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PRESIDENT’S MESSAGE

L i k e  n o t h i n g  w e ' v e  e v e r  s e e n  B e f o r e

ELLIE SMOTHERMAN TAYLOR

PRESIDENT 
ALABAMA GROCERS ASSOCIATION

Even in a state that sees their fair share 
of natural disasters, COVID-19 brought 
numerous challenges and a new normal that 
our industry has done an outstanding job of 
overcoming. 

There was no blueprint for this pandemic. 
The grocery industry leads the way for the 
entire state to get back to work and support 
our state’s economy. 

As an industry, grocery retailers adjusted 
quickly to the new normal of intermittent 
out-of-stocks and sporadic customer surges. 

And despite enormous logistical challenges, 
our state’s grocery community has 
worked around the clock to supply food 
to Alabama families while at the same 
time implementing new policies of social 
distancing and limiting customer density in 
our stores. 

In addition, grocers continue to protect 
customers and employees by implementing 
safety features such as plexiglass shields, 
one-way aisles, increasing cleanings, 
disinfecting carts and point of sale 
equipment and masks for employees. 

We have also learned a great deal about 
supply-chain pressures in a truly short 
period of time and now understanding this 

with knowledge and experience, we can 
move forward to overcome these challenges. 

The state and local ordinances, regulatory 
compliance, federal agency mandates and 
changes to SNAP and WIC have been 
numerous and ongoing. 

During the first three months of the 
pandemic alone, your Association sent out 
over 100 emails and 80 Facebook/Twitter 
posts related to COVID-19. We held weekly 
calls, participated in countless media 
interviews regarding the role of the grocery 
industry and created a website page solely 
dedicated to this pandemic. 

The media audience for this included over 
3 million Alabamians with a publicity 
value of over $40,000. We even created a 
new media campaign for the Birmingham, 
Montgomery and Mobile markets called 
Shop Safe Alabama. 

We participated with over 28 Alabama, 
Federal and Association Partners to make 
sure our members received the tools that 
they needed to remain in compliance 
and have the most up to date information 
regarding COVID-19. 

We also communicated to our elected 
officials our relevance to the state the 

important role grocers have played during 
this time. 

Governor Ivey showed her support through 
a message sent to our industry and her 
thanks: “Thank you to the over 70,000 
Alabama grocery workers for all their hard 
work and dedication during this crisis, they 
are our Supermarket Superheroes!”

Now more than ever, our Association 
remains relevant, essential, and critical to 
the needs of our members and the citizens 
of the state of Alabama. We will now and 
forever be seen as an industry vital to 
our state’s economy and to the citizens of 
Alabama. 

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. 

As we continue with this pandemic, I am so 
proud of the work of all our members and 
am proud to represent the grocery industry. 

The coronavirus is like nothing we have ever seen in 
the grocery industry.
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aga has a new chair! Harold Garrett was elected 
to replace Johnny Collins who stepped down in 
February to pursue new career interests.

CHAIRMAN'S MESSAGE

2 0 2 0  H a s  b e e n  a  w h i r l w i n d 

HAROLD GARRET T

GATEWAY FOODS 
AGA CHAIRMAN OF THE BOARD

As many of you know, in February our good 
friend Johnny Collins stepped down as AGA 
Chairman, as his career took him away from 
the grocery industry, and the AGA Board of 
Directors elected me to serve in his place. 

Now that feels like a lifetime ago because 
so much has happened in our industry, our 
state and our nation! I can not think of a 
time I have been prouder to be a grocer in 
our state. Since February, when I took over 
as Chairman, our lives and our industry 
have changed so much!  

I feel like we are managing life in segments, 
there were the Pre-COVID days, we are 
currently in the During COVID and hope 
one day we can move past this and be Post-
COVID. 

Pre-COVID your Association was busy 
building new websites, relaunching Buy 
Alabama’s Best with a ton of changes, 
including a new Charity and getting ready 
for a HUGE Convention year. Things were 
gearing up to be a stellar 2020 as we planned 

on celebrating our 30th Anniversary. But, as 
with life, things changed. 

During COVID your Association took 
a new look. Started helping retailers, 
wholesalers and manufacturers navigate 
their way through countless regulations 
and changes that seemed to be coming out 
almost hourly. 

March through August, it is fair to say they 
sent out almost 300 emails, held conference 
calls weekly for six weeks and made sure all 
AGA members were up to date on Federal, 
State and local issues during the pandemic. 

They also went to bat for us in the media, 
taking to social media to bring to light 
the good things members were doing and 
helped us navigate these uncharted waters. 

Even Governor Kay Ivey gave high praises to 
our entire industry for setting the blueprint 
for other industries to follow when the state 
started to re-open.  

We struggled on a decision about our 
Summer Conference, but the board came 

together and decided to hold a Hybrid 
Event. Your Association took these orders 
to heart and for the first time in our 
Association history we had people at our 
conference and joining us virtually. 

We even launched an Association 
Convention app to help everyone be 
“COVID Kosher” and to help those joining 
us virtually to feel like they were a part of 
the event. 

Post-COVID, what will life look like? 
Nobody has that answer and nobody knows 
when that will be, but I assure you, YOUR 
Association will be there ready to tackle any 
industry issue that comes along. 

I am so honored to be your Chairman 
during this crisis and I could not be more 
proud of the job everyone in our industry 
has done. If there was ever a time to take 
notice of how important the Association 
and everyone in our industry is to our state, 
this is it! 

Thank you again for honoring me to be your 
Chairman, and I look forward to seeing 
what Post COVID life will look like! We are 
all in this together.

I could not be more proud of the job 
everyone in our industry has done.

TRUNO is the national leader in integrated retail technology solutions.  With 40 years of experience 
and innovation, 8,000+ customer sites, unmatched customer service, and a best-in-class product 
portfolio, TRUNO provides secure, stable and integrated technology solutions empowering 
businesses of any size to succeed in an ever-changing, competitive environment.

TRUNO’s expertly vetted product portfolio includes solutions in point of sale, margin management, 
productivity, digital commerce, and risk management.  With complete integration into sales data 
and operations, TRUNO delivers end-to-end technology solutions that can be crafted to meet the 
unique needs of each retailer.

TRUNO offers retailers the tools they need to make the journey, True North.

806.792.0710
truno.com

TRUNO, Retail Technology Solutions
2431 1st Avenue S. | Irondale, AL 35210

Up for Every Peaceful Store Opening...

A Watchful Eye As You Scan Groceries...

Standing Guard at Every End of Day Closing...

Service & Support You Can Trust.
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is a beverage distributor selling wine, beer, and specialty products state wide. 
 All of our brands proudly support the Alabama Grocers Association!

Alabama Crown Distributing Co.



Proud Supporter of...

© 2019 BBU, Inc. and its subsidiary companies.  All rights reserved. All trademarks are used with permission.
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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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Insurance Claims Mushrooming?
Learn about resources we have in store to help you cap off your risk management 

program. Visit federatedinsurance.com or call 1-800-533-0472.

Ward’s 50® Top Performer 
A.M. Best® A+ (Superior) Rating

Federated Mutual Insurance Company and its subsidiaries*  |  federatedinsurance.com 
17.21  Ed. 5/19  *Not licensed in all states.  © 2017 Federated Mutual Insurance Company
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From early March to the present, we 
have been focused on COVID-19 and the 
Urgent needs in public policy and business 
– protecting associates, social distancing 
customers, ensuring product is on the 
shelves, and adapting to an increasingly 
online environment.

As we continue to adapt to the new 
normal of COVID-19 and look toward the 
rapidly approaching 2020 election with 
candidates and policies that will impact our 
businesses and customers in dramatically 
different ways, we must now move from the 
Urgent – calling for immediate attention 
to the Critical – the juncture where the 
consequences can change significantly for 
the better or worse.

While this same critical juncture is 
undoubtedly upon you at the state and local 
levels, I wanted to outline some of these 
critical considerations for candidates and 
policies federally.

There are a number of significant 
differences in policy and process that will 
likely impact your businesses, customers 
and communities, but these are some of the 
most important.

Taxes

The pandemic disrupted the economy in 
an unprecedented way, causing businesses 
to close and leaving many workers without 
jobs. The resulting unemployment 
insurance hole and lower tax revenue 
collections will likely lead to a rise in state 
and local taxes at a rate even greater than 
the 2008 recession. 

While state and local tax considerations 
are undoubtedly significant, Democratic 
presidential candidate Joe Biden has 
outlined his support for an increase in 
the corporate tax rate, the individual tax 
rate and the capital gains tax rate to fund 
infrastructure and other budgetary needs. 
You need to have these policy proposals on 
your radar.

Trifecta

The difference between a trifecta – one 
political party holding a majority in all 
three bodies (the House, Senate, and White 
House) – and divided government is one 
of speed and scope of policy changes. If 
Democrats gain control of the White House 
and the Senate, we should expect both speed 
of action and a broad scope of impact. 

The last Democrat trifecta occurred after 
the 2008 election of President Obama 
and lasted for two years from 2009-2011, 
which brought the major policy changes of 
the Affordable Care Act (Obamacare), an 
economic stimulus package (the American 
Reform and Recovery Act), and bank 
stabilization (Dodd-Frank Wall Street 
Reform). 

