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PRESIDENT’S MESSAGE

Happy New Year!

E L L I E S M OT H ER M A N TAY LO R
P R E SI DE N T
A LA BAMA GR OCER S AS S OCIAT ION

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.
I know all of us are glad to see 2020 in
the rear-view mirror and look forward to
new beginnings and our new normal. As I
reflect on 2020, I have never been prouder
to represent the grocery industry and our
Association.
During this pandemic, grocers have worked
around the clock to supply food to Alabama
families while at the same time implementing
new policies of social distancing and
limiting capacity in stores. In addition,
grocers protected 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.
Your Association has worked hard to
remain strong and more vital than ever,
helping the retail community navigate these
uncharted waters. We worked with state and
local officials, federal agencies, and federal
associations to keep members up to date
by sending out almost 200 emails and over
100 social media posts in 2020. We held
weekly calls, participated in countless media
interviews regarding the role of the grocery
industry, distributed over 100,000 masks and

gloves to members, and even created a new
media campaign called Shop Safe Alabama.
A COVID-19 video and magazine were
created to highlight the important work of
our members during the pandemic.
The pandemic created financial challenges
for the Association with the elimination
of some events and the creating of hybrid
events like our 2020 Annual Convention.
These fundraisers provide over 2/3 of our
income for the year. Amazingly, even with all
the event changes and cancellations in 2020,
we still finished our fiscal year in the black. I
cannot thank our members enough for their
support!
As move into 2021, we will continue to see
challenges in our industry both at the state
and federal level. As the Alabama Legislature
begins on February 2, our top priority will
be liability protections for our members
during the pandemic and vaccinations
for food and beverage workers. We have
established a tremendous relationship with
Dr. Scott Harris, State Health Director,
Alabama Department of Public Health and
have developed a state letter that will allow
the food and beverage industry to receive

vaccinations as soon as they are possible
in Phase 1b. Other top priorities include
alcohol home delivery and any opportunity
to remove the sales tax from groceries. We
also expect to see legislation regarding wine
shipment, lottery, medical marijuana, the
renewal of economic development incentives
and legislation to protect federal COVID
payments from state taxation.
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 need your help
in 2021 to ensure our Association remains in
a strong financial position. Please consider
supporting the Association in 2021 by being
a sponsor or supporting an event throughout
the year. Go to www.alabamagrocers.org
to sign up or simply donate at
www.alabamagrocers.org/associationdonation-form/
Thank you for being a member of the
Alabama Grocers Association! ■
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CHAIR’S MESSAGE

2020, What a Year

HARO L D G A R R ET T
G AT E WAY FOODS
A BA CHAIR MAN OF T HE BOAR D

years from now I’m sure we will look back with
stories to tell of some great accomplishments,
panic buying, supply chain issues, and labor issues.
As I sit here in December, I’m thinking
“we’ve almost made it!” 2020, what a year!
Or should I say, “What a year?” Either way
seems fitting; years from now I’m sure we
will look back with stories to tell of some
great accomplishments, panic buying,
supply chain issues, and labor issues. Some
stories will be told with pride. Unfortunately,
some stories will be told with great sadness.
Our Association, like our industry, also
experienced many new hurdles. I mean, like
who wrote this script?
There have been some naysayers along the
way, so let’s just take a look back:
“You cannot have a convention this year,”
they said. Well, we did! The Association
staff re-invented the convention and gave
us the first-ever hybrid convention— Covid
Kosher! With over 100 attendees, it was a
huge SUCCESS.
“If you have a convention, it will lose
money,” they said. Well, how about
$170,000 in profit?
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“In a year like this, you can’t start new
programs,” they said. Ok, this year our
Association staff worked to develop an
association health care plan with affordable
health insurance plans for members that
otherwise could not provide coverage to
their employees.
“If you have that silent auction, it will be a
flop,” they said. So, let’s build an app that
lets everyone bid whether they are in
Destin, or sitting in their own home. That
app helped raise over $11,000 for the AGA
Scholarship Foundation.
“There’s no way to have a group fundraiser
this year,” They said. The Association held
its first-ever Clay Shoot in October with 72
participants. Covid Kosher, a great time was
had by all – very profitable once again.
I guess if you look at 2020 with a glass-halffull attitude, you will see there have been
some great strides made by this Association.
I have not even mentioned the work that
has been done on the AGA, BAB and Eat

at Home Alabama websites: all are being
maintained in-house now! There is a new
app on the horizon. This app will allow
members to connect and share information
quicker than ever. Also, during the fourth
quarter, the Association released its ROI
Investment tool, which assists members with
events and sponsorships availability, giving
a good picture of what the ROI would be on
each event.
In closing, I was thinking back on 2020 the
other day. It came to mind that in 1918-1919
we experienced a deadly pandemic – the
Spanish Flu.
In 2019-2020 we also experienced a deadly
pandemic, Covid-19.
So if any of you guys are still hanging around
here in 2119, you might think about stocking
up on toilet paper! Be ahead of the game, you
heard it here first! ■

Quality service is
the main ingredient
in everything we do.
At Buffalo 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 offer.

buffalorock.com

VIEWPOINT

Z oom Towns, 15-Minute Cities,
& The Dawning Of Opportunity
K E V I N CO UPE
F O U NDER , MOR N IN GN EWS BE AT.COM

Big stores catering to suburbia are staging a
comeback, but retailers should continue to
explore smaller formats that can fit into
new developments.
I hate it when I’m proven to be wrong.
I especially hate it when I should’ve
been right.
Case in point – the urbanization of
America, which had the potential of
being a significant change agent for a
lot of retailers that depended on the
suburbs for most of their business.
For years now, I have been arguing that a
lot of retailers were dependent on a set of
scenarios for their success. Young people get
married while in their mid or late-twenties,
have a few kids, move to the suburbs where
they buy a house with a basement and a
two-car garage, plus a minivan or SUV
that they would use to ferry their kids back
and forth to school and extracurricular
activities, as well as to stores where they
would do big shopping trips.
My argument was that retailers building
stores designed to cater to this demographic
could find themselves disadvantaged as
certain trends unfold. People are getting
married later, if at all, and having fewer
children. They are also moving back to
America’s cities, living in smaller homes,
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and might not even own cars…all of
which meant that retailers might need to
recalibrate their approach to a lot of things,
including real estate selection and format.
I was cruising along, making that point
in speeches and columns, supremely
confident that the research backed up my
logic. In retrospect, it also may be that
my conclusions were colored by my own
preferences – I’ve lived in the suburbs for
virtually my entire life, and am anxious for
the opportunity to move to a more urban
environment. (Probably a good thing I am
a pundit, not a researcher.)
And then, COVID-19. Pandemic. And the
world changed.
It has been instructive to read a number of
stories chronicling the degree to which the
pandemic has reshaped public preferences
and tastes in terms of where people want
to live.
Fast Company had a story the other day
about how “boom towns” have given way
to “Zoom towns,” or communities that are
friendly to the remote employees that have
grown in numbers since the pandemic hit

and forced the virtual shutdowns of many
urban areas that for months resembled
ghost towns.
“There has been a drastic increase in
remote work since March, when the
pandemic hit the U.S., Fast Company
writes. “Nearly 60 percent of employees are
now working remotely full or part time,
according to a recent Gallup poll. Nearly
two-thirds of employees who have been
working remotely would like to continue
to do so, according to that same poll. That
would seemingly give workers a lot more
flexibility when it comes to where they
call home.” Flexibility, it seems, that made
many people prefer communities with
fewer than 25,000 people, “were within
10 miles of a national park, monument,
forest, lake, or river; and at least 15 miles
from a census-designated urban area.”
Anecdotally, there have been a lot of
stories about this recently, talking about
how residential and commercial rents in
suburban areas are on the rise while in
cities they are declining.
So maybe I was wrong. Big stores catering to
suburbia – and growing rural areas that are
becoming suburb-like – may have more of a
future than I thought.
Except…

VIEWPOINT

“I am intrigued by the notion
of 15-minute neighborhoods,
because it expands the concept
beyond an urban framework.”

iStock

There’s an interesting twist to this
preference. Just because people don’t
want to live in an urban area – when
you’re worried that there could be
yet another shutdown because of a
pandemic (it seems inevitable that there
will be a COVID-21 or COVID-23),
having a yard and a patio seems like a
fairly high priority – doesn’t mean you
don’t want urban-style amenities.
In the town where I have lived in
Connecticut for more than three decades,
for example, there is an enormous amount
of development going on, creating
mixed-use developments that will offer
housing, offices and urban-style retail.
These developments were being planned
before the pandemic, but their makeup
is changing with virtually every passing
day, as the developers deal with changing
demographics (people who have moved
to the area from New York City just since
February, seeing a ’burbs as being safer,
more nurturing, and an environment
where pandemics and other natural and
unnatural disasters can be ridden out in
greater comfort) and subsequent interest
from retailers that previously might not
have been interested in such a location.

All of which makes me think that even if
there is a more robust future than I might’ve
predicted for big suburban stores, it also
might make sense for some of those retailers
to continue to explore smaller formats that
can fit into such developments. They could
quite literally be feeder stores – outposts
that would establish brand relevance in a
smaller footprint, focusing on fresh food
within their walls, but also serving as
e-commerce pickup locations that are
closer to the ultimate consumer.
I’ve also been intrigued by the coining of
another new term – the “15-minute city” –
that is relevant to this conversation.
This term is used to describe a small city in
which virtually all your needs can be met
within a 15-minute walk or bicycle ride.
If you don’t work at home, you can walk
to your office. Your kids can walk or bike
to school. You can walk or bike to a wide
variety of retailers and restaurants.
Paris, France, has embraced the concept
of a 15-minute city – or at least creating
15-minute neighborhoods within its
borders – as a way of improving its
ability to recover from the impact of
the pandemic.

