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CULINARY SOLUTIONS
FOR EATING WELL

THEY'RE
~ READING .

Minesirone Soup
Megefarian |

Blount organic soups are crafted with certified organic ingredients.
They're cooked in small batches and quickly chilled to lock in flavor,
freshness and nutrition.

With Blount, you get more because we do more.

To learn more about our artisan-crafted organic soups

call 800.274.2526 or visit blountfinefoods.com


http://www.blountfinefoods.com

Eating well is
selling well.

‘With a new twist on
enduring favorites, your busy
customers will love everything
about Panera's Mac & Cheese
with uncured Bacon. Delicious,
premium ingredients feature
fruitwood-smoked bacon with-
out added nitrates or nitrites.
Put the power of Panera on

your shelves.

When your customers eat well,
' you profit well.

For more info, call your Blount
sales rep at 800-274-25286.
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World Cheese Awards for a record fourth time, is

LLe Gruyere AOP from Cremo SA von Mihlenen
in Fribourg, Switzerland. An international panel of more
than 250 expert cheese judges assembled for two days
in Birmingham, UK late last year scrutinizing 2,727
cheeses from more than 25 countries.

Held at the BBC Good Food Show at the National
Exhibition Centre, the World Cheese Awards identifies
Gold, Silver and Bronze winners. From the team favor-
ites, 62 “Super Golds” were chosen. A panel, represent-
ing the four corners of the globe, then decided the World
Champion 2015: Le Gruyere AOP Premier Cru.
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Anmouncenents

ANCHOR WINS
PACKAGING AWARD

Anchor Packaging, St. Louis,
has won the 2016 WorldStar
Award from the World Packaging
Organization (WPQO) in the food
category. Judges reviewed 293
entries from 35 countries, choosing
Anchor's Embraceable as a winner.
Embraceable is a black, oval plat-
ter designed and patented with a
locator ring in the bottom to hold a
standard 8-ounce squat paper food
container.
www.anchorpac.com

NEew FaciLiTY ForR
PArRM CRISPS

Kitchen Table Bakers, makers of
Parm Crisp Wafers and ParmCrisp
Minis, has moved production to
an allergy-friendly, state-of-the-
art facility in Syosset, NY. Nearly
double its previous size, the
10,000-square-foot facility enables
greater flexibility, enhanced quality
control and increased capacity to
meet growing consumer demand.
www.kitchentablebakers.com

RESER’S NAMED As
NXS SPoNsOR

Joe Gibbs Racing (JGR) has
announced the No. 20 Toyota
Camry driven by 2015 NASCAR
Camping World Truck Series cham-
pion Erik Jones will carry Reser’s
Fine Foods as one of four spon-
sors for his rookie season in the
NASCAR XFINITY Series (NXS).
Jones has 26-career starts in the
XFINITY Series over two sea-
sons of running a limited schedule.
He has earned two wins, three pole
starting positions, 13 top-five fin-
ishes, 20 top-10 finishes and led 292
laps with an average start of 4.8 and
average finish 8.9.
WWW.resers.com

T .z.
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Schuman

SCHUMAN ANNOUNCES
New OFrricg, VP

Arthur Schuman, Fairfield, NJ,
the largest importer of hard cheese
in the U.S., announces new offices
in Hong Kong and Singapore to be
headed by Gordon Craig, its new
vice president of sales for Asia and
Oceania. Craig, 44, has extensive
experience working in the dairy
and cheese industry. He worked
at the Fortune 500 Company
Mitsui & Co., and most recently at
Agropur, one of the top five dairy
cooperatives in North America.
www.arthurschuman.com

PAR

LUNDS INCORPORATES
PARTECH SOFTWARE

ParTech Inc., New Hartford,
NY, a wholly owned subsidiary
of PAR Technology Corp. has
announced that Lund Food
Holdings Inc. has selected the PAR
SureCheck Advantage Solution to
support its food safety program at
all of its Lunds and Byerlys grocery
stores. This program will automate
HACCP processes to improve

efficiency, digitize data and proac-
tively monitor all stores” quality and
compliance.

www.partech.com

pa y
NEw DAIRY SPREADS

A&EM Gourmet Foods Inc.,
Toronto, ON, has recently
launched a gluten-free line of
Gourmet Cheese Spreads under
the Authentic Menu brand. Four
flavors, including Mandarin Orange,
Triple Berry, Sundried Tomato and
Artichoke, Asiago & Jalapeno,
are available in 8-ounce sizes. The
creamy and smooth spreads can
also be used as dips or toppings.
www.amgourmetfoods.com

ForTuN Foobs’
WINNING CHOWDERS

Fortun Foods, Kirkland, WA,
wins top honors for its clam chow-
der recipes at the 28th Annual
San Clemente Seafest's famous
Chowder Cook-Off Competition
in San Clemente, CA. Fortun’s
New England Clam Chowder
and Ultimate 3-Clam Chowder
each won first place in the Judges’
Choice Restaurant and Individual
categories, respectively.
www.fortunfoods.com

ORGANIC CHICKEN
FOR FOODSERVICE

Perdue Foodservice, Salisbury,
MD, has launched  Perdue
Harvestland  USDA  Certified
Organic Fresh and Frozen Chicken.
The certification ensures the birds
are raised in a free-range environ-
ment on certified organic farms,
fed an organic non-GMO grain diet
with no animal by-products or anti-
biotics. The line is available in whole
bird, boneless skinless breast and
boneless skinless thigh formats.
www.perduefoodservice.com

DELI WATCH is a regular feature of Deli Business. Please send information on new products, personnel changes, industry, corpo-
rate and personal milestones and available literature, along with a color photo, slide or transparency to: Editor, DeLI BusiNEss, P.O.
Box 810217 - Boca Raton, FL 33481-0217 < Phone: 561-994-1118 < Fax: 561-994-1610 < Email: DeliBusiness@phoenixmedianet.com
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NATURAL ARTISAN DELI
LINE LAUNCHED

McKenzie, Burlington VT, has
developed an all-natural artisan deli
line in recognition of growing con-
sumer awareness of health claims
like antibiotic free and uncured.
The line includes six turkeys, four
uncured hams, four cheeses, two
chickens and one beef — all crafted
with natural ingredients like whole
muscle meat, raw milk and pure
Vermont maple syrup. The product
packaging has also been redesigned
to reflect McKenzie's bold new ven-
ture. Non GMO offerings will be
available soon.
www.McKenzieMeats.com

ALL IN ONE FONDU

Emmi USA, Monroe, WI, has
launched the Fondii All in One. A
first of its kind, the product has por-
table, microwaveable and oven-safe
packaging that takes the stress out
of fondue. It starts with all-natural,
premium cheese from Switzerland
and includes a dash of white wine
and Kirsch cherry brandy, an ode to
Swiss tradition. Just heat, eat, and
dispose into the recycle bin.
WWww.emmiusa.com

NEw TRUFFLE CHEDDAR

Grafton Village Cheese, a busi-
ness of the nonprofit Windham
Foundation in Grafton, VT, intro-
duces Truffle Cheddar, an aged
Cheddar cheese containing ltalian
truffles.  Joining the company’s
Grafton Village line of aged and fla-
vored Cheddars, Truffle Cheddar is
made by hand using premium raw
milk from small local family farms,
and aged a minimum of 60 days.
www.graftonvillagecheese.com

TrIBE’'Ss NEW
Hummus FLAavoRr

Tribe, based in Boston, has
launched its latest limited batch
hummus flavor, ranch. Tribe’s new
product blends the popular taste
of ranch salad dressing with the
creamy texture of traditional hum-
mus to create a smooth, dairy-free
dip. The perfect complement to
vegetables and salty snacks, the dip
does not include any of the high-cal-
orie dairy products traditionally
found in ranch dressing.
www.tribehummus.com

What keeps bringing them back?

So much cheese!

Really...a lot of cheese!

Layer upon layer of cheese!

Real cheese!

Aged cheese!

1‘1\ oG N\‘(. I‘IHF\‘

3 Wi
'ILtbLC

fohri W My Joden W My v

w |

Msps CI'ICC&L‘CH 5 (_,I'Il’(’SC(_.I'IS 5 Cht_‘tb{c

b Wi My

1isps

Yes, it’s the cheese. .

Read between the lines.

.real, aged cheese.

We fold generous quantities of shredded
cheese between layers of sourdough and
bake them twice for unforgettable cheese
taste and a delightful crunch that brings

your customers back again and again.

|ohn Wm. Macy's®

CheeseSticks

cheesesticks.com
800-643-0573

DELI WATCH is a regular feature of Deli Business. Please send information on new products, personnel changes, industry, corpo-
rate and personal milestones and available literature, along with a color photo, slide or transparency to: Editor, DeLI BusiNEss, P.O.
Box 810217 - Boca Raton, FL 33481-0217 < Phone: 561-994-1118 < Fax: 561-994-1610 < Email: DeliBusiness@phoenixmedianet.com
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| FROM THE EDITOR'S DESK |

he feature on private label in the deli department,

addressed in this issue by longtime Deli Business

contributor Lisa White, begins on page 22 and

is an important issue indeed. Without doubt top

supermarket executives are pushing private label
and there is no question today's private label programs
are not your father’s private label programs. The days
when private label was synonymous with low quality
or even cheap — are long gone.