The last Republican trifecta happened 
after the 2016 election of Donald Trump, 
lasted for two years from 2017 to 2019 and 
brought the policy changes of tax reform 
(lower corporate and individual rates) and 
the repeal of the Obamacare individual 
mandate. 

Since no pundit is predicting a Republican 
trifecta, particularly because of the level 
of the Democrat majority in the House, 
considerations necessarily focus on 
potential Democrat-led priorities. 

We should expect that a 2021 Democrat 
trifecta would bring tax increases, a public 
option for health insurance for all, climate 
change legislation, unionization/labor 
reform, a federal minimum wage increase, 
infrastructure projects and economic 
stimulus focused on individuals. 

Potential reform of our electronic payments 
system and enhanced food assistance are 
two more policies on the positive side a 
trifecta might allow. While a trifecta makes 
broad policy changes possible, it is the 

INSIDE THE BELTWAY

m o v i n g  f r o m  t h e  U r g e n t 
t o  t h e  c r i t i c a l

worldwide events require our immediate attention. 
Policy decisions will soon be made that will have 
significant consequences on your business.

JENNIFER HATCHER

SENIOR VICE PRESIDENT, GOVERNMENT  
AND PUBLIC AFFAIRS FOOD MARKETING INSTITUTE
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filibuster that has generally slowed this 
progress.

Filibuster

President James Buchanan coined the 
phrase, “the world’s greatest deliberative 
body,” when describing the United States 
Senate more than 150 years ago. Frank 
Capra then put this deliberation and a 
demonstration of the Senate’s checks and 
balances on the big screen in 1939, with 
Jimmy Stewart, in "Mr. Smith Goes to 
Washington." 

Revising this filibuster rule and thus 

increasing the speed of potential policy 
changes is at the top of Democrats’ wish 
list. The rule has already been revised twice 
– using an approach once known as the 
“nuclear option” because it was seen as a 
last resort – in order to get judges approved 
more speedily. 

A Democratic Senate will almost certainly 
seek a third round of reforms to allow 
non-judicial policy changes, such as tax 
increases, to be exempt from the filibuster 
as well.

As we move from the Urgent needs of the 

day to Critical planning for the future, we 
need to consider these potential changes 
and their possible impact on our businesses 
and our associates for the better and for the 
worse with the recognition of the important 
role this election plays in the adoption of 
various policies. 

Visit our voting resources website, https://
fmiaction.mmp2.org/voting, to find 
information about your polling place and 
options for early or absentee voting. 

Your participation is both urgent and 
critical.

There are a number of significant differences in policy and 
process that will likely impact your businesses, customers 
and communities.

Atlanta Division | 404-348-0001 | HarvestSherwood.com

We are the preferred, value-added, primary distributor of 
protein and other perishable products to our customers.
Atlanta | Chula Vista | Cleveland | Denver | Detroit | Kansas City | Los Angeles
Miami | Orlando | Phoenix | Portland | Salt Lake City | San Diego | San Francisco
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WASHINGTON REPORT

The United States is poised to elect a 
president at a time in the nation’s history 
when Americans seem more divided and 
more uncertain than ever about their future. 

A pandemic has gripped the country for six 
months, setting a robust economy on its ear, 
and has contributed to a surge of political 
unrest nationwide.

Grocery retailers have strived to bring 
stability to daily life, and independent 
supermarket operators are uniquely 
equipped to monitor their communities’ 
pulse. The current pandemic has illustrated 
the agility and resiliency of independent 
grocers.

 The independent supermarket industry 
continues to experience ongoing and 
unexpected challenges as it works tirelessly 
to feed the American public. 

To help grocers meet these challenges, 
NGA urges quick and decisive action by a 
deadlocked Congress on several key items. 

Support for Our Supermarket 
Superheroes 
The bipartisan AG CHAIN Act (H.R. 6841) 
and FRNT LINE Act (S. 4213) provide an 
exclusion from gross income taxes and 

temporary payroll tax relief to essential food 
and agriculture workers. 

The industry’s ability to meet our customers’ 
needs would not be possible without the 
dedicated and talented frontline workers who 
show up to work every day to move product 
and keep store shelves stocked. 

While most grocers have increased pay and 
provided bonuses to their employees, the 
federal government should also recognize 
these individuals’ sacrifices. 

Liability Protection 
The SAFE TO WORK Act (S. 4317) would 

help ensure grocers are protected if they did 
their best to comply with federal, state and 
local guidance. Despite being designated as 
essential businesses, grocers are under threat 
of frivolous litigation for merely remaining 

open during the 
pandemic. 

Congress must protect 
essential businesses from 
unnecessary liability 
exposure provided 
these businesses take 
reasonable steps 
to comply with the 
guidance from the 
CDC, or other health 
authorities.

Incentivizing Work 
Congress should 
consider modifying the 

unemployment insurance (UI) program by 
adding a cap on total unemployment benefits 
at a certain percentage of the applicant’s 
previous compensation level, as an 
alternative to the current policy of offering 
additional benefits that have shown to be a 
disincentive to continuing or returning to 
work. 

Better SNAP Access 
To help grocers better serve consumers, 
NGA urges expanding access to the SNAP 
online purchasing program by providing 
grocers with technical assistance to help 

GREG FERRARA

PRESIDENT AND CEO 
NATIONAL GROCERS ASSOCIATION

P o l i t i c s  A s i d e ,  I n d e p e n d e n t s  
M e a n  B u s i n e s s

Independent grocers remain beacons of stability 
despite unexpected challenges, but to continue 
Congress needs to act.
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implement an online program and deferring 
expensive startup costs for retailers lacking 
the capacity and resources to get online. 

Additionally, Congress should consider 
emergency funding to help shore up the Gus 
Schumacher Nutrition Incentive Program, 
formerly known as the Food Insecurity 
Nutrition Incentive Program. This popular 
program increases the purchasing power 
of SNAP customers when they buy healthy 
fruits and vegetables. 

CBD Regulation

To help retailers fulfill the growing demand 
for cannabidiol (CBD) products, NGA 
supports regulating CBD as a dietary 
supplement. Removing CBD and hemp-
derived products from the Controlled 
Substances Act has led to the rapid growth 
in business and consumer interest, and CBD 

products have flooded the marketplace in 
various forms, such as tinctures, pills, lotions, 
and oils. 

Many independent food retailers have 
responded to this demand and are 
experiencing growing sales, but others 
are deterred by the lack of legal clarity 
surrounding CBD products. NGA supports 
common-sense FDA regulation of CBD 
products. 

Classifying CBD as a dietary supplement 
will ensure product safety for consumers 
while providing grocers with much-needed 
regulatory certainty.

Support from our lawmakers, regardless of 
political party, on these key issues will allow 
independent grocery operators to better 
fulfill their mission as essential businesses in 
feeding their communities, whether in times 
of crisis or normalcy.

To get involved, visit grocerstakeaction.org.

"Congress should consider emergency funding 
to help shore up the Gus Schumacher Nutrition 
Incentive Program"
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VIEWPOINT

G E T T I N G  P a s t  t h e  p a S T

KEVIN COUPE

FOUNDER, MORNINGNEWSBEAT.COM

“Are you anxious or depressed?”

My response: “Isn’t everyone at least a little 
anxious or depressed?”

She didn’t, to be honest, find it to be as funny 
as I did.

But of course, we are. To varying degrees, 
naturally, depending on our circumstances. If 
you have lost your job or are coping with the 
impact of COVID-19 coronavirus on either 
your health or the health of someone in 
your family, the anxiety levels, appropriately, 
probably are off the charts.

Me, I’ve been lucky.

Other than weekly six-mile trips to Stew 
Leonard’s, two trips to a Mexican restaurant 
13 miles away to do curbside pickup (it is a 
lot harder to find decent Mexican food here 
in Connecticut than in many other states), 
and one drive to a hiking trail about a dozen 
miles away, I haven’t been more than four 
miles from my house since February 26 … 
which is a huge change from my past life. 

I’ve not been to a restaurant or a bar or a 
theater of any kind and have no plans to … 
which also is a huge change from my past 
life. But that doesn’t mean I’m not anxious 
about it, if you’ll forgive the double-negative.

To a large degree, this is the consumer 
scenario that presents itself to retailers. The 
question is how resilient consumers will be 
and how retailers will respond to it.

Bloomberg recently reported on a new 
survey concluding that even as the US 
economy reopens – admittedly in fits and 
starts – “Americans aren’t much interested 
in going out and spending … When asked 
about their social plans after the economy 
fully reopens, more than half said they 
weren’t looking forward to going to a movie 
theater, sporting event, concert, or show.”

So much for resilience.

The survey concluded that many Americans 
had developed a fear of enclosed spaces, with 
a lot of concern about bars and restaurants 
… though about 75 percent of those 
surveyed feel okay going to independent 
local retailers (where, presumably, they feel 
the owners have a greater sense of culpability 
and dedication) and – wait for it – grocery 
stores.

