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PRESIDENT’S MESSAGE

A G A  r e a c h e s  a  m i l e s t o n e

ELLIE SMOTHERMAN TAYLOR

PRESIDENT 
ALABAMA GROCERS ASSOCIATION

Happy New Year! I remember when the 
change was made 30 years ago at the 
Marriott Bay Point in Panama City. 

Our Association went from a wholesaler 
and vendor-focused organization to one 
representing the entire grocery industry. 

I am proud of all we have accomplished in 
30 years and look forward to many more. 
Right now, our Association stands at over 
350 member companies representing over 
800 retail stores in Alabama. 

The Alabama Grocers Education 
Foundation has awarded over $1.28 million 
in scholarships allowing countless young 
individuals to further their education. 

The AGA has passed numerous legislation 
over the years, including Sunday Sales, 
Service Animals, Curbside Beer/
Wine, Minimum Wage, Healthy Food 
Financing, Product Liability, Taxpayer 
Bill of Rights, Patent Trolls, and the 
Commonsense Consumption Act, to 
mention a few. 

On the regulatory side, we were 
instrumental in bringing EBT to the 
SNAP and WIC programs, as well as 
the most recent SNAP Expansion. Our 
legislative effort is our No. 1 priority and 
will continue to be as we move forward. 

In this issue is our 2020 Legislative 
Preview as well as our 2020 Legislative 
and Regulatory Agenda. Please take a 
moment to see our legislative priorities 
and let us know if something you are 
concerned about is not included.

At our Annual Board Retreat in 
November, your Association Board of 
Directors made major changes to our 
Annual Convention. We hope that these 
changes will move us into the next decade 
and increase involvement from our 
retailers, wholesalers and vendors. 

These changes include waiving 
registration fees for first-time retail 
attendees. If you have never attended 
the AGA Convention, please take this as 
your opportunity to learn from industry 
experts and improve your business. 

The grocery industry is changing like 
never before with more and more industry 
disruptors. Now is your chance to stay at 
the forefront of these changes and be a 
leader in our industry. 

The Alabama Culverhouse College of 
Business reported at 2.5% growth rate 
in Alabama’s economy in 2019, and it 
is expected to grow by 1.9% in 2020. 
Alabama has also now hit another record 

low for unemployment of 2.7%. I hope 
with these economic numbers your 
business is continuing to thrive. 

The retail food industry in Alabama 
provides over 70,000 jobs, with over $2.2 
billion in annual wages paid. Grocers pay 
over $1.2 billion in state taxes and have 
a total economic impact on the state’s 
economy of over $12 billion. 

It is important that as an industry, we 
convey to our local and state officials of 
the importance of grocery in Alabama. 

Lastly, I would be remiss if I did not thank 
each and every one of you for our success 
over the last 30 years. We would not have 
an Association without our members, and 
we appreciate all of the hard work that 
members have contributed. Some of those 
that were instrumental in this success are 
no longer with us today. We remember 
them fondly and their contributions. 

My door is always open to each of you 
for questions or concerns. I am proud 
to represent such a great industry. We 
represent one of the most basic human 
needs and should all be proud of the past 
and look forward to a great future.

Cheers to 2020!

This year the Alabama Grocers Association celebrates 
its 30th year serving the grocery industry.
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AS THE NEW DECADE BRINGS RENEWED ENERGY AND 
OPTIMISM, WE ARE EMBRACING THE OPPORTUNITY TO MAKE 
THE ASSOCIATION EVEN BETTER FOR OUR MEMBERS!

CHAIRMAN'S MESSAGE

A  N E W  D E C A D E  B R I N G S 
A B O U T  C H A N G E S  F O R  A G A 

JOHNNY COLLINS

DEAN FOODS  
AGA CHAIRMAN OF THE BOARD

We are excited as we head into 2020 to 
be celebrating our 30th Anniversary. 
This celebration will take place at our 
Annual Conference July 26 through 28 at 
Sandestin Golf & Beach Resort. We hope 
you are making plans to join us this year. 
The Convention Committee has made 
some major changes to this event. 

RETAIL INNOVATION SESSION: New 
for 2020, on the morning of Monday, 
July 27, we will hold a Retail Innovation 
Business Session geared toward retailers 
from 8 a.m. to 12 p.m. We have already 
lined up Keynote Speaker Dr. Kevin 
Elko; a Workforce Training & Retention 
Seminar with Mr. Ty Yokum, who spent 
28 years as the Management Consultant 
for Chick-Fil-A; A Retail Survival Seminar 
with Mr. Norman Mayne of Dorothy Lane 
Markets; and a What's New in Technology 
Seminar. While this morning is geared 
toward retailers, it will be open to all 
registered attendees.

GENERAL BUSINESS SESSION: The 
General Business Session for Tuesday 
morning is already shaping up to be 
one you will not want to miss! We have 
already confirmed Tuesday's Keynote 
Speaker, Mr. Brodie Croyle, former 
quarterback at the University of Alabama 
and Kansas City Chiefs, now the owner 
of Big Oak Ranch. We will also have a 
Legislative Update and an Agency Panel 
featuring Alabama Regulatory Agencies. 

FIRST TIME RETAILER SPECIAL: 
For first time retailers attending the 
AGA Convention, if you book your hotel 
through the AGA office, you will be 
eligible for free convention registration for 
yourself and your spouse, saving first time 
retailers $650 in registration costs. 

RETAILER & WHOLESALER 
NETWORKING HOURS: On Tuesday, 
July 28, from 12 p.m. to 1 p.m. the 
Exhibit Hall will be open to retailers and 
wholesalers only for a Networking Hour 

to mingle with exhibitors. We are politely 
asking that this not include children. The 
Exhibit Hall will be open to everyone 
from 1 p.m. to 3 p.m. 

If you are interested in exhibiting, please 
note that the early bird rates end February 
15. We must receive your booth contract 
and payment by February 15 to receive the 
discount. If you are interested in booking 
your exhibit booth, please call the 
Association Office or email Jessica Brown 
at jbrown@alabamagrocers.org. 

MONDAY NIGHT WELCOME 
BUFFET: On Monday night we will have 
a Welcome Seafood Buffet dinner and 
feature one of Atlanta's top party bands, 
Creativity Band. We will also continue to 
hold our Mobile Bidding Silent Auction 
and Live Auction to raise money for our 
Education Foundation. This will prove to 
be an enjoyable evening of great food and 
live music!

TUESDAY NIGHT ENTERTAINMENT: 
At the Chairman's Banquet on Tuesday 
night our entertainment will be 
humorist Jeanne Robertson. She is 
an expert in humor, whether regaling 
audiences with her experiences as a 6'2" 
Miss Congeniality winner in the Miss 
America Pageant. or outlining the steps 
to developing a sense of humor. Jeanne We hope you are making plans to join us 

this year.
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has been awarded every top honor in the 
speaking profession.

Author of three books on humor, Jeanne 
has produced six DVD/CD humor 
programs in the last 11 years and can be 
heard daily on Sirius XM Radio's Laugh 
USA family comedy channels. This lets 
millions nationwide know she speaks 
two languages fluently: English... and 
Southern.

CONVENTION APP: New for 2020!!! 
AGA will be launching an app for our 
convention soon. The app will have great 
functionality and we hope you will find 
it useful both before and during the 
convention.

As you can tell we have been very busy 
planning the 2020 convention and we feel 
it will be our best convention yet! 

Another big change for 2020 is the Buy 
Alabama’s Best Campaign. The Alabama 
Food Manufacturers and Producers 
Association spent a significant time going 
through the program and making a 
complete overhaul. 

Hopefully you will be able to join them 
on February 5 at The Club to hear about 
all the changes they have planned for that 
Campaign. 

It is very exciting that after 14 years they 
are going to revitalize that program and 
we hope the Retail Community will 
embrace the changes they have in store for 
2020. 

The last change I would like to mention 
is the Education Foundation Board of 
Trustees has decided to change up the Fall 
Fundraiser. 

Instead of a golf outing this year we will 
host a Sporting Clays Tournament on 
October 15 at Selwood Farms in Alpine, 
Ala. The cost will be the same as it is with 
the golf outing but we are excited to try a 
new event! 

Please go ahead and put the Association 
events on your calendar and if you 
can not come out and sponsor, please 
consider volunteering your time. Trust 
me, your Association Staff will appreciate 
you volunteering your time as much as 
sponsoring! 

We appreciate everything you do for our 
Association and if you need anything, 
please know I am just an email away! 

Thanks and Happy New Year! 

THETHETHE
WORLD’SWORLD’SWORLD’S
MOSTMOSTMOST
REFRESHINGREFRESHINGREFRESHING
BEERBEERBEER™™™

© 2018 COORS BREWING CO., GOLDEN, CO • BEER 
CELEBRATE RESPONSIBLY®

CHAIRMAN'S MESSAGE
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l e g i s l at i v e  p r e v i e w

A number of major issues will be jostling 
for attention with the Presidential primary 
and a contested U.S. Senate primary, two 
contested Congressional primaries and a 
contested Supreme Court primary, going on 
“Super Tuesday,” March 3. 

A total of 13 bills have been prefiled in the 
Senate, 30 in the House as of this writing. So 
far, the only bills of interest to our industry 
are two bills prefiled by State Rep. Mike 
Holmes of Wetumpka. HB 3 is a bill to place 
a constitutional amendment on the ballot 
to repeal the state individual and corporate 
income tax and other taxes. 

HB 4 creates a statewide consumption tax 
on goods and services and abolishes state 
sales and use taxes, among others. You can 
guarantee there will be lots of opposition to 
these bills. 

Senate Floor Leader Clyde Chambliss 
of Prattville has made statements this 
month declaring his intention to introduce 
legislation to remove the state portion of the 

sales tax on groceries. This has been a high 
priority for our Association for many years. 
About 10 years ago, we supported a bill by 
Rep. John Knight, then chair of the House 
Ways & Means Committee, which would 
have abolished the 4% state tax and replaced 
the funds with elimination of the federal 
deduction on state taxes. That bill came 
one vote short of passage. No other serious 
efforts have been made since.

Sen. Chambliss says he has not settled on 
a source for funds to replace the sales tax. 
This has always been a contentious issue. 
Education advocates insist their budget 
must not be shorted in the effort to remove 
the tax. 