It builds community, and can help improve
sustainability and the health of locals when
done right.
I am intrigued by the notion of 15-minute
neighborhoods, because it expands the
concept beyond an urban framework.
A 15-minute neighborhood would
be one in which residents have large
expectations that they will expect their
local governments, school systems and
yes, their retailers, to meet or exceed.
Are you prepared to address and cater to
those expectations?
Mark Twain once said, “Buy land, they’re
not making it anymore.” The fact is, new
opportunities for retailers to find ways to
be relevant and resonant to their customers
are emerging every day. The pandemic
refocused people’s minds and priorities,
and if retailers adjust along with them,
reinventing and rethinking their offerings,
there may be considerable upside.
Of course, I could be wrong. ■
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GOVERNMENT RELATIONS

Legislation Preview

PAT R I C K M C W H O R T ER
LEG I SLAT IV E R EPR E S E N TAT IV E
T H E M CWHOR TER GR OUP

As the pandemic continues to rage and the process
of vaccinations is slow to get going, the Alabama
Constitution requires that the Legislature meet to
convene the 2021 session at noon on February 2.
As the pandemic continues to rage and the
process of vaccinations is slow to get going,
the Alabama Constitution requires that
the Legislature meet to convene the 2021
session at noon on February 2. Legislative
leaders have announced that after much
deliberation, all legislative activity will take
place within the State House, although other
venues such as the Renaissance Convention
Center were considered.
How much public access will be allowed
is still not known. The Secretary of the
Alabama Senate, Patrick Harris, issued
a press release last Friday saying that
technology has been updated, and public and
lobbyists will be allowed into the building
after temperature checks at the door, but only
to Senators’ offices by appointment.

The House of Representatives will have
a new voting system that operates from
personal electronic devices. They will be
spaced out across the House Chamber, the
Gallery and other areas of the 6th floor. We
are told a policy concerning public access to
the House portions of the building and to
legislators will be announced this week.
Still unknown is how, or if, the Governor
will make the traditional “State of the State”
address to the Legislature. We expect it will
be made available online.
On top of all this, Senate President Pro Tem
Del Marsh announced in December that he
would no longer serve in that capacity, and
Sen. Greg Reed of Jasper was elected to the
top Senate position. Sen. Clay Scofield of
Guntersville was elected to replace Reed as
Senate Majority Leader. We anticipate that

Sen. Tom Whatley of Auburn, a great friend
of grocers, will replace Sen. Cam Ward as
chair of Senate Judiciary Committee.
With all that being said, much work faces
legislators as they come to Montgomery.
Several important pieces of legislation were
left hanging from last year’s abbreviated
session, including the renewal of economic
development incentives, liability protections
for businesses, and legislation to protect
federal COVID payments from state
taxation.
Rumors continue that legislators may meet
at the appointed time, go into special session
on these particular issues, then recess
until later in the year, hoping vaccinations
cover enough of the state’s population to
create “herd immunity.” Most experts say
the vaccinations will be widely available
by late April or early May. However, the
Constitution also mandates that the session
must end by May 19, which means we may
see several special sessions over the summer
and fall.

Our top priorities for this year will be the alcohol
delivery bill, liability protections and any opportunity
to remove the sales tax from groceries.
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GOVERNMENT RELATIONS

There have already been 104 bills filed in
the House for this session. Most notable to
our members is House Bill 101 by Rep. Gil
Isbell of Gadsden. Gil has worked the past
couple of years to approve home delivery of
beer and wine for grocers. We continue to
work with ABC officials and plan to have this
important legislation approved, somehow,
this year.
Only 13 bills have been filed in the Senate in
advance of the session. But traditionally, they
are slower to introduce their legislation prior
to the start of session.
Our top priorities for this year will be the
alcohol delivery bill, liability protections and
any opportunity to remove the sales tax from
groceries.

On January 9, the Alabama Department of
Revenue released numbers showing the total
revenue received by the state in the year
2020. A total of $12.2 billion was collected
in 2020 for both budgets, an increase of
more than $2.3 billion from five years ago.
Income tax accounted for 48% ($4.9 billion)
of 2020 revenues. Sales taxes comprised 38%,
business and license taxes 9%, property taxes
4% and motor vehicle fees 1%. Property tax
collections in 2020 totaled $3.1 billion. Sales
tax collections were a record $2.5 billion,
up about $50 million from 2019. The 197
local sales, use, rental and lodgings taxes are
collected from 160 localities, the report said.
Business and license tax collections
surpassed $1 billion for the first time,
breaking the 2018 record by about $92

REAL COFFEE. REAL TEA.
GUARANTEED GREAT.

million. The biggest differences came
in diesel and gasoline increases, which
accounted for about $165 million more than
in 2019. Business licenses issued statewide
fell to 227,343 in 2020, the least since 2016,
but fees collected were the third highest,
behind 2018 and 2016. The business
privilege tax for companies to do business
in Alabama brought in a record amount of
nearly $150 million.
However, all the news is not good. The
Legislative Fiscal Office Director reported
that gross receipts for the last 3 months of
2020 only grew at a rate of about 1%, or $3.6
million. The good news is that legislators
reserved about $400 million from the last
fiscal year to cover any shortfalls we may see
during this year. ■

5th Generation family owned and
Birmingham based since 1906.
Find us at your Local Alabama Grocer.
RedDiamond.com
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GOVERNMENT RELATIONS
2 0 21 L E G IS L AT I V E A ND REGUL ATORY AGE NDA
1. Ensure liability protection for businesses
during the COVID-19 pandemic. A
business shall not be liable for the death
or injury to persons or for damage to
property in any way arising from any act
or omission related to, or in connection
with COVID-19 transmission or a
covered COVID-19 response activity,
unless a claimant shows by clear and
convincing evidence that the claimant’s
alleged death, injury or damage caused
by the business was wanton, reckless,
willful or intentional misconduct.
2. Work to limit outside wine shipments
into Alabama that will hurt retail sales.
Ensure that as part of any wine shipment
discussion, tax and regulation fairness,
as well as proper training, are 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.
3. 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 its consumers. Prevent bills that
deter benefits for Alabama consumers.
Also ensure that Alabama receives the
maximum benefits during the COVID-19
pandemic.
4. 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
12 | AL AB AM A G R OC E R

marijuana at work or shows up to work
under the influence of marijuana – even
if the employee needs it to treat a medical
condition. Employers should be allowed
to enact employment policies that
prohibit any use of marijuana.
5. 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.
6. Prevent additional regulation from
government on retailers, suppliers,
wholesalers at the state and federal levels.
7. Defeat legislation that would increase
new taxes on industry products such as
tobacco, candy and soft drinks which are
oftentimes easy targets.
8. Support the Healthy Food Financing
Initiative. Continue to work with likeminded groups and lawmakers at the
state and federal levels to secure funding
and resources. Now more than ever, the
grocery industry has established that
they are essential businesses for our
community.
9. 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.
10. 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.
11. 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.
12. 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.
13. 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.
14. 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.
15. 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. ■

AGA NEWS

AWARD WINNER ANNOUNCEMENTS

Bill Davis

Kirk Clark

Bo Taylor

We are happy to announce our 2021
Retailer of the Year is Mr. Bill Davis of
A&R Super Markets, Inc.! We will be
celebrating him at the Food Industry
Finest Luncheon on October 27, 2021.

We are happy to announce our 2021
Wholesaler of the Year is Mr. Kirk Clark
of Mitchell Grocery Corporation! We will
be celebrating him at the Food Industry
Finest Luncheon on October 27, 2021.

Mr. Bill Davis is a graduate of Auburn
University and is married to his high
school sweetheart Ann. His family has
been in the grocery business for over 85
years. His grandfather bought ownership
in A&R Food Stores back in the early
1930’s and their family has been keeping it
rolling today!

Mr. Clark began his grocery career in
1978 with the Winn Dixie Company,
serving in various roles from grocery
stocker to store director. After leaving
Winn Dixie in 1998, he went to work
for Mitchell Grocery Corporation.
Today Kirk serves as the Director of
Merchandising. Mr. Clark is married to
his wife Cindy and they have 2 boys.

We are happy to announce our 2021
Vendor of the Year is Mr. Bo Taylor of
Coca-Cola Bottling Company UNITED,
Inc.! We will be celebrating him at the
Food Industry Finest Luncheon on
October 27, 2021.

We are pleased to honor Bill with the
2021 Retailer of the Year Award!

We are pleased to honor Kirk with the
2021 Wholesaler of the Year Award!

Austin S. “Bo” Taylor is the Region Vice
President of the newly formed Central
Region of Coca-Cola Bottling Company
UNITED, Inc. He is responsible for
25 franchised Coca-Cola territories
operating in four states. Active in the
community, he has served on numerous
boards during his career including
Hoover Athletic Association, Hoover
Youth Sports Council, and Metro Baseball
Inc. Bo and his wife, Jana have three sons,
Alec, Sean, and Austin.
We are pleased to honor Bo Taylor with
the 2021 Vendor of the Year Award!
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AGA NEWS

AGA 2020 Yearly Sponsors
To calculate the 2020 yearly total we added the total company donation for the Foundation Spring Event;
Foundation Fall Event; Foundation Silent Auction Monetary Donations; Digital Magazine Advertising;
Convention Sponsorship, Advertising & Exhibit Booth; the Member Only Communities App Sponsorship;
EatAtHomeAlabama Website Sponsorship; Food Industry Finest Sponsorship and any other Association
or Foundation Monetary Donations. We do not include the Dues, Convention Registration & Hotel or cost
of items purchased at the Silent Auction. Sponsors will receive recognition in the app based on levels.