If you go to the grocery section of a retailer that
is a top practitioner of private label marketing like
Wegmans, you will see a product such as Ronzoni
Spaghetti is surrounded with private label options.
Wegmans will offer bargain options, upscale options,
healthier options, etc.

Retailers look to pursue private label for one of two
reasons. Some retailers, such as Trader Joe's, place
great emphasis on not just private label, but on pro-
prietary product which is then private labeled. In this
case the private label functions to attract and retain
customers based not just on price but on the unique
flavors and attributes of the product which is available
exclusively at a particular retailer.

In most cases retailers pursue private label in order
to raise margins while also providing consumers with
less expensive options. Private label is often tiered, so
that these options can be provided at several quality
and price points.

The first question is how can a retailer offer pri-
vate label products at such affordable prices while also
increasing the retailer's margin? It is not just cutting
out the net profit made by the branded manufacturer,
as that is usually too small to make much of a differ-
ence. Instead the idea is to buy or produce product
not only without the branded firm’s profits, but also
without its expenditures for brand marketing and new
product development.

Branded manufacturers have to bear a good chunk
of the blame in the evolution of such a robust private
label market. Many feel compelled to go for the quick
buck and, in effect, create their own competition.
The manufacturer has a factory operating at 80 per-
cent capacity and a retailer offers to buy up the last
20 percent — at marginal cost plus a profit. The mar-
ginal cost is much lower than the actual cost as there
are a lot of sunk costs such as building the factory,
etc. In any case the manufacturer grabs the money
and the retailer is now a powerful competitor to the
retailers selling the branded product. So branded sales
go down, private label goes up and the manufacturer
finds more and more of its product sold at low mar-
gins. This is a recipe for disaster over time.
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by Jim Prevor, Editor-in-Chief POﬂd?ﬂﬂ? P“V(]t@ |_d|)e|

Yet for the industry — and the consumer — the
problem with private label exists even if the retailer
owns the manufacturing plants or is buying from sup-
pliers who only do private label. When pricing their
own products branded manufacturers include mar-
keting campaign costs as well as funds for research
and development to create the next generation of
products.

Moving forward who will invest in advertising and
marketing to build demand? Where will the money
come from to develop new products to keep the cate-
gory fresh and growing?

[t is almost like eating your seed corn, in the short
term this is profitable but, long term, there is nothing
to eat. So with private label, in the short term there is
margin to take and price discounts to offer consum-
ers — but, long term, the category is being denied
resources necessary to grow and create innovative
products to delight consumers.

And here is a dirty little secret: Retailers who
embrace private label also lose the ability to per-
suade consumers they offer superior value. No less
a savvy businessman than Sam Walton loved brands
— why? — Because he knew if a retailer is cheap-
est on Coke or Tide, consumers would really know
they are getting a good deal. If you are cheapest
on your own private label that product may not be
comparable in taste and quality with a national brand
or another retailer’s private label — so the consumer
is left wondering.

Retailers who develop proprietary flavors and prod-
ucts are in effect investing to build their own national
brands. This columnist’s children won't eat any meat-
balls but Trader Joe's meatballs. Similarly, the chief
executive of a tuna fish company once told me the
top line of Costco’s Kirkland brand tuna is better than
anything sold by his company.

We can easily imagine retailers looking to secure
exclusive rights to proprietary genetics — whether
GMO or conventionally bred — on produce and meat
as the genetic revolution advances. These are prod-
ucts with a difference and combined with culinary
technique and desirable
packaging — this kind of
private label will please
consumers and grow the
business.

Conversely, simply suck-
ing the margin out of the
category won't help man-
ufacturers, consumers or
retailers themselves. DB
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PUBLISHER’S INSIGHTSI

s | OF 10 Deli Drive Total Store Sales

ar more than a convenience in the supermarket,

deli departments are quickly becoming the driver

that makes a store a destination. The center of the

store is now the section supplying products that

can be found anywhere with little differentiation
between outlets.

Sure, one retailer may have more variety, cheaper
prices or specialty products, but with online options,
easy to monitor competitive pricing and multiple for-
mats, traditional retailers are finding it more difficult to
become the primary food destination.

Customers are moving to the perimeter, where
foods are simpler, cleaner and fresher. These depart-
ments — produce, fresh meat and seafood, deli, cheese
and prepared foods — are seeing growth and attracting
younger customers.

The deli department is unique in its ability to deliver
top quality prepared food options. However, in order to
achieve success and deliver on the promise of being the
destination driver, retailers need to be aware of trends.

Let no one forget restaurants are tough
competition, stealing “share of stomach” at every turn.
From fast food to fine dining, restaurateurs watch
trends, change menus quickly and adopt new technol-
ogy faster than traditional retailers. However, a great
deli department can change consumer behavior.

Here are five trends that will change business
as usual.

1. Clean Labels: Customers are becoming savvy
label-readers and are looking for fewer ingredi-
ents. They do not want chemicals, they want
names they can pronounce and ingredients they
are familiar with. For many; it is a no-compromise
proposition. New regulations bring consumers
added transparency and retailers more headaches.

2. Documentation: Oh boy, it is coming fast and
furious. Expect to see more mandated certifica-
tions, in-store HACCP plans, sanitation checklists
and process charts, especially if food is going to be
prepared on premise.

3. Umami: Often described as a savory note
provided by ingredients such as anchovies, mush-
rooms, soy sauce, aged cheeses and woodsy

12 DELIBUSINESS FEB/MAR 2016

flavors, umami will become more common and
desired as consumers are looking for more com-
plex favors. Remove excess sugar and salt, and the
bottom often falls out of many flavor profiles leav-
ing a thin mouthfeel and no depth of flavor. This is
especially true of leaner meats and often the result
of grass-fed and pasture-raised animals. Adding
ingredients with a savory umami note will make
flavors more complex with greater depth.

Probiotics/Fermented Foods: \We are finally
realizing that cleaner living is proving to be prob-
lematic. Living in a no-bacteria world is a death
sentence. These good bacteria, called probiotics,
are found in many foods but primarily fermented
products — yogurt, kefir, raw milk aged cheeses,
sauerkraut, pickles and kimchi, for example. Cur-
rently, there is a new company called, “The
Probiotic Cheese Company,” which has developed
Cheddar cheese curds loaded with high levels of
probiotics. Not only are fermented foods hot, they
are also necessary for good health.

Prepared Food: Prepared food programs are
expanding, taking over the deli department. It is a
given any prepared food must first and foremost be
safe. What's different is mediocre foods just won't
cut it anymore. Food must be high quality, origi-
nal and delicious. It must be delivered fast. It is in
this area retailers will see more tech solutions. As
an example, young consumers will want to text
their orders and pay at the same time, come into
the store to pick up the order and leave. Solutions
are quickly developed in the restaurant world and
retailers will have to fol-
low the leaders if they
want to stay competitive.

Let’s face it, technol-
ogy is going to be the real
challenge. 1t will make
many executives ner-
vous and insecure, but
technology is progress-
ing at a furious rate. The
pace is exhilarating. DB
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BELGIOIOSO
. FRESH MOZZARELLA

The fresh, milky flavor your customers have grown to love is now

offered in a convenient, one-ounce sized snack portion. These ;
individual packages of America’s Favorite Fresh Mozzarella are K 'll' /
the ultimate grab-and-go snack or pack as part of a healthy lunch. = / A 2, /

Taste the freshness and enjoy the convenience. WITH

MADE IN THE (/¢

877.803.2123  belgioioso.com

Fay BEL-JOY o%°
rBST Free* | Gluten Free | Vegetarian | Antibiotic Free EI IOIOSO‘Ej
*No significant difference has beew found i milk from cotws treated with artificial hormones.
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ICOVER STORY]|

hen it comes to Italian food,
the U.S. has been undergo-
ing a renaissance in recent
years. Not only is more
attention being placed on
quality, provenance and pro-
duction methods, but the
growing importance of locally-grown and
locally made domestic products has helped
drive awareness and demand for quality
products in general.
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L Y-LISA WHITE

“The concepts associated with this
are very much in line with the underlying
philosophy of our producers and Product
of Italy overall,” says Maurizio Forte, exec-
utive director for the USA at the Italian
Trade Commission, based in New York.
“Our products resonate so well with U.S.
consumers, especially with the growing
number of those interested in specialty
food and the adventurous palates of the
echo-boomer generation.”

|
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Upscaling pro_Vides more opportunitie \
) for profits in fast-growing segment

by

|

|

ol
PHOTO COURTESY OF VOLPI FOODS

Italian deli products are the fastest
growing segment of deli meat, according
to research firm Nielsen, based in New
York. In 2014, dollar sales of the Italian
deli sub-category grew 9 percent, while
through September 2015, the category
accelerated to 12 percent growth.

Nielsen reports ltalian deli is the third
largest deli meat category after turkey
and ham, which translates to big dollars
for retail.
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100% NATURAL
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ITALIAN DRY SALAMI
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From slow-aged Prosciutto to the fastest growing Paninos,
drive your deli growth with the Italian brand your consumers are looking for.

Contact cfa.marketing@campofriofg.com or visit fioruccifoods.com
for more details on our products.
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Recent Deli Trends

There are a number of significant trends
to take note of in Italian deli products.

The first is multi-meat in sandwiches.
Instead of just turkey or ham, there are
more ltalian deli products like salami being
included in traditional sandwiches to add
more flavors.