In a recent radio interview, he seemed to 
hint the Legislature might consider raising 
the state property tax, although that is 
sure to bring heavy opposition. Local 
governments have also complained that they 
are prohibited by state law from removing 
their portion of the tax. 

Montgomery is moving toward passage 
of an occupational tax and says they want 
it to replace sales taxes on groceries. Our 
top priority is to ensure that if sales taxes 
are removed, foods are evaluated using the 
definition currently used for SNAP. And 
that local governments are not allowed to 
increase their portion of the tax to replace 
the state portion.

State Sen. Arthur Orr told Alabama’s 
Public Television recently that he intends to 
continue to his push to get the state out of 
the retail sale of alcoholic beverages. 

His efforts have been good, but his previous 
bills have failed to include getting the state 
out of the wholesale side of the business, 
among other problems. 

Efforts have been made to build a coalition 
of businesses to push a privatization bill, 
although no agreement has been made 
yet. AGA has been involved in these 
conversations. 

The AGA Board of Directors has endorsed 
efforts to get the state out of what should be 
left to private enterprise in the state.

One of the major issues demanding 
attention will be the state’s prison system. 

A federal judge has issued a number of 
judgments against the Alabama Department 
of Corrections, demanding improvements 
be made. It seemed leadership was set to 
hold a special session within the regular 

The Alabama Legislature returns for its 2020 
regular session on february 4. It's going to be a very 
busy year.

PATRICK MCWHORTER

LEGISLATIVE REPRESENTATIVE
THE MCWHORTER GROUP

One of the major issues demanding 
attention will be the state's prison system.

GOVERNMENT RELATIONS
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session as they did last year on gas taxes, but 
that seems a little less certain now. 

Governor Ivey is pushing forward on a plan 
to build three new state prisons, which 
would not require legislative action. We will 
be watching closely to make sure there are 
no bills to raise new money for prisons that 
have negative effects on our business. 

And we can expect yet another fight 
over gambling in the upcoming session. 
Former State Sen. Gerald Dial has formed 
a new dark money group – Poarch Creek 
Accountability Now – and is attacking 
the Poarch Creek Band of Creek Indians’ 
gambling operations in the state. 

Their claim is that the Indians are avoiding 
taxes in Alabama while investing in 
tax-paying businesses in other states and 
countries. Dial also blames the Tribe 
for killing lottery and other gambling 
legislation during the last legislative session. 

The Poarch Creek organization was the 
largest contributor to political campaigns 
in the last election. In the absence of a state 
gambling compact, the Tribe, as a sovereign 
nation, may offer any form of gambling 
allowed under state law with no taxation. 

The federal Bureau of Indian Affairs has 
declared its gambling machines in line with 
state bingo laws. The Tribe has announced a 
new plan of their own: authorize a compact 
between the state and the Tribe. 

In return, they would pay the state around 
$1 billion first year, with about $300 million 
in new taxes per year following. Naturally, 
the state’s dog tracks are opposing this 
effort.

Other things to look out for in the 2020 
Legislative Session include: 

Wine Shipment 
Bills – We have been 
working with the Wine 
Shipment Task Force 
on a bill that will allow 
for small shipments 
of wine that are not 
currently available in 
our state for sale to households. 

We have two AGA members on the Task 
Force: Mr. Mac Otts, Autry Greer & Son’s, 
and Mr. Bob Crawford, United Johnson 
Brothers. In addition, we would like current 
retailers to be able to ship wine to their 
customers through a third-party company 
like Shipt, or through direct home delivery. 

Medical Marijuana – We are watching 
the Medical Cannabis Study Commission 
on the legislative recommendations for 
2020. We are concerned for AGA-member 
company’s inability to deny employment 
or terminate based on employees’ testing 
positive for levels of cannabis regardless of 
the medical conditions.

Raising the Felony Threshold on 
Property Crimes – The felony threshold 
for property crimes is $500 in Alabama. 
We are concerned with any prison reform 
conversations that this threshold will be 
increased. 

Shoplifters are not the ones in prison, and in 
states where this amount has been increased 
like California, they have seen a nearly 400 
percent increase in incidents. 

Privatization – We continue to work with 
distributors to see opportunities for grocery 
retail sale of spirits in our state.

SNAP – We continue to watch bills that 
impose requirements or regulations that 

impair the ability of individuals to receive 
the maximum amount of SNAP benefits in 
our state.

Alternative Nicotine Products – We expect 
legislation that will further regulate and 
restrict the sale of alternative nicotine 
products and could see possible taxation.

Protect Alabama Small Business Act – 
We continue to watch these bills that will 
affect the regulation of franchisers and 
franchisees.

Lottery – We continue to watch legislation 
regarding gambling in Alabama. If any type 
of lottery were passed, we would want to 
ensure the highest rate of compensation for 
our retailers involved in the sale of lottery 
tickets.

Plastic Bag and Container Bans – We 
support state legislation that would prevent 
municipal and county governments from 
adopting or enforcing ordinances that 
regulate the use, disposition, or sale of, 
or prohibits, restricts, or imposes any 
fee, charge, or tax on certain auxiliary 
containers. 

GOVERNMENT RELATIONS

We can expect yet another fight 
over gambling in the upcoming 
session.
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GOVERNMENT RELATIONS

1. Prevent additional regulation from 
government on retailers, suppliers, 
wholesalers at the state and federal levels. 

2. Defeat legislation that would increase 
new taxes on industry products such as 
tobacco, candy and soft drinks which are 
oftentimes easy targets. 

3. Support the Healthy Food Financing 
Initiative. Continue to work with like-
minded groups and lawmakers at the 
state and federal levels to secure funding 
and resources. 

4. Work on both the federal and state 
levels on the Supplemental Nutrition 
Assistance Program.  Ensure that we are 
preserving choice, staggering benefits 
and eliminating fraud and improper 
payments without increasing the burden 
on the retail community. Ensure that 
benefits are preserved in a retail format 
and consumers are given flexibility in 
their shopping choices and Alabama 
receives the maximum benefits allowable 
for their consumers. Prevent bills that 
deter benefits for Alabama consumers.

5. Work to limit outside wine shipments 
into Alabama that will hurt retail sales. 
Ensure that as part of any wine shipment 
discussion that tax and regulation 
fairness, as well as proper training are 
a part of the conversation. If wine is 
allowed to be shipped into Alabama, then 
Alabama retailers should also be able to 
deliver to their customers either directly 
and through a third party like Shipt or 
Instacart. 

6. Explore options with senior legislators, 
industry experts and the Alabama 
Alcohol Beverage Control Board on retail 
liquor privatization in our state.  This 

could be a tremendous opportunity for 
grocery retailers and would decrease 
costs for consumers.

7. Work at the state level to ensure that 
felony theft thresholds remain at $500 
or below. In states like California where 
this has been recently increased, there 
has been a nearly 400% increase in theft 
incidents and empower organized retail 
theft. Organized retail theft rings steal 
billions of dollars of merchandise each 
year, victimizing retailers, endangering 
the safety of retail employees and raising 
the price of consumer goods. 

8. Ensure that any legislation on medical 
marijuana allows the ability of employers 
to fire, discipline, or take other adverse 
action against any employee who uses 
marijuana at work or shows up to work 
under the influence of marijuana – 
even if they need it to treat a medical 
condition. Employers should be allowed 
to enact employment policies that 
prohibit any use of marijuana.  

9. Work at both the federal and state level 
on Labor Regulations. Oppose federal 
and state mandates for minimum wage 
increases, employee leave, paid family 
leave, predictive scheduling, employment 
discrimination and other labor issues. 

10. Support state legislation that would 
prevent municipal and county 
governments from adopting or enforcing 
ordinances that will regulate the 
use, disposition or sale of, prohibit, 
restrict, or imposes any fee, charge or 
tax on plastic or auxiliary containers. 
Push for voluntary programs that will 
be beneficial for both retailers and 
consumers.

11. Defeat legislation that would require 
liquid goods tax and/or create bottle bills/
consumption taxes at both the state and 
local level. In addition to just the tax, 
prevent retailers from having the burden 
of collecting and storing bottles for 
recycling purposes. 

12. Defeat legislation that would put 
increases on licensing fees through 
Alabama regulatory agencies such as 
the Alabama ABC Board, Alabama 
Department of Agriculture and 
Industries, Alabama Department of 
Revenue, Alabama Department of Labor 
and Alabama Department of Public 
Health. 

13. AGA will remain neutral on any lottery 
or gambling type legislation. However, 
AGA will ensure that retailers who will 
be collecting any funds be given a fair 
collection fee and fee for any winnings at 
their locations across the state.

14. Work at both the state and federal levels 
on Department of Transportation issues 
that are  both burdensome and costly to 
the industry such as insurance and driver 
hour regulations. Continue to work with 
the Governor’s office when there is a State 
of Emergency to ensure that DOT hours 
are waived. 

2020 LEGISLATIVE AND REGULATORY AGENDA 

Associated Grocers of the South, Inc. 

3600 Vanderbilt Rd., P.O. Box 11044, Birmingham, AL 35202 

For More Detailed Information Please Contact:
Billy Leverett

Vice President Of Sales

205-808-4821

hat You Need,

hen You Need It,

or the Lowest Cost!

What You Need,

When You Need It,

For the Lowest Cost!

Doing More Than Expected

Fill Rate–97.5%

On Time Deliveries–97.8%

Willing To Compare

www.agsouth.com
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Four Star Sponsors

AGA NEWS
The Alabama Grocers  Associat ion wishes  to  recognize  it s  Diamond and Four  Star  Sponsors  for  their 

generous  support  of  the  AGA Annual  C onvent ion.

Diamond Sponsors
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AGEF HOSTS ITS ANNUAL FALL GOLF OUTING 

AGA NEWS

The Alabama Grocers Education 
Foundation held its Annual Fall Golf 
Outing on October 24, 2019 at Inverness 
Country Club in Birmingham, Alabama. 

This tournament raised funds for the 
Foundation, to provide scholarships to 
employees and children of employees of 
Alabama Grocers Association companies. 

To date, AGEF has awarded over $1.2 
million due to the tremendous member 
support at golf tournaments such as this.

