michael and
Anthony after they joined
the business?
Well, neither of them
“joined.” It was a family
‘On the left is Michael —
operation from the start. I
he was between three
learned to cook Italian food
and four years old. On the from my Grandma Foti
right is Anthony, at about
and always thought I might
five or six. My little men
open a restaurant one day.
were all dressed up on
When the boys were growEaster Sunday morning
ing up, I worked at a familyto attend church. This
run deli in Connecticut and
picture was taken in front
they had an old pizza oven
of our home on Digney
they were going to get rid
Avenue, in the Bronx.’
of. I worked it off, moved it
across the country and kept
it for several years before we used it in the pizzeria.
It was Anthony who started the restaurant and got
the whole family involved. He and his wife Laurie managed the restaurant in the beginning and the rest of the
family pitched in hours to build it and run it after our
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full-time jobs.
Mike got involved later. The pizzeria was in a bad
location and Mike thought we could solve that problem
by delivering. His next idea to get more business was to
make meals and freeze them so people could buy them
when they came in to pick up their pizzas. Anthony found
an aluminum tray and we used my recipes to create our
first frozen meals.
I didn’t have my recipes written down at that time.
They were all in my head so we had to figure out a way
to get them on paper. Mike bought a scale so we could
measure how much of each ingredient I used to create

‘This was taken at my house on Christmas Eve. We still
do the same tradition of the Feast of the Seven Fishes.
Now we need more platters because the family has
gotten larger. That was many years ago. I only know
that because Mike has a mustache in the picture.’

a written recipe. I would start cooking and forget, so he
would grab my hand and make me weigh each ingredient
as I added it.
What were Michael and Anthony like as kids?
Mike was rambunctious from the start. I used to say he
had a type triple-A personality. He was born early and
has always pushed for things to be done yesterday ever
since. Anthony was always the supportive one. He always
helped me with everything. He helped me with the kids
and with my life.
What are your views on family and business?
People sometimes doubted we could be as successful as
we are since we are a family business, but here we are
33 years later. We all have our individual talents and
each person has a job they have to do. I have always said
we are all employees when we walk through the door
and we all have to work hard or we will be fired just like
anyone else. We also have employees that have worked
here since the beginning or shortly thereafter that have
become our family. n
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