Below is the current levels of the 2020 Yearly
Sponsors that will be listed in the AGA Members
Only Communities App.
Elite – $15,000+
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AGA NEWS

Premium Sponsors – $10,000 +

Partner Sponsors – $2,000+

Alabama Crown

A&R Super Markets

Altria Client Services

Blue Bell Creameries

Associated Grocers of the South

BTC Wholesale Distributors

Federated Insurance

Bunzl

Merrill Lynch

Buy Lo Quality Foods

Mitchell Grocery Corporation

Campbell's Snacks

Piggly Wiggly Alabama Distributing
Company

Crystal Farms

UNFI

Krispy Mixes

Utz Quality Foods/Golden Flake

Milo's Tea

Choice Sponsors – $5,000+

MolsonCoors

Alabama Power Company

RJ Reynolds Tobacco

Associated Wholesale Grocers

Sherwood Foods

Bimbo Bakeries

Smuckers

Byars Wright

The Kroger Company

Flowers Baking Company

Wells Blue Bunny

Frito Lay

Whitiield Foods

Post Consumer Brands

Winn Dixie

Red Diamond

Affiliate – Less than $2,000

Retail Data Systems

Advantage Sales & Marketing

Sunkist/Canada Dry

Alabev

Truno

Aline Greeting

Walmart

Bengal Products

Gateway Foods

China Doll
Cobbs Allen
Community Coffee

Mrs Stration's Salads
Royal Foods
Sargento
Sunset Farm Foods
Super Foods Supermarkets
Tampico
WorldPay

Country Delite Farms
Dutch Farms
Fleeman's Gourmet
FMS
Forster & Howell
Fourth Ave. Supermarkets
Manning, Inc.
Mayfield Dairy Farms
Moore's Marinades & Sauces
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SECOND ALABAMA INDEPENDENT RECEIVED
NOD TO ACCEPT ONLINE SNAP
Online SNAP Background
The 2014 Farm Bill mandated a pilot
be conducted to test the feasibility and
implications of allowing retail food stores
to accept SNAP benefits through online
transactions. For households to make online
purchases, the online shopping and payment
pilot is required to be secure, private, easy
to use, and provide similar support to that
found for SNAP transactions in a retail store.
Benefits cannot be used to pay for fees of any
type, such as delivery, service, or convenience
fees. The pilot was to involve at least five
online retailers in at least three states. The
goal was to ensure that the foundational
infrastructure necessary for running SNAP
transactions online operates in a safe and
secure manner.
On Sept. 15, 2016, FNS released a request for
retailer volunteers to solicit applications for a
two-year SNAP Online Purchasing Pilot.
In January 2017, the selection of eight
retailers for the initial launch of the SNAP
Online Purchasing Pilot (i.e., Amazon, Dash’s
Market, Fresh Direct, Hy-Vee, Inc., Safeway,
ShopRite, Walmart Stores Inc., and Wright’s
Markets, Inc.). Since that time, FNS offered
participation in phase one of the pilot to
additional retailers.
Based on selections made by each retailer
during the application process, and
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subsequent agreement by the state agency,
the eight states were selected to be part of
the pilot.
Alabama, Iowa, Maryland, Nebraska, New
Jersey, New York, Oregon, and Washington.
The SNAP Online Purchasing Pilot began
April 2019 in the State of New York,
followed by Washington in January 2020.
In early March 2020, Alabama, Iowa, and
Oregon also launched the SNAP
Online Purchasing Pilot. On
April 1, 2020, the SNAP Online
Purchasing Pilot expanded to
Nebraska.
As of December 14, 2020,
SNAP Online Purchasing is
now available in 47 States. In
Alabama, the SNAP Online
Purchasing is available at ALDI,
Amazon, Walmart, and Wright’s
Markets, Inc.
Second Independent
Retailer Going Live with SNAP Online
Purchasing in 2021
In a press release from FNS in November
2020, they announced that USDA was
working diligently to bring new smaller,
independent grocery stores on board the
SNAP Online Purchasing Pilot. Nearly a
dozen retailers across several states were
currently going through the approval

and testing process with FNS and aim to
implement online purchasing in the
coming months.
AGA is thrilled that member Piggly Wiggly
#36 in Deatsville, Ala., owned by Keith and
Paula Holley, is part of this expansion.
AGA had a chance to speak with Marlayna
Brown and Laken Holley, daughters of the
Holley’s that are running their two Piggly
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Wiggly stores about their new SNAP Online
Adventure in December. Their advice to
other small independents looking to get into
the program was to just go for it. It will be
totally worth it because the clock ticks on
and you do not want to fall behind.
These two ladies had been working on
getting their Deatsville store on Online
SNAP before the pandemic by utilizing
information they found on the internet. They
admitted it was a long process, but one they
wanted to undertake for their customers.
Since the pandemic they are trying to find
even more ways to get customers in and out
of their stores safely. They have seen a 3040% increase across the board in their stores
and being able to add the Online SNAP, will
be a huge blessing.
When AGA spoke to them in December,
they were already in the testing phase and
were looking to be fully launched by January
2021.

History of Holley Oil
The original Boy's store in Slapout, Ala. was
purchased by the owner, Mr. Keith Holley's
father, Denson Holley, and his business
partner Jimmy Davis in 1966.
The Slapout store was purchased from Mr.
Denson and converted to Piggly Wiggly in

The Pine Level store has a Little Caesars
Express, an AFC Sushi bar, hand cut
meat department, full deli including a
sandwich bar, which offers freshly smoked
meats as well as its own brand of locally
roasted coffee.

They would encourage fellow grocers to
take advantage of this opportunity and
reach out to begin the process of launching
online programs for EBT/SNAP customers.
Government officials both federal and state
have been a huge help with paving the way
for others like them. They say it is a
blessing to have this option as an
independent retailer.

Customers First Philosophy

For more information, visit
ShopAtPigglyWiggly.com ■

2009 by Mr. Keith Holley and they opened
the Pine Level location in February 2018. It
truly is a Piggly Wiggly like no other.

One thing they all say daily around there
is to just always be grateful for each and
every customer, verbally say thank you for
choosing to do business with them, and truly
listen to the feedback and take action. That is
exactly what they did with the Online SNAP/
EBT program. When the pandemic hit,
there were no guidelines for grocers. They
immediately launched the online curbside
pickup and delivery in March to help the
Autauga County Emergency Response Team
be able to get groceries to those most in need
and it caught on immediately with their
customer base. Shortly after, their customers
who currently use the SNAP/EBT program
wanted a safer way to shop as well, so their
work began. The benefits of their efforts have
shown up in increased sales and customer
satisfaction.
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Association Response to COVID-19
Media Interviews/Print

Social Media

• Television Coverage – WBRC 6 Fox
Birmingham; WALA Fox 10 Mobile;
WHNT-CBS 19 – Huntsville; ABC 33/40
Birmingham; WIAT 42 CBS Birmingham.

• Posted almost every day on Facebook/
Twitter. Sharing posts from members.
Sharing TV interviews and posting
information about
#SupermarketSuperHeros. Over 300
Facebook/Twitter posts have been
broadcasted for 2020 to date.

• Print Coverage – Alabama Daily News;
Anniston Star; Business Alabama;
Tuscaloosa News; Montgomery Advertiser;
Birmingham News; Birmingham Watch;
Decatur Daily; Florence Times.
• Developed Shop Safe Alabama Campaign
for the months of April, May and June in
Birmingham, Montgomery and Mobile

• Coronavirus Resource Page on AGA
website.

Calls & Councils
• AGA Weekly Calls from March – May

• Audience numbers were over 3 million
with a publicity value of over $40,000.

• FMI Daily/Weekly COVID-19
Communication Calls

• Conducted numerous interviews
in-person and virtually with news
media throughout the state on grocery
industry issues during COVID. Topics
included food shortages, industry
response and safety protocols, price
gouging, social distancing practices,
and supply chain issues.

• Small Business Council Commission
Task Force

• AGA honored front line workers with
Alabama Spirit of America Award.

• Worked with the Governor’s office
regarding the Coronavirus including
State of Emergency and Safe/Safer at
Home Orders. These included 50%
occupancy, social distancing, and
sanitation protocols. Governor Ivey
sent a “Thank You” Address to all state
grocery workers. There were 21 State of
Emergency and 21 Safer at Home
Orders that were communicated to the
membership.