“Sandwiches are obviously the larg-
est occasion for deli meat, so this is a nice
trend for retailers looking to drive higher
rings in the department,” says Michael Fox,
senior vice president, marketing and inno-
vation at Columbus Foods, Hayward, CA.

The second and one of the most import-
ant trends is the rise of craft charcuterie.
The National Restaurant Association’s

2015 What's Hot Culinary Trend report
lists house-cured charcuterie as the num-
ber two trend for appetizers.

‘As restaurants experiment with char-
cuterie more on their menus, we are seeing

an increased demand and interest in more
unique varieties of salami in traditional gro-
cery,” says Fox. “While demand is still high
for classic varieties, we are seeing the more
artisanal types of salami, finocchiona, sop-
pressata, etc., growing even faster.”
Columbus  Foods is responding to
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this trend by making artisan-style prod-
ucts more accessible to consumers by
pre-slicing. The company is launching a
new line of pre-sliced artisan products this
spring, leading with finocchiona, hot sop-
pressata and crespone. It also is introducing
a charcuterie sampler with four different
varieties of salami, along with additional
snacking products.

Another prominent trend in Italian
food is the move to antibiotic-free meat.
In response to this development, Columbus
Foods' new pre-sliced artisan products
are made with pork that hasnt been
treated with antibiotics. It plans to
extend these offerings over the next year,

“The legislation is changing, so anti-
biotic-free items are more prevalent than
traditional items currently,” says Alberto
Minardi, general manager at Principe
Foods USA, based in Long Beach, CA.

The company just finalized a part-

nership, creating Principe America, a
U.S. manufacturing arm, which will pro-
duce antibiotic-free and pre-sliced deli
meat lines.

With so many trends converg-
ing, supermarkets are taking inspiration
from foodservice operations, especially

as a growing number of delis evolve from
grab-and-go sections to offering higher-end
prepared foods.

“Supermarkets are doing more via edu-
cationals, cooking classes and demos and
certainly on a daily basis with prepared
food sets,” says Forte.

Whereas in the past a simple tuna salad
sandwich would suffice, those focusing on
[talian fare would upscale the offering to
Ventresca tuna packed in extra virgin olive
oil dressed with diced Tropea onions served
on focaccia bread.

There also are more fresh ideations on
traditional Italian food preparation.

“Ease of preparation doesnt nec-
essarily mean no preparation,” says
Lorenza Pasetti, chief executive of Volpi
Foods, St. Louis. ‘A grilled cheese panini,
for instance is not so plain when you
combine great cheeses with pan-seared
coppa slices, red onions and arugula.”

-
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Volpi Foods has recently introduced
versatile snacking with cheese and meat
combinations of prosciutto, spicy salami
and pepperoni. These are sold in the deli's
self-service grab-and-go section.

More of today’s supermarket delis are
including a variety of prepared Italian meal
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solutions to take home to heat and serve,
including artisan pizza and pasta stations
and self-serve antipasto bars with mar-
inated grilled and roasted vegetables,
stuffed olives and pasta salads.

Rao’s Specialty Foods Inc., New York,
recently launched its Lemon Cooking
Sauce made in Italy using lemons grown
on the Amalfi Coast.

“This line is versatile for a variety of fish,
seafood, chicken or meats and can be used
for baking, roasting, broiling, grilling or as
a finishing sauce,” says Deb Crisan, senior
vice president, sales and merchandising at
Rao’s Specialty Foods, Inc., New York.

Principe Foods USA is experiencing a
boom across the board in its Italian prod-
uct lines, including artisanal cheese, salami
and pancetta. This is attributed to Baby
Boomers and Millennials looking for easy-
to-prepare, affordable products that are
either domestically produced or imported.

Selling Strategies

Innovative marketing and merchandis-
ing strategies have brought added attention
to Italian foods in today’s delis.

With the increased demand for Italian
deli products, and the majority of bulk
foods in this department being sold behind
the counter, Columbus Foods is working
with retailers on fresh-sliced-to-go pro-
grams for its bulk items.

“Retailers that are creating dedicated
charcuterie stations in their more premium
stores are seeing strong results,” says Fox.
Actively merchandising with other key

PHOTO COURTESY OF VOLPI FOODS
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charcuterie accompaniments is also help-
ing drive rings up, from adding mustards
or specialty cheeses, to wine and beer;
solution oriented merchandising is a best
practice that we see in some of our key
customer accounts.”

4
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From a marketing perspective, salami
and other charcuterie typically experience
increased sales during the key three-day
weekend holidays throughout the year.

[talian products’ pairing ability and ease
of use make them appealing to consumers

and supermarkets preparing ready to go
meals. In addition, a growing number of
people are recognizing the health benefits
of a Mediterranean diet.

“Retailers  should underscore these
important characteristics, create innova-
tive take out/eat in dishes and emphasize
the history,” says Forte.

Consumer and staff’ education also
remains an important priority today and is
a key purchase influencer,

U.S. retail trade partners are on the
front lines setting the scene and engag-
ing the consumers with knowledge about
specialty products.

“Our retail partners in deli are an
invaluable ally,” says Forte. “Strategic col-
laborative relationships are being forged
across the U.S. with key retailers and spe-
cialty independent stores.”

The lItalian Trade Commission works
together with retail partners to support
incremental sales growth and vigorously
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promote authentic ltalian products that
currently exist within these retail portfolios,
while simultaneously outlining a portfolio
growth strategy that includes the introduc-
tion of new-to-market products.

“In-store  promotional  activations
for Products of ltaly executed together
with our retail partners across -cate-
gories, including deli, which is a very
important component throughout 2016, is
in the works,” says Forte.

Both staff and consumer educa-
tion remain important components to
properly marketing and merchandising
these products.

Another vital tool is to cross merchan-
dise products across departments showing
the versatility and various uses of items.

“This provides an opportunity to pres-
ent the consumer with a new item several
times over instead of waiting for them to
stumble upon an item in a deli case,” says
Forte. “The ready to eat/take away is a
great example of how specialty meats/
salumi and cheeses can be introduced to
a customer, impact new sales and drive
growth in a category.”

More often, supermarket delis are
introducing innovative Italian items in the
deli cases.

As a government agency, the ltalian
Trade Commission is engaging retail-buying
teams in multiple ways, offering experi-
ences that translate into new products in
the supermarket deli arena.

“Helping retailers identify the perfect
product for their customer and portfolio is
paramount for us,” says Forte. “Once these
products have been identified in the deli by
buying teams, we collaborate and spread
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the message of quality.”

Marketing and  promotional  tac-
tics include giveaways, trips to lItaly,
cooking demos, tastings, recipe booklets
and blog pieces.

In  addition, the Italian Trade
Commission, under the auspices and
direction of the ltalian Ministry for
Economic  Development, is investing
in the U.S. market with a multi-prong
market approach that encompasses a mul-
timedia communications campaign entitled
The Extraordinary lItalian Taste. This is
aimed at celebrating Italy’s offerings, edu-
cating trade partners and empowering
consumers to distinguish and recognize
authentic Italian products, thereby driving
product sales.

“We are rolling out our enthusiasm
about Products of Italy and Extraordinary
[talian Taste across America, including
placement on bulletin boards in Times
Square and select markets, fully-wrapped
double decker buses, taxi, TV, print and
digital media,” says Forte.

In addition to sampling, merchandising,
videos of usage and recipe ideas, all strat-
egies that pay dividends in the deli, cross
merchandising is key.

“Retailers need to create a marketplace
with themed ltalian merchandising and
presentations and offer small tastings at
peak shopping hours to capture customers’
awareness and sales,” says Rao's Crisan.

Looking Ahead

In the years ahead, with ethnic food’s
popularity showing no signs of waning, it’s
predicted Italian foods will remain a prof-
itable component in supermarket delis.

This includes meats, cheeses, prepared
foods and a variety of other products.

“We expect the Italian deli category
to only accelerate, as retailers are push-
ing to differentiate themselves,” says
Fox. “Retailers know how important the
department is to the total store.”

Shoppers who buy in the deli typi-
cally have a total basket that's more than
twice the size of the average basket, so
[talian foods can be a key driver of growth
when executed well. This is especially true
with items geared for entertaining and
high-value accompaniments that can be
paired together.

Growth is predicted and as the Italian
Trade Commission reports more ltalian
producers are coming into the U.S. mar-
ket in response to the growing demand for
artisanal and specialty cheeses and meats.

“Deli items marry effortlessly with the
demands of the echo-boomer genera-
tion for authentic, artisanal offerings that
have a genuine story, substance and
passion behind them,” says Forte.
“Consumers will pay for these products,
seek to learn about the product history
and dive into the experience.”

As a result, more consumers are dis-
covering a Mortadella Bologna IGP for
the first time, understanding the delicate
differences between the flavor profiles
of DOP prosciutto di San Daniele and
Parma, enjoying the robust flavor of air-
cured and smoked speck Alto Adige IGP
and trying a roasted porchetta with herbs.

“The price/quality ratio in particular
of these and all Italian specialty products
is incredible and another win for the con-
sumer overall,” says Forte. DB

»A LOOK AT THE NUMBERS

mports of Authentic Italian Products as a whole remain in a prime position in the
U.S., according to the Italian Trade Commission, based in New York. At the close
of the third quarter 2015, imports increased roughly 1.8 percent on the whole as
compared to the same period last year. (Value:$3.2 billion inclusive of food/wine.)