To be fair, not everyone is worried about 
going to restaurants and bars. Their lack 
of concern often ends up on video shown 
on 24-hour news networks of people 
crowded around without taking appropriate 

precautions to prevent infection. And, it 
usually shows up in spikes in infection 
numbers.

A food executive I know told me about 
research showing that a significant 
percentage of coronavirus infections can be 
tracked to alcohol usage. Go figure. People 
use alcohol, and they lose their inhibitions 
and do stupid stuff.

Nobody should ever mistake stupidity for 
resilience.

Interestingly, Yelp recently analyzed its 
data and found that there is “a correlation 
between increased interest in restaurants, 
bars and nightlife, and gyms to a spike in 
COVID-19 cases across hotspot states.” 
Maybe the least surprising of mid-pandemic 
revelations, but still sobering. (Pun 
intended.)

The fact is that through all this tumult, 
food retailers have been an indispensable 
player, even as supply chains and tempers 
frayed. With this came challenges, as well 
as opportunities. Not to mention constant 
use of the quote often attributed to Winston 
Churchill: “Never let a good crisis go to 
waste.”

The pandemic has created both a stress test 
for retailers as well as what a food industry 
executive friend of mine calls “a forced 
incubator for new ideas to move the grocery 
industry even further and faster than it has 
moved in twenty-five years to a new place, 

I was getting a long-delayed physical the other day, 
and the nurse asking me a series of questions posed 
one that made me laugh out loud:
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with new services, new relationships and 
more trust than ever with its customers … 
and perhaps a new level of appreciation that 
could form a bond and confidence from 
our consumers … We have always had their 
backs, and we will always be there when they 
need us to provide them what they need to 
keep their families healthy and safe.”

I agree with all of this, but I am also 
interested in seeing what new ideas emerge 
from this forced incubator. Will resilience be 
trying to reinvent the past, or embracing and 
creating the future?

There remains, I think, a worrying belief – 
though maybe it is more of a hope – that at 
some point the world will return to what it 
was.

Financial Times columnist Tim Harford 
wrote a piece not long ago about something 
called “hysteresis,” in which the systems that 
existed pre-pandemic do not automatically 
return to their previous condition once 
the current crisis has passed – especially 
if we slide right into any sort of extended 
recession. 

Harford wrote, “Stretch a rubber band, and 
you can expect it to snap back when released. 
Stretch a sheet of plastic wrapping and it will 
stay stretched.” The economy and the culture, 
he argues, will be more like the plastic wrap.

“The effects can be grim,” he writes. “A 
recession can leave scars that last, even once 
growth resumes. Good businesses disappear; 
people who lose jobs can then lose skills, 
contacts and confidence … More than one 
study has estimated that, on average, victims 
of COVID-19 could have expected to live for 
more than a decade. 

But some of the economic damage will also 
be irreversible. The safest prediction is that 
activities that were already marginal will 
struggle to return … Ask, If we were starting 
from scratch, would we do it like this again?

“If the answer is No, do not expect a post-
coronavirus rebound.”

Businesses that ask themselves when things 
will go back to the way they were, when 

things get back to normal, are missing 
both the likely reality and the potential 
opportunity that the pandemic can provide.

There will be no “new normal” because 
“normal” can mean something very different 
depending on geography, demography, and 
a wide range of other factors. I prefer “new 
reality,” because it seems more anchored, 
more tangible.

A great example of this recently occurred not 
in the food business, but the movie business. 
AMC Theatres negotiated an agreement 
with Universal Pictures that will shorten 
the traditional 90-day window between 
theatrical releases and their availability for 
premium on-demand at–home viewing to 
as little as three weeks. It won’t be for every 
feature, and the time will vary depending on 
the film. 

Still, the point is that both companies - 

which until this agreement had been feuding, 
with AMC saying it would never play a 
Universal-released movie again – realized 
that the new reality was nothing like the old 
reality. In making the deal, AMC will get a 
piece of the action of home viewing money 
– a major concession by Universal and a 
major achievement for AMC. And, a major 
agreement that likely will reshape the entire 
industry. That’s what happens when you get 
past the past.

Let’s face it. Movie theaters were in trouble 
anyway because of expanded home 
entertainment options. The pandemic only 
accelerated the process (sound familiar?) 
because it closed theaters and forced studios 
to adopt new release options. 

By finding a way to work together rather 
than battling for supremacy, both sides have 
figured out that adhering to old ways of 
doing business simply did not make sense, 
especially because those old ways were at 
odds with what consumers seem to want 
from the entertainment experience.

I’m sure that everybody on both sides is 
anxious about what this all means, and 
is trying to figure out how resilience can 
best be achieved and what the future looks 
like. But they got over it, and embraced the 
essence of another Churchill quote:

“Don’t argue about the difficulties. The 
difficulties will argue for themselves.”

"Will Resilience be 
trying to reinvent the 
past, or embracing and 
creating the future?"
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OUTSIDE THE BOX
NEW RETAIL PERSPECTIVES

!

Paycheck Funds

Beauty brands and retailers are taking matters 
into their own digital hands. With all the store 
closures, these companies are focusing on live 
streaming by transitioning associates into digital 
beauty advisors, building online communities, 
and launching new products for GenZers – a key 
demographic.

Making it Up

While Congress argues over ways to replenish the 
Small Business Association’s Paycheck Protection 
Program information on who got the money 
before the funds ran dry are under scrutiny. 
It seems that construction companies and 
manufacturers got the lion’s share of loans under 

this program, retailers and restaurants that got hit 
hardest by the pandemic and have the largest job 

losses received less than 9 percent of the funds.
iStock

iStock

iStock

FINGER
GOOD?

LICKINʼ

Ikea stores may be closed, but customers 
can still get their favorite product. Not 
ready-to-assemble bookcases, but the 
chain’s famous Swedish meatballs with 
a Twitter recipe on how to make them 
at home. The recipes are done in six-
step line drawings like Ikea’s famous 
furniture instructions.

FOOD FIX

iStock
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Offering a bit of whimsy into a  
world consumed by more pressing 
matters, KFC Corp. was reportedly 
joining Crocs to produce limited-
edition clogs that look like fried chicken 
topped by chicken-scented drumsticks. 
They are to sell for $59.99, which is 
just a bit less than three buckets of the 
Colonel’s chicken.



PEOPLE
SHORTAGE

The Soft Sell

Having trouble finding new employees? 
Blame the gig economy. Trying to avoid jobs 
with a greater risk of exposure to COVID-19, 
employees are flocking to delivery companies 
like Instacart, FreshDirect and Shipt, which 
are on hiring sprees. Plus, these gig jobs often 
pay more and give deliverers the opportunity 
for significant tips.

iStock

iStock

iStock

FACING REALITY

Gurgling 
Along

Facebook, which has been slow to delete 
any content due to First Amendment 
concerns, particularly those from politicians, 
is becoming proactive when it comes  
to misinformation about the coronavirus. 
Now, anything that is deemed harmful to 
people, no matter the source, will be quickly 
taken off the site.

CONSUMER  
CRISIS 
BEHAVIOR

iStock

Coresight Research has issued a new survey on 
the coronavirus crisis and its impact on consumer 
buying behavior and how retailers are adapting 
with new business models. Examples include using 
technology like live streaming, virtual try-ons, 
and virtual storefronts to enhance the customer 
experience; extended features like save-a-sale 
programs and alternative payment options; cross 
channel selling; and, forming partnerships with 
other companies to diversify offerings.

Companies looking to keep themselves 
in the public eye during an advertising 
drought are becoming increasingly 
creative. The cooler brand Yeti has a  
streaming service called Yeti+. What 
are they showing? What else – streams.

With retail sales down a devastating 
8.7 percent, retailers are desperate to 
sell product. But how to do it in the 
time of a health crisis is the question. 
Experts suggest retailers and marketers 
reach housebound online customers 
that for every five posts on places like 
Instagram or Facebook, three posts 
should be about shopping and product 
and the other two about home life.

OUTSIDE THE BOX
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AGA MEMBERS COVID-19 STORIES 

Byars|Wright provided our first responders with an appreciation luncheon in all five communities 
where Byars|Wright offices are located. We are so grateful for their service to our communities year-
round, but especially now. In these unprecedented times, we are reminded that their duties go be-
yond the norm, never taking a break, and we wanted to say thank you to all those who serve! Police 
Officers and Fire Fighters in Homewood, Gardendale, Jasper, Cullman, and Alabaster were treated to a 

luncheon provided by local restaurants. We were thrilled to be able to cater these luncheons with our neighborhood restaurants so 
that we could support their businesses as well.  Providing lunches to our Gardendale police station was especially neat because our 
Grocery Insurance Expert, Paul Burnett, also serves as a Deputy Sheriff and is strongly connected with many of the officers. 
 
In addition, since the COVID-19 pandemic reached our community, Byars|Wright also sent team members to serve in various local 
organizations whose members were impacted. Many of our team members volunteered with Backyard Blessings each morning, an 
organization that provides food to children that are food insecure. We helped make sure that when schools were closed, those chil-
dren still received food! Other groups from our agency are volunteering during the workday with Meals on Wheels –delivering to 
the meal recipients and directing the Meals on Wheels pick-up with extra safety measures. This is an ongoing project and our team 
has enjoyed serving members of our community. 

Byars|Wright provides lunch to Gardendale firemen. Byars|Wright provides lunch to Homewood Police.  

Byars|Wright serves Meals on Wheels.  
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How can Byars|Wright help your business?
As a 75 year-old family owned and operated agency, Byars|Wright proudly serves 
all grocery related industries, from suppliers to vendors.

Our grocery insurance expert, Paul Burnett, 
knows exactly what you need. He can: 

•Create a customized insurance plan
•Identify key areas of potential risk
•Consolidate your insurance
through one agent for ease
of management

INSURANCE FOR THE 
GROCERY INDUSTRY
INSURANCE FOR THE 
GROCERY INDUSTRY
INSURANCE FOR THE 
GROCERY INDUSTRY
INSURANCE FOR THE 
GROCERY INDUSTRY
INSURANCE FOR THE 
GROCERY INDUSTRY
INSURANCE FOR THE 
GROCERY INDUSTRY
INSURANCE FOR THE 
GROCERY INDUSTRY
INSURANCE FOR THE 
GROCERY INDUSTRY

   with us for 15 years...He has saved us 
and our employees’ time and money. Our 
customers and employees love talking 
with him. He is the kind of worker who will 
take the time to explain things clearly and 
answer all of your questions.”  

    Paul is highly respected within the grocery industry and 
works extremely hard for his clients. Making the change to 
Byars|Wright was one of the best decisions our company 
has made.” 

Paul Burnett 
Byars|Wright CHOICE 

pburnett@byarswright.com 
205-221-8675

   Paul Burnett has been our insurance agent for 
16 years. We couldn’t have asked for a more 
informed and professional representative to 
assist us in our varied insurance needs. I feel 
confident that you will find Paul a valued 
member of your organization.”

Paul Burnett has been working

AGA 2019 Vendor of the Year Award 
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Quality service is 
the main ingredient 
in everything we do. 
At Bu�alo Rock, every day we strive to provide quality 
service to our customers. It’s a reputation we’ve built
for more than a century, and a source of pride to us. 
We’re equally proud of the communities we serve, 
and we stay dedicated to making them better places 
to live and work. The positive impact that we have 
in the places we do business will always be one of 
the most important services we o�er.

bu�alorock.com



AGA MEMBERS COVID-19 STORIES 

Buffalo Rock Company’s Tuscaloosa division partnered with the YMCA of Tuscaloosa, Boys & Girls 
Clubs of West Alabama and Walmart to do their part in providing school supplies for children in their 
communities. Buffalo Rock pledged to donate a portion of revenue on select packages on every 
Walmart Operation Backpack display for the entire month of July. The outcome was aimed to make it 
possible for local children to be prepared and excited with the proper supplies for the start of the 
school year whether learning virtually or in person. The total raised for Operation Backpack came to 
more than $3000 which will guarantee West Alabama youth head back to school with the tools to be 
successful. We were honored to work with these organizations and hope that we can continue this 
type of community outreach in the future. 

23              ALABAMA GROCER | 



Proud  
Supporter of:

TOGETHER 
TASTES 
BETTER
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AGA MEMBERS COVID-19 STORIES 

Willie Daniels (left) and Randy Prescott (right) of Coca-
Cola delivering the much-needed cooler to the Salvation 
Army. The Salvation Army is delivering meals to the  
elderly during the COVID-19 social distancing. 

Coca-Cola is a sponsor of  
Birmingham’s Great Grocery 
Give back. Each week they 
provide groceries to help lo-
cal furloughed and laid off 
individuals due to this un-
precedented Covid-19 pan-
demic.  

Coca-Cola donates product to the Boys and Girls Club of 
West Alabama. They are feeding children within the commu-
nity at 5 different locations who were getting lunches from 
the school system 3 times a week. 

Coca-Cola is also providing 
product to the Great Grocery 
Give back.  
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AGA MEMBERS COVID-19 STORIES 

As we face the impact of COVID-19 together, customers throughout the Southeast 
continue to look for ways to better support their families and communities. Because 
grocery remains one of the most stable parts of everyday life, Winn-Dixie’s parent 
company, Southeastern Grocers, continues to take steps to ensure the local com-
munity has access to their basic essentials in the safest possible shopping environ-

ment. Being a people-first company, our customers are at the heart of every decision we make, so giving back to the communi-
ty during this pandemic has also been priority.  
 
As the pandemic numbers and unemployment rates continued to rise, Winn-Dixie took additional measures to reach people by 
supporting local food banks through our partnership with Feeding America. During the pandemic, Southeastern Grocers do-
nated nearly $670,000 to serve families throughout our footprint. 
 
Southeastern Grocers believes there is no better time to spread kindness than during challenging times. Inspired by well-known 
filmmaker and Louisiana native Tyler Perry, who paid for the groceries of elderly shoppers at 29 of his home state Winn-Dixie 
stores, Southeastern Grocers paid for the groceries of thousands of health care professionals and first responders shopping 
at all banner stores on April 13. Community heroes in all seven of the states Southeastern Grocers serves were surprised at the 
register with free groceries to thank those working on the front line for making our communities safer.  
 
These are some of the ways Winn-Dixie has supported the local community throughout this pandemic. The communities we 
serve have inspired us, and it is our hope to inspire others. As a community, we are stronger together and we will win together 
with kindness. 
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Celebrating
the Power
of Partnership

RAI TMS is totally committed to 
our friends and partners of the 
Alabama Grocers Association. 

Anytime. Anywhere.
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• #1 Refrigerated Tea Item 
 in the Total U.S.* 

•  #2 Brand of Refrigerated Tea 
 in the Total U.S.*

•  Drove 69.4% of Category Growth*

•  Better For You Beverage:
 No Preservatives or Added Colors

•  Platinum Certifi ed 
 Zero Waste Manufacturer

•  Family Owned Company Since 1946

* Nielsen Data 52 Weeks, ending April 2020

Brewed Fresh  •  Simple Ingredients  •  No Preservatives

Learn more at drinkmilos.com

Nation’s Fastest Growing 
Refrigerated Tea Brand*
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AGA MEMBERS COVID-19 STORIES 

Milo’s Tea Donates Beverages to Birmingham Hospitals and Essential Workers Across 
the Nation 

 
Birmingham, Ala.— To offer support to healthcare professionals during the Coronavirus 
disaster, Milo’s Tea Company donated thousands of bottles of tea to five Birmingham-
area hospitals. 
 
The five hospitals that received donations via a partnership with Wood Fruitticher include: UAB Hospital, Grandview Medical Center, 
Brookwood Hospital, St. Vincent’s Birmingham and St. Vincent’s East. Each hospital was given 960 units of Milo’s various tea and lemonade 
flavors in 20 oz bottles.  The product was distributed to the hospital staff as a gesture of Milo’s appreciation.  
 
“The world is confronting an issue of enormous scale and human impact, and our thoughts are with everyone affected by COVID-19,” said 
Tricia Wallwork, Milo’s CEO. “The Milo’s team is committed to people first, which includes supporting the communities in which we live and 
work.” 
 
In addition to the local hospital donations, Milo’s also gave away more than 6,000 free gallons of its teas and lemonade to first responders, 
healthcare workers and essential workers across the nation. Recipients included firemen, policemen, national guard, FEMA, paramedics, 
doctors, nurses, hospital and nursing home staff, grocery workers and teachers, among others. 
Milo’s continues seeking donation opportunities to support individuals during this crisis. For larger donation requests please visit drink-
milos.com/donation-request. 

We were blessed at Hudds Food Center in Wilsonville, to have the pastor of one of our 
local churches come by each morning over the past several weeks during the height of 
COVID-19 to pray for our employees safety and the safety of our customers. 
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Utz Quality Foods, LLC
900 High Street, Hanover, PA 17331       1-800-FOR-SNAX        utzsnacks.com

@UtzSnacks

@UtzSnacks

@UtzSnacks

Enjoy these snacks from the family
of Utz® brands!



AGA MEMBERS COVID-19 STORIES 

Golden Flake is thankful to give back to our heroes— first responders! We are so thankful for 
the sacrifices you are making to care for your community. 

Golden Flake donation to local fire department.  

Golden Flake donation to Children's of Alabama hospital.  

Golden Flake donation to local police department.  
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AGA MEMBERS COVID-19 STORIES 

General Mills created a Kindness Isn’t Cancelled Challenge and these are some of our region’s activities: 
• Donating blood and plasma to the American Red Cross 
• Providing groceries, bottled water, handmade cards, and hand-packed care packages for healthcare workers, teachers, 
and loved ones 
• Handmaking masks and donating other healthcare supplies to local hospitals 
• Providing support and encouragement to sick family members, friends, and even complete strangers 
• Helping elderly neighbors with groceries and work, while also taking time to just check-in to make sure they aren’t lonely 

during these times 
• Donating books, art material, and even workstation supplies to ensure people can adapt to new WFH environments 
• Setting up donation drives and collecting gift cards for local healthcare workers and other charities 
• Our region donated our full $1,000 goal to Feeding America’s COVID-19 Response Fund! This equates to at least 10,000 meals going to 

families in need!! 
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A Regional Grocery Distribution Center Serving the Southeast Since 1945

For More Information, Please Call 1.800.447.7081 or Visit Our Website

www.MitchellGrocery.com

Serving Independent
  Grocers Across 
    the Southeast.

Providing Aggressive
  Retail Programs.

Centrally Located in 
  Albertville, AL.



AGA MEMBERS COVID-19 STORIES 

Blue Bell hosted several blood drives utilizing the bloodmobile. These are photos from a few of those events.  

Blue Bell Half Page Ad 
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   REAL COFFEE. REAL TEA.
 GUARANTEED GREAT.

5th Generation family owned and  
Birmingham based since 1906. 
Find us at your Local Alabama Grocer.

RedDiamond.com

BRING HOME THE
TASTE OF LEGENDS

Manufactured by 

Southern 
Classics Foods 

Brundidge 
Alabama

JohnnyFleeman.com
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AGA MEMBERS COVID-19 STORIES 

Red Diamond® Coffee and Tea donates time, effort and products to Great Grocery Giveback. Since its 
origins in 1906, Red Diamond® Coffee and Tea has been a family-owned business with a strong and 
enduring commitment to their hometown of Birmingham, Alabama. The dedication to community is 
evident in Red Diamond’s recent involvement with The Great Grocery Giveback. The Great Grocery 
Giveback is a program established to provide a full week’s worth of groceries every week to those who 
have been laid off or furloughed as a result of COVID-19. As of May 15th, Red Diamond has donated 
325 cases of Ready-To-Drink Tea along with 3,900 individual bottles. “The people of Birmingham have 

always been a huge part of the Red Diamond family” says Emily Wood Bowron, VP Strategic Marketing at Red Diamond. 
“We’re proud to be a part of this wonderful and growing community.” 

Manning, Inc. keeping their employees safe and community fed!  

37              ALABAMA GROCER | 



AGA MEMBERS COVID-19 STORIES 

The need for food assistance has reached unprecedented levels in this country due to the  
coronavirus pandemic with Feeding America® estimating that an additional 17 million  
Americans may face hunger, bringing the total to 54 million Americans. As part of their  
commitment to help alleviate hunger, Publix and Publix Super Markets Charities are continuing 
their efforts to provide needed support to local communities and families through a  
combination of financial contributions, donations of fresh produce and milk purchased from 
southeastern farmers, Publix’s in-store perishable food recovery program and its Food for 
 Sharing register campaign.  

  

Publix Charities is donating an additional $3 million to Feeding America member food banks and other nonprofit partners, bringing its 
total 2020 giving to $5 million. Earlier this year, Publix Charities donated $2 million to Feeding America member food banks to help 
provide food and other essential support to people impacted by the pandemic. Its latest donation will support 32 member food 
banks throughout the Southeast as well as 215 other organizations throughout Publix’s operating area. For a complete list of  
donations to Feeding America member food banks, visit publixcharities.org/hunger.   

  

Additionally, as the pandemic created an unexpected decrease in demand, many produce and dairy farmers across the Southeast 
found themselves dumping or plowing over product they could no longer sell. Meanwhile, food banks throughout the region were 
reporting substantial increases — some as high as 300% – 400% — in need. To bridge the gap, Publix implemented a program to  
purchase surplus produce and milk from farmers and deliver it directly to food banks. Since April, Publix has purchased and delivered 
more than 11 million pounds of produce and 500,000 gallons of milk to Feeding America member food banks throughout the  
Southeast.   

  

“Millions of Americans aren’t sure where they will get their next meal, and as a food retailer, we can make a difference,” said Publix 
CEO Todd Jones. “It’s been our privilege at Publix to help people in need for many years, most recently with our new program  
supporting farmers, food banks and families hit particularly hard by the pandemic. Publix is also grateful to Publix Charities for their 
continuing efforts to alleviate hunger in the communities we serve by bringing nourishment to people who need it most, especially 
during these difficult times.”     

  

A Visionary Partner of Feeding America, Publix has worked to alleviate hunger for many years. Every day in stores, as part of its  
perishable food recovery program, Publix associates gather wholesome but unsalable dairy, deli, meat and produce items to give to 
member food banks and other nonprofits. Since 2011, Publix has donated more than 525 million pounds of food, equaling over 400 
million meals, including more than 35 million meals already donated in 2020.   

  

Twice each year, Publix offers its Food for Sharing campaign, allowing customers to join in its efforts to alleviate hunger by making 
donations at checkout. Over the last 11 years, Publix customers have contributed almost $96 million toward hunger-relief efforts. 
Customers are invited to support their local food banks by making donations in stores Sept. 1 – 13.  

  

“Food banks across the country have been working tirelessly to meet increased demand, but we cannot do it alone,” said Claire  
Babineaux-Fontenot, CEO of Feeding America. “The most vulnerable people in our communities — including many children and  
seniors — need us now more than ever. Valued partners like Publix and Publix Charities allow us to respond more efficiently and 
effectively when our clients need us the most.”   
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Real Food for 
Life’s Moments



AGA MEMBERS COVID-19 STORIES 

Brett Meredith, CEO Community Food Bank of Central 
Alabama with Brenda Reid, Community Relations Manag-
er of Publix Atlanta Division. 

Just in Alabama Publix donated $184,000 to the Community Food Bank of Central Alabama, 
$90,000 to the Food Bank of North Alabama and $160,000 to Feeding the Gulf Cost.  
 
The total donated across Alabama was $507,500 in support to alleviate hunger across the  
state of Alabama.  

Michael Ledger of Feeding the Gulf Coast with Johnny 
Hankerson of Publix Supermarkets, Inc.  

Jeff Jeup District Manager of Publix Atlanta 
Division with Shirley Schofield, Executive 

Director of Food Bank Of North Alabama. 
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More Power in the Kitchen
Cooking with electricity saves money by giving you a cooler, more efficient kitchen. 
But now, cooking with electricity can also earn you up to $2000 cash back on the 
purchase of any new electric fryer, griddle or oven.* Learn more about electric 
cooking rebates, plus all the other benefits of electric cooking, and you will see 
how electricity gives you the power to save.

Go to AlabamaPower.com/foodservice or  
call 1-888-430-5787 for more details.
*Offer valid on eligible new installations and conversions from gas cooking equipment.





United - Johnson Brothers of Alabama 
Proudly Supporting The Alabama Grocers Association

For Over 
15 Years 

SERVING ALL 67 COUNTIES
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Contact Information
•New Account Managers Tommy Coghlan - 601-692-4122  and Brian Butcher - 256-307-9671 

•Retail Manager Jeff Brown - 205-830-9180   •Senior Sales Manager Tim Chaffin - 615-668-5512   
•Senior Vice President Jerry McCann - 205-531-2641

Piggly Wiggly Alabama Distributing Co. Inc.,  2400 J. Terrell Wooten Drive, Bessemer, Alabama 35020 

We recently added 12 highly trained
and skilled professionals to our already

outstanding store set teams?

Our delivery drivers 
are our own employees, and on 
average they arrive at their first
stop seventeen minutes early.

We send 44
checks to our 
retailers each
year? 

We send 44
checks to our 
retailers each
year? 

One of our retailers recently said...
“It seems like I get a check 

with every delivery!”

•Quarterly Interest Payments at 7.5% 
•Food Show Deals, Booth Deals 
•Volume Buy Deals 
•Ad Rebates 
•I-Pro Deals 
•Annual Patronage Dividends

DID YOU

...making investments ...making investments 
for our retailers futurefor our retailers futurepwadc

Piggly Wiggly Alabama Distributing.Co., Inc.
Visit us online - www.pwadc.netKnowKnow



BY JESSICA DUMONT
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BEFORE  COVID-19  BECAME A  REGULAR  PART  OF 
THE  WORLD ’S  VOCABULARY,  FEW COULD  HAVE 
EVER  PREDICTED  A  PANDEMIC  L IKE  THE  ONE 
WE ’VE  WITNESSED ,  AND  EVEN  FEWER WOULD  HAVE 
IMAGINED  THAT  THE IR  NE IGHBORHOOD GROCERY 
STORE  WOULD  BECOME SO  CENTRAL  TO  THE IR  
L IVES  AS  EVERYTH ING  ELSE  CAME TO  A  STANDST ILL . 

A few months wiser, we now know how and why the grocery industry, and the heroic 
people working in it, moved to the front lines of the pandemic. At every point, starting 
with panicked shoppers rushing to stock their pantries to social distancing and staged 
reopening, grocery stores have had to adjust their operations, serve customers and 
continue business under the most challenging circumstances. 

Now, as companies look to a post-COVID world, industry experts and grocery executives 
are trying to determine what’s next, and what a “new normal” will be as they take a look 
back at key learnings from the pandemic. 

GROCERS MOBILIZED QUICKLY
Government agencies played an important role in setting guidelines for businesses, 
including grocery stores. 

It was noted that the food distribution chain is critical to the public’s health, and that 
grocery stores should remain fully open and operational. Retailers were advised to ensure 
social distancing of six feet per person for both customers and employees, and to limit 
the number of customers in the store at one time. Retailers were encouraged to provide 
employee training on proper hygiene and handwashing, and to increase cleaning and 
sanitation of high-traffic areas. 

Continued on page 48 ▶
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◀ Continued from page 59

Some grocers mobilized in response to the 
coronavirus outbreak prior to guidelines 
from the Centers for Disease Control (CDC), 
while others implemented new procedures 
following official guidance. 

As COVID-19 began to surface more 
widely, retailers were quick to embrace 
recommendations from the CDC, and also 
took their own measures based on their 
teams and local communities.

In addition to limiting traffic in stores, 
increasing overnight cleaning with third-
party crews, offering senior hours and 
providing masks to associates, some retailers 
only opened every other check stand to make 
sure employees had plenty of space. 

Grocers made wearing gloves and face 
coverings mandatory for associates to better 
protect themselves and customers.

COLLABORATION ACROSS PUBLIC  
AND PRIVATE SECTORS
According to Doug Baker, vice president 
of industry relations with FMI – The Food 
Industry Association (formerly the Food 
Marketing Institute), close coordination 
with government agencies was key in the 
successful response not only from grocers, 
but the foodservice industry as well. 

Nationally, FMI was able to work with the 
U.S. Department of Agriculture and the 

Food and Drug Administration along with 
local authorities to get waivers so they could 
redirect food from foodservice to grocery. 
This allowed restaurants to sell their food 
in grocery stores, even though it wasn’t 
packaged according to retail requirements. 

“Having those strong relationships at  
various levels of government was significant,”  
Baker said. 

Various levels of government and local 
jurisdiction have also proven to be difficult, 
however. The way regulations kept changing 
on a daily basis around guidance, health 
and safety requirements was challenging. 
Regulations were different locally, with some 
counties coming on board later than others 
around things like masks, social distancing 
and sanitation protocols. 

WHAT IS “NORMAL” IN STORES NOW? 
The general consensus among experts and 
retailers is that the “new normal” will include 
some of the practices that have come into 
play since COVID-19 entered the U.S.  

With reports stating COVID-19 could surge 
again in the fall, many retailers will keep 
stock of protective gear and keep plexiglass 
barriers up at check stands. 

Most retailers will also continue to encourage 
customers to wear masks if they want and 
provide gloves and masks to their teams. 

Many experts believe people will decide 
where they shop based on their perception of 
how safe they are. It will e incumbent upon 
retailers that they do everything possible to 
have the cleanest and most sanitary shopping 
place available.

Detailed cleaning of high touch areas like  
pin pads, check stands and door handles  
will remain important, possibly remaining  
in place for the next several years. 

Retailers’ foodservice departments will look 
different as stores continue to reopen and 
adjust their operations post-COVID. 

FMI's Baker expects self-service 
departments, like salad bars or hot bars, 
will go behind the deli rather than being 
self-service. Alternatively, retailers may start 
to have these areas staffed by an employee 
to serve customers instead of them helping 
themselves. 

The other big change retailers expect is 
that customer count will remain low while 
volume will be up. many retailers began 
seeing increases in February, and at the  
time were uncertain what was driving the 
increases. 

By March, it was clear the growth was related 
to COVID-19, and grocers saw a steady 
increase in volume until mid-March. 

 Companies look 
to a post-COVID 
world, industry 
experts and grocery 
executives are trying 
to determine what’s 
next, and what a 
‘new normal’ will be 
as they take a look 
back at key learnings 
from the pandemic.”

◀ Continued from page 47
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Since the outbreak, many retailers have seen 
a drop in customer count but a boost in 
basket sizes.

A LOOK AT THE SUPPLY CHAIN 
Though manufacturers didn’t face the public 
directly, the impact of COVID-19 on their 
operations, and on the supply chain, has 
been massive. 

First, there was the panic phase, which 
experts say wasn’t an issue of supply chain 
as much as demand overload from worried 
consumers. For example, Baker said that in 
March, the U.S. went through 12 weeks of 
safety stock in a matter of 10 days in certain 
paper categories.

“I’ve had a few people ask me, ‘Is it really 
demand or do we really have a shortage?’ 
And I said, ‘The consumer demand is what 
created the shortage,’” he said. 

And while the supply chain is seen as 
resilient among industry groups, Baker 
noted when a customer walks into a store 
and doesn’t see the product they want on the 
shelf, for them it doesn’t seem resilient.

The issues in supply have led the 
manufacturing side of the industry to have 
conversations around how to be more 

efficient to get products on the shelves, and 
how the situation could be improved to 
reassure consumers. Manufacturers have 
experienced the pandemic differently and 
have tried to respond in turn. According to 
the Food Institute, Hershey’s saw sales of 
products like cocoa and chocolate chips jump 
30 percent as more people baked at home. 
Quaker Oats and Frito-Lay saw revenue 
increase about 7 percent. Companies have 
said they will try to have more inventory  
on hand and respond faster when possible  
to meet consumer demand. 

In the meat category, Tyson Foods. Inc. 
reported a 92 percent growth in pound  
sales during the peak stock-up period in  
March compared to the same week last  
year. The company is adjusting its 
expectations of what and how people will 
buy meat in the future, including a shift 
toward less expensive cuts as the economy 
enters a downturn.

Now, while most of the crushing demand 
has slowed down for things like paper goods, 
new issues have arisen around the meat 
supply chain as manufacturers have had 
reported cases of COVID-19 and have had 
to limit the number of employees working 
in facilities to adhere to social distancing 
guidelines.

Retailers felt the impact on the supply chain 
and realized that it’s more vulnerable than  
the industry thought. 

“When plants close, there’s a long-term 
impact on the industry. We’re seeing that 
right now with beef; we’ve had challenges 
with chicken and pork,” one retailer said.  

An additional challenge with the supply 
chain is when the company has supply chain 
issues, its costs go up, which means the 
customer also sees price increases.

As the food industry looks to adjust to what’s 
“normal now,” Baker said shortages may 
remain, unless sales abate and consumers  
feel more comfortable they have what they 
need in their homes. That will give the 
supply chain an opportunity to rebound  
and refill the supply chain.  

“We have to anticipate that we’ll continue to 
have some shortages within manufacturing 
and food processing simply because of 
social distancing requirements,” he said. 
“And that will quickly become the new 
normal until there’s something from 
the medical community that will allow 
us to increase the labor activity.” 

◀ Continued from page 48

 “Retailers felt the impact 
on the supply chain 
and realized that it's 
more vulnerable than 
the industry thought.” 
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THE SURGE OF E-COMMERCE AMID COVID
As more people looked to stay home and 
avoid public places, e-commerce surged  
well beyond anything companies have ever 
seen. According to Baker, about 3 percent of  
retailers’ sales were online prior to COVID-19 
 and amid the pandemic, they’ve surged to as 
much as 50 percent of some grocers’ sales. 

“I think grocers have done an amazing job 
of trying to keep up with this unexpected 
demand and this exponential increase  
in online orders,” said Diana Medina, director 
of e-commerce solutions at Inmar. “Many 
of them were not even set up, especially 
independent retailers, to accommodate online 
orders, and they were very resourceful in that 
process.”

Medina noted that retailers who were not 
set up for e-commerce began taking orders 
over the phone or by email to meet consumer 
needs amid the outbreak. 

THE FUTURE OF E-COMMERCE
As grocers look ahead, Medina recommends 
they consider owning more of their 
e-commerce infrastructure so they can  
be better prepared for growing demand. 
With the recent exponential growth of  
sales, retailers that have a comfortable 
amount of cash on hand could make smart 
investments in their online infrastructure.

“They don’t necessarily have to go big and 
purchase every single piece of equipment or 
technology that is out there, but I think they 
need to be very realistic about where they 
are in the evolution of their e-commerce 
program,” she said.

For larger grocers that don’t already own 
their e-commerce experience end-to-end 
(meaning they partner with a third party 
like Instacart or Shipt or other fulfillment 
platform), Medina thinks the pandemic may 
have shown them the importance of being 
more involved in their experience. 

“Understanding now that a much larger 
volume of their orders are going to go 
through an online channel means they’re 
going to have to be a lot more careful about 
how they manage those aspects of the 
interaction with the customer,” she said. 

And for smaller grocers and independent 
chains, Medina said this is an opportunity  
to learn how to scale their e-commerce  
better and enhance their operations for 
future growth.

“Some of the crazy volume will dissipate a bit 
and normalize, but I do believe customers 
will be more willing to participate in online 
ordering now that they have removed barrier 
in their minds and are more comfortable 
with the service now,” she said.

Baker also noted the growing role of micro-
fulfillment in grocery e-commerce and 
how more grocers could invest in that as 
online sales continue to be important. With 
online sales forecast to be $143 billion by 

Proudly supports Essential Workers in the grocery industry, 
Healthcare Workers, and First Responders. 

Thank you for all you do!

◀ Continued from page 50
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2025, according to the FMI’s predictions 
with Nielsen, which Baker said they’ll 
soon revise, the industry needs to speed up 
online fulfillment and make it more widely 
available. 

Today most online orders are picked from 
the same store customers and third-party 
shoppers, like Instacart contractors, are 
picking from. They are dealing with the 
same out-of-stocks, and the process is labor 
intensive, taking about 60 minutes per order. 

“Micro-fulfillment is one option for retailers 
to be able to respond to that,” Baker said. 

In some cases that could mean operating 
dark stores with human employees, which 
banners like Whole Foods and Kroger are 
testing. In other cases, retailers can set up 
a micro-fulfillment center using robotics, 
which can also be set up in a dark store or in 
the back of a fully operating store. 

With micro-fulfillment, 60-minute picks 
can be brought down to six minutes, which 
opens more windows for consumers to place 
orders and get their products more quickly.

“We see that there’s going to be some 
additional growth in micro-fulfillment 
whether it be in a standalone facility or in a 
back room of a large grocery store,” Baker 
said. “And that takes pressure off the center 
store, it takes pressure off stocking and it 
takes pressure off the supply chain as well.” 

THE INDUSTRY WILL REMAIN ESSENTIAL
Whether it’s improving e-commerce 
operations or equipping stores for a safer 
in-person shopping experience, retailers will 
continue to be alert and responsive even as 
the COVID-19 pandemic subsides.

“There are really two audiences that retailers 
are going to respond to,” Baker said. “Their 
government and their consumers. Retailers 
will take that feedback seriously. Retailers 
are focused on keeping their customers and 
staff comfortable, and they’ll follow whatever 
regulations are required of them.” 
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For decades, IGA has been synonymous  
with community-based retailing and 
a champion of independent operators 
worldwide. Today, the company and its  
retail members, like many others, are  
facing the challenge of operating during  
the worst pandemic in a century and 
confronting what may be a new era for 
retailers in a post-COVID-19 world.

AGA met with CEO John Ross recently to 
discuss IGA’s retail realities in Asia and the 
U.S., current solutions, and what the future 
may hold for the company, its retailers, and 
the entire industry.

Alabama Grocer : How extensive is 
the IGA banner in China?” 

Ross: “We have a little over 1,000 stores, 
but there’s a great disparity. In China, only 
about nine owners operate 1,000 stores – 
basically they are large chains. But in the 
U.S., we have about 1,300 stores and maybe 
1,200 owners.”

Is there a variation in store size  
and geography?

“Absolutely. On one end, there are 5,000 
square-foot community stores all the way 
up to mall-based units at several hundred 
thousand square feet that are like multi-level 
department stores – more like a Super Target. 
And the majority of stores are suburban, 
semi-suburban and semi-rural.”

Including Wuhan?

“Wuhan is our headquarters, and we  
do have stores there.”

Since China was the epicenter  
of COVID-19, what was the  
initial impact?

“We didn’t close any stores, but we did  
limit hours. It was imperative to redeploy 
labor to restock and clean. IGA retailers in 
the U.S. also had to shift hours to keep the 
stock moving.”

It seems there’s a lot of similarity 
between China and the U.S.

“Yes, but at different times. The China 
outbreak started in January, but the same 
things happened in March and April in  
the U.S. Similarly, we saw a huge sales 
increase early on at some stores in  
China with people hoarding shelf-stable 
foods and cleaning products – way above 
normal consumption patterns.”

How involved was the  
Chinese government?

“The stores had to decide how to operate  
in this environment in advance of what  
the government would say. In hindsight,  
no one was as prepared as we should have 
been. However, we could see the train 
coming. Early on we implemented policies 
on wiping down surfaces and posting 
greeters at the front door to issue masks  
to associates and customers.” 

Did you see a similar explosion in 
online orders when the outbreak 
started? What impact did it have on 
in-store sales and traffic?

“It’s hard to know because both are up.  
Our stores outside the U.S. are more 
mature in terms of e-commerce. So many 
of them have had online alternatives for a 
while. That said, when you have a 300–400 
percent increase in demand you need the 
e-commerce infrastructure to handle it.  
In the first few weeks we were trying to 
figure things out and probably left some 
volume on the table.

“But there’s no evidence to suggest that  
in-store sales were down as a result of  
online revenues. On a positive note, we  
think the majority were new shoppers.”

What about supply chain issues  
in China?

“Same as you see here. We have very modern 
food distribution networks in other countries 
designed to deal with variances like a sales 
spike or some other temporary situation. 
However, manufacturers can only run so 
much safety stock, which is when we started 
to see shortages.”

Did that mean limiting  
consumer purchases?

“In some cases like disinfectant, wipes, 
beans and rice. In some markets it was a 
directive. Others simply did it as a courtesy 
to all shoppers. Some of those standards 
were relaxed as the crisis evolved and the 
availability of supplies increased.”

15  MINUTES WITH…

CHIEF EXECUTIVE OFFICER

IGA, INC.

J o h n  R o s s

Continued on page 56 ▶
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◀ Continued from page 54

But you were also able to expand the 
supply chain?

“Yes. In the early weeks of the program 
we began to get into secondary sources of 
supply like commissaries, schools, hotels and 
restaurants. Some odd SKUs showed up in 
packaging that you wouldn’t usually find in 
supermarkets, but shoppers bought them.”

Are you pushing for improvements 
in the U.S. supply chain to avoid 
scenarios like this? 

“We’ve learned a lot more about our entire 
supply chain from the farmer to the store in 
the last few months. Clearly, there are many 
stops along the way where demand or illness 
can disrupt the process.

“But let me just say that the U.S. supply chain 
is nothing short of miraculous. Companies 
are working 24-hour shifts, and supervisors 
are working 14-hour days to meet demand.

“The good news is we can look at our  
analysis of sales in China as a predictor  
for what’s likely to happen a month from 
now domestically.

“When we analyzed China sales and placed 
them on top of U.S. sales, there’s a remarkable 
correlation to shoppers’ response to the 
virus in China and here in terms of runs 
on products like frozen and shelf-stable.”

Let’s focus on the U.S. now. How 
effectively have independents 
approached the situation?

“We are not an authoritarian government 
like China with de facto guidelines and 
directives. So independents judge for 
themselves what works best for their stores.

“But because state guidelines are all over 
the board. What you have to do in densely 
populated areas like New York or Chicago 
may be completely different than what you 
have to do in the Carolinas.

“Many retailers have not been sure of what 
policies to put in place in terms of masks, 
limiting shopper purchases, or limiting  
the number of shoppers in the stores at  
one time.”

How has IGA corporate been 
involved?

“We don’t often direct. Our job is to 
support and help so we’ve been sharing our 
experiences in China with independents, 
including best practices on how to grow 
sales, protect shoppers and associates, as 
well as our brand. These policies worked and 
helped keep all U.S. stores open. We simply 
passed along some strict guidelines and said 
that if you (retailers) follow them, everybody 
will be safe.”

Have retailers been diligent in 
following the guidelines? 

“I’m confident they are.”

Have you worked with them to obtain 
federal funds that have been available 
to some businesses?

“Well, we make resources available through 
our IGAalert.com website. It’s where we post 
all COVID-19 information so retailers won’t 
be confused about what they are supposed to 
do. We’ve also partnered with NGA and FMI 
on webinars, and we are doing weekly calls 
with our advisory board to discuss issues. 
Payment Protection Program loans have 
been a big one.”

What do they want to know?

“They’re asking if they’ll be in trouble later 
on if they take the loan and the guidelines 
change. These are legitimate questions 
considering the confusion surrounding 
federal policies.” 

Are you working more closely with 
suppliers and wholesalers and what 
support you getting from them?

“As close as we can. We’ve talked about the 
work we’ve done in China, and I think it’s 
helped them galvanize their own teams and 
apply insights to their own businesses.”

I know you were preparing to roll 
out a private label redesign and 
expansion. What’s the status of that?

“Product is rolling into stores as we speak. 
But we’ve delayed the big marketing push to 
shoppers because people are buying whatever 
is in stock right now.”

How are private label sales?

“We expected a good year. The business is 
up dramatically from last year. But we don’t 
want to launch a major campaign only to 
have it get lost in all the COVID-19 stuff.

“Since a vaccine isn’t likely any time soon,  
the big question is what’s happening with  
the average American over the next six to  
12 months. The reality is we’re going to  
have a lot of financially stressed shoppers 
trying to feed their families.”

 “Our long-term goal is to lower the 
average food costs to our shoppers.”
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Is private label well-positioned  
to deal with that?

“We believe that thousands of Americans 
bought private label simply because it  
was in stock when there were shortages.  
But they’ve since discovered it’s a great 
product, and they’ll sometimes stay with  
it because of financial insecurity. But it 
means retailers will have to make sure  
the deals are available and private label 
programs are great.”

It’s hard to conceive at this point.  
But what’s a post-COVID environment 
look like for independents?

“I think we should again look at China.  
The restaurants are open, but they’re  
empty because the largest segment of the 
population – older consumers – is still  
afraid to go out. Also, about one-third  
of the restaurants there didn’t reopen  
because they didn’t have the cash flow  
to keep the business going.