• AGA presented membership a COVID-19
video at Annual Convention.
• Created a COVID-19 Special Edition
Alabama Grocer magazine to highlight
members response to the pandemic and
highlight the grocery industry.
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• Bi-Weekly NGA Governmental
Affairs Calls
• Weekly Alabama Department of
Agriculture Calls

Written Communication

• Worked extensively with municipalities
across the state on local orders affecting
the grocery community including
individual mask orders and occupancy
limits. Worked to help them understand
the additional burdens that their actions
would cause the industry.
• Guidance from the CDC/OSHA/FDA
and industry partners on Coronavirus
information, symptoms, and employee
and company protocols including almost
weekly updates and record requirements.
• Guidance from EEOC on regulations
relating to COVID-19 for employers.
• Worked with the Alabama ABC
Board on responsible vendor
requirement delays and Emergency
Curbside Alcohol Delivery.
• Guidance from the Small Business
Administration relating to Paycheck
Protection Program (PPP) and loan
forgiveness.
• Worked with the Alabama Department of
Public Health on guidance for businesses,
checklist for store operators, cleaning and
disinfection recommendations, guidance
on mass gatherings, restrictions on travel
and pandemic number information. Also
worked with ADPH on the suspensions
of in person grocery inspections unless
there were customer complaints or a
specific health outbreak nonrelated to
COVID-19.
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• Worked extensively with the Alabama
Department of Human Resources on
P-SNAP and P-EBT. The “Families First
Coronavirus Response Act” allowed
SNAP benefits to increase up to the
maximum and removed temporary work
requirements for able bodied adults
without dependents (ABAWD). This
increase was approximately $42 million
in extra SNAP dollars per month starting
in March. In the months of May and
June, a total of $127,718,333 was given in
P-EBT. P-EBT provides children who are
eligible for free or reduced-price school
meals with benefits on an EBT card (the
child's school must be closed for at least
5 consecutive days due to COVID-19).
Each student was given $313.00 for 2.5
months of school closure.
• Worked with Alabama Department of
Public Health/WIC on WIC minimum
requirements, pricing increases, item
substitutions and vendor requirements
including price surveys and contract
renewals.
• Worked with the Alabama Department
of Agriculture and Industries on
the suspension of in person grocery
inspections unless there were customer
complaints or a specific health outbreak
nonrelated to the Coronavirus.
• Worked with the Alabama Attorney
General’s (AG) office on issues relating
to price gouging and how AGA members
could respond effectively back to the
AG’s office on these unsubstantiated
complaints. Also worked closely with
AG on the response of the City of
Montgomery to occupancy guidelines.
• Worked with the Alabama Department
of Revenue on delays in state tax filing,
corporate income tax filing, financial
institution excise tax and business
privilege tax as well as tobacco stamp
issues and payments.
• Worked with Alabama Law Enforcement
Agency (ALEA) and the Alabama

Department of Transportation (DOT)
on DOT relief for wholesalers and
manufacturing companies. Vehicles were
waived from DOT hours of service and
vehicles providing direct relief in support
of COVID-19 could carry 90,000 lbs.
gross weight on state and interstate routes
in Alabama. Also identified grocery
workers as critical infrastructure and
provided documentation for workers.
ALEA also granted extensions for
CDL licenses.
• Worked with the State Fire Marshall to
develop a statewide guideline in reference
to occupancy limits.

unemployment. Also informed members
of increased payments on unemployment
and Benefit Notice to Employees Upon
Separation.
• In total worked 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.
• Provided AGA members with posters and
materials to use on numerous issues such
as product shortages, social distancing,
price gouging, mask wearing, etc. ■

• Worked with national partners
Food Marketing Institute, National
Grocers Association, and the National
Association of Convenience Stores on
numerous pieces of COVID-19 legislation
including the “Families First Coronavirus
Response Act”.
• Worked with numerous companies
including Warren Averett, Lehr
Middlebrooks, Cobbs Allen, Maynard
Cooper, and others to provide our
members seminars on topics relating to
COVID-19 including the Families First
Coronavirus Response Act and Guidance
on Presidential Executive Order
Deferring Withholding and Payment of
Social Security Tax.
• Worked with the Alabama Restaurant
and Hospitality Association to connect
those in the restaurant industry that had
lost their jobs with grocers in need of
workers.
• Worked with ALEA and the Alabama
Department of Homeland Security on
securing more than 75,000 masks and
60,000 gloves for the grocery industry
and AGA members.
• Worked with Alabama Department
of Labor on relief for workers that
were unemployed and fraudulent
claims against AGA members on
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2021 BOTTLER OF THE YEAR:

COCA-COLA BOTTLING CO. UNITED
Southeast bottler nearly quadruples in size,
embraces team mentality
The idiom “United we stand, Divided we
fall,” emphasizes the importance of unity
and the imminent success that’s likely to
come from uniting people for a common
goal and a common good. With “united”
part of their company name, Coca-Cola
Bottling Co. UNITED and its 10,000
associates are teamwork personified.
Each day, they ensure that more than
1,200 SKUs of carbonated soft drinks
(CSDs), still and sparkling waters, sports
drinks, energy drinks and ready-to-drink
teas and juices are delivered to more
than 150,000 customers across six
Southeastern states.

president and chief executive officer
(CEO), assumed the bottling company’s
mantle of leadership in April 2016.
Beginning as a part-time accounting
clerk in 1979, Sherman has been with
The Coca-Cola System for more than
“41-derful years,” he proclaims.
“I feel very fortunate and grateful to be
part of this great enterprise,” the CEO
says. “I’ve learned over the years that

all Coke bottlers, while fundamentally
serving the same purpose, are unique.
This could be due to geography, market
density or consumer differences. From
Coke UNITED’s perspective, I believe
our uniqueness begins with our culture
and purpose. Coke UNITED exists and
excels for the benefit of our associates,
consumers, customers, communities and
owners.
“This order is deliberate because we
deeply believe that if we invest and
provide resources for our associates, our
No. 1 priority, and treat them with respect

Founded in Birmingham, Ala., in 1902
by Crawford Johnson Sr., Coca-Cola
UNITED rose from humble beginnings
when Johnson Sr. left Chattanooga, Tenn.,
for Birmingham with $12,000 and a plan
to start a Coca-Cola franchise with one
“employee,” and a mule named Bird,
which he used to make deliveries.
Now a fifth-generation family company,
Coca-Cola UNITED takes pride in its
historic roots, family-centered values
and culture, warehouse automation
innovation and growth that accelerated
more than three-fold as John H. Sherman,
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Members of Coca-Cola UNITED’s leadership team pose in the company’s new $86 million South Metro Atlanta
sales and distribution facility. Pictured front row, left to right, Victor Ragland, director of the Atlanta Division
and John Sherman, president and chief executive officer; back row, left to right, Crawford Jones, vice president
of the East Region; Billy Johnson, director of warehouse operations; Mike Suco, senior vice president and chief
commercial officer; Abby Whitmire, director of public affairs and communications; and Grant Rafield, director
of lifecycle innovation and demand planning. (Photo by Clint Alexander)
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and integrity, their quality and excellence
every day will ultimately benefit all of
our stakeholders and enable us to survive
and thrive,” he continues. “Our culture is
grounded on the belief that this is a local
business based on relationships, service
and community. This belief structure
drives the way we are organized, where
resources are invested and where decision
rights rest in our organization. The closer
the decision rights are to our local market,
the better our decision will be.”
This local philosophy has garnered
considerable success for the bottling
company. Coca-Cola UNITED is now the
second largest privately owned bottler
in North America, the company says.
With eight production facilities and 52
local sales and distribution centers in
four states, the company distributes 218
million cases of beverages to customers
in six states: Alabama, Tennessee, the
Florida Panhandle, Georgia, Louisiana
and southern Mississippi.
In 2020, Coca-Cola UNITED generated
revenue of $2.9 billion, Sherman says.
To support local communities and
nonprofits, Coca-Cola UNITED has
contributed millions of dollars in grants
and product donations to empower and
impact those in need. For instance, it
offers a “Pay it Forward” internship
program for students from 16 historically
black colleges across its footprint, and in
2016, it established an Employee Relief
Fund that has bestowed more than
$750,000 in grants to associates facing
hardships or who have been impacted by a
natural disaster.
With a rich history, commitment to
teamwork and its stakeholders, and
a nearly $300 million investment in
facilities, fleets and technology, CocaCola Bottling Co. UNITED, as an
essential employer, also has demonstrated

Installed in two of UNITED’s facilities, Vertique, an automated case picking and palletizing system, has
helped the bottler optimize its warehouse operations by changing the manual ordering process into an efficient
sequential operation. (Image courtesy of Coca-Cola UNITED)

toughness, determination and resiliency
during the global pandemic. This, as well
as its dedication to its local communities
and the diversity of beverages it
distributes throughout the Southeast, is
why Coca-Cola Bottling Co. UNITED
has been named Beverage Industry’s 2021
Bottler of the Year.
Rooted in History
From its founding in 1902 by Johnson
Sr., the story of Coca-Cola Bottling Co.
UNITED is an “amazing, refreshing
story” of an American-owned business
that journeyed to become the third largest
bottler of Coca-Cola products in the
United States, Sherman says.
“It’s amazing to see our enterprise today,”
the CEO enthuses. “We now have three
fifth-generation Johnson family members
working for the company. This has a lot
of significance for us because less than 3
percent of family-owned businesses last
beyond the third generation. So, by these
facts, Coca-Cola UNITED is an outlier.”
Sherman also points out that several
of UNITED’s distribution centers and
geography also are steeped in history. For
instance, Chattanooga Coca-Cola was
established in 1899 as the world first’s
Coca-Cola bottler. The world-famous