Here's how it breaks down:

@ [Italian Cheese Imports: Increased
1.2 percent and Italy remains the
number one cheese exporter to the
U.S. (Value: $217.5 million).

¢ TItalian Condiments/Sauces: Value:
$124.2 million with a 13.2 percent
increase with respect to the period
last year.

@ Italian Cooked/Cured Meats:
Increased 15.9 percent to $30.4

million. DB
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RIVATE

Sales growing at a faster rate than store brands

rivate label lines from large

chains, including  Kroger,
Safeway, Aldi and Trader
Joe's, have become

strong-selling staples, so it
comes as no surprise that an increasing
number of these products can be found in
the deli department.

In 2014, store brands accounted for
nearly three billion dollars in incremental
sales overall, an increase of 2.5 per-
cent over the previous year and more
than twice the gain recorded by national
brands, according to the Private Label
Manufacturers  Association  (PLMA),
based in New York, NY.

In the big supermarket channel, nearly
one of every four products sold and $1 of
every $5 of all sales was credited to store
brands, reports PLMA. In supermarkets,
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unit and dollar shares are currently 23.1
percent and 19.5 percent, respectively.

“Private label deli products account for
about one third of deli sales and a quarter of
deli unit volume,” says Alan Hiebert senior
education coordinator at the International
Dairy-Deli-Bakery Association based in
Madison, WI.

The PLMA reports store brand sales
increased the supermarket channel’s rev-
enue by $1 billion. In 2014, private label
sales were three fourths greater than that
of national brands, increasing nearly 2 per-
cent compared to 1.1 percent. This raised
the annual sales of store brands to $62.1
billion, a new high. In addition, store brands
accounted for close to 30 percent of all
new dollars in the supermarket channel
in 2014. And within the past three years,
annual sales of supermarket store brands

increased $2.5 billion, or more than 4 per-
cent, double the sales of national brands.

The History

Private label in the deli department goes
back to the earliest development of the
supermarket.

“It was only natural for retailers to offer
their own sliced meats and salads, since
national brands did not exist 100 years
ago,” says Brian Sharoff, president of the
PLMA. “As time went by, some national
brands built a following, but over the past
five years, the pendulum has swung back
and retailers now offer the widest variety
and best quality.”

Private label products were initially cre-
ated as a way for retailers to differentiate
their stores and for delis to provide a ser-
vice of sliced lunchmeat and cheeses to



customers. It evolved to include basic pre-
pared sides and meals. Today, many deli
areas have also evolved to include high-
end cheeses, snacks, nuts and candy for
customers.

Qver the years, private label products
were, in the public eye, commoditized and
often labeled generic. In the majority of
these cases, these items were thought of
as being inferior in quality.

That is no longer the case, particularly
in fresh foods.

“Retailers who feature private label
items have an opportunity to create some-
thing unique that can make their stores
true destinations,” says Hiebert. “The
challenge, of course, is creating that signa-
ture item.”

It can be a gamble. If private label items
fall short in shoppers’ minds, the risk is the
loss of repeat purchases.

“Publix has done a great job in position-
ing its private label lines to be established
brands,” says Claas Abraham, chief exec-
utive and president of Abraham of North
America, based in Lincoln Park, NJ.
“Many other retailers have also been suc-
cessful in positioning these products as
quality items, rather than low cost knock
offs.”

Private label lines are typically more
traditional products that are fast-moving,
as opposed to specialty items.

The deli area can become a solutions
center for these products to drive incre-
mental volume by better meeting the
needs of its customers for prepared meals,
snacks, sides and entertaining occasions.

“Research indicates that at 4 p.m.
almost one-third of consumers do not
know what they are doing for dinner,”
says Kim Holman, director of marketing
at Wixon Inc., based in St. Francis, WI.
“This provides a significant opportunity for
the retailer to help these consumers with
a dinner game plan [that includes private
label options].”

Fall River, MA-based Blount
Fine Foods initially intro-
duced its soup wall in
New York City 25 years
ago at neighborhood
markets. The products
would be available in 20-
or 32-ounce cups on deli
shelves among the meats and
cheeses.

“Supermarkets came to us about
22 vyears ago wanting to emulate
Manhattan’s wall of soup,” says

Robert Sewall, Blount Fine Foods' vice
president, sales and marketing. “It was all
about mimicking the great New York City
delis and soup was big part of that.”

Today, the company's private label
lines can be found in stores like Wegman's
and Mariano's, where these have become
a staple in prepared food programs.

The Trends

There are several private label
trends currently emerging in today’s deli
departments.

Although prepared meals are now
typically a part of these departments,
selections have evolved to provide more
variety and options for families.

“Instead of purchasing four individual
meal containers, consumers are able to
purchase a full meal for their families in
the grab-and-go sections,” says Holman.
“[Private label] prepared meals are avail-
able in more options for consumers.”

As the deli balances healthy ingredients
with indulgent flavors, there have been a
variety of private label snack options that
incorporate ancient grains and seeds as
well as fruits and vegetables.

Although the majority of today’s delis
focus on basic options and flavors, there
also is an opportunity for the deli area to
provide more ethnic private label options
for consumers.

“There has to be a strategy and the
program must be marketed to drive the
awareness and trial,” says Holman.
“Asian, Indian, Mexican, South American,
Cuban and even regional U.S. barbecue
could have a home in the deli area.”

| PROCUREMENT STRATEGIES |

In terms of unique and ethnic flavors,
soup has had a long history in this regard,
yet deli entrees are more recently jumping
on the bandwagon.

“We're bringing in a mix of ethnic com-
fort foods, such as Sweet and Sour Beef,
Turkey Bolognese and Chicken Biryani,
an Indian dish containing chicken, basmati
rice, chick peas, spices and coconut milk,”
says Sewall.

In addition, there are many attributes of
private label items that are now emulating
top brands, since an increasing number of
consumers are seeking cleaner labels and
non-GMO ingredients as well as organic
and natural products.

Abraham of North America focuses on
claims and callouts with both its branded
and private label lines.

“People are still eating decadent prod-
ucts, but they seek ingredients that are
clean and high quality, the simpler the bet-
ter,” says Blount's Sewall.

Although pure organic consumers
make up just 2 percent of the population,
the company is seeking to appeal to the
other 98 percent with its traditional soup
recipes that also are organic.

Sugar Creek Packing Co., located in
Washington Court House, OH, has been
in business for 50 years, yet its entrance
into the deli department is relatively
recent. The company provides branded
and private label bacon products, such as
bits, turkey bacon and jerky, for foodser-
vice operators and retailers.

“Supermarket perimeters continue to
grow, and retailers can differentiate these
areas from the center of the store [with
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private label items],” says Lance Layman,
Sugar Creek’s vice president of business
development.

The company regularly meets with
retailers to understand unmet needs and
figure out how to add value to their busi-
ness and store brand.

Sugar Creek's most recent focus
has been on back of house foodservice,
with the goal to combine vegetables,
starches and meat for meal replacement
options.

“Currently, we're looking at pro-
teins and back of house execution,” says
Layman. “In that arena, it's about steal-
ing share of stomach and wallet from
quick service and fast casual foodservice
operators.”

Challenges And Advantages

With private label products, the
challenges and advantages for deli depart-
ments are no different than other parts of
the store.

“Private label requires high quality to
attract and keep customers happy,” says
PLMA’s Sharoff. “It also requires innova-
tion and creativity. Prices must always be
competitive.”

Yet, high-end, niche products are not a
good fit to make into store brands because,
from a manufacturer’s standpoint, items
need to be viable in terms of turnaround.

“Stores and manufacturers have taken

fast-turning items and made these into
private label, while streamlining pricier,
branded products,” says Abraham. “As a
result, there are more private label items
in the deli now compared with even five
years ago.”

One of the biggest challenges with
store brands is volume, as movement is
crucial for these items.

“Smaller retailers, in particular, may
have difficulty getting what they want
under private label,” says Abraham.

Other big issues are typically execu-
tion, speed and consistency. Like branded
products, private label items are defined by
reliability factors, such as quality and taste.

However, once a private label line is
established and consumers trust it, the
store becomes a destination for these
products.

The advantages are loyalty to the store,
better margins and a stronger retail image,
says Sharoff.

“[With private label products], it's
not about the customers stores have, it's
about customers they want,” says Sewall.
“It's important to get people to think out-
side the box.”

To best accomplish this, retailers need
to look at who their customers are, pres-
ent opportunities in an appealing way,
include informational signage and make
the decision an easy one.

There are some categories where pri-
vate label is not as prevalent.

Conroy Foods, maker of Beano's Deli
Condiments, has been involved with a
variety of private label deli condiment proj-
ects over the years. In most cases, these
have not been successful.

“Through feedback from our cus-
tomers, we have discovered consumers
do not prefer private label condiments in
the deli,” says Jim Conroy, owner of the
company. ‘Private label products work
well in the center of stores, where these
compete with national brands. When
national brands are removed from the deli
and replaced with relatively unknown pri-
vate label items, consumers tend to react
negatively.”

This is because, in some cases, deli
private label products compete with the
item’s counterpart in grocery, which are
normally sold at a lower cost for the same
item.

For retailers looking to enhance pri-
vate label items in the deli, it's important
to determine what products are viable and
communicate with the manufacturer to
discuss minimum volume requirements.
|_ead time also is a factor in some cases.

For example, Abraham of North
America requires a four-week lead time
for its products, which are imported.