The winners of the golf tournament 
were as follows: First Place Team: Darrin 

Waugh, Brendan Keller, Jason 
Tate & Michael Bishop of 
Federated Insurance. Second 
Place Team: Drew Smith of 
Main Street Family Care; 
Webb Chastain of Merrill 
Lynch; Zach Chambliss of 
Decided Excellence Catholic 
Media and Jeff Good-game of 
LAH Real Estate. Third Place 
Team: Mike Cheshier and 
Lee Cox of UNFI; and Ron 
McClellan and David Wright 
of Discount Foods. Closest to 
the Pin: Chuck Potter of Red 
Diamond Longest Drive: Scott 
O’Brien of Piggly Wiggly 
Alabama Distributing Company.

The AGEF Golf Outings would not be as 
successful without the many companies 
that sponsored this event and contributed 
their goods. 

The Presenting Sponsor for this event 
was UNFI. Additional sponsors of the 
AGEF 2019 Fall Tournament included 
A&R Super Markets; Alabama Power 
Company; Associated Grocers of the 
South; Associated Wholesale Grocers; 
Bunzl Distribution; Byars | Wright; C 

Lane Company; Coca-Cola Bottling Co. 
United, Inc.; Country Delite Farms/Dean 
Foods; Edlinco; Federated Insurance; Ice 
Cream Specialties; KeHE Distributors; 
Merrill Lynch/TransAmerica; Mitchell 
Gro-cery Corporation; Palermo’s Pizza/
Advantage Solutions; Piggly Wiggly 
Alabama Dist.; Publix Super Markets, 
Inc.; Red Diamond Coffee & Tea; Truno, 
Retail Technology Solutions; UNFI; 
United Johnson Brothers (2); and Utz/
Golden Flake Snack Foods.

Johnny Col l ins of  Dean Foods; Manny Shoemaker of 
Country Del i te Farms and Andy Virc igl io of  Piggly Wiggly 
Birmingham.

Bi l l  Davis;  Ken Herron, Robert Burnett  and 
Phi l l ip Davis of  A&R Super Markets.

Bradley Lynam and Greg Lunceford of Utz Golden 
Flake and Robbie Robertson and Wade Payne of 
Food Giant.

Stan Alexander,  Jackie Plott ,  Leland Slay and Stave 
Maune of AG of the South
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First  Place: Darr in Waugh, Brendan 
Kel ler,  Jason Tate & Michael  Bishop of 
Federated Insurance.

Second Place: Drew Smith of Main Street 
Family Care;  Webb Chastain of  Merr i l l 
Lynch; Zach Chambliss of  Decided 
Excel lence Cathol ic Media and Jeff 
Good-game of LAH Real  Estate. 

Third Place: Mike Cheshier and Lee Cox 
of UNFI;  and Ron McClel lan and David 
Wright of  Discount Foods.

El l ie Taylor,  AGA President,  with Scott 
O'Brien of PWADC, Longest Drive Winner.

El l ie Taylor,  AGA President,  with Chuck 
Potter of  Red Diamond, Closest to the Pin 
Winner.

THE WINNERS 
CIRCLE

AGA NEWS

Eddie Bavaro and Reggie Mason of Ice 
Cream Specialt ies;  Gene Phi l l ips of  Truno 
and Aust in Virc igl io of  Piggly Wiggly 
Birmingham.

Delma Craft ,  Scott  OBrien; Terry Troup 
and Matt Peters of  PWADC.

Don Richardson of CCBCU; Greg Waldrop 
of Gateway Foods; Casey and Hal Keeton of 
Big Star Supermarkets.

Hal  Tol leson, Cl int  Hardman, Bob Crawford 
and Rob Demers of  UJB.

AGEF has awarded over $1.2 million due to the 
tremendous member support at golf tournaments such 
as this.
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AGA HOSTS FOOD INDUSTRY FINEST LUNCHEON 

AGA NEWS

The Alabama Grocers Association hosted 
its annual Food Industry Finest Luncheon 
on October 23, honoring its Industry 
Award winners. Speakers included 
Lieutenant Governor Will Ainsworth and 
Dr. Bruce Bright, On Target Leading. 

The food retail industry in Alabama 
provides over 70,000 jobs with over $2.2 
billion in annual wages paid. Grocers pay 
over $1.2 billion in state taxes and have 
a total economic impact on the state’s 
economy of over $12 billion. 

More than 150 people attended the event 
at The Club to discuss the work of the 
Alabama Grocers Association in 2019 

and those in the food, beverage 
and grocery profession here in 
Alabama.

“Each of these fine individuals 
exemplify leadership and 
excellence Alabama’s grocery 
industry. They are committed 
to growing and improving the 
grocery industry in Alabama,” 
said Ellie Taylor, President 
Alabama Grocers Association. 
“We are thankful for the 
opportunity to honor them and 
their commitment today.”

The Retailer of the Year Award was 
presented to Andy Virciglio of Piggly 
Wiggly Supermarkets Birmingham.

“It has been an honor for our family 
business to be a part of this community 
for three generations,” said 
Andy Virciglio, Piggly Wiggly 
Supermarkets. “Our employees 
are focused on providing 
outstanding service to our 
customers every day.”

The Wholesaler of the Year 
Award was given to Ken Miller of 
Associated Grocers of the South.

“Our team is strong, and we have worked 
hard to grow our business and be 
competitive,” said Ken Miller, Associated 
Grocers of the South. “This award is 
a reflection of our goal to provide our 

Paul Burnett  of  Byars Wright,  Vendor of  the Year;  Ken 
Mil ler  of  AG of the South,  Wholesaler of  the Year;  and 
Andy Virc igl io of  Piggly Wiggly Birmingham, Retai ler  of 
the Year.

Greg Ferrara of  NGA presenting David 
Mitchel l  of  Mitchel l  Grocery Corp. the NGA 
Spir i t  of  America Award. Byars Wright Attendees.

Senator Cam Ward, Alabama State Senate,  Jessica Brown, 
El l ie Taylor and Patr ick McWhorter of  AGA.

Associated Grocers of  the South Attendees.
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AGA NEWS

members with the lowest cost of goods 
that enables them to increase both their 
sales and profits.”

The Vendor of the Year award recipient 
was Paul Burnett, Byars | Wright. 

“We believe in supporting the needs of 
Alabama Grocers, they are the foundation 
of our communities,” said Paul Burnett, 
Byars | Wright. “Our team considers it 
an honor to support and work along side 
these dedicated businesses.”

In addition, Greg Ferrara, President, 
National Grocers Association presented 
the prestigious Spirit of America Award 
to David Mitchell, Mitchell Grocery 
Corporation for his active and effective 
participation in government affairs and 
as a strong and effective advocate for the 
independent food distribution industry in 
Alabama and across the Nation.

Publ ix Super Market Attendees.

Don Richardson, Alan Lincoln and Steve Kal laher of  CCBCU and 
Harold Garrett  of  Gateway Foods.

Commissioner Rick Pate,  Dept.  of 
Agriculture;  El l ie Taylor,  AGA; Wil l 
Ainsworth,  Lt .  Governor.

The Virc igl io Family.

Jess Skaggs of the Lt .  Governors Off ice and 
Mike Oakley of Alabama Power.
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About this time of year, I start to receive 
letters from friends recapping the events 
and successes of the year, so it seems like 
a perfect time to recap this year’s victories 
and think about the challenges and 
opportunities ahead. 

The Food Marketing Institute takes 
government relations very seriously,  
but none of our government relations 
victories would be possible without  
your partnership, your input, and your 
advocacy; so our thanks to you for 
a successful 2019. We have much to 
accomplish ahead of the 2020 elections, 
but I want to highlight a sample of our 
achievements from this past year.

FMI Supreme Court Victory Preserving 
Confidentiality of Your Business Data: 
The Supreme Court held that the Freedom 
of Information Act (FOIA) does not require 
the government to release confidential 
store-level sales data related to the 
Supplemental Nutrition Assistance Program 
(SNAP). The Court rejected the “substantial 
competitive harm” test as having no basis in 
the plain text of Exemption 4. Instead, the 
Court held that commercial information is 
“confidential” when it is customarily kept 
private, pursuant to the ordinary meaning 

of “confidential.” The standard applies 
and is being implemented in agencies 
throughout the government.

GMO/Bioengineering Final Rule 
Implementation – Ensures One National 
Standard for Disclosure. Avoids a 
Patchwork: We met with USDA officials 
throughout the implementation of the 
BE rule; compiled a compliance guide 
on the rule for member companies; and 
collaborated to address the regulation’s 
digital implementation through the 
SmartLabel program.

Advocated for Pharmacy DIR Reform In 
Every Venue/Platform: We utilized various 
in-person and social media platforms and 
campaigns to raise awareness of the DIR 
fee issue: held a congressional briefing; 
passed out novelty pill bottles on Capitol 
Hill; created an explanatory advocacy 
video (7,000 views in one week); enhanced 
grassroots push (1,500 letters to Capitol Hill 
in two weeks). We continue to see increased 
bipartisan support for DIR reform and  
PBM transparency and oversight, and we 
will continue to push for reforms in the 
months ahead.

Pushed for Clarity and Consistent/Fair 
Enforcement on CBD and Hemp-Derived 

Products: Engaged Congress and the 
administration early and often  
to underscore industry priorities and 
concerns (oral remarks at USDA and  
FDA public meetings, Hill and Agency 
meetings); launched CBD resources  
portal and increased website presence; 
compiled a CBD Best Practices Guide  
for member companies.

FMI Advocacy for Passage of the USMCA 
During National Press Conference/
Grassroots: FMI President and CEO Leslie 
Sarasin joined other association leaders 
of the retail, agriculture, automotive, and 
services industries to urge lawmakers to 
pass the U.S.-Mexico-Canada Agreement 
(USMCA) at a press event this fall. FMI 
engaged in advocacy campaigns with 
Farmers for Free Trade, USMCA Coalition, 
and the U.S. Chamber.

Worked to Ensure SNAP Benefits 
Availability During Government 
Shutdown/Disasters: FMI successfully 
coordinated with our members to ensure 
SNAP continued to operate throughout 
the shutdown in early 2019, including a 
nationwide early distribution of all benefits. 
FMI shared real-time information with our 
members, hosted frequent calls with FNS 
and FMI members, and helped address 
the backlog of SNAP licenses once the 
shutdown ended. 

INSIDE THE BELTWAY

t h a n k s  f o r  t h e  2 0 1 9  v i c t o r i e s

With 2019 in the review mirror, it's time to focus on 
the challenges and opportunities ahead.