original Coke recipe was created in
Columbus, Ga., and Atlanta is home
to the global headquarters of
The Coca-Cola Co.
“You can imagine how proud we are that
the very first bottling enterprise is part of
our family, as a production facility and a
sales and distribution center,” Sherman
says. “… I may be biased, but I believe we
have one of the finest Coca-Cola bottling
franchises in the world.
“In terms of evolution, I would be
remiss if I didn’t talk about what has
changed over the past five to six years,”
he continues. “We have grown more
than three times our size, with our
customers going from 50,000 to 150,000,
30 facilities increasing to 60 and our
revenue quadrupling from $750 million
to $3 billion. To put it in perspective,
in 2014, we had 18 sales centers and
three manufacturing facilities, and
today we have 52 sales centers and eight
manufacturing plants.”
Yet, according to Sherman, the most
exciting part of the bottler’s expansion
is new team members — from
approximately 2,900 employees to 10,000.
“It’s amazing to watch, especially since the
Continued on page 22 ▶
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secret to our success is the people of Coke
UNITED,” he stresses.
Automation Innovation
In addition to new hires to keep pace
with the tremendous growth, Coca-Cola
UNITED invested nearly $300 million to
optimize and automate its warehousing
operations. Enter the Vertique solution.
The automated case picking and
palletizing system was installed in the
Chattanooga, Tenn., production facility
in 2016, and in the new $86 million,
456,000-square-foot South Metro Atlanta
sales and distribution center which
opened in 2020.
Vertique also will be pivotal to automating
bottling operations at UNITED’s soonto-open $60 million, 300,000-square-foot
sales and distribution center in Tifton,
Ga., scheduled to open in May 2021. Based
on the company’s Strategic Investment
Plan, Vertique will eventually be installed
in facilities in Louisiana and Alabama,
bringing the total number of installations
to eight, Sherman notes.
“Vertique allows Coca-Cola UNITED to
handle our expanding portfolio and SKU
proliferation,” the CEO explains. “At the
end of this journey, we will have nearly
85 percent of our inventory in eight large
automated warehouse; each with the
capability of conducting other directto-consumer routes like eCommerce
and eFullfillment. Although we will be
consolidating inventory, we will maintain
our current facility footprint in the
communities where our associates work
and live.
“Our warehouses were not getting any
bigger, and our portfolio and SKUs
were expanding rapidly, and we didn’t
want our infrastructure to be a barrier
to growth,” he continues. “Vertique
changes the manual ordering process into
an automated, ergonomic and efficient
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Coca-Cola UNITED President and CEO John Sherman shares a laugh with Birmingham, Ala., associate
Jasmin Ray. Approximately 10,000 associates work for the bottling company. “They are the secret to our
success,” Sherman says. (Image courtesy of Coca-Cola UNITED)

sequential operation. It significantly
improves accuracy and the ‘on time in
full’ customer experience, saving time and
physical stress.”
Vertique also reduces workers’ comp
claims and has significantly reduced
employee turnover, he adds.
When it comes to the expense of installing
the Vertique system, Sherman notes that
they use $1 million per 1 million cases as a
benchmark. He explains, “Like any other
automation technology, you can plus up
capabilities, which raises the investment,
but this benchmark has been a good
estimate. We do 35 million cases out of
our South Metro facility, so the math is
pretty easy.”
Opportuniites Abound
Due to health-and-wellness trends, many
consumers are seeking healthier beverage
options such as still and sparkling waters.
Yet, CSDs are one of the largest liquid
refreshment categories within the
beverage industry. In fact, carbonated
beverage sales totaled $29.4 billion for
the 52 weeks ending May 17 in total U.S.
multi-outlets and convenience stores, up
4.6 percent from the prior-year period,
according to Chicago-based Information
Resources Inc. (IRI). However, case sales
still look to be in decline as carbonated

beverages were down 1.4 percent,
IRI data states.
When it comes to the refreshment of
its customers, Coca-Cola UNITED
has diversified its portfolio to include
a plethora of carbonated and noncarbonated options, including Coca-Cola,
Diet Coke, Coke Zero Sugar, Dr Pepper,
Sprite and Fanta as well as bottled waters
like Dasani and smartwater, canned
sparkling water like AHA along with
Powerade, BodyArmor, fairlife, Monster
and Minute Maid brands.
Coca-Cola UNITED, as part of The
Coca-Cola System, has met the demands
of customers by offering a Beverages for
Life strategy that includes a 50 percent
composition of low- and no-calorie
beverages, along with its traditional
brands.
Sherman notes that the company’s
sparkling soft drinks category is “very
robust right now.” “It is the fastest
growing category in our portfolio,
outpacing water growth by three to
one,” he explains. “Our sparkling
performance is very strong right now as
more people are eating at home due to
COVID. And we all know that a Coke
goes great with food.”
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AT A GLANCE:

COCA-COLA BOTTLING CO. BOTTLING
The popularity of a certain CSD brands
often depends on regional variances, but
Coke Zero Sugar has been UNITED’s
fastest growing sparkling brand for many
years, he adds.

Founded: 1902 by Crawford Johnson Sr.

“While there are definitely regional
variances, especially for brands like Barq’s
in Louisiana, or Mello Yello in Alabama,
Coca-Cola remains our No. 1 brand by a
long shot and [holds] a 23 sparkling share
within our geography, followed by Dr
Pepper at a 14 share,” Sherman says.
“We have an amazing portfolio of
brands and occupy the No. 1 or No. 2
trademark in almost every category in
which we compete.”

Franchise territory: Six Southeastern states — Alabama,
Chattanooga, Tenn., the Florida Panhandle, Georgia, Louisiana and
southern Mississippi

Dasani is No. 1 in still water; Minute
Maid is the No. 1 juice; and Core Power
is the No. 1 product in value-added dairy.
No. 2 in the market are Gold Peak tea;
Monster energy drink; and Powerade,
which when combined with BodyArmor,
is equal in share to Gatorade, he says.

Family: A fifth-generation family business
Revenue: $2.9 billion, 2020, second largest privately owned bottler
and third largest bottler in North America

Facilities: 60, including 8 production facilities and 52 local sales and
distribution centers
Number of SKUs: 1,200, including Coca-Cola, Diet Coke, Coca-Cola
Zero Sugar, Dr Pepper, Dasani, AHA, Gold Peak, Core Power, fairlife,
Monster, Minute Maid, Powerade and BodyArmor
Number of cases: 218 million, 2020
Employees: 10,000
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we have zero interest in second place.
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AGEF FIRST ANNUAL CLAY SHOOT
Second Place

The Alabama Grocers Education Foundation held its First
Annual Fall Clay Shoot on Thursday, October 15, 2020 at
Selwood Farms in Alpine, Ala. This tournament raised funds
for the Alabama Grocers Education Foundation, to provide
scholarships to employees and children of employees of Alabama
Grocers Association companies. To date AGEF has awarded over
1.2 million dollars because of the tremendous support of our
members at golf tournaments such as this one.
The winners of the golf tournament were as follows: First Place
Team: UTZ Team. Second Place Team: Red Diamond Team.
Third Place Team: Associated Wholesale Grocers Team.

First Place

Third Place
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The Alabama Grocers Education Foundation
Clay Shoot would not be as successful without the
many companies that sponsored this event and
contributed their goods. The Presenting Sponsor
for this event was Coca-Cola Bottling Company
UNITED, Inc. Additional sponsors of the AGEF
2020 Clay Shoot included A&R Super Markets;
Associated Grocers of the South; Associated
Wholesale Grocers; Buffalo Rock / Pepsi; Bunzl
Distribution; Byars | Wright Insurance; Cobbs Allen; Federated Insurance;
Merrill Lynch; Mitchell Grocery Corporation; Post Consumer Brands;
Piggly Wiggly Alabama Distributing; Red Diamond Coffee & Tea; Retail
Data Systems Mid-South; Smucker’s; Sunset Farms Foods; United Johnson
Brothers (3 Teams); and UTZ Quality Foods.
Chairman of the Foundation, Mr. Bob Crawford made the announcements
of the winners via video for this event.
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F o o d R e ta i l I n d u s t ry S p e a k s
A b o u t P u b l i c P o l i cy
J E NN I F ER H ATC H ER
SE N I OR V ICE PR ES IDEN T, GOV ER N MENT AND
P U BLIC AFFAIR S FOOD MAR K ET IN G IN STITUTE

FMI’s analysis explores retailer sentiment
ahead of 2021.
As you may know, the Food Marketing
Institute has published an annual
compilation of industry trends for 71 years.
This year’s annual Speaks analysis of the
food retail industry is unique. By its very
nature, Speaks is reflective – asking leaders
to look back on the past year, in this case,
2019, and then make some projections about
where they think their companies and the
industry are headed.

channel would soon receive, 67 percent of
retailers experimented with e-commerce
and investigated new technologies. This
year, some 83 percent are investing in the
enhancement of their online businesses.

Obviously, there were a lot of challenges
with this year’s survey. First, asking
people to take the time to complete this
survey when the COVID-19 emergency
demanded 100 percent of their attention
was a significant request. Second, asking
respondents to ignore COVID-19 when
offering their evaluations was impossible,
especially when it would factor heavily in
their projections for this year.

Likewise, some old and well-known,
nagging culprits – credit and debit
card interchange fees, rising health
care costs, and higher wages and
benefit expenses – continued to play
havoc with the profit margin.

By most measurements, 2019 was a good
year for the retail food industry. Same-store
sales rose 3.3 percent, and retail executives
noted that the national and local economies
had positive impacts on retail business.
Online sales jumped from 1.4 percent to
2.5 percent of total sales and, in an almost
precognitive preparation for the boom this
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Of course, 2019 also had its trials and
tribulations, with more than half of
retailers reporting that international
tariffs had a negative impact on the
bottom line.

But, one cannot look back on 2019 or make
intelligent projections about 2020 without
acknowledging the elephant in the room…
or in this case, the microbe in the room –
COVID-19. So, as we review this data, we
will address some pre-pandemic realities,
but also pay attention to how a virus
undetectable to the human eye has changed
the way we look as an industry, the way we
view our work, and the way we contemplate
our lives.