“Delis need to continue evolving and
providing more [private label] solutions to
their customers,” says Holman. “The deli
area needs to be re-imagined as a quick
solution center for customers.” DB

DEPT SALES P.L. SALES P.L. SALES PL.SHARE PL.SHARE %
Sz SRR S 2014 2013 2014 2013 2014 CHG
TOTAL DELI DEPT. $6,390,933,987 1.2% $2,123,563,667 $2,163,254,860 1.9% 33.6% 33.8% 0.2
Deli Fruit o o o o
& Frt Calnds $492,906,180  -8.2% $151,311,889  $154,783,259  2.3% 28.2% 31.4% 3.2
Erjriirrijish $38,686,456  -3.9% $1,080,780 $1,118,322 35% 2.7% 2.9% 0.2
Eir::;'gerated $132,850,980  -6.4% $78,294,248 $75,479,149 3.6% 55.2% 56.8% 1.6
Bi‘siﬂgi" $280,951,640  3.3%  $5,500,289 $3,989,638 27.5% 2.0% 1.4% (0.6)
Deli Sandwich 3 o o o
Sreads $51,268,243  7.0% $27,381,479  $30,838,512 12.6% 57.1% 60.2% 3.0
Deli Sandwiches $1,041,923,060 -0.8% $195,169,214  $210,917,863  8.1% 18.6% 20.2% 1.7
Deli Sauerkraut $44,793,049  52% $8,809,305 $8,747,738 0.7% 20.7% 19.5% (1.2)
Entrees, Lunch Packs & ¢/ 307554378 2.9%  $1,656,016,463 $1,677,380,379 1.3%  39.6% 38.9% (0.6)
Ready-made Salads

Chart from PLMA, * P.L. = Private Label, % CHG* = percentage of change 2013 to 2014
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Grab-and-go foods provide the perfect antidote
By Carol Bareuther

ime-starved  shoppers  hungry

for a meal or snack are increas-

ingly looking to the supermarket

deli for their grab-and-go food

needs. In fact, the number of fast

food purchases made at retail per cus-

tomer between March and June 2015

was more than six visits higher than those

to quick serve restaurants (QSR) in an

average 4-week period, according to data

from the Port Washington, NY-head-

quartered NPD Group's QSR Plus Retail
Market Monitor.

“Deli operators have started to real-

ize they are competing with restaurants.

Consequently, there has been a tremen-
dous uptick in prepared foods in the deli.
It's all about capturing customers’ share of
stomach,” says Bob Sewall, executive vice
president of sales and marketing at soup
and side manufacturer, Blount Fine Foods,
in Fall River, MA.

By offering easy-to-grab fresh flavorful
foods in handy to-go packaging in a desti-
nation setting, deli operators can satisfy a
consumer's craving for convenience. This
fits the bill for the mother who wants a
one-stop shop for staples and the family's
dinner at the same time, the worker who
prefers a speedy lunch to sit-down restau-

rant fare and those who like to dashboard
dine on snacks throughout the day.

Health and freshness are two big trends
driving what customers are looking for in
grab-and-go deli foods.

“Deli shoppers seek healthy alternatives
to QSR offerings, which often allows for
differentiation from the fast-food options
in the area,” says Jonathan Whalley,
education coordinator for the Madison,
WI-headquartered International Dairy-De-
li-Bakery Association (IDDBA).

This translates to greater transparency
on the source and quality of ingredients,
such as offerings with ‘clean labels’ or
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labels that read like a recipe rather than a
chemist’s formula.

“We're seeing customers’ desire to eat
better in two main ways. First, they want
products with a clean label. In other words,
real dairy and real clams in items like New
England Clam Chowder. Secondly, there'’s
greater interest in organics, gluten-free and
antibiotic free. Upgrading menus has been
a trend in foodservice and now customers
want it at retail,” explains Blount's Sewall.

The desire for freshness is equally
paramount.

“No longer are shoppers willing to set-
tle for a sandwich that's sat in the chiller
for two days,” says Steve Olk, category
manager for Planglow USA, a label and
compostable  packaging manufacturer
based in West St. Paul, MN. “All age
groups, from Millennials to Baby Boomers,
and all income demographics are looking
for that signage or sticker that says ‘made
fresh today.” Customers are willing to pay
more for this higher quality experience.”

Food Fast, Not Fast Food

The components of a register ringing up
a grab-and-go program start with the food.

“The street food movement is creating
grab-and-go opportunities that we haven't
necessarily seen in the past. For example,
dishes like fresh hot Asian noodles, Middle
Eastern, Korean and Vietnamese cuisines
are all gaining a foothold. Where traditional
sandwiches and pizza once dominated the
case, in the future we could see more items
like the Banh Mi (a Vietnamese meat, poul-
try or pork filled sandwich with fresh and
pickled veggies served on a French-style
baguette) gain in popularity,” says Olk.

Perennially favorite grab-and-go fare
like soups as well as family-style sides to
accompany rotisserie chicken programs
remain best sellers.

“There’s been a big boom in soups over
the past 8 to 10 years. For example, white
tablecloth restaurant chains like the Cap-
ital Grille have increased the number of
soup offerings. Many restaurateurs are
beefing up soups in favor of smaller por-
tions of protein. In fact, diners today are
starting to think of soups accompanied by
bread, salads or sandwiches as not only
lunch fare but also as a satisfying dinner
that is healthy and priced at a fraction of
the cost of, for example, a large steak,”
says Blount's Sewall.

Nearly half (46 percent) of consum-
ers strongly agree that they visit certain
restaurants specifically because they enjoy
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the soup, according to the Left Side of the
Menu: Soup and Salad Consumer Trend
Report, published by Chicago-based Tech-
nomic Inc., in 2014.

“New England Clam Chowder,
Roasted Tomato Bisque, Cheddar and
Broccoli and Classic Vegetable Beef with
Barley Soup are staple sellers,” says Mary
Shepard, national sales manager at For-
tun’'s Finishing Touch Sauces, a sauce
and soup manufacturer in Kirkland, WA.
The company sells its soup line in a retail
pouch packed in a tub that is ready to
heat-and-eat after the addition of milk or
water. Each pouch makes | to 2 servings.
Four- quart quantities are available to deli
operators who have hot to-go kettle soups.

The Technomic report offers two other
key facts for deli operators who want to
take a bite out of foodservice soup sales.
That is, 50 percent of consumers want
to try new and unique soups. Plus, ethnic
and innovative soups, such as Asian-style
ramen and chilled varieties, are poised
for growth, particularly among younger
consumers.

“Traditional soups remain best-sell-
ers, but we're seeing more interest in
trendy ingredients. For example, we have
a Chicken, Kale and Sweet Potato Soup.
One of our new flavors is Roasted Red
Pepper & Smoked Gouda. Another is
our Margherita Pizza soup, which is made
with real tomatoes, fresh basil and Mozza-
rella. This year, we'll be launching Caldo
Verde, a seafood version of Portuguese
Kale, Potato and Chorizo soup,” says
Blount's Sewall.

Last October, Blount launched a line

PHOTO COURTESY OF PLACON

of side dishes that are designed to be mer-
chandised alongside rotisserie chicken
and other pre-prepared center-plate pro-
teins. Selections include family-favorites
like macaroni and cheese and loaded
mashed potatoes, upscale flavors like chi-
potle smashed sweet potatoes and organic
creamed kale and spinach.

BD&K Foods now offers its Fixin's,
ready-to-serve side dishes with a southern
twist, as an ideal complement to rotisserie
chicken.

“Half of our products such as collard
greens, butter beans, okra and tomatoes
and field peas and snaps are favorites in
the South. The other half are ones every-
body loves like kernel corn, macaroni and
cheese, smashed potatoes and green beans
with potatoes,” says Kevin Jordan, pres-
ident and co-owner of the Columbus,
GA-headquartered provider of premium
fully-prepared, southern-style vegetables.

The sides come in l-pound handled
pouch bags that deli operators heat in a
steamer and then display next to chicken in
the hot case at dinnertime.

Grab-and-go eating is no longer limited
to certain times of the day.

“Traditional meal time has been
replaced by snacking at any time of the day
or night. Good quality and convenient food
offerings eaten at home, at the office or on
the go will continue to expand,” says Mar-
ilyn Stapleton, director of marketing for
Anchor Packaging, in Ballwin, MO.

Half of all eating occasions are snacks,
according to the IDDBA’s October
2015-released, Snacking Opportunities:
Building Better Snacks. VWhat's more,
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this report reveals that 61 percent of peo-
ple surveyed opted for healthier snacks, 53
percent chose smaller portions and 47 per-
cent said they enjoyed anything new and
different.

“Being on the go or in a hurry doesn't
mean junk food is the only option,” says
Lori Bigras, senior marketing manager for
Green Giant Fresh, managed by Growers
Marketing, LLC, in Salinas, CA. “Green
Giant grab-and-go Hummus Snack Cups
will add flavor, as well as nutrition, to your
customer’s snacks and lunches.”

The 2.5-ounce cups are sold four to a
box and available in two flavors, Classic
and Roasted Red Bell Pepper. They can be
merchandised with other dips, salsas and
spreads, or included in the deli's own cut
vegetable cups or trays.

Olives are also gaining traction for
snacking.