JENNIFER HATCHER

SENIOR VICE PRESIDENT, GOVERNMENT  
AND PUBLIC AFFAIRS FOOD MARKETING INSTITUTE

Continued on page 21▶
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Bringing to Market a Powerful Brand Portfolio
for every customer taste!

Golden Flake Snack Foods, Inc.
One Golden Flake Drive 
Birmingham, AL  35205         
goldenflake.com

®
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WASHINGTON REPORT

Despite the challenges presented by gridlock, 
the National Grocers Association is pushing 
ahead on important priorities, such as 
reforming retroactive pharmacy Direct and 
Indirect Remuneration (DIR) fees, fixing 
the retail glitch, clarifying the legal status of 
cannabidiol (CBD), and open trade. Below 
is an update on these policy issues that the 
NGA government relations team is actively 
engaged in on behalf of independent grocers:

Pharmacy Direct and Indirect 
Remuneration (DIR) Fee Reform

The House unanimously passed two bills 
this fall that would require more public 
disclosure of the discounts drug companies 
give to pharmacy benefit managers (PBMs). 
H.R. 2115, the Public Disclosure of Drug 
Discounts and Real-Time Beneficiary  
Drug Cost Act, would require HHS to 
publicly post aggregate rebate data from 
Medicare and Obamacare exchange plans  
on a drug-class level. 

The bills won’t change how drugs are priced 
or what the health system pays for them, and 
the narrow nature of the bills reflects how 
minor drug pricing reforms must be in order 
to get bipartisan support and stand a chance 
of becoming law this year. 

However, NGA continues to work with 
various pharmacy groups to make sure 
Congress addresses DIR fees and pharmacy 
quality measures. NGA continues to push  
for the inclusion of DIR fee reform in any 
larger drug pricing package that is passed  
by Congress and is also canvassing support 
for H.R. 1034 / S. 640, the Phair Pricing Act 
of 2019. 

Taxes

As previously reported, a drafting error in 
the Tax Cuts and Jobs Act (TCJA), known 
as the “retail glitch,” continues to prevent 
retailers from being eligible for full and 
immediate expensing for interior remodels 
to stores. 

At the time of this writing, bipartisan 
legislation to fix the “retail glitch” had 250 
House cosponsors (H.R. 1869) and 52 Senate 
cosponsors (S. 803). NGA is continuing to 
work with our industry partners to push for  
a retail glitch fix before the end of 2019. 
We are focusing our efforts on gaining 
cosponsors on both the House and Senate 
bills while urging leadership to take up  
this issue as soon as possible. 

Goals are to reach 290 cosponsors on the 
House bill, which would allow the legislation 
to be forced to the floor for a vote, and to 
reach 60 cosponsors on the Senate bill.  
This would signal to leadership that taking 
up this issue is critically important before  
the end of 2019. 

NGA is discussing the issue with 
Congressional offices daily and making 
significant progress in gaining cosponsors 
on both bills. The most likely opportunity 
for fixing the retail glitch is in a larger tax 
package of some sort. 

This tax package will likely include tax 
extenders, several technical corrections 
including QIP, and items that Democrats 
would like in return, such as provisions 
related to the Earned Income Tax Credit  
and Child Tax Credit. 

Alongside fixing the retail glitch, there are 
several additional tax items that NGA is 
advocating for Congress to pass before the 
end of the year, such as the extension of the 
Work Opportunity Tax Credit (WOTC)  
and New Markets Tax Credit (NMTC),  
two provisions of the tax code that are set  
to expire at the end of 2019. 

Both WOTC and NMTC, along with several 
other provisions mainly related to energy 
credits, make up a group of tax extenders 
that have either expired at the end of 2017  
or are set to expire at the end of 2019. 

GREG FERRARA

PRESIDENT AND CEO 
NATIONAL GROCERS ASSOCIATION

i n d u s t r y  i s s u e s  r e m a i n
d e s p i t e  d i s t r a c t i o n s

impeachment continues to capture headlines, 
although several important policy fights are 
playing out behind the scenes.
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CBD Legal Framework

With the passage of the 2018 Farm Bill, 
CBD was removed from the list of Schedule 
1 substances, and therefore we have seen a 
brand-new hemp and CBD industry that has 
rapidly developed. 

Ingestible CBD products remain technically 
illegal under the Food Drug and Cosmetic 
Act, according to the FDA, but the agency 
is considering an alternative regulatory 
approach. 

Given the significant amount of consumer 
interest and business opportunity that 
CBD represents to independents, NGA has 
pressed FDA and Congress to identify a clear, 
legal pathway for CBD products to be sold at 
retail stores. 

Open Trade

Congress remains focused on passing a 
United States-Mexico-Canada Agreement 
(USMCA) by the end of 2019. Throughout 
the past several months, Republicans 
have been actively pushing for a vote 
on the deal, while Democrats have been 
pressing to address specific concerns such 
as enforcement, labor, and environmental 
standards, particularly for our southern 
neighbor, Mexico. 

Members of Congress on both sides of 
the aisle have been working hard to reach 
a compromise. Republicans are asserting 
that if an agreement doesn't pass this year, 
then Democrats will suffer the price during 
the upcoming election cycle. However, 
Democrats are keen on making sure the 

deal addresses their concern before they will 
agree to a vote. 

It’s important to note that the USMCA deal 
will not formally expire if it is not voted 
on in 2019, although it will be difficult to 
accomplish during an election year.

Supermarkets are the cornerstones of 
communities in Alabama and across the 
country, providing nutritious and fresh food 
to families and spurring economic growth in 
the neighborhoods they serve. 

Your voice and grassroots efforts help to 
make a difference in Washington D.C. for  
the entire industry. To make your voice  
heard on these and other policy issues 
impacting the supermarket industry,  
visit www.grocerstakeaction.org. ■

emergency management resources  
to ensure the availability of SNAP  
and WIC during disasters.

FMI Pushed for QIP Fix Bill in the House 
and Senate: Bipartisan legislation to address 
a drafting error in the Tax Cuts and Jobs 
Act that increased the cost of making 
these investments. For the past year, many 
qualified improvements have been put on 
hold due to this error.

FMI Pressed Federal Reserve for 
Announcement on Real Time Gross 
Settlement: FMI submitted comments  
and advocated strongly for the Fed to 
act. FMI was joined with other trade 
associations in letters to Congress and  
the Fed Governors requesting the Fed  
to act. The Federal Reserve agreed with  
FMI and pushed forward in spite of strong 
big-bank opposition.

FMI Implemented New Advocacy Platform 
for FMI, State Associations and Issue 
Advocacy: Sent thousands of emails and 
made advocacy portals available to state 
associations and issue campaigns: designed 

to communicate with U.S. Senators and U.S. 
Representatives and state representatives/
senators on critical issues.

FMI Continues Advocacy/Leadership on 
Weights and Measures Issues: Defeated for 
the second time, a proposal to require tare 
to be placed on register receipts for random 
weight items. Removed all reference to Open 
Dating enforcement from NIST Handbook 
130 since it is typically enforced by Food 
Safety officials rather than Weights and 
Measures officials.

Worked with Members/State 
Associations to Pass Family Meals Month 
Proclamations and Push for Adoption: 
Worked with members and state executives 
to pass FMM proclamations; Shared Toolkit 
for Participation; House Floor Speech 
Highlighting Benefits – One More Meal  
a Week!

We expect to see renewed efforts on many 
of these topics next year and will call on 
participation from the industry to help 
achieve more success in 2020 ■

Thanks for the 2019 Victories (continued from Page 18)
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VIEWPOINT

D ata  P o i n t s ,  P r e s s u r e  P o i n t s ,  &  T M I

KEVIN COUPE

FOUNDER, MORNINGNEWSBEAT.COM

It seems like I get at least a couple of phone 
calls a day offering me medical insurance  
of one kind of another and, to be honest,  
it is kind of annoying. 

Though those aren’t as bad as the voice mail 
messages I get that start out, “Hello, senior!” 
When I hear those two words, I generally 
carry through on the impulse to utter a two-
word epithet and then hang up the phone. 
(One problem with cell phones: you can’t 
slam them down in disgust.)

Then, the other day I got an e-mail offering 
me a discount on hearing aids. I can only 
hope that the people who sent me that 
e-mail had them in so they could hear my 
reaction to that particular message.

It’s not that I mind turning 65. I still have 
my hair, I run 20 miles a week, and I have a 
fulfilling career that allows me to write and 
talk for a living, two of my favorite things. 
And there are advantages. I’ve learned that 
one can save a fair amount of money on 
movie tickets and even hotel rooms when 
one gets to be a certain age. 

Plus, in places like Portland, Oregon, 
they don’t just offer discounts on public 
transportation, but even refer to you as an 
“honored citizen.” Makes it almost worth 

turning 65, since I’ve never been honored 
for anything before.

While I’m not thrilled with the barrage of 
age-related solicitations, there are at least 
two reasons to be sanguine about it all.  
First, turning 65 beats the alternative. 
Second, I’ve generally believed that the 
collection and effective use of actionable 
data is one of the great differentiators in  
the current retail marketplace.

Think about it. In so many ways, the 
accumulation and then weaponizing of 
customer data is one of Amazon’s greatest 
advantages. I’ve been shopping on Amazon 
since January 1997 – fair to say I was an 
early adopter. 

I can go on the site and see what my first 
purchase was: a book called “Now I Know 
Why Tigers Eat Their Young/How to 
Survive Your Teenagers,” which  
tells you a lot about what I was thinking  
22 years ago.

But if I know that, so does Amazon…and it 
can take every purchase I’ve made from then 
to now and translate those purchases into 
relevant recommendations that, I suspect, 
turn into purchases more often than blind 
promotions that so many retailers send out. 

(I wonder how many vegans get sent ads for 
beef, or how many people with celiac disease 
get bread promotions.) 

The effective use of data was the whole idea 
behind Dunnhumby, which was created in 
the mid-90s and then sold to Tesco; Kroger’s 
use of Dunnhumby data, and then its 
acquisition of Dunnhumby USA, has been a 
real differential advantage for the company.

That’s not to say there aren’t risks.

That became evident recently when, as the 
Boston Globe reported, Wayfair embarked 
on a new sales strategy that created a “new 
customer service team, the Wayfair Insider 
Program, that monitors shoppers’ online 
browsing habits and then steps in to offer 
assistance as a way to close a sale.” 