On federal, state and local levels,
government relations truly kept the plot
interesting as the COVID-19 drama
unfolded and continues its run.
At FMI, we’ve always known the food
industry is crucial to America’s success as a
country, but it took a nationwide emergency
to amplify that fact for all the world to see.
We can be proud of the way our industry
responded, working with others and
modeling the understanding that we will get
through this by all pulling together.
From Day One, we wanted to ensure all
Americans the industry and government
were working closely with stakeholders
across the food and consumer products
supply chain to ensure that stores stay open
and stocked with the products consumers
needed. It was also crucial that we be
designated as essential businesses.
All along, we remained sensitive to the
varying needs of customers, including our
WIC and SNAP shoppers, and the food
banks our stores support. We were (and
remain) committed that the availability of
food should not be something Americans
had to be worried about – on top of all their
other pandemic-related concerns.
Making that conviction a reality
required strong and continuous
public-private partnerships with a
wide range of government agencies.

INSIDE THE BELTWAY

“At FMI, we’ve always known the food
industry is crucial to America’s
success as a country, but it took a
nationwide emergency to amplify
that fact for all the world to see.”
iStock

We will ensure our supply chain
remains resilient, nimble and effective.

Federal, State and
Local Government

Our Speaks research reveals – not
surprisingly – that retailers have mixed
views regarding government efforts to help
businesses navigate the array of pandemic
challenges. FMI worked hard to make sure
the food industry was included as part
of the nation’s essential workforce, and
that industry and customer needs were
on the radar of a wide array of different
government entities at the federal, state
and local levels.

This 2020 sentiment of frustration with
difficult-to-implement government
regulations is not completely unexpected.
Historically, government regulations at
all levels have been identified as having
a negative impact on food retailers’
businesses in past Speaks surveys.

One challenge cited by retailers was the
conflicting and constantly changing nature
of guidance from different government
levels and agencies. Notably, members
identified inconsistent policies on mask
usage as a top concern, and they said
regulations from the federal, state and
local governments were extremely
difficult to follow.
With 170 different COVID guidance
documents just from the Centers for Disease
Control (CDC) and thousands more across
the U.S., I would have to agree. FMI has
developed an online portal and a multipage spreadsheet just to track all of this
government guidance.

However, in 2019, the negative perspectives
were somewhat reduced. In a tale of
two worlds some burdensome federal
regulations were pulled back as were those
in municipalities with business-friendly
leadership, but the opposite was true in
other areas, particularly state governments.
While nearly a third of food retailers
reported that federal and local government
regulations had negative repercussions,
an even greater number (nearly half)
believed state government regulations were
particularly challenging, stemming in large
part from labor and sustainability issues –
particularly those involving restrictions on
plastic bags or polystyrene packaging.
But just as many retailers – if not more –
said in 2019 that regulations from different
levels of government were under control and
were not having negative impacts.

Payments
National crisis aside, let’s talk about
one of the biggest, continued threats to
the profitability of retailers’ businesses:
interchange fees.
Nearly 81 percent of Speaks survey
respondents highlighted credit/debit
interchange fees as the most adverse effect
on their bottom lines, a trend that is likely
to only increase as more transactions are
initiated online.
FMI has continued to seek fixes to this
anti-competitive fee system through federal
and state legislation and with ongoing
discussions at the Federal Reserve and the
Federal Trade Commission. Credit/debit
interchange fees averaged 1 percent of total
sales in 2019 and represented as much as the
average profit for most companies.
The future of payments is changing,
influenced by e-commerce and mobile,
but don’t discount the in-store experience
and how it is becoming more reflective of
the convenience-minded shopper. Speaks
suggests that mobile payments are up nearly
50 percent since a year ago, and 87 percent
of stores now accept mobile payments.

Continued on page 28 ▶
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highlighted among about half of survey
respondents. On average, food retailers
spent $314 per employees for training and
skills development in 2019, but a majority
(55 percent) expect that amount will
increase in 2020.

Benefits
It’s often noted that we are only as good as
the people we employ, and benefits continue
to be a key differentiator for employers.
iStock

“Retailers enacted strategies during the
pandemic to keep customers and front-line
associates safe.”
Taxes
With tax reform and rate reductions in
both the corporate and passthrough rates
in effect for more than two years, Speaks
asked if food retailers had made, or are
planning to make, any changes in how
they invest in their businesses.
Just over one-half of responding retailers
said they have or are likely to make at least
one of these investment types as a result
of tax reform. Many food retailers pointed
to investments in employees and store
development, they either made or plan
to make, as being possible due to lower
tax rates, a policy that new Democratic
leadership wants to change.

Workforce
So, let’s look at these employee investments.
Retailers enacted strategies during the
pandemic to keep customers and frontline associates safe. Additional employee
costs due to COVID policies and personal
protective equipment, or PPE, were and
continue to be significant.
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Retailers also focused on a range of
benefits for associates including higher
compensation, bonuses, flextime,
training/skills development, employee
wellness programs, education programs
and hiring/retention incentives.
Speaks evaluated the food retail labor
market in the context of 2019’s robust
economy. The low unemployment levels
(about 3.5 percent) made the ability to
recruit and retain employees a challenge
for most food retailers, with turnover at
40 percent, improving five percentage
points from 2018. How different these
numbers will be for 2020.
These improvements in turnover were a
result of significant investment among
employers. The most common investment
made possible by lower tax rates was
to offer higher compensation either
through higher wages or bonuses. In
fact, 93 percent of retailers offered higher
compensation in one of these two ways.
However, food retailers were also turning to
other incentives. In addition to 65 percent
of retailers offering training and skills
development, education programs, flextime
and employee wellness programs were

Most of our retail members offer a 401k,
with 74 percent offering a 401k with an
employer match. In 2019, health care
costs continued to represent a significant
expense, at 1.9 percent of sales. That has
a major impact on the bottom line for an
industry that averages only 1 percent profit.
On average, 58 percent of employees were
eligible for health care benefits in 2019.

Conclusion
Speaks illustrates how food retailers did
whatever it took to serve and feed the nation
during this unprecedented time. We look to
continue this commitment, and to build on
the goodwill we established with all levels of
government and our customers throughout
the pandemic.
Food safety, health and wellness, worker
safety, customer safety – these have always
been at the top of food retailers’ list of
priorities, but COVID-19 suddenly elevated
them to centerstage. ■

WASHINGTON REPORT

Entering the Biden Era

GR EG F ER R A R A
P R E SI DE N T AN D CEO
N AT I O N AL GR OCE R S AS S OCIATION

What can independent grocers expect from a Biden
Administration and 117th Congress?
This year’s presidential and congressional
election was among the biggest in our
nation’s history, with record voter turnout.

Biden has indicated support for a method
similar to the California ABC test to be
implemented on a national level.

Regardless of the leaders or parties in power,
the goal of the National Grocers Association
remains the same: to work with our nation’s
leaders on policies and programs that help
independent supermarket operators grow
and better serve their communities.

We’d also expect Democrats to pursue
higher taxes and a federal hourly minimum
wage of $15, matching the rate already
enacted by many localities. As outlined
on the campaign trail, Mr. Biden will
likely seek to boost the corporate tax rate
to 28 percent, phase out small business
deductions and increase the amount of
businesses being hit by the estate tax.

As of press time, former Vice President
Joe Biden has been declared the winner in
the presidential race, with Democrats in
control of the House despite losing a few
seats. Two key U.S. Senate runoff races are
still up in the air to determine which party
will control the Senate.
Assuming we find ourselves in an all too
well-known scenario of divided government,
in which Republicans maintain a majority in
the Senate and with Democrats at the helm
in the House and the White House, what can
independent grocers expect from a Biden
Administration and 117th Congress?
A reversal of many Trump-era regulations,
for one. Specifically, keep a close eye out for
changes in labor and workplace regulations.

Another key point is health insurance.
Expect an effort to restore Obamacare
mandates and demand stricter employer
requirements.
Although the policies listed above
present challenges to independent
grocers, a Biden administration would
likely be more responsive to expanding
federal nutrition programs, such as the
Gus Schumacher Nutrition Incentive
Programs – that incentivizes SNAP
customers to purchase healthy produce.
The 117th Congress, alongside the Biden
administration could also usher in a new
era of vigorous antitrust enforcement.
Depending on who is nominated to lead
enforcement agencies, federal lawmakers