“Our most popular grab-and-go olives
are our pre-packs. These include every-
thing from an Olive Medley to Tropical
Olives,” says Patty Amato, director of
sales for Farm Ridge Foods, in Islandia,
NY, which manufactures and markets
these items through its Olive Branch
division.

Pack-To-Go

A profitable grab-and-go program is as
much about the packaging as it is the food.

“Deli operators and manufacturers
require packaging that fits all of their func-
tional criteria but offers features that add
additional benefits or may be a little unique
or novel in approach to garner consumer
attention,” says Jeff Lucash, vice president
of sales for Placon, a Madison, VWI-based
plastic packaging maker. “For salads, for
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example, we're not just seeing traditional
veggies, cheese and croutons for toppings,
we're seeing a wider variety of topping
combinations to pull consumers away from
quick service, fast casual and traditional
dining options.”

The company’s newest thermoformed
plastic product lines, GoCubes and Select-
ables, allow customization of salads
through the use of single or divided insert
trays for toppings. These inserts enable
both wet and dry toppings to be separated
from each other but combined in a single
container that allows food to stay fresh
and crisp.

Lucash says one of its innovative cus-
tomers puts Bibb lettuce in the base and
then buffalo chicken, diced tomatoes and
avocado in the insert for merchandising
a ‘make your own buffalo chicken wrap’
meal. Both containers can be used with
or without the insert trays for even more
versatility. For example, GoCubes has a
universal lid and when used without the
insert, can be utilized for snack mixes, fruit
salads, pasta and potato and leaf salads.

Flexibility is ideal to give deli operators
the widest menu of grab-and-go offerings
while minimizing packaging inventory.

“We offer 2- and 3-compartment,
medium and large size, clear PET-plastic
snack boxes that retailers can use for sand-
wiches or snacks like cheese and crackers
or celery, carrots and peanut butter,”
says Jason Horbac, assistant prod-
uct manager for supermarkets and
processing at the Sabert Corporation, in
Sayreville, NJ.

For heat-and-eat prepared foods,
Anchor Packaging introduced its new
“WAVE" series MicroRaves packaging

last year. These upscale microwavable
polypropylene black bases and leak-resis-
tant, anti-fog clear lids come in a variety of
shapes and sizes and provide a quick and
easy way to reheat prepared meals.

“This new packaging offers an ergo-
nomic design for ease of use and attractive,
smooth sidewalls to maximize the display
space with eye-catching yet functional
products. Crystal clear lids allow the var-
ious foods to shine through allowing the
shopper to mix and match their families’
meal preferences,” says Anchor Packag-
ing's Stapleton.

Make It Easy

Presenting meal and snack choices in a
simple and easy-to-decide way is the ticket
to success for deli grab-and-go programs.
The two best ways to accomplish this are
through cross merchandising and meal
bundling.

“Create a grab-and-go section in the
cold case by cross merchandising sand-
wiches, salads and soups along with water
and juices. This gives shoppers a way to
grab what they want in a timely fashion
and go out the door,” suggests Blount's
Sewall.

Bundling is huge. In fact, more than half
(51 percent) of consumers say it is import-
ant that soup be bundled with other items
and 60 percent say the same about salads,
according to Technomic’s 2014 Left Side
of the Menu: Soup & Salad Consumer
Trend Report. Additionally, 58 percent
of consumers say they are more likely
to order soup as a combo meal than as a
single item.

“Add 8-ounces of soup for 99-cents
to the price of a salad or sandwich and
advertise it as a combo meal. This entices
customers away from QSR or fast casual
restaurants, gets the average ring of the
check up and still makes money,” says
Blount's Sewall.

Deli operators can do the same with
rotisserie chicken and sides.

“Bundle a chicken with choice of
two of our Fixin's, bread and a bev-
erage. Depending on the area of the
country, retail margins and aggressiveness
of pricing, a meal deal like this sells for any-
where from $11.99 to $17.99 and feeds a
family of four. Display all the components
in one place and sign it well. Customers
love it. They don’t have to wait in a line.
They can just grab a delicious healthy
meal for their families and go,” says
BD&K's Jordan. DB
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TAKING PIZZA N
NEIW DIRECTIONS

Capitalizing on trends to drive sales in the deli
BY CHRIS AUMAN
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atbread, health halo, bold fla-
vors and clean labels, these
are all buzzwords for what is
trending in supermarkets and
foodservice locations across the
country. The pizzas sold refriger-
ated in supermarket delis are certainly not
immune to changing tastes and these food
trends are reflected in the offerings con-
sumers demand. By taking advantage of
these trends as well as customers’ prefer-
ences for upscale premium products and
spicy ethnic flavors, retailers can give the
quick, convenient appeal of pizza an added
boost by emphasizing healthy and flavorful
aspects to increase rings in the deli section.

Size does matter. For busy shoppers
looking to purchase restaurant quality
pizza to take home to their families, big-
ger is better, especially when saving money
is the goal. “Consumers are definitely
looking for value,” says Bradford Sterl,
chief executive of Rustic Crust, based in
Pittsfield, NH. “We're seeing a demand
for family-sized products, like a 16 inch
or large rectangle.”

According to Sterl, Rustic Crust is also
receiving an increase in requests for pizza
kits, so deli departments that add value
to the purchase with kits or two-for-one
deals can increase sales.

With flatbreads becoming such a hot
item, both in foodservice and grocery aisles,
Fresno, CA-based Valley Lahvosh is more
than happy to cater to this fast-growing
trend with larger sizes as well.

For Jenni Bonsignore, marketing man-
ager for Valley Lahvosh Baking Company,
the company's products fit the bill per-
fectly. “We make two sizes of Valley
[Lahvosh that are perfect for use as a pizza

crust — 15-inch Round Lahvosh

and 5-inch Round Lahvosh,”

she says. “The larger 15-inch

size is by far the bigger seller

5o, at least for us, larger sizes
remain more popular.”

While larger sized offer-
ings are still in high demand,
choices of smaller sizes hold
appeal to single consumers
who primarily shop for them-
selves and like Millennials,

many are also looking for bolder
flavors. This is something Greg
Caloia, marketing communications
specialist for Utica, N'Y-based Deiorio's
Frozen Dough can attest to.

“Larger pizzas work great for groups
that are looking for something traditional
everyone can share and enjoy,” says
Caloia. “However, there’'s an increased
demand for small, more personalized piz-
zas that feature non-traditional toppings
like buffalo sauces, bacon, and/or chicken
to name a few.”

k-

Ly
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Retail Follows Foodservice

Trends for the pizza category in retail
deli sections tend to follow what consum-
ers are already finding in restaurants and
pizzerias. This includes new non-tradi-
tional toppings and flavors for crusts.

“] think some of the general pizza trends
are finding their way into the deli section,”
says Bonsignore. “Consumers are more
willing to consider non-traditional toppings
and crusts for their pizzas, either to make
pizza healthier or more upscale.”

Maria Buitron, marketing associate for
Little Lady Foods, Inc., headquartered in
Elk Grove Village, IL, has also taken note
of the healthy and spicy trends.

“Kale continues to have a strong pres-
ence and is perceived as a healthy food
choice. Sriracha still seems to be on-trend
as are Korean flavors,” she says.

Incorporating  healthy,  bold  fla-
vors into pizza sold in deli sections can
capitalize on this desire for new and inno-
vative ingredients.

The Valley Lahvosh style of flatbread
offers a healthy option for consumers as
well. “Though Valley Lahvosh has always
been used as an alternative pizza crust,”
says Bonsignore. “We are seeing much
more interest in using Lahvosh in this
application as it has become more main-
stream. Using Lahvosh for the crust
easily makes the pizza more of a gourmet
option and as a plus, it's also a ‘better for
you' choice.”
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Caloia at Deiorio's has also seen a
move among some shoppers away from
more traditional dough, saying, “While
traditional white pizza dough is always
popular, we've noticed a trend towards
more unique options on both ends of the
spectrum with regards to the thickness of
the dough. Most people in the deli section
though, are looking for a thinner, “New
York,” style crust.”

Deb Crisan, senior vice president, sales
and marketing at Rao's Specialty Foods,
Inc., based in New York, suggests deli

executives cater to more adventurous
consumers by highlighting alternatives to
traditional tomato sauce. “For additional
suggestions to create various trendy or
artisan style pizzas, | suggest using Rao’s
Artichoke Sauce, Roasted Eggplant Sauce,
Vodka Sauce, 4 Cheese Sauce or Garden
Vegetable Sauce. They are all delicious.”
“Some great items we're rolling out this
year that fit in perfectly with delis in partic-
ular include a line of topped l1-inch pizzas
that feature different sauce and cheese
combinations. These range from a stan-

dard tomato sauce to garlic, buffalo, and
even barbecue.”

Deiorio’'s also capitalizes on these
trends in its line of breadsticks. Accord-
ing to Caloia, “Additionally, we have a full
line of breadsticks rolling out that make for
awesome snacks to go along with just
about anything. We have a fully topped gar-
lic and cheese option as well as un-topped
white, wheat blend, and even sweet bread-
sticks so businesses can offer customers a
wide variety.”

Topping It Off

It's not just restaurants that are inform-
ing consumer tastes. Trends in pizza sold
in the frozen food section also influence
the refrigerated pizza sold in the deli sec-
tion. This is something Rustic Pizza keeps
in mind when researching and developing
flavors for new products.

“People are asking about bolder eth-
nic flavors,” says Sterl. “Asian influenced
offerings, such as orange chicken and Thai
pizza with spicy peanut sauce, are in the
research and development phase.”

East Asia isn't the only area exerting
flavorful influence in deli pizza, a taste of
India could soon be brought to market.

Bring the heart of the Mediterranean to your deli

©2016 FOODMatch, Inc. | www.foodmatch.com
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“We've looked at tiki masala.” says Sterl.
While these new pizzas will be offered in
the frozen section first, success there could
see the pizzas in the deli as well.

“We're looking at the deli area stra-
tegically as a great opportunity for these
products. We have a line of crust products
that will be very focused on the deli, like a
naan and a couple other similar flatbreads
that we're going to launch in mid 2016 in
the deli area.”

Sterl also says there has been an
increase in retailer requests for pork as
a pizza topping. “A lot of people are ask-
ing about pork, like pulled pork or sliced
pork,” he says. Jalepefios are also being
introduced to give pizza a boost of heat
and consumers are rethinking their cheese
options too. Unique cheese requests are
another trend, which includes goat cheeses
as well as cheeses infused with sage and
rosemary — whatever is outside of the tra-
ditional Mozzarella.

“ think retailers are looking for some-
thing new,” observes Buitron at Little Lady
Foods. “That is why we introduced Rising

Crust Flatbreads in four varieties: Roasted
Vegetable, Double Pepperoni, Sausage and
Kale, and Southwest Style with Chorizo.”

Our proficiency in CRAFTING customers’
PRIVATE LABEL formulations, using state
of the art manufacturing, makes Delorios
the TOP CHOICE for your business.

CERTIFIED,

g CAPABILITIES

ALL DOUGH PRODUCTS
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DeIORIO'S

Healthy Choices

While pizza may not be the first thing
consumers think of when choosing healthy
foods, it is still top of mind for many
shoppers and can impact their decisions
in the deli. “I think consumers want to
make better food choices and are far
more educated about food in general,”
says Bonsignore.

“Valley Lahvosh has always been a
healthy option so other than removing
trans fats from our product more than
seven years ago, we haven't had to make
any major changes to the product. In our
foodservice line, we have added a Whole
Wheat Lahvosh option in response to
feedback from customers.”

“The healthy movement has definitely
played a factor in consumers’ increased
desires to have thinner crust options as
well as what are considered healthier top-
pings,” says Caloia at Deiorio's.

“To keep up with this demand we have
developed a full line of sheeted thin crust
raw dough that offers our customers an
easy to use fresh product that varies from
a traditional pizza.”

Rao's Specialty Foods is committed
to its healthy pizza sauce, which is made

Specialty y
Sweet & Savory

’Br

Cinnamon/Sugar, jalapeno & cheddar cheese,

in Italy. “We do not add sugar, water or
tomato paste to our pizza sauce,” she
says. “It is all natural and gluten free — a
very healthy choice for consumers.”

Rustic Crust’s Sterl notes gluten free is
gaining ground with consumers.

“There’s also a lot of people asking
about gluten free and allergy friendly prod-
ucts in the deli,” he says. “There continues
to be an interest in clean label as well as
ingredients you trust and recognize.”

Consumer demand for gluten free does
not seem to be showing any signs of a
slowdown, and it does not stop at pizza
dough. According to Caloia, this trend
isn't going away anytime in the foresee-
able future and Deiorio's has responded to
consumers’ desires for gluten free.

“That’s why we've added onto our glu-
ten free offerings by now offering not one,
but two styles of gluten-free par baked
shells,” he says. “One is a thinner, kind
of flatbread-style crust and the other is a
fluffier, more traditional style pizza shell.”

Clearly retail executives looking to
drive pizza deli sales should offer consum-
ers great new flavors, healthy ingredients,
larger sizes and also the versatility of cre-
ative ingredient combinations. DB

garlic & herb, topped & untopped

Delorio Foods Inc. Utica, NY 13501 » www.deiorios.com
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BY BOB JOHNSON

otisserie chicken has become so

popular that the merchandis-

ing question may be how many

other products within the deli

and beyond can be taken along
on this delicious ride.

This most popular of prepared deli pro-
teins has benefited from hitting all the
important marks — convenience, health-
fulness, flavor and economy — to reach an
extraordinary landmark.

In the 52 weeks ended June 28, 2015,
deli prepared chicken sales, with rotis-
serie by far the leader, reached more than
$3.8 billion, which was up more than 7
percent over the previous year, accord-
ing to the What's In Store 2016 report
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Meal deals may be just the ticket

from the International Dairy Deli Bakery
Association (IDDBA).

While rotisserie chicken continues to
see solid increases, the better- for-you ver-
sions of this deli department favorite enjoy
double-digit growth.

“Rotisserie chicken fits with what
consumers are looking for,” says Rory
Bidinger, brand advocacy and market-
ing manager at Gold'n Plump, St. Cloud,
MN. “It is a healthy, convenient, whole-
some meal.”

Gold'n Plump supplies chickens that
consistently weigh 3.5 pounds, are not
injected with a solution to enhance flavor
or juiciness, and do not include the neck
and gizzards.

Demand Looks ‘Robust’

“When a retailer offers no-antibi-
otics-ever or organic rotisserie chicken
products, incremental sales growth is in the
double digits and that is before you factor
in the halo of sales lift in produce and bak-
ery,” says John Moore, senior marketing
manager for deli at Perdue Farms, Salis-
bury, MD. “Demand for 2016 looks robust,
and we will have continued growth in the
category.”

Perdue Farms is a third-generation fam-
ily operation with a special emphasis on
raising antibiotic-free and organic chickens.

An important potential lift is the oppor-
tunity to build meal deals around the
ever-popular rotisserie chicken.
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deals

Meal built around rotisserie
chicken have been growing, but there still
may be opportunities for greater growth.

In the 52 weeks ended June 28, 2015,
deli chicken combo meal sales fell a tick
short of $250 million, and grew nearly 5
percent over the previous year, according
to the IDDBA report.

That is still, however, only barely more
than 6 percent of total deli chicken dollar
sales, and the demographics suggest that
the meal deal is the future.

It is younger consumers seeking more
meal deals. The IDDBA survey reports 41
percent of Millennials and 36 percent of
Gen X shoppers want meal deals, while
just 24 percent of Baby Boomers and 23
percent of the “silent” generation do.

“As consumers increasingly face chal-
lenges at meal times these days — what
to prepare, whether to cook or not to
cook, whether there is enough time to
shop before dinner — deli departments
can move in to capture some of the busi-
ness that alternative providers are tapping
into,” according to What's In Store 2016.
“For example, subscription services
Blue Apron and Plated offer complete
meal kits to be prepared in-home, remov-
ing nearly all decision making surrounding
meal time.”

Cook-Less meals that require 20 min-
utes or less in preparation time are a top
trend, according to the IDDBA report.

“Suggested use with recipe ideas and
meal bundling are important as rotisserie
chicken is increasingly being used as an
ingredient for that night's meal and tomor-
row's lunch,” says Moore. “More and
more you are seeing cross promotions
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with bakery and produce to put together
a meal package.”

The deli rather than the chicken sup-
plier generally puts these meals packages
together.

“There is some interest in cross mer-
chandising, but most retailers want
to manage their own programs,” says
Bidinger.

There appears to be great potential for
these deals as a survey by the National
Chicken Council found the No. 1 reason
for buying rotisserie chicken — barely edg-
ing out the good taste — is that it offers
a very convenient, quick-and-easy meal.
The related benefit that the chicken is
already cooked or prepared ran a strong
third in this survey.

The impact rotisserie chicken in par-
ticular and prepared chicken in general
already has in other areas of the deli and
throughout the store adds up to billions of
dollars a year in sales of complementary
products.

“Deli prepared chicken is connected
to 30 other categories within the store,
according to data from Nielsen Per-
ishables Group,” reports the IDDBA.
“Shoppers who buy prepared chicken
also buy bakery cakes, packaged salads,
dairy, yogurt, bananas, value-added fruit
and bakery bread. Such connections offer
opportunities to cross-promote items from
throughout the store and give shoppers
a better overall experience while offering
suggested pairings and meal ideas.”

Higher quality may be particu-
larly important in attracting some of the
younger consumers who are already more
interested in meal deals.

Antibiotic-Free Goes Mainstream

“In the last two to three years the
antibiotic-free  chicken became more
mainstream,” says Ted Maguire, chief
sales officer at Hain Pure Protein in New
Oxford, PA. “We're seeing a real shift with
the conventional grocers. They're step-
ping it up with the organic as well. The
big groundswell now is from the Millennial
customers.”

Hain Pure Protein produces antibiot-
ic-free, vegetarian-fed, humanely raised
poultry, including its organic FreeBird
chicken from family farms in Pennsylvania
Amish country.

“Consumers will pay more for anti-
biotic-free or organic rotisserie chicken,
provided they have visibility behind the
brand,” says Maguire. “Conventional
rotisserie might be $5.99 to $6.99, while
antibiotic free can be from $7.99 to $9.99.”

It helps in coaxing consumers out of an
extra two or three dollars for a rotisserie
chicken if the bird has a familiar and trusted
name attached.

“Highlight the brands,” says Maguire.
“With our customers the information will
be on the dome. It's all about authentic-
ity and integrity. We've had tremendous
expansion on rotisserie, and we're all
antibiotic free and organic. It's not just a
sidelight with us.”