If you are spending a lot of time looking  
at an item and appear to be indecisive  
about buying it, you get a phone call from  
a Wayfair Insider, who offers to help close 
the deal.

Now, according to the Globe, the company 
says that “calls were not based on real-time 
browsing and noted that customers get an 
e-mail from Wayfair offering assistance 
before anyone places a call…there is a  
48-hour lag time between someone 
browsing on the site and receiving a call, 
and that shoppers provided their phone 
number to the company in advance of  
their being contacted.”

I just had a birthday – my 65th – which meant that 
I’m suddenly getting a lot of phone calls and pieces 
of mail that aren’t exactly brightening my day.

Continued on page 24 ▶
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SOLVED!
CASH MANAGEMENT  
PROBLEMS

Cash Recycler (UNR-GSR) features: 
• Fits under standard size counter
• Reduces need for change order deliveries and cash pickups
• Accepts and dispenses notes
• Dramatically cuts down set-up and close-out times for registers
• Clever Lever™ provides extra security for door
• Cloud-based portal allows you to access safe information  

from anywhere

Security Safe (TL30) features: 
• Ideal for storing cash drawers
• Burglary rated
•	 1-Hour	fire	rated
• Adjustable shelves
• Spin dial lock or electronic lock available
• 11 size options

FireKing® offers best in class asset protection for the Grocery industry.

From	the	cash	register,	to	the	back	office,	your	cash	must	be	secure	from	both	internal	and	external	theft.	 
FireKing’s cash recycler and security safes are designed to streamline and simplify cash handling while providing 
security	you	can	trust,	helping	to	decrease	shrink.

Contact Inside Sales to learn more about our security solutions!
101 Security Parkway, New Albany, IN 47150
Inside sales: 1-800-452-2424 ext. 3001 www.Safes.FireKing.com
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But some folks still are creeped out by this 
and are telling the Insiders a) not to call, and 
b) let their superiors know this is too much.

The thing is, there will be some people 
who would welcome the phone call. 
Maybe Wayfair just had to do a better job 
of emphasizing the opt-in nature of the 
program, which could’ve alleviated a lot of 
the anxiety.

The line is different for everyone…which is 
one of the reasons that companies have to be 
careful about such efforts.

I recently wrote a piece on MorningNewsBeat 
that referenced the Quip toothbrush. I later 
got an e-mail from a reader who saw it, 
didn’t know what a Quip was, Googled it, 
and since then kept seeing sponsored posts 
for the product online. 

This is a common technique…we’ve all had 
that experience of going to an e-commerce 
site and then seeing relentless advertising 
for that product. It is one way companies 
like Google and Facebook make money. 

The problem is that when this happens, 
some people feel their privacy has been 
invaded.

We have an ongoing debate about this in 
my house. My wife is annoyed by these ads, 
but I argue that if I am going to see ads, 
I’d rather see them for products in which I 
might be interested or might find relevant.

(My far younger wife, on the other hand, 
finds the hearing aid ads and “hello, senior” 
robocalls to be hilarious. Just wait until she 
gets to be my age.)

Relevance – and permission – strike me as 
the key.

The other day, after Amazon announced 
it was eliminating the $14.99-per-month 
fee for grocery delivery, making delivery 
from Amazon Fresh and Whole Foods 
Market just another perk included in Prime 
membership, I decided to see if my local 
Whole Foods would offer the service. I 
can’t imagine using it much – I can walk to 
Whole Foods in about five minutes – but I 
thought it would be good to know.

Alas, my Whole Foods is not offering the 

service yet, but the site asked me if I  
wanted to be notified when it is available  
in my zip code. I clicked “yes,” and then  
was brought to a page that listed every 
product I’d ever bought at Whole Foods 
using my Prime app to get discounts.

Every single one.

Now, at first, that seemed a little creepy. 
Then, in about ten seconds, I realized 
that by allowing them to scan my Prime 
app at checkout, I was permitting them to 
accumulate this information. Ten seconds 
later, as I looked at the screen, I realized  
I had the makings of an easy-to-use  
shopping list that would allow me to 
navigate Whole Foods online quickly  
and easily.

We went from a little creepy to relevant and 
permission-based in about 20 seconds. Not 
that long a time, not that long a trip, and 
leading to the potential for a more friction-
free shopping experience.

In the words of the song by George  
and Ira Gershwin, ‘Who could ask  
for anything more?’ ■

◀ Continued from page 22
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For more information call 800-260-4642 or visit www.americancouponservices.com 

Want a Reliable Coupon Program? 
Want to track your coupon shipments and payments? 

Alabama Grocers Association 

Let ACS share their 40 years of Customer Service experience to get you what you want! 

American Coupon Services 

“Streamline the redemption of your digital, paper and paperless coupons” 

Coupon Program 
Administered By: 
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OUTSIDE THE BOX
NEW RETAIL PERSPECTIVES

!

The latest campaign for the iconic cookie in the UK 
has Scottish pop star Lewis Capaldi licking Oreos 
which are then auctioned off for charity. The tagline 

for the campaign has Capaldi saying: “I’m going to 
lick them like there’s no tomorrow. For you.” Yuck!

If you want to motivate supply chain 
employees, let them play games. 
The latest trend in training people 
in this segment is “gamification.” It 
uses game mechanics to increase 
participation among employees 
and is being used by Walmart and 
Amazon.

Pre-Licked Oreos

We’ve gone through vegan, vegetarian, 
flexitarian, omnivore, carnivore…etc. The 
next trend might be the genealogical diet in 
the health food space. Startups like Habit are 
launching the idea of people taking a DNA 
test and then tailoring products to their 
specific genetic profile. 

Delightsdna GAMING
the SYSTEM

iStock

iStock

iStock

iStock

Human Resources beware. An advertising copywriter in New Zealand hired 
an “emotional support clown” to attend a meeting at which he believed he was 
going to be fired. The clown made balloon animals during the meeting with 
employers and mimed crying when the employee was given his walking papers.

Clowning 
Around
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STORIES
TOY 

Green
Delivery

Amazon’s proposed purchase of 10,000 electric 
delivery vehicles with the goal of becoming 
carbon neutral by 2040 is still the tip of the 
iceberg. The company delivers about 10 

billion items annually and has a massive 
transportation and data network and 
aside from its own vehicles uses UPS 
and the U.S. Postal Service to deliver 
Amazon packages.

Time to redefine what makes 
a bagel? Philadelphia Cream 
Cheese is selling a gadget 
that can make a bagel-like 
hole in anything from 
pizza  and waffles to an 
ordinary slice of bread. 
The “Bagel That” hole 

cutter sold out immediately 
on Amazon. 

If you want 
to know how 
consumers will 
be paying for 
purchases retailers 
should look at the so-called 
Bridge Millennials, 30-40 year-olds who 
represent the first generation of connected 
consumers with spending power, according 
to the annual study by PYMNTS/Visa.

This group represents 60 million consumers 
who grew up with smartphones, tablets and 
wearables and their shopping experiences 
have been shaped by connected devices and 
apps. However, these consumers are purging 
themselves of devices and apps that don’t add 
value or save time and money day-to-day. In 
other words, less has become more.

For example, the report noted that apps like 
the ones that auto-fit clothes for purchase, 
auto-pay at restaurants, auto-find parking 
spaces and use smart devices like fridges 
to order food are both less used and of less 
interest to bridge millennials compared to 
years past.

Bagel Basics

The James Beard Foundation has changed 
the categories for its “Best Chefs” awards for 
2020. One change is individual awards for the 
best chefs in California and Texas. The new 
categories recognize changing population 
data, culinary trends and population data, the 
foundation said. 

CHEF AWARDS
Paying

Up

Target, which has benefited most from the 
demise of Toys “R” Us, is doubling down 
by putting 25 mini-Disney stores in Target 
locations, according to reports by Ad Age. 
Moreover, Target is placing a store at the 
entrance of Walt Disney World in Orlando.

iStock

iStock

iStock

iStock

iStock
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◀ Continued from page 21

Rethinking
GROCERY
SHAPE
THE AND

OF

BY KEVIN KELLEY

FORM

STORES

|  ALABAMA GROCER28



Rethinking

Continued on page 30 ▶

Our brain and senses are constantly on the lookout for  
things that can help make our life better, happier, easier,  
more pleasurable, etc – and to avoid things that can harm us, 
frustrate us, slow us down or get in the way of our intentions. 

As we go about our daily activities, our subconscious brain  
is continuously trying to make sense of the world around us  
by detecting, decoding and determining what it sees, hears, 
feels, tastes and smells. But this sense-making ability requires 
lots of energy, most of which is fueled by a form of sugar  
called glucose. 

Because the brain is so rich in nerve cells, or neurons, it is 
the most energy-demanding organ we have, using one-half 
of all the sugar energy in the body. To resolve this problem of 
limited brainpower, our more efficient subconscious system 
takes over the bulk of our decision-making. This subconscious 
system works in the background and conserves energy by doing 
something called predictive coding. 

In short, predictive coding is an automatic process our brain 
uses to quickly scan our environment and make microsecond 
decisions about what something is, whether that something  
can help or hurt us and, most importantly, trying to answer  
the question of what can we do with that something. We rely  
on this predictive coding mechanism because it reduces our 
need to study everything around us in exhausting detail. 

“So what can I do with that?”
This is a basic question we ask ourselves every day, 
everywhere we go and with just bout everything we 
encounter in our daily life. This is not an out loud 
question, but something that happens under our  
level of consciousness, as a natural part of our 
brain’s automatic processing system. 

This processing starts first with our senses, which 
serve as a complex network of receptors and 
pathways that communicate pertinent information 
to our brain. Like a reconnaissance team, our eyes 
and other senses are constantly scanning our 
environment to gather relevant information and then 
make all kinds of snap decisions on behalf of our 
brain, which serves as the mission control center. 

What is the brain’s recon team looking for? 

Well, on a very primal level, it is looking for two 
critical things: enhancements or impediments  
to life. 
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Instead, our background thinking just 
quickly assesses the “form and shape” of 
things in front of us for recognition and 
match for something we already know, but 
there are times when we don’t know what 
something is, which triggers and alerts our 
more conscious brain to get involved. 

A Caveman Walks into  
a Cooking Store

The first time I saw a mandoline – not 
the musical instrument, but that kitchen 
contraption to julienne vegetables – I was 
in a fancy cooking accessory store. I didn’t 
know what a mandoline was for, what I could 
do with it or how it could possibly help my 
life in any way. There wasn’t anyone in the 
store available to help me, so my caveman-
brain tried to figure it out on its own. After 
a few seconds of trying to solve the complex 
riddle of “what does this weird-looking thing 
do?” my caveman brain simply gave up and I 
moved on to the next thing: a shiny new gas 
grill! My caveman brain knew exactly what I 
could do with this thing! 

It took me many years and lots of cut fingers 
to finally see a mandoline being used on a 
cooking show. The celebrity chef revealed it 
to be one of the most valuable kitchen tools 
he had. In that moment of watching him slice 
and dice vegetables so effortlessly and so 
beautifully, I couldn’t help but involuntarily 
declare: 

Aha! I get it! Time to buy a mandoline! 

This moment, when consumers finally 
“get it,” is a pivotal turning point for 
understanding consumer behavior. But it 
is not only consumers that ask this basic 
question: “What I can do with that?” 
Inventors, scientists and entrepreneurs  
also like to ponder and experiment with this 
question, but in a much more conscious  
and deliberate way. 

Love at First Sight 

I remember when I heard Steve Jobs was 
developing a cell phone. It was the summer 
of 2007 and I just didn’t get it. Since its 
inception, I have always been a dyed-in-the-
wool Apple fanatic, but even I dared 

question the prophecy according to Jobs with 
the query: “Why in the world would I buy a 
cell phone from Steve Jobs?” 

Now technically, the iPhone was a “smart 
phone,” but based on its form and shape, it 
looked a lot like a glorified cell phone to me. 
Besides I was kind of dumb to what a smart 
phone even was back then. 

I read several articles about the upcoming 
iPhone unveiling, which included an 
exposition of seductively revealing 
photographs that showcased this supposedly 
leading edge product. I studied those photos 
closely but, just like the mandoline, my brain 
still couldn’t figure out what on earth I would 
do with it. 

My life was already technologically 
challenging enough with devices, so I pretty 
much resolved myself to the idea that – 

despite my intense love, admiration and 
loyalty to Apple – I wouldn’t be buying the 
new iPhone anytime soon. 

Or so I thought… 

Ironically enough, on the day the new iPhone 
came out, I just happened to be in a shopping 
center with a new Apple Store, so I walked 
in. And there it was, lying naked on the table: 
the gloriously designed new iPhone. One of 
the young Apple employees with a cool-
looking t-shirt and lanyard walked up to me 
and said: “You want to try it?” I hesitated for 
a bit, and then said, “Ehhh…Sure! Why not?” 

At this point in time, I had a fashionable 
Motorola Razr flip phone in my back pocket 
that I would often try to inconspicuously 
show off to others. I got that Razr phone for 
nearly free from my carrier (with a long-term 
contract). I couldn’t imagine parting with 
it anytime soon, particularly since the new 
iPhone 8GB model was a whopping $599. 

I remember thinking to myself, “What idiot 
would pay that much for a cell phone they 
could get for free?” – particularly from a 
company without experience in cell phones. 
But as soon as I placed that new iPhone in 
my hand and felt the edges, the profound 
simplicity of the navigational touch features 
and the iconic array of apps on the screen, 
my senses and brain immediately said to me 
in unison: 

Wow! I think I can do a lot with this! 

Sold! 

There was no more explanation needed.  
It was that instantaneous of a decision. 

I bought the new iPhone on the spot. 
Although I was now $599 poorer, I was 
filthy rich with excitement, anticipation and 
newfound pride for what I could do with this 
new, never-seen-before object. 

From Painters Van to Family 
Transportation Solution 

If you go back through the history of 
business innovation, you can find these very 
distinct moments where an unidentified 
foreign object is placed into our hands,  
or in front of us as something to inhabit 

“If you go back through 
the history of business 
innovation, you can 
find these very distinct 
moments where an 
unidentified foreign 
object is placed into  
our hands, or in front  
of us as something to 
inhabit or experience.” 
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or experience. These moments 
have the potential to open 
our minds up to a variety of 
new, previously unimaginable 
possibilities. 

Such was the case for Plymouth 
Voyager. 

Back in the early 1980s, Lee 
Iacocca, the former chairman 
and CEO of Chrysler, got us to 
rethink what we could do with 
the existing form and shape 
of the van by creating what he 
called a “mini-van.” 

Prior to Iacocca’s introduction of 
the minivan, the only people that 
had vans  
were construction workers, 
painters and a few hippies that 
converted their utility vans, at great expense, 
into shag carpeted mobile bachelor pads. 
But my mom wouldn’t be caught dead riding 
around in a “painter’s van” or a “bachelor pad 
van,” particularly with her innocent kids in 
tow. 

The mere prospect that my mom would 
buy, much less drive a minivan around the 
neighborhood was totally unimaginable at 
the time, which may be why Henry Ford II 
laughed at the idea and dismissed Iacocca’s 
first initial sketches of the minivan  
concept while he was at Ford. So too  
did the focus groups. 

Iacocca was eventually fired from Ford  
for other reasons and moved on to head up 
Chrysler (Plymouth and Dodge). He was 
allowed to take the minivan idea and  
designs with him. But like Steve Jobs, Lee 
Iacocca had a new vision for what we could 
do with the painter’s van that few people  
got. He saw it as the new station wagon,  
the new family-oriented transportation 
solution and the next big wave of the  
future in automobile innovation. 

And he was right. 

After some major adjustments and the 
addition of wood side paneling, families 
immediately embraced this new form and 
shape, and the minivan went on to become 
one of the biggest selling phenomenons 
in automotive history. And once moms 

everywhere saw it in person, they 
immediately knew what they could do  
with that thing. 

The Predictable Forms and Shapes 
of the Retail World 

Most of us know what a convenience store, 
gas station, drugstore, coffee shop and 
grocery store look like simply by looking at 
the form and shape of the buildings.  
These standard building typologies represent 
a very predictable form and shape in our 
world and therefore our conscious brain 
doesn’t need to pay too much attention to 
them as we go about our day. 

When we see a building that looks like a gas 
station/convenience store on the corner of an 
intersection, we don’t have to think too much 
about what we can do there. 

Our brains have been conditioned to know 
that we can fill up our car with gas, and 
run in to grab a soda, beer and/or a pack 
of smokes. However, we typically don’t 
expect to get handmade sushi, fresh organic 
vegetables or the best cuts of meat inside a 

gas station/convenience store, even though 
consumers would like to find these kinds of 
products in a small, format store. That idea 
is incongruous to what we think gas stations/
convenience stores can do for us. 

This fundamental assumption by consumers 
is part of the reason why gas station/
convenience stores have such a hard time 
moving beyond just selling gas, sodas, beer 
and cigarettes. And this inability to shift the 
consumer’s mind to other product categories 
has executives at convenience stores nervous. 

Why? 

Because many in the industry believe these 
top selling items are all under threat by 
social activists, concerned parents and the 
government, and they might not be around 
as much in the future. 

Not surprisingly, consumers also have very 
fixed and established assumptions about 
what a grocery store looks like and what  
we can do there. This is because the grocery 
industry has conditioned consumers for the 

“But what if a new wave of outside players from the 
tech world have a better idea for how to get this weekly 
chore done faster, quicker, easier, cheaper and more 
conveniently than customers can do now at the traditional 
grocery store?” 

Continued on page 32 ▶
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last 50 years to think of the grocery store  
as a place to pick up products to restock  
their shelves. 

For the most part, the industry has not 
focused on trying to get consumers to hang 
out in the store in a leisurely way, but to 
instead just help them get this weekly chore 
done quickly, easily and affordably. This 
made sense at the time because where else 
were consumers going to get this job done? 
All grocery stores had to do was worry about 
beating the competitor down the road. 

But what if a new wave of outside players 
from the tech world have a better idea 
for how to get this weekly chore done 
faster, quicker, easier, cheaper and more 
conveniently than customers can do now at 
the traditional grocery store? 

Or what if the big retail giants can figure out 
how to sell groceries cheaper with robots, 
cashier-less checkouts, wired up carts, free 
online delivery, etc? Well, these are the 
innovative ideas that the Silicon Valley tech-
disrupters and retail giants are steadfastly 
working on as we speak. 

Now Is the Time to Evolve the 
Meaning of Your Store 

I’ve been working in the grocery industry 
for almost 30 years and we have gotten a 
lot of mileage out of the traditional grocery 
store format. But there comes a point in 
every industry where an initially brilliant 
idea reaches its upper limit of efficacy. This 
eventually happened to the game-changing 
Plymouth minivan, and the Razr cell phone. 
And it will someday happen to the iPhone. 

The simple rule of business is that no great 
idea or market lasts forever. The key for 
consumer-based companies is to not hold 
on so rigidly to an existing form and shape 
forever, but to instead try to lift their existing 
concepts up to the next level of consumer 
relevancy or create an entirely new platform. 

Razr had this opportunity, as did Blackberry, 
but they stuck with the existing form 
and shape at their peril, which allowed a 
complete outsider and novice like Steve Jobs 
to take that next innovative step for them. 

While there are many areas of the traditional 
grocery store format and chassis that need 

to be totally re-imagined, one area I am 
particularly interested in is why grocery 
stores don’t capitalize more on the success of 
the form and shape of restaurants and bars. 

If there is anything distinctive about our 
current consumer era, it is our love for and 
preoccupation with food, our endless need to 
photograph our meals, our habit of watching 
cooking shows and our intense curiosity 

to know where our food comes from, who 
made it and what techniques they used. 

Our society’s intense interest in and focus 
on food is unlike anything we have seen in 
past generations, but grocery stores have 
not fully capitalized on this massive social 
phenomenon and cultural movement. Even 
though grocery stores are supposed to be in 
the business of food, we have let our fixation 
with the commoditization of food by the 
retail giants and tech-disrupters consume 
our attention and distract us from tapping 

into the emotional, social and cultural side 
of food.

Instead of trying to get customers in and out 
of the store as quickly, cheaply and efficiently 
as possible, we should be doing the opposite: 
creating stores customers want to hang out in 
on a regular basis…just like good restaurants 
and bars do everyday! This is not a random 
idea but where we see a large portion of 

consumers heading in the future.

Millennials and Food 

As America’s largest population,  
millennials are entering their earning  
prime, with an estimated $1.3 trillion in 
annual consumer spending. Over the last 
decade or so, millennials have been the 
driving force to take premium food to the 
mainstream. For them, premium food is  
the minimum standard. 

“Instead of trying to get customers in and out of the store 
as quickly, cheaply and efficiently as possible, we should 
be doing the opposite: creating stores customers want to 
hang out in on a regular basis…” 

◀ Continued from page 31
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Who do these millennials look to to satisfy 
this taste for the high life? Restaurants and 
bars…but sadly, not grocery stores. 

According to the U.S. Department of 
Agriculture, Americans spent more than 
half of their food budget – a staggering 54 
percent – “eating out.” What this means is 
that for the first time in history, Americans 
spent more money at restaurants than buying 
actual groceries. What we are witnessing now 
is a major shift in the way Americans buy 
and eat food; and this trend is going to have  
a major impact on the value and relevancy  
of the traditional grocery store format.  
Simply put, our patterns of 
behavior for buying food are 
changing, but grocery  
stores haven’t changed with it. 

But hang with me here for a 
moment, because understanding 
this millennial  
food trend can get complicated. 

The other big factor to note about 
millennials is their propensity to 
order food in versus eating out. 
More than half of that restaurant 
spending budget listed above is 
projected to be eaten off premise. 
This means millennials are 
buying a substantial amount 

of food from restaurants but 
spend half their time eating it at 
home or work. (The other half is 
at the actual restaurant venues.) 

For millennials, eating in 
represents a part of the “good 
life” because they would much rather binge 
watch a series on Netflix or surf Instagram 
in their jogging pants than have to dress up 
for a formal dinner at a restaurant. While 
you would think grocery stores are in the 
prime position to benefit from this trend of 
eating in – with the fancy deli departments 
and large prepared food sections – millennial 
consumers aren’t buying it. 

They instead prefer the credibility, authority 
and story that good restaurants and bars 
provide. Or in other words, they need the 
form and shape of restaurants and bars to  
tell them where the food comes from and 
what it’s about. They also want the distinctive 

cues and triggers and robust food philosophy 
that good restaurants and bars provide. 

How can grocery stores capitalize on these 
emerging trends in food? By having key parts 
of your grocery store look more like a good 
restaurant and bar. 

By learning how to dress, talk, act and 
send out the right food quality signals, 
just like a good restaurant and bar does. 
By not thinking about food as commodity, 
convenience and efficiency, but instead  
as experience and expression of life.  
By thinking about food as fashion, as  
culture and as social occasion. By thinking 

about food as discovery, learning and as a 
shareable moment to brag about. 

I know this strategy works, because we have 
already been implementing this strategy in 
almost all of the new prototype stores we 
designed and built over the last six years for 
grocery store chains like Gelson’s Markets, 
Save Mart Supermarkets, Harvest Market, 
Freson Bros., and many others. 

And what we have learned during our 
experiments of bringing in the form and 
shape of restaurants and bars into the 
grocery store arena is that once we get 
customers on the lot and in the store to 
participate in a more restaurant-esque 
experience, they tend to shop more,  
spend more, become less price-focused  
and more loyal and visit us much more 
frequently than they did in the past. 

This type of consumer behavior is exciting 
because it allows us to shift and evolve 
the meaning of the grocery store from 
commodity, convenience and efficiency to 

the store as a place to visit, socialize in and 
hang out in regularly. 

And this, we believe, is the best way for 
conventional grocery stores to sidestep the 
impending battlegrounds of the retail giants 
and tech-disrupters, while at the 

same time tapping into an emerging market 
opportunity that is more connected to how 
younger generations will buy and eat food in 
the near future. ■

“How can grocery stores capitalize on these emerging 
trends in food? By having key parts of your grocery  
store look more like a good restaurant and bar. ” 
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The following article is based on excerpts from Michael Tchong’s new book, 
“Ubertrends – How Trends And Innovation Are Transforming Our Future.”
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FUTURE
FOOD

THE

OF

BY MICHAEL TCHONG

Ubertrends are massive waves that roil humankind because they 
reshape consumer behavior in unexpected ways. Time Compression 
has the most significant impact on consumption patterns because it 
propels the acceleration of life.

Driven by Time Compression, 59 percent of meals are now eaten 
on the run. And because of Time Compression, Campbell’s Soup 
at Hand was one of the most successful new product introductions 
in company history. Soup at Hand, which features Starbucks-like 
packaging and “sippable soup” positioning, is optimized for a grab-
and-go culture.  Campbell’s paid reference to that “eat and run” 
lifestyle by renaming the product “Soup on the Go.”

It was a timely launch. According to an NPD Group National Eating 
Trends study, 34 percent of lunches are eaten on the run – a trend that 
has driven many a consumer into the hands of the $210 billion U.S. 
fast-food business. And the trend is global. In the U.K., the average 
adult spends just 23 minutes daily eating breakfast, lunch, and dinner.  
The Brits, like everyone else, are living a Time Compression lifestyle.

And what better proxy for the acceleration of life than a reduction in 
cooking time? The James Beard Foundation observed in 2003 that it 
took 15 minutes to prepare Cream of Wheat back in 1893 when the 
sticky porridge was invented. By 1939, savvy cooks had whittled that 
time down to five minutes. Today it takes a mere 30 seconds to cook 
Cream of Wheat, which may still be too long for many.

Continued on page 36 ▶

In the whirlwind that is modern retail, it’s becoming increasingly clear that even the once 
immovable object of shopping for food is no longer immune from changing consumption 
habits. Gone are the days that families would gather around the table to sit down for a 
communal meal. There is a new guest at the table, the Time Compression Ubertrend.

1966

30 sec.

1957

1 min.

1947

2.5 min.

1939

5 min.

1893

15 min.

Cream of Wheat Cooking Time Trend 

The acceleration of time is convincingly illustrated 
by this chart, which shows how the cooking time of 
cream of wheat has decreased over time.

Source: June 2003 James Beard  
Foundation/Ubertrends
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Time Compression has ushered in the 
widespread phenomenon of “TBD” –  
Too Busy Disorder. The ensuing lack of  
time for work or leisure has also affected 
cooking. In 2014, 60 percent of dinners  
eaten at home were home-cooked, down 
from 75 percent in 1984. With time so 
precious, prepared foods have cooked up  
a $26 billion market. TBD has set the  
stage for another burgeoning Ubertrend,  
the Digital Lifestyle.

AN ON-DEMAND WORLD

When Amazon.com opened “Earth’s  
biggest bookstore” in July 1995, it  
introduced consumers to the e-commerce 
era, which is part of the Digital Lifestyle 
Ubertrend, the Marriage of Man and 
Machine. The convergence of the Digital 
Lifestyle and Time Compression will 
revolutionize the future of retailing.

E-commerce and another stalwart of the 
Digital Lifestyle, Google, represent the 
leading edge of new, on-demand services 
that let consumers save time while also 
providing more precise control over their 
specific needs.

While e-commerce today represents only 
10 percent of total retail spending, or $526 
billion, by 2035 as much as 40 percent of  
U.S. retail sales, or more than $2 trillion,  
will move through online channels.

The distribution of goods, including food 
and beverage, is being revolutionized by a 
new wave of technology. The main driving 
forces behind this trend are AI and industrial 
robotics, which will optimize how products 
consumers buy are chosen, warehoused, 
packed, and delivered…the same day.

Technologies like that of the Bosch X-Spect 
will let grocery delivery services offer 
fruit with the desired level of ripeness, say 
bananas or watermelons, that are precisely 
two days from being perfectly ripe.

The avant-garde of this new consumer is the 
Digital Native, also known as Generation Z. 
Their proclivity for instant gratification, a 
by-product of Time Compression, is already 
evident in the 59 percent who say they 

choose to buy online and pick up in-store 
because they want items quicker than online 
shopping can deliver, according to eMarketer.

The first permanent shift in consumer 
shopping patterns is already evident as 
grocers struggle to lure e-commerce-
addicted millennials to shop their aisles. 
Consumers ages 25 to 34 spend an average 
of $3,539 on groceries, about $1,000 less in 
inflation-adjusted dollars than people their 
age spent in 1990, government data show.

Millennials, the 75 million Americans 
born in the 80s and 90s, are also delaying 
marriage and childbearing – milestones that 
traditionally lead to big grocery store trips.

Another major shift in shopping habits is 
being driven by time-starved, yet quality-
seeking millennials who are increasingly 
choosing freshly prepared foods, a less costly 
alternative to restaurant meals, and far more 
convenient than laborious packaged foods.

A.T. Kearney predicts that the $26 billion 
fresh prepared foods segment will increase  
at a 6 percent – 7 percent compound  
annual growth rate, more than double  
the 2 percent – 3 percent CAGR of retail 
grocery food and beverage.

The smaller households of millennials and 
Generation Z want healthier, fresh products 
while keeping an eye on value. “These 
consumers may lack cooking skills, or may 
not have the kitchen space for food storage 

◀ Continued from page 35

 “34 PERCENT OF 
LUNCHES ARE EATEN 
ON THE RUN – A TREND 
THAT HAS DRIVEN 
MANY A CONSUMER 
INTO THE HANDS OF 
THE $210 BILLION U.S. 
FAST-FOOD BUSINESS.”

iStock
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and more elaborate food preparation,” 
says A.T. Kearney in a white paper jointly 
produced with Technomic.

FUTURE OF BUSINESS INNOVATION

Hyper change is all around us. In this fast-
evolving world of food retailing, there’s no 
need to wait for the arrival of pick-and-pack 
robots or shelf-scanning drones. Know 
why? Because, believe it or not, according 
to one study cited in my Ubertrends book, 
administrative innovation has the greatest 
impact on company sales.

What is administrative innovation, you ask? 
The official definition is “the creation of a 
new organization design or structure that 
better supports the creation, production, 
and delivery of services or products.” What 
that means is that you have a host of very 
mundane processes in your business that 
could benefit from incremental innovation.

That explains why RPA is taking off like a 
rocket. What is RPA? It’s an abbreviation of 
Robotic Process Automation – automating 
formerly manual procedures. In July,  
Gartner reported that the RPA market  
grew 63 percent in 2018, making it the 
fastest-growing category of enterprise 
software at $846 million.

Need ideas? Apply administrative innovation 
to such activities as facilitating relationships 
between team members to accomplish 
innovation goals; driving effective system-
wide implementation of policies and 
procedures; creating innovative leadership, 

communication and peer coaching systems; 
plus introducing structural changes, like 
elegantly simplified online touchpoints, 
optimized for mobile browsing.

The urgency of continuous reinvention or, 
better yet, disruptive innovation is clearcut. 
Innovation is part of a ceaseless Darwinian 
struggle for existence. Of the original 12 
Dow Jones companies only one still survives. 
And that company was just removed from 

the Dow Jones Industrials index. To ensure 
success, practice relentless innovation.

The future is here. Carpe diem! ■

Editor’s Note: Michael Tchong is an author, 
adjunct professor, and a Las Vegas-based 
innovation crusader. For more information 
about his latest book, please visit  
www.ubertrends.com.

 “THE SMALLER HOUSEHOLDS OF MILLENNIALS AND 
GENERATION Z WANT HEALTHIER, FRESH PRODUCTS 
WHILE KEEPING AN EYE ON VALUE.”

iStock

The Bosch X-spect scanner represents a new wave of 
Digital Lifestyle devices that, following the pattern of 
BYOD, will eventually find their way into businesses, 
allowing grocery stores to determine the ripeness of 
food for improved food delivery services.
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Ask yourself this – would you rather be 
revered or relevant?

The honest answer is both, but intense 
competition and the rise of the inter-
generational workforce means that  
creative, curious, and open-minded  
people must work together to achieve 
strategic success.

Chip Conley, noted author, founder of 
the Modern Elder Academy believes in 
developing a free flow of ideas from young 
to old and vice versa – an inter-generational 
potluck where everyone brings something to 
the table. 

But is this the norm or the exception in 
business today?

Alabama Grocer : Are older, more 
experienced workers sometimes 
ignored in the workplace.

Conley: “That’s a broad question but 
generally, yes. The more digitally-focused a 
business or industry is, the more likely it will 
be obsessed with younger people – the digital 
natives who have strong digital intelligence.”

Where is this most prevalent?

“It depends on the industry, the company, 
and even the geographic area. In Silicon 
Valley, there’s no doubt that software 
engineers start feeling old after age 35.”

What’s the general thinking in retail? 

“Traditional retail brick and mortar has not 
been as affected as much. But it’s become 
more common among companies that 
have both online and brick and mortar 
operations.”

It’s harder to separate tech and 
retailing these days?

“I agree. But we can’t blame the digital age 
for everything. Like anything in life, there’s 
an upside and a downside.”

Some say there’s a lack of 
communication and more mistrust 
between generations?

“There’s some truth to that. It’s almost as 
if we’re separate countries on the same 
continent with different dialects and  
different ways of thinking. But when you 
embrace diversity, the generations learn  
from each other. It becomes an inter-
generational potluck. Everyone brings 
something to the table.”

Are we seeing a resurgence of the 
“generation gap” we talked about 
decades ago?

“I think we are, but we don’t call it that. 
Consider the societal stereotype of 
millennials. Some of it comes from a place 
of envy and jealousy. Television was the 
dominant technology when we were growing 
up, but it didn’t do much for our careers. 
Computers, the internet, and social media 
have been the dominant technology for 
younger people, and we sometimes resent  
the competitive advantage it’s given them in 
the workplace.”

Do younger workers also resent their 
older counterparts?

“For sure. Especially when older people say 
things like ‘that’s the way it’s done’ and are 
not open to new thinking. It’s not about 
restoring power to the older generation.  

You can’t just have the old hierarchy and 
dispense wisdom based on the way things 
used to be. That world doesn’t exist anymore. 
Young people want to have contact with 
‘modern elders’ who have both wisdom  
and curiosity.”

When inter-generational issues 
arise, is it because older workers are 
concerned about losing their jobs? 

“Less collaboration between generations 
results from fear – the fear that younger,  
less-expensive people will displace them.  
But, 40 percent of workers in the U.S.  
already have bosses that are younger than 
they are. 

We need to get more youth-comfortable and 
instead of resenting or judging them, learn 
from them.”

Assumedly, that works both ways.

“Well, we can’t expect younger people with  
a lot of digital knowledge to miraculously 
have leadership skills that it’s taken 
others decades to learn. I call this the 
EQ (emotional intelligence) DQ (digital 
intelligence) transfer. We’re better off  
when we have access to both.”

Can we eliminate all age 
discrimination in the workplace?

“It’s as tough as racism and sexism. 
These things don’t die quickly. The big 
difference is that age discrimination goes 
in both directions. Younger people can be 
discriminated against in workplaces that  
are more hierarchical and traditional – 
what we might call old school. So, age 
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discrimination on both sides is  
the motivation to figure it out.”

What about the development of 
mentoring programs?

“The best ones are those that go in both 
directions. Mentorship and apprenticeship 
programs are valuable – especially in 
industries that haven’t changed a lot.  
There’s a lot of wisdom that can be passed 
down to new generations. But, in industries 
that are continually evolving, there must be 
mutual mentoring – from old to young and 
vice versa.”

Are more companies doing this? 

“Yes. One recent study found that 75 percent 
of millennials would like a mentor, yet only 
about 5 percent have one. More companies 
realize this is a way to increase employee 
retention. Inter-generational collaborations 
should be promoted or profiled in things 
like company newsletters or internal 
communications.”

You talked about a new kind of elder 
emerging in the workplace. What do 
you mean?

“I spent six years at Airbnb where the average 
age was 26. I was 52 at the time and realized 
that being a traditional elder wasn’t going 
to work out. That kind of person can be 
regarded with reverence but not relevance.

The modern elder is appreciated because 
they can take their wisdom and curiosity  
and apply them to modern-day programs 
and give them context.”

Do younger workers tend to 
undervalue the idea of context? 

“That’s why we need leaders who can amplify 
its importance. A lot of younger people 

don’t know what they don’t know. If you 
approach them privately, they ask who they 
can learn from. However, if someone is old 
and crotchety and closed off to learning new 
things, they won’t make good mentors.”

Who does?

“There’s a lot of statistical evidence showing 
that younger workers make decisions faster 
but make more mistakes, while older  
workers take longer to make decisions but 
make fewer mistakes. This is the argument 
for age diversity on teams – the inter-
generational potluck where each person 
excels at different things.”

Do more companies recognize this? 

“Technology-driven companies seem more 
open to change. But, I visited Procter & 
Gamble headquarters recently. They’re 
continuing to develop their Brand Mastery 
Society program that’s based on older 
workers mentoring younger ones. They’re 
also figuring out ways to have younger 
people eventually become the masters.”

Should there be a balance between 
understanding the technology 
of a situation and actual human 
interaction?

“Absolutely. Whether you operate B2B or 
B2C, all companies are H2H – human to 
human. That connection requires emotional 
intelligence, which grows as you age and 
develops pattern recognition about yourself 
and others. This is a critical piece of wisdom 
that older workers can offer younger ones.”

How does the Modern Elder Academy 
fit into all this?

“The premise of our teaching is that in a 
world where change is happening faster  
than ever people – especially those in  

midlife – are required to repurpose 
themselves. We sometimes call ourselves  
the first midlife wisdom school. We have  
500 alumni who are now shifting their 
mindset to use what they have learned  
from decades of work.

“We want people to understand how to 
address change and adjust their lives –  
not just in their company or as a leader –  
and realize how much is ahead of them. 
We want to help people develop a growth 
mindset based on what they have to offer  
and be more open to options.”

How can this benefit their 
companies?

“When you’re younger, the brain is more 
narrowly focused, but you can miss the  
forest because you’re focused on the trees. 
Older workers have a leg up in corporate 
strategies because they are more attuned  
to holistic thinking.” ■

 “There’s a lot of wisdom that can be passed down 
to new generations. But, in industries that are 
continually evolving, there must be mutual 
mentoring – from old to young and vice versa.”
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C o m b at t i n g  F o o d  I n s e c u r i t y  
i s  E v e r y o n e ’ s  B u s i n e s s

MOMMY BLOGGER

KIMBERLY MILLER

WRITER, ACTRESS

I’m lucky, I have a working refrigerator.  
I’m able-bodied and capable of shopping for 
my family regularly. I live in a home that’s 
free from vermin. And, most importantly,  
I have the funds to be able to afford to keep  
a stocked refrigerator and pantry. 

But that wasn’t always the case, not when I 
was growing up. I had a somewhat atypical 
childhood (I wrote a whole book about it!) 
and the times in which I lived with food 
insecurity shaped much about the way I live 
my life and feed my family today. 

While food insecurity may be a part of 
my past, according to the USDA there are 
currently 14.3 million Americans living with 
the uncertainty that they can adequately 
provide nutrition for themselves and their 
families.1 In many instances, the people 
struggling to put food on the table aren’t  
who you’d suspect. 

They’re young families that make too  
much to qualify for food assistance, but  
not enough to cover the rising cost of 
housing, transportation, childcare and  

food. It’s the elderly 
patron who puts off 
shopping because of 
their fixed income or 
inability to get to the 
store safely or carry 
their groceries into 
their home. 

It’s the nice middle-
aged woman who asks 
about your kids at 
checkout, but is living 
with hoarding disorder 
and doesn’t have the 
sanitary means to store 

fresh food at home. It’s the family raising  
kids in an urban food desert who don’t  
have access to healthful foods. 

Feeding my family, making sure that my 
children have fresh fruits and vegetables, 
healthy sources of protein and a seemingly 
endless supply of milk is at the forefront of 
my priorities. 

Every time I pack up my trunk I am  
thankful that my kids will never worry  
about the freshness of their food or if they 
will need to worry about running out. 

Taking for granted that fresh food is available 
is a luxury I’m grateful I can provide them 
with, but I will always instill in them the 
knowledge that not everyone is so lucky.

As we embark on a new year I implore you 
to think of ways you can give back to those 
members of your community living with 
food insecurity, either by donating foods that 
are close to expiration to local food banks, 
hosting community events to help your 
neighbors in need, or by reaching out to one 
customer at a time to see how you can help. 

I know that feeding people is your business, 
but making sure our communities are taken 
care of are everyone’s business. ■

There’s no more comforting feeling than unpacking 
the spoils of a large grocery shop. A full fridge is a 
sign that my family is well taken care of.

1 https://www.ers.usda.gov/topics/food-nutrition-assistance/food-security-in-the-us/key-statistics-graphics.aspx
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