may turn an eye to the Robinson-Patman
Act (RPA), meant to protect small businesses
from discriminatory terms of trade but no
longer enforced.
While a divided government can be
testing and often lead to stalemate,
I believe there will be some opportunities
to advance policies that are advantageous
for independent grocers. For example, one
area is the expansion the Supplemental
Nutrition Assistance Program (SNAP)
Online Purchasing Pilot.
USDA Food and Nutrition Service (FNS)
has already made great strides this year
to increase capacity in the SNAP Online
Purchasing program and these efforts have
bipartisan support within Congress. NGA
has been serving as a critical partner in
helping independent grocers maneuver
the application process, while also actively
lobbying Congress to create a level playing
field for independent grocers in this
important program.
On behalf of the staff here at NGA, we look
forward to working with all the winners of
this historic election toward our common
goal of creating a stronger America.
Leading the charge toward that goal are
independent grocers, whose investments
in their communities create jobs, generate
tax revenues and provide essential goods to
generations of individuals. ■
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3 Ways
GROCERS SHOULD
invest their RESOURCES
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By Joanne Heyob
SVP, Operations, Strategy & Design, WD Partners
WHERE SHOULD YOU INVEST IN 2021? THE FUTURE WILL REQUIRE
NEW STRATEGIES FOR CONSUMER LOYALTY, THE DEVELOPMENT
OF NEW FULFILLMENT METHODS, AND A PORTFOLIO STRATEGY.
There is no question that this year has
changed everything, and the grocery
industry is no exception. It was already
on its way to innovation as the adoption
of ecommerce opened the door to more
convenient purchasing options. But now
we have seen a shift that has pushed
many consumers out of stores altogether.
We know how the grocery industry looked
pre-COVID, and we have come to see how
it transformed throughout 2020.
But what about the future? Where should
these retailers invest their resources to
succeed in 2021? It’s not as simple as
requiring associates to wear PPE in-store;
we feel that considering changes in consumer
loyalty, fulfillment methods, and a portfolio
strategy is essential preparation for what’s
to come.
CONSUMER’S WAVERING LOYALTY
In times that are so uncertain, one may
venture to assume that consumers would
stick with the brands they know and love.
But in reality, things are much different.
Research has shown that consumer
loyalty amidst the pandemic has been
profoundly unstable.
People aren’t as interested in brands that they
used in the past and are now more apt to seek
out providers that fulfill their needs in terms
of convenience, availability of products,
and services offered. In fact, since the start
of the crisis, 77 percent of consumers in
the United States have tried unfamiliar
shopping behaviors like new channels, stores,
and brands.1 With the grocery industry in
the middle of an extensive and ongoing
structural change, grocers need to find
ways to keep (or bring) these consumers on
their side and make it worth their while.

The popularity surrounding options like
BOPIS and grocery delivery services has only
been increasing over the past few years, but
COVID has truly pushed these services into
the spotlight with the demand for online
grocery booming. And for good reason; as
of mid-September, 64 percent of consumers
reported that they have not resumed
“normal” activities outside of their homes.
Grocers offering these services and executing
them well is now a huge factor in getting
consumers to choose your brand over
the next.
In terms of fulfilling their other needs,
consumers who are choosing to go out and
about want to trust that they are safe doing
so. Ensuring that you offer a frictionless,
safe, and sanitized experience that addresses
customer pain points is one step; you
also need to offer something that your
competitors don’t. McKinsey recommends
incorporating a paid loyalty program.
These programs drive higher purchase
frequency, purchase amounts, and brand
affinity. But there are also other methods
to consider when it comes to creating a
desirable shopping experience.
MANAGING FULFILLMENT
METHODS
As third-party shoppers and store pickers
are occupying a majority of the store floor,
consumers are now left to compete for
products, making for a less than desirable
brand experience. Even though grocers
had already begun adopting the practice of
creating fulfillment centers directly in their
physical stores before the pandemic, we feel
that it is important to consider this option
now more than ever.

Continued on page 32 ▶
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With over half (54 percent) of consumers
opting for grocery pickup and grocery
ecommerce doubling in some cases,2 adding
these micro fulfillment centers (MFCs)
can make in-store picking more efficient,
improving the shopping experience for store
associates and consumers alike.
With MFCs also comes automation.
Prior to COVID, autonomous grocery
delivery was a future-forward concept that
most consumers thought of as a novelty
rather than a necessity. Now, customers and
grocery providers welcome the option with
excitement as increases employee efficiency
and convenience.
It has benefitted tech start-ups as well.
Starship Technologies, Nuro, Refraction
AI, and Duece Drone have all created
partnerships with major brands like
Walmart and CVS to provide automated
delivery services in certain areas around
the U.S.. And automation doesn’t just apply
to deliveries. Stores are also beginning
to implement automated pickup kiosks,
both in-store and at standalone locations.
Regardless of which system of fulfillment
retailers choose to adopt, they will need to
continue honing them for the new world.
In this new world not every store needs to
incorporate an MFC, but they may just need
to take a look at their portfolio strategy.

“THOUGH IT IS HARD FOR ANYONE TO
SAY WHAT IS GOING TO HAPPEN IN THE
FUTURE, WE DO KNOW THAT RETAILERS
NEED TO TAKE THIS TIME TO IDENTIFY
SOLUTIONS TO GET THEM THROUGH THE
SHORT-TERM WHILE SETTING THEM UP
FOR LONG-TERM SUCCESS.”
REEVALUATING PORTFOLIO
STRATEGY

2. Create a plan to lean into your strengths
or to pivot in a new direction

When attempting to navigate this new
industry landscape, there is no better time
to learn how to leverage current and new
real estate. Getting down to the art and
science of your brand is now essential as
stereotypical grocery is now a thing of
the past.

3. Design a solution that suits both the
needs of your brand and the needs
of the consumer

Online ordering has accelerated, and
consumer sentiment has projected that this
behavior will continue. The great thing
about this shift is grocers now have the
opportunity to experiment like never before
to see how consumers will respond to new
shopping methods like small format smart
stores (looking at you, Amazon GO) and
dark stores. As we discussed before, MFCs
may be incorporated, as a new addition in
terms of ecommerce fulfillment, so long as
there is a strategic growth plan outlined for a
particular area where market share needs to
grow. Experiential showrooms could also be
a good addition, allowing shoppers to escape
reality and learn about new products in an
unfamiliar setting.

4. Scale your innovation by showing up in
a meaningful way and evolving to meet
your consumer’s needs
TOMORROW’S VISION
Though it is hard for anyone to say what
is going to happen in the future, we do
know that retailers need to take this
time to identify solutions to get them
through the short-term while setting
them up for long-term success. Grocers
need to ensure that they are adapting
swiftly, implementing new fulfillment
strategies, and are not afraid to fail fast in
this complex business environment. ■

Overall, WD Partners believes this method3
is perfect for reevaluating your strategy for
today, tomorrow, and beyond:
1. Uncover the possibilities for your brand
and conceptualize your path forward

2

grocerydive.com/news/grocery-pickup-is-here-to-stay-heres-how-its-evolving/587702/?utm_source=Sailthru&utm_medium=email&utm_
campaign=Issue:%202020-10-27%20Grocery%20Dive%20%5Bissue:30484%5D&utm_term=Grocery%20Dive

3

wdpartners.com/pov/21st-century-grocery
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You Hold the Keys
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wheel of your company vehicles with
the help of driver screening tools and
risk management resources.
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THE INSTACART EFFECT
By Dan Frommer
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If Amazon is trying to build the iPhone of the
grocery industry, Instacart is the Android.
One of the big consumer shifts during
the COVID-19 pandemic has been the
rise of online grocery shopping, which,
almost overnight, transformed from nifty
convenience to essential infrastructure for
millions of Americans. And one of the big
winners from this shift has been Instacart,
the San Francisco-based online grocery
technology and delivery provider.

big chains like Kroger and Costco. With a
network of more than 500,000 shoppers,
Instacart now delivers from nearly 40,000
stores, and is now accessible to more
than 85 percent of U.S. households (and
70 percent of Canadian households).

To make a loose analogy to the smartphone
business: While Amazon is building the
iPhone of online grocery shopping – a
tightly integrated experience with Prime,
Prime Now, Subscribe & Save, Whole
Foods, Amazon Fresh, etc. – and Walmart is
building, um, the Windows Phone, Instacart
is building the Android: A platform that
any grocer can use to sell online for home
delivery or in-store pickup.
And it’s getting big. Just as Android now runs
on devices from hundreds of manufacturers
around the world, Instacart has spent the past
few years signing up hundreds of grocers.
The company says it’s now working with
more than 500 retailers, from small local
grocers like Bi-Rite in San Francisco to

• The consumer that wants to shop for
groceries online.
• The grocery store that needs a platform
to power e-commerce and delivery.
• And the consumer-goods brands whose
products are being bought and sold.

E-commerce is now estimated to represent
around 10 percent of the roughly $1 trillion
U.S. grocery market this year, according to
market research from the technology firm
Mercatus. That’s up from about 3 percent of
the market last year, and more than double
its previous forecast for this year, which was
4 percent. The firm now projects that
e-commerce will double again to represent
more than 21 percent of the market by 2025.
Amazon and Walmart have been aggressively
building out their online grocery businesses,
and racing to outdo each other with faster
shipping speeds, eager to steal share from
incumbents and each other. But right now,
most Americans still buy most of their
groceries from the grocery store. And that
is where Instacart comes into play.

What’s interesting about Instacart is that
it is a potentially useful platform for
multiple parties:

iStock

“With a network of more
than 500,000 shoppers,
Instacart now delivers
from nearly 40,000
stores, and is now
accessible to more
than 85 percent of
U.S. households.”
Instacart doesn’t say how many users it has,
and, as a privately held company, does not
report its financial results. But it has been
able to raise financing this year at increasing
valuations, including a $200 million round
that it announced in October, with
a valuation approaching $18 billion.