Artisan, craft or family farm brands
matter, in particular, with younger rela-
tively upscale consumers.

“Retailers are courting the Millennial
demographic with local, craft, and fer-
mented foods; international flavors; and
greater connection between the store and
community, which can be accomplished



through seasonal events, tastings, cooking
demos, prepared meals and recipe offer-
ings,” according to What's In Store 2016.

This demographic is already taking
higher quality, more healthful rotisserie
chicken on an upward trajectory.

The biggest gainers in the category are
rotisserie chickens and rotisserie parts that
contain no antibiotics, are organic, offer
different cuts and have the kind of clean
labels the rotisserie shopper is looking
for, says Moore. “Millennial shoppers are
among the heaviest and most loyal at the
retail deli, and they look for food that is free
from antibiotics and artificial ingredients.”

Younger consumers also may hold the
key to growing the demand for new, inter-
esting, bold flavors.

“Flavors do matter,” says Bidinger.
“Consumers are looking for flavors they
see in restaurant applications. There is an
appetite for stronger flavors, but it depends
on geography and age groups.”

There is strong demand for a smoked,
prepared deli chicken, which appeals to
many of the upscale consumers looking for
protein that is healthful yet interesting.

“Our sales are up more than 40 percent
over 2014 on whole chickens,” says Don
Bergman, director of sales and marketing
at Nueske's Hillcrest Farms Meats in Wit-
tenberg, WI. “We sell individual breasts

that weigh 6 to 8 ounces each and whole
chickens in a package.”

Nueske's offers a variety of Applewood
smoked pork, beef, turkey and chicken
products.

“A lot of it goes to the deli,” says
Bergman. “It’s definitely used for ingredi-
ents in pizza, breakfast omelets, quiche,
bruschetta and salads. The whole bird is
different from rotisserie. You could heat it
up and serve it, but it's not really in direct
competition.”

Dark Meat Items

Another area promising the potential
for even more growth is rotisserie prepa-
ration of the more economical parts of the
chicken.

“Dark meat items like leg quarters will
be more commonplace in 2016 because of
value, ample supply, easy execution and
new deli shoppers,” says Moore. “l am see-
ing less and less rotisserie flavors and more
and more focus on product execution with
multitiered rotisserie programs with chick-
ens that contain no antibiotics ever and
organic offerings.”

Rotisserie chicken also can be promoted
as the protein ingredient in a variety of
dishes.

“We now commonly see recipes that
say start with a fully cooked rotisserie
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chicken, remove the meat and then mix
with other ingredients,” says the Chicken
Council's Tom Super, vice president for
communications. “For example, we make
chicken tortilla soup at home using a
rotisserie chicken.”

It is extraordinarily popular now, but
rotisserie chicken took a long and winding
road to the top of deli prepared proteins.

“Rotisserie chicken was relatively big
in the 50s and into the ‘60s, but it was
from mom-and-pop local delis,” says
Super. “Consumers were reluctant to
pay $2-plus for a cooked bird when they
could buy a 29-cent per pound chicken for
less than a dollar and spin it on a mecha-
nism on their backyard grill or even in their
kitchen ovens. But fried chicken from KFC
and others pushed rotisserie off the menu.
When Boston Market re-invented rotis-
serie in the ‘80s, it was a bit of a game
changer, proving nothing is new, only dif-
ferent and better.”

Convenience and good taste have been
the important qualities behind the growth
of deli rotisserie chicken.

“Rotisserie chicken has become very
popular in the United States in the last 25
years precisely because it has made it so
easy to pick up a fresh, tasty, affordable
and convenient main dish on the way home
from work,” says Super. DB
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BLAST FROM THE PAST

CONSISTENCY THROUGHOUT THE YEARS

onald Skloff began working behind the counter of a busy Philadelphia
delicatessen when he was just eight years old. There, he learned how to
prepare salads and other foods that kept the customers coming back for
more.

Inspired by this reaction, Don started his salad company, Don’s Salads,
in 1970 in his home kitchen. He and his wife, Roz, immediately became busy making
their unique chopped chicken liver, which Don sold to a number of area delicatessens.
Don’s first product was an instant success.

Don'’s son Victor Skloff, who assumed leadership of the company in 1980, has ex-
panded its product line substantially. Today, Don’s offers more than 130 varieties of sal-
ads, plus dozens of other ready-to-serve foods, including grain salads, gourmet cream
cheese spreads, soups and desserts.

To satisfy increased demand, the company’s base of operations has also expanded — first to a 1,400-square-foot, USDA-certi-
fied plant, then to a facility 10 times larger, where Don's Food Products was based from 1987 until 2003. Don’s currently operates
out of a 30,000-square-foot state-of-the-art facility in Schwenksville, PA. These moves have further ensured that Dons” products
consistently meet the most rigorous standards of quality control and customer service. Most orders are now shipped within 24 hours,
vet they are still made in the same method that Donald Skloff applied in his home kitchen.

Today, Don's Food Products can be found in gourmet food stores, supermarkets, restaurants, delis, hospitals, schools and military
installations.

Blast From The Past is a regular feature of Deli Business. We welcome submissions of your old photos, labels or
advertisements along with a brief description of the photo. Please send material to: Editor, DeLi Business, P.O. Box 810217,
Boca Raton, FL 33481-0217 or email DeliBusiness@phoenixmedianet.com. For more information contact us at (561) 994-1118.

GENERAL POLICIES

Advertisers and advertising agencies agree and accept responsibility for all statements and product claims made in their advertisements for themselves or their or-
ganizations. The publisher is not responsible, nor does he necessarily agree with any of the opinions or statements expressed in such advertisements. Advertisers and
advertising agencies agree to accept responsibility for all content of such advertisements, and agree to assume liability involving any claims arising from such advertising
that are made against the publisher. Advertiser and advertising agencies agree to indemnify the publisher and to hold him harmless and to defend him from any such claim or
claims, and to be responsible for the payment of any expenses or legal fees incurred by the publisher associated with such legal action or claims. The publisher reserves the
right to accept or reject advertising that he believes does not meet the publication’s standards. Advertising appearing in editorial format may or may not be accepted by the
publisher, and if published will be properly labeled “advertisement.” Publisher is not liable for non-delivery or delays, caused by any federal or state agency or association,
or by fire, flood, riot, explosion, strike, embargo, either legal or illegal, material or labor shortage, transportation or work interruption or slowdown, or any condition or act
of God affecting delivery and beyond the control of the publisher.

INFORMATION SHOWCASE

Receive supplier information fast using the Deli Business Information Showcase.
Here’'s How: Contact the advertiser directly via the website, email, phone or fax listed in the ad.

COMPANY PAGE# CATEGORY PHONE

Ambrosi S.RA. ..ol 19, Parmigiano Reggiano ..........c..ccoeoeevenen.. 390202134811
Atlanta Foods International............. Toeeieieieiananans ChEeSe «ouvivinietiieieieieieeieeieeieenenenaes 404-688-1315
BelGioioso Cheese, Inc. .................. 13, Cheese ..o 877-863-2123
Blount Fine Foods ........cceceuvnen.n.. 4-5 i, SOUPS « ettt 800-274-2526
Campofrio Food Group America....... 15, i, DeliMeats......oovvvivrierinriiriiriirierannennanns 804-520-7775
Couturier North-America, Inc.......... 2 FrenchCheese ........cooovvviviiiiiiiiiiinn.n. 518-851-2570
Delorio’s Frozen Dough ................. 33 s PizzaDough ....c.oiviiiiiiiiiiiiiiiiiiiiienee. 800-649-7612
Dietz & Watson Inc......c.coevvnnen.n.. 29 i Deli Meats.....ooovvuivieiiiinieiiiieiininienennnnes 800-333-1974
FoodMatch, Inc........ccevvivvininnnnn. 32 i, FigSpread.....ccoooviviiiiiiiiiiiiiiiiiiiiinennens 800-350-3411
George E. DelLallo Co.......c.cuun....... 40 oo COOKIES tnvevinrerinieieninieiinieieieneeeneeeenanns 800-433-9100
Green Giant Fresh........................ 27 Hummus....ooovviiiiiiiiiiiiiiiiieenn, 208-524-4700
IDDBA . ... otiiiiicececeieieeeans 11 .... Trade Association 608-310-5000
John Wm Macy’s Cheesesticks ......... 9 ... Cheese Sticks 800-643-0573
Placon.....cooovviviiviiiiiniiniiniinininn. 35 ceee Packaging...o.oovvviiiiiiiiiiiiie s 800-541-1535
Refrigerated Foods Association......... 21 ... Trade Association........cocevvevrinrinnennennennns 770-303-9905
Saputo Cheese USA, Inc. ................ 17 .ltalian Cheese .....ovvvvveininiiiininiiinnnnannn.. 800-824-3373
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Cheese

CONNOISSEUR

Now Available on
Apple iTunes and Kindle Fire

One Year Suscription  $23.99
Single Copy $5.99



Create a complete Mediterranean destination in

your deli with our prepackaged Olives & Antipasti.
Delallo’s Ready Pack Program adds a new
dimension to your offerings with top-selling Olives &
Antipasti packaged in convenient resealable snack
(4 oz.) and entertaining (7-8 oz.) sizes.

These best-loved bites are an inspiring addition
to your deli, ready to merchandize with

specialty meats, cheeses, dips and hummus.



http://www.delallo.com
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