“I believe local products – from produce, 
meat, and dairy to local specialty products –  
will be critical as a resource for consumers 
who need family meals and may still feel 
uneasy about food safety along the supply 
chain. The more local your food, the fewer 

touchpoints it has along the way. Having 
quality local food options will end up serving 
all independents well as long as we keep 
up our service. Frankly, it’s a great time to 
increase our share.”

There is the question of online 
shopping and how to get people  
back into the stores.

“It was already growing by a high percentage 
in the U.S., but off a small base. I still think 
the U.S. is probably five years behind most 
developed nations in this area. However, 
COVID-19 proved to be a huge accelerant 
because people have been afraid to shop the 
open stores.”

And moving forward?

“Because of inertia, some shoppers 
may never go back to the stores, 
and everyone is looking at the cost 
structure of e-commerce orders.

“It’s great that the average online ticket is 
three times the normal, and the margins  
tend to be slightly better. But none of us  
have figured out the pricing model yet.”

Then now is the time for 
independents to increase 
their online capabilities?

“If you look at what’s likely to happen, 
there’s going to be a cycle of episodic 
reinfections. This will likely lead to periods 
of openings and closures by marketing area 
and by county. Any retailer that’s not doing 
e-commerce should be, and those with a 
program should be accelerating it. We believe 
that 65 percent of e-commerce growth is 
coming from new shoppers.”

What about getting people back in 
stores and convince them that they 
and the workers are protected?

“What we’re doing now is the key to  
keeping our associates and shoppers safe – 
and getting them into the store. Things like 
wiping down surfaces, eliminating crowding, 
and ensuring everyone wear protection will 
build loyalty among consumers.”

Do you foresee long-term changes to 
the store itself?

“Coming out of this, we have to figure out 
how things like salad bars and self-serve 
areas will have to change. People are nervous 
about others touching their food, and we 
may have to shift from ready-to-eat to  
ready-to-cook meals.

“That’s great for IGA since we have a 
Blue Apron style program in some stores. 
Products like this may change the nature  
of how meals are served and keep shoppers 
in the stores.”

What else might change?

“We are learning that we can run a grocery 
with fewer items. The long-term impact will 
be SKU rationalization.”

Could that benefit private label?

“Maybe. But manufacturers have really  
taken the reins. A great example is frozens. 
Pre-COVID-19 the category had been 
down for several years, and last year it was 
up. Private label didn’t drive this. It was 
innovation, new formatting, and on-trend 
packaging and flavors that got shoppers  
more interested in the category.”

 “The good news is we can look at our analysis of 
sales in China as a predictor for what’s likely  
to happen a month from now domestically.”

Continued on page 58 ▶
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How do you think that will shake out?

“It might be better for everyone if I can 
operate an aisle with 80 percent of what I 
had before. It’s easier for the consumer, it’s 
easier for the manufacturer to keep one line 
running longer at a lower cost and it’s easier 
for me to manage my inventory.”

“Our average store has about 38,000 SKUs. 
The average Trader Joe’s, for example, has 
about 6,000. Look at the spread and see  
who has higher profitability per square  
foot and a higher turn on invested capital. 
We’ve all been chasing choice, which may 
not have been in our best interest long term. 
It may be a good idea to redeploy just 20 
percent of inventory dollars.”

What might be the result?

“If I take 200 SKUs out and put in two that 
are more productive and open up a market I 
never had before, I’m looking at real growth. 

“I guess we’ll be much smarter about how to 
drive innovation in stores without having to 
fill every square inch.”

Does that mean a shift or decline in 
promotional funds?

“Customers are going to need those funds 
next year more than ever before. My message 
to suppliers is whatever you’re going to 
spend, we need more. At the end of this, we 
will have pushed a lot more volume through 
our stores. But, our costs are way up. Will we 
end up making more money? Well, that’s still 
a jump ball.

“Our long-term goal is to lower the average 
food costs to our shoppers. We’ll do our part 
with private label. But manufacturers have to 
look at subsidies and promotions.”

What else can IGA do to promote 
lower-priced options?

“At the end of the day, the cost of goods is 

what it is. Our wholesalers do a great job 
of negotiating on behalf of retailers. But 
the mass discounters like Walmart have 
an advantage because they can take lower 
margins on food and make it up in other 
categories like soft goods. It can feel like 
you’re constantly fighting a promotions  
game with one hand tied behind your back.”

But overall, you seem pretty positive 
about the future.

“Consumers say they want fresher, healthier 
foods from local growers, and they want to 
trust their food – a trust that was accelerated 
by the virus. Last year IGA had one of the 
best years in its history, and I believe we 
will come out of this with an even stronger 
growth model. Shoppers know that we 
always have what they want.” ■

Super Foods Supermarkets is proud  

to support the communities we serve in  

both Luverne & Greenville.  

 
      For more informa�on contact:   

      John M. Wilson 

      P.O. Box 247 

      Luverne, AL 36049 
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Our Classic Taste is Lookin’ Fresh
The #1 cheese in the Upper Midwest now has a new logo, redesigned packaging

and a fun, engaging brand personality, all under a new name
 Crystal Farms® Dairy Company.
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S h o p p i n g  t h r o u g h  t h e  P a n d e m i c

MOMMY BLOGGER

KIMBERLY RAE MILLER

WRITER, ACTRESS

I thought everything would be fine in a 
couple of weeks if we all stayed home.  
I thought we had enough toilet paper.  
I thought we could just order groceries 
online if we needed them. I was wrong  
about so much.

I’ll be honest, I haven’t stepped foot in a 
grocery store since early March. My job  
was on the early end of sending employees 
home to work remotely. My husband was 
still commuting to his office, my daycare  
was still open, and I’d just finished  
dropping everyone off at their respective 
locations and decided to play hooky to  
go grocery shopping.

My local Facebook moms’ group had  
been circulating photos of the grocery  
stores in our community. Pictures of long 
lines and bare shelves were the norm, but 
there were slivers of hope, people were 
posting the places we could still find paper 
towels, diapers, formula, and ground beef.  
I decided it was now or never.

I called from my car and what sounded like 
the voice of a teenage boy greeted me.

“Good morning,” I said. “Do you still  
have food?”

He laughed. “For now, but there’s a line  
of about 100 people outside.”

I arrived five minutes after the doors opened 
and the store was packed, but everything I 
needed was there, and they had toilet paper. 
We’ll be good for two weeks, I thought. By 
then, everything will be back to normal.

I remember looking at a fellow shopper in a 
mask and plastic gloves and thinking she was 
going a bit overboard. Times change quickly.

By the following week my town was overrun 
with COVID-19 cases. I live just outside a 
major hotspot, where we’ve had our own 
sizeable outbreak. The tiny community 
hospital I’d had my daughter at exactly a  
year earlier was struggling to keep up.  
Just going for a walk around the block felt 
like an act of bravery.

My husband is now responsible for the vast 
majority of our in-store shopping, going once 
a week to pick up odds and ends and things 
that toddlers will actually eat. He’s reported 
different experiences at different stores. 
One smaller shop we frequent price gauged 
everything so much that we blew our entire 
monthly food budget for a week’s worth of 
groceries. Ten dollars for a can of beans. 
Fifteen dollars for a gallon of organic milk. 
We’ll probably never go back there, even 
after all this is over.

But the vast majority of his outings, he  
says, have been positive ones. “Honestly,  
the people who work there have been really 

upbeat,” he says of another grocer that has 
become our pandemic go-to, “they joke 
around, lighten the mood – those little 
moments of humanity really help.” 

Even noting one time when store staff had 
to quickly deescalate a fight among patrons, 
something that I assume is entirely outside 
their job purview, but he said they handled it 
expertly. My guess is tensions running high 
in the produce section are no longer a rarity.  

A former military man, my husband 
appreciates order, and has been particularly 
impressed with the way they’ve kept traffic 
moving within the store, each aisle is now 
marked clearly for one-way browsing.

While there would normally be a number of 
lines open for checkout, including a self-
serve section, things are now streamlined so 
that everyone has to checkout through one 
of two cashiers who always have, he says, 
been in positive spirits. He also appreciates 
the notices posted throughout the store that 
provide updates on foods and supplies that 
are out of stock.

He makes a point of greeting everyone who 
works there and thanking them for their 
service – grocers have become everyday 
heroes. We couldn’t live without them.  
We know they’re putting their lives at  
risk. We appreciate everything they do  
for us… and we’ll never complain about  
slow checkout again. ■

I’ve learned that grocers really are everyday heroes.
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AGA Association Health Plan

AGA’s Health Plan is designed to provide lower rates  
and long-term stability to its members. Plan options include  

medical coverage from BCBS, dental coverage from  
Delta Dental, and vision coverage from VSP.

For more information, please contact:

Medical Rates As Low As:
Single: $470.63  |  Employee + Spouse: $926.25

Employee + Child(ren): $859.40  |  Family: $1,315.03

Open Enrollment: November 2 - 20, 2020 
Coverage Effective: January 1, 2021

Patrick Pittman  |  ppittman@cobbsallen.com  |  205-874-1268
Matthew Cate  |  mcate@cobbsallen.com  |  205-874-1226
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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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