The consumer proposition is pretty
straightforward: Instacart’s software can
provide a familiar interface for online
shopping at a variety of local and national
retailers. Over time, Instacart should be able
to increasingly personalize the shopping
experience for each customer based on their
purchase history, stated preferences, and
other signals, something stores can’t really
do. It could offer “playlists” of products,
organized around recipes, events, and even
individual curators.
For retailers, Instacart turns on e-commerce
and delivery without having to build the
platform. This is, it turns out, useful for
almost every grocery store, all of which now
have to fend off Amazon and Walmart on
multiple fronts.
The immediate result is that online shoppers,
while perhaps shopping in-store less often,
tend to spend more money, with larger
online basket sizes than in-store. This year,
as shopping habits have changed during the
pandemic, Instacart says it has seen average
basket size grow by as much as 35 percent.
Some larger chains should eventually have
the technological expertise and unique needs
to build parts or all of this on their own.
And you have to assume that over the span
of decades, this will all change substantially.
Recently, the lines have blurred between
grocery and food delivery, for example.
But for now, Instacart is the top choice for
many grocers.
Continued on page 36 ▶
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Fresh Market, were up almost 80 percent,
while shipments to Wegmans were up
55 percent, compared to the prior 12 weeks
before it started advertising. “They build
awareness because we show up at the top
of certain searches,” Cayne says, “but also
they’re putting us in their carts, so sales
are jumping.”

For consumer and food brands, Instacart
offers a marketing platform – and a rare
trove of data. The company already offers
advertising tools, including featured
promotion in search results, coupons,
delivery promotions, and ads on the site.

“For consumer
and food brands,
Instacart offers
a marketing
platform –
and a rare trove
of data.”

As the pandemic continues to affect
shopping behavior and how consumers
discover brands and products, digital
advertising figures to fit into more brands’
marketing and promotional plans.
Haven’s Kitchen founder Alison Cayne,
for example, started experimenting with
Instacart ads to increase visibility and
demand for her line of fresh sauces, as her
distribution grew rapidly but in-store tasting
events were off the table.
“We’re new on all of these shelves around
the country” Cayne says, “and when COVID
happened, we knew fewer people would be
in the actual stores. And when they did go
shopping, they weren’t toodling around,
browsing for new, fun things – it’s in and out
and get home.”
Since launching Instacart ads in August,
Cayne says average weekly shipments from
her distributor into one grocery chain, The
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Longer term, I imagine, it will be tempting
for Instacart to start doing more itself, too,
from its own private labels or exclusive
products to warehouse stores or fulfillment
centers. Instacart maintains that it’s
focused on partnering with and
delivering from existing grocery
stores.
But one of the things I’m most
interested in, as a lover and
frequent patron of grocery
stores large and small, is how
online commerce broadly
drives evolution in the physical
store experience, especially
once coronavirus restrictions
eventually lift and new habits
are solidified.
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Instacart is very excited about these
programs, as they are very close to the
purchasing funnel, and can be targeted
and tracked.

Amazon wants to take – and will be able to
take. But the grocery industry is huge, and
won’t quickly collapse.

Instacart also should be able to offer brands
much more data about how their products
are performing organically than they’re
getting now – because it has a much wider
range of visibility and, theoretically, better
reporting capabilities. What are people
buying? With what other products? When?
Are those Facebook ads working? As the
layer between the consumer and retailer,
Instacart is increasingly in the powerful
position to track and report that information.
(In aggregate, over time, Instacart could do
so much more with that information, too.
It could tell stores what products to sell to
attract new shoppers and increase sales, help
merchants and consumers discover new
brands and items, and help emerging brands
get distributed more effectively.)
So, at least for the next several years,
Instacart appears to be a fascinating player in
the shift to online grocery shopping. The big
question marks are around how much share

If you are getting pantry
staples delivered monthly on
subscription, and fresh foods weekly or so
via delivery, how does the grocery store
change? Does it become a place where
you spend more time on discovery, via
sampling and other displays? Does it include
restaurants, like an Eataly? (Or just a lot
more prepared foods?)
Does it devote more space to community
and events? Or coworking spaces? Or health
clinics? Or growing hyper-local produce on
site? Is it just smaller? I’m eager to find out. ■
Editor’s Note: Dan Frommer is the founder
and editor in chief of The New Consumer
(newconsumer.com), a publication about how
and why people spend their time and money.
Follow him on Twitter at @fromedome.
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OUTSIDE THE BOX
N EW RETAIL PERS PECTIV ES
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Deepest
Discounts

Resale and discount shops with everything from gently-used clothing to pastdate groceries are booming due to financially strapped consumers. Some of them
quarantine incoming products for 24 hours. This is no short-term proposition
in retailing since estimates show that the U.S. resale market, in clothing alone, is
expected to reaching $36 billion by 2024, vs. $7 billion this year.

Donut Time?

iStock

People need doughnuts more than ever!
That’s the thinking at Krispy Kreme
which has opened a new flagship store in
the heart of New York’s Times Square in
the largely shuttered Broadway district.
“We want to be part of the reemergence
of New York City,” according to KK’s chief
marketing director David Skena.

STRESSED

PARTY TIME

You may have missed one of the best stock
market investments of the year – Tupperware.
Before the pandemic the stock was trading
at $1.15. Recently it was selling for $28 per
share fueled by people eating at home and
packing up the leftovers. Meanwhile, sales of
the burpy containers are up 42 percent.
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OUT HAIR
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Sales of hair loss remedies are up 30
percent this year, according to an Ad Age
report due to hair loss caused by the
Coronavirus or the stress of trying to
avoid the disease. The sales increase is
even more dramatic among the top four
online providers such as GetRoman.com,
Forhims.com, Hum Nutrition and Ritual.

OUTSIDE THE BOX

sticky
habits

The pandemic has changed consumer behavior
drastically. But are they changed forever? A report
in Bloomberg News suggested that new shopping
habits like pantry inventory stocking, increased
grocery buying and a pullback on discretionary
goods, which benefited such brands as Procter
& Gamble, Lysol producer Reckitt Benckiser and
Albertsons Cos., will continue.
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Automatic

Parking
Imagine your customers pulling up
to the front entrance, grabbing a
cart and starting their shopping trip
while their car parks itself. This may
be closer to reality than you think.
Bosch, the German auto parts maker
in conjunction with Mercedes in
Stuttgart is developing technology that
will enable it to connect to a garage’s
computers and sensors finding parking
spots while customers shop. The latest
test is being done in collaboration with
Ford at a garage in downtown Detroit.

Anger
Management
The usually composed British consumer is at the end of
their COVID-related rope about one thing – perfume
testers. Superdrug in the UK has adopted a zero-tolerance
policy because of a 21 percent increase in aggressive
behavior related to the temporary ban on perfume testers.
Point-of-sale communications and in-store radio will
remind customers to stay calm and carry on.

FAT FEEDERS
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Coffee by Subscription

Kid influencers on YouTube are peddling
a lot of junk food. A study by the medical
journal Pediatrics found 400 videos touting
brands like McDonald’s, Car’s Jr., Chuck E.
Cheese and Taco Bell featuring unhealthy
items like milkshakes fries and soft drinks
and fast food logos.

Pret a Manger in the UK is betting that consumers will lay
down about $26 per month for Pret Barista, a service offering
all drink options – including organic teas, frappes, smoothies
and hot chocolates – for one fixed price. The subscription can
be accessed via email, phone or digital wallet, which is
limited to one transaction up to five times per day.
iStock
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MOMMY BLOGGER

The Comfort and Nostalgia of
Shopping at Mom’s Market
K I M B ER LY R A E M I L L ER
WR ITER , ACTR ES S

There’s a sense of comfort and nostalgia in
waiting on the deli line and wandering through
the produce section that is filled with all
sorts of things I couldn’t understand anyone
buying as a kid. I’m looking at you, escarole.
I recently started shopping at the grocery
chain my parents frequented when I
was a kid. It wasn’t a chain back then,
when I was young it was a single market
in my hometown that had a funny
name, good prices, and fresh food.
It was owned by an Italian family and
had all sorts of specialty foods that the
other markets didn’t; jars of peppers and
tomatoes and olives packed in vinegars
and oils, cheeses that didn’t come in
hermetically sealed packages but big
wax wheels and vats of salty water.
The crusty loaves of Italian bread were baked
on premises and were often still warm to
the touch, stacked one on top of another in
paper bags. The butcher knew my mom and
would pop his head out and chat as soon as
he saw us moseying down the meat aisle.
Of course, as a kid, all of this was
horrifying. I wanted American cheese
in cellophane, brand name cereal and
chicken nuggets like every other kid.
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Since making that fateful soup I’ve gone
there every other week. These visits to this
store that is not the store of my childhood,
but close, is honestly a sort of salve in this
crazy time. There’s a sense of comfort and
nostalgia in waiting on the deli line and
wandering through the produce section
that is filled with all sorts of things I couldn’t
understand anyone
buying asa kid. I’m
looking at you, escarole.
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Over the years that one little market has
grown into a local chain and even though I
live about 40 miles west of where I grew up,
there’s one right near my house. In the
three years that my family has lived here,
I’ve passed it smiling to myself while my
husband made fun of its silly name, and
continued on my routine at other stores.
That is until I decided to make a soup that
called for fresh ground sausage and I knew
exactly where to go, the place with the old
school butcher counter.

I can picture every
part of that original
store in my mind. I can
remember the smells of
the cleaner they used
on their floor, which
aisles were too tight for
the cart to go down so
my mom would send
me while she waited at
the end.

I remember the crackle of the loud speaker,
and the tang of the antipasti salad I’d munch
on during the ride home. These memories
create the kind of relationship between
grocer and shopper that advertising and
circulars can’t buy.
When the pandemic is over, I hope that I
can create these same sorts of normal,
mundane, but comforting memories with
my own kids. ■

Enjoy these snacks from the family
of Utz® brands!

Utz Quality Foods, LLC
900 High Street, Hanover, PA 17331

@UtzSnacks

1-800-FOR-SNAX

utzsnacks.com

@UtzSnacks

@UtzSnacks

TOGETHER
TASTES
BETTER

Proud
Supporter of:

